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Summery 
Marble Slab Creamery Inc. (Marble Slab) produces premium ice cream and frozen dessert, with nearly 400 stores worldwide, was founded in 1983 in Houston, Texas. Since Marble Slab started to develop franchises in Canada, it was known as one of the fastest growing franchises in the quick-service restaurant segment. Marble Slab offer high quality, "super-premium", fresh ingredients and customize with 21 flavors products and toppings. Marble Slab targeted high quality and relatively high price frozen dessert eaters. 
 
Penny Thomas, an MBA graduate from the Richard Ivey School of Business, at Western University in London, Ontario. She decided to operate Marble Slab as a new franchise owner. With $10,000 promotional budget, Thomas had a goal of $400,000 revenue in the first operate year. Thomas needs to focus on a particular customer segment in order to set up the marketing plan. 
 
With the help of the eight questions that Thomas need to consider, several decisions including:   external environment analysis, competition analysis, positioning, marketing segmentation scheme evaluation, consumer behavior description, and decision criteria,  has to be made before the grand opening of her new Marble Slab location.  
 
In this report, all the analysis and revenue calculation are going to be illustrated. In order to achieve $400,000 revenue in the first year, the best choice of location is Oakville, and the target markets are women and families with kids. The new Marble Slab will also offer profitable event catering with Sundae Bar and Portable Slab as our main products. For promotion, Toronto Star, 104.5 Chum FM, and bus advertisements are the best choices with a reason that these channels have the best performance ratio which can promote the best to the target market.  
 
To sum up, all explanation of these decisions are going to be demonstrated through the whole report. This report is going to be shown in a "question-answer" style with eight questions.  



 1. Perform an analysis of the external environment for the frozen desserts industry. What are the opportunities and threats? What are the implications for Thomas’ decision? 
The frozen dessert products are popular snacks, with the average Canadian consuming 8.4 liters annually in 2007(Casebook, Page 2). The ice cream industry is a high competition industry that exposed to the market prices of: dairy, cocoa, sugar, and other ingredients, which are fluctuated widely. The external environment for the frozen desserts industry can be changed by varies factors. Since it becomes a franchise of a well-known Canadian-based company, the business has lower financial risk as well as has backing support in both technology and financial ways from the main company. The external environmental scan evaluations are shown below. (1.1) 
	Environment 
	Evaluation 
	 

	  
	Positive 
	Negative 

	External 
	Opportunities 
· The ongoing trend towards healthy eating, fat-free frozen yogurt to appeal to a larger market 
· The frozen desserts are easily add-on in grocery stores, convenience stores, outdoor stands and retail outlets  
· The ice-cream products can be consumed fast and purchased regularly and easily during summer season 
· The effect of the United States housing market and subsequent economic depression caused commodity prices declined 
 
  
	Threats 
· The frozen dessert industry has intense competition 
· The frozen dessert industry is seasonally-only popular in summer 
· The customers are less tend to purchase frozen products in poor or cold weather condition 
· The trend towards healthy eating, most frozen desserts are not healthy choices 
· The effect of the United States housing market and subsequent economic depression may reduce Canadian customers purchase behaviors on unnecessary products  


 	Throughout all opportunities and threats of frozen desserts industry, Thomas should consider the economic implications that even though the United States housing market and subsequent economic depression caused commodity prices declined, it made Canadian customers have a prior awareness to avoid the impact on economy depression so that they may reduce their purchase behaviors on unnecessary products such as frozen desserts. Therefore, Thomas should have a concern on the price of the products and reduce purchase the amount of ingredients, so that she can reduce the price of Marble Slab products slightly and during the economic depression time with less risk.  
In addition, Thomas should consider that frozen desserts industry is seasonal business as an important implication. According to the case, it described that customers were less inclined to be outside or to desire an ice cream dessert in poor and cold weather conditions. Thus, the implication for Thomas is how to promote Marble Slab products effectively in summer time. Meanwhile, the revenue goal of $400,000 in the first year is also an implication that Thomas should consider because it is difficult to build customer loyalty in the first year of a seasonal business.  
 2. Evaluate the strengths and weaknesses of the Marble Slab brand. What advantages and disadvantages do they provide to Thomas? 
Marble Slab brand was founded in 1983, Houston, Texas, which was a premium ice cream and frozen dessert outlet that was independently operated by franchisees. It has nearly 400 stores worldwide so that it is an international brand and has some brand recognition on some extent. The strength and weaknesses of the Marble Slab brand are shown below in chart (2.1) 
	Strength: 
	 

	 
	· Offering premium ice cream and frozen dessert outlet 

	 
	· Growing as one of the fastest franchises in the quick-service restaurant segment 

