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The Business 

 

The promoters propose to establish a new brand of beverage chain in the Indian sub-continent, 

which as of now is an alien idea to ninety nine percent of population in this region. We aim to 

take advantage of the newly opened, one of the fastest growing economy. More than 250 

million middle class household and penetrating fast food culture in this region makes it a 

lucrative prospect. 

Country, where the beverage selling sector is still predominantly unorganized and consists of 

local vendors and juice stalls, also sees success stories with chains like the Mc Donalds, Café 

Coffee Day and Barista. We have developed a business model keeping in mind the purchasing 

capacity of mass consumer, international appeal of Asia and West to consumers, need for 

hygiene standards and operations of organized retail chain. We will be providing the missing 

link of innovative, freshly prepared ready to drink, take away concept. 

Our collaborative team consists of entrepreneurs of Indian and Overseas Chinese origin, who 

understand the potential of already super successful business model of bubble tea business in 

Taiwan and China. The team worked to modify the business model to suit the local flavor of 

the Indian sub-continent and achieve economies of scale to make it commercially viable. 

 Not just the bubble milk tea, company aims to provide many more missing value propositions 

from the market such as affordable take away concept (with colorful plastic glasses, heat 

sealed to prevent any kind of spillage by our specially imported machine from China), 

Innovative mock tails, introducing green tea culture in India, provide health alternative to 

carbonated drinks, provide hygienic alternative to local juice stalls, provide kids friendly 

drinks to kids. 

This business model is a huge success in the far eastern countries and has been successfully 

implemented in USA and Western Europe. International companies like the Chatime have so 

far opened 4 retail stores in India but they mainly target upscale locations and are offered at 

premium prices. Their launch gives us the confidence that this concept has been well received 

by Indian customers and we can successfully market it in mass market. 
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Plan proposes to start from one kiosk in the National Capital Region of the India with aim to 

open a second one by the start of summer 2014. By that time team aims to have learnt from all 

the teething problems and to manage all the procurement from Indian suppliers. We then aim 

to move in to our next major plan of franchising to different business partners across India. 

Our final expansion plan will be implemented in year 2015 to cover all the other 6 countries 

of Indian sub-continent like Pakistan, Sri Lanka, Bangladesh, Maldives, Nepal and Bhutan. 

The initial investment and working capital to start the business shop is estimated to be 

approximately USD 36,500 which will be funded by owners’ capital and bank loan. 

The Chill Factor Cafe has a positive NVP of USD 637,128 which indicates that project is 

significantly profitable and has a huge chance of expansion across the Indian sub-continent. 
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1. Executive Summary 

1.1. Company name 

Go Liquid Private Limited 

1.2. Brand 

Chill Factor Cafe 

1.3. Industry 

Restaurant or Coffee Shop 

1.4. Business Model 

The Chill Factor Café will provide high quality take away drinks in conveniently located 

stores across the malls and shopping centers. The product offerings will be around Taiwanese 

famous bubble milk tea concept, which has not been visibly taped yet in India. 

1.5. Expected Launch Date 

November 2013 

1.6. Location 

National Capital Region, India. 

1.7. Vision 

To become a household name in the Indian sub-continent in the beverage chain industry. 

1.8. Mission 

We aim to create down to earth brand that redefines the culture of beverage consumption in 

the Indian sub-continent by delivering an affordable and novice concept to a mass consumer.  

We will make sure that our brand is known for impeccable hygiene standards and the best 

customer service. 

1.9. Profile of the Company's Management 

Shikhar Goel: CEO and General Manager 

Dr. Nidhi Goel: Board member and Stock holder 
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Alfred Liao: Logistics and management 

1.10. Objectives 

 Open at least 2 shops at semi premium locations across National Capital Region, India 

by summer 2014. 

 Expansion plans by launching franchise business to other metropolis of India and 

establish the Chill Factor Cafe as a preferred brand to franchise with. 

 Increase awareness of the brand by 10 % every year and strengthen in consumers mind 

the value propositions of the Chill Factor brand. 

 Recover the initial investment of two shops by end of three years. 

 Expansion plans to include rest of Indian sub-continent with joint ventures with the 

entrepreneurs/Investors of other countries. 

1.11. Financial Requirements 

Opening of one store requires 2,000,000.Indian Rupees or 36,363.USD to start with. The 

owner of business plan decides to fund 50 % of the project from personal capital and rest of 

50% from bank loan. 

As the project progresses, the owner plans to go for venture capitalist funding and providing 

the investors with stake in the project. 
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2. The Business Background: Overview 

2.1. The Business: History and Background 

Taiwan is known to be the birth land of famous bubble milk tea. Idea initiated not long back 

in 1980 in Taichung, Taiwan; it has since become a phenomenon world over, especially in the 

countries where Chinese diaspora inhabits. Presently Taiwan has six to seven famous chains 

of bubble milk tea like the Come buy, Coco, Chatime etc., which modify around the same 

core business model differing only in beverage menu in order to be unique in this saturated 

market.  

When I first came to Taiwan, I was offered a bubble milk tea by a friend, who said, “You 

cannot leave Taiwan without trying bubble milk tea”. For me initially it was just another 

beverage, but eventually it became an intriguing thought that how many people are making 

money out of this simple concept across the markets. It was universally present around 

universities and in malls etc. My curiosity made me dig more into this industry and I realized 

that this is a very successful and highly competitive business model that has not been tapped 

in the vast Indian market. I also found out that more than 99 % of Indian population is 

unaware of this business or this product. 

 My two years of experience in Taiwan and Hong Kong led me to conclude that this idea can 

be a huge success in India, if introduced locally and branded carefully. Especially catering to 

the wast emerging middle class where fast pace of life is becoming a norm and people are 

opening up to new ideas from the world over. 

2.2. The Product and Service 

The product comprises of different varieties of beverages prepared in front of customer in 

standard size teas shops rented in specific locations across the National Capital Region. So far 

this kind of service is practically nonexistent in the country, with Chatime having only four 

cafes under its belly.  

2.3. Market 

We plan to launch our product and services in the Indian sub-continent. Our product and 

services would be mainly targeted to the mass market and have very broad scope. ‘They’ will 

buy from us, because this business would be like a monopoly in market, ‘unique offerings in 
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unique set up’, which has practically not been done before in India. We will have an 

advantage of almost being the first mover and will have benefit of good knowledge of local 

market and mentality.  

NB: Details are discussed later under topic of market. 

2.4. Supply 

Supply will play a crucial role in this business, as this business heavily depends on materials 

and machinery which are not commonly used or seen in India. Some of the supply worth 

mentioning is Glass sealing machine, Ice making machine, Tapioca pearls, Tea and syrups, 

Plastic glass and straw.  

NB: Details are discussed later in topic of Operations. 
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3. The Market 

We plan to launch our product and services in the Indian sub-continent. Indian retail market is 

in the transition phase from being unorganized to organized retail sector. Since the opening of 

Indian economy in the start of July 1991, many multinational companies and brands have 

entered India and have globalized Indian economy. Wall mart and Starbucks would be a latest 

trend in this sphere. India has a huge emergence of middle class which has learnt to spend 

money on life style and eating and drinking outside on regular basis. India is on fast-track to 

becoming a large and globally important consumer economy. The Indian middle class was 

estimated to be 250 million people in 2007; it will reach 600 million by 2030.1 

3.1. Overview 

3.1.1. Literature on Fast Food Consumption in India 

There has been a major shift in food habits in the metropolitan cities. According to a survey 

undertaken by the Associated Chambers of Commerce and Industry of India (Assocham) 

about 86% of households prefer to have instant or fast food due to steep rise in dual income 

level and standard of living, convenience, and influence of western countries. In a survey, 

Assocham also claims that Indian food processing market will show fast paced growth in the 

next five years. 

Some of the highlights of the survey results related to our Business plan: 

 The survey points out that these convenience foods are preferred (86%) mainly by 

nuclear families where both husband and wife are working or by singles who wish to 

avoid hotel food or people who do not have time, patience or the expertise to prepare 

in a traditional method. 

 According to the survey, metropolitans are the largest consumers of processed food 

and are going to be the biggest consumers of processed food because of their ever 

increasing per capita income and lifestyle which is also changing very rapidly. 

 Consumer spending rate on processed food had increased at an average rate of 7.6% 

annually during the years 2008 to 2010 and this was expected to continue as the 

consumer expense would rise with an average of around 8.6% till the year 2012. 

                                                 

1 http://www.mckinsey.com/Insights/MGI/In_the_news/Next_big_spenders_Indian_middle_class 
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 About 92% of the nuclear family feel that they have less free time than before they had 

kids, it is now a common fact that they are spending less time in the kitchen, and are 

turning to takeout, delivered food, and semi-prepared meals to help feed the family at 

mealtime. 

 About 72% of bachelors prefer the convenience food because of less cost, time and 

energy saving, convenience in preparation and consumption in the busy and hectic life. 

The very term 'instant” means simple, fast, convenient and affordable food which is 

easy and fast to prepare besides being hygienic, free from microbial contamination and 

also convenient to eat, say the bachelors. 

 Over 65% of working women revealed that the present trend changed the habits to 

foods which are simple and easy to digest. Hence, the existence of these foods fulfilled 

all the needs of modern human being. 

An article in the Times of India, quotes that organized Indian food industry has reached 

$13 billion and will reach $28 billion by 2018. Casual dining and quick service restaurants 

(QSRs) account for 70% of the organized segment, while pubs, bars, clubs and lounges 

(PBCL) form 12%, cafes take 8% share leaving the rest with fine-dining and frozen 

dessert outlets. 2 

3.1.2. Difference from Other Beverage Chains in Target Market 

In India the beverage sector is either a class market restricted to expensive coffee shops like 

Barista and Café Coffee Day whose business model is mostly around coffee drinks and the 

about the experience or on the other hand are the cheap category juice vendors or tea stalls, 

which are unhygienic and caters only to lower middle class or laborers.  

There is a dearth of the middle ground which can cater to all taste and all class. Our chain will 

fill the gap in the market.  

3.1.3. Our Customers 

Our product will mainly target the mass market. It will provide affordable, unique and stylish 

experience to them. Our menu will have catchy names and phrases to create the hype and to 

                                                 

2 http://timesofindia.indiatimes.com/business/india-business/Eating-out-Indians-cook-up-48-billion-

food-business/articleshow/20321889.cms?intenttarget=no 
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connect with the customers. The menu will be segmented on the basis of different age groups 

and will also have something for the health conscious people and emerging working class. 

3.1.4. Value Propositions Offered to Our Customer 

 Convenience of ready to go; take away drink concept not widely available across 

shopping malls. 

 Affordable. 

 Hygienic. 

 Innovative and newly styled drink menu. 

 Healthy options for health conscious people. Available substitute for carbonated and 

high sugar drinks. 

