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EXTERNAL EVALUATION 

SHORT BACKGROUND 

 

 

 

 

 

 

 

 

 

 

 

 

The company was founded in Beersheba by a group of partners and students. As 

students we know the needs and desires of our fellow students at first hand. The Karnaf 

Group are running the main food courts in several universities, colleges and other 

establishments, such as Ben-Gurion University of the Negev, The College of 

Management (COM) in Rishon-Lezion, IDC Herzliya, Achva College, Bar-Ilan 

University, and many academic institutions in varied regions across the country. The 

original name of the chain is the Karnaf (Rhinoceros) Group, but the IDC brand is called 

Kipod to avoid any confusion with the Karnaf group of steakhouses operating in center 

of the country.  

 

IN THIS SECTION: 

 Short Background 

 Competitor’s Analysis 

 Consumer’s Analysis 
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COMPETITOR’S ANALYSIS 

The group is managed in a dynamic way in order to lead the catering of academia 

throughout the country. The focus for the target audience are young adults, therefore 

the atmosphere and environment are geared towards this sector. There is a dedicated 

commitment to high quality food, health, taste, and uniqueness. Also, the cafeterias are 

designed with great attention to detail, which creates a pleasant and relaxing dining 

environment.  

 

 

 

 

 

The Karnaf Group’s branch at the IDC called “Kipod” has a complete advantage over 

any other competitor due to the exclusivity 

agreement with the school. No other 

outside company or brand can penetrate 

the IDC campus for food and drink 

options. Karnaf has an exclusive 

contract with IDC allowing them to be 

the only provider of this type of service 

on campus. Although currently there is 

no competition within the IDC branch, 

the risk of losing that advantage 

always exists and mainly depends 

on how well the service is provided, standard and quality 

of the food, and many other factors.  

 The catering group faces major risks: The campus can make new agreements and 

open up different coffee chains (Aroma, Café-Café and Roladin) as well as other well-

known food chains to build an even more extensive food court at school. Allowing other 
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CONSUMER ANALYSIS 

renowned brand names into the IDC campus creates a risk, hurting the progress and 

loyalty of Kipod. If IDC decides to open up the campus for other food service 

companies, Karnaf will be in danger. Another risk is the possibility of being replaced for 

a better and more efficient catering service that already exists outside of IDC. These 

potential disadvantages can run with Kipod as serious and maybe detrimental 

competition.  

Kipod’s most advantageous strength is that they are the only food service on campus. 

The location of the main cafeteria is a key factor because of the constant flow of 

students that pass by each day. It is placed at the center of campus, in an area where 

teachers and students must walk by at least once a day, serving as a social spot for 

students and others.  

Another advantage is the layout of the cafeteria. The food stations line the borders of 

the cafeteria and are separated into a hot meal station, a salad station, and toast 

station. There is a new recently added station outside in the backyard of the cafeteria 

for pasta making the space seem larger, with even more options for the customer. 

Seating areas are provided and students make good use out of the area, both inside 

and outside. Not only does the layout make things easy and efficient for the consumers, 

but it is aesthetically pleasing due to the organization. 

 

 

 

 

The consumers in the market can be separated 

depending on their relation and interaction with 

the school. Students make up a big part of the 

consumer market, mainly because they spend 

the most amount of time on campus. Another 
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section of the consumers includes teachers and employees on campus, who have a 

more flexible and less intense schedule; hence they spend less time at school. The last 

section of the consumer market is made up of the visitors and tourists that come to IDC. 

This section includes guest lecturers, non-permanent students, or tours that come on a 

daily basis to the IDC for incoming or potential students. 

 

Although we could say that the group enjoys 100% of the market share because of the 

exclusivity at IDC, it wouldn’t be entirely true. Kipod’s actual penetration rate of the 

market is actually around 75% today. The remaining 35% can be identified as 

consumers that Karnaf haven’t been able to reach or meet their demands. That section 

of the market includes the percentage of individuals who order food from places outside 

of campus, bring their own 

food from home, go to 

nearby locations 

outside of school, or 

those who simply don’t 

buy anything to avoid 

the large payment 

lines. 

However, the 

consumers’ market has 

been increasing 

exponentially and it will 

continue to grow rapidly. 

