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Situation and Organizational Analysis 
Opportunity
	Foodivore is ready to expand in all avenues. After a cookbook launch and a successful blog that turned into a profitable business, use of her recipes, and grow a community that can communicate and share ideas together. As the retail giants continue to dominate the food industry, Foodivore stays true to the Artisan style and promotes a healthy and family orientated lifestyle. 
Background
	Bonnie Surette is the mind behind the food blog and now an artisan producer of canned food and meal preps. It started as a blog for people to read about food that is good for families and healthy eating lifestyles. It was her way of expressing her feelings about moving towards a real food diet and to express her frustration about the food industry that is too quick to be made with by-products or low-quality ingredients. When food is processed, it loses a large amount of vitamin content (Perkins, S., 2017, October 3). She has described her Facebook page and blog as a Health & Wellness website and described herself as a personal coach and food consultant. She uses her Facebook page as a secondary “blog.” The reason why she said this was because it helps advertise her open house events, the cookbook she released last year, and it is her way of contacting people who have ordered items from her.
	The next thing Bonnie knew, people started asking her if she could sell/produce/bake meals and items that followed her beliefs. So Foodivore was expanded into a business that has their head office in the boss’ own kitchen. She hosts open houses for different seasonal meals and dessert ideas. She is currently promoting her Easter open house and is promoting different items that people can order that she will put together.
 	She has had thoughts to moving her business out of her kitchen and into an industrial size one. This growth is one of many issues that Bonnie has found, because she is the sole person in the business she seems like she's wearing all the hats with next to no budget (Surette, B., 2018, March 3). When she says this, she means that she has the job title of creative, graphic designer, web designer, social media manager, chef, buyer, etc.  	Comment by Grammarly: Deleted::
	Her business is all about being a place where like-minded can congregate to learn about food, what it is and how to incorporate it, how to spend less money on their groceries, learn the skills necessary to prepare it, share recipes, ask questions, help each other; to create a community.
Competition 
	Foodivore started out as a blog, a platform for Bonnie to leave her thoughts on food and the food industry. There are hundreds of food-related blogs out there, leaving Bonnie with a healthy pool of competition. These include blogs from the Waterloo Region, throughout Ontario and nationwide. Any blog that provides membership is competition, as she has considered offering much the same for some time (Surette, B., 2018, March 3). An example of one such blog is Small Steps Living because they have a membership option, an email newsletter, and a larger platform.  	Comment by Grammarly: Deleted:s	Comment by Grammarly: Deleted:,
	There are other blogs out there that concentrate on real food, has recipes, and helpful tips; similar to what Bonnie has done. These blogs also have cookbooks and vehicles that can take their business further than Bonnie is currently able to. One of Bonnies biggest competitors, 100 Days of Real Food, talks about some of the same content that she does. (Surette, B., 2018, March 3).  
 	When asked about stores as her competitors, she laughed, and she knew that she could not compete with them. They are the root of her frustration about the food industry. This relates to why she started the blog, to begin with; chain stores like Walmart and Sobeys are all about making quick and fast meals that do not have any nutritional value. Meals that are frozen and have large amounts of packaging that are not needed, food that is not locally grown and has come from questionable circumstances are a common trend between many big chain stores.	Comment by Grammarly: Deleted:ve
Product Timeline
Artisan is the word Bonnie uses to describe her products and cooking lifestyle. Artisan is “a person or company that produces something in limited quantities often using traditional methods” (Artisan, n.d.). Many food products can be made the artisan way. Ice creams, bread, craft beer, and others. In Canada, from 2009 to 2018, the percentage of market value growth grew 0.2%, (three years at 2.6%, six years at 2.7 and in the last year it went to 2.8%), increasing 2.6% in 2009 compared to the previous year (Statisa, 2018). In 2016 $1.47 billion dollars of artisanal bread was bought by consumers (Statista, 2018). In 2016 $707.1 millions of artisanal pastries were sold in Canada (Statisa, 2018). 	Comment by Grammarly: Deleted:s
When releasing and announcing new products and open houses, she follows the harvest season year-round. She normally has three launches during the year. Soft launches start in May, another in September and the last in January of the following year. This follows the Artisan Production schedule from August to December and during Easter. Harvest season is August to September; the holiday production starts around Thanksgiving and ends with her Easter open house. She has an annual Open House in November which displays her holiday specialties and other products (Surette, B., 2018, March 3). 
