
The Melting Pot: 
Fondue Restaurant. 

Presented by: 
 

•  Iracmay Lugo. 



Brand Background: 

Ø  Is a premier fondue restaurant 

Ø   More than 140 locations across North America and 25 
locations in development. 

Ø  Offers a unique and interactive dining experience  

Ø  Creating memorable moments with friends and family  
 
 
Ø  Guests can enjoy a choice of fondue cooking styles, a variety 
of entrees, salads and desserts. 



Market Facts/Trends: 

Ø  People are experimenting with different items when cooking with fondue: 
trying out new blends of cheeses, diverse main entrées, and various 
combinations of chocolate.  

Ø   There is also an increasing trend to pair 
alcoholic drinks specially wines with the different 
cooking styles of fondue. 

Ø  The items used for dipping have become much 
more creative. The traditional dipper has always 
been cubes of bread. Now people are using 
vegetables, sweet fruits, chips, and fish, as well. 

Ø  There's a heightened interest in creating fondue from scratch. People are 
either using their own pots or going to fondue restaurants to enjoy and cook 
different recipes all over the world. 



Ø  A Venezuelan Fondue Restaurant called Little 
Switzerland in English . 

Ø  Is a small restaurant with a cozy and romantic 
ambiance that makes people feel like they are in 

the center of Europe. 
Ø  It is basically a traditional cuisine that has 
different dishes from Switzerland but their 

signatures are their fondue dishes. 
Ø  They offer cheese fondue with mushrooms, 

filet mignon broth fondue, and chocolate 
fondue. 

Ø  Children’s Menu and a special area just for 
them. 

Hurdle: is located in a small town of the Capital with a lot of a colonial 
architecture and a rich artistic culture with different types of gastronomy 

which makes it a place of interest for visitors.  The restaurant communicates 
to their customers through an extensive use of social media, print 

advertising, and online ads. 

Competition: 



Cheese Fondue with mushrooms. 

Crepe filled with 
Nutella. 

Traditional Switzerland dish 
“Potance” of sausages and beef. 

Raclette Switzerland and 
German dish of beef. 

Products: 

Outside of the restaurant. 



Competition: 

Hurdle: Fábrica Di Chocolate offers to the consumers a new idea of Fondue 
Express giving them a faster service that results in seeing fondue as a 

different concept. The company also use effective communication tools to 
reach their customers like social media, print advertising, blogs, and email 

subscription.  

Ø  Offers a variety of products, including desserts, drinks 
and sweet hand crafted chocolate with premium 

ingredients. 
Ø  Their main signature item is their melted chocolate 

fondue express mix with fresh fruit. 
Ø  Originally from Brazil has expanded its reach to more 

than 30 Brazilian cities. 
Ø  Has franchises into 6 foreign countries including 

Venezuela which made them a well recognized brand 
locally and globally.	  

Ø They are set up as kiosk-units in places where the 
concentration of people is above 200,000 monthly. 



Big Fondue. Traditional Fondue. 

Mousses. 

Fondue Express Ice 
Cream. 

Fondue Trufado. 

Salad Fruit. Smoothie. 

Goodie. 

Products: 



This is what the kiosk from the company looks like: 

Kiosk-Unit: 



PEST Analysis: 

Economic: The city of Valencia which is the 
third largest city in the country is going to be 
the best spot for the restaurant. Valencia is an 
economic hub that contains Venezuela's top 
industries and manufacturing companies and 
also is known for having a lot of diversity in 
gastronomy, arts and museums, points of 
interest, and fashion. Benchmark price for a 
meal out (for 2 mid-range restaurant) is $64.20. 

Social: full-service restaurants tends to have 
a boundless consumer base mostly shaped by 
middle and upper-income groups. Middle and 
upper-income Venezuelans people continue to 
visit full-service restaurants whenever possible 
because of cultural preference for socialization 
and being part of the newest trends. 	  



Segment 1: 

The Up To Date Consumer: are known for being very sociable, outgoing, and 
who truly enjoy eating out. 
Ø  For them, food means having a good time with friends, experiencing new 
dishes, and sharing their experiences.  
Ø  They are young consumers who are always looking for the latest and newest 
trends when it comes to talking about food. 
Ø  This audience is the first to go to try a new place. Therefore, they are the 
ones who others ask if recommendations are needed for places to dine in.  
Ø  These consumers have a big reputation and their opinion matters to others.  
Ø  Price is not a big concern for them and they are willing to pay whatever it 
takes as long as they are the first to try out food in the restaurant. The same 
applies to the nutritional information and food ingredients. 
Ø  Social media plays a big role in their lives because it allows them to be 
informed about everything new that happens in their surroundings and to keep 
connected all day.  



Persona: 

Ø  She is Andrea; a young Venezuelan girl of about 22 
years old who is living in Valencia with both of her 
parents Miguel (50) and Jessica (51), and her older 

brother Andres (24). 

Ø  Andrea is studying Marketing at one of the most 
prestigious and private universities in the city; UNITEC 

(Center University of Technology). 

Ø  Their household income level is around $190,000.  

Ø  Andréa likes to drive her black Mazda 3 Sedan. 