 Trendy and cool concept. 

 Quenches their thirst and also fulfilling due to edible nature of the drinks. 

3.1.5. Size of the Market 

The market is enormous with an estimated 267 million middle class people across India and 

more so in the other countries in the sub-continent. However, we want to highlight the tens of 

thousands customers that enter daily in the shopping areas where we plan to open our kiosks. 

3.1.6. Market Structure 

Beverage selling in India has been largely unorganized and limited to juice stalls across the 

country and tea stalls by local vendors which cater to blue collar workers and make only 

traditional hot Indian milk tea with some crispy snacks. 

Off lately, chains like barista3 and café coffee4 day have organized this sector and have 

created a unique brand identity and customer segments for them. 

Starbucks in joint venture with TATA is a new entry in the game.5 We also saw entry of 

Chatime, a Taiwanese bubble tea shop, entering Indian market in August 2012 but catering 

only to premium segment.6 

                                                 

3 http://www.barista.co.in/users/index.aspx 
4 http://www.cafecoffeeday.com/ 
5 http://www.starbucks.in/about-us/company-information/newsroom 
6 http://www.chatimecafe.com/ 
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After careful evaluation of the market we conclude that we will be competing in a 

monopolistic competitive environment.  

We offer to our customers something unique and different. Though there are so many 

substitutes to it but no major direct competition yet. 

3.2. PEST analysis 

3.2.1. Political 

The government of India does not recognise restaurant industry as a separate industry and is 

clubbed with Hotel industry. The current government rules are more appropriate for hotels 

than restaurant business. The regulatory authority of hospitality industry in India requires any 

restaurant chain to ensure no-usage of any harmful chemicals, proper processing of raw 

materials, ensuring the quality of materials used etc. 

Advantages: 

The restaurant industry historically and still is largely unorganized so issues around 

compliance etc. are not enforced as strictly as in the case of hotels. 

Disadvantages: 

 The current rules and regulations are more appropriate for hotels than restaurants. 

 Since hotel industry is large and dominated by big players, voice of restaurant industry 

is not heard. E.g. Alcohol is not allowed to be served in restaurants. 

 Getting access to financing options becomes difficult for restaurant business as the 

metrics used by the financial organizations are similar to that for hotels. 

Note: The NRAI (National Restaurant Association of India) is working on trying to get 

"Industry" status. 

3.2.2. Economic 

With one of the fastest growing economies in the world, clocked at a growth rate of 8.3% in 

2010, the India is fast on its way to becoming a large and globally important consumer 

economy. The Indian middle class is estimated to be 250 million by McKinsey & Company. It 

will reach 600 million by 2030.According to Deutsche Research the estimates are nearly 300 
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million people for all Middle Class. If current trends continue, Indian per capita purchasing 

power parity will significantly increase from 4.7 to 6.1 percent of the world share by 2015. In 

2006, 22 percent of Indians lived under the poverty line. India aims to eradicate poverty by 

2020.7 

With this rising middle class, India is also facing uncontrolled inflation. Organizations in the 

fast food industry are not excused from any disputes and troubles. Specifically, they do have 

their individual concerns involving economic factors. Due to sharp rise in the prices of meat, 

vegetables, milk and pulses, inflation has reached 7.23% in April 2012.The value was 9.74% 

in April 2011.8 

Advantages: 

Rising middle class means rising number of customers for restaurant industry. 

Disadvantages: 

The high inflation and increasing price of commodities is not good news. Rents have 

increased significantly in the urban areas where we plan to open our shops. 

3.2.3. Socio-Cultural Factors 

The direct socio-cultural factors related to restaurant industry are frowned upon consumption 

of meat products (beef and pork), and the will to try different kind of cuisines and beverages. 

India apparently is a much closed culture and has been known to keep alive its traditions and 

cultural values even in modern days.  

Fast food consumption is generally done in order to change the taste or for recreation 

purposes. Indian society by large prefer to cook food at home unlike Taiwan, but with both 

increase in working class and number of women going to office, these patterns are seeing a 

sharp decline in urban areas. With mushrooming of various shopping malls across the big 

                                                 

7 http://www.economist.com/node/17147648?story_id=17147648&fsrc=rss 
8 http://www.indexmundi.com/india/economy_profile.html 
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centers more and more people go to shopping malls and watch movies and consumption of 

fast food and beverages comes in handy.9 

Advantages: 

More outwardly life style and shopping malls has increased the trend of fast food 

consumption from past 15 years, which is on the rise continuously. 

Disadvantages: 

This kind of life style is still restricted to urban areas and people with wealth are not 

widespread across the nation. Care has to be taken while deciding location and customer 

segments.      

3.2.4. Technological Factors 

The rate of technological advancements in India is still far behind as compared to China and 

Taiwan. Partly due to availability of cheap labor and partly because of scarce awareness of 

technological advancements in restaurant industry. 

Internet penetration rate and smart phone usage is lacking far behind from China and Taiwan 

but satellite TV industry (TV viewing) is largest on earth as per the TAM Annual Universe 

Update – 2010. India now has over 134 million households (out of 223 million) with 

television sets, of which over 103 million have access to Cable TV or Satellite TV, including 

20 million households which are DTH subscribers. In Urban India, 85% of all households 

have a TV and over 70% of all households have access to Satellite, Cable or DTH services. 10 

India is a known importer of technology and machines from far east and not known for 

manufacturing technology in house. 

Advantages: 

 Our business model is very technology related and this kind of technology is unheard 

in Indian sub-continent.   

                                                 

9 http://timesofindia.indiatimes.com/business/india-business/Eating-out-Indians-cook-up-48-billion-

food-business/articleshow/20321889.cms?intenttarget=no 
10 http://www.livemint.com/Consumer/ToSZL7ieZOMaWIvJAPSYpI/TV-viewing-habits-see-a-slow-

shift.html 
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 TV and newspaper can be successful mode of direct marketing. 

Disadvantages: 

 It will be expensive to import equipment and machinery.  

  Labor cost in India is relatively cheap and would have to calculate the ROI for 

technology investment. 

 It will be expensive to use TV and movie related marketing. 

3.2.5. Environmental 

Northern part of India receives all four seasons with very hot summer and cold winter, 

whereas down south the weather remains mostly tropical throughout the year. Working 

conditions go tough and sweaty if the air conditioning is not provided. Frequent power cuts 

are a problem in smaller cities. India is one of the highly polluted countries but consumers are 

unaware of the pollution and Government authorities do not care much either because of lack 

of awareness and conditioning or lack of resources. 

Advantages: 

Hot weather makes it an ideal place to sell cold beverages to the thirsty and sweaty people for 

the most of the year. 

Disadvantages: 

To keep working conditions and technology working, we might have to supply external 

electricity sources, which is generally not required in established malls. 

3.2.6. Legal Factors 

India on the whole is not a litigate society and legal help is only taken when things go out of 

hand.  

The Shops and Establishments Act, 195311 was enacted to provide statutory obligation and 

rights to employees and employers in the unorganized sector of employment, i.e. shops and 

                                                 

11 

http://books.google.com.tw/books?id=6lBKowR6ReoC&pg=PA528&lpg=PA528&dq=Shops+and+Es

tablishments+Act,+1953&source=bl&ots=mxveiuzqg4&sig=49mw7b1GWvQE2zKF1itN96Jzn-
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establishments. It is applicable to all persons employed in an establishment with or without 

wages, except the members of the employer's family. It is a State legislation and each State 

has framed its own rules for the Act. The State Government can exempt, either permanently 

or for a specified period, any establishments from all or any provisions of this Act. The Act 

provides for compulsory registration of shop/ establishment within thirty days of 

commencement of work and all communications of closure of an establishment within 15 

days from its closing. It also lays down the hours of work per day and week as well as the 

guidelines for spread-over, rest interval, opening and closing hours, closed days, national and 

religious holidays, overtime work, etc. 

Advantages: Business dealings are done mostly on relationship basis and not very strict laws 

are to be abided. 

Disadvantages: Corruption is wide spread and getting things are not that easy some times and 

bribery is common in government departments. 

                                                                                                                                                         

M&hl=en&sa=X&ei=GcepUaveIMWAkQXQ_oHIAQ&ved=0CDUQ6AEwAg#v=onepage&q=Shop

s%20and%20Establishments%20Act%2C%201953&f=false 
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3.3. Porters Five Force Analysis 

3.3.1. Threat of New Entrants: Moderate 

Chill factor would be one of the newest innovative companies in the beverage industry and at 

the time of launch there would be only one other foreign company making the same type of 

beverages. The healthy drink market is still in infantile stage in India and is expected to grow 

in following years. 

Most of the local stores are of coffee shops and seasonal fruit juices; however, introducing a 

new product with new characteristics and different types of flavors can be a risky proposition 

in a traditional society. 

The market is relatively unaware of the knowhow of a bubble tea shop and all the logistics 

and recipes are generally unheard off. The bubble tea concept has been taken to foreign 

countries mostly where the Chinese diaspora lives. Indians usually migrate to English 

speaking countries and do not look at it as a potential business model which can work in India. 

The businesses core competencies lie in logistics, knowhow and research to adapt beverages 

with local taste. All these factors bring challenges to the new entrants and they would only 

look for franchising this business model from a well-established brand. The chains operating 

in China and Taiwan are not that big yet to enter India on massive scale and they have to go 

through beaurocracy of Indian government policies towards foreign chains trying to enter 

Indian market  

As far as coffee shops are concerned, there are already visible brands in the market like café 

coffee day, Barista and Starbucks Coffee which makes the market saturated. However these 

chains cater to a niche or segment and are not mass friendly because of high price and settings. 

Apparently, in beverage industry there aren’t any entry barriers implemented by government 

as far as nonalcoholic beverage is concerned but the difficult part is to have a sustainable and 

unique business model. 

3.3.2. Threat of Substitute Products or Services: Moderate 

Substitute to our business model could be the bottled drinks like coke, Pepsi, Thumps up etc. 

which are widely available. 
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Also could be a private juice stalls across the cities which sells freshly squeezed juices under 

unhygienic conditions and is largely an unorganized sector with no major brand operating it. 

Organized coffee shops like Starbucks, Barista and Coffee café day could be major threat in 

terms that they keep modifying the menu and come up with great promotion offers. 

Drinks from the fast food chains like Mc Donalds, Vadilals (ice cream store), Nirulas (pastry 

shop) etc. 

There are some aspects which will make Chill Factor Cafe winner among its substitutes: 

- A high quality ready to go product. The customer will be able to enjoy a high quality 

beverage with minimal waiting time. 

- Mostly take away drinks with unique sealing and packaging style (nonexistent as of 

now). 

- Tailor made unheard drinks not available in different business models. 

- A unique and pioneering concept in market. 

