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Industry & Situation
Current industry f

1
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Premium & Healthy Snacks are driving the 
market 
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The Biggest 

Losers (-) and 

Winners (+) in past 

5 yrs 



Premium Snacks are driving the market 
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Categories Are Blurring:
Protein Cookies

1. Consumers are elevating 

their snacking. 

2. Premium brands are 

growing the fastest.

3. Low quality, mass market 

brands are losing fast

4. Biggest losers are mass 

market cookies and 

breakfast cereal bars



The Situation:
Consumers are Elevating 
their Snacking 
Premium products are winning, 
healthy positionings, all natural 

● Obsession with protein

● Trends toward sustainability

● Consumers want to taste the globe 

● Tapping into general health/wellness 

● Growing interest in veganism & 
plant-based diets 
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The Situation:
Consumers are Elevating 
their Snacking 

1. Snack bars and cookies market is 
already saturated, but products need 
to be elevated to meet consumer 
demand.

2. People are looking for alternatives to 
unhealthy “healthy” bars.

3. There is a growing interest in global 
foods foods from new cultures.
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Key Takeaways



Channel Distribution for Sweet 
Biscuits, Snack Bars & Fruit Snacks
Retail Value and % growth: 2014-2019

Store-based Retailing Dominates 
over 85% of retail value
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Non-Store Retailing Growing 



Segmentation & Journey
Market segmentation, key 
customers and consumer 
journey
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B2B Customers (In-Store retailers)
1. Individual buyers of bars (E-commerce)
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Market Segmentation:
Two Key Customers

1 B2B Customers
(In-Store Retailers)

2 Individual Buyers of Bars
(E-Commerce)
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1. B2B Customer

Business to business wholesale 

allows TeffBar to enter in-store 

retail and tap into existing 

customer bases quickly

Grocery and in-store retailing 

for snack bars accounts for 

85% of total sales. 

● Wholesale customers purchasing for specialty 

ethnic food stores

● Coffee shops, healthy fast-casual restaurants

● Independent grocery stores

● Regional grocery chains (higher barrier to entry)

Who is Our Customer?

● Reputable, novel health food products

● Sell health foods to elevate store offerings and 

rebrand image to cater to consumer trends

Needs
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Seattle B2B 
Customers

● Large number of Ethiopian ethnic food 

stores within a small radius

● Higher disposable income

● Large population of immigrants and 

higher propensity to demand authentic 

foods from different cultures
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Seattle B2B 
Customers

● Large number of Ethiopian ethnic food 

stores within a small radius

● Higher disposable income

● Large population of immigrants and 

higher propensity to demand authentic 

foods from different cultures



Our D2C Customer:

Name: Rebecca

● Age: 38

● Occupation: Lawyer and Yoga 

Instructor

● Location: Lives in Seattle

● Status: Married, 3 year-old son 

● Enjoys feeling connected with her 

environment

● Health enthusiast, eats local & organic

● Healthy, active, and food conscious consumers.

● More conscious of what they are consuming, 

deliberate in snacking habits

● Active or healthy lifestyle, interested in elevating or 

sustaining their currently level of fitness 

Who is Our Customer?

● Organic, quality, sustainability, convenience

● Nutrient-dense and free from over processed 

ingredients
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Needs



B2B Customers (In-Store retailers)
1. Individual buyers of bars (E-commerce)
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Customer Journey:
Two Different Routes

1 Desktop-first B2B Customers:
Website, Social Media

2 Mobile-first Individual Buyers:
Social Media, Amazon



B2B Customers (In-Store retailers)
1. Individual buyers of bars (E-commerce)
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Web-First Journey: “I-want-to-know” Moment



B2B Customers (In-Store retailers)
1. Individual buyers of bars (E-commerce)
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Mobile-First Journey: “I-want-to-do” moment



B2B Customers (In-Store retailers)
1. Individual buyers of bars (E-commerce)
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Conversion to Web Sale



Digital Strategy3
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Digital Strategy: Overview

1Website is not where it can be.
Potential to redesign elements of the site 
so that it is more engaging to the user

Potential to add more content and 
posts that link to website2Instagram is not very active.

Potential to leverage database by 
engaging with previous customers4

Collecting information through 
Square.

