Creating a Competitive Brand of Sea buckthorn Products from Management Point of View

Abstract

In today’s world where market economic integration and economic globalization occur, sea buckthorns’ value in environmental protection has been fully supported by governments of most countries & regions and international organizations. However, its economic value is still far from enough market recognition. People living in some areas have even never heard of it, thus not to mention a famous brand of its kind recognized and accepted in the markets. 

Although each brand has its own products, not all products can have their brands built up. Therefore only those products of high values & huge potential profits can bring brands further predominant positions and become more competitive. From management point of view, how can enterprises engaged in the business of sea buckthorns create a competitive brand of sea buckthorn products needs to be discussed in this paper.
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1. Common Problems Faced by the Sea buckthorn Industry

Sea buckthorns, contemporaries of the Himalayas, with the Qinghai-Tibetan Plateau as the native place, are being gradually distributed in North China and over 20 other countries in the world with Central Asia at the center, through tens of millions of years of vicissitudes. The geographic range starts from the southwestern coastal areas of England in the west to China’s Hebei Province in the east, and from the northeastern part of Norway in the north to Turkey in the southwestern part of Asian in the south; Sea buckthorns are distributed in the vast areas from 27°N to 68°50' N and from 2°E to 115°E. 

A. Irreciprocal Knowledge of Consumers about Sea buckthorns

Sea buckthorns, as contemporaries of the Himalayas and pioneer species capable of checking the wind and fixing the shifting sand, contain abundant Vitamin C, flavone as well as 11 types of microelements among the 14 types of microelements essential for human body, however, why have sea buckthorns, enjoying a high status in the eyes of experts, scholars and environmental protection workers, failed to arouse a strong resonance in the hearts of consumers? This is a question that of us must consider. Be it social distrust or consumers’ unacceptance or inadequate understanding by the social public, all these reasons are exist in reality at the present time. 

Human beings own natural sea buckthorns bestowed by the nature, however, due to various factors, esp. lack of competent people specialized in technology, market and promotion, other than “Suzuran Sajee” in the Japanese market, there is not a second competitive sea buckthorn brand in the international sea buckthorn industry. 

B. Unbalanced Regional Development

At present, sea buckthorns are only relatively better understood by consumers in Russia, Germany, Japan, Korea and North China and some other countries and regions, where related sea buckthorn products are also relatively popular. This affects the development of the sea buckthorn industry as a brand. 

C. Lacking of Competitive Sea buckthorn Brand 

Just as a brand will rejuvenate the enterprise or the country, a competitive brand is sure to boost the development of an industry and a sector. Taking a panoramic view of the existing international and domestic brands of sea buckthorn products, other than the “Suzuran Sajee” brand relatively popular in the Japanese market at present, other countries are short of influential sea buckthorn products and brands. 

In the 21st Century of today, brands play a decisive role in the consumption process, therefore, building one or more than one competitive brands symbolizes the development maturity of an industry. At present, the development of the sea buckthorn industry as a brand is still at the primary stage, with great development potentials, which are both opportunities and challenges for all sea buckthorn enterprises. 

D. Lacking of Distinguishable Promotion of Brand Strategies

At present, both international and domestic sea buckthorn enterprises are not quite successful in implementing brand strategies, and they have no systematic orientation of brand strategies; some enterprises are even somewhat opportunistic, with no clear brand planning. They act rashly and their brand promotion process becomes stagnated. 

E. Relative Backwardness of the Management System

Many sea buckthorn enterprises are gradually formed through such a development course as growing out of nothing and expanding from small to large, yet this fails to meet the demands of brand operation and development. If we say that sea buckthorn brand building determines the major development orientation of sea buckthorn enterprises concerning the strategic planning of the enterprises, then the management system will in even broader operational areas influence substantive problems in the brand management of sea buckthorn enterprises. 

