Executive Summary
Asian White Coffee (AWC) currently has a mission of helping people help
themselves. They do this by donating 50% of their profits World Vision and India
Partners. The goal of this plan is to better equip AWC with the tools necessary to make
their company more profitable, so that the company can grow and better fulfill their
mission of helping others.
Since AWC’s main place of business is their website and they want the website to
be their main distribution channel, a large amount of this plan focuses on an online
presence that drives consumers in AWC’s target market to the website. This includes a
number of campaigns that take place online, including advertising using Facebook and
Google Adwords. Other actions recommended by this plan, while not online, also focus
on driving people to the website and eventually converting them to customers.
American consumers generally have a negative perception of instant coffee. Part
of this plan is how AWC can overcome these negative perceptions of instant coffee that
are not true of AWC’s product. In order to do this a large amount of sampling must be
done so that people can know for themselves that the AWC product tastes good and is
something that they could regularly drink. A number of events such as “Coffee Fest” in
Seattle, WA are available to promote AWC, and give potential consumers a chance to
sample AWC.
There are several key objectives for AWC’s product offerings. First, AWC must
overcome certain prejudices that are linked to instant coffee as well as Asian products in
general. This will be accomplished through product sampling and information posts on
social media sites. Second, an expansion of AWC’s product line must be

undertaken. Some products to include are complementary products like travel mugs and
coffee mugs, and a diversified line of their coffee including actual coffee beans and bulk
instant powder Third, increased brand awareness and loyalty must be accomplished
through the products themselves. These objectives can all be accomplished by
positioning product offerings as “unique” since they are exotic and foreign, yet, of
excellent quality and taste. The other product positioning focus should be on the
charitable aspects of AWC.
The promotions of AWC are crucial for the success of their business. The first
issue tackled is search engine optimization (SEO). Through evaluation of the current
analytics of the company’s website, AWC can better understand how to implement
different tools outlined in the plan, and increase their business’ success. Social media is
also detailed in the plan. What kind of posts to make on Facebook, Twitter and Tumblr
are outlined, and a brief schedule of when to post them is given. A system of writing and
releasing press releases is shown, and the best outlet for the press releases is
given. Lastly, sampling is looked at in-depth and ideas for where to sample are
introduced.
The distribution of AWC’s products is also a potential area of
improvement. Currently AWC is only sold and distributed online. This plan gives
several recommendations for how to diversify the locations AWC is sold, and some
different ways to give people an opportunity to try it. Examples include selling the
product through local Asian markets and grocery stores, providing coffee to churches for
a reduced fee and getting AWC into breakrooms. There is also a redesign of the shipping

system for AWC focusing on different modes of shipping depending on how much
product is purchase.
The pricing of AWC’s products is also addressed. A price increase is
recommended to $9.95, and the justification for this recommendation is given. The main
point of raising prices is to increase the image consumers have of the coffee. In order to
combat the image of cheap coffee consumers will have from the product being both
instant and Asian, a price increase will give AWC a premium feel, and people will
hopefully be more inclined to buy.
If the following plan is properly executed, AWC should be able to reach the goals
of $150,000 in revenue in the year 2012, traffic to the website will greatly increase, and a
memorable brand will be left on the top of consumers’ minds.

The Marketing situation / Opportunity
This marketing plan is being developed for Asian White Coffee (now written as
AWC). AWC is an online store which sells instant coffee manufactured in Malaysia. The
coffee originated from Ipoh, Malaysia and includes powdered creamer and sugar. AWC
is working together with non-profit organizations and it is donating 50% of its profits.
Since the company was founded in September 2010, sales have been very low. Only 100
bags of coffee have been distributed to customers. However, most of these bags were
given out as free samples. Another major concern is the high shipping cost. Currently the
shipping cost for one bag of coffee is approximately $5, more than 70% of the actual
price for one bag of coffee. The AWC home page has not yet been able to generate
sufficient traffic in order to drive sales: From February 14 to March 16 it only had 76

visitors. Furthermore, there is a prejudice in the U.S. about instant coffee and Asian
products. Consumers associate instant coffee with bad taste and low quality. Also, some
consumers are more hesitant to buy Asian food products, especially if they do not know
the brand (consumers may have concerns about product safety and quality). This
marketing plan has the following objectives in order to overcome the current problems:
1. Sales of $ 150,000 for the year 2012. The owner of AWC indicated a sales goal of $
200.000. However, this sales target cannot be reached within 19 month. The volume that
needs to be sold in order to reach this target is too high to be accomplished within this
short period of time. However, this goal should be possible to reach until 2013.
2. Increase traffic to the site. In 2012 the monthly average of visitors ought to be 500.
(increase brand awareness)
3. Create a branding strategy that positions the product accordingly and that creates a
sufficient number of sales. This branding strategy should overcome negative consumer
prejudices on instant coffee and Asian products.
Research Methodology
This Marketing plan is based on consumer research and thorough competitor
analysis. A survey with 28 participants has been conducted. The survey provided
valuable insights on the perceptions of the product itself (through taste tests), the
willingness to pay for the product, perceptions of instant coffee and other information
about consumers that are valueable to AWC. Furthermore, instant coffee competitors that
have a strong market position were analyzed. The competitor analysis focused on
Starbucks Via and they serve as a benchmark for AWC. Starbucks has a strong market

position and tries to overcome prejudices of instant coffee with a strong branding
strategy.

Collaborators

Asian White Coffee's supplier is called ChekHup and it is based out of Ipoh,
Malaysia. Originally a sugar manufacturer it diversified into the beverage industry in
1965. It sells two kinds of coffee to Asian White Coffee: Rich and strong (yellow
package) and rich and creamy (white package). In addition it sells a third type of instant
coffee, a 2 in 1 coffee without added sugar, which is not sold to Asian White Coffee.
Other products sold are tea, hot chocolate and sugar. The Asian White Coffee's owners'
wife knows the owner of ChekHup personally which is very favorable since it will make
negotiations easier.
Asian White Coffee has to import ChekHup coffee through a distributor which
has the distribution rights for USA. The distributor is based in Los Angeles, California.
Unfortunately, the distributor is not willing to give significant quantity discounts. Also,
the availability of this brand through this distributor makes it easier for retailers and
competitors to cut out AWC as a seller which might have a negative effect on Asian
White Coffee' sales in the future.
Asian White Coffee is donating 50 percent of its profits to Non-profit
organizations (NPO). In return the owner wants to be involved in projects of the NPO's.
Currently, AWC is only able to support World Vision with parts of their profits. World
Vision operates internationally by combating poverty and supporting communities when
disasters strike. AWC is also partnering with India Partners, which fights poverty and
injustice in India. In addition, AWC is selling gift bags from Mission Wear as a part of a
package including coffee and AWC mugs. The bags are made out of recycled material
and manufactured by women in rehabilitation. The profits of the bag are donated to
Mission Wear. So far, the owner will not sell the bags separately because he does not

want to cut into Mission Wear's profits. The bag is a good complementary product to
coffee and supports AWC's mission. Having two recipients of donations is the enough
for AWC, since it does not generate enough profits to support more NPO's and if AWC
wants to have an impact it cannot have several NPOs going simultaneously. Since the
company is generating very low profits, giving away 50 percent of the profits is harming
the business since money is needed to reinvest into the business.
Competitor Analysis
Starbucks
Market Position
o Starbucks current market position within the coffee industry is extremely high,
probably higher than any other current coffee company. When narrowed down to the
instant coffee sector, Starbucks still holds considerable market position, but not as
extreme as in the general coffee industry.
Strengths
o Starbucks is perhaps the most well known coffee company in the world at this
time. Their presence as a company has expanded beyond their impressive number of
standalone coffee shops to nearly every grocery store in America. Through the sales of
their specialized roasts in different retail outlets Starbucks has taken their business from
near domination to near monopolization. This extends to their Via brand of instant
coffee. Via launched with wide acclaim due to Starbucks backing of its own product and
the support it created before the initial launch with things like taste testing events and
samples given out to consumers. Through effective marketing and communication Via
became possibly the most successful instant coffee brand in America. Aside from

