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Situation Analysis
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Seth Hendershot is no stranger to the coffee business, having 
worked many years with both Starbucks and Jittery Joe’s. In 
2010, however, Seth branched out and opened up a business 
that combined his past experience with coffee with his passion 
for music. At Hendershot’s first location, Seth revamped an 
old gas station and converted it into what Seth envisioned 
Hendershot’s to be—a space that everyone could enjoy. In 
July of 2013, Hendershot’s moved to its current location at 
Bottleworks, which is a bigger space with better parking. At 
the time of the move, three partners joined the team: Tres and 
Robert Small as well as Seth’s brother Josh. Tres represents the 
business side of things, while the “vision” is all Seth. Today 
Hendershot’s is more than just a coffee shop with good Wi-
Fi or a bar with good food; it’s a hip locale that brings the 
community together to work, relax, and listen to great music.

Company and 
Product History
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Product Evaluation
On Prince Avenue, Hendershot’s is not far from UGA campus, 
and there is a bus stop directly across Prince for easy access. 

Customers of Hendershot’s also enjoy free parking in the 
Bottleworks lot and great Wi-Fi. 

- Morning -
Coffee is the main seller when Hendershot’s opens at 6:30am (or 7:30am on weekends). Hendershot’s 
serves two custom coffee blends, the beans for which are locally roasted by Charlie Mustard. The specialty 
roasts, the 45 and the 78, are named after record speeds, which speaks to the owner’s passion for music. 
Hendershot’s coffee and tea prices are standard compared to other Athens coffee shops. 

In April 2014, Hendershot’s added a Sunday brunch from 10:00am - 3:00pm per customer request. The 
brunch offerings are limited compared to their lunch and dinner menus as well as compared to other locales 
that serve brunch in Athens. 

- Afternoon-
Throughout most of the day and into the night, Hendershot’s is a true hybrid. Bloody Marys start at 12:30pm, 
and a full range of espresso and coffee drinks are available until closing time. Hendershot’s offers baked 
goods and to-go salads, sandwiches, and snacks. They also offer lunch seven days a week from 11:00am to 
3:00pm and dinner every night except Sunday, from 6:00pm to 10:00pm. Food prices range from $1.50 to 
$10 dollars, with dinner options making up the majority of the higher priced items. 
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- Night-
Although customers purchase drinks throughout the day, alcohol sells mainly at night. The Hendershot’s drink 
menu features beer from local breweries, such as Creature Comforts and Terrapin, alongside bigger national 
brands. A variety red and white wine, spiked coffee, and inspired specialty mixed drinks are also available.

Customers enjoy their beverages to the sound of whichever group or performer is on stage on any given night. 
Alongside music shows on weekends, Hendershot’s holds weekly open mic nights from 7:00pm to 11:00pm on 
Mondays, and jazz nights on Thursdays. They also host comedy nights and other special events. The ambiance 
changes depending on the performance, but the overall Hendershot’s atmosphere is laid-back and family-friendly. 
Events end early relative to other concert spaces in town, as the venue closes at 11pm.
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- Morning/Day-
The mornings see an older crowd—
not undergrads, but a mix of graduate 
students and young professionals, some 
of which are parents of young children. 
Many of these people are considered 
“townies,” consumers who live in Athens 
year-round and are often from Athens. 
This day-part’s customer base is highly 
educated. Most mornings have a high 
customer turnover: individuals stop by on 
their way to school or work and take a 
coffee to-go.

- Afternoon-
The afternoon is the strongest day part 
with regard to number of customers, most 
of which are students. These students 
come in after their classes, usually 
to study or do classwork. They sit for 
hours but typically only make one small 
purchase, such as a coffee or a pastry.
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Consumer 
Evaluation

- Night-
The nighttime audience is largely dependent on the artist who is performing. Acoustic/folk music brings in an 
older crowd in their 40s and 50s with large amounts of expendable income to spend on wine. Rock shows bring 
in a younger crowd that is more inclined to drink beer and liquor. Nights at Hendershot’s also see the return of 
“repeat customers”: people who rushed in earlier in the day to grab a coffee, but who come back later to stay 
and enjoy the atmosphere.