Potential to leverage email list to draw 
in interested customers in the future3

Collecting email addresses for 
email list.
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Website

Goal of website: to 

raise awareness of 

Teff and communicate 

story of where the 

products come from
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● Highlight the product 

and its benefits at the 

top of the front page

● More color and better 

product photos to draw 

attention

● Powerful message 

about the product 

befores scrolling
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● Emphasize goal of 

website to raise 

awareness about Teff

● More discussion  of 

donations, highlight 

that 10% of profits are 

being donated

● Utilize images to tell a 

more engaging story
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Instagram

Account currently a 

sizeable amount of 

followers to begin a 

new digital strategy.
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● Need more posts about 

the story to educate 

consumers about the 

product

● Need to keep 

consistent message 

with the website

● In the future, need to 

provide link for 

followers to buy 

product from the page
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Lupii Yolélé Berhan Teff Berhan Teff
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Mobile-First Strategy

1Mobile is important.
85% of adults think that a company’s 
mobile site should be as good, if not 
better than, their desktop version

Using Instagram and other social 
channels to draw consumers to the 
brand and website

2Instagram and other channels.

Focus on educating consumers on the 
product and the brand through 
engaging social posts

4
Educate consumers.

It is critical that micro-moments are 
met through a strong mobile presence3

Be there for micro-moments.



Recommendation
SEO & SEM

4
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Brand Communication Recommendation

 TeffBar is a startup 

in need of building 

AWARENESS before 

it drives conversion

1

2
Phase One: 
Building the 

Narrative 

Phase Two: 
Driving 

Conversion
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Phase One: Search Strategy 

Organic search 
results have 
higher CTR 
where no 
purchase intent 
is shown

For TeffBar, 
consumers are 
still at the top of 
the funnel, no 
purchase intent
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Phase One: Search Strategy

Awareness

Evaluation

Conversion

Building the narrative 
at the top of the 
funnel requires an 
appropriate SEO 
strategy 
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SEO Strategy: Content Development 

Single Word 
Phrases
e.g “teff”

2-3 Word Phrases
e.g “what is teff”

4+ Word Phrases
e.g “Health Benefits of teff”

Organic content 
development 
should focus on 
low competition 
keywords, unique 
to TeffBar
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SEO Strategy: Content Development 

Long Tail 
Keywords

“Iron in teff” and 
“health benefits of 
teff” are examples of 
phrases popular with 
other super grains 
and ancient grains
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SEO Strategy: High Competition Keywords  

Current incumbent   
The Teff Company
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An Opportunity

TeffBar

Sells Consumer 
Teff Products

The Teff 
Company

Sells Bulk Teff 
Flour

TeffBar’s products 

are not rivalrous with 

those of the The Teff 

Company, making 

collaboration a 

possible option 

between the brands.

As holder of the top 

SERP position for 

catch-all keywords, 

earning a mention on 

their site would 

improve TeffBar’s 

own rankings 
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Phase Two: Conversion

B2B Conversion

60% of B2B marketers 

report SEO has the 

largest impact on lead 

generation

High Involvement

B2B purchases are high in 

volume, leading to increased 

interaction with organic content 

as a means of research
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Phase Two: The New Normal 

D2C Sales

2020 forecasts 

indicate a 24.3% 

increase in D2C sales  

SEM Introduction

On Amazon, 40% of 

CPG’s originated from 

paid search results
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4. Winter 2021: Regional 
Chains/Natural & 
Organic Stores & 
Co-Ops

teffbar 40

Local Launch 
Strategy: Timeline 

1. 2019: Completed 
Wallingford, Madrona & 
Ballard Farmers Markets

2. Summer 2020: Local 
Coffee Shops & Seattle 
Distribution Strategy 

3. Fall 2020: 
Independent Grocery 
Stores



Local Launch Strategy: Marketing Budget

1. Summer 2020: Local Coffee Shops & Ethnic Stores 

Free box of product for local sellers of Teff Injera and Ethiopian 
spices/imports 

30 Stores x $5 boxes = ($150)
KPI: Number of subsequent orders, and units sold
Potential ROI: $1080+ in MRR
Priceless = network effects, building brand awareness within our 
Ethiopian community

2. Fall 2020: Independent Grocery Stores & D2C Launch

Free PR box of product for select lifestyle and food IG influencers 

Influencer PR Packages x 10 Influencers = $100
Potential ROI
KPIs to track: Instagram Followers, Orders on TeffBar.com

