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1. Preliminary Details
1.1. Contacts

For further information please contact:

Özlem YELKOVAN

CEO, Bevande Co.

Tel : 0532 644 4488

Email : yelkovan@ug.bilkent.edu.tr
1.2. Definitions

The Mix’nJoy is a vending machine with the functions mixing & shaking fresh beverages and cocktails. It also provides the users custom beverages, where the user determines the amount of each ingredient in his/her beverage. The flexibility of stored beverage line-up depends on the place where it would be used makes the product unique.
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2. Executive Summary
Having an ultimate goal to serve people high quality in a reliable, innovative and faster way , Bevande Co. has been founded by 5 shareholders. The main aim of the company is to produce innovative products which can serve high quality drinks to individuals and masses;  therefore maintaining the quality of their lifestyles and helping people to have a comfortable and enjoyable time periods.
Bevande Co. have various projects in the planning process and most of them will be able fill out the gap in vending machine and beverage service sector. Considering the economic conditions, market analysis and risk planning Bevande Co. is forecasting monthly sales of approximately 320 units in their first year of production with a good profit margin. (app. 1200YTL/unit) If the statistics regarding the market are considered, the initial projects of the company will be reaching their break points after the first six months. So Bevande Co.’s stroll to success is assured by the vending machine and beverage service sectors. 
Bevande Co’s target customers are households, cafes-restaurants, offices and gyms which are the common places that people use to eat, socialize, work, live and basically do every possible action a human does. If the odds are analyzed, it’s quite possible that Bevande Co. will enter to these common locations with its successful and high quality products. But one product is easily distincted from the rest of the products of Bevande Co, which is the most innovative product of the company. This product is their primary product and its Bevande Co. shining stars in terms of conquering both vending machine sector and beverage service sectors.
Bevande Co.’s most important product is Mix’n Joy which is a cocktail/beverage vending machine that gives its users a vast number of alcoholic and non-alcoholic beverages from its wide database. This product can be used as a vending machine in various locations and also it can be used as individual cocktail making machine. With this variety of usage and its  acceptable price, Mix’n Joy will be entering to every area of human life if it has the opportunity. Also Bevande Co.’s various business strategies will ensure that Mix’n Joy will be demanded by many customers and the product will be sold in great numbers.
Bevande Co. is founded by people with great vision, anticipation and determination. The company members decided to choose both beverage service and vending machine sectors to enter since both of these sectors are expected to grow rapidly and both of these sectors represent opportunities to increase the quality of human life. Considering the talented shareholders, the general capabilities of the company, ensured sale numbers guaranteed by market movements and their innovative designs which are wise to invest in and way ahead of times, Bevande Company is ready to serve humanity anytime, anywhere possible in terms of improving their lifestyles and maintaining the quality of people’s lives.
3. Current Situation 

3.1 Basic Corporate Data

Name Of The Company: Bevande Company 

Sector: Vending machines and Beverage sector

Partners:

· Özlem Yelkovan

· Mert Yücesoy

· Mert Kalfa

· Yiğit Can Ören

· İzzet Arda Öktem

Capital Structure: Limited Ownership

Headquarters: Bilkent, Ankara

3.2 Company Mission

Bevande Co.’s mission is to serve people high quality in a reliable, innovative and faster way.

3.3 Company Vision


We provide people not to drink what they find, but what they expect. 
3.4 Company Values

- Respect
- Honesty

- Reliability

- Tastefulness
- Perfectionism

3.5 Brief History and Current Status

Our core group consists of 5 people, Yiğit Can Ören, Mert Kalfa, Mert Yücesoy, Özlem Yelkovan and İzzet Arda Öktem. Group was formed in September 2009. Our company is at start up position.

3.6 Company Goals

- Getting a large share and a strong, safe position in the market 

- Improving the product continuously

- Satisfy the customers by providing high quality and innovative products. 
- Providing a reliable information and data about the firm and the market

3.7 Organization and Management
Our company is formed by 5 people who have different backgrounds. Mert Yucesoy and Özlem Yelkovan are the Industrial Engineers of our company. Yiğit Can Oren and Mert Kalfa are the Electrical-Electronics Engineers and Izzet Arda Oktem is the Computer Engineer of our company. This difference on backgrounds provides us innovative thoughts. Organization chart of our company is given below. Also from the organization chart, you can see the division of labor between 5 people. The CEO and CFO are all in charge and they are responsible for the decision making mechanism.

	        Member                                    
	     Education
	    Job Function

	Özlem Yelkovan
	       Industrial    

     Engineering
	- CEO

- Project Manager

- Quality Manager

	Mert Yücesoy
	       Industrial    

     Engineering
	- CFO

- Quality Manager

	İzzet Arda Öktem
	      Computer    

        Science
	- Web Design

- Public Relations

	Mert Kalfa
	Electrical-Electronics 

     Engineering
	- COO

- Engineering

- Production Manager

	Yiğit Can Ören
	Electrical-Electronics 

     Engineering
	- Engineering

- Production Manager


[image: image14.png]


3.7.1 Organization Chart

3.7.2 Responsibilities of Each Member

	        Job Description
	                                Responsibility

	Chief Executive Officer
	LEADER 
· Advises the Board
· Advocates  organization and stakeholder change related to organization mission
· Grants motivation to employees in company products/programs and operations

VISIONARY / INFORMATION BEARER
· Ensures employees, Board of Directors to have sufficient and up-to-date information
· Looking to future for opportunities
· Construcst a connection between Board and employees
· Interfaces between organization and community

DECISION MAKER
· Creates and Works on policies and planning recommendations to the Board of Directors
· Decides or guides courses of action in operations by staff


MANAGER
· Oversees operations of organization
· Implements plans
· Manages human resources of organization
· Manages financial and physical resources

BOARD DEVELOPER
· Assists in the selection and evaluation of board members
· Makes recommendations, supports Board during orientation and self-evaluation

	Project Manager
	 
PLANNING
-The planning role of  the project manager includes defining the project objective and developing a plan to accomplish the objective. The project manager should work with the project sponsor in order to define the specific objective of the project.
ORGANIZING
-The organizing function involves identifying and securing necessary resources, determining tasks to be completed, assigning the tasks, delegating authority, and motivating team members to work together on the project. Resources include both personnel and financing.

	Quality Manager
	ADMINISTRATION

-The Quality Manager has the ultimate responsibility for the administration of the Quality Plan, Quality Deployment and has the authority to manage all work which are affecting quality. A primary goal is to achieve a high degree of joint ownership of quality and compliance strategies with all of the major operational stakeholders in the Company while addressing regulatory requirements in an effective, timely and responsible manner.

LEADERSHIP

-The Quality Manager will provide leadership for the development, implementation, communication, maintenance of quality system policies and procedures for the Company according to the approved quality system..



