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Why target the US market?

e The United States:

— Is the largest specialty food market
In the world (valued at over
$70,000,000,000 in 2008).

— Welcomes over 40,000 new
specialty food products each year.

— Is embracing new specialty food
concepts in today’s economic
climate.

— Offers various specialty food market
segments, including mass market,
specialty, food service, convenience.

— |Is extremely open to ethnic and
regional foods from around the
world.




Specialty food defined & profiled

o “Specialty food” is defined as “products
with a high perceived value because of
their originality, authenticity, place or
origin, processing, ingredients, distinctive
use or limited availability”.

* The typical US specialty food consumer is:
— Well traveled
— Between the ages of 32 — 50
— Household income of over $100,000
— Living in a metropolitan area

— Primarily located in the Northeast,
Southeast, Central and Western
states (by volume).




Omani export possibilities

« Commodities
— Coffee
— Dates
— Nuts
— Grains
— Spices
— Juices

« Omani specialties
— Smoked Eggplant
— Shuwa marinade
— Lentil & vegetable soups
— Salona sauce
— Sakhana soup
— Khubz Rakhal mix




Company & product self-assessment

Management & Personnel

In-house international expertise?
Person dedicated to US export?

Organizational structure can ensure US
export sales adequately serviced?

Production Capacity

How is present capacity being used?

Will filling orders hurt domestic and/or
other export sales?

Can capacity be increased at short notice

without major capital investment?

Are there fluctuations in the annual work
lard and if so, when and why?

What would be required to design &
package products specifically for the US
market?

Financial Capacity

What amount of capital can be
committed to export production &
marketing?

Can you afford to invest in adapting your
product or packaging, if required?

How will initial expenses of US export
efforts be supported by the company?

Can your company attain financing for
production for your first order?

Products Review

Product — determine type of ingredients,
quality, packaging, costing and
certifications

Price — define competitive retail price
according to the different distribution
channels in the US market.

Place — Identify appropriate distribution
channels to reach targeted customers.

Publicity — Organize activities to
promote your products.



The logistics of exporting to the US

 Importer (30-40%) — responsible for
physically importing and warehousing
the products in the United States.

 Broker (5%) — responsible for
marketing the products to distributors
and retailers throughout the country or
region.

o Distributor (30%) — responsible for
delivering the products to the various
retail locations and implementing plan-
0-grams.

» Retailer (30-50%) — responsible for
putting your products on the shelf.



Developing a marketing plan

o Often ignored by international
manufacturers, a marketing program is
critical to the success of the products.

 Find a home for your products!
 Norms expected by the trade:
— Substantial samples for presenting
— Introductory allowances
— Quarterly promotional allowances
— Catalog participation
« Typical allowances include:
— Free-fill
— Buy-one-get-one free
— 10-30% off-invoice
— Varies greatly depending on product
category and distributor/retailer
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Trade agreements & custom coding

« US-Oman Free Trade Agreement
— Approved December 13, 2005

— Reduces trade barriers between th
two countries in processed foods.

— Eliminates tariffs on most
products.
« Harmonized System

— Six-digit number that categorizes
all products according to families
and sub-families.

— Established by World Customs
Organization.

— Used to streamline the importation
process into US




Regulatory requirements for the US

 Food & Drug Administration
(FDA) Facility Registration

e Bioterrorism Act Registration

* Product liability insurance

« HACCP Certification
(required for seafood and fruit
& fruit juices)

 Low Acid Canning Facility
Registration

 Nutritional analysis

 GSI UPC code registration



US labeling requirements

 Basic Labeling Requirements:
— Name
— List of ingredients
— Net quantity (in American units)

— Name or business name/address of
manufacturer, packager or importer

— Place of origin
— Expiration date for consumption
— Special conditions for keeping or use

— Allingredients must be written out in
English...no scientific abbreviations.

e Nutritional Facts Panel:

— Consult US Food & Drug Administration
website for specific requirements

« UPC Code:
— Must use 12-digit UPC, not 13-digit EAN

— Must use codes registered to the
manufacturer, not the importer

— Must be obtained from GS1, not a bar code
consolidator.



US shipping & packaging
recommendations

« 20 foot container (6 meters) — 26 cubit
meters; weight limit 24,000 kg

» 40 foot container (12 meters) — 52 cubic
meters; weight limit 30,480 kg

 Full Container Load (FCL) —when a
container is being used by a single shipper for
a single consignment.

e Less than a Container Load (LCL) —when the
cargo of a number of shippers is consolidated
and stowed in one container destined for a
common port.

« Smaller case packaging is always best for
pack-out at retail level.

 Transport Insurance — typically 3-5% of the
value of the goods shipped

* Shipping documents needed:
— Commercial Invoice
— Bill of Lading
— Certificate or Origin

— Import & SPS certificates (when
required)



Certifications

« HACCP —Hazard Analysis & Critical
Control Points is a critical food hygiene
management system for consumption
products processing and production.

 |SO —International Organization for
Standardization is a global network that
identifies international standards for
businesses, governments and societies.
ISO 9000 is for Quality Management.
ISO 14000 is for Environmental
Management. Sub-categories for each.

« USDA Organic —certified by the US
department of Agriculture at varying
levels.

« Fair Trade — guarantees fair pricing for
producers in the value chain.

« Ethnic/Religious —Halal or Kosher are
two most common religious
certifications in the US market..



Approaching the US market

Potential customers will expect:

* Properly labeled samples

e Price list (both Ex-works and delivered)
 Promotional plan

 Case pack

« Case weight

o Ti/Hi

 Case cube

e |tem weight

e Shelf life

« Marketing materials

 Frontal JPG images for plan-o-gram
e Product lead times

e Product positioning research
 Target retail accounts

« Ideal route to market



Conclusions

« The US specialty food market is the
largest in the world, and well worth

pursuing. CONTACT US:
« Oman is a country with fabulous and
marketable food products ideal for Talier Trading Group
export. Attn: Jim Thaller
411 537 Street

« Oman is well positioned to process
products for the Gulf Region and
spearhead access into the US market.

 Manufacturers should embrace concepts
like “Branding Oman” and promote the
culinary traditions of Oman & the Gulf
Region.

 The challenges in entering the US
market and straight forward and easily
adhered to.

 Help is available...just ask!

Suite E
West New York, NJ 07093 USA

Phone: (201) 484-0306
Fax: (309) 419-2403
E-mail: jim@taliertradinggroup.com



