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1. INTRODUCTION  

 
1.1. Motivation 

 

Catalonia has got a great culinary heritage, very diverse and with lots of quality 

products. Nothing could have been possible if we wouldn’t have the producers 

and the peasants that every day are taking care of the land, of the animals and 

from all their hard work they are able to prepare the products that we can enjoy 

every day.  

 

Solsonès is a Pre-Pyrenean region located between forests, fountains, rivers and 

growing fields, in a rural environment. In order to appreciate and to understand 

more about the green and the conventional production from Solsonès, I decided 

to do this research project.  

 

Besides this reason, I was interested to work a topic about economy, the 

marketing, and also realizing this project in English seemed to me a good idea 

because I would like to study International Business and Economics at Pompeu 

Fabra University. These studies are related to economy related to economy and 

also to managing a company and they are helf in English. I am really interested 

in studying this type of degree because, it would allow me to combine the 

subjects I like the most. 

  

1.2. Explanation of the research 

 

The project is formed by four main parts: “The Marketing”, “The consumer‘s 

behaviour”, “Marketing in Solsonès” and “The Marketing Plan”.  

 

The first part contains the most relevant components of the marketing’s theory. 

This aspect of the project is of great importance because knowing how this 
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“science” works in order to apply afterwards the most appropriate strategies to 

my own Marketing Plan is essential.  

 

“The consumer’s behaviour” is about all those features that must be taken into 

account whenever a strategy is applied in order to satisfy the clients and to 

increase the number of sales.  

 

The third part is the fieldwork that consists in interviews and surveys; these 

ones were made to get to know more about the producers and consumers from 

Solsonès. Also, this part could be the same as a small market research because 

in the forth part I will use lots of the information obtained in the previous parts.  

 

At last, I will put into action all what I have learned with the creation of an 

imaginary company that produces ecologic lambs and I will have to choose the 

strategies that fit better with my business.  

 

1.3. Aim and hypothesis  

 

As a main aim I would like to understand more about the job that is done by the 

producers of Solsonès because, according to data from 2008 from Departament 

d’Agricultura i Ramaderia, in our region the primary sector corresponds to the 

10,8% of the GDP. This means that the agriculture and the animal breeding in 

Solsonès still have quite big importance.  

 

As secondary objectives, I would like to: 

 Enhance my marketing knowledge.  

 Improve my English.  

 Enlarge my vocabulary of economic terms.  

 

The hypothesis that I would like to prove is that the producers from 

Solsonès use the marketing plan because it has got a great importance in 

aspects such as deciding how to do correct market segmentation, how to choose 

the best strategy and others.  
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1.4. Research project  

 

When I had to choose the topic of the research project I chose merchandising, 

an essential part of marketing. The idea was to study the merchandising and the 

way it is applied in the supermarkets and shops from Solsonès.  

 

I started interviewing the attendants of almost all supermarkets from Solsona – 

except some that I was not allowed to interview – but the more I was advancing 

the more problems showed up, for example, the supermarkets did not have a 

marketing manager that modifies the placement of the products or, sometimes, 

the products’ placement never is changed. This fact made me understand that I 

could not continue with this research project.  

 

After talking with my teacher, we decided to focus on the producers of Solsonès 

for the project and study how they use marketing in their businesses.  

 

After clarifying the topic, I started with the marketing theory in order to 

understand how it works. Then, I thought it is essential to know how is the 

consumer’s behaviour before choosing a strategy and that way, to identify easier 

their needs and be able to satisfy them better.  

 

The next step was interviewing those producers from Solsonès that besides 

producing, they also commercialize the products. To get to know more about the 

consumers I did surveys in the high school and in Solsona.  

 

At last, in order to practice what I have been learning, I did a marketing plan of 

a possible farm of lambs using marketing strategies, designing a logo and other 

features.   
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2. MARKETING 

 

2.1. A new name for an old practice  

 

Before deepening into the science of marketing, we should know its 

meaning. Marketing is an English term that has got several definitions, two of 

them of great relevance:  

 

“The marketing is the Art and Science of choosing target markets and 

getting, keeping and growing costumers through creating, delivering and 

communicating superior costumer value. “ 

        Philip Kotler1 

 

“Marketing is the activity, set of institutions, and processes for 

creating, communicating, delivering, and exchanging offerings that have 

value for customers, clients, partners, and society at large. “ 

                                                                American Marketing Association 2007 

 

 

 

2.2. Evolution of marketing  

 

Somehow, marketing is as old as the human civilization. We could affirm that 

the primitive marketing appeared simultaneously to the first human beings. 

First, this kind of marketing lay in exchanging products and afterwards, 

between some villages, come out the first markets.  

                                                 
1
 Philip Kotler. Economist and marketing specialist. It is considered as the father of the modern 

marketing.   
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But the concept of marketing that now we all know has developed during the 

Industrial Revolution among the XVIII and XIX century. This period of time 

was well-known for all the alterations generated by both science and technology 

innovations.  

 

Even though, marketing did not appear only for those reasons, it appeared 

because of the willing desire to know in detail the relationships and the 

behaviours that existed between the seller and the buyer. The study of 

marketing made aware the sellers that embracing some strategies and 

techniques they could significantly enhance their benefits because most of the 

companies used to follow the “sell as much as we can” philosophy.  

 

Although, since 1950, companies realised that the key to success and the right 

philosophy to follow was the one that understood the consumer’s needs: before 

starting any kind of process or before making any decision we should know the 

client and his wishes.  

 

Nowadays Internet, television, radio, etc. had brought marketing to a higher 

level. Due to these technologies, enterprises make aware the consumers of their 

products in an effective and better way. 

  

After this brief history of marketing, we should make some aspects: 

 

Marketing is a discipline which had started as an inward looking discipline – 

focussing on what the organisation produced. Now marketing is outward 

looking and that means that it brings an understanding of markets and of 

consumers into the organisation.  

 

 The marketing that we are familiar with today is, in fact, a very recent 

development and plenty of enterprises - especially small and medium 

enterprises – act as they are still in the period of production or sales orientation. 

Generally it is caused due to the absence of a good understanding of marketing.  
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Finally we should remember that marketing is a dynamic discipline which 

responds to changes in society, technology, economy and political pressure and 

that means that in ten years time marketing could be completely different from 

the one we now know.  

 

2.3. Marketing mix  

 

The marketing experts make use of some tools, and mixing and combining these 

tools they accomplish their main aims. That is why we understand the 

marketing mix as the selective use of these tools - used by enterprises - in order 

to implement the different marketing strategies and as a result, to  accomplish 

their previously set goals. Some possible marketing objectives could be 

increasing the number of clients, enhance our sales, make known new products, 

etc.  

 

Edmund Jerome McCarthy was the one who created the 4 P’s during the 20th 

century.  

 

1. Product 

 

The product is any good or any service that has got a value for the consumer 

since it satisfies some of his o her need and it is likely to be commercialized. The 

product is an essential aspect from the marketing’s policy because the enterprise 

can influence in the market through its product.  

 

1.1. The packing  

 

A basic part of the product is the packing. The product’s appearance is essential 

to get it sold and especially with products of high consume which are purchased 

on impulse. The packing sometimes is the only way to distinguish a product 

from a similar one.  
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The packing does several functions and the most prominent will be explained 

below.  

 Easy recognition. The product’s design must be personalized 

(shape, colours, etc.) and it has to be differentiated from the other 

ones. This way the consumer will recognise it easily.  

 Combination of continent and content. Often there are 

products that cannot be seen directly and the packing must provide all 

the information required through pictures, colours, letters… 

 Attractive and outstanding. The packing must have a fine mixture 

of shape and colours to be attractive for the consumer. This mixture 

will differ depending on the market segment that is addressed.  