This is in part due to the increased popularity of the IDC, its brand identity all over Israel 

and internationally. This increase is also credited to the number of students that have 

increased dramatically over the years and along with it the number of teachers and 

professors. The school is growing not only in population but in space and size. New 

building construction and extra classroom space is constant. In the last few years, the 

school has nearly doubled in size and population. IDC needs to expand in order to 
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accommodate many more incoming students which lines up perfectly with the goals of 

Karnaf to expand within IDC. The bigger IDC grows, the more Kipod cafés will be 

implemented, therefore increasing their presence on campus as well as their profit and 

loyalty. 
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KARNAF GROUP’S BRANCH: KIPODHERE 

INTERNAL ANALYSIS 
 

 

 

 

 

 

 

 

 

 

The Karnaf branch in the IDC is composed of four small cafeterias and one main dining 

room. The four smaller branches are placed strategically throughout the campus and 

classrooms and offer small and fast options for students who might be on their way to 

class or just on a quick break. They base their operations in a small variety of products. 

The main products include coffee, cold sandwiches, pastry, beverages, and snacks. 

The main dining room serves as a cafeteria for all the students and teachers. It is much 

bigger than the small branches, and offers a number of options for hot meals to salad-

bars.  

IN THIS SECTION: 

 Karnaf Group’s Branch: Kipodhere 

 SWOT Analysis 

 USP (Unique Selling Propositions) 
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SWOT ANALYSIS 
 

Strengths 

One of Karnaf’s most important strength is the fact that they have monetary support 

from the government; creating space for the catering group to maintain one of the 

lowest price levels in the country.  

In addition, the second strength lies in the fact that they have an exclusivity agreement 

with the IDC, meaning that they operate in a blue ocean market with no competition.  

 

Weaknesses 

Even though they count with very good strengths as support for their daily operations, 

all good companies have weak points. Some of Karnaf’s weaknesses are the perception 

of the branch and the notion that some of their products are considered to be low 

quality; this drives away some potential customers and makes it difficult to make 

changes. The last weakness brings us to the thought that is a difficulty to renovate and 

improve the business model and adapt it to certain trends of the demand; as we’ve 

mentioned before, this is due to the low brand perception of the Karnaf Group, this 

makes consumers barely involved with the branch making it difficult to identify trends. 

 

Opportunities  

Due to the fact that the IDC is growing dramatically in several areas such as: number of 

students, faculties, and staff members, there are many opportunities for the Karnaf 

Group to grow as well. This means opening more cafeterias around campus, increasing 

the number of catering services provided, overall increasing the profits of the company. 

There is a big concentration of innovative and creative minds that are eager to create 

new technologies and strategies. It happens to be that 80% of Kipod’s customers are 

exactly those young minds, which eventually could be used to improve the brand’s 

position in the market. 
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Threats 

If there’s a market in which threats are a constantly menacing business, it’s the food 

service market. There is always something new, better or just trendy that captivates the 

attention of the consumer and makes it difficult to constantly offer exactly what the 

demand is looking for. 

The fact that there’s an exclusivity agreement, the supply can get monotonic and boring. 

It is, therefore, easier for consumers to get tired of the service and explore other options 

in the market. As a result, there is always a threat that the IDC will terminate the 

exclusivity agreement and open its campus to other food service companies.  

Another crucial threat could be that future developments in technology may change the 

market beyond Karnaf’s ability to adapt. 

STRENGHTS 

•  Subsidized by the 

government 

•  Monopoly of the 

market 

• 80% of the work force 

is composed by 
students. 

WEAKNESSES 

•  Poor brand perception 

•  Untrained staff 

•  Adaptation limitations 

• Working at full capacity 

at only 70% market 
penetration 

OPPORTUNITIES 

•  The market size is 

increasing annually. 

•  Big concentration of 

innovative minds and 

technologies being 

developed. 

•  Ability to offer more 

services (e.g. catering 
for big events). 

THREATS 

•   Technological 

developments may 

change this market 

beyond our ability to 

adapt. 

•  Contract of on-campus 

exclusivity to Karnaf is 
controlled by IDC 
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UPS (Unique Selling Propositions) 

The Karnaf Group at the IDC enjoys exclusivity as the only on-campus café. This is the 

company’s unique selling proposition of course, as it sets its goal on targeting the entire 

IDC population.  
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DIRECT MARKETING APPROACH AND GOALS 

DIRECT MARKETING APPROACH AND GOALS 
 

Now that the competitive and SWOT analysis are 

known, it is easy to see why the usage of 

relationship marketing is a key element for 

Karnaf’s long-term success. Its current status of a 

very generic food source, lacking an intrinsic 

differentiator from any other café’s or catering 

companies, threatens continuation of its contract 

with IDC. In short, it needs to give IDC and its 

student-audience a reason to stick with them as 

opposed to opting for an alternative company 

come the expiration of its contract.  

