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1.0 [bookmark: _Toc325437613]Introduction 

This report documents the experience gained by research student: Philomena Sharkey. It begins by giving an introduction to the company the student worked with: Simply Natural Foods.  The following section describes the research brief undertaken by the research student. 
A situational analysis is then given. In this section, an overview of the macro environment in Ireland is given in addition an overview of the competitive environment.  A SWOT analysis is then given of Simply Natural Foods and the organic ice-cream product the student worked with. 
The third section of this report outlines the research methodologies employed by the student in conducting the research required of them. The research findings are outlined and a number of recommendations are given for the company and its organic ice-cream product. 
Finally, the student gives a personal reflection of their work placement experience before concluding this report. 














2.0 [bookmark: _Toc325437614]Introduction to Simply Natural Foods 

Simply Natural Foods Ltd. – Company Profile
	
Industry
	
Food Industry

	Core Business
	Development of health promoting superfoods

	Business Aim
	To create foods that appeal to all senses & are brimming with nutritional goodness

	Logo
	[image: ]

	Business Philosophy/Values
	RESPECT: 1. Environment
                 2. Our Bodies
                3. Our Senses

	
Mission Statement
	
Superfoods are the key to our products, the world is our source. Our mission is to bring health promoting ingredients to the public making them an easy addition to your everyday life.



	Motto
	Foods that nourish & delight

	The Team

                       Food Innovator:

Nutritionist:

Marketing: Bulls Eye Food Marketing  
      
Marketing Institute of Ireland:

Cyber Colloids
	                                       

Danny Coleman
    
Eleanor Winters
       
Connor Hyde
  
 

Eileen Healy


	
Suppliers

	
Musgrave Wholesalers – Brian O’Neill
Irelands Raw Kitchen 


	
Key Products
	
Guilt Free Indulgences Organic Ice-cream Range 
Pasta & Pasta Sauces
Salads & Salad Dressings
Sweets



3.0 [bookmark: _Toc325437615]Research Brief Undertaken

A requirement of this course: Master of Business in Strategy & Innovation Management is to complete a six week work placement (one day a week for six weeks) where the student would carry out the role of a consultant and liaise with a small company or business start-up. In doing so, it was envisaged that the student would offer advice and support in a business area such as marketing, finance, and product development among other areas.  
 The research student very fortunate in the sense that they were able to choose to work with a company in an industry which they have an interest in and an industry they aspire to work in the future. Given that the industry the student has an interest in, a strong desire to acquire additional information on, and a wish to gain practical experience in is the food industry, the Innovation Management lecturer (co-ordinator of the work placement programme) focused on placing them with a start-up company within this industry. After consideration, the student requested to work with food innovator and chef by trade; Danny Coleman and his Galway based company Simply Natural Foods Ltd. The research brief given comprised of the following elements:
1. Research start-ups
Te owner of the company required information regarding competing companies and the markets they operate in etc. The companies to be researched included:
· Booja Booja (direct competitor)
· Luna & Larry’s Coconut Bliss (direct competitor)
· Green & Blacks (direct competitor)

2. Marketing Plan for Simply Natural Foods Ltd
This, the second element of my research brief required the completion of a marketing plan for Simply Natural Foods Ltd organic ice-cream product.
3. Health Statistics Report 
The research student was required to complete a health statistics report on the Irish, UK and US markets in relation to obesity, diabetes and coeliac disease. 
4. Develop online presence for the Brand
The final component of the research brief concerned the development a website and Facebook page for the company. 
4.0 [bookmark: _Toc325390609][bookmark: _Toc325437616]Situation Analysis
4.1 [bookmark: _Toc325390610][bookmark: _Toc325437617]Company Analysis
In 2009, Irish Chef Danny Coleman began work on developing an organic ice-cream product free from fat and dairy and also suitable for celiac and individuals with diabetes. In developing this product and forming his business, the owner developed one core value for which the business and its products would be based upon:
[bookmark: _Toc325390611]RESPECT 
For the environment, our senses and our bodies through consuming superfoods that nourishes and delights and whose packaging is environmentally friendly. 
4.2 [bookmark: _Toc325437618]Competitor Analysis

In terms of assessing the number of competitors in this market space, direct competitors were focused upon (defined in this context as companies who produce organic ice-cream). The following diagram gives a visual representation of Simply Natural Food’s direct competitors:

Below, an account is given regarding the markets Simply Natural Foods Ltd competitors operate in, the product (s) of each company, as well information concerning their key selling points.
· Luna & Larry’s Coconut Bliss

	Product
	24 flavours of Coconut Bliss Ice-cream

	Place
	Organic food stores, grocery stores & supermarkets

	Key Selling Points 
	Soy free, Gluten free & suitable for vegans 

	Markets
	USA & Canada 



· Booja Booja

	Product
	5 flavours

	Place
	Organic food stores

	Key Selling Points 
	Dairy-free, gluten free, soy free, organic, mostly raw

	Markets
	UK, Northern Ireland & Rep. of Ireland





· Green and Blacks

	Product
	5 flavours

	Place
	UK & Ireland 

	Key Selling Points 
	Organic, ethically sourced

	Markets
	UK & Ireland 


























4.3 [bookmark: _Toc325390612][bookmark: _Toc325437619]Climate
The following section provides an overview of the current macro - environment within the Irish market. Furthermore, an analysis of the microenvironment is given using Porter’s 5 forces Model. 

4.3.1 [bookmark: _Toc325390613][bookmark: _Toc325437620]PEST Analysis

Political 
Elected to office in 2011, the current government which is a collation government is led by Fine Gael, a right-winged political party who are pro-business. The minority party; Labour; is a left-wing political party. Despite various protests over recent political decisions made by the current government, it is likely that the political environment will remain stable over the next few years. 
Legislation has been proposed by the current government in relation to enforcing companies within the hospitality sector to display the calorie content of their menus. It is likely that if enacted, the same legislation could apply to all food products in the future. 
All companies involved in the production of food products in Ireland are required to adhere to the standards set by the Food Safety Authority of Ireland. 
Economic 
Inflation Rate
The inflation rate in a country concerns the general rise in prices measured against a standard level of purchasing power. As the chart below illustrates, the inflation rate in Ireland stood at 2.2% as of March 2012. 

[image: Ireland Inflation Rate]
Interest Rate
Given that Ireland is a member of the European Monetary Union which has control over the Euro, it has no control over the interest rate. The current interest rate stands at 1% as illustrated in the chart below. 
[image: Euro Area Interest Rate]
Unemployment Rate in Ireland 
The latest unemployment figures for Ireland according to the Central Statistics Office at 14.3%. This of course is as a result of the current recession in the Irish economy. This is represented graphically in the following chart:

[image: Ireland Unemployment Rate]

Both those in society employed and unemployed have experienced significant cuts to their income over the past few years due to the recession.  The impact of this is discussed in the following paragraph.
A survey conducted by the Irish League of Credit Unions published in April 2012 found that 47% of Irish households (1.5 million people) have just over €100 left at the end of each month, that is, after paying essential bills. Additional findings stated that 2/3 of Irish households have less disposable income in 2012 when compared with disposable income levels in 2012. While the survey did not mention anything directly relating to the Irish telecommunications industry, a finding of interest to the industry is surely the fact that those surveyed mentioned that they have switched cars in the last 12 months in an effort to save money. This highlights the fact that one of the primary drivers of consumer choice at present is price and that consumers are willing to switch to an alternative cheaper brand if necessary and available. 
Retail Sales in Ireland (Month-on-Month)
Figures released by the Central Statistics Office in relation to the volume of retail sales have shown that sales have decreased by 0.3% between January and February 2012.   The chart below displays the information.  

