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“The Groasis Waterboxx can create a revolution in Spain. Reforesting 20 million hectares of now worthless soil and turning these into valuable soil while also giving a solution to various environmental problems in Spain can create a tremendous change..”
Pieter Hoff – Inventor of the Groasis Waterboxx
Prologue 
The Groasis Waterboxx has been the focus of my internship at Transfer Latin Business Consultancy. For this project I have travelled to many pilot projects and spoke with many people about the waterboxx and the current environmental problems in Spain. These journeys have helped me to see the potential and the restriction of an introduction of the Groasis Waterboxx on the Spanish market. This plan is developed from the perspective I have been able to develop in the last 6 months.

Many people have inspired and assisted me in the process of writing this marketing plan. First of all I would like to thank Pieter Hoff, the inventor of the waterboxx, for sharing his vision and thoughts about the introduction of the waterboxx. Besides him I also would like to thank Sven Kallen, who has given me the opportunity to travel to all the pilot projects and has allowed me to really be a part of the process of introducing the Groasis Waterboxx. I also would like to thank Femke de Jong, who has for taking the time to revise my plan and give good feedback. 
Of course I would also like to thank Eline Hofman, she has been a great inspiration and supporter in the process of writing my graduation assignment. And last but not least my family and friends who have supported me during my internship and in the process of writing this plan. 
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Executive summary 
The Groasis Waterboxx is an instrument that supports plants and trees in the first year in order to survive in difficult circumstances without using any groundwater or electricity. The Waterboxx collects water by catching rainwater and producing water from condensation. It creates the possibility to plant trees without irrigation in places where it wasn’t possible before. 

Transfer LBC wants to introduce the Groasis Waterboxx on the Spanish market. Therefore a strategic marketing communication plan needed to be developed based on the question “How can Transfer Consultancy profoundly introduce the Groasis Waterboxx commercially on the Spanish market by making use of marketing communication”. To be able to make this strategic marketing plan that can be the answer to this question various analysis have been made. 

The internal analysis was focused on AquaPro and the Groasis Waterboxx. AquaPro is the company that is founded by the inventor of the Groasis Waterboxx. The company is small and has outsourced all their activities in order to focus on their core activity: The Groasis waterboxx. The distribution is also outsourced and Transfer LBC is one of the exclusive distributors of the Groasis waterboxx, which will introduce the waterboxx, as the company “Groasis España”, in Spain. The analysis of the Groasis Waterboxx showed the clear benefits of the Groasis waterboxx in comparison to the current irrigation systems, that can be seen as a substitute product for the Groasis Waterboxx on the Spanish market. With its clear benefits like a high survival rate of 90% of planted trees and plantation without irrigation the conclusion can be made that the Groasis Waterboxx shows clear potential on the Spanish market on product level. 

To determine the current situation on the Spanish market a macro analysis has been made based on the DESTEP analysis, an analysis of the external factors which can have an effect on the business activity of a company. Important trends on demographic level were the depopulation of rural areas, income inequality and an aging society. The economic environment showed trends as the economic downturn and high unemployment. On environmental level, the level most important related to the waterboxx, the problems as climate change, water scarcity, the high level of forest fires, the threat of desertification, and the high level of CO2 emission could be identified. 
In the social cultural environment, very important for the choice of marketing communication, the trend of an increase in the corporate social responsibility of multinationals was identified. In the Spanish society, analysed based on Hofstede and Hall, the most important characteristics of the Spanish culture are the conservative mindset, the perceiving of time (short time orientation) and making decisions in the present rather than in the future. These characteristics are important to take in to account for the strategic marketing communication plan. 
The conclusion of the technological analysis was that the current level of technological advancement and innovations is very low, with a total expenditure in R&D of 1,2%. This low level of technology and innovations creates various problems, also in the irrigation sector, which creates possibilities for the Groasis Waterboxx. The conclusions of the political analysis were that the current political situation is stable and that the government of Spain is developing/has developed various programs to address the environmental problems in Spain in which the waterboxx can be a contribution. The overall conclusion of the macro analysis is that the situation of the Spanish market is very positive and shows a high potential for the Groasis Waterboxx.

On meso level the potential sectors for the Groasis Waterboxx were analysed. The forestry sector has a high potential for the waterboxx due to the high level of investments and the added value of the waterboxx in relation to the problems for example the high death rate of the trees in reforestation. 
In the agricultural sector the general sector offers a high potential due to the  growth that the sector is showing. The high potential can be found in the wine and olive production which is a part of the sector in which high export revenues are being obtained. Besides that the implementation of the waterboxx in this sector, due to the possibilities of interplanting and  implementation in the production process, offer high  potential.
The irrigation sector was analyzed to be able to determine the trends in this sector, and the waterboxx in relation to the current used irrigation sector. This sector also offers potential of the waterboxx because of the clear necessity of investment and new innovations to be able to reform the current irrigation systems and make them more sustainable. 

All these analysis identified the potential of the waterboxx on the Spanish market. Based on these analysis the potential target groups could be identified: The government, the agricultural companies, forestry companies and multinationals with a CSR program focussed on reforestation. 

Besides the target group, the competition level for Groasis Waterboxx could also be defined. The competition of the Groasis Watertboxx can only be found indirectly, on substitute level. The substitutes products for the waterboxx in the introduction phase are the current irrigation systems, due to the fact that the Spanish people have faith in these products and will be very sceptical towards the waterboxx. 

Besides the analysis various models and theories were used to lay the foundations for the strategic marketing communication plan. The conclusion of the most important models: In the MABA analysis all the Product Market Combinations, agricultural companies, forestall companies, government and multinationals in relation to the Spanish market, show positive results. From the Kotler analysis the conclusions can be made that the waterboxx is a product that has clear benefits and various additional features. The porter five generic strategies show that the Spanish market could be an attractive market to introduce the waterboxx, when it takes into account the high power of suppliers and increases the financial means to make profound investments, it will be able to make a good entrance on the Spanish market. 

After these analysis and the use of the models & theories the strategic marketing plan could be developed, based on the obtained results of the Spanish culture, the current market situation and the potential of the Groasis Waterboxx. 

The strategic marketing communication plan was written to profoundly introduce the Groasis Waterboxx commercially on the Spanish market. The introduction can be called successful (profound) when in the period of September 2010 – May 2011, 50.000 waterboxes are sold. The initial idea behind the plan is that the Groasis Waterboxx can only be introduced profoundly on the Spanish market if a personal approach is chosen and a strong focus will be given to “experience marketing”. This concept connects to the low budget – high result focus that is needed, because Groasis Spain doesn’t have budget in to invest in marketing purposes in the introduction phase. 
The waterboxx will be introduced as The innovative and unique product that can help plant and grow trees almost everywhere in a sustainable way without using irrigation, while creating a high survival rates of almost 90%. The target group will be the agricultural companies, with a special focus on wine and olive production companies. The marketing communication will be realised by marketing communication channels: Organisations and government supported by the marketing communication instruments: pilot projects, new media: blogs & YouTube. The marketing communication budget will be based on the investment of time. The organisation of the visits to pilot projects will only require an investment of approximately 6600 euros. 
The above mentioned recommendations will offer a good base to create a profound introduction of the Groasis Waterboxx on the Spanish market. By implementing the plan, Groasis Spain has a good chance to convert the potential of the Groasis Waterboxx into concrete success on the Spanish market.
Introduction.
This strategic marketing communication plan is written for Transfer Latin Business Consultancy. Transfer is the exclusive distributor of the Groasis Waterboxx and coordinator of Groasis España (Spain) which is the name of the company that is going to introduce the waterboxx. The plan is part of my graduation assignment of the study International Business and Languages and is focused on the commercial introduction of the Groasis Waterboxx on the Spanish market.  
The plan is based on the problem definition defined by Transfer LBC: 

 “How can Transfer Consultancy profoundly introduce the Groasis Waterboxx commercially on the Spanish market by making use of marketing communication?”

To be able to formulate an advice a profound analysis of the company AquaPro, the product Groasis Waterboxx and the Spanish market have been made. Besides that various models & theories have been used to give a theoretic outlook on the introduction of the Groasis Waterboxx on the Spanish market. The conclusions of the analysis, models and theories have been the base for the development of the strategy for introducing the Waterboxx on the Spanish market. 
The following analyses have been made:

· An analysis of Aquapro and the internal situation to be able to determine the strengths and weaknesses that have to be taken into account. 

· An analysis of the Groasis Waterboxx,  the benefits and additional features, that can be used to formulate sales arguments for the marketing communication. 

· An analysis of the current situation of the Spanish market, and the areas that are important for the introduction of a product like the Waterboxx. 

· An analysis of the potential sectors in which the waterboxx can be introduced 

· An analysis of  the potential competitors from which the competition is to be expected 

· An analysis of the (potential) target group, for whom the Waterboxx can have essential benefits. 

For these analysis I have made use of various reports, sites and governmental sources. Besides that I have interviewed Pieter Hoff, Sven Kallen and various other persons related to the waterboxx to create a good image of the attractiveness of the Groasis waterboxx in relation to the Spanish market.
The strategic marketing communication plan is developed for the introduction phase of the Groasis waterboxx, which has been determined to be from September 2010 until the end of May 2011. 
In this plan the conclusions of all the analysis can be found, as well as the elaboration of the strategic marketing communication plan with the advices to profoundly introduce the Groasis Waterboxx commercially on the Spanish market. 

Chapter 1. Conclusions Micro, Macro and Meso analysis
Chapter 1.1 The internal analysis 
In this part the most important conclusions of the micro analysis of AquaPro Holland and the Groasis waterboxx will be given. The full analysis can be found in annex 1 of the annexes report. 
Company. 

