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Appendix A

>ample marketing plans"

The B & V Sothie Company |

Executive summary

Situation analysis

B & V Smoothie Company is an entrepreneurial organisation that produces fruit-and-
yogurt-based beverages with su perior flavour and nutritional content and unique packag-
ing. Within Europe, B & V has targeted a consumer market of younger, health—conscious,
upmarket consumers who regularly exercise ar gyms and health clubs, and two broad
re-seller markets: (1) gyms and health clubs and (2) small upmarket food markets, B &V

product, its employees and its feputation, while weaknesses are seen in its limited size,
tinancial resources and product capabilities. B & V faces a supportive external environ.
ment, highlighted by 3 growing interest in healthy living, and limited threats, primarily

® aline of low—carbohydrate smoothies

® 2 line of gourmet flavoured smoothies



578 APPENDIX A

K

Marketing strategies

To accomplish its growth goals, B & V will direct its marketing activites toward the fol-

lowing strategies:

1. Target Market Strategy: B & V will continue to target its existing consumer markets
while expanding its business-to-business markets to include hotels and resorts, golf
and tennis clubs, and university campuses.

2. Positioning Strategy: B & V will continue to position its products a.s the first-choice
smoothie beverage for the serious health-conscious consumet, including those who are
seeking to lower their carbohydrate intake.

3. Product Strategy: B &V will introduce two new product lines, each identifiable through
unique packaging/labelling:

a. B & V Smoothie Gold: a product similar to the original B& V Smoothie beverages
but in six unique flavours.

b. Low-Carbohydrate B & V Smoothie: a product with 50 per cent fewer grammes of
carbohydrates.

4. Pricing Strategy: B & V will maintain the current pricing strategy for existing a\r}d new
products. ' K
Promotion Strategy: B & V will augment current personal selling effo.rts wi.th tellc?vmon
and magazine advertising, with sponsortships of key sporting events in major cities and
with a sampling programme.

6. Supply Chain Strategy: B & V will expand its distribution network to include. the busi-
ness-to-business markets targeted. In addition, to encourage 2 high level of 1T1ventory
in larger health clubs, B & V Smoothie will offer free refrigerated display units.

o

Implementation and control

The Action Plan details how the marketing strategies will be implemented including the
individual(s) responsible, the timing of each activity, and the budget necessary. Th;: rnTas—
urement and control strategies provide a means of measurement of the success of the plan.

Situation analysis

The B & V Smoothie Compamy1 was founded in September 1998 in London.with the goal of
creating and marketing healthy ‘smoothie’ beverages for sale to h.ealtb—consmous cons.t%mers.
B & V Smoothie expects to take advantage of an increasing desire for 'neathy food?; in Eu-
rope —and to ride the wave of consumer interest in low-carbohydrate alternatives. W}.ul? tbier‘c
are other companies, both large and small, competing in this market, B & V. Smoothie ei sit
has the expertise to create and market superior products that will appeal to its target market.

Internal environment

Mission statement
The strategic direction and actions of the B & V Smoothie Company atre driven by its
mission:
B & V Smoothie seeks to meet the needs of discriminating, health—consciou.s
consumers for high-quality, superior-tasting smoothie beverages and other simi-

lar products.
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Organisational structure

As an entrepreneurial company, B & V Smoothie does not have a very sophisticated or-
ganisational structure. Key personnel include the following:

® Patrick Bradley, founder and co-director. Bradley is responsible for the creation, de-
sign, packaging, and production management of all B & V Smoothie products.

® William Vince, founder and co-director. Vince is responsible for international and
domestic distribution and marketing.

® Gayle Humpbhries, head of finance. Humphries develops the financial strategy and
keeps the company's books.

® Alex Johnson, national sales manager. Johnson is responsible for maintaining the sales
force of independent sales reps. He also advises on product development.

@ Rob LeMay, Pam Sartens and Paul Sartens, shareholders. Next to Patrick Bradley and
William Vince, Rob, Pam and Paul own the largest number of shares. They consult and
sit on the company's board of directors. Rob is a lawyer and also provides legal services.

Corporate culture

B & V Smoothie is an entrepreneurial organisation. Thus, a key element of the internal
environment is a culture that encourages innovation, risk taking and individual creativity.
The company's beginning was based on a desire to provide a unique, superior product,
and company decisions have consistently emphasised this mission.

