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EXECUTIVE SUMMARY
Dippin’ Dots is a product of experience and excitement that challenges the traditional style of ice cream. Scott
Fischer, the CEO of Dippin’ Dots keeps the company innovative, but consumers need to receive a message that
Dippin’ Dots is stronger than ever. As a result of the availability of new points of purchase, such as grocery
stores, convenience stores, pharmacies, and home delivery, customers of Dippin’ Dots will experience the brand
virtually anywhere. 
 
From in-depth research, it has become clear that moving forward Dippin’ Dots must emphasize in store retail and
home delivery, with the ultimate goal of eating Dippin’ Dots at home. The main target for this campaign will be
millennial families in Salt Lake City, UT, Houston, TX, and Riverside, CA. This target presents the best
opportunity for growth given its high dispensation to purchase ice cream, and these families value making
memories that only a product like Dippin’ Dots could create. 
 
To build this campaign, there are five unique contact points Dippin’ Dots messages will utilize to connect with
these consumers. The first contact point is a multidimensional and interactive app that will excite consumers and
keep the brand top of mind. A very exciting event that benefits St. Jude named “A Day With Dippin’ Dots” will
serve to foster strong authentic relationships and build buzz around the brand. Dippin’ Dots will heavily
increase its social and online presence by utilizing paid social and social media; awareness is created when
consumers see relevant ads online. Next, posters, flyers, and a revamped ice cream freezer will promote in-store
purchases. Also, a partnership with Hello Fresh delivery meals will compliment these efforts and  increase the
awareness of Dippin’ Dots’ home delivery. Lastly, consumers will be continually reminded of the Dippin’ Dots
brand as they stumble upon dynamic murals in their neighborhood and read local family magazines. 
 
So What?
The goal of our efforts is to share all the ways consumers can enjoy Dippin’ Dots, increase overall awareness of
the brand, and encourage consumers to experience everything the unique product of Dippin’ Dots has to offer.
Dippin’ Dots is an adventure you can have at home, so bring the zoo to you!
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BRING THE
ZOO TO YOU!

Dippin’ Dots is an uncommon experience that
consumers associate with vivid memories of
excitement. People think back to walking
fairgrounds, exploring zoos, and splashing at their
favorite waterparks. Today, Dippin’ Dots is
available not only at these parks but can be found
at convenience stores, pharmacies, grocery stores,
and even on your doorstep.

With a home delivery offering, there is an
opportunity to bring the pure joy and vibrance of
Dippin’ Dots into consumers' homes.The hassle of
long lines, hefty admissions fees, and crowds is
left behind as home delivery simplifies what it
looks like to enjoy Dippin’ Dots.

Active, adventurous families around the nation will
be captured by this phrase calling them to bring the
fun of the zoo directly into their lives. The spirit
of a traditional amusement park experience remains.
The vast availability and convenience of Dippin‘
Dots brings the zoo to you.
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SITUATION ANALYSIS 

Dippin' Dots offers an
interesting take on ice
cream
They stand out in the
market because of the
product's unique texture
and festive brand image

Dippin' Dots' positions
itself with an association
with fun experiences
Many people can name the
exact time and place they
last had Dippin Dots

Numerous flavors and
various ways of purchasing
are appealing and
convenient for consumers

Strengths
Unique Selling Point

Experiential Brand

Vast Offerings 

 
 
 
 
 

 

Dippin Dots is often forgotten
by consumers when they are not
directly exposed to the
product
People often just stumble upon
the product, rather than
seeking it out

Many Dippin Dot consumers are
not aware that they can enjoy
the beaded ice cream outside
parks and malls
Many are not even aware the
company is still in business

There are limited
opportunities to purchase
Dippin Dots as their
geographic reach is limited
The franchise style of
business limits the direct
control the company has on
distribution

Weaknesses
Top of Mind

Awareness 

Limiting 

There opportunity for growth
in the ice cream market as
it is expected to grow
annually by 0.8%
There is also space for
growth in-home delivery and
catering

There is a sense of
nostalgia attached to the
brand
Consumers have fond memories
created with the brand
involved

There are various ways to
distribute Dippin Dots to
consumers. 
This provides opportunity
for more touch points with
consumers

Opportunities
Market 

Brand Perception

Numerous Channels 

There are many copycat
brands that are taking over
some of Dippin Dots market
share
Patents have been difficult
to obtain, therefore
competition is prominent

Ice cream is a product that
is primarily enjoyed in the
summer months. 
There is limited sales in
the winter

There is a precise time
frame for consumption and
there are challenges
getting the product to the
market

Threats
Competition 

Seasonality 

Perishable product 

1.https://www.statista.com/outlook/40100400/109/ice-cream/united-states
2. http://www.noroip.com/news-blog/dippin-dots-spends-millions-on-patent-invalidity/
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Unique Product
Dippin’ Dots opened in 1988 as what would be known as the ice cream of the future. This product
is a beaded frozen ice cream treat made by using a cryogenic method of instantly freezing small
ice cream droplets with liquid nitrogen as they fall.

