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Executive Summary 
 
BLU Boy Chocolate is a cafe located on Kirkwood Ave. that specializes in hand-crafted 
chocolates and desserts. The store has been serving Bloomington residents and students since its 
opening back in 2008. What makes BLU Boy stand out amongst the other dessert places is the 
time and effort they put into their product. Each dessert is handcrafted in their chocolate studio 
where no preservatives are used to bring the best quality product to each and every customer. 
BLU Boy prides itself on creating European-style desserts, along with ice cream, espresso 
coffee. All of BLU Boy’s ingredients are made in-house and locally sourced whenever possible.  
 
BLU Boy works to serve quality products every day to their customers through their mission 
statement: “All of BLU Boy chocolates are crafted by hand in our Bloomington, Indiana 
chocolate studio using no preservatives in order to bring you fresh chocolates of the highest 
quality” 
 
Some of the main problems BLU Boy faces is  

● Not much awareness for variety of demographics 
○ Very limited and majority of their clientele is residents of Bloomington. There is 

the potential to reach students of IU. 
● High competition  

○ There are many other dessert places in Bloomington that are well known and have 
been in Bloomington longer than BLU Boy. Some of these places include Feast, 
Chocolate Moose and Hartzel’s.  

● Room for increase in communications with target audiences 
○ Potential to interact with their audience on social media. Also, BLU Boy could 

utilize student media like the IDS, IUSTV, Inside Magazine and WXIU.  

Through different research like online surveys, in-depth interviews  and qualitative research 
methods we found valuable insights that could help BLU Boy increase their awareness to the 
students of IU. Some of the key findings we thought was interesting was that the two most 
important factors when purchasing chocolate was price and quality. This is not in favor of BLU 
Boy because although they do serve high quality products, their prices are relatively more 
expensive than other chocolates. This is especially relevant to our research because BLU Boy in 
located in a college town where students are less likely to spend money on chocolate that can be 
found at a cheaper price.  
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Situational Analysis 

 
Strengths 

● Uniqueness: it stands out as a unique alternative to chocolate and offers constantly 
high-quality products in a distinctive atmosphere. 

● Great location in Bloomington (Kirkwood Ave.) 
● Offers in-store product, as-well-as shipping 
● Variety of products (chocolate, coffee, ice cream, etc.) 
● Benefits for the local community using local ingredients. 

 
Weaknesses 

● Small storefront, not much room for seating inside. 
● Pricey products, not everyone can afford to spend a lot of money on coffee and desserts 

(especially students who make up a large population of Bloomington) 
● Promoting for special days, such as a holiday or a wedding day.  
● Limited marketing budget. Marketing is a key factor in promoting products and service to 

customers, but lacking in the budget for marketing can affect a  business. 
 
Opportunities 

● Publicize more to IU students via student media organization (IDS, Inside Magazine, 
WIUX Student Radio, Indiana All Media, and IUSTV) 

● Publicize to parents of IU students and make a “care-package” type product highlighted 
during midterms and finals.  

● Go into partnership with other Bloomington restaurants where they can sell their deserts 
on their menus and create mutually beneficial relationships.  

 
Threats 

● Other dessert restaurants in Bloomington that have been around longer than BLU Boy. 
● Increasing concerns of health: health conscious, food allergies and vegan/organic options.  
● Steady price increase of milk and sugar might affect the price of products. Its price is 

very vulnerable.  
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Initial identification of potential PR problems: Report #1 
 
Client background: 
 

● BLU Boy Chocolate Cafe & Cakery is a small chocolate boutique located on Kirkwood 
Ave. Bloomington, Indiana. David Fletcher, pastry chef and chocolatier, and Scott 
Jackman founded BLU Culinary Arts and Blu Boy Chocolate in Germany in 2003. David 
and Scott continued their training in Germany in order to create delectable desserts and 
chocolates, and opened their first retail store in 2008 in order to provide European-styled 
desserts and hand-crafted chocolates, ice cream, and different kind of coffee. The taste of 
BLU Boy’s chocolate is influenced by European pastries and baking. Not only it 
introduces “Cafe Culture,” the tradition of afternoon coffee and dessert, to local people in 
Bloomington but also the cafe plays a significant involvement in local community by 
making chocolate with locally sourced ingredients. All of BLU Boy chocolates and cakes 
are crafted by hand in our Bloomington, and it prevents using preservatives to bring the 
highest quality of fresh chocolates. It has been organic since the first day it opened in 
2008, and all products are made with local eggs to promote economic activity in 
Bloomington community. 

 
Contact information: 

● Email:  info@bluboychocolate.com 
● Phone: (812)-334-8460 
● Address: 112 E. Kirkwood Ave. Bloomington, IN 47408 

 
Identification of potential problems: 

● Don’t have a wide variety of demographics. Mainly residents of Bloomington are aware 
of and buy from BLU Boy. The IU student audience is unaware of BLU Boy. The target 
audiences are composed of limited demographics, mostly Americans. Only a very limited 
proportion are aware of the existence of BLU Boy among Asian populations. The total 
number of international students in IU campus is approximately 9,000 people, and 
reaching to Asian demographic will more likely to attract potential customers.  

● Competition--Feast, Farm, Chocolate Moose, etc. Even though locations for both 
restaurants are difficult to access for campus population, Feast, however, has relatively 
wide variety of demographics from Americans to Asians whereas BLU Boy is relied 
mostly on Americans. Should BLU Boy do something else to reach wide range of 
customers in order to increase annual sales? There must be other reasons which make 
Feast to have regular customers. Chocolate Moose is very active on their social media 
sites and also has more followers than BLU Boy, but Feast is not active on social media. 
All competitors have high functioning websites as does BLU Boy, but they could 
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increase their social media interactivity with followers to compete with other stores more 
effectively. 

● Not strong communication with external publics even though they have social media, 
many students on campus don’t know about the shop. Social media is somehow active 
but almost no reaches publics.  

○ ex) Facebook: 2,729 total page likes (5/9/2016), but usually have either 2 likes or 
1 comment on average. Failed to reach their audiences. 

 
 
Organization Analysis: REPORT #2 
 
BLU Boy is a unique chocolate store in Bloomington because of its European-esque 
environment.  They specialize in hand-crafted chocolates that also have beautiful designs. There 
is no other store like it in Bloomington which gives them an advantage in the dessert competition 
field. Most customers enjoy BLU Boy so much and keep returning because of the high quality 
products, and because they know they can’t find something similar in town.  
 
The physical space of restaurant is very small and it would be hard to accommodate crowds at 
the same time while other dessert places in Bloomington, such as Chocolate Moose, Hartzells, 
and Feast, which are easily able to do it. Perhaps if they had a bigger store, they would have a 
bigger presence on Kirkwood Avenue and could bring in more customers at a specific time. 
Another situation is that because their chocolates and products are so unique, they are costly and 
time consuming. Each of their truffles are crafted with beautiful designs which makes time 
another sensitive issue. 
 
In Bloomington, there are many dessert competitors for BLU Boy. Chocolate Moose is a famous 
ice cream restaurant in Bloomington. Although it is further off campus than BLU Boy, it is 
always packed with IU students and local Bloomington residents. BLU Boy, on the other hand, is 
located right on Kirkwood Avenue and does not get the same customer flow. Another restaurant 
that has a large dessert menu is Feast. Feast is a bakery that is also further away from campus but 
is very popular among IU students and the city of Bloomington. The one thing that BLU Boy 
distinguishes from other competitors is that it has a unique style of European desserts, 
hand-crafted chocolate truffles, espresso drinks, and cakes that make customers to experience not 
only delicious taste but also aesthetically pleasing moment.  
 
BLU Boy’s chocolate is a well-known brand, known for high quality products. The chocolates 
from BLU Boy are high-priced compared to chocolates that easily found in Kroger, Marsh, or 
Walmart. It is no wonder that making chocolates with locally sourced ingredients affect the 
prices, but the items are too expensive for its quantity which makes students hesitate to purchase 
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chocolates. Rather they prefer to purchase low quality chocolate more often. BLU Boy should 
provide original, hand-crafted chocolates at affordable prices to students, otherwise it will 
eventually lose their main customers which may damage their revenue. Since their chocolates are 
more pricy, another target audience that they could focus on would be older men and women 
with sufficient, steady incomes such as professors at IU who live in Bloomington, and other 
Bloomington young adults/older adults that can afford more expensive desserts than college 
students. 
 
BLU Boy Chocolate Cafe & Cakery is very focused on gifting concept. Their products are 
arranged in the form of gifts, decorated in colorful wrappers. It could be very dangerous to limit 
their approaches to customers because people will more likely to purchase products only for 
special occasions like birthday, wedding, graduations, or festivals. The shop should be easily 
accessible to students regardless of time and occasion like Chocolate Moose or Feast. These two 
restaurants are very casual to visit on a day-to-day basis, which welcomes vast customer flows. 
In order to compete with these two well-renowned dessert places, it is important for BLU Boy to 
become casual and interactive with customers in every situation.  
 
Customer Loyalty--While we were sitting in the store, we spoke to many customers who were 
very loyal to the company. One woman said she has been going ever since it opened about ten 
years ago and that she goes far too often, and was even there the day before also. It is very 
important to maintain such a strong and consistent relationships with loyal customers, because 
they will bring more people in and help to increase revenue for shops. BLU Boy, however, isn’t 
having specific tools or marketing techniques to make customer stayed. It could maintain 
mutually beneficial relationship once BLU Boy provide positive emotional experience, physical 
attribute-based satisfaction, and perceived value of products or services. BLU Boy, to be honest, 
seems like just a mere chocolate shop in Bloomington. We need to break the stereotype. 
 