Products

The original B & V Smoothie, introduced in mid-1999, was a fruit-and-yogurt-based
beverage that contained only natural ingredients (no additives) and was high in essential
nutrients. Table A.1 provides nutritional information for the 340g size B & V Smoothie
beverage. Because of the company’s patented manufacturing process, B & V Smoothie
beverages do not have to be refrigerated and have a shelf life of over a year. Therefore,
the product can be shipped and delivered via non-refrigerated carriers. B & V Smoothie
currently sells its beverages exclusively through gyms, health clubs and small upmarket
food markets.

At present, the single product line is the B & V Smoothie fruit-and-yogurt beverage.
This healthy beverage product has a flavour and nutritional content that makes it superior
to competing products. The present product comes in five flavours: strawberry, blueberry,
banana, peach and cherry. B & V offers each in a 340g and a 565g size. B & V packages the
product in a uniquely shaped, frosted glass bottle with a screw-off cap. The bottle design
makes the product easy to hold, even with sweaty hands after workouts. The frosted glass
allows the colour of the beverage to be seen but at the same time communicates an up-
market image. The labelling and lid visually denote the flavour with an appropriate colour.
Labelling includes complete nutritional information. In the future, B & V Smoothie plans
to expand its line of products to increase its market share of the health drink market.

Pricing of B & V Smoothie beverages is as follows:

Suggested retail price €4.00 €6.00
Price to retail outlets (health clubs, etc.) €2.00 €3.00
Price to distributor/discount to sales agent €1.00 €1.50
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Table A.1
Nutritional
information: B & V
Smoothie beverage

Thus, B & V Smoothie receives €1.00 in revenue for each 340g bottle and €1.50 in rey-
enue for each 565g bottle it sells.

Serving Size: 340g Amount per Serving % Daily Value

Calories- 140

Calories from fat 6

Tota! fat 059 1
Saturated fat 059 2
Cholesterol 6 mg 2
Sodium 70 mg 3
Potassium 100 mg 3
Total carbohydrates 1049 3
Dietary fibre 5g 20
Sugar 19

Protein 25¢g 50
Vitamin A 50
Vitamin C 50
Calcium 20
Iron 30
Vitamin D 40
Vitamin E 50
Thiamin 50
Riboflavin 50
Niacin 50
Vitamin Bg 50
Vitamin B3 50
Biotin 50
Pantothenic acid 50
Phosphorus 10
lodine 50
Chromium 50
Zinc 50
Folic acid 50

At present, B & V Smoothie outsources actual production of the product. Still, the com-
pany takes care to oversee the entire production process to ensure consistent quality of its

Table A.2
Company sales
performance
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unique product. With this method of production, variable costs for the 340g B & V Smoothie
beverages are €0.63, and variable costs for the 565g are €0.71. Current annual fixed costs for
B & V Smoothie office space, management salaries and professional services are as follows:

Salaries and employee benefits €275,000
Office rental, equipment, and supplies €24,600
Expenses related to sales (travel, etc.) €32,000
Advertising and other marketing communications €50,000

Total fixed costs €381,600

Sales of the two sizes of the product are approximately equal; that is, half of sales are
for the 340g size and half are for the 565g size. Thus, there is an average contribution mar-
gin of €0.58 per bottle. Based on this, to achieve breakeven, B & V Smoothie must sell

€381,600/.58 = 657,931 units

Again, assuming equal sales of the two size products, the break-even point in euros is

€822,413.

Previous sales

Sales of B & V Smoothie products have continued to grow since their introduction to
the market in 1999. Actual sales figures for 2004 through to 2011 are shown in Table A.2.

Markets

The consumer market for B & V Smoothie products is made up of anyone who is inter-
ested in healthy food and a healthy lifestyle. Although according to published research,
nearly 70 per cent of European consumers say they are interested in living a healthy life-
style, the number of those who actually work to achieve that goal is much smaller. It
is estimated that approximately 40 million Europeans actually engage in exercise and/or
follow nutritional plans that would be described as healthy. As experts expect the trend

2004 €87,000
2005 €238,000
2006 €311,000
2007 €436,000
2008 €618,000
2009 €650,000
2010 €710,000
2011 €765,000
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toward healthier living to grow globally, the European and international markets for B &
V Smoothie products are expected to expand for some time. |

Within the European consumer market, B & V Smoothie targets upmarket consumers
who regularly work out at gyms and health clubs. While these consumers are primarily
younger, there is also a growing older segment that seeks to be physically fit and that also !

uses health clubs.