[image: Ireland Retail Sales]
It must be mentioned at this point that Value Added Tax (VAT) increased in Ireland in 2011 to 23%, an increase of 2%. 
Retail Sales in Ireland (Year-on-Year)
The illustration below conveys the level of retail sales year-on-year in Ireland from 2010-2012 (Q1). Retail sales for February 2012 have declined 1.9% when compared with February 2011. 
[image: Ireland Annual Retail Sales]
Consumer Confidence in Ireland 
Consumer confidence refers to the level of optimism that consumers have about the state of the economy and in relation to their own personal financial situations. When consumer confidence is high, consumers are likely to spend more on the purchase of products and services in an economy.  When consumer confidence is low in an economy, consumers have a tendency to save more rather than spending, therefore leading to the economy contracting. As the chart below illustrates, consumer confidence in Ireland, while rising, is generally low at present due to the current economic situation in the economy. 

[image: Ireland Consumer Confidence]
Corporation Tax in Ireland 
The current rate of corporation rate of tax in Ireland stands at 12.5%. Despite pressure from countries in the European Union such as Germany and France to increase this tax, it has not yet happened and is unlikely to do so in the coming months. 
Overall, the Irish economy is in a somewhat weak position at present. Inflation stands at 2.2%. Unemployment remains extremely high at 14.3% which is negatively impacting on retail sales in the country. In relation to consumer confidence: while it is improving, it still remains low. Despite the current adverse economic conditions in Ireland at present, it still remains a very attractive economy to do business in with one of the lowest rates of corporation tax in Europe of 12.5%. 
[bookmark: _Toc325390614]Sociological 

During what have been termed the “Celtic Tiger” years, people’s lifestyles in Ireland changed dramatically. People’s schedules suddenly became significantly busier than was previously the case.  Also, consumers have become more concerned with living and maintaining a healthy lifestyle and thus we have witnessed a dramatic increase in preferences for organic and wholesome foods. A possible driver of this attitude change may be the increasing and worrying levels of obesity in Ireland and Europe in recent years which has been previously discussed.  During this time the internet had begun to make an impact in society in terms of the ways in which people communicate and in relation to the ways in which consumers purchased goods and services.  
Figures published by the Organisation for Economic Co-operation and Development (OECD)  in 2009 conveyed that 66.7% of Irish households have access to the Internet, representing an increase of 24.7%  from 42% in 2005. As a result, consumer buying patterns changed. Many retail outlets across a range of industries developed online stores which enabled consumers to pay for goods and services online. Furthermore, people now use the internet as their primary source when searching for information relating to products and companies etc. 
Technological 
As discussed above, 66.7% of Irish households are now connected to the internet and therefore, increasing numbers of consumers are making purchases and sourcing information regarding product information via the internet.  Furthermore, due to the evolution of Smartphone’s, people usually download apps to keep up to date with information relating to companies and products etc. 
[bookmark: _Toc325390615][bookmark: _Toc325437621]4.3.2 Competitor Analysis – Porter’s Five Forces 

An account is given below of each of the five competitive forces as illustrated in the following diagram and the relative strength of each. 

[image: http://upload.wikimedia.org/wikipedia/commons/thumb/6/66/Porters_five_forces.PNG/250px-Porters_five_forces.PNG]
1. Existing Rivalry within the Industry
Two of the direct competitors: Green & Blacks and Booja Booja have established operations within the Irish markets and thus the level of competition from these is anticipated to be moderate-strong. As a result of these competitors operating within the Irish and UK markets, it can be assumed that their levels of customer loyalty are high thus posing a challenge for this company upon entering the market. In terms of indirect competitors, there is a vast number including Haagen Dazs, Ben & Jerrys, HB, Mars, Nestle and others. 
Overall, it is estimated that the level of existing rivalry within the market is moderate. This company is entering the market with a number of USPs. 
2. Bargaining Power of Suppliers
The level of bargaining power held by suppliers is thought to be strong. The primary reason for this is that this is a new company whose initial orders will be small and therefore it is not possible for the company to benefit for economies of scale and therefore demand lower production costs etc. Furthermore, the power held by the retailers will also be strong initially. This is as a result of a high mark-up been required by various stockists in order for them to stock the product. 
3. Bargaining Power of Buyers
As has been mentioned above, the existing firms in the market may have loyal customers who may be unwilling to switch due to the levels of uncertainty that comes with the launch of a new product. It is important to note however that switching costs within this industry are low and thus it is relatively easy for customers to switch brands. For those with special diets however, this may not be the case. There are few alternative brands within the market. For example, Kelkin and Juvela dominate this market space. Overall, the power held by buyers is regarded as moderate. 
4. Threat of New Entrants
Bearing in mind the level of research and development required to bring a product such as this to market, the threat of new entrants into the market is considered to be low at present. However, it is possible that existing competitors in the market; both direct and indirect may choose to diversify their existing ranges and enter this market space. Existing competitors could do this with relative ease as they possess the competences and resources necessary. It is important to note that due to the R&D required, this would take a considerable length of time. Overall, the threat of new entrants into the market is currently considered weak-moderate. 
5. Treat of Substitute Products
There are a number of potential substitute products in the marketplace including organic sweets, organic biscuits and organic cakes and pastries to name a few. Again, the switching costs involved here are low. Therefore, the threat of substitute products is regarded as high. 

4.3.3 [bookmark: _Toc325390616][bookmark: _Toc325437622]SWOT Analysis

Strengths 
1. Industry Experience & Knowledge Networking 
The food innovator who has created this product is a chef by trade. Danny has gained extensive experience in this industry and therefore has a wide variety of useful networks and contacts which he utilise in the future whether it is via stocking the product in hotels etc. or gaining access to wholesalers and distributors in the industry. 
2. Current Positive Perception of Organic Foods – capitalise on sociological trends 
As has been discussed previously, Ireland has experienced a shift in terms of consumer attitudes towards healthy eating and a concern for well-being and fitness. This is a significant strength for this company in terms of marketing the product and its associated health benefits. 
3. Competitive Advantage in the Industry 
To date, there is only one other direct competitor within the market; Booja-Booja. This allows for this company to gain an extensive competitive advantage within the Irish market, particularly if the company promotes the fact that it is an indigenous Irish company.