Social media has long been heralded as a rising and powerful tool for marketers, because it is 
important for traffic and as an alternative to search. In order to maximise the customer flows, it is 
very important for BLU Boy’s to communicate with its customer on a daily basis. The problem 
for small sellers, like BLU Boy, is that social media plays significant role in providing additional 
selling channel to manage, if it becomes available at all. However, BLU Boy is failing to 
effectively manage their social media. It is important to wisely use social media as a tool to 
increase their revenue not just a place where they upload a picture only.  
 
Scanning media reports: 
Instagram account: @bluboychocolate, # of followers: 688 
Facebook page: “Blu boy chocolate,” 257 likes 
# of Yelp ratings: 50 
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Twitter account: @bluboychocolate, # of followers: 1,062, # of posts: 1,612 
When BLU Boy Chocolate is Googled there are no news articles featured on the company.  
 
Analyzing social media presence and sentiment: Blu Boy has a high functioning website with 
a great layout and design. They offer accessible information about the history of the company 
and the inspiration behind the concept of the chocolate cafe. The website offers a selection of 
their handcrafted chocolates and descriptions next to each picture. Customers can browse the 
desserts, chocolates, and ice cream on the site. For those who want to ship, the website offers a 
helpful FAQ section for another tab specifically for shipping instructions. One social media that 
Blu Boy Chocolate can improve on is their Twitter account. Although they have many followers 
and posts, their only tweets are their Instagram photos so they are not generating any new media, 
just re-posting what is already on another site. With that being said, their Instagram account is 
very active. They post pictures and even videos almost daily. The pictures are great quality and 
showcase their desserts, but compared to their 688 followers they only get around 20-30 likes on 
their pictures. The Blu Boy instagram account also doesn’t use any hashtags, and this could be a 
disadvantage to them because tags can gain a lot more followers and likes by using these tags. 
Hashtags will allow their account to appear in many more “popular pages” of other people’s 
accounts and could draw in more potential customers. 
 
 
Stakeholder/public Analysis: REPORT #3 
 

Gourmet Chocolate - Small Business Research Report 
 
Overview 
Starbucks started it all.  Thanks to the Seattle coffee maker’s success, the whole consumable 
goods industry has been redefined.  The masses, enthralled with better-quality treats, have 
become accustomed to spending an extra $2 or $3 everyday on luxury options.  Premium 
chocolate, a loosely applied classification for chocolate that cost $8 or more per pound, appears 
to be the next big thing.  No longer saving it for special occasions, more and more people engage 
in a daily “chocolate break”; a moment reserved for sheer indulgence over a delicious bar. As a 
result, the segment is growing at an amazing rate.  Sales through all channels increased 126% 
from 2001 to 2006 and the premium chocolate market value exceeded $2 billion in 2006 and is 
slated to hit $3.5 billion in 2011. 
 
Demographics 
Among the adult population, surveys show some overlapping with the general gourmet food 
industry. A few consumer groups stand out: young adults (18-34 years old), the affluent (with 
household earnings of at least $100,000), women, and Asians. However, differences between 
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segments are often small.  Indulgences have become dear to the old and the young, 
low-and-high-income earners alike. Like most things that were once limited to only the 
wealthiest customers, premium chocolates have gone mainstream. 
 
Market Conditions 
The market as a whole has seen great strides in distribution reach. Once exclusively available at 
specialty & boutique shops, premium chocolate now generates 40% of total sales through food, 
drug, and mass channels. A large part of the expansion is due to the mainstream player’s existing 
retail network and advertising muscle.  One cannot ignore the exceptional branding and 
marketing done by others to make gourmet chocolate the ever-emerging phenomenon it is today.  
 
Consumer Trends 
Rising health concerns have led to the emergence of another gourmet segment, quipped by 
insiders as “the dark side of chocolate”.  Dark chocolate, which has high flavonoids content, saw 
its 2006 sales volume jump 43%. Also, as their palates evolve and deem sugary taste less 
desirable, consumers actively seek to “trade up” toward even darker chocolate.  Indeed, the 
percent of cocoa content has become increasingly important to customers both as a measure of 
taste and of health benefits. Companies listened and started rolling out products with more than 
70% cocoa. In 2005, Lindt introduced a 99% cocoa bar to the delight of chocolate connoisseurs 
around the world. 
 
Advertising & Packaging 
Positioning itself in the premium category, gourmet chocolate would benefit from constant 
product differentiation. Labeling that plays up cocoa content, country of origin and health-related 
hints would go a long way toward achieving this goal.  Chocolate is often an impulse purchase; 
hence displays, product placements and feature tie-ins can be a key sales driving factor.  Also, 
for a premium market, gourmet chocolate lovers are a rather price-conscious crowd.  Hershey’s 
Cacao Reserve’s disappointing launch is believed to have stemmed from the company’s refusal 
to compete on prices and hold temporary discounts. 
 
Source: http://www.sbdcnet.org/small-business-research-reports/gourmet-chocolate 
 
Our Analysis 
After looking at the Small Business Development Center’s research on gourmet chocolate, we 
believe our PR plan for BLU Boy can benefit from this information.  As far as demographics, 
BLU Boy is hitting most of the ones mentioned in the research, being on a campus of young 
adults with a large population of Asian students.  BLU Boy could further market their products 
to these demographics if they are the ones who respond best to the gourmet chocolate taste.  The 
market condition outlook is positive for small businesses in the gourmet chocolate area and BLU 
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Boy offers chocolates of the variety mentioned in the consumer trend section, such as dark 
chocolate.  Finally, we see room for improvement in the area of advertising & packaging. BLU 
Boy could benefit from changing their packaging to reflect the brand’s unique roots and 
prominently displaying the cocoa content of certain products.  They could do this on the 
packaging but the website as well, which has the potential of boosting online sales.  Overall, the 
small business research report on gourmet chocolate gave us a lot of insight into the industry and 
created room for improvement in our PR plan. 
 
Identifying and mapping key stakeholders: 
 
Customers (direct customers, indirect customers): The first stakeholder for BLU Boy Chocolate 
Cafe is customers, visiting the restaurant face-to-face or ordering products via online. Since they 
are the primary target publics that BLU Boy wanted to reach for long time, it is very important to 
provide enough information about the cafe itself and the products through advertisement. So far 
we have come to an understanding that customers’ demographic, brand awareness, and 
communication through social media are way far behind compared to our competitors (Feast, 
Hartzells, and Chocolate Moose). Chocolate Moose has over 200 likes on photos posted on 
Instagram while 30 likes is considered a high for BLU Boy. It is very important to reach more 
diverse publics by providing information. Customers’ opinions and thoughts directly alter and 
reflect company’s planning and marketing strategies. To fulfill the satisfactions, the company 
must have active mutual communication with their customers. Otherwise, it will suffer financial 
damages, reputation bankruptcy, and have one-sided communication that customers will reject 
mutual understanding with the restaurant. The impact of customers cannot be underestimated and 
worth paying attention because they might influence other customers who basically have no idea 
or whatsoever about the company. By providing positive influences to one of customers or 
“connectors,” it becomes relatively easier to reach friends, friends of friends, and friends of 
friends of friend. We can create large ripple effects that lead to more change more quickly, and 
this will result in attracting more inflow of customers. 
 
Community (community organization, local Bloomington suppliers): The second stakeholder for 
BLU Boy Chocolate Cafe is local Bloomington community. Since BLU Boy Chocolate Cafe & 
Cakery is a small chocolate boutique located in Bloomington, there should be unique strategies 
to compete with both local (Feast, Hartzells, and Chocolate Moose) and national competitors 
(Panera). BLU Boy need to have consistent partnership with locally rooted organization as well 
as suppliers because there is a limitation for BLU Boy Chocolate to solely reach the entire 
community. Debrand Fine Chocolates, in Fort Wayne, Indiana, is the successful example of local 
chocolate cafe to have partnership with restaurant to increase its brand awareness and revenue. 
Even though BLU Boy Chocolate do not have partnership with local restaurant at this moment, 
but, by doing so, it will definitely help BLU Boy to reach more public, especially when it goes 
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into partnership with the restaurant that perfectly match with European-styled desserts and 
hand-crafted chocolates, ice cream, and different kind of coffee. And since we found out that 
more than 95% of purchase are within Indiana state, therefore, it is very essential to focus on 
local community overall. 
 
Identifying/ re-categorizing influencers:  

● Who are they? The influencers of BLU Boy Chocolate Cafe & Cakery are mostly 
consisting of local Bloomington residents, especially IU students and faculty members. 
Since the geographical location of the restaurant is fairly closer to IU campus than 
locations of other dessert places, it has been relatively easy to catch people’s attention. 
Consumers who come to BLU boy expect a quality product that delivers what they want 
each time they purchase the product. Given the fact that BLU Boy prides itself on serving 
luxury, decadent sweets, customers will come again when the product they purchase 
fulfills their expectations. They also have a wide range of potential customers since so 
many people are unaware of the store in the first place. Since Bloomington is a college 
town, the store has a huge population of students that they could cater to, as well as IU 
professors and faculty. Bloomington is also a well-known Indiana city and has other local 
residents that the store must cater to as well. 

