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I. EXECUTIVE SUMMARY 
Mission Statement 
To connect 21st century guests and restaurants with a convenient mobile application that extends hospitality outside the walls of 
the restaurants. 

Problem 
In a society where time is money, waiting in line before being seated at a restaurant is unnecessary, expensive, and frustrating for 
many customers; thus, if customers were to wait, majority of them will find an alternative place instead. This leads to thousands 
in lost revenues and severely affects the restaurant’s public relations. 

Solution 
We have developed The Table, an innovative smartphone application that allows users to view the real-time seating availability for 
local restaurants, make reservations for a later time, or be placed into the restaurant’s queue immediately. The application is both 
a restaurant management solution that drives incremental sales for thousands of restaurants across the country and a powerful 
consumer tool that saves users their valuable time. 

Target Market 
Our primary target market has two major segments, profiled below. 

Proposed Financials 
The Table will require $690,670 of initial investment to start up and cover cash flow deficits for the first two years in exchange for 
ownership equity. In addition to this amount, $190,000 will come from the founder and her family, and $5,000 will come from a 
Kickstarter. We will reach our breakeven point 26 months after opening. By the end of year 3, The Table will be reporting a gross 
profit of $471,592 and by the end of year 5, we will be reporting a profit of $1,101,738. 

 

 

 

Exit Strategies and ROI 
The investor will expect equity in our company worth 28%. In 5 years, the company can exit through an acquisition by a bigger 
marketing or advertising company, such as SAP SE, Epsilon, and Acxiom, by selling our raw customer data as a commodity and 
providing benchmark for $13,500,000, which will give the investor a total ROI of $3,780,000, or 447%.  

Guests - Discover hundreds of local restaurants 
- Make reservations and get on waitlists 
- View current wait times 
- Earn points and redeem rewards

Restaurants - Eliminate expensive pager equipments 
- Send updates and alerts to guests 
- Receive detailed analytics 
- Improve table turnover

Demographics Geographics Psychographics

Casual Dining 
Restaurants

- monthly revenues between $50,000 
and $100,000

- Urban, major cities - provide table service 
- moderately-priced food, casual 

atmosphere

Employed, 
tech-savvy 
Generation X

- incomes ranging from $50,000 to 
$200,000  

- able to afford casual dining 
restaurants regularly

- Urban, major cities - time is a very valuable asset in their lives
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YEAR 1 YEAR 2 YEAR 3 YEAR 5YEAR 4

Reach the 
breakeven point

Expansion to Japan 
and UK

Launch an app for 
Android OS

Exit through an 
acquisitionThe Table is founded



II. PROBLEM 
 According to 2012 statistics by AisleBuyer, 

a mobile shopping platform that allows users to 

pay for goods and services via smartphones, if 

people were made to wait in line to be seated for 

more than 15 minutes, “63% said it showed very 

bad customer service as well as a lack of respect 

for their time, 52% said they took their business 

elsewhere, and 48% said they assumed the 

business was not well run and was badly managed.” This is very detrimental to restaurants 

because it severely affects the business financially and fosters negative public relations.  

 From the guests’ perspective, waiting in line is simply inefficient and frustrating. Since 

most restaurants do not offer reservation, long waits are inevitable especially during peak hours, 

and this is a frustrating problem especially for people who have limited time to spend for eating. 

Long waits not only induce frustration among the customers, but also result in a loss of their 

most precious asset, their time.  

   The Table enables its users to discover 

restaurants nearby, see the current wait times 

for the restaurants, and put themselves on the 

waitlist from anywhere, anytime. In a survey conducted by the National Restaurant Association, 8 

in 10 restaurant operators agreed that restaurant technology helps increase sales, makes their 

restaurant more productive, and gives their restaurant a competitive edge. 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% said it showed bad customer 
service and a lack of respect for 
their time 
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III. CUSTOMER SEGMENTS 
Our primary target customers for The Table are local casual dining restaurants with 

monthly revenues between $50,000 and $100,000, such as Olive Garden, Outback 

Steakhouse, and The Cheesecake Factory. They lose customers during their peak times because 

the long lines lead to customer dissatisfaction. Thus, The Table can provide a remedy for the 

restaurants by sending updates, alerts, and seating availability to guests, preventing guest 

concentration at a given time. 

