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Executive Summary
St.-Albert’s Cheese Cooperative is a long-tenured dairy company that has had a significant effect on the cheese industry in the provinces of Ontario and Quebec. Founded toward the end of the 19th century in the village of St. Albert in Eastern Ontario, the Cooperative has had plenty of time to grow its market share in the area, and they have been effective in doing so. Through offering cheese that is not only popular for its taste and quality, but also for healthy manufacturing practices and ingredients, St.-Albert’s is a respected name in the dairy industry of Eastern Ontario and Quebec. However, even though St.-Albert’s is a familiar name with much of the local population, they are at a disadvantage compared with most competitors with regards to their limited market presence outside of the aforementioned areas. The weak marketing strategy of the cheese Cooperative has held the company back from expanding into other geographical regions and further strengthening its market share in current areas. In order to combat this problem in a way that best utilizes the company’s strengths and core competencies, management has identified three possible courses of action. The first strategic alternative involves expanding the company’s distribution chain through increased efforts with its current retailers, as well as a focus on immersion in the untapped Toronto market. Another option involves a focus on the potentially lucrative target market of students through weekly pricing strategies that build loyalty and opportunity, while the third course of action considers the expansion of St.-Albert’s product line and brand in order to increase potential consumer interest and revenue streams. The resulting solution that was found to be the most lucrative and feasible involves a combination of parts of the first two courses of action. By initially reducing prices of cheese to students and also reaching out to Toronto retailers and restaurants, St.-Albert’s social media presence and brand awareness will grow among numerous groups and demographics, facilitating an increased market share in numerous regions.
Problem Statement
St.-Albert’s Cheese Cooperative lacks a strong marketing strategy and possesses a limited market share outside of their local region. They must decide on a course of action that will expand market and brand awareness within and also beyond their geographical center, that incorporates its strengths and high quality products.
Situational Analysis
Micro-Environment
       	Established in 1894, St-Albert’s Cheese is one of the oldest Co-operatives in Canada. They believe that product quality is key and make their cheese “in accordance to traditional recipes from 100% pure milk” (Fromage St-Albert, 2015). This means that unlike many of their competitors’ products, their products contain no genetically modified milk ingredients. Though these products have been very popular over the past century, the overall reach of St-Albert’s Co-op is limited to a very specific region, creating a ceiling for their potential sales and growth. It has been determined that St-Albert’s has to increase their market presence and will require a marketing strategy that exploits its core competencies.
Marketing 
       	As stated above, marketing is not a strong suit for St-Albert’s Cheese Co-op. Its marketing weakness does not stem from not having appropriate channels for communication but from their lack of ability to utilize them effectively. The website St-Albert’s Cheese Co-op maintains, was designed and is managed by a professional firm however lacks frequent updates and has multiple blank pages. This reduces the customer's’ ability to learn about the company and displays the company as unprofessional and does not conform with the technological trend of today's society. In terms of social media, the company operates a Facebook and a Twitter account to showcase and promote products. Followers are notified when they release new products and of any upcoming festivals run by of featuring St-Albert’s Cheese Co-op products. However, St-Albert’s Cheese Co-op products can only be found in Eastern Ontario and Western Quebec at retail and restaurant locations in addition to being ordered online or purchased from the plant facility.
Manufacturing
       	The ingredients in the products themselves and the unique manufacturing method used is a strength of the business. St-Albert’s products are crafted in small batches using ingredients that are natural and locally sourced. There is only one production facility located in St-Albert, ON which helps ensure complete quality in all of their products. The raw milk ingredients are delivered fresh daily, stored and pasteurized onsite guaranteeing every batch of cheese has the same quality of ingredients. All raw milk is purchased from eastern Ontario farmers, helping the economy by using locally produced products.
Finance
	Since its creation St-Albert’s Cheese co-op has had increasing revenue. With annual sales totaling $47.2 Million in 2014, showing an increase of 2.8% from the previous year (Benoit 2015). An operating income of approximately $7.69 million in 2014 puts St-Albert’s Cheese in a strong position moving forward within the cheese industry (Benoit, 2015). With an increase in revenue year-over-year coupled with healthy operating incomes St-Albert’s Cheese will have the freedom to increase spending on expansion and emerging into new markets which is necessary for success in a specialty food market. St-Albert’s Cheese is a cooperatively owned company so it heavily relies on sales as its primary source of revenue. St-Albert’s Cheese has also had to deal with the destruction of their only manufacturing facility in 2013 (St-Albert’s, 2015).
Research and Development 
       	St-Albert’s Cheese has a strong product line which offers a multitude of different dairy products. Though best known for their cheddar cheeses and cheese curds, most recently they have started to produce cheese-based dairy spreads. The company only uses raw, locally produced milk in their production facility. They also have an annual cheese curd festival held in the company's hometown of St-Albert, ON. 
Human Resources 