 
● Demographics/lifestyles/psychographics: mostly American, whites and very few 

Asians. Most customers are residents of Bloomington and have a job and steady income. 
Many customers use Blu Boy as a location to do work, read a book, or just as a quiet 
space to enjoy a cup of coffee or a chocolate, this shows that their lifestyles are laid back 
and are able to take time out of their day to spend time inside of the shop. Other 
consumers might have busier lifestyles if they only order online and cannot make it into 
the store or do not live in Bloomington. 

 
● Communication/media use and habits: Highly like to use social media, possibly 

interact with Blu Boy’s instagram because they do have a large number of followers and 
a very accessible website. Customers rate the store very high on social media and 
especially on their Facebook page. They do not have anyone ranking them 1 star and a 
high majority gave them 5 stars. When a basic search such as “desserts in Bloomington, 
IN” is searched on Google, BLU Boy Chocolate is the first website to come up on the 
list. This means that they either pay for keywords so the website to show up on the list or 
they have enough consumer traffic on their website to listed at the top.  
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Public Relations Problem in Context: REPORT #4 
 

SWOT Analysis 
 
Strengths (Internal) 

1) Uniqueness: Products of BLU Boy are somehow different from other chocolates from its             
competitors. It provides fresh chocolate of the highest quality without any harmful            
preservatives. The taste of chocolates is largely influenced by European pastries and            
baking, therefore it will offer fantastic experience that they never had before. There aren’t              
many coffee stores in which people sit and relax while eating chocolates and drinking              
coffee, and BLU Boy will introduce “Cafe Culture” which people can spend their time              
with friends or colleagues in good atmosphere.  

2) Location: The location of BLU Boy is excellent. It locates in Kirkwood Ave with a lot of                 
floating population in daily basis. Residents living near the downtown are able to visit the               
store without difficulties, and IU students can visit the store when they finish their daily               
classes or works. 

3) Variety of products (chocolate, coffee, ice cream): The majority of dessert areas like             
Chocolate Moose, Feast, or Hartzell's have limited number of products. Feast have            
different kinds of cakes and coffee, however BLU Boy has variety of options in dessert               
menu. It allows customer to select dessert whatever they want to have in the shop. There                
is no need to go other dessert places to get ice cream, coffee, and chocolate 

4) Local community: BLU Boy make significant involvement in the local community by            
making chocolate with locally sourced ingredients.  

5) Offers in-store product, as-well-as shipping 
 
Weaknesses (Internal) 

1) Price: The chocolates of BLU Boy are little bit more expensive than other dessert              
restaurants because ingredients are mostly organic and locally sourced. It could be            
impossible for some people to spend a lot of money on coffee and dessert on a regular                 
basis if they have no steady incomes. Bloomington is a university town where students              
are the major population, thusly high price of BLU Boy influence students reluctant to              
visit the restaurant often. 

2) Size: The restaurant is small that couldn’t accommodate more than 10 customers at the              
same time. Because of limited space, customers might need to wait longer than usual to               
get their coffee in busy hours. And since waiting coffee or desserts for 15 minutes could                
be troublesome for people, especially when they are getting coffee on the way to work or                
class. It needs to make improvement to deliver more desserts in short period of time.  

3) Limited marketing budget: Marketing is a key factor in promoting products and service             
to customers, but lacking in the budget for marketing can affect the entire business. BLU               
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Boy isn’t big company which able to advertise its brand image via local newspapers or               
TV stations, and there are struggle to increase awareness of the restaurant within the local               
community with limited budgets. Unless they have detail marketing strategies, BLU Boy            
will lose its current and potential customers to other dessert places or big company.  

4) Not defined branding and reputation of BLU Boy among customers 
 

Opportunities (External) 
1) Publicize more to IU students through student media organizations: Indiana          

University has multiple student media organizations which could help BLU Boy to            
increase its brand image among students. Lots of students either listen or read at least one                
media outlets published by students, thusly it could be possible to have more students              
visit the restaurant after encountering advertisements. It will assist increase awareness           
and grab attention from potential consumers. List of student media organizations: Indiana            
Daily Student (IDS), WIUX Student Radio, IUSTV, Indiana All Media, and Inside            
Magazine.  

2) Partnership with Bloomington restaurants: Since BLU Boy has limited access from           
various demographic, it would be mutually beneficial to maintain partnership with           
various restaurants in Bloomington region where they can sell their desserts. Debrand in             
Fort Wayne is a good example of advertising and increasing its brand image through              
having partnership with other restaurants. Not only it will offer very significant            
opportunities to get potential customers but also it will increase brand image of BLU Boy               
for restaurant customers.  

3) Make a “care-package” product: Since BLU Boy can deliver their chocolates to            
multiple locations in the United States, it could be very beneficial to have specials              
promotion that students are able to send chocolate to their parents in birthday or holiday               
seasons like Christmas or Valentine’s Day. The other way is publicizing to parents of IU               
students and send chocolates during student-life events: midterms, finals, or graduation.  

 
Threats (External)  

1) Competitors: There are many other popular dessert places in Bloomington such as            
Chocolate Moose, Hertzells, and Feast who have been advertised and located a lot longer              
than BLU Boy. A lot of competitors in the market with similar products so it is important                 
to have own distinctive characteristic to stand out. Also, many of competitors have             
defined reputations from publics and steady numbers of regular customers, therefore           
BLU Boy need to define its reputation at the first to compete with these other dessert                
places.  

2) Health Issue: Recently there has been increasing concerns of health, increasing           
preference to healthy foods, vegetable, and desserts. The demand for fresh and natural             
food is skyrocketing in the market, and this would affect BLU Boy to have less customers                
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than before. It is important to increase awareness and to say that BLU BOy use organic                
ingredients in their products. 

3) Vulnerable Price: Steady price increase of milk and sugar might affect the price of              
products. Its price is very vulnerable.  

4) Preference and availability of alternative. People don’t want specialized desserts          
chocolates when they simply want to have something cheap or something sweet.  

 
 

Public Relations problem statement 
 
BLU Boy Chocolate has a limited consumer base since there are lots of competitors in local                
Bloomington community like Chocolate Moose and Feast, but it has the potential to maximize              
and expand to more diverse demographics. The core problem of BLU Boy is lack of the brand                 
image and products awareness of the restaurant, especially among racial minorities. Recently, the             
majority of BLU Boy’s consumers or audiences consist of those from Bloomington and IU              
students. However, it is still very limited demographic. In order to expand their customer base,               
BLU Boy can implement a strategy to utilize public relations techniques and tactics. A way to fix                 
the problem would be to take action with our defined tactics. Our prioritized tactics would be to                 
use social media platform: Twitter and Instagram for younger populations and Facebook for             
elder populations to reach out to BLU Boy’s consumer market, as-well-as to gain potential              
consumers. By emphasizing the fact that BLU Boy is a company that offers a variety of products,                 
that itself can draw in a variety of new customers. 
 
Proposed Primary Research Methods: REPORT #5 
 

Rationale for your choice of methodology 
 

1) Survey 
In order to reach potential customers and to gain people’s behaviors, opinions, thoughts and              
attitudes into BLU Boy, our group decided to conduct Internet survey with a random sample.               
The main objectives of online survey are divided into two separate parts; a) to measure BLU                
Boy’s presence in Bloomington community; b) to understand population’s buying habits and            
their willingness to try new chocolate. Quantitative research is very significant for the restaurant              
since BLU Boy doesn’t have defined reputation and strong regular customer population            
compared to other dessert places in Bloomington. By doing Internet survey to measure             
respondents’ actual thoughts, opinions, and perspectives of the store from respondents, it would             
be possible to adapt narrowly-defined strategies for potential customers, especially IU students.            
The other reasons why we selected Internet survey were easiness to gather large amount of data                
in short period of time. The survey questionnaire can be rapidly answered and completed by the                
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respondents. In additions, there are huge numbers of students who have either smartphone or PC,               
so we thought that it enables us to reach huge numbers of college students since they are                 
inseparable from smartphone, laptop computers, and technology. The results showed that lots of             
IU students actually answered Internet survey more than Bloomington residents.  
 

2) In-depth Interview 
Internet survey, nonetheless, have limitations in suggesting a concrete strategies to deal with             
current situation of BLU Boy. In-depth interviews were the solutions to acknowledge strengths,             
weaknesses, opportunities, and threats of BLU Boy. We conducted interviews as a qualitative             
research to explore customers’ actual perspectives and experiences for BLU Boy. From the             
in-depth interviews, we wanted to know how people interact with the restaurant in a day-to-day               
activities and to ask various feedbacks from customers. This will allow BLU Boy to adapt better                
improvement and changes in the future to satisfy the needs of not only employees but also                
potential audiences. By conducting interview with customers, we are able to figure out strengths              
and weaknesses of BLU Boy.  
 

3) Mixed-methods 
The benefit of mixed-methods was that it was somehow easy to come up with solutions to make                 
BLU Boy more satisfactory dessert places to multiple customers. Having known people’            
opinions, strengths, and weaknesses of BLU Boy, it provides our group with the right way               
forward. We proposed that it is important for the store to run timely promotions in order to                 
attract more customers in the future. Because we learned from both in-depth interviews and              
Internet survey that many IU students are afraid to visit the restaurant on a regular basis due to its                   
high price of products. The majority of survey respondents told us that price is one of the most                  
important factors when purchasing chocolate, thusly, we thought that running timely promotions            
would bring more customers, especially students who don’t have much money to afford             
luxurious chocolate. The benefit of mixed-method was to suggest enhancement for BLU Boy in              
order to compete with other dessert places in Bloomington.  
 