Ø  She totally loves going shopping and her favorite 
brands are Michael Kors, Zara, Nine West, Guess, Levis, 

Ralph Lauren, Louis Vuitton, and Victoria Secret.   

Ø  She also likes to party with her friends at night clubs, 
enjoys listening to music and watching girly TV shows 

like Gossip Girl, Pretty Little Liars, and the Vampire 
Diaries. 



Persona: 

Ø  Andrea truly enjoys the experience of eating outside 
of her house, especially if it is to try out a new eating 

place in her town.  

Ø  She is crazy passionate about keeping up to date 
when it comes to talking about food.  

Ø  Her friends called her the “Guinea Pig” since she is 
always the first one to experience and to try out a new 

place. 

Ø  Andrea’s friends know that she is so into 
experiencing new meals that she has become a 

trustworthy person in the manner. 

Ø  Andrea’s iPhone and Social Media are her life 
because they allow her stay communicating and keep 

connected to express herself through all of her journeys 
related to food and restaurants. 



Segment 2: 

The Casual Dinner Consumer: for these consumers, food is more related 
to having a peaceful and relaxing dining experience. 
Ø  They can be described as giving and emotional consumers. This audience 
is not into being the center of attention. 
Ø  They are more conservative and reserved in terms of choosing a 
restaurant. Their decision is based on what really makes their dining 
experience an enjoyable and memorable quality moment to share with 
friends, family or their significant other.  
Ø  They are a more mature consumer who enjoys trying out new meals where 
the food is the main component for a different and unique dining experience. 
Ø  Price of the food and the quality of the ingredients can be important if they 
don’t feel that the whole dining experience is worthy. 
Ø  For these customers, recommendations or references from others are their 
main source of dining advice and they use it to decide whether or not they 
want to try a new restaurant.   
Ø  These consumers use social media to follow the news on time but also 
enjoy other forms of media like print and broadcast advertising. 



Persona: 

Ø  He is David, a Venezuelan adult of about 40 years 
old who is living in Valencia. David works as a Financial 

Engineer for “Banco de Venezuela”. 

Ø  He is a married man whose wife Ines is around 38 
years old and they both have a child Sergio who is 8 

years old. 

Ø  Their household income level is around $100,000. 

Ø  David drives a Toyota 4 Runner which he uses it on 
a daily basis and for long trips with his family within 

Venezuela.  

Ø David is the decision maker in his family. He decides 
where to shop for food, home appliances and 

furniture's which he goes local. 

Ø  For clothes, some of the brands he likes to wear are 
Hugo Boss, Banana Republic, Zara, Clarks, Nike, and 

Tommy Hilfiger.  



Persona: 
 

Ø  David likes to be up to date by reading “El 
Carabobeño” a famous newspaper in Valencia. 

Ø  David has an active lifestyle and he likes to do any 
activity that involves spending time with his family like 

going to the beach, camping, and traveling. 

Ø  He also likes to go out for dinning, especially on the 
weekends since it is the time were he can relax and do 

something fun with his family.  

Ø  He is always looking for restaurants where he can 
enjoy a peaceful and delightful meal next to the ones 

he loves. 

Ø  David asks for recommendations to his friends when 
visiting places and he decides where to dine according 

to their opinion.  

Ø  David is a little picky to please and he won’t 
hesitate to never come back to a restaurant if he feels 

that the whole dining experience wasn’t worthy.  



Positioning Statement: 

Ø  The Melting Pot: Fondue Restaurant has made its way to differentiate them by 
understanding the true meaning of offering to their customers a fondue experience 
that they will never forget.  

Ø   It offers a higher quality in their food by cooking with the best premium 
ingredients, a cozy ambiance that gives customers a feeling of welcoming, and an 
outstanding service to fulfill with the needs of their audience. 

Ø  The restaurant also offers to their customers a VIP Reward Club where they enjoy 
rewards, exclusive offers of upcoming fondue features, special deals, food tastings, 
special events and advanced holiday reservation privilege.  

Ø   The company is also involved with the community. It supports the St. Jude 
Children's Research Hospital in the fight against childhood cancer. They sponsors 
annual fundraising programs and local special events whose earnings are 
contributed directly to the hospital. 



Key Message: 

The message that will connect The 
Melting Pot: Fondue Restaurant with both 
audience is the unique and memorable 
experience that each one of them will go 
through when dinning in this place.  

Their philosophy is “Experience The Fondue 
Effect”. In which customers will enjoy a 
distinctive way of having innovative and 
exquisite fondue(s) to share with their friends, 
family or their relative ones with the effect of 
creating a remarkable dining experience.  



Product: 

The Melting Pot: Fondue Restaurant will continue to offer to the Venezuelan 
people their fondue signatures dishes:  
Ø  Diverse Cheese Fondue (Cheddar Cheese, Swiss Cheese, Blue Cheese, and Trio 
Cheese)  
Ø  Various Main Entrée Fondue for two as Individual Entrée Fondue (filet mignon, 
lobster tail, shrimp, pork, duck and chicken) 
Ø  Entrée Cooking Styles (seasoned vegetable broth, cholesterol-free canola oil, 
or special with wine) 
Ø  Variety of chocolate fondue (milk, dark, and white) 
 
Ø  Salads (Cesar salad, Mushrooms salad, Chef’s salad, California salad). 
Ø  A variety of Venezuelan Beers, Wines, Sodas, Natural Juices, Cocktails, and Te. 
 
