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Botl+ seeks to provide customers
with a convenient way to charge
devices and hydrate at any time and
place.

Product Description:

Meet botl+: an aluminum, dishwasher-safe
water bottle with a detachable wireless
and USB portable charger at the base.
The bottle facilitates hydration while
keeping devices powered up. Botl+
combines two crucial everyday items into
one and enhances convenience for
consumers.

Social Impact:
Botl+ helps reduce plastic waste by providing

a sustainable alternative to plastic water
bottles.
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Financial Results:

After a selling period of 8 weeks, we
sold out of 120 units and had a gross
profit of $2,042. The profit margin was
30% and each investment generated a
360% return. We were granted $430 of
seed funding and raised $350 from

team investments.
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more than just a bottle
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When our team first started brainstorming
product ideas, the idea that drew our attention
most is what sparked our vision for botl+. The
original idea was centered around the prospect
that after coming back to in-person school, we
did not have outlets we could use to charge
devices like phones or headphones. Also, for
sanitary reasons, water fountains required a
bottle. This quickly became an inconvenience for
many at school, and our team at botl+ decided
to set out to fix the issue.

Preliminary sketch Product Brainstorming

After finding a manufacturer on Alibaba, our
original design idea was produced just as we
had intended it to look and function. An added
functionality that botl+ has is that the charger is
not only hardwired but also has a wireless
charging option. This allows our customers to use
the product straight out of the box, with no need
for an external cord.
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Many of us often used to forget our water
bottles and portable chargers, and while
these are both great, essential products,
they are no good if left at home. Our plan
was to integrate the two seamlessly into
one design that featured a water bottle and
a portable charger. We envisioned a slim
water bottle with a cylindrical charger at
the base and a screw off lid at the top, as
seen from our original design idea pictured
to the left.

Final botl+
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Our bottles and packaging were
sourced from Alibaba. At the
beginning of the process, we were in
contact with multiple manufacturers
in order to create a product that was
best for our customers. We ordered
48 bottles and sold out through pre-
sales within 2 weeks and then
decided to reorder. Leveraging our
connection when ordering the

second shipment, we negotiated a
After having already waited three

17% decrease in the cost per bottle.
weeks for our first shipment of bottles,
the manufacturer informed us that the

L L L L ¢ L L L factory was shutting down for a week
| | | due to COVID-19. This caused a lot of
uncertainty as to when we would

: receive the bottles. Therefore, we

wanted to create something that our

customers could access in the
meantime and came up with creating

‘ NFTs (non-fungible tokens) of the botl+




High school and college
students who do not have access to outlets

throughout the day
Commuters and
travelers who rely on their devices

bol

an aluminum water bottle with a
detachable wireless and USB adaptable
portable charger at the base

convenient on the go hydration
charges devices anytime anywhere
ensures safety

wireless and USB charging copabilities

Example Instagram Post

We used a digital and print marketing campaign
to reach two objectives:

Raise Brand Awareness

Develop and Increase Sales

>1,000 unique ;460 unique
Instagram
accounts
accounts
reached
reached
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We focused our marketing efforts on various
social media platforms that we selected based
on the age ranges of our target markets.
Market research revealed that a large
percentage of teens and young adults use
social media platforms such as TikTok and
Instagram daily, so we used these platforms as
the primary methods for reaching prospective
customers online. On TikTok we posted videos
of our peers using botl+, and on Instagram we
posted content detailing the benefits of our
product and updates on shipments to keep our
customers informed.

botl.plus Editprefie O

bo I 6 posts 169 followers 244 fallowing
-

Botl+

-A water bottle that makes hydration and charging devices more
convenient than ever

«Preorder yours now!

#morethanjustabottle
botlplus.square._site

@ POSTS

Thank you for salling out aur
first batch!

boil

botl

e thon just o bottle

We also found that 75% of parents use Facebook as their primary social media, so we used

Facebook communities to promote our product to other audiences like commuters.

Although digital marketing was our main focus, we used print media as well by posting

flyers in school near water fountains and in bathrooms.
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With the $430 in seed funding combined with

$350 ($35 per teammate) of our own L S L

. h d48b | : Revenue $ 3500 $ 4,200.00
investments, we purchase ottles Trom our Cost $ (17.76) $  (2,131.20)
manufacturer a landed cost of $20 per bottle. Square Fees $ (0.23) § (27.60)

After selling out of all 48 bottles, which we Gross Profit ¥ 701§ 204120
sold for $35 a bottle, in the first two weeks, we

decided to buy another stock of bottles, this Seed Funding $ 358 §  430.00
. Team Investments $ 292 % 350.00

time of 72 for a landed cost of $18 per bottle. FUinding Pajback . @snls  (reqon)
In the end, we were able to sell all 120 bottles. Net Profit $ 1051 §  1,261.20

Although our total costs amounted to $2158, Net Profit Margin: S

we were able to generate $4200 in revenue [Eraakavanlinte 62

with $2042 in gross profit, $1262 in net profit,
and a 30% profit margin.

Originally, our break even point was
at 27 bottles. However, after we
purchased our second order of 72
| bottles, our expenses sharply
New Breck Even _ | increased, as seen on the graph.
gl Despite this setback, we were able to
el i - recover by surpassing our new break
even point of 62 bottles and

eventually selling out all of our bottles

Break-Even Analysis to maximize our profits.

