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Introduction
Companies in the modern market environment are increasingly adopting marketing research to learn more about their consumers. Fundamentally, information about a company’s consumers and the consumers of its competitors identifies the needs of these consumers that are not being met, as well as any additional measures being used by a company’s competitors that can be adopted (Morales et al., 2017). More precisely, information regarding consumer behaviour and demographic and lifestyle profiles is essential in identifying the factors that motivate their preferences when purchasing products, as well as the current market trends. Subsequently, companies can capitalize on these preferences and trends to acquire a competitive advantage improve their growth (Calder et al., 2016). This paper entails a case study analysis that focuses on Popular Pizza, a local pizza company whose fundamental problem is a decline in growth and stagnant profits for two years (Aaker et al., 2015). Ultimately, the case study will illustrate that information regarding consumer behaviours and their demographic and lifestyle profiles obtained from marketing research can be fundamental in improving a company’s business practices to enhance growth.
Case Summary
Popular is a local pizza joint with two outlets in Hartford Connecticut that offer a variety of pizzas and an indigenously blended fruit smoothie called Rejoice (Aaker et al., 2015). The company’s president, Catherine Jones, noted that the company’s growth rate had declined across the previous six months, and its profits had stymied within the previous two years (Aaker et al., 2015). The company had initially depended on the exotic toppings of its pizzas and indigenously blended fruit smoothie to stand out from its competitors and subsequently grow in its first two years of business, but new market entrants and shifting customer preferences had resulted in a slowed growth rate and a plateau in the company’s profits for the previous two years (Aaker et al., 2015). Consequently, the company’s president believed that altering the shop’s atmospherics and the menu would improve the company’s growth rate and profits (Aaker et al., 2015). Subsequently, Popular hired Dr. K from Innovative Marketing Consultants (IMC) to conduct marketing research to identify consumer preference patterns of Popular’s customers and those of its competitors and to create a profile of the typical customer (Aaker et al., 2015). Dr. K conducted preliminary qualitative research which included analyzing financial records of leading pizza companies, followed by phone surveys and questionnaires that were administered to 400 random respondents from the locations in which Popular pizza shops were located (Aaker et al., 2015).
Consumer Habits, Demographics, and Lifestyle Profile
From the marketing research done by Dr. K and deductions made by Popular’s president, various aspects of the consumption habits of Popular’s customers and those of its competitors can be inferred. For starters, it was noted that most consumers preferred Popular over other pizza shops because it offered a wide product range and good quality products (Aaker et al, 2015). However, the consumers were dissatisfied with the price of Popular’s products, which implies that the competitors’ products were preferred since they were cheaper (Aaker et al., 2015). Nonetheless, the customers favoured Popular since it was cleaner than most of its competitors (Aaker et al., 2015). On the other hand, the location, room, and waiting time at Popular were rated as satisfactory by most respondents (Aaker et al., 2015). This implies that the location, room, and waiting time at Popular were almost similar to its competitors.
Similarly, various aspects regarding the demographics and lifestyles of the customers of Popular Pizza and its competitors can be inferred. For instance, it was noted that most of the consumers who purchased from Popular and its competitors were between 19 and 34 years of age (Aaker et al., 2015). This age group most frequently purchased Popular’s products and those of its competitors, followed by consumers below 18 years of age, between 45-64 years, and 35-44 years of age respectively (Aaker et al., 2015). There were no significant differences between the number of male and female customers who frequently bought Popular’s products (Aaker et al., 2015). Additionally, health-conscious individuals preferred Popular’s indigenously blended fruit smoothie over those of its competitors (Aaker et al, 2015). These individuals were frequently single or in groups taking a break from office work (Aaker et al., 2015). On the other hand, the smoothie-pizza combinations offered by Popular’s competitors were more preferred by families with kids, which means that most of the customers of Popular’s competitors had families (Aaker et al., 2015). As such, the typical customers of Popular were between 19-34 years old, either male or female, working in an office job, and conscious of their health.
