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Principles of Marketing
Rafael Exposito’s idea for his franchise was inspired by his love for Italian food and culture. Pizzafley refers to a pizza that has an outside crust similar to a waffle. The target market for the business was busy working class people on their lunch breaks to have pizza similar to eating from an ice cream cone. The price for regular pizza was $4.95 and the largest at $4.95. The initial investment was $40,000 and the gross return for the first year in business was $125,000. The business was introduced a year ago but it has enjoyed rapid growth in sales and is considering various options for expansion. The owner is working on a business marketing plan for 5 years that will need huge capital investment. The direction pizzaffley decides to follow could translate to growth and expansion or total failure. The research shall focuss on the 5 year marketing plan for Pizzafey 
Marketing Decisions Made
The objective is to expand the business within the next year by inviting his relatives to invest in the business. The timeline for the vison shall be essential in identification of broader operational and financial requirements for business development as well as grow6u of sales and marketing efforts. The marketing approach for the business shall use data from the customers to record insights and distribute across the organization (Nagle, & Müller, 2017). The development of pizzafles as a brand shall be informed by the wants and needs of the consumers over the years by establishing relationships that are designed to maximize the product experience for the client. The five year plan for Pizzaffey marketing plan should accommodate a customer strategy with the aim of maintaining loyal consumers and attracting new consumers thereby expanding the profit margins. 


Brand Marketing Strategy for Pizzafey
The marketing strategy for Pizzafey shall incline towards expansion of the brand in the market by increasing the number of tracks, introducing kiosks and food carts to access the areas that could not be accessed using the track. 

4PS of the Case
Product
The product being offered by Pizzafey is a breakfast pizza that has a waffle crust called pizzafle that is accessible and can be eaten like cream cone. The portable features plus the elimination of the drippy mess associated with other types of pies is what makes the product unique. The unique toppings also provides the business with a competitive advantage.
Price
The price for single cones was set $4.95 with the production cost falling at $1.25. the jumbo cones were priced at $6.95 with cost of production exceeding by just $.35 more and the same overhead costs.
Place
The decision of distribution or access to the product is determined by the ease of access of the market. Rafael introduced food tracks that will act as local restaurants around business regions. He has ambitions of expanding his line of tracks to cover more locations and introduce food carts and kiosks to help him access the narrow streets of Italy that were inaccessible using the food track. The long term plan is to set up a local restaurant within the next 5 years. 
Promotion
Informing your target market on the availability of their favorite product at a price that is affordable and convenient locations is an essential aspect of the marketing plan. The target market for Pizzafey is the local consumers around business regions and tourists in the region. He wrapped his business to enhance its presentabilty and professionalism and used it as a billboard for his business. He has also set a couple of social media sites and a system that alerts customers via text messages on when the brand shall be in their location. He also set up a website to display the menu for the business and respond to catering requests. The use of multiples sources of promotion shall be essential in increasing sales of pizzaffles in S.t Augustine (McDonald, et al., 2006). 
Critical Evaluation and Discussion
Pizzaffey is a brilliant business idea whose marketing plan for its products is customer centric. Customer centric refers to an approach of transacting business in a manner that generates a positive experience for the customers before as well as after sales are made to stimulate loyalty of customers, repeat business, and increased profit margins. The strategy shall guarantee great customer service as well as a great experience from the stage of awareness, process of purchasing, and the post-purchase process (Nagle, & Müller, 2017). The strategy is focused on prioritizing your customers and at the center of the business. 
In the 5 year marketing plan for Pizzaffey, Rafael ought to be diligent in anticipating the needs of the consumers and developing innovative food products to the delight of the loyal customers of the brand as well as new customers. The customer centric brand shall come up with products, policies, processes, and a culture that supports to the needs of the customers with a great experiences as they are moving towards their goals (Nagle, & Müller, 2017). 
The customer centric approach dictates that the brand is passionate and believes that the customer is at the heart of the business. Pizzaffles also believes that the business cannot succeed without the customer and want to view the world through the eyes of the customer (McDonald, et al., 2006). 
Alternatives to the Solutions Provided
Same but More
Investment by his brother on an additional truck would play a critical role in setting up operations in concurrent events where such opportunities had been elusive to them in the past. Transferring his truck to his brother would also help him focus on creation of a franchise across different cities in the country.  According to his estimates, he could get 10% royalties each year per truck. 
Go old school
Food carts and kiosks in locations that are inaccessible using his track is a strategic of reconnecting to the romantic idea of street vendors as was the case in the old world in  St. Augustine’s historic districts. The food carts will be serviced from the food truck to ensure that the pizzafles are hot and fresh. The estimated returns from each cart is $300 daily with the cost of one cart inclusive of licenses and local vendor fees at $2,500. 
Build a Pizzaffle Palace
The long term plan is to establish a Pizzaffley restaurant that would generate up to $250,000 annually from gross sales of $1.5 million.
Research and Information Requirements
The sales from Rafael’s first year of Pizzaffey operations generated gross sales of $125,000 with net gains of about $60,000. The first year was a success thus expansion of the brand would result to broader margins for the business. 
Target Market Selection
The target market for pizzaffey is business people during their lunch breaks. The unique product makes it people for people to access pizza that does not have the drippy mess of traditional pies during lunch break or a walk down the street. The ingredients range from mango and curry, to peanut butter and chocolate chips. The profiles flavor include mild and sweet and hot and tangy (McDonald, et al., 2006).
Brand and Price positioning
The brand responds to the needs of people from different cultures and takes into account how people from different cultures prefer their pizza. The price for single cones was set $4.95 with the production cost falling at $1.25. The jumbo cones were priced at $6.95 with cost of production exceeding by just $.35 more and the same overhead costs.
Market Channel Plans
Sales and distribution for pizzaffey products shall be through trucks, food carts, and kiosks in different regions to capture a broader market. The end customer are business people and tourists visiting S.T Augustine. The long term plan is to seek investor to help Rafael set up a restaurant that will serve pizzaffey to a broader market (Verhoef, Kooge, & Walk, 2016). 
Product Mix
Pizzaffey shall include toppings such as onions and pepperoni but also provided tastes that are unique to different cultures as well as expand the product line for the company.
[bookmark: _GoBack]In summary, in the 5 year marketing plan for Pizzaffey, Rafael ought to be diligent in anticipating the needs of the consumers and developing innovative food products to the delight of the loyal customers of the brand as well as new customers.
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