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Introduction
“Marketing is merely a civilized form of warfare in which most battles are won with words,
ideas, and disciplined thinking.” – Albert W. Emery
A strategic approach to marketing is as important as the tactics you engage in order to
wage your promotional battle successfully.
If you are an Ontario food or beverage processor, you already have a great-tasting, safe,
quality product that you have successfully brought to market. Your company’s history and
standards tell a unique story about your product and the people behind it.
This guide is designed to address the unique marketing needs of small- to medium-sized
food and beverage processors operating in Ontario. It aims to help you build on your
product’s success by giving you branding and marketing tools for continued business growth.

CHAPTER 1
A Strategic Approach
to Marketing

Successful Marketing

•

Understand your competitors

A strong brand and concise message
can be the most successful marketing
tools available to your business.

•

Define where you fit in the marketplace

•

Understand your brand

•

Develop concise, accurate,
useable messaging

•

Distribute your message efficiently
and effectively

•

How to measure marketing success

•

Find resources that can provide
further assistance

This guide will help you define and direct
your marketing, branding and sales
messaging for the continued success and
growth of your business.
Here’s what else you can expect help with
in these pages:
•

Define your business goals

•

Set marketing goals that are realistic
and measurable

•

Identify your target audience
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Finally, this guide aims to help you assess
the success and accuracy of marketing
efforts your company is currently involved
in, and to read the signs of when it may be
time to work with the pros.
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SWOT Analysis
Before planning ahead, it is important
to spend some time reflecting on “what
you do” now with your business, your
product(s) and your brand(s), and you
need to do so honestly and objectively.
You can capture the answers in any
number of ways, but it can be helpful
to segment results into strengths,
weaknesses, opportunities and
threats (SWOT).

What opportunities do you see that
could result from leveraging your
strengths?
•

What sets your company, product(s) or
brand(s) apart from all others?

•

Are there market segments that you may
not be accessing?

•

What elements of your company would/
should keep your competitors awake
at night?

•

What surprises you about your company,
its product(s) or brand(s)?

The goal of a SWOT analysis is to peel
away the layers of the onion that your
brand represents – not just one product,
but your company, your staff, your
customers – all the elements that together
define your brand.

What could threaten your business?
•

Is there any significant competitive activity
that you have been aware of, but haven’t
yet addressed?

•

Are your customers fully loyal and
completely happy with everything you
provide for them?

Use the SWOT Analysis tearout worksheet at the end of
this chapter to document
what comes to mind for
each the following questions. Poll
your staff, and if you can, ask your
customers, suppliers and distributors
these questions as well.

•

What keeps you awake at night?

What are your strengths?

Before you start, gather all of the
marketing materials and messaging your
company has already created. Depending
on your company’s size, number of years
in operation, and staffing structure, the
amount of materials you have
will vary.

•

What are the core, foundational strengths
of your company?

•

If your company were a person – an
individual – what would they value?

•

What would they believe in? What would
motivate them to get out of bed in the
morning?

What are your weaknesses?
•

What is the primary business goal of your
company? What are the barriers that
stand in the way of achieving your primary
business goals?

•

What are the gaps in your business
that regularly distract you from being as
productive or successful as you could/
should be?
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This data can be an effective way to
capture the “bullet points” of your
business. Check back on the SWOT
analysis from time to time, and revise it as
your business evolves.

Getting Organized

You may want to include:
•

Your business plan

•

Your mission and vision statements (if you
have them)

•

Logo(s)

•

Tagline(s)

•

Website

•

Brochures
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•

Product labels

•

In-store promo materials

•

Any other materials you or your staff has created for
the purpose of telling others about your company
and products.

These materials will be valuable to helping assess
where your current branding and marketing efforts
sit, and identify opportunities to make them more
effective moving forward.

Supporting Your
Business Goals
With all of your materials in hand, think about your
business goals as defined in your business plan. Do
you hope to expand your business in the next five
years? Are you hoping to add a processing line or
upgrade your facility? Or, are your business goals to
maintain the market share you already have in the
face of increased competition? Are you driven to
differentiate your product as a greener choice? Or
healthier? Marketing plays a key role in supporting
these types of goals and more.
When creating business goals for your company,
try to keep them as concise as possible. Be more
specific than “make more money” or “sell more
product.” Think S.M.A.R.T. (specific, measurable,
achievable, relevant and timely).

How This
Guide Works
You will see tear-out sections at
the end of each chapter. Remove
these worksheets before you
start and answer the questions
as you’re reading through this
guide. Once they’re complete,
these tear-out pages will come
together to provide your own
customized marketing plan.
You’ll also see the following
three icons repeated throughout
this guide. Identify which one
best represents your customer
channel and look for the icon
within each chapter to find tips
specific to you.

Business-to-business
(B2B):
Ingredients  Processor
Finished products  Reseller retailer

Business-toconsumer (B2C)
Finished products  Consumer

Direct-to-consumer
(D2C)
Finished products sold directly
 consumer

Write down your company’s
business goals on the second
tear-out worksheet titled
“Business Goals”

Depending on your current
level of branding and marketing
savvy, you may find some of
the chapters more relevant than
others, but hopefully you’ll find
good value in each one.

Go online at
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www.managingforsuccess.ca
to access electronic copies of
all worksheets in this guide.
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Chapter 1

Branding &
Marketing Plan

Company name:
Date:
Prepared by:

Instructions
Fill in and tear-off pages at end of each chapter to build your Marketing Plan as you work
through this guide. Use this page as the cover for your working docu`ment.

Branding and Marketing Plan – SWOT Analysis
SWOT ANALYSIS
Complete a basic SWOT analysis of your company by identifying a few key points about
the internal strengths and weaknesses of your company as well as opportunities and
threats from external forces in the food and beverage industry.

STRENGTHS (Internal)

WEAKNESSES (Internal)

OPPORTUNITIES (External)

THREATS (External)

Branding and Marketing Plan – Business Goals
Company:						Date:
Prepared by:
Marketing plays a key role in supporting your overall business goals. But you need clearly
defined goals in order to achieve them.
Write down the top business goals for your company. Try to keep goals as concise
as possible; be more specific than “make more money” or “sell more product.” Think
S.M.A.R.T. (specific, measurable, achievable, relevant and timely).
Here are some other things to consider when creating your goals:
•

What consumer behaviour are you trying to change?

•

Are you looking for brand share increase (i.e. pick me first)?

•

Is repeat purchase your goal (i.e. make it part of your everyday)?

•

Do you want to offer product trial (i.e. try our new product)?

•

Are you creating a brand extension (i.e. add on to existing product line)?

•

For B2B organizations, is loyalty an objective (i.e. stay with us)?

Business goals:
1.

2.

3.

Chapter Overview
This chapter will help you:
•

Better understand your customer base

•

Examine different motivations for various types of transactions

CHAPTER 2
Who is My Customer?

Every marketing plan needs a clear definition of its target customer. It is also essential to
understand your customer’s purchasing motivations. Further, you need a clear brand/
product proposition that makes customers see your product as the solution to their need.

