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Abstract 

 Becoming a restaurateur is the dream of many entrepreneurial minds. The problem is that 

it is no easy task. Whether someone lacks the business knowledge to run a restaurant, doesn’t 

have the capital to properly begin, or just doesn’t know where to start; the majority of restaurants 

fail within their first year of operation. This is why I decided to take a more in-depth look at what 

it takes to not only start a restaurant, but to run one that can produce sustainable profits. 

Successful restaurateurs were interviewed to gain some knowledge on how to do that. The 

insights from these owners include their creation, maintenance, and growth path to give a clear 

view of what it truly takes to differentiate yourself and become a successful restaurant. 
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Process Analysis Statement 

I started my thesis with a vague idea of what to do, but no concrete plan. The plan 

consisted of three steps. Those steps were to get Institutional Review Board (IRB) approval for a 

human research study, set up and conduct interviews, and write a thesis on my finding with 

supplementary research. Step one was getting the IRB approval. After spending the first couple 

weeks of the semester getting that taken care of after being told I would need it, I was informed 

upon submitting my packet that it was unnecessary for my form of research. I do not see this as 

time wasted now as I learned many things while getting IRB certified, and it forced me to better 

organize my project. This was quite frustrating news at first though. What that packet forced me 

to do however, was create a timeline for my project, learn how to best handle myself when 

conducting an interview, and create a bank of questions to use. Doing this preliminary work was 

something I had to do regardless of IRB approval needs. So, it was a lesson learned at the end of 

the day. My timeline broke into three sections: Set up and find restaurateurs, conduct the 

interviews, and analyze the findings into valuable data. I decided initially to make these sections 

divided into February, March, and April initially. This is not how things ended up working out, 

but they were good first milestones and served as my guideline for the order in which I should 

complete each task. 

Next, I had to get my interviews sorted out. I went through waves of this being a daunting 

task, to something I could easily do, back to being a daunting task. I was initially intimidated by 

the task of interviewing restaurateurs for several reasons. This is a field I have a lack of 

knowledge in, we are in a pandemic where meeting and performing interviews seemed like a 

very hard task, I thought there was no reason a restaurateur would give me an interview as they 
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had nothing to gain from this transaction, and lastly is that I’ve never given an interview and was 

quite nervous about the whole ordeal. I expected to face constant rejection, be put in a situation I 

did not understand, and struggle to get interviews in the best of circumstances; let alone during 

the pandemic. These fears came to reality as approximately the first five restaurateurs I reached 

out to either never responded, snuffed me after first responses, and/or they were not at their 

restaurant and I was unable to get contact information from any employees or online. Those fears 

were quelled however, when very shortly after that I received positive responses from Twin 

Archer’s Brewpub, Vera Mae’s Bistro, and Ron Lahody’s Steakhouse to have an interview. I 

went into the interviews as ready as I could, they all went well, and I got valuable information 

out of them. This was a huge boost to my morale that ended up being put right back into the 

same spot as when I started. 

I had already spent many hours reaching out to many restaurateurs, but I had already 

acquired three interviews and was on track for a good number by the end of the semester. The 

next month was what I would consider very harmful to my thesis. After reaching out to 

approximately 20+ more restaurateurs in person, while trying to also contact restaurateurs 

virtually, I only received two more restaurateurs willing to give an interview. This put my total 

number of interviews up to five. While it would depend on who you ask if that is a good amount, 

I will be transparent and say it was not up to par with what I hoped to deliver with this thesis. My 

initial goal was a minimum of three interviews with my thesis advisor suggesting 10 interviews 

upon hearing that goal. I was hoping to hit that 10-interview goal through the course of the 

semester, but I was unable to do that. With the five interviews that I did have though, I planned 

on delivering a great thesis still with a solid analysis of the responses. 
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In the spirit of entrepreneurship, and with an idea presented to me by nearly every 

business owner I have ever met; obstacles come, and failure happens. There is no linear line to 

success for me, any of the restaurateurs I interviewed, or anybody. Whether it’s in a startup, 

one’s personal goals, or someone’s academic goals such as this thesis and myself. This thesis 

helped me solidify the idea that we must constantly take our failures in stride, turn everything we 

have learned into successes, and always “make it work.” While you will see the product of these 

interviews expanded upon in my actual thesis, I believe this thesis will give a good look at the 

current state of restaurateurs in Indiana. To the readers’ looking to gain insights from my thesis, I 

hope this helps serve as a good baseline in your journey to becoming a restaurateur in Indiana. 
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Thesis 

Preface 

 I would like to take a moment to explain the structure of this thesis and to give a brief 

overview of what you will be reading. This document will not be laid out in a continuation of 

thoughts. The thesis is segmented into categories that relate, but do not always need to be 

recalled to when explaining another. While there will be some overlap and recall of ideas 

throughout the paper, sections will exist in their own right. If you are unconcerned with one 

section but want to know more about another specific section, you can jump to your area of 

interest without previous reading and be able to grasp the concept and get the information 

needed.  

The sections will all begin with the questions posed to the restaurateurs concerning the 

topic area. Due to limits on some interview lengths, the importance of certain areas, and the 

goals of this thesis; some sections will have more questions than others. All of the questions 

listed in each section were answered (whether that be directly or indirectly asked) by all 

restaurateurs. Long tangents about subjects outside of the posed questions were avoided at most 

points. The purpose of this was to ensure as much uniformity as possible in interviews. This was 

done to allow ease of cross-analysis when reviewing results. Each section will go into the 

responses of the restaurateur to the listed question, what these answers mean, a connection of this 

information to secondary data, (as compared to primary data of these interviews) and a review of 

this data with my remarks on the matter. The topics I interviewed restaurateurs about include the 

following: creation, looking back, management, competition, financial, pandemic, location, and a 

summary of their remarks.  
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Questions will be followed with their section and number on the sheet. For example, 

“LB2” would be “Looking Back question number 2.” These will correlate with the scanned 

interview notes. I made a master pool of questions that were later thinned out into what was 

asked during the interviews. While not all of the questions were asked, there were times that 

what was discussed fit a marked-off question and was included in the notes. The master list can 

be viewed in the appendix if at any time a reference made to a question is unclear. 

These sections will not be an exhaustive review of all aspects within each field. Each 

section will contain important information, advice, and ideas to consider. As will be mentioned 

throughout, there is no perfect amount of money or method for starting a restaurant. There are 

plenty of variables to look at, and this document seeks to provide a good base to start with when 

considering becoming a restaurateur. No singular document could ever be enough to fully 

prepare one for becoming a restaurateur. Utilize the resources in your community, professional 

network, and any/all forms of documents regarding the subject matter as you can. Pairing these 

things with a strong base will help ensure the success of your future endeavors. 
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Creation 

The Questions 

1. Before becoming the owner of your business, can you tell me a little bit about yourself? 

What’s your background, what training/qualifications do you have, etc.? (CRE 1) 

2. How did you get the idea for your restaurant? (CRE 2) 

3. What was the driving motivator throughout starting your business? (CRE 3) 

4. Did you create a business plan for your restaurant before starting? (CRE 4) 

5. What was your initial method of funding your restaurant? (CRE 5) 

CRE 1 and 2 

 CRE 1 and 2 will be grouped to serve as introductions to the restaurants, and their 

respective owners, involved in the interviews. The owners of these restaurants graciously gave 

up time out of their very busy schedules to help a student (Me) on a project. They were not 

compensated for their time and sought to gain nothing other than the feeling you get from 

helping another. All the owners interviewed were spectacular and deserve their individual 

sections of recognition. 

Twin Archer Brewpub 

 Jake Grogan is one of the owners, and who was interviewed, for Twin Archer Brewpub. 

After being out of school for years and pursuing many other careers, the three owners (Friends) 

decided to pool money together and start their restaurant. Being a Ball State graduate, Muncie 

seemed like a location to start. After finding a building within their budget, the owners decided 



7 
 
 

to pull the trigger and make it work. Four years later, Twin Archer Brewpub is still serving the 

citizens of Muncie delicious burgers and many locally brewed drinks. 

Vera Mae’s Bistro 

Vera Mae’s Bistro is co-owned by Kent Shuff and Steve Fennimore. Steve Fennimore 

connected me to Kent Shuff who was the interviewee. Mr. Shuff grew up in a restaurant 

environment working in his grandmother’s owned restaurant for over 30 years. Mr. Shuff was a 

local alumnus from Ball State University who decided in 1995 to start into being an entrepreneur 

of something in the foodservice industry. This started as a catering company 2 years after buying 

the building, in 1997, which became a full-service restaurant in 1999. After expanding greatly in 

2002 to what Vera Mae’s Bistro is today, the building can now serve 210 customers and has been 

running for 21 years. Mr. Shuff named the restaurant after his grandmother and wanted to create 

something unique in the area. 

Ron Lahody’s “Trust your Butcher” Steak House 

 This steakhouse and run by none other than Ron Lahody himself. After receiving his BS 

in business in 1970, he worked in his family meat business until 1980. After leaving that he still 

went on to work in the meat industry until 1986 where he made a large career jump where he 

worked home remodeling for the next 20 years. After successfully tackling this industry, Mr. 

Lahody decided to get back into the meat industry with Lahody Meats (A butcher shop operating 

in Muncie, IN) in 2008 and has been in business for the last 13 years. Moving on from running 

the butcher shop, he wanted to start serving these people the cooked versions of his high-quality 

meats as well. In 2015 he found the building he is currently in. In 2018 he decided to, in his own 

words, “Finally pull the trigger” on the restaurant industry. The steakhouse has been delivering 
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exceptional steak and atmosphere since then. What more could you expect from someone who is 

a disciplined, previous marine and been in meat and remodeling the majority of his life? 

Red Apple Café 

The current co-owner, Ms. Valbona, is who was interviewed at Red Apple Café. Running 

this restaurant with her husband, they acquired this restaurant from her uncle in 2017 where they 

did a complete remodeling of the service, food, and atmosphere. Working in food her entire life, 

Ms. Valbona has a handle on what is going on in all sections of her restaurant. While the 

previous restaurants have had college graduates as their owners, Ms. Valbona is the breath of 

fresh air to prove you don’t need a piece of paper to determine what you are capable of. What 

matters is that you work hard, have passion, and never give up. Red Apple Café provides 

excellent service, even getting to know many of the customers personally. If you are in the mood 

for quality breakfast, lunch, or dinner, Red Apple Café will provide a homestyle feel and quality 

service throughout your visit. 

