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Executive Summary 
Cups of Change will be a coffee shop located in the downtown business 

district in White Plains, NY. It will operate as a for-profit benefit corporation 
incorporated in New York State. As a benefit corporation, Cups of Change is 
mission-driven and will measure its success economically, environmentally, 
and socially.  

 
Our Objectives: 

• Make and sell high quality beverages and food to our customers  
• Source all ingredients ethically and sustainably  
• Require all ingredients are fair trade certified, organic, and when 

possible, local  
• Employ those that are typically “unemployable” through our modified 

open hiring policy  
• Offer personal development programs and equity-based compensation 

for our employees so that they can eventually seek employment 
elsewhere  

• Create an environment imbued with personality and conducive to 
collaboration and creativity for our customers  

• Eventually add an ecommerce business that will sell our products to a 
wider market  
 

Cups of Change will provide value to all of its stakeholders through its 
holistic approach. A recent study by Cone Communications and Echo Research 
revealed, “more than 90 percent of shoppers worldwide are likely to switch to 
brands that support a good cause, given similar price and quality” (Brooks). 
Moreover, only “6 percent of the consumers surveyed believe the singular 
purpose of business is to make money for shareholders” (Brooks). Lastly, “more 
than 80 percent of those surveyed consider social and environmental issues 
when deciding where to work, what to buy, and where to shop” (Brooks). These 
statistics show the need for a change in the business place and they support 
the vision for Cups of Change. Consumers are becoming more informed about 
the products they buy and companies they support. Cups of Change will be an 
organization that fills their new shopping criteria and consumers will be proud 
to support us.  
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Company Summary 

Overview 
Cups of Change will operate as a for-profit, benefit corporation 

incorporated in New York State and located in White Plains, NY. It will be a 
coffee shop that serves a variety of coffees, teas, and hot chocolates in addition 
to bakery items and light lunch items, such as soups and premade wraps. All 
ingredients will be organic and fair trade certified. Cups of Change will have an 
atmosphere conducive to collaboration and serve as an environment for people 
to read, relax and work individually or as a group.  

Cups of Change will be located in the business district of downtown 
White Plains. It is a high traffic area with office buildings and heavy commuter 
foot traffic from the local train station. Additionally, it is an area that lacks a 
unique and independently owned coffee shop. 

As a benefit corporation, Cups of Change is mission-driven. It seeks to 
create social, financial, and environmental value through its holistic approach. 
First, it will provide collaborative spaces for members of the community to 
meet, work, grow and innovate. Second, it will hire people that would typically 
be considered “unemployable” and offer educational programming and equity-
based incentives. Cups of Change will exist to bring positive changes to its 
community with every cup of coffee served. It will be a store imbued with 
personality and a sense of community.  

Our competitive advantage comes from the combination of these 
elements. Our customers will not only love our products, but also knowing that 
they are supporting something bigger with every cup.  
 

 

Ownership 

 

Emily Corelli, 
Founder 

Emily Corelli will receive a Bachelor of Science in Business 
Administration from Bucknell University in December 2015. She will be 
studying abroad in Florence, Italy to take an entrepreneurship course 
next semester. Emily has worked for General Electric, McGladrey, 
NY/NJ Super Bowl Host Company, Silkflowers.com, Esperon 
Technology and the Pennsylvania Small Business Development Center. 
Emily is also a member of the Bucknell Men’s Club Ice Hockey Team 
and was the Vice President of the Delta Phi chapter of Kappa Kappa 
Gamma. Her interests include small business, entrepreneurship, ice 
hockey, golf, travel, and of course – caffeinated beverages.   
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History  
Cups of Change has drawn inspiration from all over the world to produce 

the final vision. Founder, Emily Corelli, has always dreamed of opening a coffee 
shop. Even as a little girl she was entrepreneurial at heart, trying to start 
everything from a lemonade stand to a detective agency.   

