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THE	
  STORY	
  
Several	
   words	
   can	
   be	
   used	
   to	
   describe	
   the	
   flavors	
   of	
   Colombia:	
   savory,	
   delicious,	
   high	
   in	
   quality.	
   One	
   word	
   that	
   describes	
  
Colombian	
  food	
  most	
  for	
  Javier	
  Quezada	
  is	
  home.	
  Javier	
  grew	
  up	
  in	
  New	
  York,	
  running	
  around	
  his	
  parents’	
  Colombian	
  restaurant.	
  	
  	
  
Ever	
   since	
  he	
  can	
   remember	
  he	
  wanted	
   to	
   follow	
   in	
  his	
  parents’	
   footsteps.	
   	
  AYer	
  a	
   long	
  and	
  pres,gious	
   run	
   in	
   the	
  military	
  and	
  
working	
  for	
  the	
  U.S.	
  State	
  Department,	
  Javier	
  realized	
  that	
  it	
  was	
  his	
  ,me	
  to	
  build	
  his	
  dream.	
   	
  While	
  sta,oned	
  at	
  Homestead	
  Air	
  
Force	
  Base	
  in	
  Miami	
  he	
  heard	
  about	
  a	
  li\le	
  Colombian	
  food	
  place	
  called	
  Los	
  Verdes.	
   	
  He	
  drove	
  30	
  minutes	
  to	
  get	
  there	
  and	
  aYer	
  
one	
  bite	
  knew	
  that	
  he	
  would	
  open	
  one	
  in	
  his	
  hometown	
  of	
  New	
  York	
  City.	
  	
  He	
  then	
  a\ended	
  and	
  graduated	
  from	
  the	
  Interna,onal	
  
Culinary	
  Center	
  just	
  to	
  ensure	
  that	
  he	
  would	
  run	
  the	
  best	
  restaurant	
  possible	
  and	
  be	
  the	
  best	
  leader	
  he	
  could	
  be.	
  	
  	
  Now	
  he	
  is	
  ready	
  
to	
  bring	
  his	
  favorite	
  restaurant,	
  Los	
  Verdes	
  to	
  the	
  New	
  York	
  City	
  area.	
  

	
  

EXECUTIVE	
  SUMMARY	
  

Colombians in NYC 

Queens 

Other 
NYC 

KEYS	
  TO	
  SUCCESS	
  
•  Maintain	
  a	
  unique	
  and	
  delicious	
  menu	
  that	
  differen,ates	
  Los	
  Verdes	
  from	
  its	
  compe,,on.	
  

•  Encourage	
  the	
  three	
  most	
  important	
  values	
  in	
  fast	
  food:	
  brand,	
  speed	
  of	
  service	
  and	
  value.	
  

•  Control	
  costs	
  at	
  all	
  ,mes,	
  and	
  focus	
  on	
  controlled	
  growth.	
  

•  Consumer	
  focus	
  on	
  “retailtainment”	
  to	
  ensure	
  loyal	
  return	
  customers.	
  

•  Sell	
  products	
  that	
  are	
  of	
  the	
  highest	
  quality.	
  

•  Get	
  access	
  to	
  high-­‐traffic	
  areas	
  near	
  the	
  target	
  market.	
  

•  Promote	
  good	
  values	
  of	
  company	
  culture	
  and	
  business	
  philosophy.	
  

•  Appeal	
  to	
  all	
  customers	
  alike	
  through	
  100%	
  taste	
  and	
  service	
  sa,sfac,on.	
  

THE	
  NEED	
  
Since	
  the	
  wave	
  of	
  immigra,on	
  began	
  in	
  the	
  1970s,	
  more	
  and	
  more	
  Colombians	
  have	
  been	
  	
  
immigra,ng	
  to	
  America.	
   	
  The	
  majority	
  se\le	
  in	
  the	
  New	
  York	
  county	
  of	
  Queens.	
   	
  Queens	
  
County	
   now	
   has	
   the	
   largest	
   number	
   of	
   Colombians	
   of	
   any	
   county	
   in	
   the	
   U.S.	
   and	
  
Colombians	
  have	
  become	
  the	
  largest	
  popula,on	
  of	
  immigrants	
  from	
  South	
  America.	
   	
  Due	
  
to	
  this	
  rising	
  popula,on,	
  more	
  and	
  more	
  of	
  the	
  residents	
  of	
  New	
  York	
  City	
  are	
  looking	
  for	
  
authen,c	
  and	
  delicious	
  Colombian	
  cuisine.	
   	
  The	
  market	
  is	
  ripe	
  with	
  Colombian	
  and	
  global-­‐
cuisine-­‐loving	
   customers,	
   many	
   of	
   whom	
   already	
   love	
   the	
   Los	
   Verdes	
   brand	
   from	
  
experiencing	
  it	
  in	
  the	
  Miami	
  area.	
  	
  	
  

INDUSTRY STATS 
 

In 2012, New York’s 
restaurants are 

projected 
to register $31.9 billion in 

sales.1 
 

The overall U.S. 
restaurant industry is 

forecasted to bring in 
$632 billion in 2012.2 
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EXECUTIVE	
  SUMMARY	
  

SALES	
  HIGHLIGHTS	
  
OBJECTIVES	
  
•  Cash	
  flow	
  self	
  sufficiency	
  by	
  	
  end	
  of	
  year	
  one;	
  
•  Repay	
  financing	
  by	
  the	
  end	
  of	
  third	
  year;	
  
•  20%	
  growth	
  in	
  the	
  first	
  year;	
  
•  Sales	
  of	
  more	
  than	
  $1MM	
  by	
  year	
  four;	
  
•  Open	
  a	
  second	
  loca,on	
  by	
  year	
  four;	
  
•  Become	
  the	
  premiere	
  Colombian	
  food	
  QSR	
  in	
  

Queens,	
  NY;	
  
•  Acquire	
  a	
  large	
  por,on	
  of	
  market	
  share	
  

through	
  the	
  establishment	
  of	
  several	
  
restaurants	
  in	
  the	
  NYC	
  metro	
  area.	
  

