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Executive Summary 

“Terre Haute, Indiana is a rich and vibrant community conveniently located at the 

original ‘Crossroads of America’ (www.terrehautechamber.org).” Like many cities across the 
  

country, many businesses have been established for many years or even decades, but there are 

some businesses that were unable to have a long lasting life. How can a person predict if a 

business that they may want to establish will have a chance to serve Terre Haute for several 

years? A business that is new to the market, innovative, and can assimilate with changing times 

has a chance to live a long life. 

The following business plan details a business that has a fresh concept, innovative ideas, 

and would be new to the market of Terre Haute. This plan begins with a brief introduction of my 

current situation which leads to a possible opportunity to bring a franchise called Red Mango to 

downtown Terre Haute. The mission statement and background information about Red Mango 

follows to give insight as to what this company is all about. Red Mango’s business 

accomplishments follow to solidify how strong of an impact that this franchise is making 

everywhere they develop. 

A detailed marketing plan will be followed by a financial analysis will detail 

estimates of how much of an initial investment it will take to start the franchise, a forecast of 

sales revenue, possible profit and loss statement, capital spending plan, and cash flow statement. 

This business plan ends with thoughts about future trends, risks facing the business, a 

personnel plan, the personality of the business, a staffing schedule, a description of jobs, and 

specific business goals. A conclusion is also made. An interview with a Red Mango franchise 

developer follows with a list of references used to end the plan.  
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Introduction 

In working in a few different industries, in a few different cities over the last 15 years, I 

have been interested in opening my own business one day so I can be my own boss. I have lived 

in Terre Haute, Indiana most of my life and have seen several different businesses come and go. 

I have seen several businesses last my entire lifetime and want a chance to have a business that 

can be successful and last a lifetime. Sadly some businesses fail for different reasons and I do 

not want to open a business that has a potential to fail. Some problems that arise in life cannot 

be controlled so I want to go into a business as prepared as I can be and with as much 

information known as possible. Currently I work in downtown Terre Haute and love to go 

places on my lunch hour that is in walking distance because we only have an hour for lunch. I 

often hear people saying, “There are not enough places to eat around here,” and I agree. Often 

when I eat downtown, I find myself wanting dessert after eating lunch. I would love something 

sweet, but I would love something that is not too bad for me after eating out. In downtown Terre 

Haute now there is the Coffee Grounds and Boo’s Crossroads Café where a customer can get 

pies, cakes, cookies, and other baked goods. It would be great if there was a place to get a 

healthy and affordable dessert in downtown Terre Haute. 

Opportunity 

In starting a business in Terre Haute, I feel there is a good opportunity for a business to 

do well in downtown Terre Haute. There are a few vacant locations downtown and I believe a 

place that serves a healthy dessert has a chance to do very well. Many questions arise when 

thinking about what type of business would fit the criteria of a business serving healthy desserts. 

What type of business fits the criteria? What type of business could be successful? I think a 

self-serve frozen yogurt shop would be a welcome addition to the downtown area. Frozen yogurt  
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is a healthy option that tastes great and these types of shops are becoming more and more 

popular and would be unique to Terre Haute. I thought it would be wise to join a franchise 

because it would be my first business and the backing of a franchise would give much needed 

support to a first time business owner. Franchises are already established, have their own recipes 

and design, have their own marketing set in place, and have a great support system in place. 

I decided to choose the franchise Red Mango because personally, I love the look of the 

stores. The look is very simple yet classy. I also love Red Mango’s emphasis on health and 

treating yourself well. I believe a person will not feel guilty about treating themselves to 

anything that Red Mango serves. I love the self-serve concept. A customer can walk in the store 

and help themselves to what they want. Two different size cups are available for your choices of 

yogurt and in the amount you choose. Next you proceed to the toppings if you want to add fruit, 

candy, or cereal to the yogurt. The final product is weighed for the price you will pay. 

Beverages, smoothies, and some parfaits are made by employees behind the counter. The 

pricing of the products are very reasonable also. You can spend as little or as much as you want 

and I think that would do very well in Terre Haute. Last but certainly not least, the taste of Red 

Mango’s yogurt is delicious! The yogurt alone tastes great but you can add toppings like fruit, 

candy, and cereal. This type of concept is simple and fun for customers to make their own 

creations. I think a shop like this is very unique and could be an exciting addition to downtown 

Terre Haute. I think Red Mango will do well because it can appeal to all ages, genders, and 

races. The product offers a healthy alternative on the brink of more and more people trying to 

get healthy everywhere. I also love the idea of placing the franchise in downtown Terre Haute to 

get the foot traffic from area businesses and Indiana State University when the weather is nice.  



® Mission Statement 

“To help customers live healthier and happier lives with frozen yogurt & smoothies that are both 

delicious and nutritious.” 

Background 

Red Mango was founded in 2002 in Korea and today is one of the fastest-growing 

retailers of authentic nonfat frozen yogurt. The original and leading brand of nonfat frozen 

yogurt products, Red Mango takes pride in providing the healthiest, all-natural products available 

to their customers. The first store in the United States was opened in 2007 in Los Angeles, 

California (www.redmangousa.com). 

The Red Mango name has thoughtful meaning behind it stemming from the actual fruit 

which is full of nutrients and flavor and changes from green to red to yellow as it ripens. Just 

like the mango fruit, Red Mango constantly evolves with the changing seasons providing the 

freshest, healthiest products at their tipping points (www.redmangousa.com). 

The core philosophy of health and nutrition is the focus of Red Mango’s menu 

development led by their team of international culinary experts. Red Mango makes it known that 

their product is nutritious and healthy enough to eat all day, everyday. Their product is all 

natural, nonfat, probiotic, gluten free, and kosher. Red Mango’s yogurt is fortified with 

GanedenBC30™; a natural probiotic that helps supports a healthy immune system. A probiotic 

is known as good bacteria that can help maintain digestive health similar to those that exist 

naturally in our digestive system. Customers can also get their daily dose of these probiotics 

through Red Mango’s signature smoothies that are made with their yogurt, always fresh and 

never frozen fruit, and all-natural zero-calorie stevia instead of high fructose corn syrup. Red  



Mango sets itself apart from other frozen yogurt businesses by the fact that their yogurt is made 

in a way that ensures that a great amount of cultures remain alive and well to get 100% natural 

yogurt with all the health benefits (www.redmangousa.com). 