Fixed Startup Costs: Shopify site hosting, thermal printer for shipping labels 
Variable: Spend on paid ads/SEM via Google & FB to drive future sales teffbar 41



The New Normal:
DTC focus, innovative business models that can 
adapt to a sterile grocery environment that will 
resume normal activity in mid-August

The next wave of companies will be sustainable & plant-forward 
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Appendix
Detailed analysis on 
industry, digital channels 
and future strategy

5
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Source: Food Navigator, Emotional Eating 

The New Normal: DTC focus innovative business models adapting to a sterile 
grocery environment that will resume normal activity in mid-August 
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https://www.foodnavigator-usa.com/Article/2020/03/30/Emotional-eating-shopping-like-SEAL-Team-Six-and-self-improvement-on-hold-Navigating-the-new-normal-for-CPG-brands
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Our Mission: Supporting the Armania School

http://www.youtube.com/watch?v=-aW4RWFJsZ4
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Listening to customers: 
Tagged posts 



Online searches for “healthy snacks” peak in 
mid January

Source: Google Trends

Jan 2020

Jan 2016 Jan 2018
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Detailed 
Market Share 
Distribution



TeffBarSeattle
Farmers Market 
Test
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Direct Customer Feedback: Case Studies

Try
Now!

FARMED.

Would you like to sign up to hear 
about future flavor releases and 
other sweet deals? Reply Y to sign 
up or STOP

Vote for which you would 
like to see next for a free 
bag with your next order!

We are in the works with 
3 potential new flavors: 
chickpea crunchies, rice 
crackers, and spicy lentils

Great! Did you enjoy our 
teff based Ethiopian 
snack?

Reply Y/N and any 
comments~

Just received snacks!

Y, they were great!

Chickpea crunchies, yum!

Hi!

AR/ Engaging packaging
ex: 19 Crimes   

SMS integration 
ex: Dirtylemon 
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Contact Us:
Phone: 206-934-9972
Email: TeffBar@gmail.com
Website: TeffBar.com 

ትeffBar
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Plant based + powered by TEFF 
the healthiest ancient grain on the 
planet

  

 We’re tapping into teff: Future of food & most nutritious grain*. 
Gluten-Free & Low glycemic index SuperGrain + complete protein 
containing all 9 essential amino acids. High in fiber, iron + minerals 
like calcium  *Source: International Food Policy Research Institute 52

https://books.google.com/books?hl=en&lr=&id=HYoZBQAAQBAJ&oi=fnd&pg=PA1&dq=teff+meta+studies&ots=3nD9SBTkoF&sig=g3vV4GG6t87NnezwFYkFEdcN3cg#v=onepage&q&f=false


  

 

Healthy snacking doesn’t have to 
be boring.

Simple ingredients. Extraordinary Flavors. 
Ethiopian spices and all natural ingredients 
delivered in easily snackable bars made with 
whole grain teff. Good food that’s good for you. 
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Real whole food ingredients + truly 
Ethiopian inspired flavors you can 
enjoy anywhere. 

  
 

ትeffBar is reinventing an ancient food culture. Experience one 
of the most exciting cuisines in the world. Ethiopian food 
isn’t spicy in heat but is rich in flavor and history. Spice 
blends like Berberé give our snacks a deliciously 
satisfying sweet & savory kick. 
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Support rural education in Ethiopia with 
a delicious snack that gives back

Our purpose is to invest in rural communities because for many 
education - the pathway out of extreme poverty - is difficult. We 
provide essential school supplies to rural boys and girls in 
farming communities in rural Ethiopia.* 

*Sales support the Ethiopian Schools Project 501c3, a foundation created by graduates of the 
Armania School 
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Creating opportunities for rural 
farmers in Ethiopia

  

 

We want to bridge the gap between smallholder farmers in 
Ethiopia and an American market that is excited for new sources 
of nutrition. Simply buying more and paying farmers a fair price for 
teff will help alleviate extreme poverty. 
Our vision is to increase farmer incomes and access to 
agricultural technology to modernize the supply chain of this 
nutritious staple crop
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teffbar 
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We are the first Purpose driven 
Ethiopian-American snack foods company 
powered by teff

We come from a family of farmers that 
want to build schools to empower the next 
generation of students. 