- Premium product at affordable price for masses.  

3.3.3. Competitive Rivalry: Low 

In food and restaurant industry in India, there are large numbers of coffee shops and 

restaurants which offer different kinds of drinks, but so far very traditional and sticking to 

known and regular tastes. However, these stores either cater to elite section or lower middle 

class. There are very few options available for mass markets and even if there are they do not 

fall under direct competitors. 

We could categorize our competition in these categories: 

1) International and domestic coffee chains: Indian coffee house, Barista Lavazza, café 

coffee day, Starbucks coffees are worth mentioning and well positioned coffee houses which 

offer different kinds of coffee and snacks to customers. However, these chains mostly cater to 

a niche market and could come across as over whelming for most of the consumers because of 

their settings and pricing. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

15 

2) Fast food chains like MC Donalds and Haldirams cater to similar type of market we want 

to cater, but their primary business model is to serve fast food and the drinks comes secondary. 

They also have very limited choices in their drinks menu. 

3) Super markets and grocery stores generally provides package drinks and squash bottles 

which can only be prepared once in home, not on the go. So consumer is mostly confined to 

sodas and canned juices as their best options available but which is perceived as not being 

freshly prepared. 

3.3.4. Bargaining Power of Supplier: Low 

Initially we have to import both technology and raw materials from China to launch the 

business. There are many suppliers in the market for both technology and raw materials. India 

being one of the largest producers of both tapioca and tea would be ideal for future 

procurement. But the raw materials have to be modified according to the requirement. 

There are many suppliers in the market both in China and India, which makes their bargaining 

power low. Also the switching cost is low. 

However, we will only focus on suppliers which can provide us with best price, better quality 

and show loyalty towards buyers. 

3.3.5. Bargaining Power of Customers: Moderate 

The number of buyers in this segment is growing but it can be affected by external factors like 

income, economic situations and inflation among others. The highest demand will be 

concentrated around metropolis and places of more exposure compared to the country side. 

But with increasing wealth and disposable income buyers are caring less and less about the 

prices and they are ready to pay for more hygienic and innovative products than ever before. 

3.4. Competitor Analysis 

Existing direct competitors: 

 Chatime India 

Potential future competitors:  

 Comebuy from Taiwan 

 Coco from Taiwan  
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 GongCha from Hong Kong. 

Existing indirect competitors:  

 Coffee café day 

 Barista 

 Starbucks coffee 

 M.C. Donald’s 

 Local coffee shops  

 Juice bars 
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3.4.1. Chatime India: Same Concept but Premium Segment 

Chatime is a tea franchise offering the world’s most authentic tea experience and is rapidly 

becoming known as the fresh tea specialist. Founded in Taiwan in 2003, Chatime is an 

international franchise with over 800 stores worldwide. The company launched in Australia in 

2009 and has quickly grown to near 50 outlets located across Australia. Chatime opened its 

first store in India in august 2012.12 

Competitors’ product summary:  

Cha time is and will be our major competitor because they have the approximately the same 

business model as ours and is also one of the first movers. But this provides us with the threat 

and both confidence of our business model success in India. 

Chat time is actually selling a limited menu addition with premium pricing and the most basic 

tea is sold for 70 rupees or approximately 1.40 USD. And the most expensive drink is sold for 

170 Rs plus tax which makes it is almost equal to 3.5 USD. This pricing and their store setting 

puts them in a premium segment. 

All their four existing shops in National Capital Region, India have a sitting area with a posh 

contemporary setting and all these places are high end real estate areas. The first store opened 

in MG road Gurgaon, which is one of the most expensive malls in the country and acquiring 

real estate in that mall needs deep pockets. The other three stores are also in premium 

locations across Delhi and surrounding areas (Sarojni Nagar, Lajpat Nagar and Noida sector 

18).13 

All the above mentioned criteria point out towards their intention of serving a niche market 

and they do not plan to reach masses. The amount of money they are charging for one 

particular drink is equal to a fast food joint floor or Starbucks coffee. So no way a normal man 

can afford to buy a drink there on normal basis. The entire setting of the store is also over 

whelming for a middle class customer to enter or order a drink. It’s still an unknown concept 

in the country, just like Thai or Japanese food in India. 

                                                 

12 http://www.chatime.com.au/about_us.php 
13 http://www.zomato.com/ncr/chatime-sarojini-nagar-delhi/info#tabtop 
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Marketing: 

Cha time is not using any of the main stream marketing campaigns in India or TV 

commercials as of now. They however are trying to entangle social media web sites like face 

book to engage their customers. However, the reach is small and they do not put any 

promotional offers on such pages. 

Interestingly it has become a platform for freelancer music performances on weekends and 

people go there to look for some performance by amateur bands in the city. 

NB: Please refer to Appendix 1 for Chatime product offerings and pricing details. 

Competitors’ strength and weaknesses:  

As of now Cha time is importing most of its raw materials from Taiwan and does not plan to 

procure from India and it could put pressure on it to keep the prices high and as of now, it is 

operating 4 stores in premium locations across NCR and do plan to expand rapidly. The rate 

of expansion is not that fast yet because of being a relatively new concept in India. 

The main strength they have is that they are one of the already established international 

chains with capital to invest and brand attributes on their side. They have all the logistics 

sorted out for themselves and they look ambitious. Customer seems to like their products and 

they have advantage of opening stores in prime locations. 

The main weakness could be their idea of keeping the procurement restricted to Taiwan which 

will keep their costs high where ever they open. Secondly, it’s a foreign company and concept, 

so it would be difficult for them to get people franchising their stores unless they are very 

convincing. The premium segmentation and pricing also restricts their store opening to 

metropolis and big malls only. 
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Cha time MG Mall Gurgaon: Upscale contemporary setting. 

Competitors’ objectives and strategies:  

- As of now to stay in premium segment and high end locations. 

- Expensive beverages and uniqueness in the market. 

- Use social media as marketing tool and engaging customers. 

- Attract amateur music bands and celebrities to market themselves as a place to hang 

out on weekends. 

- Not to use pre made drinks and use fresh products every time.  

Market outlook: 

The market looks very promising. The company seems to be doing a good job in the niche 

market.  So if the cost is controlled and product is more accessible for the teen agers and low 

income group people it has a huge potential in country of 1.2 billion people and one of the 

highest emerging middle class. 

Potential competitors:  

Brands like Comebuy or Coco or for instance GongCha from Hong Kong could think of 

moving into India market, just the way Chatime did. But all these companies will have to be 

cautious with the pricing and procurement. It is not an easy market like rest of the Asia. 
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3.4.2. Café Coffee Day: Same Target Market but Different Business Model 

Café Coffee Day is a division of India's largest coffee conglomerate, Amalgamated Bean 

Coffee Trading Company Ltd. (ABCTCL). ABCTCL grows coffee in its own estates of 4047 

ha. It is the largest producer of Arabica beans in Asia. Apart from this, the group also sources 

coffee from 11,000 small growers.14 

Key Features  

• Pioneers of the Café Concept in India with the its first Café at Brigade Road, Bangalore in 

1996. This Café was opened as a Cyber Café (first of its kind) but later, with the burst of 

cyber cafes it reverted to its core competency…. Coffee.  

• Essentially a youth oriented brand with majority of its customers falling in the 15-29 year 

age bracket  

• Each café, depending upon its size attracts between 400 and 800 customers daily.  

• It is a place where customers come to rejuvenate themselves and be themselves.  

USP of the Brand:  

¾  Affordable Price  

¾  Coffee – Winner of Platinum, Gold, Silver and Bronze medals at the India Barista 

Championship 2002 

Competitors’ product summary:  

Cafe Coffee Day's divisions include: 

 Coffee Day Fresh 'n' Ground, which owns 450 coffee bean and powder retail outlets. 

 Coffee Day Square, a high level coffee bar in Bangalore. 

 Coffee Day Xpress, which runs 900 plus Coffee Day kiosks. 

 Coffee Day Beverages, which runs over 14,000 vending machines. 

 Coffee Day Exports, its exporting wing. 

 Coffee Day Perfect, its fast-moving consumer goods packaged coffee division. 

                                                 

14 http://forbesindia.com/article/big-bet/vg-siddhartha-is-branching-out/26282/0?id=26282&pg=0 
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 Coffee Day B2C Plant, Coffee vending machine manufacturing in India 

Café Coffee Day currently owns and operates 213 cafes in all major cities in India. It is a part 

of India's largest coffee conglomerate named Coffee Day, Rs. 200 crore ISO 9002 certified 

company. Coffee Day's most unique aspect is that it grows the coffee it serves. 

Product Mix:  

Please refer to appendix 2. 

Brand Image: 

Café Coffee Day is a regular meeting place for 15 to 29 years old, both male and female, who 

are waited on by friendly and informed staff, and are, offered the best made coffee, hot or 

cold, beverages and food in an invigorating ambience. It is urban youngsters’ favorite  

“hangout”. Its customers are mostly young college students and young professionals. It is for 

those who are young or young at heart. 

Products: 

Café Coffee Day product mix constitutes a wide range of products that appeal primarily to 

Indian coffee and snack lovers. Products have a decided Indian taste to it - be it food or coffee. 

Most of the eatables have been adopted to meet the Indian taste buds like samosa, biryani, 

masala sandwich, tikka sandwich etc. Thus they have been trying to capture the Indian taste 

along with classic coffee. Their merchandising includes funky stuff like t-shirts, caps etc.  

Prices: 

Considering that Café Coffee Day knows its major customer lies in the bracket of 15- 29, it 

has tried to derive a policy whereby it can satisfy all its customers. The price for a cup of 

coffee ranges from Rs.17 to Rs.54. (30 cents to 1 $) from the time it first started its operations, 

there has been only minor changes in the pricing policy of Café Coffee Day. The changes 

have been more due to the government taxes than anything else. 
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Décor & Architecture:  

 Café Coffee Day had gone in for image 

change and revamping of interiors in the 

last quarter of 2001. Café interiors have 

been given a whole, new look. The 

young colors of today, lime green, 

yellow, orange, and purple predominate.  

Locations:  

Café Coffee Day looks to cater to their target market with strategically located outlets. Their 

outlets are generally located in High Street/ Family Entertainment Centers. Considering their 

generic appeal, there are Barista outlets located in and around Malls, Cinemas, Colleges, 

Offices, etc. This endorses their brand image of a café that appeals to coffee lovers of all ages. 

Promotion: 

Café Coffee Day does not believe in mass media promotions. But they are involved in all the 

areas of serious consumer passion.  

Through television and movies:  

Café coffee day has been very active in displaying their outlets and products in Bollywood 

movies and TV serials across the country. They have tied up with Channel [V]'s Get 

Gorgeous contest. They have also done promotion for History Channel, where they have run 

promotion for Hollywood Heroes. They had asked a few question and a lucky winner won a 

trip to Hollywood.  

