
Marke&ng	Case	Study	
Eatmore Sprouts



Business Purpose
The Business Advisory Team Inc. is a group of 
business management professionals who offer 
business planning, markeCng strategies, and 
workshops for Farm|Food|Drink businesses and 
organizaCons. 



Our sister firm, LeK Field MarkeCng, works from 
these plans to create brands and campaigns that 
help Farm|Food|Drink businesses grow through 
effecCve markeCng and sales. 


Though we operate as two disCnct teams, we work 
hand in hand to efficiently grow our client’s 
businesses.



Social Purpose We help grow local food systems 
by enabling business viability 
through market readiness.
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Working from Success

Glenn	and	Carmen	
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Eatmore Sprouts and Greens Ltd.
•  Comox Valley, Vancouver Island

•  Produces over 9000 lbs of sprouts and 
greens weekly

•  Year-round!

7	



eatmoresprouts.com	

We Value
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•  People 
•  The planet 

•  Sustainability

•  CreaCvity 

•  You! 
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Meet the Team 
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Working hard to bring you the freshest, locally 
grown, organic sprouts and greens



ConnecCon
MarkeCng is...



AuthenCcity is the Secret Ingredient

Effec%ve	marke%ng	is	about	
building	authen%c	connec%ons.	
	
Le=	Field	Marke&ng	specializes	in	
authen&c	adver&sing		
for	regional	Farm│Food│Drink	
companies.	



Mash-ups 

- basics are being manipulated
- InnovaCng with tradiConal vegetables

Sourcing local

Trends in Restaurants



1 – Local



2 – Vegetables



Sources:		
The	Canadian	Press.	January	8,	2015.	Lois	Abraham.	
hPp://o.canada.com/life/food-drink/food-trends-of-2015-veggies-as-the-main-fermented-foods-mangoes-local-grains	
Images	sourced:	Flickr	

3 – Canadian Superfoods



Organic BC is at the Top



•  VERY educated consumers

•  Social media

•  Farmers’ Markets

•  Increased food spending

We are changing



Choose your Medium



Target Consumers

Educated Loyal
Health

Food Oriented
Young

Families
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SituaCon

•  Steady sales growth
•  Good distribuCon/retail

•  Not a grocery staple
•  Recognized brand 

•  Minimal adverCsing

•  Recognized health trend
•  Seasonality advantage
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Grocery
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Grocery



eatmoresprouts.com	24 

Grocery
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ObjecCves/Goals

•  Grocery Staple
–  Market posiCon 

–  Increased market share
–  Overall sales growth
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TacCcs

•  PosiConing
–  Point of Sale, Grocery

–  Grocery Staple
•  Family nutriCon

•  Recipes, re-think sprouts

•  Phased in “Super Food”
–  Update website

–  Social Media
–  Cross PromoCon
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Retail Planogram
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Retail Channel Strip 
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Retail Dangler
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Recipe Card
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Recipe Card
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Recipe Bookmarks
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Ads	
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Brochure
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Website
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Social Media

36 



eatmoresprouts.com	

•  Events
•  Community
•  EducaCon
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Banners
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NutriConal Fact Sheet
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Bueon
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Summary

•  Long-term approach
•  SCll in progress
•  Increase in sales
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Farmers’  
Markets

Sprout Root MarkeCng

Point of 
Purchase Events

Social  
media





Simple is Good 
	


