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Introduction 

Karmic Yogurt is Pittsburgh’s first frozen yogurt venue that strives to provide a nutritious 

dessert. The treat is low in calorie and has live active cultures, encouraging a healthy 

lifestyle and diet. Karmic Yogurt is in the midst of a competitive dessert industry, but has 

a competitive advantage over other venues since there are a growing number of health-

conscious consumers in the market.  

Market Analysis 

The yogurt industry has been ever expanding worldwide. Huge franchises like Pinkberry 

and Red Mango have made significant impacts on many parts of the United States. 

Karmic Yogurt is the first to tap into the Pittsburgh market and thus should take 

advantage of its early arrival.  

Awareness and Promotion 

Since Karmic’s opening, it has yet to make a significant impact in the Pittsburgh area 

due to lack of marketing. By promoting Karmic’s healthy and inexpensive desserts, they 

can gain a bigger foundation of loyal customers. The company will build a stronger 

brand for further expansion and long-run stability.  

Marketing Plan 

We plan to use various marketing techniques to increase exposure in the Pittsburgh 

area as well as develop a strong base of loyal customers. Since Karmic is still in the 

early process of developing a brand, we are only focusing on marketing for their sole 

location in Shadyside. Most of our budget goes to Karmic Klub and Karmic Pursuit 

because we believe that it is an integral component to consumer satisfaction. 

EXECUTIVE SUMMARY 
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Company 

Karmic Yogurt is the first tart frozen yogurt store that opened in the Pittsburgh area. It is 

solely owned by Matthew Yang and opened its doors in Shadyside on May 5, 2009. 

Karmic is focusing on developing a treat that is nutritious and pleasant in taste and its 

current target market is people in the mid-income bracket with an emphasis on 20-30 

year old women, who have been shown to be the predominant demographic for healthy 

frozen yogurt sales. 

As of this moment, Karmic has yet to develop an external mission statement and since it 

is still relatively new, its main objective is to get out of debt. In order to achieve this goal, 

Karmic tries to appeal to the people’s want to be healthy and trendy. They promote that 

they have live and active cultures, which are beneficial to the body; increasing one’s 

metabolism as well as enhancing the particular person’s immune system. 

This company’s main product is tart frozen yogurt, of which there are two flavors: 

Karmic (creamy and tart flavor) and Matcha (green tea flavor). There are also a variety 

of toppings that are made available for the consumer to place on top of their chosen 

yogurt. These toppings range from fruit to cereals to candies. The prices for their 

product are quite reasonable despite some people’s belief that it is too high because it 

is in line with the prices of their competitors in the frozen yogurt market. 
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Problem 

Karmic Yogurt has several problems that need to be improved. First of all, the store 

aesthetics and atmosphere are not very welcoming. They actually make the consumer 

feel a little awkward or uncomfortable. Various areas of the store aesthetics such as 

lighting, music, product display, interior décor, and seating all need improvement. In 

addition, there is very low awareness about Karmic Yogurt. There is a lack of 

advertisements and insufficient use of signs on the street. Therefore, as a result, only 

about 30% of students surveyed have heard of Karmic Yogurt. The final problem that 

was noticed was that they have a lack of consumer loyalty since most people surveyed 

stated that they would not return to Karmic Yogurt. 

Objectives 

From the marketing aspect, we plan to  

 Expand Karmic Yogurt’s target market 

 Increase exposure 

 Increase customer loyalty 

As a result of our efforts, we hope to increase profit and expect a 5-10% increase in 

sales revenue. 
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Market Situation  

After a careful review of the market, we segmented Karmic’s current market into three 

major sectors:  local Shadyside shoppers, families, and local college students. Since 

Shadyside is a well-known area in Pittsburgh for shopping, with many restaurants 

located nearby, numerous shoppers and families are attracted to this region. Thus, 

Karmic should take advantage of its location to attract as many local shoppers as 

possible. Karmic wants to attract local shoppers since they tend to be women ranging 

from 20-30 years old (Karmic’s specified target market). In addition, frozen yogurt tends 

to be the better choice (over ice cream) for health-conscious women.  

The recent recession has posed as a huge hindrance to spending habits. Consumers’ 

purchasing power of luxury goods have decreased and are thus looking for a cheaper 

alternatives. Karmic has very reasonably priced yogurt as opposed to more expensive, 

nearby dessert locations, like Mercurio’s Mulberry Creamery.  

