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Introduction

Background of Problem 
Essential Meal Delivery is a healthy meal delivery service based in downtown Toronto. The company’s main customer base is working professionals and athletes who do not have the time to regularly make healthy meals. As a young, small business that started in May 2010, many challenges face the company. One major problem is not knowing where to spend their budget to create maximum exposure and increase their customer base. Secondly, the company wants to expand their client base at a manageable rate, given their lack of staff and resources. 
Significance of Problem
With the marketing problem in mind, Essential Meal Delivery’s goal is to increase their clientele from 17 to 45. The secondary research below will help the company determine the most effective ways to increase their clientele to 45. 

Research Objectives
Our secondary research objectives are as follows:

· Identify specific markets for this service in order to determine potential Essential Meal Delivery clients.
· Research best methods for advertising to working professionals and determine where they look for information regarding meal options.
· Explore the marketplace and sales of competitors to examine similarities between competitors and Essential Meal Delivery.
· Identify advertising methods of top competitors to find out the best ways the company can reach potential clients.
Competitive Analysis
The methodology used in choosing the competitors was a Google search. Using the key words, “meal delivery service Toronto,” six businesses offering services similar to Essential Meal Delivery were chosen: Rose Reisman’s Personal Gourmet, Healthy Heart Meals, Enjoy Not Cooking, Today’s Menu, Victoria’s Kitchen and Licious Living. Detailed information was collected from each company including the product, price, promotion, place, target audience and Internet presence. This information was organized into charts and graphs to facilitate in comparing Essential Meal Delivery to its competitors.

Given time constraints, competitive analysis was conducted only using information we could find online.  Since some of the information found online was incomplete, assumptions had to be made.  For example, it is difficult to discern hidden costs based on websites of meal delivery services.  Some of the websites were unclear as to whether HST was included in their costs.  Below is a summary and analysis of the most important information collected.  

Product
All of the competitor services produce meals that are healthy and fresh, using all natural ingredients (no added chemicals or preservatives).  More than half of the services offer comfort food as well as healthy food, not including Essential Meal Delivery. Of the seven companies, half use organic produce, but this is not a focus for Essential Meals. Two out of seven of the companies, including Essential Meals, offer customized meals, and four offer meal plans. (Refer to Appendix C)

Price
Since the pricing varies significantly depending on the business, the best way to compare prices was to establish a fictional situation.  The prices were compared from the perspective of a working professional who is looking to have their lunches and dinners delivered for one month (28 days).  Using this method, Essential Meal Delivery is determined as the most expensive meal delivery service, even when HST was excluded from the calculations.  In addition, several of the competitors offered a la carte options in which clients can purchase specific dishes or single meals at a flat rate.  Essential Meal Delivery currently does not offer a la carte options.  It could be a good alternative to consider, given that such orders are fulfilled based on demand.  It might be an easy way for Essential Meal Delivery to drive profit while maintaining its small business model.  (Refer to Appendix D)

Promotion
Most of the companies, including Essential Meal Delivery, use testimonials from its clients for promotional purposes.  The second most widely used promotional strategy is offering gift packages and gift certificates. Essential Meal Delivery does not offer this option to their clients.  Another equally important strategy is the option of receiving a newsletter and/or having a newsfeed about the company on the company’s website. Essential Meal Delivery has a newsfeed on their website but they do not offer a newsletter. (Refer to Appendix B)

Place
The free of charge delivery boundary of Essential Meal Delivery is depicted on the following 

map:
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Source: Google Maps

Essential Meal Delivery offers free delivery to clients who are on or west of Jarvis Street, on or south of Bloor Street, on or east of Dufferin Street and as far south as Lake Ontario.  Customers outside of this boundary can expect additional delivery charges of $5 to $40 per shipment.  

In comparison, the other businesses have wider boundaries.  Most of the businesses offer deliveries to Toronto and the Greater Toronto Area.  Some even offer to other parts of Ontario.  (Refer to Appendix E)

Target Audience 
Of the seven meal delivery services studied, the top target audiences were health-conscious people, families, new parents, business professionals, dieters and seniors. Essential Meal Delivery targets three of these audiences including, health-conscious people, business professionals and dieters. Essential Meals is the only company, of the seven studied, that target professional athletes. (Refer to Appendix A)