Detailed data collection methods 
 

1) Samples 
The research participants for Internet survey are IU students and residents, because we believed              
that collecting responses from only either students or residents could affect the result of survey               
negatively. However, we wanted to get more results from students since BLU Boy isn’t a very                
popular dessert restaurant for IU students and we needed to know why they have very limited                
demographics from student populations. We provided survey question to multiple locally based            
organizations and student organizations; for two-days we collected 73 responses from both            
students and residents. About 90% of respondents are IU students and the remain 10% are               
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Bloomington residents. For in-depth interview, unfortunately, we only conducted interview from           
2 IU students and 2 adults.  
 

2) Sampling methods 
Both non-probability sampling and probability sampling are used when we collected the data             
from respondent. Convenience sampling used in-depth interviews because we had to conducted            
interview with whoever was at the store. It is an example of non-probability 
Sampling which subjects are given to the study and samples don’t have equal chance of 
being selected. Thusly, it is usually biased and notoriously inaccurate, especially when it comes              
to generalize the result and to make inference to larger population. And since we only               
interviewed small number of people, their response couldn’t truly reflect the opinion or thought              
of entire population. We used probability sampling for Internet survey, which each individual             
has an equal opportunity of being selected into the sample. Because we wanted to minimize               
sampling errors, each member of organization had an equal chance of being selected in survey.  
 
Measurement Instrument: REPORT #6 
 

Survey Questions: 
1. Are you a Bloomington resident or IU student? 
2. Have you ever heard of BLU Boy Chocolate? 

a. Yes 
b. No 

3. Have you ever been inside BLU Boy Chocolate or purchased something from them? 
a. Yes 
b. No 

4. Why or why not? 
a. Never heard of BLU Boy 
b. I love BLU Boy 
c. Expensive 
d. Convenient location 

5. How did you hear about the store? 
a. Friends 
b. Walking by 
c. Internet 

6. Would you consider purchasing chocolate online? 
a. Yes 
b. No 

7. Why or why not? 
a. Simple and Easy 
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b. Technical difficulty 
c. Need to taste chocolate beforehand 

8. Have you ever ordered online? 
a. Yes 
b. No 

9. How often do you visit the store? 
a. Less than once a week 
b. 1 or 2 times per week 
c. 3 or 4 times per week 
d. Every Day 
e. Never 

10.  What are the important factors when considering a chocolate purchase? 
a. Price 
b. Quality 
c. Product opinion 
d. Food allergy 
e. Health 

11.  When did you last buy some chocolate for yourself? 
a. I bought some yesterday (or the day before yesterday) 
b. A week or two ago 
c. About a month ago 
d. I can't remember when I last bought any chocolate 

12.  What is your favorite dessert store in Bloomington? 
a. BLU Boy Chocolate 
b. Feast Bakery Cafe 
c. The Chocolate Moose 
d. Underground Cupcakes & Cafe 
e. Other 

 
Selected Qualitative Method 
 

Participant Observation Interview Questions: 
● How did you know about the store? 
● What appeals to you most about the store? 
● What would you change about the store, products, price, if anything? 
● Do you feel their quality and customer service differs from other dessert restaurants?  
● Do you meet at the restaurant with friends/colleagues or do you come here as a stop-in 

for a to go snack? 
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Analysis of Pilot Data: REPORT #7 
 
For our quantitative research method, we used an online survey. We surveyed 73 people about 
what they knew and thought about BLU Boy Chocolate and also their chocolate buying habits. 
Our respondents consisted of men and women, ages ranging from 18 to 46. For our qualitative 
research method, we conducted personal interviews using convenience sampling--whoever was 
in-store at the time. 
 
From our survey results we found many aspects to people’s attractions to BLU Boy, why they’ve 
never been, and what is important to them when purchasing chocolates. First, we found that 
many IU students are not even aware that BLU Boy Chocolate exists. For those who are aware of 
the store’s existence, over half said they have never been inside before. The reasons many people 
reported not going inside the store are because they didn’t know about it or they think it’s too 
expensive. For the people who did know about the store, a majority of them found out about it 
either from a friend or from walking past the store themself on Kirkwood. Then we found for the 
people who actually visit the store, most of them are non-regulars, i.e. they go less than once a 
week. Most people we surveyed treat BLU Boy as a “treat” or something special since it is 
pricier than most other dessert places in Bloomington. Although the respondents don’t go to 
BLU Boy often, they said they still purchase chocolate often (about weekly). The factors that we 
found are most important to people when purchasing chocolate are quality and price. This is 
good and bad for BLU Boy because although they do have very high quality products, that also 
means they can be pricy. The final point we discovered from our survey research is that BLU 
Boy’s main dessert competitor in Bloomington is Chocolate Moose, and in second place is Feast 
Bakery. One advantage that BLU Boy has over both of these competitors though is that it has a 
European style to not only the store environment but also the products they make and sell. 
 
For our qualitative personal interviews, we interviewed four different people, two of which are 
IU students and the other two are Bloomington residents. Our findings were that IU students care 
more about the price of their chocolate than the quality of their chocolate, and the Bloomington 
residents care more about quality over price. We believe this is because the Bloomington 
residents are both established workers with a steady income. Another thing we found was that 
the Bloomington residents not only visit the store more often than the IU students, but they also 
tend to buy a coffee and a dessert while in the store when IU students typically just buy one item 
per visit. One thing that each interviewee had in common was that they all love the store because 
of one thing--the quality. This is the aspect that separates BLU Boy from its competitors, their 
high quality products in a specialization in chocolates and truffles that cannot be found in other 
places in Bloomington. 
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Discussion for Planning 
 

After conducting our research on BLU Boy Chocolate’s current public relations position, we 
have a number of suggestions.  Our first recommendation is for BLU Boy to start running timely 
promotions.  For example, BLU Boy could market a “Finals” care package to the parents of 
students or a special right before Valentine’s Day.  In addition, BLU Boy should offer daily 
discounts or promotions such as 10% off on Mondays, a free chocolate with a drink purchase on 
Tuesdays, and so on. These promotions will reward existing customers, bring in new ones and 
encourage new customers to return frequently.  Some of our other suggestions will bring more 
customers in as well as draw more attention to BLU Boy’s social media channels.  BLU Boy can 
offer small, one time discounts on purchases in exchange for engaging with BLU Boy’s social 
media accounts, posting positive reviews online, or posting about their products on personal 
accounts.  This will reward people for interacting with BLU Boy online and also expose BLU 
Boy as a company to more social media users.  On the publications side of our recommendations, 
we suggest that BLU Boy develops a better relationship with student publications such as the 
IDS, WIUX, Inside Magazine and IUSTV.  BLU Boy can pitch stories to these publications 
promoting the atmosphere of BLU Boy’s storefront, the quality of products and offering an 
alternative to The Chocolate Moose during its hiatus.  We strongly recommend that BLU Boy 
capitalize on The Chocolate Moose being closed right now because it is the perfect time to 
convince chocolate buyers to change where they buy from.  Finally, we recommend BLU Boy 
start a simple rewards program to encourage customer loyalty.  They could hand out a simple 
punch card and offer a free chocolate or coffee after a certain amount of purchases.  Our research 
helped us come to these suggestions that could benefit BLU Boy’s business by the means of 
public relations. 
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Appendix 
 
Timeline

 
 
Budget Proposal 
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Previous Progress Reports 
BLU BOY CHOCOLATE 

  
Progress Report 
Brief Description: BLU Boy Chocolate Cafe & Cakery is a small chocolate boutique located on 
Kirkwood Ave. Bloomington, Indiana. David Fletcher, pastry chef and chocolatier, and Scott 
Jackman founded BLU Culinary Arts and Blu Boy Chocolate in Germany in 2003. David and 
Scott continued their training in Germany in order to create delectable desserts and chocolates, 
and opened their first retail store in 2008 in order to provide European-styled desserts and 
hand-crafted chocolates, ice cream, and different kind of coffee. The taste of BLU Boy’s 
chocolate is influenced by European pastries and baking. Not only it introduces “Cafe Culture,” 
the tradition of afternoon coffee and dessert, to local people in Bloomington but also the cafe 
plays a significant involvement in local community by making chocolate with locally sourced 
ingredients. All of BLU Boy chocolates and cakes are crafted by hand in our Bloomington, and it 
prevents using preservatives to bring the highest quality of fresh chocolates. It has been organic 
since the first day it opened in 2008, and these are made with local eggs to promote economic 
activity in Bloomington community. 
  
Reason for your selection: We chose BLU Boy Chocolate Cafe & Cakery because of its unique 
history, well-crafted product, and room for improvement. Even though bakery is generally 
well-regarded and acknowledged within the Bloomington community, it has been only reaching 
an existing customer due to the failure to interact with wide range of audiences. However, there 
is still room for growth and expansion in terms of external relations with current customers as 
well as potential customers in Bloomington through social media such as Facebook, Twitter, and 
Instagram. The bakery could use PR techniques to reach a wider demographic and communicate 
better with both current and potential audiences.  
  