 

IN THIS SECTION: 

 Direct Marketing Approach and Goals 

 Our Target Market 

 Lists  - Making and Segmenting 

 Pilot of the Lists 

T
a

b
 4
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TARGET MARKET 

THE DATA RECORD (CUSTOMER) CARD 

Because coffee, Karnaf Group’s primary product, is such a high involvement product 

and is required and purchased at such a perpetual rate yet is still considered an 

indulgence product, much of the value is not only in the product itself but the whole 

buying experience. Because it is also a price sensitive product, customers attach a 

great importance to pricing and the whole purchasing experience. 

 

 

Initially we will be targeting the IDC customer base for the on-campus Karnaf cafés. In 

the long-term, following the success of the application, and once its primary advantages 

become more defined, the application will be made available for the entire Karnaf 

customer base across Israel.  

 

 

 

The application is the database itself. Upon downloading the application, each individual 

will be required to complete a personal (data record) card. Also, the application will be 

used to track the type of items that each person buys. The type of information that the 

application will use to its advantage can be seen in the following diagram.    
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Smartphone ID code:  

First name: Last name: 

DOB: Student/IDC employee: 

City of ressidence: Gender: 

Study Track: Year of studies: 

Religious: e-mail: 

Most common purchase: 3 most commonly purchased items: 

  

Timetable:  

time Sunday Monday Tuesday Wednesday Thursday Friday 

0700       

0800       

0900       

1000       

1100       

1200       

1300       

1400       

A1500       

1600       

1700       

1800       

1900       

 

This type of information is necessary for Karnaf to be able to address the specific needs 

of each of its individual customers. Similar to the Starbucks Smartphone App, the 

Karnaf Application will have four main categories of use.  

 

 “Pay from Your Phone”: Customers can create a budgeted credit onto their 
phone, saving them from having to make an actual physical payment. This will 
enable the customer to better monitor and control their Karnaf budget. For 
example: a student may load 100NIS onto their app and manage their 
purchases through the application.  

 - “Pay with Your Phone”: Customers can have their credit card details saved in 
their application, enabling them to purchase different Karnaf items with their card 
using the Smartphone application.  

 “Pre-order with Your Application”: Customers can order from an on-line menu, 
offering different types of beverages and food. This can be done in advance, 
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minimizing the waiting time of the “buying” process which degrades the 
consumption process for the customer. 

 Advertising for Karnaf: Other branches and services of the Karnaf Group can be 
advertised through the application. The app will tell users where the closest 
Karnaf café/restaurant is located and will alert customers when they are near-by, 
thus, again, increasing value for the customer! 

 

  

Making the List 

As is the nature of Smartphone Applications, two parallel versions of the application will 

have to be created (iOS and Android). The advantage of launching this application in a 

University is the already, pre-existing, list of the entire target population (students, 

faculty, administration), which is available through the University administration. There 

is no problem to obtain this type of information through the school.   

 

Segmentation Base 

The Kar-Naf Group must segment its client base according to the RFM model in order 

to maximize profits by focusing on the most profitable groups. The segmentation 

process is meant to divide the customer into three groups: students, those who work on 

campus and visitors who come to IDC.   

 

The segmentation will be based on the customers’ frequency of purchase, broken 

down into three different segment groups: 

1.  Our primary target audience is the students, (customers who constantly buy at 

the on-campus cafés).  

2. Our secondary target audience is teachers and people who work at the IDC, 

(customers who spend more time at campus but usually spend less time at the 

on-campus café). Because they spend much of their time on campus, they have 

not purchased much from the various cafés because it would be too expensive. 

THE LIST – MAKING AND SEGMENTING 
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An interactive marketing approach would tailor Kar-Naf deals to these people and 

they will thus purchase more, making sure that they do not pay the normal price 

as other target groups.   

3. Our third target group is visitors and people who don’t work at IDC, (customers 

who rarely make a purchase at the on-campus cafés).    

 

Kar-Naf can expand its reach through a direct and database marketing approach where 

we use the student market as our primary target because we will have the resources 

and database capabilities to do so. In the long-term, students will become our primary 

market outside of the IDC as well as the Kar-Naf Group expands even further. 