•  Appeal	
  to	
  all	
  cultures	
  in	
  the	
  New	
  York	
  City	
  
area	
  by	
  promo,ng	
  great	
  taste	
  and	
  high	
  
quality	
  food	
  in	
  an	
  a\rac,ve	
  atmosphere.	
  

EXIT	
  STRATEGY	
  
Quesan	
  Corpora,on	
  believes	
  that	
  as	
  the	
  first	
  
franchisee	
   of	
   a	
   popular	
   Colombian	
   fast	
   food	
  
restaurant,	
   Los	
   Verdes,	
   	
   there	
   will	
   be	
   many	
  
opportuni,es	
  to	
  sell	
  the	
  franchise	
  opera,on	
  to	
  
investors	
  in	
  the	
  New	
  York	
  area.	
  
	
  
Los	
   Verdes	
   has	
   already	
   had	
   several	
   offers	
   to	
  
open	
  franchises	
  in	
  the	
  NYC	
  metro	
  area,	
  but	
  has	
  
decided	
  that	
  Javier	
  Quezada	
  is	
  the	
  man	
  for	
  the	
  
project.	
   	
  It	
  is	
  believed	
  that	
  since	
  the	
  restaurant	
  
chain	
  is	
  in	
  high	
  demand	
  in	
  NYC,	
  an	
  exit	
  strategy	
  
will	
  be	
  to	
  sell	
  to	
  one	
  of	
  these	
  interested	
  par,es.	
  	
  

FINANCIAL	
  HIGHLIGHTS	
  
	
  
•  The	
  restaurant	
  will	
  gross	
  over	
  600K	
  in	
  year	
  one;	
  
•  Los	
  Verdes	
  New	
  York	
  will	
  become	
  cash	
  flow	
  posi,ve	
  aYer	
  one	
  year;	
  
•  The	
  company	
  will	
  not	
  need	
  to	
  take	
  on	
  any	
  new	
  loans	
  or	
  investments	
  
aYer	
  the	
  ini,al	
  funding.	
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THE	
  COMPANY	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  STARTUP	
  SUMMARY 	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  STARTUP	
  REQUIREMENTS	
  

COMPANY	
  LOCATION	
  &	
  FACILITIES	
  
The	
   company	
   will	
   open	
   its	
   flagship	
   New	
   York	
   City	
  
loca,on	
   in	
   Queens,	
   New	
   York.	
   	
   Javier	
   Quezada	
   has	
  
already	
   been	
   preapproved	
   for	
   several	
   loca,ons	
   and	
  
anxiously	
   awaits	
   the	
   opportunity	
   to	
   put	
   a	
   deposit	
  
down	
   on	
   the	
   perfect	
   loca,on,	
   within	
   the	
   target	
  
market.	
  	
   *	
  Key	
  money	
  is	
  requested	
  by	
  most	
  property	
  owners,	
  but	
  Javier	
  has	
  also	
  been	
  pre-­‐	
  	
  

approved	
  for	
  a	
  space	
  where	
  no	
  key	
  money	
  is	
  needed.	
  	
  
**	
  $3,000	
  of	
  the	
  legal	
  fees	
  will	
  be	
  used	
  to	
  obtain	
  an	
  expedited	
  beer-­‐only	
  liquor	
  license.	
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THE	
  COMPANY	
  

HISTORY	
  
Los	
  Verdes	
  Colombian	
  Restaurant	
  was	
  founded	
  in	
  2006	
  by	
  Daniel	
  Giraldo.	
   	
  It	
  started	
  as	
  a	
  co-­‐op	
  
where	
   Daniel	
   would	
   take	
   over	
   another	
   restaurant	
   aYer	
   it	
   closed	
   and	
   cater	
   to	
   Miami’s	
  
Colombian	
   popula,on,	
   as	
   well	
   as	
   the	
   rest	
   of	
   the	
   “late	
   night”	
   crowd	
  who	
  wanted	
   something	
  
delicious	
   before	
   and	
   aYer	
   going	
   out	
   to	
   dance	
   and	
   have	
   a	
   good	
   ,me.	
   	
   By	
   2007,	
  Mr.	
   Giraldo	
  
needed	
  to	
  upgrade	
  to	
  his	
  own	
  space.	
   	
  The	
  demand	
  for	
  his	
  food	
  was	
  so	
  high,	
  he	
  needed	
  to	
  be	
  
open	
  almost	
  24	
  hours	
  a	
  day.	
  	
  This	
  led	
  to	
  the	
  opening	
  of	
  two	
  more	
  loca,ons	
  in	
  the	
  Miami	
  metro	
  
area	
  within	
  five	
  years,	
  with	
  each	
  opening	
  hos,ng	
  a	
  line	
  of	
  customers	
  wai,ng	
  in	
  an,cipa,on	
  that	
  
circled	
  the	
  block.	
  	
  	
  
	
  
AYer	
   Javier	
   went	
   from	
   dedicated	
   and	
   loyal	
   customer	
   to	
   a	
   close	
   friend	
   and	
   confidant	
   of	
  Mr.	
  
Giraldo,	
  it	
  was	
  decided	
  that	
  Javier	
  would	
  be	
  the	
  perfect	
  person	
  to	
  open	
  the	
  restaurants	
  in	
  the	
  
New	
  York	
  area.	
   	
  While	
  Mr.	
  Giraldo	
  has	
  had	
   several	
  other	
  offers,	
  he	
   trusts	
   Javier’s	
   ethics	
   and	
  
leadership	
  and	
  plans	
   to	
  work	
  hand	
   in	
  hand	
  with	
  him	
   to	
  ensure	
   the	
  opening	
  of	
   the	
  New	
  York	
  
restaurant	
  withholds	
  the	
  brand	
  and	
  quality	
  standards	
  associated	
  with	
  Los	
  Verdes	
  Miami.	
  

