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Cube/Frozen Market Overview: The Berry kelp cubes do not fall purely in any particular category, but 

using frozen fruit is a good proxy, since it will probably be used as an additive to smoothies. The frozen 

fruit industry is currently valued at around $3B and is projected to grow to about $5Bi by 2025 with an 

approximately 6% CAGR.ii Frozen has some advantages over fresh because of its longer shelf life and its 

ability to hold nutrients for longer. Packaging innovation and online channels are driving the frozen fruit 

boomiii 

Differentiate: Berry cubes can differentiate themselves from other frozen offerings on the market due 

to Atlantic Sea Farm’s (ASF) already robust social/environmental mission and branding. Kelp offers many 

unique social and environmental boons that few other foods can match. Continuing to highlight this in 

the berry cube rollout is important. Generally, millennials and younger generations respond positively to 

companies with social missions and are willing to pay more for sustainable offerings.iv ASF has already 

received a lot of positive press and awards celebrating this mission and can leverage this to stand out 

from other frozen fruit/smoothie add ins. While ASF is well differentiated on its mission/environmental 

aspect, there is more direct competition in its actual use and perhaps some confusion over its internal 

benefits with regard to nutrients and flavor. Some add-ins are performance boosters, like Athletic 

Greens. These promise to give its consumers myriad benefits by consuming itv. ASF markets kelp as one 

of the most nutrient dense foods on the planet, but has not really expanded that claim to include any 

athletic or mental enhancement/benefits. This is wise as competing on the athletic front will require 

more research to back up any performance benefit claims, while also possibly offering more expensive 

branding/promotion/partnerships to demonstrate any athletic benefit. If such benefit is discovered in 

the future, then there is probably a way to integrate that into the ASF message at a later date.  

Exhibit A shows the positioning of ASF and some other competitors on a Mission-Agnostic and Flavor-

Utility axis. As discussed, Athletic Greens is focused on performance and less on flavor. Crush Cubes 

make a variety of generally savory cube flavor enhancers and is not really in the fruit space. Sambazon, 

however, produces a relatively rare fruit that was only recently broadly introduced to the American 

palette. They have done a lot to shore up their sustainable supply chain and organic certifications and 

will therefore compete more directly with ASF when it comes to both mission and use. Acai has 

established itself as a superfood of sorts, and there is still room for kelp to take the same mantle. There 

are even opportunities for potential partnership between two such mission driven companies that offer 

unique ingredients to a smoothie or shake.  

Another aspect of differentiation that is important internally as well as externally. Kelp cubes are 

probably currently being used in the same ways for which the berry cubes are being positioned. This 



provides a risk for cannibalization to potentially hurt ASF’s bottom line. Assuming the margin on berry 

cubes is smaller (because of the berry and ginger additions), then any time someone buys a berry cube 

instead of a kelp cube without also increasing their volume of purchase, ASF will generate fewer profits. 

Differentiating the use cases between kelp and berry cubes will require more content on savory uses of 

kelp cubes on ASF social media and ads. In order to prevent marginal losses however, berry cubes will 

have to broaden the appeal of kelp to more marginal consumers who were potentially unsure about 

experimenting with kelp, but may have less of a barrier when presented with a familiar berry AND kelp.  

This novelty of kelp is a double-edged sword in that its newness is interesting, but its new flavor may 

actually be off-putting. In fact, studies show that foods that had stronger kelp flavoring scored lower on 

hedonic ratings than those same foods with less intense kelp flavoring (Exhibit B). Berry cubes can 

actually alleviate this issue because the berries ostensibly lower the intensity of the kelp flavoring. In 

addition, the antioxidant profiles of the berries will attract more of those marginal consumers who were 

possibly on the edge about kelp. Highlighting antioxidants in kelp products has been shown to increase 

interest in that product amongst consumers (Exhibit E).vi 

Target: ASF is already targeting higher income and well-educated consumers given the premium cost of 

their products and the retail partners. These berry cubes (if priced similarly to kelp cubes) will target the 

same market, namely individuals and who want to improve their diet, are typically more highly-

educatedvii and interested in environmentally friendly food.viii Furthermore, “20% of millennials actively 

seek out new flavors to try on a regular basis, 68% of consumers … are more likely to visit a restaurant 

that offers new flavors, (but) 46% of consumers are hesitant to try new flavors.”ix For kelp specifically, 

there is some indication that middle aged consumers (35-44) and consumers that earn between $101-

$125K have positive preferences for products with kelp (Exhibit C). Looking specifically at women, 

however, shows some troubling trends. Namely, women suffer significant willingness to pay penalties 

when considering kelp. This means that if a man is willing to pay $5 for a product, women are willing to 

pay less for that same product because they have less demand for it. Specifically, women have -$1.74 

WTP penalty if a product has seaweed, and primary shoppers are 20% less likely to buy kelp with a -

$1.85 penalty.x  Another way of stating this is that women would only buy this kelp product if they were 

offered a -$1.74 discount. Berry cubes could alleviate this by lowering the kelp barrier, so to speak. 

Affluent men of younger and middle age should be good targets generally, but berry cubes can be 

important to getting these marginal female consumers to try kelp. For primary shoppers who could be 

women shopping for kids with conservative tastes, having a berry cube could overcome that 

consternation and open up more women to being potential consumers. This broadening of the market is 

essential to avoiding cannibalization, so women in particular should be heavily targeted. Demonstrating 

easy ways to integrate berry cubes into known recipes will also be important to entice more people to 

experiment.  

