
1

SECTION 5
Selling to the 
Foodservice Industry



2

Section 5

Selling to the Foodservice 
Industry
In this section, we will explore selling options 
and approaches in the Canadian foodservice 
industry. 

Foodservice Supply Chain and 
Selling Options

This graphic depicts the structure of the 
Canadian foodservice sector supply chain.

While food growers and processors are selling 
products to meet the needs of foodservice 
operators and their customers, the products 
must move through the foodservice distribution 
sector. The distribution sector has been 
described in detail in Section 4.

Perhaps the most important thing to notice 
from the graphic above is that there are a wide 
variety of distributor types. As well, as was 
outlined in Section 2, there are a wide variety 
of sectors within foodservice operations – 
some chain and some independent. Each one 
has variances in value proposition and product 
and service needs.

There are a variety of methods that can be 
used by food growers and processors to sell 
their products to foodservice operators. These 
include:

•	 Direct	sales	force.	In	this	case,	the	grower	
or processor hires, trains and directs its 
own sales force. This sales force contacts 
foodservice operators. When the sale is 
made, the company organizes with the 
foodservice operator to have the product 
listed by the foodservice operator’s 
distributor. This is known as “pulling” the 
product through the supply chain. The cost 
of direct sales forces is likely prohibitive for 
small to medium sized food growers and 
processors.

•	 Brokers.	Food	growers	and	processors	
that cannot afford their own sales forces 
may elect to hire a broker to represent its 
products to foodservice operators. Ideally, 
the broker that is hired represents only 
your products in your category. It should be 
realized that brokers could be presenting 
hundreds or thousands of products from 
various growers and/or processors. As a 
result, while using a broker may be more 
economical, exposure may be more limited 

PRODUCER:
Farmer

PROCESSING:
Primary
Further

DISTRIBUTION:
Direct	from
  Processor
Open
		Distributor
Cash and Carry
Closed
		Distributor

OPERATOR:
Chain
Independent
Institution

CONSUMER

BROKERS



3

than if using your own sales force. Having 
said this, brokers should have established 
relationships with foodservice operators and, 
therefore, greater leverage to bring your 
product forward to these operators.

•	 Distributor	sales	representatives	(“DSRs”).	
Food growers and processors can approach 
foodservice distributors and request listings. 
This is known as “pushing” the product 
through the supply chain. It must be realized 
that large foodservice distributors can carry 
upwards	of	10,000	products	(stock	keeping	
units	or	SKUs).	With	this	extent	of	inventory,	
they are only interested in carrying products 
which move. If a grower or processor can 
bring a pre-established customer base for 
the products they sell to the distributor, the 
likelihood	of	a	listing	is	greater.	DSRs	will	
be more likely to sell products that move, as 
they	are	incented	based	on	volume.	Because	

the	DSRs	are	representing	up	to	10,000	
products, the extent of exposure using this 
method may not be as attractive as you 
would like. As a rule to thumb, foodservice 
distributors	require	a	minimum	sale	of	five	
cases per week to list a product. 

•	 Industry	Associations.	In	some	cases,	
food growers establish associations which 
have sales forces to sell the collective 
supply of products grown by the members. 
These sales representatives must sell 
direct to foodservice operators or through 
distributors using the methods above. This 
method consolidates selling power at the 
base of the supply chain.

Potential Selling Strategies

Selling to Foodservice Operators

Identifying the Opportunities 

As was previously mentioned, selling to 
operators and arranging for them to have their 
distributors list the products is known as a “pull” 
strategy. In order to achieve this, food growers 
and processors need to have a detailed 
understanding of their targeted foodservice 
operators, their customer base, concept 
positioning and menus.

Key success factors for restaurant operators 
include:

•	 Quality	food	and	service

•	 Flawless	execution

•	 Targeted	value	proposition

•	 Differentiated	brand	imagery

Food growers and processors need to 
determine how their products can be delivered 
to address one or more business issues in 
these key success factor categories.