	Chief Financial Officer
	GENERAL

-The CFO’s responsibility is developing the annual financial plan and providing internal and external financial reporting. 
BUDGETING AND EXPENSE CONTROL
-Budgets are a fact of life, and the CFO is responsible for overseeing the budget process, collecting the inputs, and comparing the company’s actual performance with estimates (the budget).  
COMPANY LIABILITIES AND SHAREHOLDER RELATIONS
-After cash flow, the CFO must understand all of the company’s liabilities.  A company has many legal contracts, hidden liabilities in the form of contingencies. CFO analyzes company shareholder relations policies, procedures, and information programs,

	Production Manager
	GENERAL

-Provide overall Management of the ongoing Production operations including Inventory Control, Scheduling, Documentation, Equipment Maintenance, Calibration, Shipping, and Quality Control/Inspection.

-Assist in creation of efficient processes through hands-on development and training.

-Track quality of all processes through analysis of recorded data and formation ofadditional test-points. Correlate results with requirements/specifications.

	Chief Operating Officer
	GENERAL 

-Chief operating officer is responsible for the proper management of all aspects of the club's activities so as to insure a sound financial operation compatible with the best interests of customers and employees; the maintenance and improvement of the quality of the company’s services; and the security and protection of the company's assets and facilities. 

-The COO reports to the Board of Directors and administers all policies as established by the board.



	Engineering 
	GENERAL
- The engineers are responsible for developing the products, preparing the progress reports on R&D, guaranteeing the safety of the company members and shareholder by making sure that the products are perfectly well in the issues of health and safety. - The engineers also have to be tracking the newest technological developments in their areas and informing the company about these innovations.
-  The engineers must make sure that the demands of the customers of the Company are satisfied and they have to make sure that the products have highest performance levels as possible

	Public Relations
	GENERAL
-The Public Relations department is responsible for creatin a a strong relationship between business industries and customers.
- The Public Relations involves supervising and assessing of public attitudes, and maintaining mutual relations, understanding between an organization and its public.
- The Public Relations also have the function improving channels of communication and instituting new ways of setting up a two-way flow of information and understanding.




4. Product & Services

4.1 The Product

The first product of Bevande Co is ‘Mix’n Joy’ which is a beverage maker machine with the same system with vending machines. In contrast, Mix’n joy has functions like mixing or shaking the fresh beverages in order to serve custom mixes and cocktails. In this system, user can decide the amounts of each ingredient in his/her beverages. Besides the stored ingredients can be change according to area that it will be used. For example, if the product will be used in Gym, possible beverages can be energy providing juices, but for a bar the result will be much more alcohol included.

Mix’n Joy mainly consist of 4 main unit plus user interface. 

· Cooling Unit

· Mixing Unit

· Power Unit

· Processing Unit
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The product contains hygienic cleanable liquid tanks to preserve the ingredients for the beverages. Initially the designers decided the number as default, 7 tanks, with volume 5 liters can be used. However, these sizes can be changed according to the user. A 200 Watts cooling unit will provide the product keep its beverages fresh. Because Mix’n Joy serves fresh mixes and beverages, parallel to the quality the prices of the drinks will increase. Therefore, for the payments, designers of Mix’n Joy combined bill acceptors and coin acceptors by using Multi-drop Bus (MDB) protocol. In user interface part, the product has an LCD screen and a keypad. The LCD screen shows the cost, amount paid, the list of beverages including custom drinks and the status of the process. The keypad includes 4 selection buttons and 2 arrow buttons. Mix’n Joy will have an English interface as default, but there will also be language options according to current language.

The Mix’n Joy designed to be used indoors; therefore, it will work within temperatures from 10 to 40 Celsius degrees. The operating voltage is 220Vrms at 50Hz, which is the standard mains voltage in Turkey. It physically has a size around a standard vending machine: 

· Height: 1700mm

· Width: 540mm

· Depth: 690mm

· Weight < 190kg (depends on how loaded it is)

4.2 Project Development Phase of Product
The idea of Mix’n Joy has been founded by the Bevande Co. Group in September 2009. After the confirmation processes of the product, as a group, Bevande Co. started a deep research for all details about the product. Many improvement and basic changes happened in this idea stage. When full design has been drawn according to equipment, marketing, production line and cost researches, project development plan has been created. All departments worked in touch in any level and the project development process will be completed by equal contribution of each member of Bevande Co. The critical path of the process has been identified with detailed explanations about all steps and their timelines. Although, more knowledgeable members leaded in their expertise dependent processes, all members had a role in order to add their own perspective to have the best product. Due to this internal web, Mix’n Joy also developed many times in its production process. In 4 months most of the production process is completed and prototypes has been already constituted. This extraordinary effort and efficient contribution from different fields makes Mix’n Joy a unique product.             
 
4.3 Competitive Advantages of the Product

In terms of competition, Mix’n Joy has so unique usage and functions then the well-known vending machines. As mentioned in (4.1) Product Definition, mixing shaking options for custom cocktails are the main service of Mix’n Joy. On the other side, Mix’n Joy differs its alike products for preparing custom beverages with its daily life focus. In other words, by putting our alcoholic and non-alcoholic drink making machine into offices, bars, houses and gyms Mix’n Joy will serve to multiple users in different areas. Besides, Mix’n Joy provides the best quality cocktails with its peerless functions of stirring, shaking or efficiently mixing. Furthermore, Mix’n Joy has a wider customer profile since the product is going to accept coins and banknotes so it is modifiable for outside usage and without this property it’s a good quality cocktail producing machine to use in a home. Suitable price and flexibility for different usages with different ingredients are also can be considered as the strong points of Mix’n joy in beverage making machine market. In future, with the developing technology, Mix’n Joy can have a better position then its competitors with right technical improvements in right times. More visual devices, robotic accessories for serving the drink and fully automatic inner design can be challenging and suitable improvements for Mix’n Joy. 
4.4 Ordered Items

	Part List

	ITEM NO
	DESCRIPTION
	MATERIAL
	QTY

	BVND-001
	Processing Unit
	Digilent Nexsys2
	1

	BVND-002
	Solenoid Valves
	PVD T-GM 101
	7

	BVND-003
	LCD Screen
	Futurlec LCD40X4BL
	1

	BVND-004
	Key-Pad
	Confile Technology Keypad
	1

	BVND-005
	Coin Acceptor
	Electronic Coin Validator
	1

	BVND-006
	Bill Acceptor
	Pyramid- Apex 5400-U51 12Vdc
	1

	BVND-007
	Stepper Motor
	Minebea Electronics- PM55L-048-HP69
	1

	BVND-008
	Cooling Unit
	Simplicool Grs-2100 Cube
	1


· BVND-001: Digilent Nexsys 2 – Processing Unit (SW) : This part is to control user interface and mixing unit. 

