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Executive Summary
Our company has invented a new ice cream product called Wamerieé based on the traditional Turkey treat. It is priced at $3.60 per unit, and our company plans to make a desirable profit of $30 000 and sales volume of 60 000 in our first year. The products’ primary target market is adolescents and young adults with family incomes of $50 000 or lower. The product will be advertised and promoted as a socially appealing, refreshing, and delicious frozen treat that our desired customers must have in order to take a proper break. Our company and our product will be competing with North American ice cream companies such as Nestle and Chapman’s. Our advantage over our competition is the unique and distinctive taste and texture of our product. The texture of our ice cream product is similar to that of bubble gum where chewiness is added, but it still melts in the mouth after a few bites. The ice cream has less sugar compared to the other North American brands, and using healthy ingredients for our product is another competitive advantage over other ice cream companies. In order to achieve the goals that we mentioned earlier, we will expose our product as much as possible to the general public and our target market by advertising and promoting our product on bill boards, internet ads, and low budget commercials on YouTube. 

In addition, during our product introduction stage our company will distribute discounted coupons on newspapers and our company’s website, and provide free trials of our product on the street, particularly at places where a lot of adolescents hang out. Our company will use intensive distribution so that our target market can easily find our product in such places as convenience stores, subway stands, grocery stores, park stands, and any store that sells frozen treats. A portion of our profit will be donated to a children’s charity to encourage children to stay in school and get a proper education. Our donated money will help children for lower areas to buy proper school essentials (such as pencils, eraser, notebooks etc.) This helps cosmeticize our brand image.
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Introduction and Product Description

The product being introduced here is called Wamerieé (“wah-mary-eh”), an ice cream product. Unlike the other existing products in the Canadian market, it has a chewy texture that makes the consumer feel as if they are chewing gum. The model of this product is a Turkish ice cream called Dondurma. It is a traditional ice cream created from salep and mastic resin; these ingredients make the ice cream chewy and tough.

The product comes in an approximately 2 centimetres diameter sphere that allows customers to consume easily in every bite. The size of each product is 100 ml, large enough for one serving.

In addition, a sour taste is added to the sweet taste in a ratio of 3:7 to create a fresh taste. Depending on the flavour, the taste becomes even fruitier. There are six types of flavours offered and they are divided into two groups: basic flavour and special flavour. Basic flavours include vanilla, chocolate and cookie-caramel, while special flavours consist of mint, strawberry and raspberry. Each flavour is distinguished by its colour, which will be in accordance to the flavour (i.e. vanilla will be white, chocolate will be dark brown).

The container holding the product is made of cardboard in the shape of a cup with a plastic lid. The opening is sealed by a thin plastic, preventing the product from spoilage in case the lid gets opened. On top of the seal, a little plastic stick is placed, so that customers can eat without using their hands.

Goals and Strategies of the Marketing Plan

Goals
We are looking to achieve three objectives through the sale of Wamerieé.

· To sell 60,000 units in the first year
· To obtain $30,000 profit by the end of the first year

· To gain 5% loyal customers by the end of second year

Strategies

The first goal is to sell 60,000 units in the first year. Considering the fact that the product features of Wamerieé are very new to the Canadian market, we will more likely to be able to boost our sales if we appeal and promote to the consumers properly, emphasizing our distinctiveness from other existing products. Putting advertisements in subway stations and magazines is an effective method to let customers know about our product. Having many places/stores to distribute our product can also help customers reach our product, thus increasing sales volume. We will have a contract with major grocery/convenience stores such as Loblaw’s, Costco and Wal-Mart, and possibly some stand-alone stores downtown, at community events and in a few shopping malls. 

Additionally, at least $30,000 profit should be expected from Wamerieé by the end of the first year. Here the price will be our concern in order to accomplish this goal. We will focus on affordability of pricing instead of using an extremely premium pricing. Surely higher price can give customers a sense of exclusiveness, but if we take our first goal into account, we should not sell our product higher than $4. Detailed calculation of price setting will be discussed in the later section of this report.