Foodservice operators get new ideas from 
a variety of sources. The following table 
shows the results of a 2009 survey of 200 
chain foodservice executive chefs and menu 
developers in the United States. 

Section 5
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Suppliers and vendors ranked number two in 
the sources used by these decision makers. 
Food growers and processors need to clearly 
understand trends in the foodservice industry 
and how their products can address those 
trends.

In that same survey, the 200 chain foodservice 
executive chefs and menu developers in the 
United States were asked what type of support 
they were currently receiving from suppliers 
and whether or not they would like to see more 
of that type of support.

Clearly, menu and product decision makers 
crave trend information and new product ideas. 
Contribution of funds to cover marketing and 
promotion are sometimes important but not as 
critical as leadership from suppliers on trends 
and new product ideas.

Identifying the Buyers

Selling to foodservice operators, 
especially chains, is considered to be 
a “complex sale”. In many cases, more 
than one person makes the buying 
decision.	Buyers	can	include	one	
or more of the company owner, the 
marketing executive, a corporate chef, 
a chef or cook who will be preparing 
the product and/or the purchasing 
department or on-site purchaser. It 
often helps to seek out a coach within 
the foodservice operation to help you 
to determine who the buyers are and 
their motivations. 

What Buyers Want

What do buyers want? Experience 
indicates that the following items are 
critical for a food grower or processor 
to have in a successful buyer/seller 
relationship:

•	 Knowledge	of	the	specific	
chain or independent concept 
– what’s unique about the 
concept?

Section 5

Where do Executive Chefs and R&D Directors Get New Ideas?
Source % Respondents

Trade Magazines 81%
Suppliers/Vendors 72%
Current Staff 66%
Competition 58%
Culinary Classes 53%
TV Shows 43%

Source: Nations Restaurant News, 2009 R&D Conference

% Currently 
Receiving Support

% Who Would Like 
to See More of This

52% Industry food trend information 64%
51% Consumer food trend information 60%
48% New product ideas 53%
43% Competitive intelligence 48%
42% Nutritional information 49%
33% Ideas on how to reposition items 36%
31% Recipes 34%
29% Promotional Funds 35%
23% Promotional Materials 27%

Source: Nation's Restaurant News, 2009 R&D Conference

What Type of Support are You Currently Receiving from Suppliers and Would you 
Like to See More of This?



5

•	 Knowledge	of	restaurant	operations	–	
how can your products enhance the 
operator’s business?

•	 Culinary	knowledge	–	how	can	your	
products contribute to the quality and 
authenticity of the operator’s offering?

•	 Nutritional	knowledge	–	because	of	
growing awareness of healthy eating, 
how does your product make the 
operator more relevant to today’s diner 
and	what	are	the	specific	nutritional	
specifications	and	allergy	alerts	that	the	
operator needs to know in case they are 
asked by a customer?

•	 Long-term	relationship	potential	–	buyers	
don’t like to change suppliers if they don’t 
have to.

Key requirements that foodservice operators 
need from their suppliers include:

•	 The	delivered	product	performs	exactly	
as the approved samples

•	 Operations-appropriate	packaging	and	
sizes

•	 Guaranteed	supply

•	 Adequate	shelf	life	for	store	volumes	and	
supply chain timing

•	 Food	safety

•	 Recall	system

•	 Product	training

•	 Promotional	materials

•	 Sales	incentives	and/or	volume	rebates

Selling by Sector

Selling strategies must vary by foodservice 
sector. While there are some common 
themes, each sector has unique issues and 
opportunities.	The	following	table	identifies	
the typical decision makers, the key issues 
and potential opportunities by foodservice 
sector. We have broken the sectors down by 
commercial and non-commercial foodservice 
and then by sector within those two divisions. 
This is the same breakdown used to dimension 
the foodservice industry in Section 2: Industry 
Scope and Scale.