Aquapro is the company that is producer of the Groasis Waterboxx. The company is founded by Pieter Hoff, the inventor of the waterboxx. Aquapro´s only product is the Groasis Waterboxx, besides that it invents and develops solutions to support the function of the waterboxx. The vision of the company AquaPro is “to create both environmental and economic valuable planting solutions in which the power of mother nature is imitated” 
The production as well as the logistics of the waterboxx are 100% outsourced to the Dutch injection moulding company: Lolaar Spuittechniek and a Dutch transportation company. Both companies work together with a fully e-commerce based electronic system is developed to optimize the process of production – transport - to client.
The distribution is also outsourced. Aquapro uses distributors for the local coverage of various countries. The distributors have to take care of the local website, distribution, sales and PR. All the sales have to be made online, so the website is a very important tool for the development of the sales of Aquapro. Transfer LBC is the distributor for Spain and will take care of distribution, test projects, sales and PR in Spain. Transfer will be coordinating all this activities under the name: Groasis Spain. 
The slogan “Let´s green the world” is the base of the marketing strategy of Aquapro. At this moment the marketing activity for the Groasis Waterboxx in Spain is very low, because there is a lack of financial recourses to invest in high value marketing campaigns. Therefore the focus of the marketing strategy of Aquapro for the waterboxx in Spain will be on low budget marketing. 

The financial situation of Aquapro Holland (Groasis Holland) depends on external financial recourses. The company highly depends on loans, grants and private investors, which weakens the position of the company substantially. There is little money to invest in marketing communication purposes, because all the money that is available is invested in new features and improvements on the Groasis Waterboxx. 
Product. 

	Size
	50 cm / 25 cm 

	Price 
	€8,50

	Usability in years
	10 years 

	Price per year
	€0,85 

	Waterboxes per 1 hectare 
	500 boxes 


As mentioned earlier, the Groasis Waterboxx is a product developed by Aquapro Holland, a company that is specialized on technology to produce water out of air. It is an instrument that supports plants and trees in the first year in order to survive in difficult circumstances without using any groundwater or electricity. The Waterboxx collects water by catching rainwater and producing water from condensation. It creates the possibility to plant trees without irrigation in places where it wasn´t possible before: on rocks, in deserts etc. 
Conclusions from the analysis of the waterboxx in relation to the Spanish market: 

· The contribution to find a solution to various problems that Spain is facing.
· Many advantages in comparison to the classical irrigation systems: When we compare both the Waterboxx and the classical irrigation system one can see the clear advantage that the waterboxx has in comparison a irrigation system. Both in the environmental and costs aspects the waterboxx shows the innovation and development that can assure a more sustainable plantation, sustainable use of water and cost saving method.
· Business opportunity / return on investment: Besides that the business opportunities and the survival rate of the trees planted with the waterboxx show that there is a reduce in costs, it rises the percentage of survival rate of saplings and assures a high return on investment
· Higher results due to new planting method: Due to the trial projects in the Sahara desert the benefits of the planting method with the waterboxx the results showed a clear extension of the survival rate of the trees and a faster growth of the trees. In the table the results of the first trial project in the Sahara desert are displayed. 
	Planting in the desert with the Groasis waterboxx
	Planting in the desert without the Groasis waterboxx

	88,2%
	OK
	10,5%
	OK

	11,8%
	Weak
	89,5%
	Dead


Chapter 1.2. Macro analysis: The current market situation; 
The most important conclusions of the macro analysis, the analysis of the Spanish market. The full macro analysis can be found in annex 2 of the annexes report. 
1.2.1. Demographic environment

In the current demographical environment in Spain the following trends could be identified.  
· Depopulation of rural areas and income inequality.

The relation of depopulation and income inequality can be related back to the increasing trend in Spain of people leaving the rural areas and go to the urbanized areas. This has a negative effect on the income inequality in Spain between the rural areas and the urban areas. Due to this the development of the rural areas in Spain stays behind in development and lacks investments and economical activity. 
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This is why the government has developed a plan “Programa de desarrollo Rural sostenible 2010 – 2014” (Program of sustainable rural development). This plan contributes to projects and to help develop or increase agricultural activity.
 This can be an interesting plan for the waterboxx, because the waterboxx can be the product to contribute to more agricultural activity in places where this activity has disappeared. 
· Aging society

This trend is not directly relevant for the waterboxx. What can be defined from this trend is that there is are broader generation of older Spaniards that are less fast in adapting change and new innovations. Therefore the introduction of the waterboxx could experience some difficulties related to this. 

The trend of depopulation in rural areas could be positive for the waterboxx, in the sense that there is more urgency for the government to invest in drawing back the depopulation. 
1.2.2. Economic environment

The most relevant trends in the economic environment in relation to the waterboxx are:

· The economic downturn 

Due to the economic downturn, the government spendings and grants will decline. Even more in the current situation where the country needs to cut back on expenses to decline their budget deficit. Because the government (governmental institutions) are an important target group in the adaption of the waterboxx on the Spanish market, this can result into a threat for the introduction of the waterboxx.  

· High unemployment 
The high unemployment can be seen as a threat for the introduction of the waterboxx, because a high unemployment contributes to an unstable economic situation in Spain. Besides that one can also see it as an opportunity for the waterboxx.

Pieter Hoff´s (inventor of the Groasis Waterboxx) idea is that if a plan is developed to stimulate planting trees this could help increase employment and decrease unemployment. At the moment Pieter Hoff is writing such a plan for the Spanish government. 

The trends in the economic environment can have an important effect on the introduction of the waterboxx. This decreases the government budget and the companies will most likely be less willing and interested to invest in innovations, because of the situation with high uncertainty. 

Relevant economic sectors with potential and importance for the waterboxx are the following: 

· Agricultural sector (especially the horticulture production of products in trees and plants)

· Forestry sector
· Irrigation sector (to be able to determine the potential on the Spanish market in relation to the current trends in the irrigation sector). 

In the analysis of the sectors the potential of the waterboxx is determined. A summary of the analysis can be found on page 15 and 16 of this plan. 
1.2.3. Environmental environment
The analysis of the environmental problems that Spain is facing is very important to be able the potential of the waterboxx on the Spanish market. The following problems were identified:

· The climate
The climate of Spain is changing, due to the global climate change summers are getting warmer and in most regions there is an uncertain and low rainfall increasing frequent and long periods of drought. The necessity of irrigation is increasing and it is not possible to plant trees during these periods of drought. This has an direct effect for the agriculture and nature in Spain. 
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Water 

The water problem in Spain centers itself around the scarcity of water, the unsustainable use of water, the low level of innovation and new techniques on water treatment in the agricultural sector. The number one sector of Spain, the agricultural sector is the biggest user of water 23.000hm3/year. It represents nearly 75% of all the water used in Spain. This can be related to the fact that without the use of irrigation a high percentage of the surface would not be useful for agricultural purposes and that an irrigated agricultural provides 60% more agricultural output. The lack of new techniques and innovation in the current irrigation systems increases the need for innovation and new techniques in this area. 
· Forest Fires 

One of the biggest problems that Spain is facing on environmental level are the forest fires. The last 10 years (1998 – 2008) an average of 131.774 ha of forests have been lost in these fires. The causes of the fires are mostly lack of a clear national fire policy, serious difference in investment between the regions and environmental management and depopulation of the rural areas. The effects of the fires are amongst others air pollution, degradation of vegetation and weathering of the soil which directly causes and increase in desertification. One of the solution, recognized by the government, is to develop programs that address the causes of the forest fires. 
Because there is a high necessity to address the causes (when possible) of the high number of forest fires, the Spanish government started various programs in which these causes (like depopulation and desertification) are incorporated. 
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Desertification 

Already 17,9% of the Spanish surface is effected by desertification and another 19,2% is directly threatened by it. The regions that are facing the highest threats of desertification are Murcia, Alicante and Almería. In Murcia only already 45% of the surface is effected by desertification, the cause: weathering of the soil. 

· Emission of CO2 

In 2008 Spain declined its CO2 with 7,7%, but still has a too high rate of emissions to meet the emissions targets that were set in the Kyoto Protocol. In the period 2008 – 2012 Spain´s emissions were / are at an average of 34% above the 1990 level. This is 26% more than the 8% target level that is set for Spain in the period to 2012.  Because Spain has to decrease its emission, the planting of trees could also be beneficial for this objective of the government. That is why the decrease of the emission of CO2 is also incorporated in the reforestation program of the Government

To conclude, Spain is facing various environmental problems. A way to contribute to solving the environmental issues that Spain is facing is reforestation. The waterboxx could play a role in the reforestation of Spain if it were to be incorporated in governmental plans and adapted by businesses. 

1.2.4. Social cultural environment 

The social cultural environment can be divided in general and society level. 

General level

The worldwide trend of sustainability and Corporate Social Responsibility (CSR) is more and more integrating in Spain and its companies. This general trend of increases the CSR plans of the multinationals. These plans mostly centre themselves around environmental themes, to give back to society what they pollute etc. For example Volkswagen who plants 2 trees for each car that is being sold. The waterboxx can benefit from these plans if it is able to incorporate the waterboxx in the plans. Companies in Spain that have CSR programs focused on reforestation are amongst others: Correos, Teléfonica, Unilever España, British Tobacco company, Toyota España, and Volkswagen España. 

Society level 
The conclusion of the analysis on society level, based on Hofstede and Hall, is that the Spanish culture will have an influence on the way the waterboxx needs to be introduced and how fast it will be adapted on the market. This is influenced by the in general conservative mindset, the perceiving of time (short time orientation) and making decisions in the present rather than looking at the future. 

Besides that the Spanish have to see things first before they believe it. The expression “Si no lo veo, no lo creo”  (“If I don´t see it, I don´t believe it”) expresses the need for the Spanish people to first have proof that something works, or can be of additional value, before they will adapt it into their lives or businesses. 

All of these cultural aspects can have influence on the time it will take for the waterboxx to be accepted in Spain. The introduction stage of the product could be longer than normal, which could also increases the costs of the introduction phase. Therefore it is important to take in to account the cultural aspects when the marketing communication is developed. When the Spaniards are approached in the right way, this could decrease the time it will take for the Groasis Waterboxx to be adapted by the Spanish market.    
1.2.5. Technological environment 

Spain is one of the countries that has been slow in adapting technological advancements compared to other EU countries. The total expenditure on Research and Development in Spain is currently around 1,2%. One of the problems in Spain is the fact that R&D activities are almost always initiated by the public sector. In the current situation of Spain, where the government has a focus on retrenchment rather than extending their expenses (investments) a result may be that the investments of the Spanish government will decline. This threatens investments in R&D in Spain due to the dependence on the public investments. 
The conclusion can be made that Spain lacks behind in technological advancements. The most innovative techniques, interesting for the waterboxx, are concentrated in: 

· Techniques in water preservation 

· Techniques for more sustainable use of water, less loss in the production process 

· Techniques to use re-use waste water  to make the water reusable in the production process. 

