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Confidentiality Agreement 
The undersigned reader acknowledges that the information provided by Nicky’s Eatery 

in this business plan is confidential; therefore, reader agrees not to disclose it without 

the express written permission of Nicky’s Eatery. 

It is acknowledged by the reader that information to be furnished in this business plan is 

in all respects confidential in nature, other than information which is in the public domain 

through other means and that any disclosure or use of same by the reader, may cause 

serious harm or damage to Nicky’s Eatery. 

Upon request, this document is to be immediately returned to Nicky’s Eatery. 

 

Signature______________________________Date__________________________ 

Signature______________________________Date__________________________ 

 

This is a business plan. It does not imply an offering of securities.  

 

 

 

 

 

 

 

  

 



 

Executive Summary 

Nicky’s Eatery will be a seafood restaurant located in the heart of Fairfield, CT. With a 

Southern-American inspired menus, music, and decor, Nicky’s Eatery will offer their 

customers not only a tasty and wholesome meal, but also the experience of eating food 

that is served hundreds, even thousands of miles across the world.  Heavily influenced 

by the seafood restaurants of Peru, Nicky’s Eatery will offer a growing menu of 

wild-caught sea foods, including: salmon, tuna, shrimp, giant crab legs, and much more. 

Nicky’s Eatery will be owned and operated by its founder, Nicholas Coriano.  

Funding Terms 

The Company is seeking an investment in the amount of $350,000. The investment 

sought will be used to bring the Company to hire adequate human resources, 

marketing, the purchase of food ingredients, with a large portion of our capital going to 

the renovation and expansion of our restaurant. The entire loan is sought in the form of 

debt and will be retired with interest over the next five years from 2020-2025. 

Marketing Plan Summary 

Our marketing strategy will be consistent and aggressive. Our business will dominate 

the attention of our target consumer, visitors and locals who love seafood, by utilizing a 

strong cost-per-click and local media (billboard, radio) advertising campaigns that will 

constantly be running on: 

● Local tour leaflets and signage at our location 

● Facebook, Instagram & Twitter 

● Seafood Blogs 

● Google Adwords  

● Local Radio, Television & Billboards 

 



 

Restaurant Description  

Nicky’s Eatery will be a South American themed seafood restaurant located in the heart 
of Fairfield, Connecticut. All of the internal and external decor will be heavily inspired by 
Southern American inspired menus, music, and decor. Nicky’s Eatery will offer their 
customers the experience of eating food that is served across the globe without ever 
having to set foot inside of a plane. Nicky’s Eatery will offer a menu that is heavily 
influenced by Peru, primarily consisting of wild-caught seafood and other meats 
commonly served in Southern America.  

Company Formation, Ownership 
Nicky’s Eatery is a DBA used by Cervitude Intelligent Relations, LLC. Cervitude 
Intelligent Relations was founded in 2018 in the State of Connecticut and is owned and 
operated by Nicholas Coriano.  

Restaurant Location  
The physical location of Nicky's Eatery is 200 Ocean Square, Fairfield, CT. 06484.  

 
Our Entrees 
Nicky’s Eatery will offer a large menu. In addition, the restaurant will offer the finest 
selections of wild-caught seafood including but not limited to Salmon, Halibut, Giant 
Crab Legs, Lobster Tails, Shrimp, Calamari, Alaskan Cod & Rockfish.  In addition, the 
restaurant will South American dishes, specifically Peruvian cuisine, to compliment the 
menu.  

Keys to Success 
The founder has identified the following keys to the success of the Company:  

● Utilizing online advertising to ensure cost-effective customer awareness. 

● Making sure the business is capitalized to sustain the first year of operations. 

● Use profitable price-points to attract customers.  

● Providing a hospitable, clean, and welcoming environment to all customers 

 



 

SWOT Analysis  

Strengths 
• We will be bringing to our tables cuisines that one would often have to travel 

around the world to experience. 

• The aggressive and focused marketing campaign that we will run has goals 
and strategies to create immediate impact towards the market and its 
participants. 

• The neighborhood is a close knit community and grabbing our first core group 
of customers will lead to word of mouth marketing and more customers. 

• Management is highly experience and has the resume to 
establish and run a profitable restaurant.  

Weaknesses 

• Poor consumer confidence, uncertainty and pessimism in 
new startups, are not only valid but fueled by media and other 
companies.  

• Our financial resources, such as funding, sources of income 
and investment opportunities limit our reach and impact in the 
market. 

Opportunities  

• Our business is focused on highlighting cultures that are often overlooked in 
our area of Connecticut. 

• The proper use of the internet will allow us to market our products to a greater 
number of potential customers with less marketing dollars by leveraging SEO, 
PPC and Social Media marketing.  