4. USP
Simply Natural Foods is the only existing company at present whose organic ice-cream contains no added sugar thus making it suitable for diabetics. This strength can be leveraged by the company within the market. 
5. Brand Name
The owner of this company has copyrighted the company name “Simply Natural Foods” and the registered the domain name www.simplynaturalfoods.ie . It is essential that companies protect their intellectual property. This point was further reinforced by Michelle Fitzgerald in his talk on “The practical aspects of patenting novel ideas”, which he delivered to the MBS class in April 2012. The name “Simply Natural Foods” enables the owner to engage in product extension and diversification by way of any product in the food industry. 
Weaknesses
1. Scarce financial resources 
This company has a lack of financial resources. The majority of financial support has been generated via external means.  External support to date includes Enterprise Ireland through the granting of innovation vouchers.  	
2. Limited organisational resources
This company has a lack of organisational and physical resources in addition to its lack of financial resources outlined above. The company does not own any machinery or buildings to operate a base from. To date, this company has been set-up in the Incubation Centre at GMIT. 
Opportunities
1. Premium pricing strategy 
Due to the positive perceptions among consumers in Ireland today concerning organic foods, an opportunity exists for the company to pursue a premium pricing strategy. It is important to note at this point that this will only be possible if the product is stocked in select outlets in order to ensure the position of the brand remains consolidated. 
2. Promote Irish brand as brand of choice 
As has been discussed earlier, there is limited direct competition within this market space. Therefore, an opportunity exists for the company to increase market share via leveraging the fact that this is an Irish brand. This is especially true in the current economic climate where a conscious effort is being made across a number of industries to encourage consumers to buy Irish products and support Irish jobs. 
3. Strategic Alliances with Companies
As an alternative to entering the US market within the medium-term, an opportunity has been identified for this company to develop strategic alliances with other companies. It is envisaged that alliances could be formed with airlines as this will provide a route to internationalisation.  This allows the times for the development of resources, competencies, capabilities, and the strengthening of financial resources prior to entering the US market. 

Threats 
1. Exposure to Economic Recession 
As mentioned previously, the current economic climate in Ireland is weak and highly uncertain. Consumer confidence is low therefore making it difficult to accurately predict and influence consumer decision-making processes. Furthermore, retail sales have to continue to fall in recent years and the levels of consumers disposable has fallen also. 
2. Potential of a hostile takeover 
It is possible that another existing firm within the industry may instigate a hostile takeover. The reason for this is that existing firms already possess the distribution channels, networks and customers within the market and have significantly more financial resources when compared with Simply Natural Foods. 



















5.0 [bookmark: _Toc325437623]Research Methodologies Used

In completing this research, the following research methodologies were used:
Primary Sources
· Mark Waldron – Owner of Voya Seaweed Baths
· Ivan McPhillips (Innovation Lecturer GMIT & co-ordinator of work placement programme)
· Informal Focus Groups – (discussions with customers within the target market)
· Danny Coleman- Owner of Simply Natural Foods
Secondary Sources
· Websites Used

· Google search engine
· Booja Booja website
· Coconut Bliss website
· Green & Blacks website
· NHS, OECD, & HSE websites 


· Recommended text books for Innovation Management

· Managing Innovation, Integrating Technological, Market and Organisational Change by Joe Tidd and John Bessant (2009)

· Corporate Entrepreneurship and Innovation by Michael H. Morris, Donald F. Kuratko and Jeffrey G. Covin 2nd edition (2008)









6.0 [bookmark: _Toc325437624]Research Findings and Recommendations

[bookmark: _Toc325437625]6.1 Research Findings
Upon first entering the company, the research student found the following:
· Range of products under the brand name Simply Natural Foods
· Lack of financial resources within company – external support via Enterprise Ireland |& others 
· Existing product name for organic ice-cream was not applicable (element of management myopia)
· Lack of business knowledge by owner 

[bookmark: _Toc325437626]6.2 Recommendations 

1. Celebrity Endorsement 
Ideally, the best individual to get involved with the promotion of the product would be Dr. Eva from Operation Transformation. Why? The majority of the literature on dieting agrees that the concepts of “treats” helps dieters to sustain strong levels of motivation in adhering to their dieting guidelines in addition to achieving goals set out to be achieved by each individual participating on a weight loss programme. 

2. Change existing name of Product
On commencing my consultancy work with the client, the name suggested for this product was “Sonas”. This name was proposed due to its meaning in Irish which is happiness. While one can understand how this may work within the Irish market, one can also foresee the challenges that would arise for the company in relation to the product’s name in an overseas market. The name recommended is “Guilt-Free Indulgences”. 

3. Development of a website & Presence on Various Social Media Platforms 
· Facebook Page & Website. Although I have recommended not including Facebook page until the company and product have been launched. This decision is based on the recommendation of Thomas Langan. (delivered a talk on social media) 

4. Advice in Relation to Packaging Within Irish Market
· Love Irish Food Logo
· Origin of product and sourcing of ingredients – Clearly visible 
· Celebrity endorsement and health claims 


5. Capitalise on Advertisements offered by AIB to Customers
· This ensures national coverage of product. Also it is useful in launching the product bearing in mind that this company has few resources as well as a limited budget

6. Focus Groups
Initially, I intended on doing them myself. However, due to time constraints and the Easter break, this was not possible. I have still recommended it to the owner as it will help significantly in gauging consumer opinions and feelings regarding the various elements of the marketing mix

7. Exploitation of Summer Events
Initially, it was hoped that this product would be launched in the Irish market by September 2012. However, it is now apparent that this is not possible. In considering this, a new launch date has been set for entry into the Irish market. It is hoped that this will take place in October 2012. I believe it would be beneficial to arrange tastings at various summer events and in Shop Street during the summer months to gauge customer reaction. 
8. Liaise with John Daily – Scull Mentoring Programme  
John may be able to offer help in relation to the purchasing of fridges in an effort to achieve brand extension and to support the entrepreneur with business advice. 

9. Sell cookbook – align with charity 
I have recommended that the company align themselves with various charities in different parts of the country. I believe that Danny should sell his cookbook online and donate a % of the profits to a charity. This will help with the launch of the product in different parts of the country. 

10. Product Placement - Bakeries, organic food shops, 
In order to ensure the company can effectively pursue a premium pricing strategy and that the position of the brand will remain consolidated, I have recommended that the product be placed in the following outlets:
· Bakeries
· Organic Food Shops
· Pharmacies
· Hospitals (recommended menus for special diets) 

11. Liaise with Voya Seaweed baths 
Early in this project, I spoke to the owner of Voya Seaweed baths regarding stocking the product here. At the time, he informed me that this was not possible due to regulations set by the HSE. I believe Danny should follow this up in an effort to stock the product in this outlet. 

