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« WAFFLES IN SPAIN »
Plan:
I. Presentation of the country : Spain
a) The country in general

b) The economy

c) The consumer habits

II. SWOT analysis of the new product
a) Strength

b) Weaknesses

c) Opportunities

d) Threats

III. Marketing Mix
a) Product

b) Price

c) Place

d) promotion
I. Presentation of the country:
a) Spain in general


Madrid, Spain's capital is a cosmopolitan city. Its position as a centre for economics, finance, administration and services combines the most modern infrastructure with an important cultural and artistic heritage, the legacy of centuries of fascinating history.
Madrid is strategically located at the geographical centre of the Iberian peninsular, 646 metres above sea level. Its old town is exemplary among major European cities, and blends harmoniously with the most modern and convenient of urban infrastructure. Madrid offers a broad range of accommodation and services along with the most advanced audiovisual and communication technology. All this, combined with the momentum of a society that is dynamic and open, and at the same time warm and welcoming, has turned this metropolis into one of the western world's great capitals.
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► LOCATION:

Southwestern Europe, bordering the Bay of Biscay, Mediterranean Sea, North Atlantic Ocean, and Pyrenees Mountains, southwest of France
►AREA:

total: 504,782 sq km 
land: 499,542 sq km 
water: 5,240 sq km 
note: there are 19 autonomous communities including Balearic Islands and Canary Islands, and three small Spanish possessions off the coast of Morocco - Islas Chafarinas, Penon de Alhucemas, and Penon de Velez de la Gomera
► COASTLINE:

4,964 km

► CLIMATE:

Temperate; clear, hot summers in interior, more moderate and cloudy along coast; cloudy, cold winters in interior, partly cloudy and cool along coast
b) Spain’s economy:

The Spanish economy boomed from 1986 to 1990, averaging five percent annual growth. After a European-wide recession in the early 1990s, the Spanish economy resumed moderate growth starting in 1994. Spain's mixed capitalist economy supports a GDP that on a per capita basis is 80% that of the four leading West European economies. The center-right government of former President AZNAR successfully worked to gain admission to the first group of countries launching the European single currency (the euro) on 1 January 1999. The AZNAR administration continued to advocate liberalization, privatization, and deregulation of the economy and introduced some tax reforms to that end. Unemployment fell steadily under the AZNAR administration but remains high at 10.4%. Growth of 2.5% in 2003 and 2.6% in 2004 was satisfactory given the background of a faltering European economy. The socialist president, RODRIGUEZ ZAPATERO, has initiated economic and social reforms that are generally popular among the masses of people but that are anathema to religious and other conservative elements. Adjusting to the monetary and other economic policies of an integrated Europe, reducing unemployment, and absorbing widespread social changes will pose challenges to Spain over the next few years.

Some figures very reprentative of the Spanish economy:

GDP - real growth rate: 2.6% (2004 est.)
Composition by sector: agriculture: 3.5% 
                                      industry: 28.5% 
                                      services: 68% (2004 est.)

Labor force: 19.33 million (2004 est.)

Unemployment rate: 10.4% (2004 est.)

Exports partners: France 19.3%, Germany 11.7%, Portugal 9.6%, UK 9%, Italy 9%, US 4% (2004)
Imports partners: Germany 16.6%, France 15.8%, Italy 8.9%, UK 6.3%, Netherlands 4.8% (2004)
Currency: euro (EUR)
c) The consumer habits:

►The age structure of the country is like following:

	0-14 YEARS
	14.4%

	15-64 YEARS
	68%

	65 YEARS AND OVER
	17.6%


►The median age is at 39.51 years (38.18 for men and 40.93 for women)

►Religions: Roman Catholic 94%, other 6%

►Languages: Castilian Spanish 74%, Catalan 17%, Galician 7%, Basque 2%; note - Castilian is the official language nationwide; the other languages are official regionally
The Spanish consumer has a way of living very different from ours, the hours for eating are different, the hours to go out are different too, and finally the tastes are not comparable.

For example, the Spanish consumer is used to eat spicy food, like in the “tapas” restaurants. They are used to eat a lot of little things: eat a bit at 11AM, a big lunch at 4PM and a bit for dinner. 