These probiotics are not just in Red Mango yogurt and smoothies. Red Mango began 

expanding the use of this “healthy bacteria” in 2009. “Red Mango, well known for its non-fat 

frozen yogurt, has announced plans to become the nation’s first restaurant chain to offer made- 

to-order iced teas fortified with probiotics. The three flavors of enhanced teas are Lemoncity (a 

lemonade green tea), Mysteaque (vanilla black tea) and Fanteasia (wild berry hibiscus tea), and 

all promise to be low in calories and to ‘contain a significant amount of probiotics,’ as well as 

the natural benefits of antioxidants (Roberts, Jr., W.A. Betting on Bacteria).” 

The look of every Red Mango store is well thought out also in hopes to appeal to health 

conscious, gourmet customers with their simple yet trend-setting design to reflect a healthy 

lifestyle. The comfortable environment is a great escape for a health-conscious customer who 

wants to eat well and feel good (www.redmangousa.com). 
  

 



Concept 

The concept of a self-serve Red Mango store begins when a customer comes in and grabs 

a sample cup if he or she would like to try certain yogurts or a dish to begin getting their own 

yogurt. 
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A customer can choose from 10 different flavors of yogurt that are rotated daily. Flavors 

can range from original, to peach, to cookies and cream. A customer will dispense the amount of 

frozen yogurt that they want and any amount of flavors that they want. A customer next can 

choose to add toppings to their frozen yogurt if they would like to. Toppings like fresh fruits, 

cereal, candy, and caramel can be added. The finished product is then weighed by the ounce for 

the final price. Various drinks, smoothies, and parfaits are made by the employees.  



 



Business Accomplishments 

Record growth emerged for the Red Mango franchise in 2011 which included agreements 

for more than 70 new Red Mango locations into three new states, and master license agreements 

with ARAMARK and HMSHost. The states of South Dakota, Tennessee, and Connecticut will 

be new states to play host to Red Mango stores. Red Mango currently has master license deals 

with the foodservice operators Sodexo and Compass and now with the addition of HMSHost and 

ARAMARK in 2011, an undisclosed number of additional Red Mango locations will be 

developed throughout the United States. Red Mango also decided to team up with two NCAA 

Division I athletic programs to serve their frozen yogurt to Missou athletes in Columbia, 

Missouri and their signature smoothies to athletes at Baylor University in Waco, Texas 

(www.redmangousa.com). 

In late 2011, Red Mango announced its partnership with Cinemex. Cinemex is the 

leading movie theater chain in Mexico, with 184 locations. This Red Mango/Cinemex 

agreement will include distribution of their products and the development of free-standing stores 

across the country and through the movie theaters (www.redmangousa.com). 

“In 2011 Red Mango was named the number one smoothies and frozen yogurt chain in 

America in Zagat’s 2011 National Chain Restaurants Survey (Press Release, 2011).” 

“This is an incredible national honor, “said Dan Kim, founder and Chief Concept Officer 

of Red Mango. "We are thrilled to have the prestigious recognition of Zagat, and the entire Red 

Mango organization deserves credit for helping to make Red Mango a national sensation. More 

importantly, we are excited that diners decided this ranking. Our customers are our most 

important audience, and we are number one in America because of them (Press Release, 2011)."  
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® The year 2011 proved to be a great year for growth of Red Mango and they hope to 

continue in 2012 introducing themselves to a growing audience, keeping their healthy position in 

this competitive industry, and continuing their successes. 
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Marketing Plan 

Executive Summary 

A detailed marketing plan can set in motion the way a customer base receives knowledge 

of your business and the promotions that your business may be running. The following 

marketing plan begins with a brief introduction into what the Red Mango Franchise does to 

market the Red Mango brand and continue to grow at the speed that they are growing. A SWOT 

Analysis begins with the companies’ strengths, weaknesses, opportunities, and threats that may 

hinder or help the franchise. Next a Porter’s Five Forces Analysis describes the forces of the 

market that Red Mango is in. A section about market planning includes the marketing objectives 

important to do well in the market, and the target market of choice. The marketing mix describes 

the product being offered, promotion ideas for introducing the business to Terre Haute, 

distribution of the product, and the price of the products. Implementation of the objectives will 

conclude the marketing plan. 

 



Introduction 

Red Mango is a young franchise that has seen continued and record growth since they 

brought the first store to the United States in 2007. Since this franchise is so young, great 

marketing efforts are in place to make the Red Mango name known across the world. Dan Kim, 

founder of Red Mango, has passion for the brand and loves to interact with customers. Red 

Mango feels it is important to have contact with their customers because in the end that is who is 

buying your product so you want to appeal to them. Customers can tell you what they like and 

don’t like and what flavors or products they want to see in the future. 

Red Mango enjoys customer interaction so they have a Facebook page; 

www.facebook.com/redmango and a Twitter page; www.twitter.com/redmango. On Facebook   

customers can become friends with Red Mango and coupons can be sent to friends of Red 

Mango and any status updates of Red Mango will be on the Facebook feed of all of their friends. 

On Twitter fans can follow Red Mango and Red Mango can follow them and when Red Mango 

tweets about a product or promotion, their followers will automatically see that on their Twitter 

feed. Dan Kim wanted to disprove that it takes a large budget to market to customers and was 

named recently to Restaurant Business magazine’s “Social Media 50.” Red Mango has 

incorporated Club Mango which is a frequent buyer program where customers can accumulate 

points to turn in for Red Mango products. It is important for them to have contact with their 

customers. 

 



SWOT Analysis 

Strengths 

A strength that Red Mango will have in Terre Haute is the fact that they will be the only 

self-serve frozen yogurt shop in Terre Haute. When you are the only business offering a certain 

product, then people that want that product will only go there to get it. A second strength of Red 

Mango is their focus on their core competencies and distinctive competence. They take pride in 

their yogurt recipe that cannot be duplicated and the 50 flavors that they have perfected thus far. 

