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1. Today, an increasing amount of corporations have started the use of social media as a marketing tool. According to Forbes, 92% of marketers in 2014 claimed that social media marketing was potential to their business, with 80% indicating their efforts increased traffic to their websites. Cold Stone Creamery, a well-known ice-cream brand, has expanded its customers’ range by offering incentives (coupon, discount code) to Facebook users and encouraging them to promote for the company.  Social media websites (Twitter, Facebook, Email, YouTube) have brought many benefits to the firm such as:
· Greater ROI (Return On Investment): With the coupon campaign, sales have increases by around 1 to 1.2%, cost of sales and marketing and advertising costs have redeemed. 
· Expanding range of customers: Three weeks after the coupon campaign, over 500 000 coupons have been printed, with 20 000 of those from Facebook. 
· Enhancing brand recognition and loyalty: Customers are spreading the good words for Cold Stone Creamery, which let people be more aware of the corporation’s products and sales. Facebook helps the company to advertise their products and YouTube assists it into posting footage of business activities and events. 
· Expanding the franchise size: With an increased sales revenues and redeemed sales costs, Cold Stone Creamery is generating more profit, which gives the company more opportunity to expand its size. 

2. In the ice-cream industry and more specifically cold stone there are several different processes/activities and players that play are involved in delivering the final product to the customer. To understand the process we must first know the players in the industry: To begin there is the marketing team responsible for promoting the company. There is the production team, who produce the ice cream at the factory, there are the customers who purchase the ice cream, the sales people who give the ice cream to the customers and finally the shipping department responsible for transporting the ice cream to where it is supposed to be. The process for cold stone is quite simple. To begin with there is the production of ice cream at the factory, the created ice cream must then be marketed to gain awareness of its products, it is then transported to the stores where the sales team finally sells the ice cream to the final player the customers themselves. The steps in the process discussed above applies to cold stone ice cream, but the same process and players can be applied to almost all companies in the ice cream industry. The following is a diagram of what we have just discussed.
Transportation of ice cream to destination
Marketing of the ice-cream
Production in the factory

Customer receives order

Sales Team sells ice cream
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d) The MAD values can be seen at the bottom of each individual forecasting technique. Weighted average MAD = 13.35714
Exponential Smoothing MAD = 14.465888
Linear Trend MAD = 13.77767
According to the MAD rule the most accurate technique is that with the lowest MAD and therefore the most accurate is the weighted average followed by linear trend and finally exponential smoothing. 








4. According to the article “Most Annoying Airline Delays Might Just Be in the Boarding, the major cause of customers waiting in line is due to added priorities given to different seating classes of passengers. By the time the average travellers are called, the overhead bins seem to be already full. 
In May of 2011, American airlines implemented a feature that allows passengers to board the plane earlier than the common passenger for an extra fee of $9 to $19 to ensure they find space to store their bags. It is estimated that all the additional fees that are received through the early boarding option, will add up to a total of  $12.5 billion in 2011 for a single airline company.
Although the company is charging an additional fee to its services, the benefit that this will provide will only be for a short-term. In the long run, making customers wait in the long-boarding lines will cause several negative effects to the company:
· Cost to provide waiting space: The cost of supplying a physical area for people to wait before boarding. 
· Customers’ dissatisfaction: customers who are forced to wait will be dissatisfied by the services provided by the American Airline; hence, they may leave and choose another company in the same industry. 
· Loss of business: With unsatisfied customers leaving, business will generate less revenue; therefore, it will receive less profit. 
· Loss of goodwill: unsatisfied customers will spread their opinion about the bad services to other people, it will discourage people of choosing American Airlines; therefore, and it will negatively affect the company’s overall reputation. 
One solution to overcome this issue will be to increase the service rate by adding more employees in the customer service lines. The extra employees can help navigate the passengers as they enter the plane and help put their bags in the overhead cabinet. This will reduce the time spent by the passengers in the isle of the airplane and therefore reduce the overall boarding time for all passengers. 
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Year Sales Forecast Forecasting Error l A - F l

