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Executive Summary 

Danone is the yoghurt category’s market leader in Portugal, having several years of 

experience and know-how on producing the most genuine yoghurts in the market. Facing a 

harsh economic environment and following the company’s innovation-driven attitude, the 

time for embracing a new adventure which can change Danone’s history in Portugal has 

come, and this marketing plan aims to grant the support for the launch of Yolado, a brand new 

product in the frozen yoghurt category, which Danone is eager to discover and explore. Our 

expertise in yoghurt’s production is a major and powerful resource which allowed us to 

develop a high quality yoghurt-based product such as Yolado, having differentiating 

characteristics which makes it unique. Supported in our mission of delivering health through 

food, we intend to launch Yolado to address the increasing consumers’ demands in terms of 

healthier products. As a frozen yoghurt, Yolado will stand as an alternative to traditional ice-

creams, carrying the health benefits of the yoghurt combined with the pleasure of tasting an 

ice-cream. 

The frozen yoghurt market is divided in the Modern Trade channel and Proximity channel 

(including HORECA). This market is currently in expansion due to the consumers’ demands 

concerning healthier products and it is expected to continue on growing over the next years. 

Yolado is in a low involvement category in which consumers do their decision-making 

process similarly to the ice-cream market, based on occasion of consumption, brands they 

know or have positive past experiences with and, at last, taste and flavor. 

Yolado will be launched as a refrigerated product which is afterwards frozen by the end-user, 

keeping the nutritive attributes of a regular yoghurt but with a tasting experience similar to an 

ice-cream’s. By gathering new customers, Yolado’s sales are estimated to grow from 1.8M € 

to 5.7M € in a three-year period. It will be sold in two types of packaging, 500ml and 

4x125ml, both sold to the end-consumer at the price of 2,99€. 

We will focus our efforts on attracting new category users, having competitors’ users as our 

secondary target. Our target segment will consist in urban men and women above 25 years 

old, following a healthy lifestyle, who take good-care of themselves but that do not abdicate 

of having their self-indulging moments. Henceforth, our integrated marketing communication 

efforts based in a plurality of marketing tools will focus not only on transmitting Yolado’s 

distinctive positioning to consumers’, but also on fulfilling our brand awareness, attitude and 

purchase intention objectives, granting us the support for Yolado’s launch success. 
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Introduction 

After acquiring 70% of Iophil – Produtora de Iogurtes S.A in 1989, Danone fully launched its 

brand in Portugal in June 1990. Since then, it has been specializing on the production of fresh 

dairy products using Castelo Branco facilities. On the following years, our plant’s capacity 

has been enlarged and our offices were reallocated to Lisbon. During the 90’s, we defined 

ourselves as an innovation-oriented company and started devising new products in order to 

increase our sales and our prominence in Portugal. Therefore, we launched four new sub-

brands during this period: Bio Activia, Danup, Danoninho and Actimel. Since 1994, we are 

the national market leaders in the fresh dairy product category. 

At the beginning of the 21
st
 century, we were accredited for the quality of our products and 

production process, and we also started the second major expansion of our Castelo Branco 

factory. Nowadays, we are renowned as a socially responsible company, focusing efforts on 

delivering the best quality products to our customers and fostering excellent relationships with 

our collaborators and suppliers. With the core determination of delivering quality, tasty and 

healthy fresh dairy products, our future strategy is to diversify our offerings with innovative 

yoghurt-based products. Following our ambition, the pioneering concept of Yolado will 

leverage the takeoff for this ambitious adventure. 

 

Current Situation Analysis 

Internal Environment 

The internal environment stands as a crucial aspect when it comes to launch a new product 

such as Yolado.  It is extremely important to understand which are the competitive advantages 

that can be useful for the process of launching this new product. 

In Danone, our overall mission is “to bring health through food to as many people as 

possible” thus improving Portuguese families’ health and nutrition. Through innovation, 

Danone intends to be a reference in the field of healthy food for all the Portuguese people, 

being focused on the satisfaction of the needs of our clients and consumers, well-being of our 

collaborators, the environment surrounding the company and committed to achieve high-

performance results. In order to achieve our ambition, in Danone we support ourselves in four 

main pillars: openness, enthusiasm, humanism and proximity. 
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Danone’s sales value has been decreasing in the last few years, as a result of the new 

competitive environment existing in the country. In fact, the economic crisis lead consumers 

not only to cut back on household expenses to face their income’s loss, but also to be more 

aware of the discounts offered by retailers and to schedule their purchases according to them. 

Moreover, private label growth and the aggressiveness of national brand’s competitors, also 

contributed to Danone’s performance. Our total revenue level has suffered a decline of 10% in 

the last year, mainly due to the sales decline on traditional grocery stores and HORECA. As a 

consequence, the need for portfolio diversification arises, allowing not only risk 

diversification but also leveraging the opportunity of expanding into other categories, explore 

new markets and launch innovative products which can achieve a high position in our 

product’s importance hierarchy. 

Furthermore, a review of the internal resources is essential to identify which can work 

together with the strengths of the company in order to shape additional competitive 

advantages. Our prominent resource resides in our own collaborators. Characterized by a high 

level of commitment and first-rate skills regarding their specific functions, they ensure that 

Danone’s high standards in terms of innovation and ambition are nurtured on a daily basis. 

Thus, we highly promote the empowerment, development and well-being of our collaborators 

since they embody our core resource. A considerable portion of our financial resources is 

allocated to innovation and marketing purposes, as these are two essential drivers of our 

success. We have access to regularly updated data concerning our customers and the 

marketplace which allows us to provide a more suitable response to their needs, being these 

informational resources crucial to better understand and keep up with the marketplace 

dynamics. In Danone we ought to have a reputable relationship with our strategic suppliers, 

who are trustful and committed to work with the market leader it its segment. 

Moreover, it is essential to assess Danone’s offerings. In Portugal, our product portfolio 

resides uniquely on the yoghurt category, being a part of the Fresh Dairy Product business 

line (Attachment 1). The products offered are aligned with the overall mission of the 

company, as yoghurts are proven to have a vital role on a healthy diet. Through the diversity 

of our portfolio, we intend to reach different types of customer segments by targeting them 

according to their specific needs. Internally, we divide the products of our portfolio by their 

contribution for the company’s total sales. The products marked as “Push Brands” have a 

considerable weight in Danone’s total sales (approximately 50%), thus being the source of the 

majority of our revenues. Furthermore, the “Reinvent Brands”, which represent almost 30% 
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of our total sale, typically consist in a set of successful products but which may be improved 

within a short-term period. Additionally, the “Maintain Brands”, “Dinvest Brands” and 

“Other Brands” are the ones which require less resource allocation, representing altogether 

approximately 20% of our total sales. 