12. Educate customers – promote USPs and inform them of nutritional info and benefits. Online tastings. Cookery demonstrations 

It is my view that customers need to be educated regarding the health benefits associated with this product. I believe a good way to do this is to utilise the company website via cookery demonstrations. Furthermore, the development of an information booklet for those on special diets will allow for better informed purchasing decisions.
13. Food Critic Reviews
I believe that once a nutritionist has proven the health claims associated with this product, it would be ideal for the company to source a food critic to review the product and write a national review. A positive review will help in marketing the product in the future. 
14. Penetrate the European Market 1st
It is the aim of Danny & his company to enter the US market within the next few years. In my view, the company will not have the resources necessary to do so thus I feel , after having completed the health statistics report that it makes sense to penetrate the EU market 1st. 
15. Develop Strategic Alliances
I believe that through developing strategic alliances with airlines for example, a route to internationalisation will be provided for the company. I envisage the product being sold in 1st class cabins of airlines as a luxury dessert. This ensures the position of the brand remains consolidated worldwide. 

















[bookmark: _Toc325437627]7.0 An Innovation Audit for Simply Natural Foods 

An Innovation Audit enables companies to identify simply whether or not they have an innovative organisation. There are four key steps involved in any innovation audit which are:
1. Searching
2. Selection
3. Implementing
4. Capturing
The following diagram illustrates these steps.
[image: http://www.thechemicalengineer.com/Images/innovation-funnel.png]

1. Searching
This involves scanning the external environment in order to identify changes. Change can come about as a result of competitive reaction, legislative forces or from discontinuous changes in relation to technology etc. Generally, change will occur as a result of a number of driving forces combined from which new opportunities will emerge. In the case of Simply Natural Foods, it is clear that the idea for their organic ice-cream product emerge as a result of changing tastes and preferences in the market and a shift in individuals towards pursuing a healthy lifestyle. Therefore, one can conclude that the innovation behind this product occurred due to changes in the market and the emergence of new opportunities. 

2. Selecting
This stage involves deciding on which idea to pursue. This is an important stage as innovation carries risk and thus companies must choose carefully the strategy they wish to pursue. A key consideration here is likely to be the level of “fit” the new idea has with the organisation. There are three key processes associated with this phase. The first one concerns the flow of possible market opportunities available to the company and technological opportunities. 
The second base involves reviewing the firm’s current distinctive competence (s). This is in relation to the firm’s current level of knowledge relating to a particular product or service etc. This knowledge can be found on the form of knowledge, people and processes within an organisation.
The third phase involves ensuring the chosen action fits with the overall business strategy. For example, it is not always recommended to move away from its current knowledge base and the areas where its existing competencies lie. 
In the case of Simply Natural Foods, a number of products had been identified as possible contenders for the Irish and foreign markets. After filtering through each one, the organic ice-cream product was chosen by the company to be the first product launched in the market. This was due to the increased preference for organic foods and healthy foods coupled the increase in dieting programmes, trends and products within this market segment.
From the outset, it was clear that the firms distinctive competence lies in the knowledge built up by food innovator & chef by trade Danny Coleman who has worked in the food industry. Therefore, it is clear that in this company, the core competence of the firm lies with its people (Danny Coleman)
The development of the organic ice-cream range does fit with the company’s current strategy which is to produce foods that nourish and delight. This product does nourish (benefits of the coconut oil have been discussed earlier in this report) and it is thought to delight due to the guilt-free element of the product. 
Moreover, this product fits the company core value of respect for the environment, our senses, and our bodies due to the perceived health benefits attached to the product and the the environmentally friendly packaging which will be used. 
3. Implementing
This element of the innovation audit concerns the method by which the company will make the chosen action (s) happen. It involves transforming ideas into actual realities, for example in the case of Simply Natural Foods; it was the development of their new organic ice-cream product. At the outset, there were high levels of uncertainty regarding competitor reactions and market demand etc. Therefore, strategic decisions were based on “best guesses”. As the product developed, more knowledge and information became available, partly from the research conducted by the research student and from conducting focus groups etc. As the product development, the concepts of problem-solving and brainstorming come into play in order to gain increased knowledge and to fine-tune the product concept. 
Finally, the concept will be finalised. There are three key processes involved in this element of the innovation audit. First, knowledge is acquired. This involves combining knowledge which already exists with new information sourced. This involves R&D and the knowledge exchange between internal sources within the firm. In relation to this company, this would have occurred between the nutritionist and the food innovator. The intention here is to document a first draft solution to the problem. The key decision here is whether or not the product in this case will continue to be developed or abandoned or revised etc. As the organic ice-cream product is new, the scope for creativity is wide. Although it is important to note that organic ice-cream already exists so this product can also be viewed as one which is making incremental adjustments to already established products. 
The second phase in the implementation phase concerns executing the project. The outputs of these prices are an innovative product ready for market launch. This is the stage that Simply Natural Foods is at currently. This phase involves building together an effective project team from a range of disciplinarians. In relation to this company, the food innovator did this. He hired a nutritionist, marketing expertise and R&D experts in the areas of food innovations.   At this point, costs and commitment are given to the product. Funding has been granted in the form of an innovation voucher from Enterprise Ireland to Simply Natural Foods.  This stage encompasses using the information collected from the target market in preparation to launch the final product. Communication across a range of functions at this point is essential. Danny has developed the team as outlined above as well as hid distributors and production team etc. 

4. Capture
This involves realising the innovation through commercialisation in the market. While this product is primarily a product innovation, it can to be viewed as a social innovation as it is going to change significantly people’s perceptions of foods and the way they behave around food. There is an issue here regarding the capturing of value which can be achieved through patenting. Danny has successfully patented his company name and website, and elements of the production of his product thus protecting against imitation.  Also, he has built up extensive tacit knowledge in relation to his product.  After successful product launch, the need for a new innovation cycle comes about and opportunities for learning and development occur. 
In the case of Simply Natural Foods, the product has not yet reached this stage. When it is commercialised, there are a number of products waiting to be developed once the company has the financial and other resources necessary for development and commercialisation. 

















8.0 [bookmark: _Toc325437628]Personal Reflection 

I felt as though I gained valuable experience in the foods and drinks industry in Ireland. In saying this, I felt that a timeframe of 6 days was too short to make any valuable contribution. In addition to this, I did not specialise in marketing in my undergraduate degree so my knowledge of this area is somewhat limited. As a result of Danny acquiring support via Enterprise Ireland, I feel as though I have a better informed knowledge of the finance and support available for start-up companies in Ireland. Furthermore, I feel that I did gain good knowledge of this company as a result of completing the marketing plan and from meeting with Danny and learning about the product. Finally, I hope to have made a contribution towards the launch of this product and towards its impending success both in Ireland and internationally. 













[bookmark: _Toc325437629]9.0 Conclusion
This product is viewed as a highly innovative product with potential for international success. It has a number of valuable unique selling points including containing no added sugar and being suitable for Coeliac and diabetics.  The owner of the company has employed highly skilled individuals in the field including a nutritionist and marketing companies specialised in the area of food marketing. 
It is envisaged that the selected marketing strategy is appropriate for ensuring success launch and growth of this product on an international stage despite the current global economic outlook. While there are a number of competitors in this market space, it is anticipated that the fact that this product Irish will help the company successfully within the Irish market before entering the UK and other markets. 





























