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EXECUTIVE SUMMARY
Charlotte Beverage Company is a small company located in Charlotte, NC, 3936 Corporation Cir. The choice of Charlotte Metropolitan area as the strategic location merits because of the availability of multiple amenities and ease of access to and from the company buildings. The company is a manufacturing entity that provides retailers and wholesalers with a variety of soft-drink products. The core product portfolios include a variety of wines and non-alcoholic beverages. Continued innovation and use of modern technology accord the company with sustainable competitiveness necessary to hedge against the cutthroat competition in the Charlotte Metropolitan region. The ‘star’ products are the non-alcoholic beverages, which include Belmont Mineral Water, Pick & Peel Fruit Juice with Tangawizi Flavor, Softa Energy Drink, and Charlotte Coffee. The alcoholic section represents the commitment to engage in a strategic partnership with dominate corporation. Notably, Charlotte Beverage has a strategic partnership with  Scotchmans Hill, which accords the former exclusive rights to distribute the various white and red brands of wines in the Charlotte Metropolitan. The core brands of wines are 2018 Charlotte Sound Sauvignon Blanc, 2015 Swan Bay Sauvignon Blanc, 2018 Charlotte Sound Pinot Gris, 2012 Henry Frost Cab Merlot, and 2016 Swan Bay Pinot Noir.
Further, Charlotte Beverage has gained competitiveness because of the high diversity among the executive teams and board of directors. The venture acknowledges the strategic importance of diversity that includes the availability of wide knowledge, skills, and abilities. The CEO heads the executive team and provides a liaison to the Board of Director to ensure seamless cooperation exists in the company.
Another aspect that accords Charlotte Beverage with a competitive advantage is the cadre of legal structure. The firm is a private limited company (PLC), which facilitate access to unlimited finance from the members (shareholders) using the right issues. Moreover, PLC incorporation safeguards the investors’ property against business liability. 
Evidently, Charlotte Beverage presents a unique investment opportunity because of the guaranteed profitability and limited liability status. Besides, the company recorded a profit of $144,370,000, which manifests the rewards for continuous innovation, modern technologies, and adherence to myriad strategic management concepts. 
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[bookmark: _Toc14525943]SECTION 1.0: OVERVIEW OF THE BUSINESS, MISSION, AND MANAGEMENT MODELS
1.1. [bookmark: _Toc14525944] Mission Statement 
	Charlotte Beverage Company is a small startup beverage entity located in the Southeastern region, which commits to gain sustainable competitive edges using myriad strategic management concepts. Multiple studies demonstrate multiple benefits of startup management’s commitments to integrate different tenets of strategic management and scientific principles. Particularly, Charlotte Beverage Company acknowledges the strategic importance of a mission statement, which includes the provision of stable and long-term management foundations in the enterprise (Chambers, 2007). The ability to define an inspirational mission statement, vision statement and core principles require strategic acumen for contemporary business executives. 
	Importantly, a critical pillar of a business plan for a new startup entity is the caliber of the mission statement because it serves as a steering wheel to guide the implementation of the respective elements. Chambers suggests the fundamental goal of a mission statement in a business plan is to achieve universal enlightenment to the entire calibers of the stakeholders who include both the internal and external (2007). The author further reveals the two critical issues that mission statement facilitates an executive officer of a small and medium startup to leverage. First, a manager has a duty to demonstrate his or her assessment of the benefits that the consumer groups seek and the organization’s commitment to match the needs of the former (ibid). Secondly, a mission statement enables a business entity to create sustainable competitiveness because it focuses on continuous scanning of the current and future business environment (ibid). Therefore, at Charlotte Beverage Company, the management endeavors to define motivating and future-oriented statements of mission and vision to maximize on the two issues. 
	Specifically, our mission statement will entail three elements that emanate from the above issues. First, our mission statement aims to arouse the interest of the consumers with the promise of healthy products. Next, the mission statement addresses the need for the internal management teams and workers because of our commitment to creating a secure, innovative, as well as a peaceful working environment. The last pillar of our mission statement demonstrates our commitment to embracing changes as a pertinent source of sustainability in the dynamic soft-drink industry. 
	Therefore, our current mission statement stipulates, “To become an international soft-drink entity that assures our communities healthy beverages using state-of-the-art technologies in a secure, innovative, and peaceful environment, which allows us to respond to changes as well as guaranteed satisfaction to our partners.” 
1.1.1. [bookmark: _Toc14525945]Vision Aspirations
Subsequently, an organization designs a vision statement that depicts its timeless and shared aspirations. Kirkpatrick portrays a vision statement to be an integral element to achieve shared aspiration in an organization (2016). An executive leader needs to communicate and formalize his or her ideas to achieve positive outcomes (ibid). Therefore, to inform our esteemed stakeholders why Charlotte Beverage Company exists, the company has an idealistic and long-term focused vision statement. Our timeless idea is “To be a leading manufacturer of healthy beverages, meeting the dynamic needs of the global consumers”
1.1.2. [bookmark: _Toc14525946]Corporate Values and Philosophies 
Moreover, a corporate leader strives to influence the calibers of philosophies and core values of an organization. Sufficient core values and philosophical perspectives are essential inputs that facilitate the actualization of shared and long-term visions (Kirkpatrick, 2016). The types of corporate values merit because they represent the rules of the game, which the top management aims to nurture. Notably, adequate corporate values and the manifestation of appropriate philosophies influence the cadres of acceptable behaviors as well as discourage contrary perspective in an organization (Chernev & Kotler, 2018). Our top ten corporate values and philosophies are listed as follows
1. Excellence: Charlotte Beverage Company has duties to make informed decisions and employees encouraged to take actions based on facts