At present, some experts point out that the greatest risks faced by international and domestic sea buckthorn enterprises to break the bottleneck lie not in the external environment, but in the management of the enterprises themselves. Many regard the problems as “natural disasters”, yet there are always more or less some ”man-made misfortunes” behind those problems. 
2. Market Situation of the Sea buckthorn Industry

A. Health Demand

As we enter the 21st Century, along with the recovery of global economy, and constant improvement of people’s livelihood, people’s consumption demands of healthy products are also becoming increasingly greater. But as for sea buckthorns, be it the leaves, fruits, sea buckthorn juice, sea buckthorn oil, or sea buckthorn brass, all contain abundant nutritious values and beautifying elements. Some experts and scholars predict that Sea buckthorns are “Health Bodyguards” of mankind in the 21st Century. This just directly reflects the broad prospect for market development of sea buckthorn products. According to the writer’s prediction, in the 21st century when health is put as a priority, sea buckthorn products are sure to become another new consumption favorites by the public and numerous consumers both at home and abroad. 

B. Environmental Demand

In a highly industrialized world, pollution, desertification, soil erosion and many other problems have become the common concern of the globe and in the meantime also chief problems faced by human beings. Sea buckthorns’ good vitality, aridity-resistance, capability of checking the wind and fixing the shifting sand and other powerful environmental protection values, and their public welfare characteristics not possessed by other industries are also among the advantages conducive to implementing the brand management strategy by the sea buckthorn industry. We believe if these advantages are made use of by ourselves in the actual marketing and promotion process, these “natural conditions” are sure to promote the brand development process of the sea buckthorn industry and enterprises. 

C. Market Opportunities

With highly integration of market economy and increasing global consumption demand of natural and healthy products, all sea buckthorn enterprises are provided with unprecedented opportunities. Sea buckthorn enterprises should strengthen the management and building of brands, talents and etc., master basic skills, grasp the opportunities granted by the times and implement the brand management strategy. 
3. Branding Operating Ideas of the Sea buckthorn Industry

At present among the enterprises engaged in the sea buckthorn industry, not many enterprises are capable of implementing the “Communications as the Core” strategy with adequate strength, capital and management methods. In implementing the branding operation strategy, the sea buckthorn industry must not just copy others blindly, and still less simply imitate the manipulations adopted for competitive brands; nor could they have blind faith in the method of “Scheme + Advertisement” to guarantee the success; building the brand from the management point of view is one thought or method worth trying for sea buckthorn enterprises, esp. for the above-mentioned enterprises that can’t advance their brands with the “Communications as the Core” strategy. We refer to this kind of brand building thought as “Integrated Brand Management”.
Then what specific measures shall we adopt?

First of all, determining core products. Some enterprises fail to determine the core businesses of the enterprise due to lack of complete and systematic brand-establishing strategy, so that consumers always don’t know what their core businesses are. Therefore, determining core products is the prerequisite. 

Second, formulating goals of the enterprise. The goals should be set for five to ten years at least, and should be bold and mature. In the 1960s, popularization of cars is a most explicit goal of Ford Company. Goals determined by Asahi Industry are＂Dedicated to Biological Technology and Securing Human Health＂. So far, “Suzuran Sajee” has made breakthrough successes in Japan with 41% of Japanese market shares, thus becoming the No. 1 brand in the Japanese market. Therefore, it can be seen that an enterprise needs a core concept of value.

Third, establishing a corporate Identity system. Are employees aware of the long-term goals of their own enterprise? Do the suppliers or dealers know what kind of company  they are dealing with? What is the image of the enterprise in the eyes of customers? If the enterprise fails to answer these questions, then CI need be conducted. 

Fourth, establishing Consumption Relationship. When the enterprise is facing many consumers, the relationship between product brands and consumers should be determined first, including brand influence, values recognized by consumers, values identified by manufacturers and etc. 

Fifth, formulating brand strategy. Explicit brand identity will not be in place until a definite brand strategy is formulated. What is the basic brand strategy? Single brand or multi-brands? Parent brand or subsidiary brand? Enterprise brand or product brand? Each sea buckthorn enterprise, should have a brand structure, because it is vital to the survival of the enterprise. 