Fundamental Problem
Popular’s president, Catherine Jones, noted that the company’s growth rate had declined across the previous six months, and its profits had stymied within the previous two years (Aaker et al., 2015). The company had initially depended on the exotic toppings of its pizzas and indigenously blended fruit smoothie to stand out from its competitors and subsequently grow in its first two years of business, but new market entrants and shifting customer preferences had resulted in a slowed growth rate and a plateau in the company’s profits for the previous two years (Aaker et al., 2015). Consequently, the company’s president believed that altering the shop’s atmospherics and the menu would improve the company’s growth rate and profits (Aaker et al., 2015). Moreover, the company’s president wanted to evaluate the possibility of enhancing the company’s growth by exploring a smoothie line (Aaker et al., 2015).
Alternatives for Popular’s Growth
Based on the marketing research, various viable alternatives exist for Popular to enhance its growth. For starters, the company can focus on adopting the strategies that are used by its competitors. To achieve this, the company can expand its product portfolio to include the most popular pizzas and smoothies offered by its competitors. As such, Popular can offer a pizza-smoothie combination, which will necessitate the creation of a smoothie booth in Popular’s shops (Aaker et al., 2015). Since this will target consumers with families, Popular will have to alter the atmosphere in its shops to be more family-friendly, such as by increasing the spaces in the seating areas, inserting more seats, and painting cartoons. This alternative may enable Popular to expand its customer base to include consumers with families. Capturing this new customer base will also improve the image of Popular since it demonstrates the Popular prioritizes the inclusivity of customers from all demographics and lifestyles (Zhang, 2015). However, it may be costly to revamp the atmosphere in Popular’s shops to be more family-friendly, as well as to establish more facilities and skilled personnel to make the additional products. Furthermore, the company’s brand may lose its uniqueness since it will provide products that are similar to its competitors.
Alternatively, Popular can capitalize on its strengths and minimize its weaknesses based on its customer preferences. For instance, Popular can further enhance the quality of its indigenously blended fruit smoothie and pizza, as well as provide more flavours of its products. However, by focusing on its indigenously blended fruit smoothie, Popular may alienate less health-conscious consumers (Hofacker et al., 2016). Similarly, not providing the smoothie-pizza combination may alienate consumers with families. Additionally, the company may have to lower the price of its products. This can reduce the revenues generated from the sale of Popular’s products. Nonetheless, lowering the price will enhance the loyalty of its customer base since the company will address their needs. Maintaining the cleanliness of Popular Pizza stores, reducing the waiting time, improving the room space in Popular’s stores, and relocating to more convenient locations will also enhance the customer loyalty of Popular’s consumers. However, relocating and improving the size of Popular’s shops may be costly, and minimizing waiting time may require hiring more kitchen personnel or waiters.
Recommended Solution
However, to enhance Popular’s growth, the company should use a combination of measures aimed at optimizing its strengths and minimizing its weaknesses, as well as adopting some of the competitive measures used by its competitors. For one, Popular can adopt some products that are frequently bought by its competitors’ customers but rename and improve these products to reflect Popular’s brand (Cohen et al., 2018). For instance, apart from its indigenously blended fruit smoothie, Popular can offer smoothies that are frequently bought by less health-conscious consumers. Additionally, Popular’s shops can be segmented to create family sections where consumers with families can sit, as well as segments for single customers and those in different groups. To mitigate the losses that may be made from lowering the price of its products, Popular can utilize offers to attract more customers who will make up for the revenue lost. These measures are based on the information obtained from marketing research regarding the consumer habits and demographic and lifestyle patterns of Popular’s customers and the customers of its competitors.
Conclusion
Consequently, to address Popular’s fundamental problem of decreased growth and stagnant profits over the previous two years, data from marketing research regarding the behaviours, demographics, and lifestyle of its consumers and the consumers of its competitors was essential in developing ways in which Popular can enhance its growth. Based on this data, Popular can better address the unaddressed needs of the consumers, as well as identify several measures being taken by its competitors that can be adopted to improve the company’s growth. More specifically, Popular can focus on its strengths and minimize its weaknesses to meet consumer preferences and further stand out from its competitors. Similarly, altering its operations by adopting some of the practices of its competitors will allow the company to expand its customer base while enhancing its brand. Therefore, information regarding consumer behaviours and their demographic and lifestyle profiles obtained from marketing research can be fundamental in improving a company’s business practices to enhance growth.
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