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General Mills is American based food manufacturing company that sells a variety of food products to over 100 countries (General Mills, 2014). The company has been in existence for over one hundred and fifty years, and its continued success has been due to its aggressive approach towards addressing the needs of the consumers through the development of a variety of products. The company reported revenue of over $16 billion in 2016 and has a workforce of 39,000 employees. The focus of the paper will be on its marketing strategies and more specifically its main product that of Pasta. General Mills produce La Saltena, Wanchai Ferry and Annie’s line of pasta for the various markets exists in (GeneralMills.com, 2014). The paper will analyze the marketing strategies of the General Mills in relation to pasta, evaluate the achievement of the marketing strategies and how the company is equipped to manage future marketing challenges.

Evaluation of the business based on each marketing mix

Product strategies

General Mills develops its products to attract different customers in each market it operates in (General Mills Inc, 2016).  The Pasta products are designed to suit each market for instance La Saltena product is soft and comes in a variety of sizes to attract the Argentine market. Wanchai Ferry line is designed to made dumplings for the Chinese customers while Annie’s is easily microwavable and used to mac and cheese attracting the North American consumers (Abramovich, 2014). These product designs and features make General Mills pasta product the best in the market. General Mills prides itself on developing quality Pasta that meets the dietary and taste preferences of its customers. General Mills positive branding and advertising have enabled the company to develop loyalty in the market, and its brand is well recognized by the consumers. Pasta products from Annie’s to La Saltena appeal widely to the target market, especially with female customers. Its quality and the well-known brand have helped General Mills to position itself in the Pasta market-beating close competitors such as Nestle (Kotler & Armstrong, 2014).

Pricing strategies

Pricing strategies are essential to maximize profits while maintaining brand loyalty (Thomsen, Kyureghian & Nayga, 2014). When it comes to the sale of pasta General ills implements a variety of pricing strategies to attract the attention of the customers (General Mills Inc, 2016). Premiums pricing is used to by General Mills as it helps to set a higher price creating the ideology that it develops quality products that area worth the price (Nagle, 2014). Cost leadership strategy where the price is set low for new markets has been used by General Mills to penetrate a new market (Allchin, 2012). The company then increases the price of the product to meet its standards after gaining support from the consumers. Economy pricing strategy is also used for other markets to attract the price-conscious consumers (Kotler & Keller, 2015). Competitive pricing, especially in the North American Market, is implemented in which the price of its pasta changes depending on the prices set by the consumers.

Distribution strategies

General Mills uses an indirect distribution channel in which products move from the manufacturer to the consumer through intermediaries (General Mills Inc, 2016).  After the products such as pasta are manufactured the products are packaged and sold to the whole sellers who buy the products in bulk. The wholesalers include companies such as Nash Finch and Supervalu. The products are then distributed to the retailer such as Safeway, Walmart, Publix, and Kroger. The retailers then sell the products directly to the consumers. Because General Mills is an international organization and it uses the retailers and wholesalers to increase the output of its products. The retailers play a critical role in determining the success of the company as they help to present the producers directly to the customers. The international segments of General Mills make use of the indirect distribution channel as well.

Promotion strategies

General Mills promotes its products through both traditional and digital marketing platforms. Advertising helps to raise awareness and interests in the products thus increasing the number of customers which consequently leads to increased revenue generation (Kotler & Keller, 2015). The pasta is advertised to parents especially those with children below the age of thirteen. Advertising helps to retain loyal customers and attract new ones. Advertising is used to educate and persuade the consumers to purchase General Mills pasta. Traditional advertising of pasta includes televisions advertisements, magazines, billboards, flyers, and radio (Cave, 2016). This helps to inform the public of its pasta, the features, and the price. The company has also implemented digital marketing techniques by promoting its products on social media platforms and thus expanding its reach to new customers (Cave, 2016). The digital marketing strategies are cost-effective as compared to traditional marketing strategies. 

