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Market Analysis
          Although the snack industry continues to grow exponentially, it remains difficult to obtain healthy, on-the-go snacks. Ninety-four
percent of consumers snack daily but are too often being tricked by popular snack companies claiming to be healthy. These “healthy”
snack options have a long list of deceiving ingredients and labels that are difficult for everyday consumers to understand. Mintel data
shows that consumers, especially households with children, agree there are not enough nutritious, conveniently packaged snacks
available on the market. The food industry triangle encompasses three positive qualities in a snack product: good nutrition, low cost,
and great taste. Many snack and food companies in the industry today cannot successfully achieve all three points. In an effort to fill
this gap, this marketing plan presents a product that implements every point of the triangle by providing consumers with Grati-
Snack, an affordable, healthy snack option that maintains a wonderful flavor.

            Gratitude Foods is an emerging snack company run by three
food scientists from Turlock, California working to use their passion for
food to create a new alternative to snacking that meets the needs of
families everywhere. Eighty percent of moms desire snack products
with an easy-to-follow ingredients list. Gratitude Foods have
accomplished this by creating a healthy, on-the-go snack product,
Grati-Snack, that does not compromise on its fundamental values of
quality. Although Gratitude Food is a start-up business, they are
entering a rapidly growing market with a snack product that
differentiates itself from all other snack products. The founders are
also largely interested in meeting the mission of their business name,
by showing gratitude to their community and using their background
to educate consumers about healthy nutrition. Current marketing
strategies include a website and social media presence via Facebook
and Instagram. 
          

Client's Status in Current Market_______________________ _______________________

Industry Trends____________________________________________________

      El Cap Marketing has developed marketing tactics that
will start by building strong brand awareness in the local
community and in an online setting before moving into a
retail stores. El Capitan marketing believes Gratitude Foods
has the ability to set itself apart from competitors with its
high-quality snack product. . 

 The El Capitan Marketing team identified the need
for a healthy, environmentally friendly, on-the-go
snack product that possesses a short, easy-to-
understand ingredient list, and has developed a
marketing plan designed to build brand awareness
and strong returns through year three and beyond. 

                                                             91% of consumers snack multiple times throughout the day. Snacks account for half of all eating
occasions as consumers believe snacking is essential to daily nutrition. Shoppers are increasingly interested in wellness, nutrition, and
healthy grab-and-go snacks that fit their fast paced lifestyle, causing the market for healthy snacks to rise from 78 billion dollars to
108 billion dollars by 2027. One third of millennial aged parents are also serving healthier snacks to their children. 77% of snackers
prefer ready-to-eat snacks, however, 60% of consumers wish there were more healthy ready-to-eat snack options available. 67% of
consumers want to know everything that goes into the food they buy. 

Snacking Trends:

                                                                                                Today’s food consumers are turning online for better snack selections. Specifically,
79% of Millennial Moms use e-commerce (Amazon, Shopify) to get a better selection of snack products. If consumers enjoy a
particular snack, they are more likely to stock up on favorites from an online store than seeking out new options. The online snack
market is one of the fastest growing sources for ready-to-eat snack purchases, and projected to grow upward. Millennial women
also plan out their purchases, and will spend more than intended if they find a product that effectively fits their needs. Brands and
products that fit into daily routines have a great repeat rate for online pantry stocking behavior, and 27% of consumers choose to
buy snack foods in stock-up orders. 

Snack Shopping Trends:

                                                                       
that support causes. 34% of consumers seek out sustainably produced products, and are willing to spend more money on those
products. 81% of Millennial women say social media is the best way to reach them, and 57% expect to see sponsored content from
brands to help with the discovery of new products. 72% of customers believe seeing Instagram images of a product increases their
chance of purchasing that product. 46% of Millennial Moms look at recommendations when making purchasing decisions.

