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Executive Summary Over the next three years, RELM Cupcakes will be opening several stores in several cities. Front Row Marketing plans on making it unlike any other cupcake store. We want to offer our consumers a new environment where eating cupcakes becomes dining on cupcakes. The store will be a classy experience with upscale packaging and an upscale atmosphere. However, while offering those aspects of RELM Cupcakes, we will also keep our product fresh, homemade, and priced to cover costs, as to not expect too much money from our consumers. Front Row Marketing offers this plan to management to begin and continue the business for the following three years. We recommend that senior management takes this plan and watches the results and look for changes and improvements to be made. Front Row Marketing will use an objective-task budget to cover our marketing plans. We hope to “take you to another RELM of the cupcake world.” Current Marketing Situation Market description: We will be opening up a new brand of cupcake restaurants. This will be unlike any other dessert bar you have ever seen. The first store opening will be located in downtown Chicago. Our restaurant will have an upscale, big city, atmosphere to it. This means we want our guests to come in and feel like they are being offered a high-class treat. This is not just your average bakery or your average cupcake. This is the perfect little spot for first dates, semi-casual meetings, or semi-formal gatherings. With what is presented as designer décor and gourmet desserts, we want our customers to feel welcome and like they can have a part of the high life even if just for a meal. The best part about this upscale atmosphere and cupcake delicacy will be that our company will always strive to keep semi affordable prices on all of our products. Our cupcakes will be homemade and made fresh daily. Quality is of the utmost
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importance to our company. This cupcake should be the treat you wait for all week long. Your mouth will water just thinking about our desserts. We want the taste of our cupcakes to be one you crave and one that definitely stands above the taste of other brands of desserts. The store will be located in a nicer area of downtown Chicago, somewhere in the Michigan Avenue region. This part of town has a classier feel to it. It is known as an area that is perfect for shopping and spending money. The image that is already associated with this part of town will hopefully help to portray the image of high-class to our restaurant. Target market: The target market that our company is focused on at the start will be middle to upper class adults. We say middle to upper class due to the semi-affordable costs of the products. The restaurant will be a classy environment where people could order to go or sit at a café/bar type structure. This is why we are targeting toward a more adult crowd as well. We want a place where the image will be upheld, a place to go with your special someone as part of a night out on the town. We don’t want your special night to be ruined by screaming children or a fast food environment feel. To uphold the high-class feel we want to target individuals who will understand the etiquette of such an establishment. Of course people of all different classes and social statuses will be welcomed but the main target audience for our company at this point in time will be adults of the middle to upper class. As a company we know that there are certain needs of customers of this social rank. We strive to be a company that provides benefits to meet our customers’ needs. These needs are rather basic and could include but are not limited to: a relaxing social setting, high-quality dessert products, friendly service, and all at a semiaffordable price. With the values and beliefs of our company we know that we can meet our customers’ needs. Again, our atmosphere will be designed as one of a low stress, elegant environment. We will take pride in the fact that our cupcakes stand above the rest. Everyone on
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our staff from the bakers in the back of the kitchen to the hostess at the front door will have topnotch training in good hospitality to ensure that each customers experience is pleasant and if it’s not, our staff can do something about it. Once again, as a company it is important to us to always keep the price of our products semi-affordable. We know your money is hard earned and spent carefully and we want you to spend it on our desserts. Product Review: Since our company is just in its beginning stages we have not had any sales to report just yet. Pricing of our products has begun. Based on review of competitors and our own financial needs, pricing is set as follows. Individual cupcakes (depending on flavor and topping) will be sold for $3.00. A dozen cupcakes will be sold for $35.00. We feel that based on the market these prices are fairly set and will be a good starting point for our company. We will start by selling all of the common cupcake flavors and combinations: chocolate, dark chocolate, vanilla, wedding cake, red velvet, and so on. There will also be a few house specialties as well. These will be announced to the public at the grand opening. Our products will be homemade from scratch with fresh and carefully purchased ingredients. Time and care will be put into each individual cupcake to make sure each treat is of the highest quality. Competitive Review: Our company is well aware that we will not be the only restaurant in downtown Chicago offering the public tasty treats. There are other stores such as Sprinkles Cupcakes (E. Walton St.) and More Cupcakes (E. Delaware Place) that are working just as hard as we are to make their desserts known as the best in the city. These companies already have a leg up on the competition because they have been established businesses longer. Each of these stores is known to have not only visually pleasing cupcakes but also one-of-a-kind flavors. The above-mentioned stores are popular spots that not only have their regular customers but attract tourists at all times of year. While More Cupcakes is a Chicago specialty, Sprinkles Cupcakes is