Potential problems: Crisis in external relations 
● Don’t have a wide variety of demographics. Target audiences are composed of limited 
demographics, mostly Americans. Only a very limited proportion are aware of the existence of 
BLU Boy among Asian populations. The total number of international students in IU campus is 
approximately 9,000 people, and reaching to Asian demographic will more likely to attract 
potential customers. 
● Competition--Feast. Even though locations for both restaurants are difficult to access for 
campus population, Feast, however, has relatively wide variety of demographics from Americans 
to Asians whereas BLU Boy is relied mostly on Americans. Should BLU Boy do something else 
to reach wide range of customers in order to increase annual sales? There must be other reasons 
which make Feast to have regular customers. 
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● Not a big enough presence on Kirkwood to catch people’s attention (many people don’t 
know about it). The location is ideal to be on Kirkwood, but it is not publicized enough there. 
● Not strong communication with external publics even though they have social media, 
many students on campus don’t know about the shop. Social media is somehow active but almost 
no reaches publics. 
○ ex) Facebook: 2,729 total page likes (5/9/2016), but usually have either 2 likes or 1 
comment on average. Failed to reach their audiences. 
○ Very limited interactions between client and publics 
● Only have about 2 tables inside--can’t have many customers in at a time 
  
Contact Information 
● Address: 112 E Kirkwood Ave, Bloomington, IN 47408 
● Phone: 812 334-8460 
● Official website: http://www.bluboychocolatestore.com 
● Facebook page: https://www.facebook.com/bluboychocolate/?fref=ts 
● Twitter: https://twitter.com/bluboychocolate 
● Instagram: https://www.instagram.com/explore/locations/571751/ 
  

 PROGRESS REPORT #2: 
  
Known problem from secondary data: We created an online survey to find out how many 
people on average actually know about Blu Boy Chocolate and if yes, how often they go inside. 
Only 16% of the people we surveyed have heard about it, and from that 16% that have heard of 
it, 33% don’t know where it is located. We also sat outside of the store on a nice afternoon and 
noticed that there was a constant flow of customers going in and out of the store. 
  
Internal situations: 
● The physical space of restaurant is very small and it would be hard to accommodate 
crowds at the same time while other dessert places in Bloomington, such as Chocolate Moose, 
Hartzells, and Feast, easily able to do it. Perhaps if they had a bigger store, they would have a 
bigger presence on Kirkwood Avenue and could bring in more customers at a specific time. 
Another situation is that because their chocolates and products are so unique, they are costly and 
time consuming. Each of their truffles are crafted with beautiful designs which makes time 
another sensitive issue. 
  
External situations: 

● In Bloomington, there are many dessert competitors for Blu Boy. Chocolate Moose is a 
famous ice cream restaurant in Bloomington. Although it is further off campus than Blu 
Boy, it is always packed with IU students and local Bloomington residents. Blu Boy, on 
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the other hand, is located right on Kirkwood Avenue and does not get the same customer 
flow. Another restaurant that has a large dessert menu is Feast. Feast is a bakery that is 
also further away from campus but is very popular among IU students and the city of 
Bloomington. The one thing that Blu Boy distinguish from other competitors is that they 
have a unique style of European desserts, hand-crafted chocolate truffles, espresso drinks, 
and cakes that make customers to experience not only delicious taste but also 
aesthetically pleasing moment. 

● BLU Boy’s chocolate is a well-known brand, known for high quality products. The 
chocolates from BLU Boy are high-priced compared to chocolates that easily found in 
Kroger, Marsh, or Walmart. It is no wonder that making chocolates with locally sourced 
ingredients affect the prices, but the items are too expensive for its quantity which makes 
students hesitate to purchase chocolates. Rather they prefer to purchase low quality 
chocolate more often. BLU Boy should provide original, hand-crafted chocolates at 
affordable prices to students, otherwise it will eventually lose their main customers which 
may damage their revenue. 

● BLU Boy Chocolate Cafe & Cakery is very focused on gifting concept. Their products 
are arranged in the form of gifts, decorated in colorful wrappers. It could be very 
dangerous to limit their approaches to customers because people will more likely to 
purchase products only for special occasions like birthday, wedding, graduations, or 
festivals. The shop should be easily accessible to students regardless of time and occasion 
like Chocolate Moose or Feast. These two restaurants are very casual to visit on a 
day-to-day basis, which welcomes vast customer flows. In order to compete with these 
two well-renowned dessert places, it is important for BLU Boy to become casual and 
interactive with customers in every situation. 

● Customer Loyalty--While we were sitting in the store, we spoke to many customers who 
were very loyal to the company. One woman said she has been going ever since it opened 
about ten years ago and that she goes far too often, and was even there the day before 
also. It is very important to maintain such a strong and consistent relationships with loyal 
customers, because they will bring more people in and help to increase revenue for shops. 
BLU Boy, however, isn’t having specific tools or marketing techniques to make customer 
stayed. It could maintain mutually beneficial relationship once BLU Boy provide positive 
emotional experience, physical attribute-based satisfaction, and perceived value of 
products or services. BLU Boy, to be honest, seems like just a mere chocolate shop in 
Bloomington. We need to break the stereotype. 

● Social media has long been heralded as a rising and powerful tool for marketers, because 
it is important for traffic and as an alternative to search. In order to maximise the 
customer flows, it is very important for BLU Boy’s to communicate with its customer on 
a daily basis. The problem for small sellers, like BLU Boy, is that social media plays 
significant role in providing additional selling channel to manage, if it becomes available 
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at all. However, BLU Boy is failing to effectively manage their social media. It is 
important to wisely use social media as a tool to increase their revenue not just a place 
where they upload a picture only. 

  
Scanning media reports: 
Instagram account: @bluboychocolate, # of followers: 688, average likes is only 30 
Facebook page: “Blu boy chocolate,” 257 likes 
# of Yelp ratings: 50 
Twitter account: @bluboychocolate, # of followers: 1,062, # of posts: 1,612 
When BLU Boy Chocolate is Googled there are no news articles featured on the company. 
  
Analyzing social media presence and sentiment: Blu Boy has a high functioning website with 
a great layout and design. They offer accessible information about the history of the company 
and the inspiration behind the concept of the chocolate cafe. The website offers a selection of 
their handcrafted chocolates and descriptions next to each picture. Customers can browse the 
desserts, chocolates, and ice cream on the site. For those who want to ship, the website offers a 
helpful FAQ section for another tab specifically for shipping instructions. One social media that 
Blu Boy Chocolate can improve on is their Twitter account. Although they have many followers 
and posts, their only tweets are their Instagram photos so they are not generating any new media, 
just re-posting what is already on another site. With that being said, their Instagram account is 
very active. They post pictures and even videos almost daily. The pictures are great quality and 
showcase their desserts, but compared to their 688 followers they only get around 20-30 likes on 
their pictures. The Blu Boy instagram account also doesn’t use any hashtags, and this could be a 
disadvantage to them because tags can gain a lot more followers and likes by using these tags. 
Hashtags will allow their account to appear in many more “popular pages” of other people’s 
accounts and could draw in more potential customers. 
  
  

PROGRESS REPORT #3: 
BLU Boy Chocolate 
  
Another secondary research on publics: 
Gourmet Chocolate - Small Business Research Report 
  
Overview 
Starbucks started it all.  Thanks to the Seattle coffee maker’s success, the whole consumable 
goods industry has been redefined.  The masses, enthralled with better-quality treats, have 
become accustomed to spending an extra $2 or $3 everyday on luxury options.  Premium 
chocolate, a loosely applied classification for chocolate that cost $8 or more per pound, appears 
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to be the next big thing.  No longer saving it for special occasions, more and more people engage 
in a daily “chocolate break”; a moment reserved for sheer indulgence over a delicious bar. As a 
result, the segment is growing at an amazing rate.  Sales through all channels increased 126% 
from 2001 to 2006 and the premium chocolate market value exceeded $2 billion in 2006 and is 
slated to hit $3.5 billion in 2011. 
  
Demographics 
Among the adult population, surveys show some overlapping with the general gourmet food 
industry.5 A few consumer groups stand out: young adults (18-34 years old), the affluent (with 
household earnings of at least $100,000), women, and Asians.1 However, differences between 
segments are often small.  Indulgences have become dear to the old and the young, 
low-and-high-income earners alike. Like most things that were once limited to only the 
wealthiest customers, premium chocolates have gone mainstream. 
  
Market Conditions 
The market as a whole has seen great strides in distribution reach. Once exclusively available at 
specialty & boutique shops, premium chocolate now generates 40% of total sales through food, 
drug, and mass channels.15 A large part of the expansion is due to the mainstream player’s 
existing retail network and advertising muscle.  One cannot ignore the exceptional branding and 
marketing done by others to make gourmet chocolate the ever-emerging phenomenon it is today. 
  
Consumer Trends 
Rising health concerns have led to the emergence of another gourmet segment, quipped by 
insiders as “the dark side of chocolate”.  Dark chocolate, which has high flavanoids content, saw 
its 2006 sales volume jump 43%.3 Also, as their palates evolve and deem sugary taste less 
desirable, consumers actively seek to “trade up” toward even darker chocolate.  Indeed, the 
percent of cocoa content has become increasingly important to customers both as a measure of 
taste and of health benefits. Companies listened and started rolling out products with more than 
70% cocoa. In 2005, Lindt introduced a 99% cocoa bar to the delight of chocolate connoisseurs 
around the world. 
  
Advertising & Packaging 
Positioning itself in the premium category, gourmet chocolate would benefit from constant 
product differentiation. Labeling that plays up cocoa content, country of origin and health-related 
hints would go a long way toward achieving this goal.  Chocolate is often an impulse purchase; 
hence displays, product placements and feature tie-ins can be a key sales driving factor.  Also, 
for a premium market, gourmet chocolate lovers are a rather price-conscious crowd.  Hershey’s 
Cacao Reserve’s disappointing launch is believed to have stemmed from the company’s refusal 
to compete on prices and hold temporary discounts. 
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Positioning itself in the premium category, gourmet chocolate would benefit from constant 
product differentiation. Labeling that plays up cocoa content, country of origin and health-related 
hints would go a long way toward achieving this goal.  Chocolate is often an impulse purchase; 
hence displays, product placements and feature tie-ins can be a key sales driving factor.  Also, 
for a premium market, gourmet chocolate lovers are a rather price-conscious crowd.  Hershey’s 
Cacao Reserve’s disappointing launch is believed to have stemmed from the company’s refusal 
to compete on prices and hold temporary discounts. 
  