The low level of technical innovation and lack of innovative products in the area of irrigation in Spain increases the potential for the introduction of the waterboxx in the country. 
1.2.6. Political environment 

The political situation in Spain is stable, but is experiencing high pressure due to the current economic situation. As far as Spanish or European laws, the introduction of the waterboxx will not experience a lot of restrictions. This because Spain is part of the European Union in which there is free movement of goods. 
There are various plans and laws that can contribute and be beneficial due to the parts of the budgets or create recognition of problems (reforestation, biodiversity, employment) where the waterboxx can be of added value. 
· Ley 43 / 2003 Ley de Monte
The most important law in relation to the waterboxx is the Ley 43 / 2003; Ley de Monte. This Spanish law aims to ensure the conservation and protection of the Spanish mountains, promoting their restoration, sustainability etc. The waterboxx can benefit of this law, because the planting method is suitable for these kinds of areas and because of the fact that the local and national governments have to develop plans in line with this particular law.
· Spanish governmental plans 
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The Spanish government has a broad number of plans to stimulate economic activity and employment, or address various environmental problems. The following plans can contribute to the introduction of the waterboxx, due to that there is budget for reforestation incorporated in the plans, or that recognition is created for problems or issues. 

Plan forestal Español , Programa de desarrollo Rural sostenible 2010 – 2014, Programa de Acción Nacional contra la desertificación, Plan de Estímulo de la Economía y el Empleo (Plan E), Plan de Regadíos Sostenibles Horizonte 2013. 

· European Union Plans 
The European Union also contributes to reforestation and subsidizes projects to create a better environment. Projects that the European Union currently developed and that could be beneficial for the waterboxx are:

European Union forest action plan, Life + project of the European Union. 

The government shows to have a high interest in addressing the environmental problems in Spain. Therefore the Spanish government can be a target group with high potential for the waterboxx looking at budgets and creation of recognition of problems for which solutions are necessary. 

Chapter 1.3. Analysis of the sectors with potential for the Groasis waterboxx   
The full analysis can be found in annex 3 of the annexes report. 
1.3.1. The forestry sector

The forest area in Spain is more than 27.5 million acres representing 54,7% of the Spanish land coverage. Investments in the forestry sector are both private and public, but the highest investments can be found from the public side. In 2007 an amount of 199 million euros was invested publicly in the forestry sector. Due to the high number of acres and high number of investments the forestry sector has a high potential for introducing the waterboxx. The contribution of the waterboxx in relation to the problems that the forestry sector is facing: 

· The trees can only be planted once a year; reforestation or planting of trees can only be done in February and march because of the high levels of rain.
· The trees have a low survival rate in Spain due to drought and unusable soil. 
· Irrigation systems are either unsustainable or not able to be used at the places where the forests are located.
To conclude the forestry sector has a high potential for the introduction of the waterboxx. 
1.3.2. Agricultural sector 

The agricultural sector in Spain is the first sector in Spain and in the current economic situation the only sector in Spain that is still growing with a rate of 1,80%. 
In the agricultural sector there are various sub-sectors. The part that has the most potential related to the introduction of the waterboxx is the horticulture sector. This the part of the agricultural production from trees and bushes.  
· Half of the agricultural production is horticulture and offers a broad target group for the waterboxx. 
· The olive production trees and wine vineyards, all are of a significant importance for the agricultural production and export revenues in Spain. 
· High potential for the companies in this part of the agricultural sector in relation to the waterboxx is the possibility of interplanting (the re-planting of the trees that are dead in-between living trees) that is necessary in the wine and olive sector. 

The potential of the sector in relation to the waterboxx is notable in the fact that:
· Spain is the country with the largest area planted with vineyards in the world. 
· In 34 of 50 provinces in Spain olive production can be found. 
· Spain is the first producer of olive oil in Spain with 1.236 million tons of olive oil production in 2008.
· There are more than 1.570 companies in the olive production 

· There are more than 750 big companies in the wine production 

Concluding: The agricultural sector focussed on the wine and olive production in Spain offers high potential for introduction of the waterboxx. 
1.3.3. Irrigation sector 
The irrigation sector is not a potential sector for introducing the Groasis Waterboxx, but it is important to know the trends in the sector, to be able to analyze the potential of the Groasis Waterboxx in relation to the current irrigation systems and irrigation sector. 
The current irrigated area of Spain is over 3.7 million hectares, which represents 7% of the national total land and 13% of agricultural area. Spain is highly dependent on irrigation. Without irrigation a broad part of Spain would not be suitable for cultivation and agricultural purposes.  The agricultural production in Spain survives because it uses irrigation. The agricultural sector uses 75% of the water consumption. 
The necessity of irrigation systems is high in Spain, but the sector has a very low level of innovation and investments in new techniques. This causes problems like unsustainable use of water, no re-use of waste water etc. which has an increasing effect on the scarcity of water. Therefore in the Spanish irrigation sector the necessity of investment and new innovations is becoming more urgent. The results of this analysis show the potential of the waterboxx on the Spanish market. 
Chapter 1.4. Potential target groups based on analysis of Spanish market
Groasis Spain has initially chosen a Business – to-  Business approach for the introduction phase of the waterboxx in Spain. The target groups are identified based on the outcome of the market analysis of the Spanish market.
	1. (Spanish) Government 
	Based on the environmental problems and the plans and programs that are developed related to these problems and the contribution that the waterboxx could have in these plans. 

	2. (Spanish) Agricultural companies 

3. (Spanish) Forestry  companies
	Based on the problems that the companies in both sectors are facing.  
Based on the high potential for implementation of the Waterboxx in the production process of the companies.  

	4. Multinationals 
	Based on the increasing trend of Corporate Social Responsibility and the implementation of the waterboxx in the CSR plans that are focussed on reforestation. 


The full analysis of the target group can be found in annex 4 of the annexes report. 
Chapter 1.5. Analysis of the potential competition
The analysis of the competition in the case of the waterboxx is a difficult part of the analysis. This because the waterboxx does not have competitors on product level. Competition can be found in substitute products such as the irrigation systems that are currently used in Spain. The conclusions that can be drawn from the waterboxx and its competition: 

· The waterboxx doesn´t really have competitors at product level. 

· The waterboxx has indirect competitors which are the current irrigation systems and watering systems that are currently used in Spain. 

· The competition of the waterboxx is the fact that it is an unknown product, with a totally new technique. This can be seen as an opportunity as well as a threat. 

The waterboxx is not comparable with the current irrigation or plantation systems that are well known in Spain. 
1.5.1. Examples of indirect competitors
· Arteriego S.L. Murcia: Could be a competitor because it offers a wide range of irrigation systems. 

· Mondragón Soluciones: This is a company with more than 25 years of activity, is a specialist focusing on the agriculture markets. Their current and future strategy is strongly committed to developing new added-value products in irrigation systems. 
· Riegos Agricolas Espanoles S.A.: Could be a competitor on the base of the long experience of a group of professionals in the world of irrigation systems. 
These mentioned companies are random examples of companies that could be indirect competitors of the Groasis Waterboxx, because they offer a substitute product. In the introduction phase, when the Groasis Waterboxx is still a very new product with little credibility,  the waterboxx could experience competition of these companies and their products because Spaniards rather buy products they are already familiar with. 
The full analysis of the potential competition can be found in annex 4 of the annexes report. 
Chapter 1.6. Conclusions of the models and theories.  
An overview of the conclusions of the models and theories used to be able to lay the theoretical foundations for marketing communication plan. The full analysis can be found in annex 5 of the annexes report. 
1.6.1. EFE / IFE matrix 

The matrixes are a strategic management tool for auditing or evaluating major strengths and weaknesses and opportunities and threats in functional areas of a business.
IFE

The Internal Factor Evaluation is a way to determine a strong or weak internal situation of a company. If the score of the company is below 2.5. the internal situation is weak. If the score of the company is above 2.5. the internal situation of the company is strong. The conclusion that can be made from this is that with a score of 2.36 the internal position of Groasis Spain is weak. However, because the waterboxx is still in the introduction phase the strengths can be developed over time and the score can increase. 

EFE
The score of the EFE analysis is 3.12. This is a score above the 2.5. which means that Groasis Spain with its Groasis Waterboxx, is able to respond to the external threats and opportunities that are present at the Spanish market.  
1.6.2. The product life cycle. 

The product life cycle is a model which can determine a strategy focus related to the introduction phase of the waterboxx. 
The waterboxx in the introduction stage

The waterboxx is in its introduction stage, from which some strategic decisions can be defined. The most important strategic objectives in the first introduction stage of the waterboxx are:

· Creating awareness

· Creating demand 

· Persuade the target group to try / buy the waterboxx
These strategic objectives are important to take into account when writing the marketing communication plan. If the objectives of the introduction phase will correspond with the objectives of the marketing communication plan this makes the plan more credible and hopefully more successful.
1.6.3. MABA analysis 
The MABA analysis compares the relative market attractiveness of a business activity or product-market combination with the business attractiveness. For Spain the Product market combinations are: 
· Spanish agricultural market – Groasis Waterboxx 

· Spanish forestry market – Groasis Waterboxx 
· Spanish Government – Groasis Waterboxx 

· Multinationals (CSR) – Groasis Waterboxx were being examined. 
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The MABA analysis with the product market combination The waterboxx – The Spanish agricultural market (horticulture / production trees) shows a positive result. The PMC is placed in between cell 1 and cell 2. 

· Cell 1: To protect a good position
· Cell 2: Invest to grow; to become stronger in an interesting market 

The conclusion of the analysis is that the agricultural sector is an interesting market where Groasis Spain should invest to become stronger. 
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The MABA analysis with the product market combination waterboxx – Spanish forestry market  shows a positive result. The PMC is placed in cell 2. 

· Cell 2. To become stronger in an interesting market. 

From the  position of the cell the conclusion can be made that the Spanish forestry market is an interesting marketing in which investments will give a good results
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The MABA analysis with the product market combination The waterboxx – The Spanish government shows, just as the other PMC, a positive result. The PMC can be placed in cell 2. 