Taking a look at the founders, St-Albert’s Cheese Co-op is owned by a group of dairy farmers. It is democratically run by its members who all have a shared interest of the company. Given that they are all dairy farmers; they all have valuable experience in terms of understanding the logistics of the business. As it is cooperatively owned, the direction of the business is not dictated by one individual, allowing for product line and distribution growth to occur. However, as the board is compiled of farmers, no one has specific marketing knowledge so they evidently lack the ability and creative edge required to develop an effective marketing strategy. In addition, the company is run within a few families, which allows creative and innovative input to be established allowing the company new directions which are open for pursuit.
Information Systems 
       	St-Albert’s Cheese Co-op operates a website which allows consumers to view and order its products as well as learn more about the company as a whole. The website was developed and has been updated by a professional firm, however this aspect of the company is a weakness as it has had infrequent maintenance, resulting in blank pages within the site. The company also operates a twitter account in-house which heavily relies on its followers to fill the page, as well as a Facebook page with over 11400 followers as of December 2015.
Macro-Environment 
Cultural Force
On average cheese consumption per capita has increased from 12.04 kg to 12.66 kg with mostly growth in Cheddar cheese. Cottage and processed cheese have seen a decline in sales due to change in culture and taste, healthier and finer choices are becoming more popular. This is beneficial to St-Albert’s Cheese as they specialize in aged cheddars and curds. Another example is the popularity of Paneer Cheese amongst the East Indian community as well as urban immigrant hubs (Canadian Dairy Commission, 2013). With the continual expansion of their product lines, products targeting specific religious groups could be a potential strategy for St-Albert’s Cheese to pursue.
Social Force
Canadians believe in buying locally sourced products (Euromonitor international (2015). On average two thirds of Canadians buy locally and are willing to pay more for locally produced and prepared food. Most Canadians believe this will contribute to the local economy, which will create jobs, and lead to a sustainable environment. This social behavior shows a sense of responsibility and positive attitude toward matters that concern the environment. Furthermore, Canadians pay close attention to quality and nutrition benefits of the products that they purchase (Euromonitr International, 2015). This is a strength for St-Albert’s Cheese co-op as they pride themselves on the use of local ingredients and their all-natural production process. Vegans and other health groups turn away from dairy products altogether and instead consume soy based alternatives. This results in a slightly lower market for dairy-based products. 
Demographic Force
The Canadian population is aging according to Agriculture and Agri-Food Canada (2015). This population segment is becoming more concerned about their health and well-being, so they are demanding healthier replacement to more calorie-rich and less processed dairy products. Because of this there is increased consumption on fine and fresh cheeses. This creates a great opportunity for St-Albert as their production process contains no preservatives and chemicals, making it attractive for the aging demographic. Furthermore, the younger millennial generation creates a new group of health conscious consumers which St-Albert’s Cheese can strategically market towards.  
Competitive Force
St-Albert’s Cheese products, such as their award winning Aged Cheddar, are found mostly in the deli section of major supermarkets and food centers. Known for its fine and delicate taste, it’s major competition are other locally produced cheese such as Balderson Cheese and the Upper Canada Cheese Company. These products have similar production methods and sales prices. Some major brands such as PC aged cheese products, Parmalat Canada, Kraft and Black Diamond Cheese are considered direct competition for its availability at the dairy section and very affordable prices. St. Albert Cheese only has a small stake of the market share as there are many local competitors as well as conglomerates. Agropur Cooperative is owned by Canadian dairy farmers and holds 18% of the Canadian market for cheese. Saputo, the biggest cheese producer in Canada, is one of the industry’s biggest manufacturer of fine cheese; It produces 35% of all processed cheese with 28% share of the cheese market (Agriculture and Agri-Food Canada, 2013). These conglomerate producers control the majority of the market, resulting in a significantly small share for local manufacturers. 
Free trade deals are an indirect threat that increase annually. In the most recent trade deal with Europe, Canada is allowing the importation of 16000 additional tonnes of retail cheese free of the 300% tariff. This further minimizes the already dwindling market for local cheese manufacturers as there is more outside competition being brought into the Canadian market. (Financial Post, 2015).
Regulatory Force 
In 2007, the Canadian government published all regulations for compositional standards for cheese and revised it on December 2008. The regulations assure that the traits and elements that exist in some 50 Canadian cheese products will be present and distinguishable in the brand named cheese. On the other hand, the Canadian Agricultural Products Act also described what ingredients are allowed in cheese production. The Canadian government believes that it is important to set standards for cheese making as the specifications for cheese could be altered when their composition is changed because of new technologies in food ingredient design and new dairy ingredients that are introduced on an industrial scale. The revised edition has allowed ample room for innovation and development of new products. Dairy Farmers of Canada supports and welcomed the new standards, believing it helps to ensure the integrity of all Canadian cheeses and growing the industry through consumer confidence.
Technological Force
