What your research tells you…..
	
	Primary

	Focus/Taste Test
	Competitor
	Keynote
	SWOT & PEST

	Product


	
	
	
	
	

	Product Lines


	Toffee, honeycomb fillings
	Honeycomb
	Nestle – honeycomb Wispa 
Mars – honeycomb (Crunchie)
	Healthy chocolate bars 
	Gap in market for healthy choco bars

	Product size, quantities, dimensions


	30g (mean/average)
	25-30g
	All 35g
	-
	Lack of ‘smaller’ choco bars available 

	Difference between consumers i.e. male/female


	Male prefer dark chocolate
Female – milk
	Ages 21-35 (target)– less rich chocolate, honeycomb filling
	
	Females eat more chocolate on average
	

	Features i.e. toppings, style, flavour


	
	
	
	
	

	Packaging


	
	
	
	
	

	Technical details


	
	
	
	
	

	Warranties/Guarantee


	n/a
	n/a
	After sales care line
	n/a
	n/a

	Branding


	Males – expensive, luxury choc
Female – cheap, basic

	
	Nestle – range of both luxury/basic

Mars – basic, low cost

Galaxy - medium
	
	

	Promotion

	
	
	
	
	

	Target area (where do your customers live?)


	80% Launceston

	95% Launceston
	All major brands in range of shops in Launceston 
	Supermarkets biggest growth area for luxury chocolates
	Major brands already in most shops – too many product lines to compete with.  Therefore choose more local shops. 

	Local media – tv, radio


	People prefer radio promotions (80%)
	n/a
	Tv advertising predominantly 
	TV and National radio biggest advertising mediums.
	Major brands have large advertising budgets. 

	Advertising – leaflets, google, posters


	
	
	
	
	

	Sales promotions – bogof, 3 for 2, vouches, coupons


	
	
	
	
	

	Place


	
	
	
	
	

	Shops to trial in (local)


	n/a
	Cost cutter, co-op
	Major brands in each type of retail outlet
	Supermarkets biggest % of sales for each competitor 
	Influencing power of major brands help push best supermarket aisles and positions

	Distribution Channel (direct, selective)


	Internet based service preferred by 69%
	
	Through wholesalers and retailers
	
	Major brands in far too many shops which makes it too easy to find and get hold of. 


	Price


	
	
	
	
	

	Pricing strategy – which one? Price you are going to charge (each line)

	Low cost at beginning – average price suggested = 29p.  Also preferred coupons/money off. 
	Cheap at beginning to ‘give it a try’
	All charging between 40p – 45p
	n/a
	No ‘cheaper’ alternatives to major brands.  