support for Via solely because it is a Starbucks brand, the product itself is liked by
consumers. Starbucks worked hard to engineer a product consumers would enjoy, and
one that is convenient (dissolving in cold or hot water). As good as the marketing was, it
is the product itself that made it successful.
Weaknesses
o The major weakness is the fact Via is an instant coffee. Americans have developed a
taste for “mocha, soy lattes, with extra foam and don’t make it too hot either.” This is
something that is impossible to accomplish with instant coffee. Despite advances in
technology, and coffee as an ever changing product, there will never be a way for any
company to provide the kind of customization necessary for a successful instant coffee in
America. From a company perspective Starbucks has very few weaknesses. A possible
weakness could be the recent re-branding they went through as a company. Although
they have a loyal following the world over, any disruption to the consumers perspective
of the company could lead to a migration from Starbucks to one of their many
competitors.
Market Shares
o Starbucks currently holds a large part of market with their regular coffee. However,
when comparing instant coffee, there is a definite rivalry going on between Starbucks Via
and the Nescafé brand. Starbucks doesn’t have the history with instant coffee like
Nescafé or Sanka do. Much to Starbucks’ surprise, Via hasn’t caught on the way they
expected it to.
Nescafé
Market Positions

o Nescafé holds a great position, both nationally and abroad (Nescafé is huge in
European countries and Russia). They were one of the first companies to produce instant
coffee, and have been known for it ever since. Older consumers, who may have grown
up with this brand, are especially favorable toward Nescafé as a brand and their
individual products.
Strengths
o Longevity and brand recognition are two of Nescafé’s strengths. Much like
Starbucks, they have a loyal following of consumers who prefer their brand, and would
go so far as to be advocates if given the opportunity. Aside from that, the Nescafé
company in general is well known for their wide range of products that are all quality
products consumers enjoy and consume on a regular basis.
Weaknesses
o In regards to new adopters in the instant coffee industry Nescafé is at a
disadvantage. Unlike Starbucks, who has more brand recognition than they know what to
do with, Nescafé is mostly unknown outside of their sphere of loyal consumers. So when
a younger person (anyone under age 30) decides they are going to give instant coffee a
try they won’t instantly gravitate toward Nescafé like an older person would. Nescafé
needs to educate younger consumers on their product offerings to create a new generation
of advocates.
Market Shares
o Currently Nescafé roughly splits the market with Starbucks. With two entirely
different demographics buying each company’s products, it is hard to say one is better
than the other, however Starbucks is at an advantage because of their notoriety and the

younger average age of their consumers. Nescafé holds a handle on consumers ages 60
and above, however, soon that demographic won’t exist and Nescafé will not have
created any new consumers.

Pay-by-the-Cup Coffee Vending Machines
Market Positions
o Slim to none. These are the kinds of machines housed in office buildings and other
similar settings. Coins are inserted and a paper cup is filled with the consumers desired
selection (as long as they don’t want anything too demanding, like flavoring). This type
of coffee is not popular, but it is sometimes the only option in industrial settings.
Strengths
o Convenience is a major strength of this option. Instead of having to constantly brew
new coffee in a coffee pot for office use, or heat up hot water for instant coffee, this
machine has everything ready at the touch of a button. It is also inexpensive, the average
cup costing $.60. Coffee vending machines also offer a slightly larger selection than
instant coffee. The same machine can have up to as many as 30 different types of drinks
available, a large improvement on the one option instant coffee gives a consumer.
Weaknesses
o These vending machines are not portable, so if a consumer is trying to find a good
coffee system that travels well, this is not it. It also takes up sometimes valuable space in
an office or break room that can’t be sacrificed.
Market Shares
o Very little in the overall coffee market. However within the specialized coffee
vending machine market, they are the leaders. This version of coffee is by no means an

industry leader in any sense of the word, but it does fill a niche need that other coffee
choices could not fill.
Sanka
•

Market Positions: for the most part Sanka is a thing of the past. In the mid-1960’s
Sanka was a popular choice because it was decaf, instant coffee. Their tag line
was “drink Sanka Coffee and sleep.” These days however it is limited to the
demographic who drank it back in the 60’s, when they can find it in stores.

•

Strengths: Sanka is a recognized brand by its consumers, and has garnered years
of trust and preference. It is a decaf option for those who like the flavor of coffee
but can’t handle the caffeine, a choice not offered by any other competitors.

•

Weaknesses: Sanka is not a well known brand by today’s consumers, and due to
the popularity of more mainstream companies like Starbucks, most likely will not
ever become one again. They have a loyal following, but it likely will not grow
with so much competition. There is also a problem with finding Sanka in
stores. Few stores still carry it, creating an added challenge for the company.

•

Market Shares: Sanka holds almost none of the market share, the percentage is
probably too minimal to count when evaluating competitors.

Macro Environment
Social and Cultural Factors
The United States has become a nation where coffee is a way of life. It is a part of
millions’ of Americans’ daily lives. For many of these people this means that stopping at
coffee stands and stores is a part of their morning commute. Drinks purchased at these
stands or shops are often more complicated than one’s normal cup of black coffee or even

one that has cream and sugar in it. With various types of flavorings and shots of espresso
coffee drinks have created their own set of terms that direct baristas in their crafting of
coffee. These complicated drinks have become the norm for many people, and breaking
them of the habit is difficult.
Other Americans’ have become accustomed to using their own coffee pots at
home to make their coffee in the morning. When making coffee at home became more
accessible in the home, the need for instant coffee became lessened. People preferred the
taste of home brewed coffee and instant coffee gained the stigma of tasting much worse
and even not being real coffee. Instant coffee has been degraded to the point of people
not seeing it as real coffee and it being something that is generally looked down on by the
majority of American coffee drinkers.
Economic
Due to the tough economic times Americans are dealing with having less
disposable income to spend on luxuries. While many people would not sacrifice their
morning coffee, the hurting economy does present and opportunity for instant coffee,
since it is significantly cheaper than going to a stand or café. If proper marketing is used
to show people could enjoy instant coffee for a cheaper price, instant coffee could use the
poor economy to gain more of the coffee market share.
Technology
Coffee producers (Starbucks specifically) have been working on improving the
taste of instant coffee. Americans’ have chosen to make their own coffee or purchase it
from a café, citing the poor taste of instant coffee as their reason. Starbucks has seemed
to use technology to make their instant coffee taste significantly better than instant

coffees in the past. Recent instant coffees have been doing better in taste tests and it
appears that there has been significant improvement to the instant coffee technology. This
presents an opportunity for instant coffee companies to educate consumers on how their
products taste and attempt to combine their technological advance with the state of the
economy to advance instant coffee.
Customer Analysis
Number – The current number of instant coffee customers is extremely low. Asian White
Coffee customers are limited to family and friends of the owner, Jeff Evers. This has
resulted in only a couple of bags sold per month thus far. Ideally, the number of
customers should increase significantly within the next months.
Demographic – Currently no specific demographics have been focused on. Rather, all
demographics have been targeted. Ideally, one or two primary groups must be
targeted. Traditionally, retirees have been a main focus for instant coffee brands.
Decision Processes – The main strategy to reach out to potential customers of Asian
White Coffee have been to stress the charitable aspect of the company. AWC’s tactic is
that working with Mission Ware, World Vision, and India Partners will build “goodwill”
and attract customers in that regard.
Market Segmentation
AWC ownership did not identify their target market. Based on competitor
research, product attributes and the company’s mission, the following market
segmentation strategy is recommended
Segment 1: The “on-the-go type” (40 % of AWC’s market)
o Young career-oriented person
o Age: 25-35