COMPANY	
  SUMMARY	
  
The	
  Quesan	
  Corpora,on	
  was	
  formed	
  in	
  2012	
  
by	
   Javier	
   Quezada	
   in	
   order	
   to	
   franchise	
   the	
  
Los	
  Verdes	
  restaurant	
  in	
  the	
  NYC	
  metro	
  area.	
  
The	
  company	
  will	
  use	
  youthful	
  surroundings,	
  
following	
   in	
   the	
   tradi,on	
   of	
   Los	
   Verdes	
   to	
  
cater	
   to	
   the	
  Colombian	
  market	
  as	
  well	
   as	
  all	
  
people	
  who	
  crave	
  delicious,	
  quality	
  food.	
  
	
  

MISSION	
  
To	
   highlight	
   the	
   splendor	
   of	
   the	
   Colombian	
  
culture	
   through	
   food	
   and	
   communion.	
   To	
  
bring	
   other	
   communi,es	
   together	
   with	
  
crea,ve	
   and	
   delicious	
   food.	
   To	
   create	
   loyal,	
  
return	
   customers	
   in	
   the	
   New	
   York	
   City	
   area	
  
who	
  come	
  from	
  all	
  walks	
  of	
  life	
  and	
  cultures.	
  
	
  
	
  

CORE	
  VALUES	
  
	
  ü  Integrity	
  in	
  all	
  that	
  we	
  do	
  

ü  	
  Excellent	
  customer	
  
service	
  

ü Employee	
  retenDon	
  
through	
  appreciaDon	
  

ü  	
  CreaDvity	
  and	
  Quality	
  in	
  
everything	
  that	
  we	
  deliver	
  

ü Support	
  the	
  surrounding	
  
communiDes.	
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THE	
  STRATEGY	
  

FRANCHISE	
  SUPPORT	
  
The	
  Quesan	
  CorporaHon	
  will	
   be	
   assisted	
   in	
   its	
   restaurant	
   opening	
   by	
   the	
  
franchise	
  owner,	
  Daniel	
  Giraldo.	
  	
  ALer	
  acquiring	
  the	
  perfect	
  store	
  locaHon,	
  
Javier	
   will	
   train	
   with	
   his	
   head	
   chef	
   in	
   the	
   Miami	
   restaurants	
   for	
   three	
  
weeks.	
   	
  For	
  the	
  opening	
  of	
  the	
  New	
  York	
  locaHon	
  Daniel	
  Giraldo	
  will	
  come	
  
to	
  New	
  York	
  City	
  to	
  help	
  establish	
  the	
  brand	
  in	
  the	
  new	
  market.	
   	
  He	
  plans	
  
to	
   stay	
   for	
   three	
   to	
   four	
   weeks.	
   	
   In	
   addiHon	
   to	
   personal	
   training,	
   the	
  
franchise	
   will	
   support	
   Javier	
   and	
   the	
   Quesan	
   CorporaHon	
   through	
  
markeHng,	
   adverHsing,	
   branding,	
   supplier	
   assistance,	
   recipes,	
   financial	
  
trainings	
   in	
  product	
  gross	
  margins	
  and	
   insHlling	
  the	
  overall	
  culture	
  of	
   the	
  
company.	
  	
  Los	
  Verdes	
  New	
  York	
  will	
  be	
  designed	
  and	
  branded	
  by	
  the	
  same	
  
design	
   firm	
   that	
   has	
   worked	
   with	
   the	
   Miami	
   company	
   to	
   ensure	
   the	
  
conHnuity	
  of	
  the	
  brand.	
  	
  	
  

BUSINESS	
  MODEL	
  
Franchising	
   is	
   the	
   business	
   model	
   that	
   has	
   long	
   been	
   used	
   in	
   the	
  
restaurant	
  industry,	
  par,cularly	
  in	
  quick	
  service	
  restaurants.	
   	
  According	
  to	
  
Entrepreneur	
   Magazine,	
   “Fast-­‐food,	
   fast-­‐casual,	
   quick-­‐service—whatever	
  
you	
   choose	
   to	
   call	
   them,	
   	
   con,nue	
   to	
   gain	
   popularity	
   among	
   customers	
  
and	
  entrepreneurs.	
  The	
  category	
  makes	
  up	
  more	
   than	
  20	
  percent	
  of	
   the	
  
Franchise	
  500,	
  and	
  includes	
  some	
  of	
  the	
  longest-­‐running	
  franchises	
  such	
  as	
  
the	
  oldest,	
  A&W	
  Restaurants,	
  which	
  has	
  been	
  franchising	
  since	
  1925.	
  But	
  
it's	
  also	
  full	
  of	
  fast-­‐growing	
  innovators.”	
  	
  It	
  is	
  clear	
  that	
  this	
  business	
  model	
  
has	
  been	
  tested	
  and	
  perfected	
  for	
  decades.3	
  	
  
	
  
According	
   to	
   Franchising.com,	
   franchising	
   is	
   a	
   "hybrid"	
   form	
   of	
   business	
  
model	
  in	
  that	
  it	
  combines	
  aspects	
  of	
  a	
  sole	
  proprietorship	
  with	
  those	
  of	
  a	
  
corpora,on.	
   Franchising	
   allows	
   a	
   business	
   owner	
   to	
   grow	
   a	
   business	
   by	
  
selling	
  the	
  rights	
  to	
  use	
  their	
  brand	
  and	
  business	
  model	
  instead	
  of	
  building	
  
new	
  units	
  on	
  their	
  own.4	
  

FUTURE	
  PLANS	
  

•  Open	
  two	
  to	
  three	
  more	
  Los	
  
Verdes	
  restaurants	
  in	
  the	
  NYC	
  

metro	
  area;	
  
•  These	
  would	
  be	
  located	
  in	
  New	
  

Jersey	
  and	
  Long	
  Island	
  where	
  
there	
  is	
  	
  a	
  large	
  Colombian	
  

populaHon	
  as	
  well	
  as	
  
communiHes	
  interested	
  in	
  
InternaHonal	
  cuisine.	
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THE	
  STRATEGY	
  
MARKETING	
  PLAN	
  
Quesan	
  Corpora,on	
  understands	
  the	
  benefits	
  of	
  a	
  comprehensive	
  
marke,ng	
  and	
  adver,sing	
  plan.	
   	
