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Business Summary:  While organic food accounts for 1–2% of total food sales worldwide, the organic food market is growing rapidly, far ahead of the rest of the food industry, in both developed and developing nations. World organic food sales were US $23 billion in 2002.  The world organic market has been growing by 20% a year since the early 1990s.

The United States is the largest consumer of Orange Juice, accounting for half the world’s annual Orange Juice consumption. It has been a staple on American breakfast tables for more than half a century.  While overall demand for Orange Juice is down, there's one category of America's signature breakfast beverage that's growing. It's organic orange juice, and although sales account for less than 1 percent of all OJ sold, advocates say it's a product whose time has come. Consumer demand for organic beverages continues to strengthen in North America with organic juice sales projected to expand by 21.4% in 2005.

With only about 1% of Orange juice consumed being of the organic variety, Italian Organics’ goal is to change the American habit of drinking regular orange juice for breakfast. It believes that health attributes of blood orange juice would appeal to Americans as America becomes a more health conscious society.  In addition, Italian Organics is positioning the product to be a specialty drink to facilitate reaching a larger segment of the market.  
Customer Problem:  Italian Organics’ perceives that there is a huge latent demand for blood orange juice among Americans. This demand is currently untapped because of lack of distribution channels at the local level. Success of blood orange juice by Dreamfoods, California is a barometer of this demand and IO believes that it could share and build this market created by Dreamfoods California. 
Product/Services:   Italian Organics’ first generation product is organic blood orange juice.  Our organic blood orange juice’s flavor is tailored to suite the American taste.  It is fat free, has no salt added, contains, no artificially added sweeteners, contains a higher content of vitamin C than traditional orange juice, is high in Potassium (which regulates nerve and muscle function and blood pressure), is a Good source of Folic Acid (which helps reduce the risk of heart disease), and contains Anti Oxidants.   While Italian Organics is currently experimenting with a 16 oz size bottles targeted to sell in various mom-pop stores and specialty retail shops in NYC, management believes it is open to different packaging ideas to reach a wider base of consumers. 
Although the organic orange is the initial product launched, because of farm level access of supply available to Italian Organics we retain the option of offering a variety of products & juices.  These include:

· NFC (not from concentrate) fresh juice (flash pasteurized)
· NFC pasteurized ( Dream Foods)
· Juice from concentrate ( I.O. juice )
· Organic ( USDA certified ) or non organic
· Kosher ( Orthodox Union) 
· Mandarin juice, Lemon, Lime and Grapefruit 
· Blended juice such as Pomegranate and Red Blood orange juice or any other combination.

· We can wholesale fresh juice or concentrate to third parties

· If we want we can add natural sweeteners and natural coloring.
· Access to other products native to Sicily such as olives, almonds and grapes.

Target Market:  The current target of Italian Organics’ market presence is the immediate NYC area focusing on specialty outlets, high end “fresh” food shopping locales, and smaller Mom & Pop grocery stores.  Total 2007 Juice Market Potential for NYC is conservatively estimated at ~$100M. Organic Juice Market potential is estimated at $47M for 2007. The organic juice market is estimated to grow at a 20% CAGR over the next 5 years to ~$ 120M in 2012. IO estimates that the entire U.S. organic juice market is approximately $1B in 2007 and is expected to grow at a 15-20% CAGR for the next 5 years. Appendix A below providers additional details as to how the projections have been derived. 
Customers:   The target customer for Italian Organics is health conscious adults, aged 25 to 65, who have disposable income of $50K or more. These are customers who will be most likely to shop at the high end specialty stores where our product will be offered. They are professionals who work steady jobs and purchase their food and drink portions in small quantities. Often they are more informed shoppers of food products, as they come prepared to the grocery store and read labels. They are searching for products that will compliment their family’s health. They also shop at high-end supermarkets and farmers markets. 

Sales/Marketing Strategy:   The products we will sell are fresh juice from concentrate, and pasteurized juice under the Italian Organics label. In addition to our own brand name product, we are open to selling under a private label strategy. Product will be packaged in cartons and will be initially available in a variety of container sizes including: 8oz, 12oz, 16oz, 20oz, 24 oz, and a 32oz carton. These smaller container sizes (than the standard half gallon orange juice container) will be targeted toward the high end specialty stores which have smaller shelf space and are shopping destinations for mostly affluent singles. 
With sufficient scale, our price level should be less then dream foods: as Juice from concentrate stores easier and lasts longer allowing for lower costs. Since DreamFoods is working with a small market share (high priced organic) If we want to reach mass markets the price has to be more in line with prices of other organic juices. So we are positioning our organic juice at a more modest price, concentrating on a juice that is good tasting, organic, priced right, and made from concentrate that we will use to reach more people.
We intend to use a variety of advertising mediums to reach the largest amount of potential customers in the NYC area. These include traditional outlets such as print media & radio as well as new marketing tactics such as social/networking & blogging. 
Business Model:  The greatest asset to Italian Organics is its supplier base with access to high quality Sicilian Blood Oranges.  Our management team is native to this region and owns its own orchards guaranteeing at least a portion of its supply.   Through its personal contacts, Italian Organics has developed a number of strategic alliances in Sicily, providing access to all produce at farm level.  This provides us a competitive advantage that other juice companies don't have.  This advantage allows us to deliver a more accurate means of forecasting future supply and the ability to co-op with other farmers and lock up supply ahead of season.  We have cultivated these relationships with suppliers, and are very knowledgeable on how to get conduct businesses in this international venture to negotiate the best prices, secure delivery, and ensure all products has appropriate customs documentation before the product ships.  