- Weekend breakfast/Sunday Brunch-
This group is very similar to the weekday morning “townie” crowd, with families and older customers included as 
well. These people have expendable income and are highly educated. There are fewer on-the-go purchases than 
on weekday mornings; more people stop to relax and eat on the weekends.
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Competitive Evaluation
Hendershot’s has little direct competition, as it is a 
unique combination of coffee shop, music venue, 
bar, and restaurant. However, there are indirect 
competitors for every daypart.

Morning Coffee Jittery Joe’s Ike and Jane Walker’s Two Story
Target students, young profes-

sionals
“townies,” graduate 
students

graduate students, young 
professionals

“townies,” young workers

Emphasis high quality coffee delicious, freshly baked 
goodies

comfortable place to study 
and relax

sustainability grown 
coffee ; distinct flavors 

Products coffee, tea; small section 
of baked goods

backed goods, coffee, 
tea, sandwiches, soups 
salads

coffee, tea, pastries, 
sandwiches

coffee, tea, smoothies, 
pastries

Prices $2 - $5 $3 - $8 $2 - $8 $2 - $6

Afternoon to Dinner Big City Bread Cafe The Grill Weaver D’s Melting Point/Foundry 
Target “townies,” families with 

kids
students, families visitors “townies,” couples without 

kids
Emphasis local, organic, and 

gourmet
open 24 hours “Automatic for the People” music and community 

Products soups, sandwiches, 
salads, wide variety of 
food

variety of “diner” food 
including burgers, fries, 
salads, and shakes

southern “soul food” such 
as chicken-fried, collard 
greens, and cornbread

southern food with a twist 
and an extensive list of 
alcoholic beverages

Prices $3 - $22 $2 - $8 $5 - $15 $5 - $29
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Music Venue & Bar Melting Point/Foundry 40 Watt Club Georgia Theatre Caledonia Lounge
Target students, young 

professionals
“townies,” students, young 
middle-aged adults

graduate students, young 
professionals

“townies,” students, young 
professionals

Emphasis southern hospitality historic, typically 18+ historic, typically 18+ or 
21+

“hole in the wall,” often 
18+

Products full bar, southern food, 
comfort food

full bar full bar, section of food full bar, general cuisine

Prices $5 - $29 Tickets typically 
under $20

Entrance fee typically 
under $20

$2 - $15 Can be expen-
sive depending on artist 

$5 - $12 Entrance fee 
typically under $12

Sunday Brunch Last Resort The Grit Mama’s Boy Big City Bread Cafe
Target “townies,” chruch-goers, 

students
“townies,” church-goers, 
students, vegetarians

“townies,” church-goers, 
students

“townies,” church-goers, 
students

Emphasis music bistro, local vend-
ers, wine tasting events

affordable vegetarian 
cuisine

family friendly southern 
dining

organic, gourmet, freshly 
made food

Products full bar, general cuisine 
with emphasis on seafood

vegetarian food, glu-
ten-free food, dairy-free 
food

traditional southern cui-
sine, catering

courtyard dining, backery 
products, catering 

Prices $8 - $22 $3 - $8 $2 - $8 $2 - $6
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- Eco-friendly/Sustainability

- Food Quality -
Consumers want to know and understand what 
they are putting in their bodies. This increased 
concern with what people are eating has led 
businesses to offer items that are more natural. 
Hendershots offers many “housemade” items on 
their menu (like their amazing homemade cottage 
cheese) that show customers that their food quality 
is up to par.