The primary target consumers are technically proficient employed adults from the ages 

35-50, also known as Generation X, with incomes ranging from $50,000 to $200,000. To 

them, time is money, as their occupations require them to make efficient use of their time. Since 

they have very limited time to spend on dining out, The Table will be a very useful time-saving 

tool that allows them to browse through restaurants, find out which places do not have a long 

wait time, and decide where to eat at, all in a matter of seconds. 

Our secondary target consumers will be tech-savvy Millennials with incomes over 

$50,000, who spend the highest percentage of their food expenditures on food away 

from home. They are very active and strongly averse to time-consuming congestion such as 

waiting in line. 

In the future, we will also target these groups not only in the United States, but also 

globally, targeting countries with advanced restaurant technology services and high 

smartphone penetration such as Japan, the United Kingdom, and Singapore. 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IV. UNIQUE VALUE PROPOSITION 
 While there are other restaurant management programs and 

reservation apps, The Table is the only existing app in the market that 

features a real-time seating availability for guests to view.  Because 

our primary target consumers are employed adults who have limited 

time to spend for eating out, our app will be an easy-to-use, 

convenient source for our users to quickly browse through local 

restaurants, compare each restaurant’s current wait time, and choose 

the most ideal option that fits their schedule. 

 Furthermore, The Table reaches and engages guests with an on-demand dining 

experience, establishing long lasting customer relationships like no other application has done 

before. Unlike most of our competitors in the market that use a simple point system, The Table 

has implemented a tiered loyalty system that rewards initial loyalty and encourage more app 

usage by increasing the value of rewards as the customer moves up the loyalty ladder. Also, The 

Table automatically compiles guest profiles, and even a new employee will know who the regular 

guests are, their birthdays, and even allergies. Our primary competitors in the market include 

OpenTable and Lettuce. 
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OpenTable is bigger and more well-known mobile application, but it is 
only limited to making reservations. It does not offer a call ahead 
seating feature or an integration with a restaurant management system.

Lettuce is a well-established management app, with features including 
sales and payment processing. However, it does not connect restaurants 
to users and offer a seating availability feature like The Table does.



V. SOLUTIONS 
 With our advanced restaurant management software, The Table provides guests with 

accessibility to real-time data, helping them make reservations or be placed on the waitlist. This 

feature provides a remedy for restaurants that lose customers during peak times due to the 

overwhelming wait time. The Table eliminates expensive pager equipments for restaurants, 

organizes wait lists and reservations, and sends timely updates to customers via text messages, 

making table service more convenient than ever.  

 The Table’s tiered loyalty system rewards 

users for initial loyalty and offers exclusive 

products, promotions, or pricing based on different 

levels of points. Instead of simply collecting loyalty 

points, the customer gets a status based on his tier, which makes him feel more acknowledged 

and connected to our brand. This system fosters customer engagement and loyalty by reducing 

the time between purchase and gratification. 

 The Table allows restaurants to access detailed real-time and historical restaurant 

analytics. Restaurants can use the data gathered in the app to eliminate wasteful labor and 

inventory costs, boost sales, improve able turnover, better understand business trends, and 

increase operational efficiency. 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VI. CHANNELS 

VII. REVENUE STREAMS 
Revenue Model - The Table’s main revenue stream will be monthly plan for restaurants, and the 

secondary channel will be customer data, generated from app usage, sold to advertising and 

marketing companies. The price for consumer data is determined based on pricing benchmarks 

supplied by a data broker. 