Ticket sales:  

Café Coffee Day is involved in ticket sales in quite a few events, Enrique being one of them. 

They were involved in WWE, Elton John, and Bryan Adams ticket sales. These acts are very 

much appreciated by their consumers.  

Tie-ups:  
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Besides that Café Coffee Day also tie up lot of the youth brands. So they have a contest going 

on with Levis, another one with Scooty, Liril, latest one with Airtel Friends. Another 

placement area they have is with HDFC. HDFC wanted to promote their debit card and they 

choose Café Coffee Day. So 21 cafes have debit card machines.  

Sales Promotion:  

Café Coffee Day uses special ‘Café Citizen Card’ for rewarding Café Coffee Day’s customers. 

It is a loyalty program to gain new customers and retain the existing ones. The Café Citizens 

Card entitles members to a 10% discount on all food and beverage bills. The members also 

receive surprise gifts, along with special offers and invitations from Café Coffee Day from 

time- to- time.  

Competitors’ strengths  

 Highly rated Taste & Quality of products: CCD is known for the Taste & Quality 

of their products. 

 Value for money proposition: Café Coffee Day is projected as an “affordable” brand. 

 Strong youth orientation: The Café Coffee Day brand is, and always has been, 

extremely youth- oriented.  

Competitors’ weaknesses:  

 Weak brand image:  The brand doesn’t project a clear image to customers about 

what Café Coffee Day is all about. 

 Inefficient human resources: CCD receives an average rating for their service 

standards. 

 Ambience & Décor: CCD receives poor rating for ambiance and customers think that 

area is being utilized too much for other brand promotions.15 

                                                 

15 http://www.iipmthinktank.com/functions/marketing/compartive.pdf 
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3.4.3. Barista Coffee- Substitute Product within Niche Market 

Corporate Profile: Background, Market Entry & Growth:  

Barista coffee was establishes in 1999 with the aim of identifying growth opportunities in the 

coffee business. As of today, Barista exists in over 22 cities, and operates over 140 outlets 

nationally. In the last 2 years, Barista has opened over 100 outlets in the country and with a 

new outlet opening nationally every 14 dates; Barista is currently experiencing phenomenal 

growth. With outlets opening in Sri Lanka and Dubai, Barista is looking at potential growth 

opportunities in Asia, making it highly competitive international brand. 

Product mix: 

Please refer to Appendix 3 for product offerings and pricings. 

Product Sources:  

Barista sources its coffee beans from around the world, but a major supplier is TATA Coffee, 

part of the TATA Group that owns a large stake- holding in Barista. These coffee beans are 

then sent to Venice, Italy where they are roasted into a blend exclusively for Barista. The food 

and desserts at Barista is exclusively catered to by the Taj, who ensures a high standard of 

quality with all its products. Barista also sells merchandise through its store, all of which is 

imported. The merchandise accounts for nearly 1/6th of Barista’s overall sales. 

Merchandising:  

Barista sells various kinds of merchandise through its stores. The table details the different 

merchandising products.  

Merchandise, Tiramisu Flavors, Coffee Mugs, Blue Curacao, Barista French Press, Barista 

Coffee Beans  

Pricing: 

Barista has a ‘Skim Pricing Policy’. They began with a higher price, and skimmed the cream 

for the market. With the sudden spurt of growth in number of outlets, came the benefits of 

economies of scale. Because of this, they have been able to gradually lower their prices, and 

appeal to different segments of their target market. Considering that Barista is trying to target 
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a market whose age range is between 18 and 60 years, a pricing policy appealing to this 

segment is difficult. Extremely low prices act as a deterrent to some customers who might 

regard it as an indicator or quality, while very high prices cannot be afforded by most of the 

youth. But since Barista’s current consumer profile is quite young, their prices are mostly 

inexpensive, and at par with their competitors.  

People: 

The people at Barista are characteristically trained to be Pleasant, Polite and Positive. They 

ensure you have a quiet, uninterrupted visit and provide an escape from the daily pressures of 

life. Their uniforms are in sober shades of brown and orange, and contribute to the overall 

laid-back feeling of the café.  

Physical Evidence: 

a) Logo, Colors, Images: Barista, since the beginning has looked to use colors in its café 

interiors, logos and images; to project a “warm, earth glow, synonymous with coffee”. Barista 

uses shades of Orange & Brown to good effect to promote its “laid- back” atmosphere.  

 b) Décor and Architecture: Barista’s internal décor and architecture expresses the simplicity 

you would normally associate with traditional cafés. The furniture is made of light shades of 

wood, and there are comfortable sofas in bigger cafés. The walls are shades of orange, with 

various photographs of the love for coffee spread around each outlet.   

Place:  

Barista looks to cater to their target market with 

strategically located outlets. Their outlets are 

generally located at High Street/ Family 

Entertainment Centers. Considering their generic 

appeal, there are Barista outlets in and around 

Malls, Cinemas, Colleges, and Offices etc. this 

endorses their brand image of a café that appeals 

to coffee lovers of all ages.  
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Promotions:  

Barista currently carries out mass promotion campaigns. This is mainly in the form of 

promotions in the Press, TV and Radio Medias. At present, they do not rely heavily on 

advertising, but rely more on sponsorships and strategic alliances with other corporations. 

Barista also takes part in various sales promotion activities to help increase sales at their 

outlets.  

a) Sponsorships: 

Barista sponsors various events and festivals, which provides them valuable promotion 

directed at strategic markets. The sponsorships are mainly in kind, although major events are 

sponsored in cash also.  

b) Collaborations:  

Barista has entered into special collaborations and alliances with various partners for co- 

marketing brands. For example, Barista entered into a deal with Leo Mattel toys to provide 

the popular board game Scrabble at every Barista outlet across the country. This is an ideal 

alliance for both the organizations, because it provides Leo Mattel with an important avenue 

for promoting their product, and it provides Barista’s customers an added attraction for 

spending more time at Barista outlets.  

Barista has also entered into partnerships with various movies, for promotions through Barista, 

and recently, they tied up with Star World for its “Absolutely Everybody” campaign.  

c) Sales Promotion:  

Barista uses a special “Barista Coffee Card” for its sales promotion activities. The Barista 

Coffee Card entitles you to one complimentary hot beverage when you are done sipping seven. 

It is available to all Barista coffee regulars. No membership fees, no references required. Fill 

out the card and you are a member. As a Coffee Card holder, you earn one stamp on the card 

every time you purchase a beverage. Simply present the card to the cashier when you place 

your order at any of their outlets. Once you have collected seven stamps, you can hand over 

the card to receive your complimentary hot beverage. Barista hopes this card can help drive 

sales growth, and increase customer retention. 
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Competitors’ strength:  

 Strong brand image: Barista has a strong and clear brand image. Their customers can 

easily identify and relate to barista brand. 

 Excellent Human Resource: According to a survey, Barista received an excellent 

rating for the service and behavior of their staff. 

 Ambience & Décor: Another significant area of excellence is the kind of ambience 

and décor Barista cafés have. 

 Strong base for expansion & growth: Barista have worked hard on their brand 

image and human resources, and have a strong base for future expansion and growth- 

whether nationally or internationally. 

Competitors’ weakness:  

 Average taste & quality of products: According to the market survey, other than 

their Dessert, Barista got only an average rating for the taste & quality of their 

products. 

 Perceived as an expensive brand: Customer perceptions of Barista’s prices and value 

for money are quite negative. Even though the prices of Barista and Café Coffee Day 

are almost identical, Barista is still perceived as the more expensive brand. 

 Inconvenient delivery process: Barista’s self- service delivery process received 

almost unanimous complaints from respondents of the market survey. They found it 

inconvenient to go back to the counter just to receive their order.16 

                                                 

16 http://www.iipmthinktank.com/functions/marketing/compartive.pdf 
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3.4.4. Strategic Implications of Competitors Analysis 

Parameters Chatime Café Coffee Day Barista Chill Factor 

Cafe 

Business 

Model 

Bubble tea drinks 

in premium 

setting. 

Coffee and snacks 

in elaborated 

contemporary 

coffee shops 

Coffee and 

snacks in classic, 

sophisticated 

coffee shops. 

Bubbles tea and 

other mock tails 

in take away 

concept. 

Target 

Market 

Premium Semi premium Premium Mass market 

Target 

Segment 

Rich Youth and 

Shoppers in 

Shopping mall 

15 to 29 years old Mature customers 

and professionals 

Kids, teenagers, 

young 

professional and 

elderly. 

Pricing 70 – 170 Rs 34-100 Rs 55-125 Rs. 25 to 70 RS 

Value 

Propositions 

Unique product Good coffee Good Service Unique product 

and affordable 

Brand 

strength 

-International 

Chain 

- Huge capital 

and experience 

- High quality 

products 

- Expert of tea 

business 

-High rated drinks 

-Value for money 

-Strong youth 

orientation 

- Economies of 

scale 

-Strong brand 

image 

Quality ambience 

and décor 

-Great customer 

service 

Economies of 

scale 

-Innovative 

business model 

-Procurement 

from India 

-Strong customer 

orientation 

-Lean pricing 

strategy 

Brand 

Weakness 

- Little know 

how of Indian 

market. 

-Unknown brand 

in India 

- Procurement 

restricted to 

imports from 

Taiwan 

-Weak brand 

image 

-Poor Service 

-Poor ambience 

and decor 

- Average taste 

and quality 

-inconvenient 

delivery process 

- Perceived 

expensive 

- New in business 

- No brand equity 

-No huge 

marketing 

budget. 
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3.5. SWOT Analysis 

Strengths 

- Benefits of being the first mover. 

- Locations of the tea shops. 

- In depth know how of the business 

model compared to other companies 

in India. 

- Quality service and take away 

concept. 

- Uniqueness of the business model 

which is difficult to replicate. 

Weakness 

- Unknown product so might be 

difficult to educate customers 

initially. 

- Consumers are not very experimental 

and it takes time for them to adapt to 

a new concept. 

- Difficulty in procurement and 

logistics. 

- Marketing budget. 

Opportunities 

- High number of emerging middle 

class with disposable income and 

looking forward to something new. 

- Huge underserved market in terms of 

organized retail sector. 

- Minimum government intervention 

and rules. 

- Cheap raw materials and supply. 

- Fast moving life style.  

- People do not prefer to drink sodas 

like western countries. 

Threats 

- Substitutes of the beverage. 

- Cultural implications and stuck up 

mentality. 

- Big companies might want to 

replicate the business model. 

- Chinese and Taiwanese company 

might want to enter the Indian market 

after their huge success back home. 
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Key Partners 

-Tea Houses and 

fruit concentrate 

suppliers 

-Technology 

Suppliers 

-We provide 

them long term 

business in 

return of quality 

and commitment. 