Mama Bond’s Soul Food Kitchen 

Owned and operated by owner Andrea Bond, this is a new restaurant to Muncie that is 

worth looking into. Established November 13th, 2020, Ms. Bond decided to start this restaurant 

during the global pandemic at a point when it was quite rough. Getting into her background 

should let you try to figure out why she did this. Being her second business, Ms. Bond grew up a 

pastor’s kid. Ms. Bond runs Charisma Cleaning, is the finance director of her church in Indy, 

works at IU Ball Memorial in cardiology doing EKG test, and has been working with disabled 

people for the past 15 years. Before all this she was also a wedding coordinator for 14 years.  

What could have caused her to open this restaurant with this already busy schedule? Ms. Bond 
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wanted to provide employment to the citizens of Muncie unable to find work because of the 

Pandemic. Beyond this good-hearted reason for opening her restaurant, this restaurateur knows 

her soul food. If you haven’t tried soul food and like to try new foods, or if you can’t find soul 

food around Muncie and didn’t know about this place; go to Mama Bond’s Soul Food Kitchen 

and get yourself a plate of delicious food while knowing you’re helping the community at the 

same time. 

Creation Questions 3, 4, 5 

 While there may be a slight overlap in what was mentioned in their introductions, it’s 

important to take a deeper look into each question individually and assess them in their own 

right. 

CRE 3 

What keeps a restaurateur going when it gets hard to keep their restaurant going? “A 

feeling of being needed,” (Grogan). “Keeping my nose to the grindstone and focusing on the 

future,” (Shuff). “The challenge and happy customers,” (Lahody). “Just belief that we could 

make it work,” (Valbona). “Wanted to provide for my community,” (Bond). While these reasons 

are all different, that’s what should be expected. Everyone is motivated by their personal reasons. 

Those reasons can be internal, external, tangible, nontangible, or any number of things. Mr. 

Grogan with a personal feeling, Mr. Shuff and Mr. Lahody with an internal drive to just succeed 

for the sake of success, Ms. Valbona with faith in her idea, and Ms. Bond with a desire to help 

others. This question was not asked in the hopes of finding one motivator anyone can come back 

to. This question was asked to prove one hypothesis, they all have a motivator. Whatever that 

motivator may be, it is necessary. You can’t go in blind to a restaurant, and you can’t do it 
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without a driving force. Whatever that driving force may be, make sure that you have one to 

succeed or you could end up in the position of the majority (60-90% of restaurants) and have to 

close your doors (Sidney). 

CRE 4 

 The creation of a formal business plan to create a successful business is preached across 

Academia. While the owners interviewed did research, had a good idea of what they wanted, and 

planned how they wanted to do their duties; none of them created a formal business plan. What 

does this mean? Does this mean that business plans are worthless in the restaurant industry? No, 

and it serves to show quite the opposite. This question was asked to do a check on the value of 

business plans, and it is not shocking to see the value they can provide to a startup of near any 

size. A business plan greatly serves to frontload work you will inevitably need to do, and it helps 

you prepare for what you are about to be facing. A few examples of quotes from the restaurateurs 

include “yes, it was very loose without much planning. We ended up changing from a bar to a 

restaurant because of this,” (Grogan). “No, nothing formal. You need to really think it through 

though and be very aware of your business without one,” (Shuff). “No, and it ended up being so 

bad in the first week that we had to scrap everything, regroup, and start over,” (Lahody). Mr. 

Grogan shows that they didn’t have a clear picture of what they wanted with their restaurant, Mr. 

Shuff shows the extra effort you put in with no plan, and Mr. Lahody shows the failure you can 

face without a solid plan in place. So, do you need a business plan to start a restaurant? Of course 

not. Is writing a business plan for your restaurant a good idea? Of course, it is. It sets you up for 

success and will help you beat the statistics previously mentioned of restaurants that fail. 
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CRE 5 

 The majority of the restaurateurs used one method of funding while only one used 

another. The majority (4/5) of the owners used cash out of their own pockets. They worked 

before their restaurant, saved up capital, and gave themselves a budget to work within. Now, the 

amounts they started with vary greatly, but that is irrelevant to this section and will be expanded 

upon in more detail in the financial section. The key questions answered here were how did the 

restaurateurs fund their venture and how long does it take to recoup that initial investment cost? 

 With the method of personal funding, three of the four of the restaurateurs using capital 

on hand were out of the red within a few years and some even within a year. The exception to 

this is Mama Bond’s Soul Food Kitchen. They are in the red with operating profit and started 

only about a half year ago. This shows that personal funding allowing for a return on your 

investment at a decent rate. The reason this is typically preferred over the other method, a loan, is 

that you are not battling interest payments.  

 For the loan method, there is Red Apple Café. Red Apple Café received a loan, but one 

thing must be made extremely clear. Do not expect to get a loan from nearly any sort of financial 

institution, especially without a greatly detailed plan (Or for a restaurant in general as banks view 

them as usually too risky of investments). The loan Red Apple Café received was a loan from an 

individual. This more leans towards the need for an investor rather than a lender. With this loan 

that they pay on, even after years of operation, they are unsure when they can pay it off. The loan 

allowed them to start with much more than most, but pushed their expected return on investment 

date much further out. 
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 Ensuring you have little to no debt at the start of your restaurant will ensure a much 

quicker route to green profit. It is hard enough keeping up with your cost and overhead at a 

restaurant. If you can avoid interest rates of any sort on top of that, you will be in a much better 

position for success and sustained growth. 

  



13 
 
 

Summary of Creation 

 You do not have to come from a specific background to be a restaurateur. You could be a 

chef, business student, military personnel, warehouse worker, wedding coordinator, home 

remodeler, or any other profession. There are a few things that are essential to creating your 

restaurant though. You need motivation. Without something to keep you going throughout your 

journey, you will quit. That motivation is up to you though. Find out what motivates you in life 

and use that. If that motivation can be applied to starting a restaurant, you’re on the right foot and 

have taken the first step.  

 You need a plan. Without a plan, you will falter. You may misstep at the start because of 

it, you may not know future steps if you do make it work, you may have to spend extra money 

without proper planning, or you may fail. While the lack of a plan didn’t cause these 

restaurateurs to fail, they are numerous that never got the chance to talk because they closed their 

doors and are unknown to as being previous restaurateurs. You don’t want the only reason you 

fail to be because of lack of preparation.  

 Lastly, you need money. While it is possible to bootstrap many businesses, a restaurant 

does not seem like the one to do that with. The smallest amount seen in the interviews to get the 

bare minimum things in a restaurant was $10,000 of cash on hand. Without that, you will have to 

find personal lenders and have to deal with debt in a business that will not be making you money 

quickly. In conclusion, make sure this is something you want to do, know why you want to do it, 

acquire the means to do so, and figure out how to make it work. After that, you only need one 

more thing that was stressed in the interviews. “You will not succeed in this industry without 

grit. That’s the biggest thing,” (Lahody). 



14 
 
 

 

Looking Back 

The Question 

1. What did you think are some common misconceptions that people have about owning a 

restaurant? (LB 2) 

LB 2 

 One idea rings true will every restaurateur interviewed. Every single one of them said the 

same thing for this question, without fail. While this does not provide a wide range of 

information, it promotes one very specific thing. Every single owner, nearly verbatim between 

them all, said that people think that owning a restaurant is easy. Alongside that, they said that 

because people think that it is easy, people also think that it is easy money. This idea that owning 

a restaurant could not be further from the truth. Alongside near any business you could imagine 

starting, entrepreneurism is not easy. If doing what they do is so easy and makes you so much 

money, then why doesn’t everyone do it? Not everyone does it because many people are 

incapable or unwilling to take that risk or put in that work. This question was given its own 

section because the owners could not stress enough that it is hard work to start a restaurant and 

people would need to know that going in. If you are not willing to make the restaurant your life, 

you are at great risk of it failing. It will be covered in further detail what the managers do with 

their days, but as a forewarning to that section, the most successful restaurateurs make great 

sacrifices to their lifestyle to make their restaurants work. The amount of upfront work to survive 

is large. To then get into a position where you can be hands-off and have money flow in is near 

impossible. So, if you think that starting a restaurant is something easy that anyone could do then 
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you needed to very seriously re-evaluate your decision to open a restaurant. If that is your 

mindset, do more research until you realize the risk and workload associated with starting. 
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Summary of Looking Back 

 Owning a restaurant is not easy, nor will it be an easy for of income to develop. You have 

to risk a lot, whether that be a monetary, time, or any other form of a risk. You have to want to 

own a restaurant. You cannot be on the fence about starting a restaurant. If you are fully 

committed to starting your own restaurant, then you have the right mindset going into it. If you 

are the least bit skeptical, it might not be the best option for you. Make sure to evaluate if this is 

what you truly want to start putting a large amount of your life into. 
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Management 

The Questions 

1. Do you have a partner/other owner(s)? (MGT 2) 

a. How do you think that has helped/hindered you? 

2. How did you decide on vendors? (MGT 4) 

3. What are some goals you have that are tied to your restaurant? (MGT 5) 

4. Can you talk about what a typical day looks like for you? (MGT 6) 

MGT 2 

 Every restaurant owner preferred their management set-up and disliked the other. Owners 

with a co-owner or multiple owners stated things such as “It helps immensely with splitting 

duties,” (Grogan) and that it is good for bouncing ideas off of. Owners that were solo owners 

said things such as “Have confidence and get to it,” (Lahody) and “It’s good to take advice, but 

being the only owner means you don’t have to compromise,” (Bond). So, which one is best? 

Well, just like you will see for most questions and answers throughout this paper, there is no one 

size fits all answer. There are advantages and disadvantages of each. From those advantages and 

disadvantages, my best advice would be to reflect on your attitude towards being a team player 

and assess from there what you should do. Beyond the personal value, you might also want to 

look at taxation, legal, and current economic factors at the time of conception for your future 

restaurant.  
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 While the before mentioned are just a few examples of personal remarks from the 

owners, a brief advantage and disadvantage list will be provided below (Limiting it just to sole 

proprietorship, partnership, and LLC’s) from “The CPA Journal” written by Jack R. Fay.  