The most significant influence for Cups of Change came unexpectedly 
during a family vacation to London when Emily was twelve. On her way to the 
Underground, Emily passed a homeless man. Despite his situation, his joyful 
demeanor floored her. He greeted everyone that walked by and had an 
elaborately decorated small cup to collect change. She and her mother bought 
him a sandwich at the nearby store and he thanked them profusely. They 
continued to buy him lunch every day on their way to the Underground and on 
the fourth day, he gave Emily a children’s book to express his gratitude (see 
photo below). This experience has always stayed with Emily and the dual 
meaning of “Cups of Change” is a way to honor this man’s influence and 
inspiration for the café. It is true that those who have the least often give the 
most and the children’s book will be showcased in the storefront to remind 
people of this lesson.  

Additional influences for Cups of Change have come from:  
• The Humans of New York blog that restores faith in humanity on a 

daily basis and reminds readers that everyone has a story 
• A cocoa co-op in the Dominican Republic that demonstrated that 

everyone wants to take pride in their work and feel fulfilled 
• All of the amazing teachers and professors that have provided many of 

the bits and pieces of this elaborate puzzle  
• Companies like Greyston’s Bakery and Homeboy Industries that serve 

as examples of socially-oriented, successful enterprises 
• Last but certainly not least, Emily’s parents and grandparents for 

their entrepreneurial endeavors that have served as an example of 
determination and risk taking  
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Benefit Corporation and Tax Status 
 Cups of Change will operate as a benefit corporation incorporated in New 
York State. As outlined by BenefitCorps.Net, a benefit corporation “is a new 
class of corporation that voluntarily meets higher standards of corporate 
purpose, accountability, and transparency (BenefitCorps.net).”  
 
“Benefit corporations:  

1) Have a corporate purpose to create a material positive impact on 
society and the environment;  
2) Are required to consider the impact of their decisions not only on 
shareholders but also on workers, community, and the environment;  
3) Are required to make available to the public an annual benefit report 
that assesses their overall social and environmental performance against 
a third party standard (BenefitCorps.net).”  

  
 Since Cups of Change will offer employees equity-based compensation, 
may have additional investors, and may grow in the future, it is important to be 
incorporated as a benefit corporation. Status as a benefit corporation ensures 
that the business can remain mission-driven. A mission-driven organization 
measures success economically, environmentally, and socially. Therefore, 
shareholders and owners cannot change the mission-driven nature of the 
organization based solely on financial performance. This provision that allows a 
benefit corporation is its main advantage over a traditional c-corporation or s-
corporation.  

Benefit corporations are still subject to the same tax status as a 
traditional for-profit C-corporation as well as the same liability protection for 
owners and directors. The major difference is that benefit corporations are 
required to produce an annual benefit report that measures its financial, 
environmental, and social success.  

For Cups of Change, status as a benefit corporation makes more sense 
than status as a traditional 501(c) non-profit organization. Cups of Change 
seeks to bring economic success to White Plains and the surrounding area as 
well as employ as many people as possible. Status as a benefit corporation 
allows for more flexibility in business decisions.  
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Products and Sourcing 

Products 
 Cups of Change will offer a full line of coffees, espresso beverages, teas, 
and hot chocolates. We will also offer premade, light lunch options and a full 
line of bakery items. Everything will be made in-house from scratch using 
family recipes.  
 We hope that after starting the storefront, Cups of Change will have the 
opportunity to expand into ecommerce. Since Cups of Change is a benefit 
corporation, we hope that good press and marketing efforts will expose us to 
people interested in our mission. This extended client base will be interested in 
ordering products online to support us if they are unable to make it to the 
store. We would like to create t-shirts, Keurig cups, ground coffee, and gift 
baskets to fulfill this demand. We feel there is tremendous growth opportunity 
for corporate and personal gift giving.  

Sourcing  
 Cups of Change recognizes the importance of responsibility throughout 
the company’s entire supply chain. We expect all stakeholders to be acting 
ethically and in a manner that is aligned with our mission.  