Source: http://www.sbdcnet.org/small-business-research-reports/gourmet-chocolate 
  
Our Analysis 
After looking at the Small Business Development Center’s research on gourmet chocolate, we 
believe our PR plan for BLU Boy can benefit from this information.  As far as demographics, 
BLU Boy is hitting most of the ones mentioned in the research, being on a campus of young 
adults with a large population of Asian students.  BLU Boy could further market their products 
to these demographics if they are the ones who respond best to the gourmet chocolate taste.  The 
market condition outlook is positive for small businesses in the gourmet chocolate area and BLU 
Boy offers chocolates of the variety mentioned in the consumer trend section, such as dark 
chocolate.  Finally, we see room for improvement in the area of advertising & packaging. BLU 
Boy could benefit from changing their packaging to reflect the brand’s unique roots and 
prominently displaying the cocoa content of certain products.  They could do this on the 
packaging but the website as well, which has the potential of boosting online sales.  Overall, the 
small business research report on gourmet chocolate gave us a lot of insight into the industry and 
created room for improvement in our PR plan. 
  
Identifying and mapping key stakeholders: 
  
Customers (direct customers, indirect customers): The first stakeholder for BLU Boy Chocolate 
Cafe is customers, visiting the restaurant face-to-face or ordering products via online. Since they 
are the primary target publics that BLU Boy wanted to reach for long time, it is very important to 
provide enough information about the cafe itself and the products through advertisement. So far 
we have come to an understanding that customers’ demographic, brand awareness, and 
communication through social media are way far behind compared to our competitors (Feast, 
Hartzells, and Chocolate Moose). It is very important to reach more diverse publics by providing 
information. Customers’ opinions and thoughts directly alter and reflect company’s planning and 
marketing strategies. To fulfill the satisfactions, the company must have active mutual 
communication with their customers. Otherwise, it will suffer financial damages, reputation 
bankruptcy, and have one-sided communication that customers will reject mutual understanding 
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with the restaurant. The impact of customers cannot be underestimated and worth paying 
attention because they might influence other customers who basically have no idea or 
whatsoever about the company. By providing positive influences to one of customers or 
“connectors’, it becomes relatively easier to reach friends, friends of friends, and friends of 
friends of friend. We can create large ripple effects that lead to more change more quickly, and 
this will result in attracting more inflow of customers. 
  
Community (community organization, local Bloomington suppliers): The second stakeholder for 
BLU Boy Chocolate Cafe is local Bloomington community. Since BLU Boy Chocolate Cafe & 
Cakery is a small chocolate boutique located in Bloomington, there should be unique strategies 
to compete with both local (Feast, Hartzells, and Chocolate Moose) and national competitors 
(Panera). BLU Boy need to have consistent partnership with locally rooted organization as well 
as suppliers because there is a limitation for BLU Boy Chocolate to solely reach the entire 
community. Debrand Fine Chocolates, in Fort Wayne, Indiana, is the successful example of local 
chocolate cafe to have partnership with restaurant to increase its brand awareness and revenue. 
Even though BLU Boy Chocolate do not have partnership with local restaurant at this moment, 
but, by doing so, it will definitely help BLU Boy to reach more public, especially when it goes 
into partnership with the restaurant that perfectly match with European-styled desserts and 
hand-crafted chocolates, ice cream, and different kind of coffee. And since we found out that 
more than 95% of purchase are within Indiana state, therefore, it is very essential to focus on 
local community overall. 
  
Identifying/ re-categorizing influencers: 
● Who are they? The influencers of BLU Boy Chocolate Cafe & Cakery are mostly 
consisting of local Bloomington residents, especially IU students and faculty members. Since the 
geographical location of the restaurant is fairly closer to IU campus than locations of other 
dessert places, it has been relatively easy to catch people’s attention. Consumers who come to 
BLU boy expect a quality product that delivers what they want each time they purchase the 
product. Given the fact that BLU Boy prides itself on serving luxury, decadent sweets, customers 
will come again when the product they purchase fulfills their expectations. 
  
● Demographics/lifestyles/psychographics: mostly American, whites and very few 
Asians. Most customers are residents of Bloomington and have a job and steady income. Many 
customers use Blu Boy as a location to do work, read a book, or just as a quiet space to enjoy a 
cup of coffee or a chocolate, this shows that their lifestyles are laid back and are able to take time 
out of their day to spend time inside of the shop. Other consumers might have busier lifestyles if 
they only order online and cannot make it into the store or do not live in Bloomington. 
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● Communication/media use and habits: Highly like to use social media, possibly 
interact with Blu Boy’s instagram because they do have a large number of followers and a very 
accessible website. Customers rate the store very high on social media and especially on their 
Facebook page. They do not have anyone ranking them 1 star and a high majority gave them 5 
stars. When a basic search such as “desserts in Bloomington, IN” is searched on Google, BLU 
Boy Chocolate is the first website to come up on the list. This means that they either pay for 
keywords so the website to show up on the list or they have enough consumer traffic on their 
website to listed at the top. 
  

PROGRESS REPORT #4: 
  
● SWOT Analysis 
○ Strengths (Internal) 
■ Uniqueness: it stands out as a unique alternative to chocolate and offers constantly 
high-quality products in a distinctive atmosphere 
■ Great location in Bloomington (Kirkwood Ave.) 
■ Offers in-store product, as-well-as shipping 
■ Variety of products (chocolate, coffee, ice cream, etc.) 
■ Benefiting the local community 
■ More direct communication with customers (more flexibility) 
○ Weaknesses (Internal) 
■ Small storefront, not much room for seating inside 
■ Pricey products, not everyone can afford to spend a lot of money on coffee and desserts 
(especially students who make up a large population of Bloomington) 
■ Lack of communication with customers (inactive social media) 
■ The concept of precious presents for special days, such as a holiday or a wedding day. 
■ Limited marketing budget. Marketing is a key factor in promoting products and service to 
customer, but lacking in the budget for marketing can affect the business. 
■ Not defined branding and reputation of BLU Boy among customers 
○ Opportunities (External) 
■ Publicize more to IU students via student media organization (Indiana Daily Student, 
Inside Magazine, WIUX Student Radio, Indiana All Media, and IUSTV) 
■ Publicize more to Bloomington city limits 
■ Publicize to parents of IU students and make a “care-package” type product highlighted 
during midterms, finals and other student-life events. 
■ Go into partnership with Indiana University, especially athletic department. Becoming an 
IU sponsor will definitely make students can be heard more clearly about the chocolate shop 
during game. For example, provide free coupons to winner of recreational events 
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■ Create seasonal discounts and promotions or a reward system 
■ More active communication via social media (Instagram, Facebook, and Twitter) 
○ Threats (External) 
■ Many other popular dessert restaurants in Bloomington (Chocolate Moose, Hartzells, 
etc.) who have been around a lot longer than Blu Bloy. A lot of competitors in the market with 
similar products 
■ Preference and availability of other substitutes. Many people don’t want specialized 
chocolates when they are wanting a dessert or something sweet 
■ Increasing concerns of health, increasing preference to healthy foods, vegetable, and 
organic within community. This increases the demand for fresh and natural foods in some 
markets. It also increases the demand for organic and other alternatives. 
■ Steady price increase of milk and sugar might affect the price of products. Its price is 
very vulnerable. 
  
● PR Problem Statement (who, what, when, where, why, how?) 
○ BLU Boy Chocolate has a limited consumer base but the potential to maximize and 
expand to more diverse demographics. Today, most of BLU Boy’s audience consists of those 
from Bloomington and a limited number of students. In order to expand their customer base, 
BLU Boy can implement a strategy to utilize public relations techniques and tactics. A way to fix 
the problem would be to take action with our defined tactics. Our tactics would be to use social 
media platforms to reach out to BLU Boy’s consumer market, as-well-as gain new consumers. 
Also, by emphasizing the fact that BLU Boy is a company that offers a variety of products, that 
itself can draw in a variety of new customers. 
  
● Priorities 
○ The number one priority right now is to expand their consumer base to be more of a wide 
variety of people. Most people eat desserts it just depends where they choose to go, so if BLU 
Boy can reach out to more people, their amazing and unique products have the ability to attract 
more customers. 
  

PROGRESS REPORT #5: 
● Survey and 1 qualitative method 

  
Have you ever heard of BLU Boy Chocolate? 
YES: 15 
NO: 76 

If yes, do you know where it is located? 
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YES: 10 
NO: 57 
N/A: 24 

Have you ever been inside BLU Boy Chocolate or purchased something from them? 

YES: 15 
NO: 76 

Would you consider purchasing BLU Boy Chocolate online? 