 Advantages of a sole proprietorship include simplicity in organization and operation, 

absolute power over conducting business and making decisions, and government regulation is 

less complex. Disadvantages will include unlimited liability, (All financial loss and gain are your 

own and you are completely accountable) lack of methods to obtain capital, complexity in 

transferring ownership often, and typically there is no continuity of existence. No continuity of 

existence can also be referred to as “limited life.” Limited life is where the business becomes tied 

to whether the original owner, you, are alive or not (Fay). 

 Advantages of a partnership include the availability of capital from multiple parties and 

the capability to bring different backgrounds and talents together. An example would be that if 

you are very good at customer service and team-leading, but lack in finance knowledge, dealing 

with vendors and logistics, or other administrative work; then a partner could compliment you so 

that both of your weaknesses are covered by the other. Disadvantages of a partnership include 

unlimited liability but with all partners, (If your partner makes a terrible financial decision on 

behalf of the restaurant, then you both will pay the price) there is still a limited continuity of 

existence, and it’s very hard to change a partner’s rights after your partnership has been formed 

(Fay). 

 A third option very popular for restaurants is an LLC (Limited Liability Company). 

While an LLC would not solve the dilemma of having multiple owners or not; there are 

advantages and disadvantages to consider after you have solved that dilemma. Advantages 
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include pass-through taxation, (Pass-through taxation is the concept that income passes through 

the owners and the business is not forced to pay the taxes as well. If you were to not have pass-

through taxation, for example, you would pay taxes on your income, and then the business would 

also pay taxes on the income. This would equate to double taxation.) company management 

structure is very flexible, it requires less annual paperwork, and you are not personally 

responsible for business debts and liabilities. Disadvantages would include the fact that it is more 

expensive to form than the other two methods and that there is a limited life on the business 

(Christiansen). 

 A great amount of time should be spent deciding on all of these factors and more to pick 

which type of ownership one should take part in. Sort through the advantages and disadvantages 

of the before mentioned forms of ownership, but also strongly look at your personal preference. 

If you are going to start a restaurant, you are going to be sinking a large amount of time and 

energy into it. If you don’t want to be doing it alone and think it would cause you to give up, 

then why would you choose to have no partners? If you are a terrible team player and want to 

have complete control of your venture, then why would you choose to have partners? These are 

just a couple of questions you should ask yourself when making this decision. 

MGT 4 

 While it may seem like a daunting process to pick the right vendors for your restaurant, 

these restaurateurs make it seem like a walk in the park. For general items (Chicken, pasta, 

sodas, etc.) you can just take some of the big-name vendors and do a little research otherwise. 

Most all the restaurateurs used Cisco in some form or fashion. Often it turns out that their sales 

staff are very knowledgeable, willing to help on other aspects of the restaurant besides food 
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orders, and offer great prices for quality products. Cisco may not end up being the right fit for 

many on food orders, those are the qualities you want to look for in your vendors. After 

researching into what food items that you personally need that fit within your budget, make sure 

that you have a reliable representative from the company. Often times they can help with menu 

pricing, work with you on how ordering works, and anything else to increase the ease of 

handling business. 

 If you have a liquor license, then you are going to look for a separate vendor for your 

alcoholic beverages. The same constraints apply for picking an alcohol provider as with a food 

items provider. You will generally have fewer options in this area compared to food. The main 

vendor that was suggested for beer and wine would be Monarch. Twin Archer Brewpub uses 

them as their general domestic and foreign beer provider. Along with the general drinks people 

know and love at restaurants, (Budweiser, Heineken, Corona, etc.) it is also smart to look local 

when you want to focus on your beer and wine. While local comes with a higher price tag 

typically due to lower volume, customers tend to enjoy these unique options to pair with the 

standard beverages. This gives you a diverse product line to serve and can help differentiate you 

from the competition when consumers catch wind you have certain beverages your competitors 

can’t offer. 

 Lastly, there are specialty items and last resort items. “Specialized items equal 

specialized vendors. There is no recipe for success in picking those,” (Shuff). For specialty 

items, you are going to have to seek out certain vendor for uncommon items. If you want to serve 

a meat, from a specific animal, only found in a certain part of the world, then it is likely most 

vendors won’t have that item. You will have to find those special vendors for smaller orders that 
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you deem essential to your restaurant. This will likely come at a more premium price than any of 

your other options due to high supplier power and that you most likely won’t be buying those 

items in bulk (supplier power is the concept that since very few suppliers offer what is needed, 

the supplier can charge higher rates due to the number of consumers that have a large desire for 

the product).  

 Then on the other end of the spectrum is last resort items. This would consist of things 

you either typically get from your supplier and ran out of, or anything you don’t go to a 

conventional supplier for. A very common item this is done for would be ketchup. If you are 

about to run out of ketchup and it’s a busy night at your restaurant, instead of contacting your 

supplier and hoping they could get you ketchup in the next 30 minutes, you could simply go to 

the nearest grocery store and get a can to fill your bottles with and make it to your next shipment. 

You might also be a restaurant that doesn’t use very much ketchup. If this is the case, with the 

small amount of ketchup you order, it might cost the same or more to buy ketchup from your 

supplier. It would be more effective to just buy the ketchup from the store when you need it. For 

last resort items, you are your own supplier. 

MGT 5 

 Goal setting is an important process in your professional and personal life. Goals present 

individuals with timelines, a direction, a feeling of purpose doing them, and a feeling of 

accomplishment if we complete them. They become more important if you are a sole owner of a 

business. Setting goals can stress people out because they are not sure what is a good goal or 

what the goal should even be. Setting goals can be simple though, and; after following through 

with a goal they can provide valuable feedback and insights. Some examples of good goals 
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mentioned by the restaurateurs include “We want to see a 10% increase in revenue annually,” 

(Shuff). Or “We want to see 50 thousand gross profit in a month,” (Valbona). The reason these 

are good goals is that they work within the SMART model of goal setting. SMART is an 

acronym that can be broken down into specific, measurable, achievable, relevant, and time-

bound. Those will be broken down further below. 

 Specific: Examples of making the goal specific involve answering one of the W questions 

of who, what, why, where, and which (Emerald Works Limited). Vera Mae’s Bistro is specific in 

saying that they want to increase revenue based on previous sales. Red Apple Café is specific in 

stating that they want to measure their gross profit. 

 Measurable: You make the goal measurable by answering how much/many or by 

answering when it will be accomplished (Emerald Works Limited). The annual revenue goal is 

accomplished if it is 10% more than the previous year. The gross profit is accomplished if it is 50 

thousand or more. 

 Achievable: This is making sure your goal is reasonable and something that is 

completable (Emerald Works Limited). Vera Mae’s knows what their previous sales are, and 

they know what their growth typically looks like. A 10% increased seemed more reasonable than 

a 15% increase but more of a challenge than how easy a 5% increase would be. Red Apple Café 

was steadily seeing their gross profit increase. This led them to conclude that a 50-thousand-

dollar monthly gross profit would be a good long-term goal for the first few years. 

 Relevant: For relevancy, you want to make sure your goal makes sense with what you are 

currently doing (Emerald Works Limited). If you are the back-end manager of a restaurant, you 

wouldn’t set a goal for customer satisfaction surveys. Likewise, if you were a front-end manager, 
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you wouldn’t set goals on the speed at which our chefs work at. Both owners set goals pertaining 

to their restaurants’ financials which they directly deal with daily. 

 Time-Bound: This is making sure that you have a deadline for your goal (Emerald Works 

Limited). We all can procrastinate; it is human nature. The goal of setting a deadline is to give 

people a sense of urgency. This sense of urgency acts as a motivator for achieving the goal 

instead of consistently putting it off until it may be too late. Vera Mae’s Bistro set their goal as 

annually. Red Apple Café set their goal as a monthly repetitious goal. Once they reached that 

goal, all they had to do was update their goal to saying, “After we hit the 50 thousand gross goal, 

we updated it to 60 thousand gross profit,” (Valbona). 

 Using the SMART model of setting goals can be quite helpful to starting up your 

restaurant. While not all of the restaurateurs used the SMART model, they all had some goals in 

mind with their restaurant. Goals drive us, without them, you will not have something to work 

towards. Ensuring that you have something practical to work towards will give you constant 

work to do, but it will help ensure the success of your restaurant as you continue to complete 

them. 

MGT 6 

 Being an owner is no easy job, and it takes up a large portion of a successful 

restaurateur’s days. It does seem to follow a three-stage cycle though for the owners which goes 

as follows. 

 Stage 1 (Creation): You are there an hour or more before your restaurant opens and you 

are there an hour or more after your restaurant closes. During that time, you will be handling all 

managerial activities. This includes handling deliveries, stocking and checking stock, any 
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paperwork, any calls you must make, payroll, organizing shifts, and so much more. On top of the 

typical large workload of a manager, you will also usually serve as a floater. Being a floater will 

mean that any time you have an unreliable worker, not enough staff for the day, or nobody 

employed for certain duties; you will be handling those duties. Whether you need to cook some 

things, wait tables, be a host, run dishes, clean, stock, or anything else. That is your 

responsibility as well because it needs to be done. This will go on for a while as you want your 

restaurant to succeed, correct? 

 Stage 2 (Growth): During this stage, you will be maintaining the same hours most likely. 

You will be handling all the managerial duties as well, but you will most likely handle less of the 

actual staff duties. By this point, you have employees, they are typically reliable, and you can 

carry on with the larger matters in your restaurant than being the wait staff. You will always 

continue to act as a floater; but assuming you have some money to properly staff yourself now, 

you can handle less of those duties. During this stage, you can focus on more goals than simply 

keeping your restaurant afloat. This will allow you to keep growing your restaurant to its full 

potential. 

 Stage 3 (Maintenance): This stage is somewhat option. At this stage, you take a step back 

from your restaurant. While you will still be handling owner duties, you’ve most likely hired a 

manager at this point that can take care of many of your previous duties. You will be able to 

work fewer hours and have more time in your life to pursue anything beyond the restaurant. The 

reason this is optional is that at this point, you will likely be many years into your restaurant. 