 Protection and preservation. The packing has to adapt to the 

product, this means that each product requires a particular type of 

packing (vacuum packaging, can…) 

 Easy to open and comfort. It is important to establish devices 

which allow an easy opening and if it is a product of repetitive use it 

should guarantee an easy opening and closing.   

 Smooth the progress of the transport. It is essential that after 

the transport is done, the product must not have any defect.  

 

1.2. The brand  

 

The brand can be defined as a name, a term, a symbol, a design or the 

combination of all the previous elements, which attempt to identify the goods 

and the services of an enterprise and make them as different as possible from 

the competence. The brand has to be protected by the law in order not to be 

used by another enterprise.  

 

The brand has got a fundamental role; it’s the name and the image which is used 

to identify the product. For the consumer it provides information about the 

product in aspects such as quality, guarantee… 
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Usually, the brand is reflected through a logo and a graphic. The previous two 

elements form what is called the anagram and this one sometimes goes with a 

slogan.  

 

 

From the marketing’s viewpoint, the brand is a commercial tool that, if it is used 

properly, can generate lots of advantages for the enterprise. 
 

Generally, it’s worthwhile that the name of the brand includes some features:  

 Brief, simple and easy to pronounce in every language 

 Easy to be read and pleasant to the hearing  

 Easily memorized  

 Adjustable to the packing  

 Easy to associate with the product 

 Different from other brand names  

 Suggestive and, if possible, showing the product’s best qualities. 

Depending on the brand, enterprises can execute different brand 

strategies. Hereafter some of the most relevant will be explained.  

 Single brand strategy. Consists in assigning the same brand to all the 

products. This strategy is also called the umbrella brand.  

As a positive matter, the promotional charges are reduced when a new product 

is released in the market. The biggest inconvenient is related to the failure of a 

particular product and that failure can affect the status of the enterprise.  

 Multibrand strategy. In this case, the enterprise uses more than one 

brand. This strategy can be divided in three aspects:  

GRAPHIC 

Picture number 2. 
http://www.free-

extras.com/search/1/nike.htm 
Represents Nike’s graphic 

LOGO  

Picture number 1 
http://wvwp.org/FosterL

ake/index.html 
Represents Nike’s logo 

ANAGRAM 

Picture number 3. 
http://wvwp.org/FosterL

ake/index.html 

Represents Nike’s 
anagram 

 

SLOGAN 

Picture number 4. 
http://onlymissm.wordpress.

com/2012/04/11/nike-
fuelband-and-oman-in-their-

video-we-like/ 
Represents Nike’s slogan. 

http://www.free-extras.com/search/1/nike.htm
http://www.free-extras.com/search/1/nike.htm
http://wvwp.org/FosterLake/index.html
http://wvwp.org/FosterLake/index.html
http://wvwp.org/FosterLake/index.html
http://wvwp.org/FosterLake/index.html
http://onlymissm.wordpress.com/2012/04/11/nike-fuelband-and-oman-in-their-video-we-like/
http://onlymissm.wordpress.com/2012/04/11/nike-fuelband-and-oman-in-their-video-we-like/
http://onlymissm.wordpress.com/2012/04/11/nike-fuelband-and-oman-in-their-video-we-like/
http://onlymissm.wordpress.com/2012/04/11/nike-fuelband-and-oman-in-their-video-we-like/
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o Individual brand strategy. It consists in assigning different brands 

to the different products which are being commercialized by the 

enterprise.  

o Brand strategy by product line. This strategy uses the same name 

for all the related products.  

o Second brand strategy. It used by the enterprises which already 

own a main brand, a famous one, and another brands of low cost 

for a different type of consumer.  

These second brands do not dispose of a budget in order to 

advertise them.  

 

 Private label strategy. Those brands which are manufactured by a 

specific industrialist and are offered to the consumer under the name or 

the brand of the distributor. These brands are also called private brands. 

Usually we find private brands in hypermarkets.  

 Brand alliances. Sometimes, several enterprises bind in order to 

manufacture or commercialize a new product. When this happens the 

enterprises create together a new brand. This kind of association is also 

called joint venture.  

 Vertical brands. There are enterprises that feature of specific shops 

where only their products are being commercialized.  

 

1.3. The product’s life cycle.  

 

The product’s life cycle can be matched up to the 

human beings life cycle: they get born, they grow 

up, they mature and finally they die. Even though, 

this model cannot be applied to any product 

because most of them, for example the food, 

cannot arrive at the decline phase (death) 

because they are frequently used.  

 

 

Picture number 5. Represents the 
product’s life cycle. 
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 Introduction. The product is released in the market. The sales 

increase slowly because this is a new product and just few consumers 

know it.  

 Development. The product is being recognized and the sales grow 

quickly. New competitors show up.  

 Maturity. Sales become stable and now we can increase the number of 

consumers and we can also gain market share to the competitors.  

 Decline. The sales decrease radically. The enterprise must decide 

between stopping to commercialize the product or looking for new 

uses.  

 

2. Price   

It is the monetary value that we assign to our product and it is probably the 

matter that controls the sales. The price is a significant element from the 

marketing’s policy so the enterprise will set it depending on theirs goals.  

 

Price is the marketing’s variable that has got a greater influence on the 

consumer’s decision and that’s the reason why before setting a price we must 

previously do a study.  

 

Enterprises can apply different strategies when setting the price:  

 Promotional prices. It aids the product’s sale at a given time in order 

to gain new consumers.  

 Breakthrough prices. Low prices that have as an objective to 

stimulate the release of a new product in the market.  

 Skimming prices. High prices that are set in order to obtain quick 

profits at gaining the competence cost.   

 Psychological prices. Sometimes, consumers are sensitive to aspects 

like the number of figures of the price, the figure of the tens, among 

others.  

 Discounts. Price reduction sometimes offered.   

 Discrimination prices. The enterprise sets different prices depending 

on the consumer (place of residence, large families, etc.) 
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 Prestigious prices. High prices are set because the consumer often 

doubts about his o her choice and a better quality is assigned to the 

expensive product.  

   

3. Promotion  

It consists in communicating, in making the existence of a product and its 

features known in order to stimulate the consumer to buy it and then, if 

possible, to retain them.  

 

The promotion is used to inform about the traits and the attributes of the 

products. An enterprise can make use of the following strategies to achieve its 

goals: advertising, public relations (PR)2, personal selling, merchandising, 

loyalty and sales promotion. On the following lines two of the most 

representative strategies, advertising and merchandising, will be briefly 

explained.  

 

ADVERTISING  

Advertising is the action of broadcasting a message using the mass media - 

radio, newspapers, television, Internet, etc. - . The main aim of advertising is to 

influence on the consumer’s behaviour.  

 

The main objectives of advertising are:  

1. Stand out. The consumer must know which the message of the 

advert is.  

2. Arouse interest. The advert has to stimulate and to maintain the 

consumer’s interest.  

3. Look for a desire. Marketing’s main aim is satisfying the 

consumer’s needs. To satisfy a necessity with a product first we have 

to create the desire of having it. The advertisement must cause a new 

feeling of desire and this feeling will change in demand.  

4. Achieving the action. This is the hardest part and the most 

important one from the advertising. If all the previous steps have been 

                                                 
2
 Public Relations. Activities done by a company such as charities, in order to gain the client’s respect and 

appreciation.  
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accomplished with success, the advert will cause the expected effect: 

the sale.    

 

The advert must influence the consumer successfully and that is why it should 

accomplish some aspects:  

 Credibility. Although the advertising’s objective is the consumer’s 

motivation to buy something, the message has to be real.  

