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regular Chips Deluxe, a
cookie particulatly richoin chips, the
Chips Deluxe Iine mcludes Rambow
Chips Deluxe, Chocolate Lovers Chips
Deluxe, Pecan Sandies, and Sott and
Chewy Chips Deluxe

“We also have a range of sundwich
cookies, including Droxies and Vienna
Fingers, as well as Vamlla Waters and
Animal Crackers™ In September 1998,
Keebler, a globally renowned cookie man-
ufacturer, acquired President Baking
Company of Atlanta, Georgia, which
produces brands such as Famous Amos,
Murray, Plantation, and Bishop, and
most Girl Scout cookies

Cookies have always rraveled well. First
developed in the Roman Empire during
the 3rd century B.C, for centuries carly
cookies - hard biscuits that were in fact
more similar o today’s crackers were
the \t.lplc feod ot sailors and soldiers.
Qver time and across nmany nations,
ventive hakers transformed these bland,
hard biscutts into delec table, sweet rreats.
Today, the word “cookie” refers to any
small, sweet cake. The United States’
most popular cookies all use the same
basic ingredients: flour, butter, sugar, and
egg. But that simple dough vields a near-
Iy limitless variety of products

On the cookie shelves of 1S super-
markets, the creme filled \‘lu»gul.m- sand-
wich cookie typthed by Nabuiscol Oreo
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cookies — dominates sales, but ¢
ressential American cookie is the ch
Late chip. According to cookee lore, it
first buked i the 19305 ar the Toll Ho
Inn i Whitman, Massachusetts, Today,
this sweet treat filled with small chunks
of chocolate has become a staple of
American bakers,

Keebler, the second largest cookie pro-
ducer in the United States, makes its
products on a large scale across the
nation. “Our products are manufactured
dasly at our various baking facilities
throughout the United States,” Ariagno
says. “Fresh ingredients, including sugar,
milk, cheese, butter, vanilla, chocolate,
and fruit filling, are brought to our facili-
ties. The imgredients are mixed in large,
stainless steel troughs and prepared for
baking in commercial baking ovens, each
of which is probably longer than an
American football field. After baking, the
products are cooled and packaged. Then
they are brought from the bakenes to our
distribution centers, and immediately
loaded onto transport vehicles and
shipped to our US. customers. They are
also containerized and brought to vanious
ports to our customers around the world.”

While most cookie exporters own the
facilities that bake their products, SB
Global Foods, Inc., takes a different
approach. “We are a food distribution and
product development company,” explains
Karl Brown, president of the Lansdale,
Pennsylvania-based firm. “We develop
products and have them packed for us,
then we distribute our own brands as well
as those from other companies. Our lead
cookie product is called American Cook-
ie Boy. It’s a mini-chocolate chip cookie
in distinctive red, white, and blue pack-
aging. We're exporting to about 25 differ-
ent countries with a faidy good geo-
graphic spread berween Europe, Asia,
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Kozgro Organic Products
In Your Country

Our Super KAF Organie Agricultural Fertilize
imcereases crop yield, helps farmers reduce
chemical fertilizers, pesticides and water
while saving moncey.

One License per country; extremely profitable

for Licensee; formulas can not be copied;
traming, technology and equipment included,
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Wheat-Free cookies
with a gourmet taste.
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Tel: B47-673-1516 Fax: 847-803-8656

| F-mail: Globalmarketing@globalmkg.com ,‘",
j Visit our web site for additional details f{
: Web site: www.globalmkg.com "f»
| Product of the USA 1|
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government. “The st
Commerce
marketing

ate Department of
and Housing, which has a
' dwision, shipped a bunch of
Kansas products o England
how our cookies were selected by our Eng-
lish importer. We ship tins of a dozen
cookies in a 12-ounce tin. We also

have shipped them in twin packs,

, and that was

which have a barrier-sealed package to %

hold the flavor.”

Currently, Brent and Sam’s eXports its

products to Japan. “We hooked up with a

hroker four or five years ago,” says Jolm
Merck. “The broker faxed us, 1 followed
up on it, and now our Japanese customers
buy about once a month and sell the
cookies under a private label. They're sell-
ing like crazy over there. We'e definitely
looking to expand our international sales.
I'll sell these cookies anywhere.”