o Unmarried
o On the go and busy
active and outgoing
o Open to foreign products
o Looking for status (AWC is something unique and therefore leads to status)
o Always has his mug with him
o Focus on convenience
Segment 2 · The “Asian in the U.S.” (15% of AWC’s market)
o Age 18-55
o Asians that are conscious of heritage - looking for products that will help them
embrace their Asian culture.
o Status (pride in using Asian products)
• Low uncertainty with instant coffee and Asian products
Segment 3· The “stable father/mother” (20% of AWC’s market)
o Age 30-55
People looking to use charitable businesses
o Religious
o Higher income
o Has kids up to 18 years
Others (25% of AWC’s market)
Promotion
Objectives
1. Increase awareness for AWC
2. Increase traffic to site
3. Communicate a message that overcomes consumer prejudices
As with the overall goal of the marketing plan, an increase in revenue is the major
goal of the promotional section. The primary way to accomplished this is to drive traffic
to the website, since that is where Asian White Coffee wishes to have their revenue
stream sourced. In order to be successful in increasing the revenue generated by the
website it is necessary to optimize the website in order to improve when the website will
come up in search results, and make it easier to use. Promotional strategies should focus

on online promotion since the products are sold online and this way a nationwide
audience may be reached. Another objective of these promotional strategies is to create
more brand awareness for the AWC brand. Right now AWC and white coffee in general
is not on the top of consumers’ mind. Another objective of these promotional strategies is
to overcome the negative stigma held by American consumers about instant coffee. These
consumers need to know that instant coffee can taste just as good as coffee brewed into a
pot. All promotions are summarized in the Promotions plan in the Appendix which lays
out tasks, costs, timeline and frequency.

Search Engine Optimization
While $150,000 is an obtainable goal, AWC to have a greater presence in search
engines if it is to be accomplished. One of the main improvements that AWC needs to
make to their site is that they need to get links on their partner’s website (India Partners,
World Vision and Mission Wear). Not only would this increase the traffic to their site,
since so many more people go to those sites, but the links would help AWC with their
search engine rankings. This is due to the fact that these websites are large and would
carry a large amount of weight when it comes to search engine rankings. Hence, if AWC
is able to get links from their partners’ pages to their own, not only would it increase
traffic, but it would also increase their search engine rankings as well. There are also a
number of documents in the appendix that have good information on search engine
optimization.
** AWC should work on SEO in-house rather than outsource it to “Spokane Web
Development”. This way AWC could spend time on the website and more work could be
done on it than would be financially feasible to pay third parties to do this. In order to be

able to do SEO in-house, training is necessary: AWC should invest in the book, The Art
of SEO (see book information in Appendix) in order to become more familiar with how
to improve AWC’s rankings among search engines. Another valuable resource to look at
would be “The Beginner’s Guide to SEO from SEOMOZ”. This guide can be found at
“http://www.seomoz.org/beginners-guide-to-seo”.
Originally there would need to be a large amount of time put into the website in
order to get it improved to a satisfactory point. This plan estimates that there would be
approximately 40 hours spent on the original optimization of the site. The site should be
continually optimized in until it is rated on Raven Tools as an 80 out of 100 (Raven Tools
will be explained more later). After this rating is achieved, then about 2 hours a month
should be invested in order to maintain and continually improve the rating of the website.

Social Media
Facebook and Twitter
Facebook is a tool that must be used by AWC in order to create a better web
presence for the company. Facebook has over 500 million active users. People are using
Facebook more and more, and it is quickly becoming a cost-efficient and successful way
to promote companies and products. People are looking to be connected to each other as
well as their favorite businesses and organizations. Since AWC is selling its product
online, social media is a great way to drive traffic to the site and sell the product.
Furthermore, through social media, brand equity can be created through communicating
the mission, attributes and image of the company. The following steps should be taken in
order to improve AWC’s social media presence:
1. Change the Facebook page name

2. Wall posts on business partner’s walls
3. Twitter posts
4. Links from and to web site
5. Social Media as customer service
6. What to post
7. Blogs and Vlogs
1. In order to make a more effective and appealing Facebook page, changes to the current
Facebook page need to be made . The name of the page needs to be changed so that when
people search for “Asian White Coffee”, they will be able to find the page. Currently one
has to search “Asianwhitecoffee” or “AsianWhiteCoffee.com” which is not as natural of
a search. People typically do not view the “.com” as a part of a business’s name and
therefore they will separate the name into “Asian White Coffee.” By putting spaces into
the name of the Facebook page, people will be able to find it much easier.
2. Asian White Coffee also needs to be much more active with their Facebook page. Not
only do they need to be updating their status, but they need to be posting on other
organizations’ walls. A great way to do this would be to be posting on their partners walls
so that people that go to their partners’ Facebook pages will see the post from Asian
White Coffee and potentially check them out. Since the partners will have a significantly
larger amount of traffic going to their pages, this would be a good location to post to gain
more traffic. Additionally, by posting to the organizations that are partners with Asian
White Coffee, there is a high probability that the people at those pages will be on board
with the mission of Asian White Coffee.

3. The Asian White Coffee Twitter account needs to follow some of the same principles
that the Facebook account needs to follow. The Twitter account needs to be active and
post more. This can be about anything going on with the company at the time or anything
relating to the mission of Asian White Coffee. While there is no such thing as posting on
another business’ wall on Twitter, Asian White Coffee could tag their partners in their
posts to gain the attention of some of the people following those partners.
4. Both of these social media outlets need to be prominently placed on the Asian White
Coffee website. That way anyone who visits the website and wants to be involved with
Asian White Coffee in a more social way can easily find their social media in the form
that they choose to use. It should also be easy for people to find the website through any
of the social media as well. So that if someone was to find Asian White Coffee through
social media and wish to learn more about it or even order some product, they would be
able to do so easily.
5. Social Media should be used as a way to interact with the consumer in a two-way
communication. Through social media, specific customer requests (such as complaints,
questions, ideas) can be handled. AWC must answer to all questions and try to enhance
the conversation with the customer. The more the followers on Facebook and Twitter
increase, the more exposed to positive and negative posts customers are. Through
interacting with customers on social media, negative comments can be turned around into
positive ones (through explaining reasons for failure, apologizing, sending free products)
which will benefit the brand image because the posts are seen by a wide audience.
6. What to post

On Facebook and Twitter there should be a number of posts every week in order
to get people involved with the product. The following is an outline of what should be
posted every week.
1. There should be 2 posts a week on the status of the company or something related to
AWC.
2. There should be 2 posts a week on something related to the coffee industry
3. There should be 1 post a week asking friends/followers a question.
4. There should be one contest, once a month.
** Pizza Hut is a good example of how to be interactive with Facebook followers.
http://www.facebook.com/home.php#!/PizzaHut

Posts About Company
The posts about the company can be any number of different things. Any current
events that are happening in AWC would be great. If AWC is going to an event or trade
show, that should be posted. For example, if AWC was going to go to Coffeefest in
Seattle, updates should be given throughout the various stages of the process of getting
there. For example, “Today we got our packet from Coffeefest! Hope to see you there!”
could be a post. AWC does not need to have just one post about things like this. Post a
different detail every couple of days.
Posts About the Coffee Industry
Posts about the coffee industry could be almost anything. It could be news about
more companies becoming “fair trade” or something about a health benefit of drinking
coffee. This may take some research, but it is necessary in order to get people more
involved with the AWC brand. Features about instant coffee would be a great topic to

post about. Since part of this plan is to get rid of the stigma against instant coffee, posts
about people drinking coffee or instant coffee taste tests would be a great post to have.
These posts could also link to articles, statistics or videos.
Posts Asking Fans Questions
This is going to be a great way to get people involved with the AWC brand. By
directly addressing the fans of AWC, they will feel much more involved and start to take
some ownership in the brand and gain loyalty. Some example posts for this would be:
1. “What is your favorite food to have with coffee?”
2. “When did you start drinking coffee?”
3. “When is the best time of day to drink coffee?”
The answers of the followers should be responded either with a short statement of
acknowledgement or just a “Like”.
Monthly Contest Posts
Contests make consumers participate with the brand. An example of a contest
would be: “Post your favorite food to eat with AWC by May, 3 at 5PM and we’ll pick 3
people that win a travel mug!” Then at the 5PM post again saying thank you for
participating and winners will be notified. Then randomly choose three winners and then
make another post that tells everyone who the winners are. This will not only increase the
brand loyalty of AWC, but it will provide more brand awareness by placing items in
peoples homes that have the AWC name and logo on it. Furthermore, this will lead to
much more followers/likes since people want to participate in the contest.
_
7. Blogs and Vlogs

