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Executive summary 

The Candle Mania provide unique, attractive handmade candles for the people who love 

candles and will attract the people who not very interest in candles. 

The main objective of the company is to hold its topmost position in the market and 

maintain its competitive advantage from its potential competitors. This marketing plan have 

used PEST, SWOT to analyse out the advantages and disadvantages toward our companies. In 

this market day, we have three competitors, which are The Candle Bar, Spirited Candles and 

Lighthouse and they have better location than our company. Our company’s target market 

are Young Optimism female (102) with a market share of 25%.  

Based on previous QUTopia business result, The Candle Mania sell their products at the 

price of $40. Also when customers buy one or more products, they will receive a 10% off 

discount ticket. At the end of the market day, if there are still some products left, we would 

use bundle pricing in order to sell our products. Furthermore, our company would use 

Facebook for advertising and will use direct sale on the market because we do not have a 

better location to enable customers to come to our stall. Moreover, there are some marketing 

objectives that our company need to achieve, such as to gain 20% of market share in the same 

industry and have at least 65 customers on both market days. Additionally, for our stall, we 

would stick a banner in front of the table and balloons to decorate our stall. 

In Appendix, we would have our plan for both market day 1 and market day 2 as well as 

the market we have been visited for the purpose to have more understanding of market day. 
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2. Situation Analysis 

2.1 The market 

Candle Mania is delighted to offer attractive handmade candles that comprise distinctive 

features and a unique design with different colour’s and attractive scent that will attract the 

customer. Candle Mania is based on other store-based retailing industry. Candle Mania also 

will target all the fun loving and sophisticated customer who love candles as their decorations.    

2.1.1 Market Need 

The demand and need of the customers are filled by providing diversified attractive 

products and maintaining the quality that satisfy the customer expectation. Candle Mania is 

a unique concept of homemade candles where the candles will be introduced to the 

customers where they can lighted up the candle and sit back, enjoy the scent that coming out 

from the extraordinary candle. Referring to the past QUTopia business results, the industry 

has a profitability of 49.62% which demonstrate that half of the QUTopians are interested in 

this market. 

2.1.2 Macro-environment- PEST analysis 

In order to analyse its macro environment, the PEST analysis could be done on this company: 

Environment Trends/issues Implications for our 

product 

Political/Legal Strict copyright of the 

product’s design, style 

within the QUTopia law 

and legislations. 

 

 

The ingredient of the 

product should be allowed 

by the Australia 

government 

Economic The average income of the 

QUTopian is $250. 

 

-Need to estimate the 

suitable price for the 

product due to low 
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Currently, the Australian 

dollar is dropping which 

impact the businesses. 

 

QUTopian’s income.  

 

-Flexible price will make 

the low and high income 

willing to purchase the 

product.   

Social/culture/demographic Green ingredient of the 

product.  

 

-Custom gift using The 

Candle Mania trends. 

-Eco-friendly ingredient is 

very important nowadays. 

 

-Most consumers 

concerned about their 

health and the purity of the 

air. 

Technology Social media for 

advertising. 

 

-Increasing the use of 

smart gadget. 

Ordering the product 

through online, Facebook, 

Instagram, etc. 

  

2.2 The company 

Candle Mania is determined to implement Kotler’s Competitive Strategy Model in its 

business operations in order to get competitive advantage over its competitors (Wesselbaum, 

2014). The company would try to follow the four elements of competitive advantage that are 

cost leadership, cost focus, differentiation and differentiation focus.  

2.2.1 Mission Statement 

Candle mania pledge to conduct the business in an environmentally friendly, using the 

natural base ingredients and top quality for making the candles. Candle Mania also wants to 

achieve the goals which are unique and natural product. Also, to open young minds to think 

more broadly about the importance of being an entrepreneur and successful in the future. 
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2.2.2 Marketing Team 

An innovative 5 members marketing team is implemented by the company that helps in 

increasing customer’s base and thus, profitability is maintained accordingly. The marketing 

team are: 

NAME POSITION 

Zhiming Shi Marketing Manager 

Ip Wai Ting Pricing Manager 

Mohammad Ali Zaharuddin Product Manager 

Leshi Luo Promotion Manager 

Hongyu Zhou Distribution Manager 

 

2.2.3 SWOT 

The SWOT analysis of the Candle Mania would provide situation analysis of its internal 

environment: 

Strength: 

 Candle Mania has its very own 

uniqueness of design, scent of smell 

that can attract customer’s and a 

variety of colours for the customer to 

choose to suit their needs. 