Consumer Trends:  Millennial Mothers are most receptive to cause marketing, with 92% wanting to buy products 
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2. “First Research Best Practices,” First Research Best Practices, 2013, https://www.dnb.com/ content/dam/english/dnb-solutions/industry-research/first_research_best_practices.pdf.
3. “How Consumer Demand for Transparency Is Shaping the Food Industry” (Label Insight, 2016), How Consumer Demand for Transparency is Shaping the Food Industry.“
4. Kady Sandel, “4 Tips to Make Your Healthy Snack Brand Stand Out,” Aventive Studio, July 2, 2020, https://aventivestudio.com/healthy-snack-branding/.
5. Sorilbran, “What Makes Them Buy: Millennial Parents & Gen Alpha Kids,” The Shelf Full-Funnel Influencer Marketing (The Shelf Full-Funnel Influencer Marketing, March 1, 2021), https://www.theshelf.com/the-
blog/millennial-parents.
6. Daniel Kedinger, Cory Lagrange, and Kirstie Watkins, “How to Promote Snacks & Candy in the World of Online Grocery,” Food Marketing Now, February 3, 2020, https://foodmarketingnow.com/ecommerce-
insights/snack-and-candy-marketing-strategies/.
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/Millenial%20Moms%20Whitepaper.pdf.
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 Buyer Profile and Behavior__________________________

      The El Capitan Marketing Team focused on the key roles of
buying behavior which include initiator, influencer, decider, buyer,
user, and gatekeeper. The three main market segments include
moms consuming healthy snacks, moms purchasing healthy
snacks for her family, and children consuming snacks. Moms
buying snacks for herself meet all key roles except the
gatekeeper role. When buying for the family, the mom is seen in
all roles except the user, as she may not consume the product,
but is the gatekeeper that ensures her children do. Lastly,
school-aged children may consume the product, but do not play
a role in the direct purchase of the snack product. Therefore,
moms are the primary buyers of healthy snack products. 
     These moms are in the age group of mid-thirties to mid-
forties and are suburban moms that live in family-based
communities with growing disposable incomes. The average
household salary is $90,500. These moms are affluent and
family-oriented. They often operate at a hectic pace and their
households possess two working parents with growing children.

ingredients list that utilizes upcycled products. Indirect competitors include unhealthy granola snack products (Chewy, Nature
Valley, Cliff) as they have long ingredients lists and/or differ in type. Direct competitors include Rxbar, Kind Bars, and Frooze Balls.
Rxbar and Kind Bars have large amount of brand recognition, but lack many of the strengths related to health when compared to
Grati-Snack. Frooze Balls is most similar in type to Grati-Snack, but do not contain upcycled products, are not on-the-go, and are
not a U.S. based company, therefore does not give back to local communities. 

Competition's SWOT Analysis______

Gratitude Foods SWOT Analysis___
- Transparency integrity 
- Goal of providing a good cause with sales
- Short and easy to understand ingredients list
- On-the-go packaging
- 50 cents per bite 
- Uses upcycled products
- Labels: no refined sugars, gluten-free, vegan

S

________________________________
- New and small food company
- Little name/brand recognition
- Not organic or Non-GMO________________________________
- Use background to provide education about       
    nutrition and food labels
- Growing online snack market
- Selling through subscription service
- Growing health trends creates more   
    opportunity for products being an option in 
    school, sport, and club activities ________________________________
- Decrease in desire for healthy snacks
- Decrease in family’s budget for snack spending
- Emergence of shadow product

W

O

T

__________________________

______

       Grati-Snack enters the snack market as the only oat based, ball
formed, healthy snack with a short and easy to understand 

___
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 - 84% are concerned about the health of the snacks they are consuming daily.
 - 78% want to understand what ingredients are in their snack products
 - 228 respondents were parents
           - 58% of these respondents children participate in sports
           - 96% are concerned about their kid’s snacks being healthy
 - 65% would spend $2.50 on a healthy, on-the-go snack product
 - 68% of respondents consider themselves to be on-the-go often
 - Grocery stores and online platforms (#1- Amazon, #2- Online Stores) were the top ways respondents obtain snacks. 
 - Of flavors provided, chocolate, espresso, and strawberry were the top flavors respondents were interested in. Over half of 
     respondents want to be able to buy a variety pack. 
 - 60% said they hear about new snack products from social media, mainly from Instagram and Facebook.
 - 45% of respondents said they hear about new snack products from word of mouth. 
An important takeaway from primary research survey was, even though online snack sales are growing substantially, an in store retail
setting is desired by the target market. 

