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The Target Audience of this Case Study: 

Undergraduate students studying marketing, especially those who are taking Marketing Management subject at Qatar 

University. 

 

The Purpose of this Case Study: 

To highlight how marketing strategies can help to encourage the implementation of high technology system for 

agriculture in Qatar in order to reduce reliance on agricultural imported products. The main problem of the company is 

to create awareness and to get Qataris to start farming. 

 

Learning Objectives: 

1-Assess marketing opportunities by analyzing their internal and external environments. 

2. Use environmental analysis and market research data to design marketing strategies objectives. 

3. Demonstrate students' ability to apply general marketing concepts.  

 

Relevant Marketing Theory:  

 

1 Market classification this entails knowing the context of the market that Hassad operates in. Environmental 

factors were considered in this case such as the nature of the desert and the general climate, alsothe regulatory 

influences had been investigated such as the Qatar’s agricultural vision of 2030. As well as, considered economic 

factors such as the fact that the majority of food is imported into Qatar and that economically this is a threat because of 

Qatar’s dependence on other countries in order to feed its own population.  

  

2 DAGRAM is a model for promotion advertising. It stands for Defining Advertising Goals for Measured 

Advertising Results. 

The aim for Hassad foods is to increase awareness for the product. According to the DAGRAM model the customer 

goes through five stages when buying a product: 1) unawareness-where he/she does not know about the existence of the 

product. In this case media advertising is needed. 2) Awareness-has vague awareness of the product- solution is media 

advertising 3) comprehension-recognizes and knows about the product-support through information 4) conviction: 

prefers the product to others-advertising to reinforce brand differentiation 5) Action-purchase the product-personal 

selling. Clearly Hassad is at stage 1 & 2 thus intensive media advertising possibly through social media such as twitter, 

billboards as well as radio and TV advertising will need to be invested in at this point in order to get Qataris to start 

farming using hydroponic technology. 

 

3 Product orientation; an approach to business which places the main focus of intention upon the production 

process and the product itself. In this case Zulal Oasis is a product orientated business as the business has not been 

established as a result of the need/demand in the current market, on the contrary the government and Hassad knows 

how well this technology can serve Qatar and its business men/farmers, and now they are working towards creating the 

demand, thus the supply is there before the demand in the market which makes it a product orientated business. Hassad 

is also facing the typical difficulties that product orientated businesses suffer from. 

 

4 USP is the unique selling point that differentiates a product from that of the competitor. Zulal Oasis does not 

have any direct competitor in the Qatari market. All other competitors are selling ordinary farming equipment, whereas 
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Hassad in partnership with Oasis is selling hydroponic farming technology which is clearly explained in the 

synopsis/introduction. 

 

Synopsis:  

 

This case study is investigating the marketing problems and recommended solutions for both Hassad food and Zulal 

Oasis which are struggling to get Qatari investments into a strategic public and private sector initiative to make Qatar 

less dependent on imports for agriculture by means of using Hydroponics technology. Market research is the most 

scientific way for companies to find out what is happening in the market and what their customers wants and to do that 

quantitative and qualitative researches of both primary data from the company itself as well as interviews with various 

stakeholders a questionnaire were shared and secondary data includes articles from websites and newspapers were used 

in this case study. 

 

Zulal Oasis was launched in 2013 and is a joint venture company between Hassad Food and the Spanish Company 

Oasis Agro technology, a consortium led by Primaflor Group.  Zulal Oasis owned by Hassad Food Company with 51% 

of the shares and Oasis shares 49%. The company was launched in order to develop and promote one of a kind 

hydroponics technology to aid Qatar in its strategic plan to be less dependent on imported fresh vegetables. Therefore, 

to develop and promote this unique hydroponic technology system to aid Qatar's strategic plan to be self sufficient in its 

agricultural efforts. This technology of Zulal Oasis makes it possible to grow and produce crops all year round, no 

matter what is the temperature or season. This is because the hydroponics technology was specifically designed to 

make farming in severely arid climates possible. A pilot project that was initiated by the Ministry of Agriculture that 

has yielded excellent results. It has successfully grown more than 37 kg of vegetables per square meter while recycling 

