1. [bookmark: _GoBack]Executive summary (5 points)
2. Situation analysis (12 points: 3 points each)
a. Internal
b. Customer (if you cite anything, use APA style)
c. External (if you cite anything use, APA style)
3. SWOT
a. Strengths
i. Like any other non-profit organization, Sanctuary Coffee is a coffee shop that has strengths weaknesses, opportunities and threats. One strength that Sanctuary Coffee has is highly motivated and energetic voluntary staff. The high sense of humor among the staff makes customers feel at home whenever they visit the coffee shop, something that enhances customer satisfaction and thus loyalty to the company’s products and services. Another very key strength that Sanctuary Coffee has is the ample parking space for customers. This serves as an attraction to many driving customers who can visit the coffee shop and find a convenient space to park their cars. In addition, Sanctuary Coffee has plenty of seating places inside, with such seating places having beautiful ambiance and with different levels of noise. This attracts a wide range of customers who can find conducive environment to interact with friends, do their work in silent, or even study in very calm conditions.
b. Weaknesses
i. Despite the strengths, Sanctuary has a number of weaknesses. One of such weaknesses is that the coffee shop is 100% charity, meaning that all the profits are given away to charity. This leaves the company with little or no funds to expand should need arise. Another major weakness for Sanctuary is that it is highly concentrated within the U.S. This lack of diversification across different countries leads to high concentration of business risk. In addition, the company is highly dependent on its coffee as the main competitive advantage, exposing it to the risk of failure should another superior coffee shop rise up in the market.
c. Opportunities
i. The opportunities that Sanctuary is exposed to as a coffee shop are numerous. First and foremost, Sanctuary has numerous new products such as fair-trade products that it can introduce in its shop and get ready market. Secondly, the company has developed a good image and reputation as a high-quality coffee shop that is 100% charity. This image and reputation gives the company an opportunity to expand into a global company to reach untapped markets. In addition, the company has the opportunity of co-branding with other food and drink manufacturers to expand and grow its operations and returns.
d. Threats
i. With such opportunities, Sanctuary Coffee as well faces different threats. One of the biggest threats is stiff competition from numerous coffee shops in the market that try to copy-cat the company’s brand. Another threat is that the coffee market may shrink in future due to the invention of another type of leisure activity or beverage to replace coffee in the near future. This may force Sanctuary Coffee to shut down.
e. TOWS Matrix
i. Sanctuary Coffee’s TOWS matrix thus comprise of the harmful external threats and internal weaknesses as well as external opportunities and internal strengths that are helpful for the company’s business operations.
d. Developing competitive advantage
i. One very superior way through which the company has built its competitive strategy in the market is by maintaining the quality of its coffee product and operating as a 100% charity coffee shop, the strategy of which has worked effectively by attracting many customers to the company.
4. Marketing Goals and Objectives (5 points)
5. Marketing strategy & marketing mix (12 points: 2 points each)
a. Primary target market
i. The primary target market for Sanctuary Coffee are University students. There are a few University campuses located within a ten mile radius from Sanctuary Coffee including University of La Verne, The Claremont Colleges, Western University of Health Sciences, and Cal Poly Pomona. Students are usually looking for a place to study, especially when it is midterm or finals week. Sanctuary Coffee provides a spacious seating area and a relaxing atmosphere to their customers as a large segment of their customers are students.
b. Product
i. Sanctuary Coffee strives to serve their customers good quality coffee while using coffee beans from ethically sourced farmers. Their drinks range from coffee classics, specialty coffees, to specialty drinks. Coffee classics include fresh brew, espresso, macchiato, cappuccino, cafe cubano, americano, cafe latte, resurrection, cold brew, cold brew octane, and artisan tea. Specialty coffees include flavored latte, creme brulee latte, cinnamon mocha latte, caramel turtle latte, and coconut almond latte. Specialty drinks include chai tea latte, chai, dirty chai, green tea mint latte, hot chocolate, shot in the dark, and tonic water. In addition to drinks, they sell coffee beans from Colombia, Brazil, Guatemala, Mexico, Kenya, Rwanda, Tanzania, Ethiopia, Java, Sumatra, and Timor.
c. Price
i. The price of their products are affordable and all of their profits go to charity. A cup of coffee can range from $1.75 to $4.95 depending on the type of coffee and the size. Their coffee beans are sold in 12 ounce bags and it ranges from $12.95 to $16.95.
d. Distribution/Supply Chain strategy
e. Promotion strategy
f. Public relation strategy
6. Consultation to the business owner/manager (14 points)
7. Source of information (cites in APA style: 1 point)											