Who is Your
Customer?
Your targeted customer should
want and need your products,
and be willing to pay for them.
If your customers are other
businesses, the marketing and
promotional materials you use to get their
business will be very different from the
marketing materials you would use to sell
to an end consumer.
Most food and beverage processors in
Ontario will need to incorporate B2B
and B2C elements into their marketing
strategies because there are multiple
customer bases. For example, a business

selling a primary food product (such as
flour) may wish to market the flour to:
1. other food processors as
an ingredient,
2. retailers to help with distribution, and
3. end consumers.
Identifying those customers will allow for the
development of key marketing strategies
and tactics to address each group.
Complete Q1 of the “Your
Customer” worksheet

Chapter 2

10

Business-to-Business
(B2B) Marketing
Successful marketing
in business-to-business
transactions (B2B) is
about relationship building
and communications.
The sales and marketing process of
a business that sells directly to other
businesses will:
•

Be relationship driven

•

Cater to a relatively small, focused
target market

•

Highlight product quality and/or
brand value

•

Expect a longer sales cycle

•

Engage educational and awareness
building activities

Business-to-Consumer
(B2C) Marketing
You have two targets
to consider with B2C
marketing (e.g. packaged
bread sold to a retailer, to
be resold to a consumer).
You need to consider a consumer’s needs
as they make their purchasing decisions,
but your actual customer is the retailer
who is buying product from you. B2C
customers make buying decisions based
on increasing profitability, reducing costs
and enhancing productivity.
If you do everything possible to keep
your product flying off a retailer’s
shelves, your customer – the retailer –
will support and retain your product line.
As a B2C company, you should:

B2B companies use marketing to educate
their target audience because the decision
to purchase is usually a multi-step process
involving more than one person.
With B2B marketing strategies, “content
is king.” Marketing strategies for B2B
marketing should lead to the development
of well-written product information, white
papers, newsletters, and media coverage
of your products to help to educate
your prospects. Business buyers are
sophisticated. Your information needs to
be as concise as possible, but text must
be extremely relevant and targeted to your
prospect’s needs.
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•

Develop marketing strategies that
employ merchandising activities such
as coupons, displays, advertising and
point-of-purchase (POP) material

•

Understand what motivates your
customer, as well as the emotional
aspect of a consumer’s
buying decision

•

Remember what is important to
your target audience and create
your marketing programs to speak
to them
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Direct-to-Consumer
(D2C) Marketing

Integrating B2B and
B2C Marketing

The ultimate goal of
consumer marketing is
to convert shoppers into
buyers. D2C marketing
(e.g. packaged bread
sold directly to end-consumer by the
processor) gives you the best opportunity
to recognize and respond to the
immediate needs of the consumer.

Retailers (B2C) are primarily concerned with
the retail elements of the transaction.They
will demand product quality and food safety
(to ensure consumer satisfaction), value
(to protect profitability), merchandising and
point-of-purchase support activities (to
drive sales and traffic), and a strong brand
(to support consumer confidence and
impulse purchases).

Your best product attributes will generate
consumer desire if they are presented clearly,
and respond to consumer needs – which
is the root of developing a strong brand. A
strong brand can encourage a consumer
to buy, remain loyal, and even pay a higher
price that reflects comfort and trust in your
“brand” vs. another similar “product.”

Your marketing strategy as a processor
should address these needs, and you
should consider approaches to maintain and
improve your relationship with retailers by
helping them to achieve their goals. These
may include plans for added incentives such
as rebates, in-store marketing support and
retail advertising support (such as paying
for placement in flyers). These efforts will
support consumer appeal for your product
too, as well as your retailer’s demands.

The focus of consumer
marketing should:
•

Reveal your product quality
and attributes

•

Articulate your product’s value (real
and perceived)

•

•

Develop a brand identity with
repetition, focused messages
and imagery

Provide the retailer the opportunity
for a good profit margin, especially
relative to your immediate competitors

•

Anticipate consumers’ emotional
buying decisions based on status,
desire, or price

Demonstrate a well-developed,
positive consumer relationship and/or
association with your brand

•

Help them to sell your product

•

In dealing with retailers, you must:

Retailers use more rational thought when
selecting a product for resale in their
business. They are motivated by saving
money, increasing productivity or raising
profitability. A quality brand is needed in
any business in order to make a good
first impression, but putting excessive
marketing dollars into building brand
awareness is not what counts in a B2B
marketing plan that targets retailers.

Chapter 2
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If you are a B2B business offering
products to other businesses, put
your marketing dollars into marketing
programs and materials that offer your
target what they need to make a rational
buying decision. Help them determine
the value of your product through
quality materials, testimonials, and other
activities that build credibility.

Identifying Your Target
Customer
Whether you are a B2B, B2C or D2C
company, the more accurately you can
target your customer, the more successful
you will be. Where do they live? What
is their gender, age, education, income
level and lifestyle? The answers to these
questions will require some research,
but they help paint a clear picture of
your target. Further, understanding your
customers’ values, media habits, and
the food trends that affect their purchase
decisions all adds up to an effective
marketing campaign.
Values: Values are key drivers of product
purchase and brand loyalty. Know what
your customers value and why. Personal
need, emotional connection, quality,
access, social status, social responsibility,
family need and price are all possibilities.
What are your customer’s values?

or watching TV, listening to the radio, or
spending their time online? What do they
consider trusted media sources?
Food Trends: Consumers’ food
preferences are constantly evolving.
Keeping up with your customers’ tastes
is as easy as keeping your pulse on
what’s hot. Today’s trends are towards
health and wellness, natural and organic,
convenience, premium fresh, fast and
functional, global/ethnic flavours, regional
and local, and environmental social
responsibility. Which trends matter to
your customer?

Complete Q1-Q5 of the “Your
Customer” worksheet

Read Case Study 3 at the back
of this guide to learn how
customer research benefited
Sunnah Farms

Media Habits: Knowing where to reach
your target with messages about your
product is as simple as understanding
their media habits. Are they reading
newspapers, magazines and direct mail,
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Branding and Marketing Plan – Your Customer
Q1. Define your customer: Identify your targeted customer(s)
(Circle those that apply to your business)
B2B		

B2C

D2C

Notes:

Q2. Describe your customer. (e.g. location, gender, age, education, income level, lifestyle,
values, etc.)

Q3. What are the top food trends affecting your customer? (e.g. seasonality, convenience,
health and wellness, local, functional, etc.)

Q4. W
 hat are your customer’s media habits? (e.g. newspapers, TV, magazines, radio, TV,
direct mail, cell phone, online, etc.)

Q5. What product attributes are important to your customers? (e.g. serving size,
packaging, ingredients, taste, price, etc.)

Chapter Overview
This chapter will help you:
•

Get to know and assess your competition

•

Understand the value of competitive analysis

•

Know what competitive intelligence you need and where to find it

CHAPTER 3
Who is My Competition?

In a business context, successful marketing involves selling as much as possible, at the
best possible price, in order to generate a profit. How well you do this is influenced by how
well your competition is doing.

Competitive Market
Assessment

Who Are Your
Competitors?

You know your products and who your
customers are, but how do you know:

Take a moment to identify your direct and
indirect competitors:

•

What form of marketing will be effective or
what pricing strategies should be used for
your products or services?

•

•

What makes your business unique?

Direct Competition: Any business selling
a product that is very similar to your
product in the same geographic area as
you is a direct competitor.

•

What is your competitive edge?