All products will only contain ingredients that are fair trade certified and 
organic. This will ensure that all products are free of genetically modified foods, 
hazardous chemicals, and the use of child labor. Additionally, it guarantees 
that fair prices were paid to workers and owners. We will also emphasize the 
importance of purchasing local. For example, White Plains hosts a farmers 
market every Wednesday in the heart of downtown. This will be a prime 
opportunity for us to not only purchase local products, but also promote Cups 
of Change and sell our products.  
  Lastly, we know that responsible supply chain management does not 
stop with the customer. Cups of Change will practice a cradle-to-cradle 
approach, which ensures that we are taking responsibility for our products 
throughout their entire useful life. For example, coffee grounds and similar 
products will be properly composted and left over bakery items will be donated 
at the end of each day to a local organization called Open Arms Shelter, which 
is a homeless shelter for people in need of temporary housing.  
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Store Design and Features  

Overview 
Good ideas arise from environments that mix people from different 

backgrounds and provide them with a place to meet and discuss new musings– 
no place fits this bill better than a coffee shop! 

Cups of Change will feature a communal library, cups with inspiring 
messages, spaces for meeting, games, chalkboards and the like, all of which 
will spur creativity and innovation. No detail will be left to chance. We will also 
host local artists and authors for performances.  

Below is a concept board that will inform the design of the store. The 
store will have a rustic feel with exposed brick and wood interior. There will be 
various lighting options so that patrons can control their environment and 
create their desired ambiance.  

Lastly, we feel that it is extremely important for customers to know about 
the Cups of Change mission. There will be a timeline of that outlines the store’s 
history for inception to the present. The timeline will be updated with all of the 
accomplishments of the store and its employees.  

 

Concept Board 
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Market Analysis 

Industry Analysis  
 In 2011, coffee shops in the United States had combined revenues of over 
$10 billion (SBDNet.org). 30% of those sales came from independently owned 
shops that are not associated with a major franchise (SBDNet.org). 
Additionally, the United States has been experiencing an increase in coffee 
drinkers over the most recent years. According to a study produced by the 
National Coffee Association, 75% of U.S. adults drink coffee and 58% reported 
they drink coffee daily (SBDNet.org).  

Porter’s Five Forces Model 
 Cups of Change is part of the specialty eatery industry. In general this is 
a highly competitive industry. However, Cups of Change has differentiated itself 
enough to standout and thrive in this competitive landscape.  
 To better understand the industry we have used Michael Porter’s Five 
Forces Model as seen below:  

• Bargaining power of suppliers is medium since we will be dealing with a 
smaller pool of suppliers to choose from because of our desired quality 
and sourcing requirements.  

• Bargaining power of customers is low because there is little variability 
between boutique coffeehouse pricing.  

• Threat of new entrants is high because there are minimal barriers of 
entry to this industry.  

• Threat of substitute products is medium because there are relatively 
similar offerings at other establishments as well as the option to brew 
coffee at home or in the office. However, our mission-driven approach is 
novel and will serve as a huge asset for attracting and retaining 
customers. 

• Overall, the competitive rivalry in the industry is medium/high though 
the lens of the product offered. However Cups of Change will thrive 
through its differentiated mission and its unique store environment.  
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SWOT Analysis 
Below is the Cups of Change SWOT analysis:  
 

Strengths Weaknesses 
• Unique brand personality 
• Mission-driven approach 
• Status as a benefit corporation 
• Location in heavily populated 

area 

• Hiring process can present 
challenges 

• Lower profit margin/higher prices 
due to specific supply chain 
requirements 

Opportunities Threats 
• E-commerce 
• Marketing/Public Relations 

efforts as a benefit corporation 
• Franchising/Expansion 
• Key Alliances with other 

organizations 

• Competitive industry, especially 
with chain restaurants  

• Many substitute products 

 

Competition  
 Our immediate competition consists of three chain restaurants in the 
vicinity (Starbucks, Dunkin Donuts, and Panera). There are no independently 
owned boutique cafes in the area.  
 Cups of Change will also compete with stores such as Big Apple 
Smoothie, Topical Smoothie, and Lilli Pilli Berry Bar, which offer alternative 
products that fulfill the same need.  
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Target Market  
Our target market consists of people that are interested in a unique café 

experience and a high quality product. They are social-minded individuals that 
understand the power of consumers. There is no defining age, race, or gender 
since anyone can make a difference.  
 