Red Mango’s self-serve stores make buying frozen yogurt more fun and inviting. The customer 

is in complete control of just how much of the product that they are getting. A customer can 

spend as little or as much as they want because cost is based on the weight of the frozen yogurt 

and toppings if the customer so chooses. Customers love to be in control of what they are 

spending their money on, how much they want to spend, and customers love to get exactly what 

they want. This is a very big strength of Red Mango to let customers feel in control. Because it 

is important for a business to know its distinctive competence, they also make it known just how 

healthy their yogurt is because of the live and active cultures that they pack into their products. 

Their distinctive competence is what Red Mango can provide or perform better than their rival 

businesses and their focus on how healthy their product is sets them apart from their competitors. 

Another strength that Red Mango possesses is the amount of frozen yogurt flavors that they have 

perfected. They have about 50 different flavors that they rotate daily. There is bound to be a 

frozen yogurt flavor for every taste. 

Another strength behind Red Mango is their strong franchise backing. They have a fresh, 

strong team that is excited and eager to continue to expand the Red Mango franchise. Red  
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Mango wants their new franchisees to succeed, so they are alongside their franchisees every step 

of the way. 

Most Red Mango stores’ operating hours are very extensive. Sunday through Thursday, 

they are open 12 hours; 11am-11pm, and they are open 13 hours Friday and Saturday; 11am- 

12am. These long hours make it possible for everyone to make it to the store no matter what 

their schedule is. These hours of operation are strength for Red Mango so that they can cater to 

every customer. 

Weaknesses 

One weakness of bringing Red Mango to Terre Haute is that it is not a well-known 

franchise yet. It will take some time to get people to try a place they have never heard of or are 

not familiar with. The yogurt and smoothie chain started in Korea and was brought to the United 

States mid 2007 with close to 150 stores today and growing. This chain is still very new and 

may take a lot of word of mouth for people to know about the chain. Another weakness of Red 

Mango is their limited menu. Red Mango is continually testing and adding products to their 

menu, but right now they offer yogurt, smoothies, parfaits, and beverages. They may not have 

enough items to appeal to a wide market. A third weakness of Red Mango is because they have 

so many flavors that they rotate, a certain flavor a customer wants may not be available when 

they come into the store. Customer interest could be lost if the flavor they are looking for is not 

available to them. Lastly a weakness of the location of downtown Terre Haute is the amount of 

parking. There is a parking garage that costs money and limited street parking. If a person 

cannot find a place to park on the street and does not care to pay to park, business for Red 

Mango could be hurt.  
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Opportunities 

One opportunity that Red Mango takes advantage of is its appeal to the health conscious 

consumer. Red Mango prides itself on the healthy yogurt and products that they offer. With a 

smart marketing tactic, Red Mango has the opportunity to grab the health conscious consumer 

market with ease. Red Mango has an opportunity to tap into the health market. In conjunction 

with the healthy consumer, Red Mango has the opportunity to appeal too many of the sport 

functions that take place around Terre Haute. Sports are big with children, middle schools, high 

schools, and ISU. Terre Haute is host to many running events including the NCAA Cross 

Country Championships. 

Another opportunity that Red Mango could take advantage of is packaging their frozen 

yogurt in pints for people to take their favorite flavors home with them. These pints can be 

packaged fresh in the store, pre-packaged in the stores, or in the future be available in grocery 

stores such as Wal-Mart or Kroger. 

Red Mango does not take advantage of opening for the people that work from 8am-5pm. 

Many people that go to work in the morning like to grab something on their way to work for 

breakfast and one of Red Mango’s smoothies could be a perfect alternative to what is on the 

market currently. Red Mango’s operating hours are very long now but they have the opportunity 

to close a few hours earlier so that they can open a few hours earlier to get people to come in on 

their way to work. It may be more advantageous for them to open earlier instead of staying open 

later or the later hours can just be on Friday and Saturday. 

National Frozen Yogurt Day is on the sixth of February every year. Red Mango has an 

opportunity to bring more business in that day with specials when sales might be at its low end  



due to the winter season. Specials can include free yogurt during certain hours of the day, free 

yogurt with a purchase, and buy one get one free. 

Threats 

One threat that Red Mango may face is the winter season in Terre Haute. Business 

revenue and profits could decline because of the cold weather and customers not wanting to eat 

something cold or customers may not venture outside as much if the weather is bad. Another 

threat to Red Mango is their competitors. Competitors that offer a similar product such as Dairy 

Queen which offers soft serve ice cream and products, Ritter’s which offers frozen custard, and 

Baskin Robbins which offers hand scooped ice cream and products and some yogurt are all 

threats to the business that Red Mango can bring into their doors. Competitors are also those that 

may offer a product that satisfies the same feeling. Competitors that offer any desserts as a 

substitute are also a threat to Red Mango and may take away business from them. Bakeries such 

as Caboodle Cupcakes, Tiers of Elegance, and Boo’s Crossroads Café, offer cakes, cupcakes, 

pies, cookies and other baked goods that could be a substitute for frozen yogurt. Restaurants 

such as Grand Traverse Pie Company and Panera Bread offer many baked goods that include 

danish, bagels, cookies, and pies that can serve as a substitute. 

 



Porter’s Five Forces 

  

~ Firmsin other 

  

  

Potential new 

entrants 

  

Porter’s Fiver Forces Model is a great way to analyze the market for a particular industry. 

Red Mango is in a competitive industry. The analysis that follows is an overview of their 

processes.  



Firms in other industries offering substitute products: High 

Boo’s Crossroads Café in downtown Terre Haute offers a variety of desserts that include pies, 

fudge, cookies, and donuts. 

Grand Traverse Pie Company offers several desserts that include pies, cookies, and lemon bars. 

Panera Bread offers bagels, cookies, pastries, and more. 

The Coffee Grounds offers a variety of desserts and drinks and fosters the coffee shop 

experience. 

% Tiers of Elegance serve cakes, cupcakes, brownies, and more.  



Caboodle Cupcakes offers several cupcakes flavors that are rotated daily. 