 Candle Mania also use the natural 

base ingredient which is eco-friendly. 

Weakness: 

 Since the Candle Mania stall during 

the market day will be around the 

corner, it would be hard for the 

Candle Mania to attract customer 

during the market day because most 

of the customer will be around the 

middle of the market day stall. Shop 

icons will also not clearly visible 

because of the many shops in that 

area. 

Opportunities: 

 By making an advertisement on the 

product through Facebook, 

Instagram, Twitter, and a banner on 

Threats: 

 The threats for Candle Mania are the 

price wars with the competitors. Also 
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the entrance and exit of the market 

day, will alert the customer and visit 

the stall although the stall is around 

the corner. 

the competitors has a new 

innovative for their product.  

 

2.3 The competition 

With the help of Kotler’s Competitive strategy model, the company is planning to compete 

with its potential competitors in order to get competitive advantage in the market and achieve 

huge sales profits in its business operations (Arslan et al. 2008). The main differentiation 

strategy of the company is its attractive handmade candle product with variety of scents at 

reasonable prices that are favorable to the customers.  

The main strategy of Candle Mania is to examine competitor’s objectives and implement its 

own business strategy accordingly. It is important for every company to know that where its 

competitor stands with respect to service leadership, technological leadership, cash flow, 

share growth, market and current profitability. It is important to evaluate the strength and 

weakness of competitors with respect to own company product with the help of 

benchmarking (Kotler, 2013). The benchmarking is a process in which product or service of a 

company is compared with other potential competitor’s product or services in order to 

explore best practices and figure out improved quality and performance of products and 

services. The competitor analysis could be done with six steps of benchmarking such as 

selecting a product for benchmarking, identifying key performances, selecting its internal 

areas for benchmarking, gathering data on performance, evaluate data and identify its 

opportunities, and finally adoption of best practices from competitors (Kotler, 2013). Candle 

Mania’s direct competitors are The Candle Bar, Spirited Candles and Lighthouse. While the 

indirect competitors are the Unbottle. Since the Lighthouse will be selling the same product 

as Candle Mania, they will be the main competitor. 

The competitor analysis had been done below: 

 The Candle Bar Spirited Candles Lighthouse 

Target 

market(s) 

They are most likely to 

target the young 

They are most likely to 

target the women who 

They are most likely 

to target the most 
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optimist. likes candle as 

collection. 

spenders during the 

market day. 

Product Candles inside the 

recycled and redesigned 

alcohol bottle. 

Scented Candles in the 

recycled bottles with 

the top cut off. 

Upcycled jar lights 

Price Since the candle bar use 

recycled alcohol bottle, 

the price would be 

cheaper around $25-

$35. 

Since the spirited 

candles use recycled 

bottles with the top cut 

off, we assume the 

price will be around 

$15-$20. 

Since the lighthouse 

use the upcycle 

resources, the price 

will be around $15-

$20. 

Place Stall number – 11. 

QUTopia Market in QUT 

(Z Block) 

Stall number – 28. 

QUTopia Market in 

QUT (Z Block) 

Stall number – 17. 

QUTopia Market in 

QUT (Z Block) 

Promotion 

 

 

Reclaimed, reused and 

repurposed alcohol 

bottles to create a 

variety of unique, 

homemade candles. 

Adding a new scent Promote 

individuality and 

freedom of 

expression. 

Potential 

competitive 

barriers 

The product is 

redesigned using a 

variety of alcohol bottle 

which makes them 

having lots of choices 

Their scented candles 

may have the same 

scent of our candles. 