Future Avenues for Foodivore 
	According to Bonnie, she wants to reach a lot of new avenues that she has considered for some time now. She plans on taking Online Membership Community and Courses class’ in order to teach her how to engage her current audience and to encourage new viewers with a membership option. If people decide to sign up for a membership, it will encourage people to keep coming back and looking for new tips and recipes. She is currently using an email list to send monthly newsletters.
	The number of followers she currently has on her social media has been steady ever since she started Foodivore. According to her official Facebook page, she only has 5 reviews, however, they all gave her 5 stars. She would like to see the number of reviews to go up and the 5-star rating to stay the same. 322 people like the page while 318 people follow the page (Foodivore. n.d.). Bonnie would like to see those numbers increase as well. 
	She would like the following to happen as well:
· Rebrand the website
· Increase email capture
· Deciding on which email capture provider to use
· Creating a membership site, build it, then launch it
· Increase social media presence by using other platforms (Pinterest, Instagram, etc.)
She essentially wants to build her community and keep thoughts about the growth of big name stores in the back of her mind. 
Public Analysis
 	As a small business, your publics is both your strength and your weakness. Deciding on who you are going to reach for and who you are not could be the downfall of your business. Pick the right public, your business will thrive. Foodivore and Bonnie Surette have reached a small part of the public already but there are others that they could make her business thrive even more than it already has. 	Comment by Grammarly: Deleted:t
Current Public
 	Foodivore’s current audience has been a trend that Bonnie has noticed to be the same since she started Foodivore. It is largely female most commonly aged 30-45. They either work full-time or part-time. The majority of them are married and are moms (Surette, B., 2018, March 3). These are people that have a busy life, balancing kids, work, and husbands. They are hockey moms, soccer moms, and dance moms. With their busy schedules, they need a place to look for quick, wholesome meals to feed their families that is easy on the wallet.	Comment by Grammarly: Deleted: the
This current audience is ideal for the type of business that Bonnie is running. Moms that are always looking for new recipes and want the healthy way to feed their families is also what Bonnie searches for, for her own family. Being a mom and wife herself, she can personally relate to her public. 
The current age of the audience that she is currently reaching, 30-45 years old and female, is 36,311 people in the Waterloo Region (2016 Canadian Census). That is comparable to the number of people that live in the Waterloo Region, 487,583 (Press, T.C., 2017, February 8). That is 451,272 people that could be reached and be followers on Foodivore blog and likes on her Facebook page. 
Key Publics
	Moms are the most common in most households to be the one that buys groceries and cooks meals for her home. However, people who do not live with their mothers have to be considered as well. 
	College students that live away from home tend to buy their own groceries on a very strict budget that usually end up being either fast food, frozen, or is instant. Most students are experiencing life away from home for the first time. Having tips and guidance when it comes to cooking on their own can be helpful and one less thing to stress about. 
In the Waterloo Region, international students dominate the number of domestic students. International students are not quite accustomed to Canadian food and recipes; however, these students are sometimes receiving money from their parents and tend to stick to food that they are familiar with. 
Most students that live in dorms have to make do with what is allowed in the dorms. Hot plates and toaster ovens are common in dorms that do not have stoves. Student housing that multiple students sharing one kitchen at one time tend to have long wait times depending on how much room someone is taking in the kitchen. Having recipes and tips that can cater to the budget and circumstances of a student could increase traffic to the blog and increase canned and pickled items ordered from Bonnie. Students are always looking for a low-cost but highly nutritional meal that can get them through their school day and their college career. 
Students that are parents also are looking for places to look to cook meals for their families when they have very little time in their day to prepare something. Between work, school, running errands, getting kids to their appointments, friends, and extra-curricular activities; parents have a lot to juggle. Finding a place to help prepare meals in a small timeframe can be hard to do.
Since Bonnie sells items that are canned or pickled they were meant to last a long time. Bonnie also prepares full dinners that are cooked, frozen, and then can be thrown into an oven are quick meals that do not time much to make are ideal for students. Crock pots are very common in dorms and student housing. Students can throw their meal in the morning or the night before, go to class, and then come back to a fully cooked meal that required very minimal efforts. 