[bookmark: _Toc325437630]10.0 References

1. Bessant, J & Tidd, J., 2009. Managing Innovation: Integrating Technological, Market and Organisational Change.  4th edition. England. John Wiley & Sons Ltd. (79-86)
2. Covin, G, Jeffrey, Kuratko, H, Michael, and Morris, H, Michael., 2008. Corporate Entrepreneurship & Innovation. Corporate Innovation. 2nd edition.  USA. Thomson Higher Education. 
Websites Used:
1. http://www.boojabooja.com/
2. http://www.coconutbliss.com/
3. http://www.tradingeconomics.com/
4. http://www.quickmba.com/
5. http://www.webcredible.co.uk/user-friendly-resources/web-usability/focus-groups.shtml
6. http://www.greenandblacks.com/uk/home.html
7. http://www.nhs.uk/Pages/HomePage.aspx
8. http://www.hse.ie/eng/
9. http://www.oecd.org/home/0,2987,en_2649_201185_1_1_1_1_1,00.html
10. http://www.cdc.gov/nchs/




























[bookmark: _Toc325437631]11.0 Appendices















[bookmark: _Toc325437632]11.1 Marketing Plan for Simply Natural Foods 




[image: ]



[image: ]

[bookmark: _Toc325390606]


Executive Summary 

This marketing plan has been prepared for the launch of Simply Natural Foods Organic Ice-cream in the Irish Market in September 2012. It details information on the company; Simply Natural Foods and the key employees and support team. It outlines the marketing challenge in addition to providing a situational analysis. 
The next sections discuss the current climate conditions in addition to providing an analysis of the competitive environment. Finally, the proposed marketing strategy is outlined in as well as the short-term and long-term projections for the product and company in the future.
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Introduction to Simply Natural Foods

	
Industry
	
Food Industry

	Core Business
	Development of health promoting superfoods

	Business Aim
	To create foods that appeal to all senses & are brimming with nutritional goodness

	Logo
	[image: ]

	Business Philosophy/Values
	RESPECT: 1. Environment
                 2. Our Bodies
                3. Our Senses

	
Mission Statement
	
Superfoods are the key to our products, the world is our source. Our mission is to bring health promoting ingredients to the public making them an easy addition to your everyday life.



	Motto
	Foods that nourish & delight

	The Team

                       Food Innovator:

Nutritionist:

Marketing: Bulls Eye Food Marketing  
      
Marketing Institute of Ireland:

Cyber Colloids
	                                       

Danny Coleman
    
Eleanor Winters
       
Connor Hyde
  
 

Eileen Healy


	
Suppliers

	
Musgrave Wholesalers – Brian O’Neill
Irelands Raw Kitchen 


	
Key Products
	
Guilt Free Indulgences Organic Ice-cream Range 
Pasta & Pasta Sauces
Salads & Salad Dressings
Sweets


[bookmark: _Toc325390608] 
The Challenge 

The company; Simply Natural Foods has five products within its product portfolio currently. These are:
· Ice-cream
· Sweets
· Pastas
· Pasta sauces
· Salad dressings
This report presents a detailed marketing plan concerning the company’s organic ice-cream range: Guilt Free Indulgences and therefore the other four named products named above are outside the scope of this marketing plan. 
Simply Natural Foods Guilt Free Indulgences Organic Ice-cream
Simply Natural Foods Ltd. is an innovative health food company whose mission is to bring health promoting superfoods to the public making them an easy addition to your everyday life. The company aims to create foods that appeal to all the senses and are brimming with nutritional goodness.  This product is made using coconut milk as a substitute to dairy milk. It contains no added sugar and it is suitable for coeliac’s and diabetics. 









Situation Analysis

Company Analysis
In 2009, Irish Chef Danny Coleman began work on developing an organic ice-cream product free from fat and dairy and also suitable for celiac and individuals with diabetics. In developing this product and forming his business: Simply Natural Foods core value is: 
RESPECT 
For our senses, our bodies and the environment. This is to be achieved via consuming nourishing food whose packaging is not damaging to the environment. The company’s mission is to produce foods that “nourish and delight”. 
Competitor Analysis
In terms of assessing the number of competitors in this market space, both direct competitors (defined in this context as companies who produce organic ice-cream) and indirect competitors (defined in this context as companies who produce and ice-cream). The following diagram gives a visual representation of Simply Natural Food’s direct competitors:

Below, an account is given regarding the markets Simply Natural Foods Ltd competitors operate in, the product (s) of each company, as well information concerning their key selling points and the distribution channels employed by each company to sell their product in the marketplace.
· Luna & Larry’s Coconut Bliss

	Product
	24 flavours of Coconut Bliss Ice-cream

	Place
	Organic food stores, grocery stores & supermarkets

	Key Selling Points 
	Soy free, Gluten free & suitable for vegans 

	Markets
	USA & Canada 




· Booja Booja

	Product
	5 flavours

	Place
	Organic food stores

	Key Selling Points 
	Dairy-free, gluten free, soy free, organic, mostly raw

	Markets
	UK, Northern Ireland & Rep. of Ireland




· Green and Blacks

	Product
	5 flavours

	Place
	UK & Ireland 

	Key Selling Points 
	Organic, ethically sourced

	Markets
	UK & Ireland 











Climate
The following section provides an overview of the current microenvironment within the Irish market. Furthermore, an analysis of the microenvironment is given using Porter’s 5 forces Model. 
PEST Analysis
Political 
Elected to office in 2011, the current government which is a collation government is led by Fine Gael, a right-winged political party who are pro-business. The minority party; Labour; is a left-wing political party. Despite various protests over recent political decisions made by the current government, it is likely that the political environment will remain stable over the next few years. 
Legislation has been proposed by the current government in relation to enforcing companies within the hospitality sector to display the calorie content of their menus. It is likely that if enacted, the same legislation could apply to all food products in the future. 
All companies involved in the production of food products in Ireland are required to adhere to the standards set by the Food Safety Authority of Ireland. 
Economic 
Inflation Rate
The inflation rate in a country concerns the general rise in prices measured against a standard level of purchasing power. As the chart below illustrates, the inflation rate in Ireland stood at 2.2% as of March 2012. 

[image: Ireland Inflation Rate]
Interest Rate
Given that Ireland is a member of the European Monetary Union which has control over the Euro, it has no control over the interest rate. The current interest rate stands at 1% as illustrated in the chart below. 
[image: Euro Area Interest Rate]
Unemployment Rate in Ireland 
The latest unemployment figures for Ireland according to the Central Statistics Office at 14.3%. This of course is as a result of the current recession in the Irish economy. This is represented graphically in the following chart:

[image: Ireland Unemployment Rate]

Both those in society employed and unemployed have experienced significant cuts to their income over the past few years due to the recession.  The impact of this is discussed in the following paragraph.
A survey conducted by the Irish League of Credit Unions published in April 2012 found that 47% of Irish households (1.5 million people) have just over €100 left at the end of each month, that is, after paying essential bills. Additional findings stated that 2/3 of Irish households have less disposable income in 2012 when compared with disposable income levels in 2012. While the survey did not mention anything directly relating to the Irish telecommunications industry, a finding of interest to the industry is surely the fact that those surveyed mentioned that they have switched cars in the last 12 months in an effort to save money. This highlights the fact that one of the primary drivers of consumer choice at present is price and that consumers are willing to switch to an alternative cheaper brand if necessary and available. 
Retail Sales in Ireland (Month-on-Month)
Figures released by the Central Statistics Office in relation to the volume of retail sales have shown that sales have decreased by 0.3% between January and February 2012.   The chart below displays the information.  

