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Situation Analysis



Company History

Hendershot’s is a 4 person partnership, S&H Coffee 
LLC, originally located on Oglethorpe Avenue. This 
location was a revitalized gas station before moving 
to the historic Coca-Cola Bottleworks plant on Prince 
Avenue in July 2013. The new location has a rhombus 
shaped layout which holds 150 people comfortably 
with a max capacity of 250 people.

Seth Hendershot, the founder of Hendershot’s, started 
out touring with his band while also working at 
Starbucks on the side. He then left Starbucks and started 
working at Jittery Joes where he evetually moved up 
to a manager position. Seth, along with his wife and 
another pair of brothers, decided to start Hendershot’s 
after being offered a franchise opportunity at Jittery 
Joes. He quickly realized that the coffee shop aspect of 
the business would be a challenge as coffee prices and 
coffee futures are on the rise.

All of  the coffee at Hendershot’s is roasted by Charlie 
Mustard, who also does the roasting for Jittery Joes, 
as well as many other locations around the Southeast. 
The coffee, bar, and music venue started serving lunch 
due to customer demand, which later resulted in 
Hendershots serving lunch and dinner 3 nights a week. 
They currently offer dinner 6 nights a week as well as 
Sunday brunch. Hendershots also holds an Open Mic 
night on Mondays and Jazz night on Thursdays. The 
weekends are reserved for up and coming local bands 
to perform. 3



Product Evaluation

Location: 
Hendershot’s is located at the historic Co-
ca-Cola Bottleworks in Athens, GA next to 
Taziki’s and Viva, off Prince Avenue. This 
location is part of an adaptive use program that 
creates a livable mixed-use environment that 
is pedestrian friendly while extending the the 
urban allure of historic downtown Athens. This 
setting contributes the location’s ability to work 
as a hub that connects well with the product 
offerings at Hendershot’s. This location has also 
influenced an increase in foot traffic and sales. 

A spot for everyone: 
Hendershot’s has a neighborhood bar atmo-
sphere while still being a place for anyone and 
everyone. The rhombus layout allows for a nice 
intimate setting with ambient sound and sun-
light in the front, a laidback middle gathering 
spot for friends and study groups, and the back 
serves as the music venue for a variety of mu-
sicians and people perform: genres range from 
jazz, soulful singing and americana to comedy 
and open-mic nights. There is also an open 
lounge with couches that creates a smooth 
transition from middle area to the back. The 

hottest time of day tends to be the afternoon. 
The atmosphere and ambience works well for 
those wanting to study or get a little work done 
using the free wi-fi (although the wi-fi is a loss 
leader). When the crowds start to arrive, Hen-
dershot’s comes to life once the act, or “Shots in 
the Dark” begins. 

More than just coffee…: 
Hendershot’s is considered a hybrid or “one 
stop shop” for coffee and alcohol, food, and 
music. While there isn’t anything wrong with 
being a coffee shop, there is still a stigma 
among the public that this is all that they are. 
Reviews found on sites like Yelp and Four-
Square indicate that the business is only a cof-
fee shop, with little to no mention that it’s a bar 
or music venue. The new location at the Bot-
tleworks has influenced its ability to increase 
the music venue scene and quality of featured 
performers.

Atmosphere: 
The interior has an urban vibe that encapsu-
lates the look and feel of what customers desire 
and come here for. The walls are a mix of a 

dark matte blue, painted brick of the same hue, 
and a rustic natural brick that is highlighted 
with decorative art and black and white photos 
of past performers. The tone of the flooring 
complements the rustic brick wall and adds 
to overall ambiance. When you walk in Hen-
dershot’s is warm and inviting with mellow 
music, dim lighting, and large windows (one 
of which is an old garage door.) As soon as you 
step foot inside it’s as if you’re being ushered by 
the lighting to the bar to choose from the wide 
variety of coffee, eats, and alcoholic beverages. 
With a plethora of coffee choices, tasty entrees, 
alcoholic beverages, and bands performing, 
Hendershot’s appeals to the eyes of many, at a 
reasonable price.