So for our product it is a perfect target who likes food all day long!
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II. SWOT ANALYSIS:
a) Strengths and weaknesses of the market:

	STRENGTHS

	WEAKNESSES

	1. A mix between French product and Spanish tastes: the spicy one.

	1. Competition is very present in different types of “snacks”.

	2. Our product will have the very big benefit of the French food image.

	2. It is a very developed country so many different types of products already exist.

	3. Spanish have the habit of eating all day long a bit: they have more than us the culture of snacks.

	3. Population is getting holder and holder and our waffles are usually consumed by children.

	4. A very specific packaging, which reflect quality.

	4. As it is a traditional product the price is higher than the industrial products.

	5. An attractive price for this type of high quality product.

	5. The environmental problem with the sophisticated packaging.


	6.  A lot of controls on the ingredients and hygiene in the firm.

	


b) Opportunities and threats of the product:

	OPPORTUNITIES

	THREATS

	1. The traditional industry is not so developed in this country which is a big opportunity for us.

	1. Population is getting holder and holder and our waffles are usually consumed by children.

	2. The coastline is huge and the climate is hot so it will be easy for us to sell the product near the beach for the little hunger of 5PM.

	2. The biggest producers tend to develop their firms all over the world so the competition will become harder and harder.

	3. The way to send the product like in little shops front of the street.

	3. The product can be copied.

	4. Our strategy based on the continuous evolution. (cf under)

	4. More and more “diet” products are developed and our product is with a lot of sugar.


	5. New concept: innovation 

	


Our company will base its long term growth and profitability on: 


- A focus on authentic specialties from the biscuit and cake world.


- A brand name policy with products which are distinctive in respect of quality and consumer satisfaction


- We want the leadership in waffles specialties.
The dimensions and the organization of our firm will be continuously modified to the volume and further evolution of its market.
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III.Marketing-mix:
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a) Product

► Presentation of the product:

Our waffle will be inspired of the very successful waffle of Belgium. We will take the best ingredients in order to favourite quality and tradition more than sells and industrial product.

France is very well known all over the world for its food and more over for its bakeries: croissant, baguette (which exists in Spanish, German, and Chinese…!) So it will be easy for us to have the benefit of the “French food image”.

► What will be the best ingredients?

Research will become in order to know which ingredients and which properties will must have to always guarantee the unique quality of our products. 
We will need: Suppliers who will strictly apply our specifications 



Tester of the ingredients (close supervision of the quality)



Final approval of the ingredient 
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►The tastes we will choose are going to be specialized for Spain for some of them and other which could be sold in many different countries:
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The chocolate for children, like all the products with chocolate have a great successful, we could sell it for the little hunger of 10AM

The spicy one which could be eaten in the restaurants like a “tapas” with a special pepper of Spain

Finally, the “praline” because it sounds French and it could have a big success thanks to the French image of food. 

b) Price:
Our product is a traditional one and its connotation is luxury because it is French and moreover because it is a new concept. In Spain those types of products can be found between 0.83 cents and 6 euros: it depends on the quantity we can found in the different packets. We chose a price situated in the second average but a bit higher than the average in order to reflect our quality product:

· For the packaging which contains only 2 waffles it will cost 1.25 euros.

· For the biggest packaging we will a more interesting price, using the psychological price: 3.99 euros for 12 waffles (more than the average but in the second part).

c) Place:

►We will send our waffles in supermarkets, in the part of regional and traditional products.

►We will also send our products in the bakeries as it will permit to the consumer to buy and eat it in the street, or during a pause at work. 
►The last way to sell our product is in the little shops in sea front because Spain has a lot a kilometres of coastline and all the children want to eat something when 4PM is comping.
d) Promotion:

A traditional packaging is useful in order to put a high price, and to reflect the quality product.
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The one on the left will be sold in the bakeries and in the little house on the beaches because the waffles have their packaging just with 2 waffles inside and it is more hermetic and easier for children to eat at school for example.
The second one will be sold in the supermarkets because they are 12 waffles in each packet, this one will be dedicated to the mothers who do the shopping for all the family, or for the grandmothers who will receive all their friends to play cards!

So our promotion will be developed on majority by TV because the Spanish have really the TV culture. When they come back from work in order to eat, they do their little sleep in front on TV, and we think it is the best way to commercialize our product whereas it is the more expensive.

Because of the price we must invest in the advertising on TV, the other way to do advertising is on advertising bill outside of the bakeries and little shops which sell this product.
CHOCOLATE


SPICY


SUGAR (PRALINE)





Here is a good draw to show all the work we do on a product and how it comes until the whops. That’s what we are going to study in the marketing mix.
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