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a company that is known nationwide. Being established in more than one city also helps Sprinkles to keep their good reputation and retain customers. These companies are able to stay in business due to their high quality, good pricing, methods of distribution, and promotion. Back in 2011 a food blog titled “Chicago Bites” reviewed More Cupcakes saying, “The thought and attention to detail that has been put into this venture may just be enough to put more ahead of the pack.” Customers also rave about the quality dessert at Sprinkles. In a review on popular website “Trip Advisor” it is said, “Her (the owners) cupcakes are superior to any other cupcake bakery I have been to in several cities.” While having top-notch desserts each company is able to maintain semi-affordable prices. Cupcakes from each establishment are sold for around $3.50 for an individual treat or about $40.00 for a dozen. Not only can you walk in and order cupcakes from each of these stores you can also order online and have cupcakes shipped to your door. This is a key way in which both Sprinkles Cupcakes and More Cupcakes hold onto their valued customers across the country. Promotion for each of these companies is also thought through and well done. Both companies have thought outside the box and landed themselves on the Chicago Chocolate Tours – Cupcake Tour: an efficient way to attract tourists and keep them ordering more! Our company knows that each of these fine companies, as well as some others, will be major competition for our restaurant. We are well prepared for how to handle our coming into the market however and know that once we find our place in the market our company will be topnotch as well. S.W.O.T.: As with any business venture our company will definitely have strengths, weaknesses, opportunities, and threats that will work for and against it. Strengths will include teamwork, optimism, determination, and attention. Our company has carefully put together a team of professionals who we truly feel are the best in the business. They
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are all skilled at what they do and optimistic about this project. A little bit of optimism goes a long way in building a company. We are determined to make sure our company is among the best. This means we are willing to work as hard as we can to make things right. With careful attention to every detail, from the ingredients we use to the lighting in the dining room, we know RELM Cupcakes has the ability to launch and be a success. A weakness our company may internally encounter would be that no one on our team has ever opened a business from the ground up before. This is a first for all of us. So while we have an intelligent team, there is a lot that goes into opening a company and some details that we may not be aware of yet. Opening a business is a trial and error, learning experience. Not everything we do will be perfect the first time around. This is where our company and team members will have to rely heavily on our strengths in order to be successful. There are several external factors that our company may be able to use to our advantage. These opportunities include easy access to people and access to technology. Access to people means to things to our company. The first thing it means is that our restaurant is located in a prime area. The downtown Chicago area is always populated with people of all walks of life. Putting up a restaurant, a grand opening, and a visually pleasing environment will draw people in. The second thing we mean by access of people is that through past jobs and experiences our team has been able to network through the marketing and public relations industry. We know people and have established good relations with them. This means when we have questions, we can go to these people. When there is a certain service we need to get things up and going we have people we can rely on. Access to technology is also going to be a big part of opening up this restaurant. With so many social media outlets these days, spreading the word of RELM Cupcakes will not be too hard of a task. We are going to utilize a webpage to represent our company, as well as Facebook, Twitter, and Instagram. Due to connections
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throughout the Chicago land area we are also able to advertise in different print articles and radio commercials. Just as every company has its opportunities there are also threats against the company. These may include food critics who will be quick to judge our product, other already booming cupcake companies, and judgment for our idea. Food critics can be harsh. If they do not approve of your food from the first bite they will let everyone know. As stated earlier, our competitors who have been in business for a few years now are striving. They have produced solid and successful products that are thought highly of. Coming into the market as the new guy may make some people skeptical that we just won’t be as good, which ties into people who may see us as a knock off. More Cupcakes is a very similar establishment. It is a potential threat that people may just see us as a mock of other companies and not give us the chance we deserve. All of these strengths, weaknesses, opportunities, and threats are very real in the world of opening up a business. There has to be research, preparation, and hard work put into your idea. You need to know and utilize your strengths and opportunities so that when questions and situations arise you are able to be proactive instead of reactive. Objectives and Issues We are looking forward to a productive first three years with RELM Cupcakes. During this time frame, we intend to open stores in Chicago, Peoria, Columbus, Syra Cuse, Rochester, Lexington, Jacksonville, Birmingham, Nashville, Wichita. The Chicago store will be the only store opened during the first year. Budget-permitting, we will open two stores each year for the next two years. Our vision for the stores involves a more urban atmosphere, and we are targeting single people and couples rather than families. These cities are established shopping metropolises, so we hope to use the population to our advantage, as well as popular test market cities. Before we open the first store, we will also create a slogan to capture the classy atmosphere. One month