Additional Info: 
They advertise in Flagpole and have both a 
Facebook and Twitter account, that are fairly 
active, but don’t have a very extensive fan base. 
However, business is still flowing due to locals 
and friendships that the owners have made 
over the years of business. The space can also 
be rented out for weddings, parties, meetings 
and other events.
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Alcohol:
The selection of alcohol allows for a various range of 
people and tastes. The hybrid nature of Hendershot’s 
works well across the different day parts where 
different crowds tend to come at various times of day. 
The bar is placed conveniently in the open area of the 
front/middle section and easily seen from the front 
entry which allows for easy access.

Food:
Per the customer, the food is minimal and was born 
out of necessity. The menus are bistro style in the 
sense that the food is moderately priced and simple. 
However, there is an air of elegance to the selections 
that complement the simplicity and make it original. 
The menu offers enough range for those that need a 
quick bite to those looking for a light meal. Overall, 
the selections and pricing of food serves only to be 
a supplement to the core business products without 
overshadowing them
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Music Venue / Small Stage:
Hendershots offers Open Mic Night on 
Mondays from 7:30-10 pm. Anyone is 
welcome to reserve a spot on stage. Tuesday, 
Wednesday and Thursday nights are reserved 
for midweek shows that consist of various 
acts including Christian music, Jazz music, 
open poetry and comedy. Midweek shows 
are often times free and go from 8-11pm. On 
Fridays and Saturdays, Hendershots hosts 
performances for 

slightly more well-known artists with local 
fans. These performances consist of more 
popular genres, such as Punk and Americana 
and they tend to draw in larger crowds. Just 
as the Midweek shows, these events also last 
from 8-11pm. The stage is positioned in the 
back right corner. It was built at an angle to 
face both the  tables and the open lounge with 
couches and chairs. This setup is ideal for the 
more intimate/relaxed acts and can easily be 
rearranged when the acts warrant a standing 
crowd.
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Competitive Evaluation

Hendershot’s Sole Direct Competitor is 
Walker’s Coffee and Pub, located at 
128 College Avenue, Athens GA, 30601. It’s 
a coffee shop by day and a bar by night, open 
from 7am-2am. The pricing is very similar 
to Hendershots’ ranging from $1.75 to $10. 
During the day they serve, coffee, tea, frozen 
coffee drinks, pastries, sandwiches and desserts. 
Night time drinks include beer, mixed drinks 
and spirited coffee choices.

Secondary competitors in relation to the coffee 
shop aspect include Starbucks, Two Story 
Coffeehouse, and Jittery Joes. Within 
the bar scene, competitors include Trapeze 
and The Old Pal. Finally for the music 
scene, competitors include 40 Watt, The 
Georgia Theatre and Nowhere 
Bar: a spacious venue open until 2 am with 
cheap drinks, a pool and live music six nights 
a week. 
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Direct Competitors

Target

Pricing

Hours

Location

Atmosphere

Walker’s Coffee and Pub

Undergraduate and Graduate Students in the Athens area

$1.75 to $10

Monday- Sunday 7:00 AM- 2:00 AM
Sunday 11:00 AM-12:00 AM

128 College Ave.
Athens, GA 30601

Coffee shop during the day/ Bar at night

Nowhere Bar

Students and locals who are interested in 
music

Cheap Drinks

Monday - Saturday 3:30 PM- 2:00 AM 

240 N. Lumpkin St. 
Athens, Ga 30601

Spacious/ Bar/ Music Venue

8



Indirect Competitors

Different Scenes:

Bar Scene

Coffee Scene

 Music Scene

Trapeze / The Old Pal

Jittery Joes/ Dunkin’ Donuts

Georgia Theater/ 40 Watt
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Consumer Trends

Health/Wellness: The crowds that Hendershots attracts include 
trendy folk in their 20s and 30s and many of which are health con-
sious. Hendershots accommodates these needs by offering several 
vegan and vegetarian options on their menu.

