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Vision Statement 
Savour & Sip empowers and informs socially and environmentally conscious consumers to choose local restaurants and 
support healthy neighborhoods. 

Mission Statement 

Savour & Sip is an app that allows you to choose the way you dine out at coffee shops, bars, and restaurants. By 
highlighting socially and environmentally conscious businesses, we work towards supporting local owners and 
neighborhoods in Seattle.  

The Issue 

In Seattle, long term residents and business owners are being pushed out of their neighborhoods and local businesses are 
shutting down due to increased rents and high costs of living. While many individuals want to help slow these effects of 
gentrification, there lacks a concise resource for information on which restaurants are locally owned, environmentally 
conscious, woman or people of color owned, and source local foods. This is why we created Savour & Sip: to give 
individuals the resources they need to support locally owned restaurants, cafes, and bars. Savour & Sip is a restaurant app 
that connects locally owned businesses with individuals who wish to empower their neighbors to keep the ‘original flavor’ 
of their communities alive.  

Strategy Statement 

Savour & Sip will serve a dual market. We will do this by providing a platform for local restaurants to promote themselves 
while simultaneously providing a resource for Seattle millennials who want to use their purchasing power to invest in 
local restaurants, bars, and cafes. This platform will empower restaurants battling gentrification by helping them attract 
customers who care about spending their money in ways that enhance their own community.  

We will connect these two communities with an app that allows consumers to see locally owned restaurants, bars and 
cafes in their area and filter their search based on different socially conscious categories. By providing an app that filters 
restaurants based on socially conscious categories we are enabling the consumer to turn their everyday dining experience 
into a chance for them to use their consumer power to invest in issues they care about. Eating at restaurants owned by 
women, people of color (POC), or immigrants, with donation programs, or with locally sourced food are easy ways to 
invest in the issues one cares about as a consumer.  
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Competitive Advantage 

Savour & Sip will be different from our competitors because we aim to turn our consumers’ everyday dining experience 
into an opportunity for grassroots economic empowerment of entrepreneurs in their community. To foster this 
environment for empowering entrepreneurs, Savour & Sip will also provide a brief background story on each restaurant 
featured on the app. Through the power of story we hope to enable consumers and small businesses to strengthen bonds 
in their communities by encouraging relationships. A portion of our profits will also be donated back into the Seattle 
community to support community projects, like affordable housing and communal spaces. This enables us to uniquely 
battle gentrification on two fronts; empowering locally owned businesses and donating to community relief projects.  

Financial Statement 
 

Savour & Sip will be cash flow positive within three months of operation, thus proving our business concept. In a 
vertical market such as ours, where our web-based app is central and maintenance costs are low, there are few other 
expenses to track. After the first three months of operation we will seek a $50,000 capital raise from investors to cover 
expenses incurred as we grow in scale. Savour & Sip will begin paying salaries and wages within the first month of our 
second year in operation, when enough restaurants are paying monthly subscription fees to justify a full-time, paid staff. 

 
Financial Projections  

Yearly Projections 2018 2019 2020 

Total Revenue $36,256 $128,613 $220,413 

Total Expenses ($4,758.99) ($177,540.99) ($177,540.99) 

Net Income/Loss (After Taxes) ($26,772.55) ($48,927.99) $36,445.21 
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Our vision to create thriving neighborhoods and businesses through connecting consumers with local restaurants has a 
twofold application. First, we are focused on connecting socially and environmentally conscious consumers with local 
restaurants to support thriving local businesses. Second, our revenue will be donated to organizations that combat 
gentrification in the Seattle area.  

We will determine the success of our venture by measuring our impact of connecting environmentally conscious 
consumers to local restaurants and supporting flourishing neighborhoods. We will measure how our venture connects 
consumers by tracking app downloads, consumer engagement on the app and blog, and restaurant feedback through 
analytics. Consumer engagement is defined as usage of the app through “checking in” and “reviewing” cafes, 
restaurants, and bars. This measures the connection between consumers and restaurants because it measures consumers 
who are actively choosing restaurants which are local, minority owned, and sustainable. 

