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__________________________________________________________________________________ 

ABSTRACT 

Market development theories are limited to healthy food concepts, its benefits, marketing strategy and 

an effective marketing policy. Philosophical and sequential activities of this research have been guided 

by positivism approach as research problem in related business phenomena. A pre-structured 

questionnaire has been used to get view of customers‟ about Cranberry business development and 

those data has been presented graphically after a statistical analysis. Additionally, employees‟ response 

has taken by an interview and they expressed their own view and experience how this business can be 

developed with healthy food concept. Target population of this research is customers‟ and employees‟ 

of Cranberry, Euston branch, London. Both pre-structure questionnaire and interview methods were 

applied to collect primary data for this research. Fifty customers were selected for pre-structured 

questionnaire survey whereas five employees were interviewed for primary data. 

The findings of this research stated that customers‟ are showing positive attitude towards healthy food 

concepts. Market development of healthy food products depend on food quality and price, detail 

labeling about food contains, sign of authentication and effective marketing promotion.  

__________________________________________________________________________________ 

Corresponding Author: Ashik Rubaiyat 

Introduction 

"Business opportunities are like buses, there's always another one coming."- Richard Branson, founder 

of Virgin Enterprises  

In the light of above statement it can be stated that new idea in product development can create an 

opportunity of existing market development or setting up a  new business  in today‟s competitive 

business environment. Every company wants to increase level of profit by developing new market and 

getting new market share. To fulfill this aim, business organization should be innovative in terms of 

market extension, product development and service improvement. According to Sheth and Ram 

(1987), technological advancement, changing business environment, changing customers and needs, 

and intensified competition are crucial issues for market and product development. Companies need to 

constantly monitor new technology, as it may influence or potentially transform their markets. 

Technology is equally important to all kinds of business because it has impact on service components 
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of business. For example, supermarket uses technology to serve customer quickly so that they can 

increase number of customer and their satisfaction. Second important driver of market development is 

changing level of customers and their needs. Changing customers also means that companies should 

change their product range or extent current product lines (Goffin and Mitchell, 2005). However, 

customers hidden needs are also responsible for developing new products and its market. Intensified 

competition for the presence of global and local organization can motivate them to introduce new and 

customized products. Now-a- day food industry is showing more and more interest in new and 

customized products because of population growth and their life style. In addition, development of 

supply network globally increases flow of food products from one region to another region. In a 

research Marsden and Wrigley (1996) found that retailers are devoting to sell food products which 

come from different countries.  For this reason business environments are changing in different 

dimensions. Additionally, market in the Europe and Northern America are operating under an open 

market concept due to various agreements among governments. Therefore, changing business 

environment mainly focuses on new products and cost cutting technologies to determine core business 

process. Tether and Miles (2001) found that market development in the Europe mostly depends on 

innovation and quality of products. At the same time, many organizations redesigned their business 

processes to achieve significant efficiency in the current markets. In the light of this sense, food market 

added various concepts such as organic, healthy food, fast food and cooked foods to recognise 

consumers‟ needs perfectly. Consequently, market development in food sectors highly depends on idea 

ideas about innovation and product developments so that companies can be able to satisfy consumers‟ 

needs and to compete with rivalries.  

 

A case study on Cranberry 

Cranberry is a family owned business which operates its business in London, other parts of the UK and 

overseas. It has eleven stores in the UK along with three overseas stores in Norway, Tanzania and 

Saudi Arabia. It sells high quality dried fruits and nuts with different flavors and coats. There is more 

than 140 products in its list of inventory. In addition, supermarket and other retailers are main 

competitors of Cranberry because they sell same types of product with competitive prices. 

There are three types of marketing system in Cranberry. These are: 1) retail 2) wholesale and 3) online.  

In wholesale segment, all types are traded to customers with minimum order size. Very recent it has 

launched online selling portal to boost its sales and relationship with customers (Cranberry.com, 2012). 

“Enjoy the healthy life” is the main slogan of Cranberry. By considering healthier lifestyle, Cranberry 

sells pre-pack items to ensure its natural taste and quality. To expand business in different level of 

customers Cranberry introduced Store loyalty cards which should be completed with nine stamps to 

redeem for purchasing products. In addition, it is a valuable process of building customer relationship 

management which lead to establish a successful brand in the market (Wisner and Stanley, 2005). 

