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V
ision

D
ope C

offee w
ill pioneer a new

 era in specialty coffee w
here 

culture transcends product and com
m

unities are uplifted by 
the value they create for the w

orld. 

M
ission

S
erve great coffee to great people.
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Prom
inent players in the specialty coffee m

arket.

 D
ope C

offee doesn’t seek to challenge these prom
inent players in their current m

arkets initially. Instead, w
e 

target untapped, im
m

ediately addressable m
arkets that these players ignore. These m

arkets have purchasing
 

pow
er of over $3 billion in the coffee industry.
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C
urrent branding m

odels don’t 
speak to diverse groups

S
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N
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The speciality coffee industry does not see people of color as the custom
er

The C
afe environm

ent can be 
unw

elcom
ing and hostile

Flavors and Taste not w
ell 

received

3

The data clearly reinforces the fact that people of color aren’t m
ajor coffee consum

ers, and I believe the coffee 
industry is m

issing out on several fronts because of this lack of engagem
ent. 

N
IELS

E
N

Phyllis Johnson - BD Im
ports Atlanta, International Consultant | Leader in Building G

ender Equity Coffee Value Chains
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O
ur brand is designed to reflect 

the experience of B
lack 

A
m

erican culture, but it also 
resonates w

ell w
ith non-B

lack 
(W

hite, A
sian, Latino etc.) 

groups. 

A large proportion of our sales 
com

e from
 non-B

lack 
custom

ers. P
eople im

m
ediately 

understand and get D
ope 

C
offee across cultures.
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C
u
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Dope Coffee has the internal capability to create 
consum

er packaged goods w
ith great product m

arket 
fit.

In addition to our offerings, w
e’ve created a line of 

coffee additives and non consum
ables, in addition to a 

skin care line that are being testing for m
arket 

acceptance and useability. 

All products are vegan and are com
posed of a 

com
bination of natural and organic m

aterials.

P
R

O
D

U
C

T IN
N

O
VATIO

N



Dope Coffee has an intentional plan to upgrade our m
anufacturing & 

fulfillm
ent capability in three phases based on funding level

Phase 1 - (Preseed)
●

B2C & B2B Internal Fulfillm
ent 

●
Self Produce All M

anufactured Products
●

Third Party Coffee Roaster

Phase 2 - (Post Seed) Decrease reliance on 3PO
 and Co Packers. 

Increase roasting & bottling capacity. Begin K-Cup M
anufacturing, 

Sourcing direct from
 China at large volum

e.

Phase 3 - Internal Production, Large Scale Roasting O
perations, Large 

Scale Bottling, Large scale Fulfilm
ent & Distribution O

perations

M
A

N
U

FA
C

TU
R

IN
G

 &
 FU

LFILLM
E

N
T C

A
PA

B
ILITY
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B
usiness M

odel

D
ope C

offee w
ill operate a C

lick and B
rick B

usiness retail m
odel serviced by a central headquarters in 

A
tlanta, G

a. W
e w

ill open flagship M
icro Fulfillm

ent centers in key urban m
arkets that brings our online 

experience in person.

The C
lick and B

rick m
odel has been dem

onstrated to be successful in the specialty coffee industry by B
lue 

B
ottle C

offee com
pany generating annual revenues of $25M

.

O
ur e-com

m
erce strategy hinges around our w

ebsite w
w

w
.realdope.coffee. A

t our current stage of grow
th, 

w
e utilize the m

icro fulfillm
ent center concept.

C
lick and B

rick A
dvantages

●
B

oost offline (in-store) sales by leveraging online data
●

E
nhance the custom

er experience by giving sales associates access to their online account 
inform

ation (purchase history, product recom
m

endations)
●

Integrate inventory and fulfillm
ent, w

hich allow
s shoppers to buy online and pick up in the store, or 

have item
s shipped to their hom

e.
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M
arketing &

 Sales Strategy 

A
ddressable M

arket
●

U
ntapped M

arkets in C
om

m
unities of C

olor
●

E
m

erging M
arket of U

rban M
illennial coffee drinkers

●
C

offee drinkers w
ho align w

ith com
pany values 

D
igital &

 C
ontent M

arketing (B
2B

 &
 B

2C
)

●
C

ore team
 are professional content producers

●
C

ontent M
arketing Lineup: Feature articles &

 tutorials, D
rip Tips - C

offee Tutorials C
ollaborative 

●
P

ublic R
elations effort targeting our niche audience

D
igital A

dvertising O
nline R

esearch, A
dvertising, and O

utreach

Leveraging the pow
er of data, research, and sm

art search technology to identify coffee custom
ers and 

other groups that our brand can resonate w
ith and to reach those custom

ers online w
ith targeted 

advertising.
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C
ontent M

arketing 
●

C
ore team

 are professional content producers.
●

C
ontent M

arketing Lineup: Feature articles &
 tutorials, D

rip Tips - C
offee Tutorials, Talk Podcast, daily social 

m
edia

Sales D
epartm

ent (Local &
 D

igital)  

●
Local popup tour - 2019 ATL, Q

1 2020 - M
iam

i &
 C

harlotte, Q
2 &

 B
eyond, D

C
 and other B

lack m
arkets.