To go along with the other social media, this plan recommends that Asian White
Coffee starts using the blog and video blog (vlog) that they already have setup. These
blogs need to start to be used in order to gain more of a customer following. Asian White
Coffee cannot wait until after they have the customers involved in their product, because
as people start to get involved they are going to start checking out these different media
outlets and if one is essentially empty, then they will probably write it off and not check
it. But if they were to look and see that Asian White Coffee had been doing a weekly
post, then there would be more incentive to regularly check the blog since there was
likely to be new information there. Also, these blogs and vlogs are a great way to educate
the customer about the product and built a brand image
These posts can cover a number of different topics. Some topics that should take
priority would be anything relating to the donations that Asian White Coffee is making
and what the money is going towards. Details of projects that are at least partially being
funded by Asian White Coffee should be blogged about. If there is not a new project,
updates about current or past projects would be good topics as well. If all of these have
been covered, some other potential topics would be what is currently going on with the
Asian coffee business. Such as if they are going to be going to any events in the near
future. If nothing like this is happening in the near future, anything about the coffee
industry, especially the instant coffee industry, could be used.
Asian White Coffee also has a video blog that has a number of videos already
scripted, but has not posted any of these to their vlog. AWC needs to start posting these
regularly for the same purposes as the above blog. There needs to be consistency on the
vlog so that people will regularly come back for more information, rather than thinking

there is not going to be any new information given. Once the previously scripted entries
are finished, then similar topics to the above blog should be used to create more vlog
entries.

Press Release
A press release would be a great way for AWC to get their name out and to be
recognized by more people, especially those who are on board with the AWC mission.
By using “http://www.christiannewswire.com” AWC would be able to get their press
release out to a large number of publications that are of the Christian faith. These people
would most likely be on board with the mission of AWC and would be willing to support
them. There are a number of options that can be selected on this website that allow one to
select different segments of Christian media. The suggestion of this plan would be to use
the “Christian Radio, TV, & Print” segment as this segment goes out to 1000 different
outlets. This should hit a wide range of people that will be in tune with the mission of
AWC. This is an inexpensive way to have a large amount of people hear about AWC,
since it only costs $65 dollars to get this press release made.
The first press release should be about the launching of this business and what
their mission and goals are. Later press releases should be used to announce any
significant projects that happened as a result of AWC and/or what AWC has been
contributing to and where it is making an impact. While the product is the focus in many
other parts of this plan, the press release should be focused on the mission side of AWC.
Since it would be difficult to find a press release that focuses on coffee consumers, this
plan recommends using the mission to be the primary competitive advantage used to
attract traffic via press release.

This press release could drive a significant amount of traffic to the website which
is a major objective of this plan. By having thousands of people hearing about AWC
through all of these outlets there will be a large number of them that want to check out
the company and what they have to offer online. Therefore there will be a large increase
in traffic with a high chance that people will want to purchase products due to them being
supportive of the AWC mission. These press releases would target people on board with
the mission of the company nationwide and not just in the Spokane area.

Sampling
This plan suggests that AWC do a large amount of sampling in order to overcome
the prejudices against instant coffee. Since this plan believes the coffee of AWC does
taste good and should not fall under instant coffee stereotype, sampling could get people
to see the quality that is offered by AWC. There are a number of ways this plan suggests
that Asian White Coffee should go about their sampling.
1. Hoopfest
Hoopfest is a great place to get a large amount of people to try the product. While
the coffee would have to be served cold, it would still serve the purpose of getting people
to try the product. Hoopfest serves as a good venue, because while a large amount of the
population does come from the Spokane area, some come from all over the United States.
This would allow for sampling to occur not only with people in Spokane, but people from
all over as well.
This sampling will need people to remember the Asian White Coffee brand, if it is
to be successful. This means that there needs to be something with the product that has
the “Asian White Coffee” name on it. This should be done by giving away the coffee

mugs with the AWC logo on it with any purchase of a bag of coffee (large bag, not
individual). A packet of post-its should be given away with every cup of coffee
(individual) bought at the stand. This way every customer that comes up and buys some
coffee will walk away with something that has the name of AWC on it that they will take
home and be able to see the name repeatedly.
For those that do not want to buy a whole cup of coffee, there should be small
Dixie cup samples for them to try. This will allow people who were not willing to buy a
whole cup or bag before will hopefully realize that the coffee does taste really good and
they might have the potential to change their mind.
2. Pig Out in the Park
Pig Out in the Park would be another great event for sampling. While again the
coffee would have to be sold cold, this entire event revolves around food and drink.
People go to this event to try new foods and drinks and eat large amounts of food. Prices
at these events are typically very high and by pricing on the low end the AWC stand
could draw a large amount of attention and this would be a great way for people to
sample the product.
At this event it is not suggested that there be free samples for people to try. The
product should just be priced low ($1.50) per cup, so that people will buy a cup in order
to sample it. People come to the event prepared to purchase food and there would be no
reason for there to be free small samples. This event also should follow some of the same
rules as Hoopfest. There should still be the same giveaways as Hoopfest. There should be
a post-it pack included with any cup of coffee bought and a mug given to anyone who
buys a bag of coffee.

Pigout (Cold only).
3. Seattle Coffeefest
Coffeefest is an event that takes place in four cities across the United States. This
event is completely about coffee and everything relating to it. This would be a great place
to not only have sampling and get people trying the product, but it could be a great place
to sell the product as well. It is recommended to get a normal table top display, which
would cost $1450.
This will give AWC a booth positioned in the middle of the event. If AWC
wanted to spend more money, $2,500 could be spent on a corner position at Coffeefest.
This plan recommends not to go with this and just go with the $1,450 option. Hundreds
of people go to Coffeefest and a corner booth would not be necessary. The demographics
of the event fit the people that AWC should be targeting. People that go there obviously
like coffee, and according to the data gathered about the last Coffeefest in Seattle only
2.5% of the people there are wholesalers. So the audience at this event would have a high
likelihood to purchase AWC’s products.

Advertising
Google Adwords
Since Asian White Coffee is a primarily online business and they desire to have
the business run mainly through the website, Google Adwords should be a primary form
of advertising.
By using Google Adwords consumers can be specifically targeted based on what
they search. For example Google Adwords could be setup to show your ad when people
search “buy instant coffee.” This way the advertisement is going to be showed to people

who are already searching for places to buy instant coffee on the Internet. These ads can
be targeted very specifically and you can easily analyze what key words are working and
what keywords are not and adjust any advertisements accordingly.
This could be a great way to drive more traffic to the website. People will be
looking for products similar to that which is offered on asianwhitecoffee.com. Even if
they do not buy coffee, they will still have seen AWC and be aware it exists. So even if
that person does not buy coffee during their first visit, it is more probable than before that
they would return and buy coffee later.