Childlike Joyful Treat
The brand positions itself as something special and fun. There is a happiness and excitement
that is hoped to be felt by every customer when they come into contact with Dippin’ Dots. There
is something some people feel irresistible about the fun and rare treat they find in seeing a
Dippin’ Dots stand.

Nostalgic Experiences
Today, many people associate the brand of Dippin’ Dots with specific experiences in their
lives. This is because the main selling point for the brand is in attraction venues like zoos,
amusement parks, and shopping malls. Dippin’ Dots is penetrating and experimenting with
experiential events in cities around the country to create more and more experiences with the
brand for consumers to remember.
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Strong Brand Leadership
In 2012, Dippin’ Dots went bankrupt and was bought by Fischer Enterprises. The new CEO, Scott Fischer
prides himself on making sure that the company runs smoothly and is constantly increasing in
availability. Changes that he has made to the company include e-commerce home delivery, branded events,
and new locations for purchase in pharmacies and convenience stores. Fischer recently starred in an
episode of Undercover Boss where he explored issues that may be at different levels of the Dippin’ Dots
supply chain and shared his strong commitment to the brand.
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 https://www.dippindots.com/about.html1.
2. https://www.nytimes.com/2011/07/20/dining/in-the-lab-with-the-ice-cream-makers.html
3.https://www.cbs.com/shows/undercover_boss/video/QJpPPwDwNP7pMZo9dHRIqMLTwiuUpAoz/undercover-boss-dippin-dots/
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Here's What People
are Saying

Social Insights:
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The target audience is millennial families aged 24-39. Most millennials in
this segment are in their 30s by now and most are married homeowners. They
grew up loving Dippin’ Dots when visiting their favorite water parks and
zoos but lost touch with their favorite ice cream after growing up and not
visiting entertainment parks as often. Now with a growing desire to have
authentic experiences with brands and take part in home-delivery services,
millennial families are enjoying their food and desserts at home for three
major reasons:
 
On-demand expectations: Expectations for quick doorstep delivery are on
the rise. 
 
Desire for greater choice and delivery flexibility: Millennials want
variety and flexibility when selecting their products and delivery
methods. 
 
A large appetite for adventure and flavor adventures: The target audience
values experience when treating themselves to their favorite snacks.
 
 
The target has a growing appetite for access to their favorite childhood
sweet, in the comfort of their own home.

THE FAST-PACED FAM 
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https://reports.mintel.com/display/962260
https://reports.mintel.com/display/959150/?
fromSearch=%3Ffreetext%3Dmillennials%2520home%2520delivery%2520
https://reports.mintel.com/display/959150/?
fromSearch=%3Ffreetext%3Dmillennials%2520home%2520delivery%2520
https://reports.mintel.com/display/959150/?
fromSearch=%3Ffreetext%3Dmillennials%2520home%2520delivery%2520
https://www.forbes.com/sites/jefffromm/2017/02/08/what-brands-need-to-
know-about-modern-millennial-snack-culture/#40a36dd18858
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THE JONES FAMILY 
Introducing Catherine and Michael Jones, a 30 year old
couple with two children who epitomize what it means to

be a family on-the-go.

We are always taking the kids to
soccer practice!

Yep, that's how I feel when I get home
and still have to make dinner!

Ages: 30 and 35
Occupation: Small business
owners 
Education: University of
Texas, Austin
Location:
Riverside,California
Hobbies: Marathons,
traveling, soccer practice
 
"We love experiencing all
that Southern California has
to offer! We never sit still:
between soccer and theater
practice for the kiddos and
traveling to San Francisco
for our business, we are a
tight knit family who does it
all!"

   - Mr & Mrs. Jones
 
 
 

We love the water park!
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On the following pages are several consumer journey maps. These maps
further outline what the consumer thinks and feels prior to a purchase;

product elements that are important to the consumer; how the consumer
interacts with the product; and relevant competition in the ice cream

market. 

8



9



10



11



Riverside, CA, Salt Lake City, UT, and Houston, TX have been chosen as cities that will be
targeted with experiential efforts to help Dippin’ Dots gain brand awareness and increase
existing brand knowledge in our target audience. These markets have the highest percentages
of ice cream, ice milk and sherbet used in the last 6 months. Salt Lake City tops the list
of large metros with the highest share of families with children with Riverside and Houston
following in second and third place. With a combined total population of over 8.5 million
people, targeting these family-centric cities that love ice cream is the best way to
increase awareness and knowledge.