Students get hungry with small budgets and not a lot of cooking experience, they need help sometimes, Foodivore is the place to get that help. 
Another demographic to consider are vegans and vegetarians. A lot of Bonnie's recipes are vegan and vegetarian-friendly. Becoming vegan and vegetarian has been becoming a very popular trend in the past few years. Different health reasons could force someone to become vegan or a common reason is that it is showing a way of support of Anti-animal cruelty. People who do not want an animal to die just to be eaten. As vegans and vegetarian is becoming more popular, the more common you are finding places that offer vegan and vegetarian options. 	Comment by Grammarly: Deleted:bec	Comment by Grammarly: Deleted:use
Certain meats, eggs, and other animal by-products can make a person sick, so they have to treat as a type of allergen. Not every restaurant is honest about what is in their food, lies about peanuts, ham, eggs, gluten, tree nuts.  Knowing that the products made by Bonnie would be safe and not have to worry about having a fatal reaction. 
The growing population of vegans and vegetarians in the Waterloo Region is increasing quickly so adapting to the growing trends as it grows will keep Foodivore on top and not falling behind and get lost in the pack. 
 	Considering publics that usually are not given much thought are the new frontier. They are a whole demographic and audience that does make up a percentage of the overall population which is being left on its own. Vegans and students are often the butts of jokes that tend to give them bad reputations. They are unconquered ground. By adapting to their needs, they feel more accepted in the society that they are still trying to figure out. By making them feel accepted, they can tell their family and friends and the word spreads further by word-of-mouth.  
 	These publics are in the aware and active stages of development. They are aware of the dangers of animal by-products and the lack of nutritional value that products from big name stores carry. They are being active by slowing changing their habits of how much they eat, where the food comes from, what is in it, etc. Since this is still a fairly new trend, the active stage is still early. The more people that change into better habits when it comes to food, the greater the chance of entering into the next development stage. The active and aware stages are important to this campaign because, in order to meet the goal of increasing healthy eating awareness and actively keeping healthy living, the public has to keep being aware and being active to increase the number of people that are making the change.	Comment by Grammarly: Deleted:ab	Comment by Grammarly: Deleted:ut	Comment by Grammarly: Deleted:a	Comment by Grammarly: Deleted:ount
Publics Inessential
	After considering a great deal of public to pursue. A few publics were discovered that were not going to be able to work with the kind business that Foodivore is. 
 	Reading posts from Foodivore and taking the time to go through the recipes that Bonnie has posted takes time and patience. People with time to plan out their meals for the week and need to have the minds to meal prep ahead of time.  
Publics that travel a lot would not fit this business because they tend to spend most of their time in a hotel or traveling more than the time spent at their home. People who have to travel for work, people who have retired and spending their retirement traveling the world, or people who travel for the adventure and thrill all would not fit in the rate public that would utilize Foodivore to its full potential.	Comment by Grammarly: Deleted:l
Strategy 
Communication Program Objectives
Working with the three-large campus’ in the Waterloo-Kitchener, we hope to increase sales from students and parents by 50% through increasing awareness of healthy eating and the dangers of consuming processed food due to low funds and their living situation during the 2018-2019 school year through the Foodivore blog, open houses, and farmers market events on campus’. By being interactive with the students, buy showing and selling artisan products, and increase Foodivore's email listing that will give students tips, cooking advice and encouragement to keep the healthy living.	Comment by Grammarly: Deleted:with 
The Strategic Approach 
	In this approach, it is best to approach the strategy both proactive and reactive. The proactive stage of the strategy, we need to prepare for students to decide what their living situation will be, their budgets and what they have time for. Students weeks before classes start, need to find places that can cater to their schedules and budgets. However, in the Waterloo Region with three large, heavily populated Universities in a closed area, there are plenty of students that need a place like Foodivore to cater to them. As a step in the proactive stage, a survey may be available to students around February. February is when Colleges and Universities start sending out acceptance letters out to future students and it is the same time where returning students start applying for the following years student bank loans and OSAP. Getting Foodivore's name and products in student and parents minds when they are looking at what is in the certain campus'. Having a place like Foodivore could also bring in more students to each campus. Students are more likely to pick a school by a gut feeling about the school, what is in the area is a factor which can help make that choice (Factors to Consider When Choosing a College or University., n.d.).	Comment by Grammarly: Deleted:are
In the reactive stage, to reach most of the new audience that Foodivore is trying to reach, we must know what the school year is like in general. It is too much to get a detailed school year schedule for each campus because there is too much detail to consider. If Foodivore can generalize a schedule for the school year, then Foodivore can be utilized. During the reactive stage, Foodivore would still be able to follow the artisan season. With school starting in September and end in the in the last week of April, Foodivore can follow both schedules simultaneously while promoting the idea of artisan style cooking and healthy eating.   