[image: Ireland Retail Sales]
It must be mentioned at this point that Value Added Tax (VAT) increased in Ireland in 2011 to 23%, an increase of 2%. 
Retail Sales in Ireland (Year-on-Year)
The illustration below conveys the level of retail sales year-on-year in Ireland from 2010-2012 (Q1). Retail sales for February 2012 have declined 1.9% when compared with February 2011. 
[image: Ireland Annual Retail Sales]
Consumer Confidence in Ireland 
Consumer confidence refers to the level of optimism that consumers have about the state of the economy and in relation to their own personal financial situations. When consumer confidence is high, consumers are likely to spend more on the purchase of products and services in an economy.  When consumer confidence is low in an economy, consumers have a tendency to save more rather than spending, therefore leading to the economy contracting. As the chart below illustrates, consumer confidence in Ireland, while rising, is generally low at present due to the current economic situation in the economy. 

[image: Ireland Consumer Confidence]
Corporation Tax in Ireland 
The current rate of corporation rate of tax in Ireland stands at 12.5%. Despite pressure from countries in the European Union such as Germany and France to increase this tax, it has not yet happened and is unlikely to do so in the coming months. 
Overall, the Irish economy is in a somewhat weak position at present. Inflation stands at 2.2%. Unemployment remains extremely high at 14.3% which is negatively impacting on retail sales in the country. In relation to consumer confidence: while it is improving, it still remains low. Despite the current adverse economic conditions in Ireland at present, it still remains a very attractive economy to do business in with one of the lowest rates of corporation tax in Europe of 12.5%. 
Sociological 

During what have been termed the “Celtic Tiger” years, people’s lifestyles in Ireland changed dramatically. People’s schedules suddenly became significantly busier than was previously the case.  Also, consumers have become more concerned with living and maintaining a healthy lifestyle and thus we have witnessed a dramatic increase in preferences for organic and wholesome foods. A possible driver of this attitude change may be the increasing and worrying levels of obesity in Ireland and Europe in recent years which has been previously discussed.  During this time the internet had begun to make an impact in society in terms of the ways in which people communicate and in relation to the ways in which consumers purchased goods and services.  
Figures published by the Organisation for Economic Co-operation and Development (OECD)  in 2009 conveyed that 66.7% of Irish households have access to the Internet, representing an increase of 24.7%  from 42% in 2005. As a result, consumer buying patterns changed. Many retail outlets across a range of industries developed online stores which enabled consumers to pay for goods and services online. Furthermore, people now use the internet as their primary source when searching for information relating to products and companies etc. 
Technological 
As discussed above, 66.7% of Irish households are now connected to the internet and therefore, increasing numbers of consumers are making purchases and sourcing information regarding product information via the internet.  Furthermore, due to the evolution of Smartphone’s, people usually download apps to keep up to date with information relating to companies and products etc. 
 Competitor Analysis – Porter’s Five Forces 

An account is given below of each of the five competitive forces as illustrated in the following diagram and the relative strength of each. 

[image: http://upload.wikimedia.org/wikipedia/commons/thumb/6/66/Porters_five_forces.PNG/250px-Porters_five_forces.PNG]
6. Existing Rivalry within the Industry
Two of the direct competitors: Green & Blacks and Booja Booja have established operations within the Irish markets and thus the level of competition from these is anticipated to be moderate-strong. As a result of these competitors operating within the Irish and UK markets, it can be assumed that their levels of customer loyalty are high thus posing a challenge for this company upon entering the market. In terms of indirect competitors, there is a vast number including Haagen Dazs, Ben & Jerrys, HB, Mars, Nestle and others. 
Overall, it is estimated that the level of existing rivalry within the market is moderate. This company is entering the market with a number of USPs. 
7. Bargaining Power of Suppliers
The level of bargaining power held by suppliers is thought to be strong. The primary reason for this is that this is a new company whose initial orders will be small and therefore it is not possible for the company to benefit for economies of scale and therefore demand lower production costs etc. Furthermore, the power held by the retailers will also be strong initially. This is as a result of a high mark-up been required by various stockists in order for them to stock the product. 
8. Bargaining Power of Buyers
As has been mentioned above, the existing firms in the market may have loyal customers who may be unwilling to switch due to the levels of uncertainty that comes with the launch of a new product. It is important to note however that switching costs within this industry are low and thus it is relatively easy for customers to switch brands. For those with special diets however, this may not be the case. There are few alternative brands within the market. For example, Kelkin and Juvela dominate this market space. Overall, the power held by buyers is regarded as moderate. 
9. Threat of New Entrants
Bearing in mind the level of research and development required to bring a product such as this to market, the threat of new entrants into the market is considered to be low at present. However, it is possible that existing competitors in the market; both direct and indirect may choose to diversify their existing ranges and enter this market space. Existing competitors could do this with relative ease as they possess the competences and resources necessary. It is important to note that due to the R&D required, this would take a considerable length of time. Overall, the threat of new entrants into the market is currently considered weak-moderate. 
10. Treat of Substitute Products
There are a number of potential substitute products in the marketplace including organic sweets, organic biscuits and organic cakes and pastries to name a few. Again, the switching costs involved here are low. Therefore, the threat of substitute products is regarded as high. 
 