 
In addition will offer their Children’s Menu (small portions of items of an adult 
fondue) and drinks (Chocolate and Caramel Smoothie, Oreo Cream Milkshake, 
Wild Raspberry Lemonade, Chocolate Milk, Regular Milk, Soda) 
 



Product Adaptations: 

The restaurant will add some product adaptations to the dishes and in the 
portions of the food since in this country small portions of food are more 
accurate.  
 
Instead of having the traditional 4-course meal which includes (one cheese 
fondue, one small salad, one main entrance, and one chocolate fondue) it will be 
more adequate to have a 3-course meal and a 2-course meal. 

Product adaptations: 
 

Featured Cheese Fondue: incorporating seasonal Venezuelan Cheeses like 
“Queso de Mano”, “Queso Telita”, “Queso de año”, and “Queso Guayanes”. 

 
Featured Fondue Entrée: incorporating seasonal Venezuelan beef like “Carne 

en vara”, “Carne en punta”, and “Lomito”. 
 

Featured Chocolate Fondue: Select from dark, white or milk chocolate then add 
your favorite liqueur and topping for your own signature creation. 



Product: 



	  
	  

Product Innovation: 
The cook top table: improve table design that eliminates raised cooking bowls and 
incorporates the bowls into the table top to makes it easier for customers to reach the 
fondue and serve themselves.	  

Fondue Forks: improve fondue forks by incorporating a “grabbing” feature. This will 
prevent food from falling off the fork into the fondue bowl which commonly happens 
with the current version of the fork.	  



Place: 

The best place for The Melting Pot: Fondue Restaurant in 
Venezuela is going to be in the city of Valencia. One of 

the areas in Valencia in which the restaurant will be 
located is going to be in “Nautilus Jardin Gourmet” which 

is one of the central districts with many diverse 
restaurants, clubs, and shops.  



Price: 

The prices that the restaurant will be charged to the Venezuelan audience 
are shown below, the prices were taken as a reference from the online page 
of The Melting Pot: Fondue Restaurant. 
 
Ø  For the Cheese Fondue the price will be $15.00 (serves 1-2) Price: $5.00 
per additional person. 
Ø  For the Main Entrée Fondue for two prices will be between $40 up to $60 
and for Individual Entrees prices will be $20 to $30. An additional of $5 per 
pot will be charged for the special entrée cooking styles. 
Ø  For the Chocolate Fondue (Small - Price: $15.00, Regular - Price: $30.00) 
Ø  For the 3-course meal price will be $60 and for the 2-course meal price 
will be $40. 
Ø  For the salads the price will be $5.00. 
Ø  For the drinks the prices will be between $3 up to $15. 
Ø  For the children’s menu prices ranges between $8 up to $18. 
Ø  For the children’s drinks the prices are $2 to $3. 



For the promotion, the restaurant can promote their 
brand and the VIP Reward Club in multiple advertising 

channels in Venezuela which includes broadcast 
advertising, print advertising, and social media outlets 

The best media to reach out 
and to communicate with the 
Up To Date Consumers will be 
the different outlets in social 
media like Facebook, Twitter, 
Instagram, and Foursquare 

since these media are growing 
rapidly in the country and more 

young Venezuelans are 
increasing their use on their 

smart-phones. 

For the Casual Dinner 
Consumers the effective media 
to communicate with them will 

be print and broadcast 
advertising since this audience 
are mature Venezuelans that 

are still influenced by old styles 
of advertising. However social 
media can be use as a way to 
conduct them to feel part of 

their community.  

Media Selection: 



Sample Marketing Communication: 

The first sample of a marketing communication illustrates how the restaurant 
can approach the Up To Date Consumers:	  

The message says: Be the first one of your kind to share a new food experience.	  



Sample Marketing Communication: 

The second marketing sample demonstrates how the restaurant will communicate 
with their Casual Dinner Consumers: 

The message says: Come to share an unforgettable experience accompanied 
by the ones you love.	  



Spokesperson: 

Erika De La Vega:  a Venezuelan actress, tv host of her own show in Venevision 
“Erika Tipo 11”, and host at a radio show on “La Mega 95.7”. She also 
participates in various social media outlets like Facebook, Twitter, and Instagram 
which has a big influence on millions of followers. 

Her audience is comprised of 
Venezuelans youngsters and 
adults who are all the time 

watching what Erika is up to. 
People are always following Erika 
on her TV and Radio shows which 
are really entertaining in order to 

get her audience engaged and she 
always asks for feedback.  

 She is a married woman who has 
a beautiful son. Erika dedicates all 
off her attention to doing a lot of 
activities with her son during her 
free time. On the weekends, you 

can see Erika and her family going 
out to dine at places, traveling, 

and going to the beach and park, 
among others. 	  



Thank You. 