Metrics: 

Metric Frequency Impact 

Number of App downloads Ongoing Measures engagement of consumers in environmentally and socially 
conscious spending 

Retention Rate 
(of consumers and businesses) 

Monthly Measures that we are retaining customers and restaurants on our app  

Number of restaurants attended/reviewed Monthly Measures customer usage of app and direct support of restaurants 

Baseline and Endline surveys of local restaurants Initially 
Biannually 

Measures impact of app on increasing restaurant traffic and their 
satisfaction with this service 

Restaurant profile Yearly Takes data on the restaurant, context of neighborhood, and its mission 
or story 

Customer survey  Biannually Measures consumer attitudes on fulfillment of our social mission 

Amount of money donated towards alleviating 
problems related to gentrification 

Yearly Measures support to CBOs that work in communities impacted by 
gentrification 

Number of people engaged through blog and social 
media platforms 

Monthly Measures the impact we have on reaching consumers and creating 
awareness about businesses and social mission 
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Keys to Success: 

• Strong social media presence to engage with consumers, restaurants, and donors 
• Strong relationships with local restaurants and ability to tell their story 
• Increasing consumer awareness of ways to support local restaurants 
• Focusing on consumer retention for sustainability of our business 

Reporting: 

• Share impact metrics through our blog and website 
• Restaurant stories from a restaurant who has partnered with us 
• Publications, such as an annual report, that combine our qualitative and quantitative metrics to share the 

narrative of how our app is fulfilling its social mission 
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Overview 

Our service is a mobile app that will be available and distributed on android and iOS cellphones. The app will provide a 
service to highlight local businesses and give the user a customized experience. The user can utilize filters such as, locally 
owned, woman/POC owned, low environmental impact, locally sourced, vegan friendly, disability friendly, to specialize 
their dining experience.  The app has been produced by a team of developers and designers. The app will be distributed 
through Apple’s App Store and through Google Play for Android.   

Filters Defined: 

Locally owned: a restaurant owned by a Seattleite  

POC/Women owned: a restaurant owned by a woman or a person of color. A person of color is defined as someone who 
is not white or of European parentage.  

Low environmental impact: a restaurant that makes conscientious efforts to be water efficient, reduce their waste, use 
sustainable and reusable goods, lower their energy use, and reduce their chemical use. 

Locally sourced: a restaurant that sources 60% or more of its ingredients from within a 150-mile radius 

Vegan friendly: a restaurant which offers vegan options 

Disability friendly: a restaurant that is accessible to people with physical disabilities  

 

Design 

On the following page are the main pages of the app.  

Figure 1 is the main page that users will first see which includes a map, nearby spots, quick search and a filter menu, 
which allows users to select multiple filters based on preference. 

Figure 2 is the page which will feature the restaurant’s basic information, icons to show the filters, a short bio, and 
reviews. 

Figure 3 is the search page which displays nearby restaurants. 

Figure 4 is the main page and allows users to view all restaurants on a map. 

The App 
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Figure 1 Figure 1 

Figure 3 Figure 4 
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Target 

We have decided to target the Seattle area because of the issues Seattle faces with a growing number of businesses that 
contribute to gentrification. Our customers will be consumers in the Seattle area who are looking for a source of 
information on restaurants, cafes, and bars. These types of businesses are the clients we will be serving. We will be 
highlighting smaller, local restaurants, cafes, breweries and bars who lack representation.  

Our customers will be men, women, and non-gender conforming people, ages 18-35, are our main target market 
although there is an interest among 40-55 year-olds. There is total of 216,148.63 people in the age range of 18-35 in 
Seattle1. Our target are people specifically interested in environmental sustainability and social justice. In a general social 
survey2, 65.7% of individuals answered that it is important or very important to choose products for political, ethical or 
environmental reasons, even if they cost a bit more. A barrier is that not everyone has a smartphone. A Seattle survey 
revealed 76% of people have smartphones in 20133. Taking these factors into consideration, the potential main target 
customers include 107,927 people.  

We will also be targeting the tourist sector in Seattle. In 2015 Seattle saw a 2.6% increase in its tourist sector with a total 
of 38.1 million visitors. The tourist sector spent 6.8 billion in Seattle in 2015 which is a 5.8% increase from the previous 
year4. This recent growth shows a huge potential in targeting the tourist market in Seattle to download our app during 
their visit so they can explore Seattle with an authentic dining experience.   

It is easy to enter into the app market. It is more difficult to establish an app and gain a substantial following. With 
Millennials downloading an average of 2.3 restaurant apps5, we must distinguish ourselves. This is one of our barriers to 
starting this app; Yelp is a large competitor that we will have to differentiate from. As previously mentioned, potential 
barriers will arise in encountering those without smartphones, and those who do not eat out or care to take the time to 
support local businesses.  