SWOT Analysis

Strengths 
9.0 Industry Experience & Knowledge Networking 
The food innovator who has created this product is a chef by trade. Danny has gained extensive experience in this industry and therefore has a wide variety of useful networks and contacts which he utilise in the future whether it is via stocking the product in hotels etc. or gaining access to wholesalers and distributors in the industry. 
10.0 Current Positive Perception of Organic Foods – capitalise on sociological trends 
As has been discussed previously, Ireland has experienced a shift in terms of consumer attitudes towards healthy eating and a concern for well-being and fitness. This is a significant strength for this company in terms of marketing the product and its associated health benefits. 
11.0 Competitive Advantage in the Industry 
To date, there is only one other direct competitor within the market; Booja-Booja. This allows for this company to gain an extensive competitive advantage within the Irish market, particularly if the company promotes the fact that it is an indigenous Irish company. 
12.0 USP
Simply Natural Foods is the only existing company at present whose organic ice-cream contains no added sugar thus making it suitable for diabetics. This strength can be leveraged by the company within the market. 
13.0 Brand Name
The owner of this company has copyrighted the company name “Simply Natural Foods” and the registered the domain name www.simplynaturalfoods.ie . The name “Simply Natural Foods” enables the owner to engage in product extension and diversification by way of any product in the food industry. 
Weaknesses
3. Scarce financial resources 
This company has a lack of financial resources. The majority of financial support has been generated via external means.  External support to date includes Enterprise Ireland through the granting of innovation vouchers.  	
4. Limited organisational resources
This company has a lack of organisational and physical resources in addition to its lack of financial resources outlined above. The company does not own any machinery or buildings to operate a base from. To date, this company has been set-up in the Incubation Centre at GMIT. 
Opportunities
4. Premium pricing strategy 
Due to the positive perceptions among consumers in Ireland today concerning organic foods, an opportunity exists for the company to pursue a premium pricing strategy. It is important to note at this point that this will only be possible if the product is stocked in select outlets in order to ensure the position of the brand remains consolidated. 
5. Promote Irish brand as brand of choice 
As has been discussed earlier, there is limited direct competition within this market space. Therefore, an opportunity exists for the company to increase market share via leveraging the fact that this is an Irish brand. This is especially true in the current economic climate where a conscious effort is being made across a number of industries to encourage consumers to buy Irish products and support Irish jobs. 
6. Strategic Alliances with Companies
As an alternative to entering the US market within the medium-term, an opportunity has been identified for this company to develop strategic alliances with other companies. It is envisaged that alliances could be formed with airlines as this will provide a route to internationalisation.  This allows the times for the development of resources, competencies, capabilities, and the strengthening of financial resources prior to entering the US market. 


Threats 
3. Exposure to Economic Recession 
As mentioned previously, the current economic climate in Ireland is weak and highly uncertain. Consumer confidence is low therefore making it difficult to accurately predict and influence consumer decision-making processes. Furthermore, retail sales have to continue to fall in recent years and the levels of consumers disposable has fallen also. 
4. Potential of a hostile takeover 
It is possible that another existing firm within the industry may instigate a hostile takeover. The reason for this is that existing firms already possess the distribution channels, networks and customers within the market and have significantly more financial resources when compared with Simply Natural Foods. 

[bookmark: _Toc325390617]Market Segmentation 

Market segmentation can be divided into the following segments: geographical, behaviour, psychographic, and demographic. The following diagram illustrates this:

[image: ]

Geographic
Geographic segmentation is relevant with this product as the product will be first launched in the West of Ireland region.  Following on from this, the product will be dispersed out nationwide where the aim is to stock it in organic food stores, bakeries and pharmacies. The product will be due to enter into overseas markets such as the United Kingdom within the period of month 6 -12 months. The UK market has been chosen as a result of 44% of Irish food & drinks exports going to this market in addition to the high levels of obesity among the female population in the UK. 
It is anticipated that the EU market will be fully penetrated as a result of 34% of Irish exports going to the European market prior to considering entering the US market. 
Demographic 
· Age: Simply Natural foods aims to target the age group category of 34-50 year old both men and women that are found in the  Middle class of the social classes spectrum as they possess more disposable income
· Lifestyle: This product will be primarily aimed at individuals who are pursuing a health conscious lifestyle.  This is discusses further below. 
Psychographic
· Health conscious: As has been discussed earlier, the number of individuals pursuing a healthily lifestyle in Ireland has increased significantly in recent years. These individuals often possess a higher preference for organic foods. Bearing in mind that this product is made using organic ingredients, it is envisage that it will be targeted towards these individuals. 
· Special Dietary Requirements: This final segmentation involves targeting the product at individuals who have special diets. It is thought that those focused on will include coeliac disease, diabetics and individuals who cannot consumer dairy products. 



[bookmark: _Toc325390618]
Alternative Marketing Strategies

The initial marketing strategy selected for this product was as follows:
· Ireland:  national roll out of product to include stocking in supermarket chains via a multi-pack of six to target children
· UK: entering of the UK market via Harrods organic health food store in London 
· USA: proposed to enter the US market upon successful penetration of both the Irish & UK markets
[bookmark: _Toc325390619] Selected Marketing Strategy
After careful consideration, the following marketing strategy has been chosen to be pursued:
· West of Ireland: product launch and roll out
·  Penetration of the Irish Market: national roll-out of product
· UK:  entrance to this market via entering Harrods in London
· *Penetration of the EU market
· [bookmark: _Toc325390620]Consider entering US market in the medium-long term
 Product 
The brand name chosen for the product is “Guilt-free Indulgences”.  In order to ensure quality, a nutritionist has been employed to work with the product and to develop health claims which can be used in marketing the product. While the packaging details have not yet been finalised, it is envisaged that the love Irish food logo will be used; the health claims and benefits will be visible in addition to any celebrity endorsements given. 
Price

The following information gives a general breakdown of product costs, and final recommended retail price as per data available to date. This is likely to change slightly as the product enters the production stage and as sales increase thus enabling the company to benefit from economies of scale. 
· Food Cost €1.80
· 13.5% VAT
· 22.5% Mark-up for retail outlets 
· [bookmark: _GoBack]RRP €7.95 per pint 
This price is slightly above the industry average. 
[bookmark: _Toc325390622] Promotion 

It is envisaged that a number of methods will be employed in relation to promoting Guilt Free Indulgences. These include:
· Company Website
· Use of Social Media Networks such as Facebook
· Tastings with General Public 
· Celebrity Endorsement – Dr.Eva from Operation Transformation
· Viral Marketing Campaigns – upload to website
· Booklets – to educate special diet needs
· Cookery Demonstrations available on website
· Aligning company with local Autism charity in Galway  -PR
· Health Supplements Magazines – Health & living
· Initial launch of product – Galway Advertiser 

Place
The production of this product will be outsourced to a third party.  Logistical operations will also be outsourced to a third party.  The product will be delivered directly by the logistics company to retail stores including:
· Organic  & Health Food Stores
· Pharmacies
· Bakeries

[bookmark: _Toc325390624]8.0 Short & Long-Term Projections
The diagram below illustrates the stages of product development.  At present, Guilt-Free Indulgences organic ice-cream range is between stage three and four. While test products have been developed, work has not yet been finalised relating to packaging, branding and little attitudinal and opinion testing has been conducted.  Subsequently, it is not possible at this stage to outline sales projections, projected revenues and anticipated costs. As an alternative, the following section describes the short-term and long – term objectives for the product. 
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Short-term Objectives
· Lunch in the West of Ireland 
In months 0-6, the product will be launched within the West of Ireland in health food stores and organic shops, in addition to pharmacies and bakeries.
· Product to be rolled out nationally 
On successful completion of stocking the product in the stores mentioned above, it will then be gradually rolled nationally within the Irish market.
· Product Launch in the UK
It is expected that the product will be launched in the UK market in January 2013. 
Long-term Objectives 
· Stock product in supermarket chains
In order to target children, it has been proposed that an effective strategy to employ is to manufacture the product into a multi-pack of six 100g tubs. The product will be sold through supermarket chains such as Tesco and Dunnes Stores etc.  This is viewed as a he company as long-term objective for the company as it is necessary to achieve economies of scale in order for it to be financially viable to supply the product to stores such as Tesco. This allows both Simply Natural Foods and the grocery multiples to retain high profit margins on the product. 
· Launch the product in the USA 
· Development of Strategic Alliances with airlines – 1st class cabins & calorie and dieting websites
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 Conclusion 