How concerned are you about your

snacks being healthy? 

Primary Research Results

1. Consumers like simple to follow ingredient lists and are more likely to purchase. Validation: Primary Research- 78% want to
understand what ingredients are in their snack products; Secondary Research- 67% of consumers want to know everything that goes
into the food they buy.
2. Consumers want easy and convenient access to healthy snack options. Validation: Primary Research- 84% are concerned
about the health of the snacks they are consuming daily. 68% of respondents consider themselves to be on-the-go often.
3. Target Market is willing to spend more disposable income on healthy and environmentally friendly snack options.
Validation: Secondary Research- target market spends an average of 20% more than the national average on food, spend more
money on food healthier for them; 92% make purchases that support causes. 34% of consumers seek out sustainably produced
products and are willing to spend more money on those products.
 4. Consumers are more likely to trust a company that is transparent and has a charitable-based mission.  
 Validation: Secondary Research- 92% of millennial moms make purchases that support causes.

Business Proposal Mission Statement_____________ ______________

     Providing families with a healthy snack option that takes tastes to the next level, while leaving your mind,
stomach, and community feeling satisfied! 

      A focus group, along with a taste test, was
conducted by the El Cap Marketing team with 8
moms from Stanislaus County. Respondents
had positive things to say about the quality of
this snack product. All respondents enjoyed the
taste of the snack, and said they would definitely
buy this snack for their families. It was described
in written responses as “the perfect snack” and
that they would “choose this as my main snack
any day” Respondents also thought the price of
$2.50 was more than reasonable. There were no
negative comments about the product. 

__________________________

Key Planning Assumptions__________________________ __________________________

      El Capitan Marketing sent out a survey to members of the Stanislaus County community. 415 surveys were completed. All
respondents were qualified as they snack 1 or more times a day. The goal of the survey was to find out consumer snacking habits,
how concerned they are about the health of their snacks, how concerned consumers are about the ingredients in their products, and
how to best market to them. Key findings from qualified respondents: How many times a day do you snack?

How concerned are you about understanding what

ingredients are in your snack product?  

Focus Group_________________

Soccer Mom

- 37 Years Old

- Income: $90,500

- Central Valley, CA

- Works in

Management

- Has to provide

kids with healthy

snack between

meals

__________________________

_________________
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      Grati-Snacks are round, oat-based snacks formed into easy-to-consume bites. The short ingredient list will be simple and
understandable to all consumers (dates, apple powder, oats, strawberry puree). The bites contain upcycled food ingredients that
would typically contribute to the food waste problem. Each individual package will contain 2 oat bites. The individual packages will
be sold in 6 and 12 pack boxes, similar to competitor options. Survey responses determined that 6 and 12 pack boxes will be available
in 3 flavors: Chocolate, Espresso, and Strawberry. There will also be a variety box with 12 packages of 3 different flavors, as more
than half of the respondents wanted the option to obtain different flavors. Labels include gluten-free, no refined sugars, upcycled
products, and vegan. 

Product __________________________________
Strategies and Action Plan

      The target audience is “Soccer Moms”. 10,565,700 individuals fall into this market, and the segment density is strong in
California’s Central Valley. These millennial mothers have busy schedules and need an easy way to give their families a healthy,
fulfilling snack in between meals. Family-oriented activities dominate their lifestyle. Outdoor activities and sports are an important
characteristic of life, as well as watching their children participate in sports. These mothers are on average 37 years old with a
household income of $90,500. This market values healthy food and wants what is best for them and their family members. These
moms tend to spend an average of 20% more than the national average on food, indicating that they would be more willing to
spend more on food than they believe is better for them. Soccer Moms are a growing and impactful force with an enormous
amount of purchase power and influence.