GEOGRAPHIC PROFILE
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F'real
F’real offers a similar customer experience: They both follow the
procedure of selling a machine to a business to distribute the product
itself. However, there is a clear differentiation between the two
brands as Dippin’ Dots offers beaded ice cream and F’real offers
milkshakes. F’real has similar revenue as Dippin Dots, at 22.8
million, which indicates the size and scope of their market share.

Ben and Jerry's 
Although Ben and Jerry’s doesn't offer beaded ice cream, they
reflect a similar brand personality as Dippin’ Dots. Ben and Jerry’s
offers a variety of fun and unique flavors, which mirrors Dippin
Dots’ product. They threaten Dippin Dots due to their sheer
magnitude and large market share. They have 996 more employees than
Dippin’ Dots and over 10 times the revenue.

Mini Melts
Mini Melts provides an almost identical product as Dippin Dots
which poses a concern for brand distinction. Dippin’ Dots and Mini
Melts both offer home delivery and a large assortment of fun
flavors. They both take part in B2B selling and have an identical
overall process and product.

Dibs
Like Dippin’ Dots, Dibs provides an added flair on basic ice cream.
They are both commonly sold in single servings, however Dibs has a
larger geographic reach as they are part of the Nestle conglomerate.
Dibs is also significantly cheaper than Dippin’ Dots which is
attractive to consumers.

COMPETITION
Differentiation- 
The Dippin’ Dots brand evokes a
sense of novelty and nostalgia and
should take advantage of this to
position themselves above the
competition. Dippin’ Dots should
use their unique selling point as
an experiential brand to get ahead
of its competitors and take over
their target audience.

Perception- 
Dippin’ Dots is in a critical
position to reevaluate the current
held perception of their brand.
There is an opportunity to take
over the market share by creating a
prominent and holistic brand image.
Customers are unaware of Dippin’
Dots’ brand image and that they
still even exist at all.

1

1.https://www.owler.com/company/dippindots
2. https://www.minimelts.com
3. https://www.freal.com
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On the following pages are five contact points that will reach the
target in an impactful way. Each touch point was curated with

our specific consumer in mind. Included is "Dippin' Dots: The
App", "A Day with Dippin' Dots", online presence efforts, murals

and print, and in-store promotion. 
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Dippin’ Dots needs a platform to inform the target of their offerings
and refresh their brand image. Applications are an innovative way to
reach and interact with markets. The launch of this application will
provide consumers with a one-stop-shop for all things Dippin’ Dots.
This consumer-oriented app will have multiple functions and will
promote relationships. Each user will be prompted to create a member
profile which will allow us to collect email addresses and names. This
email list will be a valuable asset. Members will have the opportunity
to play Dippin’ Dots themed games, access a specially curated
playlist, locate a Dippin’ Dots retailer near them, and order Dippin’
Dots to their door in one click. The target will not only enjoy the
convenience and entertainment the app provides, but will be informed
of what Dippin’ Dots is really all about.

DIPPIN' DOTS: THE APP

16
1.https://reports-mintel-com.ezproxy.lib.utexas.edu/display/919274/
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Dippin’ Dots will solidify its image as a fun, experiential brand with a series of city-wide events in our key geographic
target areas. Dippin’ Dots will partner with St. Jude’s Children Research Hospital to host a large scale carnival party to
create buzz in each city leading up to the summer. Each event will take place in locations within the city that have a high
concentration of families and is easily accessible to the masses. The parties will be centered around a massive ball pit
that mirrors a cup of Rainbow Ice flavored Dippin’ Dots. Our target will be encouraged to come out and raise money for St.
Jude by purchasing a $10 entrance ticket. All proceeds collected will go to St. Jude and Dippin’ Dots in turn will get free
brand exposure. There will be games like “guess how many dots in a cup of Dippin’ Dots”, where the winner will receive free
Dippin’ Dots home-delivery for a year, along with numerous games for kids and adults alike. These Dippin’ Dots themed
activities will create organic social media content and far-reaching buzz. Millennial families seek out engagement and
entertainment so this event will be an ideal touch point for our target. Dippin’ Dots will foster an authentic relationship
with this intensive brand experience.