	Getting the Foodivore name out to students will have to be right when the back to school season starts, normally the beginning of August to show students that Foodivore is willing to welcome them and that the students feel like they are not going to struggle with buying food for the year. 
	Even though the mind behind Foodivore has a daughter, she does not fully understand how college/university students work. Researching the habits of students and how they decide where to buy food, how often do they buy, what types of food, how experienced they are in preparing and cooking meals, time management, what their living space is like, and many more facts about their lives during school will help figure out how to best reach the audience and it can change how the product is presented to the audience as well. By changing how the product is shown to students, like for example having pickled items being presented as a healthy alternative for studying for tests and exams. Having a home artisan style meal in their fridge will help them keep the shape and not have to turn to fast food for everyday meals.
The Communication Strategy Elements
	When starting a strategy, key messages need to bring the entire point of the campaign to the audience. By determining the messages, the rest of the campaign will fall into place and make sense. 
Message Source
 	The source of the message coming from should be coming from the person that started Foodivore. As a mom, Bonnie has an insight of what it is like for the other side of the school career. Mom's tend to worry if their child is eating enough, functioning to their fullest, and keeping their grades up.  This makes the message coming from Bonnie more meaningful and can better connect with parents. This adds another ‘hat' to Bonnie's collection. Finding common ground makes the audience feel familiar to something new. If a student is new to the area and is feeling homesick, the common ground here between the student and Foodivore is the homestyle meals prepared. The common ground between students, Foodivore and parents are the emotions for the student (making sure that they are eating the right foods) and the want for more healthy places for students to go to fill their fridge.	Comment by Grammarly: Deleted:i	Comment by Grammarly: Deleted:o	Comment by Grammarly: Deleted:n	Comment by Grammarly: Deleted:is
The Message Appeals
 	The message is meant to hit the emotions. The parents should feel concern and worried about the student eating properly and then reassured that they are close to a place that will give them the nutrition that they need. Parents will feel like it is the right choice that they sent their kid to the school with a place that sells artisan home-styled meals that are prepared, no matter how busy the student gets. 
The Actual Verbal and Nonverbal Communication 
 	The nonverbal communicated messages will include the look of the meal when served. The look of food will encourage the purchase of meals that are better than the normal fast food options. Bonnie makes these meals herself so there is not a risk of the images being photoshopped to look better on television or print ad. The Foodivore blog includes photos of recipes and ingredients so the parents and students can see how it will look when finished and it reassures parents that they know exactly what is going into the meal. No added preservatives and fillers. Other nonverbal messages will be visual aids for the students that are not as experienced as other students when it comes to cooking and preparing.  	Comment by Grammarly: Deleted:t
 	Verbal messages will include words that spark emotion and can connect back to the audience. These words may include healthy eating, vegan and vegetarian-friendly, quick, and fulfilling, home-style and comfort food. When students become stressed due to a high command from course load and professors, ‘comfort food' is usually the way that students turn too which typically tends to be fast food. These are called trigger words. "Trigger words can sometimes be so personal that other people can't be expected to foresee that their use of the word or phrase will be a trauma trigger. But there are some topics that are predictable triggers" (Trigger Words, 2015). Words like comfort food will trigger something in the brain that when said, the person will stop and think ‘I want to eat that.'  	Comment by Grammarly: Deleted::
	These messages will be blog posts, through the email list, and Facebook posts. These are the vehicles to use until Foodivore can expand and have someone else focus on social media postings and using more platforms. Having this extra person taking on this role with reducing the workload on the owner who is solo in this business.   	Comment by Grammarly: Deleted:e
The Nonverbal Communication Elements 
A part of the appeal of food is presentation, texture, and colors. If the food looks good, the more likely the person is going to like the food that was given to them. When students and parents are scrolling through Foodivore’s blog, the colors are going to catch the eye faster than reading the title of that dish or product. Having different colors of veggies makes the product look appealing to the eye. With greens, oranges, and reds, the consumer will overall feel healthier just looking at it. Bread, cereals, pasta, and crackers all have a few things in common, they all shared the same color; beige. This is called the ‘beige diet' "simply beige is all the rage for all the wrong reasons. …all that is quick, cheap, and convenient is directing many to the cracker, cereal, and cookie aisles, leading to a high-fat and highly processed ‘beige diet' that is nutrient impaired" (Color Me Healthy – Eating for a Rainbow of Benefits, n.d.). When including different colors of produce into a meal a chemical called ‘phytochemicals' which only occur naturally in plants and are thought to work synergistically with vitamins, minerals, and fiber in whole foods which add a lower disease risk (Color Me Healthy – Eating for a Rainbow of Benefits, n.d.). By having these visuals, they encourage having meals with as many different colors as possible in a meal, they also provide vitamins that are missing in the fast food and beige diet.  	Comment by Grammarly: Deleted:ab	Comment by Grammarly: Deleted:ut	Comment by Grammarly: Deleted:s