An analysis on the previous results of the company is also pertinent since it can aid on the 

understanding which are the factors that can influence our future performance. Danone is the 

market leader in Portugal in the yoghurt category. Over the last few years, Push, Reinvent and 

Maintain Brands were the most profitable ones, representing roughly 95% of total sales. 

Business relationships are another important issue to address when it comes to the analysis of 

the company’s internal environment. In this matter, we are thrilled to have an excellent 

relationship with our national suppliers who provide us with the best resources to fulfill our 

customers’ needs. Concerning our distributors, we strive to have good relationships with them 

in a win-win basis. Nonetheless, we have some bargaining power in the negotiation with our 

distributors, as market leaders on the yoghurt category. It is also important to emphasize that 

our most important distributors are Jerónimo Martins and Sonae, since they represent about 

70% of Modern Trade channel’s sales. 

 

Market Summary 

The Portuguese frozen yoghurt market has currently a total volume around 8 million euros. 

Assuming it will increase at the same pace as the European average, we can expect a growth 

rate of 35% and 25% over the next two years for the frozen yoghurt market, during the period 

of our marketing campaign. 

Most of the consumers entered this market as an alternative for the ice-cream one. The arousal 

of this market need is mainly due to the fact that people are generally becoming more health-

conscious and concerned with their physical shape, tending to choose healthier alternatives. 

Consumers seek to buy image and their self-concept arises both from within their selves and 

from external influences such as feedback from others
1
. In urban areas, where people usually 

have higher overall information access, this trend is especially emerging truly fast. Market 

growth derives mostly from this fact. Since ice-creams are usually associated with sugar, 

unnatural ingredients and weight gain, this is an opportunity for Yolado to entrench its space 
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on the growing frozen yoghurt market as there are not any alternatives which offer exactly the 

same benefits as Yolado’s. 

Since frozen yoghurts are a type of frozen dessert that was developed as an alternative for ice-

cream consumption, it is relevant to analyze the ice-cream market and to consider some of its 

major players as our competitors. As a matter of fact, all the respondents on our qualitative 

research highlighted ice-creams on their frozen dessert preferences and the ones who were 

willing to try Yolado (or had already tried other frozen yoghurt) perceived it as a substitute 

for the consumption of ice-cream. Hence, frozen yoghurts fill a gap between consumers’ 

needs and existing offers in the ice-cream market. 

As this is a relatively recent category, it has a high growth potential. For instance, the take-

home frozen-yoghurts are poorly developed, as there is only one major player recently 

established: Unilever. In the beginning of May 2013, the frozen yoghurt Olá Yogoo was 

launched. Yolado differentiates from this product by offering a healthier composition due to 

the fact of being totally made of yoghurt, probiotics and fruit whereas the competitor, 

although also being a yoghurt-based product, is made with the addition of elements such as 

butter, containing almost the same calorie level as a regular ice-cream (Attachment 2). Thus, 

Yolado offers all the true benefits of the yoghurt (calcium for bone strengthening, yoghurt 

bacteria increasing the immunity system’s effectiveness and less saturated fat contributing for 

a lower cholesterol level and overall weight), having healthier characteristics comparing to the 

recently launched Olá Yogo, mainly due to the factors above mentioned, and also in terms of 

level of calories and dietary fiber in its composition. It is also pertinent to mention that Yogoo 

is sold as a frozen product, whereas Yolado is sold as a refrigerated product and is then frozen 

by the end-user, meaning that they are placed in distinct shelves: Yogoo is located near the 

ice-cream whereas Yolado occupies a shelf in the yoghurt area.  

According to our marketing research, customers consider the occasion of use as the first step 

on their decision-making process, corresponding with the need recognition (Attachment 7 – 

Slide 6). Afterwards, they search for the brands they know and can be easily visually 

identified in-store or for the ones they keep in their memory as having provided them with 

positive experiences in the past. Since Yolado is produced by Danone, which is the national 

market leader in the yoghurt industry, consumers will be able to identify it easily and rapidly 

associate it with the quality presently offered by our yoghurts. This way, they can easily bond 

with the brand and if it is strong enough, they repurchase Yolado without cycling through the 
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earlier decision journey-stages of consideration of other brands and evaluation
2
. The 

aforementioned fact is even more relevant for repeat purchases, since consumers spend a 

minimal amount of time on the purchase decision process for a low-involvement product, 

recurring to decision-making habits and skipping the earlier stages of the consumer decision 

process. However, the degree of involvement may differ from one consumer to another, 

depending on personal or situational factors and on the product itself
3
. Albeit having a low 

complexity degree associated to its decision making process, and as Yolado is a brand new 

product, consumers will experience a limited problem solving situation at the time of the 

initial purchase. Finally, their purchase intention will be ultimately driven by flavor’s choice. 

Other factor which can influence our customer’s behavior at the purchase stage of the 

consumer decision process is price. Although being important, its significance essentially 

arises when the customer is evaluating two products with the same perceived quality. 

Currently, there are no private label products in the frozen yoghurt category. Taking this in 

consideration, we believe that we can manage to control the private labels’ threat of entering 

the market, as long as Yolado excels on its price-quality ratio offering. 

Having its peak during Summer, both frozen yoghurt and ice-cream markets are becoming 

less seasonal. Nowadays, these products’ consumption is not restrained only to the Summer 

months, since people are increasingly consuming this type of products all year long, 

especially because of the proliferation of take-home ice creams in the modern trade channel. 

This way, we expect Yolado to also follow this trend, as the take-home frozen yoghurts are 

starting to be developed. 

 

SWOT Analysis 

Strengths 

- Positive brand image leveraged by 

market leadership in yoghurt category 

- National milk suppliers 

- Innovation-driven company 

 

Weaknesses 

- Brand often associated with yoghurts, 

which can prevent people who do not like 

yoghurt of trying products produced with 

it 
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- Capacity of launching “local successful 

products” into new markets 

- Know-how regarding new product 

launch: experienced on what might work 

or not 

- Brand image can be based on quality but 

not necessarily on the company mission 

(health issue) 

- Decreasing presence on Proximity 

channel (HORECA and Traditional 

Grocery Stores) 

Opportunities 

- Rising demand for healthier products 

- Possibility to diversify product portfolio 

with the launch of Yolado (new category: 

frozen yoghurt) 

- Provide customers with other products 

beside yoghurt which can be consumed at 

different occasions 

- Communicate the mission of the 

company to consumers by launching 

healthier products as an alternative to the 

existing ones in the market 

Threats 

- Economy private labels can harm market 

share in the future: they are lower priced 

and can easily imitate a recently launched 

product 

- Consumers’ perception usually 

associating healthier products with bad 

taste 

 

Competition 

As mentioned before, our main competitors comprise (i) ice-creams (ii) frozen yoghurts. 