These advertisements are relatively

inexpensive. According to Google the average cost per click on these advertisements are
about $1 each. While this may seem expensive, there needs to be some context taken into
consideration. AWC would choose exactly what searches their advertisements get shown
to. This means that the consumers reached are almost all going to be in AWC ’s target
market. And even though AWC would only pay when people clicked on the
advertisements, they would still be receiving thousands of impressions for just a few
dollars. This means that even though people may not be clicking on the advertisement
every time, they are still seeing the AWC name and may remember it at a later date. They
could also just type the website into the URL right then and not click on the
advertisement, thus ending up on your website and not costing AWC anything.
Some good keywords to use would be:
Instant coffee
Buy instant coffee
Order instant coffee
White coffee
Buy white coffee
Order white coffee
(Others could be added later and some could be removed based on analysis given by
Google Adwords)
•
•
•
•
•
•

Facebook Advertisements
Facebook advertisements are another recommended form of advertisement for
AWC. Since AWC does its business online, there needs to be a large amount of online
focus in their advertising. Facebook is a large part of the social media part of this plan
and can be a great tool to gain brand supporters and get people involved in the AWC
brand. In order to do this Facebook advertisements should be used.
When creating Facebook advertisements, one has the option to direct people
either directly to one’s website, via direct URL, or one can send the viewer to a Facebook
page. It is recommended the advertisements should redirect the viewer to AWC’s
Facebook page. This is recommended in order to keep the viewer within Facebook. If the
link was to send them outside of Facebook, it could seem a little bit like the viewer is
being deceived or tricked. But if the viewer was to stay on Facebook, they could learn
everything they need to know about the product and mission and be able to find the AWC
website if they wish to view it.
Facebook offers an incredible targeting options for their advertisements.
Advertisements can be targeted by age, gender, interests, and many other options. This
would allow for AWC to directly target people that would be likely to have an interest in
AWC. Facebook advertisements can even be targeted to if people like a page or not.
Therefore advertisements could be targeted to people that like “Starbucks Via.” Here are
a number of specific targets that could be used for the advertisements.
1. Starbucks Via
2. Instant Coffee
3. World Vision

4. India Partners
5. White Coffee

Advertisements can all be specific to each of these interests too. For example the
advertisement targeted towards people that like Starbucks Via could say something like,
“Like Starbucks Via? Try this instant white coffee!”

Distribution
Objectives:
1. Profitable shipping
2. Make web site more appealing
3. Establish other distribution channels
Churches
AWC has begun looking into distributing product through churches. The model
for this type of distribution is Life Center Church in Spokane, Washington. The church
has a “coffee shop” in their lobby and offers coffee on a donation basis; churchgoers give
what they feel is appropriate. A similar model is attempting to be established with
AWC. They have approached Calvary Chapel in Spokane, Washington as their primary
distribution center.
The coffee could be distributed in two ways. The first option would be for the
church to purchase bags of coffee from AWC, distribute it on Sundays, collect the
donations, and through that recover their costs for the bags of coffee. This approach
would be preferred by AWC, and would be the easiest approach for all parties
involved. A profit breakdown for this approach, assuming a person donated $1 for the

cup of coffee would be as follows. $.50 would instantly go to charity, $.20 would go to
the churches to help ease the costs of the coffee and $.30 would go back to AWC.
A second option would be to for AWC to set up a booth in the church and
distribute the coffee and count on the donations to come. This would involve less cost
for churches, but is more risky for AWC because there is no guarantee of recovering their
costs if people take the coffee and do not give money in return. With this approach profits
are harder to evaluate because there is not any guarantee of income.
Other benefits aside from profit would be increase exposure and potential to drive
traffic to the website. Because AWC supports nonprofits like World Vision and India
Partners, there is a natural connection formed between their company and area churches,
making AWC a match with the churches mission.
Announcements could be made in church announcing a special coffee provider
and an explanation of AWC’s donation process. There would also be a printed
announcement in the bulletin for a week on either side of Asian White Coffee being
present at the church, as well as when they were providing coffee. This notoriety would
drive traffic to the website for two reasons. First, people would be interested in learning
more about the company, who they are helping, how they are helping, and recent acts
they have done to give aid. Second, people would also go to the website to purchase
coffee in the future because once most people try it, they have a positive attitude toward
it.
Currently Asian White Coffee is attempting to try this distribution process in
Calvary Chapel, other churches that could be a possibility are Life Center North (a

branch of Life Center where the coffee system is in place), Branches, and New
Community. See appendix for further contact information.
Vending Machines
Another option for distribution, aside from the website, would be to stock Asian
White Coffee products in vending machines. This opportunity is different than other,
more traditional distribution outlets because most coffee vendors (both instant and not)
do not employ this method of distribution. However, this is a great way to offer coffee in
places where no coffee machines or coffee vending machines are offered. There are
challenges present in vending machines that other channels don’t have, but most are
easily solved.
The main tactic for getting Asian White Coffee into vending machines is to
approach companies doing vending machine business and sell them the product. This can
be done through a small sampling event, or each location can be visited and a small
sample given. Unfortunately there is no guaranteed formula for convincing the vending
machine companies to sell the product.
The two companies in the Spokane area doing vending business are “Jones
Vending” and “L.W. Vending” (see Appendix for further information on
companies). The benefit of being distributed through vending machines is Asian White
Coffee doesn’t have to make any decisions on where or when to distribute. They provide
the vending machine company with a stockpile of product, and it is left to the vending
machine company to dictate where and when the instant coffee pouches go out. See
appendix for further contact information.

Company Breakrooms
Initially this mode of distribution will require leg work and sales time, but the end
goal is establishing relationships with businesses in Spokane, which will produce
recurring sales orders and word-of-mouth marketing from highly satisfied customers. To
effectively implement this distribution, an the AWC owner will contact local businesses’
HR departments and establish a short 10 minute meeting in which they will sample the
product while explaining what the product is and the vision behind it.
After the presentation a small gift bag of leave behind items would be given to the
HR department. The bag would include: 2 bags of Asian White Coffee, 10 post-it note
pads printed with the Asian White Coffee logo, 2 mugs printed with the Asian White
Coffee logo and 2 magnets printed with the Asian White Coffee logo. The intent of this
leave behind is to give employees in the office a chance to sample the product, and
hopefully they like the product to the point they want it to continually stock their break
room. If the consumer likes the product he will give positive feedback to the HR
department which will reorder the product.
The post-it notes and magnets are more for keeping Asian White Coffee on the
tops of people’s minds. With the magnets, the logo will be seen every time someone gets
in the refrigerator, and with the post-it notes the logo will be continually viewed as the
post-it notes make their rounds about the office.
Because of the non-profit mission of Asian White Coffee, a good starting point
would be to approach local non profits in Spokane. As this marketing efforts becomes
established and companies begin placing consistent orders, offering a bulk-powder
method of distribution would be ideal for this large office environment as they will

probably go through it more quickly than individuals would. See appendix for further
contact information.
Catering
With Spokane becoming more a destination for people everyday, there has been a
gradual increase in events requiring catering. These events range from office Christmas
parties to weddings at local country clubs. These catered events are another opportunity
for distributing Asian White Coffee. The process for distribution would be similar to
other modes previously discussed. A short sales meeting would be set up with local
caterers in the Spokane area. They would be able to sample the coffee and hear the
mission behind why Asian White Coffee is distributing this product.
If they were interested they could make the coffee ahead of time in large batches,
and party guests would serve it the same way as regular coffee. The product could be
offered at a discounted rate to the catering company, with the assumption being they
would have a small informational card by the coffee, informing everyone about the
product and where they can buy it.
Again this is a place where a bulk amount of instant coffee would be preferred. If
the caterer has to open up 20 small pouches and mix them all together in a large caraffe,
it is frustrating. However, if the caterer could mix the instant coffee from a bulk
container with an easy measurement ratio, they would be more likely to implement this
product into their product offering. See appendix for further contact information.
Homeless shelters
One of the major services offered by homeless shelters, aside from clothing and
shelter, is comfort. This comes in the form of a safe place to sleep and something to

make the people feel at home; usually this is coffee. Because the mission of Asian White
Coffee is to sell coffee and give the proceeds to non-profit organizations, getting another
non-profit organization (such as a homeless shelter) on board with the mission makes
sense. Likely the cost would have to be dropped slightly to compensate for the budget of
most homeless aid organizations. This distribution channel isn’t for getting the name out
there to a mass public, but it would create a sense of Asian White Coffee doing what they
can to help both internationally and in their own neighborhood. See appendix for further
contact information.
Grocery stores
Although the business model of Asian White Coffee doesn’t currently involve
physical distribution through supermarkets or other stores, there is potential for the
product to be well received in Spokane and other areas. There are two types of outlets
that could be utilized in selling Asian White Coffee through a physical retailer: Locally
owned supermarkets and Asian Markets.
Locally owned supermarkets
The first would be to approach locally owned supermarkets whose reach goes
beyond Spokane, but not too far, and convince them to begin selling Asian White
Coffee. A few examples of supermarket stores to approach would be Rosauer’s and
Yoke’s. These are all local grocery stores that would be more willing to sell a Spokanebased company’s product. Due to the more corporate structure of these outlets compared
to other distribution possibilities, the process of getting the product into their stores will
be more lengthy. The contact information for each company’s corporate office is listed
below.

