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Social and ethical marketing 
Assignment 2.
Presenting a social marketing plan for a local business.
Chris Thomas and Sons- 

















Slide one- welcome and introduction
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Slide two- Background
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Chris Thomas and sons are fruit and veg suppliers trading at Abergwilli Road, Carmarthen, the company started in the early 1990s, with Chris Thomas running a fruit and veg stall in Carmarthen, the company expanded by purchasing several lorries, and attending weekly produce markets within a 40 mile radius, the companies strategy was to ‘stack them high and sell them cheap’ but the majority of their produce being sold by the box rather than individual items.
Following this the company was able to expand their warehouse space to contain a shop, open to the public, and started selling seasonal products, such as bedding plants and Christmas trees, as well as a small amount of ‘deli’ goods (D.Thomas, personal interview, October 26th 2022).

Fruit and Veg remains the companies key product, with a large proportion of this being imported from Europe, to allow ‘out of season’ produce to be sold year round. The company have built relationships with supplies, both UK and abroad, and are able to source produce year-round, with a rough schedule of what will be in stock known approx. 3 months in advance. The company operate on a ‘just in time’ model, which is expected as they are dealing in fresh produce.
The company no longer attend produce markets, and now supply many local businesses with bulk fruit and veg, as well as selling individual and more small-scale products to the general public.
The company was limited for a period between 2016 and 2018, but when interviewed, Mrs Diane Thomas was unwilling to comment on the reasons for this- The company were not willing to comment on annual profit or turnover.





Slide three- Exploring the current marketing strategy
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The companies current marketing strategy is almost non-existent, comprising of a Facebook page that is updated daily, usually with a photo of new stock.
There is no paid marketing strategy, and no marketing budget.
The company have 30,000 Facebook followers, with a current rating of 4.9/5, the company do not respond to negative feedback, but are likely to respond to positive feedback, boosting customer engagement and the community of customers.
Evangelism is key to this business, with the general public and their Facebook followers spreading positive information about the company. The company appear to follow the standard that “in terms of brand equity, all that really matters is that the customer develops a positive image” (Valenti, 2006)








Slide four- applying the marketing mix to our business
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Using segmentation (Jonker et al., 2004) to define the target audience for Chris Thomas & Sons we are able to identify that their target consumers comprise of the general public, within a 25 mile radius, and catering/restaurant customers from within a 40 mile radius (this extending further into Pembrokeshire than Carmarthenshire, due to lack of competition within Pembrokeshire).
The customers are largely aged from 25 with a large proportion of families and people beyond middle age shopping here. Single people under 25 would not be targeted as Chris Thomas is largely appealing to customers who wish to ‘grab a bargain’, cook and shop in bulk or to feel part of a community by shopping at the same place at the same time, and being able to be on first name/familiar terms with the staff. 
There is a psychographic element here, as while the bulk of the stock sold is imported, being able to hand pick stock and knowing the staff gives customers the feeling of ‘buying local’ (Kovačić et al, 2002)
In order to apply the marketing mix to this business, we will need to take into account that “Significant cultural, social, demographic, political and economic influences during the last decades of the 20th century, combined with rapid technological advances have radically transformed the consumer’s needs, nature and behaviour. The new consumer has been described as existential, less responsive to traditional marketing stimuli and less sensitive to brands and marketing cues” (Constantinides, 2006)
In order to market more than just a product, and instead an experience, the business need to capitalise on the evangelism they already have, while their product is essentially, fruit and veg and seasonal items, the experience is that of being part of a community while purchasing these items and feeling known and recognised. The ‘shopping trip’ itself, as the business do not sell online, is also an experience, as needing to attend a physical premises, while technically a price; as the customer is having to make a concerted effort to travel to the business, as well as pay travel costs is allowing the customer the social experience of being within the physical space.
There is also the price of the goods sold, which will fluctuate due to seasonal and availability, but if the exchange is that consumers feel satisfied that they have had the opportunity to select goods they are happy with and have an affirming interaction with staff and other consumers this will successfully become an exchange. (Smith et al., 2015)
As the business currently do not sell online, the ‘place’ is the retail centre, they do not offer delivery and no longer travel to other locations to sell items. The business do take telephone orders for collection, but could not say that they operate ‘everywhere’, instead preferring to control customer flow and required stock by limiting customer accessibility.














Slide five- Marketing strategies[image: ]
In devising a marketing strategy for this business, we have considered a strategy in 3 parts, capitalising on low-cost marketing actions with maximum market reach, with the aim of creating customer engagement with so far unreached demographics. 
Part one is designed to work with and expand the methods that the business already use- as stated on slide 3, the business currently only use Facebook for their marketing, posting daily, and engaging with their followers. 

To build on this, we propose that the business contact local newspapers and negotiate a weekly column, this being  ‘recipes for the week’, and could be mirrored on their Facebook page with a ‘recipe of the day’ and on a standalone food blog, the purpose of this is to ensure maximum reach, as while they use Facebook for their marketing, their current target audience has a high proportion of older people, for whom a local weekly paper is a staple, and a weekly food column, would allow the business to target their recipes to ensure maximum stock rotation of seasonal goods, as well as reaching a demographic that they may have been missing up until now.  
The use of local papers will have the dual affect of enhancing publicity and possibly increasing newspaper sales, therefore demonstrating successful traditional affiliate marketing. (Affiliate Marketer: Definition, Examples, and How to Get Started, 2022)
The mirroring of via Facebook and a standalone blog would ensure that all demographics are seeing this targeted advertising in the channel that is most appropriate for them and should have no additional costs for the business. 
Once the newspaper column and food blog have been established, the business should start to advertise and sell ‘meal kits’- following in the footsteps of Gousto and HelloFresh (The Meal Kit Industry Boomed in 2020 and Will Continue to Thrive Beyond the Pandemic, 2022) - these meal kits could tie in with the daily/weekly recipes, being based on expected or surplus stock to maximise profits and be tailored to be individual, couple or a family size. 