Internet Presence
Of the competitors analyzed, only Personal Gourmet and Licious Living had an active online presence in the form of interactive and content-filled websites, Facebook pages and Twitter accounts.  The approach that Rose Reisman takes for Personal Gourmet is unique in that the business is focused more on her rather than the business itself.  Licious Living is a better model for Essential Meal Delivery to follow as it has been fairly successful in building brand loyalty around the product and services, rather than a personality.  Internet presence is a huge area of opportunity for Essential Meal Delivery, especially since other businesses do not seem to be too focused on improving their presence online.  It can serve as an effective way for Essential Meal Delivery to stand out among the competition.  No business has been particularly effective and successful on YouTube and Twitter.  Essential Meal Delivery might be able to take advantage of this and surpass the competition with regards to their online presence.  (Refer to Appendix F)

PESTLE Analysis
Political
There is a lack of research related to political issues that will affect Essential Meal Delivery.

Environmental
Studies have found that people prefer organic food for the following reasons: the belief that they are healthier, pesticide-free, more nutritious, environmentally-friendly, taste better, not genetically-modified (GMO), supportive of small farmers and rural communities (Global Trends in, 2010). Over the last decade, consumer awareness of the environment and sensitivity to it has grown dramatically. Environmental concerns regularly top opinion polls as being important.  With this awareness is a desire to purchase products that are green, organic, natural or have an environmentally friendly benefit. The Natural Marketing Institute estimates that the size of the green marketplace will reach $420 billion by 2010 (Big Opportunities Remain, 2009).

Movement toward organic eating is beneficial for Essential Meal Delivery. The general public’s mindset is shifting to align with Essential Meal Delivery’s promise of healthy food. By offering organic meals, Essential Meal Delivery can enhance their promise of providing natural food choices, making it more credible. Organic meals can increase Essential Meal Delivery’s customer base and current customer satisfaction since people are becoming more concerned about organic food.

Social
According to a survey performed by Nielsen, the biggest barrier for healthy eating is a perceived time with 35% of consumers agreeing to the statement that “I don’t always eat healthily because I haven’t got time” (Refer to Appendix G). Eating healthy is difficult to regularly achieve. Work and family responsibilities make time scarce making it easier to go to restaurants or prepare ready-made meals at home. Other reasons preventing healthy eating are as follows: availability, confusion about which foods are healthy, substandard taste and the desire to treat oneself (Global Trends in, 2010).

For Essential Meal Delivery it is beneficial to advertise their service as one that allows consumers to eat healthy without having to invest the time in preparing the food themselves. Emphasizing the exceptional taste and quality of the food, which is prepared by a chef, allows consumers to feel like  they are treating themselves and not sacrificing taste for health benefits.

Since consumers are confused about which foods are healthy, providing them with information about their meal and why it is good for them is beneficial. Informing clients that food will be prepared to meet their specific health needs will be seen as an advantage to those who do not have time to consider healthy food options.  

Natural Marketing Institute conducts an annual health and wellness survey to determine what consumers consider healthy. Shopper insights showed that consumers are interested in minimally processed foods and a short list of recognizable label ingredients. Consumers want foods with less trans fats and MSG. Instead they want more fibre, antioxidants, vitamins/minerals, calcium, Omega 3s, whole grains, heart-healthy ingredients and Vitamin D (Global Trends in, 2010).

This means it is important for Essential Meal  Delivery to emphasize that their food is minimally processed. It would be beneficial to provide clients with a short list of recognizable ingredients. Essential Meal Delivery should emphasize that their meals have less trans fats and MSG and more beneficial nutrients such as fibre and vitamins.

Technological
Research was performed to determine where individuals look for information on food delivery services. It was found that the most common place people search  is online. Online is a small but expanding channel for the food and beverage industry. Shoppers tend to spend twice as much online versus offline when making food and beverage purchases. Free shipping and minimum order requirements encourage shoppers to spend more. Online grocery shoppers tend to purchase expensive, niche products (Opportunities Abound for, 2009).

By selling their service online, Essential Meal Delivery will be able to use the web as a method to increase revenue. Selling meals online will meet the needs of upscale shoppers who purchase expensive niche products, such as meals provided by Essential Meal Delivery. Additionally, if Essential Meal Delivery creates minimum order requirements like their competition, they will encourage shoppers to spend more.