•

Indirect Competition: A business selling
products that relate to (or may somehow
substitute) your product is an indirect
competitor (e.g. a bread maker competes
with other businesses who produce pitas,
buns or bagels, etc.).

Competitive intelligence is essential
for strategic marketing development. A
comprehensive market analysis will allow
you to exploit your product’s strengths
(and your competitors’ weaknesses) to a
competitive advantage – which will directly
influence the improvement, efficiency and
effectiveness of all efforts that fall under
the banner of successful marketing.

Chapter 3

Complete Q1 of the “Your
Competition” worksheet
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What Can Competitive
Analysis Do for Me?

What Information Do
I Need?

An in-depth investigation and analysis
of your competition is one of the
most important components of a
comprehensive market analysis. It
helps you to:

As you continually complete this research
cycle, always seek answers to the
following questions:

•

Identify your competition

•

Determine and weigh their attributes

•
•

•

Who are my top three competitors?

•

On what basis am I able to compete?

•

What is the range of products and services
they offer?

Assess their strengths and weaknesses

•

Uncover their objectives and strategies in
your market segment

Are their products or services aimed at
satisfying similar target markets?

•

Are my competitors profitable?

•

Are they expanding? Scaling down?

•

What are their positive attributes?

•

What are their negative attributes?

•

How do current customers view us
compared to the competition?

•

Do they have a competitive advantage? If
so, what is it?

•

What is their marketing strategy?

•

What are their pricing structures?

•

Have there been any changes in their
targeted market segments?

•

What is their size? Revenues?

•

What is their percentage of market share?

•

What is their growth rate?

•

How do they rate on:
• Customer service?
• Quality of product/service?
• Pricing, incentives?
• Employees?

Competitive Analysis:
An Ongoing Process
Gathering competitive intelligence is as
important when your business grows as
when you launch a product. This should
be an ongoing process that follows
these steps:

Determine
Your
Competitive
Position
Conduct
Research
Analyze
Competitive
Information
Gather
Competitive
Information

To answer these questions, you will need
to do some detective work to gather
competitive intelligence. The good news is
that competition research and assessment
doesn’t need to be complicated – you can
do most (if not all) of it yourself.
Complete Q2–Q4 of the “Your
Competition” worksheet
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Where Do I Look
for Competitive
Intelligence?
There are a variety of tools you can access
on your own to gather publicly available
information about your competitors. The
more exhaustive the search, the more
valuable your information will be. Here are
some ideas:
Online Searches are a quick,
effective method of finding competitive
information. Have you ever “googled”
your competition’s product name?
Online searches can reveal a wealth
of information. In addition to company
websites, consider broadening your
search to include consumer reviews
and reports, industry newsletters, and
government publications.
Direct observation in retailers across
your geographic region can provide a

wealth of information: competitor’s product
distribution, shelf placement, customer
service, and even sales volume. Visit store
locations and note the following:
•

How much of your stock is present
compared to your competitor’s

•

Placement of your product on the shelves
compared to your competitor’s

•

Any competitive point-of-purchase
display materials

Newspaper and magazine articles can
provide valuable information about your
competitors. Be on the lookout for product
reviews in magazines or blogs – they will
reveal a competing product’s strengths
and weaknesses.
Social media messaging is getting
extremely commonplace. Take note
of any competitors’ blog activity and
social media posts. If your competition is
using social media, blogs and Twitter or
Facebook, links are usually available from
their main website.

Search engine tips: if your competitor is “ABC farms,” an artisan
ham company based in Listowel, you might consider entering the following
search terms into a search engine such as www.google.ca:

Chapter 3

•

ABC Farms Listowel (might reveal information about the company, community
partnerships, sponsorships, etc.)

•

ABC Farms smoked ham (might reveal mentions specific products)

•

ABC Farms Sobeys (might reveal product availability, or a consumer mentioning
where it was purchased)

•

Smoked ham ABC farms review (might reveal consumer reviews of the product)

•

ABC Farms award (might reveal if they have won awards)
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Consider searching your competitor’s name
on the following websites to see what
comes up:
•

www.twitter.com/search

•

www.linkedin.com

•

www.facebook.com

Advertising can help you gauge your
competitor’s marketing budget. Examine
what they are doing, and where and how
they are doing it.
Your sales force probably has better
access to competitive information than
you could hope for from any other source.
With a good customer relationship, a good
salesperson can learn useful information
about your competition’s product benefits,
strengths, and customer service.

Share the information:
Have you communicated all
competitive information and your
strategies to everyone in your
company who needs to know?
Remember – everyone on your team
can provide competitive information
and industry intelligence, and will
benefit from shared insights.

Purchase your competitor’s products and
evaluate them for meaningful information,
process and packaging innovations,
manufacturing costs and methods.
Government sources are available
online that can provide industry and
sector data, if not specific competitor
information. Get to know the government
representatives who play a role in your
day-to-day business.

Complete Q5 of the “Your
Competition” worksheet
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Branding and Marketing Plan – Your Competition
Q1. Who are your direct and indirect competitors? How large are they in comparison to
your company?

Q2. On the following graph, position your brand in comparison to your main competitors.
price
+

quality+

-

+/-

•

Position your product

•

Position your
competitor’s product

Q3. How do your product attributes compare to your leading competitor’s products?
(e.g. serving size, packaging, ingredients, taste, price, etc.)

Branding and Marketing Plan – Your Competition
Q4. What processes have you established to keep your industry intelligence and
competitor profiles updated?

Chapter Overview
This chapter will help you:
•

Develop concise key messaging

•

Define where you “fit” in the marketplace

•

Understand the key points of your product

•

Develop a marketing strategy that will guide promotional activities

CHAPTER 4
Positioning and
Marketing Strategy

Marketing tactics – the “things” you do to market your products – can be the most fun you’ll
ever have with your business. It’s exciting to see marketing in action, and it can be easy to
spend a lot of money in a short period. But when resources are limited, strategy is the key to
getting the most for your money.
A strategic marketing plan is a summary evaluation of your company, consumers, the market
environment, competition, market position, and specific marketing programs. Think of
marketing strategy as building a house: You need a survey, blueprints, and a list of building
materials you’ll require before your first visit to the building supply store.
The same is true with an effective marketing plan. Having worked through this resource guide,
you’ve already done your “site survey” – your target customer definition and a competitive
analysis. Now it’s time to draw up the blueprint – your market positioning strategy and your
strategic marketing plan.

Market Positioning
You have identified and analyzed your
competition, you understand your
customers and your brand. Now what?
As you move from strategy to tactics, it is
particularly important to clarify a market
positioning strategy, since this will guide
how a brand should be positioned in
promotional activities.
Market positioning represents the act
of finding a comfortable niche that your
brand will fit into in the market – one that
will allow it to grow, set apart from the
Chapter 4

competition. A market positioning strategy
is a roadmap to the market you choose,
based on the criteria we are discussing
here. It also guides your ongoing
decision making process with product,
pricing, distribution, and marketing
communications choices as you develop
your promotional programs.
Product: Having a thorough
understanding of the products on the
shelves – yours and your competitors –
can allow you to use different techniques
and methods to present your products to
customers.
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Pricing: Your product must be priced not
only to meet your business goals, but it
must also be priced in accordance with
competitive activity. Pricing is extremely
dependent on your “brand promise” – the
qualities and characteristics that make
your product or company unique. Effective
branding is essential in supporting your
price position.
Placement: How you get your product to
market is an essential marketing strategy
that will impact every step of your product’s
value proposition. The relationship that
you have with your customers will be
determined by the nature of how you
deliver your product to them – and it will be
hugely influential on your marketing strategy
and tactics.
Promotion: The promotion element
of marketing gets the most attention,
but it should be the final step in the
marketing process. Once you have a
clear understanding (and articulation) of
what your product means to your target
customer, then how you promote it to them
will be much easier, more efficient, and
more effective.