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before the opening of our first store in Chicago, we will run a television advertisement informing the public of the Grand Opening date and location. Also a month away from opening, we will hire employees and management for the new store. Approximately two weeks before each store opens, we hope to have an article in the local newspaper. Along with the Grand Opening, we will make our website open to the public for customers to have access to online orders and product information. Our website appearance will reflect that of our stores, having warm colors and a sleek and classy design. As we open our new stores, we will create commercial advertisement specific to each city. Within the first year of business, we hope to serve 300,000 cupcakes at our Chicago location alone. Overall, our objective is to be our customer’s first choice for classy, quality cupcakes. We aim to provide a variety of flavors and designs, all while holding true to our vision. Some issues we may face include not making as much money as we hope to, which would hinder the opening of stores. Also, depending on how much money we make, we may not be able to keep even one store open, we may not be able to afford television ads or city-specific ads, etc. We could even face issues in finding locations in which to open our stores. Along with that, it may be a challenge to find affordable, healthy product options within a suitable range of our store location. Customers simply may not respond to our business as well as we hope and we may have to change things such as cupcake flavors, the audience to which we are catering, store environment, etc. Because the stores may be spread out across the country, communication between the stores could be a challenge. We would need to work hard to communicate with each store uniformly and keep track of each store’s individual needs, successes, and areas for improvement.
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Marketing Strategy Part 1-Product: RELM Cupcakes will introduce a new way to enjoy cupcakes. Our cupcakes will be homemade and fresh daily with local ingredients. It is important to us to make a fresh and real product for our customers. As the store name suggests, our stores will be an upscale, social environment in upper and upper middle class areas of cities. The interior of the stores will have dimmer lighting with calming colors and music in the background. There will be small tables where patrons could sit and eat their cupcakes, a bar-type structure where patrons could eat their cupcakes, and an area where cupcakes can be taken to-go in deep red, cardboard gift boxes with a cream colored ribbon. The to-go boxes’ design would go with the calming colors and dim lighting of the stores’ environment. The boxes would also include the logo and the name of the store. Furthermore, our stores will be continually changing by adding new flavors and kinds of cupcakes based on research and customer suggestions and contests to involve our customers and let them feel a part of the store. Part 2-Pricing: RELM Cupcakes will offer cupcakes at a semi-affordable price but enough so that we can keep offering homemade, fresh products. For example, we plan on selling one chocolate, frosted cupcake at $3.00. There will also be a deal for customers who buy several cupcakes at once (i.e. a dozen cupcakes for $35.00). The goal is that this affordable but fair price will help raise profits by being able to sell more cupcakes. The semi-affordable price will also help attract our target markets—upper and upper middle class adults. Part 3-Distribution:
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Our stores will be built in major cities such as: Chicago, Peoria, Columbus, Syra Cuse, Rochester, Lexington, Jacksonville, Birmingham, Nashville, Wichita, and other test markets. Each half a year a store will be added in a new city, starting in Chicago. The stores will be placed in available buildings in upper class areas of the cities, so they are best available to our target market. Part 4-Marketing Communication Strategy We want to focus on each city that has a store individually. When the first store opens in Chicago, we will send information to several local newspapers and distribute fliers around the area. Also, we will be starting several social media sites that will be included in the newspapers’ and fliers’ information. There will be a Twitter page, a Facebook page, and an Instagram page to advertise progress and information about the stores. These pages and promotions can also serve as a place for customers to give suggestions for new cupcakes. This will assist us in creating new products for our store as well as create a differentiation from other cupcake stores—taking suggestions. Also, we would like to, when possible, offer free samples to passersby to gain customers. Each time, we could showcase a specific flavor or a winning suggestion from a customer. Part 5-Marketing Research Research will be carefully used before our stores open and will continue in the months and years after. To ensure we have the flavors our customers want, we plan on hosting focus groups that will help determine which flavors to focus our marketing on in the beginning. Also before the opening of our stores, we will research using surveys and focus groups to help develop our logo and perhaps slogan. Once the stores start we will use small surveys in our stores that allow customers to suggest new flavors. We will use surveys to figure the satisfaction our product and
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store brings to our customers. Based on this, we will better know what to continue and what to change about our product. We will also use secondary research methods to keep up to date with trends in the surrounding area. These trends can be anything from flavors of the season (i.e. pumpkin flavor in the fall) to a fruit that’s health benefits have recently come to light. Part 6-Organizational Structure For the first few years of RELM Cupcakes, Front Row Marketing will be handling all of the research, campaigns, publicity, and customer relations. The four creators of the store and product (Melinda Craddock, Lily Anderson, Rachel Whitlock, and Emily Orenstein) will approve and oversee everything Front Row Marketing offers and does, before it is handed off to management. Action Plan In order to promote RELM Cupcakes and keep customers coming, we will create promotions involving free cupcake give-a-ways and give free samples every Friday until 2:00pm. Also, as previously mentioned, we will promote our business using newspapers, local television advertisements, social networks, and our website. The most important part is to establish our brand by using consistent color pallets, building styles, interior design, packaging design, website design, and advertisements. Using surveys and one-on-one talks with customers, we will constantly be researching our reputation, how customers feel about us and our products, and how we can improve. In order to continue to grow and expand, we will also always be looking for potential new locations to open stores. Budget In the first year, RELM’s marketing budget is based on 15% of our projected sales. However, each year thereafter, the budget will be based off of 10% of the previous year’s sales. First Year Projected Sales: $98,280 (30 customers daily, average of $9 each)
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Marketing Budget: (15% of $98,280 =) $14,742