Buyers: High 

Buyers for Red Mango include those who love frozen yogurt, smoothies, and parfaits. 

Buyers also include the health conscious consumer that want something sweet but isn’t bad for 

your or even want a meal substitute. 

Buyers include the money conscious consumer because you can spend as much or as little as you 

want. 

Buyers include those that love stylish and comfortable surroundings. 

Suppliers: Low 

The products are shipped daily to stores from certain dairies that work with the franchise. 

Potential new entrants: Moderate 

There are several frozen yogurt franchises that are continuing to expand around the United 

States. Companies such as Pinkberry, Yogo Factory, and Golden Spoon have yet to penetrate 

this local market. 

Rivalry among competing sellers: High 

Consumers are able to taste for free all of the flavors available that day in Red Mango store. 

Yogurt flavors are rotated daily. 

Fruit, candy, and cereal toppings are changed depending on the season. 

New products are continuing to be introduced. 

Club Mango loyalty reward program.  



Market Planning 

Marketing Objectives 

With clear marketing objectives in place, Red Mango will have a real chance to have 

longevity in downtown Terre Haute, Indiana. The marketing team of the franchisor will hold 

marketing events for 6-8 weeks after opening the store, but it is up to the franchisee to continue 

marketing efforts for the long haul. 

Objective 1: Make the Red Mango name known by at least 20% of the population within six 

months of opening. The population of Terre Haute in 2010 was over 60,000 (www.census.gov). 

This would entail 12,000 people becoming aware of Red Mango in downtown Terre Haute to 

fulfill this objective. In 2009, the faculty and staff at Indiana State University was over 1,500 

  

alone along with 11,494 students enrolled at ISU in 2010 (www.indstate.edu). This objective is 

first and the most important because if your business is not known, then you will fail. So many 

great businesses are in the market that some people may not know about even though they have 

been open for months or even years. The more people that know about your business, the better 

off that your business will be. People have to know about your business to go and purchase your 

product. Creating awareness is the best possible act one can do for their business. 

Objective 2: Get involved in the community. Terre Haute is such a small community where 

you run into the same people often. There are several names that are known around the 

community because these people do so much for the community. Red Mango needs to be one of 

those names that contribute to the community and are active in the community. Red Mango 

needs be sponsor one event in the community and be a member of a group within one year of 

opening.  
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These objectives are set to insure that Red Mango opens with the most success possible. 

Many businesses fail for many different reasons, so Red Mango needs to think about being part 

of the community as soon as possible. These objectives are aggressive but very manageable. 

Terre Haute loves franchises and loves new businesses, but they have to be aware that they are 

there. If people know about Red Mango, how delicious their products are, how healthy their 

products are, and how they want to be a part of the community, there will be minimal room for 

failure. 

Target Market 

In order to decide on the target market that Red Mango should focus on, market 

segmentation must occur. After reviewing Red Mango’s current strengths, weaknesses, 

opportunities, and threats, it is clear that a new business needs proper placement and awareness. 

Many opportunities are open for Red Mango and many obstacles will pop up along the way. 

The goal is to have the Red Mango store in downtown Terre Haute to attract the students and 

professors of Indiana State University and all of the employees that work around the downtown 

area. When the weather is great, there is a great amount of foot traffic that Red Mango could 

benefit from. The target market will be students and faculty of ISU and employees that work in 

the downtown area; all races and genders. The age of this target market could be from 16 years 

old to over 50 years old. All ages work at various businesses downtown and the college age 

student can start around the age of 18 and older. Red Mango has that coffee shop feel, so this 

target market may come in for a yogurt or smoothie and stay for a while to study or have a 

conversation. This target market is the kind of group that would enjoy a place for a good amount 

of time. For the health conscious consumer, another target market to tap into later will be people 

at workout facilities. You already have people working out so you know they want to eat healthy  
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also and what better way to eat healthy than to have something that tastes good too. Targeting 

gyms could be a huge market. “...while Red Mango goes for the slightly more health-conscious 

customer by saying that its yogurt has no preservatives, artificial flavors or colors. Kim says 

70% of his customers are women. The chains also compete on the ambience of their outlets. 

Red Mango’s deep-red-and-brown color scheme and comfortable stuffed chairs will appeal to 

customers beyond New York and Los Angeles, Kim says (Stewart, E. Storefront snack).” 

Marketing Mix 

Product 

Red Mango is a frozen yogurt and smoothie shop that also serves parfaits and drinks. 

Red Mango distinguishes them in the way that they make their yogurt. Live and active cultures 

which are also known as probiotics are packed in all Red Mango yogurt. These cultures are 

similar to those that exist in our digestive systems to keep us healthy. Red Mango offers a 

healthy treat that is delicious at the same time. 

Promotion 

Heavy promotion is needed in any new business to a new town. Red Mango is a fairly 

new and growing franchise that many people may not know about quite yet, so a strong 

promotion within the first year of business will be important. The marketing team of the 

franchisor will hold marketing events for 6-8 weeks after the store opens including a grand 

opening, sampling, coupons, and newspaper ads. It is important to keep the momentum going 

even after opening, so many fliers and coupons will need to be given to area businesses and the 

students and faculty. The franchisor has many brochures and handouts that the franchisee should 

take advantage of and can also print off coupons for a low cost.  
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With the Internet being more popular than ever, it is wise to take advantage of everything 

that is has to offer. www.redmangousa.com is a great website for the franchise as a whole. A   

customer can find all Red Mango locations, current products, and helpful information all on this 

website. “The company uses Facebook and Twitter to promote grand openings, distribute 

coupons, and interact with customers or fans (Caley, N. Can Social Media build your franchise 

business?)” As a franchisee, it would be wise to create a local Facebook page and Twitter page. 

These two sites are two of the biggest sites for communication today. It would be wise to create 

a local Facebook page and Twitter page and put promotions and discounts on both pages to get 

people to visit the pages frequently. Creating these pages is free and since they are the biggest 

sites of communication today, it is important to take advantage of them. 

Lastly if you serve a great product, have great people working for you, keep a clean store, 

and promote well, word of mouth advertisement will catch on and that is the best form of 

advertisement that a business could ask for. 