Evaluation of marketing mix

Product strategies at General Mills have been on target to achieve its overall sales goal of reaching over 20 billion dollars in revenue annually. Its branding and position strategies have helped General Mills to maintain an impressive performance in the pasta market maintain more than 30% of the market share in the sale of pasta (General Mills Inc, 2016). The metrics General Mills can use to measure the performance of its product strategies include customer satisfaction metrics. Customer satisfaction metrics can determine how customer feel about the product. The performance diagnostic tools the company can use includes the Balanced Scorecard to gain a holistic view of the entire company performance (Klubeck, 2011). The corrective action for product strategies is the increase in the branding of the company to create a firm position in the market, and this includes developing more quality products.

The pricing strategies are not on track to meet the sales goals of General Mills as the competitive, premium, cost-leadership and economy pricing have not effective at increasing the sales of the company (General Mills Inc, 2016). The revenue of General Mills dropped by 6% to $16.6%, and this identifies the inefficiencies of its pricing strategies in attracting customers. Product purchase metrics can be used to determine the purchase made by the customers in each region to determine where the pricing strategies have failed to attract the attention of the consumers (Klubeck, 2011). The performance diagnostic tool the company could use includes the Foundation information tool that analysis the business documents such as cash flows, balance sheets, sales and profit loss statements to determine any problems that need to be addressed to increase its sales (Klubeck, 2011). The corrective for the pricing strategy includes the implementation of further reach into the cultural and economic aspects of the customers to determine the best pricing strategies for different customers within the countries it operates in (Nagle, 2014).

The distribution strategies of General Mills have not been effective at achieving the sales goal as the company has to work with many intermediaries before the product can reach the consumer (General Mills Inc, 2016). The metrics used to measure the performance of its distribution strategies includes the cost-benefit metric that measures the amount of much lost or gained from having many intermediaries (Klubeck, 2011).  The performance diagnostic tool includes productivity information tool that provides information as to the productivity of the organization such as through economic value added analysis to determine the performance of its distribution techniques (Klubeck, 2011). The corrective action to the distribution strategy includes cutting out the wholesalers and selling the products directly to the retailers enabling the company to earn more profits and ensure that its pasta reaches the customers on time. The intermediaries cut the overall profits of the company and therefore cutting out one intermediary in the indirect distribution chain will increase General Mills profit margins.

The reduced profit margins and net revenue at General Mills identify that the promotional strategies have not been effective to meet the sales goals (General Mills Inc, 2016).  The sales metrics are effective at determining the performance of its promotional strategies of the company as the increase in sales will identify the success of the promotional strategies (Klubeck, 2011). The balanced scorecard can still be used as a diagnostic tool to evaluate the performance of the business. The corrective action for General Mills includes the implementation of extensive digital marketing in conjunction with traditional marketing that seeks to appeal to the emotions of the consumers and thus persuade them to buy more pasta products.

How General Mills is prepared to meet future challenges of marketing

General Mills is equipped to meet the future challenges of marketing by differentiation its advertising messages to suit the different regions and countries it serves. The company has realized the importance of cultural awareness in marketing and as such develops products that address the needs of different cultures. Its pasta such as Wanchai Ferry is sold in China while La Saltena is sold in Argentina (General Mills Inc, 2016). Through such strategies, the company is well prepared to meet any challenges in marketing as it understands the importance of cultural differentiation of products that best bests addressed the needs of the customers. Its use of a various pricing strategies from premium, pricing, cost leadership strategy, competitive pricing and economy pricing provides the company with a lot of flexibility in the market allowing it to easily adapt its pricing to address the preferences of the consumers (Nagle, 2014). Its flexibility in using a direct and indirect distribution channels enables General Mills to be in a better position to control distribution channels and achieve success. Its ability to leverage both traditional and digital advertising platforms will enable General Mills to effectively reach out to the target audience regardless of the means of advertising the customers prefer.
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