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Abstract
In asegmenbf the market as highly competitive iathe coffeendustry; it can be
difficult to forge a new brand strong enough to stand on its own and unique enough to
stand above theompetition However, by choosing the millennial generation as a target
audience and strategically constructing a creative strategy to reach them on an emotional
level, a brand concept emerges wiik ability to connect with consumeirs a new way,
transforminga daly necessity into an emotional experience unlike that offered by an
other competitarA Harry Potterinspired brand built upon a delivery model allows
millennials to escape the monotony of their employment and be transported into a world

of nostalgia andhdividual expression.
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Building a Brand for a New Generation

Coffee: it is a $40 billion industry in the United States alone, accotditig
Harvard T.H. Chan School of Public HeaMih at 6 s mor e, Gal l up stud
that this already boomingprner of the market is also the fastest growing segment of the
restaurant industrgSaad) Statistics like these shoubdth inspire and intimidate anyone
considering a venture into this field of business, albeit only for educational or theoretical
purpases. The extreme forces of competition and levels of expectatibea modern
world market in general and within thraseaspecifically demand a cuttingdge concept
and topof-the-line strategybefore the survival of the theoretical brand can even be
considered. Dialing in on the appearance of such a company in particular, the public
image portrayed by the brand would need to be one that went beyond mere aesthetic
appeal to a new level of theory, strategy, and style, standing a full head and shoulders
alove its competitors. Ae attentiorof its intended market audienowaust be drawn in
with a focused anthilored approachlhat being said, | have crafted what | believe to be
just such a brand presence for a theoretical company of my own invention awd inte
within this thesis to describe ltathe thought and creative processes that went into its
creation.

Before anyfurthersteps can be taken, a target audience must be selected and
analyzed to ensure the brand can be successfully markkted. | , @ar8ul | i v a
O6Sullivan term t h({4anddetineiktbiswagidgmankati ono
segment consists of buyers with similar needs and wants, and markets can be usefully
di vided up accor di d4plnthis partidulansaget, ta neygegmennh e e d s 0

is on the risemillennials. This term, describing young adidtsn between the years
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1980 and 200(its remarkably well with research donethg Small Busiess

Development Center Network which reveatkdt, iCoffee shop patrons are younger,

more affluent, and educated and are 22 percent more likely to be a@dd 18( Ho | me s )
What 6s mor e, t hi s23tefthe Anrericantpopalatiofidakdeasd u p
onethird of the American workforc@_ewis), making itthe largest living generation on

the planetin 2017, they alone are estimatednmield the spending power of over $200

billion in the American economiSolomon) In the words of Micah Solomon,

AiMillennial customers. are about to become the most impattcustomers your

business has ever segfheyalso have some very defining characteristics as a

generation that play a major role in their consumer choidesse however aredifficult

to find discussedvithinany A s chol ar | ysuchapbodkaor mimtedr e s our c ¢

journalsas millennials are the Digital Generatibabsorbed with blogy technology, and
the Interned andhave only recently become influential in the culture as adtitis lack

of printed material is far from a negative thingwewer, as Herbert Meyers and Richard

Gerstman point out in their bodcanding@heDigitalAge A Onl i ne r esear ch

changed the scope oMeyes adh Indact,iitnvoguld bevérp r mat i on

unwise to attempt to research such a current and tremjiscs without consulting

Internet sources that have become the modern standard of research for anyone wishing to
maintain relevance and stapreast ofhe 2% century.That being saida few noted