Understand the
key elements of
your product in
the marketplace:
To define the niche that your product
will fit into, consider the “bullet
points” of your business:
•

•

•

Is it important to understand how
your product is made?
•

Is it “slow cooked”?

•

“Baked, not fried”?

What is the real value of your
product to your customers?
•

Is it low fat?

•

Is it natural?

•

 oes it contain added
D
vitamins?

What do your customers perceive
your product’s value to be?

Complete the “Market
Position” worksheet
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Message Development
Clear, concise messaging is where all
branding, marketing and communications
should begin. You need messaging that is
to the point, tight and direct. From there,
all other elements of your brand have to
be equally recognizable, understandable,
relatable, and supportive of “what you do.”
Positioning statement: A positioning
statement not only acknowledges a target
audience, but it also defines how you
wish your target customer to view your
brand. In addition to offering information to
clients, the positioning statement provides
focus for the company. In contrast to
a tagline or slogan (which provides an
advertising message), a positioning
statement:
•

Provides information on the unique
characteristics you offer

•

Helps to differentiate you from competitors

•

Creates added value

•

Carries a key brand message

•

“Fits” within the overall marketing strategy

A positioning statement will go a long way
to further clarifying precisely what you do,
and it will be particularly helpful as you
work on defining your promotional wording
– including slogans, taglines, advertising
copy, and key messages.
Key messages: These are the core
of any written communications about
your company and/or brand. Within all
of your written communications, key
messages are the messages you want
your customers to remember and react
to the most. They are “your message”,
your essence – the key things that you
want people to take away. Ideally, you will
have three to five key messages that are
fundamental to articulating the core of your
business.
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There are countless ways
that you can put a positioning
statement together, but it may
be as simple as following one
of these templates.

Example #1:
(Your product / company) is
the leading (your category)
that provides (your target
customer) with (your key
benefit) because (
).

Example #2:
For (your target) who wants
/ needs (reason to buy your
product), the (your product)
is a (category) that provides
(your key benefit). Unlike
(your main competitor), the
(your product) (your key
differentiator).

Complete the “Key
Messages” worksheet

Read Case Study 1 at the
back of this guide to learn
how “Mercury Beverages”
successfully positioned its
two juice products
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Branding and Marketing Plan – Market Position
Market positioning is all about finding a comfortable niche that your brand will fit into in the
market – one that will allow it to grow, set apart from the competition. It also guides your
ongoing decision-making process with regard to the four Ps of market positioning – product,
pricing, placement and promotion.
Product: Having a thorough understanding of the products on the shelves – yours and
your competitors – can allow you to use different techniques and methods to present your
products to customers.
Q1. How do you define your product’s attributes, features and consumer benefits?

Pricing: Your product must be priced not only to meet your business goals, but it must also
be priced in accordance with competitive activity.
Q2. Is your brand a premium brand or a value proposition?

Q3. What is our pricing strategy?

Placement: How you get your product to market is an essential marketing strategy that will
impact every step of your product’s value proposition.
Q4. How is your product distributed?

Q5. Who manages the relationship with your end consumer?

Promotion: The promotion element of marketing gets the most attention, but it should be
the final step in the marketing process.
You will complete a current and future tactical mix exercise in an upcoming worksheet.

Branding and Marketing Plan – Key Messages
ELEVATOR SPEECH & KEY MESSAGE EXERCISE
An “elevator speech” is a good way of thinking about your brand in a clear, simple way.
Imagine you enter an elevator and realize you’re heading to the 14th floor with one other
person. The doors close, and that person says, “So, what business are you in?” Can you
describe what you do in the time it takes for the elevator to reach your destination?
Question: “What do you do?”
1. Answer (Incorrect): “I own a bakery.” This says nothing about you, and is
not compelling.
2. Answer (Correct): “My company produces the market-leading brand of packaged
bagels in south-western Ontario.” You have established a key strength – this statement
suggests a huge, consistent customer base, which equates credibility and
product excellence.
3. Answer (Correct): “I own a regional bread-making company that distributes our
products across south-western Ontario as a white-label house-brand for major retailers.”
This shares your targeted customer base, and your key competencies – clear and
directed communication.
4. Answer (Correct): “I manufacture a brand of artisanal flatbreads, new to Ontario, that
feature locally-sourced Ontario grains – we’re in the process of securing new distributors.”
This sentence conveys key attributes about you – not only product strengths, but your
needs as well. You never know who may be in the position to help you.
Write down how you would describe what you do, your “elevator speech”:

Your “elevator speech” should be your primary key message, but it is important to take a
moment to write five things you want people to know about your company or product, these
are your key messages – and be as concise as possible:

1.
2.
3.
4.
5.

Chapter Overview
This chapter will help you:
•

Develop a consistent brand identity

•

Examine the individual elements that support a brand

•

Review your brand health and branding consistency

CHAPTER 5
Branding

Your company’s name, logo, text
fonts, colours and reputation – these
elements, and more, make up your
“brand.” Your brand is the sum-total
of all impressions that people have
about your product or company.
A strong brand is a core component
to business success. It communicates
specific information about your product
or company and distinguishes it from
others in the marketplace. A brand
carries a “promise” about the qualities
and characteristics that make your
product or company unique.

Credit: JAN Kelly Marketing

Your brand identity is represented by all outward expressions of your brand – including your
name, trademark, communications, and visual appearance.

Branding Consistency
There is a marketing adage called “the
advertising rule of three” that acknowledges
the way people process information. Ideas
are generally more “sticky” if they come in a
pattern of three ideas.
Pattern recognition is why branding
consistency is so important. Consistent
repetition allows a potential customer
to trust a brand because it is somehow
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familiar. Each element of your brand
must tie to the other elements to ensure
quick recognition. Therefore, to develop
an effective “brand,” each element such
as colour schemes, fonts, imagery and
text should be carefully considered for
uniqueness and recognition. Simplicity
and attractiveness are essential, and they
should clearly depict what your product
and/or company represents.
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Logo
Tradeshow
Display

Packaging

Label

Brand

Website

Staff
Uniforms

Building
Signage
Delivery
Truck

Understanding Your
Brand – Brand Health
Checklist
Many people will view your brand as
something different from your product: your
brand is the sum total of all impressions
about your company, product, and all other
associations. With that in mind, review the
following checklist:

•

Does your brand communicate a promise to
your customers?
		
Y
N

•

Is your brand visually distinguished from
competitors?
		
Y
N

•

Is your brand identity consistently reflected
in its visual appearance?
		
Y
N

•

Does your brand communicate what your
product and service provides? 		
		
Y
N

•

Do you believe that your brand
is unique?
		
Y
N

•

•

Have you defined the messages your brand
must communicate?
		