After years in your restaurant, you may not hit a point where you want to see growth slowing or 

stopping. Taking the step back could cause that effect. You’re now relying on another to handle 
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aspects of the business you once did and hoping you’ve hired exceptional staff to hold your 

standard. There is always a possibility that this doesn’t happen, but there is also a possibility it 

does happen. It is a personal choice whether or not to step into this position based on your own 

experience. If you are burnt out on the industry, then you may want to hire more to increase your 

expenses but lower your time commitment. If you still have a fiery desire to grow your 

restaurant, this may not be the best step for you. If you are a very successful restaurant for a long 

length of time, this becomes an inevitable option. Mr. Lahody would be the best example of 

these stages and a bit of his journey will be below explaining the progress through these stages. 

 Mr. Lahody started his businesses doing nearly everything at Lahody Meats, and again 

doing nearly everything at his steak house. He continued to do this until he grew his businesses 

into what they currently are today. Me. Lahody disclosed that it is approximately a $4 million 

enterprise with his butcher shop and steakhouse combined. He went through his growth stage 

doing as previously stated. He is now in the maintenance stage. The reason to say he is in the 

maintenance stage is because of his length of time in the industry and because of one of his 

goals. Mr. Lahody states his goal as, “I want to sell Lahody Meats. I am in my 70’s, and you 

have to retire at some point,” (Lahody). Although he is looking towards retirement, his days still 

include the following things. 

 8 am: Go to Lahody Meats. Pick up the trash and set up for the day. 

 9 am: Make and deposits and handle the money for the day. Make any calls and set 

up/rework schedules as needed. 

 1:30 pm: Talk with vendors as needed and look over financials such as sales. Make any 

orders and calls needed for the restaurant. 
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 4 pm: Company meeting every day before opening the restaurant. After the meeting, go 

home to change. Once changed into nice clothes, come back and converse with customers. Make 

sure the restaurant is running smoothly. Leave at about 8 pm. 

 Mr. Lahody has quite a busy day. You would think that he is still in growth with his 

restaurant based on the fact in his 70’s he is still working ~12-hour days. This is not the case 

though. In his butcher shop and steakhouse, he is primarily maintaining their current progress. 

After working hard to grow his businesses for many years, he can take steps back. Sometimes 

after his company meetings, he will decide not to come back. This leads to him only putting in a 

couple of hours every day, or a couple of days depending on order needs, into his restaurant. His 

restaurant can run itself at this point. He has a fantastic staff and an amazing general manager 

who was briefly spoken to during the interview. He does not have the time in his life to spend all 

day every day at his businesses like he once did.  

 As seen though, Mr. Lahody still performs duties that many naive managers might 

consider “beneath them.” Not as a direct interview or article reference, I would like to end this 

section with a quote from my father. When Mr. Lahody was told this quote, he wholeheartedly 

agreed with the statement and said that if an entrepreneur doesn’t have that mindset, they won’t 

succeed. “If you want to be an owner that can take a step back; then from day one you’re going 

to have to be your own janitor. You must be able to do every duty you assign to somebody, and 

you have to have already done it for a while.” As an owner, you’re going to be working very 

hard, for a very long time. 
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Summary of Management 

 What do you personally want in your ownership structure? Look closely at the pros and 

cons of all your options. Look closely at who you are as a person. You can’t start your journey as 

a restaurateur in a bad way. If you don’t work well with others, don’t have a partner. If you can 

deal with others and want them to act as your counterbalance, then make sure to find yourself a 

trustworthy partner. Once you figure out who you need, figure out what you’re going to need. 

What’s the food your serving? Are you going to serve alcoholic beverages? Making sure you just 

do a little research and find the vendors that work with your needs. They are there to help and 

provide for you. In the end, you’re a customer to them and they should treat you with the respect 

you will be treating your own customers with.  

 Make sure you set some initial goals. While simply having your restaurant survive should 

be the first and foremost goal, have some other goals in mind. Serve a certain number of 

customers in the opening week. Reach your first monthly revenue goal. Review goals you had 

for starting up and reassess them for new goals. Always be setting goals and learning. Never give 

up. Starting a restaurant is going to seem like an excessive workload. You are going to be 

working very long hours and it will get very hard at times. While nobody can say running a 

restaurant will ever be “easy,” it will get easier. Starting up is going to be hard, and it is going to 

test your mettle. Do not give up during this stage. Make it to the growth stage of your restaurant. 

Once you do this, you should have a solid support system with your employees. With that, you 

can focus on more big picture duties and things will get better. 
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Marketing 

The Questions 

1. How do you advertise for your restaurant? (MKT 1) 

2. How did you set price levels for your products/services? (MKT 4) 

MKT 1 

 There are two primary methods of advertising in our current age of marketing for 

restaurants. This includes traditional media (Billboards, radio, television, newspaper, etc.) and 

social media/online advertisements. While both have their place in the advertising space, the 

primary goals are to promote WOM (Word-of-mouth) advertising. WOM advertising involves 

consumers recommending and promoting your product/service. For restaurants, it is as simple as 

when your friend tells you, “Hey, I heard that Twin Archer Brewpub has some great beer. We 

should go there sometime!” This is communication that occurs naturally between consumers and 

is rated among the most trustworthy forms of advertising. “Research shows that most customers 

share a similar sense of skepticism and they attribute this to either misleading or disappointing 

situations they have experienced,” (Gildin 95). 

 If you see an advertisement for a business, you expect them to put themselves as the 

number one choice in their industry and disregard any shortcoming they may have. They are 

trying to promote themselves, so why would they put themselves down. When a friend tells you 

about a place and recommends them, it is coming from someone you trust. They have nothing to 

gain from you going to Twin Archer Brewpub in the example. All they want is for you to 

experience the same good experience they did while there.  
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 Another reason WOM is very powerful is because of the information overload consumers 

are exposed to daily. “Advertising experts estimate that each customer is exposed to more than 

fifteen hundred ads every day,” (Gildin 95). Consumers do not have time to filter through masses 

of advertisements. Out of convenience alone, WOM provides a way for consumers to easily 

digest a promotion of a business. All of this equates to why WOM is essential and why all the 

restaurateurs at least briefly touched on the subject while discussing their advertising strategies. 

 While WOM is great, you have to have a method of initially generating it. While 

grassroots advertising is an option, it is very hard to pull off and not worth delving into much 

further for the sake of restaurant advertising. For a restaurant, you are going to want to do one, if 

not both, of the two methods of advertising mentioned at the beginning of this section. Those 

methods were traditional media and social/online media. The first one that you should be doing 

without question in the current advertising landscape is SMM. (Social media marketing) It can 

be extremely cheap or free to begin, and; it can reach your target audience very quickly and 

frequently. With traditional media, you are going to want to do much more initial research. Some 

forms will be bad for your target audience while some will be better. The effectiveness of each 

form of media will come down to a variety of factors. Some factor to consider are who is your 

target market, how many customers do you want to reach, what’s available in your area, and 

when do you want customers to view your advertising? They also will all cost a certain amount 

and vary greatly on the expense you incur. Setting a budget and staying within it will become 

essential when dealing with this portion of your advertising. 

 There are a few common routes you can take with SMM. The most common, and likely 

best form of general social media to use for any restaurant, is going to be utilizing Facebook. 
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Facebook is the most actively used social media platform on the entire planet. Facebook supports 

3.96 billion active users with 1.79 billion of those users being active daily (Henderson). Of all 

social media, we are going to break down the age groups into 16-29, 30-40, and 45-54. These 

people spend a daily average time on social media of 3 hours, 2.5 hours, and 1.75 hours, 

respectively (Henderson). Of all of those groups and times, the average social media user across 

all ages spends 38 of those minutes on the Facebook platform (Henderson). This is an extensive 

base of consumers alongside a large amount of possible viewership time. First and foremost, for 

your advertising options, look towards Facebook. While Facebook is the most impressive first 

option for SMM, others will allow for great results as well. Be sure to look at all up and coming 

platforms alongside currently strong platforms. Established platforms that could be good for your 

restaurant include Instagram, Twitter, and/or a google page. All of these are platforms mentioned 

and/or currently in use by all the restaurateurs interviewed. 

 After sorting out SMM needs, you will want to look towards the more traditional 

marketing methods. Methods discussed throughout the interviews for restaurants include e-

mails/newsletters, radio, newspapers, signs, and billboards (Lahody) (Shuff). These methods 

vary greatly in cost and reach so we will briefly discuss each to get an idea of which one would 

be best for your own needs.  

 E-mailing to your customers is going to be the cheapest option on this list. You will be 

limited to the E-mails you can collect from your customers. Once collected you will be able to 

stay in contact with them though, ensuring you can constantly be in their future options. Next on 

the list with a price increase is going to be the sign for your restaurant. It is going to be essential 

that you acquire at least a minimalistic sign for your restaurant. It helps people walking/driving 
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by know where you are. Lower-end signs could be under 100 dollars while others may be 

upwards of 1-2 thousand dollars. These prices do not include the installation fees for your sign. 

While this can be a large sum of money for starting up, it will amount to a one-time cost that will 

see its ROI (return on investment) guaranteed (Aland). Thirdly on the list would be newspaper 

ads. For this option, you are likely going to stick to your local newspaper. While this will offer a 

larger reach than your email list, it will remain smaller than the other options. Rates can vary 

greatly, but for local newspapers, you can expect to pay under $1,000 for a large ad. Pricing 

options will typically be based on per column inch or modular pricing (Full page, half page, 

quarter page, etc.). The more you decide to take up in their newspaper, the more it will cost. Get 

in touch with your local newspaper to discuss rates if you think this is a good option for you 

(Main, Newspaper Ad Costs, Benefits and How to Create One). 

 For the last two, we are going to see a large jump in cost. This jump in cost will also 

equate to a very large reach in the end. Firstly, we will go over billboards. Billboards will be a 

“monthly” expense. Monthly for billboards means that you will be paying for 4-week periods at 

once typically. On top of the monthly expense charged for the billboard, you are also going to 

have to pay for the creation of the billboard. If you want a decent-sized billboard to be displayed 

in Indiana, then it is going to likely cost you one to a few thousand dollars a month. Along with 

that, you will be paying a few hundred dollars to create the billboard. Staying in that few 

thousand a month price range, you can expect to reach hundreds of thousands of consumers that 

drive by (Queiroz). Lastly, we have the radio. You will have two major expenses for radio 

advertising. The first is going to be one, to a few thousand dollars to create your commercial. 