sources such as Forbes, Business Insiderfartdne offer insight intthe mindset and

makeup of this generation through resegmgblishedn theironlinemagazinesand

articles According tathe business and financial news gitgbescom Mifennial

customers crave the joy of adventures andodisee r i es, whet her epic
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(Solomon. Theydére obsessed with technoarkabguy, esp:e
the valus of the companies they suppdt. companyd6s values are so
in fact, that more than 50% of the millennial generation claims to tailor their buying
choices tdorands and productleat support causes they believe in (Solomdhey are
the most educated generation to datel they have a longing to travel, aideshey term
Awander |)uThey also ar®notaas willing to sacrifice their personal lives for
career advancement as expdttaimore flgxdbtesvark s wer e,
environment than previous geneoait®® ( A)brme tragazine warns that they are
egacentricand narcissistic but also nice and optimi§8tein) Théy want new
experiences, whichare moreim@ommt t o t hem than materi al go
All of thesefactors are important to note and take into consideration when tailoring a
brand, especially f t he consumer base Iis as conscien
strategies as millennials afeach of these characteristics will affect their buying ctsice
and should dictate how the brand is presented in order to reachMiyagarget audience,
then, is millennials between the ages of 22 and 35, old enough to hold office jobs in
urban centersget still new enough in the workforce to be dissatisfied wighthi d a'i | vy
grindd and .seek an escape

With the target audience decided upon, it becomes necessary to develop an
effective strategy to reach this audience mwhay that best relates to them and touches
them in a way no other ¢toBpendnggboamad dae
terms it, is a way of connecting brands to their customer base via the power and
sensitivity of human emotion. Goktates thati Emot i on al Branding bri

of credibility and personality to a brand by connecting powligrivith people on a
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per sonal and holistic |oaneedtcéthetrealm bfdegieet es pu
(ix). This, then, is exactly the aim of ndgsign style and my entire marketing strategy: to
take a necessary element of everyday life in modecrety and transform it into an
experience above and beyond mere néhaik experience is what | want to focus on in

my planning; | want to transpdtie mindof a consumeaway from a daily, boring

schedule at gypical office job and int@realm of fatasy, wonder, and nostalgia. These
deep emotions are exactly the type Gobe is referringhcs writing; they reach ot from

the company to consumesharing a bond gfathosand common experientieat makes

the customer experience warm, personal, amdamuinterestingly, research has shown

that the emotional portion of the brasmalmost always one step ahead of rational side of
the brain when it comes to processing information (Hammondi&2ice, we think faster
with our emotions, and activating positive emotions within consumers at a time they are
making buying decisions could be extremely beneficial to a comBaryt is one thing

to state that these emotions will be evokaed somethig completely different to actually
conjure those feelings withina@nsumegroup | believe, given the demographic of
consumers, the most effective way to stir these particular emotions is through the realm
of fantasy and imaginati@hmore specifically, ttough referencing the hiteriesHarry

Potter.

Despite the fact thatitwas matke d as a c ol Iskookshedbest of ¢ hi
selling series sold over 400 million copies worldwide, making it the third most read book
in the world(Polland, and wagurned into 8 blockbuster films that grossed nearly $8
billion at the box offic§fiBox Office History). Besides its popularity, it is interesting to

note the timeframe in whidhme series was introduced: |dt@0s and early 20@0 These
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were the years vén the millennial generation was going through childhood and
adolescena® exactly the age group thetarry Potterwas intended fofNeedless to say,
the series remains very popular among millennials even ttatggly due, no doubt, to
the fact that it wastroduced to them as children. It would seem, then, to be the logical
choice for reaching this age demographic with the emotions mentioned above. A fantasy
series lends itself naturally to feelings of wonder and the sense of escaping into another
world, and given the emotionabonectionmillennialshave with the series as a part of
their childhoods, nostalgia would play a major role in connecting them to the brand as
well. Of course, in developing the foundations of the brand, no direct elements could be
copied over frorRowl i ngdés wor ks or the film adaptio
to Ainspired b yHarryd®PotterfHoveever, this carcsallmcconplf tiie
same results with obvious puns, clever spinoffs, and similar aesthetics without infringing
on copyright laws. It could even add an additional attraction by the humaviand
necessitated by such a strategy.