Distribution 

Red Mango is a retail store and needs customers to come into the store to make money. 

During the grand opening events many people will want to try the different flavors of yogurt 

therefore many free samples will need to be handed out. To get people to the store it is wise to 

promote the store on foot by handing out menus and brochures to surrounding businesses, gyms, 

and at ISU to start. People need to know where and what Red Mango is. The franchisor 

provides all of the promotional items you can use to hand out to potential customers. After 

opening you cannot hand out enough fliers to promote your business. It should never end. With 

new products and new flavors, the consumers have to know about everything.  
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The price of products at Red Mango can vary by market. Also in a self-serve store, you 

can spend as little or as much as you like. A customer will pay by the weight of their yogurt and 

toppings. The cost of yogurt by the ounce right now is about $0.47/0z. and the prices will 

increase by weight and can range widely depending on the weight. Drinks, smoothies, and 

parfaits are also available that range from about $1.00-$6.00. 

Implementation 

Implementation of this marketing plan is very important to the success of Red Mango in 

downtown Terre Haute. The first objective is to create awareness which is the most important 

objective in making people aware of what is coming. The second objective is getting involved in 

the Terre Haute community within one year of opening. Those that are connected to the 

community are more likely to have more support from their community. 

The first objective is to make Red Mango known by at least 20% of the population of 

Terre Haute within six months of opening. Since the population of Terre Haute was about 

60,000 in 2010, it is my goal to have close to 12,000 people aware of Red Mango 

(www.census.gov). Implementation of this objective will start need to start before the business 

opens. One month before the store opens a local Twitter and Facebook page for Red Mango 

Terre Haute will need to be created. www.facebook.com/redmangoterrehaute will be an 
  

organized page that will detail background information about Red Mango, where the store will 

be located, hours of operation, and what day the store will open. After the page is complete with 

detailed information, a search will be done to find members that attend ISU and work at ISU and 

ask to be their friend. Next a search can be done to find people that work at some of the  
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downtown businesses such as the bank, the Chamber, several law offices, and area businesses 

and ask to be their friends also. When you become friends with someone on Facebook, things 

that you post will show up in their news feed and this will be extremely helpful when Red 

Mango posts their store opening, daily flavors, certain promotions, and more. These posts will 

show up on everyone that the business is friends with news feed when they sign on to Facebook. 

This is free advertisement that the business has to take advantage of. 

www.twitter.com/redmangoterrehaute will also contain background information on the franchise, 
  

where the store will be located, hours of operation, and what day the store will be open for 

business. On Twitter the business can perform a search of all people in the area and follow them, 

in hopes that those people will follow them back. Red Mango can send daily tweets that include 

the yogurt flavors of the day, daily specials, and any promotions that may be happening and 

anyone that is following them will see the tweets. With the millions of people that use Twitter 

and have smart phones, sending a tweet can be received as fast as a direct phone call or text. 

This is just another free avenue to advertise in a world that is currently heavy into technology. 

When starting a business it is important to take advantage of all the free opportunities to 

advertise that you can. 

Implementation of this objective can be very easy considering the target market. 

Students are heavily dependent on technology in school for their various classes and will easily 

have access to this technology. Many businesses today are also reliant on computers and the 

Internet and not to mention that smart phone usage continues to increase. To measure the 

implementation of this objective one can count the amount of people that Red Mango in Terre 

Haute is friends with on Facebook and how many people like them on Facebook. The amount of  
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followers that Red Mango in Terre Haute has on Twitter should also be counted. This could be a 

very good gage as to how many people this advertising has reached. 

The second part of this implementation will take place the day before opening and will 

involve handing out menus and brochures to the surrounding businesses and in and around ISU. 

I think the day before the store opens is a good time to let people know that this fresh new place 

will be open the next day. This will keep the store opening fresh in the minds of everyone and 

they will not have to question what date the store will open. Handing out a menu and a brochure 

that contains background information on Red Mango will give customers that may not be 

familiar with the brand Red Mango or frozen yogurt in general a clearer picture of what they can 

expect when walking into the store. 

To implement the last objective of getting involved in the community within one year of 

opening, several options are available. All options must be approved by the franchisor, but a few 

ideas that I thought would be helpful in the first year are joining the Terre Haute Chamber of 

Commerce and sponsoring a local sports team. The first year of business will most likely be the 

hardest with the initial start-up and making adjustments of what does not work along the way. 

Joining the Chamber is a simple gesture that will make Red Mango more known in the 

community and the possibilities that networking can bring are endless. I also think it would be a 

great idea to sponsor an event in the area. There are so many fundraisers throughout the year the 

need to raise money for their given cause that Red Mango can find the charity that is right for 

them and sponsor them regularly. Several running and walking events occur every year that 

support different causes and it should be easy to find one to associate Red Mango with and serve 

signature smoothies. All marketing efforts that are outside of the franchise have to be approved 

by the franchisor.  
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Financial Analysis 

Initial Investment 

The total investment involved in starting a self-serve Red Mango Franchise can range 

from $331,100 to $488,600. This does include the $32,100 to $54,600 that must be paid to the 

Franchisor or an affiliate for the first store. The exact amount depends on what type of Red 

Mango store you are opening. Typically a self-serve store will occupy approximately 1,400 to 

2,000 square feet of commercial space. These stores can be located in an urban storefront. 

$10,000 must be paid to the franchise for grand opening advertising promotion. For the initial 

training of employees, the franchise will train two people at no cost. If more people need to be 

trained by the franchise, it will cost $1,500 per person trained. I will most likely have at least 

two other people trained at the same time, so the estimate is high. Training includes kitchen and 

front counter, management of daily operations, guest service training, kitchen management 

preparation and financial management. The following spreadsheet lays out the amount of funds 

needed for an initial investment of a self-serve Red Mango franchise. Each dollar amount for 

each item and the total are an estimate on the higher end (Red Mango Franchise Disclosure 

Document). 