Y
N

Does your company history add value and
credibility to your brand? 			
		
Y
N

•

•

Do you own your brand (unique name,
trademarks, etc.)?
		
Y
N

Have you measured the effectiveness of
your brand?
		
Y
N

•
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Does your brand link to your company’s
business plan, vision and culture?		
		
Y
N

The more times you answered “yes” to
each of these questions, the healthier
your brand.
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Brand Elements:
Written Words

Brand Elements:
Visual Representation

Slogan or Tagline: A great tagline is a
powerful tool that can help consumers,
customers, suppliers, and other interested
audiences link your company or product
name to your brand promise and message.
After a brand name or company name,
the tagline is often the second most
noticeable element.

Company Name: Your company name will
be one of the most-viewed elements that
your customers will ever see. It is extremely
important that it looks consistent whenever
and wherever it is seen – such a simple
thing is often overlooked. Your company
name (and your product names as well, if
unique from your company name) can be
depicted as “wordmarks” or logos.

So, what makes a tagline really great?
•

It’s memorable: a clever turn of phrase

has sticking power, and in most cases, the
shorter, the better (e.g. Mmm Mm Good)
•

It differentiates you: A tagline should

make a claim that only you can own. Most
taglines can really be claimed by anybody,
but these brands said it first, and therefore
“own” the idea (e.g. Just Do It
•

It sounds good and flows well: A

great tagline can sound like poetry (e.g.
Takes a licking and keeps on ticking)
•

It sparks the imagination: Imagination
can easily be brought to bear on short
clever taglines where the customer “fills in
the blanks” (e.g. Like a Good Neighbour…)

Taglines and slogans aren’t forever; times
change, products and companies change,
and taglines should change too. For
instance, Home Depot recently modified its
tagline during an economic downturn from
“You can do it. We can help.” To “More
saving. More doing.”
A great tagline can:
•

Enhance your brand promise

•

Inspire a customer (or potential
customer) to learn more about
your brand or company

•

Differentiate your brand or
company from the competition

•

Support an emotional bond with
your brand or company
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A logo is designed to graphically and visually
represent the identity and the core values
of a company. Your company logo or your
brand logo – whichever image is most critical
to supporting your business – should be
the visual that is most recognized by your
customers over time.
A wordmark is a type of logo that uses text
to identify the company, and it’s usually as
simple as the company name itself. However,
a wordmark takes on significant graphic
elements that are repeated anywhere the
company name appears.
Company Logo vs. Brand Logos:
Company logos and brand logos can be two
separate things. Brands can stand alone,
separate from the parent company. But
even in the following instances, the parent
company’s name is still quickly associated
with the product in your memory:
Company		Brand
Molson
 Canadian
Canadian Tire 
Mastercraft
A logo is used to bring the brand “top of the
mind” with your customers and potential
customers, and ideally, it should also reinforce
the unique features and characteristics of
your company and brand.
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Brand Standards Guidelines: All company
images, logos, text and colours should meet
clearly defined brand standards.
You may wish to consider creating
“Brand Standards Guidelines” that
will define the exact specifications
for reproducing all of your visual
elements, as well as all written text
about your company.
These guidelines are a rulebook that will
spell out how each brand element must be
presented in tone, appearance and content,
regardless of where they appear, and can
be provided to all designers, printers
and advertisers.
Photography: Any photographs that
are repeatedly used to support any
marketing efforts should always be
provided to designers and/or printers
as high-resolution digital images. There

is nothing worse for maintaining a
professional “image” than printing a
picture that is of poor quality. It is also
important that all photographs be fully
licensed for reproduction in print,
media, packaging, advertising, and
promotional goods.
Logo: To ensure consistent
representation, you should have your
logo readily available as a high-resolution
image (EPS file or another vector based
file), even if your logo is text-based.
Logos should be placed in the precise
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relative dimensions as provided on highresolution EPS image files – and they
should never be stretched, compressed
or altered in any way. This goes for
everything from brochures to in-house
PowerPoint presentations. Improper
resizing can stretch a logo in a manner
that damages your branding.
Correct:

Incorrect (stretched horizontally):

Colours: If you have specific colours
that are used in any printed material
(including your logo), you should
determine the precise colours as
CMYK, RGB or pantone colour-codes,
to accurately match the shades in any
place where it may appear. A designer
can provide you with this information.
Printed Text: You may consider choosing
a consistent font for your company’s
entire written product – from sales
brochures to website content. Even if
that font is a basic one, it is important
that all of your company’s text appears
visually consistent. Be sure to share the
specifications with anyone who may
reproduce your written material in a
public way.

Chapter 5

Branding and
Messaging
Consistency Checklist

3. Physical Marketing Assets

Consistency is critical to ensuring that
customers recognize your company
and your brand right away, and without
confusion. Consider all of the visual
elements that support your brand. If the
sign on your gate is a little outdated and
doesn’t match the look of the company
name on your packaging, it can be pretty
confusing for someone to relate your
physical location to the product they see
on the shelves.
Now, consider your product’s packaging,
and all other visual elements that support
your business, including all written words,
regardless of where they may appear.
Are the following elements consistent
in appearance and message? Do they
consistently contribute to the “sum total”
of elements that define your brand?
1. Visual Elements
a. Company name / Wordmark

Y N

b. Product name

Y N

c. Logo

Y N

d. Fonts

Y N

e. Consistent colour schemes

Y N

f. Regularly-used photographs

Y N

2. Written Words
a. Basic company information

Y N

b. Slogan / Tagline

Y N

c. Key brand messages

Y N

d. Advertising copy

Y N

e. Mission & Vision Statement

Y N

f. Positioning Statement

Y N
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a. Product packaging

Y N

b. Invoices

Y N

c. Website

Y N

d. Letterhead

Y N

e. Business cards

Y N

f. Vehicle signage

Y N

If you answered “no” to any of these,
you have a challenge with your brand
consistency. It’s commonly acknowledged
that people remember something better
when they have seen it repeatedly, and
the most successful campaigns are
repeated until the brand is burned into
your brain – because they do so with
consistent repetition.
Think of the carmaker “Volvo”: what
comes to mind when you that name?
Do you think “Scandinavian auto
manufacturer”, or do you think “safe car”?
That is repetition in action – you have
heard that message for years, and it has
been supported by iconography, slogans,
textual elements and visual elements over
time. That “safety” element allowed Volvo
to maintain a premium pricing position
for decades – it was at the foundation
of their brand, and was therefore the
foundation of their market position and
competitive business advantage.
The key to branding success is
accurate repetition. If you are not
sharing a consistent message, you are
not getting the benefit you should from
your marketing efforts.

Read Case Study 2 to find
out how a rebranding effort
by the Ontario Baking
Supply Company opened
the doors to new opportunities and
new customers
32
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Branding and Marketing Plan
– Brand Health Checklist
Many people will view your brand as
something different from your product:
your brand is the sum total of all
impressions about your company, product,
and all other associations. With that in
mind, review the following checklist:
•

Do you believe that your brand is unique?
		
Y
N

•

Have you defined the messages your
brand must communicate?
		
Y
N

•

Do you own your brand (unique name,
trademarks, etc.)?
		
Y
N

•

Does your brand link to your company’s
business plan, vision and culture?
		
Y
N

•

Does your brand communicate a promise
to your customers?
		
