
Communications Plan: Sunshine Café 

Situation analysis 

Sunshine Café is a Canadian coffee house chain which is hoping to expand its business. It currently has 12 locations in 

nine cities throughout western Canada and Ontario. The Canadian caffeinated-drink market is hard to break into, as it’s 

heavily saturated with competition. Tim Hortons alone accounts for about eight of every 10 cups of coffee sold in Canada, 

and McDonalds’ brewed coffee business has doubled in the past two years. Demand for specialty coffee is growing, and 

Sunshine Café is more directly competing with smaller cafes and coffee houses, as opposed to quick-service chain 

restaurants. In terms of the specialist coffee shop market, Starbucks is currently the market leader, with 39 per cent value 

share and over 1,000 Canadian outlets. 

Sunshine Café recently conducted market research and found that in towns that housed at least one post-secondary 

institution, sales of specialty coffee were 35 per cent higher than in towns without one. Based on this research, college and 

university students would be an excellent market to target. Toronto is home to four universities and four colleges, as well 

as many private educational institutions, making it a prime location to break into. Ideally, this launch will lead to others in 

a number of other college/university towns. Before opening new outlets in the Greater Toronto Area, Sunshine Café must 

determine effective ways to create brand awareness among post-secondary students. 

Audience 

 Post-secondary students in college/university towns 

 General public in Toronto 

 Existing coffee consumers 

Objectives 

1) Create brand awareness among college and university students 

2) Attract significant walk-in business at local stores in college/university towns 

3) Attain 2,000 local followers on Sunshine Café social media pages within the first year of a particular location’s 

launch 

Strategies and Tactics 

Key Messages: 

 Sunshine Café offers a wide selection of delicious specialty coffees, as well as a gelato bar and an assortment of 

fresh baked goods 

 On top of its already affordable prices, Sunshine Café provides daily discount offers to college and university 

students on its social media pages 

 Sunshine Café is open late and hosts a variety of special events throughout the week, including trivia nights and 

musical performances 

 Sunshine Café has free wireless internet and a comfortable, relaxing environment that’s perfect for studying 

Objective 1: Create brand awareness among college and university students 

Strategy 1) Seek exposure in local media that target post-secondary students 

Tactics: 

- Pitch feature articles to campus newspapers that will discuss Sunshine Café’s many offerings for students, 

like free wi-fi and nightly events 

- Distribute press releases to local media announcing upcoming acts who will be performing at the coffee shop 

- Approach campus radio stations about creating a segment that highlights up-and-coming bands playing at 

Sunshine Café each week 

 



Strategy 2) Hold events on local college and university campuses 

Tactics: 

- In the first week of school, set up coffee sampling stands in the morning on campuses, offering free cups of 

several different coffees and other specialty drinks, as well as baked goods 

- Have bands perform regularly at the Sunshine Café during Frosh week and on campus pub nights in order to 

create interest and fan loyalty 

- Media alerts will be issued to student publications in advance of notable events 

Objective 2: Attract significant walk-in business at local stores in college/university towns 

Strategy 1) Encourage patronage by providing incentives for students 

Tactics: 

- Provide discount coupons in frosh packages and school handbooks, and provide student federations with gift 

cards to be used as prizes 

- If customers show their student ID from a local institution, they will be given a reusable mug with the logo on 

it that can be re-filled in the stores for a 10 per cent discount 

- Offer loyalty cards, which can be stamped after each purchase 

Strategy 2) Hold events at the Sunshine Café stores 

Tactics: 

- Establish each night of the week as a particular “night” at Sunshine Café (i.e. Trivia Night, Live Music Night) 

- Issue media alerts to local media (student publications in particular) about upcoming events 

- One day a week, hold a taste-testing of a particular beverage or food on the sidewalk in front of the store 

Objective 3:  Attain 2,000 local followers on Sunshine Café social media pages within the first year of a particular 

location’s launch 

Strategy 1) Establish a presence on several popular social media platforms 

Tactics: 

- Create a Facebook page for each particular store and event pages for upcoming events 

- Create a Twitter account for each particular store 

- Update Facebook status and Tweet every night with the next day’s “Deal of the Day” (i.e. tell a knock-knock 

joke to the cashier and receive 15 per cent off) 

- Hold contests for students asking them to upload videos to the Sunshine Café YouTube channel 

Budget 

Item Budget 

sampling costs (supplies, employee wages) $7,500.00 

printing costs for coupons, loyalty cards $2,000.00 

production cost for re-usable mugs $15,000.00 

permit costs for events $3,500.00 

billable hours for PR firm 

(account coordinator: 200 hours, account assistant: 

100 hours) 

$20,000.00 

miscellaneous costs $2,000.00 

Total $50,000.00 

 

 



Evaluation 

Measurement of the three objectives will be: 

Objective 1: Create brand awareness among college and university students 

- The number of times key messages were mentioned by local media outlets will be a good indicator of how 

much attention was garnered 

- Attendance at nightly events will help to gauge awareness among the student population 

- A web site survey will be distributed to post-secondary students to help measure brand awareness 

Objective 2: Attract significant walk-in business at local stores in college/university towns 

- Sales figures will be indicative of this success 

- The ratio of distributed discount coupons versus how many are actually used will ascertain the success of that 

particular initiative 

- Consistent usage of loyalty cards and mugs will establish if walk in business is being translated into brand 

loyalty  

Objective 3:  Attain 2,000 local followers on Sunshine Café social media pages within the first year of a particular 

location’s launch 

- Success will be measured by the number of followers attained one year after a page’s launch 