hundred percent of the irrigation water. These revolutionary green houses are designed with a robust structure that can 

last indefinitely even in the arid climates. It also compromises of "the new growing system, NGStm" which is the most 

advanced hydroponic systems in the world and thus also patented worldwide. Features of this NGStm include the fact 

that there is no need for soil in growing vegetables. The system also allows for natural self-purification and due to the 

fact that a nutrient solution gets 100% absorbed which means there is a maximum development of the roots. The 

system also comprises of the state of the art irrigation systems which ensures uniformly in dispensing water and 

fertilizers to plants. As a result, the health and strength of plants are unprecedented. Therefore, efficiency and 

productivity of farmers are dramatically improved which ultimately increases profitability for the farmer.  

 

Another feature of these futuristic greenhouses is the DACS which is a dry air cooling system which guarantees stable 

regulated, uniformly cooled air inside the green house no matter what the external temperatures are like. Because this 

system has been adapted to perform in line with local weather conditions, the optimum environment for plants to grow 

in is available 356 days in a year seeing that no moisture is provided because no water is consumed for the operation. 

One would imagine that such revolutionary technology must be extremely expensive which will put it (out of reach) for 

the majority of farmers and investors. However, it is financially affordable because operating costs for farming are 

reduced dramatically thus profitability is lucrative. It further enhances profitability because it allows for a big variety of 

vegetables to be available for sales all year round, despite changes in the weather. Should a farmer decide to invest in 

the technology of the future with Zulal Oasis, he is not alone "because the company will not only provide him with a 

complete package”, said Carlos, the General Manager at Zulal Oasis, including engineering, design and planning. In 

addition to this farmer and their staff will receive training on everything from maintenance to project management and 

distribution channels.  

Because of the viability of this project, the Qatari government is doing everything in their power to encourage Qatari’s 

to make use of this opportunity that allows desert countries that had never been able to participate in the supply of 

crops on a commercial scale to now compete in world markets. 

 

Qatar produces less than 10% of its food requirements which means that Qatar is mostly completely reliant on imports, 

with an annual value estimated at USD 1,300 M. This explains why agriculture is such an important focus for the 

government. This is clearly described in the strategy designed by the government for the future development of the 

country, contained in the so-called "Qatar National Vision 2030" which aims that they want to grow 50- 70% of their 
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own produce. However, Qatar is a desert country facing a lot of problems in the agriculture sector. The number of the 

registered farms in Qatar was 1340 in 2013 and the local production of vegetables in 2011 was only 13.38% of the total 

consumption, which then decreased to 12.8% in 2012, and dropped even further in 2013 to 11.2% (See Exhibit 1) 

Therefore, there is a shortage in supplying local vegetables. This is caused by the desert circumstances, scarcity of rain 

and high temperatures with high humidity for nine months a year.  

For all these reasons, Hassad Food searched for the best technological company in the agriculture field, they found in 

their opinion a right solution to establish a joint venture company with Oasis for theNew Growing Systems NGStm.  

On the occasion of the official visit to Spain His Highness Hamad Bin Khalifa Al Thani, Emir of the State of Qatar, 

signed on 26 April 2011 in Madrid a Memorandum of Understanding (MOU) which was formalized between the state 

agency Hassad Food and Oasis Agro technology S.L. - a consortium created by a group of leading Spanish companies. 

They have a vast experience accumulated over 50 years in the Agribusiness and Environmental sector which covers the 

objectives of food security and self-sufficiency which are driven by different governments all over the world. 

The MOU was initialed in a subsequent agreement on the 10th of September 2012 resulting in a new company, Zulal 

Oasis L.L.C. whose core objectives are: 

    • Implementing in Qatar an agricultural model that allows the optimal use of resources, focusing on water use which 

is the biggest problem.  

    • Providing farmers sustainable financial returns, cost competitiveness compared with imported products, increasing 

the number of annual cycles, shortening production times and improving product quality and homogeneity. 

    • Developing a better marketing and distribution system of local products. 