 

 

 

In order to make sure that the Kar-Naf Group is using the correct form of database 

marketing in reaching each target segment, it is important to create a test of the 

database list. As there are three different segment groups, it is necessary to create a 

different test for each unique group.  

The Kar-Naf Group should run a test using a small percentage of the database 

(focusing on each group differently). If the message is ineffective, Kar-Naf must use a 

different approach, however, if successful, the database can be used to reach each 

different segment group separately. 

PILOT OF THE LIST 
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THE DIRECT AND RELATIONSHIP 
MARKETING PLAN 

IN THIS SECTION: 

 The IMC Sequence 

 Explaining the IMC Model 

 IMC Activities 

 

T
h

e
 IM

C
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e

q
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c
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Creating a More 

Comprehensive 

Database 

Segmenting 

Customers 

 

Customer 

Retention 

 

Creating a 

Database 

Gather: 

- Personal Info 

- Purchasing Habits 

Build a relationship marketing bond with the 

customers. 

Collect more data on purchasing behaviours 

Schedule 

Students 

People who work on the IDC 

Customers who are visiting/rarely on the IDC 

campus 

Eventually increasing their expenditure at 

Kipod 

Up-selling 

Cross-selling 
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Customer Retention: 

Up-selling + Cross-selling 

Schedule 

keepers 

Full  

Timers 

Inconsistent 

Buyers  

App-notifications 

Personal e-mail.s: 

Primary focus on 

timing and location 

trends of purchase: 

- Match price and 

place of offers to 

the individual 

- Advertise 

different 

products 

 

Multi-purchase 

vouchers 

 

Birthday message 

 

‘Special Occasion’ 

offers 

 

10 –a-week system 

 

Loyalty Points 

App-notifications 

Personal e-mails: 

Primary focus is on 

expenditure trends of 

purchase: 

-  

Multi-purchase 

vouchers 

 

Birthday message 

 

‘Special Occasion’ 

offers 

 

10 –a-week system 

 

Loyalty Points 

 

App-notifications: 

Primary focus is on 

enticing the customer 

to initiate in more 

purchases 

Multi-purchase 

vouchers 

 

Birthday message 

 

‘Special Occasion’ 

offers 

 

10 –a-week system 

 

Welcome back gifts  
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The best thing about this idea is its simplicity. Today, over 90% of IDC’s normal 

population carries smartphones on their person. Based on the growth of the smartphone 

market, it is safe to assume that 99% of the IDC population will use smartphones. 

Because we want people to engage with this application upon being told or reminded 

about the service it offers, it makes sense to use the application and smartphones as 

the dominant channel through which we will reach the audience. 

Secondly, the core focus is on the elaboration of the app. IDC Kipod is just the starting 

point of the app that in the long term can be used across the board of Karnaf Group’s 

cafes. Therefore at Kipod IDC, perfecting the app is a core focus. 

Of course, the app will allow Karnaf Group to use information and directly tend to 

respective needs of individual consumers. 

 

 

Stage 1: Creating a flat database 

We have already mentioned that Kipod IDC has access to the Student Union held 

database of information about the student customer base. Such information includes 

year of studies, study track and other academic information as well as personal 

information that would usually be given by the app-users anyway when they first 

download the app. Most importantly the student union’s database includes each 

student’s individual timetable of classes, exams and holidays. 

Stage 2: Creating a more comprehensive database 

In this stage we will start acting on the gathering of information on buyer’s purchasing 

habits, both in general and the way that individuals purchase goods in relation to their 

IDC schedules. This information will be gathered automatically as customers use the 

application.  

LOGIC BEHIND THE IMC 

EXPLAINING OUR IMC SEQUENCE 
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During this stage, personal e-mails will be sent to students and IDC employees alike 

advertising the free application and the value it brings. 

Stage 3: Segmenting Customers 

Once the database has been built up enough, we will be able to approach the market 

segments differently both to increase downloads and usage of the application. Of 

course -the more people use the application, the better the system will work. After a 

(hopefully short) while, we will have recognized buying patterns from individuals and we 

can treat groups of customer with specific buying similarities as their own segments as 

will soon be explained. 