Y
N

•

Is your brand visually distinguished from
competitors?
		
Y
N

•

Is your brand identity consistently reflected
in its visual appearance?
		
Y
N

•

Does your brand communicate what your
product and service provides?
		
Y
N

•

Does your company history add value and
credibility to your brand?
		
Y
N

•

Have you measured the effectiveness of
your brand?
		
Y
N

The more times you answered “yes” to
each of these questions, the healthier
your brand.

Branding and Marketing Plan
– Branding Consistency Checklist
Consider your product’s packaging, and
all other visual elements that support
your business, including all written words,
regardless of where they may appear.
Are the following elements consistent in
appearance and message, regardless of
where they appear? Do they consistently
contribute to the “sum total” of elements
that define your brand?
1. Visual Elements
a. Company name / Wordmark

Y N

b. Product name

Y N

c. Logo

Y N

d. Fonts

Y N

e. Consistent colour schemes

Y N

f. Regularly-used photographs

Y N

2. Written Words
a. Basic company information

Y N

b. Slogan / Tagline

Y N

c. Key brand messages

Y N

d. Advertising copy

Y N

e. Mission & Vision Statement

Y N

f. Positioning Statement

Y N

3. Physical Marketing Assets
a. Product packaging

Y N

b. Invoices

Y N

c. Website

Y N

d. Letterhead

Y N

e. Business cards

Y N

f. Vehicle signage

Y N

If you answered “no” to any of these,
you have a challenge with your brand
consistency. It’s commonly acknowledged
that people remember something better
when they have seen it repeatedly, and
the most successful campaigns are
repeated until the brand is burned into
your brain – because they do so with
consistent repetition.

Chapter Overview
This chapter will help you:
•

Explore common marketing tools and their value

CHAPTER 6
Integrated Tactical Marketing
Communications

Whether you have $1,000 to spend on marketing implementation or $100,000, your dollars
are guaranteed to go farther with your strategy in place.
That’s because all the work of defining your audience, messaging, and brand elements
will allow you to be more consistent, and reflect better on your brand. It’s at the heart of
something called “integrated tactical marketing” and it will help you ensure that whatever
tools you end up using will involve the most important elements in your marketing plan. So
now what?

Integrated
Communications
Planning

B2C promotional tactics have
historically been tied to largescale product promotion (e.g.
mass advertising).

Choosing which promotional vehicles
to target starts with considering your
business goals, your target customer,
your marketplace, and your messaging.
Your strategic marketing plan is going
to be your best guide as you define
promotional tactics.

(B2B) promotional tactics
tend to focus more on sales
tools, product information and
pricing strategies.

Your promotional needs will be different
depending on your business goals.
Promotions are about delivering a strategic
message as directly as possible to a
targeted consumer – so the means of
delivery needs to be as well-planned as
your messages are.
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There are no clear divisions or rules
though – B2B customers watch ads
too, and consumers often respond
well to detailed product information.
Fundamentally, all promotional efforts
need to share the same messages, or
incremental opportunities for branding,
brand recognition and sales will be lost.
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Integrated Marketing
and Communications
Tactics
The ultimate goal of effective marketing
is to sell more of your products at a
sustainable profit. There is sometimes
perceived crossover between marketing
tools and tactics that are traditionally seen
as “sales support” and those that support
“brand building.” However, the key point
in terms of integrated tactical marketing
is that all sales and marketing tools must
set the same tone, and speak the
same language.

Branding tip: Take the time to
make sure your team’s business cards,
sell sheets, and other materials also
reflect the visual and text elements you
outlined in your strategic marketing
plan: they should be consistent in
messaging and appearance. Ensuring
colours, font type, layout, and proper
use of your company’s logo will help
establish professionalism between your
sales team and prospective buyers.

An umbrella of tactics that can be engaged
in the promotional process include:

Personal
Selling

Packaging

Public
Relations

As you plan your tactics, give first priority
to those on the left. Start with ‘personal
selling’ and strategically progress through
the remainder, implementing ‘advertising’
tactics last.
Some of these individual tactics may
not be as relevant to your business,
depending on your route to market. This
umbrella can be further subdivided into
distinct tools that can be implemented to
promote your business.
Complete the “Tactical Mix”
worksheet
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Promotion

Internet
Marketing

Advertising

Personal Selling
Personal selling is the face-to-face process
that leads to a sale of your product: direct
contact between buyer and seller.
In this process (which is usually instructed
by a sales manager), it is vital that your
sales team demonstrates a thorough
understanding of your brand. They
should be able to discuss key messages,
core values, product features and price
points confidently.

Packaging
The images and text on your product
packaging should reflect the tone of your
marketing materials. The end-point of the
entire marketing process is in how your
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product packaging looks at the point of
purchase. A consumer needs to recognize
your brand, and they must want (or need)
to buy it and consume it.
If all other marketing tactics don’t
support this final goal of establishing
recognition and trust in your product,
then you haven’t been as efficient as
you need to be.

Sampling
Trade industry associations such as
AOFP frequently seek member product
to sample at consumer events, MPP
receptions, career fairs, etc. Keep in
touch with association staff and make
your offers of product for sampling
known: it’s a great way to gain exposure
for your product without investing both
costs and staff time.

Partnership programs
The appearance of logos such as
Foodland Ontario or the Heart & Stroke
Foundation’s “Health Check” can provide
added consumer recognition and
credibility that will influence purchase
decisions. Be aware of the programs
that are available, and opportunities
for participation.

Public Relations
Public relations (PR) generally refers
to the process of distributing planned
information to “earn” (rather than pay for)
media attention. Whether you sponsor a
community sports team, partner with a
well-known charity, or send a news
release directly to members of the media,
the purpose of PR is to get people
talking about good things relating to
your company.
There are two key elements to a
successful PR strategy that will get
noticed: 1) it has to be a good story,
and 2) it has to be timely. While you
can’t control what the media says
about your company, if you are proud
of something that your company has
done, let people know.
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For instance:
•

A news release announcing that your
company or product has recently won
an award

•

A community sponsorship of an event or
team that is aligned with your company’s
core values and philosophies

•

An announcement of a product launch
or expansion

•

An outreach initiative (locally or nationally)
such as participation in a school
breakfast program

•

Illustration of your company’s commitment
to key goals/messages (such as
environmental sustainability or innovation)

•

A new partnership with a community or
industry stakeholder

•

A short quarterly newsletter sent to
customers and stakeholders
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Key Elements To Earning
Media Coverage
Although you can’t control what gets
reported about your company, the
following pointers can help you manage
your message and gain media coverage:
•

Something visual: Print and television
reporters like to have something to point a
camera at. Think about the visuals you can
offer, outside of a “talking head.”

•

Make key people available: If you
send out a news release, make sure
the contact you provide at the bottom
of the page is available and equipped
to answer questions in a timely manner.
Reporters are on a deadline, and they
need responses to their questions quickly
and easily.

•

Have “sound bites” ready to go: Inform
your team about what you hope to achieve
with public relations activities. What are the
top three things you hope to see in a news
story about your company? Those are
your key messages, or “sound bites.”

