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Executive Summary 

Every year thousands of college students’ drinks are spiked, and there simply isn’t 
enough being done to protect them. We identified a burning need in the market and responded 
with the Sobros safe strip: a subtle, simple, and accurate solution which provides a peace of mind 
to college students who fear their drinks being spiked. Sobros is not just selling a precautionary 
product, but aiming to create a culture which strives to make parties safe while maintaining the 
fun environment. 

 
I. The Problem 

As of 2018, it was reported that 1 in every 5 drinks is spiked: 22% of these individuals 
being men and 78% being women. People will choose to slip date rap drugs such as Rohypnol or 
Ketamine into an unsuspecting person’s drink with nefarious intent. Unfortunately, there’s no 
indication that a drug has been put in the drink - there is no color, smell, or taste change. This 
leaves the incapacitated victim at the mercy of their attacker which often ends in sexual assault. 
Our research and interviews with over 50 university students and 15 health and wellness officials 
in the Boston Cambridge area confirmed that the market lacks a single discrete method to test 
one’s alcoholic beverage for drugs at a college party. There’s no clear way for students to stay 
safe and administration to fulfill their duty of protecting their students. All the stories, data, and 
interviews led us back to the same conclusion: students in this unfortunate situation are helpless 
because the market is simply not doing enough. The impacts of a lack of prevention of date rape 
and drink spiking are horrifying. Our primary competitor, drinkSavvy requires a Q-tip to be 
placed into the drink and then on a testing card, while others such as Undercover Colors and 
drinkSmart are developing drink accessories such as rings or nail polish which change color but 
have been unsuccessful in obtaining approval for product release from the FDA. Our competitors 
products lack the discreteness, convenience, and subtlety desired by individuals in these party 
settings.  

 
II. The Solution 

At Sobros, we are directly responding to our customers’ 
needs with a product that addresses the market’s shortcomings. 
The sobros safe strip is a dissolvable thin film that can be 
discreetly slipped inside of your drink to test for common 
date-rape drugs like Rophanyl and Ketamine. A key 
differentiating feature of the strip is its chemical luminescence; 
if the test strip reacts with a drug, the drink will turn a 
fluorescent color to alert the drinker and the people around you. 
If no drug is detected, the strip simply dissolves without altering 
the anything within the drink.  



 

 
III. Unique Value Proposition 

We pride ourselves on our product’s convenience, subtlety, and accuracy.  
a. Convenience: We cater to the immediacy of the situation with a small and adhesive pack 

of strips which can be attached to the back of a phone on popsocket or accessory. This 
ensures for an accessible, convenient product that students don’t have to worry about 
carrying separately.  

b. Subtlety: The safe strip is extremely subtle; the thin, transparent slips are practically 
invisible to the eye in a dimmed room. To support this theory, we conducted market 
research in various Cambridge restaurants with a crude mockup, a pack of listerine strips 
attached to popsocket, which resembled our product. We recorded results with 15 
waiters, and 10 of our program counselors as we slid the slip into our drinks while 
speaking to them, and found that only 12% of individuals noticed or drew attention to the 
slip. The subtlety is perfect for a social setting. 

c. Accuracy: In the case that an individual is inebriated and unable to distinguish the results 
of the test strip, the chemical luminescence of the strip will turn the drink a fluorescent 
color if it reacts with a drug to alert you and the people around you. If no drug is 
detected, the strip simply dissolves without altering anything within the drink.  
 

IV. Customer Persona 

Our goal is for the Sobros Safe Strip to be in the hands of as many American university 
students as possible. However, through our intense product market research we have confirmed 
that drink spiking is a serious concern for not only students, but also campus health 
administration. A follow up survey with these individuals determined that 33% of these students 
and 86% of the administrative officials demonstrated interest in purchasing the product. These 
results led us to form a two-pronged market segmentation approach which allows us to reach the 
most students. We divided the market into the primary market, campus health and wellness 
centers, and the secondary market, university students.  

a. Primary Market: Our primary market includes the top 5 universities for Greek life in 
the United States: (insert universities). We seek to reach our primary market through 
targeted emails as well as our website.  

b. Secondary Market: Our secondary market comprises of the students at these universities 
involved in Greek life. We will reach this market through campus-sponsored events and 
booths with information about our company, product demos, and our social media page.  

