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Research Methods – Preliminary Research

Organizational Analysis 
● Ponder Coffee’s Website
● Social Media (Facebook, Instagram) 
● Observations of operations

Competition Analysis
● Competitors Websites 
● Competitors Social Media (Facebook, Instagram) 
● Marketing 

- Pleasant City Coffee      - Creation Coffee
- Starbucks                          - Twelve17 
- Einstein’s Bagel Bros.      - Biggby 



Research Methods – Preliminary Research
Media Coverage Analysis

● Reviews and Travel Sites

○ Yelp 
○ Trip Advisor

● Local Papers

○ CM Life 

○ The Morning Sun
● Local Blogs and Sites

○ Awesome Mitten

○ Meet Mt. Pleasant

Industry Reports
● CM Life 
● National Health Institute 
● Blogs and Community Sites (Strong Towns)



Media Coverage Analysis – Key Findings

Reviews and Travel 
Sites

Local Papers

Local Blogs and Sites

Trip Advisor: 4/5
• 1 review (2023), coffee is 

great but space is crammed
Yelp: 4.75/5
• 29 reviews, mostly 5’s
• Cozy, cute atmosphere 
• Good food and coffee

Meet Mount Pleasant 
• Displays places in Mount 

Pleasant 
• Positive tones on quaint, unique 

coffee shop
Awesome Mitten 
• Local blogger 
• Notes good food and avocado 

toast
GC Magazine
• Story on Franklin Location
• Positive comments on crisp, 

clean atmosphere 

CM Life- https://www.cm-
life.com/article/2023/02/d_b
estof_032423
• Best Coffee Shop and Best 

Place for a First Date of 
2023 school year 

The Morning Sun
• Reporting on new 

locations on campus for 
student reach (Jul 2018)

https://www.cm-life.com/article/2023/02/d_bestof_032423
https://www.cm-life.com/article/2023/02/d_bestof_032423
https://www.cm-life.com/article/2023/02/d_bestof_032423
https://www.cm-life.com/article/2023/02/d_bestof_032423
https://www.themorningsun.com/2018/07/04/ponder-coffee-shop-to-expand-to-second-location-on-cmus-campus/


Research Analysis – Industry Key Findings

Local Coffee & Small Business

• Staple parts of community 

life 

• Demographic of coffee 

drinkers 

• Learning local target 

audiences to properly 

promote

• Why coffee? Why here?

• Blogs and online articles 

(ex. Strong Towns)

• National Institutes of 

Health

Taking data from 
research and 
applying it to 

business practices 



Organization Analysis: Key Findings

Facebook: @Ponder Coffee 
Company
• Almost 4.5K followers
Instagram: @pondercoffeeco
• More than 4K followers
Tiktok: N/A
• Good opportunity to grow!

https://www.pondercoffee.co/
• Clean, User-friendly 
• No Blog 
• Mission Statement 
• “Our Philosophy”
• Core Values

Franklin/Bellows
• 9am-7pm weekdays
• 9am-3pm weekends
Downtown (Broadway)
• 7:30am-3pm weekdays 
• 9am-3pm weekends
Health Professions
• 7:30am-2:30pm T-Th
• 7:30am-1pm F
• Closed on weekends
Park Library
• 7:30am-5pm weekdays
• Closed on weekends

*Limited menu on-campus
Waffles, Sandwiches, 
Burritos, Bagels/Pastries, 
Full Coffee Menu and 
Seasonal Coffee Specials 

• Promos 
• Merch 
• Mobile Order 

Social Media Website Locations/Hours

Menu Misc.

https://www.pondercoffee.co/


Competition Analysis: Key Findings

Location
• Midland, Mt. Pleasant, 

Saginaw, Frankenmuth
Why a competitor?
• They offer a similar 

menu/atmosphere 
Their Advantage:
• They have an App! 
• Spread out farther 

regionally
Ponder’s Advantage
• On-Campus locations
• More sandwich/burrito 

options
• Waffles!

Location
• UC, Mt. Pleasant
Why a competitor?
• Another on-campus 

coffee/pastry location 
Their Advantage:
• Chain restaurant- a 

dependability/trust 
factor

Ponder’s Advantage
• Higher-quality 

Food/coffee 
• Larger portion sizes
• Locally owned
• Waffles!