Difficult to identify 

what kind of recycle 

product they using 

but their product 

description is 

upcycled jar lights. 

Potential 

strengths and 

weaknesses of 

competitors 

Their potential strengths 

are using variety design 

of recycled alcohol 

bottle which could 

attract the customer’s 

on their DIY design. 

The potential strength 

will be the scented 

candle that we do not 

have. What we don’t 

have, possibly will 

make the customer 

Their potential 

strength will be the 

size of the jar that 

they are using. If the 

jar is big and the 

price is cheaper, 
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Their possible 

weaknesses are the 

recycle items they are 

using may be not long 

lasting. 

focus more on the 

products. Also, maybe 

their scented candles 

are better than us. 

 

Their possible 

weaknesses are their 

scented candles are 

too strong that can 

make the customer 

feel dizzy when 

smelling it too long or 

instantaneously. 

 

 

 

 

 

most likely the 

customer will 

purchase their 

product. 

 

Their possible 

weaknesses are the 

recycle jar that they 

are using, whether 

the jar could 

support what’s 

inside it or not. 

Because the jar is 

recycled. 

Our likely 

response(s) 

Make a variety coloured 

wax in the jars instead of 

one colour. Plus free 

unscented candles. 

Will make more than 5 

scent which are not 

strong. Just nice to 

smell when the candles 

lighted up. 

Will make a 

different design on 

every jars to attract 

the customer by 

using a quotes in 

variety of 

languages. E.g 

(Malay, Chinese). 
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3. Market segmentation and, targeting 

3.1   Segmentation 

 Segment 1 
name: The Gift 

Segment 2 name: 
Relaxation 

Segment 3 name: 
Decoration 

Geographical 
description 

The geographical 
location for the 
gift is QUTopia in 
Brisbane, 
Australia. 

The geographical 
location for the 
relaxation is 
QUTopia in 
Brisbane, Australia. 

The geographical 
location for the 
decoration is 
QUTopia in 
Brisbane, Australia. 

Demographic 
description 

The 
demographic of 
the gift will be 
the female. The 
age will be 
around (18-30) 
who earns $200-
300. 

The demographic 
of the relaxation 
will be female (18-
25 years old) who 
earns $250-$350 

The demographic of 
the decoration will 
be female. The age 
will be around 20-
30 years old who 
earn $250-$300. 

Psychographic 
description 

Young optimist Young optimist Something better 

Behavioural 
description 

 buy gift for 
someone 

 special 
occasion 

 They will buy 
for 
themselves 

 They will use 
after their 
work and 
study to relax 
themselves. 

 They will buy 
for their 
friends or 
themselves. 

 To decorate 
their house 

 

3.2 Target market 

Candle Mania will target relaxation aged 18-25 which earn $250-350 for our target market 

because female will prefer candles than men.  Candle Mania believes that our beautiful funny 

and unique products will attract female teenagers. Moreover, our candles have some unique 

odor that can make people feel comfortable and relax. Young Optimism are the one who 

would like to try everything, and they are hardworking and study hard (Londoño et al. 2014, 

157). For the purpose of that, Candle Mania’s candle has name tags which have traditional 

Chinese and Malay Proverb and some funny words to attract customers. 
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4. Market size, demand and potential 

According to the QUTopia census data, the size of the total QUTopia market is 266 people. 

Our potential market is all females. It has 102 Young Optimism females in QUTopia market. 

Our target market is female aged 18-25 which earn $250-350. It is 38% from our potential 

market. We expect one customer buy one product so our product frequency per person is 1. 

We search that there are 3 competitors which are selling similar product with us, so the 

demand of our products will be high. Therefore, we estimate that our market share is 25%. 

Furthermore, the sales forecast of our company is 23.75%. 
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5.0 Marketing objective and metrics 

Objectives Metric How the data will be 
collected 

How it will be 
measured 

To achieve 20% of 
profitability on market 
day 1 and 2. 

