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Abstract

This paper is a marketing plan for The Hot Potatoe Restaurant.  The following topics will be

 addressed: the type of product the company will offer and its primary 

characteristics, the product branding strategy, how the product fits within a product line and
 the depth and breadth of the line.  There will also be an explanation of how the product and
 target market strategies fit with the organizational strategy. 

Discuss the type of product the company will offer and identify its primary characteristics.
     The type of product The Hot Potatoe will offer is a fast food baked potato with choices of topping combinations.  While the restaurant might offer to let the customer choose the various toppings, the mission is to offer healthy fast food options.  With that in mind, The Hot Potatoe will offer combinations such as broccoli, chicken and cheddar, banana peppers and lean beef, turkey with celery and grated carrots, veggie combo with cheddar or Italian combo (sausage, tomatoes, peppers and parmesan cheese).  All meat products used as toppings will be grilled, rather than sautéed, to allow for drainage of fat.  While potatoes are a starch like buns on a burger, they do provide nearly 25% of the RDA for vitamin C, many essential minerals, vitamin B6 and around 15% of daily fiber intake (George Mateljan Foundation, 2011).  Adding vegetable toppings and lean meat allows the products served by The Hot Potatoe, to provide even more nutritious meals.

Potatoes are baked in a large convection oven, to save energy and reduce baking time.  

Convection baking does not alter the nutrient content of the products.  In fact, the reduced baking time helps the food products retail vitamins and minerals (Reinagal, 2008).  Customers will have the option of choosing a large or small potato combination, for those with small children.  It is expected that with the use of the convection baking oven, cooking time is reduced from around 20 to 30 minutes, to 10 to 15 minutes.  Though this is not as fast as many fast food restaurants cook their foods, much of it is prepared ahead of time and placed on a warmer.  The Hot Potatoe can use the same strategy, while leaving the vegetable toppings for the final preparation, when the customer orders.  Vegetables can be steamed, to help retain more of their nutrients than with boiling.  Steamers are readily available for restaurant kitchens and cost is similar to other types of heating devices.  Overall, The Hot Potatoe offers a healthier fast food option that also provides a hot meal.  Though it is very healthy, a cooked potato is also considered a comfort food, so it will appeal to a wide range of consumers.

Discuss the product branding strategy.

     While the hot baked potato as a fast food option is not a new idea, the offering of the product 

as a hot meal in itself it.  Branding strategy should focus on the both the health benefits and the 

concept of the products as satisfying meals.  The organization’s brand is name associated with what the organization does, so it must allow consumers to associate healthy and hearty baked potatoes with The Hot Potatoe.  The name is kept simple, so that consumers can quickly identify what the fast food chain will offer.  The brand should “create a lasting value above and beyond all the other elements of your business" (Virtual Advisor, 2009).  Two ways The Hot Potatoe can build its brand are by building credibility and through co-branding.  Building credibility means being accessible to customers and potential customers, whether by phone, email or a combination of communications methods.  The Hot Potatoe will establish guidelines for answering all customer calls after hours, within a 24 hour time frame and will

use the same guidelines for responding to emails.  Virtual Advisor points out that many organizations never respond to email inquiries or take up to 5 days to do so.  This is unacceptable if the organization wants to establish loyal customers. The Hot Potatoe will also link its website to the United Potato Growers Association, which is committed to increase and stabilize grower returns (Hardesty, nd).  Not only does this help the organization improve credibility, but also gives the potato industry a boost, as products are offered in the fast food market.

     Another part of the brand strategy is presentation of The Hot Potatoe product.  Many fast foods chains rely on colors, particularly red and yellow, as those colors tend to increase appeal of food (Branding Strategy Insider, 2010).  However, some colors, such as orange, tend to be associated with a cheap brand. The Hot Potatoe does not want to promote its products as a cheap brand or an upscale product that consumers cannot afford.  Potatoes are a very neutral color, though the image of the potato itself can be highlighted with such colors as burnt sienna.  An outer silver wrapper show being peeled away can also attract attention without making the product appear too cheap or too upscale.
Discuss how the product fits within a product line and the depth and breadth of the line.

     Within the fast food product line available today, the baked potato fits in as a healthy option, 

similar to the various salads offered by many chains, the offerings of Subway and the baked potato offered by Wendy’s.  It compares to salads, with the many different varieties of topping packages available.  It goes well beyond the choices that Wendy’s offers, in baked potato toppings.  Ben Yoskovitz (2011) recommends that start-ups like The Hot Potatoe find a target market for the product, rather than adapt the product to fit the market.  If The Hot Potatoe decided to adapt the product to the market, it would likely be offering fried versions of the potato, to please those consumers who want their fried foods regardless of how healthy or unhealthy they are.  There are plenty of market segments who want healthier fast foods.  Those who are tired of the salad offerings and who want more options than Wendy’s offers for their baked potato toppings are just the beginning.  There are many families and individuals who choose fast foods to avoid cooking, rather than because of taste.  Many of them want to eat healthier but have limited fast food options.  This segment may include parents shuttling children to sports and after school activities, night students and many others who simply do not have time to cook or are unable to cook.  The baked potato appeals to the various segments that want a home cooked meal but simply cannot manage it, due to hectic schedules.
      Going after the right market segments is critical in establishing the brand for Hot Potatoe. 

According to April Dunford (2011), the market segments targeted should care greatly about the factors that differentiate the product, has little risk associated with adopting the product and is large enough to make the start up worthwhile.  The segment of fast food consumers who wants healthier options and risks little in making a change from other products is potentially very large.  Dunford also suggests identifying a market for a product, rather than adapting the product to various markets.  However, some of those markets will be too small to make adapting the product cost effective.

Explain how the product and target market strategies fit with the organizational strategy.

     The strategy of differentiation is possible within the fast food market, as many fast foods

consumers want and need healthier choices.  “Consumers - especially the ones with health issues, want products that are low in fat and sodium, offer good nutrition and give health benefits” (Kavounis, 2005).  Within this segment are those who care little about what they eat, but that category is one of four subcategories, that should eat healthier.  The other categories either want to know what is in the food products, in terms of nutrients, want low sodium, low carb and low calorie products or want ingredients that are fresh and not prepackaged.  Since The Hot Potatoe products are not put together until the customer makes an order, it is not considered prepackaged.  The vegetable, meat and other toppings are added at the last minute and do not come from frozen bundles. 


Because there are different types of fast food consumers who want healthier options, 

differentiation should focus on the needs of the different groups.  For those who want low carb, low

calorie and low fat options, the veggie lovers and chicken, carrot and celery options should be the 

focus of the product offerings.  For those who simply want more nutrients, the focus of marketing 

communications should provide information on how the baked potato and toppings meet those 

requirements.  As Hot Potatoe establishes it brand online, nutrient information for all options should be easily accessible on the organization’s web site.  Consumers who want fresh ingredients and products that are not prepackaged will be reached more effectively with marketing communications that visually emphasize how products are processed and made available.  Television commercials, video clips on social networking sites and other video marketing messages should show vegetables being steamed and how potatoes are baked in convection type ovens.
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