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Meeting Standards – Processing & Marketing 
Standards

Day Two – Marketing Planning
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Strategy

• How are we going to do it?

• Focus on what needs to be done to achieve the objectives

• Key areas - 4 P’s 
• Product

• Price

• Promotion

• Place
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Product Range Pricing
Example- Beef

EXTRA MATURED

e.g. 21 day matured steaks

ORGANIC

FARM ASSURED

REDUCED FAT HEALTHY OPTION

Less than 7% Fat

LOCAL

P

R

I

C

E
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Drivers of product choice

1 Price

2 Know all ingredients

3 Fat content

4 Brand name

5 Sell-by date

6 Sugar content

7 Salt content

8 Country it's from

9 Taste

10 Animal welfare standards

11 Ethical (e.g. Fairtrade)

12 Environmentally friendly

13 No artificial colours or flavours

14 Looks nice

15 Time food takes to reach store

16 Availability of usual

17 Organic

18 GM free

19 Trying new foods

20 Stories in papers/ news

First mention
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Drivers of product choice
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What are shoppers prepared 
to pay a bit extra for?

1 High quality ingredients

2 Free range

3 Locally produced

4 Fairtrade

5 Well known brand

6 Organic

7 Retailer’s best own brand

8 High animal welfare standards

9 Environmentally friendly

10 Added health benefits

11 Country of origin

12 Homemade feel

13 Quality assurance standards

14 Traditional recipe

15 Innovative packaging

16 Packaging appearance

17 Exclusive

18 Restaurant style

19 Celebrity endorsed

First mention
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Understanding the market

• Pricing & Promotions

• Price inflation has now levelled off

• Consumer confidence showing signs of return

• Promotional Offers

• Increase in interest – but convenience  comeback?

• Discounts

• Interest in small scale discounters has levelled off

• Value with Values

• Retention of core principles
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• Saving money?

• Switching products – but trading is not always ‘down’

• Healthy eating, functional foods

• Convenience when possible

• Cooking from scratch, and saving leftovers

• Online grocery shopping

• Eating ‘out in’ or ‘retail take-away’

• Value for money expectation

Consumer Issues
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Using Market Research

Differing products will have differing responses from the market

Sales

http://images.google.co.uk/imgres?imgurl=http://www.speakwell.com/well/2002_fall/images/atkins.jpg&imgrefurl=http://www.speakwell.com/well/2002_fall/1b.shtml&usg=__k3xYNbemBwIjpuAsTrGihaceIpk=&h=483&w=307&sz=31&hl=en&start=4&tbnid=Pe9huP_Tf2Hd5M:&tbnh=129&tbnw=82&prev=/images?q=atkins&gbv=2&hl=en&sa=G
http://images.google.co.uk/imgres?imgurl=http://wwwdelivery.superstock.com/WI/223/1491/PreviewComp/SuperStock_1491R-1025935.jpg&imgrefurl=http://www.superstock.com/stock-photos-images/1491R-1025935&usg=__BRMx124TBa0VjaaFlv-Ya64NtyA=&h=350&w=341&sz=62&hl=en&start=3&tbnid=UzESGLHbA9byJM:&tbnh=120&tbnw=117&prev=/images?q=sliced+wholewheat+bread&gbv=2&hl=en
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Your Unique Selling Point

• What is it?

• Does it match market demands?

• Does it match customer requirements?

• How well protected is it?
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Market Opportunity

• If market opportunity is looked at as a set of goalposts then the 
product development process will: 
• hope to bring them closer together.
• target precisely and thereby reduce risk.

This process is totally adaptable for large and small businesses alike.
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How do you do it?

• Concept - Ideally in a visual form

• Research - Market research

• Refine - Analysis of findings
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Strategy

• How are we going to do it?

• Focus on what needs to be done to achieve the objectives

• Key areas - 4 P’s 
• Product

• Price

• Promotion

• Place
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Promotion

• Includes all the activities the business undertakes to communicate 
and promote its products to the target market

• Advertising, personal selling, sales promotions, direct marketing and 
public relations

• Promotion is NOT the same as marketing!!
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Promotion

• What are you trying to achieve?
• Inform potential customer and consumers of your product?

• Increase sales by a certain percentage

• Improve market share?

• Create or improve your brand recognition and acceptance?

• Create a competitive advantage?

• Improve your promotional efficiency?

• Improve product loyalty?

• Encourage repeat purchase?

• Improve frequency of purchase?
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Public Relations

• Public relations is the marketing communications function which carries out 
programmes designed to earn public understanding and acceptance - it is an 
integral part of the export marketing effort.

• Carefully planned campaign to receive favourable editorial mention - cheaper 
than using advertisements.

• Material often prepared on new products, new plants, accomplishments, 
personnel in the local market, role of company as local employer, contribution 
company makes to local/national economy.
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Promotional Opportunities

• Food awards

• Exhibition & event marketing

• Local products into regional outlets

• Locality marketing - linking with tourism

….. many other opportunities
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The Place Decision

How to sell

Where to sell

In which form 

to sell

When to sell
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Factors to Consider When 
Setting Price

• Costs of producing and distributing the product

• What price the market will tolerate and accept

• Competitors pricing

• Level of of profit

• Margins potential customers are looking for 

• Price elasticity of demand
• Sensitivity of demand to changes in price

• More elastic for branded products

• Require loyalty
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Can higher prices be achieved by 
higher quality?

56%
19%

11%

11% 3%

Yes, when

quality is

mentioned
no

Yes

sometimes

no answer

• In one survey, only 19% of customers would not accept higher prices when higher 
quality is offered. 

• 56% of customers are willing to pay more when higher quality is obvious or proven
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Questions and Discussions