Lastly, we will aim for 5% of loyal customers for this brand by the end of Year 2 in the market. Hopefully there are this many people who like our product and we could improve our product based upon their preferences. In order to do so, we need to get as many people to try Wamerieé as possible, so that we can give them an equal chance to like our product. Distributing samples at a specific, populated city will help. We will have several employees to actually go there with a cooling box and give out small free samples where there is one spherical ice cream for each flavour, to pedestrians.

Target Market Segments Profiles

Because of the generally appealing features, Wamerieé has a potential to attract mass market. However, we are going to create two target market segments that we will focus on promoting. 
Primary Target Market

Our primary target market is lower to middle classed female teenagers, specifically at the ages of thirteen to twenty-five. Their parents would have a total income of around $50,000 or less. Since we will not price our product very high, Wamerieé will be appealing to this group. Also, because this group tends to have relatively less money to spend on grocery items, due to their strong interest on cosmetics and apparels, the lower price of our product will appeal to them. This market is interested in new, foreign products. The features of Wamerieé are quite innovative, and the sound of its brand name carries a European taste, so that the market can feel better about their status for having this product. So the market also values their status by having what they consider as “cool”.

Secondary Target Market

The other target market we could appeal to is lower-middle classed families, in a broad sense. The customer will be the parents of these families, but consumers can range from children at age of five plus to adults from thirty years of age to fifty years of age. The customers in this target market have tasted Dondurma once, and like it. Therefore, this market’s racial background is European, especially Turkish and some other countries close to Turkey. However, since their income is not very high and both parents are working, they do not know how or do not have time to make Dondurma by themselves. Thus, Wamerieé will be a suitable substitute for this target market as well.

Competitive Analysis

There are three offerings that we consider to be Wamerieé’s direct competitors.

Nestle

Their product, named Dibs, is one of our competitive offerings. It is very similar to what we offer, that is the product comes in a smaller, one-bite-size shape. However, we have several advantages over this product. Firstly, we offer much more flavours, while they only have vanilla and mint flavoured ice cream coated with chocolate. They are incredibly sweet because of the amount of saturated and trans-fat they put in, while our product contains sour-taste. We will not need trans-fat in our product and thus much healthier than theirs. 

On the other hand, they have a better packaging made of plastic, and can protect the inner ice cream better than ours, in which the packaging is made of cardboard. Also, Dibs originate from a far more famous brand, Nestle, and could have more power over customers than us because of the name. Customers are easier to attract with a more well-known brand.

Dippin’ Dots

The ice cream product offered by Dippin’ Dots is quite similar to Wamerieé. They offer a small spherical ice cream with different flavours in one plastic cup. Not only do they offer one-person-serving amounts, but also a bigger size that can be delivered to a specific destination. They are also a bigger company with chains not only in Canada, but also in the United States, and Japan. Although our product is very similar to the product from Dippin’ Dots we have our unique chewy texture in our product that brings competitive. Since Dippin’ Dots originated in the United States, they do not have the superiority of status that comes with European products.

Chapman’s

Their Frozen Yogurt series is in direct competition against Wamerieé. They have more than ten different flavours offered. There are more than ten flavours offered by this brand. They are also relatively cheaper than other ice cream products in the market.

But they only offer the product in 2L plastic container. We, in contrast, do not produce litre size but only in adequate amounts for a person to consume at a time. Thus, our distribution is much better since 2L ice cream cannot be sold at a theme park or community events. Their product can only be purchased at grocery and convenience stores and mostly consumed at home. Wamerieé has a better chance to reach customers’ hands in this respect.

