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INTRODUCTION: 

Häagen-Dazs: 

v  Is the creator of  the "Rolls-Royce of  ice cream” 

v   Häagen-Dazs continues to bring art to ice cream 

with the purest flavors and richest textures that 

delight the taste buds and soothe the soul 

v  Innovation is what they strive on, to provide the 

highest quality dessert eating experience 

v  Over 900 shops in more than 50 countries 

 

 



MARKET TRENDS 

v  Americans consume more than a 1.5 billion gallons (about 5.7 

billion liters) of  ice cream a year = 25 pounds (11 kg) per 

American per year 

v  There is a new trend in 2012-2013 for desserts within desserts 

v  There is a definite trend for “little desserts” for the sweet tooth 

in snack-sized portions to be offered in the U.S. 

v  Food reality shows are booming – The Food Network, Hell’s 

Kitchen, Top Chef, Chef  vs. City, Dinner Impossible, Chef  

Academy, Cake Boss, Sweet Genius, and the new show “The 

Taste” 

 



BAKLAVA ICE CREAM 

v Chunks of  sweet and crispy baklava 

immersed and mixed into a light 

brown/gold colored baklava flavored 

ice cream 

v Will be contained in a hexagonal 

prism shaped plastic container 



BAKLAVA ICE CREAM 

v This sophisticated and chic 

dessert will be placed delicately 

in three small chunks on a 

clean white plate when served 

in a restaurant 



COMPETITOR #1 :  PERSIAN ICE 
CREAM – MASHTI MALONE’S  

v  “Where ice cream takes on the 

delicious and exotic flavors of  its co-

owners' native Iran.” 

v  Great emotional appeal, the need and 

desire for that taste of  “home” 

v  They are the supplier of  more than 

200 restaurants in California to Persian 

and Armenian Restaurants sold at a price 

of  $4.95 dollars per barrel 

Hurdle: People come here for the true ethnic flavors. Their main target are the middle 
eastern consumers. They rely on customer loyalty. 





C O M P E T I T O R  # 2 :  T I R A M I S U  +  M O R E  –  
S T E V E N  RO B E RT S  O R I G I N A L  D E S S E RT S  

v  Steven Roberts Original Desserts sells tiramisu and other desserts 

including “cheesecakes, layer cakes, tarts, cookies, bars, brownies, 

mousses and other specialty items” 

v They are a direct supplier of  frozen desserts, where they proceed to 

sell them to 25,000 “restaurants, hotels, theaters and gourmet grocery 

stores” at a price between $6.95-$12.00 depending on the restaurant 

v They are focused on innovation, but as well on quality, creativity, 

and service. They have the ability to mass-produce which lowers the 

price. 

Hurdle: They are growing every day. They provide large rich desserts with many calories. Not 
targeting the healthy choice consumer. 





PEST 
Political Factors: 

v  The U.S. has a competitive market, but rewards can be substantial 

v  Many regulations when it comes to importing food products into the U.S. 

v  High tariffs associated with food products in the Harmony Tariff  Schedule for the U.S. 

Hurdle: Government regulations, all of  the strict policies and procedures, as well as high taxes. 

Economic Factors: 

v  The U.S. Economy is slowly improving, after the Financial Crisis in 2008 and good potential 

for growth, GDP is $15.1 Trillion. Inflation is at 1.6%. The interest rate is 0.25% 

v   Consumer confidence has risen to its highest point in more than 4 years 

v  Hurdle:  Pricing of  the product is the most important since the economy is improving, and 

consumer confidence has risen dramatically. 

 



MARKET SEGMENT:  
COSMOPOLITAN CONSUMER 

v  Looking for brands that enhance self  image 

v  Products purchased are sophisticated and creates prestige and 

achievement for the consumer 

v  Consumer thrives on others looking at them with envy 

v  Enthusiasm for life, excitement and thrill, guilty-pleasure 

v  Feeling confident, strong, fun, motivated and passionate 

v  Market segment can be influenced by advertisements if  the ads are 

of  very high quality and look expensive 

v  A higher price is important to them, for very high quality product  



PERSONA:  MS.  KATHY SONNELLY 
v  She is a Pharmaceutical Sales Rep that goes 

out on many dates, and takes a lot of  clients 

out to dinners.  She is constantly promoting 

her self-image. She has two siblings and 

parents that live in the same area, and she tries 

to keep in touch. She lives in her own condo 

and drives a Mercedes.  She spends a lot of  her 

free time at the gym, or in yoga or pilates 

classes.  She has recently learned how to play 

golf  and goes to the golf  course once in a 

while.  She has many friends and may spend 

one weekend each month at a luxurious spa. 