Gross Profit
Profit: ROI: 360% Margin:
$2,042 30%

By the end of our selling period, each of us made an average of $126.18 in addition to
getting back our $35 initial investment, allowing each team member to recieve a 360% return on
investment.
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NFTS:

We learned to use Figma, an online vector graphics
editor, o code layered images and used another
program to combine them randomly. 48 unique
tokens of botl+ were produced to represent each of
the 48 bottles in our first shipment that were stuck in
production. Opensea.io was the platform we posted
them on and alerted our customers about this new
facet of our company.

Collaboration:

Our meetings were conducted on Google Meet, besides one meeting we were able to hold in the
RSM Innovation Center. Despite being used to virtual spaces due to the pandemic, collaborating
was often difficult. We leveraged features such as breakout rooms, raising our hands, and polls in
order to maximize our productivity during meetings. When needed, individual groups would meet in
breakout rooms before coming back together. Also, polls allowed us to vote on topics more
efficiently. Slack was a communication platform we used to convey information amongst the team
and mentors outside of meetings. Lastly, weekly selling goals would be set that motivated each team

member to sell a certain number of bottles each.
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Speaking with Representative Daniel Ryan botl+ Booth

Pitching:

The initial pitch competition gave those who were pitching the opportunity to solidify our ideas
for what botl+ would entail and gain experience pitching and answering live questions.
However, the in-person ribbon cutting of the RSM Innovation Center was even more beneficial
as it forced us to pitch to individuals face to face. Guests came to our table and would listen to
us describe our product, give a demonstration of using the wireless charger, and ask any
questions they had. The attendees consisted entirely of adults who bought the botl+ for
commuting to and from work or for traveling. We were able to sell 40 bottles which was all of
the stock we had left. This experience was invaluable as it taught us the importance of effective
communication and persuasion skills. Alongside this event, the Company Program taught us how
to successfully leverage our personal networks. We sold to our friends, family, and anyone that
we could pitch our product to.

We priced the bottle at $35 with free shipping. This is
significantly lower than the price points of our main
competitor which costs $49.99 per unit. At $35 per
bottle, we aimed to make our product affordable for
students and young adults who are not as likely as
adults to purchase a more expensive product. At the
RSM Innovation Center ribbon-cutting, multiple guests

l l <]
Sold a botl+ to Radhames Nova, President

& CEQO at Junior Achievement of Northern
New England

told us they would be willing to pay a higher price of

$45. However, we explained our reasoning as creating
something that could be widely accessible, especially to

young individuals like our team members.
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By creating a project management

Operations Canfirm shipping times + cost with supplier Mak Closed -

1
d h H h I | -F h 3 Team Finalize Company Name & logo Mak/Claire Closed =
Sp reaqas eeT Wl-l- a OT our sho rT 4 Operations Create to-to iracker in Google Drive Mak Closed ~
5 Marketing Start building website on Square Ryan, Christine, Mak, Clal Closed ~
ure | f hares,s sed 2 argel ant ar
and long-term tasks, we were able F— Secrs undngfom s soc, e 0 decie rge omout nd Cloed -
8 Pian for packaging and cost (custom v. generic, stickers, business b doks Choiad =
9 Markating cards, specific packaging link) el
to stay more organized as each o o s —— Rac i
10 Team Foliow up with Val regarding Square status Mak Closed ~
_I_q s k WwWas d SSI g n ed 1_0 someone. #  Operations ﬁ‘r;r:mw;[whim J.suckr.rs to erderlor if we are making them? (UPDATE: Clsid
12 Marketing Create introduction post, introduce the idea of the product Catherine Closed ~
. . 13 Ops/Marketing Fill i the google form with polential products and prices Mak, {someone from mark Closed =
When IT WGS Complefed, IT WOUld be 14 Marketing Make post on TUB IG account about new company Johmy Closed ~
15 Marketing Moho-post-on-Govision- > \pony Ry Glosed -
Finish template for busi rds (socials, note about the company, = <
marked as closed. It was also useful i OR code o ot costo s pcnass) - e il

plans for expansion / differentiation (laser cutters for engraving, different
colors, custom or set stickers, mystery stickers with themes)

1 20 Mentors Check if Wayfair is opening to guests soon Goorge Clased ~
for holding everyone accountable g e i e — _
ing A VAL Sroieeee oae Christine/Rachel Catherin Open
resaarch shipping, shipping labels, usps vs fedex vs ups (square 50%

-Fo r -l-h ei r Wee kly g OO |S. 22  Operations oM} vs pirateship Johny/Mak Closad =

23 Markatinn |indate snuars wahicta with hinhar resnlifinn nhatve s Finaad -

19 Operations Everyona Think =

After much of our team having experience with JA in the past, our team decided to follow a
leadership structure that was not traditional and does not follow what most teams do. After
some careful thought, our team decided that it was best not to have department heads,
because we would end up with departments consisting of two to three people, one of which
being a department head. Our experience with department heads in the past showed us that
most of the work fell on their shoulders in the end. Instead, we have departments in which
each team member is treated as equal and has equal say in the company's decision-making.

Our mentors told us to be wary of this strategy because it may be harder for us to stay on
track with the completion of tasks. In order to overcome this, we assigned project managers
to periodically check-in if anything was not getting done on time for our weekly meetings.

Marketing
Christine Maher
Rachel Lantsman

Operations Finance

John Sargent Joseph Everett

Claire Lantsman Sofia Henriquez

Catherine Puyat
Mak Kelly Anh Huynh Ryan Ho

In our day and age, customization allows consumers to feel truly valued. We have plans to make
botl+ more customizable through custom colors and engravings of names or initials. Due to our
shortened timeline, we were unable to execute these plans before our lig. We still plan to go
forward with these plans to expand our brand and provide more options for our customers, but
they will likely take place after the closing of the company program.