__________________________________

           El Cap Marketing used primary and secondary research to determine a price for Grati-Snacks that is reasonable for customers
while also appreciating the work and mission of Gratitude Foods. The input cost for each individual snack bite with packaging is $1.25.
Therefore, the retail cost per package is $2.50. A box of 6 is $15.00. A pack of 12, all the same flavor or variety, will be sold for
$30.00. Customers can “subscribe and save” 10% at checkout. Subscribers will save 10% when they sign up for auto-delivery to one
address. Customers can auto-receive products every week to once every 8 weeks. A reminder will be sent prior to each delivery,
and customers can cancel anytime. The price meets the national average of $2.50 for snack products similar in type to Grati-
Snacks.

Target Market_______________________________ _______________________________

Short and Long Term Goals__________________________ __________________________

  Short-term goals were developed with the
understanding that the online snack market is growing,
however, strong brand awareness will need to be
developed in years 1-3 as Gratitude Foods is a new food
company. Being that most survey respondents purchase
snacks online from Amazon, year 1 sales will start on that
platform. Year 2 and 3 will consist of Amazon sales in
addition to company website sales. In-person snack
purchases will take place at snack sponsoring
promotional events (see promotion) in years 1-3. Social
media engagement is based on the national social media
engagement average for packaged food products
(.90%). 

Price____________________________________ ___________________________________

solution for Gratitude Foods is to sell in Costco. Costco will not be more than 25% of a company's income. Therefore, we have
created the following long term goal: Be in 3 Costcos by 2026 and sell a minimum of 19,400 individual snack bite packages per
month online, at snack sponsoring events, and at Costco. 

8

Long Term Goal: Primary research showed a need for
the product to be sold in stores. The most profitable 

9.  Eckman, L; Personal Interview. February 24, 2021
10. Feehan, B; 2021 Social Media Industry Benchmark Report. (February 16, 2021)  https://www.rivaliq.com/blog/social-media-industry-benchmark-report/
11. Snacks—average retail price and cost per snack- USDA ERS https://www.ers.usda.gov
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Place
         In the 1st year of production, sales of Grati-Snacks will focus on online purchases; Years 1, 2, and 3- Amazon, Years 2 and 3-
Online Website. Although Amazon fees are expensive, with 2.6 billion monthly users, it is helpful in acquiring customers quickly.
Fulfillment by Amazon (FBA) will save time, labor, and it will decrease or eliminate shipping costs for customers. Adding e-
commerce to current website will provide multiple sales channels, increasing your sales and profit. Both platforms will allow the 1-
time purchases and the subscribe and save 10% option. In-person snack sponsoring promotional events will take place (see
promotion) for customers to purchase Grati-Snacks.

___________________________________ ___________________________________

Promotion__________________________________ _________________________________
          Promotional strategies were created to build brand recognition online through advertising on social media and on Amazon. In
person snack sponsoring promotion at sporting events, will help enhance brand recognition and loyalty within the community, and
bring the goal of helping the community to fruition. 

Promotional Strategies Aligned with Goals

25,296



Position___________________________________ _________________________________

      Grati-Snacks is the only on-the-go snack product with a short 
and simple to understand ingredients list, that utilizes upcycled and
nutritious ingredients, and provides gratitude and education to
customers. 

Budget
Sales Projections______________ __________________

  Sales projections were based on the
understanding that there is a strong desire for
healthy, on-the-go snack products with simple
to understand ingredients. The online snack
market is also showing upward trends. Gratitude Foods is a new business that will need to create brand recognition in it's first year
of business. Market research shows, however, that on average, snack companies receive a profit after 6 months of business.

Budget___________________________________ _________________________________
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Evaluation
Each promotional activity will be
measured against the benchmarks listed
in promotion. El Capitan Marketing
suggests eliminating or decreasing
spending on strategies that are not being
met, and focus on/increase spending on
promotional benchmarks that are being
met. 

If short term goals are not being met, it is
suggested to increase Amazon sales to
$3.00 to cover start up costs, and ensure
that in person sales events are targeting the
correct market. If goals are exceeded,
determine a second target audience and
promotional strategies for that audience.


