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Why is marketing
Important?
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> Macro-marketing corncerr Wiin:
— How the food system is organized
— How well it performs its economic and social tasks

— How the food system is changing over time

s MiICro-marketing conlesin Wit e
Iplel Vel izl flinnls:
— The tools of marketing management to develop

strategies that are designed to satisfy customers at a
profit.

— Characterized by competition, new product
development, market research, demand stimulation,
creative pricing and distribution strategies, customer
service, and other marketing management tactics.
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What Is Planning/?
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Planning is deciding what routes
can take you where you want to
go and choosing the one that best

fits your goal
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1. First must establish goals

2. Must identify the quantity and
quality of resources that you
have to meet the goals

. Must identity alternatives,
analyze them and select those
that will come closet to
meeting your goals.
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What Is Marketing?




Marketing is finding out what your
customers and
supplying it to them at a




Marketing is all the business
activities involved in the of
goods and services from the
until they

reach the




The marketing process has to be
customer oriented.

The task @ marketing is to convert
society’s U5 and wanis into

profitable @

Marketing _
Without customers

the business iIs
of business

“management Ut




The marketing process has to be
customer oriented.

The task of marketing is to convert
society’'s needs and wants into
orotitable opportunities.

Marketing begins with production.

For marketing to bgssustainable it
must be profitab all participants.

ating IS

Produce what you can sell,
rather than trying to Sell
what you have produced



The marketing process has to be
customer oriented.

The task of marketing is to convert
society’s and into
opportunities.

Marketing begins with production.

For marketing to be sustainable it
must be to all participants.

The essence of marketing is
“management decision making.”




Reasons Whny Planning and
Viarketung are importani
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Implication:
Globalization means increased
competition
Increased competition means doing all

that you can to your existing
customers and/or new ones




your customers means
continuing to deliver satisfaction

new customers means
promising and delivering better value
than your competitors.



Reasons Wy Planning anad Marketing
dlfe Importani

To retain and attract new customers:
Know who your customers are.
Understand their purchase and usage behavior.

Clearly understand their preferences, likes,
dislikes and evaluation criteria.

Have mechanisms to ensure that there are clear,
unambiguous signals continually being sent back
from the consumers.

Must constantly strive to improve your product
and ensure that you are meeting consumer
requirements—retain and attract.




“Without Customers a business Is out of

PUSINESS™

Marketing Plan will therefore help you to:

 Define your customers or target market

Tailor your product, pricing, distribution and
promotional strategies to satisfy that target
NERGE
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What is the
relationship
between Market
Research and a
Marketing Plan?

P




Market Research Marketing Plan

What is your product?
What market do you serve?/Who are my customers?

What are the unique features that distinguish my
product from the others?

What is the best way to get my product into the hands
of the consumers that | am targeting?

How should | price the product?
How should | promote it?

How is the market | am targeting changing or is likely
to change? Eg. Market for organic crops
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nside ol the Consumer's Brain

The value an individual places on a good or
service Is derived from a complex mix of:
cultural, ethical, moral, climatic, wealth etc.
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The Changing US Food Market System

FINAL
L aws and CONSUMER

Government Domestic y
Policies Global Economy

The Food Marketing System:

*Firms, Organizations -
*Product Flows, Distribution Channels
Management and Marketing Activities

Competition/v *Pricing and Exchange

\ Consumer Tastes

Infrastructure (transport, y Preferences
communication, education,
etc.)
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Profitability is not
about what you
can produce but

how much you can

sell

!
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Why do | need a
marketing plan?
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Old Agriculture vs. New Agriculture

Viajor Changes Include

Coricentration of gogwer among the retailers (market
power over shippers/growers and consumers).

SUPEIMEIKELS h we rnerged, acquired new stores and
nla

have grown

Mziss merchandisers such as Wal-Mart, Kmart and
Target emphasizing “every-low-price”

Aterdeney for ine reizllers io sKio ine middlermen)
(wholesalers) and to deal directly with the
shippers/growers.

Fetajlers dictatirig variety, quantity, quality,

packaging, delivery date and price. Also, charging
“slotting fees”
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Old Agriculture vs. New Agriculture

Viajor Chianges (continued):

RISING propertion el feodSEVicCe/estaurant Sales

Increased Imoorts—Imported food is one of fastest
growing categories in many supermarkets;

Increasing Dermaricl for greater variety and quality in
fresh produce;

Fising Dermend for fresh produce year round

Increased concerns about food safety and
environmental issues

Greater demand for functional foods, e.g. healthy,
diet, organic

More coniractuzl arrangernernis between growers/
shippers and buyers
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Compoenents or Marketing Plan

1. Executive Sunimary.
2, Goals

5 BUSINESS
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Concluaimg Remarks
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