Marketing Research

Research on Market

The total sales in American ice cream market are approximately 5 billion dollars. That shows that there are many competitors that are currently successful to go against, and we need a very unique product in order to fight off the keen competition. The leading selling brands in the market are Breyers and Dreyers. They are the top two in the ice cream market, but Breyers has a market share of about 14%, which is quite greater than that of Dreyers’s 9.5%.
Personal Interviews
We interviewed four individuals who fit into our primary target market profile and found out what they thought of our product idea. Our subjects reacted positively to our product idea and stated that they would buy it if this product comes out into the ice cream market. They were interested in this brand new type of ice cream product, and they considered buying and trying our product, because it was considerably inexpensive for them. Since the subjects were adolescents, they valued the price of product more than the product’s quality, however, it is evident in their responses that even if the price was extremely cheap, they would not buy a product that is very low quality or a product that do not appeal to their preferences or satisfy their needs. Therefore, from the results of the interviews our company concluded that our target market is price sensitive and at the same time expect good quality products. After collecting and analyzing the subjects’ responses Wamerieé is anticipated to be quite successful with this particular target market. 
Benefit Analysis
This new and unique kind of ice cream has many important features that help the product achieve a strong edge against its numerous competitions. The first feature is the small plastic spoon that is attached to the top of the lid of the ice cream container. This spoon feature is considered form utility, because our company has turned plastic material into the form of a spoon, thus adding utility, as well as distinctiveness, to the product. The spoon benefits customers in a variety of ways, one of which is convenience. Customers can enjoy a refreshing serving of our uniquely shaped and flavored ice cream anywhere at anytime. There will always be an eating utensil (the plastic spoon) available for them to use.
One of our company’s main focuses is product distribution. The new ice cream product will be available in a variety of locations. For example, customers can find it at small convenience stores such as Mac’s, in gas stations, subway stands, major community events and large grocery chains like Loblaw and Dominion. The product distribution is a form of place utility, since our company wants to ensure that customers can always find and purchase our ice cream product. Our distribution areas are the most convenient and common locations that people visit to buy what they need. People do not have to go to a special destination or store just to find our product. The distribution feature is beneficial to our primary target customers because they can always find Wamerieé at the nearest mall where they like to hang out. 
Our company is very health conscious and we strive towards this end by informing our customers of what ingredients make up our product. The ingredient label on our ice cream containers is an important feature of our product. The label offers information utility by informing customers of any health risks, of why our product is worth trying and of why our product is outstanding. There will be labels to indicate that there is no artificial coloring in the ice cream, and that the product is peanut- and sugar-free. This information benefits our customers’ health, especially for customers with specific health concerns such as nut allergies and diabetes. Having labeled ingredients on the package will ensure customer safety. Also, due to our insistence on remaining allergen-free, customers with such health conditions can still enjoy a refreshing serving of ice cream.  
Another important feature of the product is the size of our product. The size of the product is fairly small, with each container holding 100 ml of ice cream. The size is also an example of form utility. The size of the product benefits customers, because the size of the container allows for easy storage, as well as portability.
A major feature of our product is the texture and taste of the ice cream. Unlike other ordinary ice cream products, our ice cream has a unique chewy texture similar to that of bubble gum. The taste of our ice cream is different from other ice cream products; it has a little sour taste in addition to the sweetness. The ratio of sour to sweet is 3 to 7. However, our customers can still expect the experience of ice cream melting in their mouths. This unique taste is different from ice cream products that are just sweet and our product is based on Turkey’s traditional treat. The taste and texture of our ice cream brings form utility, because our company uses sugar and sour particles combined to create an enjoyable and exhilarating taste. 
In addition, there is less sugar, thus improving the health of our customers. Instead of buying gum and ice cream separately, our customers will save money and decrease the amount of sugar consumption by choosing our product. Although the chewy texture of our ice cream does not last as long as that of gum, our product is much cooler that benefits especially during the hot seasons.  
The last important feature of our product is availability of our product. Our ice cream product is only available for our customers in the summer time. This feature is considered time utility, because our product is offered during a particular season in the year. This benefits our company, because customers will perceive our product as exclusive, and the exclusivity of our product may influence their decision to buy more of our product during the summer. Also our product benefits our customers in the summer, because it is a great way for them to stay cool. 
 Positioning and Branding