In some cases issues and opportunities may 
appear	to	conflict.	The	actual	issues	and	
opportunities will depend on the operator’s 
concept, positioning, etc. Careful research and 
a desire to listen and learn from the operator 
will be critical to the success of your pitch.

Section 5
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• Promotional materials 
 
• Sales incentives and/or volume rebates 
 

Selling	  by	  Sector 
 
Selling strategies must vary by foodservice sector. While there are some common themes, each 
sector has unique issues and opportunities. The following table identifies the typical decision makers, 
the key issues and potential opportunities by foodservice sector. We have broken the sectors down 
by commercial and non-commercial foodservice and then by sector within those two divisions. This is 
the same breakdown used to dimension the foodservice industry in Section 2: Industry Scope and 
Scale. 
  
In some cases issues and opportunities may appear to conflict. The actual issues and opportunities 
will depend on the operator’s concept, positioning, etc. Careful research and a desire to listen and 
learn from the operator will be critical to the success of your pitch. 
 

Sector	   Typical	  Decision	  
Maker	  

Key	  Issues	   Opportunities	  

Commercial	  Foodservice	  
Chain	  foodservice	  –	  full-‐
service	  restaurants,	  limited-‐
service	  restaurants,	  pubs	  and	  
taverns	  

Executive	  Chef,	  
Marketing	  and/or	  
Purchasing	  	  

Competition	  
Margins	  
Labour	  challenges	  
	  

Differentiated	  products	  
Labour	  and	  cost	  saving	  
products	  	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Independent	  foodservice	  –	  
full-‐service,	  limited-‐service,	  
pubs	  and	  taverns,	  hotels	  and	  
resorts	  	  

Owner	  or	  Chef	   Competition	  
Margins	  
Labour	  challenges	  
Scratch	  production	  as	  
a	  strategic	  edge	  
	  

Differentiated	  products	  
Labour	  and	  cost	  saving	  
products	  	  
Easy-‐to-‐prepare	  
products	  
Quality	  scratch	  
ingredients	  

Contract	  caterers	  –	  
healthcare	  facilities	  (i.e.,	  
hospitals,	  long-‐term	  care	  
facilities,	  retirement	  homes)	  

Executive	  Chef	  or	  
Purchasing	  

Funding	  constraints	  
High	  labour	  input	  
costs	  
Strict	  ingredient	  
specifications	  
	  

Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  
Short-‐run	  specialty	  diet	  
products	  

Contract	  caterers	  –	  
educational	  facilities	  (i.e.,	  
universities,	  colleges,	  high	  
schools,	  private	  schools)	  

Executive	  Chef	  or	  
Purchasing	  

Social	  responsibility	  –	  
local	  food,	  human	  
treatment	  of	  animals,	  
environmental	  
sensitivity	  
Student	  budgets	  
Variety	  and	  appeal	  of	  
food	  

Environmentally	  and	  
socially	  responsible	  
products	  
Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Contract	  caterers	  –	  business	  
dining	  (i.e.,	  office	  and	  plant	  
cafeterias)	  

Executive	  Chef	  or	  
Purchasing	  

Variety	  and	  appeal	  of	  
food	  
Margins	  
Labour	  challenges	  

Restaurant	  style	  
excitement	  
Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Contract	  caterers	  –	  remote	  
foodservices	  (i.e.,	  remote	  
camp	  foodservices	  in	  mining,	  
oil	  and	  gas,	  forestry,	  etc,)	  	  

Executive	  Chef	  or	  
Purchasing	  

Variety	  and	  appeal	  of	  
food	  
Labour	  challenges	  

Restaurant	  style	  
excitement	  and	  home	  
cooking	  options	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Contract	  caterers	  –	  
corrections	  (i.e.,	  prisons)	  

Executive	  Chef	  or	  
Purchasing	  

Funding	  constraints	  
Use	  of	  unskilled	  
inmate	  labour	  
Strict	  ingredient	  
specifications	  

Low	  cost	  solutions	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Social	  caterers	  (i.e.,	  banquet	  
halls,	  off-‐premise	  caterers)	  