· Cell 2: Invest to grow; to become stronger in an interesting market 

The government is an interesting market, where Groasis Spain should invest to become stronger.
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The MABA analysis with the product market combination The waterboxx – The multinationals, the last PMC that  was being analyzed, also shows a positive result.  The PMC can be placed in between cell 1 and cell 2.

· Cell 1: To protect a good position
· Cell 2: Invest to grow; to become stronger in an interesting market 

Concluding from the position of the cell of the multinationals, the multinationals also show a good potential for the introduction of the waterboxx. 
Conclusion

All PMC´s show positive results. If Groasis Spain wants to introduce the Groasis Waterboxx in Spain it has, based on the results of the MABA analysis, good chances of getting good results in all four potential product market combinations. 

1.6.4. Kotler Analysis 
The Kotler Analysis is an important model to create a clear image of the total product. The model shows that the waterboxx has an extended augmented product. There are various additional features that can contribute to a higher added value of the waterboxx as a product for the end-users. 
· Additional features 
	The windprotectors


	These protectors are placed on both sides of the box and can be used in areas where there is much wind. 

	Anti –rob pins
	These pins are used for the plantation with the waterboxx in areas where the possibility for the waterboxes to be robbed is high. 

	The eight-shape waterboxx
	This is waterboxx with an eight-shape opening. Due to this it is possible to plant 2 or 3  trees with one waterboxx

	The Polyproylene waterboxx
	The normal version of the waterboxx. Due to the strong material the box can be reused 10 times in a row

	The Biopolymer waterboxx

	This is a waterboxx that can be used for one tree only. Due to the material that is used, The biopolymer waterboxx first produces water and once degraded, it produces nutrients for the tree. 

	The capillary drill


	This drill is specially designed to relieve the hard word of making holes in the ground. Besides that this drill is able to dig holes in to very dry soil and even rocks. 


Besides that the benefits that the waterboxx can offer the end-user are distinctive from the benefits of the classical irrigation systems, which improves the position of the waterboxx in respect to the current irrigation system. 
· Benefits. 
	Plantation the whole year through 
	In Spain is it only possible to plant trees in the months February and March. By planting trees with the waterboxx this problem can be avoided because a certain quantity of rain is not necessary anymore

	Plantation in different types of climate and soil types
	The waterboxx is able to plant trees on various types of soil where it wasn´t possible before. Due to the waterboxx the roots of the tree are able to develop in such a way that they are strong and long enough to find their way to the nutritious part of the soil. Therefore the waterboxx is also able to contribute to the planting of trees in dry climate areas. 

	Higher survival rate of trees in the first year – higher return on investment
	In normal plantation of trees a mortality rate of min. 10% is already incorporated in the calculations. This is why often 10% more trees are planted to be able to compensate the mortality rate. With the waterboxx the plantation of trees have a result of 90% survival rate, this because the tree is protected in the most crucial first 9 to 12 months. The higher survival rate means that the 10% more planting of trees is not necessary anymore, and the mortality rate is lower. This leads to a higher return on investment. 

	The possibility of interplanting 
	Interplanting is the planting method of restoring only a few trees in a plantation. The trees that are re-planted need more water and care, and this is often impossible when for example in a vineyard the trees are planted without a lot of distance. The waterboxx offers a solution by offering the possibility to replant a few plants with their own water and nutrition and without damaging the other living trees. 


To conclude the Kotler analysis one can see that the waterboxx is a product that has clear benefits and additional features. When a consumer wants to buy a waterboxx it is clear what they get, what to expect and what the value will be when they purchase the waterboxx. 

1.6.5. Porters 5 forces model 
The five forces model of Porter is a strategic model that defines the 5 forces that determine the attractiveness of the market. 
	Force
	For Industry
	For  Aquapro

	Threats of new entrants
	Medium
	Medium 

	Bargaining power of buyers
	High
	Medium

	Bargaining power of suppliers
	Medium 
	High 

	Threat of substitute 
	Low
	Low

	Degree of rivalry
	High
	Medium


For Groasis Spain the Spanish market could be an attractive market to introduce the Groasis waterboxx. When it takes in to account the high power of suppliers and makes sure that there are sufficient financial means to make profound investments, it is more than possible to make a good entrance on the Spanish market. 
1.6.6. Porters five generic strategies  
Micheal porters five generic strategies is a model to define the strategy that is the best for the Waterboxx to follow in the near future. The strategy that can be identified out of the five generic strategies of porter relates the most to a differentiation strategy. 
This strategy can be identified by the fact that the Groasis Waterboxx is a product with unique attributes. Costumers perceive the waterboxx to be different from the current irrigation systems, thus the products of the competition.  

Advantages of the differentiation strategy for Groasis Spain is the fact that, due to the uniqueness of the product, they are allowed to charge a higher price for it. Besides that, if suppliers increase their prices Groasis Spain may be able to pass along these costs to its customers because they are not able to find a substitute product for the waterboxx. 

The risks of the differentiation strategy are amongst others: imitation by competitors. Fortunately Groasis Spain will not face this risk because it has patented the waterboxx in almost each country where the waterboxx can be of use. 
When Groasis Spain uses the differentiation strategy they are able to get a loyal costumer group, by offering a innovative product without a direct competitive product. 
Conclusion of the analysis, models and theories. 
This table below gives a clear overview of the most important findings of the analysis and models&theories that have been used to define a way to profoundly introduce the waterboxx on the Spanish market. 
	The problems:
	The high quantity of non fertile ground in Spain

High quantity of by desertification and drought effected soil

The scarcity of water in Spain 

The presence of many inefficient irrigation systems 

High unsustainable use of water in irrigation systems in the agricultural sector  

The culture of the Spaniards that has an effect on the speed of innovation, investments on the long term and therefore progress of the country  

	Influence:
	The progress of Spain as well in addressing environmental as economic problems. 

Related to the Groasis Waterboxx:

The ability to plant trees in various areas in Spain, and de success rate when able to plant trees

	Results: 
	The farmers in Spain will abandon their businesses which causes and increases depopulation of the rural areas. 

Spain stays behind in development as well as in innovation, which could have an effect on the economic development in the country. 

Related to the Groasis Waterboxx:  

Almost 75% of the new planted trees dies within one year. 

	Possible solution :
	The Groasis Waterboxx

A product that is able to increase the ability of planting trees in areas that are facing environmental problems and is able to increase the survival rate of trees in the first year in the forestry sector as well as in the agricultural sector for the production trees. 

*The Groasis Waterboxx is not the solution to all the mentioned problems in Spain but could contribute in more ways to addressing these problems. 

	Potential target groups based on the analysis of the market: 


	Agricultural companies

Forestry companies

Government 

Multinationals


The Groasis Waterboxx has a high potential on the Spanish market. The strategic marketing plan will describe how to introduce the Groasis Waterboxx on the Spanish market, taking into account target groups, culture and the situation in the country. 

Chapter 2.Strategic marketing plan:

The introduction of the Groasis Waterboxx on the Spanish Market.
This marketing plan will be written for the introduction phase of the Groasis Waterboxx. The period for this introduction phase is defined to be from September 2010 until the end on May 2011. In this period there will be little to no budget disposable for promotional purposes therefore the focus of the marketing communication will be on “creative marketing” and creating high results with low costs. 
Chapter 2.1. Marketing- / marketing communication objectives

Marketing objectives set by Groasis Spain
· 50.000 sold Groasis Waterboxes in Spain at the end of 31 May 2011 

Marketing communication objectives 

· Persuade a minimal of 10% of the target group to make sample purchase in the second half of 2010 and first half of 2011 
· 25 publications in national and local press about the Groasis Waterboxx and pilot projects. 
· A minimal of 200 publications on blogs that reach the target groups 
Note: The objectives are determined for the introduction phase (September 2010 – May 2011). New objectives will have to be determined after the evaluation of the introduction phase and the obtained results. 

2.2. Proposition 

After having analyzed the Spanish market, it is clear why the Groasis Waterboxx has potential on the Spanish market, and for whom it is interesting. To be able to introduce the Groasis Waterboxx a clear proposition needs to be defined, which will be the base for the way the Waterboxx will be positioned on the Spanish market.  

The proposition is defined in the table below: 

	Potential Target Group
	Agricultural companies in the horticulture sector

Companies in the forestry sector

Government 

Multinationals with CSR projects focussed on reforestation  

	Function of the waterboxx
	The function of the waterboxx is to be able to plant trees with a high survival rate of 90% in areas with non fertile soil, effected by drought and desertification. 

	Solutions of the Groasis Waterboxx 
	The waterboxx is the product that creates the ability of reforestation without the use of irrigation in areas where it wasn’t possible before, with high survival rates 

	
	The waterboxx is innovative and unique by making the sustainable plantation of trees possible, assuring a sustainable low use of water and high return on investment. 

	Substitute product
	The current irrigation systems

	The potential of the waterboxx
	The Groasis Waterboxx is able to plant trees without irrigation, offering a sustainable use of water, lower costs of planting trees, high survival rates of new planted trees and higher return on investment. 


Chapter 2.3. Positioning of the Groasis Waterboxx.
The proposition of the Groasis waterboxx is very clear. Based on the proposition a positioning needs to be made to be able to determine the strategy for the introduction.  

Because the Groasis waterboxx is, according to the product life cycle, in its introduction phase, an appropriate positioning has to be chosen that fits this phase. An informational positioning is the positioning that is often used for a product in this phase. 

In an informational positioning the focus is on having a clear message in which the benefits and characteristics are underlined and stressed. Therefore in this type of positioning the characteristics are connected to the functional benefits of the product, as showed in the model below for the Groasis Waterboxx: 
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The model shows the key characteristics and benefits that form the most important key words to determine the positioning. Concluding the Groasis waterboxx will be positioned on the Spanish market as being:
The innovative and unique product that can help plant and grow trees almost everywhere in a sustainable way without using irrigation, while creating a high survival rates of almost 90%.

From the positioning the marketing communication strategy can be defined. 

Chapter 2.4. The marketing communication strategy 

The marketing communication strategy of a product in the introduction phase needs to focus on communicating the essence of the product, that is to communicate the central functional benefits of the product. The central functional benefit of the product will be connected to the benefits of the consumers when they use the new product. 