Customer 

Segment 

-Mass market 

-Kids 

-Teenagers 

Young working 

people 

Ailing elderly 

peoples 

Key Activities 

-Customer 

Service 

-Procurement 

-Innovation 

-Low cost  

Value 

Proposition 

-Take away 

concept 

-Non spillage 

sealing 

-Hygienic in 

mass market 

-Innovative 

drinks 

-Affordable 

-Trendy and 

make customers 

look cool 

Customer 

Relationship 

-Personnel 

assistance 

Key Resources 

-Human 

Resources 

-Raw materials 

-Technology 

Channels 

- Store front 

Cost Structure 

-Location and Furniture 

-Technology 

-Raw materials 

Revenue Stream 

-Asset sale in form of beverage 

3.6. The Business Model Canvas 
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4. Segmentation, Target and Positioning 

4.1. Customer Profiling: Segmentation 

Anyone, who has disposable income and is ready to spend on eateries, will be our target 

customer. He or she could be a teenager, housewife, small kid or an office going professional. 

Our product is simply for mass market and will be attractive to all age groups. Off course 

there will be segmentation among drinks and variations according to age and preference. 

Based on competitors’ analysis and our marketing strategy, we plan to segment our potential 

customers in following category. 

 Kids from the age of 6 to teen age: This segment will form a huge portion of our 

customer segment. Since our brand will have a universal trendy appeal, we will 

target kids in bulk. We will have special kids menu to attract kids just like Mc 

Donalds has. These are generally the kids who go to shopping malls and movie 

theaters with their parents for an outing, which forms a big part of Indian 

traditional culture. These kids are generally known to be demanding and spoiled. 

They would not hesitate to drag their parents or grandparents to buy them their 

favorite drink from Chill factor cafe.  

  High School students and young couples: They will form an important part of 

our segment. It’s a new culture in India where high school students hang out in 

malls for movies and leisure times. They tend to have multiple coaching classes 

after school and do not have much time on the way to have a proper meal. They 

have set pocket money from their parents and will not mind to dispose that money 

for their favorite drink from chill factor cafe in scorching heat of summer. 

 Working men and women between 25 to 40: Chill Factor Café will definitely 

attract young professional who have a hectic and busy life style and want 

something quick to drink to fulfill their appetite. Something as refreshing and 

hygienic for such an affordable price will be a definite hit among working people. 

 Health conscious people: part of our menu will cater to health conscious and 

ailing people who want to drink something healthy because of their heart 

conditions or diabetic status. This segment has a huge potential in India because of 

the highest prevalence of such diseases and conditions. This segment has been 
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over looked for long time and they are the people who want something palatable 

and healthy to drink or eat. 

 Mass market: since we have something for everyone we can broadly consider our 

offering in mass market.  

4.2. Target Market 

Our product would be mainly targeted at mass market. It will be affordable and something 

unique and stylish, which they haven’t experienced before. Our menu will have catchy names 

and phrases to create the hype and connection with customers. The menu will be segmented 

more on the basis of health conscious people, kids, teen agers and mature customers. 

We will broadly divide our product in 3 categories according to the segments selected: 

 Kids between six to twelve years old: A very viable way of increasing footfalls in 

organized retail is to incorporate plans in the retail strategy to target kids- since when 

kids come to malls; they bring their parents along with them and not necessarily the 

other way around. Just on the lines of Mc Donalds, we will incorporate kids menu 

with some special colorful glasses and milder drinks for them. Bubble milk tea itself 

will be very interesting thing for kids in this age. India being one of the most populous 

country and has pampered middle class kids. Targeting kids could be a bumper 

strategy. Kids in India play a crucial role in deciding lots of things in the family 

including restaurants where they want to eat and drink. 

 Youth between thirteen to twenty nine years old will be our second most 

important segment: these are the people with regular pocket money and internet 

access. They want to enjoy their independence and hang out in shopping malls and 

markets. Getting them to buy a refreshing take away drink at chill factor would be an 

important strategy.  These people come to malls to watch movies, do window 

shopping and hang out with their girl and boy friends. They might not have enough 

money all the time to sit in expensive cafes and are bored and may want to go to a 

park after buying a drink. 

 Working people and store owners:  people on the go and people working in the 

shopping mall would be our important target market. As they will be all the time in the 
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close proximity of our store and would want to buy our refreshing drinks on regular 

basis. 

4.3. Positioning 
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5. Marketing Mix 

5.1. Product 

Our product is different varieties of drinks prepared in front of customer in standard size teas 

shops rented in specific locations across 

the National Capital Region, India. 

Customers will buy a unique way to 

refresh through a variety of cold and hot 

drinks with the properties and healthy 

benefits the tea. We will provide our 

customer with a unique plastic glass 

filled with drinks of their choice, which 

could be sealed in a sealing machine in 

front of their eyes and ready to go 

without worrying about spillage. A 

product with distinctive logo reflecting 

the design of the product, shown in the 

transparent cups with colorful appearance 

to increase the willingness of potential customers to try different drinks with a variety of 

adding features such as jelly , popping boba, tapioca balls and seasonal fruits. 

Uniqueness: 

 The glass ceiling concept and machine. 

 The usage of fructose dispenser machine. 

 Fillers in drinks like fruits and tapioca. 

 Thick and colorful straws to eat the fillers 

 Hygienic and tailor made approach in mass market 

 New and unheard menu in the Indian market. 
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5.2. Pricing 

Pricing will play a crucial role in our product positioning. India is a 

sensitive country to pricing issues and all the competitors in market are 

using practicing lean pricing tactics. We will start with the lean pricing 

and will have some alternatives as cheap as 30 ₨ up to 80 ₨ including 

tax from the government. We might consider free trials or buy one get 

one free promotions initially in order to make customers try our new 

product. (Indicated as desire in the survey) 

Pricing will play a crucial role in our brand differentiation because we 

want to get the highest market share while targeting masses. 

5.3. Place 

We have identified 2 main locations for our initial stores and then 

potential locations for expansions and franchise requirements. 

India as a growing economy has seen mushrooming of one stop 

shopping malls across the country, where consumers go to watch movies, 

do groceries, buy clothes and for entertainment. According to our survey 

these shopping malls would be the best location for our tea shops since it 

attracts the right kind of customers and people have time and money to 

spend on our product. Few of the famous shopping malls in the national 

capital region are: 

- Crown group of malls 

- SRS malls 

We will have our specially designed kiosks which could be set up easily 

anywhere in the shopping malls or markets. 

Design a Vegas style looking kiosk with lots of bright colors and 

energetic feel. 
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5.4. Promotion Strategies 

Because of being a startup and small company, our initial promotion strategy will be very 

limited to our immediate reach of customers and target customers. 

 Suite of Services:  Comprehensive marketing strategies begin with product and 

service development. Coffee shops can especially benefit from developing a wide, 

customer-friendly suite of services, since word-of-mouth advertising can be an 

effective way to turn large groups of people into loyal customers. Our concept is 

unique in Indian market and we have to make people try it. Even though it’s a take 

away concept, but even then we will try to give them unmatched service standards and 

super polite interaction with customers. Just like Taiwan, our cashiers and staff will be 

trained to smile and wish passer byes good morning, good afternoon and good evening 

in a singing manner. At no point of interaction or staff will be allowed to lose patience 

and be rude to customer. Lots of emphasis will be given on interaction and educating 

customers at the time of dealing. 

 Loyalty Programs: Loyalty programs will play a major role in promotion. Offering 

customers nth number of drink free after so many purchases. We will either give them 

a loyalty card and put stickers on it every time they buy a coffee or register them by 

mobile number and maintain their data and send them SMS updates about their 
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account. Or how far they are from wining a free drink of their choice. We will call it 

The Chill Factor Club and at the same time ask the customers to follow our loyalty 

page on social media. 

 Social media: social media will play a very important role as we will try to create 

local communities of Chill factor and display all the promotional activities and make it 

a very interactive platform. Customers love it when they are asked questions and 

replied back.  

 On-Premises advertising:  our setting would be down to earth enough to attract 

everyone in our kiosks. We will highlight our prices and promotions all around the 

kiosks, so that people do not hesitate to read or come to our store. There would always 

be one or the other promotion going on such as buy one get one free or buy one pay 50 

% for the second(depending on the season and cost of raw materials). 

 Pamphlets and newspapers:  we will distribute pamphlets about our store with 

promotion offers and discount coupons in the pamphlets, which will both educate and 

attract customers. 

 Sampling: most of the correspondents showed interest in trying first and then buying 

in the primary survey done by us. So initially we will be offering samples ready for 

customers to try just outside our kiosks. 

 Press release and attention:  Indian is a land of newspaper readers and having an 

article written about the business in local paper could be an unmatched tool of 

publicity. 

 Staff appearance:  We will present our employees in a very hip and funky style. It 

will give us an international look.  
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6. Product Offerings: Chill Factor Cafe 

Our product offering would be simple and less elaborated menu compared to existing business 

models in Taiwan. It will have two important 

implications: 

 We will save cost on perishables raw 

materials which are used in not so high 

demand drinks. 

 Secondly, we could concentrate on better 

quality and taste of our star products by 

keeping the menu less elaborated and 

confusing. 

After our detailed survey17  send to Indian nationals about their taste preferences, we 

inferred that they prefer anything fruit based and citrus based more than coffee. 

 Another strategy we will be following is to keep introducing one or two star 

products every season. So that we could keep revising our menu and prevent it 

from becoming monotonous. 

 Another product offering strategy we will use is the power of name. We will be 

very innovative in naming our drinks in order to associate them with our target 

customers and segments. 

NB: Please refer to Appendix 4 for chill factor café product offerings and pricings:  

                                                 

17 https://docs.google.com/forms/d/19aZvq50108mq8IQTYguL9tmU-

A49uDXYscyGQ2xK9ns/viewanalytics 
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7. Operations 

Experience: 

We have identified two companies one in Guangdong province China and one in Bancio, 

Taipei which deals with everything starting from supply, logistics and training to set up a 

bubble tea shop. We choose to work with the Taiwanese company because we find them more 

professional and serious with their training program though it’s more expensive than the 

Mainland Chinese option. The company charges somewhere around 50,000 NTD for 5 days 

training, but does not restrict number of people being trained for one company.  

During our meeting with them they showed us the recipe booklet with the exact knowhow and 

recipes for more than 50 successful drink combinations. These drink combinations are being 

successfully utilized in the 7 to 8 operating chains in the market. 

They have the proper training lab and training can be done both in Chinese and English.  