  The	
  company	
  will	
  make	
  a	
  major	
  
push	
  for	
  the	
  grand	
  opening	
  of	
  the	
  first	
  New	
  York	
  City	
  loca,on	
  and	
  
then	
  con,nue	
  to	
  put	
  marke,ng	
  and	
  adver,sing	
  at	
  the	
  forefront	
  of	
  
opera,ons.	
   Los	
   Verdes	
   New	
   York’s	
   marke,ng	
   plan	
   can	
   be	
  
summarized	
  in	
  three	
  categories:	
  
	
  
COMMUNITY	
  ADVERTISING	
  &	
  INVOLVEMENT	
  
Los	
   Verdes	
   knows	
   that	
   its	
   surrounding	
   community	
   is	
   where	
   its	
  
customers	
   come	
   from.	
   	
   By	
   adver,sing	
   and	
   marke,ng	
   at	
  
community	
   events	
   and	
   a\ending	
   and	
   dona,ng	
   products	
   to	
  
charitable	
   endeavors,	
   Los	
   Verdes	
   can	
   gain	
   authen,city	
   and	
  
respect	
  over	
  its	
  compe,tors.	
  
	
  
TARGET	
  MARKET	
  ADVERTISING	
  
Quesan	
  Corpora,on	
  plans	
  to	
  u,lize	
  several	
  methods	
  to	
  reach	
   its	
  
target	
  market.	
   	
  The	
  company	
  plans	
  to	
  adver,se	
  through	
  local	
  DJs	
  
in	
   Queens,	
   NY,	
   as	
   well	
   as	
   connect	
   with	
   local	
   business	
   owners,	
  
offering	
  them	
  discounts	
  for	
  there	
  employees.	
   	
  The	
  company	
  will	
  
target	
   the	
  Colombian	
  market	
  directly	
  but	
   also	
  hopes	
   to	
  bring	
   in	
  
local	
  neighboring	
  consumers	
  who	
  have	
  yet	
  to	
  try	
  Colombian	
  food.	
  
	
  
WORD	
  OF	
  MOUTH	
  /	
  SOCIAL	
  MEDIA	
  
Los	
   Verdes	
   understands	
   that	
   a	
   sa,sfied	
   customer	
   not	
   only	
  
returns,	
  but	
  may	
  bring	
   friends.	
   	
  That	
   is	
  why	
   taste	
  and	
  customer	
  
service	
  are	
  at	
   the	
   forefront	
  of	
   the	
  company’s	
  values.	
   	
   In	
  an	
  age	
  
where	
   the	
   internet	
   can	
   make	
   or	
   break	
   a	
   company,	
   Los	
   Verdes	
  
Miami	
   already	
   has	
   thriving	
   Facebook,	
   Twi\er	
   and	
   Instagram	
  
community	
  and	
  stellar	
  Yelp	
  reviews.	
   	
  Los	
  Verdes	
  New	
  York	
  plans	
  
to	
   do	
   the	
   same	
   while	
   also	
   leveraging	
   the	
   online	
   communi,es	
  
already	
  in	
  place	
  by	
  the	
  Miami	
  loca,ons.	
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THE	
  STRATEGY	
  

WORD	
  OF	
  MOUTH	
  /	
  SOCIAL	
  MEDIA	
  CONTINUED	
  
According	
   to	
  market	
   research	
   company,	
   Unmetric,	
   social	
  media	
   allows	
   consumers	
   to	
   track	
   their	
  
favorite	
   fast	
   food	
   brands.	
   Unmetric	
   CEO	
   Lux	
   Narayan	
   states,	
   “Large	
   fast	
   food	
   chains	
   have	
   long	
  
dominated	
   commercial	
   airwaves,	
   but	
   in	
   the	
   era	
   of	
   social	
   media	
   these	
   restaurants	
   have	
   a	
   new	
  
opportunity	
  to	
  directly	
  engage	
  with	
  fans	
  and	
  seek	
  out	
  a	
  compe,,ve	
  edge.”	
  
	
  
Los	
  Verdes	
  believes	
  that	
  it	
  has	
  a	
  compe,,ve	
  edge	
  over	
  its	
  compe,tors	
  because	
  it	
  ac,vely	
  engages	
  
with	
  the	
  consumers	
  via	
  social	
  media.	
   	
  On	
  the	
  previous	
  page,	
  examples	
  pulled	
  from	
  screenshots	
  of	
  
Facebook	
  and	
  Twi\er,	
  while	
  on	
  this	
  page	
  you	
  can	
  see	
  the	
  company’s	
  Instagram	
  ac,vity.	
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Los	
  Verdes	
  Miami	
  
also	
  has	
  amazing	
  
Yelp	
  reviews!	
  

	
  
	
  
	
  
	
  
	
  



PRODUCTS	
  &	
  SERVICES	
  
MENU	
  SELECTIONS	
  
Los	
  Verdes	
  Restaurant	
  offers	
  a	
  variety	
  of	
  menu	
  items	
  including	
  specialized	
  Colombian	
  dishes	
  and	
  local	
  favorites	
  like	
  hamburgers	
  and	
  hot	
  
dogs,	
  made	
  with	
  a	
  Colombian	
  flare.	
  For	
  an	
  example,	
  Colombian	
  hot	
  dogs,	
  or	
  “perros	
  calientes”	
  are	
  known	
   for	
   their	
  off-­‐the-­‐wall	
  and	
  
intense	
  amount	
  of	
  toppings	
  such	
  as	
  potato	
  chips,	
  bacon,	
  and	
  pineapple,	
  all	
  topped	
  with	
  a	
  quail	
  egg—or	
  just	
  about	
  any	
  thing	
  else	
  they	
  
can	
  come	
  up	
  with!	
  But	
  Los	
  Verdes	
  doesn’t	
  limit	
  itself	
  to	
  just	
  hotdogs;	
  the	
  restaurant	
  gets	
  just	
  as	
  crea,ve	
  with	
  their	
  hamburgers,	
  Arepas	
  
Rellenas	
   (stuffed	
  arepa),	
  Chuzos(kebab),	
   their	
   Salchipapas,	
   a	
  mixture	
  of	
   sliced	
  Salchicha	
   (sausage)	
  and	
  Papas(French	
   fries),	
   and	
   their	
  
most	
   famous	
   plate:	
  Maicitos!	
   	