A DAY WITH DIPPIN' DOTS 

17
1.https://reports-mintel-com.ezproxy.lib.utexas.edu/display/919524/?fromSearch=%3Ffreetext%3DMillennial%2520families%2520#
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With a strong online presence, customers become more aware of the products
and services offered as well as foster interaction  with the website and
home delivery aspects of the business. Shortcuts are added to help parents
save time and minimize trips to the store, and the website will utilize
curated flavor recommendations and fast, free shipping options so that a
loyal following will be built. The app will clearly be displayed on google
search results and prominently on the website with an immediate download
link and information about membership and loyalty programs. 
 
Social channels, especially Facebook and Twitter, will continue their
authentic interactions with consumers, showing that Dippin’ Dots is
relatable, involved in pop-culture, and can be enjoyed in any
setting. Social Media ads on Facebook and Instagram will have a more
targeted approach, with an increase in paid social advertising in the
states of California, Texas, and Utah.
 
Since married millennial parents are more digitally engaged than the
average millennial when interacting and responding to online ads,
considering suggested products and making online purchases, these online
marketing efforts will lead to interactions and engagement with the
target. 
 

DIPPIN' DOTS' SOCIAL & ONLINE PRESENCE

Order Now!

1

1.https://reports-mintel-com.ezproxy.lib.utexas.edu/display/962306/
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Traditional ads will appear inside local parenting magazines as
well as neighborhood magazines, newspapers and guides. These
traditional advertisements will raise awareness and connect with
existing users to remind them where Dippin' Dots is located in
their community. As mothers are very likely to turn to parenting
resources such as books and magazines, the prominent ads in
parenting magazines will educate the reader of Dippin' Dots'
brand image and accessibility as a convenient treat. Print ads
will be captivating and pop in a parenting magazine,showcasing
families interacting with the product in their own homes.  
To showcase the spontaneity and fun experience felt when eating
Dippin’ Dots, murals will pop up for people to stumble upon. Much
like the experience of stumbling upon a Dippin' Dots at a mall or
at the zoo, murals will be spread throughout various cities
nationwide for people to discover. This will create buzz
throughout the community when people share photos of their mural
experiences on social media. Though this is a stumbled upon
experience, the consumer will be reminded that Dippin’ Dots are
to be enjoyed anywhere, and are now available in the convenience
of the home.

MURALS & PRINT 

1
 

https://www.pewsocialtrends.org/2015/12/17/parenting-in-america/1.
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A contact point that Dippin’ Dots will connect with consumers is inside of grocery stores, convenience stores, and
pharmacies. Inside of grocery stores, many products are competing for attention, and Dippin’ Dots will need to stand out.
The first way to bring attention is displaying posters on grocery windows. When customers walk into the store they will see
these prominent displays and know Dippin’ Dots is inside. Some customers will be walking through the store and run into the
newly revamped freezer holding the product, and they will find information about Dippin’ Dots deals in the in-store flyers.
Lastly, packaging will be updated with messaging about home delivery services. 
 
Additionally, to capture the grocery shopper, Dippin’ Dots will be featured on the Ibotta app where consumers receive cash
back deals for purchasing certain products. 97% of millennials own a smartphone and are time-crunched, money-conscious and
are looking for bargains. Therefore digital coupons enhance the shopping experience. 
 
Further emphasizing in store availability and home delivery, Dippin' Dots will partner with Hello Fresh, the largest meal
kit provider in the United States. Hello Fresh is available both online and in store, just like Dippin' Dots. Hello Fresh is
wildly popular among millennials, 83 percent of Millennial consumers report more cooking at home and fewer restaurant
visits, while 63 percent of Millennials say they want to cook more. Combining the want for home cooked meals and the
convenience of pre-packaged food, Hello Fresh is the perfect partner for Dippin' Dots. Dippin' Dots will place branded
magnets with home delivery information inside of all Hello Fresh Containers, along with coupons and Dippin' Dots recipes.
Refrigerator magnets will serve as a reminder while in the kitchen. At the end of a healthy Hello Fresh meal, the customer
and their children will find a sweet treat opportunity in Dippin' Dots. 

DIPPIN' DOTS IN STORE 

1.https://www.mediapost.com/publications/article/308374/millennials-love-a-good-bargain-use-digital-coupo.html
2. https://medium.com/@BobWheatley/millennials-and-meal-kits-will-dynamic-duo-shine-in-supermarkets-bf510abe97d4
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CREATIVE
Where do we go from here?

The next steps are:

Print
-Family magazines
-Neighborhood magazines
-Newspapers
-In-store flyers
-Event Flyers
-Magnet Design Digital

-Facebook posts
-Tweets
-Instagram 
-App
-Ibotta designExperiential

-Ball pit
-Event vision mock-ups

OOH
-New in-store
freezer
-Murals 
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