MARKET SEGMENT:  
DIASPORA CONSUMER 

v  Very involved with culture and heritage 

v  They have an emotional connection and remember the fragrances, 

tastes, and textures of  certain products from their homeland 

v  Immediately drawn to brands that contain elements from home 

v  Get together often with family and children 

v  They want the products to be rich and at top quality 

v  Price is important to them, but they will spend as much as they need to  

v  Sense of  security, comfort, a relief  of  stress 

v  Indication as a true fragment of  themself  

v  This market segment can be influenced by advertisements if  the ads are 

in their foreign language 



PERSONA:  MR.  NADIR GULLU 

v  Mr. Nadir Gullu is a 53 year old man, living in 

Los Angeles, California, but is originally from Turkey. 

He arrived in the United States many years ago to 

pursue the American dream for him and his family.  

He has retired but likes to keep himself  busy.  He has 

a beautiful wife and two children (ages 14 and 17), 

and they are a middle-income family.  Even though he 

is thrilled to be in the U.S., he misses his home and 

strong Turkish culture.  He owns a home and drives a 

Toyota Camry. Nadir loves to eat, which is why he is 

on a diet and trying to watch his weight. He likes to 

seek new adventures by traveling, writing poems, and 

taking classes. 



POSITIONING STATEMENT 

v You experience it once, you will do anything to get it again 

v It is positioned as high-end, that consumers will have an 

emotional relationship and attachment to. It is about 

prestige and richness. It is exclusive and only sold by Haagen-

Dazs, and no other company in the United States.  



KEY MESSAGE: 

v The Haagen-Dazs philosophy – “find the purest and finest 

ingredients in the world and craft them in to the best ice cream 

available. It is a way of  doing business that is as demanding as it is 

uncommon.” 



INNOVATION: PRODUCT 
AND DISTRIBUTION 

v My innovation started with the creation of  Häagen-Dazs’ new ice cream 

mixture of  Baklava with Baklava flavored ice cream 

v  First time Häagen-Dazs is changing their method of  distribution, where they 

are selling their product to high-end restaurants (in the past they have only sold 

to one restaurant in Paris - Bistrot Romain) 

v The portion provided to the consumer in the restaurant is unique in the way 

that they receive only 3 small chunks of  the product onto a white plate and 

served, instead of  in a container, or in large amounts 



INNOVATION: PRODUCT 

v A completely new product innovation that could potentially be a 

first for Haagen-Dazs, is Baklava immersed in plain yogurt.  Plain 

yogurt is typically sour, and with added chunks of  sweet baklava, this 

will generate a whole new taste (AESTHETICS) and texture to the 

market.  This will not be one of  their frozen yogurt products, even 

though they happen to be very successful.  This will be a regular 

yogurt product that will be found on shelves in supermarkets, but 

with the proper packaging to illustrate prestige and high QUALITY.  



INNOVATION:  
SOCIAL 

RESPONSIBILITY 
CAMPAIGN 

v  Haagen-Dazs has a really amazing social responsibility campaign and is trying to make an 

IMPACT to help save honey bees.  There is a honey bee crisis, as over the last 5 years, we have 

lost approximately one-third of  the honey bee colonies worldwide.  Without honey bees, we 

would not have pears, raspberries, strawberries, or many products used in ice creams, and many 

other desserts.  They are raising money for research to determine the cause for Colony Collapse 

Disorder (CCD) where bees are puzzlingly abandoning their hives and dying.  A new innovation 

is to produce a honey-flavored ice cream with specific logos designed to create awareness for this 

cause plastered all over the container.  Consumers will primarily be purchasing the product solely 

to help raise money for the cause (EMOTION – power), but also for the delicious flavor.  There 

can be events put on to raise more money for the cause with large amounts of  the product sold 

to attendees, and possibly even commercials advertising the product. 



MEDIA SELECTION 

v  Print ad for restaurant magazines, food blogs, and in food 

conventions 

v Ads on social media such as Facebook, yelp 

v  Partnership with restaurants, ads on their websites, and update 

postings on their twitter accounts 



v  Nigella Lawson – English food 

writer, journalist and broadcaster, 

had her own cooking show, then a 

show on the Food Network, and 

now she’s on the Food Reality 

Show, “The Taste” 

v  Brand image – elegant, sexy, 

beautiful, love for food, outsider 

SPOKESPERSON 



S A M P L E  M A R K E T I N G  C O M M U N I C AT I O N :  
C O S M O P O L I TA N  C O N S U M E R  

Made like no other. If you love her, take her 
for Haagen-Dazs 



S A M P L E  M A R K E T I N G  C O M M U N I C AT I O N :  
D I A S P O R A  C O N S U M E R  

You experience it once, you will do anything 
to get it again 



THANK YOU 
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