Time-Poor Society: Given that many of Hendershots’ consumers 
are young professionals and undergrad/grad students, it’s clear that 
they are busy bees and are always on the go. If they aren’t at Hender-
shots finishing a project, they can easily grab a quick cup of coffee 
to-go before or after work or class.

Convenience: Once again, students and professionals, are always 
multitasking. They may need a good place to relax and have a few 
drinks or grab a light meal, a place to study and fuel up on caffeine 
or a place to listen to some good, local music. All of these things can 
be accomplished at Hendershot’s. It’s convenient downtown location 
is one of Hendershot’s most valuable qualities. 

Thrift: people not yet established in their careers are often con-
scious of their expenditures and want to get the most bang for their 
buck. At Hendershots, the primary target of students and young pro-
fessionals are not looking to spend a fortune. Hendershot’s is decent-
ly priced ranging from $1.75-$10 for their basic menu items.

Seeking Self-Actualization (among millennials): 20-some-
things are seeking to find and express themselves. Hendershots is 
not just for coffee and drinks, but it’s a maker’s space. Whether you 
are a writer, an artist, a musician, or (insert passion here), Hender-
shots is a perfect place to find inspiration and to reach your creative 
potential. 

Environmentalism - “Go Green”: Hendershots finds it import-
ant to be environmentally friendly. Because of this, they have recy-
clable cups and napkins created from recycled materials. Once again, 
the primary target is trendy/edgy folk who are concerned with both 
the health of their bodies, and the health of the world around them.  

Multiplicity: (meaning heightened sensory experience and inte-
gration of multiple platforms) People love an all-in-one type experi-
ence. Not only is it convenient, but it’s exciting. Just a plain old coffee 
shop seems dull, but when you add in alcoholic beverages and live 
music to the mix and throw it all under one cool, urban roof, that’s 
what gets people going. Especially young thrill seekers who appreci-
ate diversity. 
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SWOT Analysis

Strengths

Location: Bottleworks Building 
permits larger audiences

Environmental (trend) initia-
tives: uses noodles for coffee stir-
rers and encourages customers to 
bring their own coffee mug

Events: Easy to coordinate:At
tracts income and large crowds

Good parking

Strong wifi

“Rhombus Floor Plan”: 
Allows customers various types 
of interaction (up drinking by 
the bar, chatting amongst others, 
up by the stage with the music), 
music is not overwhelming/over-
powering

Opportunities

Social Media: Members of the 
desired target market of students 
are avid users of social media.

University of Georgia: Athens is 
a town with a large student pop-
ulation. Students need coffee and 
love alcohol

Advertising: Student markets can
 be reached through additional 

media vehicles like 
	 Red & Black 
	 UGAzine

Night Crowd: Many consumers 
of alcoholic beverages prefer to 
partake in social drinking activ-
ities at later hours than what is 
permitted with current operating 
hours.

Weaknesses

Source of income: Most sales are 
from coffee; more sales are needed 
toward alcohol and food. Money 
paid at the door for music events 
goes directly to performers. Large 
crowds pay for the event, but few 
people buy drinks/food, so it is not 
financially benefitting the company 
to fullest potential.

Promotion:
Discounts presents challenges as it 
complicates accounting
Only use one advertising medium: 
Flagpole

Hours: Close at 10 on weekdays 
and midnight on weekends

Threats

Consumer Perception: Many 
people refer to it as just a coffee 
shop, when there is much more to 
offer (alcohol, food, music)

Competition: bars AND coffee 
shops

Economy: The price of coffee has 
risen significantly since 2006
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Marketing & 
Communciation Direction



Communication Details

Communication Objective:
To raise brand awareness and create comprehension of Hendershot’s array of  product/service 
offerings among undergraduate and graduate students by 40% November 2015

Communication Strategy:
Our main focus for the campaign is to promote Hendershot’s as a place to find inspiration and 
be creative. In doing so, it’s important that we incorporate what they have to offer: The drinks, 
music and food go hand-in-hand with the customers who go there to pursue their passion or 
work; whether they’re an artist, musician, writer or student, they are likely to find inspiration in 
the environment and the music and get creative with a coffee or alcoholic drink. To do this, we 
recommend employing a mix of relevant traditional, social, grass roots, and in-store tactics.
	