Recently, Nielsen performed research to determine the effectiveness of Facebook advertisements. Their research quantifies the extent to which Facebook advertisements drive reach and brand impact. It was discovered that  most “earned” impressions on Facebook have the highest level of impact out of the formats tested. Historically, earned media looked at the number of times a brand or press release was mentioned in the news. The brand did not pay for the placement of the message because it was either interesting, entertaining or newsworthy. The media outlet used the message voluntarily as part of its product. Today, a media outlet broadcasting a brand is not the only form of “earned” distribution. The consumer is invited to broadcast and endorse the brand to their online friends. Social advocacy on ad units appears to strongly impact  awareness, ad recall and purchase intent.  However, because this subset of consumers is small, reach is difficult to achieve solely with these impressions. Thus, success for marketers is creating a mix of social impressions that incorporate both paid and earned media (Gibs & Bruich, 2010).

Facebook would be a useful marketing tool for Essential Meal Delivery. The social network is beneficial for Essential Meal Delivery because as a young company that is just starting to gain profit, it allows them to promote their service for free. If Essential Meal Delivery works to generate a large group of fans on their Facebook page, those fans will then endorse Essential Meal Delivery to others. In addition to being free, it is proven that this form of advertising increases awareness, ad recall, and purchasing intent.  

Economic
Research has found that the recent recession has prompted many to search for value when making meal decisions. Healthy options such as organic produce took a back seat because they are considered to be more expensive (Global Trends in, 2010). However, health conscious consumers have adopted coping strategies that allow them to remain true to their wellness predilections. Health conscious consumers represent a high-value segment with big spending habits, particularly in better-for-you categories. The right product assortment and messaging can engage these consumers, while coupons will close the deal (French & Hale, 2010).        
This presents Essential Meal Delivery with a challenge to their business, when advertising to those who are not currently healthy conscious. If an emphasis is placed on the low cost for the value of the food consumers are receiving, this will be beneficial. On the other hand, research has found that health conscious consumers still remain true to their wellness predilections despite tough economic times. This is a market that Essential Meal Delivery should focus on while developing a larger customer base as they will be more likely to spend money on the Essential Meal Delivery service.

Legal
There is a lack of research related to legal issues that will affect Essential Meal Delivery. 
	STRENGTHS

· Customized meals

· Personal connection with customers

· Service is available for purchase online

· Has Facebook fan page

· Targets professional athletes, a market no other companies target

· Has a newsfeed on the website, a popular promotional tool for competitors.


	WEAKNESSES

· Small free delivery zone compared to competitors

· Does not offer a full organic menu

· Website does not emphasize the convenience of the service, for those who do not have time to prepare healthy meals

· Does not use Facebook to full potential

· Does not offer gift packages or gift certificates, a major promotional strategy used by competitors to advertise service

· Does not offer a newsletter for customers, a vital promotional strategy used by competitors

· Does not target three major target audiences: families, seniors and new parents.

· Does not offer comfort/traditional dishes, a product that more than half of their competitors offer



	OPPORTUNITIES

· Health conscious consumers represent a high-value segment with big spending habits, particularly in better-for-you categories

· Potential to improve online presence on various social media platforms
	THREATS

· Health-aware consumers report enjoying in-store shopping experience (French & Hale, 2010)

· The recent recession has prompted many to search for value and healthy options are considered to be more expensive 

· Numerous businesses exist in the Toronto area that offer similar products and services


SWOT Analysis
Recommendations
It is recommended that Essential Meal Delivery advertise their service as one that allows consumers to eat healthy without having to invest the time in preparing the food themselves. In addition, Essential Meal Delivery is currently one of two companies that helps their clients choose a meal plan that suits their nutrition goals. Therefore, they should work to highlight this aspect of their business more through advertisements. 

Also, since consumers are confused about which foods are healthy, providing them with information about their meal and why it is good for them is beneficial. Essential Meal  Delivery should emphasize that their food is minimally processed. It will also be helpful to provide clients with a short list of recognizable ingredients. If Essential Meal Delivery targeted more of the top target audiences such as families and new parents, they would attract a wider spectrum of clients.

Essential Meal Delivery should offer more organic choices in their menu. Organic meals can increase Essential Meal Delivery’s customer base and current customer satisfaction, since people are becoming more concerned about organic food. Since half of their competitors offer comfort foods, as well as organic produce, Essential Meal Delivery should also consider offering this in order to strengthen the diversity of their meal options and increase their market appeal.

Essential Meal Delivery currently has a Facebook page, however they need to begin to use it more as a form of advertising. It would be beneficial for Essential Meal Delivery to first generate a larger group of fans on their Facebook page. Those fans will then endorse Essential Meal Delivery to others. In addition to being free, it is proven that this form of advertising increases awareness, ad recall, and purchasing intent compared to other forms of advertising. 