After that, you can expect to pay between a few hundred, and a few thousand per week to run 

your ad. Radio ads tend to have a higher average conversion rate than TV ads and SMM per ad 
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but come with an increased overall cost (Main, Radio Advertising Costs: A simple Guide to Ad 

Spend). 

 Alongside advertising, it would also be a wise move to use promotions for drawing 

customers in. Some ideas for promotions include offering specials on specific items, discount 

cards, fundraising, and community events (Grogan) (Valbona) (Bond). While these activities can 

reduce your profit margins and/or lose you money; they are great for drawing in customers. 

Creating a strong bond with your community can equate to frequent regulars which will hold a 

restaurant together. Gaining these loyal customers can hold your restaurant together during 

terrible months, especially if you are rent-based. Promotions are a great first step into cheap 

WOM. Establishing a steady revenue stream will allow you to take more risk and venture into 

other forms of advertising without the fear of your restaurant going under because of it. 

MKT 4 

 There are two main methods that the restaurateurs used when deciding upon their food 

cost. They either used a ratio based upon their food costs, or they did comparative pricing by 

looking at direct competitors’ prices. There are certain methods to getting both done, and both 

have their advantages and disadvantages. 

 The first to discuss is the food cost ratio option. An advantage of this is you get to look at 

your individual expenses and cost to get something that works for your own financials. Some 

recommendations that the restaurateurs used are that across the board your food costs should be 

around 33% (Grogan) (Shuff). Food cost is a percentage ratio that compares how much you 

spend on food, to how much you sell that same amount of food for. To show a simple example 

for 33% food cost, this would mean that if you spent $1 on your food that you would charge $3 
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to your customer. The reason for this type of mark-up is to cover your expenses such as staff, 

rent, marketing expenditures, the actual cost of the food, and every other expense you might 

come across. Leaving the margin too thin will leave you will a very low, or negative, operating 

income. Having the margin too high allows you to be undercut and possibly charging too much 

for what the customers perceive your value is. Some more examples of percentages would 

include setting high price specialty items (Filet mignon, duck confit, etc.) at a higher food cost of 

about 40-50%. Then you can take your lower cost, more common items, (Chicken, pasta, pork, 

etc.) and price them at a food cost equating to only maybe 20-30%. This will keep your common 

items making you a healthy sustainable profit while leaving your big-ticket items in a reasonable 

range for your consumers to pay. 

 The other method would be comparative pricing. The advantage of this is that you are 

likely matching your consumers’ perceived value of specific items. For example, if your 

competitors are charging ~$10 for a burger across the board and you also charge $10, then you 

are in an appropriate range. If you decide to start charging $15-20 for your burgers, consumers 

may avoid your restaurant assuming they can get a similar quality burger for significantly less. A 

major disadvantage of this method is that it does not take your individual restaurant into account, 

could require tweaking, and then you are having customers come into an inconsistently priced 

menu. Maybe you are buying higher quality beef than your competitors and your rent is higher 

than them as well. To cover those additional expenses then you would need to charge the $15-20 

for a burger and it would still be fair pricing.  

 A third option that may be presented to you is help from your vendors. While vendors 

were touched upon in a previous section, this is where they seem to shine to our restaurateurs. 
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Many of our restaurateurs had a lot of help from their vendors on deciding food prices. If you 

start working with a good vendor, likely they will be able to help you with pricing (Valbona). 

They typically work with many restaurants, have an idea of how everyone is pricing their foods, 

and are willing to help you do it yourself. They are a valuable resource that you should attempt 

to utilize. Remember, you are a customer to your vendor. Utilize them in every way that you can. 

They can provide a wealth of knowledge that can help you save time, stress, and money. 
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Summary of Marketing 

 Marketing is a broad topic with a plethora of viable options in today’s restaurant 

landscape. There is no one size fits all for your product, price, promotion, or distribution needs. 

There is not anything even close to that. This area will take a large amount of research on your 

own end assessing your personal needs and wants for your restaurant. If you are targeting a 

specific demographic of people, you’ll want to make sure you are using the appropriate 

advertising mediums. Traditional and newer, social marketing both have their place in the 

advertising world. You will have to clearly define your budget so that you know which mediums 

you can use though. Some are very cheap, and some are very expensive. Some involve a lot of 

your own time, while others are very passive. The goal is to take the time to talk to people and 

get quotes on your ideas so that you can find an appropriate mix that works for you. 

 No restaurant has the same prices either. Maybe you are serving only the best quality 

food and serve a higher-end clientele that expects that. Those food costs would vary extensively 

from possibly serving just breakfast food at a small diner. Make sure you look at formulas, 

analyze your competitors’ formulas, (And how your needs and expenses compare to theirs) and 

take the time to discuss options with your vendor. There are plenty of resources to help you in 

this field. The sooner you can lock down consistent prices for your consumers, the better off you 

will be in the long run. 
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Competition 

The Question 

1. What differentiates you from the competition and how do you leverage that advantage 

(COMP 1) 

COMP 1 

 The restaurateurs gave different, yet similar answers to this question. “The other bars and 

brewpubs compliment us well. Once we get them in, they can see we offer a good-sized area 

with fast service,” (Grogan). “We offer a more personalized service. We always make sure to 

cater to all dietary needs,” (Shuff). “Alongside the curiosity bringing customers to a new 

restaurant in the area, we make sure to satisfy customers every need,” (Lahody). “We offer 

quality food and get to know many customers on a personal level,” (Valbona). “We provide a 

unique food to the area and try to make everyone feel at home,” (Bond).  

 These answers show that there are many ways you can differentiate yourself from the 

competition. The answers also show that there is one key thing about restaurants that all 

restaurateurs must abide by to draw in and keep customers. Owning a restaurant is a service 

game. If you can’t provide stellar service at all times, then you won’t see people returning to 

your restaurant. Customer retention is of utmost importance. “You have to have at least 85% of 

the customers that walk through that door come again. We have that, and that’s what keeps us 

going,” (Lahody). 

 While high-quality service will help you succeed as a restaurant, it doesn’t seem to be a 

differentiator. High-quality service represents the bare minimum of running a successful 
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restaurant. That high-quality service acts as a path to showing your customer where your unique 

qualities lie. So, what can you do to differentiate yourself from the competition? You want to 

gain a competitive advantage. To gain a competitive advantage you usually want to stick with 

competing on a cost basis or a uniqueness factor. After picking one of those to focus on, you can  

then look at working with a broad market, or a narrow market. Using these two factors, and by  

combining them with the previous two, you can sort out a business-level strategy.  

 Cost is typically fought by having lower prices for the same perceived quality as 

competitors. Uniqueness can be used in many ways. You could offer higher quality food, an 

atmosphere unmatched by competitors, a style of food not offered in the area, with special 

promotions/services, or any other thing you can think of to make you stand out in the crowd of 

other restaurants. After deciding on that, you will want to pick if you are working with a specific 

target audience. If you are, you’d place yourself in the narrow target market category. If you 

want to reach a broader market/ the general public in your area; then you would place yourself in 

the broad target category. Combining these factors will place you into a business-level strategy 

of cost leadership, differentiation, focused cost leadership, or focused differentiation. To help 

give a visualization of that, a simple table will be provided below. 

 

 

 

Audience 

Focus 

Point of leverage 

 Cost Uniqueness 

 

Broad Target 

 

Cost Leadership 

 

Differentiation 

 

Narrow Target 

 

Focused Cost Leadership 

 

Focused Differentiation 
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 There are advantages and disadvantages to every strategy. The key to being successful is 

doing one very well. If you try to do everything the best, you are going to get beaten in each area 

to a point where your restaurant is not special. Starting with cost leadership; the main advantage 

would be that you are able to withstand price competition from your rivals. Another advantage 

looking at the long term is that you become a repellant to new entrants. New entrants will be 

unable to compete with your profit margins and will present too big of a risk to enter. A big 

disadvantage to this strategy would be your lack of income. With thinner margins, you will have 

less money to put back into your restaurant in the form of better equipment, marketing cost, etc. 

This can hurt you greatly in the longevity of your restaurant. It is also much harder to establish 

brand loyalty when competing with a low-price product. Think about cheaper brands at the 

grocery store. While Coke might cost more than something like RC, it still attracts customers 

because of brand loyalty (oer2go.org). 

 In differentiation, you tend to charge a higher price because you are offering something 

special to your consumer. A large advantage of this strategy would include the ability to have 

larger margins on your foods. This means you have to attract fewer customers to stay profitable. 

You also would be able to create brand loyalty better with this strategy than with cost leadership. 

This becomes important when you understand the fact that loyal customers are much less price-

sensitive than general consumers. A major disadvantage includes the fact customers may not be 

able, or willing, to pay your extra price. Along with that, you have a public differentiation factor. 

If a competitor decides to imitate that unique factor, but they end up being able to do it well 

enough for a cheaper price; you are left with little to fight competitors with (oer2go.org). 
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 While the differences will not be discussed between focused cost leadership and focused 

differentiation, as those can be drawn from the previous paragraphs, it is important to understand 

the advantages and disadvantages of focused strategies compared to broad market strategies. The 

first advantage is that focused strategies allow you to charge higher prices regardless of cost 

leadership or differentiation. Since you become more specialized, you better tailor to your 

consumers’ needs. This allows for those larger margins. With the focus on a specific market, you 

can dominate that target audience which is the second advantage. With expertise on your group 

of consumers, you can lock down those loyal customers. You can also steal those customers 

away from your competitors who are not focusing down enough on their consumers and meeting 

their needs like you can. The biggest disadvantage of focused strategies is that you will have a 

much more limited market. This leads to a lower demand and sales volume. While this is 

countered by the ability to charge larger margins, you have much less audience to lose than if 

you are a broad strategy restaurant. If a new competitor enters the market and wants to focus on 

even a smaller niche of your consumers, they will steal a large portion of your already small 

market. This could lead to a devastating loss of consumers and thus lower sales even further 

(oer2go.org). 