Slogan
	Since the beginning, Foodivore has been using this slogan “Eat Better. Feel Better. Spend Less.” In this campaign this slogan could be changed to “eat lightly, breathe deeply, live moderately, cultivate cheerfulness, and maintain an interest in life”. This new slogan not only includes healthy eating, it is also including adding positive vibes to a life that a person could have. Having this slogan geared towards students, it can encourage positive mental health with the help of better eating, letting go of stress and to maintain an interest in life. 
Students struggle with their mental health throughout the school year to due stress from classwork, jobs, home life and something that does not help is eating foods with trans-fat, greasy, heavy, and tends to weight you down. 
Tactics, Schedule, and Budget
Tactics
	 Foodivore, during the artisan harvest year, uses open houses to let the public come in, place orders, meet new people, see old friends, talk with Bonnie (the mind behind Foodivore), and celebrate the artisan culture. With a new campaign, new strategy, and expanding to a new public, new tactics will have to accommodate the change. 
Since her current audience is used to her open houses during the traditional artisan season. Those will not change, however, with a new student-based public, they may not be able to come to those open houses or Bonnies' house and kitchen may not be able to have the room that will fit a large group of people that Bonnie is not used to having.  
	Having special events that can bring Foodivore to students is a way to get out of the kitchen and meet new people and give Bonnie and chance to interact with the student population. These events can be promoted on Facebook, it also can make tracking the number of people who are interested and who and going to the event so Foodivore can make sure that she brings enough product for the number of people that will be going. Facebook can also direct the event to certain Facebook groups that are student groups, healthy eating groups, work out groups, international student groups, mom groups etc.  	Comment by Grammarly: Deleted:amou	Comment by Grammarly: Deleted:t	Comment by Grammarly: Deleted:a	Comment by Grammarly: Deleted:ount
Special events to be considered should be:
· Holiday events (Thanksgiving, Christmas, Easter)
· Farmer Market days 
· Social events (Fundraisers, music events, culture fairs, etc.)
· Artistic events (art galleries, museum exhibit showings, etc.)
Student events are commonly either on or off campus' which are often more social than any other event type that is thrown at students. This allows Bonnie to interact with her audience, start to see familiar faces at different events and makes her and her brand known on college campus'. At these types of events, Foodivore’s key messages will follow to each event that Foodivore was going to. 	Comment by Grammarly: Deleted:for
The main advantages to going to the listed events are that they are social events. It allows Bonnie to socialize and talk to her audience about her products and her messages and overall, easier to network with students entering the workforce for the first time. Other events like sports events and educational events may not be ideal for Foodivore because they are too high energy with a high volume of people. Foodivore would not be able to get her message or talk to the people that ask her questions because of the high volume of noise. It would be odd to see a table that’s selling pickled and canned goods at a Kitchener Ranger Game. People would have to carry around heavy glass jars to their seats and when they are walking around. It would look unprofessional and uncomfortable to be stuck in a tight spot with people everywhere without any room to move or breathe. Foodivore would have to worry about theft and constantly keeping an eye on the money she has gained and to make sure no one walked away with product unpaid for. 	Comment by Grammarly: Deleted:is
A disadvantage of the listed events would be the uncertain amount of people that might be attending that event to make sure that Foodivore has enough product with her to cater to the number of people. This could be easily solved by asking whoever is in charge of the event for a guest list and ask for the event to ask for any allergies for people attending this event.  	Comment by Grammarly: Deleted:t	Comment by Grammarly: Deleted:amou	Comment by Grammarly: Deleted:t	Comment by Grammarly: Deleted:m	Comment by Grammarly: Deleted:q
Schedule
Since the style of food that Foodivore follows the artisan harvest season and now the school year with the new audience, they will have to work together simultaneously. Below is a chronological list by month of some of the large key events that will happen during the main eight months of the harvest season and school year. Since this schedule repeats itself year after year, it is easy to work around it to attend social events and start networking with students and parents. These events would be promoted on Facebook, event pages, Foodivore blogs, event sponsor pages, event posters etc. 