The sales process will be more involved. A presentation will have to be made to
the buyer of each company, as well as general managers. Sampling will be important in
this process. Because the product is Malaysian, it will most likely be met with skepticism
by some of the people within the company; and because the packaging is in three
different languages it will also be met with criticism.
The best way to overcome this is twofold. First let the people try the
product. Once they have tasted it, and find it isn’t “odd” or “bad” they will be more
willing to hear the rest of the sales presentation. Also, many companies have a desire to
appear as charitable, whether in their community or internationally. By selling Asian
White Coffee they are, in essence, giving money to charitable organizations and getting a
product in return. This will be the biggest selling point aside from the great taste.
If the company decides they would like to sell Asian White Coffee in their stores,
it should be requested they do a sampling event for the customers. Grocery stores sample
different products everyday, and those samples increase the likelihood a consumer will
try the product. With the product both having a confusing package and being instant
coffee, it will be best for people to sample and make their own decisions. See appendix
for further contact information.
Asian Markets
The other option for selling Asian White Coffee in stores is to approach the many
Asian markets in and around Spokane. These markets offer many product straight from
Asian countries that are familiar to the many shoppers that frequent them. These are a
natural location to sell Asian White Coffee. Because it is a Malaysian product the
business owners will have a natural affinity toward the coffee, and be more likely to

listen to a sales pitch and probably stock the product in their stores. Listed below is are
some of the major Asian markets in the Spokane area. It would be easy if they are happy
to sell the product to expand the area of stores and get a wider spread of sales outlets. See
appendix for further contact information.

The Website
Change of website service
Currently, for Asian White Coffee to make major changes to their website, the
company uses the company “Spokane Web Development”. This company charges $ 200
an hour which is is too expensive. Asian White Coffee needs to be able to spend time on
the website and not pay Spokane Web Development for all major changes. This would be
much more financially viable as the website has a significant amount of work that needs
to be done before the website would be able to generate enough traffic to meet the
$150,000 revenue goal. Asian White Coffee’s current web site design does not justify a
price of $ 200 per hour (no use of flash, “reoccurring order function” does not work
seamlessly). The company should approach Whitworth University’s career service
department and seek an IT student who is able to implement the changes on the web site.
An IT student is able to do the same changes for a much lower price (aprx. $ 18)
than Spokane Web Development.
Website Fixes
Home Page:

•

Have more pictures of the product itself on the web site. This is in accordance
with the positioning (see Product section) that stresses the uniqueness of the
product.

•

After the description of what Asian White Coffee is about (At AWC our mission
is...) tell about the product itself. It doesn’t have to be a large explanation of the
roasting process, but explain what is the difference between white coffee and
regular coffee is. Also, changing the tag-line from “Help people help
themselves,” to, “The unique flavor of giving,” will create more focus on the
product, but also include how buying AWC is helping.

•

In the ordering section give a small description of the difference between the two
bags of coffee offered, and tell people what they get if they order a gift basket.

The Whole Website:
•

Read carefully for typos before finalizing any future postings. There are typos
throughout that make the webpage look less professional and ultimately not as
trustworthy.

•

Be careful about where pictures are placed. On the Gift Basket page there is a
picture of a child with a cleft pallet that could turn people off when deciding what
product to offer. Instead, that picture would be good on the mission page, and a
picture of a woman picking coffee or processing beans would be better on the
product page.

•

If possible get some more pictures to cycle through the home page’s slideshow. It is currently a five photo slide-show. Some more pictures of the roasting
process would give customers a vision of where their product came from.

Web Analytics
AWC should use Raven Tools - (www.raventools.com) as an additional web
analytics tool.
Raven tools is a search engine optimization (SEO) aggregate that combines google
analytics with other major evaluation software to give users a comprehensive look at how
their site compares to others, and the traffic habits of those coming to the site. Depending
on the level of service subscribed to, it can even evaluate your Twitter, Facebook and
YouTube analytics alongside the website. Raven tools currently offers a one month free
trial of their services for potential client evaluation. After that time the only thing that
has to be done to continue the service is to register a credit card. The service is month-tomonth and can be stopped at anytime.
Ultimately Raven Tools is a time saving device that will also help better the Asian
White Coffee website. With 100% of the business online, it is crucial the website be
outstanding when customers get to it, and widespread across the Internet to get people to
it. By going beyond what Google can tell about a website, there is a greater chance for
creating a website that is in all the right places and is easy to use.
By using this product AWC will be able to tell if the changes that they are making
to their website are being effective or not. It will allow AWC to measure the
improvement that the changes to their site are making. It will also show AWC what areas
need the most improvement in order to rank well in search engines. There are three
different options of service level for this product. This plan recommends that AWC
purchases the “Solo” plan (see Appendix for Solo plan and other plans). It is the most

economical and since AWC is small, the benefits of the more expensive services are
unnecessary.

Shipping Options
After looking into a number of options for how the product could be shipped, this
plan recommends that AWC use the rest of the flat rate boxes that they have on hand to
ship future product. Once these boxes run out, AWC would have the option of using the
USPS “Parcel Post” in order to save costs. This type of postage would be used for when
items needed to be shipped that were approximately 1 lb. or less. Product that weighs
more than this should still be shipped in a flat rate box.
•

•

Parcel Post- Approx $6 (Postage and Box)
o

1 bag of coffee

o

1-2 mugs

o

1-2 travel mug

o

1 travel mug/1 mug

Flat Rate Boxes $7.15+
o

Multiple bags of coffee

o

Any Gift Baskets

o

Asian Coffee Lover’s Package

o

3 or more complimentary products

Product
Objectives
1. Overcome prejudices on instant coffee and Asian products.

2. Expand product line
3. Increase brand awareness and brand loyalty
Positioning:
AWC should position itself by two attributes:
1. Unique taste: Asian White Coffee should communicate its products “unique” taste.
Asian White Coffee has a taste that is very different from its instant coffee competitor’s
products which are more bitter. The taste is a unique attribute that differentiates the
coffee from its competitors. Furthermore the image of white coffee is appealing to
consumers and new. Furthermore, the coffee should be positioned as high quality. High
quality needs to be constantly communicated through promotions, distribution and price
in order to overcome the two main prejudices of consumers:
1. Bad taste and quality of instant coffee
2. Bad quality associations with Asian products (more post-purchase dissonance
than for U.S.

competitor’s products)

2. Charitable aspect: Based on Asian White Coffee’s charitable focus, their products
should be sold with the same emphasis. The opportunity to create brand loyalty with
groups that typically support charitable causes is present. AWC donates 50 percent of its
profits and that differentiates AWC from its competitors. However this needs to be
communicated in an integrated approach.
AWC should put less emphasis in its positioning on the energy aspect that comes
with drinking caffeine because the competition is too strong (Soft drinks, 5-Hour Energy,
other instant coffees). The convenience of having instant coffee is not an option for its
positioning because it would put Asian White Coffee in direct competition with
competitors outlined in the Situational Analysis.