The communication objectives that are connected to this strategy and later will be of the focus in the marketing communication: 

Create product necessity

With a  new innovation it is important to create necessity of the product. This is necessary because the Groasis Waterboxx is a product that is not comparable to products that are already used in Spain. This can be done by connecting current problems that the Spanish target groups are facing to the solutions that the Groasis Waterboxx offers. 

For each target group it is important to determine the added value that the Groasis Waterboxx has specifically for them. This to determine the arguments that can be used to be able to persuade them in buying the waterboxx. 

Create brand awareness / brand knowledge  
Brand awareness connected with brand knowledge are necessary to create a clear image of the Groasis Waterboxx that needs to broadly communicated with the target group the first year of the introduction phase. 

Brand awareness + brand knowledge

· The awareness that the Groasis Waterboxx is introduced

· The awareness where it will be available

This needs to be connected to brand knowledge, (benefits and characteristics). 

· Plant trees without irrigation

· Being able to plant trees on “difficult” soil, rocks etc. 

· High survival rate of 90%

· Sustainable plantation of trees 

Chapter 2.5. Marketing communication target group 
From the analysis of the Spanish market the following potential target groups could be identified: 
	The Spanish Government:
	A target group based on the high number of plans, programs and investments in the environment. Besides that the necessity to address the environmental problems that Spain is facing.

Restriction in potential:

· The government is, because of its structure, a difficult target group to communicate with;
· The government is not a potential target group for introduction phase in which the sales need to be realized. The government in its current state is not able to invest in buying waterboxes;
· In the current economic situation in Spain the government has to make retrenchments, and therefore will decrease its investments. Therefore most likely they will also decrease grants for reforestation projects in which the waterboxx could be implemented. 

	Agricultural companies:
	A target group based on the high potential for the direct implementation of the Groasis waterboxx, the clear added value of the waterboxx in the horticulture part of the sector and the fact that the agricultural sector is the most important sector in Spain that still shows growth in this difficult economic situation. This growth and high potential of implementation of the waterboxx in the production process are a good combination to introduce and sell the waterboxx.  

Restrictions in potential

· The waterboxx doesn´t work well for fruit production trees. 


	Forestry companies:
	A target group based on the added value of the waterboxx in their core activity: planting trees and the fact that there is a good level of investments in the sector. 

Restriction in potential:  

· High number of public investments that will most likely decrease in the current economic situation, this decreases the attractiveness of the sector due to the lack of investments and financial means to buy the waterboxx.

	Multinationals
	A target group based on the added value of the implementation of the waterboxx in the CSR programs focused on reforestation. And the added value for the waterboxx in broad publicity and creating broad brand recognition.

Restrictions in potential:

· The multinationals are a very potential target group, but will not be able to realize the sales needed in the introduction phase. 


A selection must be made from these four target groups to be able to determine the target group with the most potential in the introduction phase to realize the sales. Based on the analysis the target group that has the best potential in the introduction phase are the Agricultural companies. 
Agricultural companies 
The target group of this marketing plan will be the agricultural companies. To be able to determine a more specific target group a selection of companies has been made to be able to have better focus in the marketing communication. In the analysis the wine subsector and the olive subsector have proven to have high potential for the implementation of the Groasis Waterboxx. 
Therefore the focus target group will be agricultural companies in the wine and olive production. The size of the target group is: 
· 1.570 companies in the olive production and olive related products 
· 750 big companies in the wine production, potential because these are the bigger companies, with extensive hectares of vineyards, who will most possibly have the financial means to buy the waterboxx. 

This means that a total of 2230 agricultural companies will be the target group for the Groasis waterboxx in the introduction phase. 
This target group is big enough to realise the sales target when we look at following numbers. 
	Sales target: 
	50.000 waterboxes 

	Groasis Waterboxes per 1 hectare ground
	500 waterboxes 

	Number of hectares that can be filled with 50.000 waterboxes
	50.000 / 500 waterboxes per 1 hectare = 100 hectares  

	Target group 
	2320 potential companies

	Waterboxes that need to be sold per company
	50.000 / 2320= 21 waterboxes per company 


The 2320 potential companies, especially the 750 wine production companies, have more than 1 hectare of production ground. Therefore companies will all need more than 21 waterboxes. Therefore the number of 21 waterboxes per company and a target group of 2320 potential companies to realise the sales target of 50.000 waterboxes is realistic. 

Overview potential of the agricultural companies for the introduction of the Groasis Waterboxx. 
· The Groasis Waterboxx has clear implementation potential in the production process of these companies.
· The agricultural sector still shows growth in a difficult economic situation.
· High export revenues, especially in the mentioned subsectors, therefore most likely investment power to be able to buy the waterboxx.  
· The companies are part of the number 1 sector in Spain, therefore high importance for the government to support these companies in their existence.
To be able to really sell the waterboxxes these agricultural companies have the highest potential because of the growth and high (export) revenues, that make it more than likely to have the means to invest in the waterboxx. 
Concluding: The investment power, growth and high implementation- and added value in the production process make a good combination to focus on this target group to reach the target of selling 50.000 waterboxxes in the first half year of introduction on the Spanish market and make the introduction of the waterboxx successful. 
Chapter 2.6.  Marketing communication plan; Media / instruments + Implementation 

Agricultural companies: target group in introduction phase.  

The agricultural companies are the target group in the introduction phase. This target group needs to be reached by using little budget getting high results. The focus of the period September 2010 to may 2011 will be to create a “buzz” around the Groasis Waterboxx using creative ways of marketing. 
The best way to reach the target group, when taking into account the Spanish culture (“Si no lo veo, no lo creo”) and the focus of the marketing (low budget-high value), is a personal approach. This personal approach means that only an investment in time is needed to reach the target group, and persuade them to create sales.
The personal sales approach of the marketing communication will be partly based on the theory of Malcolm Gladwell. This theory is focused on creating a “Tipping Point” (a point in which a broad number of people in a short period of time adapt a product) by using personal communication channels. 
The base of this theory is that it is important to start convincing a small target group (1000 people) that has an interest in the product and have a high influence on the target groups. The theory explained in relation to the introduction of the Groasis Waterboxx:

The Law of the Few contends that before widespread popularity can be attained, a few key types of people must champion an idea, concept, or product before it can reach the tipping point. Gladwell describes these key types as Connectors, Mavens, and Salesmen. If individuals representing all three of these groups endorse and advocate the new idea, it is much more likely that it will tip into exponential success. 



How  this can be implemented for the Groasis Waterboxx: 


The law of the few can be implemented by selecting individuals or organizations that will be able to function as personal communication channels. For the Groasis Waterboxx these personal communication channels can be the foundations, platforms and branch organization and secondly the government. They have to master the information about the Groasis Waterboxx, so they will be able to “infect” the target group, the agricultural companies, with it and create the epidemic spread of the “disease” that is called the waterboxx. 

The Stickiness Factor is the quality that compels people to pay close, sustained attention to a product, concept, or idea. Stickiness is hard to define, and its presence or absence often depends heavily on context. Often, the way that the Stickiness Factor is generated is unconventional, unexpected, and contrary to received wisdom. 


How this relates to the Groasis Waterboxx :

The stickiness factor for the Groasis Waterboxx will have to come from its exterior: the colors, form etc. The Spaniards that have already been introduced to the Groasis Waterboxx were all surprised and amazed by the exterior and in their opinion that will be a strong point for the increase of curiosity and attention for the Groasis Waterboxx. Therefore the conclusion can be that the exterior will be the base for the “stickiness factor” and sustained attention for the Groasis Waterboxx. 
The Power of Context is very important in determining whether a particular phenomenon will tip into widespread popularity. Even minute changes in the environment can play a major factor in the propensity of a given concept attaining the tipping point.


How this relates to the Groasis Waterboxx:

To create power of context around the Groasis Waterboxx the marketing communication will have to be related as much as possible to current changes that the target group is facing, keeping the news around the changes up to date, and playing with what worries the target groups. That is essential to meet the commercial objectives that have been set and to create a tipping point.

The previous explained theory of Malcolm Gladwell will be used as a base for the introduction of the Groasis Waterboxx, and will be interpreted in such a way that it can be applied in the strategic marketing plan.  
The following communication channels (groups that have an interest in the product and are related to the target group) can be a good way to implement to theory and reach the target group:
· Foundations / platforms / branch organizations that are related to the agricultural companies.
· Government: as an authority convincing the agricultural companies.
To be able to create a “buzz” or “tipping point”  the above mentioned communication channels need to be supported by media and instruments to create a sound marketing communication approach. Because there is no budget these instruments are chosen for its low costs but high value:
· Pilot projects that can support in the communication channels with taking away doubts and be a part of “experience marketing” that is really important in the Spanish culture. 

· Blogs that focus on subjects that relate to the agricultural companies. 
· YouTube where a personal channel will be created for the Groasis Waterboxx.

*Blogs and YouTube are chosen because they will have the best chances to reach the target group. New media like Twitter and facebook are not chosen because it is most likely that the  target group, Spanish owners of wine / olive producing companies will not be active on these sites. 

In the table the marketing communication approach is displayed. In the next pages they will be explained profoundly.
	Target group: Agricultural companies

	Communication channels   
	 Why? 
	Communication objective  

	Foundations / platforms / branch organizations 
	Communication channel: 

Link to the most important agricultural companies 
	Create product necessity 

Create brand awareness 

	Government 
	Communication channel: Credible authority 
	Create product necessity 

Create brand awareness 




	MC instrument 
	Why 
	Communication objective 

	Pilot projects 
	Experience marketing 
	Create brand knowledge 

	Blog / YouTube
	Using new media to support the contact with the communication channels and creating broader appearance of information about the Groasis Waterboxx. 
	Create brand awareness  
Create brand knowledge. 

	Rental plan 
	Sales argument 
	Objective: lift barrier and create revenue by asking rent / improve sales 


2.6.1. Communication channel:  Foundations / interest groups / branch organizations
One of the communication channels mentioned to be able to create a tipping point for the waterboxx and to communicate and persuade the agricultural companies are the branch organisations, platforms and foundations. 
These organizations are in contact with target group, the agricultural companies, that need to be generating the sales. 