• Price competing with other local restaurants will allow the company to steal 
market share from our competitors.  

Threats  

• As our initial opening will require a substantial investment, the outcome of it 
may determine the future of our business.  

 



 

Single-Location Restaurant Industry Analysis & 

Market Research 

The Single Location Full-Service Restaurants industry has experienced robust growth 

over the past five years. Since 2012, the improving economy and rising consumer 

spending have led to consistent growth in restaurant spending. The fine dining segment 

has done particularly well over the past five years due to quick recovery in the income 

levels of affluent consumers and the corporate sector. Conversely, restaurants at the 

lower end of the market have struggled with low growth, as consumers have traded 

down to the innovative products served by a growing number of new fast-casual chains. 

Over the five years to 2017, IBISWorld expects industry revenue to grow at an 

annualized rate of 4.3% to $188.4 billion. In 2017 alone, revenue is expected to 

continue its upward trajectory, growing 2.4%. 

 

The industry competes in the broader food service sector and consists of 

owner-operated restaurants that are independent of chain or franchised networks. The 

majority of operators are small, family-run businesses, causing the industry to be highly 

fragmented and competitive. Single location restaurants experience heavy competition 

from other food service providers, with chain restaurants, fast food restaurants, hotels 

and other coffee and snack stores all in direct competition. For this reason, profit 

margins are generally low across the industry and operators rely on high product 

turnover to turn a profit. The average 

industry profit margin has increased over 

the past five years, along with demand. 

 



 

 

The industry's steady growth is expected to continue over the next five years as the 

economy improves and consumer spending grows. Consumer spending is expected to 

increase an annualized 1.8% over the five years to 2022, benefiting the industry. 

Despite the optimistic operating conditions, industry restaurants will need to monitor and 

adjust to shifting consumer preferences. Rising health consciousness and ethical 

consumerism will present industry operators with ongoing opportunities to reach niche 

markets with premium products to increase profitability and revenue. The industry will 

also likely benefit from population and immigration growth, as well as a greater number 

of people living in urban areas, where restaurants are highly concentrated. Over the five 

years to 2022, industry revenue is forecast to grow at an annualized rate of 2.1% to 

$208.8 billion. 

Current Performance 

The Single Location Full-Service Restaurant industry has experienced robust growth 

over the past five years, as consumers have regained their appetite for spending. Over 

the period, per capita disposable income has experienced steady growth, especially for 

households with incomes of more than $100,000, which are more likely to spend money 

at restaurants. As a result, many consumers who typically opt for less-costly meals have 

opted for pricier menu items. While the industry remains highly competitive, price 

competition has eased somewhat as consumers have increased spending, leading to a 

higher average industry profit margin. Over the five years to 2017, industry revenue is 

expected to grow at an annualized rate of 4.3% to total $188.4 billion; this includes a 

2.4% revenue boost over 2017 alone, as the economy continues its steady return to 

health. 

Despite the industry’s turnaround, single location full-service restaurants have 

experienced some significant challenges. In 2016, annual spending on food at 

restaurants exceeded spending on groceries for the first time, according to data from 

 



 

the United States Department of Agriculture. Nevertheless, the main external threat has 

been the ever-growing number of establishments both within the industry and externally 

with increasingly diverse menus. According to reporting from The Atlantic, as the price 

of food has fallen to unprecedented lows, some consumers have increased overall 

spending on food to cook at home, or have sought to dine on a budget when eating out, 

eating away at demand for industry operators whose average check is slightly higher 

than that of their independent, fast-casual and fast food competitors. According to the 

Bureau of Labor Statistics, the Consumer Price Index for food consumed away from 

home and food consumed at home is expected to increase at annualized rates of 2.7% 

and 1.7% between 2017 and 2007, respectively. This has compelled many consumers 

to seek out alternatives to eating out at restaurants too often and search for deals online 

and at supermarkets and other traditional quick-service establishments who have 

revamped menus, created healthier offerings, and lowered prices through scaling. 

Fast-casual restaurants that do not offer table service but offer a higher quality of food 

and ambiance compared with a fast food restaurant have experienced particularly 

strong growth. These restaurants have become increasingly popular with consumers 

because they offer convenient, gourmet food at an affordable price. The average 

American is working longer hours than ever before and many do not have time to sit 

down for a meal at a full-service restaurant. Consequently, prepared food in 

supermarkets, such as Whole Foods, has increased in popularity, becoming ubiquitous 

in major metropolitan areas and pressuring prices downward for industry operators. 

Furthermore, startups such as Blue Apron and other meal delivery services that 

capitalize on leaving consumers with the responsibility of final preparation have also 

challenged overall industry demand, given the wider array of gourmet options now 

available to consumers who still seek convenience, yet prefer to not eat away from 

home. 