 By the time you are thinking about competitors during your restaurant creation planning; 

you should have a good idea of what type of restaurant you want to be and what food you want 

to provide. With that knowledge, you can figure out your business-level strategy. Look at these 

brief pros and cons of each to realize what yours will be. No business will be without strengths 

and weaknesses. Your job is to minimize the weaknesses your restaurant will have and maximize 

the strengths. Look at the threats of your competitors and figure out how to stop them. View the 

opportunities your strategy provides and take advantage of them. 
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Summary of Competition 

 The first and foremost thing you must make sure you are doing with your restaurant is 

provide great service. Among all of the restaurateurs, quality service was one of their factors to 

handle competition. Beyond that, all of them had an additional differentiating factor. That 

additional factor can be many things. Whether its great atmosphere, the speed of your service, or 

a unique array of food; your restaurant has to offer something special. This will ensure that you 

have customers returning. Having customers return is going to be your key to long-term success. 

 If you have trouble figuring out how to differentiate yourself, you are going to want to 

figure out your business level strategy. This will help define if you want to battle competition on 

a monetary scale or on a specific thing such as atmosphere, food type, etc. The four business-

level strategies to utilize are going to be cost leadership and differentiation for broad market 

focus, or focused cost leadership and focused differentiation for narrow market focus. All come 

with advantages and disadvantage relative to each other; review that section for an in-depth look 

at what those advantages and disadvantages are. Figuring out a business-level strategy will help 

with developing a vision for growth of your restaurant.  
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Financial 

The Questions 

1. Which parts of your business make the most money and which parts make the least/lose 

money? (FIN 1) 

2. How long did it take you to get in the green financially? (FIN 2) 

a. If you are still in the red, how long have you been in the red since conception and 

when do you see yourself no longer being in the red? 

3. How much money do you need to start a restaurant like yours? Was what you started with 

more or less than what you actually ended up needing to reach initial goals? (FIN 4) 

FIN 1 

 There are many ways that you can make money, and this was a tricky question to answer 

for some restaurateurs. Only one restaurateur offered a promotion that ever loses money, the rest 

will always maintain at least some profitability on all items or deals. Mama Bond’s Soul Food 

Kitchen lowers their plate cost from $15 to $10. She knows this loses money but seeks to do this 

to make sure people can get a good-sized meal for less than many places so that she can support 

her community. While all restaurants will serve different items, some common groupings of 

items can be listed. Those groups can then be broken down to explain why they make the 

profits/margins that they do. The groups to be discussed are breakfast, lunch/dinner, specialty 

items, and alcohol (Beer, wine, liquor). Across the board for interviews, the profit margins go 

from lowest to highest in the following order: specialty items, lunch/dinner, breakfast, and 

alcohol. The items will be broken down and discussed in that order. 
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 First, there are specialty items. Specialty items are so low in profit margin because the 

direct correlation of food cost will be so high. As stated in an interview, “Our specialty items can 

have food cost of 50% or even higher. If we were to make the margin higher, people wouldn’t 

buy it,” (Shuff). As brought up in the marketing section, and as a refresher here, across the board, 

you can expect a food cost of 33% for the majority of restaurants. That large food cost will cut 

into your total profits significantly. This will also cut further into your profits when you look at 

the total sales volume. Since they are specialty items, not a large percentage of your customer 

base is likely to order that item. Specialty items are going to be your lowest profit and highest 

food cost for the majority of restaurants. This does not account for if your restaurant is fine-

dining, and the majority of your menu is specialty items. For the majority of restaurants, you are 

going to use specialty items as a point of parity. You will be offering these exotic options to 

entice some customers into trying them and it is likely something that your competitors will not 

have. 

 Next, there are lunch/dinner items. To discuss lunch/dinner items, we must break them up 

into two main groups. Those two groups include your meats, and then any other item involved in 

appetizers or main courses. Breaking it down simply, you can go to your local grocery store to 

see this in action. If you were to buy one pound of meat, this will typically cost you a few 

dollars. Prices per pound of meat in the Midwest would be beef for $4.209, pork chops for 

$3.743, and chicken breast for $2.999 as of March 2021 (U.S. Bureau of Labor Statistics). While 

this depends on the meat itself and the quality of it; you will not see these higher costs when 

shopping for items such as bread, rice, and pasta. Rates for these per pound, as of March 2021, 

come out to $1.451, $0.772, and $1.193, respectively (U.S. Bureau of Labor Statistics). To deal 

with this, you must know that your meats will have higher food costs than non-meats. These food 
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costs could cross the barrier of your 33% food cost goal. To offset that food cost within the same 

dish, you provide complimentary items to your meat dishes. A common example of a dish that 

many people can think of is chicken alfredo. You are not just charging your customer for the 

chicken. You are going to be charging the customer for the chicken, alfredo sauce, and pasta. If 

you put a higher profit margin on your pasta and alfredo, while leaving the chicken a little lower, 

the total food cost for the dishes can come down significantly from what just the chicken was.  

 Following that logic, your appetizers and items without meat are going to have larger 

margins during this period of serving. The downside of that is that appetizers and non-meat items 

will have a lower total sales volume. You balance this by the high sales volume of all of your 

other lunch/dinner items that involve meat. “Food is a clear number one for total sales,” (Shuff). 

These times of day will be where the majority of your sales revenue comes from and you should 

work with your vendor/ carefully look at your expenses to make sure the prices are going to 

work for your restaurant. If your margins are off in this area, you will likely see operating losses 

very quickly. 

 Then there are breakfast items. Breakfast items are going to be lower volume than 

lunch/dinner, but the margins across the board will often be higher. This is also assuming that 

your restaurant runs from breakfast to dinner, which many do not. If your restaurant operates 

only during the breakfast period, such as a diner, then this will be your highest volume. If your 

restaurant only operates in the evening, then this will be irrelevant. Breakfast follows the same 

general guideline as lunch and dinner do. Your meats such as sausage, ham, and bacon will have 

a high food cost at $2.905, $3.978, and $5.962 per pound, respectively (U.S. Bureau of Labor 

Statistics). Things such as eggs and potatoes are going to come to prices of $1.520, and $0.664 
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per pound, respectively (U.S. Bureau of Labor Statistics). While these food costs remain high 

like your lunch/dinner food costs; the portions tend to be smaller. You might go and pay $1.50-2 

for 2-3 slices of bacon. Your standard cut bacon is going to equate to about 16-20 slices per 

pound (National Pork Board). That would equate to your food costs on that bacon being 

somewhere in the 25-40% range. This is a fantastic range to be in for your meats. This is also 

going to be likely one of your highest food cost items, next to cheese, for breakfast. Everything 

else on your menu will be providing margins similar or better than that. 

 Lastly, we have alcohol. “Alcohol is king,” (Grogan). Depending on your restaurant, 

alcohol could be your highest sales volume, it could be quite low, or maybe you don’t serve any 

alcohol at your establishment. If one recommendation could be made on alcohol in your 

restaurant, it would be to obtain a liquor license as soon as you are capable of it. While speaking 

in terms of alcohol, the term “pour cost” will be used instead of “food cost.” Pour cost follow the 

same principles of food cost. What it costs to provide the beverage and the percentage of that 

cost to your selling price is your pour cost. A liquor license is going to take time to set up and, in 

Indiana, will come with a fee of $1,000 annually to keep your license (Ballotpedia Staff). As of 

2018 Indiana remained one of the cheapest members on the national list to obtain a license. This 

fee will recoup its cost very quickly though. As we have previously seen, food costs across the 

board tend to fall around the 33% range, meats higher while others slightly below. For alcohol, 

the highest pour cost to lowest goes 30-40%, 25%, 20%, and an astounding 15%. These costs 

pertain to wine, bottled beer, draft beer, and liquor, respectively (BackBar). Exact measurements 

can vary by whatever method you may choose to do at your own restaurant, however; the 

standard “pours” for wine, beer, and liquor are 5 oz., 12oz./1 bottle, and 1.5 oz., respectively. 

While these pour cost percentages can also vary, they all provide phenomenal margins that one 
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can take advantage of. The primary factor that can vary the margins is what type of 

establishment you have. If you are selling alcohol in a college town with cheap liquors, your 

margins will be smaller. If you are a restaurant or fine dining, the margins will be bigger.  

FIN 2 

 While the restaurateurs gave insight into how their operational profits are going, only 

three of the five gave insights into clearing their initial costs and truly going into the green 

financially. Those restaurants were Vera Mae’s Bistro, Twin Archer Brewpub, and Red Apple 

Café. This question is to serve as a reality check to any budding restaurateurs with the idea that a 

restaurant will provide easy money. While Vera Mae’s Bistro stated that they had recouped their 

initial investment in 1 ½ year, Red Apple Café has seen no such luck. Red Apple Café told me, 

“We still have $250,000 to pay off. We do not have a clear timeline of when that will be paid off, 

though we hope it is within the next decade,” (Valbona). For Twin Archer Brewpub, they saw 

what they described as “One of the fastest turnarounds they could have imagined,” (Grogan) at 

6-8 months upon opening. 

 You can expect good profits with many restaurants in many locations. This does mean 

you will be able to quickly recoup your initial investments. You will be able to have a salary to 

live off, but debt can take various amounts of time and depends greatly on your initial 

investments and how you handle your funds continuously. While the size of investments will be 

covered in the next section, Vera Mae’s Bistro and Twin Archer Brewpub has very small 

investments. They kept their initial investments low by buying old, auctioned equipment, 

working with the bare minimum that they could, and Twin Archer Brewpub picked a location 

with a previously defaulted restaurant so they could have a cheap location and some equipment 
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already on hand. Red Apple Café on the other hand spent an extensive amount to buy their 

building instead of paying rent. This alone can nearly account for the difference in their debt 

structure. Twin Archer Brewpub and Vera Mae’s Bistro are successful restaurants. They made it 

known that their returns are not what one should expect when starting a restaurant and they were 

very fortunate. Both of them stated that you shouldn’t expect a return before at least year two and 

usually much further into years three and/or four. So, to recoup your investment and start seeing 

those more dreamed-up returns; you are going to want to envision putting at least half a decade 

into your restaurant at the least. 