Owner	  or	  
Chef/Kitchen	  
Manager	  

Competition	  
Margins	  
Labour	  challenges	  
Scratch	  production	  as	  
a	  strategic	  edge	  
	  

Differentiated	  products	  
Labour	  and	  cost	  saving	  
products	  	  
Easy-‐to-‐prepare	  
products	  
Quality	  scratch	  
ingredients	  

Non-‐Commercial	  Foodservice	  
Accommodation	  foodservice	  
–	  hotel	  and	  resort	  chains	  

Buying	  Group,	  
Corporate	  Food	  &	  
Beverage	  Director,	  
Purchasing,	  on-‐site	  
Executive	  Chef,	  
onsite	  Purchaser	  

Competition	  
Margins	  
Labour	  challenges	  
Scratch	  production	  as	  
a	  strategic	  edge	  
System	  buying	  versus	  
site-‐by-‐site	  
purchasing	  
independence	  
	  

Differentiated	  products	  
Labour	  and	  cost	  saving	  
products	  	  
Easy-‐to-‐prepare	  
products	  
Quality	  scratch	  
ingredients	  
Cover	  head	  office	  and	  
local	  hotel	  buyers	  
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Contract	  caterers	  –	  
educational	  facilities	  (i.e.,	  
universities,	  colleges,	  high	  
schools,	  private	  schools)	  

Executive	  Chef	  or	  
Purchasing	  

Social	  responsibility	  –	  
local	  food,	  human	  
treatment	  of	  animals,	  
environmental	  
sensitivity	  
Student	  budgets	  
Variety	  and	  appeal	  of	  
food	  

Environmentally	  and	  
socially	  responsible	  
products	  
Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Contract	  caterers	  –	  business	  
dining	  (i.e.,	  office	  and	  plant	  
cafeterias)	  

Executive	  Chef	  or	  
Purchasing	  

Variety	  and	  appeal	  of	  
food	  
Margins	  
Labour	  challenges	  

Restaurant	  style	  
excitement	  
Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Contract	  caterers	  –	  remote	  
foodservices	  (i.e.,	  remote	  
camp	  foodservices	  in	  mining,	  
oil	  and	  gas,	  forestry,	  etc,)	  	  

Executive	  Chef	  or	  
Purchasing	  

Variety	  and	  appeal	  of	  
food	  
Labour	  challenges	  

Restaurant	  style	  
excitement	  and	  home	  
cooking	  options	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Contract	  caterers	  –	  
corrections	  (i.e.,	  prisons)	  

Executive	  Chef	  or	  
Purchasing	  

Funding	  constraints	  
Use	  of	  unskilled	  
inmate	  labour	  
Strict	  ingredient	  
specifications	  

Low	  cost	  solutions	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Social	  caterers	  (i.e.,	  banquet	  
halls,	  off-‐premise	  caterers)	  

Owner	  or	  
Chef/Kitchen	  
Manager	  

Competition	  
Margins	  
Labour	  challenges	  
Scratch	  production	  as	  
a	  strategic	  edge	  
	  

Differentiated	  products	  
Labour	  and	  cost	  saving	  
products	  	  
Easy-‐to-‐prepare	  
products	  
Quality	  scratch	  
ingredients	  

Non-‐Commercial	  Foodservice	  
Accommodation	  foodservice	  
–	  hotel	  and	  resort	  chains	  

Buying	  Group,	  
Corporate	  Food	  &	  
Beverage	  Director,	  
Purchasing,	  on-‐site	  
Executive	  Chef,	  
onsite	  Purchaser	  

Competition	  
Margins	  
Labour	  challenges	  
Scratch	  production	  as	  
a	  strategic	  edge	  
System	  buying	  versus	  
site-‐by-‐site	  
purchasing	  
independence	  
	  