This product is viewed as a highly innovative product with potential for international success. It has a number of valuable unique selling points including containing no added sugar and being suitable for Coeliac and diabetics.  The owner of the company has employed highly skilled individuals in the field including a nutritionist and marketing companies specialised in the area of food marketing. 
It is envisaged that the selected marketing strategy is appropriate for ensuring success launch and growth of this product on an international stage despite the current global economic outlook. While there are a number of competitors in this market space, it is anticipated that the fact that this product Irish will help the company successfully within the Irish market before entering the UK and other markets. 
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Coeliac, Obesity & Levels of Diabetes
Obesity Levels in Europe
Latest figures published by the Eurostat (the statistical office of the European Union conveyed that the obesity levels in Europe range from between 7.6% and 24.7%. The survey found that the following states have the lowest obesity levels among Females in the EU between 2008/2009


The survey found that the following states have the lowest obesity levels among males in the EU between 2008/2009


The UK, Malta, Latvia, and Estonia proved to have the highest obesity levels within the EU. The following charts give a breakdown of obesity levels between men and women in these countries.




Obesity in the UK 
Recent statistics published by the NHS IN their 2011-2012 report on obesity, physical activity and diet in England found the following:
· In 2009, ¼ of adults in the UK were classified as obese (22% of men & 24% of women)
· In 2009, 44% of men  & 33% of women were classified as overweight
· 3 out of every 10 boys & girls aged 2-15 were classified as obese & overweight (31% of boys & 28% of boys)
· Diet - Findings in 2008-2009 claimed that less saturated fat, Tran’s fats & less added sugar are being consumed in the UK with 10 years ago. 
Obesity Levels in the USA
The National Health & Nutrition Examination Survey 2009-2010 conducted in the USA found that:
· 1/3 of adults in the USA were obese in 2009-2010
· 17% of youths were obese in 2099-2010
· No changes were recorded in the prevalence of obesity among adults or children from 2007/2008 to 2009-2010
· Prevalence of obesity did not differ between men & women
· Adults over 60 found to be more likely to become obese than younger adults

Prevalence of Coeliac Disease
Coeliac disease is found to be the most common in Ireland with 1 in every 100 people diagnosed each year.  Statistics vary in the UK from 1 in every 100 to 1 in every 300, however according to the NHS; the disease affects 1 in every 100.  The disease is found to be most common within the 30-45 age groups (both men & women).
Diabetes in Ireland 
Research published in 2001 found:
· 1 in 3 Irish people have a family member with diabetes
· 1 in 5 Irish people have  a family member with diabetes
· 77% of Irish people know someone with the disease 
· An estimated 194,000 aged over 20 years people are expected to be diagnosed in Ireland with the disease by 2012
· This figure is expected to rise to 233,000 by 2030

Diabetes in the UK 
It is estimated that there is currently 2-3 million people in the UK living with diabetes. Over the past 30 years, there has been a three-fold increase in the number of children been diagnosed with diabetes.
Diabetes in the USA
An estimated 25.8 million children and adults in the USA have diabetes. This figure represents 8.3% of the population.  The following section gives a breakdown of the prevalence of the disease according to various age groups:
Under 20 years of age

215,000 or 0.26% of all people in this age group have diabetes

About 1 in every 400 children and adolescents has diabetes

Age 20 years or older

25.6 million Or 11.3% of all people in this age group have diabetes

Age 65 years or older

10.9 million Or 26.9% of all people in this age group have diabetes
Men

13.0 million Or 11.8% of all men aged 20 years or older have diabetes

Women

12.6 million Or 10.8% of all women aged 20 years or older have diabetes
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Philomena Sharkey
132 Gleann Na Ri 
Dublin Rd
Galway
Ireland 

Danny Coleman 
Simply Natural Foods
C/O Innovation Centre 
Galway-Mayo Institute of Technology
Dublin Rd
Galway
Ireland 

Dear Danny, 

I am writing this letter in relation to the recent six week work placement which I completed with you as part of my Master of Business in Strategy and Innovation Management in Galway-Mayo Institute of Technology. 

I would like to thank you sincerely for allowing me to work with you and your organic ice-cream product over the past six weeks. It offered me the opportunity to apply the theory I have learned in college over the past five years in a practical setting and to an actual business and product.

I hope the work I have completed for you: the marketing plan and competitor(s) profiles are of a satisfactory standard. I look forward to continuing to working with you over the next few months and contributing to a successful launch of this product within the Irish and UK markets. 

Finally, I wish you every success in the future. I thoroughly enjoyed the experience I gained from working with you over the past six weeks. 

Yours Sincerely, 

____________________
Philomena Sharkey 
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Week 1
I met with Danny this morning. He began by giving me some background information on the company and how it had developed to its current stage. Then he spoke to me about the intended target market(s) for the product.
He discussed the research brief that I was required to complete. The brief encompassed two elements. The first involved researching a number of companies (both producing organic ice-cream and others within the food and drinks industry): The companies I was required to research included: Booja Booja, Luna & Larry’s Coconut Bliss, Green & Blacks (all involved in the production of organic ice-cream) and Innocent Smoothies 
He explained to me that he would like me to research the methods by which these companies started up placing a particular emphasis on how they achieved growth with scarce financial resources. In relation to the competing companies named above, I was also required to focus on the marketing strategies employed, the markets these companies operate in, distribution methods and their pricing strategies for each tub size. 
At the end of our meeting, Danny agreed to send the brief on to me to later today which contained further information. 
Week 2
A meeting had been arranged with Danny, Eleanor (the nutritionist) and me. The objective of the meeting was to taste the product.  However, Danny had to cancel this morning and has agreed to reschedule the meeting to a day next week. This will be arranged via email over the coming days. Although I had not met with Danny this morning, as agreed, he has sent the research brief to me via email. Therefore, I will begin work on 

Week 3 
At this meeting, Danny discussed the platforms that would be suitable for marketing the organic ice-cream product online. We agreed that I would help him to develop a website in addition to setting up a Facebook page.  We decided to wait until the product is launched in September 2012 and that I would work on the development of the website within the scope of the six week work placement. 
Week 4
I worked off site this week. I completed the research on the companies requested. In addition to this, I began work on the marketing plan for the product. 
Week 5
I continued to work off site again this week. Danny had contacted me to request me to source figures from Ireland, the UK, and the USA in relation to obesity, diabetes, and celiacs. Furthermore, I continued to work on the marketing plan for the product. 
Week 6
Today, I finished my work placement with Danny. We met to discuss the recommendations I had made and to finalise details of the website. I will complete the website before my work placement presentation and I will send it onto Danny. Danny has informed me that he may be able to offer me work on a part-time basis until the product is launched. I enjoyed this placement and working with Danny and the products he has developed to date. (I know there is more to come!). The practical experience I gained here will no doubt enhance job opportunities in the future. 
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