As the meal kits should contain the ideal amount for the recipe, these should become the obvious choice for the thrifty or eco conscious consumer, as they can be packaged in recyclable and sustainable packaging and should ensure no food waste. 
Following meal kits, we propose that ‘juicing’ kits should be brought to the market, using the 3 mirrored channels of advertising (as above) the availability of juice and smoothie kits should appeal to a younger, more health conscious demographic, who may have not used the business until now. 
The meal and juice kits could be priced at a significantly higher price point than if the consumer was to buy all items individually, as customers will feel that they are buying an experience and a service rather than just the item.  
























Slide six- expending on evangelism 
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Part 2 of our marketing strategy is focused around expanding on the business’ current levels of evangelism. It cannot be argued that the current customer base are for the most part, evangelists, they post on the companies Facebook page praising the goods they have purchased and tell their friends. The business may not have set out to create evangelists, but that is what they have achieved (Mehta, 2019)
In order to expand on the current good reputation and evangelism we recommend that the business make public donations of ‘just in date’ or surplus fruit and veg to local schools, food banks and youth centres. This will boost the companies reputation and generate publicity, therefore driving further sales to the business and perhaps gaining contracts to supply schools, nursing homes and other similar institutions. 
While the donation of food may have some cost impact, this can potentially be balanced by the reduction in food waste and the potential increase in customers from the free publicity gained.
A further step, which may have a cost element, but will undoubtedly increase the companies good local reputation, would be to set up a community garden project in the local area. 
As the business already supply compost, plants, seeds and other associated items, they would be able to source these at costs value and would be able to offer collaboration projects with local schools to provide on site lessons for local school children in growing and tending plants. 
We suggest that the community garden is also opened to residential care homes for both the elderly and people with additional needs. The benefit of gardening for children and other groups, such as people suffering with dementia has been proven, (Griffiths, n.d.) and the ongoing positive publicity generated with such interactions with school, care and community groups should increase sales., as well as having the additional benefit of creating the next generation of consumers for the business, as the school children who use the project would have a positive association with the business and should become evangelists in their turn.
The final benefit of such a project, would be that the benefit to the community would be in the growing and tending- the benefit to the business would be the final product, which would be locally, sustainably grown, and ready to be sold in store.





























Slide seven- using segmentation to target new customers
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In our previous slide we have identified ways of expanding on evangelism and creating future customers, but by referring to our current audience we can identify who we are NOT currently targeting or reaching. 
The current shopper at Chris Thomas is predominantly over 35, shopping for a family or ‘bulk buying’ either to obtain a bargain or for retail purposes. 
The business does not currently have much appeal for eco or health-conscious consumers, younger people, or people in higher income brackets. In order to address this, and to capitalise on the boosted reputation and public image gained by the previous steps in the marketing plan, we propose developing and marketing a new product range, focusing on premium products, locally grown, fully trackable, with very low food miles, in addition to this, we propose that a collaboration is made with other local businesses, such as a speciality butcher and local baker, in order to offer a curated selection of their products, as part of the new Chris Thomas premium range.
The marketing for this new range should focus predominantly on the locally grown and trackable element of all products, and should be advertised using all prior channels, including Facebook, the newspaper column, and the food blog, as well as by advertising in the premises of the businesses that we are collaborating with (this to be reciprocated) and should be pitched at a premium price point.
Seasonal and special occasion hampers and meal boxes to be offered, to run at a lesser frequency and higher price point than the ‘everyday’ meal boxes. 
This should have the duel affect of making the everyday boxes appear more affordable and therefore targeting the ‘bargain shopper’ and making the seasonal and special hampers and premium range appear more desirable and luxurious, “there is a definite correlation between the price of a product and our perception of its level of luxury” (Uggla, 2014) 

Slide eight- The potential impact of the new marketing strategy.
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These combined actions, making up a marketing strategy should have the effect of maximising publicity by using several channels of consistently advertising, targeted at several different and additional demographics. This should maximise profits, as well as drawing new customers to the business, and ensuring that the business is not in a position where they have an aging customer base. 
The social element of the marketing strategy, while having a cost element, is worthwhile as any outlay should be cancelled out by the increased publicity and business gained. 
In summary, we should expect increased customers, increased profits and nothing has been committed to that cannot be reversed if it is proven to be unhelpful. 
The business needs to aim for a marketing plan that is specific, measurable, achievable, realistic and on a set timeline for review, and based on the current local market share of the business, it would not be helpful to over expand or over commit, as that could cause further detriment. (SMART Goals in Marketing)
Relatively small scale, low cost, evangelist driven marketing strategies can be hugely beneficial, and for a business such as Chris Thomas, may be the very best thing.







Slide nine- questions from the audience
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Thank you
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