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2. Mr. Mikkel Bjoedstrup
3. Prof. Kim, Moon-Kyum
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Strategy for Operations Management and Productivity improvement: Dr. Koh Niak Wu
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Productivity = Outputs produced

Inputs used
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Innovation through co-creation: The convergence of disciplines : Dr. Koh Niak Wu
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2. 151N Donghee
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2.5 Wenw/esAnuEn lianniadingaufanssungs (Group Discussion)

“APO SME Challenge”: Case Studies
Can Crispy Green Go National?

By LORA KOLODNY
Published: November 18, 2009

The Company: Crispy Green of Fairfield, N.J., a maker of freeze-dried fruit snacks sold in silver
packages that has seven employees and had 2008 revenue of $2.2 million. The snacks are a

gluten-, dairy- and nut-free alternative to chips.

The Challenge: To increase sales aggressively. Crispy Green wanted to get its snacks on the
shelves of major national food chains. But it didn’t want to sacrifice profitability by doing what
chains generally require: discounting products steeply and paying expensive fees in exchange
for shelf space. The company lacked the cash to “pay for play” the way Kraft or General

Mills might. And it feared that discounting its product would undercut its premium image and

hurt relationships with its existing.

The Background: Since 2005, when Crispy Green introduced its freeze-dried slices of apples
and pears, the company has stuck to a “transparent” pricing policy, giving wholesale customers,
large or small, the same rates. Among other things, Angela Liu, the company’s chief executive
and founder, feared that choosing to discount or to pay fees might represent a slippery slope
that would undermine the company’s long-term prospects. A first-time entrepreneur who had left
a chemical engineering career in pharmaceuticals to start Crispy Green, Ms. Liu knew she was
going against the grain.
Early buyers included mom-and-pop stores and gourmet grocers like Central Market in Houston
and Balducci's in New York. By the start of 2008, having built relationships with some 200
independent groceries and small chains across the United States, Crispy Green was growing at
a year-over-year clip of 80 percent. But as Ms. Liu prepared to approach buyers and distributors
at bigger chains, a Crispy Green consultant, Alan Levitan, a 30-year veteran of the grocery
industry, warned that her pricing policy could become an impediment.

She remained optimistic — until a meeting in late October 2008 between her sales staff
and UNFI, a specialty foods distributor that works with Hannaford Supermarkets, a grocery chain

with more than 150 stores in the northeastern United States. UNFI seemed to view Crispy Green
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favorably but said Hannaford’s corporate policy required discount terms — 10 to 15 percent
lower prices than the Crispy Green would offer other wholesale customers — to fuel special
sales throughout the year. UNFI wouldn’t even show Crispy Green products to Hannaford buyers
unless Ms. Liu agreed to the discounts.

Ms. Liu responded that selling Crispy Green at 15 percent off one week and at the suggested
retail price the rest of the season could actually drive shoppers to buy less often, encouraging
them to wait for specials and thereby hurting sales volume for Crispy Green as well as for
Hannaford. She concluded that offering “high-low” pricing to please a distributor was too much

of a sacrifice — no matter how desirable the relationship.

As it happened, however, sales at Crispy Green'’s largest retail partner to date, the Northeast
division of 7-Eleven, were slowing. Ms. Liu’s buyer contact there suggested the fruit snacks were
getting lost among a huge variety of items. He believed that, after a great debut, the snacks
needed to be “refreshed.” Maybe special sales could do that.

Ms. Liu began to wonder: Was it time for a new pricing strategy? Or was it time to abandon the

hope of growing through major chains?

“APO SME Challenge”
To present a business strategy plan on how Crispy Green could address their current issues,
and what they need to do in order to achieve competitiveness for long term sales and profit

growth?
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4.2 wnd3tszneunisdseg/dNsun (Training Materials)

4.3 PNANTUIAUBHANUNAIAINENTINAANIINNGN (Group Presentation)
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