
Putting the "Brand" back into Ingredient Brands



0 1  W h o  a m  I?

0 2  W h a t  i s  b r a n d  p o s i t i o n i n g  w h a t  i s  
B 2 B 2 C ?

0 3  W h y  i s  i t  i m p o r t a n t  t o  y o u r  i n g r e d i e n t  
b r a n d ?

0 4  W h a t  c a n  y o u  d o  t o  i m p r o v e  y o u r  
ƛƴƎǊŜŘƛŜƴǘ ōǊŀƴŘΩǎ p o s i t i o n i n g ?



ÅThe difference between companies that sell 
materials and companies that sell themselves as 
ingredient brands- IP 

ÅReview the impact that strategic brand 
positioning can have on all business aspects of 
the way an ingredient brand works



Break ing  t he  i c e



Who i s  V i cky  S t i ck land?
0 1









Brand po s i t i on ing



What  i s  b rand po s i t i on ing?
0 2



W e  a r e  n o  l o n g e r  
w o r k i n g  i n  

A  B 2 B  o r  a  B 2 C  
ƳŀǊƪŜǘΧ 

W e  a r e  w o r k i n g  i n  a  
B 2 B 2 C  m a r k e t  



Why / how / what







Why i s  b rand  po s i t i on ing  
impor tan t  to  your  b rand?

0 3



Guess  t he  
I ng red ient  b rand



Where do you 
think your brand 
is currently 
positioned? 

P r e m i u m  

I n n o v a t i v eH e r i t a g e

V a l u e



Where do your 
customers think your 
brand is currently 
positioned? 

P r e m i u m  

I n n o v a t i v eH e r i t a g e

V a l u e



Where do your 
ŎǳǎǘƻƳŜǊǎΩ ŎǳǎǘƻƳŜǊǎ 
think your brand is 
currently positioned? 

Do they even know you exist? 
IP comes from B2B2C
Brand value comes from IP 

P r e m i u m  

I n n o v a t i v eH e r i t a g e

V a l u e



Brand Transcendence



What  can  you  do  to  i mprove  
ȅƻǳǊ ōǊŀƴŘΩǎ ǇƻǎƛǘƛƻƴƛƴƎΚ

0 4



Marg ina l  
Ga ins  
T heo ry

Å Market Sectors 
Å Geography
Å Products 
Å Marketing 
Å Strategic Focus 
Å Staff 
Å Customers 
Å Finance 



N ar row 
& Deep



A u thent i c i t y



Brand
Transcendence



Co nc lus ion

B2 B2C b rand?

Persona l
ac t i on
p lan