Retail partners that cater to more affluent consumers will be good channel partners in which to roll out 

the berry cubes (Exhibit D). What could be more impactful, however, is reaching out to smoothie stores 

to increase brand salience and reach more experimental and mainline consumers which will be 

discussed more in the next section. 

Engage: Driving trial, since berry cubes are not a ready to eat product, is a challenging aspect of this 

strategy. Where kimchi can be put in a sample booth, frozen cubes cannot. Finding a channel to roll out 

berry cubes in which consumers are more likely to experiment with new flavors is crucial. Smoothie 



stores could be this channel. The Smoothie King franchise FAQ designates their target consumer as 

millennials between the ages of 16-35, 55% skewed towards women, a broad range of family types but 

those with enough ancillary income to afford their premium product. They prefer franchises to open in 

locations with average or higher than average household incomes.xi Essentially, smoothie stores already 

target much of the same demographic that already prefers kelp. Consumers also are more experimental 

in general when ordering dine-in or takeout,xii and smoothie bars are already well-accustomed to 

looking for and innovating new flavors, combinations, and superfood add-ins to accommodate the 

dynamic demand of their experimental consumers which incentivizes them to create innovative and 

high-quality offerings. xiii Furthermore, Smoothie King has recently become more vocal about removing 

unhealthy ingredients from their smoothie offerings like high fructose corn syrup.xiv This aligns well with 

the positioning of the berry cubes, which are an innovative superfood product that needs to make more 

inroads among affluent millennial women. Approaching these target consumers in an environment 

where they are most likely to experiment with new flavors could pay dividends if they then seek out that 

product in other channels. Partnering with Smoothie King, Jamba Juice, or other smaller/regional 

healthy smoothie brands could be a way to achieve this, with berry cubes fitting in well as a superfood 

booster. 

Social media influencers are another way to increase engagement with berry cubes and ASF products in 

general. ASF has already partnered with some influencers with their other products and understands 

how the relationships can amplify ASF’s mission and demonstrate uses and applications of ASF products 

to their followers. Identifying influencers already associated with various smoothie brands to also be 

proponents of berry cubes would appeal more directly to these target consumers as well. 

Geotargeting/Geofencing is another way to get ads delivered directly to target consumers. These ads 

can provide brand salience near the time and place of potential purchase. For example, partnering with 

a Smoothie King, and putting a geofenced ASF ad around the shop would give people information about 

berry cubes around the location where they would ostensibly buy it. Pizza Hut demonstrated how this 

worked by gathering consumer preferences on its mobile app, utilizing geofencing, and targeting 

customers near its restaurants.xv Pizza Hut discovered “that the use of this mobile-based strategy was 

2.6 times as effective as an online display ad.”xvi  

Case Study: To provide some context, I profiled Sambazon’s growth to see if we can learn anything from 

their journey. Sambazon began by supplying pulp to local juice bars, which means they began by 

targeting wealthier consumers who were more willing to experiment with this unknown acai berry. They 

used this success to transition into ready-to-eat smoothies and drinks. These products made them 

attractive to Whole Foods, with which Sambazon secured a large acai contract. Throughout this time, 

Sambazon meticulously cultivated its brand and aligned it with its actual operations, being strong 

proponents of organic agriculture and a just supply chain in the tropical places where acai grows. As it 

continued to grow, they created more line extensions like sweetened and unsweetened offerings along 

with acai blends to appeal to their diverse consumers, some of whom like the unadulterated acai, and 

some who prefer more watered-down versions.  ASF has already accomplished some of these steps, and 

the berry cube is a start in the right direction to expand the customer base, just like Sambazon. ASF 

already has the brand, the mission, and the contracts with popular retailers. Berry cubes can be the 

important step to broaden the consumer base and provide more mainstream growth for ASF.  



Next Steps: In order to execute this integrated marketing plan, ASF needs granular information on the 

consumers of their products. Working with companies like Numerator, 8451, or Nielsen, would give 

more insight into which types of people buy which products in which places. Using this information to 

build profiles of consumers and expanding that into consumer segments will help ASF have more 

targeted and efficient ad spend. Presenting these findings to current and potential retail and restaurant 

partners would be an important part of the pitch, in that it would help retail partners better understand 

ASF consumers and sell them product more effectively. Getting this data and making sense of it can be 

expensive and could take time to build effective profiles, but it would pay dividends down the road as 

ASF’s targeting and promotional spend would become more effective.  

ASF already has experience working with restaurants to integrate ASF offerings into their fare. Reaching 

out to innovation officers at various smoothie brands could be an important step in getting berry cubes 

in front of more consumers. 

ASF has a unique and strong brand along with delicious products. Building an omnichannel marketing 

presence through a combination of digital ads, geofencing, influencers, and smoothie brands while 

leveraging consumer insights to better target consumers and get data on ASF performance will be 

important to guiding ASF towards more growth opportunities.  

Exhibits: 

Exhibit A: Mission-Agnostic, Flavor-Utility Matrix  

 

Exhibit B: Kelp formulations and Sensory Ratingsxvii 



 

Exhibit C: Demographic Influences on seaweed flavor acceptability in breadxviii 

 

 

 

 

Exhibit D: Target Retail Channels 



 

Exhibit E: Reasons for buying marginally more seaweedxix 
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