Frequently Asked Questions

Contact press@BrownDogFancy.com

Small-batch specialty foods, especially brands like Stone Wall Kitchen will keep you on your toes. What is your
marketing strategy to build brand awareness?
We agree, small-scale specialty food producers like our BrownDogFancy.com face unique challenges and opportunities
when marketing our products. If our venture is to be successful, we must decide where we will thrive, staying ahead of the
competition, and how to market our offerings with our current available resources. Stonewall Kitchen is a great brand, but
if you’re going to create and distribute the best food it better be organic. Right now Brown Dog Fancy is one of very few
organic specialty condiment companies in the USA.

Our plan to cook up a strong demand for Brown
Dog Fancy with . . .
Social Media Sharing
A Community-curated Recipe Blog &
A Strong E-Commerce Strategy
More than mustard, Brown Dog Fancy is a lifestyle
brand. It’s not just about throwing mustard on a
sandwich and heading to work. It’s the story that goes
along with it. Pairing it with your favorite beer, a
backyard BBQ, or family outing. It’s about gathering
friends for dinner and sharing stories.

#HowIFancy
Consumers are encouraged to share their recipes and
photos using the hashtag #HowIFancy. Select photos
of fans and their recipes may even make it to our labels
in the near future.

Direct Marketing at Local Farm Stands, Farmers
Markets, and Festivals
We believe in meeting our customers face-to-face, which
provides an opportunity to determine customer
preferences and develop a sense of why people buy our
products.
We also believe in community outreach and we have
already partnered with Fine Food for a Cause and
support the Stamford Family YMCA.
You can find us every Wednesday at the Old Greenwich
Farmer’s Market and the Rowayton Farmer’s Market on
Fridays.
We are looking forward to turning more customers on to
Brown Dog Fancy at The Greenwich Wine and Food
Festival this September 2016 and specialty festivals in
2017.

Specialty-food Trade
Shows

Attending trade shows
for specialty foods will
help us broaden our
view of the specialty
food business and
market in such areas
as the gift trade, health
food stores, ethnic
foods, and the export
market. As we expand
our marketing views,
our marketing strategy
will also expand.

Look for us at 63rd
Fancy Food Show
in Manhattan in
2017.

Online and Offline Distribution Channels
This spring we launched in Mrs. Greens Natural Market and Walter Stewarts, Whole Foods Darien, CT and Palmers
Market along with smaller specialty markets like gourmet grocers, butchers and cheese shops. We are going to focus on
in-store demos and tastings and keep a sharp focus on building strong relationships between our producers, sales
distribution and retailers.

Earned Media Coverage
& Culinary Influentials
Guy Fieri, chef,
restaurateur, author and
host of Food Network’s
top-rated show Diners,
Drive-Ins and Dives has
already tagged us on
Instagram. We were also
mentioned in the popular
daily Skimm newsletter.
We have been
recognized as an
emerging specialty food
brand in Serendipity
magazine’s third annual
locally made round up.
Our plan is to continue
outreach to all top tier
media for product
reviews and mentions
and feature stories. This
includes traditional
magazines like Good
Housekeeping and newer
food media outlets like
David Chang’s Lucky
Peach.

Food bloggers & Sampling Box Programs
Professional nutritionist and creator of For The Love of Food blog, Eileen Behan, has dipped her gluten-free pretzels in
Brown Dog Fancy. Fairfield food blogger Feed Your Soull spiced up their grilled cheese with their favorite Brown Dog
Fancy mustard.
We are also hoping to be featured in sampling boxes like Hatchery’s Tasting Box where recipients can experience flavors
they might never discover on their own.
Collaborations with Sustainable and Healthy Brands
We are currently used by Chef Prasad at one of his new restaurants, India, in New Canaan, Connecticut on their
Tandoori Duck Tacos. Chef Prasad is an award winning chef who makes incredible offerings with a unique flair. We
are interested in branching out to clean organic restaurants like Bareburger the four-time Michelin recommended
organic meat restaurant chain with 18 locations across New York, Connecticut, and Ohio along with Shake Shack,
Muscle Maker Grill, etc.

Where do you see
BrownDogFancy in five
years?
An internationally recognized
brand of organic delicious
gourmet offerings to spice up any
meal. We are going after ketchup
and BBQ sauces next.
Will you eve adopt to taste
trends?
As a curious and creative couple
that admittedly gets bored
preparing and consuming the
same old meals, with the
exception of a few favorites, we
are always dining out at new and
exotic restaurants while
experimenting in the kitchen. So
the answer is yes, we will
experiment with new flavors, but
quality and taste always come
first. Never trends.

Where do you go for inspiration for new
flavors?
Easy… Our customers, friends, and family. My
taste buds have evolved through the years. My
family has always eaten a LOT of Italian food,
which I love. When Sarah and I started dating I
was introduced to both Polish and Egyptian. Later
we traveled to Kenya, Chile, and Brazil to name a
few and I picked up even more unique tastes.
We found that our fiends and customers have their
own unique experiences with food and they love to
share them. When someone tells us a recipe or
suggests a pairing you bet I’m going to try it and
tell others! We’re always looking for new recipes
and love hearing new ones from our customers,
they’re always the most interesting and often most
delicious. - Kyle Rothschild, BrownDogFancy.com

