Daloon – Spring Rolls
The market for comercially prepared food has grown since the early 50’s. Fuelled by womens’ entrance to the workforce, the growing number of one-person households and a general consumer trend towards the wish for enjoyment and relaxation (instead of doing daily chores like cooking), the growth has been substantial. Also, the family pattern of eating in Western Europe has moved towards “fast cooking and eating” on workdays, where fast-food, pizzas and commercially prepared food are on the menu. At weekends homemade food is prepared, often with extra effort as to compensate for the quick eating on workdays.
In Denmark this trend started some 30 years ago, where “new” types of food were introduced. Among the dishes were Italian and Chineese food, burgers and pizzas.

In the eyes of the Danish consumer, these types of food are not perceived as especially healty; often it is regarded as a kind-of “junk-food”, albeit some types of dish are not really more unhealthy than everyday Danish meals (portatoes, sauce, meat from pigs or ox).

In the late 60’s different ethnic restaurants and snack-bars started to emerge in Denmark (and Western Europe in general), especially Chinese and Italian. Accordingly, comercially prepared food in these categories were introduced in the retail shops. Daloon spring rolls were one of the major items.

At that time, this type of food was percieved as exotic by the majority of consumers and spring rolls was the Chineese food to eat. Nowadays, Chineese food is considered “common”. In general, ethnic food is still considered interesting (http://www.foodanddrinkeurope.com/news/ng.asp?n=76798-leatherhead-ethnic-foods-flavours)
In recent years, a general consumer trend has emerged, focussing on healthy, non-fat food, and comercially prepared food is increasingly being criticised for producing “bad and unhealthy meals”. Also, it has become increasingly more common to buy “work-day food” at pizzarias, McDonalds etc. instead of preparing meals at home. (http://www.foodnavigator.com/news-by-product/news.asp?id=75127&idCat=35&pff=1) and (http://ec.europa.eu/research/rtdinf18/18e07.html) 
To embrace these consumer trends, many food-producing companies (making prepared food sold retail) now develop and introduce dishes that are suppose to be healtier, of better quality etc.               (http://www.dffe.dk/Default.asp?ID=34216&M=News&PID=338892&NewsID=6404  (Danish website)).

This is especially important for high profile brands, as discount-products and trade brands have emerged and are an additional threat to the branded – and higher priced - prepared food.
Daloon
The history of Daloon is one of success. The company was founded in 1960 by Sai-chiu Van, an emigrant from China who started a small production of spring rolls in his home.
“Daloon was originally known as Van's Product and named after Sai-chiu Van who founded the Company back in 1960. Of Chinese origin, Mr Van travelled to Denmark in 1935 in order to study agriculture. The plan was for him to return to China after completing his studies but due firstly, to the Japanese occupation of China in 1937 and subsequently to World War II and the revolution in China, this plan was changed and he remained in Denmark.

The first Danish made spring rolls were manufactured in Mr Van's cellar in his private home near Copenhagen. Having received his first order from a snack bar in the famous Tivoli Gardens, it became apparent that larger production facilities were required. In suburban Copenhagen, Mr Van located suitable facilities and during the spring of 1961 the Company took over its first factory. By 1964 the need for a larger factory had arisen and along with the move to a larger factory, the Company changed its name to Daloon which translates from Chinese into 'the big dragon'.”
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From company website: http://www.daloon.com/usr/daloon/wit/witwebit.nsf/web/indexCOM.html
Daloon has been very succesful, producing primarly spring rolls (“Daloon” is now almost synonymos with spring rolls), distributing them to retail outlets all over Denmark. Also, they supply the catering market (snack-bars, restaurants etc.).

“Daloon manufacture a number of different foods based on the slogan: Daloon is the modern consumer's preferred supplier of ethnic convenience foods. 


Daloon's initial product was the spring rolls. Daloon has become a specialist in this area and currently produces many types of fillings, shapes and sizes. The batter may also differ depending on whether the product is for preparation in the oven, microwave oven, deep fat fryer or in the frying pan.”

From company website: http://www.daloon.com/usr/daloon/wit/witwebit.nsf/web/indexCOM.html 

Further information about Daloon can be aquired at Daloons website: www.daloon.com.

In the latter years the problems have arisen for Daloon. Turnover has declined and “pre-tax profits” have changed dramatically to the negative (see Table 1).
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Table 1: Financial Results
From Annual Report at: 
http://www.daloon.com/usr/daloon/wit/witfiles.nsf/.EGLookupWebFiles/.webitfilespdf/$file/%C5rsberetning%202005.pdf?openElement&Dom=COM&Group=[INTERNET
Their answer to these problems has been to implement a strategy focussing on the spring roll-products:
“In 2003 the growth that had characterised the Company for  number of years slowed down noticeably and it was decided to concentrate the Company’s range of products around Spring Rolls and similar products and at the same time to rationalise the manufacture of these.”

(From Annual Report 2005)
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As a consequence, a large scale advertising campaign has been launched for spring rolls, trying to convince consumers that this type of food is both healthy and offers a high degree in convenience in preparation. New variants have been introduced and the original spring roll is now called “Classic”.

This solution seems to work, although the turnaround is progressing only slowly.
The management of Daloon is now turning to you to get some marketing advice concerning the future strategy for their home market Denmark. Among their concerns are:
· Is the best strategy to focus on spring rolls – or should Daloon expand their assortment?
· Should Daloon focus on Chinese food or could other types of food be launched and promoted succesfully? (Presently, Daloon have a small assortment of other food-types)
· How should they compete against cheaper brands (trade brands and discount products)?

· How should Daloon incorporate the new consumer trends in their marketing mix?

You are asked to prepare a presentation, focusing on the following topics:
· A SWOT analysis, where the main strengths and weaknesses of Daloon and the main threats and opportunaties are listed

· Based on Ansoffs growth matrix (page 50 and 405 in 5th ed..)  discuss the different strategies Daloon can employ
· A discussion of how the 4 Ps can be used:
· Pricing strategy

· Product strategy

· Distribution strategy (Place)

· Promotion strategy

· An outline of a marketing plan, including activities based on the marketing mix you have decided on.
In solving the case and answering the questions, you should use not only  the information given in this case, but seek further information about the market and consumers. 
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