   Los	
  Verdes	
   also	
   offers	
   an	
   array	
   of	
   sauces	
   in	
   order	
   to	
   allow	
   customers	
   to	
   control	
   the	
   flavors	
   of	
   their	
  
favorite	
  dishes!	
  
	
  

FUTURE	
  PRODUCTS	
  
Quesan	
  Corpora,on	
  plans	
  on	
  introducing	
  new	
  menu	
  items	
  as	
  the	
  Los	
  Verdes	
  franchise	
  and	
  profitability	
  permit.	
  	
  Los	
  Verdes	
  will	
  also	
  
apply	
  for	
  a	
  beer-­‐only	
  liquor	
  license	
  during	
  the	
  ini,al	
  stages	
  of	
  business	
  opera,ons.	
  	
  If	
  granted,	
  Los	
  Verdes	
  New	
  York	
  will	
  sell	
  ice	
  cold	
  
beer	
  at	
  a	
  significant	
  markup.	
  

	
  

JAVIER’S	
  FAVORITE!	
  
MAICITOS	
  

	
  
	
  

PRICING	
  STRATEGY	
  
The	
   pricing	
   strategy	
   will	
   focus	
   on	
   providing	
   high	
   quality,	
  
delicious	
  food	
  that	
  is	
  quick	
  and	
  has	
  a	
  unique	
  flair.	
  The	
  company	
  
will	
   charge	
   a	
   bit	
   more	
   per	
   plate	
   than	
   average	
   quick	
   service	
  
restaurants	
  because	
  of	
  the	
  value	
  and	
  the	
  dining	
  experience.	
  

AVERAGE	
  MEAL	
  PRICE	
  

$6.00 
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MARKET	
  ANALYSIS	
  

CHANGES	
  IN	
  THE	
  MARKET	
  
The	
   most	
   notable	
   change	
   in	
   the	
   market	
   is	
   that	
   the	
  
American	
  recession	
  has	
  forced	
  increased	
  frugality.	
  	
  This	
  
means	
   that	
   the	
  average	
   consumer	
   is	
   spending	
   less	
  on	
  
ea,ng	
  out—but	
  it	
  doesn’t	
  mean	
  they	
  are	
  not	
  ea,ng	
  out	
  
as	
  much.	
   	
   A	
   person	
   who	
  might	
   have	
   spent	
   $20	
   on	
   a	
  
meal	
   at	
   a	
   full	
   service	
   restaurant	
   is	
   now	
   looking	
   for	
  
sustenance	
   and	
   entertainment	
   at	
   quick	
   service	
  
restaurants	
  where	
   they	
   can	
  get	
  a	
  meal	
   for	
  $6.	
   	
   There	
  
are	
   even	
  mul,ple	
   blogs	
   in	
   the	
   U.S.	
   now	
   dedicated	
   to	
  	
  
finding	
  the	
  best	
  meals	
  of	
  this	
  type.	
  	
  	
  
	
  

What	
  was	
  once	
  taboo,	
  now	
  is	
  trendy!	
  
 

THE	
  OVERALL	
  MARKET	
  
Los	
   Verdes	
  New	
   York	
  will	
   be	
   catering	
   to	
   the	
   Colombian-­‐American	
   popula,on	
   in	
   the	
   area	
   as	
  well	
   as	
   all	
   of	
   the	
   foodies	
   in	
   the	
  
neighborhood.	
  	
  Currently,	
  75%	
  of	
  Colombians	
  in	
  New	
  York	
  City	
  live	
  in	
  Queens,	
  which	
  is	
  where	
  the	
  first	
  restaurant	
  will	
  be	
  located.	
  	
  
According	
  to	
  the	
  2006	
  American	
  Community	
  Survey	
  put	
  out	
  by	
  the	
  US	
  Census	
  Bureau,	
  80,116	
  people	
  claiming	
  Colombian	
  origins	
  
live	
  in	
  Queens,	
  while	
  244,164	
  are	
  spread	
  out	
  in	
  the	
  en,re	
  New	
  York	
  metropolitan	
  area.5	
  	
  	
  
	
  
Data	
  collected	
  from	
  the	
  Pew	
  Research	
  Center	
  shows	
  that	
  Americans	
  of	
  Colombian	
  descent	
  and	
  Colombian	
  immigrants	
  in	
  America	
  
have	
  higher	
  levels	
  of	
  educa,on	
  than	
  the	
  Hispanic	
  popula,on	
  overall.	
  Some	
  30.3%	
  of	
  Colombians	
  ages	
  25	
  and	
  older—compared	
  
with	
  12.6%	
  of	
  all	
  U.S.	
  Hispanics—have	
  obtained	
  at	
  least	
  a	
  bachelor’s	
  degree.	
  	
  The	
  median	
  annual	
  income	
  for	
  Colombians	
  ages	
  16	
  
and	
  older	
  also	
  skewed	
  significantly	
  higher	
  than	
  all	
  of	
  U.S.	
  Hispanics.	
   	
