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Food formulation course Syllabus
*Keys to new product success and failure
*Key requirements for successful product development
*Developing an innovation strategy
*The product development process
*The knowledge base for product development
*The consumer in product development
«Shelf-life requirements and factors affecting shelf-life and product
attributes
«Sensory evaluation of food product
«Scale-up a new product
*Gums and emulsifiers in food industries
*Experimental design for optimization of formulation and process
*Thermodynamic consideration in food formulation
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NPD varies because companies differ in:

» size, the small company with 2-3 people to the large
multinational company with many thousands of people

» knowledge, new in food technology to 100 years of
experience and knowledge;

» financial resources, a few thousand dollars to
multimillion dollars for a project;

» risk taking, low risk to high risk.



Product categories

¢ food system position;

¢ market they serve;

¢ processing technology used to manufacture them;

e basic common characteristics such as nutrition and health;
¢ product platforms;

¢ |[evel of innovation

I_.r"'
Industrial ingredients processor

———# Food service company
Primary production | Consumer products manufacturer

\* Supermarket Restaurant, take-away
v v
. Consumer Consumer

The food system



Three groups of products:

1. Primary products from sea and the land.

2. Industrial ingredients from food processors.

3. Consumer products from food manufacturers and food service.

Five main market segments

1. Consumers: mainly branded products.

2. Retailers: branded products, ingredient mixes.

3. Food service: partially prepared meals, meal ingredients.
4. Industrial processors and manufacturers: differentiated
ingredients.

5. Primary processors: commodities, undifferentiated raw
materials.



Five consumer market-segmentation categories

e Geographic.

e Sociocultural.

e Demographic.
e Psychographic.
e User behaviour.



Bread company ) ) )
Systematic grouping of food products for use in

. product development
Market applications

Market segments
Large households Small households  Hot bread shop  Supermarket

bakeries
Top
Market mMedium
tiers
Economy
4 Derivafive products
/ Bread mix platform
Derivative products
Product platforms Frozen dough platform
Derivative products

Bread platform

Successive generations of the product platform

T

Creativity and integration

Common building blocks

Consumer
insights

Manufacturing Organisational
Product processes capabilities
technologies



Table 1.1 New product categories

New-to-the-world
New product lines

Product line extensions
Product improvements

Product repositioned

Product cost reductions

Products are mnovations to society.
Products are new to the company.

Additions to company’s existing product lines.
Replacement of a present product with an immproved
Version.

Products are targeted for a new use or application and
usually a new market segment.

Repositioning as a cheaper product, with simular
benefits but cheaper costs and therefore lower price.
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Measures for product development success and failure

Individual new product measures
Ouanrirtarive rargets
Sales volumes and revenues
Market share
Profits
Financial performance

OQualitative fargels
Product qualities
Customer acceptance
Competitive position against other companies’ products
Extending or completing a product line
Aldding a promotional effort
General company benefits

Product development project measures
Efficiency in time and cost
Effectiveness in achieving product success

Owverall product development programine measures
Comparison between old and new products
Number of new products in the last five vears
Number of improved products in the last five vears
Growth of market due to new product introductions
Proportion of sales related to new and improved products
Profitability of new products compared to old products
Contribution to net margins of new products

The effect on company innovation level
Newness of production technology compared with the industry norm
Newness of marketing technology compared with the industry norm
Newness of markets for the company’s products
Innovative advance of company’s new products on competing products
Customers’ view of the company as immnovative
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