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INTRODUCTION

CAPE GOOSEBERRIES TO CANADA

Cape Gooseberries is a very well-known fruit in the middle east especially in Egypt & also very

cheap.

Gooseberry’s are very cheap in Egypt, for instance the 1kg is only for two Canadian dollars

AKA 20 - 25 Egyptian pounds.

But on the other hand, Goose

oerry’sin Canadais

expensive 1kg of Gooseberry’s can

<nown as a super food and it’s very

be around 50 Canac

And yet they are not available in all the supermarke
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overpriced.

ian dollars AKA 560 Egyptian Pounds.

ts they are very hard to find & very




THEIDEA

CAPE GOOSEBERRIES TO CANADA

Our idea is that we manage to make high-quality product with a catchy packaging and

bunch of nutrition facts and affordable prices and good distribution among the

Canadian supermarkets and fruit shops.

We will dominant the Canadian market and let’s not forget that the competition isn’t

big.

MARKETINGMAJORSTUDENTS



CONCERNING CANADIANS

Margarine, oil and Other, 1%
Perishable other fats, 1%
combination foods,

2%

Bread, cereal and
perishable grain
products, 12%

Perishable fruits and
vegetables including
juice, 37%

Perishable meat and
alternatives, 22%

Milk and perishable
dairy products, 25%
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DIET&NUTRITION

Fruit and vegetable consumption, five or more times per day, by age group and sex, population aged 12 and
older, Canada, 2017
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CONCLUSION

DIET &NUTRITION

Healthy food and healthy diet are critical for Canadians
Eating a balanced and nutritious diet is one of the best ways to protect
and promote good health.
Canadians usually believe their eating patterns are fine. In reality, almost

three-in-four (73 per cent) Canadians claim they consume a well-

balanced, nutritious diet or, in specific, a good diet with some holes.
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MAJORPROBLEMS AND RESISTANCETO
PRODUCTACCEPTANCE

IN CANADA

o Loyptisa third world country.

e LEgyptians never trade any kinds of food to Americans or Canadians.
e Political perspectives.

e Religion perspectives.
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THE CANADIANMARKET

Canada

GEOGRAPHICALLY

Canada’s geographic regions are; The West, The Prairies,
Central Canada, The Maritimes and The North.
Northern and western Canada has the biggest space in Canada’s

geographic regions ATLANTIC

ancosr ONTARIO

rnipegq
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CONSUMERBUYINGHABITSIN
CANADA

CAPE GOOSEBERRIES TO CANADA

About 40% of consumer consider themselves a non-loyal customer to their brands, and
half of the people in Canada are willing to buy unfamiliar brands it the price is right.
Only 19% buy the same brand for each purchase, and that gives us that only 19% of

Canada’s consumers are loyal customers to their brands. About 80% of people like to
try new products, and they are risk-takers.
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OURPRODUCTDISTRIBUTION

Westren Canada

CAPE GOOSEBERRIES TO CANADA
e Northern Canada
* Westren Canada Al .\t"
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OURCOMPETTTORS

77 PREMIUM N
Y SUPERFOODS
CONSCIOUS
SOURCING
\ D PREMVERE QUALITE /
S APPROVIIONNEMENT

Use for Trall Mixes
Snacks & Smoothies
Desserts & Baking

Utilisez pour vos
mélanges montagnards

GC ; ﬂBERRY GOLDEN BERRIES

THRE ANDEAN SUPERFRUIT GROSEILLES DU CAP
RIGR IN IRON WAICA SUPPORTS

1 DF FER
UNE SOURCE DE VITAMINE € ET DI
UNE SOURCE ELEVEE DEFIBRES
UNE SOURCE ELEVEE EN POTASS!

REDUCTION OF TIREDNESS & FATIGE  SOURCE OF VITAMIN € AND IRON

AVERY HIGH sOt RCE OF FIBRE
HIGH IN POTASSIUM
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MARKET SIZE OF CANADA
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RULES & REGULATIONS

OF THE CANADIAN GOVERNMENT

Knowing where our main office is located & Where we plan to operate.

No misleading advertising and labeling

Whether we are marketing your products by phone, mail, or online, we need to
ensure that our messages are not misleading, deceptive or untruthful.

We may only advertise about health products that have been approved for sale in

Canada and our advertisement must be approved.
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MARKETINGOBIJECTIVES

OF OURPRODUCT

Grow Digital Presence
Target New Customers
Build Brand Awareness
Increase Sales and/or Revenue

Encourage repeat business
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ADVERTISING & PROMOTION

OF OURPRODUCT

Raw, Organic & Sun-Dried

GOLDEN
BERRIES

Grown & harvested
from small farms
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ADVERTISING & PROMOTION

OF OURPRODUCT

o Flyers distributed among households.

e Brochures on the walls of the streets.

e Billboards.
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PERSONALSELLING

OF OURPRODUCT

MARKETINGMAJORSTUDENTS We will export the product to several grocery stores in the northern & western Canada.



THE TARGETMARKET

OF OURPRODUCT

e Healthy life-styled Canadians.
o Age: targeting all ages

e (Gender: targeting all genders.
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DISTRIBUTIONMICRO ANALYSIS

OF OURPRODUCT

Shipped in: Shipping refrigerators with a ranging degree of 32-36 Shipped with: Coastal trading vessels
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DISTRIBUTIONMICRO ANALYSIS

REQUIREMENTS

The main requirements to ship the product are;

® T'he vehicle must be sanitized and clean; and to able to be cleaned every now and
then, to prevent contamination.

e Keptinitsrequired temperature during transportation.
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PRICING STRATEGY

OF OURPRODUCT

* Success of this invention will mainly rely on the prices. The prices we will offer are in

the range of lower middle section of the society in Canada.

e 20 Canadian dollars per pack
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MARKETINGBUDGET

OF OURPRODUCT

=65,565.00 8% /1,013,157.5 EGP



Fojecled Stictd todate: $

65365.00

CAMPAIGN TYPE Qry PIO‘:E:'ZT:::OSY PROJECTED SUBTOTAL COMMENTS
Banner Ads 4 $ 5000 @ § 2,000.00 .
$ .
$ 3

L eatrcansren e I OGN Re
Newspaper I $ &00.00 $ 3,600.00
n-Store Marketing 4 3 4000  § 1.600.00
POP 2 $ S0000 0§ 1,000.00

$ .

[Poblichelaions [ [ [ewow s eeeo | ]
Public Events $ . ‘
Sponsorships 3 .

Press Releases ] $ 10000 | § 800.00 .
Waebinars $ .
Conferences $
Clent Events $ .
$ .

[Cobmivamte | [ 2 NN 00 9000900200000

Sponsored Content $ .
Landing Page 12 $ 1,20000 | § 14,400.00
White Popers / abooks $ .

$ =

[ esraaere] e e s et
Twitter 20 $ 10000 | § 2,000.00
Focebook 2 3 10000 | § 2.000.00
Pinterest 10 $ 10000 | § 1,000.00
rstogram 10 s 10000 | $ 1.000.00
Google+ 4 $ 10000 | § 400.00
Unkedin 4 $ 10000 | § 400.00
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METHODS OF PAYMENT

OF OURPRODUCT

Canada Trust
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The product will be sold in grocery
stores, so the methods of payments
MARKETING MAJOR STUDENTS are either cash or debit/credit cards.



THANK YOU

LAILAMOHSEN, RAWAN BASSEM, LOBNAMOHAMED, YOUSSEF EL-SEDAWY & EHAB SABRY



