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Cragola LLC
1100 C!‘vurclﬂ Lane

[” aston, FA 1 8044-043 |
FPhone: (610) 25%-6271
Fax: (610) 250-5768

www.crago]a.com

Farcnt Companq

Cragola became a who“g~owned subsidiary of Hallmark (ards, ]nc. in1984.

zjubsidiarics

Cragola’s subsidiaries include Fortfolio Series and Si”g Futty. Binney and Smith
acquirecl the rights to Sillg Futty nt977.

Mission Statement

Cragola does not have a formal mission statement. T}‘lis is Probabiy due to the fact
that t]weg are a subsicliary of Ha”mark Carcls, lnc. l)C theg were to everformalize a
mission statement it should be the Fo”owing: “The business we're in: | he best quality,

safest Products for colorful visual cxprcssion for cnjogmcnt, ]carning and work.”

Corc competency

Cragola’s core comPetcncics, taken from the vision section the website, include:

Obscsscd with Consumcr Needs: Be Passionate about meeting consumer needs.
Constan’dy ask: What are the implications for the consumer? | ake the initiative to
learn about our consumers and compctitors. Make decisions based on insights about
the consumer. Frouc”g rePresent our brands when ta”cing to others. Rcmind each

o’cl—\er about t}-\e importance of tlne consumer.
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Biased for Action: Be impatient and unsatisfied with the status quo. Move faster
intema”g than the external world. Develop and imp!ement imPactxcul solutions. Exploit
ideas and oPPortunities quic‘(b. Ta‘(e owncrshiP and accountabilitg for action and

results. Act, lcam, and make changes as needed.

espectrul ot [ eople an eas: Kespect and value the diversity of people and their
Respectful of People and [deas: Respect and value the diversity of people and th

ideas. | rust others ~ assume Positive intent. Act with honestg and integri’cy. UPI"lOIC{
your commitments. Hones’clg and constructiveb tell PCOP]€ how theg are doing. Make

the communities in which we work and live better P]accs.

|nnovative and Kisk—Oricntcd: E_ncouragc innovation from everyone and in
everything we do. (Generate and share creative ideas. ExPeriment, experiment,
exPerimen’c. (Create Positive change that allows us to imProve. Take enough chances

that you sometimes fail. Be informed and take inte”igent risks.

T hink and Act [_ike Winners: APProach every task with a competitive spirit to win in
the marketplace. Hate to lose. Deliver excePtionaI business and financial results to
be the markctp!acc leader. Look for ways to win, not excuses For]cai]ing. Continua”y
build your skills and capabi]itiés. Pe Proud of others' successes. [ Jave some fun
evergdayl

Co”aborativc and Tcam-bascd: Froactivclg engage those outside your work area.
Seek the oPinions and feedback of others. Share knowledge to hclp others succeed.
Communicatc, communicate, communicate. Work with others to achieve business

results. Be inclusive.

Major Products
7

Cragola’s mejor Products are the individual Proc;ucts from the Crago]a@, Fortfolio
SCrics®, Si”g Futtg@ and Mocle] Magic@ brands.
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Target Markcts

The target markets of Crago]a include mothcrs, children and schools.

Motl'lcrs: aged 25-40, gcma]e, no co”egc to co”ege graduate, any cthnicitg, single or
married, working or stay at home mother, $3%0,000-$ 100,000+ income, any re]igion.

Cl‘lildrcn: aged 4-12, male and )Ccmalc, K -6th gracle) all ethnicitics, any re[igion‘

5choo|s: 501(c)(®) non~Proxcit schools.

SWOT Analysis

Strengths: Cragola isa trustworthg, houschold name. | he company has a rcputation
for being Familg Frienc”y. Crayo]a has a lot of brand equity; therefore little marketing
needs to be done. Crago]a has also Penctratcd the global market’ with labels Printccl
in 12 different !anguagcs.

Wcakncsscs: Some mothers feel that Crago]a does not give cnough “bang for their
buck.” A]so, Crayo!a’s Products are mostlg arts and crafts related. ln toclay’s wor]d,
mothers have less time to spencl doing arts and crafts Projects with their chilclren, and

even less time to do the clean—up.

OPPortunitics: Crayola has the oPPor’cum’tg to acquire new comPanies, such as Rose
Art. Also, thcy can a!wags grow in terms of markets and Products. Crayo]a is alrcaclg
oPerating in other countries, but could increase activity. Cragola is also expanding

their Procluct line, but should take into consideration the Popularitg of techno]ogg.

T hreats: Being number one means that Craljo]a is the target of competition. Price
compc’cition is also a threat, especia”y in today’s economy. Because Cragola is

global, theg also face Po]itica] pressures in other countries.
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Marketing Mix

Frocluct: Cragola has non-toxic, washable arts and crafts convenience Proclucts. On
every Cragola Package is a “Qpalitg (Guarantee” which reads “Binn69 and Smith
guarantees the qualitg of all Cragola Products. lxc this Product does not Pencorm
Properlﬂ, contact us at i~SOO~Cragola‘”

Fricc: Crago]a’s Pricing strategy is Penetration. Theg have been around for over 100
years, and are an established company. T heir Procluct is also elastic. |f Cragola
started cl’xarging $20 for crayons, then the demand for those crayons would diminish.