The system is expected to use up to 1,000 hectares of land by 2023. The Ministry of Economy and Commerce will start 

floating tenders for the first 400 hectares of land by the end of this year, with the remainder to follow by an undisclosed 

date, Qatar Tribune reports. Qatar has already increased the amount of food grown at home, particularly dates, 

cucumbers and green peppers, in part due to an expansion in cultivated land since 2009. However, the largest increase 

by far has been in fodder for livestock, which coincided with a dramatic jump in red meat and dairy product production, 

according to the latest agricultural report from the Ministry of Development Planning and Statistics (MDPS) released in 

May 2015. A subsidiary of sovereign wealth fund Qatar Investment Authority (QIA), Hassad Food and Zulal Oasis had 

been making investments and buying up land abroad to help address the state’s food production shortfall. It also has the 

RozaHassad flower production facilities in Al Shehaniya, which were opened by the Emir in 2012 and used 

hydroponics to grow up to 20,000 flowers daily in 100 varieties. Products which could grow well under cover includes 

peppers (capsicums), strawberries, herbs and flowers in addition to tomatoes, broccoli, cauliflower, cabbage, corn, 

curette (zucchini), mangoes and citrus fruit would be suited to being grown using the system outdoors, according to the 

Qatar Tribune. 

Marketing Challenge that the Company is facing: 

 After doing primary market research using a questionnaire in a Qatari Majelis of Qatari business men ages between 

30-40, it has been found that Qatari’s either do not know about hydroponics, or that they are very reluctant to invest in 

unknown return on investment of this technology. Therefore, the core aim of the marketing function in this case study 

is to encourage Qatari’s to start purchasing or investing in the hydroponic system of farming by means of creating 

awareness and use techniques similar to those that the government has use to create a healthier lifestyle in Qatar. 

Al Hajri hesitates to provide an approximate cost per hectare in developing one of these projects, saying it depends on 

several factors like the size and topography of the land and the objectives of the investor. “Some greenhouses would 

need to be elevated/submerged, some don’t. And when we design a complex of greenhouses, it’s always a mix of our 

A, B and C models in order to establish the most feasible project we possibly can. Model A is our high-end version 

which guarantees production all year round. Model B is of smaller cooling capacity with a nine-month production 

period while Model C has no cooling systems and can only be used during the agricultural season,” he says. And a 

complex of greenhouses with shared infrastructure will significantly reduce capital costs. 
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Al Hajri is, however, optimistic about the private sector, taking into account the fact that the food security and food 

production industry is maturing across the Gulf. He indicates that they have seen some interest from entities in Saudi 

Arabia, Oman and UAE in this technology but also clarifies that their priorities currently lie inside the country. “In our 

strategic plans, we have targeted bringing 1,000 hectares under cultivation using this technology by 2023, which will 

cater to 50-70% of the local demand for vegetables.” He recognizes that reaching this goal is not fully under their 

control and some government-led initiatives are needed for that initial momentum. The numbers he projects mean a 

respectable level of food sufficiency for Qatar, which has already begun implementing the Qatar National Food 

Security Program. Considering the ambitious scale of this program, it might be premature but not completely 

inconceivable to say that the government impetus, what Al Hajri is hoping for is very likely just around the corner. 

The cost of NGStmis considered very high if we compare it with an ordinary system. Total investment of NGStm is 

approximately 4 Million Qatari Riyals for 1 Hectare (10,000 square meters). But the return on the investment in 

combination with support from the Qatari government makes this a lucrative opportunity for potential investors. The 

challenge lies in persuading Qatari’s to invest in Hydroponic farming rather than real estate. This can be done by means 

of a variety of marketing techniques. Thus the focus is on investors in Qatar, who have no knowledge and experience in 

this kind of technology (NGStm). Farmers prefer to invest in real-estate rather than investing on agriculture. 

Retail Price: 

Price of vegetables and the quality of the vegetables in central market is very low comparing it with the quality and the 

price of the NGStm production. 