 Clearness. The adverts try to influence a large number of people so 

the message has to be simple and easy to understand. If a product is 

addressed to a public in particular, the advertising can be a bit more 

complex.  

 Originality. The advertisement has to draw the consumer’s 

attention and to awake his or her curiosity. Gaining more consumers 

can be possible just being innovative.  

 Opportunity. There are moments and places where the 

advertisement of a product can achieve the best results.  

 Reiteration. If we want to enhance the effectiveness of the message 

it has to be often repeated. This way we assure that the consumers 

will remember the advert.  

 

Nowadays the most widely used media to reach more people are television, 

radio, Internet, newspapers, billboards and others.  

 

The advertisement is a service that has to be done by experts either from the 

same enterprise or hiring a private company.  

 

MERCHANDISING  

 

Merchandising can be defined as a set of techniques used on the selling point to 

market the product. The selling point is understood as the place where the 

purchase is being done.  

 

In order to stimulate the purchase, two essential elements are the brand and the 

display but there are more others: the product’s location in the shop (lightning, 
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proximity to other products…), special offers, etc. Merchandising becomes a 

selling philosophy where colour, posters, display, etc. can make two shops at 

first sight similar but with different economic performance.   

 

The merchandising technique uses some specific means to achieve the business 

goals and the most important are:  

 

 Use of posters. They can have different sizes and shapes and they can 

be used to make know an offer, a new product, etc.  

 Product’s location. The central hall is the most transited and the 

products placed there are the most purchased. The areas near the cash 

register are also effective because is the place where costumers have to 

wait at the queue. The costumers will see first the products placed on the 

eye zone.  

 Lots of products. If it is a product of fast expiration it is convenient to 

have plenty of those products because if not, the costumer could think 

that those are the last one is the store.  

 Decoration. In merchandising, the decoration does not have to be 

permanent; it has to be changed constantly.  

 Use of music. It could convenient the use of music in departments such 

as teenage fashion but a different type of music in baby and toddler’s 

department or food department.   

 

The list of techniques could be much longer and the ones mentioned above are 

just a small sample in order to understand what merchandising is.  

 

4. Placement  

 

The placement is the marketing’s variable that relates the production with the 

consumption and has got, as a goal, placing the right amount of product, in the 

right place, at the right moment, in order to fulfil the consumer’s needs.  

 

The activities related to the placement can be separated in three:  
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1) Transport. It consists in deciding which mean of transport is the most 

suitable, the size of the lot and the periodicity of the transport. 

2) Storage. When the product is done it can go to the different stores. The 

correct management of the stock can minimize the costs.  

3) Information and counselling to the client. It is an important 

phase because when we release a new product, if we are in touch with 

the clients, we can give details about the most relevant attributes of our 

product.  

 

The placement can be realized through different channels used to transport the 

product from the producer until the consumer.  

 We talk about direct channel when the producer arrives until the client.  

 

 

 

 We talk about external channel when the delivery is not done by the 

producer but by another company. In this case, the transportation itself 

becomes a different business. There are two possible channels 

depending on the number of intermediaries:  

 

Short channel 

 

 

 

Long channel  

 

 

 

 

 

 

 

PRODUCER CONSUMER 

PRODUCER RETAILER CONSUMER 

PRODUCER WHOLESALER RETAILER CONSUMER 
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2.4. Criticism of marketing mix  

 

The marketing mix theory has been criticised because now, experts believe that 

the marketing should focus on the client because the 4 P have an inward looking 

discipline – focussing in what the organisation produce. That’s why, in 1990, 

Robert F. Lauterborn3 replaced the 4 P’s for the 4 C’s. 

 

The Product becomes the Client: 

Nowadays, having a product and selling it it’s not enough. Now, the product or 

the service that the clients request must be developed. At the present time the 

clients are better informed and they are more selective.  

 

The Price becomes the Cost: 

Now it’s not only important setting a good price; what is really important is to 

offer a less purchase cost for the client.  

 

 

The Promotion becomes the Communication: 

Nowadays the clients are better informed and they don’t believe easily what the 

commercials say. Now they __question__ the advertisements and the solution 

is to take advantage of all communication devices and let the clients know about 

our products and their qualities.  

 

The Placement becomes Convenience:  

The spot where we place the product is where the client will buy it. Facilitating 

the purchase (through the Internet, the phone, etc.), allowing different ways of 

payment, the home delivery, etc. there are some methods that make shopping 

more convenient for the client. Everything that helps saving time, reducing the 

stress and generally everything that makes easier the shopping, now it’s taken 

into account.  

 

 

                                                 
3
 Robert F. Lauterborn. Professor of Advertising in the School of Journalism and Mass 

Communication at University of North Carolina at Chapel Hill.  



Marqueting research in Solsonès 

 
18 

2.5. Marketing strategies  

If a company wants to achieve their business goals, it is necessary to set 

some possible strategies and to choose the most appropriate. Aldo, the company 

must be aware of all the possible changes and modifications that can show up 

when choosing the strategies. Next, the most frequently used strategies will be 

briefly explained.  

 

 

2.5.1. Strategies related to the competition  

The strategies related to the competition are the ones related to the 

company’s position in the market and can be differentiated between Market 

Leader, Market Challenger, Market Follower and Market Niche.  

 Market Leader. The company is the leader in the market. In that 

case, if the company wants to maintain its position, can enhance the 

number of costumers, can give better promotions and offers, can 

expand the market share, etc.  

 Market Challenger. The company has a secondary position in the 

market but wants to increase its participation at gaining the 

competence cost.  

 Market Follower. The company follows the leader offering similar 

products but at a lower price and quality.  

 Market Niche. The company focuses on segments from the market 

that the leader is not interested in because of its lower economic 

performance.  

 

2.5.2. Generic strategies  

According to Michael Porter4, the generic strategies can be distinguished 

between: Cost Leadership Strategy, Differentiation Strategy and Focus Strategy.  

 

Cost Leadership Strategy 

                                                 
4
 Michael Porter. University Professor at Harvard Business School. He is a leading authority on company 

strategy and the competitiveness of nations and regions.  
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This strategy involves being the leader in terms of cost in the market or 

industry. There are two main ways of achieving competitive advantage using the 

Cost Leadership Strategy: increasing profits by reducing costs or increasing 

market share5 through charging lower prices.  

 

 

Differentiation Strategy 

Differentiation involves making the product or the service different from the 

competitors and that way it will be more attractive to the costumers. In order to 

achieve this differentiation, the company must be innovative and must be able 

to offer a high quality product or service.  

 

Focus Strategy 

The company concentrates on particular niche markets. Once chosen the niche 

market, the company has to decide if its strategy will be Cost-Focus or 

Differentiation-Focus.   

 

2.5.3. Loyalty strategies  

The main aim of the Loyalty strategies is to keep the client using different types 

of stimulus and that way, the consumer will repeat the purchase.  

 

Mainly, what makes more loyal a costumer is offering the product or the service 

that expects; even though, there are several strategies such as  offering 

promotions, coupons, raffles, prizes, toys, etc.  

 

 

2.6. Marketing innovation  

 

2.6.1. Internet and New Technologies  

The business world is changing dramatically. Internet has settled new dynamics 

between the companies – client relationship. Furthermore, new marketing 

                                                 
5
 Market share. Is the percentage of a market (defined in terms of either units or revenue) accounted for 

by a specific entity.  
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digital tools have been developed and sales are more successful. Only in Spain 

60% of the population surfs the net daily. 6 The client has changed and he/she 

owns much more information which allows increasing the power of decision. All 

the enterprises that would like to remain in the business must join their 

marketing strategies in the online – offline world. 