	 
	· Having brand recognition in frozen dessert industry 

	 
	· Branding operation is stable even with small help of NexCen Brands Incorporated 

	 
	· Providing high quality, customize services with good reputation 






	Weaknesses: 
	 

	 
	· Limiting brand recognition in Canada 

	 
	· Promoting strategy is not enough 

	 
	· Needing to build customers' loyalty in Canada 

	 
	· Limiting promotion to survive in the industry competition 


Marble Slab provided Thomas varies advantages of its brand. First of all, Marble Slab provides high quality, fresh, and premium ingredients for all the products. It was certified kosher because it was made fresh on location so that the ice cream remained fresh for up to 30 days. In addition, Marble Slab gives the customers the opportunity to customize the purchases with their own choice of toppings blended into their ice cream flavor of choice from a total of 21 flavors. Also, Marble Slab has variety products other than ice cream; frozen yogurt, sundaes, milkshakes, floats, soft-drinks, and ice cream cakes are also provided daily in-store. Last but not least, with backing support from a famous management firm NexCen Brands Incorporated, in order to make this brand is more valuable and growing faster.  
However, Marble Slab provided Thomas the brand disadvantages as well. First of all, comparing to other competitors, such as Dairy Queen, Baskin Robbins, Marble Slab has limited brand recognition and limited presence in the Canadian market. Furthermore, the locations of Marble Slab are usually stand-alone outlet; customers are less tending to be outside to buy ice cream in bad weather conditions. Marble Slab uses limited promotion strategies so that it is hard to reach its target market and hard to build brand loyalty.  
3. Evaluate the strengths and weaknesses of Marble Slab’s competitors. What is Marble Slab’s competitive advantage? 
Marble Slab has two direct competitors (Baskin Robbins, Dairy Queen) and three indirect competitors (McDonalds, Starbucks, and Grocers and Convenience Stores). Baskin Robbins has the largest ice cream chain in the world. Even though it serves high-quality products, however, there is no customizing ice cream service. Therefore Marble Slab has an advantage that serving customize ice cream service with different choices. If Marble Slab can reduce a little bit prices so that lower than Baskin Robbins, Marble Slab may attract Baskin Robbins' users.  (3.1) 
	Baskin Robbins 
	Strengths 
	Weaknesses 

	 
	· Largest ice cream chain in the world 
· Strong presence in the Canadian market 
· Large variety of high-quality products 
· Reasonable price which is similar to Marble Slab 
· Substantial financial resources and promotional power 
 
	There is no customize ice cream service 

	MS Advantages: 
	·  Customize the purchases with varies choices of toppings blended into ice cream flavor of choice 
	 


Dairy Queen, another direct competitor of Marble Slab, offering soft-serve ice cream and hot food. It's "Blizzard" is compete directly with Marble Slab's mixin concept. Dairy Queen uses lower quality ingredients so that it is cheaper than Marble Slab. However, Marble Slab has a compete advantage that has more customize options, healthier frozen dessert options and better quality of ingredients. Therefore, if possible, Marble Slab should serve some snacks or hot drink like hot apple ciders which can stretch the seasonal business operation longer and maintain customer bases. (3.2) 
	Dairy Queen 
	Strengths 
	Weaknesses 

	 
	· 2,700 restaurants worldwide 
· Serving soft-serve ice cream, frozen treats and hot food items 
· Having good brand recognition 
· Offering "Blizzard" compete directly with MS's mixins concept with a lower price point 
· Having variety of kid-friendly option 
	· Quality of ingredients are not as high as the marble slab  
· Less customize option 

	MS Advantages: 
	· Marble Slab has high quality, healthier products with more customize topping options 
	 


 
Although frozen desserts are not the mainly products of McDonalds, Starbucks, and Grocers and Convenience Stores, they are still need to be concerned in the competition. McDonalds is the world's largest and best-known quick-service restaurant chain, they serve ice cream, milkshakes and the McFlurry at a cheap price. However, McDonalds' target market is designed to be price-sensitive customers. Therefore, Marble Slab is not direct competing with McDonalds. However, Starbucks, who offers customize drink, target relatively high income people with a good social atmosphere. It is similar to Marble Slab's target market. However, Starbucks has limited food options and alternatives for children. Marble Slab has an advantage that offers service to high income ice cream lover with varies different choices. Thus, Starbucks and Marble Slab are not sharing the same market. Grocers and convenience stores have good location even though it does not offer customers a social environment. The prices of these stores are cheap because the materials are neither fresh nor with good quality. Therefore, ice cream lovers will not consider these stores as their first choice for frozen dessert. Marble Slab has fresh, high quality products with unique customize service as its product/service differentiation competitive advantage. 
	Indirect Competitors 
	Strengths 
	Weaknesses 