 

 

 

 

                                                
1 United States Census Bureau 
2 The Association of Religious Data Archives 
3 City of Seattle Community Technology Program 
4 “Seattle Achieves Record Tourism Growth for the Third Consecutive Year, Job Growth Out-Paces the U.S.” Visit Seattle Press Release, 2016 
5 Statistica, Morgan Stanley 

Market Research 
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Survey 

To conduct further market research, we composed a survey geared towards our target market. The survey presented 
questions on the usage of restaurant apps, social and environmental issues, and was also intended to gauge overall 
knowledge on gentrification. The responses provided helped us tailor the Savour & Sip app to the desires of our 
consumers. We received 52 responses in total from Seattle millennials. 

Graph 1 we found that 73.1% of our respondents dine out weekly. This means our app will likely see weekly usage from 
our target market. The more our client base grows, the more individual weekly usage we’ll see.  

Graph 2 observes how often restaurant apps are used. The majority of consumers reported “sometimes,” meaning out of 
the consumers who dine out weekly we can only expect their dining decisions to be based on our app occasionally. We 
hope to overcome this obstacle by giving users a greater sense of fulfillment from app usage through providing local 
businesses’ stories, thus building relationships in the communities we operate in.  

Graph 3 observes the likelihood of whether individuals would use an app that provides socially and environmentally 
conscious dining options. Results were based on a scale of one to five, one being a “no,” and five being a “resounding 
yes.” the majority responded they would likely use it with a strong response of a four, with the second largest group being 
a five. This shows that of the individuals we surveyed, about 73 percent would use this app if it was on the market. This is 
a positive indicator that a market need exists for this app.  

Graph 4 surveyed the importance of the issue of gentrification to our consumers. 92 percent of respondents rated 
gentrification with an importance of three or above on a scale from one to five. These results indicate that gentrification is 
a relevant issue to our survey group. 

Graph 5 measured the usage and popularity of our competitors. This survey identified our main competitors in the field 
of restaurant apps; Yelp is our main competitor, followed by OpenTable and Urbanspoon.  

Graph 6 helped us identify the issues most important to our consumers, and therefore the most important inclusions in 
our app for user information, as well as the information we need to gather from restaurants. These filters will help us 
narrow down the restaurants that are included in our app so we can focus exclusively on issues that are important to our 
consumers.  

See Graphs on the following page. 
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Factors 

1. Political factors: 

We are living in a time when concern for environmental and social responsibility is eroded by our current anti-
environmental political climate. This provides a challenging but unique opportunity to serve clients that are socially and 
environmentally conscious. We also have the opportunity to engage in awareness campaigns through social media 
platforms to inform consumers who are unsure about the benefits of supporting locally owned and environmentally 
conscious restaurants. 

2. Social factors: 

Restaurant app usage: for our target demographics, restaurant app usage is a popular social trend, which will positively 
influence our ability to serve our client group. This is important because market research has shown the usage of apps 
like Savour & Sip. 

Care for socially and environmentally conscious spending: as revealed in our market research survey, consumers in our 
target demographic care about businesses and products that are socially and environmentally conscious. 

Concern about gentrification: living in Seattle engages consumers about the idea of gentrification and the problems 
associated with this phenomenon. This social factor provides a great opportunity to share our mission of supporting 
healthy neighborhoods and provide customers with a way to support neighborhoods who face problems related to 
gentrification. 

3. Economic factors: 

From the consumer’s perspective, as a free-to-download app we will be competitive with other restaurant apps, which will 
lower the economic barriers for consumers and enable more consumers to utilize our social venture. 

Smaller or struggling restaurants who wish to be featured on Savour & Sip might see our subscription fee as a barrier to 
engage with our social venture. However, our fees will be much lower than those of other competing restaurant apps.  
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Main Competitors:  

 
1. Foursquare: Uses location intelligence to build meaningful consumer experiences and business solutions. Foursquare 
helps to discover new places with recommendations from people in the community who have been there before. The 
Foursquare app is available in the App Store in addition to being accessible on the web.  

2. OpenTable: Helps restaurants grow and run their business by enabling diners to discover and book the perfect table 
every time they dine. Its primary function is to book restaurant reservations online. OpenTable can be found in the App 
Store and online. 

