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Executive Summary 
 
Cold Stone Creamery has been serving up superior ice cream, cakes, cup cakes and smoothies and 

shakes for over 20 years.  There are 1,450 locations all over the world and 15 locations in the target 

market: the Tampa Bay metropolitan area.   Like most business, Cold Stone has seen a drop in sales over 

the last few years due to the struggling economy.  Cold Stone is very expensive, but the company thinks 

its treats are worth the price because consumers get more than just ice cream, they get an 

“experience”.  Cold Stone’s biggest strengths are the number of strategically places store locations, its 

image, the customer experience provided and a history of financial success.  Cold Stone’s biggest 

weaknesses are price, wait time, lack of healthy options and portion sizes.  Cold Stone has many 

opportunities in the Tampa Bay area, and if successfully exploited, could create new strengths for the 

company.  Some of Cold Stone’s goals are to implement new marketing strategies to increase customer 

awareness throughout Tampa Bay, develop better marketing techniques, increase website interaction 

and continue to grow as a franchise.   Some of its objectives are to increase revenue at each franchise by 

15% during 2011, to run a promotion with the University of South Florida, and to create a customer 

loyalty program to increase the number of repeat customers by 15% through a loyalty card program.   In 

order to reach its goals and objectives, the proposed marketing plan will cost $195,921.  Currently, each 

Cold Stone franchise is required to use 3% of its sales for marketing and promotions.  The proposed 

budget will increase the required marketing amount from each store to 3.43%, allowing Cold Stone to 

best reach its objectives.  The marketing plan includes Valpak Savings Coupons, Free Smoothies samples, 

Customer Loyalty Card, USF Freshman orientation promotion, Tuesday Kid’s giveaway, Dog Yappy Hour, 

Student Study Break Promotion, a Clear Channel Outdoor Digital Billboard, Senior Citizen Afternoon 

Happy Hour and a Monthly Customer Drawing.  The most expensive promotion is Valpack, which takes 

up 46.6% of the budget.  Although Valpack is expensive, it will reach the most consumers and hopefully 

increase sales and foot traffic.  The plan heavily targets the University of South Florida with two different 

promotions; one for new students at USF and one for all students in the Tampa Bay area.   The health 

conscious movement is a current threat for Cold Stone and the marketing plan includes a promotion to 

target this select group.  Cold Stone smoothies are considered to be a “healthy indulgence” on its menu, 

and samples of them will be given away at the Gasparillia Distance Classic race expo in February 2011.  It 

is estimated that over 20,000 people come through the Gasparilla race expo, giving Cold Stone a unique 

opportunity to target this health conscious group.  This plan is also cost effective and is only $2,840, 

1.45% of the budget.  The marketing plan, as a whole, will reach the target market, current customers 

and potential customers effectively.  



 