Our company would like to use a mixture of benefit and distribution positioning for our product. The reason for our choice in positioning is because Wamerieé is very healthy, and thus it can benefit our customers physically through its sugar-free ingredients and the absence of artificial colouring. Our product has less chance causing individuals to gain excess weight or develop undesirable health conditions such as diabetes. Also, the product benefits customers emotionally. It is designed to ensure that customers will become more relaxed and refreshed after trying our product. It can help people relieve from their daily stress and routine.
Furthermore, our company invests a lot of effort in making sure that our product is available to everyone in the most convenient locations. Our distribution methods are one of our companies’ strong suits. It ensures that our customers can always find our product in the most convenient places. Our product is based on a traditional treat in Turkey; therefore, we have a brand name Wamerieé that is very foreign and unusual compared to North American ice cream brand names such as Chapman’s. Therefore, it stands out and is believed to be an exclusive ice cream imported from Turkey.
The logo for our company and product is the letter “W” drawn in an elegant fashion. The logo stands for our company name Wamerieé.  The slogan for our unique product is “Wamerieé ice cream drops from Turkey, mmm...”
Our ice cream product’s primary packaging is a small red cardboard container with a plastic blue lid covering the opening of the container. A blue plastic spoon will be attached to the top of the blue lid. The spoon can be broken off of the lid for use. There will be a thin strip of paper glued onto the exterior portion of the container. On the strip of paper there will contain the following information: the brand name, logo, ingredients, storage instructions, nutritional facts and flavour. 
Pricing 

The estimation of our fixed and variable costs for the production of our ice cream product, our company considered the fixed costs for advertising, free trials (for a certain period of time only), the rent expense for our office, salary and wage expenses, the telephone bill, utility expense, and our loan to start our company and produce our product.  The fixed cost added up to $ 154,580. The variable cost  for our product was estimated by considering, the cost for transportation of our product to our distribution locations, the cardboard and plastic materials used to package our ice cream product, the cost of ink to print information on to our product container, the ingredients used to make our ice cream product. The variable cost turned out to be $1.75 per unit. 
Based on our annual plan to produce 60,000 units and make a desired profit of $30,000 in the first 12 months, our final determined price is $3.60 before taxes per unit. Our company is going to mark up 86% and our margin resulted as 51% after careful calculation. Our company is going to use penetration pricing strategy, because the features of Wamerieé is distinctive enough to be considered prestigious, but we did not price too high for the purpose of getting customers to try our product. The pricing policy we are using is psychological pricing in which we want our customers to perceive our product as high quality. So instead of marking our product price has $3.59 we are using whole number. Therefore, our price for our product is $3.60 per unit.

Advertising and Promotion

Our company will use two methods of promotion. One way is through electronic media, such as radio, internet, commercials. The other way is through prints on bill boards. In our promotion, our company wants to emphasize that our product has a unique taste and texture, and that our product is very convenient to eat from and find. Due to the plastic spoon on the lid of the container available to customers for free and due to our intensive distribution. Customers can find and purchase our product almost in any store that carries frozen treats. Our company emphasizes the opportunity for refreshment and the experience of a rollercoaster ride for your taste buds when customers try our product. Lastly in our promotion our company would like to emphasize the threat of having too much fun and being too refreshed from our product.

Our company would like to build brand awareness and show potential customers why our ice cream product is worth trying, and where they can get our product. Our company has two goals in advertising: the first is to achieve brand awareness and positioning. We want to inform our target market about our brand name “Wamerieé”; the appearance of our product as a small red container with a blue lid; where our product is sold, in malls, and parks; and the benefits that our product brings to our targeted customers. Such benefits center on a healthier ice cream product that is peanut-free, sugar-free and contains no artificial colouring. We want to install an ideology in our target customers that our product can provide stress relief and that our product is an item they must have in order to take a break. 