Essential Meal Delivery should continue to use testimonials to promote their services, as this is the most popular promotional strategy used by their competitors. They should also continue using more videos with their spokespeople, in order to promote their company. In addition, they should continue to update their Facebook news feed and consider creating a news letter. Finally, Essential Meal Delivery should consider using gift packages and gift certificates, as these were the most popular methods used by competitors.

Various healthy companies based in Toronto
A recommendation for Essential Meal Delivery, based on research found, would be to explore businesses that have the Eat Smart!® program implemented in their cafeterias. Below is a list of the Top Eat Smart!® workplace cafeterias and food service providers found currently in Toronto. The name of the business and food service provider is listed (Eat Smart, 2010).

· Apotex Inc. 
· Dana Hospitality
· Bridgepoint Hospital – Parkside Café
· Bridgepoint Hospital
· Canada Life 
· Aramark
· Globe & Mail
· Compass Canada
· Novopharm
· Scarlett House Catering Foundation
· Sanofi Pasteur                                         
· Compass Canada
· Scotia Bank                                             
· Aramark
· The Bank of Montreal Café                    
· Sodexho
· The Hospital for Sick Children                
· HSC food services
In addition to this list research was performed on the current list of Canada’s top 100 employers, at canadastop100.com. After looking through the top 100 employers, a list of companies located in Toronto with on site cafeterias that offer healthy and/or special diet menus was compiled. The top companies in Toronto, that show an interest in proper nutrition are as follows (Canada's Top 100 Employers, 2010):

· Bayer Inc. (also offers take home dinner entrées)
· BMO Financial Group
· Royal Bank of Canada
· City of Toronto
· Sunnybrook Health Sciences Centre
· Procter & Gamble Inc.
· Ericsson Canada Inc.
· Molson Coors Canada
Knowing these businesses can be beneficial for Essential Meal Delivery because it gives them the opportunity to explore what corporations in Toronto value healthy eating and lifestyles. This is helpful for Essential Meal Delivery  to know because they can target employees within these companies to use their service. Essential Meal Delivery can also set up meeting with companies to discuss incorporating essential meals into the companies special/healthy menus, or replacing the menus with the Essential Meal Delivery service.

Another recommendation for Essential Meal Delivery is taking a look at the winners of the

Who's Who in Workplace Health Award. These awards are designed to honour individuals and organizations that have demonstrated leadership and innovation in workplace health and who have contributed to the health and well-being of Canadian employees and their families.

The winners from 2009 are as follows (Benefits canada, 2010):

· Myra Lefkowitz, manager, health & well-being program & services, University of Toronto                      
· Jennifer Hubbard, manager, human resources services, The Economical Insurance Group
· Heather Steinson, group benefits, The Economical Insurance Group.
In the same way that the Eat Smart!® companies can be beneficial for Essential Meal Delivery, the workplace health award recipients and their recognized company can be helpful. Since the recipients were identified for their innovation in the workplace, this could mean that they are open to innovative services such as Essential Meal Delivery. Implementing a program like Essential Meal Delivery into their business is something these companies may consider because of their commitment to the overall wellness of their employees. 

Conclusion
As previously stated, Essential Meal Delivery wants to determine where to spend their budget in order to create maximum exposure and increase their customer base. In addition to this, the company wants to expand their client base at a manageable rate, given their lack of staff and resources. 

Through a PESTLE and competitive analysis we were able to use research to make recommendations to help Essential Meal Delivery with their current problems. Specific markets were identified for this service in order to determine potential Essential Meal Delivery clients.

We effectively met three out of four of our secondary research objectives.  We used research to determine that the best method for advertising to working professionals is online. We effectively explored the current marketplace and the product, place, price, promotional strategies, and internet presence of competitors to examine similarities between competitors and Essential Meal Delivery. Advertising methods of top competitors was also determined. Based on research findings a list of recommendations was provided to help Essential Meal Delivery meet their business goals.

One objective that was not accomplished was the identification of specific markets for the Essential Meal Delivery service. This objective was intended to help determine potential clients for Essential Meal Delivery. Since external data sources were not helpful, this objective will be moved to our primary research. However, based on our competitive analysis we were able to create a preliminary list of potential clients for Essential Meal Delivery. The list is as follows: health-conscious people, families, new parents, business professionals, dieters and seniors.
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