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Target Market
A target market is considered the customer pool a company wishes to sell its products or services to. These customers are who a company will set forth marketing efforts towards and will be a main focus of the company’s marketing strategies. A company must determine its target market based upon those consumers who have a need for the product or service (Target Market, 2010). The Green Grocer’s target market will be those consumers who wish to have healthy options and those who want to support the local farmers and distributors. Green Grocer will market its products to the target market by showcasing the differences with its foods stocked on the shelves versus the competitor’s shelves. Many people are starting to understand the issue with corporate farms and the many additives that companies put into their products, which are harmful to ingest. Green Grocer carries natural and organic products that do not have the added hormones or preservatives in the food the company stocks and sells. The target market will include people who purchase organic food, whether prepared or not, and people who continue to lead healthy lifestyles and those who are in the near the downtown area.
Size 
	Downtown Mesa consists of a total of seven historic districts--the target is to reach five of those seven districts (City of Mesa, n.d.).  The downtown area is in the process of regentrification and reinvention.  Downtown Mesa will appeal to Millennials and those who are interested or involved in the Arts.  Additionally, Arizona State University (ASU) will be opening a campus in the heart of downtown Mesa in the fall of 2019 offering a variety of Performing and Media Arts programs (Trimble, 2016).  The Green Grocer will appeal to Millennials who are moving within a 2-mile radius of The Green Grocer location who want to support local businesses and enjoy wholesome products.  Additionally, it will appeal to anyone within a 1-mile radius of the downtown location who need convenience items they may have forgotten to pick up while shopping at their local big box grocery.  Once the ASU campus is open The Green Grocer will appeal to students and faculty during the day—dorms or housing for ASU will also be a target market to appeal to.  In the future, it may be best to reconsider the target market area and reevaluate once ASU housing plans are made public.   
SWOT Analysis

	Strengths

· Provides a welcomed family owned feel to a corporate rich environment.
· Able to provide a customized and unique welcoming experience for each customer.
· Greater commitment by staff who is composed of the people who funded the project.
· Higher innovation potential because of less corporate regulations to follow.
	Weaknesses

· Not a well-known name for a grocer.  Some people like to go with what they know.
· Low store locations, only one as of now located in Mesa, AZ.
· Harder to expand like bigger chains.
· Excessive regulation as a family owned business.

	Opportunities

· Tap into the internet exposure scene.  Ads, coupons, rewards programs, etc. could draw in crowds and hook them as a possible loyal permanent customer.
· Expand into the organic market for people who care about organic foods.
· Loyal staff if they are treated well.  Will stay for the foreseeable future.
	Threats

· Bigger, more well-known grocery stores in same vicinity, may have products we don’t carry.
· Low credit assistance as a family owned business.
· Harder to maintain cash flow.




	
4P’s
	The 4Ps of marketing are crucial to any marketing strategy. The product includes is whether the product is geared towards the correct demographic or can generate substantial sales. The product of the green grocer is various fruits and perishables. Promotion looks at the ways companies can transfer the information about the product in the most efficient manner to its end users via search engines, magazines, television and more. The Green Grocer uses local newspaper ads and billboards to promote its brand, they effectively use these channels to bring awareness of their new products and discounts that they are running on items. Pricing involves price considerations to attract a key target market with the right income demographic. The Green Grocer has products that appeal to almost all income demographics to generate the highest required return, this diversification in pricing allows the Grocer to capture the income of its patrons in most economic climates. Placement means placing the product launch in markets that will generate a reasonable return with respect to its baseline costs. The Green grocer is in locations that are advantageous to capture their market segment. 
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