 

 



 

Nevertheless, demand has been increasing for independent operators amid changing 

consumer preferences preferring to patronize local establishments oriented around a 

single chef or singular concept rather than large, homogenous chains with stale menu 

and décor concepts, according to reporting from Bloomberg Businessweek and PMQ 

Pizza Magazine, which uses data from consulting firms Technomic and Pentallect, as 

well as data analysis firm Critical Mix to elucidate this trend. According to the firms’ 

findings, operators that increase technology use and community outreach, all while 

maintaining stellar food service and quality, are expected to perform exceptionally better 

than their immediate competitors. 

Volatile input prices impact profit 

Despite the industry’s uptick in demand, it has been negatively impacted by volatile food 

and beverage costs. Purchases represent 38.5% of industry revenue, with a large 

portion of this cost coming from purchasing high-quality food inputs. Since many 

restaurants differentiate themselves from each other by the quality of the products they 

offer, industry operators continue to buy premium inputs despite severe changes in 

cost. To help offset these costs, many companies increased their menu prices, which 

boosted revenue for some but tightened profit margins for those that did not raise prices 

significantly enough. Conversely, with food prices at record lows over the latter half of 

the five-year period, thanks to a 10.2% decline in the agricultural price index over 2015, 

more consumers have chosen to cook at home, as restaurant prices have not reflected 

these declines, signaling to consumers that eating at home comprises a better deal than 

patronizing some industry establishments. Nevertheless, profit margins account for an 

estimated 4.9% of total revenue in 2017, up from 4.8% in 2012. 

 

The jump in demand has encouraged restaurants to improve their quality of service, 

resulting in industry employment increasing at an annualized rate of 2.9% to 3.3 million 

workers over the five years to 2017. The industry is service oriented; therefore, a high 

degree of labor is required to meet customers’ expectations and provide a quality and 

 



 

hospitable dining experience. Labor costs can be managed by bringing on trained 

casual and part-time staff at peak guest periods. However, unlike the fast food giants 

that can automate many processes and benefit from economies of scale, single location 

full-service restaurants struggle to reduce their dependence on labor. For more than a 

century, the industry’s business model has remained relatively unchanged, which 

restricts the ability of full-service restaurants to increase their profit margins beyond a 

certain level. 

Other industry trends 

Full-service restaurants have also had to contend with changing consumer preferences 

over the past five years. Consumers are becoming increasingly health conscious and 

eco-conscious and want to eat local produce. Due to these rising trends, restaurants 

have expanded the number of healthy options on their menus and sourced more of their 

ingredients from local providers. For many restaurants, the health factor has become a 

key focus of their marketing strategy and has enabled them to target a new segment of 

the market and renew interest in their products. The healthy eating index, which 

measures the degree that the average American adheres to consumption guidelines set 

out by the US Department of Agriculture, is expected to increase, meaning those 

restaurants that do not learn to adapt to the changing US diet will likely struggle. 

There is a high level of turnover among industry operators, with a large number of new 

restaurants replacing unprofitable establishments in any given year. Some restaurants 

are open seven days a week, allowing very little time for rest and leisure for those 

owner-operators working full-time. This factor alone accounts for a high turnover of 

businesses since owner burnout is common. Another important factor that leads to high 

turnover is that owners sometimes have inadequate operational and administrative 

experience, which can be an issue when managing cash flow and finances. Given the 

relatively low average revenue and profit margins for most operators, the industry is 

highly sensitive to external and internal factors that affect financial performance, 

 



 

including economic downturns, increased competition and changes in consumer 

preferences. 

There are few significant barriers to entry for the industry, which leads to fierce internal 

competition. In many areas of the country, the industry has reached a saturation point, 

as the local population can no longer support more restaurants. In addition, 

owner-operated restaurants must contend with significant competition from chain and 

franchised restaurants and other segments in the wider food service sector. These large 

chains have significant marketing budgets and can open new restaurants very quickly 

through their franchise model. Despite significant competition within the industry, the 

number of establishments is expected to rise an annualized 1.5% to 247,366 locations 

over the five years to 2017. Most full-service restaurants that have entered the industry 

are new dining concepts serving high-end cuisine aimed at the affluent demographic. 

Competition heats up 

Intense competition, particularly price-based competition, will likely continue over the 

next five years. There will also be increased emphasis on product innovation to 

compete with more nimble competitors, such as fast-casual chains. Many restaurants 

will introduce new product lines, placing an emphasis on healthy, gourmet meals. Major 

operators will seek to expand revenue and profit by offering alternatives to red meat, 

such as chicken and tofu, and providing a variety of other meal options, including fresh 

salads. Demand for healthier menu items will be a common theme over the five years to 

2022, especially as the population becomes more health conscious. There will be 

increased demand for low- or no-salt and low-cholesterol meals, including fewer fried 

items. Low sugar intake may also be an issue with some guests as diabetes continues 

to affect the population. 