 Additionally, we believe that local colleges would be a large potential market for Karmic 

to conquer.  The convenient location and aura of Karmic is a hot-spot for college 

students to hang out. College students typically do not want to travel a long distance to 

a dessert venue and they do not want to break their wallets with purchases. Moreover, 

the market of Karmic Yogurt is expanding as a result of people’s increasing want for an 

alternative healthy dessert. Frozen yogurt is actually currently experiencing a second 

expansion wave (the first being TCBY), thus the reason for this growing phenomenon. 

Karmic provides a good balance of a trendy atmosphere with a high quality healthy 

dessert; a very desirable combination to satisfy college students’ needs to “get away 

PART II: MARKET ANALYSIS AND RESEARCH 



 

 7 

from school.” Thus, Karmic should put more effort to develop marketing strategies and 

promotions that are directly targeted at local college students. 

Product Situation 

Karmic Yogurt currently serves only two flavors of frozen yogurt, Karmic and Matcha. 

The yogurts are great sources of calcium and riboflavin. It is also low in sodium, nonfat, 

gluten free, and Kosher dairy certified.The yogurt at Karmic can be bought in three 

different sizes: little, medium, and big. The prices vary for each size and flavor that is 

chosen. The prices also increase with the number of toppings that one would like to 

have placed on their frozen yogurt (see Appendix A). These prices are quite in line with 

the prices of the other stores in the frozen yogurt market (see Appendix B). There are 

approximately 50 cups of yogurt sold per day with a profit margin of 25% per cup. The 

Karmic (original) flavor is the most popular among consumers and the most popular 

combo is strawberries, kiwi, and mango with the Karmic flavor yogurt. Finally, a medium 

original with rainbow sprinkles and graham crackers is the most profitable product since 

each component is the least costly out of the given choices.  

Competitive Situation 

Karmic is in the competitive dessert industry. In the Oakland, Squirrel Hill, and 

Shadyside area alone, there are about 4 other venues that focus on only serving 

Pittsburgh residents delicious desserts: Sweetberry, Dave and Andy’s, Mercurio’s 

Mulberry Creamery, and Oh Yeah! Ice Cream & Coffee.  

Sweetberry 

Based on the product and geography of Karmic, its biggest competitor is Sweetberry, 
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located in Oakland. They have a similar product of healthy frozen yogurt. The only 

difference is the taste of the yogurt. Sweetberry’s frozen yogurt is slightly sweeter than 

that of Karmic. Sweetberry’s target audience is college students, primarily University of 

Pittsburgh students. Their main means of advertisement is by word-of-mouth and 

flyering at colleges.  

Dave and Andy’s 

According to our survey results, among Carnegie Mellon students, Dave and Andy’s, 

located in Oakland, is perhaps the most well-known venue for dessert indulgences. This 

homemade ice cream destination is heavily advertised to freshmen during Orientation 

week, which made it very popular among the Carnegie Mellon University students. Dave 

and Andy’s have been in the business for many years and have thus gained a loyal 

consumer base. 

Mercurio’s Mulberry Creamery 

Mercurio’s Mulberry Creamery is located in Shadyside and targets Shadyside shoppers. 

It is known for its genuine Italian feel of homemade gelato. Girasole, an upscale Italian 

restaurant is located right below Mercurio’s, so restaurant patrons often purchase gelato 

after their meal to complete the whole Italian experience.  

Oh Yeah! Ice Cream & Coffee 

The quirky Shadyside venue features ice cream with a large variety of unconventional 

toppings. For example, bacon is offered as a topping. It targets Shadyside shoppers 

and young eccentric hipsters who are unafraid to try new things. They advertise through 

their website and by word-of-mouth.  
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Distribution Situation 

Karmic’s primary means of distribution is through its venue in Shadyside. The venue is 

on Filbert Street, right off of Walnut Street. Shadyside is a popular shopping area and 

has a lot of daily traffic. Customers come to the small but homey spot for fresh yogurt. 

Currently, Karmic only has one means of distributing its yogurt-its store. However, after 

it has established a brand, we believe Karmic can find other means of distribution to 

expand its name. For example, we believe that Karmic can open up other venues in 

other areas of Pittsburgh, perhaps even creating a franchise of Karmic Yogurt stores.  

Macroenvironment Situation  

Looking into the socio-economic trends, the frozen yogurt industry has also suffered in 

terms of decreasing sales during the previous economic downturn. Consumers have a 

lower purchasing power; luxury goods seem less desirable because of their expensive 

nature. Karmic suffered less compared to other businesses in the macroenvironment 

because its products are reasonably priced. 