The estimated initial investment is about $491,855 that I would need to open a Red 

Mango location in Terre Haute. These estimates are on the higher end and will vary once exacts 

are known about the location. I would need to obtain a line of credit loan from the bank and the 

amount would be $500,000 to cover the possible initial costs and have a line of credit to draw on 

when sales are maybe not where they are to sustain business or unplanned events or expenses 

occur that have not been planned for. I would want to come in with $50,000 working capital to  
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cover for expenses that have not been thought of also. The Red Mango franchisor does not offer 

financing. 

  

Uses of Funds: Initial Investment 
  

Fixed Assets: 

Initial Franchise Fee $35,000 

Lease Deposit & Rents $12,500 

Interior Improvements $190,000 

Exterior Signage $12,000 

Furniture & Fixtures $150,000 

Project Management Fee $9,600 

Grand Opening Advertising Promc ~~ $12,500 

Architect; Engineer $15,000 

Permits, Insurance, Legal Fees $12,000 

Pre-opening training $5,000 

Loan Fees $385 

Total Long Term Assets $453,985 

Inventory $5,000 

Accounts Receivable $0 

Prepaid Expenses $2,900 

Working Capital (Cash) $30,000 

Total Uses of Funds $491,885     
  

To open a self-serve store, a $35,000 initial franchise fee has to be paid and is 

nonrefundable upon payment and is uniform for all franchisees. The Project Management Fee is 

collected on the behalf of the franchisor’s internal development management team or their 

designated tenant representative consulting firm. This amount is due when the Franchise 

Agreement is signed. The pre-opening training expense of $5,000 is for the suppliers of food, 

transportation, and lodging of the trainers and for training the employees. The prepaid expenses 

include a POS System Maintenance Fee at about $1,900 per year and a Yogurt Freezer 

Equipment Maintenance Fee of $1,000 per year for a five machine store (Red Mango Franchise 

Disclosure Document). The location of the Red Mango Store must be accepted by the franchisor  
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and remodel, construct, alterations, and improvements must be to the franchisor’s specifications. 

The following three locations are potential future Red Mango locations that I have found in 

downtown Terre Haute. 
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The above locations are located at 522 & 524 Wabash Avenue in downtown Terre Haute. 

The smaller of the two locations would work out the best because it is 1,600 square feet and runs 

$1,250 per month plus utilities. 

  

 



F
L
 

The above location is the first choice of locations for Red Mango. This commercial 

building is located at 640 Wabash Avenue in downtown Terre Haute. I favor this location 

because it is located in Center City which houses 33 apartment units. Other businesses are also 

in the attached building such as the Terre Haute Chamber of Commerce. The Cherry Street 

Apartments are also located behind Center City. This commercial building is about 1,500 square 

feet and about $1,500 per month. 

Sales Revenue Forecast 

The following sales revenue forecast was based on historical sales information for 26 Red 

Mango stores that were in operation for the 52 weeks ending December 26, 2010. Of these 26 

stores, one was located in Indiana and is in a similar environment to the potential location in 

downtown Terre Haute. The historical information is as follows (Red Mango Franchise 

Disclosure):  
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Sales 

(Average) 

Store Operating 
During the Full 52 

Weeks that Attained 
or Surpassed 

Average Sales 
Results 

    $1,315,246   $139,036   $522,580   42% (11 stores) 
  

The average of the low sales and the average sales was calculated to get the first year 

sales forecast. By year three, the goal is to reach the average sales for 2010. To reach the 

second year average a forecast of 40% of increased sales was calculated and 50% increased sales 

in year three. 

  

Year 1 Year 2 Year 3 
  

  $248,103   $347,344   $521,016 
  

Profit and Loss Forecast 

The following profit and loss forecast is based on industry norms and fixed percentages 

and costs that are mandatory as a franchisee of Red Mango. The franchise requires franchisees 

to pay a royalty fee of 6% of their monthly sales revenue and up to 4% of your monthly sales 

revenue will go to a brand development fund. The brand development fund can be used for 

creative development services that may include logos, graphics, menu design, market studies, 

customer surveys, and more. The $155 is for point of purchase and includes marketing materials 

to support new products that arrive and is due every accounting period which is every four 

weeks. The cost of goods and services will vary per month depending on sales, so the industry 

norm was used in the forecast. Inventory must be kept to meet customer demand and includes 

yogurt mixes, teas, toppings, flavorings, and bottled water that are from a designated distributor 

of the franchise (Red Mango Franchise Disclosure Document).   
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Red Mango (Terre Haute) 

Financial Summary Spread Forecast 

Item 

Sales 

COGS (Food) 

COGS (Paper) 

Gross Profit 

Marketing 

Taxes 

Pre G&A Profit 

General & Administrative Expenses 

Manager Salary 

Wages 

Payroll Taxes/Benefits 

Insurance 

Legal/Accounting 

Supplies 

Telephone 

Utilities 

Depreciation 

Rent 

Interest/Expense/Loan 

Royalty Fee 

Brand Development Fund 

POP Purchases 

Total 

Operating (Net) Income 

Month 1 

Total 

$27,567 

$9,097 

$827 

$17,643 

$276 

$551 

$16,816 

$2,210 

$6,482 

$1,102.68 

$827.01 

$275.67 

$27.57 

$137.84 

$551.34 

$827.01 

$1,516.19 

$827.01 

$1,654.02 

$1,102.68 

$155 

$17,696 

(5880) 

Year 1 

Total 

$248,103 

$81,873.99 

$7,443.09 

$158,785.92 

$2,481.03 

$4,962.06 

$151,342.83 

$19,890 

$58,338 

$9,924.12 

$7,443.09 

$2,481.03 

$248.10 

$1,240.52 

$4,962.06 

$7,443.09 

$13,645.67 

$7,443.09 

$14,886.18 

$9,924.12 

$155 

$158,024 

($6,681.23) 

