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Purpose:

This Market Mapping Model for Healthy Soil, built from compost, is designed to aid the development of thinking and programs for investing in the enhancement of perception of value of compost.  Combined with the ACP Marketing Best Practices and the “22 Immutable Laws of Branding,”
 it can serve to guide market research and, most importantly, healthy soil market expansion investment case studies and direct sales activities.

Recycling - Metaphors to Models:

Recycling by its very nature treats resources in their life cycle.  It doesn’t treat them in the old linear model–of harvest (or mining), manufacturing, distribution, purchase, use and disposal.  Nature knows not what “disposal” means.  Nature sees only resources used in endless cycles of transformation and reuse.  Recycling market development attempts to acknowledge and be guided by this natural truth.

However, “market channel” concepts and models were developed in the old linear economy.  Market channels in the emerging recycling economy are not only circular, or cyclical, they are circles within circles.  This is true because transportation of recycled resource feedstocks (water, organics, other solids) is energy intensive.  That is, the price/mass ratio is very low.  This is also true for most unprocessed resource commodity feedstocks (timber, iron ore, gravel, etc.), as compared to finished high value products like pharmaceuticals, computers, analytical equipment.  In these goods, the price/mass ratio is high, meaning shipping/hauling and inventory costs are a much smaller fraction of the cost of the good.  Because of this fact, with un-composted or even composted organics, like all recycled feedstocks, it’s always lowest cost to remanufacture and reuse the resource closest to its source of generation, in order to minimize transportation (wheeling, hauling), i.e. energy, costs (both cash and environmental impact costs).  
This fact means that the circular or recycling economy is best thought of in three tiers:

1. Tier 1: On-site recycling and reuse, i.e. for composting that’s residential, commercial on-site, or on-farm composting.

2. Tier 2: Neighborhood, community or within Municipality/Agency jurisdictional boundary composting and reuse.

3. Tier 3: Between communities or Municipality/Agency jurisdictional boundaries, i.e. export, manufacturing and/or sale.
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When you combine the three main healthy soil market sectors, i.e. the users who will benefit from building healthy soil with compost, with the three tiers of each recycling market channel, we immediately generate 9 distinct market niches!  These niches will be competing, or complementary, depending on the standards of investment of the prime investors in this industry, i.e. the sanitation agencies. 
	
	Market Proximity

	Market Type
	Tier 1

On-site (Home)
	Tier 2

Neighborhood/

Municipality
	Tier 3

Between

Communities 

	Residential (Bag)
	At Home Composting
	Municipal Give Away Programs (generally bulk pick-up)
	Retail market publicity and sales programs for bagged compost

	Commercial (Bulk)
	On-site Facility Composting
	In City Give Away or Cost Recovery Programs
	Commercial market publicity and sales programs.

	Agricultural (Bulk)
	On-Farm Composting
	Municipal/ Farm Community Partnerships
	Agricultural Sales Programs.



Using the Model:
To optimize compost market channel investments to build healthy soil ongoing, we assume a model of “market niche complementarity,” or optimization, rather than market niche competition via niche value maximization.  The main current conflict in the compost industry today is between Tier 2 and Tier 3 market types within each market sector.  This is because the ultimate investor (the agency rate payer or municipal taxpayer, and their sanitation boards or departments acting on their behalf) are also the end-use customer in each of the market types, i.e. residential, commercial and agricultural.  Market investment programs must take this fact into consideration if they want to be internally consistent and not compete against themselves!  
The goal of total market value optimization, vs. market niche maximization, can be accomplished by using BOTH the ACP Marketing Best Practices AND following the “22 Immutable Laws of Branding.”  These practices will serve to create high value healthy soil/compost markets.  Therefore, this compost market model can be used to support and/or structure the various marketing activities of research, strategy, investment, publicity and sales tactics as follows. 
For Market Research

Each one of the nine boxes, represents a market niche.  To understand local and regional compost markets, the ideal research model would be to know at least the following parameters for each of the nine market niches:

· Number of entities in each niche

· Mass of Organics generated

· Mass of Organics consumed:

· Currently (actual market, mass per acre, or hector)

· Potential maximum (potential market, optimal/maximal mass per acre)

· Cost/Price Data:

· Cost to produce finished compost, per ton or yard (in dollars; estimate for Tier 1, measure/sample for Tier 2  and 3)

· Price per ton or yard (zero for Tier 1, zero or nominal for Tier 2, measure for Tier 3)

For Market Strategy and Investment

Market strategy is created in order to provide a method for investment and accomplishing market expansion goals.  If our goal is to build healthy soil at the least cost, for the highest value, to soil users, then using the right mixture of the three tiers to craft market channel strategy and investment is essential.  Local market strategies and investments could be optimized using a “portfolio approach” to managing investments (and returns) in these nine market niches.  This would be a risk managed, value optimization strategy.
For Publicity and Sales Tactics Development
As a publicity or sales tool, this Healthy Soil Market Map can be used to:
· Craft messages that are consistent for each market and channel tier,

· Direct Sales staffs to focus on the market distribution points that optimize the value of the entire market channel, not maximizing one at the expense of another.
Tier 1: Residential, On-Farm - “Do-it-yourself Market”





Tier 2: Community, Municipality, Agency – Barter, “Give Away or Subsidized Market”





Tier 3: Between Communities – “True Market”





Ag





Commercial





Residential








� See “The 22 Immutable Laws of Branding:  How to Build a Product or Service into a World-Class Brand” by Al Reis and Laura Reis, 2002.


� Note: Agency owned farms are a clear violation of the 22 Immutable Laws of Branding: especially Laws: #1: Law of Extension – power of a brand is inversely proportional to scope; #2: Law of Contraction- A brand becomes stronger when you narrow its focus. #5 The Law of the Word – A brand should strive to own a word in the mind of the consumer (i.e. “sanitation agency” does not equal the category of farm, just like Starbucks does not = the category of sports equipment, and Nike does not = the category of coffee drinks), #6 The Law of Credentials – The crucial ingredient in the success of any brand is its claim to authenticity (again, sanitation agency is not credible to build healthy soil). Also it violates laws #8, 9, 10, 12-15, 20, 22.  Because agencies ARE the biggest investors in the compost market, their branding  failure can, and likely will, seriously damage the entire market.
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