SWOT Analysis 

To determine the focus of our marketing plan, we need to first analyze Karmic Yogurt’s 

position within its relevant market. By using the SWOT analysis, we can establish 

Karmic’s current marketing strengths and weaknesses. We can also hypothesize 

possible opportunities and threats in the market.  

Strengths 

Karmic has established itself as Pittsburgh’s first tart frozen yogurt shop, which caters to 

the health aspect of the current trend. Frozen yogurt is very popular among a wide 
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variety of consumers, especially teenagers and young adults. One of Karmic’s strengths 

is utilizing that appeal to sell its products. Karmic’s line of products is based upon 

healthy eating.  

Karmic’s current location in Shadyside has also brought in a small but stable group of 

consumers. The frequent shoppers and local residents are aware of Karmic and a 

proportion of them are consistent customers. This serves as a good and stable 

foundation for expanding its customer base.  

Some of Karmic’s most vigorous marketing strategies currently are its online 

advertisements. Karmic has its own website which is visually stimulating and provides 

as a good outlet to advertise its products. Karmic also has a Twitter account which often 

promotes its frozen yogurt and offers special discounts to attract more customers. 

These online resources not only keep customers up to date about Karmic’s products 

and promotions, but it also communicates well with the most important audience in the 

frozen yogurt market, the young people.  

Weaknesses 

Karmic has recently tried to modify its storefront by adding on a bright orange awning to 

make the store more visible to pedestrians. However, this effort hardly makes up for its 

lack of aesthetics within the store. There is a lack of lighting and area for seating. In 

comparison to other well-established frozen yogurt shops, Karmic’s physical 

appearance does not represent the overall image of frozen yogurt shops. Places such 

as Red Mango and Pinkberry are all well lit within the store, creating an enthusiastic and 

warm atmosphere for the customers. They also have tables and seating for customers if 
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they choose to stay. Karmic lacks in both areas and this can be a serious setback when 

it comes to retaining customers.  

In terms of product variety, Karmic only offers two frozen yogurt flavors. Although its 

toppings range from sweets to fruits, the variety of toppings is still lacking in comparison 

to Karmic’s competitors in the market such as Sweetberry.  

Karmic also lacks awareness outside the Shadyside community. Shadyside’s main 

residents are young families and this is not the main audience in terms of the frozen 

yogurt market. Karmic has not made any effort to target other groups of consumers 

outside of Shadyside and this lack of reaching out could be a big loss to Karmic Yogurt.  

Opportunities 

The current frozen yogurt trend is a huge hit among teenagers and young adults. 

Therefore, Karmic could gain more customers by targeting nearby college students. 

Shadyside is conveniently located within a college area and by expanding its target 

market, Karmic will definitely gain profits.  

Competitors of Karmic provide a wide variety of frozen yogurt flavors and topping 

selections. In order to become a stronger competitor in the market, Karmic should 

consider adding more flavors and/or toppings to its menu. This will allow customers to 

have more choices and will cater to a wider range of consumers.  

There is room for Karmic to improve its interior decoration in terms of lighting, menu 

placement and seating arrangements. These improvements in aesthetics will give the 

products more exposure and improve upon the eating experience of Karmic.  

PART II: MARKET ANALYSIS AND RESEARCH 
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Currently, Karmic does not provide strong incentives for customers to come back after 

their first visit to the store. Customer retention is important because you want a loyal 

customer base to increase profit and stabilize sales. By promoting programs and special 

offers, Karmic can achieve a loyal customer base and therefore increase its profit.  

Karmic is in the center of one of the fastest growing trends in the market right now. 

Frozen yogurt is viewed by many as healthy and trendy. Karmic should take advantage 

of that aspect of their product to further promote the brand and product. Karmic can gain 

a lot more customers by promoting the healthy aspect of its frozen yogurt and attract 

sales by creating a trendy atmosphere through its store and customer service.  

Another approach to increasing Karmic’s awareness and sales is to promote its product 

through other products. If Karmic creates a line of shirts or other products with the 

Karmic logo, it will not only increase awareness for the yogurt but also increase sales 

through other sources. The name will be advertised when people wear the shirt or carry 

any other products that Karmic decides to sell. This could be another outlet for Karmic 

in terms of marketing strategies.  

Threats 

The current competitors that Karmic has are nearby dessert shops. The one direct 

threat that Karmic faces is Sweetberry. Sweetberry already targets college students and 

therefore takes away from Karmic’s potential target market.  