Communication Rationale:
The secondary target is graduate students in the Athens area. They are surviving off of large 
amounts of caffeinated drinks to make it through the long hours of studying and school work  
in and out of the classroom. They enjoy areas away from campus where they can spend hours 
studying and doing school work, as well as a place to recharge their bodies with food and drinks. 
They are focused on the future and careers. They enjoy events at which they can take time to relax 
and enjoy a little fun.
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Primary Market
Our primary market is undergraduate students; these students are still trying to figure out what 
they want to do with their major. They are discovering Athens and finding cool places to hang 
out and do homework besides the library. Their everyday lives revolve around friendships and 
socializing. Music also plays a huge role in students’ happiness. It is a part of their lives and 
relates to many of their emotions. They use music as a way to escape from reality. To reach this 
target, promoting live music and the social environment would be most effective.

Secondary Target:
Our secondary target is graduate students in the Athens area. They are surviving off large 
amounts of caffienated drinks to make it through the long hours of class and studying. They 
enjoy going to spaces away from campus to study and finish homework, where they can spend 
hours at a time and be about to re-charge their bodies with food and drinks. They are focused 
on the future and their careers. They enjoy event where they can relac and have a little fun. To 
reach this target, promoting it as a coffee shop/hangout spot as well as a study space would be 
most effective.

Target Market Segmentation
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Austin
Austin Martin

is a 20-year-old male, pre-pharmacy major who has a passion for music. He prefers local, 
underground bands as opposed to mainstream music. He is new to Athens, but has quickly 
developed a liking for the Classis City. He was raised in a big city, but felt that wasn’t his niche; 
he enjoys the small-town, community oriented vibe that Athen possesses. He has a hipster 
sense of style and dares to be different. Austin has a soft spot for small, individually owned 
businesses where he can find unique things that not everyone knows about. He is in search of 
an intimate, local place to study where he can focus and crab a cup of coffee in the afternoon/
evening. Although he prefers to be a connoisseur of what’s hip and unique, he is accepting of all 
people. It is this attribute that has inspired him to help others and pursue a degree in pharmacy.

Allie
Allie Jachimowicz
is a 19-year-old female undergraduate student in her sophomore year. Her major is 
undecided, as she is exploring different interests, but doing well in school is a priority for 
her. She is hard-working and driven. However, she still makes time for socializing and 
greatly values her friendships. In her free time, she enjoys curling up with a good book 
and likes make crafts and Do-It-Yourself projects. Allie grew up in a small town, so she 
enjoys places with a “local” vibe. She is loyal to the brands she uses, and when it comes to 
restaurants and shops, she enjoys local/individually owned businesses, rather than chains. 
She has low energy in the morning, so she is dependent on a cup of coffee to kick-start 
her day. She is an early adopter of new technology and is able to quickly learn the ever-
changing aspects of digital devices.
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Spencer
Spencer Haywood

is a 22-year-old graduate student at the University of Georgia. He has a degree in 
forestry, and is working on his masters in Wildlife Ecology Management. His studies 
take up a lot of his time, so he loves to explore the outdoors as a stress reliever. 
His favorite hobbies are setting up his Eno and hiking around the North Georgia 
Mountains with friends. Whether on his way to school, or just getting around town, 
he prefers to ride his bike. Although he’s on a budget, and saving money is a plus, it 
is his desire to have a small carbon footprint. His style of clothing consists of organic 
threads and earth tones. He lives with friends in an apartment in downtown Athens. 
His roommates are in a local band and he loves to listen to them play. He needs a 
place to study and to let loose from the stresses of school. He cares about community, 
so he puts his talents to use by organizing charity 5K runs for community groups 
such as Habitat for Humanity and Athens Area Foodbank.