Channels

In order to reach its target market, B & V Smoothie places primary emphasis on health
clubs and other physical fitness facilities and small, upmarket speciality foodvmarkets. The
company began developing channel relationships with these outlets through individual
contacts by company personnel. As sales developed, the company solicited the services
of agents and speciality food distributors. Agents are individuals who sell products for
a number of different non-competing manufacturers. By contracting with these agents in
various geographic regions, the company can expand its product distribution in a signifi-
cant number of countries throughout Europe.

The company handles various large accounts for national gym chains. While to-
tal sales to these chains are fairly substantial, when considering the large number of
facilities within each chain the sales are very small, with much room for growth. The
internet is a secondary channel for B & V Smoothie. Online retail outlets currently
account for only 5 per cent of B & V Smoothie sales. While this channel is useful for
individuals who wish to purchase B & V Smoothie products in larger quantities, B &
V does not expect that online sales will become a significant part of the business in the

near future.

External environment

Competitive environment

B & V Smoothie faces several different levels of competition. Direct competitors are
companies that also market smoothie-type beverages and include the following:

1. Franchise smoothie retail operations.

2. Online-only smoothie outlets.

3. Other smaller manufacturers.

4. Larger companies such as Nestlé that produce similar products.
Indirect competition comes from the following:

1. Homemade smoothie drinks made from powders sold in retail outlets and over the

internet.

2. Homemade smoothie drinks made using a multitude of available recipes.

3. Other healthy beverages, such as juices.

Economic environment

B & V Smoothie first introduced its products during a period of relative prosperity. Eco-
nomic growth in Europe has remained somewhat stable during recent years and sales have
increased. Analysts estimate that total gross domestic product (GDP) will increase a little
over 2 per cent annually over the next few years in Europe.
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Technological environment

Because B & V Smoothie produces a simple food product, technological advances have
minimum impact on the firm's operations. Nevertheless, the use of current technology
enables and enhances many of the company's operations. For example, B & V Smoothie
uses the internet to enhance its operations in two ways. First, the internet provides an ad-
ditional outlet for sales. In addition, agents and channel members can keep in contact with
the company, allowing for fewer problems with deliveries, orders, and so on.

Political and legal environment

Because they are advertised as nutritional products, all B & V Smoothie products must be
approved by the appropriate food regulatory body in each European country where the
goods are destined. Labelling must also conform to similar regulations. In Europe, there
are numerous regulations that are country-specific which the company must constantly
remain aware of.

Sociocultural environment

The social and cultural environment continues to provide an important opportunity for
B & V Smoothie. The trend toward healthy foods and a healthier lifestyle has grown
dramatically for the past decade or longer. In response to this, the number of health clubs
across Europe and the number of independent tourist resorts and spas have also grown.
In addition, many travellers demand that hotels offer health club facilities.

During the past three years, consumers around the world have become more aware of
the advantages of a low-carbohydrate diet. Analysts project that the target age group of
15- to 44-year-olds will remain stable in the foreseeable future, with an increase of less
than 8 per cent projected to 2025. Similarly, their income should neither decrease nor
increase significantly in the near future.

SWOT analysis

The SWOT analysis provides a summary of the strengths, weaknesses, opportunities and
threats identified by B & V Smoothie through the analysis of their internal and external
environments.

Strengths
The following are the strengths identified by B & V Smoothie:
® A creative and skilled employee team.

® A high-quality product recipe that provides exceptional flavour with high levels of
nutrition.

® Because of its entrepreneurial spirit, the ability to remain flexible and to adapt quickly
to environmental changes.

A strong network of European agents and distributors.

The growth of a reputation of a high-quality product among health clubs, other retail
outlets and targeted consumer groups.

Weaknesses

The following are the weaknesses identified by B & V Smoothie:
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® Limited financial resources for growth and for advertising and other marketing com,.
munications.

Little flexibility in terms of personnel due to size of the firm.

® Reliance on external production to maintain quality standards and to meet any unan.
ticipated surges in demand for the product.

Opportunities

The following are the opportunities identified by B & V Smoothie:

® A strong and growing interest in healthy living, both among young, upmarket consum-
ers and among older consumers.

® Continuing consumer interest in low-carb alternatives that offer opportunities for ad-
ditional product lines.

Threats

The following are the threats identified by B & V Smoothie:

® The potential for competitors, especially those with large financial resources who can
invest more in promotion, to develop products that consumers may find superior.

Economic downturn that might affect potential sales.

Movement away from low-carbohydrate diets, particularly if other forms of dieting
gain in popularity.