3. Zagat: Collects and analyzes ratings and reviews from diners and from their own “on-the-ground experts,” to help 
consumers find the perfect places to eat out. Zagat can be found in the App Store and online. 

4. Yelp: An app and website that connects people to local businesses like dentists, hairstylists, and restaurants, as well as 
events. They write reviews and allow businesses to make a free account to post pictures and message their customers. 
Yelp makes money by selling ads to local businesses. 

Yelp vs.  Savour & Sip 

Yelp is Savour & Sip’s most prominent competitor. Anyone can add a restaurant to Yelp for free: a customer or 
restaurant owners themselves. If someone who is not the restaurant owner adds a restaurant on to Yelp, the owner can go 
through a short process to claim their previously-added business and set up a business owner profile. Yelp does not 
charge for having your restaurant listed within their app, but they do charge for advertising and for upgrading your 
profile. 

With Yelp, business owners have the option to pay for targeted ads that will appear on competitors’ business pages and 
the natural search results page (above the actual search results) when a consumer searches for something their business 
happens to offer. Ads are featured on both the website and mobile app. Upgrading your restaurant profile is a feature 
included with paying for ads on the app/website. Business owners can choose either the “branded profile” upgrade, or 
the “enhanced profile” upgrade. The branded profile includes: a photo slideshow, optional video, and a call to action 
feature, which allows you to promote an announcement/special offer to those who view your page. The enhanced profile 
includes everything the branded profile has, plus the ability to remove competitors’ ads from your own profile and direct 
viewers from your Yelp profile to your business’ website via call to action buttons. With the enhanced profile, call to 
action buttons will also be featured on mobile apps and websites. 

 

 

Competition 
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Cost differences 

In order to be featured on Savour & Sip, restaurant owners must pay $50 per month. In return, we will highlight all the 
features that qualify them as socially and/or environmentally conscious, and provide a personalized profile for each 
restaurant for Savour & Sip users to view. If a restaurant wishes to be featured on Savour & Sip’s homepage as 
“restaurant of the month,” their fee for that month will be $199. Cost-wise, this is much simpler than the advertising 
services Yelp provides for their restaurant clients. Yelp charges on a Cost Per 1000 Impressions basis for advertising, an 
“impression” being when a business’ ad is fetched or displayed based on what a Yelp user has searched; it doesn’t mean 
that their ad was actually clicked on. One report found that Yelp offered 500 targeted ads for $350, otherwise stated as 
$700 per 1000 impressions6. The average price for Cost Per 1000 Impression advertising in 2015 was $12.077. This 
means cost per impression advertising on Yelp is nearly 58 times more expensive than the average for cost for impression 
advertising. 

Since Savour & Sip has a more focused database (socially and environmentally conscious restaurants, cafes, and bars 
only) and a more focused target audience than Yelp’s, we are able to provide the advertising services and customization 
that restaurants would otherwise be on their own to create with Yelp. In that regard, we are much more cost-effective than 
any advertising service offered through Yelp. Savour & Sip will maintain a high standard of advertising and promoting 
restaurant businesses to help them grow within their community, rather than being pushed out due to gentrification.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
6 Saam, Conrad. “Just How Much Does Yelp Cost?” Mockingbird Marketing, 2014. 
7 Hochman, Jonathan. “The Cost of Pay-Per-Click (PPC) Advertising—Trends and Analysis.” Hochman Consultants, 2017.  
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Savour & Sip’s promotion plan is to build our brand around our community and center our ad placements in areas where 
our target market will be. Strategically promoting Savour & Sip in spaces that our target market occupies will help our 
effectiveness in breaking into the highly saturated industry of food apps. To accomplish this, our promotion plan will 
specifically target the restaurants our consumers frequent, the festivals they go to, and other means of advertising that are 
specific to Seattle. This strategy will allow us to keep costs down, considering we will not need to employ the far-reaching 
and high cost advertising strategies of TV and Radio. Our locally based advertising will allow us to reach our specific 
market niche while saving money. 
The specific forms of promotions we will be utilizing are: local events and festivals, in-restaurant promotion strategies, 
and Seattle-specific means of advertising. Each form of Savour & Sip promotion is outlined below: 