Average Price (per kilogram) 

Central Market in Qatar 3.7 QAR 

Imported using NGSTM  15 QAR 

Therefore, the main challenge in Qatar is the capital from investors to invest in the technology and for them to realize 

the potential return on investments that can be made by investing in this hydroponics. To get an initial investment back 

in Qatar, period 3-4 years but in Europe it takes more than 8 years, Qatari investors hesitate to invest in agriculture 

because there are faster returns in other opportunities like real estate or trade. However even though this type of 

investment requires vast amounts of capital the solution is in the fact that the Qatar Development Bank is offering loans 

for agriculturalbusiness in Qatar. 

During an interview with Zulal Oasis it has become evident that there is currently no demand for their product in Qatar, 

thus product orientated marketing is needed. It is modeling itself on a similar model that has successfully worked in the 

Emirates. Hassad food has thus far marketed Zulal Oasis technology mainly by means of press and media conferences 

as well as by participating in regional exhibitions such as the agricultural events at the Doha Exhibition Centre. 

Therefore, the main aim is to create awareness and generate sales for Zulal Oasis, which is currently subsidized by the 

Qatari government. 

Recommended Solutions for the Marketing Challenge: 

In order to attract Qatari investors, the marketing strategy needs to focus on creating awareness both in terms of what 

Hydroponics is, and how it is financially lucrative for potential investors. Once potential investors are convinced that 

this route of investment will yield a better return on their investment than simply investing in real estate both Zulal 

Oasis and the government will achieve their objectives. As a first step The Qatar National Food Security Program 

(QNFSP) has announced the formal transition of responsibility for carrying out the National Food Security Plan to the 

newly-established Implementation Committee. Chaired by HE Sheikh Ahmed bin Jassem bin Mohamed al-Thani, 

Minister of Economy and Commerce, the committee brings together relevant government representatives in order to 

work with the private sector to facilitate the National Food Security Plan’s recommendations.  
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Recommended is the DAGRAM which is a model for promotion advertising. The aim for Hassad Foodand Zulal Oasis 

is to increase awareness for the product. According to this model the customer go through five stages when buying a 

product. For potential customers of the Hydroponic technology, according to the market research conducted it became 

evident that they are either unaware of the existence of the product or they only have a vague idea about it. Therefore, 

intensive marketing campaigns to create awareness are now needed. A recommended route would be for Hassad Food 

and Zulal Oasis to collaborate with the Qatari development bank who offers business development services such as 

branding, product positioning and recommended media solutions. Potential options include but are not limited to radio 

and television stations such as al Jazeera, Qatar TV and Al Rayan TV.  

 

Seeing that Hassad and Oasis have a USP in that their farming hardly need any water, it might also be worthwhile to 

highlight this to current farmers by means of a marketing campaign; government, Hassad Food, and Zulal Oasis should 

do campaigns similar to health campaigns that are implemented everywhere in Qatar. For example; farmers and other 

potential investors can explore and know about the technology, its usage and the benefits of it through dinner 

invitations for the farmers themselves and their families to the pilot project at the company serving meals with 

vegetables grown using Hydroponic technology. This method of creating awareness is cost effective and very suitable 

to the Arab culture where hospitality and families eating together also means potential future business.  

The Implementation Committee will be supported by a Food Security Technical Secretariat comprising of technical 

teams who worked to develop the national plan as well as other experts from across Qatar. Following the presentation 

of the National Plan to HH the Emir Sheikh Tamim bin Hamad al-Thani on July 31, 2013, QNFSP worked closely with 

the office of HE the Prime Minister and the Ministry of Economy and Commerce to develop scenarios for 

implementation. The new Implementation Committee was formed from this process and will formally take on 

responsibility for food security in Qatar. 

Carlos, the General Manager at Zulal Oasis, said: "The government is planning to have a tender on the end of 

December 2015 or early January 2016. In that tender there are 4 opportunities for investors, there are 4 projects, 4 

blocks each one 100 hectares (1 kilometer by kilometer). We hope to market our high technology to one of these 

investors."  

Conclusion: 

Oasis achieved good results in selling their NGStm with agriculture investors in the United Arab Emirates which is not 

currently the case in Qatar. However, with implementing the recommended marketing strategy above, Hassad Food 

will be able to sell their high technology system (NGStm) in Qatar and ultimately assisting the government with their 

aim of becoming less dependent on imported agricultural products. According to the DAGRAM model media 

advertising is now most crucial in order to get investors to buy into Hydroponic technology. However, exact returns on 

investments are only estimated at this point and therefore further research is needed to validate the assumptions made in 

this case study. 