Morgan
Morgan Waters
is a 22 year-old single, graduate student studying British Literature. She is a 
member of the filmmaking union on campus. She has an eclectic musical taste 
which stems from growing up in Portland. She wants to spend quality time 
with her friends and have fun while she can before entering the workforce. 
Her career goal is to become a watershed assistant manager for Athens/Clarke 
County. Morgan’s fashion sense is urban chic with a flair of sophistication. She 
reads Virginia Woolf and owns a record player with an extensive collection of 
old records. She loves vintage everything and browsing antique shops on the 
weekends is a favorite pasttime. She blogs about the loves of her life which in-
clude sustainability, all things (she thinks are) cool, fashion, and her cat Miko.
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Creative Brief

Client: 
Hendershots

Media: 
TBA

Key Fact: 
The city of Athens has a large array of options of coffee shops, bars, and music venues. Students, in particular, frequent these businesses for 
studying and socializing. 

Problem: 
Students need a place where they belong, somewhere they can study during the day and return to at night when they’re ready to relax and hang 
out with friends. Right now, they have several places they know and love, but those places don’t quite love them back. Students already come 
to Hendershot’s for the free wifi in the afternoon but rarely return at night for fun.

Objective: 
To creat perceptions of Hendershot’s first and foremost as a music venue and raise awareness about their extensive bar selections among 
students, ages 18-30, by 20% by the end of May 2015.

Target Audience: 

Our primary market is undergraduate students; these students are still trying to figure out what they want to do with their major. They are 
discovering Athens and finding cool places to hang out and do homework besides the library. Their everyday lives revolve around friendships 
and socializing. Music also plays a huge role in students’ happiness. It is a part of their lives and relates to many of their emotions. They use music 
as a way to escape from reality. To reach this target, promoting live music and the social environment would be most effective.
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The secondary target is graduate students in the Athens area. They are surviving off of large amounts of caffeinated drinks to make it through the 
long hours of studying and school work  in and out of the classroom. They enjoy areas away from campus where they can spend hours studying 
and doing school work, as well as a place to recharge their bodies with food and drinks. They are focused on the future and careers. They enjoy 
events at which they can take time to relax and enjoy a little fun.

Insight:
“I wish I had a place to go at night to have a few drinks, socialize, and listen to some good music without being hit on or having a drink spilled 
on me. You know, somewhere that’s ‘my place’ where I always feel like I belong and can enjoy new things like music, drinks and people.”

Promise: 
Hendershots is a place you can feel comfortable enough to step outside your comfort zone.

Support:
Happy Hour M-F 5:30-8pm, Dinner 6 nights a week

Mandatories:
Logo, Social Media Icons

Tone:
Welcoming, Inviting
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Brand Essence
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Core Campaign Pieces



Microsite Flat
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Print Ads
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 Instagram Video

Shot 4:
Once the building is completed, she continues 
to draw a sketch of the Hendershot’s logo.

Shot 1:
Music brgins to play and the scene starts 
with a close up of the sketch book

Shot 2:
Time lapse begins. Girl’s hand starts drawing 
a sketch of a building.

Shot 3:
As the building starts to become apparent, it’s 
Hendershot’s. She then traces over he pencil 
sketched with a black thin marker.

Shot 5:
The girl is now finishing her final touches on 
the drawing.