	McDonalds 
	· Good location, drive-through service 
· the world's largest and best-known quick-service 
· serve fast service 
	· Limited frozen dessert 
· Only has soft-serve ice cream 

	Starbucks 
	· Strong brand loyalty 
· Design new drinks constantly 
· Offer customized drink experience with fast and friendly service 
· Comfortable couches and free wireless internet (relax atmosphere) 
· Offer premium products 
	· Limited food options and alternatives for children 
· A bit too expensive 

	Grocers and Convenience Stores 
	· Good location 
· Cheap 
	· Ingredients are not fresh 
· Don’t offer customers a social environment 


4. Write a positioning statement for Marble Slab. What are the attributes and benefits of Marble Slab? Use the sequential positioning model discussed in class to illustrate the positioning statement. 
The Marble Slab brand positioning statement for targeting families: 
To families who want to have a playful, rejoice time with children, Marble Slab is the brand of ice cream and frozen desserts that offering premium quality, fresh ingredients, with 21 flavors of mixin topping concepts and makes families feel a relax atmosphere in-store, because Marble Slab's unique customize services with different choices of toppings blended into ice cream flavor of choice. 
The Marble Slab brand positioning statement for targeting women: 
To women who want to have healthy dessert eating, Marble Slab is the brand of fat-free frozen yogurt that providing super-premium, fresh ingredients, healthy frozen desserts with fresh fruit and specialty nuts toppings and makes women feel healthy, confident, and happy, because Marble Slab's unique customize services offering women opportunities choosing their own choice of products. 
The attributes of Marble Slab is fresh, super-premium quality and unique customize services. The benefits of Marble Slab is providing high quality frozen desserts for customers, as well as caring about customer's health on choice of frozen desserts. Also, the personalize products are designed for customers individually. 
Sequential Positioning Model: 
Choose your product, size  Choose topping from fruit, candy, and specialty nutspay at the front desk Go to the children section to get a small gift (stickers, or small toy)  Have a seat with family Leave with a happy feeling

Dividing a market into different groups based on lifecycle segment, there are nine stages reflect the fact that people change the goods and services they want and need over their lifetime. Throughout all the stages, I will choose Full Nest I and Full Nest II, which are families with at least one young child, as my target lifecycle segment.  
1. Substantiality 
Full Nest I and II are both families with at least one young child, this segment is large enough with lots of potential customers because children always want to try more ice cream without looking at brand first. At the same time, parents are also focus on children's health so that they would like choose a high quality, healthy and safe frozen products. With more and more obesity children appears nowadays, parents are worry about their children become unhealthy. Therefore, there are lots of potential customers' needs can be satisfied with our products which means it is sustainable.   
2. Identifiability and measurability 
With all data on the four potential location options, it is clear to see median household family population rate are all over 85%. Therefore our segment is measureable and the size of our chosen segment shows positive result.   
3. Accessibility 
Our selected segment is easy to reach because families would like to have a playful environment and enjoy eating some frozen desserts with their children in summer. With our target market's income situation, most of them have a car at home so that it is easy to come to the store. Also, based on our store location, which are usually stand-alone outlet- in plazas or along busy streets, it is easy for people to stop by and eat in-stores. Therefore, it is accessible in the summer season.  
4. Responsiveness 
It seems that is not responsive for the selected segments. Marble Slab will provides limit amount of discount for families who that we targeted. This segment will have the same service with some additional treatment, such as free toys, kid events and so on.  
To sum up, I think   Full Nest I and Full Nest II, who are our selected lifecycle segments, are sustainable, identifiable and measureable, accessible, but not responsive. Because of it is big enough to develop and maintain purchase behaviors. They fit in our promotion strategies and there are still lots of potential customers available in the market. In addition, with our market research data shows that median household family population rate is over 85% so that we know families’ lifecycle segment is measurable and identifiable. Our target marketed segment is relatively high income families who loves eat frozen desserts, therefore, they usually has a car at home so that it is accessible. The marketers need to treat this segment differently with some additional treatment such as free toys and kids events; therefore it is not too responsive.  
6. Describe the consumer buying behavior of each of the lifecycle segments (women 20+, families or youth 15 - 24). Describe the degree of consumer involvement, type of purchase, and factors influencing the consumer buying decision (cultural, social, psychological, and individual) for each of the segments. Which lifecycle segment appears to be the strongest from a consumer behavior perspective and why? 
a) Women 20+ 
· Consumer Involvement 
	Consumer Involvement factor 
	Level 
	Explanation 

	Time 
	short to moderate 
	Women would not think too much before buying themselves a frozen dessert 

	Prev. experience 
	low to moderate 
	Women would repeat buying one brand of products when they find they like it 

	Interest 
	moderate to high 
	Most women like sweet frozen dessert 

	Risk of neg. 
	low to moderate 
	Even though Marble Slab has relatively high price, it is still affordable and reasonable. 