Differentiated	  products	  
Labour	  and	  cost	  saving	  
products	  	  
Easy-‐to-‐prepare	  
products	  
Quality	  scratch	  
ingredients	  
Cover	  head	  office	  and	  
local	  hotel	  buyers	  
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Institutional	  foodservice	  –	  
healthcare	  facilities	  (i.e.,	  
hospitals,	  long-‐term	  care	  
facilities,	  retirement	  homes)	  

Buying	  Group,	  
Director	  of	  Food	  &	  
Nutrition	  and/or	  
Purchaser	  

Funding	  constraints	  
High	  labour	  input	  
costs	  
Strict	  ingredient	  
specifications	  
	  

Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  
Short-‐run	  specialty	  diet	  
products	  

Institutional	  foodservice	  –	  
education	  facilities	  (i.e.,	  
universities	  and	  colleges)	  

Director	  of	  
Foodservices,	  Chef	  
and/or	  Purchaser	  

Social	  responsibility	  –	  
local	  food,	  human	  
treatment	  of	  animals,	  
environmental	  
sensitivity	  
Student	  budgets	  
Variety	  and	  appeal	  of	  
food	  

Environmentally	  and	  
socially	  responsible	  
products	  
Low	  cost	  solutions	  
Labour	  saving	  products	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Institutional	  foodservice	  –	  
transportation	  (i.e.,	  ferry	  
operations)	  

Purchaser	  or	  
Executive	  Chef	  

Funding	  constraints	  
Use	  of	  unskilled	  crew	  
labour	  
Strict	  ingredient	  
specifications	  

Low	  cost	  solutions	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  

Institutional	  foodservice	  -‐	  
military	  

Corporate	  
Foodservice	  
Director,	  base	  
Foodservices	  
Commander	  

Funding	  constraints	  
Some	  limitations	  re	  
ingredient	  
specifications	  
Site	  specific	  
preferences	  

Low	  cost	  solutions	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  
Cover	  head	  office	  and	  
local	  site	  buyers	  

Institutional	  foodservice	  –
corrections	  (i.e.,	  prisons)	  

Ministry	  
Foodservice	  
Director	  or	  
Purchaser,	  on-‐site	  
Foodservice	  
Director	  

Funding	  constraints	  
Use	  of	  unskilled	  
inmate	  labour	  
Strict	  ingredient	  
specifications	  
Site	  specific	  
preferences	  

Low	  cost	  solutions	  
Easy-‐to-‐prepare	  
products	  
Menu	  systemization	  
(suites	  of	  products)	  
Cover	  head	  office	  and	  
local	  site	  buyers	  

Source:	  fsSTRATEGY	  Inc.	  
 
Selling	  to	  Distributors	  
 
Identifying	  the	  Opportunities	  
 
As was previously mentioned, selling to distributors is known as a “push” strategy. In order to achieve 
this, food growers and processors need to have a detailed understanding of the distributor and its 
targeted foodservice customer base. 
 
Key success factors in foodservice distribution include: 
 
• Relevant variety and price points 
 

Section 5
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Selling to Distributors

Identifying the Opportunities

As was previously mentioned, selling to 
distributors is known as a “push” strategy. 
In order to achieve this, food growers 
and processors need to have a detailed 
understanding of the distributor and its targeted 
foodservice customer base.

Key success factors in 
foodservice distribution 
include:

•	 Relevant	variety	and	price	points

•	 On-time	delivery

•	 100%	fill	rate	(i.e.,	delivering	exactly		
  what the foodservice operator ordered
	 100%	of	the	time)

•	 Efficient	and	personal	service

Food growers and processors need to ensure 
that their products and service can assist 
distributors in meeting these requirements. 

Identifying the Buyers and Understanding 
Their Needs

Section 4: Understanding the Foodservice 
Distributor	provides	greater	detail	on	the	
distributor sector – types of distributors, typical 
operating structure, who makes purchasing 
decisions, what drives purchasing decisions, 
programs and private label products.

