


INTRODUCTION 

¢  Sprinkles is known as the World’s First Original Cupcake Bakery and was 
founded in 2005 by Candace Nelson and her husband Charles Nelson; 

 
¢  Sprinkles has brought a change in the ways cupcakes are seen and sold, it 

became the synonym for “the” cupcakery;  
 
¢  The trend and the culture of premium cupcakes became the next big thing; 
 
¢  Stores in: Beverly Hills, Newport Beach,  
 San Diego, San Francisco, Chicago, Dallas,  
 Houston, New York, Phoenix and Washington DC.  



MARKET FACTS 

¢  Cupcakeries are popping up because of the easy way to get into the market; 

 

¢  There’s a reality show ‘Cupcake War’ where Candace Nelson, Sprinkles 
owner, is the judge; 

¢  Nowadays cupcakes are a trend that started to cross the oceans becoming 
popular not only in the USA but all around the world; 

 



COMPETITION 

Brigaderia 

¢  A store dedicated to sell gourmet versions of the most 
traditional sweet in Brazil, brigadeiro; 

¢  Great emmotional appeal; 

¢  Great design, and a fun, girlish environment; 
 

 Hurdle: the brand doesn’t do advertising ads in any 
vehicle. The key to its success is the word of mouth of its 
consumers and the product itself – their lack in marketing 
strategy may be a possible win for Sprinkles 





COMPETITION 

Amor aos Pedaços 

¢  The brand is very traditional in Brazil and has been in the 
market since 1982;  

¢  Selling gourmet and high quality sweets like cakes, pies, ice 
cream, among others; 

¢  Their product mix has different flavors of cakes, cupcakes, 
pies, brownies, chocolate bars, cookies, pao de mel, sweets 
(brigadeiro, beijinho), ice cream and others. 

 
 Hurdle: the competition in this type of segment only 

grows each day in Brazil, which makes it harder for the brands to 
stand out from the competition. Amor aos Pedaços need to find a 
way to do that once they only rely on the brand’s traditions and 
their customer’s loyalty. 





PEST ANALYSIS 

¢  With an overlook of São Paulo’s Political, Economic, Social and 
Technological factors, it’s possible to understand that the biggest and most 
important city in Brazil has great economy potential and it’s very diverse 
when it comes to gastronomy. The cultural mix that the city has is a positive 
factor when thinking about Sprinkles coming to Brazil, once the population 
is very used to other cultures influences especially the American culture. 
Also people in São Paulo are very trendy and fashion oriented – always 
carrying the latest product or brand that’s available in the market. People in 
the city are influenced by celebrities, bloggers and social media. Brazil is 
very on display worldwide and with the growing economy it’s the best place 
for a brand to be. 



SEGMENTS 

¢  ‘Sprinkles Addicted’ 
 

 This type of consumers is dessert fanatics/ sweet-tooths that 
don’t mind spending money on this type of goods as long as 
it’s good quality. They buy into the brand for the whole 
experience of buying a cupcake. This consumer desires 
experiences, values creativity, authenticity – they’re looking 
for more than just another sweet. They’re fun, mainstream 
people that have a more urban lifestyle and cares about the 
brand’s status and its attractive design. They also care about 
trends and what is ‘in’ right now in the market. 
 



PERSONA 
 
 

 Lauren Smith is 25 year old girl from 

 Laguna Beach, California. She has lived  

with her parents and older brother her  

whole life in the small town, which  
makes her know everyone in town but not necessarily make 
her friends with them. Ever since she was 16 and got her 
own car she always drove to LA with her friends to go to 
restaurants, concerts, clubs, TV shows, etc, since they felt 
Laguna didn’t have enough options. Her passion for 
fashion, trends and celebrities made her pursue her dream 
as a fashion designer.  



PERSONA 
 
 

She moved to LA to study in the field  

and now work for a company that is good for 

her career but not everything she wished 

for. She likes looking for new things in art,  
music, fashion and of course always connected in every 
social network she can, especially on Instagram where she 
can post all of her pictures. Status is very important to her 
and so is good quality. She doesn’t mind spending money 
on good restaurants as long as she enjoys the whole 
experience.   



SEGMENTS 

¢  ‘Boutique Soccer Moms’ 
 
These consumers are moms that are often surrounded by her 
kids, since they’re the most important thing in the world for them. 
They have a need for convenience and needs to make fast 
purchases for their kids. They make rational decisions about the 
price of the products however it’s not a decision maker; they’re 
more worried about the quality of the products they purchase 
since the happiness of their family is all that matters. Cupcakes 
are a better choice than other sweets because you can control the 
portion and they feel that cupcakes are an indulgent treat that can 
be very versatile and that create excitement for their kids. They 
buy into the brand because it’s comfort food for their kids, it’s fun 
but at the same time they care about the brand’s status and image 
in the eyes of others.   