St-Albert’s Cheese co-op is very innovative and technologically savvy in the natural cheese production process. After a fire in 2013 that completely destroyed its main production facility, they reopened their doors in the spring of 2014 with top of the line cheese making equipment and more efficient packaging, labelling line and distribution. The main facility is an example of using new technologies in order to save production cost. This results in more stable product pricing and accurate inventory quantities to their suppliers. The addition of new cheeses such as 3 year Smoked Cheddar and healthier choices such as Mozzarella indicate how St-Albert’s Cheese is reinventing their brand. By using the latest in technology and new dairy ingredient, they are able to manufacture products and add lines that they had not previously carried. This helps them stay relevant amongst their competition and with consumers by adding new products to the market. (Meeting every dairy technology challenge, 2015).
Economic Force
Consumption of dairy products in Canada has been declining over the past twenty years however 2015 production looks promising with growth in domestic demand and an expected increase in exports. Some economic factors such as disposable household and personal incomes will dictate demand and production of cheese products in the dairy industry. According to Statistics Canada the debt-to-income ratio climbed to a record 164.6 percent while household income has increased overall (CBC, 2015). Cheese in general has been growing steadily in demand and that reflects a healthy dairy sector that is expanding its product line. Lower energy cost as a result of lower oil prices has increased disposable income of Canadian in addition lower interest rates have helped manage rising record debt levels hence the increase in purchasing power with more discretionary income. Given the increase in the USD, the future forecast is calling for more market share for Canadian cheeses. Given the fact St-Albert’s Cheese solely sells in the Canadian market and uses locally purchased ingredients for their products, it is relatively unaffected by the increased cost of imported goods from the US. Statistics Canada has confirmed that our economy fell into recession this year with GDP shrinking in April and June. Also according to Trading Economics (2015), inflation rate rising 1 percent year to year as of last September and annual inflation rate standing at 2.1 for 2015. However, the dairy industries high expectation of the 2015 production year and the positive outlook of the cheese industry in particular, in addition to new products has put St-Albert’s Cheese co-op in a prosperous territory.
Segmentation Analysis
Within the overall cheese market, three primary markets stand out and are being identified as the following: Foodies, Conscientious Consumers, and the Family Unit.
Foodies
This group of consumers consists of a wide range of both generation X and Y males/females who enjoy quality ingredients, quality food and revel in cooking for either themselves or for other individuals. It is this demographic that mainly live in emerging urban centers and can be seen as professionals in their craft. Many foodies work in, or have been employed in food, hospitality or related occupations (experiencec.com). Majority of these consumers are “palate oriented”, meaning they prefer taste over price when it comes to deciding on which products to purchase. These consumers are also subject to trying out many different products to see which suits their liking and needs the most before selecting products to use long-term. Foodies tend to be better educated and have higher incomes than the norm (most are wage earners), therefore aiding in the ability to purchase high quality and newer products. Foodies are attracted to a wide variety of planned events, with markets, festivals and gastronomic events at restaurants being the most preferred (experiencec.com).
Conscientious Consumers
This group of consumers consist of mainly generation Y males and females who seek products with a prime focus on aiding in the health of the environment and contain natural ingredients. These individuals are a bit more conscious about what they put in their bodies. They usually buy products that appear to be all-natural and contain less preservatives or artificial colours or flavours. They also enjoy buying local to help support local producers and usually enjoy life of being active and well-balanced. Based off of a survey that was produced, majority of the survey recipients stated that they would pay 10% more for cheese knowing that during the process of production, the cheese was made using higher quality, natural ingredients. (Refer to appendix for constructed cheese survey). In this generation, many individuals are becoming more in tune with their health/wellbeing and are focusing more on quality of product rather than price. Individuals in this segment enjoy products that focus on natural ingredients that are not harmful to their bodies but also having a pleasing taste. On the other end of the spectrum, conscientious consumers are also sometimes individuals who are limited to a fixed budget for their shopping purchases, so they take into account the prices of certain products to seek out the best deals and discounted items. They tend to be somewhat loyal to the private label brands (like St.-Albert’s Cheese). These consumers purchase necessities and would rather not spend a large amount of money for these products. Products that tend to be low of cost but do not skip out on taste in this case, are ideal for these individuals as this can lead to high loyalty for purchasing this brand.
Family Unit
The last segment is the family unit. This segment consists of generation X as well as baby boomers who seek value for their money. These individuals (majority are women) are usually professionals, entrepreneurs and/or housewives that purchase products for the benefit of their families. Majority of the products are purchased in bulk depending on the size of the family and the main household shopper usually purchases products on behalf of themselves and other people in the family unit. The goal is to purchase an array of products that are suitable for a range of age groups and needs. These individuals look for products that are low in prices but do not compromise on the health and safety for the individuals in the family consuming the products. 	