Sixth, determining brand responsibilities. The enterprise should define clear -cut brand responsibilities, so as to know what the enterprise can bring to consumers. 

Seventh, fostering brand loyalty. Practice has proved that 20% of the customers buy 80% of the product sales volume. The challenge faced now is how to establish a database concerning this 20% of the customers. More and more data prove that it costs much more to win a new customer than to maintain an existing customer. 

Eighth, perfecting the Evaluation System. The annual change of marketing plan needs a regular, continuous and unified survey method. The entire plan should be interpreted and adjusted based on the evaluation.

Ninth, consistent Brand Investment. It takes time to build a brand and this process must be stuck to. In fact, when the whole retail relationship is becoming more and more separate, the brand image can be very clear. Then operating from a persistent and comprehensive perspective, this brand will be gradually established after a considerable period of time. 

Tenth, brand Management System, stretching over the enterprise strategy, systems, structure, shared values, style, skills and the staff, namely 7s.
The writer considers the establishment and operation of the brand management system are the core of brand building by the sea buckthorn enterprise. See the following chart:


[image: image1]
Communications of the brand by frontline employees is the last link or procedure in the entire system, and the natural result from the well operation of the entire brand system. Take A company engaged in health food for example. This company need not or can not build a brand through “extensive communications”. The key for building such a brand is to propagate the brand through service itself (this is often the only feasible choice). For example: the key of A company’s brand communications lies in the frontline employees in the directly facing the customers, including the reception desk, customer service personnel, telephone operation, marketing personnel and etc. 

For example, when a marketing employee from A company is facing a customer, if there is a set of integrated brand management systems, it will exert the following influences: 

A.  Influence of human resources system. Through recruitment and training of basic skills, this marketing employee will be able to dress and behave in a proper way and have basic vocational skills in line with an international enterprise;

B.  Influence of the marketing system. Explicit brand definition and differentiated values, subject and connotations, sales promotion scheme as well as discounts offered to customers; various details and flows of standard promotion, emergency pretexts, sales promotion schemes;

C.  Influence of the training system. Providing timely training so that marketing personnel can be well trained and meet the requirements of the marketing system;

    D.  Influence of assessment and encouragement system. Effectively assessing the vocational skills of this marketing employee and accordingly rendering rewards or punishment, so that he will have appropriate pressure of being monitored;

    E.  Influence of enterprise culture. Influencing the areas that are out of the reach of training and monitoring. E.g., help the marketing employee to turn the “vocational smile” into “a smile of understanding”, so that customers can fully feel the brand charm. 
In 2002 when Schultz was spreading his IBC in China, he defined the second-level communications as “internal communications”, and stressed its importance. Schultz talked about “internal” from the perspective of “communications”, and brought it into the concept of “integrated (brand) communications”. There is nothing to be said against Schultz as a master specialized in communications research, because he only studies one aspect of enterprise operation. However, the fundamental question in communications research is the question of message transmission. For an enterprise, the question of message transmission is incapable of leading the whole situation. 

4. Conclusion

Why many enterprises blindly believe that communication is the core of brand building? This is due to the development of the brand itself as a marketing tool. Brand has always been a traditional tool in the advertising circle, and is later taken over by designing company which highly resembles to the advertising company. These companies are excellent at brand popularization, and even directly “advertising” the brand. As long as the market develops, extensive means of promoting the brand through communication will become less and less effective. Lessons drawn from this model were actually revealed as early as five years ago. And it is not difficult to understand this just thinking about such outdated star brands as Aiduo, Qinchi and etc. 