PERSONA 
 
 
 Lys Lawrence is a 43 old woman, she’s 
happily married with her long time high 
school sweetheart husband John. They have 3 kids: Drew 
(10), Josh (8) and Isabella (6) and lives in Hermosa Beach, 
California. Lys enjoyed working and she thought she was 
very good at her last job, but after having her kids she quit so 
she could spend more time with them. That’s not a problem 
since her husband John is doing really well at his job and 
recently was promoted. So the family financial status is great 
at the moment, but it doesn’t make them show off people, 
although Lys really enjoys having launch with her girlfriends 
every week, go to the gym whenever it’s possible and buy 
into her favorite brands.  



PERSONA 

 
They are concerned about money 

 but allow themselves to have small  

luxuries. Especially for Lys who tries to keep up with the 
trends reading celebrities magazines and watching TV 
shows. For Lys her family is the most important thing in the 
world and she would do anything for them especially her 
kids. 



WHAT THEY HAVE IN COMMON? 

¢  A like of cupcakes or desserts in general; 

¢  Has disposable income; 

¢  Middle and higher class; 

¢  Trend watchers and followers; 

¢  Entertainment industry and celebrities; 



POSITION STATEMENT 
UNIQUE SELLING PROPOSITION 

¢  Sprinkles is perceived as a premium cupcake brand, and 
it has positioned itself as the high-end-brand of cupcakes, 
not a brand for everyone but for those who are loyal to it.  

¢  The main aspect of Sprinkles brand identity is the 
emotional relationship with the customer.  It’s about 
goodness, happiness, and love.  

¢  Connection to the community; 

¢  Celebrities as frequent customers; 

 



KEY MESSAGES 

¢  Sprinkles is all about the taste and quality of the product, 
the efficiency and completeness of the service, and the 
fashionable attitude of the whole atmosphere that 
surrounds the brand.  

¢  They want their customers to feel loved and happy; 
 

¢  Sprinkles’ philosophy to customers, to causes  

and it’s care for the earth;  

 

 



INNOVATIONS 
PRODUCT 

¢  Adaptations in the cupcake flavors adding Brazilian’s 
classics like: 

 - brigadeiro; 

 - beijinho; 

 - fruit cupcakes (banana, strawberry, passion fruit…); 
 - walnuts, pecans; 

 

¢  Dessert accompanied by coffee; 

¢  Juices flavors like orange, passion fruit, 
lemonade, grapefruit…  

 

 
 

 

 



INNOVATIONS 
PRODUCT 

¢  Sugar Free Cupcakes 
The brand follows the eco-friendly/healthy attitude with the 
Vegan’s and Gluten Free’s cupcakes; Taking advantage of 
this positive attitude that the brand has, a good way to 
innovate in this field would be creating sugar free cupcakes. 
 
¢  Customize your own cupcake 
The buzz can start when Sprinkles create a contest for the 
next great Sprinkles flavored cupcake. They can take 
suggestions, create an interactive web game with all of the 
potential flavors and frosting and allow people to submit 
their ideas. 

 

 

 



INNOVATIONS 
PLACEMENT 

¢  Prestigious street in Sao Paulo – Oscar Freire; next to a 
Starbucks store; 

 

¢  Add value to the whole Sprinkles experience and adapt to 
Brazil’s culture, the brand would have to expand their 
stores, making the interior bigger with extra 

   and bigger tables; 

 

 

 



SAMPLE MARKETING 
COMMUNICATION 

¢  Create a buzz around the brand; 
 

¢  Sprinkles in a partnership with Starbucks – since the coffee 
shop is very popular in Brazil and people trust the brand; 

 

¢  Promotion in Starbucks: if the customer spends more than R
$10 in the coffee shop he would get 50% discount at 
Sprinkles; if he spends more than  

   R$20 one free cupcake; 

 

¢  Will last for a month; 
 

 

 



MEDIA SELECTION 

¢  Print ad on magazines; 

¢  Publicity in Starbucks stores 

 

¢  Social Media – not only on Sprinkles Facebook page but 

on Starbucks’ too; 

 

 



SAMPLE MARKETING 
COMMUNICATION 

 

 

Meaning: the best coffee just got better with Sprinkles Cupcakes. 



SPOKESPERSON 

¢  Fernanda Lima – Brazilian actress, model and  
TV host; 

¢  Her brand image: fun, intelligent, beautiful and stylish; 

¢  Would represent Sprinkles with her girlish, positive 
attitude; 

 

 



THANK YOU! 