Location
• EHS Building
Why a competitor?
• Another on-campus coffee location 

with a large variety of sandwiches 
Their Advantage:
• Only coffee location on that side of 

campus
• Chain restaurant- dependable/trust
Ponder’s Advantage
• Locally owned 
• Open on the weekend 
• Waffles!

Creation Coffee Starbucks Einstein Bros. Bagels



Competition Analysis: Key Findings

Location
• Grace Church in Mt. 

Pleasant
Why a competitor?
• A local coffee shop with 

immense study space
Their Advantage:
• Cost of coffee is 

“suggested donation
• More study/lounge space 
Ponder’s Advantage
• Mobile Order
• More locations including 

on-campus
• Waffles!

Location
• Several in Mt. Pleasant
Why a competitor?
• Offer a similar food menu as 

Ponder
Their Advantage:
• SO MANY drink options
• Refreshers, larger menu
• Chain dependable and 

trustworthy
Ponder’s Advantage
• Higher-quality Food/coffee 
• Locally owned
• Waffles!

Location
• Downtown Mt. Pleasant
Why a competitor?
• Offers a similar menu AND it’s a 

locally owned coffee shop
Their Advantage:
• Crepes
• Open really late (10pm on the 

weekends!
Ponder’s Advantage
• More locations overall 
• Locations on campus
• Waffles!

Twelve17 Biggby Pleasant City Coffee



Competition Analysis: Key Findings

Ponder’s Advantage

• On-Campus locations

• More sandwich and 

burrito options

• Waffles!

Ponder’s Advantage

• Higher-

quality Food/coffee

• Larger portion sizes

• Locally owned

• Waffles!

Ponder’s Advantage

• Locally owned

• Open on the weekend

• Waffles!

Ponder’s Advantage

• Mobile Order

• More locations 

including on-campus

• Waffles!

Ponder’s Advantage

• Higher-quality food and 

coffee

• On-campus

• Locally owned

• Waffles!

Ponder’s Advantage

• More locations overall

• Locations on campus

• Waffles!

Creation Coffee Starbucks Einstein Bros.

Twelve17 Biggby Pleasant City



Research Analysis – Interview Samples



Research Analysis – Interviews (Key 
Findings)

We had a large array of interview feedback. Key 
elements included:

● A general satisfaction rate with drink/food 
quality and service

● Little experience with marketing from the 
company itself (ex. Flyers, Social Media)

● Minor complaints mostly dealing with 
pricing and on-site store congestion



SWOT
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SWOT Analysis

Strengths Weaknesses Opportunities Threats
• Brand recognition
• Easy access to 

students on and 
off campus

• Not a big-name 
corporation 

• Menu caters to 
individuals who 
love specialty 
coffee

• Promote more 
deals and events

• Develop more 
media presence

• Opposing coffee 
companies

• Competing prices



PR Objectives 
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PR Objectives

To gain 25% student 
awareness of Ponder’s 

social media presence by 
12/1/2024

To increase Ponder 
student sales over other 

coffee companies by 10% 
by 12/1/2024

To create a favorable attitude 
among at least 80% of Ponder 
customers of their menu and 

seasonal menus by 
12/1/2024

Informational Attitudinal Behavioral



Campaign
Tactics, Audience, Strategy, Budget,  
Calendar/Timetable, Evaluation
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CMU Students 
on- and off-campus



Key Messages

Ponder is the only
coffee shop in Mount
Pleasant that offers
delicious, high-quality
waffles. Showcase
special edition flavors,
promotions, etc. 

Ponder was founded by
two CMU students- and
it’s a loved local
business! Take pride in
your college-town and
make memories at local
spots! They have merch
as well! 

Ponder has two
locations on campus.
Use your flex dollars
and you don’t even
have to drive off
campus! They also have
mobile order, so you
can order your coffee
before you even leave
the house!

Waffles Convenience Support Local



Strategy
PESO MODEL



Strategy
Paid

o Geofencing CMU's campus
Earned

o Brand Ambassadors
Shared

o "Leave a review to get a discount 
on your next coffee!"