 

Often it is thought that Internet has radically changed marketing. But is it so? If 

we analyze it in depth, we become aware that marketing has experienced an 

evolution.  

 

In present time Internet is able to improve the benefits of an enterprise, they 

can gain more clients, they can discover new business opportunities or they can 

learn more about our competitors. All these items mentioned have pointed out 

that nowadays the presence of our enterprises on the Internet is essential.  

 

Enterprises can enhance different aspects throughout the Internet and these are 

the following:  

1. Make the business known. Internet is a great aide in a matter of 

advertisement.  

2. Know our clients better. The webpage of an enterprise is the best way 

to communicate to the clients. Besides showing the different available 

products or services, it makes the communication between enterprise 

and client possible.  

3. Clients’ loyalty. When an enterprise knows how to take advantage of all 

the information given by the people who visit their webpage, the 

enterprise will be able to offer better services and products.  

4. Market research. There are lots of services on Internet which can help 

the entrepreneur to choose his offer better.  A possible example could be 

the online polls that provide results in an easier and much better way 

than the traditional ones. 

 

 

                                                 
6
 http://www.regio7.cat/economia/2011/01/04/acostumant-vestir-roba-barata-portar-bossa-

vuitton/121251.html 

http://www.regio7.cat/economia/2011/01/04/acostumant-vestir-roba-barata-portar-bossa-vuitton/121251.html
http://www.regio7.cat/economia/2011/01/04/acostumant-vestir-roba-barata-portar-bossa-vuitton/121251.html
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2.6.2. What e–marketing is? 
 
E–marketing means using digital technologies such as websites, mobile devices 

and social networking in order to reach all possible clients, make the 

enterprise’s brand known and sell the goods or the services. These technologies 

can be used cheaply and effectively by any kind of business regardless its size.  

 

Despite the new designation, the basics of marketing remain the same – 

creating a strategy to deliver the right messages to the right people. The most 

significant difference between marketing and e-marketing is that the last one is 

more flexible and cost-effective and it is more appropriate to small businesses.    

 

Some of the multiple possibilities e-marketing can offer are:  

 A company can distribute via Internet. For example: Amazon.com 

 A company can use the Internet as a way of building and maintaining a 

costumer relationship 

 Money transactions can be done online 

 Internet can be used for advertising  

 

2.6.3. The benefits of e-marketing  

E-marketing gives businesses of any size access to the mass market at an 

affordable price and, unlike TV or print advertising, it allows truly personalised 

marketing. Specific benefits of e-marketing include:  

 Global reach. A websites allows companies to find new markets and 

trade globally for only a small investment.  

 Lower cost. A properly planned and effectively e-marketing campaign 

can reach the right costumers at a much lower cost than traditional 

marketing methods.  

 Measurable results. Web analytics and other online metric tools are 

able to establish how effective an e-marketing campaign has been 

providing detailed information about how the costumer uses the website 

or respond to the advertising.  

 Personalisation. The costumer’s profile can be more and more refined 

and companies can greet them with targeted offers depending on the 
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purchase of the costumer or depending on the kind of products or 

services the clients has been interested in, thanks to e-marketing,  

 Openness. By having a social media presence and managing it carefully, 

enterprises can build costumer loyalty and create a reputation for being 

easy to engage with.  

 Easy purchase. If companies have got a website then costumers are 

only a few clicks away from completing a purchase.  

 

Together, all of these aspects of e-marketing have the potential to add up to 

more sales.  

 

2.6.4. Building relationships with costumers 

A website provides an ongoing point of contact with costumers and can be a 

useful way of collecting information for e-marketing purposes and for building 

successful relationships with them. Some of the main aspects to achieve a high-

quality relationship with the costumer will be explained on the following lines.  

 

PROVIDE ENGAGING CONTENT   

The information provided about the business has to be as engaging as possible. 

Increasing the interest and value of the website will encourage visitors to come 

back. Offering online discounts to the products or services is a way to add value 

to the website.  

 

 

ANSWERING FREQUENTLY ASKED QUESTIONS   

Answering the frequently asked questions costumers ask on the website shows 

that the company is ready to help. It may also bring some extra advantages to 

the enterprise such as saving time and money by reducing the number of phone 

queries.  

 

ASKING VISITORS TO REGISTER  

Asking visitor to register is a good way to gain more possible clients. But asking 

people to register straight away may put them off because usually most people 
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will not sign up unless there is an incentive for doing so - special offers or access 

to further information.  

  

COSTUMER RELATIONSHIP MANAGEMENT 

Many businesses invest in a costumer relationship management – CRM – 

system to improve their costumer services. The CRM system brings information 

like costumer data, marketing data, future trends, etc, together with the aim of 

identifying new sales opportunities or offering personalised services and deals.  

  

A CRM system is also a very effective way of handling costumer’s complaints 

and can have a tremendous effect on the company’s reputation.  

 

 
3. CONSUMER BEHAVIOUR 

 

3.1. What is consumer behaviour?  

 

It is the study of the behaviour shown by the consumers when looking, 

buying, using and evaluating the products or the services that might satisfy their 

needs. The consumer’s behaviour is just another discipline from marketing and 

it can be summed up with two questions: why and how the consumers buy.   

 

The study of the consumer’s behaviour is done in order to explain globally the 

process of every purchase decision. In addition, it is also done to anticipate and 

control the consumer’s decisions.  

 

This kind of study started when marketers understood that consumers don’t act 

or react as they expected according to the strategy applied. During the 50s, 

when marketing evolved, it was discovered that it was possible to sell easily 

more products if the companies produced just those products that previously 

were established that would be purchased by the consumers.  
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Studying the consumer’s behaviour has got different utilities but two of the most 

important are:  

 

 To do better marketing campaigns. For example, if it is know that 

consumers are more receptive to food adverts when they are hungry, the 

food advert could be done at snack time.  

 To be better consumers. For example, if we want to buy a 2L detergent 

bottle we should buy less than two bottles of 1L. However, it is not 

always like this but, if the consumers are informed before purchasing the 

product, they will know if it is a bargain or not.  

 

3.2. Human behaviour and needs 

 

Discovering, knowing and understanding the consumer’s behaviour is an 

essential need if we want to create an appealing message. Most of the 

advertising campaigns offer products and services and that’s why the 

consumption is studied so much. But, why do we buy?  

 

This question has been studied not only from the marketing’s or the 

advertisement’s view but it has also been studied from the psychology, 

sociology, anthropology, economy and history’s view. The different answers are 

focused from the different viewpoints and it seems difficult to find one 

explanation able to satisfy everybody.  

 

Even though, a universal answer has been 

found and it is that the human behaviour is 

the answer to all needs. When a person is 

aware that he/she has not got everything 

he/she needs, there is a power that 

motivates that person to do all the 

necessary effort in order to achieve that 

missing thing.  

 

Picture number 6. Own creation. 
Represents the pyramid of Maslow.  
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Several authors have differentiated the human needs but the most common 

classification is:   

 Biological needs. The basic needs for the survival of the person.  

 Social needs. Those essential needs for the human development.  

 

The American psychologist Abraham Maslow designed a pyramid where the 

previously mentioned needs are organized in hierarchy order and that way, 

when a need is satisfied, he/she would want to satisfy the next one and so on. 

Maslow’s pyramid consists of 5 different levels that explain out behaviour:  

 

 Physiological needs. Food, breathing, sleep… 

 Safety needs. Security of employment, health, body… 

 Love and belonging. Friendship, family… 

 Esteem. Self-esteem, confidence, respect of others… 

 Self-actualization.  Morality, lack of prejudice, creativity… 

 

In order to understand the influence of the advertising in the people’s 

behaviour, it is important doing a second classification.  