Strategic Alternatives
Option 1: Expand Distribution
This option is directed to market towards Torontonians who want quality cheese, produced in Canada, St.-Albert’s Cheese delivers cheese with some of the best ingredients on the market.  Our brand is superior to Black Diamond, Kraft and all other huge competitors as our cheese is less processed and contains less preservatives, making it the healthier and better tasting choice.
Currently St.-Albert’s Cheese is only readily available in Quebec and a few surrounding areas in Northeastern Ontario. This has crippled the company’s ability to see continuous positive market’s growth, as it has no way to reach the largest market in Canada: Toronto. Our first steps in entering this market would start by talking with our current retailers, then expanding our distribution chain and taking a shotgun approach in terms of marketing.  Essentially not changing any of our current marketing mix, as it already describes the advantages of our high quality cheese through the label, price perceptions, and the slogan.
We will start by supplying 10-14 stores to ensure we test the market of 5,583,064 consumer properly1. If the demand persists within the following 14 months we will then be looking to increase the supply of St. Albert’s cheese by having our cheese available at another 10-12 retailers so we can then successfully capture a larger share of the consumers with a median total income of $72,830 2. Entering the Toronto should be a given decision as their consumer price index- the average amount Torontonians spend on goods is $15 dollars more than the Quebec market and $6 more than the Ottawa market3.
The following step is to take a geodemographic segmentation approach, as there is a perceivable difference in consumer lifestyle choices of Torontonians which should be capitalized on to see the highest rate of return. Living in Toronto is less of living in a specific geographic location but more of being a part of a highly regarded community, with the cost of living being drastically higher than areas outside of the Greater Toronto Area. This can be used as a competitive advantage as no large corporation has the ability to take a niche marketing approach, which could be used to develop a tremendous amount of customer loyalty. If done successfully we will be repositioned as Toronto’s cheese of choice in Toronto, while maintain our position as the best quality cheese originating in Quebec.
Being a significantly smaller business in comparison to our competitors holds many opportunities for competitive advantages, the largest being the ability to make marketing decisions targeting smaller segments time efficiently. Allowing us to take advantage of most corporations which can only take undifferentiated targeting strategies. It would also be encouraged to try and get in touch with media sources like to Toronto Star to ensure consumers are aware of the entrance of our company is anticipated. This can be done at no price to our firm, and can allow us to create a promotion to again help entice Toronto consumers to try our product, making it so they can never go back to the processed cheese blocks they used to cook with. This will clearly position our product as the higher quality cheese with a reasonable price.
Essentially our firm will be looking at a small increase in expenditure in employee wages as new employees will need to be hired to transport our products from our manufacturing plants in Toronto; as well as the purchase of at least two to three trucks. 