· The foundations have influence on their “followers” and people who are connected to the foundations.
· The platforms have influence on the government (are often connected to ministry’s of the specified sectors) and to related association that can be at interest for a later phase. 
· Branch organizations have a broad network of companies that are part of the target group. 
The following organizations, divided in branch organizations, platforms and foundations are examples of organizations that can be contacted to create a “tipping” point,  to introduce the Groasis Waterboxx to the target group: 
	Branch organizations 
	Core business 

	Cooperación agro alimentarias 
	This is the organization that represents and defends the economic and social interests of the Spanish agricultural companies. 

	Federación Española de vino 
	The Spanish wine federation (FEV) is the most representative private organisation that groups the Spanish wine sector: producers and marketers of all types of wine products.

	COAG; coordinadores de organizaciones de agricultores y ganaderos  
	This organization has a broad network of local organizations in which agricultural companies are gathered. Together they have a monthly meeting to discuss and support the development of all these companies and organizations. 

	Asociación española de exportadores de productos de oliva (ASOLIVA) 
	An association of more than 89 of the most important companies that produce and export olive oil and other olive products. 


The branch organizations are an important communication channel, because most of the producers of wine and olives are connected to these organizations. The organizations have a broad network of companies that are part of the target group for the Groasis Waterboxx. Besides that they have an influence on their members, which can be positive for their function as communication channel to introduce the waterboxx. Therefore the branch organization are of high value as the communication channel that has the most direct access to the companies in the target group.
	Platforms 
	Core business 

	La Plataforma Tecnológica de Agricultura Sostenible  
	This platform has a mission to be a source of technologies and new solutions to improve the agricultural production and the sustainability of agricultural companies.

	La Plataforma Tecnología Española de Agua
	The platform is a cooperation forum aimed at constant improvement of technologies applicable to the sustainable management of water resources in the cycle Integrated water


These two mentioned platforms can be of value because they are connected to the government of Spain (both are subsidized by the Spanish Ministry of Environment) and they have a broad network of related associations that have various contacts in the target group. The platforms are a way to already communicate with the government and can open doors to a broader target group due to the broad network of associated associations. 
	Foundations 
	Core business 

	Fundación entorno 
	A foundation that has various focus area, one of which is sustainable business. Its core focus is to help businesses create a better sustainable business in various areas. 

	Fundación Ecología y Desarrollo
	A foundation that supports companies in their sustainable activities and helping agricultural companies create new business opportunities out of sustainable production and activities. 

	Fundación biodiversidad 
	This is a public foundation of the Government of Spain, under the Ministry of the Environment and Rural and Marine Affairs (MARM). Its core business is to preserve natural heritage and biodiversity conservation leading to employment, wealth and welfare for the whole of society. They work together with agricultural companies to create a better situation and to address the problems they are facing.


The foundations mentioned in the table above are also a connection to the government (Ministry of environment). Besides that they can be valuable for spreading brand awareness of the Groasis Waterboxx to a broad public, not only the agricultural companies, but the associations and companies related to them.

How to contact the agricultural companies through this communication channel. 
	Phase 
	Activity
	Focus / objective 

	First contact 
	Contacting the organizations that are mentioned in the contact list. 


	Getting an  appointment to be able to give a presentation to introduce the Groasis Waterboxx to them.

	First appointment
	After the first contact ( first appointment. 

· With a presentation and a factsheet of the Groasis Waterboxx showing the benefits that are important for their relations (example of the factsheet can be found on page 44). 
	In this appointment the focus will be on creating product necessity and product knowledge (all functionalities + additional features: the concrete added value). 

Connecting this to the concrete benefits (added value) for the target group which needs to result in interest. 



	Second appointment 
	2nd appointment 

· This can be through telephone as well as a personal appointment 

· Taking into account the Spanish culture a personal appointment would be best, if there is much accomplished in the first appointment a phone call is  sufficient. 
	Taking away doubts and answering questions / Creating confidence in the product

Focus will be on the a collaboration with Transfer (Groasis Spain) to promote the waterboxx to their relations (agricultural companies). 


	Third phase
	When the foundations would want to cooperate with Transfer: 

3rd appointment
	Acquisition focussed on the leads (interested contacts of the branch organisations / foundations / platforms).
The focus is to make an individual appointment with the leads (agricultural companies) to explain the added value and to create necessity for the Groasis Waterboxx. 



	Fourth phase 
	2 approaches can be chosen 

· Individual appointments with leads

· Organizing an information session / meeting with more than one lead 
	A personal approach is very important in Spain the most preferable situation would be to have individual appointments. 

If the result of the contact with the foundations etc. is a high number of leads, individual appointments will be very time consuming. In this case organizing an information session can be a good alternative. Through such an information session you will be determine who is really interested in the product and who is not. 

As a follow  up an individual appointment can be planned with the leads that are really interested.  The time investment will most likely not be wasted time. 

	Fifth phase 
	Individual appointments
	The focus will be on selling the waterboxx to the leads to be able to sell 50.000 after the first period that end in may 2011. 

During these individual appointments an invitation to the pilot projects can be offered to the companies to take away doubts and offering the experience of seeing the plantation with the waterboxx. 


The contact list of the platforms, branch organisations, foundations and interest groups can be found in annex 2 on page 45/46.  In the budget on page 39  a clear overview of the actions, time-period and time-investment can be found
2.6.2. Communication channel:  Government
Besides the previous communication channel, the government also can be a communication channel. The government is an important medium because they will be able to persuade agricultural companies with their authority, therefore it is important to use this communication channel. 

· Government adapts waterboxx as system and solution to current local (environmental) problems in Spain ( stimulates the local agricultural companies to adapt the waterboxx

Reaching this target group 
Unfortunately, the government is a difficult target group to contact and to persuade, but once they are persuaded and convinced of the Groasis Waterboxx, they can have big influence on the agricultural companies. In the next table will be explained how the government can be introduced to the Groasis Waterboxx to be able to function as communication channel: 
	Through organizations
	In which way?

	Organisations of the list mentioned on page 31 and 32 have a connection with a ministry of the Spanish Government. When they are introduced to the existence of the Groasis waterboxx this can spread to the related government ministry´s etc. 
	La Plataforma Tecnológica de Agricultura Sostenible  
La Plataforma tecnología Española de Agua

Fundación de biodiversidad 


	Through related lower levels of politics
	In which way?

	The municipalities are the best governmental organs to start with promoting the Groasis Waterboxx. 

· They are easier accessibility. 

· The low level politicians are more in contact with their community and are more connected to the local environment 

· The low level politicians know the urgency of the problems and are more sensible for change.

Once having the support and enthusiasm of the  municipalities, the waterboxx will have a high chance to get adapted by the higher levels in politics. 
	1. Identifying and making a list of all the areas where problems like desertification, erosion etc. are the worst, where there is a high activity of wine and /or olive production and identify which municipalities are present in these areas. These are municipalities to introduce to the Groasis Waterboxx to. 

2. In the process invite them to pilot projects; Using experience marketing: nothing works better to let them experience a plantation with the waterboxx, give them a waterboxx. 

The same schedule as mentioned on the previous page 32 / 33 can be implemented to contact the municipalities. 


In the budget on page 39  a clear overview of the actions, time-period and time-investment can be found
2.6.3.  Marketing communication instrument: Pilot projects 
Pilot Projects are the projects that are currently held throughout Spain to see whether the Groasis Waterboxx works in Spain and to obtain results. 

The pilot projects are the most effective instrument to support the introduction of the Groasis Waterboxx on the Spanish Market. The companies in the target group are only going to adapt the waterboxx when they can see the waterboxx being used, how it works and see clear results. Using pilot projects to invite the interested companies, will be the best sales argument to persuade a Spaniard to invest in buying a waterboxx. 
The pilot projects are of a high value for the introduction of the Groasis Waterboxx and for realising the sales. Because the organisation of such projects have proved to have a high costs, and this money is not disposable in the introduction phase, the currently 4 pilot projects that have already started and the pilot projects of the Life+ project “Green Deserts” which start in September 2010 will be used to organize the visits. 
The projects that will be able to be visited will take place in 5 different provinces in Spain: Zaragoza, Barcelona, Zamora, Valladolid and Leon. Depending on the location of the interested companies, the nearest project can be selected. The best will be to look for a way to make group visits in order to save costs. 
Objectives of the pilot projects. 
· To test the Groasis Waterboxx and to get concrete the results on its functioning 

· To generate free publicity by inviting local press to the pilot projects 

· Creating a “buzz” / “contaminate” (tipping point theory).    

· Creating “experience marketing”.  

Using pilot project as an instrument: implementation and results. 
The pilot projects are the perfect way to create interest and show the Spaniards the added value of the Groasis Waterboxx in a real situation. Results of the implementation of pilot projects are amongst others: 
	Free publicity 
	The free publicity, created by the fact that local press about the pilot projects helps increasing the “buzz” and “contamination”. In this way the pilot projects are also contributing to obtaining the objective of 25 publications in the (local) press. 

	Results 
	The pilot projects will deliver concrete results of the effect of plantation with a waterboxx. These results can be used as a sales argument, because they prove the true value of the waterboxx. 

	Reach “Tipping point “ 
	The waterboxx is appearing in various areas in Spain and more people start talking about it. When the number of pilot project increases, in September when the Life+ project start, this directly increases the spreading of the “disease” that is called the waterboxx and a “tipping point” is more likely to be reached. 

	Experience marketing 
	The pilot projects are a way of experience marketing. These projects are the key in responding to the need of the Spaniards to see and experience things in order to be able to believe that something functions or can be interesting (“si no lo veo, no lo creo”). Therefore pilot projects are the best instrument to contribute to creating product necessity and persuasion arguments to sell.  

	Life+ projects 
	The Life+ projects in 5 different regions can have a broad effect on the success of the waterboxx 

· The concrete results of the Life + projects of the functioning of the Waterboxx in 5 regions with 5 different climates and soil 
· The assistance in creating  a “buzz” because of the attraction of press by using the name of the Life + name (being a European level grant) 
· The competitiveness between municipalities of “wanting what the other has”, the contagious effect of the projects will create a higher urge to other governmental organs to  notice the waterboxx, its added value and adapt the waterboxx in their projects as well.  And besides that to recommend it to the agricultural companies in their area. 