channel cost scale ROI description
app store 
optimization

low high high - identify the keywords the app can rank best 
for 
- improve app store listing 
- continually manage and follow user trends 
- descriptions, screenshots, video

co-promotional 
partnership

med high high - the overall cost reduced 
- partner with a company with similar target 
audience 
- both sides of partnership can receive effective 
promotion 
- TripAdvisor, Yelp, Urbanspoon

social media med high med - massive reach of social media platforms 
makes it very effective to connect with 
potential users 
- researching hashtags, engaging with users, 
crafting quality content 
- analyzing performance and sticking to a 
regular posting pattern 
- build and maintain strong social media 
presence 
- Facebook, Instagram, Twitter, Snapchat 
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Customer Lifetime Values - The CLV of The Table is $4,272, with the average annual profit 

generated per customer (restaurant) being $1,104 and the estimated average of 4 years of 

retention time. To increase customer retention, we will offer discounts to restaurants for 

renewing their plan and thereby encouraging loyalty. Furthermore, we will utilize our tiered loyalty 

system to increase the CLV. 

Revenue 

Gross Margin 

Revenue Source Year 1 Year 2 Year 3 Year 4 Year 5

Monthly Plans $231,840 $370,944 $593,510 $949,617 $1,519,387

Consumer Data $3,558 $8,540 $20,496 $49,191 $118,059

Total Revenue $235,398 $379,484 $614,007 $998,808 $1,637,445

Year 1 Year 2 Year 3 Year 4 Year 5

Gross Profit -$265,932 -$130,187 $95,829 $471,952 $1,101,738

Gross Margin -113.0% -34.3% 15.6% 47.3% 67.3%
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TAM/SAM/SOM Market Evaluation 

 

 

 

VIII. COST STRUCTURE 
 The Table’s customer acquisition cost is about $1.93 per customer, obtained from 

advertising expenses and estimated number of customers (see Figure 2 in appendix). We will hire 

two app developers, a customer service representative, a digital marketing manager, two 

business operations and strategy analysts, and two executives (financial, technology). The wage 

is projected to increase by 2% annually (Figure 3 in appendix). The Table’s operating expenses, 

not including human resources cost, total $84,299 (Figure 1 in appendix). 

IX. KEY METRICS 
 The Table will measure its areas of growth and areas that need improvement by focusing 

on the customer retention, cohort analysis, and gross margin. 

 Retention metric is based on the frequency of app sessions. To lower the churn rate and 

increase the number of loyal customers, we will be utilizing the loyalty system and customer 

feedbacks. 

 Gross margin is extremely important, as it directly impacts both the likelihood of reaching 

breakeven and the amount of profit earned beyond the breakeven point. 
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TAM

SAM

SOM

190,500,000

47,625,000

571,500

# of Smartphone Users in the US 
Total Mobile Application Market

Total Available Market

1.2% SAM to SOM Conversion Rate 
Realistic and Obtainable Market

Serviceable Obtainable Market

Serviceable Available Market

# of Smartphone Users in the US 
Total Mobile Application Market

Target Market



 Cohort analysis gives insight on which 

channel works best. By grouping users into 

segments and analyzing the metrics of each 

groups, we can identify which cohorts are 

more profitable. Thus, it helps better target 

users with ads to increase the CLV and app 

revenue. 

X. COMPETITIVE ADVANTAGE 
 The Table differs from its competitors in its leading technology and its ability to connect 

customers with local restaurants. Its powerful analytics and advanced quoted wait algorithm 

predict wait times three times more accurately than the competitors. We have applied for a 

patent on our technology, making our company unreplicable. The Table provides guests with total 

control and accessibility to wait time data from any device and anywhere; it eliminates the need 

for expensive pagers and instead handles reservations, wait lists, and eventual seating by 

sending updates and alerts to waiting guests for restaurants. 