Regarding the first, the major player in the industry is Unilever, which has succeeded on 

selling products under the brand Olá and Carte D’Or. By offering a wide range of products 

directed to a plurality of segments and encompassing every type of sub-division within the 

category, they were capable to achieve market leadership. Nonetheless, they possess enough 

resources to maintain their status over the next years. There are also premium players such as 

Ben&Jerry’s and Haagen-Dazs, offering products which are considered to be of superior 

quality, since they typically possess higher levels of saturated fat in comparison with others 

within the category. Hence, they are usually perceived as providing higher levels of 

satisfaction and pleasure. There are also two other relevant players with whom we should 
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concern:  Pecatto, which is an artisanal ice-cream brand usually linked with tradition and 

natural ingredients; and the soy-bean based ice-creams from Somosierra, which focus on 

delivering more nutritious products than the others aforementioned. Although offering more 

nutritional benefits than others, Somosierra ice-creams are perceived as delivering less 

pleasure and satisfaction than others, since it is a soy-bean based product. 

Concerning the frozen yoghurt category, our main competitor is Unilever. The brand as very 

recently launched Yogoo, being the first brand of frozen yoghurt to be sold in the Modern 

Trade channel. 

 

Keys to Success 

As Yolado is intended to be launched in the frozen dessert market, the product quality is a key 

issue. By fostering a good relationship with our suppliers and putting a considerable amount 

of effort on both innovation and quality control, we ensure the quality of our products thus 

properly satisfying the needs of our customers. Nevertheless, having a factory which produces 

75% of our products sold in Portugal also allows us to achieve superior quality control 

standards.  

Moreover, in order to be successful, Yolado’s launch must be leveraged by our strong brand 

image, as it is a crucial aspect in the frozen desserts industry. This element is an important 

source of competitive advantage as people will more easily rely on a product from a brand 

which they can recognize and establish positive associations rather than unknown brands. 

Since we are venturing into a new category, a brand extension is crucial for Danone to 

succeed in the frozen dessert industry. 

Another key success factor is distribution. Customers tend to value the simple fact that they 

can acquire a product of this category within the minimum distance possible, which translates 

the importance of availability and convenience. They are not willing to put a lot of effort on 

traveling considerable distances to acquire a low-involvement product such as a frozen 

dessert. This way, the distribution process has to be highly effective in order to succeed on 

satisfying consumers’ needs in a promptly and appropriately manner. 
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Critical Issues 

Regarding the critical issues which can hinder our success, the major aspect to address is the 

growth of private labels in terms of total market share. Although we have a considerable 

bargaining power with our main distributors on the Modern Trade channel, the private labels 

entry in this market can be harmful as it may diminish the available shelf space to place our 

products or lead to a listing fees’ increase
4
. 

Another issue is the fact that there may be a perception on consumers’ minds linking healthier 

products and bad taste. Thus, we have to counter this aspect by communicating Yolado’s 

satisfaction, pleasure and taste proposition. 

 

Channels 

In the frozen yoghurt industry, there are two main distribution channels aimed to add value 

and deliver the product to the end-user: Impulse and Modern Trade. 

Impulse comprehends essentially restaurants and frozen yoghurt shops. This type of channel 

is widely used by several companies commercializing frozen yoghurt and is usually 

associated with immediate consumption. 

Another alternative is to use Modern Trade, by using the major retailers and hard-discounters 

to deliver the product to final consumers. This channel is extremely important as it provides 

the opportunity to achieve a wide coverage rate and boost product availability, which is an 

essential factor for convenience goods. The high number of customers per store is another 

important aspect of this channel. Finally, this channel also enables the centralization of the 

logistics operation in a small number of clients, meaning that by distributing products to a 

specific network of retailers the manufacturer can take advantage of their capacity to widely 

deliver the product to the end-users. 

At Danone we currently operate with two main channels which are Modern Trade and 

Proximity. The first one comprises the major retailers whereas the latter comprises both 

HORECA and Traditional Grocery Stores. Modern Trade has been increasing its significance 

in overall sales with a growth of approximately 8% in the last four years, representing almost 

80% of the total sales volume. Sales regarding the Proximity distribution channel have been 

losing ground at an inverse rate of Modern Trade’s, having experienced a decline of about 8% 

in the last four years. Nowadays, Proximity accounts for nearly 20% of our total sales volume, 
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being that 30% result from HORECA and 70% from Traditional Grocery Stores (Attachment 

3 and 4). For the Modern Trade channel, Danone currently has a weighted distribution of 

90%, meaning that the retailers that actually commercialize our products represent this 

percentage of the total yoghurt category sales. Moreover, we currently have an approximate 

value of 95% in numerical distribution for this channel, which means that this percentage of 

retailers sells our products
5
. On the other hand, we have 70% of weighted distribution and 

50% of numerical distribution in the Proximity channel. 

The Modern Trade channel growth has been slightly increasing, with a small growth of the 

number of active retail stores. Nevertheless, the retailing industry is becoming more 

concentrated in a limited number of players. Currently, there are in total approximately 1300 

outlets in this channel. Concerning the Proximity channel, the number of traditional grocery 

stores has been significantly decreasing, contributing for this channel’s profitability decline 

and hindering possibilities of achieving a sustained expansion and growth by using it. 

 

Macroenvironment 

Portugal has roughly 10.562.178 inhabitants
6
. The regions with a higher population density 

are the metropolitan areas of Lisbon and Porto. Our target group comprehends men and 

women above 25 years old, corresponding to 74% of total population
7
. As the longevity index 

is increasing, the prospects are that the range of people within our target group will actually 

grow over time. Moreover, the superior education levels of the country may contribute for 

Yolado’s success. More educated people usually tend to seek for more information before 

making a decision or buying a product and normally nurture their well-being, self-image and 

monitor their health condition more carefully. 

The majority of household’s disposable income is spent on food products and non-alcoholic 

beverages, currently representing around 17% of total household consumption
8
. Although 

disposable income has been decreasing lately due to the austerity measures resulting from the 

Euro Zone economic crisis, we expect that the proportion spent in the aforementioned 

category remains intact. Nevertheless, we should give special attention to the fact that if 

Portugal continues experiencing a recession period, consumers will have less money to spend 

as time advances. 

Technologically speaking, the key trends include the ongoing global penetration of 

smartphones, smaller computers, digital media and the incorporation of electronic capabilities 
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into a wider range of products
9
. These cutting-edge innovations may influence our marketing 

mix, fundamentally when building our integrated marketing communications strategy. 

Further, as an innovative-driven company, our technological improvement on the production 

of Yolado is definitely a strength. Our pioneering and innovative method to produce Yolado 

created an exclusive kind of frozen yoghurt. 

