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Driven by changing demographics and lifestyles, consumers
now demand the ultimate in convenience – food anytime,
anywhere, prepared their way.  As a result, foodservice sales
have grown steadily, and have surpassed sales of retail food
products for the first time in history.

At the same time, the soyfoods category has experienced
tremendous growth driven by improved products, consumer
desires for healthful foods and mainstream distribution.

Growth opportunities exist for those companies prepared and
positioned to understand and
serve the foodservice channel
with soyfoods products,
services and systems.
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Soyatech, the soy industry’s ultimate industry
resource, and The Hale Group, Ltd., the premier
foodservice industry management consulting
company have joined together to provide the
knowledge and strategic insight required to exploit
the potential for soyfoods in foodservice through this
important multi-client study.

Despite the phenomenal growth and attractive product
and marketing opportunities that have occurred over
the last 2-3 years with soyfoods, most efforts have
focused on creating and developing opportunities
within the retail segment.  Industry players have not
yet made significant inroads into the $400 + billion
foodservice channel.  Why?

¢ Do the current products not fit the foodservice
environment?

¢ Have past marketing efforts missed the mark
in foodservice?

¢ Are there operational issues that have not
been addressed?

We believe that given the continued growth and
further evolution of foodservice customer
requirements and desires, there are some very
attractive, yet under-developed, opportunities in this
channel.

About The Hale Group

The Hale Group is the leading strategy
consulting firm dedicated to serving
clients in the food and agribusiness
industries.

About Soyatech

Soyatech is a publishing, marketing
research, and consulting firm specializing
in delivering value-added information to
the soybean, food, and feed industries.

Growth opportunities . . .

A new multi-client study from
the experts in foodservice and soyfoods
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Soyfoods in Foodservice
I. Understanding Foodservice — The Landscape

¢ The foodservice market size and structure, current and projected to 2010
l The multiple dimensions and dynamics of foodservice

– Commercial and non-commercial segments – definitions and descriptions
– Key accounts
– Expectations of suppliers
– Future expectations for growth

¢ Driving forces behind  foodservice industry growth
¢ Foodservice distribution and its drivers
l Broadline and specialty distribution — size and growth trends
l Other distribution channels, e.g., clubs and system distributors
l Expectations of suppliers

¢ Industry outlook
¢ Soyfoods in foodservice:  efforts to date
¢ Key success factors for manufacturers

II. Soyfoods:
Situation Analysis

¢ Size and structure of the
industry

¢ Key players and
products

¢ Growth drivers
¢ Industry outlook

III. Soyfoods within
Foodservice:
Making It Happen

¢ Key requirements
¢ Product & packaging
¢ Segment prioritization
¢ Customized solutions
¢ Building demand:  The marketing options
¢ Distribution choices
¢ Account strategies
¢ Go-to-market options
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Key Take-Aways and
Deliverables

¢ Size and scope of the opportunity
¢ Key success factors
¢ Targets for sales
¢ Strategic insight into how

foodservice operates

Participants will receive:

¢ A copy of the final report and
backup data

¢ An in-person presentation and
strategy session is optional and
under a separate fee

Target Audience

Th is  s tudy  i s  essen t ia l  fo r
management, including sales and
marketing executives within soyfoods
manufacturing and other firms in, or
considering entry into, the soyfoods
category.

Cost and Timing

The Soyfoods in Foodservice multi-
client study provides real value by
sharing proprietary research costs
among study subscribers.

The prepublication price (paid by May
1, 2003) is $6,500. After May 1, the
price is $9,500.

Anticipated delivery date is
August 1, 2003

Subscribe

To subscribe to this multi-client study,
Soyfoods in Foodservice, please
complete and return the enclosed
subscription agreement to:

Michael Richard
Consultant

The Hale Group, Ltd.
8 Cherry Street

Danvers, MA  01923
PH:  978-777-9077
FAX: 978-774-7883

mrichard@halegroup.com

Peter Golbitz
President

Soyatech, Inc.
P.O. Box 84

Bar Harbor, ME  04609
PH: 207-288-4969
FAX: 207-288-5264

peter@soyatech.com

Order by May 1, 2003
and save $3,000

TheHaleGroup



By execution of this agreement, the subscribing organization
identified below purchases the subscription privileges described
in this prospectus for the Soyfoods in Foodservice Multi-Client
Study, offered by The Hale Group, Ltd. and SoyaTech.  The
cost of subscribing is $9,500.
 
The results of this multi-client are for the sole use of the below
designated subscriber organization and will not be released to
others outside the organization without prior written approval
from The Hale Group, Ltd. or SoyaTech.

The Hale Group, Ltd. and SoyaTech reserve the right to require
a minimum number of subscribers before initiating the Soyfoods
in Foodservice Multi-Client Study.

To subscribe, please sign and return this agreement along with
the subscription fee to The Hale Group, Ltd., 8 Cherry Street,
Danvers, MA  01923.

For The Hale Group, Ltd. / SoyaTech

Michael D. Richard
Consultant / The Hale Group, Ltd.

Perter Golbitz
President / Soyatech, Inc.

For The Subscriber:

Name

Title

Organization

Date

Soyfoods in Foodservice
Subscription Agreement

TheHaleGroup
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