Stage 4: Customer Retention 

The personal e-mails and notifications to customer’s smartphones will continue. Buying 

patterns and trends will be recognized and used in the tailoring of offers to individuals 

increasing the value of our service to the customers and most importantly, adding value 

to the customers who will slowly increase their expenditure on Kipod products.  

Segmenting Customers 

As can be seen in the page 17, by the ‘customer retention’ stage, we will have 

categorized customers into three categories. Let’s now understand who these 

customers are: 

1.  Schedule keepers 

These are customers (most likely the best part of the student body) that work 

around their given schedules. This category will likely comprise of most of the 

student body and purchase coffee in time with breaks from or time before their 

classes. Their behaviour is most predictable. This is why for them we can 

primarily focus both on when and where they purchase food and drink and we 

can tailor deals to that. For example, if a person often buys a coffee at 10 o’clock 

on Thursday mornings in the communications building, they will receive a push 

notification on their smartphone offering them a better deal to encourage and 

sustain their business.  
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Further to this, because Schedule-keepers are likely to be the most influential 

customers and can therefore be a good source of indirect third-party marketing, 

we will also raise awareness of new/less trending products to them also using the 

app and its push-notifications. 

 

2. Full Timers 

This category of customers contains the customers who spend a lot of time on 

campus and not necessarily because of a timetable. Such people will likely be 

employees of IDC or students who spend a lot of time on campus.  

These people are currently the less profitable customers because it costs too 

much to buy lunch and coffee from Kipod IDC everytime they want food or drink if 

they are at IDC most of the time. 

They are therefore the more price sensitive segment that is potentially the most 

profitable.  

For this segment, the app will serve as a tool that will tend to their price 

sensitivity as they will have special deals that will suit thus situation.  

For example, a full time employee of IDC could get 50% off sandwiches if she/he 

purchases at least 5 per week. This will of course increase value in the customer. 

 

3. Inconsistent buyers 

As is given in the name, these people do not purchase food/drink on a regular 

&/or consistent basis. Rather than being given special deals like the other 

categories are, this category is instead just reminded and nudged to make more 

purchases with less dramatic deals/discounts etc. 

 

More IMC activities: 

Special occasion offers 

Days such as the first/last day of exams/semesters will be marked with special offers 

sent to users of the application by e-mail. 
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10-a-week System 

Customers will be encouraged to purchase 10 coffees a week from IDC Kipod on the 

application as they will then be awarded with a free coffee…adding value in the 

customer! 

 

Booth on Campus 

The launch of the application will also be publicized at a booth on campus at IDC for 

personal salesmanship. 

 

Personal e-mails  

These will not only be sent to all students of the IDC by Karnaf Group but also from the 

Student union themselves. 

E-mails will be a primary IMC because the application is only fully applicable for us to 

people who check there smartphones anyway. 

 

Kipod Receipt advertising 

The printed receipts currently given to customers at IDC Kipod will too have the 

application advertised on them. 

 

Printed advertisements 

Printed posters will be posted around campus to advertise the application. 

 

Birthday messages 

Customers will receive birthday wishes from Karnaf and birthday gifts via the 

application. 

Sponsored IDC Parties 

To mark the launch of the application a student party will be sponsored by Kipod. All 

attending will be asked to download+sign up for the app upon entre to the party, 
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Loyalty Points 

There will be a loyalty reward system whereby customers will receive credit for each 

purchase made with the app. If someone accumulated enough of these points over a 

given period of time, it can be used to buy items from Kipod. 

Welcome Back Gift 

Customers who do have not made a purchase for a while from the application in a while 

will be given welcome back discounts when they return. 

 

Waze Advertising 

The hugely successful Waze GPS application will have Kipod shown on its GPS 

map/satellite navigation system. 

 

Push Notifications 

This is the main form of IMC because it dictated the functionality of the app as a whole. 
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Our cost evaluation is based on estimates. The data was gathered by questioning 

different Karnaf employees and talking to numerous IDC students and employees.  

 

The Karnaf Group has no competition with-in the IDC, and so, through a proper direct 

marketing approach, the retention rate of students and workers on campus should grow 

steadily each year as Karnaf creates a more personal brand image for itself.  

 

Looking at the numbers, we see that it is critical that Karnaf focus on the students as 

they comprise of a large portion of the client base however, it is important they maintain 

a large portion of IDC workers as they are a key 

part of the success of the branch for the future. 

Focusing their efforts in an efficient manner can 

generate positive results leading to increased 

profits.  