1995 341 - - -

1996 331 - - -

1997 317 - - -

1998 315 - - -

1999 321 326 -5 5

2000 278 321 -43 43

2001 298 307.75 -9.75 9.75

2002 311 303 8 8 Calculation for 2013 (329 + 337 +351 + 332)/4 = 337.25

2003 302 302 0 0

2004 302 297.25 4.75 4.75

2005 335 303.25 31.75 31.75  l A - F l 187

2006 320 312.5 7.5 7.5 N 14

2007 309 314.75 -5.75 5.75 MAD 13.35714

2008 346 316.5 29.5 29.5

2009 329 327.5 1.5 1.5

2010 337 326 11 11

2011 351 330.25 20.75 20.75

2012 332 340.75 -8.75 8.75

2013 337.25 187
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b.  Using the naïve approach for 2012 we use the value in 2011 therefore the expected value in 2012 is 351

Using naïve approach in exponential Smoothing

F

t

 = F

t-1 

+ α(A

t 

-

 

F

t-1

)

F

t 

= 351 + 0.3(332 - 351)

F

t 

= 345.3 

Year Sales (y) Forecast  Forecasting Error l A - F l

1995 341 - -

1996 331 341 -10.00 10.00

1997 317 338 -21.00 21.00

1998 315 331.7 -16.70 16.70

1999 321 326.69 -5.69 5.69

2000 278 324.983 -46.98 46.98

2001 298 310.8881 -12.89 12.89

2002 311 307.02167 3.98 3.98  l A - F l 245.92

2003 302 308.21517 -6.22 6.22 N 17

2004 302 306.35062 -4.35 4.35 MAD 14.46588

2005 335 305.04543 29.95 29.95

2006 320 314.0318 5.97 5.97

2007 309 315.82226 -6.82 6.82

2008 346 313.77558 32.22 32.22

2009 329 323.44291 5.56 5.56

2010 337 325.11004 11.89 11.89

2011 351 328.67703 22.32 22.32

2012 332 335.37392 -3.37 3.37

2013 334.36174 245.92
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Year t value (years)Sales (y) t*y t^2 Forecast Forecasting Error l A - F l

1995 1 341 341 1 310.439 30.561 30.561

1996 2 331 662 4 311.662 19.338 19.338

1997 3 317 951 9 312.884 4.116 4.116 b = (n Σ ty - Σ t * Σ y)/n Σ t^2 - (Σt)^2

1998 4 315 1260 16 314.107 0.893 0.893 b = ((18*55455) - (171*5775))/((18*2109) - 171^2)

1999 5 321 1605 25 315.330 5.670 5.670 1.22291

2000 6 278 1668 36 316.553 -38.553 38.553

2001 7 298 2086 49 317.776 -19.776 19.776 a = (Σy - b Σt)/n

2002 8 311 2488 64 318.999 -7.999 7.999 a = (5775 - 1.22291(171))/18

2003 9 302 2718 81 320.222 -18.222 18.222 309.2157

2004 10 302 3020 100 321.445 -19.445 19.445

2005 11 335 3685 121 322.668 12.332 12.332 y(

t

) = a + bt

2006 12 320 3840 144 323.891 -3.891 3.891 y(

t

) = 309.2157 + 1.22291*t

2007 13 309 4017 169 325.114 -16.114 16.114 y(

t) 

= 

309.2157 + 1.22291(19)

2008 14 346 4844 196 326.336 19.664 19.664 y(

t

) = 332.45099

2009 15 329 4935 225 327.559 1.441 1.441 In 2013 the expected forecast is 332.45099

2010 16 337 5392 256 328.782 8.218 8.218

2011 17 351 5967 289 330.005 20.995 20.995 l A - F l 247.998

2012 18 332 5976 324 331.228 0.772 0.772 N 18

Sum 171 5775 55455 2109 247.998 MAD 13.77767