Selling to Distributors

A sales pitch to distributors should include 
consideration of the following:

•	 Relevance of Your Company and 
Products. Prior to approaching 
foodservice distributors, food growers 
and processors need to research 
the distributor. The pitch should be 
assembled based on the distributor’s 
specific	business	base	and	the	needs	of	
foodservice operators and trends in those 
markets.

•	 Pre-Qualified Buyers.	Identification	of	
foodservice operators who are interested 
in your products.

•	 Product Specifications. Sell sheets 
with	specifications	on	your	products,	as	
well	as	ingredient	listings	(and	possibly	
nutrient decks, especially for healthcare 
and	school	applications).

•	 Business Requirements. Ability to meet 
the distributor’s business requirements:

- Federal inspection/HACCP status 
as may be applicable

-	 Delivery	schedule	requirements
-	 Bar	coding	and	shelf	life	labeling	

requirements

Section 5
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- Contribution of value added 
services – recipes, point of sale 
materials, etc. 

-	 Nutritional	data	on	your	products
- Willingness to participate in the 

distributor’s food shows and 
promotions	(if	applicable)

- Willingness to guarantee the 
products	(i.e.,	accept	and	provide	
credit	for	any	unsold	product)

- Willingness to sign hold harmless 
agreements	(if	applicable)

•	 Pricing. You should be prepare to 
discuss pricing and, if required, program 
monies.

Foodservice Value Chains

Selling to the foodservice industry can be 
enhanced by participating in a value chain 
program.

What is Value Chain

Traditionally, food growers and processors 
have approached the foodservice industry 
using the “push” model – seeking listings with 
distributors. The downfall of this method is 

that it is not customer focused. Using the “pull”  
method can be more successful. Even greater 
success can be achieved through the use of 
value chains.

Value	chains	involve	identifying	specific	
operating issues or market opportunities 
that foodservice operators have and putting 
the right food growers and/or processors 
together to create a strategic product solution. 
Value chains are generally facilitated by a 
government or quasi-government agency 
or industry associations interested in 
furthering the success of food growers and 
processors from their jurisdiction or sector 
in the foodservice industry. For example, the 
Agriculture Council of Saskatchewan has 
developed a foodservice value chain program 
for the Province of Saskatchewan. These 
groups may be assisted by consultants.

Section 5
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Key Steps in the Value Chain Process

Key steps in the value chain process include:

•	 Identification	of	the	foodservice	
operator’s opportunity/challenge

•	 Sourcing	of	the	most	appropriate	
food grower/processor partners and 
capabilities

•	 Facilitation	of	development	and	
implementation of a value chain plan

•	 Provision	of	a	platform	for	producers/
processors to obtain funding for 
development of product solutions, if 
required and to the extent that it is 
available

•	 Design	and	implementation	of	the	
product solution

A foodservice value chain involves cooperation 
from all links in the foodservice supply chain 
– foodservice operator, distributor, processors 
and growers.

Key Criteria for Successful Value Chains

The following table summarizes key criteria 
that are required, at a minimum, to make a 
value chain successful.

Section 5

Foodservice Operator Grower/Processor General
Identified market opportunity or 
operational challenge

Based in the facilitating agency's 
jurisdiction or association

Innovative, on-trend product

Ability to ensure chain-wide compliance Meets foodservice operator's safety and 
inspection requirements

Meets objectives of facilitating agency

Sufficient scale to support distributor SKU Sufficient resources, knowledge, plant 
capacity and raw materials to meet 
anticipated demand

All parties agree to confidentiality

Source: fsSTRATEGY Inc.

How to get Involved

Value chain programs have been established 
in almost every province in Canada. Contact 
your	local	Ministry	of	Agriculture	to	find	out	
who supports the value chain initiative in your 
province.
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Are	  you	  Ready	  to	  Sell	  into	  Foodservice?	  

Readiness	  to	  enter	  the	  foodservice	  market	  involves	  a	  wide	  variety	  of	  issues.	  Use	  the	  following	  questions	  to	  determine	  
your	  company’s	  state	  of	  readiness	  to	  sell	  into	  the	  foodservice	  industry.	  Note	  comments	  in	  the	  spaces	  provided	  to	  help	  
you	  get	  you	  there.	  
	  