Actual sales  Record the sales and 
expenses from both 
market day 

( Net profit/ Total 
expense) x100% 

To gain 20% of market 
share in the same 
industry (G4279) on 
both market days. 

Market 
share 

 Record the sales 
from both market 
days. 

 Compare with our 
competitors which 
are in the same 
industry. 

(Total turnover/Total 
turnover of our 
industry) x100% 

Get 95% satisfaction 
from customers 
both  market days 

Satisfaction 
levels 

 The satisfaction 
levels will be 
collected during the 
Market Day 1 and 
Market Day 2. 

Satisfaction levels will 
be measured by 
preparing two survey 
boxes which are 
satisfied and 
dissatisfied. 

Have at least 65 
customers in market 
day 1 and 2. 

Number of 
customers 

 It will record how 
many customers 
buy our products on 
the market days 

When we sell a 
product to customer, 
we would mark down 
and calculate at the 
end. 

To achieve at least 20% 
of customers buy our 
products again on 
market day 2. 

Customers 
loyalty 

 We would give our 
customers discount 
card for next time in 
market day 1. 

 We calculate total 
number of 
customers use 
discount card in 
market day 2. 

(The number of 
returning discount 
cards/ The total 
customers in Market 
Day 2) x100% 
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6.0 Marketing Mix 

 6.1 Product strategy 

The Candle Mania is intended to provide attractive handmade candles that are at the same 

time sold at reasonable prices. Candle Mania provides wide range of products along with 

distinctive features with excellent qualities, variety scents and unique designs. The main 

strength of the company is its varied range of innovative products that provide competitive 

advantage over its competitors (Johannesson, 2011). Some of the raw materials and 

ingredient of the company and their sources are given in the below table. 

Ingredient/Supplies Sources/Suppliers 

Glass jar E-bay 

Candle wax E-bay 

Candle wick Reject shop 

Candle label Reject shop 

Scented Liquid Reject shop 

 

It is important to make product differentiation, service differentiation, personnel 

differentiation and image differentiation in the market from competitors in order to create 

reputation of the company and get competitive advantage from its competitors (Grewal and 

Levy, 2010). These differentiation provides various beneficial elements to the product as well 

as the company such as provides difference in high valued benefited buyers, difference could 

be presented in a distinctive way, difference is superior to customers, difference is 

communicable to buyers, difference cannot be easily imitated by competitors, buyer afford to 

pay for difference, and finally the company could introduce difference in order to achieve 

profits (Kotler, 2013).  
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6.2 Pricing Strategy 

The team’s price-sensitive in the market is strong because we have three competitor which 

selling the similar products. According to the previous business result, the companies that sold 

candles had price around $30-$60. Therefore, our company chooses a middle price, which is 

$40. Furthermore, when our customers buy our products, they will receive a 10% off discount 

ticket for their next purchase. Moreover, at the end of the market, if there are still some 

products we have not sold it, we would use bundle pricing. Bundle pricing is selling two or 

more products bundled together into a single product (Bulut, Gürler and Şen 2009, 897). Our 

calculation of break-even point: 

 

 

 

Breakeven Analysis Summary 

Variable Cost $2.00 per unit 

Fixed Cost $2,200.00 

Expected Sales 110 units 

Price $40.00 per unit 

Total Revenue $4,400.00 

Total Variable Costs $220.00 

Profit $1,980.00 
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6.3 Placement strategies 

FEATURES COMMENTS 

Location 

 

The stall of candle mania is No.62 which close to the coffee bar in 

the corner of QUT Z block. 

Lighting 

 

Indoor light by the Z block in QUT, 

Potential neighbors 

 

Our neighbors are flower shop and food shop. So, the food shop 

might attract the customer. In that case, we can introduce our 

product to the customer.  

Traffic Flow 

 

The stall are locate at a corner, so will have less customer flow. 

 

Floor coverings  No floor coverings. 

Access to a wall 

 

The stall is access to wall and emergency door. 

Posts 

 

Candle Mania will stick a banner on the table for the company’s 

name. At the same time, attract the consumers’ attention 

Sound 

 

We will not have any music in our stall. 