  
 

After getting trained by the selected company, we will hire a Food and Beverage manager, 

who would be a fresh graduate from a hotel management institute and who will display 

passion for beverage design. The owner of business plan himself has food and beverage 

experience of two years in a world’s leading Airlines First and Business class cabin and has a 

huge passion and understanding for this industry. The owner of the business plan is a graduate 

from an International MBA program and is trained in six sigma lean operations and 

understands in detail about the lean operations and has a working plan for it. Eventually the 

staff will be trained for both technical knowhow and customer service. 
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7.1. Supply 

Supply will play a crucial role in the uniqueness of the plan. Our major competitor is an 

international chain and they believe in procuring everything from Taiwan and have not been 

able to decrease the cost of the products. We initially plan to procure certain raw material 

from Taiwan or China, depending on the better deal and then eventually work with local 

suppliers to cut cost and increase the scale of our business. 

The fact that India is the largest producer of Tea, Tapioca pearls and tropical fruits will be 

very advantageous to us.  

Material to be imported in initial basis: 

 Glass sealing machines 

 Fructose dispenser 

 Tea shaker 

 Tapioca pearls 

Material which are readily available from suppliers in India: 

 Plastic glasses and straws 

 Coffee machines 

 Ice making machine 

 See through refrigerator 

 ST Thermos Bucket 

 Electronic cash register 

 Fruit juice concentrates 

 Tropical fruits 

 Green and black teas 

 And other raw materials. 
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Eventually, we will deal with manufacturers in respective industry to manufacture tapioca 

pearls and glass sealing machines in India and we will make a contractual deal with them 

about exclusivity. 

  
 

 
A Pictorial representation of proposed Chill factor café 
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As mentioned in Porters analysis, the bargaining power of supplier is really low because 

market is full of suppliers and cost can be really negotiated.  We will be dealing with multiple 

suppliers at different level so as not to rely on particular supplier and put ourselves in 

vulnerable position in terms of supply of raw materials. 

7.2. Systems 

We do plan to use lots of automation once our business model is successful and we have cash 

to invest in automation.  The last step in automation would be usage of Retail POS. This will 

help us make our loyalty program more user friendly and sophisticated, improve efficiency, 

reduce and calculate inventory and eventually reduce cost. But since we are in preliminary 

stage of our business, we are not sure about the ROI of installing Retail POS equipment. 

Hence we stick to basic electronic cash register. 

Other automatic systems we will use are glass sealing machines and fructose dispensers. 

They do have more basic alternatives but those alternative deviates from our business model 

and hence reduces the competitive advantage. 

  
Basic Electronic cash register Retail Point of Sale equipment 

 

7.3. Location and Environment 

Location and environment plays a crucial role for our business because of its retail nature. 

Our business model requires high traffic of consumers with purchasing power in that 

particular area where we plan to establish our kiosks.  We have identified malls in the city and 
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shopping centers which have a unique segmentation as our potential places of kiosk 

deployment. Though these places have high rents compared to other markets and lesser 

famous malls, but they are very crucial for our business. 

7.4. Regulatory Control 

We will have to deal with certain local government regulations to start this business, which 

our charted accountant partners will take care of. The few basic regulations and requirements 

are as under: 

 Trade License for running a restaurant - from the BBMP (Municipal Corporation) 

office for your location. This license costs between 5000 to 8000 INR or 100 to 150 

USD and is relatively easy to apply without the help of consultants. 

 Health Certificate - again from the health department of BBMP (Municipal 

Corporation). 

 VAT registration- Our accountant will take care of this license. 

 Shops & Establishment License – from labor department of the area, our accountant 

will take care of it. 

 Labor License – Labor dept. of the area, our accountant will take care of it. 
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8. Staff Positions and Division of Work 

Our CEO will be acting general manager in startup days and his job description includes: 

 Selection, analysis and finalizing the location of Kiosks. 

 Designing of kiosks and uniforms of Baristas. 

 Manage all the procurement in India. 

 Human resource activities like training of baristas techniques and customer 

interactions, pay roll, assimilation and leadership, performance auditing and feedback. 

 Marketing research and promotional activities design. 

 Be in charge of supplies from ware house to Kiosks. 

Accountants:  In order to keep all the accounts on Schedule Company will outsource their 

accounting and finance works to a new accounting firm called BMG.  

 Maintain the monthly account balance and financial data. 

 Help the company with various license accusations. 

 Researching and advising the general manager about the best funding way in case the 

company needs funds for expansion. 

 Making monetary transfers to the foreign providers of suppliers, shipping company, 

customs agent, ground logistics Company, etc. 

 Paying and monitoring the social insurance issue (of the employees) and fiscal issues 

(taxes payment, etc.). 

Baristas:  these are the tea tenders of the kiosks and they will be in charge of: 

 Ensuring the cleanliness of the Kiosks and utensils. 

 Suggesting the beverage of the month, quarter and season to the customer. 

 Preparing the drinks according to the company recipes to provide standardized 

products and customer satisfaction. 
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 Reporting to the team leader or general manager of any operational deficiencies 

encountered to avoid bottle necks in order to ensure smooth efficiency of operations. 

 Cooking the tapioca balls and preliminary arrangements like chopping the fruits and 

brewing the bulk tea. 

 Disposal of garbage and keeping the kiosks clean every time. 

Lead barista: 

 In addition to support the team activities at the kiosks, the lead barista will open and 

close the Kiosk every day. 

 Check the shift sales and tally them with the cashier. 

 Check the shift kiosk supplies and place an order to the general manager when they 

are at the minimum limits establish by the company. We will use the term Reorder 

point. 

 Make the shift deposit at the bank located in every location and report it by mail to the 

general manager and accountant. 

 Report to the general manager about any abnormal situation generated by customers, 

personnel or equipment. 
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9. Management Summary 

Shikhar Goel – Founder and CEO 

Mr. Shikhar Goel is the original owner of this business plan and will be responsible for 

designing strategies and overlooking operations. He is a graduate of International MBA with 

concentration in International marketing. Entrepreneurial by nature, he has experience in 3 

different industries, including Medical/ Health care, Information technology and Airlines/ 

Hospitality. He has a strong competency in designing strategic marketing plans. He also has a 

very instinctive understanding of business models in various industries. Leadership and 

motivating people comes naturally to him and have proven his caliber in various situations, be 

it promoting ethics in business or working in teams to develop a business project. 

Alfred Liao- Co founder and procurement officer Taiwan and China 

Mr. Alfred Liao originally an overseas Chinese born and raised in India, has been living in 

Taiwan for more than a decade. He is experienced in Sales and Marketing and negotiations 

with both B to B and B to C markets. Alfred is managing the entire sales dept. of his company. 

He will have stake in the company and will be a handling all the foreign procurement for our 

company. He will also be handling investor relations for our company. 

Mr. Geetanshu Sehra – Customer Relationship Management  

He is a new graduate from Delhi College of commerce and is quiet proficient in computer 

applications required to handle our web pages and social media marketing. He will also be 

responsible for managing loyalty program and automating SMS to the customers. 

Baristas and Cashiers- To be hired  

We will be employing two baristas per tea shop. We will be employing smart, trendy and 

polite people.  
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10. Entry and Growth Strategy 

10.1. 1 to 6 Months: Launch Phase 

We intend to open our first shop in Crown Plaza mall, Faridabad by end of November 2013.  

This will be one of its kind take away beverages selling business in this area. This mall 

location receives around 8000 to 10,000 customers per day mostly for recreation and 

shopping. This number goes up to 15,000 during weekends. Another advantage is of not 

having any direct competitors in the segment. M.C. Donald’s and Pizza hut are the only 2 

western Chains selling beverages and one Sandwich shop sells coffee. We will sell our take 

away beverages at lower price than existing chains and will dominate the mall beverage 

selling by end of December. Our target would be to reach at least 500 customers a day. With 

these 500 average customers a day we estimate our monthly revenue to be 360,000 INR. After 

taking out all the expenses we shall be able to make profit of 160,000 INR per month.   

10.2. Expansion Plan in Summer 2014 

 If sales and growth goes according to plan, we will open our second kiosk by April 2014 with 

more hands on experience. Our second location would be Sector 15 market in the same city 

which receives another potential 15000 customers.  Opening in April will be a good time 

because its starts to get hot and people are always in search of something more refreshing and 

cool. And that is exactly what our kiosk will provide to our valued customers. This market has 

an advantage of access of more population and no parking fee. 

10.3. Start of Franchise Business by January 2015: Domestic Franchise 

Goal: To become the preferred franchise company for any one in India to start their own 

beverage shops across any metropolis around the country. 

We shall start constructing our business model and logistics around franchise business with 

the start of New Year.  

 We shall be looking into the procuring of raw materials across India at the lowest cost 

and best quality from ODM suppliers to pack it under Go Liquid Private Limited. 

 We shall be shifting to a company in India to manufacture black tapioca balls ideal for 

bubble tea making and stop the import from China or Taiwan to make it locally viable. 
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 We shall identify our supply partners for equipment like sealing machine, mixers, ice 

machines etc. and the entire set of machines required for the business model to achieve 

economies of scale. 

Once we have been able to achieve all the logistics part under our belly, we shall move to 

identify potential franchise across different cities in North India like Chandigarh, 

Ludhiana, Jaipur and Gurgaon.   

Once we have identified our potential business partners, we shall be providing them with 

following services and value proposition after signing a contact with them 

 Fully fitted out and equipped by Go Liquid, ready to start operations; 

 Full training in every aspect of running a Chill Factor and retail business; 

 Assistance with staffing as Go Liquid will help in selecting and training the key 

person. 

 Business operation systems – the new business will be set up with Chill Factor 

operating systems; 

 Chill Factor name and trademark –business will trade as Chill Factor and franchise 

will be licensed to use the Chill Factor name and trade mark; 

 Quality control monitoring; 

 Supply of Chill Factor original materials; 

 Develop and launch new products regularly; and 

 Research and develop new products to meet local tastes or markets. 

10.4. International Franchise by End of 2016 

If locally successful, we would want to tap the opportunities in rest of the Indian sub-

continent countries like Pakistan, Sri Lanka, Maldives, Mauritius, Seychelles, Bangladesh and 

Nepal. 

Goal: To become the sort after and preferred franchise company for business men in Indian 

sub-continent to start their own beverage shops locally. We shall provide same services and 
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value propositions as mentioned above to the valued customers across the continent. We will 

maintain major stakes with local business partners under the same brand name. 
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11. Demand Forecast 

Our first proposed location is Crown Plaza Shopping Mall, Faridabad.  

Number of customers entering mall in week days – 8000 to 10000. 

Number of customers entering mall on Weekends – 13000 – 15000. 

As this mall receives at least 2000 cars per day for parking and most of them carry families. 

This mall receives people mostly of our target segment, who go there to watch movies, do 

shopping and play amusement games. This is one of the most successful malls in the city 

because of location and first mover in mall segment. 

On an average day we plan to target at least 500 customers a day out of 8000 people entering 

mall. 