Company	  Name	   	  

	  
Your	  Name	   	  

	  
Primary	  Products	   	  

	  
Annual	  Sales	   	  

	  
Annual	  Food	  Service	  Sales	   	  

	  
	  
Rate	  your	  company’s	  readiness	  to	  enter	  the	  foodservice	  sector	  under	  each	  criterion	  using	  the	  following	  rating	  scale:	  
	  

1	  -‐	  LEAST	  READY-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐-‐	  5	  –	  MOST	  READY	  
	  
þ	   Criteria	   Score	   Comments	  

	   Products	   	   	  

o	   Has	  the	  company	  researched	  the	  foodservice	  
industry	  and	  determined	  specific	  foodservice	  
sectors	  that	  are	  suited	  to	  its	  core	  product	  
offering?	  

1	  2	  3	  4	  5	  	   	  

o	   Do	  the	  company’s	  products	  have	  brand	  
recognition	  in	  the	  retail	  grocery	  sector	  that	  
would	  strengthen	  the	  potential	  for	  success	  
in	  the	  foodservice	  industry?	  

1	  2	  3	  4	  5	   	  

o	   Are	  the	  proposed	  products	  available	  in	  a	  
variety	  of	  package	  sizes	  that	  would	  be	  
appropriate	  to	  their	  use	  in	  the	  foodservice	  
environment?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  prepared	  foodservice-‐
appropriate	  labels	  for	  its	  products	  showing	  
the	  necessary	  information?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  ensured	  that	  the	  products’	  
shelf	  lives	  are	  sufficient	  in	  a	  sealed	  format	  to	  
travel	  through	  the	  foodservice	  supply	  chain	  
to	  its	  final	  destination?	  Has	  the	  company	  
established	  that	  the	  products’	  shelf	  lives	  
once	  opened	  are	  suitable	  to	  the	  volume	  of	  
use	  in	  a	  typical	  customer’s	  restaurant?	  

1	  2	  3	  4	  5	   	  
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o	   Does	  the	  company	  have	  the	  capacity	  to	  
place	  bar	  codes	  on	  its	  packages,	  cases	  and	  
pallets?	  

1	  2	  3	  4	  5	   	  

	   Production	   	   	  

o	   Can	  the	  company	  procure	  sufficient	  raw	  
materials	  to	  meet	  the	  expected	  demand?	  

1	  2	  3	  4	  5	   	  

o	   Does	  the	  company	  have	  sufficient	  additional	  
production	  and	  labour	  capacity	  to	  meet	  the	  
fill	  rate	  needs	  of	  its	  targeted	  foodservice	  
sectors	  and	  operators?	  

1	  2	  3	  4	  5	   	  

o	   Does	  the	  company	  have	  the	  ability	  to	  expand	  
capacity	  as	  demand	  for	  its	  products	  grow?	  

1	  2	  3	  4	  5	   	  

	   Marketing	   	   	  

o	   Has	  the	  company	  researched	  competitive	  
products	  and	  established	  a	  unique	  selling	  
proposition	  and	  positioning?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  developed	  specification	  
sheets	  for	  its	  products	  suitable	  for	  
presentation	  to	  foodservice	  distributors	  and	  
operators?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  developed	  suggested	  
recipes	  for	  its	  products	  for	  use	  by	  targeted	  
foodservice	  operators?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  prepared	  nutritional	  
information	  on	  each	  product	  for	  foodservice	  
operators?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  developed	  point-‐of-‐sale	  
materials	  for	  its	  products	  for	  use	  by	  
foodservice	  operators	  (if	  appropriate)?	  