2. Objectivity: Decisions taken across our premises must emanate from logical reasoning and processing of the facts. 
3. Independent Thinking: Employees have a duty to challenge conventional systems, rules, and standards to gain creativity. Equally, Charlotte Beverage Company commits to rewarding creativity and inventiveness among the stakeholders using innovation and research programs 
4. Productivity: Our business models strive to transform thoughts and ideas into actions that bolster the economic standards for the stakeholders
5. Integrity: Charlotte Beverage Company has the commitment to act in accordance with our principles and international best standards. 
6. Teamwork: We believe two heads are better than one because accomplishing our long-term milestones require concerted efforts
7. Equality: We uphold equality, justice, and fairness to be utmost principles to harness sustainability. Further, Charlotte Beverage commits to affirmative action programs, which include gender equality, non-discrimination policies, and employment of persons living with disabilities.
8. Accountability and Responsibility: We hold ourselves accountable and responsible to all our actions including the need to conserve the environment 
9. Pride: Charlotte Beverage endeavor to celebrate and cherish our achievements and milestones with a goal to accomplish bigger feats in future
10. Continuous Improvement: Charlotte Beverage exists to provide our consumers with quality, safe, and healthy soft-drinks using modern technologies and investing heavily on the research and development (R&D) initiatives 
[bookmark: _Toc14525947]1.2. Business Model 
	A business model is a conceptual structure designed to sustain the viability of the existing business processes and policies. The choice of a business model hinges on the quality of decision– making and analysis necessary to provides answers to pertinent strategic questions (Ovans, 2015). Critical questions include, who are the consumers? How do we create value to the customers? In addition, how do we make money? (Volberda, Bosch, & Heij, 2017). Therefore, Charlotte Beverage Company strives to integrate an effective and sustainable business model to address the three strategic questions. 
	Charlotte Beverage Company creates value for its consumers using a manufacturer business model. A manufacturing model of business has gained traction in the United States of America economy because of the ability to harness value- addition, generate profit, and create complementary businesses (Volberda, Bosch, & Heij, 2017). Notably, as a manufacturer, Charlotte Beverage Company sources for multiple raw materials from the contracted local and international suppliers. The company using modern machinery transforms the raw materials into finished products, which result in form utility. The company further creates a place utility using its own distribution units or sub-contractor distributors to deliver the final products to the buyers and designated stores. 
	Importantly, Charlotte Business develops three business mantras that aim to enhance the sustainability of the manufacturing business model. The first mantra concerns to the continuous innovation and investment in technological advancements (Volberda, Bosch, & Heij, 2017). The contemporary soft-drink industry is characterized by intense competition, which necessitates the need to embrace technological advancement to gain competitiveness. Successful integration of modern technology and nurturing innovation merits in a manufacturing-based enterprise because it results cost-leadership status and superior brand positioning (Ovans, 2015). Therefore, the profound benefit of nurturing the mantra of continuous innovation and embracing technological changes has been a critical pillar in the business mission. 
	Secondly, Charlotte Beverage acknowledges the strategic importance of embracing the mantra of consumer-centric in a manufacturing business model. A consumer-centric approach entails placing emphases on matching and surpassing the needs of the consumers (Chernev & Kotler, 2018). The ability to maximize the mantra of customer-focused mantra requires an organization to invest in reliable customer relationship management (CRM) programs (Volberda, Bosch, & Heij, 2017). Charlotte Beverage endeavor to invest in myriad of CRM initiatives with an objective to yield a symbiotic relationship with the key stakeholders (Reuvid, 2013). The Charlotte Beverage can achieve a win-win situation with its esteemed consumers using robust CRM programs.
	 Lastly, a successful manufacturing business model depends on integrating sustainability-based programs to guarantee longevity, continuous improvement, and consciousness to the environment. Notably, achieving profit maximization using a triple-bottom-line (TBL) sustainability concept has been appraised as a reliable manufacturing mantra because of the ability to balance three conflicting interests (DuBrin, 2012). A successful manufacturer needs to balance the environmental needs, which include utilizing environmental-friendly capabilities, organization’s goals of continuous profitability, and social wellbeing (ibid). Therefore, Charlotte Beverage will endeavor to maximize the tenets of triple-bottom-line manufacturing mantra to harness its objectives of sustainability in the soft-drink industry. 
[bookmark: _Toc14525948]1.2.1. Business Ownership Structure 
	Selection of a particular business ownership structure involves a strategic decision-making because of the need to undertake a cost-benefit analysis of each prospective business form. A legal structure is the nature of the business entity that determines the taxation, liability, ownership, and the record-keeping modules of a start-up (DuBrin, 2012). The choice of a legal structure also influences the ability to access capital and expansion, which necessitate an adequate assessment of each model before a decision is taken (ibid). The conventional cadres of legal structures include a sole-proprietorship, partnership, company, which include a private limited or public corporation, and cooperative business structure (ibid). Charlotte Beverage Company is a model of a private limited entity incorporated as a joint-stock company.
	Importantly, a private limited company is a distinctive business form that has multiple benefits than other structures that include a partnership and sole proprietorship. The choice of the private limited corporation (PLC) merits because of the protection of the member against liability (Stimpson & Farquharson, 2014). Further, a board of director is elected to oversee the strategic management of the Charlotte Beverage. A diverse membership of a board of director enables Charlotte Beverage to maximize the broad facet of skills, knowledge, and ability of the members to design competitive portfolios. Dr. Harvey Ikone is the current chairperson to the board of director serving for a renewable 5-year period. The composition of the board of director adheres to the standard practices, which include gender balance and racial diversity (ibid). Moreover, a PLC legal structure entitles a member to one (1) vote during the Annual General Meeting (AGM) and other statutory assemblies. 