Building the brand with intensive management and integration of communication is the future operation trend of sea buckthorn enterprises. Such brands as Wal-Mat, Starbuck, Pizzahut, TOTO, Kwun Kee, Suzuran Sajee have achieved successes without relying on “extensive communications”; it is nearly 10 years after McDonald and Kentucky Fried Chicken entered China that they began to make advertisements in a large scale, but nobody can deny the important positions the two brands have taken before. Implementing the brand building strategy from the management point of view can by no means be achieved within a single day. The prolonged marketing cycle, requires enterprise leaders to make a long-term strategic plan. The principle of “Digging deep caves and storing a lot of grain” will be the method of carrying out the brand operation ideas of enterprises from the management point of view. It has now become the development strategy of sea buckthorn enterprises for a relatively long period. Just like designing your garden from the point of view of housekeeper instead of flower seller!
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Abstract

An efficient process at pilot scale through process and products integration was developed to produce nutraceutical products from fresh sea buckthorn berries from Himalayan region. Fresh berries were subjected to high pressure dewatering using continuous screw press. The separated liquid phase containing 80-90% of pulp oil and fibrous cake were further processed. The liquid phase was clarified at 80oC and followed by high-speed continuous centrifugation to obtain pulp oil, clear juice and sludge. The pulp oil yield was 2.6-3% of fresh berries with 65-70% extraction efficiency with remaining 20-30% of oil distributed between residue and sludge. Pulp oil was very rich in carotenoids (2810mg/kg) tocopherols (1409mg/kg) and sterols (4403mg/kg) with a characteristic fresh berry flavor and 16:1 as the major fatty acid (45.6-49.1%). The clear juice obtained was free from oil and with high amount of bioactive phytochemicals like vitamin C (1683mg/kg) polyphenols (2821mg/kg) and flavonoids (400mg/kg). Isorhamnetin (303 mg/kg) was found to be the major flavonoid in juice along with quercetin (81mg/kg) and kaempherol (16mg/kg). The juice was very acidic (pH 3) with high amount of organic acids (3.69%). HPLC profiling of organic acids revealed quinic acid (1.85%) as major acid in juice. The seeds in the press cake were separated and extracted for oil using supercritical CO2. Seed oil contained carotenoids (403mg/kg), tocopherols (1012mg/kg) and sterols (16888mg/kg). The process efficiency and product yields appear to be higher than those of previous reports.  This is the first comprehensive report on processing of Indian sea buck thorn with detailed chemical profiling.
 KEY WORDS: carotenoids; tocopherols; sterols; polyphenols; flavonoids; organic acids.
INTRODUCTION


So far no attempt has been made to utilize the SB berries grown in Himalayan regions of India (Ladakh, Lahaul and Spiti), that hosts unique geo-climatic conditions with the combination of high elevation (3000-4000m), extreme cold and scanty precipitation. SB plants adapted to the extreme conditions should have different phytochemical profile from that of other regions. Attempts have been made here for the first time to apply modern processing techniques to maximize the recovery of pulp oil, juice and seed by specially designed mechanical dewatering system, with down stream process of clarification and continuous three phase centrifugation. This process developed at pilot scale (30-100kg of berries), enabled simultaneous production of superior quality of pulp oil, and oil free clear juice with maximum retention of bioactive phytochemicals. The co-products of the process are unbroken seed, residual pulp and fibrous residue. The present study also reports detailed phytochemical evaluation of process streams and products from Indian SB berries for the first time.   

MATERIALS AND METHODS


Well-ripened SB berries (H.rhamnoides) grown in Ladakh region of Himalayas (India) were harvested during September2003. The fresh berries were ferried to Regional Research Laboratory Trivandrum by air under cold condition (4 to 50C). The berries were stored at -200C till they were processed

Processing: A batch size of 35 to 100 kg was selected for processing and the unit operations were as follows. Fresh SB berries with moisture content of 70-75% taken from the cold storage were first cleaned by spraying with water for the removal of dirt and other impurities, followed by blanching in warm water to destroy enzymes and to facilitate extraction of juice and oil in the subsequent steps as shown in the flow chart (fig: 1).