  

Looking at the current operations of the Karnaf 

Group comparing the benefits that accompany 

the implementation of the Smartphone 

Application, and focusing on the direct marketing 

plan, we can conclude that the Karnaf Group 

COST AND PERFORMANCE EVALUATION 

COST EVALUATION 

IN THIS SECTION: 

 Cost Evaluation 

 Performance Evaluation 
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has a great deal to benefit from if it chooses this course of action in its future marketing 

program.  

 

Fixed Costs 

Item 

 
Annual Cost 

Application Program (License) 

 

10,000 NIS (one-time fee) 

 

Updates and Maintenance 2500 NIS 

 

Student Union party 

 

 

2000 NIS 

 

On-campus Advertising 500 NIS 

Total Fixed Costs 15,000 NIS 

 

 

Variable Costs ( x 9,000 customers) 

 

Direct Marketing 

 

 

Cost per Client 

 

Annual Cost 

Personalized Birthday Offers 

 

0.2 NIS 

 

1,800 NIS 

Seasonal Offers 

 

0.1 NIS 

 

900 NIS 

Referral Offers 

 

0.15 NIS 

 

1,350 NIS 

Student Offers 

 

0.1 NIS 

 

900 NIS 

 

Faculty Offers 

 

 

0.05 NIS 

 

450 NIS 

Total Variable Costs 0.6 NIS 5,400 NIS 
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Student: 

 Year 1 Year 2 Year 3 Year 4 

Customers 8500 7650 7038 6616 

Retention 90% 92% 94% 94.5% 

Sales per Annum 150 NIS 120 NIS 110 NIS 100 NIS 

Total Sales 1,275,000 NIS 918,000 NIS 774,180 NIS 661,600 NIS 

Net Profit (90%) 1,147,500 NIS 826,200 NIS 696,762 NIS 595,440 NIS 

Discount Rate 1 0.92 0.8464 0.7787 

NPV Contribution 1,147,500 NIS 898,043.48 NIS 823,206.52 NIS 764,659.05 NIS 

Cumulative NPV 

Contribution 
1,147,500 NIS 2,045,543.48 NIS 2,868,750 NIS 3,633,409.05 NIS 

LTV at NPV 135 NIS 267.4 NIS 407.6 NIS 549.2 NIS 

 

 

 

Faculty/Administration 

 Year 1 Year 2 Year 3 Year 4 

Customers 500 400 328 276 

Retention 80% 82% 84% 86% 

Sales per Annum 600 700 850 950 

Total Sales 300,000 NIS 280,000 NIS 278,800 NIS 262,200 NIS 

Net Profit (90%) 270,000 NIS 252,000 NIS 250,920 NIS 235,980 NIS 

Discount Rate 1 0.92 0.8464 0.7787 

NPV Contribution 270,000 NIS 273,913.04 NIS 296,455.58 NIS 303,043.53 NIS 

Cumulative NPV 

Contribution 
270,000 NIS 543,913.04 NIS 840,368.62 NIS 1,143,412.15 NIS 

LTV at NPV 540 NIS 1,359.8 NIS 2,562.1 NIS 4,142.8 NIS 

 

PERFORMANCE  EVALUATION 



 

27 

 

Though the IDC has attracted a rather large number of students in the last number of 

years, we are considering the fact that there are also a large number of students that 

graduate each year. Once the University begins to expand, for example, with the new 

Psychology building, we will need to consider future growth as a viable factor in our 

customer base.   

 

The interest rate is 1.75% in the current market. We need to increase the discount rate 

to allow for additional risks inherent in any long-term business relationship such as 

economic changes, new developments, etc. Each year will have a different discount 

rate as the numbers are compounded year by year. To account for the additional risk, 

our discount rate will be 8%, taking into account any possible risk that could occur. 

 

What makes the application so appealing is the idea that it is not difficult to incorporate 

into the company plan, making it an attractive investment option for the Karnaf Group.  
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The student marches on his stomach - By Gal Gingis 
http://portal.idc.ac.il/he/Main/about_idc/news_events/DocLib2/cafiteria_eng.pdf 

 

Apps For Coffee Lovers 
http://appadvice.com/applists/show/apps-for-coffee-lovers 

 

Consumer Behavior Course Material (Hadar Liat, IDC) 
 

 

Coffee news 
http://www.naturalnews.com/coffee.html 

 

www.statisticbrain.com/coffee-drinking-statistics/ 
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