Option 2: New Target Market/ New Marketing Approach
For the students who want cheese at a reasonable price with as little preservatives as possible, St-Albert’s Cheese co-op delivers high quality cheese at reduced prices for students. Our brand will be catering specifically to University and College students to ensure they can consume high quality cheese while staying within their budget.
This will be put in place by offering our 1 and 2 year aged cheese at discount of 10% on Tuesdays at all of our retail stores with proof of enrollment (student card). This will not only coax students to buy our cheese but to encourage the constant return of consumers on Tuesdays developing brand loyalty with most Ontario university students. This could lead to the entrance into the parents of these students’ evoked sets, and may help establish St. Albert’s cheese as a household name. Another benefit to offering this promotion will be met with articles to help increase the traffic and presence on our social media pages
It is advised that this promotion be tried in the Ottawa and Quebec regions as it will be a lot more cost effective as no new distribution costs will be incurred, we will only see a possible reduction in revenue until the sale is renowned known which if market correctly should only take a minimum of a month or two. This original reduction will be well worth it as the improved presence on social media will help the entrance into Toronto and other future markets. We intend on having both French and English social media pages, with our new twitter handle being #ShareTheSqueak. As soon as this begins to trend our sale will be known Province wide and may lead to distribution channels being needed nationwide. The possibilities of successful social media advertising is endless as trending topics has the ability to reach millions worldwide.
In a few years and enough market share is captured through the 10% off promotion we will decrease the price reduction to a more manageable 5% off with student price.
Option 3: Line Extension V.S. Brand Extension
For families who need amazing tasting dairy products with low sugar and preservatives, St Albert’s cheese company will begin to deliver the healthy option, being a smaller dairy firm gives us the capability to create very specialized products, making us the superior choice in comparison to our competitors.
The next marketing strategy that is suggested to St.-Albert’s brand extension. As of now the entity only produces cheeses and specialty milks, it is suggested that they develop more products that can be sold. If they began to develop and sell yogurts, dairy spreads, and continue to develop their ice creams it is evident that they would become a part of consumer's evoked set. This has the capability to not only result in an increase in revenue not only from the new product sales but also from their more recognized high quality cheeses.
The current societal trend is taking a healthier turn, so if the emphasize on their quality ingredients in their current and future line extensions they will indefinitely see an increase in sales revenue.
Recommendation
The recommendation we would suggest to St.-Albert’s cheese company that would result in the highest revenue is a mix of the first two strategic alternatives. Targeting students by giving the percentage discount on specific days will help increase the amount of traffic on our social media, simultaneously getting in connection with news companies specifically ones in Toronto so the entrance of our cheese becomes common knowledge. This will definitely result in an increase in sales revenue at a minimal incurred cost to the company, as there will only be a minimal drop in revenue from the reduced price of cheese to student (should it not increase right away) and the obvious increase in expenditures to get our products from our manufacturing plants to our new Toronto retailers. While completing these two strategies simultaneously they will work together to increase our brand awareness while at the same time increasing revenue. 
Implementation 
Considering that the options we are choosing to move forward with are marketing towards students, expanding into Toronto, and growing our social media presence, there are a variety of steps that will need to be implemented. The first products that we will use in our market expansion will be St-Albert’s award-winning aged cheddar and cheese curds. This will allow us to gauge the degree of acceptance of our products by the public. We will use our existing distribution contacts in the big box stores such as Loblaw’s and Metro. Using our previously established relationships, we can maximize the number of consumers to see our products. We will also target smaller specialty shops within the city. We plan on introducing our cheeses initially in a few stores within one year and gradually growing our presence. The environment within chain stores will be fairly similar, with our products located with the other higher-grade cheeses in the deli section. The specialty shops will be chosen based on how they fit into the principles and ideology of the company, quality first, and on how our products can be featured within them. We will need to speak to the people of Toronto in order to gain insight into their opinions on our products. We could offer samples and other promotions in order to grow their appreciation and fondness of our cheeses. We would do the same thing with the students; ask them questions and gain insight into our future customers. By talking with the students and Torontonians, we would simultaneously be raising awareness of our products. We would also adopt ‘student Tuesdays’ as a promotional tool that draws the students to the stores to purchase our cheeses and will allow us to gain a larger customer base. At this point we should start to really grow the social media presence in order to keep the consumers’ attention on our cheeses. By spreading the hashtag #ShareTheSqueak, we will grow the awareness and our online presence immensely. Once the awareness is there we need to start distributing the cheeses to our new customer base. This would involve new manufacturing plants closer to Toronto, as well as other initial investments such as new trucks and hiring employees. These employees will be thoroughly educated on the product ensuring that they will be able to pass this knowledge along to the customer. This investment would be paid off quickly as the customer awareness of the products grows and they become eager to purchase. Given the new factory, the quality and ingredients of the product won’t change. We will establish agreements with farmers for fresh, locally produced ingredients for our cheeses. With the student base and the new locations in Toronto, purchasing St-Albert’s Cheese will become easy and the company will become a large competitor amongst the current known cheese brands. For a full implementation timeline, see appendix. 
Conclusion 
St. Albert’s has existed for a long period of time in their current market, and has the experience and the means to strengthen their presence and expand. By offering discounts to targeted demographics with great potential and engaging in more aggressive expansion initiatives into new markets, the result will be a sound marketing strategy that results in increased revenue opportunities and brand awareness.
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	STRENGTHS
	WEAKNESSES