Impediments 

 

The Candle Mania does not have the better location. However, our 

competitors have better location than us, such as 11, 28 and 17. 

These stalls are near entrance and in the middle of the hall. 

 
Our stall location is not a good location, which is around the corner and possibility less 

customer. Therefore, we decided to use direct sale to sell our products, which is one of our 

group member will walk around in the hall with our products to represent our product to the 

customer. To decorate our stall, we will stick a banner in front of the table and will have some 

balloons which have written words in English, Chinese and Malay to attract our customers. 
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6.4 promotional strategy 

Promotion can be defined as a method to build and maintain relationships by 

communicating with one or more audiences through informing and persuasion (Kerin & 

McDonnell, 2008). 

6.4.1 Social media 

Candle Mania’s plan is to use social media to raise our brand awareness and to promote 

our products. A Facebook page will be set up in order to communicate with our customers 

more conveniently. Facebook became a necessary part of every university students’ daily life, 

many students have benefits of exchange information for make friends, education goals and 

other activities through the Facebook (Zaremohzzabieh, Samah, Omar, Bolong & Kamarudin, 

2014). Therefore, Facebook is vital tool for us to promote our products to our customers. 

Moreover, we would accept preorder in Facebook, so customers can have their preferred and 

unique candles. It is important to satisfied customers’ wants and needs. 

6.4.2 Direct sale 

In additional, during the market day, we would have a member walk around the hall with 

our products. Because our company located around the corner, which will not have much 

customers flow. Therefore, customers maybe not able to come to all stalls. When people are 

in direct sale, it would have more possibilities for customers to buy the products (OKAMURA, 

NARIU and IKEDA 2011, 546). If we walk around in the hall with our products, customers 

would notice our company and would come and buy our products. 

Key Message COMMUNICATIONS 
MIX ELEMENT 

Promotional Tactics 

Our company produce unique 
candles which has traditional 
Chinese and Malay Proverb or 
some funny words. 

Social media We would post some of our 
handmade candle with a 
nametag that has Chinese 
Proverb and funny words on it. 

We provide candles as well as 
introduce Traditional Chinese 
and Malay Proverb. 

Direct sale Our company would sale 
candles and explain to our 
customers about Chinese 
Proverb. 
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7.0 Budget 

   
Size of the total QUTopia market 266 

Market potential (a): 161 
Target Market(b):=X% of (a) 95% 
Product frequency per person (c): 1 
Estimated market share from your 
research(d): 

25% 

Sales projection (b)*(c)*(d) 23.75% 
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8.0 Implementation plan 

Pre-Market Day 

Action Team member 
responsible 

Deadline 

Think about products and decide of our products Product manager 8th August 

1.Consideration of stall location 
2.Store purchase 

1.All managers 
2.Distribution manager 

12th August 

1.To register our company 
2.Create a Facebook page for our company 

1.Marketing manager 
2.Promotion manager 

14th August 
4th 
September 

1.Analyse of price data based on previous 
QUTopia data. 
2.Consideration of our product price. 

1.Pricing manager 
2.All group members 

22th August 

 
At Market Day 1 

Action Team member 
responsible 

Deadline 

Prepration 
Prepare all products to the stall. 
Set the stall 

All team members 8:00-9:00 

During Market day 
1.Make sure our products are in good 
conditions 
2.To know our competitors’ pricing and 
strategies 
3.Serve our customers 

1.All members 
2.Pricing manager 
3.All members 

9:00-11:00 

After market day 
1.Calculate our revenue 
2.Clean up the stall 
3.Evaluate our market day 1 

1. Pricing manager 
2. All members 
3. All members 

11:00-
13:00 

 
Post-Market day 1/Pre-Market Day 2 

Action Team member responsible Deadline 

Analyse our company performance All Group members 30th September 

Evaluate pricing startegies Pricing manager 30th September 

1.Preparation for market day 2 1.  All group members 30th September 
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2.Check quantity of our products 2.  Product manager 

 
Market Day 2 

Action Team member 
responsible 

Deadline 

Prepration 
Prepare all products to the stall. 
Set the stall 

All team members 8:00-9:00 

During Market day 
1.Make sure our products are in good conditions 
2.To know our competitors’ pricing and strategies 
3.Serve our customers 

1.All members 
2.Pricing manager 
3.All members 

9:00-11:00 

1. Calculate our revenue for both market 1 and 
market day 2. 
2.Clean up the stall 
3. Evaluate discuss of our market day 2. 

