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Being an agribusiness company that operates in a developing country, Syngenta utilized already existing innovation trends to readily double its profits and reach out to more customers. The company had initially centered its customer base on big scale farmers as the leading purchasers of its agricultural products (Anthony, 2012). This was the case for the company until its packaging standards were reduced to meet the needs of many small scale farmers. They packaged the fertilizer chemicals into smaller, affordable sachets to attract many customers across the country. The company similarly reduced the prices that went with the small-sized sachets of its farm products.
Furthermore, the company convoyed product packaging with educational attachments or manuals that contained how to use farm products. With that, the company also initiated partnerships between local farm product retailers to teach small-scale farmers on how to effectively start and sustain agribusiness while utilizing the available farm resources. In summary, by creating smaller packaging systems that envisioned the needs of the local small-scale farmers, products price reduction and education, subsidiary partnerships proven to be the biggest breakthrough the company had made at the end of 2012 when the program was implemented.
From the article by Anthony (2012), the formation of partnerships with local distributors and retailers of agribusiness products went hand in hand with the marketing advantages achieved through digitalization concepts. Syngenta managed to use audio recordings and practical demonstrations on how farm production could be carried out while using their products. This means that going out of the corporate’s specified methods of marketing can positively be espoused with traditional marketing programs like practical demonstration of how to use company’s products.
In addition, the maturity stage of a product’s life cycle has been illustrated through the approaches taken by the company, as discussed by Xu, Chen & Xie (2016). Syngenta only sold farm products to high-end farmers with vast farmlands at the beginning of their business. This was the maturation stage before innovation was carried out to downsize packaging systems to meet low income earning farmers.  By choosing to target additional one million people based on the marketing standards put herein, the strategies are able to foster sustained innovation (Velasco & Spence, 2018). Increased targeting of poor African and Asian farmers will also foster sustainability of Syngenta’s innovation.
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