· BVND-002: PVD T-GM 101 – Solenoid Valves (Mechanical) : These valves are to control the liquid flow. 

· BVND-003: Futurlec LCD40X4BL – LCD Screen: User can see the mixtures and choose mixtures from this screen by using keypad.

· BVND-004: Confile Tech. KeyPad : A basic keypad with 5V power supply.

· BVND-005: Electronic Coin Validator – Coin Acceptor: User will pay coins through this coin acceptor.

· BVND-006: Pyramid- Apex 5400-U51 12VDc –Bill Acceptor : User will pay banknotes through bill acceptor.

· BVND-007: Minebea Electronics- PM55L-048-HP69 - Stepper Motor (Mechanical): Stepper motor is to help mixing unit. 

· BVND-008: SimpliCool Grs-2100 Cube - Cooling Unit: This unit will keep the drinks cold. 

All required items have been researched about their prices and qualities in order to purchase the best materials in production phase of Mix’n Joy. They were ordered according to product development plan timeline and with expected delays Bevande Co. reached the items successfully. With the best efforts of designers and supplementary efforts of other members all items combined successfully in prototype constitution process.  

4.5 Quality of the Product

In the initial phases of the design, Bevande Co. conducted a survey for possible markets and possible customer segmentation. In this process, many well chosen specific questions has been asked to the potential customers and all answers analyzed deeply by the Bevande Co. Group. The results created the basics of the Mix’n Joy’s design. After this point, in any level of the production, gathering information continued by Bevande Co. to fallow the market and customer needs carefully. In every phases of the production, some improvements have been done on the product. In other words, Mix’n Joy maturated even its own creation. In order to provide the best quality to our customers, Mix’n Joy has been tested in every step. The way of testing the product was considering the market situation and how much the product can satisfy our possible customer needs. Bevande Co. is determined about the high quality for its first product Mix’n Joy and according to customer feedbacks and quality control results; it will continue conduct necessary improvements on Mix’n Joy to provide the best product to its customers.     

4.6 Customer Services

Bevande Co. as a motivated newcomer to the market considers its customer service as one of the strong points of the company. To have a better presentation in the market and keep the current customers, Bevande Co. will provide the best possible customer service to its clients. Full transportation, installation, and one year free maintenance are some of the initial services. In other words, Bevande Co. has a strong believe in its first product Mix’n Joy and provides a 1 year full guarantee to the clients for the product. Even after this time limit, because of Mix’n Joy’s unique design, Bevande Co.’s technical service will be always the only support center for its customers with its expert technical service. There will be 24 hours technical support for the customer so that they can reach the technical service 24/7 and get instant technical support. After a while then the product started to be consistent in the market, Bevande Co. will provide smaller versions of the product for individual usage in home. Therefore, there will be more individual focused customer services and longer guarantee specifications will be designed according to success of the product in related market. 
5. The Market And The Competitors

5.1.Current Economic Conditions in Turkey and Beverage Service&Vending Machine Sector Analysis
The economic conditions in Turkey are highly unstable. The potential first wave of the global economic crisis seems to have passed but Turkey’s economy is still progressing as an unknown curve. It’s very hard to forecast any critical rises and falls in the stock market, in the specific sectors such as beverage sector. Especially in the Beverage service sector is quite dynamic and innovative in Turkey. Also the usage of vending machines is newly improving market. So Bevande Co. knows that they have to be really careful about the target customers, pricing and quality of their product Mix’n Joy, since it will be applying to both Beverage and Vending Machines sectors. To be successful in the market, Bevande Co. offers a cocktail/beverage vending machine that gives its users a vast number of alcoholic and non-alcoholic beverages from  its wide database.

But offering a quality product didn’t seem to be enough for the company and because of this Bevande Co. initiated a secondary market research. They carried out a primary market research before and carrying out another primary marketing research requires allocation of an extra budget. So a secondary marketing research and some small sized surveys were enough for the purpose of starting up our company. 

This secondary market analysis included Turkey, Europe, some other nations in order to observe the development, relevant statistics about the usage of vending machines  and also to have a more clear idea about the current situation of the usage of the vending machines.

This part of the secondary market analysis pointed out that usage of vending machines are not at its peak point in Turkey when the numbers are compared to other parts of the world. Bevando Co. needed to study the market they are about to enter and learn about Turkish people’s attitude towards using vending machines in order to clarify their pricing and business strategy.

Exhibit A: The number of vending machines in several  countries by year  2009

	Location
	# of vending machines
	# of vending machines / person

	America
	6,000,000
	52

	Japan
	5,500,000
	23

	Europe
	4,000,000
	126

	Turkey
	5,000
	3,400


The vending machine sector is expected to be improving in rapid fashion. As we can see from the statistics there is a lot space in this sector market which can be filled by new
entrepreneurs. 

Bevando Co. also conducted a research about whereas vending machines are installed in Turkey. They went to several institutions such as; AVMs, hospitals, many companies’ office buildings, cafes, restaurants and universities.

Exhibit B: Various locations which have vending machines installed 
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This data shows that most of the vending machines available in Turkey are installed to universities, office buildings and AVMs. There are nearly no vending machines currently used in cafes, restaurants and in gyms. Bevando Co. decided to enter the market using this opportunity since they are planning to sell their product as a vending machine to gyms and probably to some cafes and restaurants.

So Bevande Co. completed their research about the vending machine sector and after that they conducted a survey in order to determine the general attitude towards automatic cocktail machines. They asked to many citizens from several ages about their opinions about specific question Even though Some participants gave quick answers without thinking or had difficulties imagining the cocktail machines’ features the survey was successful. The question was; if there was a high quality drink serving cocktail machine in their houses, how often would they use it?

Exhibit C: Survey Results for Question :
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Even though a nearly 25 percent of the people told us that they didn’t need such a machine, Bevande Co. believes that this percentage of people can be persuaded with proper advertisement, marketing and pricing. Eventually, with the persuasion of these people and by targeting the correct customers Bevande Co. can make a instant impact on the market with Mix’n Joy. Also the growth of the vending machine sector will be of great help to Bevande Co. executives.  

5.2 The Market and Target Customer Profile

Since now, Bevande Co. has many many ideas about vending machine sector and some about beverage service sector. Also company members have to analyze the cocktail machine sector which is a rapid improving sector combined with the new technologies announced every day. It is obvious that any technological development which can be implemented in cocktail machine will take this sector into a higher level and by year 2020 the sector is expected be exploding with hi-tech cocktail machines. Mix’n Joy is an important milestone in this development towards to future with different special features. So Bevande Co. has to be careful about their target customers. Our target customers are;

1- Household: By advertising Mix’n Joy in an effective and careful manner, we are planning to sell our product to families and houses. If we can succeed in selling our product into families then we can enlarge our market share rapidly since regular families have a tendency to adopt a new lifestyle with newly purchased product and another tendency to show their friends and further family their new stuff. Also since they adopt this new stuff as a lifestyle they can help us to direct our marketing strategies according to their complaints and their attendance to regular surveys conducted to them via telephone and e-mail. 

