
Section 1: Product/Service
Describe your product/service concept.
Starbucks prides itself on excellent corporate culture and leadership, but it lacks events to promulgate it into the modern modes of networking. Therefore, “COFFEE Talk,” would bring in current, innovative speakers to Fort Collins in an effort to increase the essence of coffee shops where ideas can be spread. Our goal in the implementation of this new service is to increase evening foot traffic and bringing more customers to our stores. 
Identify the value proposition. 
The value proposition of COFFEE Talk would be that it brings people together in an atmosphere that promotes open communication and the spread of ideas. Inspired by TED Talks, Steven Johnson notes that coffee houses were crucial to the development of new ideas during the Enlightenment (Johnson, 2010). Value propositions are a collective acknowledgment of what companies believe customers value the most, and Starbucks promotes its environment and aura as an attractor (Mikkola, Mahlamaki & Uusitalo, n.d.). 

Does the technology currently exist to create this product/service? 
The spread of ideas does not require licensing or special technology. It can basically be like an open mic has been in many other coffee shops. Consumers will spend money on coffee and refreshments, but they will also reap the rewards of education and experienced speakers on a number of current topics Wednesday evenings after work. 

Does a similar product/service already exist in the market?  
There are several community services similar to Starbucks COFFEE Talks, however we do not expect heavy competition from these alternatives. Because Starbucks COFFEE Talks is a free service to the community, it will enhance the intellect of our customer base without asking for monetary value in return. Starbucks does, however, hope that the increased foot traffic will lead to greater revenues on Wednesday evenings as well as repeat customers.  

As a whole, information sharing events are on the the rise. We identify this industry as being in the “growth” stage. This is evident in the expansion of TED Talk-branded events in the past five years. Additionally, around the United States, an increasing number of community creator spaces and innovation hubs have been hosting events focused on several different domains. 


Why will consumers or businesses spend money on your product/service?
Consumers will spend money on coffee and refreshments, but they will also reap the rewards of education and experienced speakers on a number of current topics Wednesday evenings after work.

Describe areas of differentiation/competitive advantage for your product/service.
From this limited introspection, is this a viable product/service?  What changes can/must you make to the product/service to make it viable?  
COFFEE Talk at Starbucks will give the coffee shop the advantage of motion. Coffee shops without events and speakers can become stagnant, but the motion of public events and speakers propels the shop into a vessel of societal discovery. If Starbucks can generate COFFEE Talk, it will have a significant advantage over other coffee shops. This advantage will stem from the quality of speakers, and individuals will benefit from the communal atmosphere. They will learn new ideas, but they will also be in a position to discuss those ideas. 

Section 2: Market and Customer
How attractive is this industry?
The coffee and snack shops industry is a 39.6 billion dollar industry with over 50,000 businesses. The industry had significant growth between 2011 to 2016 but is expected to have a decrease in growth from 2016-2021. Although annual growth is set to fall, the average consumer spending is set to increase which is one of the key external drivers for this industry. 

The key competitor to Starbucks in this industry is Dunkin’ Brands Inc. Starbucks holds the majority of the market share with 43% while Dunkin’ only holds 21.8%. However when taking regional success into consideration, Dunkin’ dominates the east coast market. 

Porter’s Five Forces:
· Threat of New Entrants (Moderate)
· Low barriers to entry
· High competition
· Barriers to success are significantly higher
· Over half of new coffee shops change hands within three years of opening
· Owner burnout is high because of demanding hours
· High cannibalization
· High number of mergers and acquisitions
· High cost of brand development
· Bargaining Power of Suppliers (Weak)
· High variety of suppliers
· Large coffee supply
· Diversity in supply chain
· Bargaining Power of Buyers (Moderate)
· Low switching cost
· High substitutions
· No single customer type has enough weight to significantly influence market pricing
· Threat of Substitute Products or Services (Strong)
· High availability
· Low switching costs
· Rivalry (Strong)
· Low switching cost
· Large number of firms and a variety

Define the target market (who is the primary customer)?  How large is this potential customer base?
Starbucks Current Customer Base
· Ages 25-40=49% of sales (customer base focus)
· Ages 18-24=40% of sales
· Ages 13-17=2% of sales

Starbucks will primarily focus the age group of 25-40 with this new service. Because Starbucks will be rolling out this new evening event series in the Fort Collins area, we will also be capturing some of its secondary customer base (Ages 18-24) due to the fact that Fort Collins is a college town. 

When targeting ages from 25-40, this customer base on average earns a higher annual income, are employed in professional careers, and value social welfare. The COFFEE Talks will be a forum for local professionals, entrepreneurs, and visionaries within this age group to network and advance their professional knowledge.

For ages 18-24, Starbucks creates a college atmosphere where students can write papers and meet fellow students. Starbucks attracts them by introducing new technology (ex. Mobile app), focusing on social networking, and creating a “cool” image. 
How will you determine what price to charge for your product?	
Our service will be free to the public as an approach to attract customers during evening hours. 

What kind of market research would the company need to conduct to better understand the market? Conduct an initial market survey to assess potential customer reactions.
In the months leading up the launch of this new program, we plan to place iPads at Starbucks point of sale locations. Customers will be prompted to enter their email address and select from a list of possible COFFEE Talk topics. After clicking “submit” the customer will get a 20% off drink coupon to use during their next visit. In doing this, we will be able to collect data about customer interests in order to tailor the topics of the COFFEE Talks to the community. Because that data is also connected to an email address, we will be able to use the information for targeted marketing efforts once COFFEE Talks has officially launched. 

Is there unmet demand in the market, or will you have to create demand?
Based on the immense  success of Ted Talks in recent years, we believe that there is great demand for events such as Starbucks COFFEE Talks. Additionally, we expect this demand to be even higher in cities such as Fort Collins, CO that have a track record of innovation and community collaboration. 

How will you promote your product?
Once Starbucks COFFEE Talks has officially launched, we will be able to launch a targeted marketing campaign using the email addresses and data collected during the market research phase. Additionally, we plan to advertise the events on the Starbucks’ mobile app, Facebook page, and physically within all regional Starbucks locations. 
[bookmark: _GoBack]

Will you produce the goods or services that you are selling or will you outsource production?

What is your distribution channel(s)?
· Local Starbucks locations
· Marketing channels 



What type of partnerships or other agreements will you need to establish with other firms? What will be their role? What areas of those firms will need to be involved? What is the incentive for partner firms to participate? 
· Partnerships with entrepreneurship companies?
· They will be the ones supplying the speakers for COFFEE Talks
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