Regarding the social-cultural environment, we face the challenge of overcoming the barrier 

that our society currently has regarding products offering a healthier alternative. Usually, 

consumers associate this type of products to bad taste. This is a popular belief which can 

represent a threat for Yolado’s success. 

On the political and legal spectrum, we might face changes on certain regulations affecting 

national milk producers, thus affecting our company. If milk producers start having troubles 

on achieving its standards of quality due to restrictions, regulations or taxes imposed by 

European directives or by the government itself, we may experience difficulties on assuring 

our quality specifications as well. Furthermore, the austerity measures have led VAT to 

increase over the last few years, reaching a value of 23% in a variety of products, except for 

essential goods. Hence, the VAT for yoghurts is still at the reduced rate of 6% whereas for a 

frozen yoghurt it will be at the current standard rate of 23%, having an impact in net sales 

revenues. 

Marketing Strategy 

Mission 
Danone is highly focused on improving Portuguese families’ health and nutrition. The 

Yoghurt’s discovery will lead our consumers to experience an immense range of consumption 

possibilities that this product has to offer and, ultimately, live a better a more pleasurable life. 

With the launch of Yolado, Danone embraces an innovative adventure in a new product 

category, giving the first steps on providing a wider range of yoghurt-based healthy products. 

It truly is a turning point in Danone’s history, aiming to achieve our vision of being a national 

healthy food reference to all the Portuguese families. By combining the pleasure of eating an 

ice-cream and the nutritive benefits of yoghurt, Yolado provides its consumers with a unique 

experience of flavor and delight. 
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Marketing and Financial Objectives 

The purpose of this marketing plan is to support the launch of our newest product, Yolado, in 

June of 2013. We want consumers to associate the product with our mission and perceive 

Yolado as the top of mind take-home product in the frozen dessert category in terms of trade-

off between taste and health. Furthermore, we want to launch Yolado in order to not only 

expand our customer base but also increase the number of sales per current customer. In 

quantitative terms, we aim to achieve a net sales value of 1.816.000 € in 2014, 3.814.000 € in 

2015 and 5.562.000 € in 2016 with the commercialization of Yolado. Moreover, we expect to 

achieve a market share of 20% after the first year of Yolado’s launch, further reaching share 

levels of 30% and 35% in 2015 and 2016, respectively. 

 

Segmentation and Targeting 

Segmentation involves dividing the market of potential customers into homogeneous 

subgroups
10

, providing us with a solid support to build a concise market strategy. To fulfill 

this goal, we will apply a usage-based segmentation approach. 

The prime target group of Yolado will entail new category users (NCUs). Our intention is to 

encourage individuals who do not consume products in the frozen yoghurt category, to try and 

continuously purchase Yolado. In terms of marketing effort, it is important to emphasize the 

healthier characteristics of Yolado, such as: (i) having a low level of calories (about 100kcal 

per 125ml) and (ii) being made with yoghurt which helps to improve the overall quality of 

diet and increases the chances of achieving optimal nutritional recommendations
11

. Thus, 

non-category users who are hindered to consume products with similar benefits such as ice-

creams due to health issues will be less skeptical on acquiring a frozen yoghurt such as 

Yolado which represents an equally pleasurable and healthier alternative. From the NCU 

group, the consumers who associate Danone with superior quality products and have a 

positive attitude towards the brand will be more prone to try Yolado at the launch phase. As 

its flavor is mainly based on yoghurt, together with natural ingredients such as fruit, it will 

deliver our yoghurt category current customers a sensation of taste and desire which they will 

naturally enjoy. 

Competitors’ customers will be addressed subsequently. Hence, the objective is to gather new 

users for the brand Danone in the frozen desserts category, namely those who are dissatisfied 

or have problems finding a product with a value proposition matching their specific needs, 
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within the frozen dessert category. By having a low level of calories comparing to other 

products in the same category, Yolado will target people who enjoy eating frozen desserts but 

are not totally satisfied with the current offerings in terms of its nutritive attributes. This is 

applicable not only to consumers who currently purchase the Olá’s frozen yoghurt Yogoo but 

also to the ones buying ice-cream brands competing directly with Yolado, according to the 

competitive environment previously delineated. 

After patterns of usage’s analysis, it is important to understand who is engaging in what 

behavior and why
12

. Thus, Yolado will be directed to urban people above 25 years old, 

concerned with the health and nutrition benefits of the products they buy and following a 

healthy lifestyle, that purchase frozen desserts with the purpose of own consumption and self-

fulfillment. 

 

Positioning 

After segmentation and targeting, the next stage on the process is to delineate the positioning 

of Yolado. A brand is positioned by relating it to competitive offerings and to customers’ 

goals and lives
13

. Thus, if the positioning is plainly perceived, consumers will store a cluster 

of associations and feelings regarding the brand, allowing them to unmistakably distinguish it 

from its competitors, recognizing the brand as being exclusive and offering a unique value 

proposition. 

The first step to build a robust positioning is to relate our brand, Yolado, with its competitors. 

Hence, we shall start by outlining a frame of reference so that, if consumers know the 

category, link the brand to it and quickly bring to mind the goal that is achieved by brand 

use
14

. Inside the Frozen Dessert category, we can identify two sub-categories according to the 

occasion of consumption: Snacking and After-Meal. Subsequently, both are divided in Dairy 

Ice-Cream (Premium, Artisanal and Regular) and Frozen Yoghurt. Yolado resides in the 

After-Meal Frozen Yoghurt category (Attachment 5).  

Moreover, the next step is to define the points-of-difference, which comprise the features or 

benefits that distinguish the brand from competitors in the same category and that are valued 

by consumers
15

. Yolado will then provide the benefit of offering a healthier solution on its 

category, with the reasons to believe of having only about 100kcal per 125ml due to the fact 

that it is essentially made of yoghurt and is totally free of artificial coloring and preservatives. 
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Furthermore, Danone assures that after being removed from the freezer it has a consistent 

texture, identical to a traditional ice-cream’s. In comparison with its main competitors, 

Yolado attains the best possible compromise between health and pleasure, offering all the 

health of the yoghurt and the pleasure of the ice-cream (Attachment 6). The concept of 

pleasure comprehends the level of satisfaction usually associated to the consumption of this 

type of product. On the other hand, health comprises the benefits provided by specific 

components (yoghurt-related bacteria, in the case of Yolado) and the product’s characteristics 

in terms of saturated fat, dietary fiber, calcium and calorie level. 