	Marketing
	· All natural ingredients
· Wide variety of channels used to advertise product
· Execs and producers have equal knowledge of their product
	· Improper use of channels
· Lack of marketing plan
· Rely heavily on repeat consumers
· Only available in small area of the country


	Manufacturing
	· Same process used for over a century
· Use of locally grown ingredients
· Central location to desired market
· No outsourcing or outside production

	· Only one facility
· Limited output capacity 

	Finance
	· Strong operating income
· Constant increase in sales over past 24 months
	· Recovering from factory fire in 2013

	Research and 
Development
	· Multiple product-line
· Same recipe for 120 years
· Constantly developing new dairy products
· Have their own cheese festival
	· Local and multinational competition
· Small company in comparison 

	Human 
Resources
	· Board is generationally run
· Highly knowledgeable of the business 
· A strong panel of executive 
officers 
· A strong coherence in the 
company 
	· Little turnover in families who run the company
· Lack of fresh perspective

	Information Systems
	· Website with online ordering 
· Major social media pages
	· Inefficient use of social media
· Out of date website
· No in-house employees to run website or social media
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Appendix B: SWOT Analysis - Macro-environment

	
	OPPORTUNITIES
	THREATS

	Regulatory Force
	· Government body controls ingredients and cultures used in cheese
· Newly formed standards leave room for creation and product development
· Not exported so no external food inspections