While some small companies may
eXport to one or two countries, larger
manufacturers may serve most of the
globe. No matter where the company
sends its products, Keebler makes sure it
meets all local requirements. “We export
to approximately 70 countries, ranging
from nations in the Caribbean and Cen-
tral and South America to the Middle
East, parts of Europe, and parts of the Far
East,” says Ariagno. “Our products meet
the requirements around the globe.
Whether the shelf life is three months or
nine months, we make sure that we meet
the needs of that particular marketplace.”

For the most part, American cookie
bakers do not package their products dif-
ferently for overseas markets. “We typi-
cally ship our standard U.S. product,” says
Ariagno. “We ship 20- and 40-foot con-
tainers that have 15 to 30 different items.
Occasionally, an importing country needs
to place some type of import stickers on
the product. In most cases, importers do
their own stickering at their facilities. But
the customers like to see U.S. packaging.
They have a curiosity and an attraction
for our cookies and crackers, and our
packaging is very colorful and attractive.
In a country like Peru, our products real-
ly stand out. They bring something differ-
ent to the cookie and cracker aisle, The

consumers see that, and hopefully they're
willing to try it out.”

In keeping with their history as a food
product that travels well and kce‘ps tor. a
long period, most cookies don't suffer
from lack of freshness due to travel time.
“Our cookies are shelf-stable and have a
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long, extended shelf life of nine months,
so we have very few storage 1ssues,” says
Karl Brown of SB Global Foods. “We do
have to be somewhat carctul in extreme-
ly hot, humid chimates such 1+ in South-
cast Asia — for example, i markets such
as Singapore, and the Philippines.”

“We don't package our cookies differ-
ently for export; we just put them on pal-
lets,” notes John Merck of Brent and
Sam’s Handmade Cookies. “We ship
them to San Francisco and the broker
puts them in a container and ships ir
overseas. As for shelf life, | havent had
any problems in the last four or five years,
and we don't use any preservatives.”

The cookie business 1s not affected by
the seasons as much as other food indus-
tries, so prices and availability for cookies
don't fluctuate as regularly as they do for
some other food products. “Prices can
change at any given time, but that’s not
based on the seasons,” says David Ariag-
no of Keebler Company. “When we set
the price, it's based on what it Costs to
make the product. As long as that doesn't
change, there’s no need to adjust those
prices. But if the cost to produce the
products is changing to a point where we
need to adjust our price, then we will
change it.”

Overseas Trade Challenges

While cookies have a long shelf life,
exporters face other challenges, Earthly
Endeavors has worked through an export
company, and Margaret Watson helieves
that’s very important for small businesses
entering the export marker. “On one
shipment we did, we spent 1 dont know
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Chocolate chip cookies still are ¢

dominant favorite domestically
and across the globe,

how many days trying to research just the
shipping aspects — that amazed me,” she
says. “It's not casy for a small, indepen
dent company to handle those issues,
Because you can't know all the regula-
tions and all the requirements you have
to meet in going into these different
countries, it ;llln(M h;ls fo he a mtddlc-
man business. If an overseas distributor
came to the United States to buy and was
aware of the rules in his country, that
could be a very big help.”

Karl Brown of SB Global Foods says
that many factors affect the cookie
exporting business. “One issue is the fluc-
tuation of the exchange rares,” he
explains. “Our competitive advantage has
been compromised to an extent by the
strength of the dollar during the past few
months. But at the same rime, we have
scen dramatic decreases in shipping costs.
Some of the loss in competitiveness
because of the exchange rate has been
offset by lower shipping costs. Export
container prices for food products leav-
ing from the United States are at histori-
cally low levels.”

Standing Out on the Cookie Shelf

A key to success in international mar-
kets is making US. cookies attractive to
overseas consumers. “The primary chal-
lenge that American companies have is
differentiating our cookie products from
those that are available either locally o
within the same region as the importer,
explains Brown. “An importer looking at
our product has to be able to identify
some points of differentiation that will
make his sales easier and allow him to




import and sell a reasonable volume.”

There are several ways to make prod
ucts stand out, but m the cookie export
business, pricing typically 1sn't a good
option. “Competing on price as an
American company is very difficult to
do,” Brown says. “No matter where you
are or what region you're in, somebody’s
coing to make it cheaper. Also, the local
governments often have tariffs and
import taxes that will place your price
above local products. You need to be able
to obtain a higher price point at retail
because by the time shipping and import
taxes get paid, and the retailers and
importers put on their margins, it going
to be expensive.”

