
ETHICAL BREW
BY: AVI ASTHANA, ARYANA AZIZ, 
KAYZAD BHARUCHA, ROSIE 
FEINBLOOM, & SOPHIE JEJURIKAR



TEAM
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Rosie Feinbloom

Avi Asthana

Sophie Jejurikar

Aryana Aziz Kayzad Bharucha
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Recommendation



BACKGROUND

4



KRAFT HEINZ COFFEE INDUSTRY 
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Mainstream 
Mass market

Premium
Specialty

Super premium
High quality
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KRAFT HEINZ COFFEE ANALYSIS

Brand and product 
portfolio

High level of 
customer 

satisfaction

Product marketing 

Declining market 
share

Growing popularity 
of coffee products

Huge Millennial and 
Gen Z market

Increased 
competition

Changing consumer 
tastes

Strengths Weaknesses Opportunities Threats
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PROBLEM

The changing nature of consumer demands in the 
coffee market has led Kraft Heinz to see a decline in 

popularity due to a lack of recognition among 
millennials and Gen Z
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RECOMMENDATION
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COLD BREW
+

ETHICAL BEAN
=

ETHICAL BREW

Background Recommendation Implementation Marketing Financials



WHY RTD COLD BREW?
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RTD COLD BREW COMPETITORS
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KRAFT HEINZ CURRENT COLD BREW POSITION
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UNIQUENESS OF ETHICAL BEAN
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“Every Bean Has a Story”
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IMPLEMENTATION
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COLD BREW + COLLEGES
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Cold Brew 
+ 

Ethical Bean

Large state 
universities
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WHY COLLEGE STUDENTS?
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92%
Of students consumed 
caffeine in the past year

Coffee
Was primary source of caffeine 
intake among students

To feel 
awake

Enjoy the 
taste

Social 
aspects of 

consumption

Improves 
focus

Increase 
physical 
energy

Reasons for consumption:
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• Sophomore in college

• Struggling in her courses

• No time to go off campus for coffee
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MEET RACHEL
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College Sophomore

Socially Conscientious

Loves to Drink Coffee & Work
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TARGETED SCHOOLS

Locations

University of 
Central Florida

Texas A&M 
University

Ohio State 
University

UCLA

University of 
Minnesota

University of 
Rochester
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DINING HALLS: The most convenient option to offer Ethical Brew is in 
dining halls, since students often go multiple times a day for food.

CAMPUS CAFES: As long as the university does not have a preexisting 
partnership with another coffee company, Ethical Brew will be offered 

in the refrigerated section of campus cafes.

VENDING MACHINES: Ethical Brew can be distributed through 
vending machines, along with bottled waters, energy drinks, and soft 

drinks.

CAMPUS STORES: Whether in the campus bookstore or a 
market, each store should have a place for Ethical Bean with the other 

bottled drink options they currently have.

STRUCTURE –Where in Schools
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Supply Chain 
Evaluation + 
Partnerships

Introduce 
Product to 

Grocery Stores

Introduce Product 
to Campuses

Introduce 
Product 

Internationally

TIMELINE

Implement 
Marketing 
Strategy

April 2021 January 2022 August 2022 August 2023 August 2026 or earlier
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FEASIBILITY
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Startup 
Risks

Brand 
Recognition

Pricing

Supply 
Chains



MARKETING
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Social Media 
Influencers

College Campus 
Marketing

Online Dating 
Apps

Marketing Strategies

Social Media 
Advertising
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Social Media Influencers

Syndicated
Marketing

Sustainability 
& Health

$50,000/
Sponsored 

Post
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SOCIAL MEDIA ADVERTISING

In-Feed & Branded 
Hashtag 

Advertisements

#EthicalBrew

#ExamBrew 

Feed & Story 
Advertisements

Showcase Sustainability 
& Convenience

TIK TOK INSTAGRAM

Instagram Costs

Feed $6.70/1000 
impressionsStory

Tik Tok Costs

Hashtags $100,000/week

Story
$10/1000 

impressions
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COLLEGE CAMPUS MARKETING
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70-30 Profit Sharing 
with Schools

Low Additional 
Marketing Costs

Ethical Brew Campus 
Ambassador Program



ONLINE DATING APPS
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Use Dating Apps

52%

of college students



28

BACK TO RACHEL
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Learns about Ethical Brew 

Sees Ethical Brew on Campus

Purchases Ethical Brew for Convenience

Becomes Dedicated Consumer, Shares Ethical Brew with Friends



FINANCIALS
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PRICING ESTIMATE
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$2.75 $3.00 $3.25



REVENUE FORECASTS
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Year 1 Revenue

$57 million

Year 5 Revenue

10%

Estimated 5 Year Market 
Penetration

$12 million



REVENUE MODEL
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CONCLUSION

33



THANK YOU + 
Q&A!