YES: 30 
NO: 43 
NOT SURE: 18 
  

● What research methods do you plan to use? 
Not only to reach potential customers, but also to gain people’s behaviors, opinions, and attitudes 
into BLU Boy, we will conduct Internet survey with a random sample. The purpose of online 
survey divided into two separate parts; a) to measure BLU Boy’s presence within Bloomington 
community, especially among college students b) to understand population’s buying habits and 
willingness to try new chocolate. Quantitative research is very important for the restaurant since 
it doesn’t have various, concrete, and periodic target population. By measuring the actual 
awareness of the restaurant in local community, it is possible to discover strategies to appeal to a 
narrowly-defined audiences. To gain an understanding of underlying reasons, opinions, value, 
and policy of BLU Boy, we will conduct participant observation as an example of qualitative 
research. We will visit BLU Boy Chocolate and sit outside at a table and watch the amount of 
people that walk in, what their demographics are, and what they decide to purchase or not 
purchase. Another way we will utilize participant observation will be to purchase an item and sit 
at a table inside the store. From this, we will learn more about the interactions of the employees 
and customers. 
  

● Rationale for your choice of methodology 
We chose both online survey and participant observation because we feel they would yield the 
best results. The reasons why we chose online survey are: easiness to gather large amount of data 
in short period of time. The survey questionnaire can be rapidly answered and completed by the 
respondents, and, as we predicted, we got plenty of responses from respondents regardless of 
ethnicity, occupation, and gender. It was a good reassurance that many people don’t know about 
BLU Boy or if they do, they don’t go there often. Online survey was very effective since most of 
college students do have either smartphone or PC. Because of the proximity to IU campus, the 
flow of student customers is too important to be neglected. It is essential to measure students’ 
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thought, opinion, and experience on BLU Boy and, therefore, we concluded that we could reach 
huge number of college students through online survey since they are inseparable from 
smartphones or laptop computers. Online survey, however, had limitation in suggesting a 
concrete strategies to deal with current situation of BLU Boy. Participant observation was the 
resolution of a question that we’ve faced since online survey result only showed people’s 
unawareness of the restaurant. This research method allows a) to understand how people interact 
with restaurant in a day-to-day activities, and b) to suggest alternative strategies of not getting 
reputation among local community. Our goal from this is to figure out exactly who they are 
marketing to. 
  

● Detailed data collection plans 
The online survey will provide us information about their behaviors, opinions, attitudes, and 
value of BLU Boy in local community. The survey will target residents of Bloomington 
community, especially people related to IU campus. The respondents that we will target include: 
students, faculty, customers, local residents. As far as we know, there are subtle recognition of 
the restaurant among students, particularly among racial minorities. In order to reach wider 
demographics it is crucial to have intimate relations to those communities. Since many of 
respondents have eaten desserts from its competitors we could combine public opinions and 
investigate why people like these shops so much. Also, after our participant observation research, 
we will compile data of the demographics from all of their customers we saw enter the store and 
make a purchase. From this data, we will be able to better understand who their target audience 
is and who their consumers are already, and from there we can expand their marketing to other 
people with different demographics as well. 
  
  

PROGRESS REPORT #6: 
Measurement Instrument: 
Participant observation: 

● Participant observation was the resolution of a question that we’ve faced since online 
survey result only showed people’s unawareness of the restaurant. This research method 
allows a) to understand how people interact with restaurant in a day-to-day activities, and 
b) to suggest alternative strategies of not getting reputation among local community. Our 
goal from this is to figure out exactly who they are marketing to. 

● Since participant observation tend to be more strongly affected by the date and time of 
the visit, we decided to visit the restaurant in various times to reduce the sampling error. 
For example, more students are likely to visit the restaurant during weekend than 
weekdays because student will spend more time studying for the exam or assessment in 
weekdays. On the contrary, they will come to restaurant in weekend to either relieve 
stress or take a rest. Therefore, we will conduct participant observation in both weekdays 
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and weekend. The second problem of participant observation is the time of the visit, 
because people tend to make order differently based on time. For example, people who 
visit the restaurant early in the morning will more likely to order Americano, Latte, 
Espresso whereas people who visit the restaurant at noon will have wider options to make 
orders such as Ice Cream, Chocolate, Coffee, and other types of desserts. In order to 
reach various customers and their buying habits, it is crucial to consider the importance 
of the date and time of the visit to the restaurant. 

● List of times and dates to visit. (example) 
○ Monday morning 
○ Friday evening 
○ Saturday afternoon 
○ Thursday 3~4 pm 
○ Tuesday 10~11am 
○ Sunday morning 
○ Visiting restaurant in different times and days will allow us to reach more wider 

demographics. 
  
Interview Questions: 

● We are adding more questions to our already existing survey to gain more valuable 
information. These questions will be more in-depth and will give us results quickly. 

● Conducting in-person interviews will allow us to gain insight on the type of customers 
that BLU Boy possess and will show us the main demographic. We will also learn more 
about the customer’s beliefs, views and values. 

● We are going to send out the online survey to IU students, faculty, and any other email 
addresses of local Bloomington residents that we can obtain. 

  
● Added questions for survey 

1.    Are you a Bloomington resident, IU student, or both? 
2.    How long have you known about BLU Boy/ how long have you been coming into the store? 
3.    How often do you come into the store? 
4.    What do you buy most frequently in the store? 
5.    Have you ever ordered online? 
6.    Have you ever sent product as present? 
7.    How did you find out about the store? 
8.    Do your friends know about it as well? 
9.    Do you come to the store alone or with others? 
10. Do prices affect your purchases in the store? 
11. Where else do you go for chocolates/desserts/coffee? 
12. Do you follow their social media accounts? 
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● Questions for personal interviews after participant observation 

○ How did you know about the store? 
○ What appeals to you most about the store? 
○ What would you change about the store, products, price, if anything? 
○ Do you feel their quality and customer service differs from other dessert 

restaurants? 
○ Do you meet at the restaurant with friends/colleagues or do you come here as a 

stop-in for a to go snack? 
Updated survey: https://www.surveymonkey.com/r/5H67FNW 
  

PROGRESS REPORT #7: 
Survey link: https://goo.gl/forms/uiCTFrtP0oQO8B7r2 

● Quantitative data results from survey 
  

○ Question 1: Are you a Bloomington resident or IU student? 
IU Student: 65 / Bloomington Resident: 8 
·       In the beginning of project, the main objective was to increase awareness of BLU Boy 
Chocolate among IU students. Based on the result of our survey, almost 90% respondents (65 out 
of 73) were IU students. It was kind a successful start to hear students’ (our target audience) 
opinions, behaviors, and attitudes of BLU Boy lively. 
  

○ Question 2: Have you ever heard of BLU Boy Chocolate? 
Yes: 46 / No: 27 
·       We found that a majority of people knew about the store prior to this survey which is different 
from a survey we did months ago where a majority was not aware of the store. This was quite 
fascinating because it tells us that there were some kind of errors when we collected the data 
previously. 
  

○ Question 3: Have you ever been inside BLU Boy Chocolate or 
purchased something from them? 

Yes: 30 / No: 43 
·       A majority of people that we surveyed have not bought anything from the store even though 
they already knew about BLU Boy. The reasons why they have never been inside BLU Boy are: 
either because they haven’t heard of it, because of the high price, or they are uninterested. We 
thought it would be important not only to motivate people to visit the restaurant but also to make 
BLU Boy more accessible via active social media activities. 
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○ Question 4: Why or why not? 
■ 37% have never heard of the store 
■ 52% enjoy the chocolate and/or coffee 
■ 2% think it’s too expensive 
■ 9% was told by someone to check it out 

·       Majority of people who go to the store go more than once because they enjoy the high-quality 
products 
  

○ Question 5: How did you hear about the store? 
■ 32% heard about it from a friend 
■ 19% walking by 
■ 1% found out about it from another source (online, professor, etc.) 
■ 48% haven’t heard of it until now 

·       Most people hear about the store from the location on Kirkwood or from a friend suggesting 
they visit the store and check out the products 
  

○ Question 6: Would you consider purchasing chocolate online? 
Yes: 39 / No: 34 
  

○ Question 7: Why or why not? 
■ 72.95% no because they prefer going into the store 
■ 27% yes because it’s easy/convenient 
■ .05% yes, would buy it as a gift online 

·       A majority of people prefer physically going into the store to buy chocolate but some are 
willing to buy online for them personally or as a gift for someone else 
  

Question 8: Have you ever ordered online from BLU Boy? 
Yes: 32 / No: 41 

Some people have already bought chocolate online from BLU Boy before the idea 
was planted in their mind from the survey, but again a majority has not bought online 

  

Question 9: How often do you visit the store? 
The people who visit the store are mostly non-regulars (i.e. go less than once a week) 

  

Question 10:What are the important factors when considering a chocolate 
purchase? 

When buying chocolate, people care mostly about the quality and the price of the 
chocolate over other factors. 
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Question 11:When did you last buy some chocolate for yourself? 
  

Question 12: What is your favorite dessert store in Bloomington? 
BLU Boy is not considered a popular favorite dessert restaurant in Bloomington among 

the survey participants 
  

Qualitative data results from personal interviews 
1. IU professor, male, age between 40~50 

  
Interviews in-store from 11/16 at 3pm 
Not very busy on a Wednesday afternoon around 3-3:30ish 
  
How did you know about the store? 

● “The owner is a physician and his mother and the owner’s mother are friends, he’s a 
professor here—ordered a cake, lemon ricotta olive oil cake—and espresso.” 

What appeals to you most about the store? 
● “It has a European sense, the sweets aren’t too sweet.” 

What would you change about the store, products, price, if anything? 
● “I would not change anything about the products.” 

Do you feel their quality and customer service differs from other dessert restaurants? 
● “Quality is outstanding compared to other places.” 