	· Accountable for product quality
· Regulated by a government body
· Products are inspected to ensure no faulty ingredients are used
· Will be subject to external inspections if they decide to export their products

	Economic Force
	· Increase in domestic demand in 2015
· Higher disposable incomes allow consumers to purchase higher priced goods
· Access to European markets
· High USD creates potential market to export to
· Newly developed products help maintain companies competition in the market
	· Canada fell into recession in 2015
· Lower purchasing power with a larger debt-to-income ratio
· Though they have more money, consumers more likely to prepare for economic downturn rather than consume more

	Social Force
	· Canadian consumers prefer to buy locally
· Products and ingredients are locally purchased and produced
· Ingredients are sustainably produced
· Prefer quality and nutritional benefits vs. overall price of the product

	· Certain religions don’t consume non-blessed food products
· Vegans don’t consume any animal bi-products
· Results in slight lower market

	Technological Force
	· Unique manufacturing process (120 yrs. old)
· Brand new factory ensures efficiency
· New equipment has allowed for product-line expansion

	· No where near as efficient as larger companies
· Results in much higher output


	Culture
	· Increased consumption annually
· High growth in cheddar consumption
· More popularity amongst finer and healthier cheeses
· Investigating new products to target specific markets

	· Decline in less-refined products
· Specific religious groups only eat certain cheese products not currently offered by St-A.

	Demographics
	· Aging population is more worried about quality and health benefits of products
· Willing to pay more for this 
· Can increase specific marketing to aging population
· Can emerge into new demographics (younger consumers)

	· Younger generations don’t have as much disposable income to spend on higher priced products
· Potential reduction of sales as older generation is dwindling  

	Competition
	· Competitively priced
· Located away from major manufacturers in stores
· Unique local manufacturing process compared to conglomerate brands
	· Conglomerate corporations control strong majority of market
· Trade deals create imported competitors
· Hundreds of different choices
· Though not the same, most brands have “X year aged” alternatives
· Conglomerate brands offer much lower priced alternatives







Appendix C: Boston Box Analysis 
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*Large market growth results in St-Albert’s Cheese Co-op being a “Problem Child” as there is potential for growth however it requires a large investment into the company.




















Appendix D: Consumer Segmentation

	
	Benefits Sought
	Lifestyle Characteristics
	Buying Behaviors
	Demographics

	Foodies
	· High quality 
· The newest products
· Palate oriented
	· Enjoys cooking
· Live in large urban centers
· Creative
	· Prefers quality items
· Low loyalty
· High consumption

	· Aged 17-30
· Students to young professionals 
· Generation XY
· Educated

	Conscientious Consumers
	· Products that are good for the environment
· Natural
· Local

	· Live freely 
· Enjoy the outdoors
	· Only purchase necessities
· High loyalty
· Medium consumption

	· Males and females aged 25-40 years
· Laborers, students
· Generation Y
· Educated

	Family Unit
	· Products that are safe for families
· Value for money
	· Mothers
· Actively engaged in social media
	· Bulk purchases depending on family size
· Seek lower prices
· High consumption
	· Females aged 35 years + 
· Generation X
· Professionals and housewives
· Entrepreneurs 




[bookmark: _Toc35]

Appendix E: Perceptual Map for Competitors

Premium
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	Decision Criteria
	Timeliness
	Ease of Implementation
	Most Audience Reach
	Return on Investment
	Total

	Toronto
	4
	3
	5
	4
	16

	Students
	5
	4
	3
	2
	14

	Line Extension
	1
	2
	4
	3
	10


Rating: 1= Low Viability, 3= Medium Viability, 5=High Viability

[bookmark: _Toc37]Appendix G: Implementation Timeline

	
	1-2 Months
	2-6 Months
	6-12 Months

	Marketing
	· Social media blitz
	· Start student promotion

	· Promote on campus events
· Establish positive image

	Finance
	· Create budget for provincial expansion
	· Evaluate and make adjustments where necessary
	· Review