Local events and festivals 

Centering on this promotion will allow us to reach the local Seattle population that enjoys going out to events. This 
population is usually younger, between the ages of 18-30, which fits within our 18-35 age range for our target 
population. By promoting ourselves at these events we will be able to interact with our target market in a face-to-face 
setting that will allow us to build our brand loyalty. This engagement will also allow us to get direct feedback from the 
app. The Savour & Sip team will also be able to monitor app installation by providing incentives to those who download 
the app at our booth. This will also allow us to provide a quick app tutorial, which will increase app usage. Below are the 
following festivals we plan to target: 

• Major festivals: Bumbershoot, Seattle International Film Festival, Taste Washington, Seattle Restaurant Week, 
Pride festival, Bite of Seattle, Capitol Hill Block Party, Fremont Oktoberfest 

• Ethnic events: Arab Festival, Croatiafest, Turkfest, Italian Festival, Tibet Fest, Brasilfest 
• Costs: Costs of event/festival advertising booth, personnel. 

 
The costs of this form of advertising will be derived from the costs of an event booth, personnel to man the booth, and 
incentive give-away items for customers who download the app. Festival booths range from $100-$400 depending on 
the size and average turnout of the festival. Our personnel will average out to about $140 a day per person when paid 
minimum wage for the duration of the festival day, usually 10 hour long festival days. Our costs of incentive items will 
vary in accordance to our budget but can range from a daily spending of $100-$300. All of these costs will vary 
depending on the festival, however the return on investment we will see will counter the costs we incur.    
 

 
 
 
 
 

Advertising 
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Local Restaurants 
 
Building our advertising brand in the restaurants we feature will benefit both the restaurants and our advertising strategy. 
By advertising in local restaurants through menu advertisements, window advertisements, and strategic placement of our 
business cards we will encourage customers to use our app to get similar restaurant recommendations and this will 
positively affect the restaurant in having a form of social media approval which will further legitimate the restaurant in its 
quality service, and food. This marketing strategy will also allow Savour & Sip to build our restaurant and customer 
market simultaneously, this will help us become more scalable as a business. This will also allow our app to have increased 
engagement with the restaurants we feature through our mutual relationship of promotion.  
 
The costs of this promotion method will be the cost of advertising in a specific restaurant based on the price of menu ads. 
However, Savour & Sip could offer reduced prices in app services for reduced in restaurant advertising.  
 

Seattle Specific  

There are multiple means of advertising Savour & Sip will target that reach our target market in Seattle. These advertising 
means will allow us to target a local area that we believe our target market is in. The costs of each of these specific 
advertising methods varies however from our research we have found that these methods range from free forms of 
promotion through pro-bono features to $1.46 per banner impression. A list of the apps and media sources we will 
advertise through is listed below.  

• King 5 App 
• Geek Wire 
• KEXP 
• PlanIT 
• Seattle Pipeline 
• Food and Tech bloggers 

• Print/Web publications like: 
o Seattle Eater 
o Seattle Magazine 
o The Stranger 
o New Tech Northwest 
o Crosscut

Tourist Sector 

We will be targeting the tourist market in Seattle so we can continue to grow, outside of our local clientele. We will be 
marketing ourselves to tourists as a tool to help them find all the local ‘hotspots’ so their Seattle experience is as authentic 
as possible. To target the tourist market in Seattle we will be advertising in strategic locations that tourist frequent, such 
as the Space Needle, Seattle Ferris Wheel and various Seattle attractions. We will also be advertising with travel websites 
like visitseattle.org. The estimated costs of this advertising method will be between $750-$1,000 a month, and will be 
sustained throughout the year so we can maintain constant levels of a tourist user base as app downloads will fluctuate.   

Social Media & Web Presence  

Social media is essential to expanding our reach of the app. We have already started a Facebook Page which currently has 
107 likes. We will expand to Twitter and Instagram to reach a broader audience. We also have developed a website that 
will include a blog to promote stories of our partners and highlight local events.  
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Executive Director manages the overall operations of Savour & Sip. This includes managing finances, maintaining 
investor relations, updating the website, communications with partners and advertisers, and overseeing staff.                  
Skills required: Wordpress, Accounting, Management 

Marketing Director manages community engagement and expansion. This includes managing social media, updating 
website blog, and sharing the restaurants’ stories. Skills required: Marketing, Photoshop, Wordpress, Photography skills 

Research and Development Director manages the research of neighborhoods and businesses to expand our partner 
restaurants, cafes, and bars. They are the liaison to the communities we are investing in.                                                          
Skills required: Statistical and Data Analysis  

Software Engineer is responsible for development and updating the app. We will employ freelance engineers only when 
a large update is necessary. We received volunteer hours for the original app design.                                                                
Skills required: Programming, IT skills 

Research interns and volunteers are roles that we do not count on having right away but will help in later expansion. 
They will have the opportunity to assist the research and development director with researching businesses. They may 
also help with communications. 