Presence in online marketing is a strong side of Cranberry which indicates this company is using 

modern technology to expand its market so that it can ensure its market position in retail industry. 

Cranberry provides a corporate websites for inform customers about its products, food value related 

information and on-line selling.  
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Methodology  

Questionnaire and pilot test 

In the business research, pre-structured open or close formed questionnaire is used to collect primary 

data from target population (Yin,2010). Questionnaire are widely used in business research because i) 

pre-structured and familiar words are used ii) takes less time than other methods iii) different types of  

qualitative research scale is used which is easy to analyse and interpret. Researcher has conducted a 

pilot testing of research questionnaire among friends to identify errors that could arise in real situation. 

After identifying some problems in initial questionnaire, author has revised thoroughly to make final 

version of that questionnaire.   
 

Interview design  
Interview is an effective method of primary data collection because researcher can ask respective 

respondent as many question as he needs to identify truth about issues of study (Ghauri and Grønhaug, 

2005). However, psychological approach to respondent is a vital considerable factor of researchers. A 

„dummy‟ interview was conducted to test suitability of selected questions before real interview. To 

collect data from Cranberry, researcher has approached 5 employees without considering their job title 

and responsibilities to this organization. 

 

Sampling and primary data collection 

Population is the first considering factor before selecting sampling procedure. This research had two 

target groups: customer and employees of Cranberry. Therefore, customers and employees of 

Cranberry at Euston branch were selected as target population for this study. Although sample size of 

this was not big, authors tried to get maximum output from both questionnaire and interview 

technique.  

Saunders et. al. (2009) stated that sampling is essential to reduce population size at a manageable 

number so that researcher can collect data with specific time period and allocated resources. There are 

two types of widely used sampling procedure for qualitative research. Those two types are probability 

sampling and non-probability sampling. Probability sampling follows statistical methods in sampling 

whereas non- probability sampling depends on judgment of researchers. This research used 

convenience sampling method known as non-probability sampling or haphazard sampling. Reasons 

behind this choice includes i) suitable for academic study ii) data from shopping centre or a certain 

shop supports this technique as application of other procedure is difficult. As this research is on a 

particular shop, generally sample size is relatively small.  

Primary data collection is on of the important activities of this research. However, primary data is raw 

data and needed to be published to inform readers (Denzin and Lincoln, 2005). Sample size of this 

study was 50 for questionnaire techniques and 5 for employees‟ interview. 50 questionnaires were 

distributed to customers‟ of Cranberry, Euston branch whenever they came for buying foods. 

Beginning of this process, researcher described purpose of this work to every customer. 

 
Triangulation  

Triangulation is a very well-known term in business research where main issues focus on research of 

human behavior. According to Cohen, et. al. ( 2007), some research need one than one type of data 
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collection technique to get an effective solution of research problem. From this point, triangulation 

combines information from more than one technique to produce a single conclusion. In addition, 

triangulation is more suitable for non- parametric qualitative research. To conduct this research, two 

types of data collection method have been used. Questionnaire survey and interview techniques were 

applied to this research to get solution of a common set of research question. 

 

Data analysis and Discussion 

Consumer’s behaviors towards healthy food concept 

Healthy food concept is a recent imperative issue in the Europe because it is highly related with food 

risk management. One of the questions in questionnaire was „Do you consider healthy issues when you 

buy food for you?‟ The result of this question has been shown in figure 1 where 64% of the total 

respondent opted they consider heath issues at the time of purchasing food items. 

 

Figure i: Do you consider healthy issues when you buy food for you? 

 
Figure ii: How you recognize a healthy food? 

A research by Truswell (2002) found that food contents are most important buying decision making 

criteria for food products. In another research conducted by Klopfenstein (2000) concluded that less fat 

and high protein and fiber are among the most selective contents to the people of Europe. 

 

Figure iii: Do you support use of food additives for making food attractive? 