Get to know the writers
& editors of industry
news publications, and
include them on your
distribution lists. Similarly, share your
company news with trade industry
associations you belong to,
such as AOFP.
•
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Follow up: Successful PR involves
building relationships with reporters. If a
reporter had a positive experience working
with you, they may use you as a resource
for another story. Such relationships help
put you and your company top of mind,
and can lead to meaningful coverage in
the future.

Promotion
Sales promotion represents the tools
that provide extra value, incentives or
trade allowances to your sales force,
distributors, or the consumer. Sales
promotion techniques are intended to
stimulate greater or more immediate sales.
Consumer sales promotion
targets the end-user of your
product. These activities can
include coupons, sampling,
premiums, rebates, contests, and pointof-sale (POS) or point-of-purchase (POP)
materials. These tools influence immediate
or even impulse purchases, and support
short-term sales results.
Trade sales promotion targets
wholesalers, distributors and
retailers, and support highervolume stock purchases,
promotion and resale. Trade sales promotion
can include price deals, sales contests and/
or incentives, trade shows, and promotional
or merchandising allowances.

Branding tip:
Exclusivity, premium
products, and limited
batches appeal to
many consumers. To capitalize on
D2C opportunities, ensure you have
an easy-to-navigate website with
a secure “shopping cart” function.
Include a phone number where
customers can talk to a live person
within your company, and give
consumers the opportunity to sign up
for an email list to receive “exclusive”
offers about your products.

Internet Marketing
There are a number of ways to reach
consumers online, including:
Website: On a basic level, your website should
act as a digital brochure for your company and
products. Colours, layout, fonts, and images
should be consistent with your brand.
A basic website should include:
•

“About us” or “our story” – a brief
background on your company and
the people behind it.

•

“Products” – information about the products
you produce.

•

“Contact” – information (phone, email,
and address) on how you can be reached.

•

Other common features on food-related
websites include nutrition information
(featuring your nutrition label,) recipes, a
direct buy feature (see “Branding Tip” on this
page) and a place for consumers to sign up
for emails offering “exclusive” product offers
and coupons.

Social media marketing (SMM): Does
your business have a Facebook page?
A Twitter account? Social media is an
excellent way to engage consumers and
provide marketing information and special
offers to a large audience.
Search engine marketing & AdWords:
Search engines such as Google and Yahoo
sell paid advertisements that will surface on
the top of a search list. Some companies
find this a useful way to gain an edge on
their competition.
Email marketing: Services such as
MailChimp and Constant Contact provide
an easy way to manage mailing lists and
send news and offers to email subscribers.
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If you don’t have time to
dedicate to managing
social media accounts,
consider working
Facebook advertising into your
marketing plan. www.facebook.com
allows you to target specific
audiences with your message, and
its sliding scale allows for small and
large budgets alike.
Consider working
LinkedIn advertising
into your marketing plan.
www.linkedin.com
is an online networking site for
professionals, and – similar to
Facebook – advertising can reach
a very specific group of individuals
such as buyers, and has a sliding
scale of costs to allow for
different budgets.

Internet marketing gives you fantastic
access to your consumers, but it can be
easy to appear bothersome. Be aware of
the “etiquette” of the format – if you are
using email marketing, for example, don’t
“spam” everyone in your contact list with
daily messages.

Branding tip: Email
marketing services offer a variety of
ready-made templates. Remember
to stay true to your brand elements
when choosing a template, and aim
for colours, fonts, and effective logo
use that looks consistent with your
other efforts.
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Advertising
Advertising gets the most attention of any
promotional tactic – probably because it is
the flashiest, and the most expensive tool
in the box, and it is also everywhere.
Advertising is any form of paid
communication that supports your
company and your brand – space or time
is purchased from a media outlet (print,
broadcast, billboard, internet) in order to
share a corporate message. It
can be very efficient if your goal is to
reach a lot of people.

Examples of Business-to-Business
Advertising
The audience for this kind of advertising
can be small, but influential. It targets the
people who buy or influence the purchase
of goods for their companies. This kind
of advertising is often used to suggest a
sense of scale behind the company, and
to build brand equity.
•

Trade Advertising: This is the purest
form of non-consumer communication,
targeting your marketing channel
partners such as wholesalers, retailers
and distributors. The primary goal is to
encourage them to stock your branded
products, and promote them to their
customers for resale.

•

Sponsorship: Supporting an industry
event (e.g. a golf tournament) is an
effective and targeted way to reach your
intended B2B audience.

Examples of Consumer Advertising
•

•

•
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Regional Advertising: (e.g. TV, radio,
magazines, major newspapers): The goal
is to either inform or remind consumers
about the brand, its features and benefits,
and to reinforce a positive image for those
who already use the product. This level
of advertising is a big job – it is best to
hire a professional agency to develop and
manage the process.
Retail/Local Advertising: (e.g. grocery
store flyers, regional radio advertising,
or community newspaper advertising):
These ads emphasize specific consumer
motivations such price, location to
purchase, product availability and image:
the primary goal is to boost sales within a
specific area. Media outlets often provide
skilled in-house staff to help you with
designs, layout and ad creation.
Demand Advertising: This is advertising
designed to stimulate demand for a
product segment, or even an entire
industry. Commodity associations will use
this approach to stimulate overall demand
for their members’ products: these are
commonly seen with milk, pork, beef, the
Beer Store and the LCBO.

Conclusion
Be sure that all promotional activity is
considered through the lens of each
element in your strategic plan. You can be
assured of a greater measure of success
in your marketing and sales efforts if your
tactics are:
•

Supportive of your business goals

•

Targeted to your defined customer

•

Respond well to competitive activity

•

Consistently share your key messages and
brand elements

Chapter 6

Branding and Marketing Plan – Tactical Mix
Q1. What is your current tactical mix? List all the tactics that you currently employ under
the relevant umbrella headings.

Personal
Selling

Packaging

Public
Relations

Promotion

Internet
Marketing

Advertising

Q2. See the Tactical Checklist pull-out on the next page to discover which tools you can
add to your promotional mix, depending on your market channel. Using the umbrella below,
identify what tactics that you plan to employ in the future.

Personal
Selling

Packaging

Public
Relations

Promotion

Internet
Marketing

Advertising
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Case Studies

CASE STUDY 1
Mercury Beverages: Beverage Processor
Situation
Mercury Beverages processes two juice products:
1. “Fruit Punch” is a low-margin value-priced fruit drink.
2. “Natural Blends” is a higher-margin premium priced fruit drink.
The problem? Fruit Punch is growing quickly, and it is outselling the company’s higher-margin
Natural Blends product, which the company has always viewed as its flagship product.

Thinking it Through
•

Mercury Beverages needed to clearly understand the profitability of each product.
The rapid growth of the value-priced product wasn’t necessarily a problem if valuepriced Fruit Punch was as profitable as the premium-priced Natural Blends.

•

The company had to decide, from a business point of view, which segment provided
the most opportunity for growth – premium or value.

•

They also had to understand how much growth they could expect to see in each
segment, in order to return the same value to the business.

•

Finally, Mercury Beverages needed to understand which marketing strategies might
provide growth, and factor in the cost of that strategy, to see if it made sense to pursue.