Another event that can be of use for marketing our product to the household is that Mix’n Joy offers new opportunities for people to socialize. For example; families can invite their friends to their houses for having couple of drinks alcoholic or non-alcoholic. This situation will help people to organize social events such as parties, meetings and etc.. in an easier fashion. Thus they will be making the advertisement of Mix’n Joy by using it in a social event even though they are not aware of the situation. Also the product can provide them an opportunity to create their own popular drinks and the ability to enjoy a fresh and high quality drink anytime they want one.

2- Cafes and Restaurants: One of the most widespread businesses nowadays is the places with the concept of café-bar-restaurant. These are places where people go to socialize, eat and to have an alcoholic and non-alcoholic drink. With the development of these new-type locations, the original cafes and restaurants are all beginning to widen their range of drinks. In order to accomplish to widen their range of drinks, the restaurant owners hire bartenders with extra cash or they teach their workers how to prepare cocktails and etc.. But both processes require time and money, which are hard to lose in restaurant business. Our main aim is to overcome both of these problems with the usage of Mix’n Joy which will help them to prepare standardized high quality alcoholic and non-alcoholic drinks. The restaurant owners can save time, money and also they can gain new customers with offering them high quality drinks. They can use it any time they want and since Mix’n Joy is as good as waiters in the level of service they give a standardized service to their customers. We are hoping to eliminate any businesses who serve low-quality drinks and to help people to get a high quality drink anytime anywhere they want one.

3- Gyms: People who go to gyms to workout suffer from the lack of high quality protein shakes and drinks. People usually have the trouble of preparing themselves protein drinks at home but they are losing time and they can’t prepare it with high quality every time. Some gyms have cafeterias inside their property but their numbers are quite severe and they spend a lot of money investigating in their cafeteria. By installing Mix’n Joy ,as a vending machine version or regular version, in gyms we can help gym owners to provide their customer high quality protein shakes which can help them to have a good qualified workout. The gym owners can also gain a lot of money with the usage of Mix’n Joy and we are also hoping to help them to increase their standards of gyms, thus giving their customers a better service.

4- Offices: Company owners satisfy their employees’ demands of having a quality drink in their breaks by giving salary to people just for serving the employees or putting a vending machine, coffee machine to their offices. But this doesn’t work really good, since no worker who is only there to serve the employees can make neither high quality drinks nor different types of drinks. Also the company has extra expenses of such workers’ salary, insurance and even though they spend a lot of money on satisfying their employees they can’t succeed in this. We are offering to install Mix’n Joy into these office buildings in order to satisfy the employees’ need to have a quality break with a quality drink.

It is obvious that our product will make an instant impact in a lot of locations and lives. We are hoping to be successful around all target customers mentioned and we are hoping to achieve this success with the help of correct financial plan, marketing and opportunity. 

5.3. Competitors and similar products in the market 
Bevande Co. is keeping an eye on the newly developments in the cocktail machine sector and thus we are very careful about the functions of our product. By doing this Bevande Co. is trying to keep an advantage of having better functions than their competitor products. Their probable competitors are The QUBE, Lazy Drinker, Home Margarita Machines, Frozen Drink Machines and etc… As we can see that there is a lot of competition in cocktail machine sector around the world and in order to compete with such competition Bevande Co. is making sure that Mix’n Joy stays unique in every way and they are carefully planning every step of the marketing process. Also we are sure that these competition we have, are just products with specific features and style. Since Mix’n Joy has an adoptable nature and its own talent to create a lifestyle, its giving people to create their own popular brand and cocktails in a very free way. There will be better functional products made in the future with the new technological developments but Mix’n Joy will stay popular since it gave every customer a new refreshment and creative freedom. 

5.4. Competition Which May Arise

At first people can probably see our product as a luxury but when it will be purchased by several outside places and with a couple of customers which will purchase our product to their homes , Mix’n Joy will be popular in a short amount of time. Mix’n Joy will be introduced to the market as an innovative new design of a cocktail machine and as a new and improved version of vending machines. Afterwards, the prices will start to fall, which will heat up the competition between companies producing similar products and they will also modify their products for daily use and for usage in outside places. Finally, the production of these new designs will fit to every potential customer and the number of new designs will be too many for the market to handle so the companies with better designs and which are more powerful in the ways of manufacturing will be advantageous in this new market. Of course, throughout this process, we intend to design a very effective IMC strategy which aims to demonstrate the advantages of our product and inform them about the important properties of the product. This way we can prevent small miracles, the rise of similar products, from happening. Also people buying our product will improve the customers’ drinking habits and they will have better drink-supported social organizations and better quality of buying drinks will be available in outside places.
5.5 . Evaluation Of The Market Analysis
After we analyze the most important facts that are pointed out by the secondary market research, the current conditions in Turkish Economy and market makes it very suitable to enter with an aim of earning a big market share and making our position in the market strong with Mix’n Joy. The vending machine sector and beverage sectors are expected to grow in a rapid fashion and even though Turkish economy progresses as an unknown curve, the market tends to be growing. With this tendency to grow; Turkey vending machine and beverage sectors will invoke a need for new and innovative products. The need for new products with technical development and high quality service will be quite big and lead to a major demand in big cities in Turkey which will be mostly satisfied by Bevande Co.

5.6 . Pricing Information of Mix’n Joy

Firstly Bevande Co. calculated the indirect and direct costs in order to determine the price of Mix’n Joy. They also worked out some possible discounts from suppliers in serial production and also they calculated the production quantities. Since direct costs are already related to the total cost, they worked out an expected price of Mix’n Joy which will be 1200 TL. The existing competition in the market led our company to act in such policy and if more competition will arise in the future, which is a very high probability situation, Bevande Co. will decrease the indirect costs in order to decrease the optimal price of the product. Bevande Co. guarantees its market share with such back-up plan because even if a lot competition arises in the future Bevande Co. will make sure that Mix’n Joy will serve as a high quality product with an appropriate price for the market. 

6. Business strategy

Bevande Co.’s direction and scope over the long-term is formed in three stages: determining the strategic objectives, strategic analyses and finally the strategic plans where we define exactly where Bevande stands, where it wants to go and how it will get there.

6.1. Strategic objectives

Bevande Co.’s strategic objectives were inspired by Kaizen [1] strategy to serve as a guiding compass for the company. Bevande works to achieve its vision of providing standardized taste and healthy service through continues development. To implement this vision, our company has established the following strategic objectives for the period 2010-2015:
· Achieve average monthly sales of 120 machines in the 1st year.