In the budget  on page 40  a clear overview of the actions, time-period and time-investment can be found. Besides that an estimation of the costs for the organisation of the visits will be given on page 41. 
2.6.4. Marketing communication instruments: New media.
Besides the communication channels and the pilot projects to increase the experience marketing the new media cannot be forgotten. The new media that are chosen are blogs and YouTube. These media will help to support the increase of brand awareness in the introduction phase of the waterboxx. 
Because it is not sure that the target group is reached by this medium, the blogs and YouTube are only support marketing communication instruments to create a sounder marketing communication base for the introduction besides the communication channels. 
New media: Blogs
Blogs are really important to create a buzz around a product. Especially in Spain there is a high number of blogs with a high activity. To create brand-awareness and brand-knowledge blogs with themes like: tree planting, environment, CO2 emissions etc. can be interesting for the waterboxx.  

Blogs need to be identified on having a focus on the previous mentioned themes. By doing this it is most likely that the blogs are visited by people who are interested in these themes, as well as the owners of agricultural companies that are part of the target group. The table below shows the blogs that could be potential for publishing news messages and information articles about the waterboxx to contribute to broaden brand awareness and brand knowledge. 
	Name 
	Website 

	Info ambiental España
	www.infoambiental.es

	Aqua blog 
	http://www.acuablog.com

	El blog verde 
	http://elblogverde.com

	Ecologia verde 
	http://www.ecologiaverde.com

	Agro información 
	http://www.agroinformacion.com

	Fundación entorno 
	http://www.fundacionentorno.org

	Green economix
	http://greeneconomix.wordpress.com


In the annex a contact list with emails and contact data can be found in annex 3 on page 47. 
Implementation of using the blogs to introduce the Groasis Waterboxx 

The objective of using a blogs is to get a minimum of 200 publications on blogs, so this media can contribute to reaching the objectives of creating brand knowledge and awareness and reaching the target group. The implementation of the blogs will include the following activities: 

· Contact blogs to be able to put news on their blogs
· A lot of blogs will have to know that the Waterboxx is really related to the subjects they have on their blogs. Therefore it could be good to have a factsheet for the blogs too, in which the waterboxx is explained generally. 
· Writing messages about the most important events and news around the introduction of the Waterboxx (new pilot projects, developments of the Life + projects etc.)

In the budget, on page 40 of this plan, a clear overview of the actions, time-period and time-investment will be made clear. 

New media: Youtube 
YouTube is a video-sharing website on which users can upload, share, and view videos. Three former PayPal employees created YouTube in February 2005. In November 2006, YouTube, LLC was bought by  Google and is now operated as a subsidiary of Google.

In relation to the Groasis Waterboxx 

YouTube can stimulate the awareness around the Groasis Waterboxx and support the communication channels in spreading brand knowledge and brand awareness. 
· YouTube is a free medium that is highly known in a broad variety of layers of society and ages. 

· A combination of YouTube, blogs and the already existing Groasis España website can make a “synergy” between the new media, increasing the accumulative effect on brand knowledge and brand awareness. 

· YouTube is a good medium to create visualisation of a product for a broad number of people. Looking at the cultural aspects of Spaniards, experience marketing is the best way to make them connect to the Groasis Waterboxx and to create credibility. It is not possible to invite everyone to a pilot project, so YouTube can be the media to show plantations, events etc. to create a digital form of experience marketing.  

Implementation of using YouTube to introduce Groasis Waterboxx 

For the implementation of using YouTube for introduction of the Groasis Waterboxx on the Spanish market the following steps need to me made: 

· Creating a Groasis España profile on YouTube 
· Keeping the profile up to date by uploading films of all the important items around the Groasis Waterboxx. 
· Making films of each project or important event of the Groasis Waterboxx 
· Uploading all visual material available of the Groasis Waterboxx
· Animations 
· Films op planting a tree with the waterboxx 
· Instruction films etc.  
In the budget part of this plan on page 41  a clear overview of the actions, time-period and time-investment will be made clear. 

2.6.5. Renting system. 
Different from the previous mentioned communication channels and media, a renting system is a marketing instrument that can contribute to selling the Groasis Waterboxx. If the sales of the Groasis Waterboxx to the agricultural companies turns out to be very difficult, an advice can be to introduce a rent-purchase system. This plan can be used to make the Groasis Waterboxx more accessible for the target group.
The concept will be very useful in persuading the target group to buy the waterboxx. Buying the Groasis Waterboxx in the introduction phase can be a barrier for the Spanish costumers. This because in the beginning they could be skeptical towards the functioning and necessity of the product and could perceive the price to be very high. The rental plan could contribute in raising this barrier. 

The waterboxx can be used for 10 year and therefore is a suitable product for a renting system. The idea is that if it not possible to realize revenue through sales, revenue can be realized through the rent that is paid in a rental plan for the waterboxx. The system works both ways, it has positive effects for Groasis Spain, because it is earning money and the companies out of the target group get the chance to try the waterboxx without having to pay the full price for it. They can see the results for themselves, and can determine the value of the waterboxx for their business. 

The rent-purchase system.
The best system that can be developed is a rent-purchase system. In this system Groasis Spain will continue to be the owner of the boxes but rents them to the agricultural companies. The system needs to be set up in an attractive way, with low prices, to be able to persuade the companies to try out the waterboxx, and be willing to pay rent for it. In the table a possible system is explained: 
	Rental price of the waterboxx per year
	€3

	Costs for administration*
	€1 per box

	Rental price of 1 hectare
	€4 x 500 = €2000

	

	Normal price waterboxx
	€8,50

	Normal price per 1 hectare
	€8,50 x 500 = €4250


*Administration of setting up contracts and keeping and rental administration etc.
The price of €3 is determined by the fact that this is the cost price of the waterboxx, and the difference in price shows a clear benefit for the companies. Of course the price can be redefined if the rental contract will be set up for a longer period of time. The rent contract can be made for various time periods. After 2 years a company can determine the survival rate of their trees planted with the waterboxx. Therefore it would be best that a company after 2 years, when the added value for them is determined, switches to buying the waterboxx. 

Unfortunately there is a discrepancy in the revenue that is realized from rent and the revenue that can be obtained when a waterboxx is sold. But, as mentioned before, when the conclusion is that the companies need more time to really buy the box, the rental phase of 2 years can generate revenue for Groasis Spain while they are introducing the waterboxx profoundly to their target group. In the budget part of this plan on page 41  a clear overview of the actions, time-period and time-investment will be made clear. 
Chapter 3.  Marketing communication budget 

Because the focus in this marketing communication plan is on low budget – high results the only investments in this phase will be the investment of time, only the organisation of the visits to the pilot projects will require an investment of money. 
For each channel or instrument used in the introduction phase the expected time investment will be put in an overview in the following tables. The period for this marketing plan is from September 2010 – May 2011, after that month the results need to be evaluated and activities can be deleted and new activities can be added if necessary. 

· The communication channel: branch organisations / platforms / foundations 
	Activity 
	Period
	Time investment 
	Result

	Identifying all associations and foundations as in the example mentioned on page 31 /32
	September 2010 
	1 week
	A list of all important associations to contact. 

	Contact with the associations on the list. 
	September 2010 – May 2011 
	5 days for each association


	At least 5 follow up appointments with interesting relations.

The permission to get access to the contact data of related organisations of the 9 contacted foundation / platforms etc. 
*On page 32/33  of this plan the precise steps that need to be followed in the contact process can be found. 


· The communication channel: the government 

	Activity 
	Period
	Time investment 
	Result

	Identifying and making a list of all the areas where problems like desertification, erosion etc. are the worst, where there is a high activity of wine and /or olive production and identify which municipalities are present in these areas.
	September 2010 
	1 week
	A list of all important municipalities to contact in order to introduce them to the Groasis Waterboxx.  

	Contact with the municipalities on the list. 
	September 2010 – May 2011 
	5 days for each 
Municipalities 


	*On page 32 /33 of this plan are the precise steps that need to be followed in the process. 


· The marketing communication instrument: Pilot projects

	Activity 
	Period
	Time investment 
	Result

	1. Linking the list of the potential agricultural companies to the current list of pilot projects  
	September 2010
	1 week 
	A list of all the potential agricultural companies and where they could visit a project site.

	2. Inviting the agricultural companies (identified in the conversations as being potential) to a pilot project 
	September 2010 – May 2011
	1 to 2 weeks
	To create sales interest with at least 50% of the visiting companies. 
*How much 50% is, needs to be defined when a list of interested companies is ready. 

	3. Prepare and organize the visits 
	September 2010 – May 2011 
	2 to 4 weeks for each project 
	At least a 50% of the invited companies interested in the 

*how many 50% of the invited companies is  can be determined when the precise number of the companies is known. 

	4. Follow up of the visit to the pilot projects 
	September 2010 – May 2011
	1 /2 days per company 
	Persuading them to buy the Groasis Waterboxes when the results are positive. 


*See financial budget for estimation of costs for the visits to pilot projects. 
· The marketing communication instrument: New media - Blog

	Activity 
	Period
	Time investment 
	Result

	Contact blogs to be able to put news on their blogs 
	September 2010 – May 2011 
	1 week
	The ability to place the news items on the proposed blogs mentioned in the contact list. 

	Write news messages that can be spread on the contacted blogs 
	September 2010 – May 2011 
	1 day per week minimal 
	A structural news flow around the waterboxx published on all the media mentioned in this plan. 


· The marketing communication instrument: New media - YouTube 

	Activity 
	Period
	Time investment 
	Result

	Creating a Groasis España channel on Youtube 
	September 2010 
	1 day 
	A digital channel on which the Groasis Waterboxx can be promoted visually. 

	Uploading all the animations and films that are made so far. 
	September 2010 
	1 day per week minimal
	A structural visual news flow around the  Groasis waterboxx


· The marketing instrument: Rent plan 
	Activity 
	Period
	Time investment 
	Result

	Make a list of all the companies with a rent contract for the waterboxx 
	September 2010 – May 2011
	1 day 
	-

	Communicating with them once every month in the period of the rent contract  
	September 2010 – May 2011
	1 day per month 
	A structural follow up to be able to evaluate, to sooth doubts and show interest. 

	After the contract period: evaluating and making an appointment to persuade them to buy the waterboxx
	May 2011 - ?
	1 day per company 
	Creating sales of the waterboxx. 