Shot 6:
After the image is complete, it slowly fades 
away with the sound of the music
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IMC Pieces



Spotify 

(:30) HEY ATHENS! THIS IS SETH AT HENDERSHOTS ON 

PRINCE, AND I’D LIKE TO INVITE YOU TO OUR NEXT 

BIG EVENT ON JUNE 5 FEATURING KISHI BASHI. CLICK 

ON THE BANNER AND LISTEN TO OUR PLAYLIST FOR A 

PREVIEW, THEN EXPERIENCE THEM LIVE ON JUNE 5 AT 

8PM.  AND WHILE YOU’RE LISTENING, FOLLOW US ON 

INSTAGRAM AND POST A SNAPSHOT OF WHAT INSPIRES 

YOU! USE THE HASHTAG, “SHOTS OF INSPIRATION” AND 

TAG @HENDERSHOTS. WE’LL SELECT OUR FAVORITES 

AND POST THEM ON OUR INSPIRATION BOARD AT 

HENDERSHOTSCOFFEE.COM. INSPIRE US, INSPIRE OTHERS, 

GET INSPIRED YOURSELF! HENDERSHOTS, AN ARTISANAL 

BLEND.
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IMC: To-Go Cups

Another option for IMC includes upgrading the now plain To-Go 
cups with original artwork from a university student. Creativity 
and expression is a big part of Hendershots’ brand image so these 
To-Go cups are a perfect, yet simple, way of infusing creative 
energy  into the customer’s experience. As an added bonus, these 
cups provide valuable brand exposure as they travel beyond the 
bottleworks building. 30



IMC: Menu
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IMC: Flyer
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As a part of the IMC initiatives, people can follow 
Hendershot’s on Instagram, and share captured 
moments with that inspire them by tagging them 
with #shotsofinpsiration. Hendershot’s can then 
pin their weekly favorites to their inspiration 
board found at www.hendershotscoffee/inspireus. 
A giveaway ranging from coffee, Hendershot’s 
merchandise, or tickets to a show can be infused 
into this with a monthly contest for the best share. 
Flyers with the Hendershot’s address, Instagram 
contest information, and upcoming events can be 
passed around town, campus, and parking lots to 
get the word out of the ongoing event. 
The Athens area is crawling with creative people, 
and there is inspiration all around. Hendershot’s is 
a place that brings these people together, and also 
inspires them with the perfect setting and atmo-
sphere. This is precisely from what this concept 
was borne. It enables Hendershot’s to get the word 
out about who they are, and let people be a part of 
their unique atmosphere. 
Ultimately, sharing moments of inspiration on 
Hendershot’s Instagram creates a two-way conver-
sation that allows Hendershot’s and the customer 
to truly understand each other which allows for a 
lengthy and prosperous relationship for everyone.
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Guerilla

Guerilla marketing can engage consumers 
in a whole new way. This concept can be 
adapted and built upon over the course of the 
“An Artisanal Blend” campaign through the 
use of moss graffiti. Moss graffiti is a form of 
green advertising, which parallels with the 
environmentally friendly manner in which 
Hendershot’s carries out its business. Moss can 
easily be grown on porous surfaces like brick by 
painting on a combination of moss, buttermilk, 
and corn syrup. 

There are several ideal locations throughout 
downtown Athens where Hendershot’s can 
implement this idea. The phrase “Our Brews. 
Your Muse.” could be placed on a brick wall or 
other surface somewhere in the local area. Using 
this phrase in particular would spread the brand 
identity of Hendershot’s as a place where people 
come to create and to be inspired. Inspiration 
can be found at Hendershots: on its walls, or in 
the atmosphere, and this green graffiti reminds 
consumers of that very special thing.  35
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Future Recommendations

The artisanal blend campaign can be built upon and promoted further by creating hosted 
events that appeal to a variety of people that brings out their own individual style. 

Car flyers with QR codes can be distributed by student reps to inform new students of the 
atmosphere and inspiration that can be found at Hendershot’s. 

Development of an app later on could have “Shots in the Dark” notifications of upcoming 
bands and feature different interactive elements that reminds users to visit Hendershot’s.
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