 Absolute needs. Independent needs from the other people close or not 

to us.  

 Relative needs. Needs that are created to make people feel better than 

others.  

The absolute needs are limited because they decrease when are satisfied. But, 

the relative needs are insatiable. The willing desire of showing off in front of 

other society members creates more relative needs that are changing and 

unlimited.  

 

3.3. External influences 

 

Sometimes, the study of the consumer’s behaviour can be quite complex 

because of the different existing variables and the influence each one can make. 

The most significant external variables are:  
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 1. Culture and subculture  

Culture includes all knowledge, beliefs, art, moral standards, laws, costumes 

and any other ability or tradition acquired by the human being as a member of 

the society.   

 

Culture has got several features: 

 It is comprehensive because each and every element must fit logically.  

 Culture is learned and is not necessary to be born with it.  

 Culture is expressed into the permitted boundaries of the behaviour. If 

those limits are not respected, penalties can be applied.   

 Culture can change quickly depending on the society’s acceptance.  

 

The subculture is all the subdivisions of a particular culture that has got its own 

values, traditions and other behaviour methods and it can be distinguished from 

other subdivisions. These specific features are often very important to get to 

know the costumer and to choose the correct marketing strategy.  

 

 2. Social segmentation 

Social segmentation can be understood as a process in which the members of 

the society are classified according to their social status. The result of this 

process is a hierarchy known as social class. 

 

The people that belong to the same social class usually share similar beliefs, 

values and behaviour. The values and the desires from every social class have a 

big influence on the consumers – it affects the house choice, the life style, the 

places where they shop, etc.  

 

 3. Social class 

 

A social group or social class can be understood as an ensemble of people that 

have things in common and together do a wide variety of tasks.  
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The social class is a useful feature because it can provide lots of information 

about the purchase decision. A person with a high purchasing power will be 

interested in buying products that confirm his or her status.  

 

Nowadays, because of the crisis, things have taken 180º turn. During the 

property bubble, the life style of the lower middle class was unsurpassable: 

people could own a fine car, buy a house, travel to places that some years ago 

were unthinkable, etc. But, nothing of that was real and at present time, people 

miss all that luxuries and this is how the low cost society has come out.  

 

The low cost society is a new trend where consumers spend lots of money on 

some specific brand products like clothing and then, they look up for private 

label products7 like food. This new concept is called lowxury or low cost luxury. 

The purchasing power of the middle class has been reduced by 80% but, even 

though, people are not prepared to give up the luxury products.  

 

Despite the crisis and now the lower economic power, the sales of luxury brands 

and private label products are increasing.   

 

 4. Family 

The family’s influence on the purchase decision is another aspect of great 

interest in the consumer’s behaviour. Sometimes, the family can persuade other 

members to do something or it also can be that the family has a very strong 

relationship and they make together all the decisions. 

 

Another feature of the family’s influence on the consumer’s behaviour is the 

family life cycle. Being a young couple, single or divorcee can change a lot the 

purchasing decision.  

 

 

 

 

                                                 
7
 Private label products. A brand placed on products that a large manufacturer has created for a smaller 

retailer.  
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3.4. Decision-making process  

 

When a consumer has to purchase something is because he or she has spotted a 

new need or a problem. Recognising the reason of the purchase is a complex job 

because usually the answer is known only by the consumer.  

 

The consumer goes through five steps – need recognition, information search, 

evaluation of alternatives, purchase and post-purchase evaluation – whenever 

does a purchase but, when it is about the diary consumption, some of the 

previous steps are skipped. For example, when somebody wants to buy his or 

her regular tooth paste, he or she will recognise immediately the need and 

he/she will buy it skipping the information research and the evaluation of 

alternatives.   

 

1.  Need Recognition

The decision-making process starts with recognising a need or a problem. This 

need can be caused by an internal stimulus – thirst, hunger, etc. – and due to 

consumer’s experience, he or she will know how to satisfy the need.  

 

The need can also be caused by an external stimulus: passing by a bakery and 

smelling the fresh bread can stimulate the hunger or, seeing an advert of a trip 

to the Canary Islands can make people to want to go there.  

 

 2. Information Search 

Usually, if the consumer’s need is strong and immediate and the product or the 

service is near, the consumer will not look for information, he will just make the 

purchase. It not, the consumer can ask for information from different sources:  

 Private sources: family, friends, neighbours, acquaintances, etc.  

 Commercial sources: adverts, billboards, salesmen, etc.  

 Public sources : mass media 

 Experimental sources: testing the product, reviewing it, etc.  
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The influence of these sources depends on the type of consumer and on the 

product. Generally, the consumer receives more information about products 

and services from the commercial sources but it doesn’t mean that it is the most 

successful. The personal sources are the most efficient and the ones that have 

more power over the consumer.  

 

 3. Evaluation of Alternatives  

In the decision-making process show up multiple choices and the consumer 

must evaluate them depending on the need, the emergency of this need and the 

attributes of those different choices.  

 

The consumer will analyse the attributes of the different products in order to 

choose the best product to satisfy his or her need. Depending on the consumer 

and on his/her need, some of the product’s attributes will have more importance 

than others. For example, if somebody is willing to buy a camera can give more 

weight on the price and, another person who wants to buy the same product can 

give more importance to the image quality.  

 

Another feature that the consumer may take into account when he or she will 

evaluate the product will be the general opinion about the different available 

brands and which attributes define those brands.  

 4. Purchase 

Before deciding the final purchase there is another step called the purchase 

intention that sometimes can agree with the final purchase and sometimes it 

doesn’t agree.  

 

A first agent that influence can influence the purchase decision is the attitude of 

people that surround the consumer. For example, if somebody wants to buy a 

mobile phone and her husband thinks that the best option would be a cheap 

one, there are few possibilities to purchase an expensive mobile phone.  

 

Another relevant agent whenever a purchase is going to be done is the brand 

that is regularly bought. If this brand has been satisfactory, it is possible to be 

purchased again because the risk of not being pleased is low.  
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 5. Post-Purchase Evaluation  

The job of a marketer doesn’t finish when the product is bought. After the 

purchase of a product or a service, the consumer will be pleased of deceived. 

But, which factor determines it? The answer is found in the relation between the 

consumers’ expectances and the performance of the product or the service.  

 

Consumers create his or her expectances according to the message that is given 

about the product. If the salesman exaggerates the product’s qualities, the 

consumer will be deceives because he/she will not obtain what he or she 

wanted. So, creating false expectations can have negative consequences such as 

losing clients.    

 

But, why is so important pleasing the consumer’s needs? Satisfying the 

costumers has got a great relevance because the sales of a company come from 

the new costumers and the regular costumers. Usually, it is more difficult 

having new costumers but, if the regular ones are pleased with the product 

offered by the company, they will talk about the advantages of the product and 

more people will get interested in it.  Marketers should always try to satisfy their 

clients. For example, Toyota sends a message of phones the new car owners’ 

congratulating them for the purchase. 8 

 

3.5. Green consumer  

The green consumer, compared with other consumers, presents some specific 

features that are relevant when looking for commercial solutions that fit with 

their requirements.   

 

It is difficult to know the profile or the sketch of the green consumer but, thanks 

to several studies that have been done, nowadays there is a general model of the 

behaviour of this special consumer.  

 

                                                 
8
 The Principles of Marketing, Philip Kotler, Gary Armstrong, John Saounders, Veronica Wang page 260 
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According to the previously mentioned model, the green behaviour is 

determined by internal factors – sociodemographic and psychological profile – 

and by external factors – social influences and political, economical and legal 

situation -.  