  This	
  shows	
  the	
   	
  target	
  market	
  has	
  more	
  income	
  for	
  ea,ng	
  
outside	
  of	
  the	
  home.6	
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Los	
   Verdes	
   will	
   also	
   focus	
   on	
   being	
   inclusive	
   to	
   all	
  
cultures	
   in	
   the	
   neighboring	
   area.	
   	
   The	
   franchise	
   has	
  
shown	
   in	
   the	
   past	
   that	
   it	
   appeals	
   to	
   people	
   from	
   all	
  
walks	
   of	
   life	
  who	
   love	
   good	
   food,	
   quick	
   service	
   and	
   a	
  
fun	
  environment	
  to	
  eat	
  with	
  their	
  family	
  and	
  friends.	
  



MARKET	
  ANALYSIS	
  

MARKET	
  SEGMENTATION	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
CUSTOMER	
  PROFILE	
  
Quesan	
  Corpora,on	
  and	
  Los	
  Verdes	
  Restaurant	
  sees	
  
their	
  target	
  customer	
  as	
  having	
  the	
  following	
  needs:	
  
	
  
•  Wants	
  variety	
  and	
  flavor	
  in	
  its	
  food	
  
•  Looks	
  for	
  speed	
  of	
  service	
  
•  Wants	
  an	
  entertaining	
  and	
  fun	
  experience	
  
•  Insists	
   upon	
   a	
   clean,	
   friendly,	
   and	
   trendy	
  

environment	
  
•  Adopts	
  a	
  global	
  lifestyle	
  
•  Enjoys	
  ea,ng	
  out	
  
•  Has	
  an	
  ac,ve	
  lifestyle	
  in	
  the	
  day	
  and	
  night	
  
•  Comes	
  from	
  various	
  ethnic	
  backgrounds	
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COMPETITVE	
  ANALYSIS	
  

INDUSTRY	
  OVERVIEW	
  
While	
  the	
  term,	
  “fast	
  food,”	
  only	
  became	
  dic,onary	
  worthy	
  in	
  1951,	
  the	
  commodity	
  has	
  been	
  around	
  since	
  the	
  Middle	
  Ages.	
  	
  People	
  
throughout	
  history	
  have	
  desired	
  fast,	
  convenient,	
  affordable	
  and	
  tasty	
  food,	
  and	
  today’s	
  world	
  carries	
  on	
  this	
  tradi,on.	
  	
  The	
  fast	
  food	
  
industry	
   is	
   consistently	
   growing	
   industry,	
   seeing	
   a	
   growth	
   in	
   revenues	
   of	
   $6	
   billion	
   in	
   1970	
   to	
   $160	
   billion	
   in	
   2011—an	
   8.6%	
  
annualized	
  rate.	
   	
  In	
  addi,on	
  to	
  the	
  fast	
  food	
  industry	
  growth,	
  there	
  has	
  been	
  an	
  overall	
  increase	
  in	
  demand	
  for	
  global	
  cuisine.	
   	
  The	
  
number	
  one	
  food	
  trend	
  for	
  2012,	
  according	
  to	
  New	
  York	
  City-­‐based	
  consultants	
  Baum+Whiteman,	
  is	
  ethnic	
  fusion.7	
  	
  

INDIRECT	
  COMPEITION	
  
Los	
  Verdes	
  New	
  York	
  will	
  have	
  indirect	
  compe,,on	
  in	
  other	
  types	
  of	
  local	
  fast	
  
food,	
   as	
   well	
   as	
   sit-­‐down	
   restaurants	
   and	
   people	
   making	
   more	
   and	
   more	
  
meals	
  at	
  home.	
  	
  Quesan	
  Corpora,on	
  believes	
  that	
  although	
  there	
  is	
  this	
  other	
  
kind	
   of	
   compe,,on,	
   the	
   consumers	
   are	
   bored	
   with	
   their	
   op,ons	
   and	
   are	
  
always	
  looking	
  for	
  a	
  new	
  way	
  to	
  find	
  delicious	
  food	
  for	
  a	
  great	
  value.	
  

DIRECT	
  COMPETITORS	
  
Los	
  Verdes	
  New	
  York	
  will	
  have	
  several	
  direct	
  compe,tors	
  in	
  the	
  	
  
Colombian	
  fast	
  food	
  market.	
  	
  These	
  compe,tors	
  are:	
  	
  
	
  
•  Banana	
  King	
  -­‐	
  8318	
  Northern	
  Blvd	
  Jackson	
  Heights,	
  NY	
  11372	
  	
  
•  El	
  Perro	
  -­‐	
  8026	
  Northern	
  Blvd	
  Jackson	
  Heights	
  NY	
  11372	
  	
  	
  
•  La	
  Perrada	
  de	
  Chalo	
  -­‐	
  8312	
  Northern	
  Blvd	
  Jackson	
  Heights,	
  NY	
  11372	
  
•  Xtasis	
  -­‐	
  8116	
  Northern	
  Blvd	
  Jackson	
  Heights,	
  NY	
  11372	
  
•  Jugos	
  PronHto	
  -­‐	
  9002	
  43rd	
  Ave	
  Elmhurst,	
  NY	
  11373	
  

Quesan	
  Corpora,on	
  believes	
  that	
  these	
  compe,tors	
  do	
  not	
  compare	
  in	
  taste,	
  value	
  or	
  branding.	
   	
  Many	
  of	
  these	
  restaurants	
  charge	
  
much	
  more	
  and	
  have	
  half	
  of	
  the	
  customer	
  sa,sfac,on	
  ra,ngs	
  of	
  Los	
  Verdes	
  Miami.	
  	
  Many	
  people	
  who	
  have	
  tried	
  Los	
  Verdes	
  and	
  live	
  
in	
  the	
  New	
  York	
  City	
  metro	
  area	
  beg	
  the	
  company	
  to	
  open	
  a	
  loca,on	
  in	
  New	
  York.	
  	
  Clearly	
  they	
  are	
  not	
  sa,sfied	
  with	
  the	
  compe,,on	
  
and	
  there	
  is	
  s,ll	
  room	
  in	
  the	
  market	
  for	
  new	
  entry.	
  	