	Situation 
	low to moderate 
	Products such as ice cream cake may cause the involvement become higher 

	Visibility 
	low  
	It usually happen on luxury designer labels, frozen dessert has low visibility 



· Type of purchase Limited 
	 
	Routine 
	Limited  
	Extensive 

	Involvement 
	low 
	low to moderate 
	high 

	Time 
	short 
	short to moderate 
	long 

	Cost 
	low  
	low to moderate 
	high 

	Information Search 
	internal only 
	mostly internal 
	internal and external 

	Number of Alternatives 
	one 
	few 
	many 


· Cultural Factors 
In Ontario, most women love sweet food, especially frozen desserts such as ice cream in summer. Even though Ontario has multicultural nations, however, the effect of subculture make women shares similar purchase behaviors. Also, women who are over 20 are usually independent with a job. The working class rate of women in Canada is 67.9%, which is 10% higher than the total population average rate. (Textbook, P77) 

· Social Factors 
Women are easily target by reference groups and opinion leaders. They are more emotional so that when someone who has strong opinion, they would not consider the issue in the rational way. In addition, family is also a factor that helps women make decision on purchase good/ service.  
· Psychological factors 
Women are easily motivated; they would judge a product from the appearance, image, and color first. They focus on friendly services and even how popular the brand is.  
· Individual factors 
Gender is an important factor because women and men have different purchase behaviors. Women love shopping unnecessary goods and services, such as ice cream. Most women trend to adopting healthy lifestyles, and buying healthy food with low calories.  
b) Families
· Consumer involvement
	Consumer Involvement factor 
	Level 
	Explanation 

	Time 
	Short
	The families are easily persuaded by children to get a frozen dessert occasionally.

	Prev. experience 
	Moderate to high
	It is hard to decide which store the family go because kids always change their mind.

	Interest 
	High 
	Families, especially with children have high interest on sweet frozen desserts.

	Risk of neg. 
	low to moderate 
	Even though Marble Slab has relatively high price, it is still affordable and reasonable. 

	Situation 
	low to moderate 
	Products such as ice cream cake may cause the involvement become higher 

	Visibility 
	low  
	It usually happen on luxury designer labels, frozen dessert has low visibility 


· Type of purchase Limited, with short time and many number of alternatives
	 
	Routine 
	Limited  
	Extensive 

	Involvement 
	low 
	low to moderate 
	high 

	Time 
	short 
	short to moderate 
	long 

	Cost 
	low  
	low to moderate 
	high 

	Information Search 
	internal only 
	mostly internal 
	internal and external 

	Number of Alternatives 
	one 
	few 
	many 


· Cultural factors
Families, especially with young children, are usually had a culture that going to have ice cream during weekend. Different families with children adapting the subculture factor that hanging out together during spare time. 
· Social factors
Children can persuade their families buying ice cream as a treat easily. And children are easy to affect by reference group, such as when they see other people eating ice cream, they would want one as well.
· Psychological factors
Children are easily attracted by colorful images, toys, frozen desserts, and sounds. Families like relaxing, playful environment so that they would like to buy more products.
· Individual factors
Families has joyful weekend lifestyle, the women and children in the families may both easy to decide purchase goods/service. 
c) Young adults
· Consumer involvement
	Consumer Involvement factor 
	Level 
	Explanation 

	Time 
	short to moderate 
	Young adults may think about the price of Marble Slab is a little bit high, they may compare the price first  

	Prev. experience 
	low to moderate 
	They would like to choose from varies brands and choose the cheaper options 

	Interest 
	Low to moderate 
	Young adults has varies of choice for frozen dessert, they are not caring about premium quality ice cream. 

	Risk of neg. 
	Moderate 
	Even though Marble Slab has relatively high price, it is still affordable and reasonable. 