Super critical CO2 extraction of seed oil: SB seeds separated from the dried residue was ground and sieved through a 42 mesh.  Three batches (1kg/batch) of ground seed were extracted using pilot model super critical extraction unit (SFE 2L, Thar Designs, Inc, Pittsburgh, USA) at 600C and at 450-bar pressure with a gas flow rate of 60g/min for 3hrs. The seed oil was collected in the cyclone separator.

Analytical methods


Proximate composition of berries, products and byproducts were analyzed by AOAC methods. Carotenoids content was estimated by spectrophotometry. Tocols, sterols, flavonoids, organic acids and vitamin C were analyzed using HPLC. Fatty acid composition was analyzed in GC.

Fig : 1 Integrated processing of fresh sea buckthorn berries for pulp oil and juice (1)















RESULTS AND DISCUSSION

The number of reports related to processing are rather limited (2,3,4,5). However, from available data it is clear that the process steps employed are more or less similar, but with wide variations in terms of product quality and yield and process efficiency. Details of material balance, efficiency of extraction, products yield, commercial feasibility etc have not been discussed in quantitative terms in the published reports. Hence comparison of the data from our processing of Indian SB berries is difficult. Our approach has been to integrate process and products and maximize yield of juice, pulp oil, and seed oil from fresh berries of SB grown in Indian Himalayas, hitherto not attempted. Eventhough most of the unit operations employed here are similar to those reported, higher yield of pulp oil and juice by employing combination of high pressure dewatering screw press and continuous centrifugation was achieved in this process. 80% of the water and oil and 60% of the solids from soft part of the berry (pulp) was in the liquid phase using the high-pressure screw press with compression ratio of about 10. The continuous high-speed centrifugation employed here effected efficient separation of the liquid phase in to oil free clear juice, pulp oil and solid sludge. The yield of the clear juice at 75-80% on berry wt with 10-13% soluble solids appears to be high. Further the juice obtained here also retained more than 60% of the organic acids, 70% of vitamin C, 40% of polyphenols and 50% of flavonoids present in the soft parts of fresh berry. It could be seen that even after addition of water to facilitate dewatering and consequent dilution of juice, concentration of total solids and bioactives remained fairly high in the final juice that could be attributed to extraction efficiency. Considering the high total solids and other phytochemical constituents, the final juice obtained here can be further diluted in the ratio 1:2 and formulate ready to drink health beverage rich in bioactive phytochemicals.

Table 1. Process development trials conducted at pilot scale using fresh sea buckthorn berries and yield of products (see flowdiagrm).

	Trial No
	Berries

(kg)
	Seed pulp ratio
	Water Added

(kg)
	Liquid phase (Juice)

(kg)
	Fibrous residuea (kg)
	Solid sludge

(wet wt.)

(kg)
	Clarified Juice (kg)
	Pulp Oil

	
	
	
	
	
	
	
	
	Qty.

(kg)
	Yield on fresh berries(%)
	Extraction efficiency

(%)

	1
	90.0
	1:9.3
	16.0
	89.2
	19.0
	6.8
	73.3
	2.51
	2.79
	68.1

	2
	35.0
	1:9.4
	7.5
	39.1
	8.1
	3.8
	27.4
	0.97
	2.77
	69.3

	3
	47.0
	1:9.2
	9.0
	45.3
	10.0
	6.5
	35.1
	1.25
	2.72
	66.5


a Weight includes amount of seed.

Table 2. Compositional analysis of process streams (Mean ± SD of duplicate assays)

	Process streams
	Total solids(%)
	Total fatty matter (%)
	Total protein (%)
	Ash content

(%)
	Total soluble sugars (%)
	Crude

Fiber (%)