 Once produced the product is shipped via cargo containers to the United States.  When it arrives to the states the US broker takes over making sure FDA and Customs clears the goods and arranges a truck to take the container off the pier and deliver to a bonded cold storage facility. The goods are then stored until taken to a reconstitution & packaging facility.  After leaving this facility the product is shelf ready and ready for distribution.  Italian Organics currently utilizes multiple distribution methods: Distributors, C License Faclities, Agents & Brokers, and Private Distribution Trucking Services. 
The current Italian Organics business model utilizes 3rd party providers through multiple steps of the supply chain process, and feels that a more vertically integrated business organization could yield high margins to the business entity. The potential exists for strategic partnerships that excel in particular areas of the supply chain from the point the raw materials are procured. 
Competitors:  DreamFoods, California is the most relevant Italian Organics competitor in the market. In addition to having strong brand awareness, the business has deep pockets and a huge distribution network that includes large regional & national chains.  
Other organic & specialty drinks exist in the market that will be indirect competitors for the consumer dollars in the organic juice market.  However, with the organic market expected to grow at 20% CAGR Italian Organics believes there is enough room for a new type of organic orange juice. We will position its product as a premium brand. It will be orange juice with a better taste and healthier benefits. 
In addition a segment of the buying public who are more price conscious that will consider regular orange juice as an alternative to our product.  Our focus will be on the health benefits over regular orange juice to differentiate our product and justify the higher cost.  
Competitive Advantage:   Italian Organics’ blood orange juice is prepared from concentrate. This allows our product to be stored longer and thus able to deliver this to our customers at lower prices than our competitors (such as Dream Foods) who utilize fresh juice.  The high quality of our product delivers a consistency in both the color body and taste delivering a more pleasing orange juice experience to the customer.  Because we are using only organic sweeteners, we are able to deliver a sweeter product than our competitors.  Founded in NYC, we can provide a distribution network with a significant footprint in the NYC area, including smaller specialty outlets where our product is able to reach our target customer more effectively. In addition being a local organization we will likely receive better NYC press coverage than Dream Foods resulting in a more positive brand image.  
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Version 2:

Company Profile:

URL:  www.iojuice.com
Industry: Orange Juice 
Founded: 2008

Contact:

Al Nasti

Financial Information:

Capital Seeking:  Up to $2.5M USD
Funding Purpose: Working Capital for Marketing, Distribution, R&D, and Sales Support.
Management:

Al Nasti, Co-Founder & Director
Salvatore Casaccio Co-Founder

Advisors: 
Patents:  
Financial: 
Subject Matter Expert: 

Legal: 
Principal Investors: 
Al Nasti 

Salvatore Casaccio



	Business Proposition:  Having maintained operations for a year, Italian Organics has evolved and learned from its business dealings to date. It has acquired important intellectual property to sustain a profitable business venture: key contacts, logistics understanding, knowledge from customers, etc.  At this stage of the business lifecycle Italian Organics management is desirous of embarking on acquiring new strategic partnerships who are suitably experienced in the manufacturing and distribution aspects of the food processing industry supply chain. 
Italian Organics management’s goal during this fundraising round is to raise up to $2.5M in investment capital to scale operations.  To achieve this goal, we are offering 10% ownership shares of equity in its operations for $500,000 (up to a 50% stake in the company).   

A portion of the capital infusion will be used in product development, specifically to be used for the creation of 2 new products: a Tangerine and a Lemon product.  In addition, some of the proceeds will be used in manufacturing to create different bottle sizes such as the 8 oz and the 24 oz (currently we are only producing the 16 oz variety). We will also need sales support, marketing material, and advertisement to promote the products and reach a larger audience. 
We are looking for an investor who believes in our team, our product, and our strategy.  In addition to an infusion of capital to help manufacture, market, and sell our product we are looking to leverage our core competency of a great tasting & healthy orange juice with a company who can leverage their infrastructure & distribution networks to deliver our product to a much larger geographic area.    
	


Appendix A
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NYC Bronx Brooklyn Manhattan Queens Staten Island

Households (>50K<74K Income) 503722 65911 136962 11853 4063 33233

>75<99 273552 10029 68813 66838 948 22726

>100<149 234553 19618 53988 73074 8515 20558

>150<199 75626 4351 14663 34555 3165 5692

>200 103810 4294 14383 69221 5698 4014

Year 1999 Census 1191263 104203 288809 255541 22389 86223

Est. Current Year Households 1260339 112050 303504 261859 23969 99829

Pop. per household 2.59 2.59 2.59 2.59 2.59 2.59

Total Pop. Drinking juice (80%) 2611423 232167 628860 542572 49665 206846

2002 Juice consumed per capita per year in 

gallons 8.41

avg. yearly growth rate -2%

Current Year Juice consumed per 

capita per year in gallons 7.60 7.60 7.60 7.60 7.60 7.60

Total Juice Consumed in gallons 

per year by pop. 19851968 1764931 4780575 4124617 377549 1572438

Avg. price per gallon of regular 

juice $4 

http://ageconsearch.umn.edu/bitstream/123456789/8287/1/35020026.pdf

Avg. price per gallon of organic 

juice (estimate) $12 

Av.g price per gallon of reg juice $3 

% pop consuming regular 80%

% pop consuming organic 20%

2007 Total Market Size for regular 

Juice $63,526,296  $5,647,778  $15,297,841  $13,198,775  $1,208,156  $5,031,803 

2007 Total Market Size for organic 

juice $47,644,722  $4,235,834  $11,473,380  $9,899,081  $906,117  $3,773,852 

2007 Total Juice Market $111,171,018  $9,883,612  $26,771,221  $23,097,856  $2,114,273  $8,805,655 

2007