New entrants pose as another kind of threat for Karmic. The frozen yogurt market is on 

the rise and it is very possible that many more yogurt shops will appear in nearby areas. 

Same goes for other dessert stores which could potentially take away a portion of 
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Karmic’s customers. Once customers have more alternatives to choose from, they will 

be less likely to visit Karmic.  

Another potential threat could be the decline of the frozen yogurt trend. The healthy 

aspect of consuming frozen yogurt might not seem as appealing in the future and the 

whole trend might die down. This is a huge threat since a large proportion of Karmic’s 

product appeal is based upon that trend. 

There is also the possibility of a downfall in the economy. This serves as a potential 

threat for any company. Frozen yogurt is not a necessity and when consumers have the 

need to save and spend only on essentials, Karmic’s products will decrease in value. 

Market Research 

By utilizing objective questions as well as open-ended questions, we surveyed 100 

students to gather market data and learn more about awareness of Karmic amongst 

college students. It was created to help us investigate the market for desserts in 

Pittsburgh and determine the factors that people value most when purchasing dessert.  

The survey also helped us determine Karmic’s current market situation in comparison to 

its competitors.  

Our survey showed that a staggering 97% of people surveyed liked dessert and 42% 

actively seek out healthy dessert alternatives. Therefore, there is definitely a market for 

frozen yogurt among Carnegie Mellon University students. Only 30% of the students 

indicated that they have heard of Karmic Yogurt and 85% have never been to Karmic. 

Of the 85% of the patrons, over 50% said they would not go again. This supports our 

belief that Karmic’s main problems are awareness and customer loyalty. 
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Target markets 

Young women and college students near the Shadyside area are the primary target 

market for Karmic Yogurt. Young women as a target market has stayed the same since 

it has been shown that younger women care more about their health and thus are more 

inclined to purchase frozen yogurt. College students are targeted because many of 

them come from outside the Pittsburgh area where frozen yogurt is more well-known. 

Therefore, they are more likely to go out of their way to buy frozen yogurt. In addition, 

college students fit within the age range that Karmic Yogurt initially targeted. College 

campuses are often targeted since there are many students in one central location that 

advertising in one location would result in many more new customers and thus an 

increase in profit. 

Positioning 

The product will be positioned as a healthy and hip dessert. Since more people are now 

looking for healthy food options, promoting the healthiness of frozen yogurt will entice 

more people to come try Karmic. Also, since it is being targeted to college students, the 

same target market that its main competitor Sweetberry targets, Karmic Yogurt needs to 

show that it is an even more attractive venue.  
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Product 

Sweet Flavor 

Karmic currently has two flavors of yogurt: Karmic and Matcha. According to our survey, 

90% of consumers look for taste when it comes to choosing a venue to purchase 

dessert products. Also, from the comments that we received, many customers that have 

tried Karmic’s yogurt do not want to go back because of the tart taste in the current 

flavor. We believe by adding a sweet flavor to the mix, Karmic can reach a broader 

spectrum of tastes.  

Atmosphere 

The atmosphere that we create within the store is also very important with the 

experience of Karmic. Currently, the venue is small and untidy. A lot can be changed to 

make the place look bigger and more suitable for the enjoyment of yogurt. For example, 

we believe that having employees dressed in an apron uniform as well as having a 

standard greeting or slogan will give Karmic a stronger image, especially one of unity. 

Additionally, simply having up-to-date music playing will create a more hip and trendy 

atmosphere. Seating is also another problem with Karmic. After yogurt is purchased, 

customers are forced to awkwardly stand or leave the store to eat. By adding seating 

inside and outside of the store, Karmic allows consumers to fully enjoy their purchase. 

Another problem that Karmic has is their policy of “Cash Only.” We believe that it is a 

necessary investment to get a credit card certification to reach a wider range of 

customers, specifically those that do not carry cash around.  
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Price 

Compared to other frozen yogurt places around the nation, Karmic is similar in price 

(see Appendix A & B). We believe that it is important to keep the prices competitive to 

ensure that Karmic is up to par with other yogurt places without hindering their profit.  

Place 

Currently, Karmic is located in Shadyside, with only one means of distribution. We are 

focusing our marketing strategy on that store, so we can build a brand for Karmic. 

However, we do believe that in the future, Karmic could expand its distribution channel 

to other venues, such as opening up more stores that sell Karmic products, or selling 

yogurt to restaurants.  