In order to communicate their positioning in an integrated approach, a tag-line
should be used in their marketing as often as possible. The tag-line which captures both
of their positioning attributes is:
Asian White Coffee - The unique flavor of giving.
This tag-line should substitute the current one (“Helping people help
themselves”). This tag-line positions AWC by its mission and not by any other attributes.
Furthermore confuses the customer because the message is not clear and not related to the
product itself.
Complementary Products
Asian White Coffee should add a complementary product line. The idea behind
offering complementary products is to give the customer more options at their
disposal. As each option is added, it becomes that much more difficult for the customer
to say no because they will see the great deals they are getting. Selling complementary
products will strengthen the brand and increase brand loyalty. The complementary
products will have a AWC logo which will expose people frequently to the brand. People
who buy the complementary products will be very likely to repurchase coffee because
they are reminded of the brand and they want to use their complementary product (mugs
or travel mugs) together with AWC’s coffee. The complementary products are a way to
get the logo into the consumer’s kitchens which is the place where consumers identify
needs for food and drink products. Furthermore, Asian White Coffee will also see more
revenue from selling those products individually. The complementary products need to be
of high quality in order to communicate the high quality of coffee to the consumer (see
positioning). The complementary products that should be added are:

1. Ceramic mugs: This mug is a black modern mug which communicates high quality
(see Figure 1). This mug is produced in China. Despite preferences for U.S. made
products by the owner, this mug should be purchased because it is the best way to support
AWC mission to help poor people. The margins on the Chinese mugs are much higher
than on the U.S. mugs which will lead to more profits for AWC which will lead to more
donations. With Chinese made mugs AWC is able to donate more money which is in the
interest of the NPOs and the people that need the money. An order of 150 ceramic mugs
is recommended in order to get quantity discounts and at the same time to not have too
much inventory. Reorders can be made as soon the mugs run out.
2. Glass mugs: these should be added in order to give the consumer a variety of products.
AWC’s competitor Starbucks carries glass mugs which is an indicator for the demand for
it. This mug is produced in the U.S.. An order of 150 glass mugs is recommended in
order to get quantity discounts and at the same time to not have too much inventory.
Reorders can be made as soon the mugs run out.
3. Travel mugs: A travel mug should be added because it fits in a great way with the “on
the go” attribute of AWC. This mug is made out of stainless steel which communicates
high value. Its design is similar to the design of Starbucks’s travel mug. An order of 100
travel mugs is recommended in order to get quantity discounts and at the same time to not
have too much inventory. Reorders can be made as soon the mugs run out.
**The ceramic mug, glass mug and travel mug should be ordered at
“discountmugs.com.” Their product variety, quality, price and customer service (contact
was established) were the best out of several other manufacturers of mugs.

Complementary Products (Free Giveaways)
1. Magnets: The novelty behind magnets is that people usually stick them up on their
refrigerator and seldom throw magnets in the garbage. Magnets would not be sold by
AWC but merely given away with gift baskets or purchases as something with the AWC
logo on it that serves as constant brand recognition and top-of-mind awareness. The
magnets can be purchased at mapleleafpromotions.com/Food-Magnets.html. The
magnets are in the shape of a coffee cup and the logo can be put on the magnets.

2. Post-it notes: Post-it notes are seldom thrown away. As a result, people keep them
and use them for grocery lists or anytime they need to write something down. This is an
opportunity to keep the AWC brand in top-of-mind awareness every time someone uses
their post-it notes. Post-it notes can be purchased from qualitylogoproducts.com. These
are custom made post-its with the logo on each sheet.
** Magnets and post-it notes will alternately be included with all gift basket options. For
purchases of two or more bags at one time, magnets and post-its will alternately be
included. See timeline for frequency of promotions.

Expanded Product Line: Edibles
1. Coffee beans: This has long been stressed as a major need of AWC. In order to gain a
following in the US, and more specifically the Pacific Northwest, AWC expand their
product offering by selling the white coffee beans themselves. What this will ultimately
do is move AWC from solely offering instant coffee to brewed coffee as well. The strong

emphasis on the unique taste of white coffee will support this move to brewed coffee. It
will also cut out the use of creamer or sugar which some people prefer. By offering the
“white” coffee beans AWC can attract a whole new market segment; non-instant coffee
drinkers. This will open the door to increased sales and higher net profits.
2. Bulk instant coffee powder: Many of the same reasons why AWC needs coffee beans
also apply to why they need instant coffee powder in bulk. Being able to buy in bulk
gives customers another option to consider. Large containers of instant coffee with a
serving scoop inside will make the instant coffee that much more instant and therefore
increasing customers’ ease of use. Rather than having to open an individual packet of
coffee each time, the customer will have a much more convenient time getting their much
needed cup of coffee in the morning.
3. Two-in-one: The two-in-one packet offering simply removes unwanted sugar. Some
people prefer their coffee with only non-dairy creamer. These two-for-one packets would
be packaged and priced the same as the traditional three-for-one packets.
** Since it is yet unclear if and how soon these products can be added to the product line
(AWC is currently negotiating this option with the supplier), it will not be included in the
forecasts and financials of this plan. However, adding these products to AWC’s product
line would open up new markets and increase sales. Therefore, it should be a priority
for AWC to proceed in negotiations with the supplier in order to add these products as
soon as possible.
Product Bundling
AWC will offer these product bundling options in order to facilitate more sales
and revenue beyond just the coffee bags. Sales of complementary products should be

increased because it leads to brand loyalty. Another goal is include and promote the
Mission Wear products such as the bags to support AWC’s mission.
Gift basket 1: (1 Mission Wear bag, 2 mugs, 1 bag coffee, 1 free magnet or post-it pad):
This first basket is the simplest of product bundle offerings that AWC offers. The idea is
to provide a bag of coffee for the customer to have. It is real easy for the customer to
take two mugs at the same time because people can always use mugs on hand. Plus, the
mugs bear the AWC logo which is free advertising.
Gift basket 2: (1 Mission Wear bag, 1 travel mug, 1bags coffee, 1 free magnet or post-it
pad): This gift basket is offered to provide the customer with a convenient travel mug to
take to work in the morning. The travel mug accompanied by instant white coffee will
save customers time in the their busy lives.
“Asian Coffee Lover” Bundle: (2 ceramic mugs, 1 bag of coffee, 1 free magnet or postit pad): This basket cuts out the Mission Wear bag in order to just offer the coffee
products to the coffee “lovers.” As previously reiterated, the mugs are offered in order to
facilitate interest as well as to promote the brand name and logo. Consumers are
interested in buying two mugs at the same time because it looks good in the kitchen and
guests can be served.
Packaging
In order to make sure that the packaging carries the brand of AWC, stickers
should be used to remind consumers where they bought the coffee and where they could
go buy it again. This means that the stickers should have the AWC name and website on
them. A Quick Response (QR) code be put on this sticker as well. This QR code can be

generated using a QR code generator online. There are various QR code generators
available and the QR code should be put on the sticker so people can use their
smartphone to directly get to the web site.
To order the sticker, using http://www.stickergiant.com is recommended. 500
stickers for $50 is the recommended package and the 1.25”x3.5” sticker is the size that is
recommended to get. This is the largest sticker in this category. The sticker needs as
much surface area as possible in order to make sure that all three components (Logo,
website, QR code) make it on the sticker. These stickers are to be place on every large
bag of coffee sold. That way the people that buy the product will have the brand on the
package since the product packaging currently has no reference to the company at all.
The individual packages that are to be sold in vending machines and given out as
free samples should also have a sticker placed on them. These stickers should be the
1.25”x2” stickers offered on the same site for the same price. These stickers should only
have the website and the QR code on them (since there is not enough room for the
website, logo and QR code on the smaller sticker). While the logo is important for brand
awareness, it is more important that we get people to the website, which the site name
and QR code do more effectively than the logo.
For now this plan just recommends using the site http://qrcode.kaywa.com/, to
generate the QR code. While Microsoft is currently developing their own QR codes that
could be beneficial, this plan recommends that AWC just use the standard version for
now. Many people already have applications on their phone for reading QR codes and
until Microsoft becomes more of the standard, it makes more sense to just go with a
normally generated QR code.