 
Examples:  
 
Brandon is 30 years old and works at a marketing agency in downtown White 
Plains. He usually shops at Trader Joes and Banana Republic. He enjoys bike 
rides at the local dam and loves to travel. Brandon has lunch at Cups of 
Change a few times a week when he needs a change from the office scenery. He 
comes with his laptop and stays to do work.  
 
Annie is a 45 years old working mother. She takes the train into White Plains 
every morning from Brewster, NY. Annie usually shops at Marshalls and 
Target, but she is a real coffee enthusiast. She stops by Cups of Change every 
morning to grab a latte and muffin to eat on her walk to work.  
 
 
 
 
 
Complementary Brands:  
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Strategy and Implementation 

Value Proposition 
Cups of Change aims to nourish our customers’ body, mind, and heart.  
 
We believe in using only sustainably sourced, organic ingredients to ensure our 
customers are consuming the highest quality, healthiest products.  
 
We believe in creating an environment that inspires creativity to ensure that 
our customers are intellectually stimulated.  
 
We believe in our employees and in second chances to ensure that everyone 
has an opportunity for fulfilling work, personal development, and 
independence. 
 
We believe that a cup of coffee can be a powerful thing and we believe that we 
are brewing Cups of Change.  
 

Marketing Strategy 
 Our marketing efforts will be mainly focused on grassroots efforts 
through social media. As outlined in the “Strategic Alliances” section, we will 
depend on key alliances for exposure and public relations efforts. For example, 
we will reach out to the editors of popular blogs and social media accounts 
such as “DrinksInTheAir” Instagram and Humans of New York, which actually 
served as inspiration for this company! Socially-minded blogs and online 
communities like this have already identified some of our potential-customer 
bases for us and they have huge followings.  
 As stated in the “Financial Plan” section, we aim to raise money through 
the popular crowd-funding site, KickStarter. The video created for this page will 
also serve as a key promotional tool. Additionally, we will make use of key 
social media outlets such as Facebook, Instagram, Foursquare, Twitter, and 
Yelp. This will ensure that our current customers and potential customer know 
where we are and what we do!  
 As a local business we will reach out to local news sources in hopes of 
gaining additional exposure.  
 

Positioning Statement  
For socially-minded consumers and coffee enthusiasts, Cups of Change 

is a mission-driven, benefit corporation that provides sustainably sourced, 
organic products, a collaborative, inspiring store environment, and a modified 
open door hiring policy because we believe that a cup of coffee can be a 
powerful thing.   
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Pricing Strategy 
 Cups of Change will adopt a market-oriented pricing strategy. We will 
price its products similarly to other high quality coffee shops. Drinks will 
average around $4.00-$5.00, bakery items will average around $3.00, and 
lunch items will average around $7.00. We believe that customers will be 
willing to pay more for higher quality products. The average coffee shop gross 
margin is 15% however; we expect our gross margin to be closer to 20% due to 
our desire to feature higher quality, more expensive ingredients in our 
products. We have made this decision based on the price-quality effect of 
consumer psychology. This means that customers are willing to pay more for 
products that they perceive as higher quality.  
 

Strategic Alliances 
         Strategic alliances will be crucial for the success of Cups of Change. As a 
small, start-up organization it will be critical for us to have allies that will 
provide us with exposure, guidance, support, and inspiration. Below is a list of 
key alliances we would like to gain and a brief description about why they will 
be important to our organization. 

• White Plains Business Improvement District (BID) 
o BID is a non-profit organization that offers supplemental services 

to organizations in the White Plains Business District. Services 
include marketing, promotion, street-scaping, sidewalk cleaning, 
advocacy and more. BID will help us seamlessly integrate into the 
White Plains business environment and provide invaluable insight 
into the region (wpbid.com).   

