Introduction


The mission of Hot Potatoe, Inc. is to provide healthy food options that compete within the 

fast food industry.  The organization will serve baked or steamed potatoes with a variety of healthy

topping choices, including but not limited to, broccoli, celery, chive, tomato, corn, beans, peppers,

a variety of low fat grated cheeses and lean meat pieces (chicken and beef tips).  While the organization

competes in the fast food, products are differentiated as healthier options not only with the toppings,

but with the processing of the items.  All potatoes vegetables toppings are steamed or baked.  Lean 

meat toppings are broiled, rather that sautéed.


In order to compete within the fast food industry, Hot Potatoe must identify the market 
segments in which the products will be targeted, as well as develop a marketing strategy to reach 
those segments. Marketing objectives will be determined by considering how the organization should

position itself within the industry and how to best reach the target audiences.  The mission of the 

organization, to provide a better, healthier fast food alternative, should also be incorporated into 

marketing objectives, to convey the organization’s product offerings to consumers.

Identifying the Market Segment


The market segment might possibly include all fast food consumers.  There are many people 
facing health issues that must maintain strict dietary guidelines.  Those with Type II Diabetes, High Blood 
Pressure and Coronary Artery Disease typically are not encouraged to consume fast foods or are limited 
to salads on most fast food menus.  Hot Potatoe offers food products that are more substantial and can 
be selected as a meal, rather than a side dish.  Therefore, the market segment will include all consumers 
who want a healthier fast food option to reduce intake of calories from fat and to meet specific dietary 
needs. This segment also wants foods that are low in fat and that will allow them to feel satisfied.

Identifying the target market usually involves grouping potential consumers by need.  While
the need for healthier fast food options is one common need, marketing segmentation also requires

to consideration of desired benefits (Rohan, nd).  In considering why potential consumers will desire

 a healthier fast food option, some obvious benefits, such as time savings in eliminating meal 

preparation and monetary value in pricing strategy are also features that draw many consumers to 

fast foods in general. 


While typically the middle aged adult comes to mind when a low fat or low sodium diet is
mentioned, there are many others who will fall into this category.  School age children today are 

becoming heavier and the incidence of obesity is greatly increasing.  Many parents must either avoid

fast foods altogether, when addressing issues of childhood obesity, or greatly reduce consumption

by their children.  Because many families resort to fast foods when schedules are hectic, the market

segment becomes much larger than simply middle ages adults.  It is broadened to include anyone who

needs to be mindful of the types of foods they consume, due to one health issue or another that is 

or can be related to consumption of foods high in dietary fat.

Why the Target Segment was Selected


This target segment, all fast food and non-fast food consumers who want healthy fast food 

options, was selected for its proportion within the general population.  “NHANES surveys (1976–1980 

and 2003–2006) show that the prevalence of childhood obesity has more than doubled in younger

age groups and more than tripled in preteens and teens” (Center for Disease Control, 2009).  Additional

research indicates that children living in poverty are also more likely to become obese.  The patterns 

across the United States for Obesity correlate very closely to those for the population of people who 

have Diabetes, according to 2009 charts shown by the CDC.




What statistics indicate, is that there are many people in the U.S. whose dietary needs are not 
being met, for one reason or another.  Whether fast food restaurants offer healthy options or not, 
many families rely on having ready-made meals that can be accessed quickly and easily. Fast foods are

relatively low cost options to many of the healthier grocery store options.  For those living in poverty,

having a fast food restaurant nearby, particularly with the new dollar menus that many offer, means 

there will always be something to eat that is affordable.  Hot Potatoe has the potential to make a real

difference in the lives of those who require healthier options, with menu choices that are low in fat,

relatively low cost and easy to access.  It also has the potential to become a major competitor in the 
fast food market, with potato choices that add healthy toppings and make the choices seem like more

of a meal.

SWOT Analysis

Strengths


There are no fast food chains that focus on baked potatoes.  Wendy’s does offer a baked potato 

with a very limited variety of toppings.  Hot Potatoe has a very large target segment to which it can 

market its products.  Costs for production of baked or steamed potatoes are equivalent to those used 

to fry potatoes and burgers.  Fryers are simply replaced with steamers and high efficiency convection 
ovens, which speed up baking time and use less energy.  Processes within the fast food industry are 

already well established.  While Hot Potatoe may alter or replace some steps in the fast food process,

a basic process that is already proven exists.  