[bookmark: _Toc14525949]1.2.2. Brand name and Other Internal Competencies
	Charlotte Beverage Company acknowledges the benefit of a strong and recognizable brand name in the market. Notably, the company strives to achieve ways to distinguish itself from the local competitors in the Charlotte Metropolitan area, which helps to harness business value (Smithson, 2015). The brand name “Charlotte Beverage Company” also aims to instill pride and satisfaction among the employees because of the sense of belonging (ibid). Our continued commitment to providing consumers with healthy and quality soft drink products nurtures positive perceptions among the consumers in Charlotte Metropolitan. The choice of the brand name “Charlotte Beverage Company” portrays the firm as one of the local enterprises. 
	Besides the brand name, Charlotte Beverage Company boosts of other internal competencies that enable the venture to hedge against local and international competitors. First, the company has supportive cultural dimensions that include flexibility and inventive workforces. The caliber of employees that organizations have played a critical role in harnessing the ability to embrace changes in the industry because of the tendency to resist among conservative enterprises (Stimpson & Farquharson, 2014). Therefore, Charlotte Beverage instills positive cultural dimensions among the workforce using regular training, cooperation with the employees, and a host of other strategic human resource management (SHRM) initiatives. 
	Secondly, Charlotte Beverage boosts of unique portfolios that enhance customer services. Achieving adequate customer satisfaction facilitates an organization to bolster its revenue margin (Chernev & Kotler, 2018). Therefore, Charlotte Beverage has a wide array of strategic business units (SBUs) to match the diverse needs of the consumers. Lastly, the endowment of technological capabilities is a sustainable internal competency because it facilitates an organization to gain competitive advantages (Volberda, Bosch, & Heij, 2017). Particularly, the beverage industry in the Southeastern region is characterized by intense competitions among the manufacturers of soft drink products, which result in a price war scenario. Therefore, the endowment of superior technologies facilitates an organization to achieve low-cost leadership status. 
[bookmark: _Toc14525950]1.2.3. Strategic Location of Business 
	Besides competition, financing, and inadequate entrepreneurial skills, the majority of startup enterprises struggle because of challenges in determining strategic location. Stimpson & Farquharson, consider strategic location as an integral element that facilitates a startup entity to lower its fixed costs, increase the survival rate, and access the market (2014). The impact of location of an enterprise is profound because of the need to analysis the benefits vis-à-vis the drawbacks. The core challenges that a startup entity face in its quest to keep the cost at minimal levels include strategic location may expose the firm to competition, lack of status, and the possibility of family tension (ibid). Charlotte Beverage places emphasis on the balance between cost and position of the location to achieve positive outcomes in the long-run. Figure 1 attached depicts the satellite location of the proposed location and proximity to the Charlotte’s Central Business District area. 	
[bookmark: _Toc14525951]1.3. Description of the Product Portfolio
	Charlotte Beverage Company has a broad portfolio of that include primarily non-alcoholic beverages and selected alcoholic brands. The core non-alcoholic products include Belmont Mineral Water, Pick & Peel Fruit Juice with Tangawizi Flavor, Softa Energy Drink, and Charlotte Coffee. The company has a contract to distribute Scotchmans Hill’s white and red brands of wines in the Charlotte Metropolitan. The core brands of wines are 2018 Charlotte Sound Sauvignon Blanc, 2015 Swan Bay Sauvignon Blanc, 2018 Charlotte Sound Pinot Gris, 2012 Henry Frost Cab Merlot, and 2016 Swan Bay Pinot Noir. The company plan to attain exclusive right to distribute Scotchmans Hill products in the entire Southeastern region in the future. 
Importantly, Charlotte Beverage Company integrates an agile product development capability to enhance the reception of the products. Specifically, innovation is a critical element evident in the production of the Pick & Peel Fruit Juice with Tangawizi Flavor and Softa Energy Drink because of the unique ingredients. The Pick & Peel Fruit Juice with Tangawizi Flavor is considered to be ‘Star’ product because of the unique flavor of Tangawizi variants, which helps to substitute the sugar-additives. Consequently, the product has gained traction with the health-conscious buyers and urban consumers. 
Further, the pricing strategies enhance the viability of the products in the market. Charlotte Beverage integrates differentiation generic strategy to gain competitiveness in the soft-drink industry. Except for the alcoholic portfolio, the rest of the product portfolios demonstrate the company’s commitments to create unique and attractive SBUs in the market. The development processes of the four products, which include Belmont Mineral Water, Pick & Peel Fruit Juice with Tangawizi Flavor, Softa Energy Drink, and Charlotte Coffee pay particular attention to achieving unique portfolios from a consumer standpoint. Specifically, Michael Porter’s generic strategy of differentiation tips a manufacturer to achieve uniqueness of his or her product using superior features, functionality, durability, and real-time support systems (Stimpson & Farquharson, 2014). 
	Consequently, the generic strategy of differentiation influences core elements of product development. Notably, the availability of quantity and trade discounts is a major intervention that aims to harness the appeal of the products from the large reseller consumer groups. On the other hand, the retailer-based consumers benefit from the superior features of the four portfolios, which include environment-friendly packaging. The Charlotte Coffee integrates reusable, branded, and non-carcinogenic container to boost its appeal to environmentally conscious buyers. Equally, the Pick & Peel Fruit Juice with Tangawizi Flavor enhances its functionality as a healthy beverage because of the exotic and healthy ingredients involved. A tangawizi ingredient entails numerous dietary values and healing capabilities because of the high content of ginger, which is recognized to contain anti-inflammatory benefits (Ware, 2017). Increased commitment to finance R&D initiative, and nurture innovation is a critical cog toward realizing the objectives of a differentiation-generic strategy. 
Table 1: Product Portfolios, Prices, and Categories
	Product/Service
	Category
	2019 Prices
(Retail Prices per bottle
	Discount range
(Wholesale Prices per bottle)