All group members 11:00-
13:00 

 
Post-Market Day 2 

Action Team member 
responsible 

Deadline 

Analyse overall business performance All group members 10th October 
2015 

Calculate final sales for the market 1 and 
market day 2. 

Pricing manager 10th October 
2015 

Analyse the strength and weakness of our 
company 
Discuss the implication of our company 

All group members 10th October 
2015 
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9.0 Appendix 

APPENDIX A: Product and Stall Checklist 

Item Detail Your Response 

Is a food license 
required? 

http://www.brisbane.qld.gov.au/laws-
permits/laws-permits-businesses/food-business-
licences/starting-new-food-business/market-food-
stall. 

No 

Does your 
product have all 
ingredients 
listed on a label 
attached to the 
product? 

 No 

What are the 
dimensions of 
your stall? 

Must  NOT exceed 1.5m x 1.5m in width and depth Height: 1.0m 
Width: 1.5m 
Depth: 0.8m 

Will you be using 
electricity in 
your stall? 

If so please state the equipment you will be using: No 

Are there any 
stall features 
that require 
safety or mess 
precautions? 

No No precautions 
we need to take. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.brisbane.qld.gov.au/laws-permits/laws-permits-businesses/food-business-licences/starting-new-food-business/market-food-stall
http://www.brisbane.qld.gov.au/laws-permits/laws-permits-businesses/food-business-licences/starting-new-food-business/market-food-stall
http://www.brisbane.qld.gov.au/laws-permits/laws-permits-businesses/food-business-licences/starting-new-food-business/market-food-stall
http://www.brisbane.qld.gov.au/laws-permits/laws-permits-businesses/food-business-licences/starting-new-food-business/market-food-stall
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APPENDIX C: MARKET VISIT 

Location of market: Southbank market, Brisbane 

Time, day and date visited: 12pm, 29th, August, 2015 

Team members present: Lucia Luo, Mohammad Ali Zaharuddin. 

 
Observations - Busy Stalls 

When we went to the Southbank market, we observed that food and beverages stall was 

the busiest stall among the others. The name of the stall was Boboy’s food and liquids. Most 

of the customers were the families and couples. Because their menus were mostly desserts 

like banana split, chocolate waffle, etc. They also good in attracting customers. Their tactics 

were cheap price on all beverages and their promotion was “buy one chocolate waffle for $5, 

buy 2 chocolate waffles for $7 plus free drinks”. By using 3 cashiers for making an order and 

payment, they managed to handle the crowds and long cue. They also managed to minimize 

the waiting time of the customer order by hiring more people in their cooking area and well 

trained. By observing on how they run their business, time is everything for them. When we 

ask one of the employee about the time management, he said “Our goal is to satisfy the 

customer and delivered the food on time, so time is everything for us. If we delayed even 1 

minute, we might lose the customer”. 

 
Observations – Non-busy Stalls 

There was also a shop with fewer customers. They were selling clothes and soaps. Their 

shop was in a good location but fewer customers. When we observe the shop, the employee 

did not attract the customer although their stall location had customer passing by. They just 

made an eye contact but no actions. They have a lot of potential to attract the customer 

because they are selling custom printed shirts which are not available in other shops. By 

making an advertisement like the material of the clothes can make the customer buy their 

product. Because some of the customers prefer a specific material for their clothes like cotton, 

dry fit, etc. 
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APPENDIX D: Company Logo 
 

 

 
 

This is our company logo, it represent a hand. It shows that our product is based on handmade 

product. 
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