· Conduct advertising campaigns in Bilkent University by 2011 and reserve advertising budget of 20% of the yearly profit.

· Adopt process-oriented-thinking and increase investment in new technologies, operations research and advertising.

· Expand into touristic territories.

· Complete the ISO 22000 certification of all projects and ISO 14001 of the manufacturing system. [2]

· Have a management team capable of meeting our strategic objectives and have a comprehensive business development plan.
· Define and communicate organizational roles, responsibilities, and expectations for all employees.

· Treat suppliers and customers as partners and measure performance by customer satisfaction.
· Have an injury free workforce.

As an innovative startup company, we will follow these strategies for 5 years. However, the listed strategies will not constitute a limitation for our development, but a baseline that will be revised yearly for continues improvement with the guide of stakeholder expectations. In order to ensure the continuity, we will have a management team who is responsible for the implementation.

6.2. Strategic Analyses

6.2.1. SWOT Analysis
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In determining our strategic plans, we will pursue opportunities that are a good fit to the company’s strengths and identify ways that we can use its strengths to reduce our vulnerability to external threats. Besides, our plan will be to overcome weaknesses to pursue opportunities and establish a defensive plan to prevent our weaknesses from making it massively susceptible to external threats.


6.2.2. Porter Five Forces Analysis

6.2.2.1. Competitive Rivalry
Bevande Co. is advantageous since we are introducing a new product that is capable of replacing every similar product in the market plus additional functions, with a cheaper price. A startup company also introduces the most similar product in the market, the Qube; the machine only serves alcoholic drinks poured from their original bottles and twice more expensive than Mix’n Joy. Therefore, competitive rivalry is a neutral force for us in the sector.

6.2.2.2. Bargaining Power of Suppliers

Bevande Co. will be a new SME to the market and it does not have any existing business relationships with the suppliers besides most of its suppliers are large firms having many customers. Thus, bargaining power of suppliers will be high and Bevande Co will not have any power to negotiate. This force can be concluded as being negative.

To keep a good relationship and gain bargaining power, we will continue to research for smaller firms as suppliers for the first years of our company. Also we will try to make our suppliers our customers, which will enhance trust and communication.

6.2.2.3. Bargaining Power of Customers

It is very likely for the customers to negotiate while transaction. Although we do not have any competitors with same product in the market, we could lose customers inducing them to buy other simpler vending machines. Being a startup company and the need to promote our product, the bargaining power of the customers will be high in the first years of company.

To lessen the bargaining power of customers, we need to improve our quality continuously since customers tend to pay more when they trust the quality of the product. Moreover, with accurate advertisement of our brand, we will be able to make our product a trend, which would also make our price acceptable. 

6.2.2.4. Potential New Entrants

There will be new entrant in the market producing the same product maybe with lower price or more technologically equipped. Since we are a startup company and inexperienced in various business disciplines and relations, a new rival could be a negative force for Bevande Co. This negative force will be worked on and be partly neutralized especially via patents and trademarks.  Since the barriers to enter to this market are easy to overcome, there will be certain negative impacts however Bevande Co will always have the advantage of being the first in the market. As the company, we will start to build a strategy of changing prices, continually improving the product and the manufacturing processes to obtain competitive advantage over the rivals in the presence of future product imitations. 

6.2.2.5. The Threat of Substitutes 

The beverage service sector is highly competitive due to the dominance of the foreign funded companies and many distributors. The vending machines of registered trademarks like Pepsi, Coca Cola etc. have a massive market share and a certain consumer confidence; serving soft drinks, fruit juices, sport drinks and water. This fact might be accepted as a negative force however we will attract customers who do not want a limitation of drinks with one trademark. Moreover, Bevande Co. will use its unique differential functions of mixing and stirring while presenting the product, which will overcome other alcoholic drink automats in this sector.
6.2.2.6. The Results 
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The results of the analysis indicate that the sector is not entirely attractive for a new entrant. However, the mission is to follow our strategic plans thoroughly in order to minimize the harms in the short-run. As time passes, Bevande Co. will neutralize those negative forces that are basically occurred due to being new and inexperienced in the business and eventually, turn into positive.

6.3. Strategic Plans
6.3.1. Production Strategy


As a startup company, we are unlikely to have the capital to build our own factory to produce our product entirely; so outsourcing most of the subassembly parts to a manufacturing company is probably the best option for us. Since we have minimal experience in operations & production and only one product in our portfolio, any failure with Mix’n Joy will have an inevitable damage on the company. Therefore, for the first year, we are planning to build an assembly workshop and a few machines for production.  The outsourcing parts include tanks, cooling units, bill/coin acceptors, LCD screens, keypads, solenoid valves, stepper motors and processing units. To ensure the right-in-time acquisition of the supplies, our industrial engineering team will make sales forecasts in order to reduce inventory. According to our financial analysis, we will be able to make profits after two years of operation. By the time, we will secure our market position and be experienced enough to determine which parts to produce internally and which parts to be supplied. We will have also a research and development team after 2012 to follow the technology and be able to compete with new entrants. From the building phase of our facility to manufacturing, in each step we will strive to achieve 6-sigma DMADV quality process [3] and charge quality engineers for the maintenance of the process. 

Assembly of the subcomponents will be performed in the stations as the following:
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There are 2 workers each in Station 1 and Station 2, and 4 workers in Station 3. According to this work allocation, the assembly of Mix’n Joy takes 27.6 minutes. It means this plan allows the capacity of 347 units per month (# of working hours considered as 8 hours and the # of working days is considered 20).

Since we are not experienced in production, this basic production strategy seems to be ideal for the short-term. In order to obtain quality we will inspect each step of the assembly process. Since we are outsourcing the subparts, inspection is vital to make sure that these parts are consistent with our quality policies. Nevertheless, in the long term, we need to produce most of the subassemblies interiorly since it decrease the dependence to the suppliers and decrease the parameters by converting them into controllable variables.  

 In the long run we will come up with a more optimized production process as our workers and we become more experienced.  

6.3.2. Sales Strategy


While trying to determine our initial sales strategy, we tried to create a plan that outlines how we reach, talk and sell to potential customers. We choose our distribution channel to be direct sales; therefore we can maintain control over the distribution process and retain all of the revenue from our sales. We are not considering opening our own store because we are penetrating in the market with only one product. Instead, we will reach our clients via e-commerce, which is also advantageous since a relatively low investment is needed. Besides, we are considering applying telemarketing conducted by our own staff in order to offer upgrades to existing customers or to sell to new customers. Our competitors have used direct sales as well, and according to our network researches, they are doing well with this strategy, which is a confidence for our company.