Promotion 

Karmic Klub 

One of the biggest promotional strategies that we will be taking on is implementing 

Karmic Klub (see Appendix C). It is a loyalty program built to increase customer 

retention rate. These nifty cards are given to customers to keep track of the number of 

yogurts that they purchase. For every yogurt that they purchase from Karmic, they will 

receive a Karmic stamp. After nine stamps, they are eligible to receive one small Karmic 

yogurt with a topping of their choice. The cards will motivate consumers to continue 

coming so they can obtain a free yogurt! 

Karmic Pursuit 

Another innovative action we will be taking is Karmic Pursuit, which is a set of activities 

that you can do in the store for additional discounts. The activities will be placed on a 
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poster on the wall for the consumer’s viewing. An example of an activity would be that 

the customer can get a discount of 10% off their yogurt purchase by getting Karmic 

stamped on their forehead. The customer is happy because they saved money from 

doing an effortless activity for the discount. Karmic benefits as well because the 

customer essentially has become a walking advertisement.  

Discount Days 

Also, we will be having college, seasonal, and holiday discounts. Around finals time, 

Karmic will have special promotions for college students in order to relieve some stress 

from studying. For instance, college students can get half-off yogurt on reading days 

during finals week. Additionally, specials will be administered during different seasons 

and holidays. For example, free candy canes will be given out with every yogurt 

purchase during December. 

Visual Promotions 

Flyers are a very important way to gain exposure. Currently, Karmic has a flyer, but 

does not utilize it to its full potential. My group has not seen any on campus. We plan to 

have periodic flyering sessions at the beginning of each quarter around college 

campuses. This way, students can constantly be reminded of Karmic’s product. The 

flyers will change according to the specials during that period. For example, the flyers 

distributed during the beginning of the school year can be featuring a “Welcome Back!” 

special.  

College newspaper ads will also be printed periodically. Similar to the flyers that will be 

distributed, the newspaper advertisements will have print ads that feature specials of 
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the period. Also it will specifically target the students of that college. For example, for 

University of Pittsburgh students, the advertisements can speak directly to the students 

by saying, “Listen up Panthers! Karmic has a deal for you!” 

Sidewalk visibility is also another important factor to grab the attention of Shadyside 

shoppers (see Appendix D). The main street in Shadyside is Walnut Street. Thus, by 

placing a street sign on Walnut Street, pointing to the direction of Karmic, customers 

can go to the venue more easily. Additionally, bystanders may find the street sign 

intriguing and may want to try the yogurt.  

Online Promotions 

Karmic’s website is strong place to advertise its brand, product, and promotions. The 

Internet is a ubiquitous source to finding out more information. Therefore, the website is 

the perfect connection between Karmic and the people. Promotions can be advertised 

on the website as well.  

Social Media is perhaps the biggest trend currently among young adults. It is important 

because people influence their friends about the brands they love. The most influential 

source of information is from personal contacts (ex. family and friends). This intricate 

network is growing each day and has become the new mass entertainment. Therefore, 

we suggest Karmic to start a blog. This blog can feature information about Karmic, but 

more importantly, it will feature benefits and tips about healthy living and eating. These 

facts and tips can serve as an indirect way to market Karmic to consumers because 

they will view Karmic as not only a place to get a healthy dessert, but also a company 

that cares about their well-being. This positive image will help Karmic grow in the future. 

Karmic already has a Twitter and Facebook page, however, both are not active. These 
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pages should have direct links to the Karmic website and blog as well as actively 

responding to other people’s posts. For example, on Twitter, if someone tweeted about 

their search for the perfect dessert place, Karmic can respond to the tweet by 

recommending Karmic Yogurt. 

Keeping up with the Trend: Research 

Sustainability of profit is also a goal of Karmic. In addition to the feedback cards given to 

consumers about their experience at Karmic, we plan to have other suggestion sections 

asking consumers what they would like to see in the future at Karmic.  

Additional investment in research and development is not necessary in Karmic’s case. 

The company is relatively small and there is nothing very drastic that Karmic can 

implement to give it a clear competitive advantage over other dessert places without 

hurting its profit.  
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Action Program 

Considering all of our marketing strategies, implementing all the strategies in the first 

quarter (with March as the beginning of the fiscal year) will help Karmic create a 

powerful marketing effect that would convey a strong impression and message. If we 

just implement one or two marketing strategies at a time, the time spent observing the 

result would cause the strategies to become inefficient and unproductive; the impact 

would be subpar.  