Ultimately, in order to have a support for the marketing-mix decisions, it is important to 

summarize the key aspects of the marketing strategy in a positioning statement for Yolado, 

which translates into the following: “To women and men who appreciate a healthy lifestyle, 

Yolado is a frozen yoghurt that offers the perfect combination between the health properties 

of a genuine yoghurt and the pleasure of an ice-cream. We ensure this by relying on Danone’s 

renowned expertise in the production of yoghurt and the product’s unique formula, with a low 

calorie level (at least 15% less than the traditional ice cream) and no artificial coloring or 

preservatives.” 

 

Marketing Mix 

Product 

In order to build a consistent product strategy, it is crucial to address both physical and 

immaterial characteristics of our product. As mentioned before, Yolado falls in the sub-

category of frozen yoghurts, which are made using the bacteria cultures streptococcus 

thermophilus or lactobacillus bulgaricus and provide the same health benefits than 

conventional refrigerated yoghurts
16

. As the name suggests, after the yoghurt is produced, it is 

then submitted to a freezing process which results in an ice-cream alike product with a 

slightly softer texture.  

After a ten million euros investment and two years of tireless effort, we developed an 

innovative formula and new production methods that ultimately granted Yolado a very unique 

and exclusive characteristic: although it is sold on the distribution channels as a refrigerated 

product (much like any other yoghurt), it is the consumer itself that completes the freezing 
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process, at its own home freezer. Thus, with this final procedure, Yolado takes the ultimate 

step in becoming a frozen product: the only state in which it can be truthfully tasted.  

Yolado does not have any type of artificial coloring or preservatives and contains only natural 

ingredients such as milk, probiotics and fruit. Therefore, the nutritious benefits of Yolado are 

exactly the same as regular refrigerated yoghurts, preserving a low calorie level of about 

100kcal per 125ml due to its low fat composition. 

The taste of Yolado will bring to mind the freshness and juiciness of the natural fruits and 

ingredients used in the composition of each variety of the product, as well as resemble the 

essence of our quality yoghurts. We divided Yolado’s flavor portfolio in three main groups, in 

light of the segmentation, targeting and positioning previously described: 

1. Natural yoghurt. This is the flavor specially offered for our current yoghurt category 

consumers, made for true yoghurt lovers. Since they are already familiarized with this 

taste, their adoption of Yolado will be significantly easier. Moreover, this is also the 

flavor for consumers who enjoy adding any kind of toppings to their Yolado (e.g. 

fruits, almonds, etc).   

2. Standard flavors. In order to enhance Yolado’s acceptance by our competitors’ 

consumers in the frozen desserts category, we will also offer a group of flavors that 

are typically appreciated by the consumers of these products, and are generally 

available in the majority of the distribution channels. After carefully observing our 

competitors’ offerings and the flavors that made up for Yolado’s success in Spain, we 

decided to offer: strawberry; lemon; straciatella; and red fruits.   

3. New flavors. In the communications strategy for Yolado, we will develop a contest 

through which consumers can share with us their favorite flavors. Afterwards, we will 

choose the most common ones and integrate them in our own portfolio. These flavors 

can actually be a good way for us to reach the non-category users that currently do not 

consume frozen desserts due to their inability to find a flavor that matches their 

specific preferences. 

Yolado’s packaging will follow the conclusions drawn from our marketing research, and the 

consumption occasions that we found relevant for our product. For consumers who enjoy 

tasting Yolado with their friends or family after a meal, we will offer the 500ml package. On 

the other hand, for consumers that prefer to consume Yolado by themselves, in a more 

individual type of consumption (e.g. on leisure moments, wathching TV), we will offer 
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4x125ml recipients. Yolado brand will be labeled in capital letters on the front of the package, 

together with a small logo relating it to Danone. Additionally, it will have the number of 

calories highlighted on the front and its nutritional composition and instructions regarding the 

method of preparation and consumption in the counter-label (Attachment 9). 

It is important to build a strong brand since it encourages customer loyalty and boosts 

customer lifetime value
17

. Thus, brand architecture must be defined as it will have 

implications not only on the brand’s strength but also on the overall functioning of the 

company. Yolado will be endorsed by the master brand Danone. Thus, an endorsement by the 

corporate brand Danone will provide credibility and substance to Yolado
18

. Since Yolado is 

meant to be our flagship product in the frozen dessert category, a strong endorsement will 

leverage the perception of its positioning in consumers’ minds. As Danone has a well-defined 

identity and favorable brand image, they will be more eager to purchase Yolado if it follows 

the same spirit. Although having a very own personality, the brand Yolado will reflect 

Danone’s core value of focusing on delivering healthy food products. This way, consumers 

will be more confident on trusting Yolado as they perceive a common purpose between the 

master and endorsing brands, recognizing their shared values. 

Brands must have character,  its own beliefs and as a result help consumers in their lives and 

also in discovering their own identity
19

. Hence, Yolado’s brand identity prism will aid us on 

the comprehension of the brands’ different dimensions (Attachment 10). The first aspect to 

have in consideration is that Yolado is a tasteful frozen yoghurt with a low level of calories 

and no artificial coloring or preservatives, with a white packaging resembling the natural 

yoghurt’s color. Having its own personality, Yolado is health-conscious, dynamic and self-

confident brand, supported on the values of proximity, openness, innovation and commitment. 

The relationship with its customers is based on pleasure, joy and well-being. Yolado is a 

brand specially designed for people from 25 to 40 years old who care about their health, but 

still crave for their indulgence moments. Moreover, Yolado’s consumers portray themselves 

as taking good self-care and feeling confident and fulfilled. 

 

Price 

An effective pricing strategy is crucial to ensure long-term objectives are met and profitability 

is achieved. It is important to integrate both financial and marketing dimensions when making 

pricing decisions, as they often complement each other. Thus, we will use a profit-driven 
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pricing approach which facilitates the making of profitable trade-offs between higher margins 

and higher sales
20

. 

Price can seriously influence the consumer’s choice at the moment of purchase, since Yolado 

is inside a low-involvement category. Consumer’s perception about the fairness of Yolado’s 

price must be clear, otherwise they will be hindered from trying the product because they may 

find it to be either too expensive (price set above its willingness-to-pay) or, in contrast, to 

have an excessively low price (possibly identifying it as a low-quality product). Perceived 

fairness is one of the most powerful factors driving price sensitivity
21

. Therefore, we will 

apply a neutral marketing strategy for Yolado rather than a skimming or penetration ones. By 

doing so, we can communicate more efficiently our price’s fairness in terms of real perceived 

value whereas in the other two alternatives we would take more risks regarding consumers’ 

misperception of Yolado.  

The less experience a customer has in a market or the more innovative a product’s benefits, as 

in the case of Yolado, the more likely it is that the customer will not recognize nor fully 

appreciate the value of a product
22

. In consequence, value communication is crucial in order 

to increase consumers’ willingness-to-pay and capture additional value through price, hence 

increasing Yolado’s profitability. 