	Berries(Soft parts)
	27.9±0.2
	4.6±0.1
	1.81±0.35
	1.02±0.11
	9.5±0.6
	2.44±0.09

	Juice
	13.2±0.7
	0.08±0.00
	0.52±0.12
	0.77±0.06
	5.8±0.3
	-

	Fibrous Residuea
	36.2±0.9
	3.0±0.3
	5.90±0.43
	0.72±0.13
	11.8±0.5
	9.8±0.73

	Sludge
	20.2±0.3
	6.8±0.7
	2.40±0.92
	0.82±0.19
	4.5±0.7
	1.05±0.06


a analyzed and expressed without seed

Pulp oil is the another valuable co product of this process with extremely high content of carotenoids, tocopherols and sterols with characteristic 16:1 fatty acid. Fatty acid, 16:1 is reported to facilitate fluidity similar to that of polyunsaturated fatty acids but with low susceptibility to peroxidation and improve the metabolism of vascular smooth muscle cells (6). The present process has been able to separate up to 70% of the pulp oil without using organic solvents hence maximum retention of the bioactives was achieved. An important advantage of this process is that seeds could be recovered without damage in spite of high pressure dewatering of berries.  Feasibility of extraction of high quality seed oil using SC-CO2 was also demonstrated.

Table 3. Carotenoid, tocopherol and sterol content in the soft parts of the berries, pulp oil and hexane extracted and supercritical CO2 extracted seed oils (Mean ± SD of duplicate assays).

	Composition


	Soft parts of berries
	Pulp Oil
	Seed Oil

	
	
	
	Hexane
	SC-CO2a

	Yield (%)
	-
	2.79b
	6.1(0.1c
	5.2(0.2c

	Carotenoids (mg/kg)
	128(4
	2810(45
	387(10
	403(16

	Tocopherols (mg/kg)
	
	
	
	

	(-T1
	47.2(4.0
	987(38
	520(24
	587(21

	(-T3
	6.6(1.5
	182(24
	11(1
	35(6

	(-T1
	1.1(0.2
	28(6
	19(3
	21(4

	(-T1
	4.5(0.5
	91(4
	306(21
	315(25

	(-T3+(t
	6.1(1.2
	107(14
	46(6
	39(7

	(t3
	0.90(0.1
	14(2
	10(1
	15(2

	Total
	66.4(4.1
	1409(48
	912(34
	1012(45

	Sterols (mg/kg)
	
	
	
	

	(-sitosterol
	180(14
	3200(85
	13305(132
	13774(194

	Stigmasterol
	80(13
	1203(42
	1125(111
	1235(100

	Campesterol
	-
	-
	1770(50
	1878(99

	Total
	260(26
	4403(61
	16200(260
	16888(150


a Seed oil extracted with Supercritical CO2, b  in fresh wt of berries, c in seeds

Table 4. Polyphenols and flavonoids in soft parts of berries and juice (mg/kg; Mean ± SD of duplicate assays) 

	Composition


	Soft parts of berries
	Juice

	Total polyphenols (mg/kg)
	5646(87
	2821(11

	Flavonoids (mg/kg)
	
	

	        Quercetin 
	109(13
	81(5

	        Kaempherol
	38(4
	16(4

	        Isorhamnetin
	428(13
	303(16

	   Total flavonoids
	575(29
	400(18


Table 5. Acidity, organic acids and vitamin C in the soft parts of berries and juice (Mean ± SD of Duplicate assays).

	Composition
	Soft parts of berries 
	Juice



	Total titrable acids (%)
	-
	3.69(0.06

	pH


	-
	3.3

	Organic acids (%)
	
	

	Quinic acid 
	2.80(0.12
	1.85(0.05

	Malic acid 
	1.60(0.09
	1.17(0.03

	Citric acid
	0.16(0.03
	0.16(0.02

	Total acids
	4.56(0.12
	3.18(0.09

	Vitamin C  (mg/kg)
	2232(72
	1683(21


The process developed and reported here using fresh SB berries grown in high altitudes of Himalayas, is an integrated approach to yield products with high efficiency and quality for nutraceutical applications. The quality of Himalayan SB was found to be comparable in terms phytochemical profiles with those of Chinese or European varieties. However, SB from Himalayas have not been utilized on commercial scale though potential appears to be high and the process reported here would facilitate the processing of high quality Himalayan SB berries.
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