• Humans of New York Blog 
o With over 11.3 million Facebook likes, Humans of New York 

(HONY) will be a crucial alliance. We believe that HONY will be 
interested in featuring us on the blog because it served as 
inspiration for Cups of Change. HONY is founded on the principle 
that every person has a story, which is a fundamental principle for 
us too. Additionally, HONY often makes posts to benefit local 
organizations and people respond positively to these efforts. HONY 
has a worldwide following, but New York City’s proximity to White 
Plains (25 miles) will be a major advantage. Ideally, we can use 
HONY to help us during our Kickstarter crowd-funding 
fundraising efforts to boost donations. 

• Food/Drink Instagram Accounts (drinks in the air, food in the air, best 
food NY, just cook NYC, etc.)  

o Cups of Change is a perfect find for a foodie. There are countless 
numbers of successful Instagram accounts that feature food and 
beverages. We hope to gain exposure via these accounts as 
featured posts to lead traffic to our Instagram account and store. 
 



  15 

• Local Press Outlets 
o Local Press Outlets will be crucial for marketing efforts. We feel 

that local news stations, newspapers, and blogs will be interested 
in featuring our story because it is unique and it is an interesting 
addition to downtown White Plains. This will provide exposure and 
increase traffic to the store. 

•  Local Charities 
o We hope to form relationships with local charities because they 

will be integral in helping us find employees and providing 
referrals. Additionally, we hope to donate extra bakery products to 
these organizations. 

• Fair Trade USA  
o Fair Trade USA will help us ensure that all of our ingredients are 

fair trade certified. They have many resources and offer assistance 
to businesses looking to attain a high standard of ethical product 
sourcing. 

• White Plains Farmer Market Association 
o We hope to have a table at the local farmers’ market to sell our 

products and promote our store. Additionally, we would like to use 
the farmers’ market as an opportunity to buy locally grown 
products to continue to source sustainably. 

• Similar Benefit Corporations 
o Forming relationships with other benefit corporations will be 

integral to our success since will be important to learn from 
organizations doing similar things! There can also be collaboration 
in regards to products and gift basket ideas to offer customers 
more diversity in product offerings. 

Location 
 Cups of Change will be located in the downtown business district in 
White Plains, NY. White Plains is a suburban area 25 miles north of New York 
City. It has “a residential community of nearly 56,000, but the population 
soars to more than 250,000 during the day as workers, shoppers, and visitors 
arrive by car, rail, bus, and plane” (wpbid.com). Additionally, downtown White 
Plains is home to three universities, has over 3,000 residential units in the 
immediate area, and is a major shopping center for the entire Westchester 
County (wpbid.com).   
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Management Summary 

Organizational Structure  
Cups of Change will be run by Emily Corelli until the café is established 

enough to be run by a trained manager to maximize employment opportunities. 
However, Emily will still maintain a very active role overseeing the organization.  

Currently, we project having Cups of Change open for twelve hours a day 
seven days a week. We feel these hours, particularly on the weekend, are 
necessary since Cups of Change is a third space (meaning it is neither home 
nor work) in which people can spend time. This is especially necessary on the 
weekends.  

We project having on average three employees in the store at all times 
totaling 36 hours per day. Ideally, these hours will be divided by eight part-
time employees that will work between 30-35 hours per week and will make 
$15.00 per hour.  

We feel that we should initially hire people as part-time employees before 
they can become full-time employees. This will protect us against paying 
unemployment to those we must let go due to unforeseen issues. The part-time 
job serves as an initial “trial” period for the employees. This is necessary given 
our Modified Open Hiring Policy, as discussed below.  

Modified Open Hiring Policy  
 Cups of Change will have a modified open hiring policy aimed to employ 
those that would typically be considered “unemployable.” This means that we 
will consider anyone for a job regardless of his or her previous experiences. 
Cups of Change will not discriminate against anyone, particularly those that 
have been previously incarcerated or those that are or have been homeless. We 
believe in people and we believe in second chances.  
 While we would like to hire people without any screening, unfortunately 
this will not be possible for those working directly in the café since they will be 
dealing directly will customers. The hiring process will include a background 
check, recommendation (encouraged but not required), and a series of 
interviews. We feel this is necessary to ensure that our employees and our 
customers can have peace of mind in our café.   

