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Liz studied the store’s floor plan and dimen-

sions. The store had floor space to accommodate
about 50 diners as well as a full kitchen operation
and storage areas. The strip mall location had plenty
of parking as well as access on a major road. The
gas, plumbing, and electrical infrastructure were in
good working order. The décor and kitchen appli-
ances need to be purchased as well as all restaurant
fixtures (pans, dishes, flatware, etc.) if they signed a
lease to occupy the restaurant.

In order to be efficient and leverage their individ-

ual skills, Liz and Michael segregated the various
research tasks necessary to compile business pro-
jections and forecasts. Michael focused his attention
on the front-house operations, sales, and marketing
plan while Liz analyzed the kitchen operations,
inventory, and menu planning. Each of them com-
piled forecasts for the startup and operational costs
in their areas of specialty. These costs included the
labor, materials, food, utilities, rent, and other neces-
sary costs. These forecasts would be the foundation
of their business, financial, and operations plan.

B Creating the Business Plan

Michael continued to work with Tom on the market-
ing and promotion of the restaurant. Their first
thought was to gather sales, customer, and meal
data from the previous owner. To protect the ano-
nym.ity of the new owners, Michael asked Anne
Marie to contact the previous owner. She provided
three years of weekly data on the number of meals
and tables served. Unfortunately, the previous
owner could not or did not want to provide any
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then sorted each of the three calenda_r years by t_he
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first).
The lack of daily data limited the depth of analy-
sis that could be completed. Tom looked at the hard-
copy of three years of data side by side. After
reviewing the three years of data, Tom pointed out
that their weekly data showed only one clear trend:
Some weeks showed lower sales than the other per-
iods. Upon further analysis, it appeared that they
were holiday periods (Thanksgiving and Christmas
weeks) as well as some summer weeks. Without
the daily data, it was impossible to determine the
distribution or trending of customer sales.
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