1	  2	  3	  4	  5	   	  

	   Sales	   	   	  

o	   Has	  the	  company	  developed	  a	  plan	  to	  
provide	  sales	  capacity	  to	  service	  the	  targeted	  
foodservice	  sectors	  and	  operators	  (e.g.,	  
direct	  sales	  force,	  broker,	  distributor	  sales	  
reps)?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  established	  interest	  in	  its	  
products	  on	  the	  part	  of	  foodservice	  
operators	  that	  will	  assist	  in	  getting	  listings	  
with	  distributors?	  

1	  2	  3	  4	  5	   	  

	   Distribution	   	   	  

o	   To	  what	  extent	  has	  the	  company	  established	  
listings	  with	  the	  distributors	  and/or	  cash	  and	  
carry	  outlets	  required	  to	  service	  the	  targeted	  
foodservice	  channels	  and	  operators?	  

1	  2	  3	  4	  5	   	  
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o	   Does	  the	  company	  have	  the	  necessary	  
qualifications	  in	  place	  to	  meet	  distributor	  
requirements	  (e.g.,	  federally	  inspected,	  
HACCP	  certification,	  etc.)	  

1	  2	  3	  4	  5	   	  

o	   To	  what	  extent	  does	  the	  current	  distribution	  
network	  provide	  the	  geographic	  coverage	  
needed	  to	  service	  the	  targeted	  foodservice	  
operators?	  

1	  2	  3	  4	  5	   	  

	   Business	  Plan	   	   	  

o	   Has	  the	  company	  developed	  a	  business	  plan	  
with	  a	  detailed	  go-‐to-‐market	  strategy	  for	  
foodservice?	  

1	  2	  3	  4	  5	   	  

o	   Has	  the	  company	  researched	  operator	  and	  
distributor	  programs	  required	  in	  the	  
targeted	  sector	  and	  included	  this	  in	  its	  
costing?	  

1	  2	  3	  4	  5	   	  

o	   Is	  the	  total	  cost	  per	  portion	  of	  the	  product	  
(including	  all	  other	  plate	  costs)	  low	  enough	  
to	  represent	  approximately	  33%	  of	  the	  price	  
that	  the	  restaurant	  would	  charge	  for	  it?	  

1	  2	  3	  4	  5	   	  

	   Financing	   	   	  

o	   To	  what	  extent	  does	  the	  company	  have	  the	  
necessary	  financial	  resources	  to	  mount	  the	  
necessary	  effort	  to	  achieve	  the	  business	  
plan?	  

1	  2	  3	  4	  5	   	  
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1	  2	  3	  4	  5	   	  
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www.saskvaluechain.ca

Funding for this project has been provided by Agriculture and Agri-Food Canada through the 
Canadian	Agricultural	Adaptation	Program	(CAAP).	In	Saskatchewan,	this	program	is	delivered	by	the	

Agriculture Council of Saskatchewan.

For	additional	information	pertaining	to	the	Foodservice	Guide,	please	contact:

Bryan	Kosteroski
Value Chain Specialist 
Agriculture Council of Saskatchewan
104	-	411	Downey	Road
Saskatoon Saskatchewan
Canada	S7N	4L8
Office	(306)	975-6851
Cellular	(306)	229-8986
Email – kosteroskib@agcouncil.ca
Website – www.saskvaluechain.ca

The	Agriculture	Council	of	Saskatchewan	(ACS)	Inc.	has	developed	this	electronic	guide	for	the	Canadian	
Foodservice Industry as part of its continuing efforts to support the agriculture and agri-food industry and 
develop the capacity and tools for food growers and processors to enter the Foodservice Industry. 

The purpose of the guide is to provide food growers and processors with a better understanding of the 
Foodservice Industry and how to tap into business opportunities within it. To that end, ACS has engaged 
fsSTRATEGY	Inc.,	consultants	to	the	Foodservice	Industry,	to	help	create	this	powerful	reference	tool.	
fsSTRATEGY	 is	 an	alliance	of	 senior	 consultants	 focusing	on	business	 strategy	 support	 –	 research,	
analysis, design and implementation – for the Foodservice Industry. Their team has extensive consulting 
experience in Foodservice across Canada. 
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