In addition, taking this approach to dfee brand could be very effective because
of the uniqueness of the idea. Current trends dominating the coffee industdginclu
chalkboards, hantttering and earth tones. The strong, blackletter style necessitated by
theHarry Potterconcept would standut in sharp contrast the soft amdjanic feel of its
competitors. This would definitely play in
eye but also by helping to build a cohesive brand ide8itgularity is one of the core
concepts listed by ©p Franzen and Sandra Moriarty in their discussion of brand
identity. ASi ngul arity: an identity is uni

is linked to whatever or whoever possesses the identity and offersaa degree of
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distinctiordo 110). This uniqueness would not only make the brand itself stronger but
woul d also cut back on the At hracansumerf subs
could find a similar product or experience somewhere Bisrdle65). This fantasy
inspiredapproaclseems the obvious choice, thenc¢teate a distinct identity within the
industry, making it memorable for consumers and attracting attention from potential
customers

So far, allthat has beelaid out has been fairly abstraotd lacked any concrete
description or visualizationslowever, in order to more effectively present the project, a
written summary of the work must be established. This branding project, done in a style
reminiscent of thélarry Potterstories, will const of a main logo with subsidiary and
secondary logos included. An identity pack&agmntaining business cards, letterhead,
and envelope desigdswill also be presented, containing the logo and complimentary to
its style.The logo and its subsidiaries wilka be incorporated into the other elements of
the brand, such as packaging and labdskaging pieces will include a sleeve for coffee
cups, a carrier for cups and orders, labels for bottled servings of the productirand a
design or the individual ale of ground coffee bearRictures of the artwork and the
elements mentioned above are included in printed form at the end of thisAlapedue
to the i mportance of the brandés online pr
included.Because othe obvious limitations of presenting a functioning customer
experience program such as an app through a printed medium, this is accomplished
through several screenshdemonstrating the basic function and overall appearance of
the appbébs main tenets.

With such a unique brand conceph equally distinctive marketingodel must
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be put forward to propagate the brand itskdf.ensure the effectiveness of the model, the
target audience must be revisited and, if necessary, refined since, as Al and Laura Ries
puti t, AA brand becomes stronger when you na
consumer demographic was determined to be young working professionals between the
ages of 22 and 35 who have a desire to escape the daily monotony that often accompanies
typical office employment. Suppose, however, thatdistinction of this consumer group

was sharpened even further: those who not ordyrel® escape monotony bateunable

to physically step away from their places of employment. It is a commonly known fact
thatyounger, newer professionals often must work harder than others toward the
beginnings of their careers to ensure future success and continued employment. However,
according to the research done on millennials in the workplace, this generation is
reluctantto sacrifice their personal lives to make career advancements. What if a brand
were to cater to this refusal to compromise ¢edpvith the desire to advance? What if it

could allowthe consumer to work hard and make some sacrifice while still maintaining
individuality and feeding the millennidlesire to escafeSuch a proposal may seem far
fetched, but the solution is nearer than it may seem: delivery.

A marketing plan centered around a delivery model offers several distinct
advantages to make it stand out in the crowded market and appeal to millennial
consumers. First, it is a relatively new idea in this particular segment of the market as
most food deVery has previously been restricted to pizza and Asian culdmeever,
with the growing demand for coffee and the escalating expectation of convenience in the
culture, this barrier could soon be breaking down, and this theoretical brand could be at

theforefront of the movement. Second, a delivbased approach would also necessitate



BUILDING A BRAND 11

a technologicatentered approach, something near and dear to millennials hearts. For a
product to be delivered, the order would have to be placed online or through the
conpanyo6s app, incorporating mobile technol c
structure. This would appeal to millennials by demonstrating the relevance of the
company and granting a sensewafnership by the obviousktgilored approach.
Additionally, this would ensure that the brand could survive in the current market and in
the longterm since, aPadmasree Warridrchief technology officer for Motoroé
statesi Se aml e s s..tnhoabti dsi twh er e whkeaded(Mathlesom he f ut u
19). And finally, a delivery model woulbcusthe brandnto those millennials who have
the desire to work hard and long to succeed but are unwilling to sacrifice their
individuality and personalized work environment to do so. A uniquely styled brand that
appeals to thechildhood and yet delivers to their place of adult employmeotld
allow consumers to feel that they had not lost touch with who they are as human beings
or become faceless cogs iretimachine of corporate success.