Another approach is to offer upscale
packaging that conveys a level of value-
added rthat justifies the higher price.
“Packaging 1s probably the casiest way for
us to compete, because by nature Amer-
ican packaging tends to be quite strong,”
Brown says. “Another option is to com-
pete on product ingenuity — offering a
cookie product that 1snt normally manu-
factured or available in that market, yet is
considered exciting, novel, and interest-
ing. In the cookie business, that’s diffi-
cult, because cookies have been around
so long that a lot of the tricks of the trade
have been established. It’s a difficult chal-
lenge to come up with a new and unique
cookie product.”

Merchandising and Promotion

Instead of focusing on unique cookie
products, many importers have found
success by capitalizing on the packaging
and promotional opportunities offered by
American cookic makers. “Many of our
overseas customers try to have the cook-
ie and cracker shelf of Keebler products
in their respective region look just like
the cookie and cracker shelf we have in
the United States,” says David Ariagno
of Keebler Company. “Getting the same
exact amount of shelf space can be diffi-
cult, but the goal 1s to try to build the
same type of success we have in the Unit-
ed States in their respective markets, and
to market and build image and reputa-
tion around our Ernie Keebler symbol.”

Keebler has an advertising and promo-
tion program for all of its customers,
Ariagno notes. “We have a very close
relationship with our buyers, and we like
to invest in them by supporting them
with advertising dollars to encourage sales
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International buyers can
count on U.S. cookie makers
for quality, packaging
and promotion.

of the brand in that particular region. We
do have funds available for advertising,
promotion and sampling of the product
in each particular marketplace.”

SB Global Foods offers many different
merchandising options to overseas buyers
of its American Cookie Boy brand. “We
can meet the specific requirements of
their particular market and customer
base,” says Karl Brown.

“If their market is small kiosks, we can
put 10 bags in a small container for them.
If their market is a large hypermarket, we
can pack 72 bags into a larger carton and
offer a lower per-unit cost, because we
don't have to handle it as much. If they
want the products on a hanging clip-
strip, we can do that. We integrate that
into our pricing. If our customers can take
a more bare-bones merchandising pack-
age, we can offer the product at a sub-
stantially lower price, because we dont
have as much handling and we're not
using as much outside container and car-
ton packaging. But if a buyer is looking
for upscale markets and wants upscale
display cases and countertop displays, we
can accommodate thar as well”

Government Assistance
The United States and many state gov-
ernments ofter a variety of programs that
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tfered through the Foreign Agriculeur o
Service of the United States [ partsnent
of Agriculture helps US. exporters wieh,
CONSUMEr Promotions, market reseasc h.
technical assistance, and trade servicing
Agricultural trade organizations, cooper-
atives, state departments of agriculture
and small businesses may submit applica-
tions for participation. “We take advan-
tage of the Market Access Program,
which 1s designed to support US. exports
of food products and the promotion of
those products,” says Brown. “We try o
focus on key markets and access those
tunds, together with some of our own
marketing support programs, to put
together support for our American Cook-
ie Boy brand.”

In addition, trade inquiries sent to
overseas offices of the Foreign Agricul-
tural Service are transmitted electroni-
cally to the United States and made avail-
able to US. exporters daily through the
Foreign Agricultural Service home page
on the Internet and the Department of
Commerce’s Electronic Bulletin Board.

The Price of Sweet Success

American cookies have found strong
markets in many other countries. How-
ever, notes Brown of SB Global Foods,
sometimes a strong American presence
can increase competition from other
nations. “In a number of countries,
American cookie producrs have had a
good level of success,” he explains.
“Because of that, | have seen an increase
in copycat products that are manufac-
tured overseas and are trving to be posi-
tioned as American cookies. We've seen
cookies that are manufactured in France,
Germany or Saudi Arabia with red,
white, and blue Yankee-doodle-dandy
packaging, clearly trying to position
themselves as if they were a product
umported from the United States. Ulti-
mately, I think that speaks well of the
growimng perception of American-made
cookies and biscuits as being high-quality
and worth a premium.” *

For more mformaton on American Cookaes
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