	2018 Charlotte Sound Sauvignon Blanc
	White Wine
	$20.00 
	$19.00

	2015 Swan Bay Sauvignon Blanc
	White Wine
	$19.00 
	$15.00-$16.00

	2018 Charlotte Sound Pinot Gris
	Red Wine
	$20.00
	($19.50)

	2012 Henry Frost Cab Merlot
	Red-Wine
	$25
	($24.00)

	2016 Swan Bay Pinot Noir
	Red-Wine
	$25
	($24.00)

	Belmont Mineral Water
	Non-Alcoholic Beverage
	
	

	Pick & Peel Fruit Juice with Tangawizi Flavor
	Non-Alcoholic Beverage
	
	

	Softa Energy Drink
	Food
	
	

	Charlotte Coffee
	Food
	
	

	Others 
	
	
	


(Source: Author, 2019)	
[bookmark: _Toc14525952]1.4. Company Strategic Positioning Using TBL Framework
	Conventional business entities exist to make a profit and create value for its shareholders. However, the contemporary business environment that is marred by intense competition, corporate scandals, increased consumer awareness, and violation of environmental treaties necessitate a profound paradigm shift (Slaper & Hall, 2011). Importantly, new startup entities that strive to create a niche, build their brand, and achieve worldwide reputation have fiduciary obligations to achieve strategic positioning from the external partners, internal stakeholders, and society (ibid). Therefore, implementing John Elkington’s sustainability framework of Triple Bottom Line (TBL) has been appraised because of the ability to accord new ventures with strategic positioning. 
	The inception of the TBL framework in the mid-1990s, contemporary business sector has apparent significant paradigm shifts in harnessing the performance of corporate entities and regulation of the business sector. According to Slaper & Hall, adequate strategic performance hinges beyond the traditional facets of profit-maximization and creation of shareholders’ values to include the ability to improve the wellbeing of the society and environment (2011). Contemporary startup entities ought to achieve a balance between the profit-maximization, which is a primary interest of a business vis-à-vis the goals of people and planet (ibid). People’s interests represent the obligations that an organization owes to the neighboring communities (ibid). Particularly, a business has an obligation to provide equal employment opportunities, invest in corporate social responsibility (CSR) programs, develop local supplier bases, and a host of other initiatives to improve the living standards of the people. Charlotte Beverage Company endeavors to embrace its obligations to the society by instituting community-centered CSR programs, which include the restoration of the local healthcare, collaborating with local coffee and fruit farmers, and implementing an equal-employment opportunity policy. 
	Similarly, the need to embrace the interests of the environment (planet) is profound because it influences the sustainability of a business. Charlotte Beverage Company strives to harness the wellbeing of the environment using a robust Environment and Corporate Citizenship Plan. The plan initiates the programs that concern with the conservation of the environment by reducing 25% of its annual carbon footprint. The notable schemes include innovation in renewable energy, use of non-carcinogenic packaging material, and sponsorship of users’ awareness campaigns on 3 ‘R’s steps of ‘Reduce’, ‘Reuse’, and ‘Recycle’ (Slaper & Hall, 2011). Importantly, all the packaging will disseminate the 3‘R’s message to initiate positive behavior changes among the employees, suppliers, and consumers. Lastly, Charlotte Beverage Company will participate in the commemoration of World Environment Day on every 6th day of June by funding and engaging in tree-planting activity across the Charlotte Metropolitan area. The use of the TBL concept elicits positive spillover effects to an organization that includes perceptions, long-term cost-saving, and compliance. 
[bookmark: _Toc14525953]1.5. Pricing Strategies of Market Skimming and Penetration 
Overall, achieving sustainability as a means to achieve strategic positioning in industry facilitates an entity to gain competitiveness in pricing. Specifically, continuous investment in TBL concept positions an organization as a responsive, responsible, and people-centric entity from the consumers’ perspectives (Slaper & Hall, 2011). Businesses worldwide capitalize on positive perceptions to charge a premium for their portfolios (Chernev & Kotler, 2018). Consequently, Charlotte Beverage Company integrates two pricing strategies that include market skimming and market-penetration parameters. 
First, a market skimming strategy is appropriate when an organization has unique and quality products. A market skimming strategy entails charging a high initial price to scan the revenues layer by layer and maximize sales margin from the price-insensitive segments of consumers (Chernev & Kotler, 2018). However, Charlotte Beverage limits the use of market skimming strategy to the ‘Star’ portfolios that include 2012-Henry Frost Cab Merlot, 2016-Swan Bay Pinot Noir, and Pick & Peel Fruit Juice with Tangawizi Flavor. The three products are unique in the market because of the special ingredients used to create special flavor and improve their dietary values. 
Secondly, a market penetration strategy is suitable for price-sensitive consumers. Chernev & Kotler, define market penetration approach as setting an initial price of a commodity low enough to attract a multitude of price-sensitive consumers (2018). A market penetration methodology is suitable for the portfolios considered ‘Cash-cow’ and ‘Question Mark’ because low prices discourage competition as well as boost the sale volumes (ibid). Charlotte Beverage integrates market penetration pricing by charging below the industry’s average prices for the Charlotte Coffee, Softa Energy Drink, Belmont Mineral Water, 2015-Swan Bay Sauvignon Blanc, 2018-Charlotte Sound Pinot Gris, and 2018-Charlotte Sound Pinot Gris. Importantly, charging relatively lower prices in the market enables the company to maximize on the falling costs of production and distributions. 
[bookmark: _Toc14525954]SECTION 2.0: MARKET ANALYSIS
[bookmark: _Toc14525955]2.1. Target Customer Profile 
	An elaborate marketing plan facilitates a startup to profile its prospective and actual consumer group by documenting the viable attributes that that easy to implement. Our targeted customer group is the residents of Charlotte Metropolitan area aged between 18-55 years, with levels of education beyond college, and households that earn an average monthly income of $52,519. Further, the targeted consumers are predominantly the urban residents located in the larger Charlotte Metropolitan area. 
	The youthful, employed, and married consumer segment has distinctive buying habit that differs from other segments, which preference to innovative and healthy products. The high level of education makes consumers aware of the demand for healthy products, which include sugar-less beverages. Therefore, commitment to design healthy and substitute sugar-additive with natural ingredients that include tangawizi position Charlotte Beverage at a strategic position to meet the demand of the young, salaried, and urban consumers.
	Currently, the targeted customers purchase products using both the online capabilities and multiple stores along the streets. The young consumers exhibit complex-buying behavior, which includes demand for shopping conveniences and personalization of the brand (Burrell, 2019). Therefore, competitive manufacturers in the soft-drink industry have embraced online commerce to cater to the need of the millennial buyers. Equally, successful brick-and-mortar entities that include Independent Beverage Company provide personalized services to their clients. 
[bookmark: _Toc14525956]2.2. Target Market Demographic Attributes
	Table 2 below depicts trend on population growth of the Charlotte Metropolitan area since 2010. The region has recorded a steady increase in the number of residents. A positive increase in population and expanding economic growth provides sellers with a stable market. Importantly, the age demographic is one of the critical parameter the influences the sustainability and the ability to focus on a particular target group. Charlotte Beverage targets the consumers aged between 15-55 years because they constitute the largest proportion of the entire population. The median age group for the population is 33.9 years (U.S. Census Bureau, 2018). 
Table 2: Charlotte's Population and Annual Growth Rate
	Year
	POPULATION
	ANNUAL GROWTH RATE