Hendershot’s is following the “going green” trend 
with the compostable plates, recycled paper, 
and multiple-use mugs. The chalkboard menu is 
reminiscent of Trader Joe’s or Farmer’s Market. 
It contributes to the organic/earthy vibe. Many 
consumers are becoming more environmentally 
aware, and companies factor it into their brand so 
that they are seen as “socially responsible” and 
can attract more consumers who are passionate 
about saving the environment. This partners well 
with the mantra of “going local.”
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Trends

- Supporting Local Business-

- Food Quality -
- Business Expansion-

Increasingly, firms have started shifting from obtaining their products globally to 
supporting local businesses. Hendershot’s gets their coffee beans locally roasted 
and ground. They also work in conjunction with other local businesses such as 
Creature Comforts, selling their products. Local art is displayed on the walls (e.g. 
Carly Rickles). The logo--a gramophone--was designed by local artist Nash Hogan, 
though he has since relocated to New York. Local bands from Athens are also 
supported by playing at Hendershot’s. Hendershot’s really embodies the culture in 
the Athens community and is a place for local culture to thrive.

Many businesses are beginning to expand their services, providing more than what 
their core product is. Hendershot’s embodies this trend, providing their customers 
with coffee, tea, alcohol, food, music, etc. This has broadened their customer base. 
People come for the atmosphere, and Hendershot’s provides all that they need to 
stay all day.
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SWOT Analysis

- Strengths-

- Weaknesses-

- Opportunities-

- Threats-

- Not inundated with undergrads, alternative to 
Starbucks that is not “basic”
- A unique, “third place” that is more than the sum of 
its dayparts
- Friendly environment and intimate atmosphere
- Great customer service and kind employees
- Free, reliable Wi-Fi that is great for work or studying
- Ample free parking at Bottleworks compared to other 
downtown eateries
- Outdoor seating available, with a wonderful view of 
Prince Ave
- Family-friendly

- High demand for coffee in a college town
- Great bands and performers that Athens is known for
- Variety of performances that bring a wide range of 
customers to Hendershot’s

- Location: students could walk from campus, but can’t 
drop by between classes
- Coffee shop stigma: website is 
hendershotscoffee.com
- High prices for simple food, relative to competitive 
neighbors such as The Grit 
- Limited seating inside, unable to seat everyone 
during a show or times with heavy traffic
- Little presence on social media networks, limiting 
connection with younger consumers

- Versatility means more competition: coffee shops, 
bars, music venues, and restaurants
- Little disposable income among target market
- Part of target market is not old enough to partake in 
some product offerings (alcohol)
- Classified as a coffee shop on websites like Yelp
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Marketing and 
Communication Direction  
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The major communication goal of the “life is brewing” campaign is to increase 
awareness of the multi-dimensionality of Hendershot’s as a coffee shop, bar, and music 
venue. The campaign draws attention to several different experiences that people have 
at Hendershot’s every day. Ads are designed to inspire the audience with simplicity 
and authenticity, while the social media hashtag allows the target market to engage 
with the campaign and respond.

Communication Objective(s), 
Strategy & Rationale
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- Primary Target Profile: The Shot Takers-
These are sophisticated undergraduate and graduate students of all genders and sexualities whose 
ages range from 21 to 30. They have no dependents. More liberal in opinions, The Shot Takers are 
very attuned to the local Athens music scene. They listen to WUOG as their primary radio station. 
Many are aspiring performers in many various types of media, whether it’s music, literature, or 
comedy. Looking to avoid the typical college scene, they avidly seek out places off the beaten path 
to find new experiences. They love variety and the spice of life. They find new and different things 
exciting; but each new-found thrill will soon become uninteresting, and they’ll have to find something 
else to stimulate their creativity. Although The Shot Takers live off a tight budget, they are willing to take 
risks and would rather spend money on meaningful experiences than materialistic objects. Knowing 
what they like, The Shot Takers impulsively buy things so that they can express themselves. They’re not 
self-conscious and display their true selves proudly to everyone around them.

- Secondary Target Profile: Hendertots-
Also interested in local music, Hendertots are college students ages 18-20. With a newfound level of 
independence, they are very impressionable. They are very conscious of how they see themselves and 
how others see them, so Hendertots value looking presentable. They see owning new and cool stuff as 
being very important. Their parents are still supplying money at this point in their life, so Hendertots 
have a cushion of income which makes them willing to splurge while they explore their new home for 
the next few years. They are still figuring out what places they like downtown, and they are open to 
trying new places. Hendertots may not be able to drink now, but they will be able to trade the coffee 
for beer once they turn 21. Going to Hendershot’s when they’re just starting out in college can carry 
over to their later college years.
 