As Mix’n Joy is adaptable to all kind of expectations of the consumer, our initial strategy will be to work directly with our customer and ask them what their needs are. If the client is a gym owner, we will introduce the product as a sport drink-mixing machine. We will present them all kinds of possible high-protein mixtures they will be able to create. 

By having a direct communication with the target customer, we will be able to:

· Improve client loyalty by understanding needs

· Outsell competitors by offering the best solution

· Shorten the sales cycle with outside recommendations

In addition to the personal contacts, we will participate to fairs periodically conducting in various foreign countries as soon as we start to produce the subassembly parts interiorly in order to introduce our product country and worldwide.   


6.3.3) Distribution Strategy

Since most of the sales will be carried through personal contacts and there will be no retailing in the short term, the distribution of the product will be done by a negotiated cargo company. After contacting an authorized person, it is found out that the price of delivery of one unit of product will be around 30TL if we make approximately 500 deliveries in a month. . This strategy works for the best for Mix’n Joy since this cost is under our distribution budget and most of the companies are responsible for any losses.

6.3.4. Marketing Strategy

Our marketing strategy is centered on the key concept “customer satisfaction”. Mix’n Joy will be marketed to individuals therefore marketing strategies will become upon business to customer (B2C). The target end buyer is café, bar, restaurant, gym owners, schools and homes. We will use direct marketing to reach our clients. As being a niche player in the market, we will use the advantage of being unique and the capability of replacing every cold beverage vending machines. To achieve a sustainable competitive advantage, we will highlight these points, which makes us superior from the other companies. 

Our price is averagely the half of our current competitors in spite of the fact that Mix’n Joy has the unique additional shaking function. After we begin to produce subparts in our own facility, we are going to make price arrangements considering asset cost, taxes and the competitors pricing.  

In first 3 months, we will focus on the sales in Ankara, and then move on with Istanbul, Izmir, Bursa and Antalya by the end of 2010 to increase the brand awareness. In the following years, we will participate to fairs periodically in order to introduce our product country and worldwide.   

For the advertising purposes, network marketing, trade shows, personal contacts, word of mouth marketing and Internet will be used. For the Internet, company website will serve as the main channel and all Internet commercials in various sites will be directed to this site. Video commercial will be presented in the company website. After getting the results from the marketing KPIs, there will be adjustments on the portfolio of marketing activities but our marketing representative is planning to allocate 600YTL per month on the marketing budget.


6.3.5. Branding Strategy
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As being a small business, we aim to establish a successful brand in spite of our limited resources because it is obvious that the most valuable asset of a company is branding. We are aware of the fact that increased market share is a direct result of a successful branding campaign. With this concern, we designed our brand logo to make associations as the following:

· The red font: whet one’s appetite and associates dynamism

· The green liquid: encourages creativity (which is the main concept of our machine, enable consumer to create their own mixtures)

· Yellow lemon: makes thirsty and draws attention

Our goal is to enduring the brand logo, which is difficult to change once established, also a brand reputation that is harmonic with the logo: if someone is thirsty and seek for taste, Mix’n Joy will come to his mind. Our initial target customer is the café and bar owners, and since our product and company names conjure up feelings and perceptions about the product, we are in an advantageous position.

We need to guarantee a 100% customer satisfaction for higher quality and thus loyal customers. Availability is also vital because limited distribution of the product may imply exclusivity to discerning customers. To obtain these, we will strive to achieve 6-sigma quality, ISO 22000 and ISO 14001. Moreover, in the design phase of Mix’n Joy’s exterior, we will put the logo on the machine’s most attractive spot in order to be recognizable. Combining appropriate advertisement with customer satisfaction in the long run, we will be able to raise the price of Mix’n Joy because higher prices signify to consumer higher quality. 


6.3.6. Administration Strategy

Bevande Co’s administration strategy is based on the horizontal hierarchy that is likely to provide worker involvement. Premium system, personal training and education programs are also enabling workers to be motivated and become more effective. By this way, continuous improvement can be achieved as we expect.

7. Performance Measures
Performance measurement is the process whereby an organization establishes the parameters within which programs, investments, and acquisitions are reaching the desired results.
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Key performance indicators are found from the critical success factors which is included in the risk analysis section. With these indicators, potential investors will be able to track the continuing trends in the company. Also board of the company will be able to control the crucial metrics in the company and measure the company’s performance. We can observe the key performance indicators in three areas, including marketing, finance and production. For the marketing, key performance indicators are growth of sales, increasing number of customers and return on advertising budget. For the finance, key performance indicators are operating profit and economic value. Lastly for the production, key performance indicators are improvement in the schedule, increase of the production, waste and decrease in the variable costs. 

There are some performance metrics while project control stage. Main categories of the performance metrics are scope, time, money, quality, productivity and safety. Performance metrics are typically defined in preparation for project monitoring before project control.

8. Financial Analysis


Financial situation of our company is very new. Our company has no previous transactions. Sales and productions will be our first real life experience. During this analysis we made some assumptions. 


8.1 Break-Even Analysis

The break-even point for a product is the point where total revenue received equals to the total costs associated with the sale of the product. In other words the point where the profit equals to zero. 

Selling Price per Unit = 1200 TL

 Variable Cost per Unit = 850 TL

 Fixed Cost = 150000 TL

Expected Unit Sales = 1000
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Total Variable Costs: 850000 TL

Total Of All Costs: 1000000 TL

Total Revenue: 1200000 TL

Profit: 200000
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This analysis concludes that if Bevande sells more than 428 units of Mix’nJoy, Bevande will be able to profit from the sales. 

As we can see from the income statement below, after 2009 our company starts to have positive profit. For the equities, we pay our own money as capital. After 2009, profit increases year by year. 

	Bevande Co.
	December 31, 2009
	December 31, 2010
	December 31, 2011
	December 31, 2012
	December 31, 2013

	Revenue
	5.990.965 TL
	9.313.410 TL
	13.901.895 TL
	16.502.809 TL
	19.302.236 TL

	COGS
	3.494.730 TL
	5.432.823 TL
	8.109.438 TL
	9.626.638 TL
	11.259.638 TL

	Gross Profit
	2.496.235 TL
	3.880.587 TL
	5.792.457 TL
	6.876.171 TL
	8.042.598 TL

	Total Selling, General and Administrative Expenses
	3.300.434 TL
	3.552.038 TL
	4.007.244 TL
	4.049.602 TL
	4.015.390 TL

	Total Depreciation & Amortization
	(4.980 TL)
	(4.980 TL)
	(4.980 TL)
	(4.980 TL)
	(4.980 TL)

	Other Operating Expenses
	31.279 TL
	46.919 TL
	46.919 TL
	46.919 TL
	46.919 TL

	Total Operating Expenses
	3.336.694 TL
	3.603.937 TL
	4.059.144 TL
	4.101.501 TL
	4.067.290 TL