	Operations
	· Research Toronto specialty shops
· Develop contracts
· Approach existing distributors for
Toronto stores

	· Begin to recruit and hire employees
· Start training them on our product
· Establish agreement with specialty shops to carry our product
	· Begin distribution to new locations








[bookmark: _Toc38]Appendix H: Financial Assumptions for Strategic Alternatives

Alternative 1: Toronto Distribution
	
	Variable Cost
	Fixed Cost
	Total

	Transportation Cost/ Additional Employees
	$12,000
	$10,000
	$22,000

	Shelf Space
	
	$350,000
	$350,000

	Increase Production
	$3,500
	$50,000
	$53,500

	Advertising
	$5,500
	$38,000
	$44,500

	Total
	$21,000
	$448,000
	$470,000



Alternative 2: Marketing to Students
	
	Variable Cost
	Fixed Cost
	Total

	Online Ads
	$4,000
	
	$4,000

	Newspaper Ads
	$1,500
	
	$1,500

	Social Media Ads
	
	$38,000
	$38,000

	Total
	$5,500
	$38,000
	$43,500



Alternative 3: Line Extension
	
	Variable Cost
	Fixed Cost
	Total

	Facility Expansion
	
	$550,000
	$550,000

	Advertising
	$5,500
	$38,000
	$43,500

	Transportation
	$12,000
	$10,000
	$22,000

	Shelf Space
	$35,000
	
	$35,000

	Research and Development
	
	$30,000 
	$30,000 

	Total
	$52,500 
	$628,000 
	$680,500 



[bookmark: _Toc39]Appendix I: SWOT Analysis for Strategic Alternatives

Option 1 Expand Distribution 
	Strength
	Weakness

	· Great cheese now available for new customers
· Building on current retailer relations
· Can be implemented quickly
	· Increased cost of distribution/ manufacturing


	Opportunities 
	Threats

	· Able to reach more customers
· Become part of customers evoked set
	· Possibility of failure in new territory due to competition with conglomerates 



Option 2: New Target Market
	Strength
	Weakness

	· Gives incentive for target market to become repeat buyers
· Strategy has never been applied to cheese
· Can be done with great speed
	· Will result in an initial loss
· Can be seen as price discrimination

	Opportunities 
	Threats

	· Will help increase social media presence
· Will help bring brand into student’s parent’s house
	· Could be countered by another company
· If not marketed correctly the campaign will not be successful




Option 3 Brand Extension
	Strength
	Weakness

	· Will help establish brand name
· Lead to greater sales revenue’s for previous products and new products
	· Will take a long time to full implement

	Opportunities 
	Threats

	· Will reach a broader market then just cheese consumers

	· May end up spending too much in R&D
· Hard to go up against previously established brands






Appendix J: Cheese Consumption Survey 


Cheese Survey

1. Age?	>18	18-25	25-35	35-50	50-65	>65	


2. Do you have any dietary restrictions? 	Yes		No

If Yes, please state:																						

3. What do you look for most in a cheese?
a. Value
b. Taste
c. Quality
d. Natural ingredients

4. Do you purchase your cheese from the deli section of the grocery store or from the dairy section?
a. Deli
b. Dairy

5. How many times a month do you purchase cheese?
a. <1
b. 1-2
c. 3-5
d. >5

6. Would you be willing to switch cheese brands knowing that it used higher quality, natural ingredients?
a. Yes
b. No

7. Would you be pay 10% more for cheese knowing that it used higher quality, natural ingredients?
a. Yes
b. No

*The above was used to generate data that supports our alternative that focuses on marketing to younger demographics and offering a product discount to students. The above data proved that customers are willing to switch from their regular cheese brand to the new brand knowing that a higher quality and more natural ingredients are used. However, the sample is not willing to pay more for this. We propose that for our national supplier, National Grocers, at select locations that allow a 10% discount for students, an additional 5% discount will be taken off the regular price of select St-Albert Cheese products. 
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