 

Large current and potential           Lack of physical storefront 
customer base                     Filtering of legitimate 
Reduced labor costs                       reviews 
Existing distribution and 
sales network 

Offer local and brand             Highly competitive market 
advertising                  Government regulations 
Android OS (Google Play            Big companies with 
Store application                  search engines (Yelp, Google) 

Strengths

Opportunities

Weaknesses

Threats
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Cohort Users Day 0 Day 1 Day 2 Day 3 Day 4

Aug 2,098 100% 33.9% 23.5% 18.7% 15.9%

Sept 2,358 100% 31.1% 18.6% 14.3% 16.0%

Oct 3,257 100% 27.2% 19.6% 14.5% 12.9%

Nov 2,672 100% 26.6% 17.9% 14.6%

Dec 4,562 100% 26.4% 20.4%

Jan 3,635 100% 23.9%

All Users 18,582 100%

App Launched                           % Active Users After App Launches         

Retention Over Product Lifetime                         Over User Lifetime



XI. CONCLUSION 
 The Table is requesting $690,670 of initial investment to start up and cover cash flow 

deficits for the first year in exchange for ownership equity of 28%. In addition, $190,000 will come 

from the founder and her family, and $5,000 will come from a Kickstarter. We will reach our 

breakeven point 26 months after opening. By the end of year 5, The Table will be valued at 

$13,500,00, calculated using fair market value and asset valuation. The company will exit through 

an acquisition by a bigger marketing or advertising company such as SAP SE, Epsilon, and 

Acxiom by selling our raw customer data as a commodity and providing benchmark for 

$13,500,000, which will give the investor a total ROI of $3,780,000, or 447%. 

 The Table is a unique restaurant management solution that drives incremental sales for 

restaurants as well as a powerful consumer tool saving millions of users the most precious asset 

of their lives, time. A mutually beneficial network connecting customers and restaurants, The 

Table is created to innovate the way the world dines out. 
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XIII. APPENDIX�
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OPERATING EXPENSES

Expense Type Expense Price  Description Additional 
Information

iOS 
application

Apple Store 
Account Fee

$99 per year

iOS and 
website

Database 
Storage

$38,400 per year for 6 
quadruple 
xlarge servers

iOS and 
website

Photoshop 
CS2

$0 one time already 
owned, will be 
used for app 
graphics

legalities Patents $18,000 per year

advertisement WebpageFX $14,400 per year 3 social media 
platforms

insurance Insureon $5,100 per year annualized, 
$425 per 
month

additional 
costs

$8,300

TOTAL $84,299

CUSTOMER ACQUISITION COSTS

Method Cost Per 
Month

Number of 
Units

Total Expenses

paid online 
advertising1

$1,200 12 months $14,400

referral/incentive 
marketing

$340 12 months $4,080

CAC2 $1.93

Footnotes:

1CPC (cost per 
click): pay the 
advertiser a 
certain amount 
per click on the 
ad; targets 
searchers who 
already exhibit

the intent to 
click through 
demographics 
and previous 
browsing 
behaviors

2CAC is the 
total expenses 
divided by the 
estimated 
number of 
customers. 

HUMAN RESOURCES COST

Position Year 1 Year 2 Year 3 Year 4 Year 5

App Developers (2) $120,800.00 $123,216.00 $125,680.32 $128,193.93 $130,757.80

Customer Service Representative $24,120.00 $24,602.40 $25,094.45 $25,596.34 $26,108.26

Digital Marketing Manager $53,427.00 $54,495.54 $55,585.45 $56,697.16 $57,831.10

Business Operations & Strategy 
Analysts (2) $81,248.00 $82,872.96 $84,530.42 $86,221.03 $87,945.45

Executives (2)3 $137,436.00 $140,184.72 $142,988.41 $145,848.18 $148,765.15

TOTAL $417,031.00 $425,371.62 $433,879.05 $442,556.63 $451,407.77

Footnotes:

3Financial, Technology Executives

(Figure 1)

(Figure 3)

(Figure 2)