August - September:
· Back to school – parents and students stock up on food for the first few weeks of school. 
· Monthly farmers market events on campus’ 
· Wheat and grains harvest – the ideal time to make bread, doughs, and crusts.	Comment by Grammarly: Deleted:s
October: 
· Thanksgiving/Hallowe’en, student success week – students going home for the holidays and time off from classes, midterm season. 
· The ideal time for pickling: pickles, kurchans, baby corns, carrots, and beets. 	Comment by Grammarly: Deleted:I
· Thanksgiving Open House
· Monthly farmers market events on campus’ 
· Start to prep for holiday season
November - December:
· Christmas, students leaving for the holidays, exam season.
· The ideal time for cookies, bread, pickling, salsas, dips, and cranberry sauce.	Comment by Grammarly: Deleted:I	Comment by Grammarly: Deleted:s
· Monthly farmers market events on campus’ 
· Annual Open House
January:
· New semester, New Year resolutions for healthy eating. 
· Monthly farmers market events on campus’ 
· Welcome back new and returning students events 
February:
· Valentine’s Day, midterm season, Family Day.
· The ideal time to start; some jams/marmalade, salsa, bread, dips, cookies. 	Comment by Grammarly: Deleted:I	Comment by Grammarly: Deleted:s
· Monthly farmers market events on campus’ 
March:
· Student Success week, March break (high schools & elementary schools), midterms.
· Start prepping for Easter. 
· Monthly farmers market events on campus’ 
April:
· Easter, exam season, students heading home for the summer, students staying for co-op placements and work terms. 
· The ideal time to make: in season berry jams, desserts, bread, and pickling.	Comment by Grammarly: Deleted:I	Comment by Grammarly: Deleted:s
· Monthly farmers market events on campus’ 
· Easter Open House
Budget:
Foodivore budgets for the year based on how much money was spent during the previous year. For the 2018 year, Foodivore hopes to stick to a budget of approximately $10,500. This also includes the new membership site and food production. 
· Ingredients and food production - $4000
· Web/graphic design/ memberships/courses - $1500
· Facebook advertising - $1000
· Equipment - $1000
· Labour - $2500
· Misc. supplies - $500
These numbers are an average of what was reportedly used in the previous year. Since Foodivore is a solo company, this number has stayed consistent due to income and profits.   Other out of pocket expenses to consider would be gas, packaging, print and marketing, and booth/event fees. These expenses can be considered "pay as you go" expenses and would have to be worked in the budget at the end of each year so the budget can be adjusted (Foodivore. (2018). 	Comment by Grammarly: Deleted::
Evaluation
Progressive Evaluation 
	There is always a way to make something better. Nothing is perfect on the first try when trying to do something new. The best way that Foodivore can fix and change parts of the tactics so it better suits the audience. Listening to what the audience is saying and collecting their feedback is important because it contributes to the growth of the business and produces new ideas for products.  
	Collecting data like surveys, polls, questionnaires, and trails throughout the campaign and at each event that Foodivore attends keep ideas, products, and themes up to date and minimizes the negative feedback and problems that may have come up.  
	This progress will work best to collect data for Foodivore because since the majority of the events that Foodivore may attend, it will be easy to keep track of how many products she’s sold, how many people have come up to ask her about her business, conduct different surveys (demographic, opinion, etc.), and with the attention that being a vendor at an event will attract new email subscribers, more likes and followers on Facebook and blog. 
	All feedback will be considered at the end of each school year to prepare for the new year in September. 
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