After a deep analysis of our competitors’ prices, we started to develop Yolado’s target price. 

According to our quantitative research results, the majority of consumers is willing to pay 

around 2,99€ for Yolado. Following this, we will set a list price of 2,10€ for 2013 and an 

associated in-voice discount of 10%. Afterwards, there can be the negotiation of trade 

contracts in which additional off-voice discounts can be granted. These discounts are usually 

associated with special displays, listing fees and promotional activities and will have a 

maximum value of 20% and 25% of the invoice price during regular and promotional periods, 

respectively. Moreover, the pocket price will be 1,51€ for regular periods and 1,42€ for 

promotional ones. Lastly, our final price recommendation for Yolado is 2,99€, which will be 

applied to both packaging offerings (500ml and 4x125ml) (Attachment 11). 

 

Distribution 

Distribution plays an essential role on the marketing mix, as it is the tool which allows the 

product to reach end-consumers. Accordingly, distribution channels are the routes to market 
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used to sell every product and service that consumers and business buyers purchase
23

. These 

channels comprise a diversity of members such as producers, wholesalers and retailers who 

establish interdependent relationships between them.  

The set of marketing flows inherent to these relationships must be carefully managed in a 

cost-effective manner in order to prevent possible gaps on either supply or demand sides.  

Additionally, the intermediaries on the channel will contribute for the creation of value 

delivered to the end-consumer. These value-added services created by channel members and 

consumed by end-users along with the product purchased are called service outputs, which 

may include bulk-breaking, spatial convenience, waiting and delivery time, assortment and 

variety, customer service and information provision
24

. If both price and physical attributes are 

alike, consumers will then prefer the product which best satisfies their service output 

requirements. Therefore, the channel members will attempt to deliver those which are more 

relevant for the end-users at the lowest cost possible. 

The channel structure must be designed according to our target’s demand level in terms of 

service output. We target men and women, who follow a healthy lifestyle and enjoy having 

their self-indulging moments. As frozen yoghurts are usually consumed in a short-time 

period, Yolado’s end-users highly value the service output of bulk breaking, since they desire 

to purchase only a small amount of the product. Thus, it is important to guarantee that the 

marketing channel allows users to buy in small lot sizes, reducing the need for the end-user to 

carry unnecessary inventory
25

. 

Our target ranks spatial convenience high, since they give special consideration to reduced 

transportation requirements and search costs. In fact, as concluded in our marketing research, 

if consumers have trouble finding their favorite ice-cream or frozen yoghurt, they promptly 

pick another brand and are not willing to search somewhere else for the desired brand 

(Attachment 7). As Yolado is a convenience good, it is crucial to ensure that consumers 

spend little effort on obtaining it
26

. 

Moreover, a reduced waiting and delivery time is also highly valued by our end-users, as they 

expect to collect Yolado, as a convenience good, to be immediately delivered at the moment 

of purchase, being extremely adverse to stock-outs. 

Our consumers typically value not only the fact of having a wide array of products to choose 

from but also the possibility to pick from multiple alternatives in each product category. 
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Hence, they put a high value on both breadth of variety and depth of product assortment, 

especially in the Modern Trade channel. This is especially true for convenience goods such as 

Yolado, which are sold mainly on retailers. 

Our consumers have a low level of demand regarding customer service and information 

provision. As a matter of fact, they seldom require any employee’s help in finding the 

product’s location on the stores’ aisles or more detailed information about the product 

specificities. 

Aside the service output’s demand, it is important to analyze the marketing flows between 

each of the channel members which will allow the desired level of service output to be met. 

Each of these vital flows has associated costs that should be minimized. The outward flows 

comprehend physical possession, ownership and promotion whereas inward flows comprise 

payment and ordering. Additionally, negotiation, financing, risking and information are two-

way flows. In order to build an efficient distribution channel, it is crucial to ensure that its 

members can achieve the best trade-off between meeting target’s demands for service outputs 

and performing the necessary channel flows that produce those service outputs at minimum 

cost. 

As Yolado is a frozen yoghurt directed to mass market consumption, it will be present in most 

of the national supermarkets and hypermarkets and in the HORECA channel as well. After 

being produced at Danone’s facilities in Castelo Branco, Yolado will then pass through a 

series of stages, managed by third-party companies, until it reaches the end-user. First, 

Yolado proceeds to Salvensen’s distribution facilities, in order to be kept until it is allocated 

either to Modern Trade (retailers) or to Proximity, in which a local distribution center will 

make the between HORECA and Traditional Groceries and Small Retailers. After being 

allocated to each the aforementioned, Yolado will be at end-user’s disposal for purchase and 

consumption, as illustrated through Yolado’s value chain (Attachment 12).  

To design our distribution channel structure, we have to define who are the members of each 

channel, their exact identity and, ultimately, decide on distribution’s intensity.  

For distributing Yolado, we will use our two current channels: Modern Trade and Proximity. 

The Modern Trade channel has the main function of delivering Yolado to the end-consumers 

through the main national retailers, whereas Proximity has the function of delivering it to 
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consumers in both HORECA and Traditional Grocery Stores, through a local distribution 

center.  

Besides our partner distributor Salvensen, the Modern Trade channel includes the major 

national retailers such as Jerónimo Martins, Sonae and Intermarché. In the case of the 

Proximity channel, additionally to Salvensen and third-party local distribution centers, it 

encompasses both HORECA and Traditional Grocery Stores. 

As a convenience good, Yolado requires an intensive distribution strategy, meaning that it 

must be widely present at the retail level. By nurturing carefully the relationships with our 

channel members and due to our brand’s strength resulting from our success in the yoghurt 

category, we ensure that we are able to have Yolado widespread across the channels we 

currently use to distribute our products and avoid incurring the risk of some channel members 

dropping our brand
26

. For Yolado, the target is to achieve values of 80% for weighted 

distribution and 85% for numerical in the Modern Trade channel and 60% for weighted 

distribution and 20% for numerical in Proximity. 

 

Promotion 

After defining Yolado’s brand identity and characteristics, its price and how it will be 

delivered to end-users, it is critical to devise an effective integrated marketing 

communications strategy, fostering consumer engagement and the creating positive brand 

equity. Advertising and communications will function as specialized means of informing 

prospective customers about Yolado, persuading them to buy it
27

. 

With the marketing objectives previously outlined, the second stage of the process consists on 

the target audience selection and action objectives definition
28

. Our primary target audience 

will be men and women between 25 and 40, caring about their health and shape, living in 

urban areas and who are new category users (NCUs). Since Yolado will be tasty and healthier 

than most of its competitors, NCUs who were reluctant on buying this type of products due to 

health concerns will be more prone to do so. Finally, our action objectives are category trial 

and brand trial. 