	2018
		
	872,498



	1.53%

	2017
	859,347
	1.95%

	2016
	842,937
	2.08%

	2015
	825,733
	2.25%

	2014
	807,589
	1.94%

	2013
	792,183
	2.44%

	2012
	773,336
	2.45%

	2011
	754,840
	2.21%

	2010
	738,534
	3.16


(Source, U.S. Census Bureau, 2018)
The second demographic attribute relates to the level of education. The level of education is a strategic parameter because it determines the consumers’ buying power because an individual with a graduate degree earns as twice amount than those this high school level of education. Therefore, Charlotte Beverage targets the consumer groups with a graduate level of education college education because they constitute the largest categories of the population. Figure 1 reveals the number of residents with graduate education is 154,050 citizens, which represents 28.24% 

(Source: U.S. Census, 2018)
Figure 1: Level of Education
	Lastly, the level of income is another demographic attribute that influences the segmentation of a population. The ideal target has an income level beyond the industry’s average. The company targets consumers group that earn a monthly income of $52,519 and beyond. Figure 2 below indicates consumers with bachelors’ degree earn income beyond the region’s average income of $38,698. 

(Source: U.S. Census Bureau, 2018)
Figure 2: Income Distribution along the Level of Education
[bookmark: _Toc14525957]2.3. Market Competition
	Competitor analysis is a strategic activity that aims to determine the level of competitiveness in industry. Kowalschek considers the level of business rivalry and effects of a new entrant into the market to be pertinent sources of horizontal forces that determine the overall competitiveness of a particular industry (2013). Consequently, Charlotte Beverage Company undertakes regular scanning of the soft-drink industry to determine the prevailing competitiveness and changes in the competition. Currently, the key direct competitor Independent Beverage Company is a leading competitor that boost of multiple competencies and weaknesses in equal measures. However, other small and medium enterprises (SMEs) also pose fundamental threats to the survival of Charlotte Beverage Company. An effective competitor analysis activity ought to document the strength and weakness of the key competitors. 
[bookmark: _Toc14525958]2.3.1. Profile of the Primary Competitor 
Independent Beverage Company is a non-alcoholic manufacturer endowed with numerous competencies. A notable strength emanates from the extensive experience in the soft-drink industry. Independent Beverage Company was incorporated in 1992, which accords the firm an advantage over Charlotte Beverage Company. Further, the company gains competitiveness from its broad SBUs, which include PET bottle, canned non-alcoholic beverages, sparkling water, and host of other beverages used to enhance customer services. The SQF Level 3 certification is another source of long-term competitive edge in the manufacturing industry because it boosts positive perceptions from the consumers and strategic partners. Evidently, some of the brands have gained national recognitions including Canada Dry and 7-Up. The three pertinent sources of competitiveness for the Independent Beverage Company portrays the firm as a dominant entity in Charlotte Metropolitan. 
However, Independent Beverage Company has struggled to maintain its leadership status because of fundamental weaknesses. The core weaknesses include lack of appropriate cultural dimension, which impedes the ability to embrace changes in the industry. Specifically, Independent Beverage Company adheres to the production philosophy that encourages a manager to focus on achieving efficiencies in production and distribution activity (Stimpson & Farquharson, 2014). However, overreliance of a production-based mantra has long-term detriments because of the failure to focus on achieving sustainability (ibid). Secondly, Independent Beverage is a brick-and-mortar entity, which hampers the company’s ability to actualize new competencies including online presence and convenience. 
[bookmark: _Toc14525959]2.4. Labor Availability 
	A strategic operation plan pays attention to the availability of the right caliber of workers to facilitate the company to achieve its objectives. The efficiency of a labor market influences the attractiveness of a location to entrepreneurs because of the availability of qualified and affordable cadres of employees.  Charlotte Metropolitan area is an attractive investment zone because of the high employment rate. U.S. Census Bureau reveals the region has 66.7% employment rate, which implies the availability of labor (2017). However, a high employment rate in a region increases the cost of hiring and maintaining talented employees. New startup businesses resolve to engage in talent poaching, which increases the cost of hiring in the long term. Particularly, the monthly non-farm wage and salary in June 2019 increased from $1208.10 in January to $1243.10 (Ibid). The rises in non-farm wages have a detrimental effect on the bottom-line because it depletes the profit margins for an organization.  
[bookmark: _Toc14525960]2.5. Projected Sales Margins and Industry Trends
	The soft-drink industry has apparent significant positive and negative trends recently, which affect the sales margins. From a positive standpoint, the growth of the non-alcoholic industry sustained economic booms, and an increase in demand for non-sugary products guarantee an increase in sales margin (Burrell, 2019). Protracted use of technological concepts enhances the efficacies of sales plan and result in positive outcomes.  However, the U.S. soft-drink industry has experienced a decline in the sale of alcoholic and sugary beverages (ibid). Charlotte Beverage Company anticipates positive sales margins because of the level of financial investments as evident in table 3 below. 
Table 3: Estimated Sales for the Month of July
	Product/Service
	Category
	Prices List
(Retail Prices in $)
	Quantity Sold
	Total sales Estimates (In $)