Advisors will be a team of businesspeople with experience in relevant areas and will aid in our business development and 
growth. They may be investors in Savour & Sip. 

The employees will be selected from our current team and additional employees will be recruited from LinkedIn and job 
postings in the Seattle area. The cost will be approximately $50 for job advertisements. Once the app is launched, the 
directors will work on establishing connections and partnerships with local businesses to start expanding the base. This 
will also be a time to grow our user base. The directors will work on establishing Savour & Sip in Seattle as a case study 
for national expansion. Once we expand to other cities a similar staff will be set up in each city. The advisors and owners 
will remain based mainly in Seattle.  

Organization 
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Financial Viability and Sustainability 

Our enterprise is financially viable and sustainable. Expenses to keep the fully functioning Savour & Sip web-based app 
maintained will include full-time staff salaries and benefits, the occasional freelance app developer for maintaining the 
app itself, advertising expenses, and rent expenses. Additionally, we have included legal expenses so we might become an 
LLC within our first year of operation. We have a limited variety of expenses as a business surrounding an app, especially 
considering our app was built for free by fellow students. 

We’ve estimated our financials under the assumption that we won’t be reliant on donations at all; in fact, we will be 
operating as a for-profit venture, because the revenue we generate will ultimately be enough to sustain ourselves and 
eventually donate to the housing and community projects of our choosing. We are asking for a start-up investment of 
$100,000 to help cover our first and second-year expenses incurred before we’re able to generate a net profit. Based on 
our calculations of restaurant clientele growth, and with 2018 as our first year in operation, we can become profitable by 
2020, and begin paying back investors at that time.   

Qualitative Risks 

We at Savour & Sip will have to be mindful of the angle we take when we market ourselves to prospective clients, making 
sure to highlight facts such as: advertising with Yelp is incredibly expensive, Savour & Sip is more personalized and more 
affordable, we have a target audience who loves eating out and cares about supporting businesses such as yours, we 
believe in giving back to the people in your community, and therefore it will benefit your reputation if you advertise with 
us rather than Yelp because it will show you care about your community, too. It will be a problem, revenue-wise, if we’re 
unable to grow our clients by at least 17 per month and sustain our existing clients. We may need to resort to taking out 
loans and seeking further investments while in the process of growing our restaurant clientele. 

Additionally, if we’re unable to gain substantial interest in Savour & Sip from app users within our target population (18-
35 year olds interested in environmental sustainability and social justice), restaurants will not find value in having their 
restaurant featured on Savour & Sip. The effectiveness of our advertising campaigns and social media presence will be 
critical in retaining loyal Savour & Sip app users, and justifying the $50 per month fee to our restaurant client base.  

 

 

 

 

 

Finances 
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Quantitative risk analysis 

Seattle is the 5th-most restaurant-dense city in the entire U.S., with 24.9 restaurants per 10,000 households8. A census 
from 2011 found 283,510 households in the Seattle area, meaning there are over 700 fully functioning restaurants in 
the city of Seattle alone9. In addition to restaurants, Seattle has nearly 150 bars.9 Over 1,600 Seattle coffee shops can be 
found as well10. According to the National Restaurant Association, 50 percent of restaurant owners are women, so in a 
diverse city such as Seattle we can reasonably expect that 50 percent of all restaurants, bars, and cafes will be women-
owned11. When it comes to Savour & Sip, a restaurant need only fall under one of our socially or environmentally filter 
categories in order to be featured. Female ownership is one of these categories. Therefore, we can expect that at least 50 
percent of all restaurants, bars, and cafes in Seattle, or approximately 1,225 businesses, will qualify to be featured on 
Savour & Sip. 