Weaknesses


There are no baked potato specialty restaurants in the industry.  While many people enjoy 

other forms of the vegetable, such as fried or mashed.  Understanding how well such products will

be received is difficult to determine.  People may think about eating healthier and talk about it.  But,

when it comes down to actually making the choice, they must be convinced that they will be satisfied

with the decision.  The Hot Potatoe may not be a big a success as The Baked Potato Factory near 

Melbourne, Australia.  Many people in the target segment will require convincing, to try the products 

offered.  Though chives, sour cream and shredded cheese are popular toppings, many people have 

never tried adding other vegetable toppings, to make a healthy meal.


Though equipment exists to bake potatoes very quickly, it may still require more time 
than the few minutes it takes to for fries and burgers.  Though proven fast food production processes

exist, they may need to be altered for anticipation of customers within a specific time frame.  The 

potential exists for inaccurate forecasting of product demand, if the right forecasting model is not 

chosen.  “Sometimes predicting the level of change is sufficient” (Evans, 2010).  However, if such 

forecasting is used in fast food, it could lead to acquiring too much stock and issues of spoilage.

Opportunities 


Hot Potatoe has the opportunity to offer an entirely different product line, complete with 

variatiosn such as white or red potatoes and a wide array of topping choices, which can be selected 

much like the toppings at Subway.  The organization can also focus on the potato as a satisfying option

that is relatively low in calories (270 calories for a plain potato of average size).  Hot Potatoe can 

begin simply with a few of the more classic toppings, such as cheeses, broccoli and peppers, with 

the addition of some lean meats, then expand as customers provide ideas for what they would like.

The organization has the potential to let customer feedback and customer inquiry guide the choices

that are offered within the product line.  Hot Potatoe has the potential to gain market share in a fast 

food subcategory or specialty chain, if those within the target segment are reached by a message 

that indicates it can provide what they want and need. Low cost, ease of access and healthy fast 

food should be the focus of marketing messages. The healthy potato can be leveraged as the 

means of differentiating the organization from competitors.
Threats


Though it may seem there are few threats for Hot Potatoe, there are many fast food specialties,
such as Subway,  that compete for business from customers who want healthier choices than burgers
and fries.  Consumers may substitute take out Asian food chains, who usually offer some type of 

healthy vegetables with their dishes.  Within the fast food industry, changes in product offerings occur 

rapidly.  If Hot Potatoe does not continue to develop new product offerings or innovative new choices, it 

stands to exhaust the product life cycle rather quickly.  

Market Position

While Hot Potatoe, as a new entrant to the fast food industry, could position itself as a low cost 
leader, competitors who offer similar or substitute products can react quickly.  For example, Wendy’s 

could offer special prices on their baked potatoes to retain customers.  Other specialty fast food chains 

could lure potential Hot Potatoe customers with their own versions of healthy products.  Therefore,

pricing should remain consistent with the average prices for fast food chain products, ranging from the 

low end to the middle.


Differentiation means offering something that other fast food chains cannot offer.  While 

offering baked potatoes of different varieties, with a host of toppings that customers choose, is a 

different approach, it is not necessarily one that others cannot imitate.  Differentiation should come 

from the focus on the baked potato as a healthy meal. Through communications in advertising, 

information is conveyed about the attributes of the product, that affect consumer perceptions and

make them seem unique (Berry, 2011).  For instance, Hot Potatoe might promote their product

offerings as a surprisingly simple option that is both fulfilling and healthy.  


While fast food chains can be found nearly anywhere today, Hot Potatoe must consider 

providing products in locations that are not only easy to access, but will also provide a quick meal

for those who have little time for lunch or dinner.  Near or on college campuses makes sense, 

because college students often do not take time to prepare meals and are looking for something 

filling, easy on the budget and different. Families with children often consider restaurants near 

shopping and other weekly activities.  Locations near sports clubs or gyms, medical centers and 

business centers make sense, because they are in view of busy families, those who are treated for 

obesity related health issues and near areas where middle aged adults often work late hours and 

skip evening meals.
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