	2018 Charlotte Sound Sauvignon Blanc
	White Wine
	$20.00 
	500 bottles
	10,000

	2015 Swan Bay Sauvignon Blanc
	White Wine
	$19.00 
	700 bottles
	13,300

	2018 Charlotte Sound Pinot Gris
	Red Wine
	$20.00
	600 bottles
	12,000

	2012 Henry Frost Cab Merlot
	Red Wine
	$25.00
	400 bottles
	10,000

	2016 Swan Bay Pinot Noir
	Red Wine
	$25.00
	450 bottles
	11,250

	Belmont Mineral Water
	500ML-
1 L-
5L-
10L-
	$1.00
$2.00
$.4.00
$8.00
	100 cartons
80 cartons
80 cartons
50 cartons
	2,400
3,840
7,680
4,800

	Pick & Peel Fruit Juice with Tangawizi Flavor
	500ML-
1 L-
5L-
	$2.50
$3.50
$5.00
	120 cartons
100 cartons
80 cartons
	7,200
4,200
4,800

	Softa Energy Drink
	500ML
	$4.50
	100 packs
	2,700

	Charlotte Coffee
	Food
	
	
	80,000

	TOTAL 
	$174,170


(Source: Author 2019)
[bookmark: _Toc14525961]SECTION 3.0: MARKETING PLANS AND SALES STRATEGIES
[bookmark: _Toc14525962]3.1. Developed Sales Strategy
Implementing strategic marketing concepts has gained traction among entrepreneurs because of the need to achieve commensurate returns on investments undertaken. Charlotte Beverage Company has a prominent sale strategy that aims to harness brand positioning in the beverage sector. Further, the company incorporates an effective model to bolster the effectiveness of the types of messages inherent in the sale plan. A ‘Five F’ Model of Consumer Message has been used extensively to disseminate standard information to the targeted consumer groups. The ‘Five Fs’ Model facilitates the marketers to address the pertinent elements that attract the interest of the consumers, which include the Function of the Product, Financial-friendliness, Freedom, Feeling, and Future. 
Therefore, the sale plans and activities have a duty to reveal the core function is to deliver healthy and quality beverages to the consumers using modern technologies. Secondly, the sales and marketing initiatives need to demonstrate our concern to the financial wellbeing of the consumers by providing them with unique products at an affordable price. The third tenet of our sales plan concerns with instituting safeguards to accord consumers with freedom of choosing a wide variety of beverages. The fourth element of the company’s sales and marketing plan is to nurture positive feelings toward our products. A sales team has an obligation to create and maintain long-term relationships with the clients with an aim to harness the types of perceptions toward products. Lastly, the cadre of sales and marketing interventions need to portray our commitment to sustainability, which includes the use of environmental-friendly packaging materials. Importantly, training of the new sales personnel focuses on the five tenets of effective sales strategy. 
3.2. Defined Channel of Distribution
Charlotte Beverage Company acknowledges the strategic importance of selecting an effective channel of distribution. The two profound channels of distribute include a direct and indirect approach (Chernev & Kotler, 2018). The choice of each channel of distribution is strategic decision-making because of the need to prioritize efficiencies, manage cost, and provide value for money (ibid). Charlotte Beverage Company integrates a direct channel of distribution because it eliminates multiple intermediaries, which facilitate cost-saving and link with the end-users. 
[bookmark: _Toc14525963]3.3. Advertisement Media 
Advertisement is another strategic intervention that facilitates a startup venture to gain market shares and informs the public about changes in products feature. Charlotte Beverage Company aims to achieve synergy using multiple advertisement media. The common advertisement approaches include the use of direct mail, paid newspaper adverts, radio and television, and billboard posters. Each medium of the advertisement has its distinctive attributes, benefits, and drawbacks, which necessitate a marketer to combine two or several forms to achieve synergy. 
[bookmark: _Toc14525964]3.4. Selected Media Platforms
	First, television advertising is a suitable methodology for a startup entity. The choice of a television advertisement merits because it provides a pictorial presentation, which facilitates a marketer to create a lasting impression among the targeted group (Chernev & Kotler, 2018). Further, the number of household with television devices in the Charlotte Metropolitan area is high to enable access to the wide and diverse target audience (ibid). Therefore, television-based adverts merit when used to persuade the buyers to purchase a new product and facilitate the company to demonstrate the five tenets of its sales strategy. 
	Social media advertising is another suitable medium that allows access to a large audience. Social media advertising is gaining prominence because of the increased number of social media users (Quesenberry, 2019). Social media advertising is effective compared to conventional approaches that include posters and radio because of the ability to engage the target audience on a real-time basis (ibid). Moreover, social media adverts have a high degree of longevity because messages can be retrieved at future date. 
[bookmark: _Toc14525965]3.5. Advertisement Plans
(1). “Charlotte Beverage Company is the region’s trusted manufacturer of healthy, quality, and affordable beverages!”
(2). “At Charlotte Beverage, we guarantee you freedom because we offer a wide variety of beverages at an affordable price.” 
[bookmark: _Toc14525966]3.6. Defined Promotional Strategy