Our second goal in advertising is brand trial. Our company will distribute printed discount coupons for our ice cream product on our company website, and in newspapers. Also our company will introduce our new product to the general public and target market by providing free samples of our ice cream in grocery or convenience stores. We are doing this because we want to ensure that people get a chance to taste our amazing product and in hopes that the free trials and discounted coupons will convince them to buy our product and introduce our product to their friends and peers. Our company’s advertising message about our ice cream product will focus on achieving social appeal to our target market of adolescents and young adults. We are using social appeal because our company understands the importance of fitting in with a specific social group, as well as the importance of trying the coolest and newest products to our potential customers. We want to advertise our ice cream product as the newest invention of ice cream that everyone must try. For example, some of our advertisements or commercials will feature an important social event at a fun place like the carnival, where, at every turn, there is a teenager or young adult enjoying a nice serving of Wamerieé ice cream drops. Another possible advertising strategy to indicate our social appeal features a situation where a boy and a girl are on a date during a hot summer day. The boy is sweating, dehydrated, and producing a lot of body odour. The girl buys him a cup of Wamerieé ice cream and after trying a bite he is refreshed and relieved from the heat. The result is an amazing time on their date.
In our advertising message, our company always strives to enforce the excitement, enjoyment, fun and refreshing aspects of our ice cream product. Our company will focus on promoting our new product on large billboards located nearby our distribution areas so that customers can purchase our ice cream. The cost for billboard advertisement will be cheaper than that of distributing mail across the province; instead of paying variable costs for the smaller ads sent to homes, our company can just choose the best place for our billboard and pay a fixed price. Having our product on billboards will give customers the perception that our brand of ice cream is really popular, of high quality, and that our company is a large wealthy company, therefore making our products more trustworthy. 
We will also promote our ice cream products on the internet. The cost for internet advertisement may not be as high and it is a great way to reach a large portion of our target market. Considering many adolescents and young adults use the computer and internet, it is clearly an influential factor in their lives.  It is easy to catch their attention as they browse the web. Our company may put advertising ads on Facebook, and our company will make a commercial and post it on You-Tube. Short commercials on You-Tube is the most cost efficient way to reach our target audience nationally and reaching a greater variety of audiences that may become interested in trying our product. We will also advertise our product on our own company’s website. Lastly we would like to advertise our product on popular radio stations that a lot young people listen to such as Virgin Radio, 104.5 Chum-Fm radio station, Commercials on the radio, is less expensive than ones on television, and usually listeners are loyal to their stations, therefore having a commercial on a popular teen station will influence teens decision to buy our product.

In terms of sales promotion, our company will use consumer promotion for our product. Since we are introducing a brand new product to the public, our company has decided to use coupons as part of our sales promotion. We will distribute discounted coupons to our customers. Since we are placing ads on the internet, we will also provide discounted coupons on popular websites and on our own company website. Another method to achieve consumer promotion is through product samples; we will give out free trials of our ice cream product on certain days of the week and limited hours in each day in large grocery stores such as Loblaw’s.

There will also be free samples at park events during our first month of introducing our product. Promoting with discount coupons and free trial will definitely attract potential customers’ attention since everyone likes discounted and free items. Therefore, using coupons and free trials will help our company gain market share and possibly increase sales volume. We would like to sponsor an important children’s charity where a portion of our money will help children in Canada pay for their tuition and school materials. Our company believes that our public relation will encourage our target customers to buy our product, because being students themselves; they understand the importance of financial assistance to students. 

Distribution Strategy
Our company will use intensive distribution; we want to sell our product in every suitable store that carries ice cream or frozen treat products. Intensive distribution will help our company expose and sell as many of our products to our customers as possible.  Where our customers can easily purchase our product, the locations that will carry the Wamerieé ice cream product include small convenience stores, grocery stores, subway stands, park ice cream stands. Retailers will provide our consumer product to our customers. Our ice cream product will not be available for purchase on the internet; it is only distributed to stores. Our ice cream product will be transported to the retailing stores by transportation trucks that have refrigerating services to keep our products frozen and undamaged.
Summary

In summary, Wamerieé is going to be marketed as a distinctive, healthy product which is available at most of the convenient places. It will be sold at $3.60 to gain 60,000 sales volume and $30,000 profit in the first year. We will do various promotions in order to appeal to our primary target market that is teenagers.
It is more likely for Wamerieé to have low sales at the beginning because customers might not really understand our benefits well. However, as our education about Wamerieé becomes successful, there will surely be loyal customers who consider our product best, because we have healthier ingredients and unique better taste. It depends on how well we will promote our product.
