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Key issue or problem: 
Local Lion Coffee Shop has just realized that competition has spiked to newer levels due to the global coffee giant, Starbucks, that has moved into the local college area. Josiah Davis, founder of Local Lion Coffee Shop, has his heart rooted in the local community and trusts that the community will be as loyal to his shop as he is to helping the community. Davis needs to realize that businesses do not often work that way. It is sometimes brutal. The problem Local Lion Coffee shop is facing is the lack of branding and a non-existent Marketing Strategy. In order for Local Lion Coffee Shop to stand against the global giant, Starbucks, they need to implement an aggressive brand positioning strategy that will help them stand apart from both old and new competition as well as firm up their Product, Promotion, Place and Price strategies.  

Recommendation 1: Brand positioning  

Local Lion Coffee Shop (LLCS) is now competing at a higher level and should position themselves as a leading competitor for Starbucks. Their position should be clear in minds of their consumers. They can do so by establishing their unique value to their consumers through their story of catering to local people. Local Lion Coffee Shop needs to:
· Standardize and automate their coffee. Consumers expect to get the same great coffee at the same great price every time they purchase it. Having variations is not a good strategy for them. In addition, Local Lion Coffee can create resonance with the customers by focusing on the fact that their coffee is locally grown in the nearby mountains so it comes fresh. This also creates a unique selling point for LLCS compared to Starbucks.
· Brand their packaging with known colors and images for Local Lion Coffee. Branding their packages will help with brand recognition and brand loyalty. Consumers ought to become familiar with a brand through their branding strategies i.e. cups, logo, ambience, colors etc.
· Remove extra merchandize in the store. The beers, art prints, jewelry, and clothing confuses the customer. Local Lion does coffee and that is what they should be known to sell. Although this move might upset LLCS’s partners, it will be better for LLCS.
· Make the website an extension of the store by changing the name of the online store. There is a disconnect between the brick and mortar store and the online store. Consumers are not aware that The Captain’s Coffee is the same as the LLCS. Changing the online store will help consumers realize the connection and are more likely to purchase other merchandize online.
· Establish a clear distinction between LLCS and other local stores. LLCS supplies coffee to Crossroads Coffee House and Wired Scholar, and has also partnered with Wired Scholar and Fruits, Veggies and More. Crossroads Coffee House and Wired Scholar are 2 popular coffee locations at the University and Fruits, Veggies and More sell LLCS coffee. The lack of branding makes it difficult for college consumers to see the connection between these 3 university locations and LLCS hence they do not frequent the LLCS brick and mortar which essentially hurts the business.

Rationale: Global giants like Starbucks and McDonalds are global because they have mastered the art of automation. Every Starbucks location has the same standard coffee and there is no room for variations. Every successful business portrays the same color scheme, logo and message online and offline. The locations tell the same story and cater to the same customer. LLCS needs to deliver a promise to their consumers by giving them the same good coffee every time and not variations of it. This will help LLCS retain customer loyalty because the customer knows they will get the same coffee every time they order it. However, repositioning the brand may cause some consumers to feel like the brand is no longer catering to their needs. While this is maybe unavoidable, it is more critical for Local Lion Coffee to make this bold move in order to keep his business steady and his customers loyal.

Recommendation 2: Strong Marketing Strategy 

LLCS has a poor marketing strategy. Their Product, promotion, place and price are not set in stone. LLCS needs to draft out a clear marketing strategy that spells out the following:

· Product – This is LLCS’s unique selling point. It is sourced from the local mountains and abroad but essentially it brings the freshest coffee.
· Promotion – LLCS does do any product promotions or advertising and it relies on its partnerships. This is not the best approach. LLCS needs to use its partnerships to help promote its brand since they all benefit from it.
· Social media – More lifestyle images need to be posted on Instagram and Facebook to bring the social aspect of the brand. Consumers are drawn to brands that show their social aspects than business aspects. 
· Word of mouth – While word of mouth is still a very powerful marketing tool, a business needs online presence to survive. Involving the community on marketing ideas such as names of drinks etc will help increase brand awareness

Rationale: Out of the 4 Ps of Marketing strategy, Place and Price are not much of a concern to LLCS. However, it needs to improve vastly on protecting its product identity and promotion. There are a lot of players in the market and it is important for LLCS to be able to stand out and excel. 

Recommendation 3: Keep trade secrets secret

While transparency and sustainability are a growing customer demand, it is not recommended for producers of common products such as coffee to reveal their whole supply chain. Davis is too trusting and he readily gives out crucial business information that may cause his competitors to out-bid him or undercut his pricing. He even provides lessons on how to roast and brew their own coffee which begs the question of why anyone would want to buy coffee if they learn how to make good coffee on their own.

Rationale: A company’s trade secret has to be kept within the walls of the business. Revealing some information may be damaging to the company. Although people are pushing for transparency, businesses need to be careful about what kind of information they are willing to share with the public especially if it is their core competency.