	Promotion is an integral element of a marketing mix because it aims to harness the awareness of the product. Charlotte Beverage Company integrates multiple approaches to achieve synergy and value for more. First, our core promotion strategy emphasizes on advertisement capabilities because it will endeavor to disseminate pertinent information about the price, unique ingredients, and availability of the product to a wide consumer group. The company will embark on mounting strategic poster along the interstate highways and other designate position within the premises. 
	Secondly, Charlotte Beverage promotional strategy incorporates internet-based marketing to achieve flexibility. Majority of the residents in the Charlotte Metropolitan area have access to internet facilities, which provides an opportunity to maximize the internet-based marketing. The key facilities to harness the effectiveness of internet marketing include the company’s website and social media platforms. Prospective consumers can click on our Facebook page “Charlotte Beverage Company” or login to our website page “www.charlottebevarage.com”, which will facilitate them access information, raise concerns, and receive prompt responses.  
[bookmark: _Toc14525967]SECTION 4.0: MANAGEMENT PLAN
[bookmark: _Toc14525968]4.1. Lists of Management Team 
1. Andrew Clarke - Chief Executive Officer (CEO)
Duties and Responsibilities 
-Provide strategic and day-to-day leadership necessary to actualize the corporate goals 
-Tasked manage overall resources and operation of the company
-Serve as a liaison officer between the board of directors and executive teams as well as other external entities
2. Mary Lajab - Chief Finance Officer
Duties and Responsibilities 
-She is the head of the finance, accounting, and procurement departments
-She is tasked to initiate strategic plans for the respective operational areas
-Submit weekly reports to the CEO
-Liaise with other head of departments 
3. Jung Lee- Chief Operating Officer
Duties and Responsibilities 
-Head of the operation, maintenance, R&D departments 
-Oversees the operation and maintenance activities 
-Submits weekly report to the CEO
-Tasked to oversee implementation of the business plans, models, and strategies to ensure the company achieve its goals
-Tasked to collaborate with other executive teams to design quality standards
4. Maryann Njeri- Head of ICT
Duties and Responsibilities 
-Responsible for the management of information and computer technologies
-Develops the ICT plans for the company
-Design cyber policy and another security plan
-Predict the future changes in the ICT facet and facilitate a seamless transition
-Submit weekly reports to the CEO
-Liaise with other executive teams
5. Patrick Culvert- Human Resource Manager
Duties and Responsibilities 
-He is the head of the HR department 
-Develop the HR plans, policies, and budgets
-Initiate recruitment and selection processes
-Liaise and negotiate with labor unions
-Develop the Training manuals and curriculums 
The figure reveals the organization chart and the chain of command at Charlotte Beverage Company

Figure 3: Organization Chart and Hierarchy
[bookmark: _Toc14525969]4.2. Corporate Ownership 
	Charlotte Beverage Company is a PLC entity that has a limited number of shareholders. The chairperson of the Board of Director is the majority shareholder. The current board members include:
Dr. Harvey Ikone- Current Chairperson to the B.O.D
Mr. Abraham Tony
Mrs. Emily Amanda
Ms. Lucy Njogu
Mr. Robert Kinyua
[bookmark: _Toc14525970]SECTION 5.0: FINANCIAL ANALYSIS
[bookmark: _Toc14525971]5.1. Risk Management Plan 
	Businesses are susceptible to uncertainties, which affect actualization of the corporate goals. The ramifications of business risks are detrimental in nature and necessitate a manager to monitor the prominent risks and initiate control measures. An effective approach to manage business risks is to identify and document the profound threats that the business faces. Charlotte Beverage Company faces three cadres of business risks that include financial, strategic, and regulatory.
	First, a manifestation of financial risks poses a fundamental threat to the longevity of a business entity. Financial risks emanate from the financial structures, prevailing economic condition, and business transactions (Reuvid, 2013). Increased debt obligations pose the company to the risk of loan forfeiture and impede future expansions. Moreover, changes in economic conditions are remote factors beyond the management control can reduce the profit margins and consumer’ buying power. Close monitoring of the financial wellbeing facilitates the business to forecast possible changes.
	Secondly, strategic risks are profound among SMEs because of limited planning capabilities. The inefficiency of the proposed strategies, business modules, and the plan has detrimental consequences because it results in loss of revenue, finances, as well as unforeseen closure (Reuvid, 2013). Charlotte Beverage will endeavor to undertake regular environmental scanning using strategic concepts that include P.E.S.T.L.E, Value-chain Analysis, and S.W.O.T. to identify the changes in the business environment. 
	Lastly, regulatory risks are common in soft-drink industry because of existing stringent approaches that safeguard the health of the consumers. Changes in legal parameters necessitate modifications in the current business model to ensure compliance (Reuvid, 2013). A notable change is the increased concern about the use of sugar-based food additives and stringent policies about the sale of alcoholic beverages (Burrell, 2019). Failure to adhere to the new statutory requirements can lead to the closure of business, imprisonment, or negative perceptions from the consumers. 
[bookmark: _Toc14525972]5.2. Projected Expenses and Capital Requirement Plan
Table 4: Operating Expenses 
	Details
	Costs (in $)