Financial budget 

The only financial part of this plan will be the investment in the visits of interested companies to the pilot project. The costs of this budget are estimated based on previous organized pilot projects by Transfer LBC. 
	Activity 
	Price 
	Target group
	Budget 

	Visits of interested companies 
	€50* p.p. 
	2320 companies 
	€50 x 2320 = €116000

	Visits of the foundations (communication channels
	€50 p.p.
	9 organisations 
	€50 x 9 = €450 

	Total budget for Pilot Projects 
	€116450


*50 euros are an estimation of the costs for promotional documents, catering, and if necessary transport and rental of a location. 
*The budget can be higher when the municipalities also visit the pilot projects. This amount however, cannot be estimated due to the fact that there is no list with and number of municipalities yet. 

Chapter 4. Recommendations 
The base of this plan is that the Groasis Waterboxx can only be introduced profoundly on the Spanish market if a personal approach is chosen and a strong focus will be given to “experience marketing”. The adaption of the Groasis waterboxx by the Spaniard will not be easy, influenced by culture and the current situation on the market. However taking into account the Spanish culture, addressing and taking into account their doubts, the Groasis Waterboxx has a good chance to convert its potential into concrete success on the Spanish market. 

The strategic marketing communication plan is written to profoundly introduce the Groasis Waterboxx commercially on the Spanish market. The introduction can be called successful (profound) when in the period of September 2010 – May 2011, 50.000 waterboxes are sold. The following recommendations have been made in order to create a strategic marketing communication approach with which it is possible to reach the objective of the sales of 50.000 waterboxes. 
Positioning: 

· An informational positioning that connects key characteristics to key benefits. 
· The innovative and unique product that can help plant and grow trees almost everywhere in a sustainable way without using irrigation, while creating a high survival rates of almost 90%.
Communication objectives: 
· Creating product necessity, brand knowledge and brand awareness. 

Target group in the introduction phase: 
· The agricultural companies in the subsector wine and olive production, because they have proved to have the highest potential. 
Marketing communication channels: 

· Based on the Tipping Point theory of Malcolm Gladwell the foundations / platforms / branch organization and government will function as communication channels to create a base of interest for the Groasis Waterboxx and to introduce the product to the target group. 
Marketing communication instruments:

· Pilot projects will function as an instrument to create experience marketing 
· Blogs and YouTube will function to support the brand awareness and brand knowledge 

· Rent plan to create revenue in the introduction phase when sales is not possible.  

Marketing communication budget: 

· The marketing communication budget mostly exist from the investment of time. 
· The financial part of the budget is financial investment for the organization of the pilot project: €116450
In the proposed plan the target group, as well as other important organizations (with high influence on other potential target groups) are introduced to the Groasis Waterboxx. This is why the chosen approach not only creates a profound and successful introduction of the Groasis Waterboxx but also creates a profound base for the next phases of this product on the Spanish market. 

Recommendations for the next phases. 
A few recommendations can be made in order to support the position of the Groasis Waterboxx on the Spanish market after the introduction phase. 

Target group extension. 

From the analysis 2 other important target groups with potential were identified:

· The multinationals: because of their CSR programs 

· The forestry companies: because of the added value of the Groasis Waterboxx in their core activity.

In the next phases the target group of the Groasis Waterboxx, in business-to-business approach, could be extended with these target groups. 

New media 

In the marketing communication for the agricultural companies blogs and YouTube are recommended to support the communication channels in broadening the awareness of the Groasis Waterboxx. In the growth phase, Twitter could be implemented in the marketing communication:
· Twitter: A networking site which can help increasing the brand awareness of the Groasis Waterboxes. A personal profile for the Groasis Waterboxx could be made and to create synergy this profile could be linked to the Groasis España site and the YouTube channel. 

Annex 1. Example factsheet Agricultural companies
[image: image12.jpg]


When selling the waterboxx to the agricultural companies a factsheet like this one can be used in order to persuade them.
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Current challenges:

· Unsustainable water use in irrigation systems

· The death of trees due to drought & fertile soil

· Desertification which effects the usability of soil.
· A high death rate of the trees in the first year 
· High costs for irrigation water & nutrition 
Specific details of the waterboxx
	Size
	50 cm / 25 cm 

	Price €8,50 
	€8,50

	Usability in years
	10 years 

	Price per year
	€0,85 

	Waterboxes per 1 hectare 
	500 boxes 
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Solutions that the waterboxx can offer:

· It will be possible to plant the production trees without the use of irrigation 

· It will be possible to plant the production trees with a higher survival rate and stronger roots to be able to get a higher return on investment and probably higher production 

· There will be less water use, and more sustainable use of water 

· The Groasis Waterboxx is perfect for interplanting (to set out young trees among (existing) growth), without damaging the existing growth with too much water and fertilizers. 

· [image: image17.jpg]


Re-fertilize grounds that are not suitable anymore for agricultural purposes. The planting of trees on these grounds, can re-increase the value of the grounds.




Annex 2. Contact list communication channel: 
Platforms / foundations / branch organizations
An overview of the proposed platforms / foundations and branch organization that will be able to function as communication channel in the introduction of the Groasis Waterboxx to the target group. 
	Plataforma’s 
	Contact data:

	La Plataforma Tecnológica de Agricultura Sostenible  
	Adress
c/ Juan de Mena, 19  3º Derecha.

28014, Madrid 
T.: +34 91 3605339.  

F.: +34 91 5231244
e-mail: info@agriculturasostenible.org 

Contact person:

Juan Tomás Hernani
Secretario General de Ciencia e Innovación

	Plataforma technologia Espanola de Agua
	Adress

José Ortega y Gasset 17, Esc. B 6º 

28006 MADRID 

Telf: 91 781 95 22 · Fax: 91 576 18 66

info@plataformaagua.org
Contact person 

Antoni Serramiá Bruxola

Presidente de la Plataforma Tecnológica Española del Agua

	La Asociación Española de  Arboricultura
	Adress

Jardí Botànic de València
C/ Quart, 80 
46008 Valencia 
Tel.:+34 963 156 820
Fax:+34 963 156 840

E-mail: info@aearboricultura.com 

http://www.aearboricultura.org 

	Branch organisations 
	Contact data:

	Cooperación agro alimentarias
	Calle Agustín de Bethencourt, 17, 4ª Planta
28003, Madrid. ES.
Tel. 91 535 1035
Fax. 91 554 0047

	Federación Española del vino

	C/ Padilla 38. 
28006 - Madrid (Spain)
Tel: +34 91 576 27 26
Fax: +34 91 575 11 14
E-mail: info@fev.es
Contact person:
lerchundi@agro-alimentarias.coop Nerea Lerchundi.
galindo@agro-alimentarias.coop Pilar Galindo.

	COAG
	Agustín de Bethancourt, 17, 5ª p. 
28003 MADRID 
Telf.: 91 534 63 91 
Fax: 91 534 65 37 
coagmadrid@coag.org


	Asociación española de exportadores de aceite de oliva (ASOLIVA) 
	http://www.asoliva.com 

	Foundations
	Contact data 

	Fundación entorno 
	Adress: 

C/ Monte Esquinza, 30 - 6º derecha
28010 Madrid
Tel.: (+34) 91 575 63 94
Fax: (+34) 91 575 77 13
info@fundacionentorno.org
http://www.fundacionentorno.org
Contact person:

Cristina García-Orcoyen 

Directora Gerente de Fundación Entorno

	Fundación Ecología y Desarrollo


	Adress: 

Plaza San Bruno, 9  
50001 Zaragoza · España 
Tel: + 34 976 29 82 82 
Fax: +34 976 20 30 92

E-mail: ecodes@ecodes.org
http://www.ecodes.org

	La Sociedad Española de Ciencias


	Adress: 
Centro de Investigación Forestal CIFOR-INIA

Ctra. La Coruña, km 7,5

28040 MADRID

http://www.secforestales.org 

Contact person: 


GREGORIO MONTERO GONZÁLEZ

Presidente de la sociedad

montero@inia.es


	Fundación biodiversidad 
	Adress:

C/ Fortuny,  7
28010 Madrid

Teléfono: +34 91 121 09 20
Fax: +34 91 121 09 39

Genérico:
biodiversidad@fundacion-biodiversidad.es Esta dirección electrónica esta protegida contra spam bots. Necesita activar JavaScript para visualizarla [image: image2.png]



Departamento de Estudios y Proyectos: proyectos@fundacion-biodiversidad.es

	Name 
	Website 
	

	Info ambiental España
	www.infoambiental.es 
	David Vidorreta
Redacción Residuos 
Tel: +34 944 285 600

Fax: +34 944 285 663

www.infoambiental.es
The message can be send to: 

redaccion.residuos@rbi.es redaccion@infoambiental.es

	Aqua blog 
	http://www.acuablog.com 
	info@magnoliartmedia.com
C/ Leganitos, 7 2ºC
28013 Madrid
Tel. (+34) 915479168
www.magnoliart.com

	Fundación entorno 
	http://www.fundacionentorno.org 
	Laura Martín 

Jefa de comunicaciones

laura.martin@fundacionentorno.org  

	Ecologia verde 
	http://www.ecologiaverde.com 
	contacto@bloogs.net  

	Noticias forestales 
	http://www.noticiasforestales.com 
	info@noticiasforestales.com  

	Agro información 
	http://www.agroinformacion.com 
	contenidos@agroinformacion.com 

	Greeneconomix 
	http://greeneconomix.wordpress.com 
	global@greeneconomix.com 


Annex 3. Contact list Blogs 

A contact list of the proposed blogs on which news messages of the waterboxx can be published. 

Key characteristics:


Innovative


Unique


Sustainable








The key benefits:


Plant trees without irrigation


Being able to plant trees on “difficult” soil, rocks etc. 


High survival rate of 90%


Sustainable plantation of trees 











� � HYPERLINK "http://www.marm.nl" ��www.marm.nl� 


� Floor en Van Raaij; Marketingcommunicatiestrategie: Vijfde druk, 2006; Stenfert Kroese; Blz. 217


� � HYPERLINK "http://www.gladwell.com/tippingpoint/index.html" �http://www.gladwell.com/tippingpoint/index.html� 


� � HYPERLINK "http://www.youtube.com" ��www.youtube.com� 
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