Advertising Production



Est. $9,340



$5402



$5000 average



$402



Outsourcing costs Local 4-month television ad



(www.gaebler.com) Local 6-month Radio ad



$362 average



$40



(www.gaebler.com) Local 6-month newspaper ad



$40 average



$0



(www.gaebler.com)



Second year projected sales: $98,280 (30 customers daily, average of $9 each) Marketing budget: 10% of $98,280 = $9,828 Advertising Production



Est. $4788



$5040



$5000 average



$40



Outsourcing costs Local 4-month television ad



(www.gaebler.com) Local 6-month newspaper ad



$40 average (www.gaebler.com)



$0
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Measurements and Controls Part 1-How will you measure the performance of your marketing plan? We will measure our plan by continuing our research throughout, making records of the numbers we gather. This will include results and changes based on surveys on satisfaction and taste, as well as how well we are following the budget and making our way towards achieving our goals and profits. Part 2-How will you make changes if necessary? If we realize through our research that our plan is not working as expected, we will make the necessary changes. If the surveys state that our product is not satisfying our target segment we will look into why that is and change our product or service to make those areas better. If the numbers are not working out, we will do what we need to make the numbers better. If it comes to raising the prices, we will do that slowly to avoid customers turning away.



15  



Works Cited "Chicago Chocolate Tours." Cupcake Tours. N.p., n.d. Web. 27 Nov. 2012. . Houlihan, Bridget. "More Cupcakes." Chicago Bites. N.p., 2011. Web. 27 Nov. 2012. . "More Cupcakes." More. N.p., n.d. Web. 27 Nov. 2012. . "Sprinkles Cupcakes, Chicago." Restaurant Reviews. N.p., 2011. Web. 27 Nov. 2012. . "Sprinkles Cupcakes - The Original Cupcake Bakery. Order Cupcakes Online for Pickup, or Have Your Gourmet Cupcakes Delivered via Local Cupcake Delivery." Sprinkles Cupcakes. N.p., n.d. Web. 27 Nov. 2012. .



