	Salaries and wages 
	6,000

	HR Expenses
	2,500

	Social Media Advertisement
	1,500

	Office supplies 
	1,800

	Professional Fees and Levies
	5,000

	Insurance Premium
	3000

	TOTAL
	19,800


(Source: Author, 2019)
Table 4 above reveals total expenses amounting to $19,800 were incurred to facilitate sales of items, insurance premium, and advertisement charges. Expenses decrease the revenue margin and need to be deducted from the total income to determine the net profit or loss for a business. 
A capital requirement is a difference between the value of the total asset and liability. Therefore, Charlotte Beverage has a total capital requirement of $52,846, which represents the amount of owner’s equity to the company. Table 5 below reveals the amount of capital required for the company. 
[bookmark: _Toc14525973]5.3. Fundamental Financial Statements
(a). Statement of Financial Position (Balance Sheet)
Table 5: Balance Sheet
	Charlotte Beverage Company 
Balance Sheet
As at 31/July/ 2018

	ASSET                                   $                    $
	LIABILITIES + CAPITAL      

	Current Assets:
Cash                               20,972
A/R                                12,601
Inventory                      18,422               51,995
	   Liabilities:
A/Payable          8,791
Bank loan          20,874
Long-term debt   22,752
Total Liability                        52,417

	Fixed Assets:
Plant and Equipment   87,704
Acc. Depreciation       (33,437)               53,267            
	Capital:
Owners’ Equity                        52,846

	TOTAL ASSETS                               105,263
	LIABILITY+CAPITAL        105,263










(b). Statement of Income
   				  Charlotte Beverage Company
         Statement of Income
As at 31 July 2019
Detail                            				   			  $(‘000)
           Sales   						            	174,170
ADD: Income gained from security portfolio     			 20,000
Revenue 	      						194,170
LESS: Cost of Goods Sold (COGAS)				 30,000
Gross Profit  						           $164,170
LESS: Expenses (table 4)	 					   19,800
NET INCOME	  				            $144,370
LESS: Preferred dividend						        0.00
	Earnings available to the Shareholders				$144,370
	EPS									2.73








(c) Statement of Cashflow
 Charlotte Beverage Company
         Statement of Cash Flow
As at 31 July 2019
Detail                            				   			  $
· Cash Flow from Operating:
Net income 						$144,370
Depreciation 						33,437
Account payable 					8,791
Inventory						 18,422               
Account receivable					12,601
Net Cash from Operation  						 217,621
· Cash Flow from Investing:
Plant improvement 							(87,704)
· Cash Flow from Financing:
Dividends paid 				       (52,846)
Sales of common stock				0
Cash from long-term debts				0
Retirement of short-term debts			0	
Net Cash from Financing:						(52,846)
Net change in cash position 						77,071

[bookmark: _Toc14525974]SECTION 6.0: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc14525975]6.1. Conclusion 
	Concisely, Charlotte Beverage Company endeavors to integrate strategic management concepts to enhance the quality of decision-making and maximize profit. Charlotte Beverage is a private limited company that engages in the manufacturing of soft-drink beverages for sales in the larger Charlotte Metropolitan area. The company commits to providing consumers with healthy, quality, and affordable beverages using modern technologies. The choice of PLC legal structure is a strategic intervention that facilitates the startup to access capital, hedge members against loss of personal property, and maximizes the availability of different expertise from the 15 members. 
	Further, Charlotte Beverage acknowledges the role of strategic marketing plans. The use of ‘Five F’ Model of Consumer Message influences the cadres of sales initiatives by streamlining the core component to address. The company integrates the tenets of the marketing mix to harness the effectiveness of promotion programs and achieve value for money. Evidently, the use of strategic management concepts has yielded positive outcomes because of the profit earned.  
[bookmark: _Toc14525976]6.2. Planned Recommendations
	Importantly, startup ventures face imminent challenges, which include intense competition, changes in consumers’ preferences, and technological advancement. Therefore, it is essential that Charlotte Beverage Company embarks on the following recommendation to guarantee profitability and hedge against multiple business risks.
1. Embark on automation capabilities to minimize cost 
2. Integrate John Elkington’s sustainability framework of Triple Bottom Line, which enhances the ability to balance the dynamic and conflicting interests of the stakeholders
3. Michael Porter’s Value Chain Analysis provides an opportunity to boost value-addition in an organization 
4. Regular scanning of the environment using PESTEL framework that focuses on changes in political, environmental, social, technological, economic, and legal spheres is key to developing evidence-based control measures
5. The increased training program is another intervention to hedge against the detrimental talent poaching in the industry. Equipped employees are satisfied and elicit positive spillover effects, which include loyalty  as well as commitment to serve the customers
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APPENDICES
Appendix 1: Satellite Location for the Charlotte Beverage Company
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Figure 4: Satellite View of Proposed Charlotte Beverage Location
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