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How would you demographically and geographically segment the Pan Boricua market?
           Market segmentation is a fundamental approach to dealing with competition and identifying and meeting the market's needs. Pan Boricua can segment its market geographically and demographically. Demographic segmentation involves categorizing the customers using traits such as income, race, and age. The company targets the Hispanic ethnicity, and therefore it can aim at attracting more of the Hispanic population by examining the regions they are primarily situated. The people of Hispanic groups in America has increased over the years as immigration is increasing. In 2006, four out of fourth four million Hispanics were of Puerto Rican origin (Quinones et al., 2009). The population of Hispanics has grown over the years in states such as New York, Orlando, and Philadelphia. It is therefore essential for Pan Boricua to consider the demographic market segment of its customers when marketing.    
Based on the data from the case pertaining to the consumer behavior of Hispanics, what marketing strategy would you suggest for Pan Boricua?
           The case of Pan Boricua has highlighted the aspects of consumer behavior of Hispanics, and understanding those characteristics would be necessary to the company in developing a marketing strategy. Hispanics tend to visit supermarkets frequently for shopping as compared to non-Hispanics. In research conducted in American supermarkets, it was established that 67 percent of the Hispanic population visit supermarkets to buy food and other products. In comparison, 30 percent of them visit places such as bakeries. Pan Boricua can therefore have a marketing strategy that concentrates on supermarkets where the majority of their targeted customers visit (Quinones et al., 2009). For example, Pan Boricua can create agents in supermarkets and shops to target Hispanic customers.
It is the behavior of Hispanics to smell food before buying. Approximately 60 percent of Hispanics consider smelling the products they intend to purchase, especially food. Pan Boricua should therefore sell fresh bread and other related commodities. In achieving that, the company can use local manufacturers rather than depending on importing the products from Puerto Rico. Manufacturing the commodities in America will reduce the cost incurred in Importing while guaranteeing that their customers obtain fresh products.    
Hispanics tend to purchase commodities in large quantities, and Pan Boricua can develop strategies for mass production of the demanded goods that meet the market needs. For instance, the company can conduct a market analysis to identify the American states with a higher population with Hispanic population that demands their products.  
How can Pan Boricua position themselves against the competition?
[bookmark: _GoBack]           Pan Boricua faces competition from Puerto Rico and also American firms such as Walmart who deal with Hispanic products. The competition is a challenge to Pan Boricua as it reduces the customers range while reducing the profit margins. Despite the competition, Pan Boricua can use the following strategies to position itself against the competition. The company can use the cost differentiation tactic. The approach entails planning and analyzing the market to reduce the prices of commodities compared to competing firms. In 2005, for example, Pan Boricua set the price of bread ranging between $1.69-1.99 while Pan Sobao sold at $1.79 while other competing firms ranged from $1.19-1.98 (Quinones et al., 2009). Reducing the costs of its commodities will attract more customers, which will lead to increased profits and thus staying ahead of the competition (Quinones et al., 2009).
           Also, Pan Boricua can position itself against the competition by understanding customers' needs and finding ways of meeting those needs. Customers are essential in any business, and understanding their needs helps formulate a marketing tactic. Pan Boricua, which targets Hispanic customers, should examine the consumer behavior of their customers rather than focusing on market trends that do not respond to the needs of their customers.      
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