Target Market Profiles
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- The Shot Takers Profile: Dinah-
Dinah is a 25-year-old female graduate student at the University of 
Georgia. Having played the cello since she was 7, Dinah majored in 
music performance and is getting her masters in composition. She’s a DJ 
at WUOG, where she hosts a half-hour block of music by local Athens 
musicians. In her free time she enjoys playing her guitar and writing music 
for her band. She finds joy in expressing her authentic self. Dinah isn’t 
too pressed to have the latest designer bag or jeans; she prefers to spend 
her money on services that offer her a fun and fulfilling experience. She’s 
a very open-minded person and loves trying new things to keep things 
exciting. Dinah currently works a part-time job to pay off her student loans 
and pay for graduate school. She doesn’t have too much spending money 
and therefore resists impulse buys unless she believes the purchase is 
worthwhile and will contribute to the expression of her taste, personality, or 
independence. Dinah isn’t one to hop on mainstream trends and prefers to 
avoid the typical college crowd congregation places. Clayton Street is so 
freshman year.
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- Hendertots Profile: Carson-
Carson is an 18-year-old undergraduate student at UGA. As a freshman, 
he is experiencing a huge culture shock and trying to find a place where 

he fits in. He sees college as a place to start exploring what he, as an 
individual, values. Because of this, he is trying to get involved and venture 

out to new places and join interesting clubs and organizations. He has been 
to many places downtown, but he isn’t quite sure which is his favorite...or if 
he has even discovered his favorite yet! He is a bit indecisive and looks up 

to his big brother for the news on what’s cool (though he might not admit 
it). He can be easily influenced by his friends, his older siblings, and even 
parents. He receives a monthly allowance from his parents, so he doesn’t 
mind spending money. He mainly splurges on products that will enhance 
his social status and reputation. In his down time, Carson enjoys listening 

to good music and is never without his headphones. He is an intended 
business major, but isn’t sure if he’s doing it because he wants to or because 

his parents want him to. 
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Brand Essence Chart 
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Marketing Recommendations
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Creative Brief
- Client-  
Hendershot’s Coffee

- Consumer Situation/Problem - 
People lead hectic lives. They need a convenient place that 
can fulfill both social and work needs, where they can find 
inspiration, socialize, eat, relax, discover entertainment, 
and feel like part of their local community.

- Objective -
To increase awareness of the multidimensionality of 
Hendershot’s by 60% by the end of the calendar year of 
2015.

- Target audience -
Sophisticated undergraduate and graduate students who 
have tight schedules. They are constantly working, whether 
it be on their schoolwork, their job, or their passion. They 
have no down time, but that’s the way they like it. These 
people prefer a hectic environment over a sterile one. 
They thrive in spaces that encourage and excite their inner 
innovator. They are very complex and aren’t keen about 
being bound to strict expectations.

- Target insights - 
“I think a lot of places have a kind of stick-to-it theme 
where you feel like you have to fit this certain mold. I 
want a place where I can do me and feel like I won’t 
be turned away.”
“I want to have a place where I can work with good 
Wi-Fi and coffee. I’m sick of being pegged as basic 
when I go to Starbucks”
“I don’t want to work in a sterile environment. So 
boring! If it’s too quiet, I go crazy.”

- Promise -
Hendershot’s is the stage for every act of life.

- Support -
Hendershot’s provides a very flexible and versatile 
environment for people to study and work, as well as 
relax and socialize.
Hendershot’s is close enough to campus for students to 
walk or take the bus, but it also boasts a fair amount of 
free parking.
Products include a large variety of food and drink 
options.
There is fast, free Wi-Fi.

- Mandatories -
Address, Logo, Website, Hashtag
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Summary of Campaign Concept 
and Creative Direction
 Hendershot’s promotes the many different aspects of the human experience. The “Life is Brewing” 
campaign theme supports the idea that something is always happening at Hendershot’s, whether it’s 
an early-rising student working on his thesis, or a music enthusiast attending a concert of her favorite 
local band. Just as anything can be brewing, anyone can find their place at Hendershot’s. 