  In	
  addi,on,	
  only	
  one	
  of	
  the	
  restaurants	
  men,oned	
  above	
  has	
  a	
  website	
  and	
  none	
  
are	
  ac,ve	
  in	
  communica,ng	
  with	
  their	
  customers	
  online.	
  	
  Los	
  Verdes	
  has	
  a	
  clear	
  compe,,ve	
  advantage	
  in	
  that	
  the	
  brand	
  feels	
  young	
  
and	
  hip	
  and	
  appeals	
   to	
  all	
  people	
   in	
   the	
  community.	
   	
  Many	
  of	
   their	
  compe,tors’	
   restaurants	
  are	
  styled	
  with	
  all	
   things	
  Colombian,	
  
which	
  may	
  be	
  off-­‐puxng	
  to	
  other	
  cultures.	
  	
  Los	
  Verdes	
  has	
  purposely	
  branded	
  itself	
  to	
  appeal	
  to	
  all	
  ethnici,es	
  of	
  people.	
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COMPETITVE	
  ANALYSIS	
  

SWOT	
  ANALYSIS	
   QUESAN	
  CORPORATION,	
  LOS	
  VERDES	
  NY	
  

Strengths	
   •  Brand	
  Recogni,on	
  within	
  Target	
  Market	
  
•  Great	
  Tas,ng,	
  Quality	
  Products	
  
•  Strong	
  Franchise	
  Support	
  
•  Extended	
  Hours	
  to	
  Target	
  Both	
  Families	
  and	
  Late	
  Night	
  
•  Strong	
  Branding	
  
•  Great	
  Value	
  –	
  Sa,sfying	
  Amount	
  of	
  Food	
  for	
  the	
  Price	
  
•  Strong	
  Experience	
  &	
  Educa,on	
  of	
  Management	
  

Weaknesses	
   •  Small	
  size	
  of	
  restaurant	
  chain	
  
•  Colombian	
  Food	
  Has	
  Room	
  to	
  Grow	
  in	
  Other	
  Markets	
  

Opportuni,es	
   •  AYer	
  Success	
  with	
  the	
  First	
  NY	
  loca,on,	
  More	
  Loca,ons	
  can	
  be	
  Opened	
  Under	
  
the	
  Same	
  Quesan	
  Corpora,on	
  

•  Trends	
  in	
  Global	
  Cuisine	
  for	
  all	
  Ethnici,es	
  of	
  People	
  
•  Community	
  Involvement	
  that	
  Brands	
  Authen,city	
  
•  Con,nued	
  Growth	
  in	
  the	
  Quick	
  Service	
  Industry	
  

Threats	
   •  Other	
  Colombian	
  Food	
  Restaurants	
  
•  Nutri,onal	
  Trends	
  
•  Capital	
  Required	
  for	
  Growth	
  

COMPETITIVE	
  ADVANTAGE	
  
Quesan	
  Corpora,on	
  has	
  a	
  compe,,ve	
  advantage	
  in	
  launching	
  
Los	
  Verdes	
  Restaurant	
  in	
  New	
  York	
  because	
  of	
  the	
  following:	
  
	
  
•  The	
   company’s	
   unique	
   blend	
   of	
   American	
   and	
   Colombian	
  

food	
  and	
  sauces	
  meld	
  local	
  taste	
  with	
  	
  internaHonal;	
  
•  EnthusiasHc	
  and	
  friendly	
  management	
  and	
  staff;	
  
•  Merchandise	
  that	
  showcases	
  the	
  company's	
  brand;	
  
•  Intense	
  training	
  and	
  assistance	
  from	
  the	
  franchisee;	
  
•  Strong	
  branding	
  that	
  agracts	
  and	
  includes	
  all	
  customers;	
  
•  Javier’s	
   strong	
   religious	
   beliefs	
   that	
  mold	
   the	
   unwavering	
  

ethics	
  and	
  integrity	
  in	
  the	
  way	
  he	
  runs	
  the	
  business.	
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OPERATIONS	
  

MANAGEMENT	
  SUMMARY	
  
	
  
Javier	
  Quezada,	
  Owner	
  and	
  CEO	
  
Javier	
  was	
  raised	
  by	
  parents	
  who	
  let	
  him	
  help	
  in	
  their	
  Colombian	
  food	
  restaurant	
  from	
  a	
  young	
  age.	
  	
  He	
  later	
  went	
  on	
  to	
  serve	
  six	
  years	
  
in	
  the	
  military,	
  and	
  four	
  years	
  in	
  the	
  state	
  department,	
  learning	
  vital	
  leadership	
  skills,	
  before	
  discovering	
  Los	
  Verdes	
  and	
  pe,,oning	
  to	
  
become	
  a	
  franchise	
  owner.	
   	
  AYer	
  making	
  the	
  decision,	
  Javier	
  a\ended	
  and	
  graduated	
  from	
  the	
  Interna,onal	
  Culinary	
  Center	
  in	
  order	
  
to	
  ensure	
  that	
  he	
  would	
  be	
  the	
  best	
  restaurant	
  owner	
  he	
  could	
  possibly	
  be.	
  	
  Javier	
  is	
  also	
  a	
  devout	
  Chris,an	
  who	
  believes	
  that	
  his	
  faith	
  
will	
  permeate	
  the	
  way	
  in	
  which	
  he	
  runs	
  his	
  business—with	
  integrity,	
  love	
  and	
  passion	
  for	
  his	
  fellowman.	
  
	
  
John	
  Quezada,	
  Consultant	
  
John	
  is	
  a	
  successful	
  and	
  talented	
  project	
  manager	
  who	
  is	
  taking	
  on	
  the	
  responsibility	
  of	
  ini,a,ng,	
  planning,	
  execu,ng,	
  and	
  monitoring	
  
the	
  first	
  Los	
  Verdes	
  restaurant	
  in	
  NYC.	
   	