Marketing objectives

The following are the marketing objectives set by B & V Smoothie:
@ To increase the awareness of B & V Smoothie products among the target market.
@ To increase gross sales by 50 per cent over the next two years.

e Tointroduce twonew product lines over the next three years: a line of low-carbohydrate
smoothies and a line of gourmet flavoured smoothies.

@ Toincrease distribution of B & V Smoothie products in more countries throughout the EUL

Marketing strategies

Target markets

Consumer markets

B & V Smoothies will continue to target its existing consumer markets. The primary con-
sumer target market for B & V Smoothie beverages can be described as follows:

Demographics

Male and female teens and young adults, ages 15-39
Household income: €50,000 and above

Education of head of household: university degree or above

Primarily located in mid-sized to large European major cities
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Psychographics

Health-conscious, interested in living a healthy lifestyle
Spend much time and money taking care of their bodies
Enjoy holidays that include physical activities

Live very busy lives and need to use time wisely to enjoy all they want to do

Enjoy spending time with friends

Media habits

@ The target market is more likely to get their news from television or the internet than
from newspapers. They are likely to view not only the news channels but also the fi-
nancial news networks.

@ They prefer watching satellite to traditional TV channels.

Business-to-business markets

In the past, B & V Smoothie has targeted two categories of re-seller markets: (1) health
clubs and gyms and (2) small upmarket speciality food markets. To increase distribution
and sales of its products, B & V Smoothie will target the following in the future:

1. Hotels and resorts.
2. Golf and tennis clubs.
3. University campuses.

Upmarket young professionals frequently visit hotels and resorts, and they demand that
business travel includes quality accommodation and first-rate health club facilities. The
membership of golf and tennis clubs, while including many older consumers, is also an
excellent means of providing products conveniently for the targeted groups. University
students, probably more than any other consumer group, are interested in health and in
their bodies. In fact, many universities have built large, fairly elaborate health and recrea-
tional facilities as a means of attracting students. Thus, providing B & V Smoothie bever-
ages on university campuses is an excellent means of meeting the health beverage needs
of this group.

Positioning the product

B & V Smoothie seeks to position its products as the first-choice smoothie beverage for
the serious health-conscious consumer, including those who are seeking to lower their
carbohydrate intake. The justification for this positioning is as follows. Many smoothie
beverages are available. The B & V Smoothie formula provides superior flavour and nutri-
tion in a shelf-stable form. B & V Smoothie has developed its product, packaging, pricing
and promotion to communicate a superior, prestige image. This positioning is thus sup-
ported by all its marketing strategies.

Product strategies

To increase its leverage in the market and to meet its sales objectives, B & V Smoothie
needs additional products. Two new product lines are planned:
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1. B & V Smoothie Gold: This product will be similar to the original B & V Smoothje

beverages but will come in six unique flavours:
a. Pifia colada

b. Chocolate banana

c. Apricot nectarine

d. Pineapple berry crush

e. Tropical cherry

f. Peach delight

To set the product apart from the original-flavour Smoothie beverages — the labels will
include the name of the beverage and the logo in gold lettering, and the bottle cap will
be black.

2. Low-carbohydrate B & V Smoothie: The low-carbohydrate B & V Smoothie beverage
will have approximately 50 per cent fewer grammes of carbohydrates than the origi-
nal Smoothie beverage or the B & V Smoothie Gold. The low-carbohydrate B & V

Smoothie will come in the following four flavours: N
a. Strawberry

b. Blueberry

c. Banana

d. Peach

Packaging for the low-carbohydrate B & V Smoothie will be similar to other B & V
Smoothie beverages but will include the term ‘Low Carbohydrate’ in large type. The label
will state that the beverage has 50 per cent fewer carbohydrates than regular smoothies.

Pricing strategies

The current pricing strategy will be maintained for the existing and new products. This
pricing is appropriate for communicating a high-quality product image forall B& V
Smoothie products. The company feels that creating different pricing for the new bever-
ages would be confusing and could create negative attitudes among consumers. Thus,
there is no justification for increasing the price of the new products.

Promotion strategies

In the past, B & V Smoothie has used mainly personal selling to promote its products to
the trade channel. To support this effort, signage has been provided for the re-sellers to
promote the product at the point of purchase. Posters and stand-alone table cards show
appealing photographs of the product in the different flavours and communicate the brand
name and the healthy benefits of the product. Similar signage will be developed for use by
re-sellers who choose to stock the B & V Smoothie Gold and the Low-Carb Smoothies.
Selling has previously been handled by a team of over 75 agents who sell to re-sellers. In
addition, in some markets, an independent distributor does the selling. To support this per-
sonal selling approach, B & V Smoothie plans for additional promotional activities to intro-
duce its new products and meet its other marketing objectives. These include the following:
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1. Television adwertising: B & V Smoothie will purchase a limited amount of relatively
inexpensive and targeted satellite channel advertising. A small number of commercials
will be shown during prime-time programmes with high viewer ratings by the target
market. Television advertising can be an important means of not only creating aware-
ness of the product but also enhancing the image of the product. Indeed, consumers
are prone to feel that if a product is advertised on prime-time TV, it must be a good
product.