 
V. Financials 

a. Revenue Model: At the start of our sales, we will pursue a two-pronged transactional 
revenue model by directly selling our Sobros Safe Strip to the universities and students. 
For the universities we will begin with one-time, individual transactions, which rely on 



 

the demand of the product for the university. Once we have a reasonable number of 
universities (around 10-15) who have consistently bought our product for a period of at 
least a year, our revenue model will transform into a subscription based service. We will 
sell the strips to the students through one-time purchases through local convenience 
stores. Based on the cost of the materials we used to develop our minimum viable product 
we estimate to sell each pack for 3 dollars and include 10 drinks, which covers the 
average number of drink a college student will have per month.  

b. Projected Revenue Calculations: Each month, we will send Safe Strips to the university 
based on an estimated demands of supply according to their student population and past 
purchases. To estimate the revenue from these universities, we assumed that the 
university will buy a pack for 76% of the average number of students involved in greek 
life. As a result, the university will buy 5320 packs per month. As for the one-time 
purchases from students, we used UT Austin as a model university to calculate the 
number the number of students involved in greek life. We found that on average 7,000 
students are involved in greek life and 33% of them would buy it, as seen through our 
survey. This means that 2310 students would buy the product monthly, which would 
bring in $6,930 per month.  

c. Operating Costs: Although we currently do not have a full prototype of our solution, we 
estimate that the minimum viable product will cost about 10 cents to manufacture per 
strip. We are currently focused on conducting background research to make sure our 
solution is chemically viable, and then we hope to use our newfound knowledge and 
apply it in a research lab that can prototype our solution. By selling 76300 strips per 
month to both students and universities, we estimate monthly manufacturing cost of 
$763. We factored this monthly cost into the spreadsheet below, and subtracted it from 
the monthly income to calculate the monthly profit. 

d. Investments: We are in the process of working with our mock board members from our 
summer program at LaunchX to contact venture capitalists who expressed interest in our 
mission. With initial investments from family members and venture capitalists, we hope 
to begin our research and development process and have contacted several universities  
including the University of Texas and other, to determine the least costly route. 
 

Operating Activities Cash 

Flows Jan Feb Mar Apr May Jun Jul Aug Sept. Oct Nov Dec 
Entire 

Year 

Net profit 22,127 44,254 66,381 88,508 1110,635 132,762 154,889 174,926 199,143 221,270 243,397 265,524 265,524 

Net Changes in Account 

Receivables 22,890 45,780 68,670 91,560 114,450 137,340 160,230 183,120 206,010 228,900 251,790 274,680 274,680 

Net revenue from University 
Subscription 15,960 31,920 47,880 63,840 79,800 95,760 111,720 127,680 143,640 159,600 175,560 191,520  

Revenue from Student 
Purchases 6,930 13,860 20,790 27,720 34,650 41,580 48,510 55,440 62,370 69,300 76,230 83,160  



 

Net Changes in Account 

Payables 763 1526 2289 3052 3815 4578 5341 6194 6867 7630 8393 9156 9156 

Manufacturing Costs 763 1526 2289 3052 3815 4578 5341 6194 6867 7630 8393 9156  

 

VI. Proof of Concept 

A. Letter of Intent: We presented our minimal viable product and concept to several 
universities and received a letter of intent from the university of North Texas, 
where they contractually agreed to purchase our first iteration when it releases on 
the market.  

B. Title 9 Officer: We also reached out to a title 9 officer, a university official who 
is trained in federal laws on sexual assault and conduct and how to act 
accordingly, and received demonstrated interest from him. 

C. Market Interest: Lastly, we talked to the customers themselves; with interviews 
from over 50 university students and 10 of our very own college-attending camp 
counselor, we distributed a survey which indicated 95% of individuals felt there is 
a burning need for this product on the market. 

 

VII. Go-To Market Strategy and Obstacles 

When we began our operations over the summer, we formulated a rough timeline for the 
first year of our company’s operations. We estimate to spend the first 8 months working to form 
a fully working prototype; this time accounts for contracting with an institution to conduct our 
product research and development. The next 9 months we will form our second iteration of the 
product with the full form factor. The next 24 months, we hope to work with lawyers to seek 
FDA approval for the product. Our primary obstacle will be developing the dissolvable and 
fluorescent aspects of the product in a way that allows us to obtain FDA approval, as many of 
our competitors have run into this issue. 

 
VIII. Meet the team 

We believe that we are the team to solve this issue as we’re all uniquely qualified to solve 
this problem in different ways; when we come together we form a unique approach to generate 
systemic social change. Our lead chemist is a passionate activist who has served on the executive 
board of the North Carolina Service-Learning Coalition for over four years, and continues to 
head 1KL (One Kids Library), an international nonprofit organization. Our Head of Product 
Development and Business Strategy is a Maker enthusiast who conducts research at his high 
school, and participated in the Intel ISEF fair. He currently leads the maker education initiative 
in Shikhya, an educational organization for rural children in India. Our brander is passionate 
about philanthropy and works closely with the Silicon Valley Red Cross CEO, Ken Torren, to 
plan out social media campaigns and raise corporate funding. Our head of finances is driven by 
the idea of using political channels to make social change. As a law firm intern, she gets to 



 

witness daily the effect of the law on ordinary people’s lives and between running her own 
political website and four years of speech and debate, she’s well versed in advocacy. We are all 
driven by social impact, and our goal is to reach as many people as possible with our product. 
 