Price:
Objectives:
1. Increase profit margin while charging a fair price
2. Communicate high value through price
Price for coffee
Currently AWC charges a price of $7.95 to its customers for one large bag of
coffee. Additionally, the customer has to pay approximately $5 for shipping. The
percentage of shipping of the overall price paid is too high and discourages customers to
buy. Furthermore, AWC’s competitor’s products and substitute products are available in
the grocery store where the customer does not have to pay any shipping charges. AWC
should follow a skim pricing strategy where it charges a high price initially and lower the
price over time when more competitors enter the market. Also, AWC should follow a
value based pricing strategy (consumer research has been conducted; see below). The
price should be increased to $ 9.95 for one bag of coffee due to the following reasons.
1. The low price communicates low value or quality to the customer. Especially for Asian
products, consumers are more concerned about quality and health issues. A price of $7.95
supports the low quality image of Asian products whereas a price of $9.95 communicates
higher quality. Furthermore, a premium price supports the positioning statement which
focuses on a high quality product.
2. AWC’s competitors charge different prices for their instant coffee. Starbucks, which
positions their coffee by quality is the benchmark. AWC coffee should be priced higher

than Nescafe Taster’s Choice in order to communicate higher quality than this
competitor.
•

Starbucks Via: 12 servings for $9.95 (Starbucks.com)

•

Nescafe Taster’s Choice: 20 servings for $8.99 (Amazon.com)

3. According to research, the instant coffee industry is in the growth phase of the industry
life cycle. The consumer is willing to pay a higher price for a new product and there are
low competitive price pressures as well as low barriers to entry into the market. In order
to be able to reduce the price when demand decreases in the future and to be able to react
to price decreases by competitors, a price of $9.95 must be charged.
4. In order to reduce AWC’s cost for shipping some of the shipping cost should be
absorbed with the actual price of the coffee. Hence, the percentage of shipping will be
lowered and stops customer being discouraged by high shipping costs.
5. Consumer surveys, including a taste test, revealed that the average consumer is willing
to pay a price of $ 1.75 for one serving of coffee. This would come out to a total price of
$ 26.25 per bag. The price should not be increased to $26.25 because competitor products
are priced much lower. Furthermore, the consumer has to pay for shipping which will
increase the overall price. Implementing the consumer’s willingness to pay into the
pricing strategy, supports the value-based pricing strategy.
Wholesale price
The price to retailers for one bag of coffee (see Place section) should be at $ 8.
The gross margins for retailers are approximately 30 percent. Hence, our product would
be priced at approximately $ 12-13 at retailers. This price should be charged because our
product should be more expensive at retailers than on our web site. The consumer has to

pay shipping charges which increases the overall price if the coffee is ordered through the
web site. Also, in order to be consistent with our quality image, AWC should be priced
similar to other high quality instant coffees (Starbucks Via is priced at $ 7.49 for 8
servings at Target).
Complementary Products
The complementary products should be priced low and only cover its variable
cost. The goal is to make high volume sales in order to create brand loyalty through
products that display AWC’s logo. The mugs or travel mugs with AWC’s logo on it will
expose people to the brand in their home. Also, it will be an incentive to buy more AWC
so the mug complements Asian White Coffee.
1. Ceramic mug: The ceramic mug should be priced at $ 4.95. This would exceed the
cost of $1.61 (based on an order of 150 mugs) and cover some of the shipping cost as
well. In order to communicate the high value of AWC the ceramic mugs must be this
price. However, this price is still lower than Starbucks charges for a similar item ($8.95 at
Starbucks.com)
2. Glass mug: The glass mug should be priced at $5.95. This would exceed the cost of
$2.82 (based on an order of 150 mugs) and cover some of the shipping costs as well. It
will be priced higher than the ceramic mug since glass is perceived as more valuable.
3. Travel mug: The travel mug should be priced at $9.95. This would exceed the cost of
$4.48 (based on an order of 100 mugs) and cover some of the shipping cost as well. This
travel mug will be priced a lot higher than the ceramic and glass mug because it has
much higher perceived value. It is priced 50 percent of what Starbucks charges for their
travel mugs because the AWC brand name is not strong enough to justify a higher price.

4. Mission Wear bag: The bag should be priced at $18. This is the same price that is
charged at Mission Wear’s online store. This is a very high price but it is impossible to
under-price the manufacturer. However, the high price will increase the perceived value
of the gift basket and the profit margin is high ($8). There needs to be a description of the
cause of Mission Wear so the consumer understands the value of the bag.
Complementary Products (Free Giveaways)
1. Magnets: 500 magnets purchased from “mapleleafpromotions.com” can be purchased
for $.70 each . This amounts to $350 total.
2. Post-it notes: 500 post-it note pads purchased from “qualitylogoproducts.com” can be
purchased for $.31 each. This amounts to $155 total.
Product bundling pricing
Gift Basket 1: (1 Bag, 2 ceramic mugs, 1 bag of coffee, 1 free magnet or post-it pad):
This bundle should be priced at $29.95. This price is $10 lower than the current one
(there is only 1 bag of coffee in it rather than 2) because consumers are unwilling to pay
more than $30 on a gift basket. The overall variable cost of this bundle is $17.32. If a
customer would buy all of these items individually, they would pay $37.85. Hence this
bundle would make the customer save 20.1 percent (this percentage should be in the
product description: “You save 20%.”).
Gift Basket 2: (1 Bag, 1 travel mug, 1 bag of coffee, 1 free magnet or post-it pad): This
bundle should be priced at $ 29.95. (s.a.)
“Asian Coffee Lover” Bundle (2 ceramic mugs, 1 bag of coffee, 1 free magnet or post-it
pad): This bundle should be priced at $16.95. The consumer saves 15 percent of the price
they would pay if they bought the items individually. This is consistent with the other

bundle’s savings (20 percent on gift basket). The consumer could be interested in buying
two mugs because it is used in the kitchen and guests can be served with the same mug.
Timeline
June 2011
•

June 25th-26th

July 2011

•

August 2011
•

Pig Out in the park 31st

September 2011
•

1st-5th

•

Coffee Fest 23rd-25th

October 2011

•

November 2011

•

December 2011

•

January 2012

•

February 2012

•

March 2012

•

April 2012

•

May 2012

•

June 2012

•

July 2012

•

August 2012

•

September 2012

•

October 2012

•

November 2012

•

December 2012

•

Appendix
I will put all the address in when we are doing the final formatting in word
Levels of Service:
Raventools Plan
Solo - $19.00/month
•

1 user

•

3 websites

•

100 keyword rankings

•

1,000 managed links

Pro - $99.00/month
•

2 users

•

unlimited websites

•

1,000 keyword rankings

•

50,000 managed links

•

Twitter, Facebook and YouTube monitoring

Agency - $249.00/month
•

8 users

•

Unlimited websites

•

2,500 keyword rankings

•

150,000 managed links

•

Twitter, Facebook and YouTube monitoring

Complementary products order numbers:
Ceramic Mug: Product ID: #ST01#ST01 10oz Matte Finish Tazo Mugs # st01
Glass Mug: Product ID: #5344#5344 5344 Libbey 15.5oz. Tapered Glass Coffee Mugs
Travel Mug:Product ID: #ST1000#ST1000 Torpedo Stainless Steel Travel Mugs

Other Contacts:
PR
http://www.thefigtree.org/
Other Links
http://www.greaterspokane.org/
http://www.spokanevalleychamber.org/
http://www.coffeefest.com/Event/Exhibitor/Default.aspx
Where to buy shipping boxes:
http://www.bestvalsup.com/Corrugated-Boxesp/BOX%20MD12104.htm?Click=9315&utm_source=froogle&utm_medium=shopping&
utm_campaign=products
	
  