The font styles and ad layouts are simple, classy, minimalist  to reflect the sophisticated atmosphere 
at Hendershot’s. With colors pulled from the location itself, the fonts are muted but evocative. The 
photography was shot on-site to capture the authentic Hendershot’s experience. These elements 
bring together the creativity, passion, inspiration, and community found at 237 Prince Avenue.
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Campaign Pieces 
Website Revamped



25
Magazine Ad
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Newspaper Ad
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Bus Ad Panel 
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1- upbeat live folk music playing in back-
ground (sounding as if it were coming 
from inside a venue) 
 
The viewer sees a coffee cup from over-
head. It sits alone, full, steaming, on a 
wooden countertop

2- (music continues playing in back-
ground throughout) 
 
After about three seconds, a hand ap-
pears and grabs the coffee cup. 

3- The hand lifts the mug out of frame, 
and the audience hears a cautious sip 
one might take while drinking hot coffee. 
It is presumed that the coffee was sipped 
by the person whose point of view the 
audience is witnessing, looking down 
onto the wooden table.

4- The hand reappears in the frame, 
setting a beverage back down onto the 
counter top. However, instead of the 
coffee the audience was expecting, it’s a 
tall glass of ice-cold Coca-Cola.  
 
Large ice cubes are submerged in the 
cola, and a red straw peeks out from the 
surface of the liquid.

5- The hand lifts the soda glass out of 
frame, and the audience hears a slurp of 
a straw. 

6- The hand reappears in the frame, 
again setting a completely new beverage 
down on the counter. This time, the hand 
grasps an amber lager.

YouTube Ad Storyboard
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7- The hand lifts the beer glass out of 
frame, and the audience hears the owner 
of the hand take a large gulp. 

8- The hand reappears in the frame, 
again placing a different glass on the 
bar. Now it’s a small glass holding a 
golden tequila.

9- The hand lifts the shot glass out of 
frame, and the camera quickly pans up 
and down, simulating the tossing back of 
the head one might do while drinking a 
small amount of an unpleasant liquid.

10- (coughing resulting from taking a 
straight shot of tequila) 
 
After the camera tilts back down and 
faces the bar again, one more time the 
hand appears, but with an empty shot 
glass.

11- The hand disappears, leaving the 
empty shot glass.

12- Hendershots logo fades in over the 
image of the shot glass.  
 
The music playing in the background 
and the video both cut to black after six 
seconds on screen. 
 
TOTAL RUNTIME: 30 sec.
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IMC Pieces 

Stickers
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Newsletter
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Coffee Sleeves



33

Instagram Contest 
Through their Instagram account and other social 
media platforms, Hendershot’s will encourage 
their customers to post photos on Instagram of 
something to do with Hendershot’s. Whether that 
is a picture of a band playing, them studying on 
a comfy couch, or even a shot of their friends 
enjoying a drink. The Hendershot’s account 
must be tagged and the #LifeIsBrewing must be 
included in the caption. Once a week, a winner 
will be chosen and receive a free drink of their 
choice. 



34



35

To connect with the target market and maintain two-way 
communication, all social media should be used to the full 
extent. Instagram could be a very effective way to reach out 
to younger consumers if Hendershot’s updated their existing 
account a few times each week. The Facebook and Twitter 
accounts are already active and functioning beautifully. Social 
media will be important as Hendershot’s expands into the 
younger demographic in Athens. Updating the website is a 
must to make navigation easier for consumers, with a focus on 
creating a mobile site to target Millennials’ obsessive usage of 
cellphones.

Future 
Recommendations
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Garrett Shearman
garretts@uga.edu
(678) 860-1872

Becca Ray
beccaray@uga.edu
(214) 642-5929

Sara Bertolini 
bertbert@uga.edu 
(770) 834-4716

Alisa Enochs
aenochs@uga.edu
(678) 736-0055

Deja Preuitt
dejap@uga.edu
(770) 366-6610