An extensive research has been done by Back and Lee (2006) to identify consumers‟ knowledge about 

food additives. In fact, food additives represent any additional matters which can make food stuffs 
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attractive to customers. Research found that most of the customers reject food additives because 76% 

of total respondent selected „No‟ answer to speak out their position against food additives. Rest 24% 

does agree with the presence of food additives. Reasons behind that is little knowledge on harmful or 

negatives effect of food additives on health (Kim, et. al, 2007). 

Market development  

Market development for a certain product has several stages which are started with the exploration of 

opportunities in the new market. However, selection of target customers, monitoring system, market 

information, determination of advertising media and marketing research are key functions for market 

development (Chapman, 2009). To select promotion activities for new products, customers‟ were 

asked for their preferred marketing promotion. 60% of the respondent selected they prefer price 

discount for making buying decision. „Buy one get one free‟ is in the second position of customers‟ 

choice which got support from 26% respondents. On the other hand, on one selected prize compactions 

as their preferred promotion of products. 

 

Figure iv: What types of marketing promotion do you prefer? 

 

Product information is one of the vital issues to make purchase decision. Figure v is showing that 52% 

customers‟ have habit of get sufficient information before buy something. On the other hand, 48% of 

respondent do not have any intention to collect information about products what they are going to buy.  

 

Figure v: Do you collect product information before buy a product? 

 

There are many sources to collect information about products and its market. Main five media of 

information collection is newspaper, friend and family, TV advertisement, company websites and 

personal observation. This research found that group of entire respondent selected personal observation 

and friends and family are most authentic media of information search. Newspaper is in the second 

position of this issue (Figure vi). Hoyer and Macinnis (2009) found same type of result in his research 

regarding business information provider.  
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Figure vi: What source (s) do you use for information collection? 

 

Conclusion and Recommendation 

Food industry is one of the largest businesses in the current economy. In addition, customer service 

provided by company and government regulations for food safety also helpful for developing healthy 

food business. This study has been completed with help of retailer which runs business of healthy 

foods products. There are lots of other retailers which sell same types of products. Therefore, there is a 

great opportunity to conduct future research by taking this industry as a whole. Furthermore, large 

super markets operate business with large number of suppliers and customers. Therefore, they get 

advantages of economies of scale in case of product development, pricing, promotion and distribution. 

So, by considering these options, future research would produce better picture about scope of market 

development with healthy food concept. It is recommended that healthy food retailers such as 

Cranberry should establish effective customer loyalty program and arrange adequate training and 

reward for employees‟ to boost business performance. 
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Appendices 

Table 1: Summary of employee interview  

 

Questions Summary 

1. Gender of Respondent Five employees‟ of Cranberry Euston attained in 

interview and all are male. 

2. Length of service in this Cranberry store? Length of employees‟ service life can be defined 

as a range of 1-2 years.  

3. Do you like to serve a customer? If yes why? Every employees like serving customers because 

they are in the centre of any business. 

4. How can you describe customer satisfaction? It can be explained by fulfilling customers‟ 

expectation towards a business. 

5. What do you do for increasing customer 

satisfaction? 

Cranberry provides fresh foods, fast customer 

service, multi- buy option, loyalty cards and free 

delivery service. 
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6.  Do you think better service can influence re-

purchase decision of a customer? 

Yes. However, brand image and quality of foods 

are for influencing repurchase decision. 

7. What you know about introducing a new 

product? 

New products or existing products with 

additional features 

8. What your opinion about contribution of a 

brand? 

It can boost sells. Business grows faster with 

brand image 

9. Do you think Cranberry has developed its 

brand image in retail market? 

Yes as business is growing fast. Customers like 

to order on-line. 

10. Do you think marketing promotion can help 

to build brand image? 

Yes. Customer service, suitable promotion and 

loyalty program is needed.  

11. Do you have any idea about food safety? Is it 

helpful to develop product market?  

Foods which is fresh and good for health. As 

more and more people think about healthy diet, 

this concept would gain consumers support. 

12. What factors do you consider to develop a 

food business under healthy food concept?  

Less fat, free from additives, rich in food 

nutrients. 

13. What is you opinion about performance of 

Cranberry in present business area? 

This business is growing fast with „enjoy the 

healthy life‟ slogan. 

14. What is your opinion about future growth of 

this business? 

 

This business will expand further if consumers‟ 

think about their healthy life. 

 