Expected Scenario: Chill Factor demand forecast for year 2014 – 2016 

Year  Jan 2014 –Dec 2014 Jan 2015 –Dec 2015 Jan 2016 –Dec 2016 

Customers per day 500 650 800 

Customers per month 15000 19,500 24000 

Customers per year 180,000 234,000 288,000 

 

Worst case Scenario: Chill Factor demand forecast for year 2014 – 2016 

Year  Jan 2014 –Dec 2015 Jan 2014 –Dec 2015 Jan 2016 –Dec 2016 

Customers per day 300 400 500 

Customers per month 9000 12,000 15000 

Customers per year 108,000 144,000 180,000 

 

Best case Scenario: Chill Factor demand forecast for year 2014 – 2016 

Year  Jan 2015 –Dec 2015 Jan 2015 –Dec 2015 Jan 2016 –Dec 2016 

Customers per day 600 800 1000 

Customers per month 18000 24000 30,000 

Customers per year 216,000 288,000 360,000 
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12. Financial Projections 

12.1. Cost of Goods Sold 

Costs of goods sold depend on the volume of the customers that the kiosks will receive in a 

fixed period. These costs are calculated based in the common market prices, taking into 

consideration the average cost of all the beverages in the menu. These costs might be lower a 

s volume in orders increase, also increasing the power of Chill Factor to ask for a discounted 

price. 

Drinks average price for a unit drink was calculated based on the survey we did with Indian 

nationals and willingness to pay for such a drink and other taxes and is more or less going to 

be around in the range or 40 to 60  INR OR 1 TO 1.2 US$.  

 
Survey statistics: willingness to pay for such a product. 

 

The average cost price of a unit drink comes out to be 20 Rupees or .36 US$. 

This gives us a margin of approximately 30 Rupees or .54 US$ per drink. 

For details on calculations of Initial investment, fixed and variable cost and calculations of 

cost per unit and margin per unit- plese refer to tables in appendix 5. 

12.2. Operation and Administrative Expenses 

Operation and administrative expenses have been determined by staff salaries, cost of basic 

services, rent, advertising and other costs. 

All salaries include the monthly, annual and Diwali bonuses that are regulated by the Indian 

labor law. The phone account included the telephone located at every kiosk which will be 

used to order logistics and handle customer calls and will also supply Wi-Fi and internet 

connection to the POS. 
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The equipment maintains amount includes regular maintains and unexpected repairs. 

After salaries, rent represents the biggest fixed cost. The first year the company expects to 

open the one store in a major shopping mall and our income statement is based on one store 

set up only to make things simple. 

The advertising and promotion cost will be the high in first year and will gradually decrease 

with coming years as our brand will be more recognized and become part of mall visitors life. 

The other expenses account is for unexpected or uncovered expenses. It was calculated by 3% 

of all other costs. 

12.3. Initial Investment 

The initial investment includes 5 different items including: 

License and permit fees: this amount will be paid to a accountancy firm in order to obtain all 

the necessary licenses and permits to operate. This amount includes the lawyer fee. 

Machinery: this amount includes all the machinery necessary to operate the shop in first year 

such as: commercial blender, Ice maker, fructose dispenser machine, shaking machine, see 

through refrigerator, POS and automatic sales machine etc. 

Utensils: this will include various simple utensils and machines used for beverage making. 

For e.g. tea containers, specials scoops, cocktail shakers, measuring spoons among others. 

Raw material supplies: this amount takes into the consideration the cups, thick straws, seal 

printed with the company logo and syrups, powders, jelly, popping boba and tapioca pearls 

for a demand of 15000 glasses per month. 

Please refer to the appendix for the initial setup equipment cost and depreciation calculated. 

12.4. Funding 

For the first year of operations and 6 months of supply company needs 1,912,822 Rupees or 

34,778 US$.  

Chill factor would be funded by two sources: 
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 Owners’ capital from personal savings and rental units he owns would cover around 

1,000,000 INR or 181,818 US$. 

 Bank loan of 1,000,000 INR OR 181,818 US$ with the interest rate of 12% 

12.5. Break Even Analysis 

Break even analysis input in USD: 

Expected unit sales 15000/Month 

Fixed Cost 2328 US$ 

Price per unit 1 US$ 

Variable unit cost 0.49 US$ 

 

We will break even at 4,565 units within one month or 54780 per year. 

Breakeven Analysis Summary 

Variable Cost $0.49 per unit 

Fixed Cost $2,328.00 

Expected Sales 15,000 units 

Price $1.00 per unit 

Total Revenue $15,000.00 

Total Variable Costs $7,350.00 

Profit $5,322.00 

 

This break even analysis puts up in very safe position and even in worst case scenario we are 

better than break even. 
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12.6. Income Statement 

Chill Factor Café 

Income Statement Projection 

End of December of each year 

              

  2014 INR 2014 US$ 2015 INR 2015 US$ 2016 INR 2016 US$ 

Revenues             

Sales 9000000 163636.3636 12870000 234000 17280000 314181.8182 

Cost of goods 

sold 

1056000 19200 1200000 21818.18182 1440000 26181.81818 

Gross profit ₹ 7,944,000.00 $144,436.36 ₹ 11,670,000.00 $212,181.82 ₹ 16,440,000.00 $298,909.09 

       

Operating 

expenses 

            

Salaries 600000 10909.09091 720000 13090.90909 840000 15272.72727 

Telephone 

Expenses 

12000 218.1818182 12000 218.1818182 12000 218.1818182 

Equipment 

maintenance 

120000 2181.818182 120000 2181.818182 120000 2181.818182 

Internet 12000 218.1818182 12000 218.1818182 12000 218.1818182 

Rent 600000 10909.09091 660000 12000 720000 13090.90909 

Business 

Promotion 

Expenses 

480000 8727.272727 360000 6545.454545 360000 6545.454545 

Other 

Expenses 

480000 8727.272727 600000 10909.09091 720000 13090.90909 

       Net 

Operating 

Income 

 ₹  5,640,000.00   $ 102,545.45   ₹  9,186,000   $167,018.18   ₹  13,656,000  $248,290.91  

Depreciation  70923 1289.509091 60284.805 1096.087364 51242.08425 931.6742591 

Net Income 

after 

Depreciation 

 5,569,077.00₮   101,255.95₮   9,125,715.20₮     

165,922.09₮  

   

13,604,757.92₮  

   

247,359.23₮  

Interest 

expenses 

478974.57 8708.628545 400000 7272.727273 400000 7272.727273 

Income before 

taxes 

5090102.43 92547.31691 8725715.195 158649.3672 13204757.92 240086.5076 

Income Tax 1527030.729 27764.19507 2617714.559 47594.81015 3961427.375 72025.95227 

Net Income ₹ 3,563,071.70  $    64,783.12  ₹ 6,108,000.64 $111,054.56 ₹ 9,243,330.54 $168,060.56 
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12.7. Cash Flow Statement: INR 

Chill Factor Café 

Cash Flow Statement Projection 

Ended at December 31 of each year 

  2013 INR 2014 INR 2015 INR 2016 INR 

Cash from operating 

activities 

        

Beverage revenues 0 9000000 12870000 17280000 

Total cash recites  0 9000000 12870000 17280000 

Cost of goods sold   1056000 1200000 1440000 

Cost of sales and 

administrative 

        

Salaries   600000 720000 840000 

Phone   12000 12000 12000 

Equipment Maintenance   120000 120000 120000 

Internet   12000 12000 12000 

Rent   600000 660000 720000 

Advertising and Promotion   480000 360000 360000 

Other Expenses   480000 600000 720000 

Total cash from operating 

activities 

  5640000 9186000 13056000 

Cash from financing 

activities 

        

Owners investment 1000000       

Short term loan 1000000       

Payment including interest   -416348.98 -416348.98 -416348.98 

Total cash from financing 

activities 

2000000 -416348.98 -416348.98 -416348.98 

          

Cash from investing 

activities 

        

Machinery and utensils -422822       

License and permits -50000       

Total cash from investing 

activities 

-472822       

Ending cash position 1527178 5223651.02 8769651.02 12639651.02 

Starting cash position 0 1527178 ₹ 

6,750,829.02 

₹ 

15,520,480.04 

Accumulated cash flows 1527178 ₹ 6,750,829 ₹ 15,520,480 ₹ 28,160,131 
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12.8. Cash Flow Statement: USD 

Chill Factor Café 

Cash Flow Statement Projection 

Ended at December 31 of each year 

  2013 US$ 2014 US$ 2015 US$ 2016 US$ 

Cash from operating 

activities 

        

Beverage revenues  163636.364 234000 314181.8182 

Total cash recites   163636.364 234000 314181.8182 

Cost of goods sold  19200 21818.18182 26181.81818 

Cost of sales and 

administrative 

  

    

Salaries  10909.0909 13090.90909 15272.72727 

Phone  218.181818 218.1818182 218.1818182 

Equipment Maintenance  2181.81818 2181.818182 2181.818182 

Internet  218.181818 218.1818182 218.1818182 

Rent  10909.0909 12000 13090.90909 

Advertising and Promotion  8727.27273 6545.454545 6545.454545 

Other Expenses  8727.27273 10909.09091 13090.90909 

Total cash from operating 

activities 

 

102545.455 167018.1818 237381.8182 

Cash from financing 

activities 

    

Owners investment 18181.82    

Short term loan 18181.82    

Payment including interest     

Total cash from financing 

activities 

36363.64 

 

-7569.98145 

 

-7569.98145 

 

-7569.98145 

 

      

Cash from investing 

activities 

    

Machinery and utensils -7687.67    

License and permits -909.091    

Total cash from investing 

activities -8596.76 

   

Ending cash position 27766.88 94975.4731 159448.2004 229811.8367 

Starting cash position 0 27766.8727 122742.3458 282190.5462 

Accumulated cash flows 27766.87 $122,742.35 $282,190.55 $ 512,002.38 
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12.9. Net Present Value Analysis 

Net Present Value Analysis 

  INR US$ INR US$ INR US$ 

Cash flows  5223651.02 94975.4731 8769651.02 159448.2 12639651.02 229811.837 

Discount Rate 

^ t 

1.12 1.12 1.2544 1.2544 1.404928 1.404928 

Present value ₹ 

4,663,974.13 

$84,799.53 ₹ 

6,991,112.10 

$127,111.13 ₹ 

8,996,653.94 

$163,575.53 

Sum present 

value INR 

₹ 

20,651,740.16 

      

Sum present 

value US$ 

$375,486.18       

Investment 

INR 

₹ 

2,000,000.00 

      

Investment 

US$ 

$36,363.64       

NPV INR ₹ 

18,651,740.16 

      

NPV US$ $339,122.54           

 

Based on the cash flow projections and calculating the NPV, It can be determined that this 

project will be profitable. The project is feasible at a 12% discount rate due to a positive NPV. 
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13. Potential Risks 

Increased competition:  

Though, the chances of competition immediately in the segment from the local players are 

less but eventually with the idea getting more acceptances, people might want to copy the idea.  

