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The objective of this work is to determine the optimal marketing strategies for the main destinations of

argentine olive oil, inasmuch as the largest proportion of it is exported as a pure commodity. Thus, the product

turns to the market without the possibility of influencing the formation of prices and defining its

competitiveness based on the optimization of costs. However, an analysis of the main export destinations

separately configures the opportunity to diversify the competitive strategies, in order to adapt the marketing to

each particular case.For this, it was necessary to determine the most important destinations for Argentine olive

oil, so we proceeded to average the exports of olive oil for each market placement in the last five years

registerend by the Estatisitcs and Censuses National Institute (2011-2014). The United States of America,

Brazil, Spain, Chile and Uruguay were revealed as the most important destinations in decreasing order. In order

to determine the most appropriate commercial strategy for each case, the Agroalimentary Consumption

Analysis Model (MACA) was applied for the last decade available in FAO data bases (2002-2011). Thus, the

annual consumption of the product was taken during the referred decade and the average variation of

consumption was obtained as the slope associated to a linear regression on the series. We proceeded in the

same way with the consumption of the entire basket of products that compete with each other, including that of

our interest.In this way, an ordered pair of data was obtained for each market (variation of the entire class to

which the product belongs -VC- and variation of the product -VP). In the case in question, real consumption

was estimated through the domestic supply of each country (the sum of imports, production and change in

stocks minus exports) expressed in kg / inhabitant / year. Depending on the ordered pair obtained for a

destination, there will be a different strategy to address it: positive VC
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