FIN 4 

 Last, in finance, we have the actual costs of restaurants. The amount of money a 

restaurant cost has such an extensive amount of variables that giving a number for a general 

consensus would be pure speculation. Summarizing the answers from lowest initial costs to 

highest, the restaurants go as follows. Mama Bond’s Soul Food Kitchen starts with the lowest 

initial investment of $10,000, including about half a year’s rent expense. Twin Archer Brewpub 

costs a few thousand per owner equating to being between $10,000-20,000 initial investment, not 

including rent expense. Red Apple Café cost $170,000 for the now owned building, $20,000 for 

remodeling, $80,000 for equipment, and $3-4,000 for the first week’s food order. This comes to 

a total of ~$275,000 for Red Apple Café’s restaurant and an owned building. Vera Mae’s Bistro 

cost $38,000 to begin the catering portion of their restaurant, rising to approximately $300,000 

for the full-service establishment they have today, not including rent expense. Ron Lahody’s 

Steak House initially cost ~$700,000 to begin, not including rent expense. 



47 
 
 

 As can be seen, a range from $10,000 to $700,000 is quite large. The best method for 

handling initial budgeting is to figure out every single thing you need and then to budget out that 

plus a few months’ expenses. Factors to include in your calculations, though not extensive, will 

be your location, (Rent or own will play a huge role here) all of your necessary kitchen 

equipment/tools, food costs for at least the first week, renovation and refurbishing needs, menu 

creation, marketing expenses, your own salary, utilities, employee compensation, licenses, 

permits, (Including things such as your food-service licenses, food handler’s permit, liquor 

license, and sign permit) your POS (Point of sale) system, and any other things you can think of 

(CardConnect). A good idea for planning this is to jot down any ideas that come to your mind of 

expenses you might incur. Continually do this while researching other factors of starting your 

restaurant until you have an extensive list. With that list, you can begin to figure out a good idea 

of the amount of capital you need. Remember, getting a loan for a restaurant will be extremely 

hard, if not impossible from standard financial institutions. Try to save capital on hand or acquire 

investors for all of these large initial costs. 
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Summary of Financial 

 The financial aspect of your restaurant will have such an extensive number of variables 

that there is nothing close to resembling a one-size-fits-all method to handling it. The best thing 

you can do is understand the risk, do extensive research into what variables will affect your 

restaurant, and utilize as many resources as possible to ensure your success. All sections of your 

restaurant will end up having different food/pour costs, possibly even changing throughout the 

day if you’re an all-day restaurant. Depending on your initial costs and what revenues you end 

up seeing, you may (Likely) will be in the red for a long time with your restaurant. During that 

time, utilize people such as your vendor, other restaurateurs, or even find a mentor. These will 

become some of your most valuable assets in ensuring the success of your restaurant. Remember, 

it is great to have a vision and to be doing something great with your restaurant. If you take a 

dive into your financial statements though, the numbers do not lie. You need to keep your 

finances in order at all times. Otherwise, the longevity of your restaurant will be at constant risk 

of failure. 
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Pandemic 

The Questions 

1. How has the pandemic affected your restaurant? (PAN 1) 

2. What changes have you implemented to counteract the pandemic’s overall negative 

affect? (PAN 2) 

PAN 1&2 

 It should come as no surprise that the leisure and hospitality sector of the U.S. economy 

was hit hard by the Covid-19 pandemic. With many restaurants having to temporarily shut their 

door for the majority of 2020, (Which then led to permanently for many) the restaurant industry 

was hit the hardest of all. From December 2019 to December 2020, the unemployment rate in 

this sector went from 5%, all the way to 16.7%. This 11.7% increase led to 1.3 million 

Americans left without a job in that industry (Terrell). So, how did this affect the restaurants still 

in the industry during my interviews in the first half of 2021? How did they make it through this 

drastic hit to their industry? 

 “We went from 1% to 100% takeout and delivery within a matter of a few weeks,” 

(Valbona). This quote represents what the vast majority felt at the start of the pandemic. 

Restaurants were forced to shut the door and they were left without an option. Alongside not 

being able to serve in-house anymore, there was also a large drop in overall revenue. This 

number was also the approximate drop in revenue that every restaurateur saw because of the 

pandemic. Every restaurateur saw around a 50% decrease in revenue. This decrease in revenue 

was first attributed to the mass unemployment seen in America at the start of the pandemic. After 
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that even as jobs recovered slightly and stimulus checks were issues; once restaurants were 

allowed to open their door, they were restricted to ~50% capacity to maintain social distancing. 

As for what the restaurateurs did to survive this hit to revenue; they simply followed protocol. 

Restaurateurs were left with two options. Not follow protocol and risk shutdown/ the lack of 

customers wanting to come to their unsafe establishment, or to follow protocol and try to bide 

their time. 

 The only restaurant being excluded from the many effects of the pandemic is Mama 

Bond’s Soul Food Kitchen. Ms. Bond opened during the pandemic in November of 2020. Ms. 

Bond does not have any data to compare the effects that the pandemic had on her restaurant. 

What can be seen though is that her restaurant is not doing the best within the pandemic. While 

her main goal comes from providing jobs to the community rather than the success of her 

restaurant, making more money would help accomplish that goal. Only within her first month of 

being a new place, which is typically good for restaurants as people are excited to try the new 

food in the area, was she in the green with operational profit. Since then, every month has shown 

bleeding of profits on the operational aspect of the restaurant. Ms. Bond hopes after the 

pandemic that her restaurant can take a turn for the better being at an optimal capacity to start 

turning a profit. 
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Summary of Pandemic 

 While another pandemic on the scale of Covid-19 is unlikely, it is an extremely strong 

factor on the restaurant industry. In the event that another pandemic was to happen in the near 

future, there are a few ways to help your restaurant (Within government limitations). 

 You want to first look at budgeting with your expected new revenue. The revenue you 

could expect is capped at approximately 50% of whatever revenue was pre-pandemic. This will 

most likely lead to one having to let employees go. You may have enough revenue and 

discretionary income to afford keeping employees on, but for a new restaurant that is very 

unlikely. This will mostly lead to front-end workers (Servers and Hosts) being let go due to less 

in-house guest. Alongside that, possibly some back-end workers (Chefs mainly) will need to be 

let go due to lower total food needs. 

 After dealing with the cut in revenue, you will need to figure out how your business will 

continue to operate. Some methods used by the restaurateurs include partnering with delivery 

services/becoming exclusively take-out/delivery. This method will keep customers feeling safe 

as they do not have to go to a physical location. Given that your customers are willing to come to 

a physical location, and the government allows it, you can have your restaurant open at 

approximately half capacity. So long as you follow social distancing guidelines (requiring mask, 

capacity to seating space ratios, and distancing requirements) then you should be able to operate 

near normal. A pandemic will greatly hurt a restaurant but establishing a plan with quick 

decisions will help survive throughout the event. 
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Location 

The Questions 

1. What do you think is unique about owning a restaurant in Indiana/Midwest compared to 

elsewhere? (LOC 1) 

2. What made you choose this location? (LOC 2) 

LOC 1 

 While most of the interviewed restaurateurs did not know how to initially answer this 

question, a few ideas were presented that are worth considering. “I have been to many 

Steakhouses across the country, the Midwest does them best. If you want to start a Steakhouse, 

you should look at the Midwest first,” (Lahody). “The cost of living is lower here. All of your 

overhead and such will be lower in the Midwest compared to big city areas,” (Valbona). “Certain 

foods do better in certain areas. We have had many people tell us that our soul food would make 

us a killing in the South. Places like brewpubs do better here,” (Bond).  

 From these responses, one can draw a few conclusions. If you want to start a restaurant in 

the Midwest, you should look at starting a traditional “American Foods” restaurant. Things like 

people typically eat at home in the area will perform better than one’s seen in other regions. For 

some examples, if you were to look at experimental or health-oriented products then one would 

be best placed on the West Coast as compared to the Midwest. If you wanted to do more 

overseas-style dishes (Italian, Asian, mixes of any culture with traditionally American food, etc.) 

then you would perform better in an area considered a “melting pot” of cultures like New York 

City than you would in the Midwest. 
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 The other prominent aspect to consider is your current capital. If you are looking to start 

a restaurant, and you have very little capital on hand but want to start the restaurant without any 

debt; you would best be placed in the Midwest. More specifically you would want to look 

towards more rural areas than urban areas. To give an example of the cost-of-living change, we 

can compare living in Indianapolis, IN to San Francisco, CA. If you were making $50,000 in 

Indianapolis, to maintain the same living standard in San Francisco, you would need to make 

$109,344. On top of the doubling in general living expenses, real estate is going to be an even 

bigger multiplier. You have to have a building to run your restaurant. Real estate in San 

Francisco is going to be over 350% of what the price is in Indianapolis (NerdWallet). All this 

means that if you have $100,000 budgeted for your restaurant but wanted to do the exact same 

thing in San Francisco; you would need to budget out at a minimum around $400,000 instead. 

While the revenue would be higher in these areas, your up-front investment is going to be much 

higher than choosing a Midwest location. 

LOC 2 

 There were two main reasons for location choice among the restaurateurs. The first 

reason was that “It fit our budget and we wanted to build something special in the area,” (Shuff). 

The second reason was that “It seemed like a good enough location and I just wanted to pull the 

trigger on the whole idea,” (Lahody). While these reasons worked out for these restaurateurs, 

there are plenty of factors you should look at beyond budget and hope for your location. The 

main factors for choosing a location include demographics, visibility, accessibility, competition, 

crime rates, proximity to suppliers, personal restaurant size and space requirements, and the 

affordability/budget (EHL Insights). 
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 Demographics are the first major component to look at when choosing your location. If 

you’re serving food that your demographic doesn’t typically eat, you’re not likely to be 

successful. Think of the success of a fine dining restaurant next to a college campus compared to 

that same restaurant in a metropolitan area. College students typically don’t have a lot of excess 

income to spend on fine dining, but high-end executives in the state’s main city will likely eat 

there frequently. While there is plenty more to dive into with demographics, just this simple 

example should show the importance of doing your own research on the area to ensure your 

restaurant is a good fit. 