 

Inside the internal factors, and more specifically in the sociodemographic 

factors, can be observed a more respectful behaviour with the environment in 

young people than have a higher education or people that have a liberal or 

progressive ideology. The social class aspect it is thought that is related to the 

green behaviour because it indicates a higher education, higher income and 

better occupation. Even though, there are studies that suggest that the social 

class has nothing to do with the green behaviour.   

 

The psychological profile of the green consumers shows that these types of 

consumers are aware that their behaviour can contribute to an improvement of 

the environment, they own higher moral values and they have a lifestyle that is 

compatible with the protection of the environment.  

 

The external factors like the social influences (family, friends, neighbours, etc.) 

can help to make people aware of the environment problems and sometimes, to 

improve the green behaviour. Occasionally the social pressure is much more 

powerful than the positive social influences. For example, if a group of 

neighbours starts recycling, it can be shameful for the other neighbours not 

doing it.  

 

4. MARKETING IN SOLSONÈS 

 

4.1. How is done the production in Solsonès?9 

 

According to 2008 data from the Departament d’Agricultura i Ramaderia, in our 

region there are about 700 agricultural farms and only 6 producers sell their 

                                                 
9
 In the appendix can be found a sample of the interview for green products and conventional products.    
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products directly to the consumer. The other farms sell their animals to 

abattoirs and these ones commercialize the meat in shops and supermarkets. It 

has to be taken in account that most of them have the animals integrated: the 

farmer takes care of the animals that are owned by feed companies or  

 

Solsonès is not a big market to sell the products that someone produces. The 

producers have to look up for new markets if they want to have more benefits; it 

can be caused because of the small demand or because their products aren’t 

valued.  

 

Most of the meat producers (ecologic or not), besides Solsonès sell their 

products in regions such as Bages, Segarra and Berguedà. Other type of 

products, like seed potato, is being sold even abroad in countries like France or 

Sweeden.  

 

About the marketing planning, none of the producers do a research and 

afterwards a marketing plan. But the fact of not having it written it does not 

mean that the producers do not apply marketing strategies: some of them 

personalize the product for the final display (vacuum packaging, in a lot, etc.), 

some of them do their own distribution and others send the product through a 

carriage company. All these decisions are, indirectly, marketing strategies.  

 

In order to promote the product, 50% of the producers from Solsonès have their 

own web page because they believe that nowadays it is almost indispensable to 

be in the Internet world: The reasons that are exposed are the interest of the 

clients in knowing more about the product, where it comes from, how has it 

been produced, where it can be bought and other sort of information related to 

the product that is commercialized.  

 

From the remaining 50%, 33% of them do not have their own web page but they 

are willing to create one. The others think that it is not needed because they sell 

the product in some specific regions and going further from those regions could 

be a waste of time because the product is not valued enough. Even though, 

33,4% of the producers that do not own a web page are members of other public 
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web pages such as Gastroteca or Generalitat’s web page called “Productors 

Artesans Catalans” where the products are promoted around Catalonia.  

 

The promotion tools like magazines or newspapers are not frequently used 

because it is preferred the word of mouth, according to the producers, the most 

ancient and efficient tool of all. It is thought that the best way to promote a 

product is offering it as better as possible and so the clients will recommend to 

other people and so on.  

 

The price, one of the most important aspects, it is settled in order to have a 

benefit for the producer and also to satisfy the client. The ones that produce 

green products do not use different strategies for the price from the ones that 

produce conventional product. The main reason is because they don’t want 

people to think that green products are exclusive; it is a product that needs more 

work to be done but, the final result is satisfying for the client and also for the 

producer.    

 

 

 

4.1.1. Solsonès Local Products Guarantee Label 

 

At Consell Comarcal of Solsona there is an Area of Economical Promotion; one 

of the projects that they are promoting the local production. Nowadays, one of 

the projects that are being done is the Solsonès Local Products Guarantee Label. 

The main aim of this project is differentiating the products and giving them 

more value.  

 

The idea of creating a distinctive for the green products showed up in 2007; the 

first step was doing an analysis of all the products that can be found in Solsonès, 

food or not.  

 

Afterwards, all the producers were informed about the quality guarantee, their 

duties and their rights and all the benefits that they will have. The marketing 
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used by each producer in their own business it is not related to this project; the 

Area of Economical Promotion will just promote the quality guarantee and the 

products that have it.  

 

Taking part as a producer in this project is voluntary but they must follow some 

rules. There are two types of regulation: the general regulation of the brand –

aspects such as making the product in Solsonès- and the specific regulation. 

This last type of regulation it depends on the sector and it includes more specific 

features; these features are decided by the producers and they do not have to be 

very restrictive, that way everybody can have the quality guarantee.  

 

In order to control that the rules are being followed, it will exist an extern entity, 

paid by the producers, which will settle checkings on a regular basis. This 

initiative, the quality guarantee, can be very beneficent for the producers but, 

only if they follow the rules.  

 

Nowadays, this quality guarantee is being created but this fact should not stop 

the producers of Solsonès to have their own, not official, quality guarantee; this 

can be achieved by offering a high quality product and satisfying the clients.  

 

From all the interviewed producers, 50% of them take part in this project and 

think that with time, it can be successful.     

 

4.2. The consumers from Solsonès10  

 

When the consumers from Solsonès have to buy any type of food, 54% of them 

look up for quality-price factor, the 21,6% wants a good-looking product and the 

5,4% looks up for an affordable price. The 18,9% of the respondent remained 

wants to buy green products and from these last ones, 14,3% say that they 

choose green products because they are better than the conventional ones. The 

4,6% left buy green products because they do not trust the conventional ones.  

 

                                                 
10

 In the appendix can be found a sample of the general poll; there is also a sample of the restaurants’ poll.  
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About the origin of the food, 60% take notice about the place where the 

products come from and just 6,6% try to buy products from the county. From all 

the respondents, only 6,6% buy always green products; 30% buy often, 50% buy 

sometimes and 13,3% never buy green products.  

 

In Solsonès, the vegetables are mainly bought in supermarkets, 34%, in 

markets, 32% and 24% buy them in small shops. The most frequented 

supermarkets by the people from Solsonès are Caprabo and Suma; the most 

mentioned shop has been Taribó. Also, it is relevant that 15,5% of the 

respondents obtain the vegetable from their own orchard.   

 

The fruits are usually bought in the same places as the vegetables 

(supermarkets, markets and small shops) but, the market stands out with a 

31,1%. The most mentioned establishments match with the ones said previously. 

The dairy products are bought in supermarkets, with a majority of 83,3%; they 

are usually bought in Caprabo or Suma.  

 

The 45,9% of the consumers from Solsonès buy the meat in little shops such as 

Can Solvi or Cal Monegal and 40,5% buy the meat in supermarkets like Caprabo 

or Suma.  

 

Solsonès is a county that, according to the respondents, does not offer the 

clothing that they look for and that is why they go shopping in other cities. The 

42,3% buy clothes in Manresa, 21,15% go shopping in Barcelona and only 25% 

shop clothes in Solsona.  

 

The most mentioned reasons of shopping clothes outside of Solsona is because 

there is not enough diversity, 60%,  and also 26,6% answered that they cannot 

find clothes to fit with their own style.  

 

About the social networks, 76,6% of the respondents are not members of any 

online shop. The 23,4% left are members of several online shops and the most 

frequented are Privalia, with a 26,6%, La Redoute and eBay both with 20%. 