Starting in quarter two, more specific marketing actions will be implemented. A greater 

emphasis will be placed in distributing flyers in the local areas; the flyers would be 

circulated at the first week of each month and again later in quarter 6. In quarter 3 and 7, 

we will advertise in college newspapers to increase college students’ awareness of 

Karmic. In addition to advertisements in college newspapers, we will be promoting 

college half-off yogurt during finals week. We plan for this promotion to occur at the end 

of the quarter in order to best coincide with the finals week of different colleges. Since 

there are two finals periods during each academic year, we will be holding this college 

day discount in quarters 1, 3, 5 and 7. Lastly, we decide to have quarter 4 and quarter 8 

to be our evaluation periods. During these two quarters, we will not be implementing 

any of our marketing strategies. Instead, we will be analyzing the effects and results of 

our strategies and then adjust our strategies and advertising campaigns accordingly 

(see Appendix E).  
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Budgets 

Karmic will spend the majority of its marketing budget on efforts to retain customers and 

attract the new target market of college students. About half of the budget will be 

allocated towards promoting the Karmic Klub. A quarter will be allocated towards 

promotions for various Karmic activities to promote sales. Other large allocations will go 

towards advertisements in college newspapers and flyers in local areas (see Appendix 

F).  

Most of the marketing budget in the first year will be spent on one-time costs such as 

installation of seating and implementation of employee uniforms. Other variable costs 

will include promotion costs for loyalty programs. However, these costs will also be 

compensated by the increasing sales and popularity due to the implementation of these 

loyalty programs. Some of the one-time costs will become fixed costs over time 

because after specific marketing strategies have been evaluated, we will then 

consistently implement the ones that are effective in increasing awareness and sales 

(see Appendix G). 

We aim for an increase of 5% - 10% in sales revenue once Karmic implements the 

proposed marketing strategies. With consistency in costs and an increase in revenue, 

we predict that Karmic will reach its break-even point in the third quarter (see Appendix 

H).  
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Controls 

The action program proposed several strategies to be implemented over a period of 

eight quarters. It is important to track the performance of each marketing strategy that 

we plan on implementing. By using a quantitative method we can compare the yield that 

each method returns.  

To track the effectiveness of each strategy, we will implement feedback cards (see 

Appendix I). The feedback cards are placed right in front of the cash register for 

maximum exposure. We believe that while the customer is waiting for their orders to be 

made, they will graciously offer their suggestions. These cards will give vital research 

data on the effectiveness of our advertisements so we can better assess how to allocate 

our marketing capital.  

In order to test each strategy, we will take the data that was collected and then compare 

it to the sales data prior to the implementation of these strategies. This will allow us to 

see how effective the strategy has been in boosting sales (see Appendix J). In addition 

to our current strategies, we can also track the sales of the new sweet flavor by 

determining the percentage increase in total sales.. 

The controls are important as they provide us with valuable feedback. They give us 

information as to which strategies are more effective and allow us to calculate the return 

on the money invested into the marketing portion of the business. They will also help us 

better allocate funds when we make future investments and prevent money from being 

wasted on less efficient strategies. 
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Appendix G 

Initial Cost  Variable Cost 

Sweet flavor yogurt: $ 100 Loyalty Program: Karmic Klub 

(buy 9 get 1 free): $ 600/month 

Employee Uniform (apron and hat): 
$ 150 

Loyalty Program: Karmic Pursuit 

(10% discount): $ 300/month 

Seating: $ 500 Loyalty Program: College Half off  

$ 800 each academic year 

Sidewalk Signs: $ 100  

Topping Display: $ 50  

Purchase of Credit Card Machine: 
$ 200 
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Appendix I 
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Appendix J 
 

 Strategy Goals 

Quarter 1  • Begin implementing all 
strategies. 

• Spread awareness about 
Karmic 

• Increase sales 

Quarter 2  • Flyer for a week • Increase in sales around 5% 
due to promotions from Q1 

Quarter 3 • Promotion for college day 
• Ad in the Tartan 

• Bring in new college students 

Quarter 4 • Evaluate strategies’ success 
thus far 

• Discover what might need to 
be removed 

Quarter 5 • Promotion for college day • Entice college students to take 
the walk to the store 

Quarter 6 • Flyer for a week • Increase in sales around 5-
10 % from before Q1  

Quarter 7 • Promotion for college day 
• Ad in the Tartan 

• Bring in the new students 

Quarter 8 • Analyze strategies 
• Develop optimal combination 

• Increase in sales by 10% and 
increased market share 

 

 

APPENDIX 