 Next, there is accessibility and visibility. The essence of these two factors is that the more 

your restaurant is in plain view while allowing patrons to easily get in and start ordering food, 

the better off you will be. If you are tucked away with minimal parking, your customer base 

would be constrained to foot traffic and people seeking out your restaurant specifically. You 

don’t want this to be the case. If that is the case, your potential customers will likely go to the 

competition. 

 Competition can help or hinder your restaurant. If you are doing something very similar 

to the competition in the area, you will face a large amount of resistance trying to establish a 

customer base. If you are doing something extremely unique to your competitors, there might be 

a reason nothing like your restaurant currently exists there. If that is the case, you should 

probably refer back to the demographic to help understand why. On the helping side of the 

competition, a healthy community of restaurants brings a lot of customers to the area. If you are 

offering something the customers already have a taste for, but you are doing it in a new or unique 

way, it can be a great way to initially establish your consumer base. 
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 Crime rates are something you may not consider when initially picking your restaurant, 

but they can play a huge role in your success or failure. If people are concerned with the crime in 

the area you chose, they won’t want to pay a visit to your restaurant. You don’t want to begin in 

an area that repels customers. Another thing to consider is if the area experiences a large number 

of robberies. If it does, you could have to deal with those robberies frequently. Nobody would 

enjoy being robbed on a personal level, but it puts a large risk on the financial aspect of your 

business as well. 

 Keeping your finances in line means that you may want to consider how close suppliers 

are to your restaurant. This isn’t something to concern yourself with massively, but it could limit 

your suppliers and increase your costs. If a supplier is too far away, they can’t deliver anything 

to you, and you have no products. If a supplier is far away but within the range of delivery, it is 

likely you are going to see higher delivery charges which can add up significantly over time. 

While making sure you also have an area for your suppliers to make deliveries, you will want to 

make sure you have the proper area to conduct your business. 

 You need to have proper kitchen space for your staff while maintaining a large enough 

dining area as well to make sure no part of your restaurant is too congested. Customers enjoy 

having an area that feels like it was made just for their dining experience. Your consumers do not 

want to feel like they are in the kitchen making the food alongside the chefs. You also need to 

make sure that whatever type of restaurant you may run, you have room for all this equipment. If 

you rent too small of a space, then you are going to be missing essential things. If you rent too 

large of a place, you are going to be paying too much rent, or a higher price for the entire 
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building if buying than you would actually need. This increase in overhead could take you out of 

your budget. 

 In the end, you have a budget you are looking to stay within. If the building is not 

something you can afford, then you can’t use that building. It may work on every other point 

previously mentioned, but it has to work on this point in the end. If you are scraping together 

every penny to afford the rent each month, a bad month could prove detrimental. You must find 

a location that works with your budget, and projected earning, to ensure that you have sustained 

growth. 
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Summary of Location 

 The Midwest has two distinct characteristics when deciding if it is the location to start a 

restaurant. Midwest regional foods perform best and everything pertaining to money is on a 

smaller scale. If something performs well on either of the coasts or in the south, it might not do 

the best in the Midwest/Indiana. While some experimental foods do well in the Midwest, foods 

that are traditional to the area tend to perform the best. Foods such as burgers, hot dogs, steaks, 

bacon and eggs, etc. perform well because it’s what people like to eat at home frequently. For the 

scale of money, your costs are going to be less and so is your revenue. If you spend $100,000 to 

start your restaurant in the Midwest and recover it at a rate of $20,000 a year, you will have the 

same ROI as the restaurant on the coast that costs $300,000 to start and recovers at a rate of 

$60,000 a year. With the Midwest, you have to risk one-third the money that you risk with the 

coastal restaurant, but after the recovery period you will be seeing one-third the profits. This will 

come down to your own financial risks, expectations, and preferences on food served. 

 Regardless of which region you might be in, there are some universal factors to check 

when deciding a restaurant location. These factors include demographics, visibility, accessibility, 

competition, crime rates, proximity to suppliers, personal restaurant size and space requirements, 

and the affordability/budget. These are a lot of factors to check and are in no specific order of 

importance. Without checking these factors however, it could greatly hurt the success of a 

restaurant. Looking at only affordability and budget, if you rent a space that you can’t keep up on 

monthly payments with then you are going to fail. Get some preferences of locations, then 

analyze them with these factors to find what will work best for you. 
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Final Remarks from Owners 

 To conclude the interviews, and this guide, the restaurateurs offered up words of 

encouragement and warning. To give the owners the respect they deserve in their advice, they 

will each be highlighted and discussed individually. 

 “In general, Twin Archer had an odd path. We were low investment and didn’t have the 

business knowledge you’d expect from most owners. We are mostly a fly-by operation. That’s 

okay, and we make it work,” (Grogan). While the more knowledge you have can help in any 

endeavor, you don’t need all of that to make it work always. You can come from nearly any 

background. So long as you consistently work hard to make something work, a lot of the time 

that is more than most do, and you can make things work. 

 “Life is too short. So, enjoy what you do. Take a hard look at things and think about if 

that’s what you really want to do. It’s hard work and dedication to make it work,” (Shuff). If you 

want to start a restaurant with all of your being, you should find a way to make that happen. If a 

restaurant is something that you think you might like, or you just want to go into it for some 

money, that isn’t the way to do it. You need to assess whatever situation you are in, make sure 

you truly want this and everything that comes with it, and follow through. It won’t be easy, but 

most good things aren’t. 

 “If you’re going to be an entrepreneur, have grit and passion for what you do. You can 

start small. You have to have a vision though,” (Lahody). Similar to the footnotes of previous 

quotes, the focus of Mr. Lahody’s statement is to have Grit. He wanted to make very clear if 

anything was drawn from his responses, that being an entrepreneur takes grit. If you are not 

willing to put in the hard work, long hours, and make the sacrifices necessary to start and run a 
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business; then being an entrepreneur just might not be the path for you. Make sure whatever your 

dream business is, hopefully a restaurant if you’re reading this guide for advice, that you know 

what you’re getting into and you have a plan for it. 

 “You really have to love this industry. Burnout is easy, but the work you do is worth it. 

You also need to make sure you are making time for yourself through it,” (Valbona). Similar to 

Mr. Shuff’s ideas on the industry, you have to make sure this is something you want to do. If this 

is something you want to do, the work will be fulfilling. Even though this may be your ideal 

professional goal, you have to have personal goals and personal time as well. Make sure you 

have a good work-life balance. This will help you avoid the burnout common in 

entrepreneurship. 

 “Owners have a hard job. You will probably have to bootstrap at the start. Bootstrapping 

means a lot of work and commitment to your business,” (Bond). As said extensively in the 

“Looking Back” section of this document, starting and owning a restaurant is not easy work. 

Doing so is not a money machine where one can sit back and collect. You may have very limited 

funds, not everyone can put an extensive amount of capital into their restaurant. Whether this is 

because of your current financial standing, your risk tolerance, or any other factor; you are able 

to do it with the bootstrapping method. You have to be willing to put in the work and have the 

grit to pull through to do that though. 

 Whether it’s with some rough financial measures, ideas about marketing you didn’t think 

of, or any other thing covered in this document; I hope that this guide is of assistance. Beyond 

the restaurateurs’ own experiences, references and many links to secondary data can be found in 

the works cited. It is highly recommended you use those references, alongside information 
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provided in this document, to help establish a base for your journey. After all of that, you should 

be well on your way to walking down the path of becoming a restaurateur in Indiana. 
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Appendix 
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Vera Mae’s Bistro Interview 
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Ron Lahody’s Steakhouse Interview 
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Red Apple Cafe interview 
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Mama Bond’s Soul Food Kitchen Interview 
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IRB Board Action Deeming “Not Human Subject Research (HSR).” 
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Survey Questions Master List 

The Creation and Building Up 

1. Before becoming the owner of your business, can you tell me a little bit about yourself? 

What’s your background, what training/qualifications do you have, etc. 

2. How did you get the idea for your restaurant? 

3. What was the driving motivator throughout starting your business? 

4. Did you create a business plan for your restaurant before starting? 

a. If yes, can you elaborate on what was in your business plan and what you believe 

to be the most important parts of it? 

5. What was your initial method of funding your restaurant? 

Looking Back 

1. What are some things that you wish you knew before going into creating a restaurant? 

2. What do you think are some common misconceptions that people have about owning a 

restaurant? 

3. What do you feel you were least prepared for on your path to becoming a restaurateur? 

4. What do you think were the primary factors that led to your success? 

Management 

1. What are legal aspects that one needs to consider when owning a restaurant? 

2. Do you have a partner/other owner(s)? 

a. If yes, how has having a partner/ other owner(s) helped and/or hindered the 

business? 
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b. If no, how has being the sole owner helped and/or hindered the business? 

3. What is your hiring process like, and what do you look for in potential employees? 

4. How did you decide on vendors? 

5. What are some goals you have that are tied to your restaurant? 

6. Can you talk about what a typical day looks like for you? 

Marketing 

1. How do you advertise for your restaurant? 

2. If any, what other products or services do you offer beyond serving customers food? 

3. Is your restaurant involved in the community where it is located? 

4. How did you set price levels for your products/services? 

Competition 

1. What differentiates you from the competition and how do you leverage that advantage? 

2. Who are your main competitors and how do you deal with competition? 

Financials 

1. Which parts of your business make the most money and which parts make the least/lose 

money? 

2. How long did it take you to get in the green financially? 

a. If you are still in the red, how long have you been in the red since conception and 

when do you see yourself no longer being in the red? 

3. How did you go about setting wages? (including whatever you may pay yourself) 
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4. How much money do you need to start a restaurant like yours? Was what you started with 

more or less than what you actually ended up needing to reach initial goals? 

5. What kind of profits can you expect from a restaurant like yours? (monthly quarterly, 

annually) 

Pandemic 

1. How has the pandemic affected your restaurant? 

2. What changes have you implemented to counteract the pandemic’s overall negative 

affect? 

Location 

1. What do you think is unique about owning a restaurant in Indiana/Midwest compared to 

elsewhere? 

2. What made you choose this location? 

Final Question 

Are there any topics of great importance that you think I missed and/or is there anything you 

think needs to be discussed further? 

*Questions that have red text were cut from the final interview question list* 