	Situation 
	low 
	Young adults only care about taste, speed to get 

	Visibility 
	low  
	It usually happen on luxury designer labels, frozen dessert has low visibility 


· Type of purchase Extensive
	 
	Routine 
	Limited  
	Extensive 

	Involvement 
	low 
	low to moderate 
	high 

	Time 
	short 
	short to moderate 
	long 

	Cost 
	low  
	low to moderate 
	high 

	Information Search 
	internal only 
	mostly internal 
	internal and external 

	Number of Alternatives 
	one 
	few 
	many 


· Cultural factors
Depending on young adult culture, they do not care about high quality products; instead, they are more focus on stay with friends and are in hurry to purchase good. They do not have income so that they will choose cheaper products instead of Marble Slab.
· Social factors
They do not often stay with family anymore at this age; instead, they would like to hang out with friends who share same interests. However, high quality products with high price are not their option.
· Psychological factors
They are not easy to be motivated because they only want to spend money on what they are interested in. They have their own belief and attitude on high price products which they only buy stuffs that they think it’s important. 
· Individual factors
They have different personalities which is difficult to categorize. They may affect by family lifestyles but they would not purchase on their own. 	
	Therefore, my recommendation is that choosing families segment to be the target segment because it has the strongest performance and opportunities from a consumer behaviour perspective. The rationale is that in the potential locations, there are over 85% household reach median income which means Marble Slab is affordable products. In addition, children are easy to target and most children like frozen desserts. We can also have additional profits from children’s parents and families because women in the families are easy to be motivated as well. 
7. List the decision criteria, both qualitative and quantitative, that Thomas has identified to choose her target & geographic markets. How would you measure the qualitative criteria? The quantitative criteria? 
	
	How to measure

	Qualitative decision criteria: 
· Promotion
· Potential location option
· Product quality
· Product mix


	· Market research
· Questionnaire 
· Customer feedbacks
· Calculate the percentage for the best choice

	Quantitative decision criteria:
	-     Profit
	-     Cost
	-     Quantity
	-     Price
	           -      Calculating price
           -      Calculating breakeven point
           -      Figuring out the weighted average selling price and average number sold to achieve revenue goal



8. Thomas uses two bases of segmentation - geography and lifecycle, resulting in twelve possible target markets. Using the criteria you identified in the previous question, recommend which segment best meets the criteria, including the quantitative financial targets Thomas has identified. 
	List of Qualitative decision criteria
·  Promotion (Cost under $10,000 budget)
· Potential location option (Oakville)
· Product quality (high quality fresh quality)
· Product mix (Sundae Bar, and Portable Slab)

 


	
	Vaughan
	Toronto Annex Area
	The Beaches
	Oakville

	Median Household family Percentage
	86%
	88%
	89%
	92%



Promotional Costs Assumption (with $10,000 budget)
	
	Promotion channel
	Cost

	Toronto Star
	3x/week, 41/8x2 inches with color, 3 weeks
	$750.70x3+$425=$2677.1

	104.5 Chum FM
	30sec: 3 x daytime, 4 x driving, 2 times evening
	$4,075

	Bus Advertisement
	Back
	$2,400

	
	Total:
	$9,152.1

	
	
	< $10,000 (remain $847.9)


· Because it remaining too much money, Thomas may think about add one promoting channel which is Now Magazine Toronto, 12x annually with 1/8 page, with a price of $720. Therefore, there’s $127.9 left. 

Weighted Average Selling Price:
54.95(1%)+22.95(5%)+5.70(2%)+5.95(10%)+4.95(35%)+5.50(5%)+3.50(15%)+8.95(7%)+6.16(20%)=$6.80
Number of Sold Good to Reach Revenue Goal: 
$400,000/ $6.80= 58,824 units of product to breakeven
Catering options Assumption
Marble Slab has lower price on Sundae Bar and Portable Slab comparing to other catering price in Ontario. Therefore, Thomas may want to promote these 2 options with an additional equipment fee of $2,500.
                   Therefore, my recommendation is choose Oakville as the new Marble Slab location with using Toronto Star, Now Magazine Toronto, 104.5 Chum FM and bus advertisement as its promotion channel in order to let the biggest population knows about the new Marble Slab asap. Also, choosing Sundae bar and Portable Slab as catering options that in order to achieve the revenue goal in the first year of $400,000. The rationale is that with all the promotional costs calculating, there’s still $127.9 remaining so that it hasn’t go over the promoting budget. Also, because of Marble Slab is a seasonally business, it needs to be promoted asap and effectively so that build some customer base in order to keep long time business operation. In addition, I would like to recommend Marble Slab offering some hot drinks and small snacks as well so that it can stretch seasonal business for longer time which operation is not limited in summer time. 

Come into the Store


Choose your product, size 


Choose topping from fruit, candy, and specialty nuts


Pay at the front desk


Go to the children section to get a small gift (stickers, or small toy)


 Have a seat and enjoy your time with family


Leave with a happy feeling
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