To be profitable by year three in operation, Savour & Sip needs to recruit at least 17 restaurants per month between the 
combined efforts of the full-time research and development director and the three research and development interns, and 
charge those restaurants $50 per month (after their free two-month trial). After our first two months in operation, we will 
also open the “restaurant of the month” feature of the app, which allows restaurants to pay $199 per month to be 
featured on our homepage. 

We may have difficulty recruiting new restaurants to pay the standard $50 monthly fee to be featured on Savour & Sip, 
considering it is free for businesses to be seen by customers on Yelp’s app. This is why we have factored in a free two-
month trial period for every new Savour & Sip restaurant. If we encounter issues where restaurants are unwilling to pay a 
flat rate of $50 per month to be on Savour & Sip after their free two-month trial, we will lower this cost and increase the 
number of outside business advertisements within the app to maintain a consistent revenue stream. As previously stated, 
we can expect Savour & Sip’s revenue to exceed expenses by 2020, or by the end of our third year in operation. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
8 Forbes, Paula. “Here Are the Most Restaurant- and Bar-Dense US Cities.” Eater, 2012. 
9 “Housing Quick Statistics.” 2010 Seattle Census Estimates. 
10 Learish, Jessica. “Which U.S. City Has The Most Coffee Shops?” Bustle, 2016. 
11 “Industry Impact,” National Restaurant Association, 2015. 
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Yearly Projections 2018 2019 2020 2021 

INCOME 

Subscription revenue 35,062 126,225 218,025 309,825 

Homepage advertising revenue 1,194 2,388 2,388 2,388 

Total Revenues 36,256 128,613 220,413 312,213 

EXPENSES 

Payroll Expenses     

Salaries & Wages 0 (126,000) (126,000) (126,000) 

FICA Taxes 0 (3,213) (3,213) (3,213) 

Other Benefits 0 (25,200) (25,200) (25,200) 

Rent expense 0 (7,200) (7,200) (7,200) 

Advertising expense 0 (9,600) (9,600) (9,600) 

Legal expense (4500) (6,000) (6,000) (6,000) 

Domain name expense (0.99) (9.99) (9.99) (9.99) 

Server space expense (60) (120) (120) (180) 

App store expense (99) (99) (99) (99) 

Website expense (99) (99) (99) (99) 

Total Expenses: (4,758.99) (177,540.99) (177,540.99) (177,600.99) 

Income Before Taxes 31,497.01 (48,927.99) 42,872.01 134,612.01 

Income Tax Expense (4,724.46) 0 (6,430.80) (35,748.68) 

NET INCOME/LOSS 26,772.55 (48,927.99) 36,441.21 98,863.33 

Pro Forma Income Statement 
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Revenue calculations 

The “Restaurants Partnered” columns show the cumulative amount of restaurants we have obtained per month. Of this 
amount we are assuming a restaurant subscribing retention rate of 75 percent, which is used to calculate our “Revenue 
Retained” column. The revenue is offset by our free trial offer, meaning the revenue for month 3 is based off the retained 
restaurants from month 1.  

 Year 1 
Restaurants 
Partnered 

Year 1 Revenue 
Retained 

Year 2 
Restaurants 
Partnered 

Year 2 Revenue 
Retained 

Year 3 
Restaurants 
Partnered 

Year 3 Revenue 
Retained 

Year 4 
Restaurants 
Partnered 

Year 4 Revenue 
Retained 

Month 1 17 0  
Free trial 

221 7,012.50 425 14662.50 629 22,312.50 

Month 2 34 0 
Free trial 

238 7,650 442 15300 646 22,950 

Month 3 51 637.50 255 8,287.50 459 15937.50 663 23,587.50 

Month 4 68 1,275 272 8,925 476 16575 680 24,225 

Month 5 85 1,912.50 289 9,562.50 493 17212.50 697 24862.50 

Month 6 102 2,550 306 10,200 510 17850 714 25,500 

Month 7 119 3,187.50 323 10,837.50 527 18487.50 731 26,137.50 

Month 8 136 3,825 340 11,475 544 19125 748 26,775 

Month 9 153 4,462.50 357 12,112.50 561 19762.50 765 27,412.50 

Month 
10 

170 5,100 374 12,750 578 20400 782 28,050 

Month 
11 

187 5,737.50 391 13,387.50 595 21037.50 799 28,687 

Month 
12 

204 6,375 408 14,025 612 21675 816 29,325 

TOTAL 204 35,062.50 408 126,225 612 218,025 816 309,825 
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