  John	
  has	
  a	
  Masters	
  in	
  Project	
  Management	
  and	
  has	
  13	
  years	
  of	
  experience	
  in	
  working	
  for	
  the	
  
Department	
  of	
  Defense	
  and	
  also	
  a	
  military	
  veteran.	
  	
  
	
  
Daniel	
  Giraldo,	
  Consultant	
  
Daniel	
  is	
  the	
  owner	
  of	
  the	
  Los	
  Verdes	
  franchise,	
  and	
  currently	
  owns	
  three	
  restaurants.	
  	
  Mr.	
  Giraldo	
  started	
  the	
  company	
  as	
  a	
  food	
  cart	
  
and	
  has	
  turned	
  it	
  into	
  a	
  mul,-­‐million	
  dollar	
  company.	
  	
  Mr.	
  Giraldo	
  is	
  also	
  a	
  fervent	
  Chris,an	
  who	
  enjoys	
  sharing	
  his	
  faith	
  with	
  Javier.	
  
 

SUPPLY	
  CHAIN	
  
The	
  supply	
  chain	
  and	
  distribu,on	
  of	
  most	
  quick	
  service	
  restaurants	
  are	
  
rela,vely	
  the	
  same.	
   	
  Since	
  their	
  products	
  are	
  perishable,	
  the	
   industry	
  
supports	
  a	
  short	
  supply	
  chain	
  with	
  only	
  three	
  main	
  ,ers.	
   	
  This	
  can	
  be	
  
seen	
   in	
   the	
   graphic	
   to	
   the	
   right.	
   	
   Los	
   Verdes	
  New	
   York	
  will	
   have	
   its	
  
supplies	
   delivered	
   via	
   Sysco	
   Food	
   Company	
   in	
   compliance	
   with	
   the	
  
franchise.	
   	
   The	
   food	
  will	
   be	
   fresh	
   and	
   of	
   the	
   best	
   quality	
   to	
   ensure	
  
customer	
  health	
  and	
  sa,sfac,on.	
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SALES	
  FORECAST	
  

SALES	
  SUMMARY	
  
Quesan	
  Corpora,on	
  will	
  operate	
  Los	
  Verdes	
  Restaurant	
  and	
  sell	
  
food,	
   beverages,	
   merchandise	
   and	
   catering,	
   with	
   the	
   highest	
  
margins	
  being	
  on	
  beverages.	
   	
  The	
  company’s	
  sales	
  will	
  spike	
  for	
  
the	
  grand	
  opening	
  and	
   then	
   slowly	
  grow	
   through	
   the	
  execu,on	
  
of	
   a	
   comprehensive	
   adver,sing	
   and	
   marke,ng	
   campaign	
   and	
  
word	
  of	
  mouth.	
  	
  The	
  sales	
  forecasts	
  above	
  take	
  the	
  average	
  sales	
  
price	
  per	
  category	
  and	
  subtract	
  the	
  average	
  direct	
  cost	
  of	
  goods	
  
per	
  item.	
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  PERSONNEL	
  

PERSONNEL	
  SUMMARY	
  
Los	
  Verdes,	
  New	
  York	
  will	
  need	
  several	
  employees	
  to	
  manage	
  the	
  
day-­‐to-­‐day	
  opera,ons	
  of	
  the	
  company.	
  The	
  owner,	
  Javier	
  Quezada	
  
is	
  trained	
  in	
  all	
  aspects	
  of	
  the	
  restaurant	
  business	
  and	
  will	
  be	
  able	
  
to	
  oversee	
  such	
  things	
  as	
  ordering,	
  financial	
  planning,	
  opera,ons	
  
as	
  well	
  as	
  managing	
  all	
  employees.	
  
	
  
The	
  company	
  will	
  also	
  u,lize	
  a	
   shiY	
  manager	
  and	
  a	
  head	
  chef	
   in	
  
order	
  to	
  make	
  sure	
  that	
   it	
   is	
  always	
  func,oning	
  to	
  the	
  best	
  of	
   its	
  
ability.	
   	
   The	
   restaurant	
   will	
   have	
   four	
   employees	
   who	
   work	
   32	
  
hours	
  per	
  week	
  as	
  well	
  as	
  a	
  line	
  cook.	
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TOTAL	
  FUNDING	
  
REQUIRED:	
  $225,000	
  

TOTAL	
  FUNDED	
  BY	
  
OWNER:	
  $40,000	
  

TOTAL	
  ADDITIONAL	
  
REQUIRED:	
  $185,000	
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BREAK-­‐EVEN	
  ANALYSIS	
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These	
  charts	
  show	
  that	
  Los	
  Verdes	
  will	
  need	
  to	
  bring	
   in	
  an	
  
es,mated,	
   $34,750	
   per	
   month	
   to	
   break	
   even.	
   The	
  
company’s	
  fixed	
  costs,	
  which	
  are	
  costs	
  needed	
  to	
  be	
  paid	
  no	
  
ma\er	
  how	
  much	
  volume	
  is	
  sold,	
  is	
  approximately,	
  $27,615.	
  	
  
The	
  average	
  fast	
  food	
  restaurant	
  that	
  does	
  not	
  belong	
  to	
  a	
  
franchise	
   brings	
   in	
   monthly	
   gross	
   sales	
   of	
   $68,186.8	
   	
   This	
  
shows	
   that	
   Los	
   Verdes	
  New	
   York	
   should	
   have	
   no	
   problem	
  
surpassing	
  the	
  break	
  even	
  point	
  on	
  a	
  monthly	
  basis.	
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  PROFIT	
  AND	
  LOSS	
  

PROFITABLE	
  	
  
IN	
  YEAR	
  ONE	
  	
  

&	
  20%	
  
GROWTH	
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GROSS	
  MARGINS	
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CASH	
  FLOW	
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BALANCE	
  SHEET	
  

Cash	
  Posi,ve	
  in	
  
Year	
  Two!	
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INDUSTRY	
  RATIOS	
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