	Operating Income
	-840.458 TL
	276.650 TL
	1.733.313 TL
	2.774.669 TL
	3.975.309 TL

	Interest Expense
	0 TL
	0 TL
	0 TL
	0 TL
	0 TL

	Earnings Before Taxes
	-840.458 TL
	276.650 TL
	1.733.313 TL
	2.774.669 TL
	3.975.309 TL

	Income Tax Expense
	0 TL
	0 TL
	409.327 TL
	971.134 TL
	1.391.359 TL

	Net Income
	-840.458 TL
	276.650 TL
	1.323.986 TL
	1.803.535 TL
	2.583.951 TL


8.2 Income Statement

	 
	Balance sheet
	Balance sheet
	Balance sheet
	Balance sheet
	Balance sheet

	 
	as of
	as of
	as of
	as of
	as of

	Bevande Co.
	December 31, 2009
	December 31, 2010
	December 31, 2011
	December 31, 2012
	December 31, 2013

	Assets
	 
	1.603.246 YTL
	1.879.898 YTL
	3.203.883 YTL
	5.007.417 YTL
	7.591.368 YTL

	 
	Cash
	1.084.079 YTL
	1.088.841 YTL
	2.035.433 YTL
	3.627.203 YTL
	5.982.849 YTL

	 
	Accounts Receivable
	499.247 YTL
	776.117 YTL
	1.158.492 YTL
	1.375.234 YTL
	1.608.519 YTL

	 
	Inventory
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Prepaid Expenses
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Other Current Assets
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Total Current Assets
	1.583.326 YTL
	1.864.958 YTL
	3.193.924 YTL
	5.002.436 YTL
	7.591.368 YTL

	 
	Property, Plant & Equipment
	24.900 YTL
	24.900 YTL
	24.900 YTL
	24.900 YTL
	24.900 YTL

	 
	Accumulated Depreciation
	4.980 YTL
	9.961 YTL
	14.939 YTL
	19.919 YTL
	24.900 YTL

	 
	Net Property, Plant & Equipment
	19.919 YTL
	14.939 YTL
	9.961 YTL
	4.980 YTL
	0 YTL

	 
	Other Intangibles
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Other Long Term Assets
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	Liabilities
	 
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Accounts Payable
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Accrued Expenses
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Short Term Borrowings
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Other Current Liabilities
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Unearned Revenue, current
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Total Current Liabilities
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Long Term Debt
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Other non-current liabilities
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	Equities
	 
	1.603.246 YTL
	1.879.898 YTL
	3.203.883 YTL
	5.007.417 YTL
	7.591.368 YTL

	 
	Common Stock
	0 YTL
	0 YTL
	0 YTL
	0 YTL
	0 YTL

	 
	Capital
	2.443.704 YTL
	2.443.704 YTL
	2.443.704 YTL
	2.443.704 YTL
	2.443.704 YTL

	
	Retained Earnings
	-840.458 YTL
	-563.806 YTL
	760.179 YTL
	2.563.713 YTL
	5.147.664 YTL


                                                                                                      8.3 Balance Sheet

9. Risk Analysis
9.1 Critical Success Factors


First goal of our company is to produce Mix’nJoy by combining different devices from different suppliers. After achieving this goal, as our second goal, we want to get attention of the public and sell it to them to make profit. Producing a high-quality product and meeting the demands of the public are very essential for having a place in a developing market, to achieve this there are some critical success factors for our company. Firstly, we aren’t designing a product that never existed before, so Mix’nJoy must be different from the other products in the market. For this purpose, we designed a “mixed and stir” feature for our product. Also people, who buy our product, will be free to make their own cocktails. Secondly, acceptability of our product in the market is important. People should be aware of what our product does and the all features of our product. Also being easy to use is essential. Most of the people in our society want devices that aren’t complex. For our product, user will only choose drink from the LCD screen and pay its payment. It is very easy. Another issue in terms of critical success factors is having a wide range of usage. In public places, like gyms, schools, cafes etc., our product has bill and coin acceptor for payment. But for houses, our product has no need for payment. So our product doesn’t have bill and coin acceptors for house usage. Sustaining the same quality among all the product that are produced is the last success factor for Mix’nJoy. All products must work properly without any problems, because all people don’t want to buy any problematic product. 


9.2 Limiting Factors


There are some limiting factors for Mix’nJoy to be successful in the market. Firstly, our workshop of our company is very limited for large amounts of product. To be able to produce large amounts, we need to have a larger facility. Secondly, solenoid valves and a cooling unit are being used in our product and while they are working, they make some noise. For houses, this can be counted as a limiting factor. Another limiting factor is that in our company there are 5 people working and if our company becomes larger day by day, 5 people will be not enough for larger production. 


9.3 Specific Risks and Solutions


Most probable risks determined in order to be prepared against undesired events. We made a possible risks table below.


Possible Risks Table:

	Possible Risks
	Explanation
	Solution

	Patent Risk
	- If our company doesn’t pay attention, some other company can produce a product with same features and low cost. So that people can tend to buy that one. 
	- Always watch the market and get patent of the product.

	Market Risk
	- People can prefer other drinks rather than using our machine in cafes, bars or etc. 
	- Offer quality drinks. 



	Customer Risk
	- Customers may not need that much complex and luxury kind of machine
	- This can be avoided by advertisement. With advertisement, we can show that they need this product.

	Noise Risk
	- While working, solenoid valves and cooling unit can make lots of noise.
	- Work on noise isolation

	Delay on direct materials (Schedule Risk)
	-Direct materials could be arrived after the planned time.
	- Agree with companies that can assure to arrive materials on time. 

	Change in Exchange Rates
	- We buy some our materials outside of Turkey with dollars. If the change in exchange rates increases, then the direct cost can increase. 
	- Try to find a cheaper solution.



	Taste Risk
	- People might get taste of the previous ordered drink. 
	- We designed a system that the machine will only work with water after submiting the order.

- Also we give the opportunity to make your own cocktail. 

	Rival Companies
	- There might be rivalry between other companies that sell the same product. People can choose other companies.
	- We must try to improve our product every time. Engineers must always work on the product. Also we might decrease the unit cost. 