Communication effects are relatively enduring mental associations, connected to the brand, in 

the prospective buyer’s mind, that are necessary to create the brand’s position and predispose 

action
29

.  We intend to launch a new product in a category in which consumers do not hold 
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any associations with the Yolado brand. Taking this into consideration, we elected the 

universal communication objectives of brand awareness and brand attitude for our plan, 

together with the specific objective of brand purchase intention. 

Brand awareness is defined in terms of brand recall and brand recognition. For Yolado, the 

latter acquires extremely importance as consumers will be more prone to purchase the new 

brand of tasty and healthier frozen yoghurt after noticing it on the shelf. In this sense, through 

our communication stimuli, we want consumers to recognize the product’s packaging while 

looking for it in the supermarket’s freezers, after hearing about the brand through word of 

mouth, viewing a TV ad or being exposed to any other of the elements of our communication 

campaign. A similar rationale can also be applied in the HORECA channel. 

The second communication objective will be to create brand attitude for Yolado, as 

consumers are unaware of our brand and have no prior attitude
30

. Yolado is a low-

involvement transformational product and the main purchase motivation is sensory 

gratification, as consumers seek satisfaction and fulfillment with its consumption. 

Finally, our third communication objective is purchase intention, which will be driven by the 

favorable brand attitude of Yolado, as consumers perceive the brand is able to easily meet 

their current motivations. Furthermore, a soft-sell approach shall be applied in advertising 

since purchase intention will rapidly upshoot as soon as brand attitude increases beyond a 

“moderately favorable” threshold level
31

. 

From the different available communication tools (promotion, advertising, public relations 

and personal selling), we decided to integrate both promotion and advertising in our plan. We 

use both to comply with our brand attitude and awareness objectives, whereas for the brand 

purchase intention objective we will specifically use promotion, as it usually makes its 

stronger contribution to this communication effect
32

.  

Regarding our promotion activities, as Yolado is intended to be sold through retailers, trade 

promotions such as off-invoice discounts, returns agreements and listing fees will be used, 

accompanied by in-store sampling (consumer trial promotion) directed at the end-

consumers
35

. Moreover, a “guerrilla marketing” activity will be held to support Yolado’s 

launch and we will also develop some partnerships with selected beach bars. Concerning 

advertising, TV ads and outdoors will be used for this campaign. 
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The creative idea behind Yolado’s communication campaign must be an attention-getting and 

catalytically relevant representation of the brand positioning and detailed enough to be 

executed and tested
33

. Thus, we designed a creative brief to aid the advertising agency on the 

execution for TV ads and outdoors
34

 (Attachment 13). 

Our integrated communications plan is scheduled according to our communication and 

overall marketing objectives and is intended to last for a three-year period, from June 2013 to 

June 2016 (Attachment 14). 

First, during June of 2013, we will focus on trade trial promotions directed to our distributors 

in order to guarantee that Yolado will be widely available at its official launch date. As the 

main factor motivating distributors is their reseller profit margin, we will apply an off-invoice 

discount of 8% and a returns trial promotion
35

.  

The first major campaign targeting our consumers that we will launch is called “Derretidos 

com o Yolado”. It will start at the first half of July 2013 with a guerrilla marketing action at 

some selected beaches, in which we will dress a group of male and female promoters as 

“Baywatch” tv-series lifeguards but with a small but decisive difference: they will wear blue 

uniforms, differentiating them from the real red-vest lifeguards that currently guard our 

beaches.  At this first stage, their floats do not carry any products. 

By July’s second half, in the second stage, lifeguards’ floats will be transformed into 

isothermal bags and will actually carry Yolado samples to offer the target audience seated in 

the sand. The lifeguard vests, as well as their floats, will begin to show the Yolado brand 

logo. The official launch of the Yolado brand will be materialized through a sunset flashmob 

at the most crowded beach, and we will offer surprise prizes to the people that go along with 

our promoters. 

Concerning media, we will essentially use TV, outdoors and social networks. TV ads will be 

on air for about two weeks and should be able to communicate the unique positive emotional 

associations linked with Yolado. Visual content is crucial to achieve our brand attitude 

objective, as Yolado is a low-involvement transformational product, with the fundamental 

purchase and usage motive of sensory gratification. Subsequently, the TV ad must not only 

follow a “soft-sell” approach but also clearly show the brand and relate it to the category 

need. As for the outdoors, we will post teasing outdoors with the questions “Iogurte ou 

Gelado?” without revealing further details about the product or the brand at the first stage of 
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the campaign. Later, the outdoors will change and begin to show the Yolado packaging 

involved in potential consumption occasions. 

With the Internet reach rate growing exponentially, digital marketing is a powerful tool which 

can leverage our communications strategy success. A Twitter account and an official 

Facebook page will be created with the purpose of interacting with consumers and also to 

provide them with useful information and curiosities about Yolado. These two pages will be 

more than a platform of information sharing, as their main goal is actually to create 

interaction and improve the relationship between consumers and the brand itself, following 

our values of Proximity and Openness. Further, we will defy our target audience to create and 

share their own-made Yolado song. The winning band/singer will gain a trip to an exotic 

beach resort destination. 

After the target audience gets acquainted with our brand, we will begin to develop a consumer 

trial promotion consisting in offering free samples at different points of sale scattered 

nationwide. Sampling will successfully produce trial among other-brand loyal as well
36

. 

With the main intention of engaging consumers, we will roll out an online contest starting 

January 2014 in which each person can choose a new flavor for Yolado to be implemented in 

a near future. By doing so, consumers will feel that they are taking part in the creation of 

something really new and, even more important than that: something that effectively matches 

their own particular preferences. This contest will work on our Facebook page in a poll 

format, so people can easily vote and register their own suggestions to be evaluated by other 

consumers. 

We will provide advertising support for retailers almost since the launch moment (August 

2013). The in-store display will firstly consist in placing Yolado at isles or end-of-aisle 

shelves, depending on the negotiation process with each retailer. This way, consumers will 

more easily identify Yolado thus leveraging the brand recognition communication objective. 

We will deliver decorations and other material to retailers in order to enhance Yolado shelves’ 

visual attractiveness, gathering consumer’s attention and facilitating brand recognition as 

well. Moreover, we will pay listing fees during Yolado’s launch so that our distributors 

receive the appropriate incentives for slotting our new product. 

Yolado communication campaign will not stop at its first year. By 2014, we want a stronger 

and even more dynamic Yolado brand. Constantly looking for new ways to engage with 
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consumers, we will establish a partnership with several beach bars, that will be the 

ambassadors of Yolado at the summer time. At those places, and besides sampling actions of 

the new flavors launched in the Spring / Summer of 2014, 2015 and 2016, we will organize 

contests and distribute premiums to reinforce our commitment with the consumers’ 

expectations. People that participate and win these contests can get premiums such as Yolado-

customized take-out freezers to carry their favorite frozen yoghurt to the beach, sunshades to 

protect it from the solar rays and heat and plastic chairs to enjoy Yolado in the most 

comfortable position. Finally, we will also use price-offs and TV ads in order to induce 

further consumption and keep the brand Yolado vivid in consumers’ minds. 