 

Case Questions: 

Q1: What are the main challenges faced by Hassad Food and Zulal Oasis to implement this technology in Qatar? 

Q2: What primarymarket research has been conducted in this case study. Discuss its possible limitations? 

Q3: Suggest recommendations and develop a marketing campaign to create awareness for the hydroponic technology 

of Zulal Oasis.  

 

Case Suggested Answers:  

 

1- Hassad Food and Zulal Oasis had faced a lot of challenges in Qatar, even though they did a lot of effort in terms of 

explaining the unique selling proposition of their one of a kind technology. There are two challenges; the first challenge 

is creating awareness, a lot of farmers and investors did not know about Zulal Oasis agricultural technology or its 

benefits as well as they are unaware of the government supports and the opportunities that they can have, since Qatar 



iJournals: International Journal of Social Relevance & Concern 

    ISSN-2347-9698 

Volume 6 Issue 8  August 2018 

 © 2018, iJournals All Rights Reserved                                                                       www.ijournals.in 

 
Page 160 

wants to achieve the goal of 2030 of being self sufficient in terms of its local production rather than depending on 

imported products. Solutions for this challenge can be different kinds of marketing efforts most importantly is media 

advertising and developing a marketing campaign. While the other challenge is that both Hassad Food and Zulal Oasis 

did not clearly specify for investors or farmers the return on investment of such technology, and that made many of 

their customers think twice before purchasing or investing in the hydroponic technology even though they are aware of 

its benefits as well as customers compared it with investing in real estate which has a faster and safer return on 

investment in a reasonable time period whereas the situation with hydroponic technology is vague. So, providing 

potential investors with more financial facts and figures it will be easier to attract more buyers.  

 

2- All types of companies cannot ignore the importance of conducting a market research for their offering, since 

customers needs, wants and satisfaction is the most important factor for a successful business. Despite the fact that it 

helped with understanding consumers’ perceptions and concerns in-depth of whether they are going to purchase or 

invest in the technology or not, there are many limitations for conducting both the interview and the questionnaire. The 

interview limitations; one is the time of the interviewee; in this case it might be that the interviewed person did not 

have a lot of time to provide more information which is why the case had backed up more information through articles 

and newspapers, another limitation is because this case might be published to be read by public, sensitive information 

could not be given such as the exact return on investment of the hydroponic technology. The survey limitations; the fact 

that the investors or farmers might say something that they are not actually doing for many reasons such as; the options 

given is not clear or misleading and that the customer is not highly knowledgeable of the actual case or what he is been 

asked to answer. So, the company should do further investigations and that they don’t depend only on such results 

given in this case. 

 

3- Suggestions can include; paid advertisements by the traditional methods of advertising such as TV; both videos and 

being interviewed to talk about the technology, radio, newspapers and magazines. Billboards and posters is another 

option that could be available on the streets and the Qatari vegetable market in order to create awareness and attract 

farmers' and investors attention. In addition, social media such as Twitter; hash tag could be used to support awareness 

and market the technology and the vegetables it grows as well as it will create a live interaction with customers and 

reply on their questions and get a fast customer feedback which at the end will generate word of mouth. This method is 

better than the website information which farmers or potential investors can't interact with. Zulal Oasis should provide 

after sales service such as getting customer feedback after they purchased the technology. This is to secure loyal 

relationships with customers as well as having a good word of mouth. 

 Sponsoring a public event especially if it's related to agriculture, this is done to spread the name of the company to the 

public and to get the company to be known. Such as hosting a dinner, serving the produce harvested from the 

hydroponic technology. Charities events are also important to create a corporate social responsibility image for the 

company in Qatar. 

As mentioned in the case it is recommended that Hassad Food and Zulal Oasis should collaborate with the Qatar 

Development Bank in order to develop an optimum marketing strategy since Qatar Development Bank can help in 

funding the technology and promoting it. 
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Exhibit 7 

Questionnaire results: 
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