	Score
	Consequence

	8
	Rival Companies

	7
	Noise Risk

	6
	Customer risks

	5
	Change in exchange rates

	4
	Patent Risk

	3
	Taste Risk

	2
	Delay on direct materials

	1
	Market Risk


	Score
	Consequence
	Likelihood
	Occurrence

	8
	Rival Companies
	Maximum
	Certain to Occur, will occur one or more times 

	7
	Noise Risk
	High
	Will Occur Frequently, About 1-10 times

	6
	Change in exchange rates
	High
	Will Occur Frequently, About 1-10 times

	5
	Customer risks
	Medium
	Will Occur Sometimes, About 1-100 times

	4
	Patent Risk
	Medium
	Will Occur Sometimes, About 1-100 times

	3
	Delay on direct materials
	Low
	Will Seldom Occur, About 1-1000 times

	2
	Taste Risk
	Low
	Will Seldom Occur, About 1-1000 times

	1
	Market Risk
	Minimum
	Will Almost Never Occur, About 1-10000 or more times


	RISK INDEX
	Risk Index=Severity*likelihood

	likelihood
	

	8
	8
	16
	24
	32
	40
	48
	56
	64

	7
	7
	14
	21
	28
	35
	42
	49
	56

	6
	6
	12
	18
	24
	30
	36
	42
	48

	5
	5
	10
	15
	20
	25
	30
	35
	40

	4
	4
	8
	12
	16
	20
	24
	28
	32

	3
	3
	6
	9
	12
	15
	18
	21
	24

	2
	2
	4
	6
	8
	10
	12
	14
	16

	1
	1
	2
	3
	4
	5
	6
	7
	8

	
	1
	2
	3
	4
	5
	6
	7
	8


	Risk Index
	Risk Magnitude 
	Risk Acceptability 
	Proposed Action

	48--64
	Maximum
	Unacceptable
	High Priority to Reduce Risk, Seek Top management attention  

	32--42
	High 
	Unacceptable
	Medium Priority to reduce Risk, Seek Top management attention 

	16--30
	Medium
	Unacceptable
	Low Priority to reduce Risk, Seek Lower level management attention 

	8--20
	Low
	Acceptable
	No Risk Reduction, Control and Monitor Risk

	1--8
	Minimum
	Acceptable
	No Risk Reduction, Control and Monitor Risk


	Risks
	Risk Magnitude
	Acceptability

	Rival Companies
	64
	Unacceptable

	Noise Risk
	49
	Unacceptable

	Customer risks
	30
	Unacceptable

	Change in exchange rates
	30
	Unacceptable

	Patent Risk
	16
	Unacceptable

	Taste Risk
	6
	Acceptable

	Delay on direct materials
	6
	Acceptable

	Market Risk
	1
	Acceptable


10. Conclusion 
In this business plan, Bevande Co. documented the startup of the company, besides the creation and maturation process of the project Mix’n Joy. Detailed information about whole design and production process has been covered in this report. By adding the future operations and marketing strategies Bevande Co. has been completed the business plan. While deciding the business targets, Bevande Co. Group considered all technical and external data analyzes which are dependent to realistic scenarios, in order to create the best path for future business of the project and the company. Due to the unique and innovative design of the product, in the market Mix’n Joy will have a considerable share in a short time period according to results of all analyzes covered in this report. Therefore, as the managers of Bevande Co. we believe in our significantly promising product and expect to reach break even point within a short while around 6 months. The reason behind of the matchless innovative design and successful developing process of the project are the most efficient teamwork and equal contribution from the motivated students of  different departments in Bilkent University. The achievements of Bevande Co. since the foundation, is the reference for the future achievements of the company if required investments will be provided.

APPENDIX

Biographies Of Top Management

Mert Kalfa  - EE
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 Mert Kalfa was born in Ankara, Turkey in 20 September 1988. He graduated from Ahmet Haşim Elementary School at 2001 and then he got accepted to “Ankara Fen Lisesi”. In 2005, he graduated from high school and joined Bilkent University Electrical and Electronics Department with a full scholarship. He completed two summer practices at Aselsan A.Ş. and Meteksan Savunma Sanayii A.Ş. in 2008 and 2009 respectively. During his summer practices, he worked on “Detection of Direct-Sequence Spread Spectrum Signals” and “Building a broadband matching network for a microwave amplifier”. He also worked on “Project Rayleigh” in Bilkent University. In Bevande Co., Mert Kalfa is responsible for production management and engineering.

Yiğit Can Ören – EE
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Yiğit Can Ören was born in Izmir, Turkey in 28 August 1988. He graduated from Izmir Amerikan College at 2001 and he got accepted to Izmir Ataturk Anadolu Lisesi. In 2005, he joined Bilkent University Electrical and Electronics Department. He completed two summer practices at Indesit Company and Aselsan A.Ş. He worked on “Solar Energy Systems” and “SNR estimation”. In Bevande Co., Yiğit Can is responsible for production management and engineering.

Mert Yücesoy – IE 


 Mert Yücesoy was born in İzmir, Turkey in 23 September 1988. He graduated from İzmir American College at 2001 and he got accepted to MEV Avni Akyol Fen Lisesi. In 2005, he graduated from high school and went to Bilkent University Industrial Engineering Department. He completed two summer practices at Genesis Tech A.S and DYO Inks. During his summer practices, he worked on optimization, manufacturing and service organizations of these companies. Mert Yücesoy is responsible for financial management and quality management in Bevande Co.

Özlem Yelkovan – IE 

Özlem Yelkovan was born in Malatya, Turkey in 28 October 1987. She graduated from Diltaş Elementary School at 2001 and then he got accepted to “Konya Meram Anadolu Lisesi”. In 2005, she graduated from high school and joined Bilkent University Industrial Engineering Department. She completed a summer practice at Aktech Bursa, one of the facilities of Aktaş Group in 2009. During her summer practices, she worked on “Optimization of the Vulcanization”  of Aktech. In Bevande Co., Özlem Yelkovan is the CEO of the company and also responsible for project management and quality management.
Izzet Arda Öktem – CS 

 Izzet Arda Öktem was born in Istanbul, Turkey in 24 Jan 1987. He graduated from Hakimiyeti Milliye at 2001 and he got accepted to Izmir Ataturk Anadolu Lisesi. In 2005, he joined Bilkent University Computer Engineering Department. He completed five intern programs at Ozyavru electric, ABB Robots, City Events(Toronto), Wartsila (Finland) and Aselsan AŞ. He took responsabilities in a wide scale contains Robot Programmer, Software Developper, Project Manager, Designer, Network Assistant and R&D. In Bevande Co, Izzet Oktem is responsible for Web Design and Human Relations. 
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Sayfa1

				Locations of Vending Machines

		Universities		30.1						39.1

		Hospitals		9						56.7

		AVMS		24.5						4.2

		Office Buildings		32.2

		Cafes,Restaurants		1.2

		Gyms		3
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Sayfa1

				Answer Deployment of Question 1

		I would use it once in a while (%6.2)		6.2

		I would use it once a month (%13.1)		13.1

		I would use it once a week (%20.4)		20.4

		Never, I don't need such machine (%25,1)		25.1

		I would use it all the time (%35.2)		35.2

				Grafik veri aralığının boyutunu değiştirmek için aralığın sağ alt köşesini sürükleyin.