●
Full service coffee trailer - prim

arily built to increase our brand engagem
ent w

ith the target audience.
●

Local(w
holesale): Targeting local independent grocery stores, coffee shops, c stores and beauty establishm

ents        

FP
S
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Traction

18

●
R

aised $33K
 in C

onvertible N
otes via Friends and Fam

ily
●

W
on P

opulus G
roup P

G
 S

hark Tank P
itch C

om
petition and w

as aw
arded $7,500.

●
E

stablished new
 headquarters at Team

 R
W

B
 Firebase in M

idtow
n A

tlanta G
a.

●
C

om
pleted The G

uild/Invest A
tlanta C

om
m

unity W
ealth B

uilding B
usiness 

A
ccelerator

●
C

om
pleted 19B

 B
unker Labs / W

e W
ork Veteran In R

esidence Incubator.
●

P
ress Features: Forbes, Voyage M

agazine, G
rey, R

evolution of 1 P
odcast

●
11K

 + D
ope C

offee Landing page H
its

●
635 total orders

●
14k in E

com
m

erce sales
●

3.8%
 online store conversion rate

●
4k+ social m

edia follow
ers 

●
1000+ em

ail list
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To achieve our revenue projections through 2022, w
e need 

to raise approxim
ately $117,000 in addition to the $33,000 

w
e have already raised through our private offering of 

convertible notes..

W
e plan to raise $107,000 of that goal through this offering, 

and the balance (approxim
ately $10,000) through our next 

round of financing (w
hich w

e expect to be a preferred equity 
round).

To achieve our projections for 2023 and beyond, w
e w

ill 
need to raise additional capital. W

e plan to secure m
ost of 

this capital through our next round of financing.
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D
ope C

offee w
ill position the firm

 first and forem
ost for solid financial grow

th w
ith 

a 
goal 

of 
achieving 

an 
exit 

through 
m

erger 
or 

acquisition 
w

ithin 
5 

years.

The ideal situation is to align w
ith a firm

 that understands and seeks to align w
ith 

the com
pany’s values and vision.
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R
aise D

etails:
 Target:

107k
M

inim
um

:
27k

M
echanism

: 
C

onvertible N
ote

C
onvertible N

ote D
etails

•
July 2020 M

aturity D
ate

•
10%

 D
iscount on E

quity at conversion

•
10%

 Interest P
er A

nnum

•  July 2022 M
aturity D

ate



B
EN

EFITS
IN

V
ES

TM
EN

T (in 1000s)

$3
$5

$7
$10

D
ope C

offee C
lassic W

hite T 
(A

ll Investor w
ill receive a D

ope C
offee T)

x
x

x
x

B
ig D

ope B
ox of C

offee G
ift S

et
x

x
x

x

C
om

plim
entary A

nnual C
offee S

ubscription
x

x
x

Tw
o tickets to A

nnual D
ope C

offee Party
x

x

Private guided tastings and sam
pling on appointm

ent 
(2x/year)

x
x

C
ollaborate on a new

 product offering (nam
e, style), 

join us on production days, &
 receive a set of 

products you create.

x

Investor B
enefits



TEA
MCh
el

Product D
evelopm

ent 
&

 Logistics

C
offee Expert, 

Flavorist, C
hef and 

R
egistered D

ietitian

M
ike

M
arketing &

 O
perations

M
arine O

fficer, C
offee 

Executive, C
reative D

esign, 
H

ip H
op A

rtist

Sta
ce

O
perations &

 C
reative 

D
irector

M
usic Producer, C

hange 
M

aker



13

TH
A

N
K YO

U

C
ontact Inform

ation

C
E

O
M

ichael@
realdope.coffee

C
P

O
M

ichelle@
realdope.coffee

C
O

O
S

tace@
realdope.coffee

W
ebsite: w

w
w

.realdope.coffee
Instagram

: @
realdopecoffee