 

Market Research 

We started by conducting a qualitative research based essentially in semi-structured in-depth 

interviews to twenty individuals. This allowed us to acquire some important insights about 

consumers’ motivations (Attachment 7). 

As it is a sound principle of marketing research to view qualitative and quantitative research 

as complementary and in order to quantify the data and generalize the results from a given 

sample to the population of interest, we proceeded with a quantitative research
37

. We used a 

survey with structured questions (multi-choice, noncomparative scales - Likert scale and 

comparative scales - rank order) which was successfully made to one hundred and one 

individuals (Attachment 8). 

Nonetheless, our market research had some limitations in terms of time and available 

resources. Due to the short-time period for the marketing plan development and scarcity of 

proper resources for conducting deeper research, I was unable to design a more reliable 

research and to develop a more accurate research analysis. The lack of experience on 

marketing research techniques also hindered me from developing a superior marketing 

research and proceeding to further analysis. 

 

Financials 

Supporting the implementation of this marketing plan, we devised a three-year financial plan 

(Attachment 16). This analysis is crucial to ensure the financial viability of our marketing 
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plan and guarantee our capability to accomplish with our previously defined marketing and 

financial objectives. Following the European average, we estimated a market growth of 

around 2% and 3% for each of the next three years. By 2016, we expect the frozen yoghurt 

market to have a total size of 13 million euros. We predict that Yolado grows at the same rate 

as the overall frozen yoghurt market and we defined an objective of achieving 20% of market 

share a year after launch and 30% and 35% in the next two years of our plan, respectively. We 

predicted a cannibalization of 2% in push brands and 1% in reinvent brands. The cost of 

goods sold (COGS) will be 28% of sales, and the net present value of the plan is 3.996.307€. 

Implementation and Controls 

To conclude our marketing plan, we will devise the implementation scheduling for our 

actions, define metrics to evaluate their performance and delineate contingency plans for 

possible deviations regarding our plan’s objectives, as a good strategic marketing plan counts 

for little if it is not implemented properly
38

. For the first aspect, we carefully developed a 

three-year schedule organized by month and type of activity to ensure that every activity is 

conducted at the defined moment (Attachment 14). 

 In order to evaluate if we are moving towards our objectives and goals, the usage of metrics 

to measure the performance of our activities and their outcomes is essential
39

. To draw 

conclusions over the accomplishment of our market share and acquiring of new customers 

objectives, we shall measure: (i) the value and unit sales divided by industry’s total sales each 

quarter and year; (ii) the percentage and number of new customers acquired per month, 

quarter and year. Additionally, we shall also measure our net margin quarterly and yearly in 

order appraise if we are being capable of fulfilling our profitability goals. 

We also devised some contingency plans to implement if our original strategy is disrupted by 

significant and unexpected changes
40

. If consumers misperceive Yolado’s value proposition 

and positioning, more effort will be allocated to communication activities. If Yolado’s 

innovative consumption concept is not properly perceived, TV ads and outdoors shall start 

addressing more deeply the explanation of Yolado’s consumption method and the packaging 

must be designed to show this explanation in a more attractive, noticeable and understandable 

manner. In the worst case scenario, if sales are significantly below our projected values after a 

year-time, Yolado shall be removed from shelves and stop being produced. 
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Attachments 

 

Attachment 1: Current Product Portfolio 

 

 

 

Attachment 2: Nutritional Values Comparison 

 

 

 

 

 

 

 

Olá Yogoo Danone Yolado Haagen-Dazs Regular Ice-Cream

Calories (kcal) 140,8 98 194,4 146,7

Level of Calcium and Vitamin A Medium High Low Medium

Total Fat (g) 4,84 3,4 13 7,8

Saturated Fat (g) 2,64 2,3 6 4,8

Carbohydrates (g) 22 12,8 16 17,8

Proteins (g) 2,2 1,9 3 2,6

Dietary Fiber 0 1,7 0 0,5

Note: Quantities are measured for a serving (equivalent to 79g) of each product, respectively.
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Attachment 3: Sales per channel 

 

 

Attachment 4: Sales per channel (detailed) 
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Attachment 5:  Category Division Hierarchy 

 

 

 

 

 

 

 

 

 

Attachment 6: Perceptual Map for After-Meal Frozen Desserts 
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Attachment 7: Qualitative Research 
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Attachment 8: Quantitative Research 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Nova School of Business and Economics – Universidade Nova de Lisboa 

34 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Nova School of Business and Economics – Universidade Nova de Lisboa 

35 
 

 

 

 

 

 

 

 

 

  



Nova School of Business and Economics – Universidade Nova de Lisboa 

36 
 

Attachment 9: Packaging 

 

 

Attachment 10: Brand Identity Prism 
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Attachment 11: Price Calculation 

 

 

Attachmnent 12: Value Chain 
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Attachment 13: Creative Brief 
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Attachment 14: A&P Scheduling (Implementation) 
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Attachment 15: Financials – Assumptions 

 

1. All values are represented in million euros. 

2. The P&L is incremental. 

3. The periods represented in the P&L are represented in a yearly basis, counting from 

Yolado’s launch date (June 2013).  

4. The frozen yoghurt market represents 5% of the ice-cream total market. 

5. 10% of Discounts are granted in 2015 and 2016. 

6. It is expected a market share of 20% after the first year, 30% in the second and 35% in 

the last year of the plan, assuming a total market’s yearly growth of 2% in 2015 and 

3% in 2016. 

7. Yolado has a cannibalization of 3% of sales: 

a. 2% in Push Brands segment 

b. 1% in Reinvent Brands segment 

8. The Cost of Goods Sold (COGS) or Production Cost represents 28% of sales, and is 

imputed as follows: 

a. 20% of Material Costs 

b. 3% of Industrial Costs 

c. 5% of Logistic Costs 

9. A&P costs estimation: 

a. I assumed a daily promoters’ remuneration of 45€. 

b. For in-store sampling, I assumed a coverage rate of: 

i. 20% of Pingo Doce’s stores 

ii. 20% of Continente’s stores 

iii. 45% of Auchan’s stores 

iv. 20% of Intermarché’s stores 

10. The discount rate used to compute the project’s NPV is the rate assumed by Danone 

Group for the Southern European markets. 
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Attachment 16: Financials (Incremental P&L, Market Share projections and A&P Budgeting 

per year) 
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