[image: Remington Row Traffic Impact Study 10.6.14 FINAL with errata.pdf ...]
Remington Row Traffic Impact Study 10.6.14 FINAL with errata.pdf ...












[image: PDF Download Unbelievable: My Front-Row Seat to the ...]
PDF Download Unbelievable: My Front-Row Seat to the ...












[image: pdf-1463\front-row-center-inside-the-great-american-air ...]
pdf-1463\front-row-center-inside-the-great-american-air ...












[image: Read PDF Unbelievable: My Front-Row Seat to the ...]
Read PDF Unbelievable: My Front-Row Seat to the ...












[image: pdf-139\front-row-anna-wintour-the-cool-life-and ... - Drive]
pdf-139\front-row-anna-wintour-the-cool-life-and ... - Drive












[image: pdf-139\front-row-anna-wintour-the-cool-life-and ... - Drive]
pdf-139\front-row-anna-wintour-the-cool-life-and ... - Drive












[image: Row and Column Span]
Row and Column Span















front row final marketing plan.pdf






Marketing offers this plan to management to begin and continue the business for the following ... The best part about this upscale atmosphere and cupcake. 






 Download PDF 



















 147KB Sizes
 1 Downloads
 217 Views








 Report























Recommend Documents







[image: alt]





Remington Row Traffic Impact Study 10.6.14 FINAL with errata.pdf ... 

Remington Row Traffic Impact Study 10.6.14 FINAL with errata.pdf. Remington Row Traffic Impact Study 10.6.14 FINAL with errata.pdf. Open. Extract. Open with.














[image: alt]





PDF Download Unbelievable: My Front-Row Seat to the ... 

5 days ago - ... the 49ers played at Candlestick Park I got into the gate for roughly 50 per game The swarms of ushers and ticket checkers customary at.














[image: alt]





pdf-1463\front-row-center-inside-the-great-american-air ... 

Try one of the apps below to open or edit this item. pdf-1463\front-row-center-inside-the-great-american-air-show-by-erik-a-hildebrandt-richard-parker.pdf.














[image: alt]





Read PDF Unbelievable: My Front-Row Seat to the ... 

... for roughly 50 per game The swarms of ushers and ticket checkers customary at ... software Unbelievable: My Front-Row Seat to the Craziest Campaign in ..... in American History ,calibre ebook management Unbelievable: My Front-Row ...














[image: alt]





pdf-139\front-row-anna-wintour-the-cool-life-and ... - Drive 

There was a problem loading more pages. pdf-139\front-row-anna-wintour-the-cool-life-and-hot-times-of-vogues-editor-in-chief-by-jerry-oppenheimer.pdf.














[image: alt]





pdf-139\front-row-anna-wintour-the-cool-life-and ... - Drive 

... of the apps below to open or edit this item. pdf-139\front-row-anna-wintour-the-cool-life-and-hot-times-of-vogues-editor-in-chief-by-jerry-oppenheimer.pdf.














[image: alt]





Row and Column Span 

USA, Earth. Carriger,Lonnie. 322 Broad Wagon Grove. Carnation,WA 98014. USA, Earth. Alderete,Calvin. 5750 Green Gate Bank. Piedra,CA 93649. USA, Earth.


























×
Report front row final marketing plan.pdf





Your name




Email




Reason
-Select Reason-
Pornographic
Defamatory
Illegal/Unlawful
Spam
Other Terms Of Service Violation
File a copyright complaint





Description















Close
Save changes















×
Sign In






Email




Password







 Remember Password 
Forgot Password?




Sign In



















Information

	About Us
	Privacy Policy
	Terms and Service
	Copyright
	Contact Us





Follow us

	

 Facebook


	

 Twitter


	

 Google Plus







Newsletter























Copyright © 2024 P.PDFKUL.COM. All rights reserved.
