2. Magagine advertising: Because consumers in the target market are not avid magazine
readers, magazine advertising will be limited and will supplement other promotion
activities. During next year, B & V Smoothie will experiment with limited advertising
in appropriate sporting magazines. The company will also investigate the potential of
advertising in university newspapers.

3. Sponsorships: B & V Smoothie will attempt to sponsor several key sporting events in
major cities. The advantage of sponsorship is it provides visibility for the product
while at the same time showing that the company supports activities of interest to the
target market.

4. Sampling: Sampling of B & V Smoothie beverages at select venues will provide an op-
portunity for prospective customers to become aware of the product and to taste the
flavours. Sampling will include only the two new products being introduced. Venues
for sampling will include the following:

a. marathons
b. Tour de France (cycling)
c. gymnastic meetings

d. student unions on selected campuses

Supply chain strategies

As noted earlier, B & V Smoothie distributes its beverages primarily through health clubs
and gyms and small upmarket speciality food stores. B & V Smoothie plans to expand its
target re-seller market to include the following:

@ hotels and resorts
@ golf and tennis clubs
® university campuses

To increase leverage in larger health clubs, B & V Smoothie will offer free refrigerated
display units. This will encourage the facility to maintain a high level of stock of B & V
Smoothie beverages which are ready to consume.

Implementation

The Action Plan details the activities necessary to implement all marketing strategies.
In addition, the Action Plan includes the timing for each item, the individual(s) respon-
sible and the budgetary requirements. Table A.3 shows an example of one objective (to
increase distribution venues) and the action items B & V Smoothie will use to accom-
plish it.2
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Table A.3

Action items for
accomplishing
marketing objective
regarding supply
chain: objective —
increase distribution
venues

Beginning Responsible

Action Items Date Ending Date | Party Cost

1. Identify key 1 July 1 September ~ Wm Vince €25,000 Key to this strategy is

hotels, resorts, (consulting to selectively choose

golf clubs and firm will be re-sellers so that

tennis clubs engaged to maximum results are

where B & V assist in this obtained from sales

Smoothies effort) activities. Because

might be sold health club use is
greater during the
months of January
to May, effort will be
timed to have product
in stock no later than
10 January

2. Identify 25 1 July 1 August Wm Vince 0 Information about

key universi- universities and their

ties where B & health club facilities

V Smoothies should be available

might be sold on the university web
pages

3. Make initial 1 September 1 November Wm Vince €10,000

contact with

larger hotel

and resort

chains

4. Make initial 1 September 1 November  Wm Vince €5,000

contact with

larger individual

(non-chain)

facilities

5. Make initial 15 August 15 September  Agents 0 Agents will be as-

contact with signed to the 25 uni-

universities versities and required
to make an initial
contact and report
back to Wm Vince on
promising prospects

6. Follow up 15 September  On-going Wm Vince €10,000 Although €10,000

initial contacts and agents is budgeted for this

with all poten- item, actual expen-

tial re-sellers ditures will be on an

and obtain as-needed basis, as

contracts for follow-up travel can-

the coming 6 not be pre-planned

months

Measurement and control strategies

A variety of activities will ensure effective measurement of the success of the marketing
plan and allow the firm to make adjustments as necessary. These include market research
and trend analysis.
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Research

Firms need continuous market research to understand brand awareness and brand atti-
tudes among their target markets. B & V Smoothie will therefore commission exploratory
research and descriptive benchmark studies of its target consumer and re-seller markets.

Trend analysis

B & V Smoothie will carry out a monthly trend analysis to examine sales by re-seller type,

country, chain, agent and distributor. This analysis will allow B & V Smoothie to take
corrective action when necessary.

Notes

il . . . s

B & V Smoothie Company is a fictitious company created to illustrate a sample market-
ing plan. The market data and statistics are also fictitious to provide a practical scenario
for students to follow.
2 3 . .

Note that the final marketing plan should include objectives, action items, timing infor-

mation and budget information necessary to accomplish all marketing strategies. We have
only one objective in this sample marketing plan.