Year 2 

Total 

$347,344 

$114,623.52 

$10,420.32 

$222,300.16 

$3,473.44 

$6,946.88 

$211,879.84 

$26,520 

$77,784 

$13,893.76 

$10,420.32 

$3,473.44 

$347.34 

$1,736.72 

$6,946.88 

$10,420.32 

$19,103.92 

$10,420.32 

$20,840.64 

$13,893.76 

$155 

$215,956 

($4,077) 
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Year 3 

Total 

$521,016 

$171,935.28 

$15,630.48 

$333,450.24 

$5,210.16 

$10,420.32 

$317,819.76 

$26,520 

$77,784 

$20,840.64 

$15,630.48 

$5,210.16 

$521.02 

$2,605.08 

$10,420.32 

$15,630.48 

$28,655.88 

$15,630.48 

$31,260.96 

$20,840.64 

$155 

$271,705 

$46,114.62 

Since the above is just a forecast of profit and net income due to an estimated sales 

revenue, some amounts that are not based on percentages will most likely change. It is likely 

POP Purchases will increase over the year, and also wages and the manager’s salary will increase 

every year. The also might be amounts that may not be accounted for that may come up. The 

above financial summary spread predicts a loss of operating income for the first two years of  
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business. Operating income will first be positive in the third year of business. If sales revenue 

increases, then gross profit will increase every year. This is possible when establishing a new 

business. The goal will be to produce higher sales than what is forecasted, but the potential is 

there to have a positive cash flow after only three years on the market. 

Future Trends 

With the popularity of frozen yogurt shops on the rise, increased competition among 

franchises could happen. More and more franchises will expand to saturate the market, causing 

the different chains to become innovative to distinguish themselves from each other. In 2010, a 

ranking of the 50 fastest, growing chains having sales of $25 million to $50 million was 

completed. “It seems frozen yogurt couldn’t be hotter right now. Three of the top five 

companies on the list are yogurt chains who together grew combined sales by 158 percent and 

units by 115 percent in 2009. None of them showed up on the Future 50 radar screen last year 

(Tanyeri, D. The Future 50).” 

Red Mango ranked number four on the list because according to Dan Kim, “The rapidly 

growing public interest in health and wellness has defined the holy grail of restaurants as food 

that is honestly healthy and truly delicious. Frozen yogurt, if made in the same ways real yogurt 

is made, is the holy grail of frozen desserts (Tanyeri, D. The Future 50).” A trend that I can see 

in the future for Red Mango is packaging their frozen yogurt to sell pints of their different 

flavors in their locations or even grocery stores such as Kroger or Wal-Mart.  



Risks Facing Your Business 

A big risk facing Red Mango operating in Terre Haute is the winter season. Higher sales 

will occur in the warmer months, so it is important to plan for lower sales in the winter season 

and have promotional, seasonal products that will draw people into the store in the cold. 

Recently Red Mango introduced Artisan Hot Chocolate to draw customers in during the cold 

winter season. Another risk facing Red Mango is that people may not take to this type of 

business for reasons that could include the wrong fit, the wrong style, or the wrong concept. It 

may not be as successful as it is in other places and longevity in the market is a risk. Another 

risk facing business is the continued struggling economy. New businesses are exciting for Terre 

Haute, but people may not have the money to spend on extra or luxury items. 

Business Personality 

The impression I want my customers to receive is that our store provides the freshest, 

natural, and healthiest selection of frozen yogurt, smoothies, and more in our frozen yogurt 

business category. We provide friendly and helpful service that makes our customers feel 

comfortable and appreciated. Our employees should be knowledgeable about all of our products 

so our customers know exactly what they are paying for. Our prices are very reasonable to the 

point that a customer can spend as much or as little as they want depending on how much they 

want. | want Red Mango to be the place to go for a healthy and delicious dessert. 

 



Staffing Schedule 

In starting anything new, you can go in with a plan and if that plan does not work out, 

you need to be able to change that plan. Starting a business is the perfect example of anything 

and everything can go wrong at any point in time, so it is important to be flexible. When first 

opening the store, I want to mirror a lot of the things I set in place after successful franchises that 

are in a similar environment to Terre Haute. The hours of operation will be as follows: 

M-Th (11am-11pm) 

Fri-Sat (11am-12am) 

Sun (11am-11pm) 

The self-serve yogurt stores are small and stylish to really foster that coffee shop feel. 

The store will seat 15-20 people. I believe everyday can be split up into six shifts. After a few 

months of business, I will be able to tell if this schedule will work for the store or if some 

changes will need to be made. 

  

Monday Tuesday Wednesday Thursday Friday Saturday Sunday 
  

10-6 

10:30-4 

11:30-3:30 

10-6 

10:30-4 

11:30-3:30 

10-6 

10:30-4 

11:30-3:30 

10-6 
10:30-4 

1130-3:30 

10-6 

10:30-4 
11:30-3:30 

10-6 

10:30-4 

11:30-3:30 

10:30-6:30 

10:30-4 

11:30-3:30 
  

  
4-8 
4-11:30 
6-11:30   

4-8 
4-11:30 
6-11:30   

4-8 
4-11:30 
6-11:30   

4-8 
4-11:30 
6-11:30   

4-8 
4-12:30 
6-12:30   

4-8 
4-12:30 
6-12:30   

4-8 
4-11:30 
6-11:30 

  

  
 



Personnel Plan 

The following personnel plan is based on a salaried manager earning $26,520 a year and 

one shift manager and seven cashiers that will earn $8.00/hour. The first year is based on a nine 

month schedule because when first opening, I strategically plan to open in the spring, so an April 

opening would most likely occur. Wage and salary increases were not taken into account in this 

personnel plan. 

Personnel Plan 

Month Month Month 

1 2 3 Year 1 Year 2 

Manager $2210 $2210 $2210. 519.890 $26,520 

Cashiers $6,482 $6,482 $6,482 $58,338 $77,784 

Total People c. 9 9. 9 9 9 

Total Payroll ~~ $8,692 $8,692 $8,692 $78,228 $104,304 

Job Descriptions 

Red Mango is open daily for 12 hours Sunday through Thursday and 13 hours Friday and 

Saturday. There are a lot of hours to cover so nine people will need to be hired. Of the nine 

people, one would be a salaried manager in charge of opening the store, setting up the store, 

making deposits, and creating the schedule Monday through Saturday. For at least the first year, 

I would take the place of the store manager because I am not sure what sales would be like and if 

I can afford to be an absentee owner just yet. The remaining employees would be cashiers that 

will ring up customers, keep the store clean, set up and close up the store, and make the products 

that have to be made. One of these remaining 8 employees would be a shift manager that would 

be in charge when the regular manager is away. The cashiers would start off at the current 

minimum wage and the shift manager would start off $.50 higher than the regular cashiers.  