On a more practical level, reaching this particular type of consumer would be
accomplished through radio advertisements glacestreaming services such as Pandora
or Spotify, which are often utilized lijose seeking individual expression and escape
from a monotonous joim the first placeOstensibly, catering to such a consumer base
with the stated marketing plan would then create areputatmmo ng t he br andds
of committed, hardvorking professionals who do what it takes to succeed withouiggivi
up their individualtyThi s phenomenon can be termed Ash
Karti keya Kompella as fAhow strongly empl oy

(134).With this positive stereotype established, a larger pool of consumers theald
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begin buying into the brand hoping to buy into the reputation as well, causing exponential
growth reliant on its positive public image, similar to the patterns displayed by companies

such as Apple or Starbuck3f coursemore than merely adding newstomers is

required; consumers must be maintained. Th

will develop a bond with the brand that will strengthenovertimie ( Levi ne 194) .

Building such a bond goes back to the idea of emotional brandingeatthg a
connection between company and consumer as we haaelaldiscussed our brand
does.

However, to further this emotionabnnectionit would be wise to tap into the
vein of personal conviction and values. As previously mentioned, millennials care very
deeplyabout the values of the brands and companies that they chquaeotuze
d e s i r intaggate their béliefs and cause®ititeir choice of companies to support,
their purchases and their dayday interactions asMicah Solomon of Forbes.coputs
it. To further the relationship and loyalty between customer and company, then, it would
be vital to maintaira strongethical sanding and to champion hRbtitton issues dear to
the hearts of millennials that are inherent in the coffee industry. Examples include
protecting against deforestation in the countries where the coffee is being produced,
supporting the farming communitiesh at provi de t he companyds
maintaining a level of purity from dangerous pesticides or artificial fertilizers. The values
exhibited by such behavior in a large compgamersonable, authentic, carthgvould
not only attract consumers if eftaely displayed througlthe marketing but would also
build arock-solid base of customer loyalty and brand identity.

In addition, the valueentered approach cowdtuallyoffer asupplementary

(
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competitive edge in the mark@&f coursethe delivery modepreviously discussed

woul d remai n t h deficingfeat@aaivwerdits unguenessanrtheg

industry, but thisnewconscientious approach would open several new avenues for
competition. For instance, choosing to market beaowmgthrough natural processes
without harmful pesticides and fertilizers would not only allow the company to take

better care of the ear#t itsfarming and productiolocationsbut would also allow the
beans produced tnoa thuer ashradrgios:tTiecdvertaisly offeasla |
leg-up in a market where the demand for healtfieds has become a new trend that
couldevenbe described as craze. Taking a step back to view this vaiaatered

approach holistically, then, it becomes obvious ithabuld be of an enormous

advantage to the company in several ways. Not only would the responsible and caring
vision of the brand attract consumers, build loyalty, and establish the brand as a genuine
contender in the market, it would allow for a new cetitjve facetwithint he br and 6 s
products themselveallowing them to benarketed as natural and pure to a highly
healthconscious generation. All things considered, a marketing plan that took this
approachwould undoubtedly meet with remarkable succadsoith establishing a

presence among millennial professionals and in growing a consaasethroughits

reputation among a narrow target audience.

All said, it is no easy task to establish even a theoretical brand in the thriving
segment of the market devoted to coffee. However, with an accurate understanding of
millennials agherising group ofconsumes and a creative strategy to reach them on an
emdional level by appealing to their desire to escape the monotony of everyday life

through fantasy and nostalgia, | believe a viable brand construct can and has been put
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forward. When this is compounded with an effective incorporation of mobile technology
and operated within a delivery model as outlined above, the strategy is complete, and a
solid brand concept is fully outlinexhd ready to be expressed through artwork and

physical branding design.

PrimaryLogo
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Secondary Logos
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COFFEE CoO. COFFEE CO.

Business Card (front and back)

Branch Manager
678-665-3625

1935 Broadway Blvd.
Suite #455
Atlanta, GA 30301

joel@phoenixbrew.com
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Letterhead

1935 Broadway Blvd " 678-352-6695
) {) V.
ﬂ Atlanta, GA 30301 @ phoenixbrewcom 1-800-996-6352
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Envelope (front and back)
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COFFEE C 0.

1935 Broadway Blvd.
Atlanta, GA 30301
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Packaging Element #1
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Packaging Element #2
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Bottle/Label

20



BUILDING A BRAND

Cup/Sleeve
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Carrier
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