People that are members of any kind of online shop have found out about them 
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from friends (14,2%) and the rest have found out through family and social 

networks.  

 

According to the obtained results, 46,6% of the respondents have had to change 

a little bit their buying habit because of the economical crisis, 36,6% have not 

had to change much and 33,3% have had to change a lot their buying habits. 

Just 13,3% have not had to change at all their buying habits because of the 

crisis.  

 

5. MARKETING PLAN OF ECOVIS 

 
5.1. Introduction 

 

After doing the market research in the previous parts, I will do my one 

marketing plan of a company from Solsonès that will produce ecologic lambs. 

The marketing plan is a highly detailed and heavily researched report and it is 

an essential document for every business.   

5.1.1.Mission 

 

Ecovis, SL is a company owned by two partners, located in Solsonès and it is the 

only farm from the region that produces organic lamb. It has as a main aim 

guarantee a high quality product for its clients and make aware of the 

importance of the organic products in the diet.  

  

5.1.2.Vision 

 

Ecovis proposes itself to produce quality organic meat and always having into 

account the environment and the welfare of the animals. In order to achieve it, 

the animals will have enough space, fine living conditions, freedom of 

movement, they will not be given antibiotics or any other medicine than 

homeopathic and we will provide them the best conditions to reduce the stress. 
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That way, the company will be able to provide to our clients a healthier and 

better meat.  

 

5.1.3.Values  

 

Environmentally sustainable. Ecovis has got solar and thermal panels.  

Animal welfare. The animals will be free and they will not be given 

antibiotics.  

Quality guarantee. The company compromises to follow the regulations for 

the ecologic production.  

Awareness of the consumer. In order to make people aware of the 

importance of the ecologic products, the company will offer training to the 

employees and tours at the farm for our clients.  

 

5.1.4.Our product 

Ecovis, SL produces lambs of Ripollesa breed. 

Ripollesa breed is an autochthonous sheep 

breed from the north – east of Catalonia and it 

is thought it comes from the cross of the sheep 

that once lived in the central Pyrenees and the 

Merina sheep that arrived because of the 

migrations.  

 

Ripollesa breed is defined by brown and black 

spots on the face and on the extremities. This 

type of breed has a convex or subconvex 

profile, elongated proportions and has got 

unsettled size, between medium and large.  

 

Most of the herds are distributed in the central and north-oriental regions of 

Catalonia. Even though, this type of breed can also be found in places such as 

Ebre and the province of Terol.  

 

Picture number 7. Generalitat de 
Catalunya, Departament d’Agricultura, 

Alimentació i Acció Rural 
Represents the places where the Ripollesa 

breed can be found. 
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Ripollesa breed is an important species because it is autochthonous and it has 

not been genetically modified over time; for this last reason it is thought that it 

is an excellent breed for the ecologic production.    

 

  

5.1.5.Where do we commercialize 

our meat?  

 

Our product will be sold mainly in 

Solsonès; even though we will also 

commercialize the product in Bages, 

Berguedà, Anoia and Segarra because in 

our county the market is too small and 

there is not much demand of green 

products neither from private consumers 

neither from restaurants. In order to 

obtain more information, it has been 

asked to some restaurants from Solsona if 

they buy any kind of ecologic meat. The results were: 11,1% buy ecologic meat 

(beef), 66,6% buy almost all the meat from Solsonès and only 22,2% buys the 

lamb in Solsonès.  

 

 

All this information has made Ecovis to look up to new and bigger markets in 

other counties. According to CCPAE, in each county there are more companies 

like ours and these ones are:  

 

ANOIA (number 3 from the map)  

 Cal Serrats, SCP in Argençola  

 Jaume Jorba Cañelles in Òdena  

 Antoni Miranda Jorda in Bellprat  

 

 

 

Picture number 8.  Found in 
https://commons.wikimedia.org/wiki/File:M

apa_provincial_de_Catalunya.svg and 
modified by myself.  

Represents the 4 counties where Ecovis will 
also commercialize its product. 

https://commons.wikimedia.org/wiki/File:Mapa_provincial_de_Catalunya.svg
https://commons.wikimedia.org/wiki/File:Mapa_provincial_de_Catalunya.svg
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BAGES (number 2 from the map) 

 Roser Aymerich Oliveda in Santa Maria d’Oló  

 

BERGUEDÀ  (number 1 from the map)  

 SAT Cal Pauet in l’Espunyola  

 Carn i Bestiar Prat, SL in Casserres  

 

 

SEGARRA (number 4 from the map)  

In Segarra there isn’t any company that produces ecologic lamb.  

 

 

5.1.6.Facts about our company  

 

Ecovis has got two partners; one of them has got a Vet degree at the 

Autonomous University of Barcelona and the other partner has got a Food 

Technology and Science degree at University of Lleida. Both have participated in 

several courses of management.  
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5.2. Marketing Audit 

 

5.2.1.SWOT Analysis 

The SWOT analysis is a strategic planning method that involves specifying the 

objective of the business and identifying the internal and external factors that 

are favourable and unfavourable to achieve the objective.  

 

STRENGHTS 

 

WEEKNESSES 

 

- We are a company 100% ecological. 

Besides the animals, we also have solar 

panels. 

- Our workers are trained and they have all 

the needed knowledge.  

- The abattoir that we are going to go is just 

27km away from our company.   

- We offer a high quality product.  

- We offer workshops and visits to our 

company in order to make people aware 

about the importance of the green 

products.  

- We have needed experience and 

motivation to keep improving.  

 

- We are a new enterprise and we are not 

well –known.   

- In Solsonès there is not much demand 

of green products so we have to look up 

for new markets.  

- We do have our own cutting room.  

- Some of the food we give to the animals 

is bought to a company and that means 

that we depend on that company and the 

oscillation of the price of the cereals.  

- Because of the crisis banks do not 

approve easily a loan.   

 

OPPORTUNITIES 

 

THREATS 

 

- The market of the green products is 

growing faster.  

- We can promote ourselves by using web 

pages that promote ecologic products.  

- We are the only company in Solsonès that 

produces ecologic lambs.  

- There are several ecologic shops in 

Solsonès that would sell our product.  

- We can make us known through the local 

magazine, Celsona.  

 

- There is a company in Solsonès that 

produces high quality conventional 

lamb.  

- The crisis has decreased the green 

product demand.  

- There is a company that produces 

ecologic lambs and it is just 40km away 

from our enterprise. This company has 

got a big market share and also owns 

cereal lands so they will be able to 

reduce the price.  
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5.2.2.Canvas Model 

 

The Canvas Model is a strategic management template used for developing new 

or existing business models. It is a visual chart with elements that describe a 

company’s value, proposition, infrastructure, costumers and finances.  

  

Key Partners 

-Abattoir 

Intercomarcal 

Berguedà – 

Solsonès  

-Cereal provider  

-Green products 

shop  

 

Key Activities 
 
 -Home delivery  

-Product 

personalization  

Value 
propositon 

 

-Ecologic and 

quality meat from 

Solsonès.  

-Great importance 

to the environment   

Costumer 

Relationship 

 

-Workshops and 

visits 

-Guided tours andd 
work experience for 
students.  

 
 

Costumer 
segments 

 
-High – middle class   

- Restaurants  

Key Resources 
 
-Promotion to the 

local magazine 

(Celsona) and web 

pages  

 

Channels  

-Green products 

shops 

-Own web page   

Cost Structure  
 

-The lambs will be slaughter in the abattoir  

-Cutting room   

-Cereals and forages   

 

Revenue Streams  

-Lamb sale to butcheries and final consumer  

-Lamb sale to restaurants  

 

 

5.3. Marketing Objectives  

 

5.3.1.Short-term objectives.  

a. Specific objectives. What do we want to obtain?  