Specific Business Goals 

My specific business goals begin with wanting to have my own business that affords me 

a healthy living and financial stability. I want to be a great business owner and boss and have a 

good influence on all of my employees. I want to sell to new customers, my family, and my 

friends and after getting established I hope to work with new people and incorporate Red Mango 

in some of their own ventures. I want to introduce a new, fun, and exciting way of eating frozen 

yogurt to Terre Haute. Lastly I want to be successful and make a difference in the community by 

giving back. 

Conclusion 

I believe opening a Red Mango franchise in downtown Terre Haute would be successful 

and a great opportunity. The concept is fresh and unique enough that many people in Terre 

Haute will love the product. The process of opening a Red Mango after the franchise agreement 

is signed can be anywhere from 8 months to 12 months if all agreements, plans, leases, and 

training run smoothly which is the goal of the franchisor. To open in April, I would strategically 

sign the agreement in June or July of the year prior to let the process run its course. Having 

working capital is also very important to the success of the business and being able to assimilate 

your business to uncontrollable events and actions that just simply are not working in the 

operation of the business. If possible I would go into this commitment based on three years 

agreements based on the profit and loss forecast. I would give the business three years to turn a 

profit before thinking about pulling out before losing more money. I truly believe if Red Mango 

is the first self-serve yogurt shop in the Terre Haute market it has a chance to be a shop on the 

higher end of sales for the franchise. The estimated revenues are on the lower end and I would  
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predict revenues will be higher because in this next year, many more people will know the Red 

Mango name. The yogurt of Red Mango is fresh, delicious, and healthy so there is very little not 

to love about this franchise. 

Interview 

I had the pleasure of having a phone interview on Monday January 16, 2012 with Jeff 

Martin who is a Franchise Sales and Development Manager for Red Mango in Dallas, Texas. 

The following is a structured version of our conversation. 

Red Mango started five years ago in South Korea where there are now over 100 stores. 

Dan Kim brought the Red Mango franchise to the United States starting on the West Coast in 

Los Angeles. Dan Kim has served as Chief Operating Officer or Chief Financial Officer for 

many venture capital-backed companies. Red Mango has an impressive team behind it to help 

grow the franchise. Some people on the team include John Antioco who bought out the Korean 

interest of Red Mango and whose resume includes being COO of 7-11, Pearl Vision, Taco Bell, 

Blockbuster, and TGI Fridays. Mike Rawlings who just became the mayor of Dallas, Texas, is 

also a backer of Red Mango. Chuck Rawley has been a part of Kentucky Fried Chicken, Young 

Brands, Pizza Hut, and Taco Bell is also on the Red Mango team. Barry Barron was the last 

person Jeff Martin mentioned just to solidify the caliber of people that are working to bring Red 

Mango to more states. Barron has been a part of Papa Johns and Pizza Hut and is currently their 

Chief Executive Officer. 

Red Mango focuses on taste, health and style. Beginning with taste, Red Mango’s yogurt 

is produced in dairies and is shipped to stores. 50 flavors are rotated daily that have been 

perfected before being added to the line up. Red Mango prides itself on how healthy its yogurt  
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really is. The formula cannot be duplicated and the yogurt has 2-3 times more active cultures 

than their competitors. The style of each Red Mango store was well thought out. Red Mango 

wants its stores to have a coffee shop feel where people can come in, hang out, and spend some 

time there. They have music and Wi-Fi in all of their stores. 

Red Mango is ever evolving. Red Mango has more than the 50 yogurt flavors that have 

been perfected and rotated in their stores daily. The have probiotic ice teas, parfaits that are 

topped with pumpkin flax granola, and smoothies. Red Mango has re-introduced their smoothies 

to make them more fruit and food infused. They want their smoothies to take the place of a 

meal. They are always looking for new products to introduce to stay fresh and competitive. The 

spoonable smoothie and artisan hot chocolate are some of the newer products. Grab and go 

parfaits and oatmeal are some of the products being tested right now. 

Red Mango wants to be able to appeal to every customer. They are working on a yogurt 

that is thicker to appeal to those customers that like places like Baskin Robbins. 

Franchise Process 

A potential franchisee interested in Red Mango would need to be pre-qualified with 

several forms to fill out and background and credit checks. If qualified, a potential franchisee 

would first identify three areas that they would like to open a store in. Red Mango has real estate 

brokers in all areas of the country that will look at the areas of interest and see if it fits certain 

criteria. A market ride of all the areas will be done to see the areas and see which one is best. 

An area will be chosen and a demographic report will be prepared to know household income 

and area competition. A financial analysis is generated next to estimate gross revenue and run 

pro formas.  



Page | 43 

If everything feels right and the franchisee agrees with the franchisor, a letter of intent 

will be drawn up from Red Mango. 

Negotiations with the landlord will take place next. Red Mango will handle the 

negotiations to get the franchisee the best price. A survey of the chosen store will be performed 

next and a survey of the store will be conducted to look at items like the lighting, bathrooms, 

heating, and air. Red Mango is very particular about the property that they choose. When the 

lease is finished the store will be laid out for plans to be approved. An architect will be called to 

draw up construction plans to get approved by the city and a general contractor will come in to 

build based on bids given. Red Mango will coordinate with the different vendors throughout the 

construction of the store to get the store built on time, to standard, and on budget. Training will 

take place 4-6 weeks before opening and 2-3 days before opening in store training will begin. 

The marketing department will hold a 6-8 week grand opening even at the new store that 

will include sampling, coupons, and newspaper ads. A franchise support manager will be 

available 1-2 times a month to look at profit and loss statements and offer operational support. 

Red Mango wants to make sure this entire process as easy and painless as possible for 

their franchisees. They want nothing but success to come from new franchises, so a thorough 

process is always a must because they do not want anyone to fail. 
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