Flacc: Crago]a sells their Products to retail stores, t]ﬂroug]ﬂ traditional distribution
chains. To schoo!s, office supplg retailers and spccia]t9 markets. Overseas, Crago]a

sells their Proclucts through the international division.

Promotion: Crago]a has advertisements on television. During the “Back to School”
season discounts and in-store displays are PlcnthcuL Every time Crayo]a introduces a
new color or retires an old one, press releases are sent out and press coverage is
Plentg. However, because they are an established household name, not much

Promotion is neede&; their Product is se”ing itself at this Poin’c intime.



TaiArna Yee March 12, 2009 Marketing Analgsis

"Craqola draws on new ideas" ~{[SA Toc/aq

What are their market demographics and psychographics?

Cragola has three target markets: mothers, children and schools. Crayo]a markets to
all three target audiences. With their new Product line, however, schools are not a

target market.

Mothers: aged 25-40, female, no co”cge to co”cgc graduatc, any etlﬂnicith single or
married, working orstay at home mother, $3%0,000-$ 100,000+ income, any rcligion.

Chilc]rcn: aged 4-12, male and female, K~6th grade, all ethnicities, any religion.
oS ot Y reiig
SCI'lools: 501 (c>(§> non~ProFit schools.

Craqola is in what state of the 1 (C2

Wlwen the UﬁA Toa’aﬂ article) “Cragola draws on new ideas,” came out, Cragola

was in the introduction Plﬁase of the Procluct life cgc]c. The sales were low, there was
little to no comPctition and Crayola had to create demand for their Product. Crayola
is currentlg in the growtlﬁ stage of the Procluct life cyclc. Sales have increased
signi]cicantlg, there is more Public awareness and now there are knock-off versions of

their Procluct.

How can we define their move from cragon to toys?

“Reinventing ourselves™ as (CF (O Mark Schwab puts it. Cl—ranging rePutation from
"stodgg, buck~a~Paci< crayon company with tunnel vision and red-white-and-blue
conservative values.” Crayo]a most likcly realizes that mothers are hesitant to bug
their arts and crafts Products because of cost, mess or time. Crayola created toys

that are relativcly cl‘:eaP, are ”mess~!ess,” and does not require adult suPervision.
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Docs this create a whole new stage of dcvclopmcnt’?

Yes‘ Crayola is not a toy maker. ]n the article thcy were called "green” because theg
are novice when it comes to creating children's toys. n the past, it licensed the few
toys that bore its name. Now, it's mal(ing its own." Crayo!a not onlg needs to deveIoP
the Product, theg need to clevclop a new brand Position.

Why the move from brand Binney & Smith to Crayola?

Crayola’s Parent company, Ha”mark) decided to switch the brand name to Crayo]a
for two reasons. One, many consumers were confused as to what Binney & Smith
was, some consumers thought it was a new law Firm, whereas others thought itwas a

doctors Practice Two, Cragola is a worldfamous brand.

Does Craqola have brand cquitq?

“To parents ‘Thc Crayo]a name is like the Good Housckceping Seai of
Approval.’” Thc Crayoia name has 99 Pcrccnt rCcognition among US consumer

householcls, is sold in more than 80 different countries and represents innovation, Fun,

kids and quaiitg.

th do you think Craqo]a moved from school supplics to toys?

Cragola is moving from bcing an individual brand for one Procluct line to bcing a
Fami]y brand that means ”co]ors, kids, and crafts.” Theg also want to Penctrate a
growing market, instead of relging on]y on their "cash cow," arts and crafts supplies;

Cragola wants to create a whole new image.
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How have their 4F's changed?

Frocluct: Crago]a is now )Cocusing on dcveloping toys instead of arts and crafts
supp]ics. T hese new items are still convenience Proclucts. Cragola is also &evcloping
more ﬂashﬂ Products (a burping Pencil sharpcncr) to get away from their ”stoclgg...

red, white, and blue conservative values.”

Price: Crago]a’s new Pricing strategy is skim. Pecause theg are new to the toy market,
tlﬂeg are setting their Products at a $20 level, but if thcg realize it is not sc”ing, thcg will
most ]ikely lower the Pricing in chunks, until theg reach the Price that has the greatest
benefit for them. The Price is still elastic.

Flacc: Crago]a still sells their Products to retail stores, t]ﬂroug]ﬂ traditional distribution
chains. [Jowever, theg would no ]onger have much of a market for schools. Overseas,

Cragola sells their Products through the international division.

Fromotion: With the new Product line, Cragola has a lot more advertisements on
television and sends out a lot more press releases. Because tlﬂeg are new to the toy
market, theg will have to continue to get their name out thcrc, to clﬂange their

customer's Perceivecl value of their new toys.