However, if we are able to expand beyond the café into ecommerce in the 
future, we would consider a completely open hiring policy without any 
screening. In this case, those wishing to be employed can simply sign up and 
wait for an opening.  

We understand that beginning this specific hiring process may be 
difficult. However, our strategic alliances with charitable organizations in the 
area and traditional hiring search techniques (i.e. online, office of 
unemployment, etc.) will help us identify the right people for the job! We will 
also highly value recommendations from current employees once we get 
started.  
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Employee Benefits and Programs  

Equity-Based Compensation 
 We want to motivate our employees in any way possible. We feel strongly 
that equity-based compensation will be one of the greatest motivators. It will 
reward hardworking employees with “shares” of the company in addition to 
their regular salary. This will result in employees that feel like they have a 
stake in the organization and it will motivate them to make it even better! 
Ultimately, we encourage employees to find employment other places. When 
they find employment elsewhere, we will “buy them out” and pay them the 
equity they have earned.  

Personal Development Programs  
 Cups of Change will emphasize personal development for its employees. 
We will offer seminars on personal accounting, childcare, nutrition, and the 
like, depending on employee preference. Ideally, we would like to train 
employees that can ultimately leave Cups of Change and find employment 
elsewhere to allow another person to have an opportunity for employment. 
Additionally, we will have a link on our website for those wishing to hire our 
employees to facilitate this process. 

Healthcare Insurance  
 We hope to offer our employees suitable benefits when they become full-
time employees. Initially, we are only hiring part-time employees until we can 
get the café off the ground. Employee healthcare benefits are of the highest 
priority and we hope to provide them as soon as we are financially capable.  
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Financial Plan 

Assumptions 
Key Assumptions in generating profit and loss statement and sales forecasts: 

1. Cups of Change needs to raise $365,000 between a Kickstarter 
crowdfunding campaign, investors and/or bank loans in order to open. 
We would prefer financing entirely through Kickstarter but this may not 
be a reality due to the competitive nature of crowdfunding. If this is not 
possible, we will turn to investors. Ideally, we would not like to finance 
through debt since we would prefer to avoid accruing interest.  

o $365,000 Breakdown 
§ $180,000 = Store Build Out (1,200 square feet of space x 

$150 per square foot)  
§ $30,000 = Equipment Expenses (combination purchase and 

lease) 
§ $135,000 = Working Capital (roughly first month revenue x 

3 months) 
§ $20,000 = Legal Fees 

2. An average sale is $8.00 
3. Average number of customers per day 

• Year 1 = 168 
• Year 2 = 190 
• Year 3 = 215 

4. Average monthly sales  
• Year 1 = $40,740 
• Year 2 =$46,117 
• Year 3 =$52,200 
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Sales Forecasts  
 Below is the summary of a three-year sales forecast.  
 

 

  

Cups	  of	  Change	  Sales	  ForecastYear	  1

Total Monthly	  Average

Revenue
Customer	  Per	  Day	   168
Total	  Customers 61,110 5,093
Average	  Sale	   $8.00
Total	  Revenue	   $488,880 $40,740

Cups	  of	  Change	  Sales	  ForecastYear	  2

Total Monthly	  Average

Revenue
Customer	  Per	  Day	   190
Total	  Customers 69,175 5,765
Average	  Sale	   $8.00
Total	  Revenue	   $553,400 $46,117

Cups	  of	  Change	  Sales	  ForecastYear	  3

Total Monthly	  Average

Revenue
Customer	  Per	  Day	   215
Total	  Customers 78,300 6,525
Average	  Sale	   8.00$	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Total	  Revenue	   $626,400 52,200$	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
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Projected Three Year Profit and Loss Statement (Summary) 
Below is the summary of a three-year profit and loss statement. For the 

full statement, please see Appendix 1-3 or request the complete excel file.  
 

 

 
 



  21 

Appendix 

Appendix 1: Year 1 Profit and Loss Statement  

 

Year 1 
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Appendix 2: Year 2 Profit and Loss Statement 

 

Year 2 
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Appendix 3: Year 3 Profit and Loss Statement 

 

Year 3 
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