Owned
o Flyers, promotions, and QR codes



“I wish they would post more than ‘we’re closed today’” – CMU student 
- Posts of the facilities get more likes. Posts of the menu items get better 

engagement. 
- Post more often, utilize Instagram stories! 
- Use Facebook Meta Business tools to boost posts and sponsor content. 

Tactics: Social Media



Facebook is another tool that Ponder should be utilizing better. 
- Boost/sponsor posts using Facebook Meta Business
- Utilize Link-Sharing- “Click here to try our new seasonal drink”
- More engagement in comments, comment in the community! 
- “Mount Pleasant.MI Townie Talk” and “Mount Pleasant MI 
Community Friends and Neighbors

Tactics: Social Media



Shared Media Tactic
QR/Barcode at the bottom of your transaction receipt, like so.

Tactics - Reviews



Free cup of coffee, or baked good (etc.) is an incentive to leave 
an online review and increase positivity associated with the 

brand.

Tactics - Reviews



Geofencing
• Paid Media Tactic
• Utilize in the months 

that students are on-
campus

• Approximate parameters 
pictured to the right



Example of a 
flyer that can be 
used to promote 
using QR codes 

to see online 
menus or mobile 

order.

(Fake QR code used for 
presentation, do not scan)

Tactics- Flyers & Posters



CM Life Ads
Instagram Posts

Instagram Stories

• Connection between 
university and student life 

• Widely known and read across 
campus 

• Social media is heavily 
followed



Enlisting students and others to promote and advocate 
for Ponder Coffee Company to consolidate their 

relationship with customers through their personal 
actions and words

Tactics: Brand Ambassador



Timeline: Our Tactics



Traditional Evaluation 
• Media/Message Exposure: Social Media 

Evaluation
• Audience Awareness/Attitudes: End of

Transaction/Discount Survey (part of
tactics) results

• Behavior or Results: Sales at Ponder
locations increased by 10% at the end of
the campaign



Social Media Evaluation 
• Social Media Message Exposure: Instagram 

and Facebook reach increases by 15%
• Engagement: More clicks, comments, 

shares, likes etc.
• Influence: Increase following on social 

media by 5%



Budget

$3,000 per month 
for 12 months

10% of OOPssignificant cost items 
of the campaign

$36,000 $1,493$14,930
PR Service Fee OOPs Contingency Fee

$52,423
Approximate total cost of the campaign



Slidesgo

Flaticon Freepik

CREDITS: This presentation template was 
created by Slidesgo, and includes icons by 

Flaticon, and infographics & images by Freepik 

Any Questions? 

Thanks

https://slidesgo.com/
https://www.flaticon.com/
https://www.freepik.com/
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Appendices
Interview Questions

● What do you know about Ponder?
● Where is Ponder at? 
● What’s your opinion on Ponder? What do you like/dislike there?
● What have you observed as the public opinion/perception of Ponder?
● Have you ever been to Ponder? If yes, how often? 
● What do you order the most/what’s your reason for going?
● Where do you get your information about Ponder (Deals, social media, menu, 

location, website, etc.)?
●  Do you follow or interact with Ponder on social media? 
● I’m designing a PR campaign to promote Ponder. What kinds of things will 

make you excited and really want to visit the coffee shop and order 
something? 

https://www.freepik.com/free-photo/two-people-studying-cafe-with-cup-coffee-latte_4975890.htm/?utm_source=slidesgo_template&utm_medium=referral-link&utm_campaign=sg_resources&utm_content=freepik


Interview Transcripts: 

https://www.freepik.com/free-photo/two-people-studying-cafe-with-cup-coffee-latte_4975890.htm/?utm_source=slidesgo_template&utm_medium=referral-link&utm_campaign=sg_resources&utm_content=freepik


Interview Transcripts: 

https://www.freepik.com/free-photo/two-people-studying-cafe-with-cup-coffee-latte_4975890.htm/?utm_source=slidesgo_template&utm_medium=referral-link&utm_campaign=sg_resources&utm_content=freepik


Interview Transcripts: 

https://www.freepik.com/free-photo/two-people-studying-cafe-with-cup-coffee-latte_4975890.htm/?utm_source=slidesgo_template&utm_medium=referral-link&utm_campaign=sg_resources&utm_content=freepik
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