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Competitive Advantage

The success of any business in the highly competitive markets is its ability to distinguish itself from the competitors. What makes a company’s product or service better than the competition in the kinds of the customers is termed as the competitive advantage. The strategic plan will focus on the yogurt manufacturer Chobani whose success in a relatively short period has helped it to topple the more established brands. The paper below describes Chobani and its products, the goals of the company, Porter’s three generic strategies.

Chobani

Chobani is an American yogurt producer founded by Hamdi Ulukaya in 2005 after the purchase of its first plant with the company launching its brand in 2007 (Birkner, 2014). The company rose to become the top-selling brand of Greek yogurt in the U.S. The success of Chobani was based on its experimental marketing approach which led to providing large amounts of samples of Greek yogurt to a market that had not acquired the taste of Greek yogurt. The expansion of its production line through acquiring a processing plan in Idaho helped to meet the rising demand of its product with the company earning over $1 billion in revenue by 2013 (Jones & Koury, 2013). Chobani to directly market its products to consumers opened its first yogurt bar in the SoHo neighborhood located in New York (Jones & Koury, 2013). The ability to differentiate its products through value creation and tastes was essential to its continued rise in the market.

Chobani products

Chobani reinvents its products and looks to appeal to its target market. Target marketing has been an essential pillar to promoting Chobani products. Chobani specializes in the production of Greek Yogurts made from pure milk and live cultures while developing different tastes and flavors to address the different needs of the customers (Chobani, 2018). Product differentiation has been the defining feature of the company’s strategic direction as it aims to produce products designed to appeal to the tastes of different customers.  Chobani’s products are made of organic and natural raw materials thus addressing the needs of the health-conscious consumer. The company products both Greek and on Greek yogurt that comes in a variety of flavors including mango, peach, key lime, blackberry, raspberry, key lime crumble and almond coco loco (Chobani, 2018). 

Goal and objectives of Chobani 

The goals of Chobani are to develop yogurt brand that is not only nutritious, natural but accessible to its customers. Its underlying mission or goal is to make a difference, and this is through promoting the development of value in the food production industry and to offer customers value for their purchase (Chobani, 2018). The objective of Chobani is to become the leading world manufacturer and distributor of Greek yogurt. Additionally, it aims to expand its product line to meet the growing needs and preferences of its customers. Furthermore, Chobani aims to provide consumers with tasty and nutritious yogurt through perfecting its craft and developing the quality of its products (Jones & Koury, 2013).

Porters’ three generic strategies

Porter’s three generic strategies include cost leadership, differentiation and focus. Cost leadership refers to the practice of offering consumers value at a lower price but Chobani, however, prices its products based on current market value. Focus strategy identifies the practice of focusing on specific target markets which are implemented to some extent by Chobani (Cruz, 2013). However, Chobani implemented the differentiation strategy. Chobani seeks to differentiate its products through addressing the importance of texture, nutritional value and flavor. Through developing products made of natural materials the company further differentiates itself from the market by appealing to the health-conscious consumers in the market (Cruz, 2013).  Its branding and experimental marketing approaches have been significantly different from those implemented by competitors such as General Mills enabling the company to stand out in the market thus attracting a large following (Jones & Koury, 2013).
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