Ecovis’ objectives are:  
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 Having as much clients as possible (only if we can have enough 

product for all the clients) and offer them a quality product.  

 Win market share to other rival companies.  

 Make our client loyal to us.  

 Be well-known in Solsonès and everywhere we sell our product.  

 

b. Measurable objectives  

Creating a new company and a brand means offering a quality product, never let 

down our clients, knowing how to promote, etc. Ecovis is a new enterprise and 

we are aware that having clients and having a good market share will be 

difficult; for that reason and we are aware that we are going to lose money.  

 

Our company has set the objective of selling between 10 – 15 lambs per week 

after the first six months. In order to do so, we will sell not only to butcheries 

and final costumers, but also to restaurants from Solsonès or not.  

 

5.3.2.Long-term objectives  

 

As a long-term objective, we would like Ecovis to become a well-known 

company from Catalonia and to stand out for its quality products and its service. 

We aspire to keep growing year after year and to satisfy our clients; we would 

also like that in some year’s time, people could relate Solsonès and Catalonia 

with green products of high quality.  

  

5.4. Marketing Strategies  

 

5.4.1.Product and presentation  

 

Product’s features 

The meat lamb will be sold in batches and the minimum will be half of lamb. 

Inside the batch will be the meat cut according to the client’s preferences and 



Marqueting research in Solsonès 

 
43 

vacuumed packed. All the meat will be kept in a cardboard box with the 

company’s logo and CCPAE’s logo according the product is ecologic.  

 

The cereals for the animals will be bought to another company from the same 

county. The food will also be ecologic. In the long term our company would like 

to rent land and that way we will be able to provide the cereals and we will not 

depend on other companies. This option could also reduce some costs and, if it 

has positive results, we could even sell the cereals to other producers of ecologic 

meat.   

 

The slaughter will be done at the Abattoir Intercomarcal Berguedà-Solsonès 

because it is just 27km away from our company so we can reduce transport 

costs. Also, the slaughter prices are affordable.  

 

The brand 

In order to create our own brand we had to create a 

logo. The logo has got simple design and it is easy to 

understand. What is more, the logo has not got lots of 

letters or pictures so the printing will not be expensive.  

 

Product’s launch into the market   

Ecovis is the only ecologic lamb farm from Solsonès and this fact is an 

advantage for us. In order to release the product we will give free samples to 

butcheries and small shops of green products; that way people can taste them 

and step by step we will get known.  

 

5.4.2.Price  

Price strategy  

The green products, due to their high quality, are more expensive than the 

conventional ones. The lamb meat is more expensive rather than other type of 

ecologic meat such as beef, pork or chicken. The strategy that we are going to 

use will be the differentiation strategy that consists in, as the same word says, 

making our as different as possible.  

Picture number 9. Own creation. 
Represents the company’s logo.  
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Ecovis, being an ecologic lamb farm, will focus on the middle-high class because 

of the high prices of this type of products. However, it does not mean that we do 

not want our product to be purchased by other people that do not belong to the 

middle – high class; the reason is that as a company we must know to which 

market segment we are addressing to.  

 

Our company, in order to get into the market, will use the breakthrough strategy 

of prices. This strategy consists in setting a price a bit lower than the rival 

companies and that way, having more market share.  

 

So, if the rival companies offer ecologic lamb for 13€/kg, we will offer the 

product, if it is possible, for 12€/kg. This way our clients will have in the county 

cheaper ecologic lamb. This strategy will be used only if we can have benefits of 

it.  

 

5.4.3.Promotion  

 

Advertising  

Ecovis will use several ways to promote its product. One of them will be 

advertising the product in the local magazine, Celsona, because the price is 

affordable.  

 

Another way to make us known is being members of web pages that promote 

and sell online green products such as Gastroteca or Saviae. We will use these 

web pages just as promotion tools and not with the aim of selling more of our 

product. Also, we will also take part of the different food fairs  from Solsonès 

and other counties.  

 

However, the promotion that we would like to use the most will be the word of 

mouth; if a client is satisfied with our product he or she will recommend it to 

friend, family, acquaintances, etc. and these ones will look up for us on the 

Internet because they would like prove is the meat is as good as it is said.  
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Make our clients loyal  

Ecovis is a brand new company and having clients can be quite difficult but it 

can even be harder to keep them. Our main aim and the best way to make a 

client loyal are offering a high quality product.  

 

Another objective that our company has set is to make people aware of the 

importance of the green products and how the animals that they are breed 

following this method live. The best way to show these values is teaching them 

since they are young; for that reason we will offer monthly a guided tour for kids 

–during the whole morning- at our farm. In that tour, the most relevant aspects 

of the animals from the farm and of the green products will be explained.  

 

This guided tour can be obtained by gathering 3 coupons; a coupon can be 

achieved by buying a meat batch. Besides this type of tour, the company will 

also offer visits to the farm for all that universities interested in the green 

production.  

 

5.4.4.Placement  

 

Distribution channel  

The placement will be done with a van that the company will purchase; that way 

we can be more independent and we will not depend on a carriage company. We 

will not associate with another producer to do the distribution together because 

it is much easier to have our own van and we can be more flexible.  

 

5.5. Budget  

 

5.5.1.Advertising  

In order to make us known we have decided to create an advert to the local 

magazine, Celsona, during the first 4 weeks. The advert will be ¼ of horizontal 

page in colour. The price of this type of advert is 80€ and for the four weeks will 

be 320€.  
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5.5.2.Cutting room 

Ecovis does not have its own cutting room so the lamb will be cut at Cal 

Monegal. We think this is the best option because it is very near to us, in El Pi de 

Sant Just, and the price they ask for the cutting is 0,5€/kg so it is affordable.  

 

5.5.3.Abattoir  

 

In the appendix can be found a document related to the budget that the Abattoir 

Intercomarcal Berguerdà – Solsonès asks for the slaughter.  
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6. CONCLUSIONS 
 
Once I have ended the project, I can say that I have achieved all my objectives 

that I set when starting:  

 I have enlarged my knowledge about the agricultural production in 

Solsonès.  

 I learnt more about the importance of the marketing of today.  

 I improved my English vocabulary of economic terms.  

 

The hypothesis I have raised proves that the producers from Solsonès they use a 

marketing plan, has not been accomplished. The producers that commercialize 

their own product do not do previously a marketing plan. Even though, I 

observed that they do use indirectly marketing strategies.  

 

After making my own marketing plan, I can affirm that it is an important step 

when starting a company because it improves the businesses flexibility and the 

enterprise can be prepared to cope with any type of complication that can show 

up.  

 

Besides that, due to the survey’s results I was able to check that Solsonès is a 

small market for the green products sale because just 6,6% of the respondents 

affirm that they always buy this kind of products.  

 

Also, some of the results from the survey have deeply impressed me such as the 

fact that 86,7% of the respondents have had to change a lot their buying habits 

because of crisis. This data show us clearly that lots of people have serious 

economic problems.  
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I would like to thank to all the people that have supported me during the entire 

project: my family, my friends and classmates. Also, I would like to thank to the 

people that have provided me any type of information:  

 Joan Bonsfills  

 Pep Bové  

 Jaume Ginestà  

 Andreu Grau 

 Jesús Montaner  

 Joan Pallissa  

 Pep Porredon 

 Joan Pujantell  

 Jordi Riart  

 M. Goretti Sala  

 Ramon Sala Argerich  

 

Finally, I am very grateful to my teacher, Mercè Santasusagna, who advised me 
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                                                                      Thank you very much.  
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