A Case for Profitability
Once they did the research, it became clear that internal competition between Mercury’s
products was a significant challenge. They calculated that the value product (Fruit Punch)
delivered only 50% of the net profit per unit of the premium brand (Natural Blends) did –
before any marketing expenses.
To determine which segment – premium or value – offered the best opportunities for
growth, the company underwent a comprehensive marketing assessment. This
started with understanding what motivated their customers to make their decisions.
The assessment also included a competitive analysis that reviewed the number of
competitors in each segment, and competitive marketing activity. They engaged a SWOT
analysis, and they even looked outside of their specific beverage segment to see if other
beverages provide opportunities or threats.
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Their analysis revealed five key pieces of insight:
•

Natural Blends was much more profitable per unit than its value-priced sibling

•

The Natural Blends product was as well-liked as the Mercury Beverages brand

•

Mercury was recognized as the most trusted leader in the premium priced
beverage segment

•

Although “natural ingredients” and “excellent quality” were seen as huge benefits
among consumers, “heritage” and “brand trust” were what consumers identified as the
most valuable aspects of Natural Blends brand

•

Mercury Beverages’ tactical marketing spend had been equally distributed between
the premium and value segments in actual dollars, but since Natural Blends was twice
as profitable, it made much more sense to support the premium segment with greater
marketing spend

Results
Mercury Beverages made the conscious decision to reallocate marketing resources to
support the most profitable product (Natural Blends). The company addressed competitive
challenges in the premium segment by focusing on their marketing materials, clearly
positioning Natural Blends as a premium product at a premium price.
The Fruit Punch product was no longer supported with any marketing budget other than
trade allowances, to protected existing sales volume.
It turned out that Fruit Punch’s growth was an indication of the trust that consumers
placed in the overall Mercury Beverages brand. By repositioning Natural Blends based
on its positive equity and its real attributes, consumers who occasionally purchased Fruit
Punch were drawn back to the premium offering more frequently. Because Natural Blends’
messaging focused on quality and heritage, there was a “halo effect” that still helped Fruit
Punch by association.
Fruit Punch retained its sales volume, but its rapid growth did slow down once some
marketing tactics were cut back. However, Natural Blends enjoyed significant growth, with
no significant loss in profitability, since the company’s overall marketing budget remained
the same.
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CASE STUDY 2
Ontario Baking Supply Co. (Onbasco):
Baking Supplier of Ingredients
to Businesses
Situation
Ontario Bakers Supply Co. (Onbasco) is a third-generation, family-owned business selling
baking ingredients to the Ontario baking industry. The company takes great pride in their
reputation for excellent customer service, and they have a loyal customer base built on
well-established, long-term relationships.
Onbasco has recently lost a number of large, long-term customers because businesses
have increasingly sold off or been amalgamated. The larger companies now prefer to
source from a single supplier, and Onbasco is unable to compete with industry giants
because the business cannot grow without significant investment and restructuring.
Onbasco’s immediate concern is to simply maintain the business at its current size without
losing any more ground to larger suppliers.

Thinking it Through
•

Onbasco had to understand if their business goals were realistic. Were they in a
position to grow? Or were they barely able to stay afloat?

•

Onbasco knew exactly who their target customer was – but they had depended
on their existing customer base for so long that they neglected exploring new
opportunities. Once the company’s existing customers began to disappear, they had no
understanding of how to fill the gaps with new customers.

•

The company needed to identify the competition. The last time they undertook this
exercise several years ago, their direct competitors tended to be businesses like their
own – family-owned small companies that did not publicly share any information.

•

They had to take a careful look at their own business, and they needed to create a new
position and a strategic plan that aligned their strengths with available opportunities.
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Back to Basics
Having neglected market development activities for too long, Onbasco realized they had to
return to basic marketing principles in order to survive.
•

First, they recognized that they were in survival mode. They redefined their business
goal to build a new customer base to sustain the business.

•

Having also redefined their target customer as small and medium-sized processors
in Ontario, Onbasco began to build and expand their network. They got involved with
a trade association, learned about regional businesses, and attended industry events
where company representatives would be most likely to meet their target customers.

•

A comprehensive marketing assessment revealed that a large, centralized baking
supply company from the U.S. employed a sales representative to focus solely on
Ontario processors. While prices were competitive, industry rumours suggested the
large company provided poor customer service and lacked product variety.

•

A SWOT analysis revealed Onbasco’s key strengths included customer service and a
broad selection.

•

Competitive analysis suggested Onbasco’s prices were at the high end of industry
standard, which put them at risk of losing business in the future.

Results
Onbasco repositioned itself as a family-owned boutique supplier of unique ingredients,
as well as a high-quality supplier of basic commodities – a “one-stop shop” for all baking
supply needs.
Onbasco decided to build on its reputation for broad selection by expanding its product
availability even further. The company added spices and sauces to its inventory list.
They eventually rebranded themselves as Onbasco Foodservice Supply Co. Their
existing customers didn’t really notice the change, but rebranding opened doors to new
opportunities and new customers.
And, by branding themselves as a foodservice supplier, they were no longer limited to
baked goods processors. This meant that they had fewer large customers, but many
smaller customers, and more business overall.
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CASE STUDY 3
Sunnah Farms: Halal lamb
Situation
Sunnah Farms is one of the few halal lamb producers / processors in Ontario. This is a
very specific market that targets Ontario’s growing demand for halal meat, which is largely
consumed by the Islamic community.
Recently, the company began to recognize that the elements that support a halal
designation are also elements that speak well to “quality” in a food product. Sunnah Farms
has begun to consider expanding their core business to include high-end restaurants and
more mainstream grocery stores outside of their traditional halal market.

Thinking it Through
•

Sunnah Farms had to set realistic long-term business goals and understand how
much expansion they could sustain each year while still maintaining its core market.

•

Sunnah Farms needed to maintain all elements of their halal product line, and conduct
customer research to investigate whether the “halal” designation resonated with
consumers outside of the Islamic community.

•

In order to maintain its strong footing on the halal market, Sunnah Farms needed
to maintain market research on small halal meat markets and retailers, maintain
community relationships (largely through public relations activities), and develop
existing customer/retailer relationships.

Focus on Quality
Sunnah Farms used financial projections to set a realistic goal for expansion over a fiveyear time frame. The short-term plan includes supplying to a small list of local restaurants
as a pilot project, and larger grocery markets within five years.
The company decided to maintain its strong public relations program with their traditional
customers, and to focus additional resources on becoming involved in the local geographic
region as well.
Customer surveys and market research revealed, as the company suspected, that halal
meat has a reputation for “quality.” However, “humane practices,” “sustainable production,”
and “local” were the real selling points among consumers outside of the traditional
customer base.
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Results
Sunnah Farms decided that their lamb products will maintain the high standards of the
halal designation, but they developed a strategy specifically for a non-halal market as well
that highlights the attributes consumers may find appealing (such as “quality,” “local,” and
“humane”). To implement the new strategy, they created a distinct website separate from
their existing site that focused solely on non-halal consumers: this included a blog that
discussed product attributes and company values, and a recipe-sharing page that allowed
consumers to post and share their favorite preparation methods.
They have started their pilot project in selling lamb to local high-end restaurants, and they
use the website to share where consumers can find their products. Chefs and restaurant
customers have provided very positive feedback about the quality of the meat, and these
comments are shared on a dedicated “testimonials” section on the new website.
Sunnah Farms feels well positioned to successfully follow through on their five-year plan for
expanding the business.
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