Do you meet at the restaurant with friends/colleagues or do you come here as a stop-in for a to 
go snack? 

● “Both, mostly come to stop in on his own” 
    2. Allison - IU Student, female, age 20 

  
Interviews in-store from 11/16 at 3pm 
Not very busy on a Wednesday afternoon around 3-3:30ish 
  
How did you know about the store? 

● “Heard about it from a friend” 
What appeals to you most about the store? 

● “The quality desserts” 
What would you change about the store, products, price, if anything? 

● “Nothing!” 
Do you feel their quality and customer service differs from other dessert restaurants? 

● “Yes, much higher quality and better product than other places in Bloomington” 
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Do you meet at the restaurant with friends/colleagues or do you come here as a stop-in for a to 
go snack? 

● “Occasionally stop in for a snack” 
  

From the cashier 
  

● Regulars are more Bloomington residents but in general 60/40 
● Most known for their chocolates 
● Regulars come for coffee 
● More walk-ins for desserts 
● Busiest on the weekends Thu-Sat and hours between 12-3 pm and 6-8 pm 
● Only place in town that makes chocolates, desserts are more indulgent & fancy 
● Most stuff stays the same, not a lot of seasonal 
● Only thing that’s online is chocolates (most popular Christmas and Valentine's Day) 

  
3. Michael Conway (46 years old) - road construction worker 

  
Interview in-store from 11/18 at 10am 
It was kind a busy on a Friday morning with lots of people getting coffee 
  
How did you know about the store? 

● “I visited BLU Boy for the first time when I came here, Kirkwood Ave, to fix the road. I 
first thought it was a little antique bakery which sell different types of coffee and breads. 
I often stop by the shop to buy coffee and chocolate on the way home because my wife 
likes chocolate a lot.” 

  
What appeals to you most about the store? 

● “The uniqueness of product is the reason why I visit BLU Boy often. I liked the richness 
and three-star taste of European-styled chocolate that is completely different from sugary 
and unhealthy American chocolate.” 

 
What would you change about the store, products, price, if anything? 

● “Because I am a very sensitive person, I often change the store when quality, price, or 
taste of product changes. What I love about BLU Boy is that the products is still fresh and 
delicious for a lengthy period of time. I am appreciated for their effort to keep it 
consistent.” 

Do you feel their quality and customer service differs from other dessert restaurants? 
● “I really like the quality of products in BLU Boy, and I think its quality is incomparable 

to other dessert places in Bloomington.” 
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Do you meet at the restaurant with friends/colleagues or do you come here as a stop-in for a to 
go snack? 

● “I often visit the restaurant with lots of coworkers, and many of coworkers became a 
regular visitor to BLU Boy just like me. They were all glad that I brought them here to 
the wonderful coffee shop. They also brought their own friends here as well.” 

  
  

4. Hannah Taylor (23 years old) - IU Senior 
  
Interview in-store from 11/20 at 1:00pm 
It was super busy on a Sunday afternoon with lots of people getting coffee and chocolate. 
  
How did you know about the store? 

● “My friend is regular visitor of BLU Boy and she gave me several chocolates from BLU 
Boy as my 21st birthday present. I really loved the chocolate and decided to come to the 
restaurant for more chocolates and coffee. It has been a year and half since my 21st 
birthday, and I come to BLU Boy at least once in a week.” 

  
What appeals to you most about the store? 

● “To be honest, I like the homelike atmosphere and quality of dessert here. Most of 
chocolates from Kroger or other dessert places are way too sweet for me and it kind a 
make me feel unhealthy after eating other chocolates. BLU Boy, I think, is different, 
desserts are rich but not too heavy and sweet. It makes me happy when I eat chocolate” 

  
What would you change about the store, products, price, if anything? 

● “Nothing makes me change the store, I just love experiencing different chocolate or 
coffee from variety of shop in Bloomington. BLU Boy is my number one choice for 
chocolate and coffee these days, but it is possible that other dessert place would be my 
first choice in anytime.” 

  
Do you feel their quality and customer service differs from other dessert restaurants? 

● “I strongly feel that quality of products is much more outstanding than other dessert 
places. Chocolate and coffee are so good. But I wish BLU Boy to have larger space to 
accommodate more people at the same time, because the place is too crowded during 
afternoon and weekends, making me to leave and angry. It needs extra space for more 
people, I think” 

  
Do you meet at the restaurant with friends/colleagues or do you come here as a stop-in for a to 
go snack? 
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● “I often stop by the shop to get coffee on my way to school, so I have never met friends 
at the restaurant.” 
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Store Background



112 E Kirkwood Ave
● European inspired chocolate store
● Great location
● Have multiple social media accounts 

(Facebook, Instagram, Twitter, etc.) 
which are all active

● Variety of products in-store
● Quiet environment for meetings, work, 

or relaxation
● Competes with many other dessert 

establishments in Bloomington (Feast, 
Chocolate Moose, etc.)



Mission

“All of BLU Boy chocolates are crafted by hand in our 
Bloomington, Indiana chocolate studio using no 

preservatives in order to bring you fresh chocolates of the 
highest quality”



Contact Information
● Address: 112 E Kirkwood Ave, 

Bloomington, IN 47408

● Phone:  (812) 334-8460

● Website: 

http://www.bluboychocolatesto

re.com 

● Email: 

info@bluboychocolate.com

● BLU Boy Chocolate Café and 
Cakery

● Instagram: @bluboychocolate

http://www.bluboychocolatestore.com
http://www.bluboychocolatestore.com
http://www.bluboychocolatestore.com




Why BLU Boy?

● We felt that BLU Boy is not a very popular dessert restaurant for IU 

students and we wanted to find out why. Even though it’s very close to 

campus

● We knew they have high quality products and wanted to figure out how 

they can improve their advertising and marketing strategies.

● After doing some research, we’ve concluded that BLU Boy is a hidden gem 

in Bloomington because of high quality products, service and atmosphere



SWOT Analysis 
[Strengths - Internal] [Weaknesses - Internal]

● Uniqueness: it stands out as a unique 
alternative to chocolate and offers constantly 
high-quality products in a distinctive 
atmosphere.

● Great location in Bloomington (Kirkwood Ave.)
● Offers in-store product, as-well-as shipping
● Variety of products (chocolate, coffee, ice 

cream, etc.)
● Benefits for the local community using local 

ingredients.

● Small storefront, not much room for seating 
inside.

● Pricey products, not everyone can afford to 
spend a lot of money on coffee and desserts 
(especially students who make up a large 
population of Bloomington)

● Promoting for special days, such as a holiday 
or a wedding day. 

● Limited marketing budget. Marketing is a key 
factor in promoting products and service to 
customers, but lacking in the budget for 
marketing can affect a  business.



SWOT Analysis 
[Opportunities - External] [Threats - External]
● Publicize more to IU students via student 

media organization (IDS, Inside Magazine, 
WIUX Student Radio, Indiana All Media, 
and IUSTV)

● Publicize to parents of IU students and 
make a “care-package” type product 
highlighted during midterms and finals. 

● Go into partnership with other 
Bloomington restaurants where they can 
sell their deserts on their menus and 
create mutually beneficial relationships. 

● Other dessert restaurants in Bloomington 
that have been around longer than BLU 
Boy.

● Increasing concerns of health: health 
conscious, food allergies and vegan/organic 
options. 

● Steady price increase of milk and sugar 
might affect the price of products. Its price 
is very vulnerable. 



Potential Problems
● Not much awareness for variety of demographics
● High competition 
● Room for increase in communications with target audiences



Research Method
● We chose a survey as a quantitative method to gain people’s behaviors, 

opinions, and attitudes into BLU Boy
○ a) to measure BLU Boy’s presence within Bloomington community
○ b) to understand people’s buying habits and willingness to try new chocolate

● We chose an in-depth interview as a qualitative research to explore their 
perspectives and experience of BLU Boy
○ a) to understand how people interact with the restaurant in a day-to-day activities
○ b) to listen advices from actual customers for better improvement



Insights from Research



Key findings: Internet Survey
● Many IU students haven’t heard of the store until our first survey
● But only few of them been inside BLU Boy 

○ Think it’s too expensive (overpriced)
○ The location is still vague

● Have you ever been inside?



Key Findings: Internet Survey
● People who heard about the store from a friend or from walking by
● Majority of those who visit the store are non-regulars

○ They visit the restaurant less than once a week



Key Findings: Internet Survey
● Lots of respondent purchase chocolate on a regular basis
● Price & Quality are the most important factors purchasing chocolate
● Largest dessert competitor is Chocolate Moose



Key findings: In-depth Interviews
● Interviewed two IU students & two Bloomington residents

● Price: IU students // Quality: Bloomington residents

● Residents visit the store more frequent than IU students
○ Multiple times of week

● IU students get only coffee, adult get coffee and chocolates

● Regulars prefer coffee while walk-ins are usually for dessert

● All enjoy the store because of the quality products



Our Suggestions



Our Suggestions
● Run timely promotions

○ Finals

○ Valentine’s Day

○ Daily promotions

● Offer a one time discount for
○ Social media follows

○ Social media posts or tags

○ Recommendations on Yelp!, Google, etc.



Our Suggestions
● Promote the atmosphere

● Capitalize on Chocolate 

Moose’s hiatus

○ Offer an alternative that’s closer to 

campus

● Establish a better relationship 

with IDS, WIUX, IUSTV, etc.

● Offer a rewards program

○ A punch card for a free coffee or 

chocolate



Questions?

Thanks!
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