However, we will keep our eyes and ears open for any potential competitors in market and 

keep our core values and competency strong i.e. great customer service, very catchy and 

dynamic campaigns and improvising drinks menu all the time.  

Keeping the quality of products and variety by securing a good relationship with suppliers and 

becoming the exclusive distributers of such kind of raw materials, this will be the key to 

success of this business model. 

Maintaining healthy and sensible marketing campaigns and customer relationship 

management. 

Extensively developing customer loyalty program and getting customers entangled in it all 

through their segment life cycle. 

Creating employee loyalty by implementing a company culture, recognize outstanding 

employees and other motivation strategies. 

Regulatory Changes:  

Political and economic changes in the home country and country of manufacturing will be a 

constant menace. However, India being politically stable most of the time reduces this threat 

to least. New regulations about manufacturing or importing/exporting, new permits, fee 

adjustments, etc. will impact directly on the price of supplies and hence in the price of 

company products. To overcome such challenges, our company will eventually try to procure 

everything from India. 

Consumer attitude towards the product or possible rejection: 

This is the most dangerous risk. However, Chatime outlets in India reduce this risk. We will 

be innovative and alert enough all the time to track customer preferences before we include 

economies of scale for any beverage. 
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Negative publicity or negative media reviews:  

In a democratic country like India, media plays a very important role in making or breaking 

you. We have to be very cautious while dealing with media. We will avoid any possible 

media criticism. 

Franchising: 

Franchise will play a very important role in our company expansion and brand recognition. 

There could be possibility that people might not get convinced about franchising our business 

or might want to open our shop in a wrong location. Client relationship and detailed analysis 

will be crucial. 
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14. Conclusion 

We believe by following this plan Chill Factor Café can become an International franchise 

chain in stipulated time. 

There is no direct competition in market in same segment.  This business model is one of the 

few business models which has been taken from China region and has been successful around 

the globe.  

The prices of drinks are competitive and cater to various tastes which other coffee shops fail 

to provide. 

We will have competitive advantage over other companies from Far East because of 

knowhow of local market and local procurement drive. 

Our excessively customer centric approach will help us make loyal customers. 

The cash flow and NPV is greater than zero at all times which is indicative of positive returns. 

Implementing a franchise system after a period and entering different countries by making 

joint ventures across Indian sub-continent seems a good possibility for expansion and making 

it an international brand. 

One thing is for sure. Bubble tea is not a fad. It has become a trend worldwide and it’s just the 

matter of time when this product becomes a household name in Indian market. 
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16. Appendixes 

16.1. Appendix 1 

Chatime India product offering and pricing chart18: 

 

                                                 

18 http://www.zomato.com/ncr/chatime-sarojini-nagar-delhi/menu#tabtop 
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16.2. Appendix 2 

Coffee Café Day, India product offering and pricing chart19: 

 

                                                 

19 http://www.zomato.com/ncr/chatime-sarojini-nagar-delhi/menu#tabtop 
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16.3. Appendix 3 

Coffee Café Day, India product offering and pricing chart20: 

 

                                                 

20 http://www.barista.co.in/users/index.aspx 
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16.4. Appendix 4 

Chill factor café product offerings and pricing list: 
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16.5. Appendix 5 

Table: Initial investment per booth and depreciation cost calculated per year. 

Product Quantity 

required 

Country 

of 

Purchase 

Price in 

Rupees 

Price in US$ Years 

of 

usage 

Salvage 

value 

IN$ 

  Depriciation 

in INR 

Depriciation 

in US$ 

Ice Machine 1 India 20,000 364 7 2,000 18,000 2,571 47 

See through 

refegeirator 

1 India 20,000 363.6363636 10 2000 18000 1800 32.72727 

Commercial 

coffee 

machine 

1 India 45,000 818.1818182 5 5000 40000 8000 145.4545 

Sealing 

Machine(A) 

220v/set 

1 China 36,534 664.2545455 5 2000 34534 6906.8 125.5782 

Fructose 

Dispenser 

Machine(A) 

220v/set 

1 China 35088 637.9636364 5 2000 33088 6617.6 120.32 

Shake 

Machine 

110v/220v/set 

1 China 35,088 637.9636364 3 2000 33088 11029.33 200.5333 

Pump, 

Stariner, 

Strir 

1 each China 1,112 20.21818182 3 0       

Hot water 

boiler 

1 India 10,000 181.8181818 3 1000 9000 3000 54.54545 

Interior 

design  

1 India 200,000 3636.363636           

Licence and 

permit fee 

Multiple India 50,000 909.0909091           

others   India 20000 363.6363636           

Total     472822 8596.763636       39925.16 725.912 
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16.6. Appendix 6 

Table: Showing calculation of fixed cost, Variable cost and cost per unit. 

Product Quantity 

required 

Country 

of 

purchase 

Cost in 

INR 

(Expected 

Scn.) 

Cost in 

US$ 

(Expected 

Scn.) 

Cost in 

INR 

(Best 

Scn.) 

Cost in 

US$ 

(Best Scn.) 

Cost in 

INR 

( Worst 

case) 

Cost in 

US$ 

( Worst 

case) 

Fixed cost 

Rent and 

electricity 

1 India 50000 909.0909 50000 909.090909 50000 909.090909 

Monthly 

Salary 

3 India 50000 909.0909 50000 909.090909 50000 909.090909 

Internet 1 India 1000 18.18182 1000 18.1818182 1000 18.1818182 

Maintenance Fixed India 10000 181.8182 10000 181.818182 10000 181.818182 

Phone 

rentals 

1 India 1000 18.18182 1000 18.1818182 1000 18.1818182 

Variable cost 

Advertising 

and 

promotion 

variable India 40000 727.2727 30000 545.454545 50000 909.090909 

Perishables  variable India 40000 727.2727 50000 909.090909 30000 545.454545 

Plastic 

glasses and 

straws 

9000-

24000 

India 10000 181.8182 12000 218.181818 8000 145.454545 

Sealing film 18 - 40 India 8000 145.4545 10000 181.818182 5000 90.9090909 

Others variable India 30000 545.4545 30000 545.454545 30000 545.454545 

Total cost 

per month 

    240000 4363.636 244000 4436.36364 235000 4272.72727 

Revenue 

before VAT 

    750000 13636.36 900000 16363.6364 450000 8181.81818 

Revenue 

after VAT 

2013 -2014 

    694444.44 12626.26 833333.33 15151.5152 416666.7 7575.75757 

 Total 

Profits 

    454444.44 8262.623 589333.33 10715.1515 181666.7 3303.0303 

Margin per 

unit sold 

    30.296296 0.550842 39.288889 0.71434344 12.11111 0.22020202 

Cost of one 

unit sold 

    19.703704 0.349158 10.711111 49.2856566 37.88889 49.779798 
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16.7. Appendix 7 

Primary questionnaire and responses:      % 

1) Which city in India do you belong to? 

-Most of the respondents were from National capital region of India. 

2) Are you a male or female? And how old are you. 

- 55% of the respondents were male and rest 45 % percent were female. 

-The youngest respondent is 17 years old and the oldest is 46 years old. 

3) What is your monthly income? 

-Unemployed or pocket money       29% 

-Between 10,000 to 25,000 INR       13% 

-Between 25,000 to 50,000 INR       20% 

-More than 50,000 INR        38% 

4) How often do you go for an outing in a week either to a shopping mall or a Shopping 

Center in your area or just for a movie to multiplex? 

-Go to shopping mall once or twice in a month.      55% 

-Go once in a week         16% 

-Go two times in a week        20% 

-Go three times in a week.           9% 

5) When you go out to a similar place, do you- 

-Mostly go alone or with friends       58% 

-Mostly go with spouse        33% 

-Mostly go with spouse and kids       08% 

-Go with spouse, kids and parents         0% 

6) How much do you think you spend on such an outing to a shopping mall on food and 

drinks? 

-Less than 100 rupees per person         6% 

-Less than 200 rupees per person       25% 

-Less than 300 rupees per person       19% 
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-More than 400 but less than 1000       51% 

7) Do you prefer to avoid all the temptations in the mall and go back home and eat? 

-Always in order to save money         0% 

-Sometimes          78% 

-Most of the times           9% 

-Mostly because of health reasons       13% 

8) When you go to a multiplex to watch an upcoming Bollywood movie 

-You go home as soon as movie gets over      13% 

-You hang out a bit in the shopping mall and look for eateries and drinks  36% 

-You might hang out or not depending on the time and how tired you are  51% 

9) How often do you go to the coffee shop in your area or shopping malls in the city? 

-Almost daily            5% 

-2 to 3 times a week         25% 

-2 to 3 times in month         35% 

-Rarely          35% 

10) How much money would you prefer to spend on these coffee shops? 

-Less than 50 rupees         16% 

-More than 50 but less than 100         1% 

-More than 100 but less than 200       36% 

-Don't care about the price        36% 

11)Do you feel that if there was something more innovative, refreshing, and affordable 

to drink in a take away format in the same shopping mall, how likely would you buy a 

drink from such a shop when you visit this shopping mall? 

-Every time I go         27% 

-Only if I am super thirsty          9% 

-Only if I like the taste after a trial offer      49% 

-Once in a while, if I come across the shop on my way    15% 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

71 

12) Have you heard about Taiwan famous bubble tea before? 

-Yes           25% 

-No           75% 

13) Imagine if you have to choose a take away refreshing drink in a shopping mall or 

shopping Center. Based on your liking, answer the following questions. (Does the 

concept and flavor appeals to you?) 

-Bubble milk tea 

Definitely would try         63% 

May or may not try         35% 

Will not try            2% 

Passion fruit green tea 

-Definitely would try         56% 

-May or may not try         35% 

-Will not try          10% 

Coconut jelly milk tea 

-Definitely would try         29% 

-May or may not try         31% 

-Will not try          40% 

Honey aloe juice 

-Definitely would try         48% 

-May or may not try         31% 

-Will not try          21% 

Coffee jelly milk tea 

-Definitely would try         43% 

-May or may not try         29% 

-Will not try          27% 

Lychee Juice with jelly 

-Definitely would try         61% 

-May or may not try         22% 

-Will not try          18% 
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Jasmine green tea 

-Definitely would try         49% 

-May or may not try         31% 

-Will not try          20% 

14) How much do you think you can pay for the above mentioned drinks? 

-30 to 50 Rupees         19%  

-40 to 60 Rupees         27% 

-50 to 70 Rupees         12% 

-Anything under 100 is fine 22       42% 


