
Case study 
An introduction to the company 
 
FoodLoop is a start-up committed to promoting sustainability through local food networks. The company 
connects farmers directly with consumers, providing fresh, organic produce with minimal supply chain 
intermediaries. FoodLoop’s subscription service offers weekly or monthly deliveries of farm-fresh products, 
supporting local agriculture while reducing the carbon footprint of traditional grocery shopping. 
Since its launch in 2019, FoodLoop has gained traction in suburban and rural areas but struggles to expand 
into urban markets. Challenges include competition from established grocery delivery services and 
misconceptions that local, organic products are significantly more expensive. 
 
Communication aims.  
 
For the upcoming semester, FoodLoop has outlined these objectives: 

• Increase brand awareness among urban consumers aged 25–45. 

• Position itself as an affordable and sustainable alternative to traditional grocery shopping. 

• Expand its subscription service by 15% in metropolitan areas within six months. 
 
First steps by Communication function 

The SWOT analysis provided by the Communication Director includes: 

• Strengths: 
o Strong connections with local farmers and high-quality, organic products. 
o Transparent supply chain and commitment to sustainability. 

• Weaknesses: 
o Limited visibility in urban markets. 
o Perception of higher costs compared to traditional grocery delivery services. 

• Opportunities: 
o Growing interest in sustainable and organic food among urban consumers. 
o Potential partnerships with local restaurants and health-focused influencers. 

• Threats: 
o Competition from larger, established grocery delivery platforms. 
o Logistical challenges in ensuring timely deliveries in densely populated areas. 

Communication Strategy and Tactics 

To meet its objectives, FoodLoop has developed the following strategies: 

1. Online Campaigns: 
o Launch a series of educational videos titled “From Farm to Table” on YouTube and Instagram, 

showcasing the journey of FoodLoop products. 
o Partner with local food bloggers and nutritionists to create content promoting the affordability 

and benefits of subscribing to FoodLoop. 
2. Offline Initiatives: 

o Host “FoodLoop Farmers’ Markets” in urban centers, offering samples and subscription sign-
ups. 

o Collaborate with eco-friendly restaurants to feature FoodLoop-sourced dishes on their menus, 
accompanied by in-store promotional materials. 

3. Customer Engagement: 
o Introduce a referral program where existing subscribers can earn discounts for referring 

friends. 
o Launch a monthly newsletter sharing recipes, farmer stories, and environmental impact 

reports to build a stronger connection with subscribers. 

While initial campaigns have increased website traffic, conversion rates remain lower than expected, and the 
cost-per-acquisition for new urban customers has been higher than forecasted. 

 



Question 1. Analyze the SWOT analysis provided. Is it thorough? What additional elements or 
improvements would you recommend to the Communication Director? 

Question 2. Offline initiatives like farmers’ markets and restaurant collaborations are planned to 
enhance visibility. What additional offline communication tactics could strengthen FoodLoop’s urban 
presence? 

Question 3. FoodLoop aims to attract urban consumers who are often skeptical of cost and 
convenience. What messaging strategies should FoodLoop adopt to overcome these barriers? 

 

 