 

Over the next five years, industry profitability will improve only marginally due to 

ongoing competition in the low-growth, saturated domestic market. Unlike large 

restaurant chains, single location full-service restaurants will struggle to increase 

 



 

automation and lower labor costs due to the lack of economies of scale. Industry wages 

are expected to grow at an annualized rate of 2.0% to $68.2 billion. Nevertheless, 

stability in profitability will be driven by the rebound in revenue, as menu prices and 

average checks rise. Industry profit is expected to average 4.9% of revenue by 2022. 

Technology trends 

Full-service restaurant operators are expected to continue to invest in technology as 

their core target market (younger demographics with high disposable incomes) become 

increasingly tech savvy. Restaurants will engage with customers using websites and 

social media and conduct the majority of their marketing through online channels. It has 

become almost essential for small businesses to have an online presence due to the 

sheer amount of time consumers now spend on their desktops, tablets and 

smartphones. According to a recent National Restaurant Association (NRA) study, 

20.0% of consumers use technology when choosing a full-service restaurant. For 

example, according to the NRA, about 67.0% of consumers use smartphones to look up 

restaurant directions. The younger the customers are, the more likely they are to use 

smartphones to look up restaurant information and directions. 

 



 

 

Major Markets 

 

 

The major markets for the Single Location Full-Service Restaurants industry can be 

segmented based on a number of factors including income, age, geographic location 

and family structure. Given the discretionary nature of the industry, an indication of 

major markets can be inferred on the basis of annual expenditure on food and 

beverages consumed outside the home. According to the US Census Bureau, the 

average consumer spends 5.5% of their annual expenditure on food and beverages 

consumed outside the home. 

 

An estimated 40.6% of industry demand comes from consumers in the nation's highest 

income quintile. In 2016 (the latest available data), the average consumer in the highest 

income bracket spent $6,320 on food and beverages consumed outside the home, 

according to the US Census Bureau.  

 



 

Management & Organizational Plan 

The company’s management is led by the founder Mr. Nicholas Coriano. Mr. Coriano is 

committed to making the newly formed business a success, and he understands what it 

takes to make this business both profitable and sustainable. Under his direction, the 

company will hire and manage the following employees. 

 

 

A good team that truly adds value is not just a group of high performing individuals but a 

balanced team with complementary skill sets and a culture that allows them to work 

together to make the most effective decisions for our organization. While the leadership 

from the top is crucial, the participation of every team member is also essential for 

effectiveness. We are confident that the team we will attract will continue to execute in 

a timely manner the business plan presented. 

 

Most employees will be hired on a part time basis and will be utilized on an as needed 

basis. The business expects to have approximately 5-15 employees working at any 

given time and employees will be rotated. 

 



 

Marketing Plan  

The company currently has its core team members focused on executing this business 

plan.  In order of effectiveness and sustainability we will execute the following marketing 

strategy post-investment: 

• Tourism Marketing:  We will focus our marketing efforts on tourism marketing 

to attract the large percentage of people that travel to Fairfield. 

• Word of Mouth: We will focus on the marketing 

that makes most restaurants successful, 

word-of-mouth.  This will come from a marketing 

budget designed to “comp” meals & drinks.  The 

initial complimentary meals/drinks will create a 

buzz.  

• Signage and Road Frontage: Signage and 

location will act as a marketing.  

• A Facebook, Instagram & Twitter will be started.  Administration duties will be 

outsourced.  Each post will engage users by asking a question propose an 

idea, take an action, and sign-up forms.  Content will mainly be pictures of our 

food or the inside of our facility.  Post will be daily.  Each post will have a link 

and/or call-to-action to encourage social media users to visit our website.   All 

friends of company executes & current employees will make the first round of 

likes on the Facebook Page and the second round of likes will be targeted on 

Facebook Ads to profiles that like pages of other restaurants in our area. 

Post on this account should happen three to four times a week. 

• TV: Upon success of our other advertising campaigns, we will invest into 

television advertising 

• Google AdWords: Ads will be run to dominate cost effective keyword phrases 

such as “Fairfield, CT” “Fairfield, CT Restaurants”, “Fairfield, CT Tourism”, 

etc.  

 



 

Financial Plan  

Nicky’s Eatery will have expenses as it moves to opens the restaurant.  It is important 

Nicky’ Eatery, as a company, estimates these expenses accurately and then plan on 

obtaining sufficient capital.  Even with the best of research, however, expanding the 

business has a way of costing more or less than anticipated. The company has made 

allowances for surprise expenses to account for the unforeseeable.  After years of 

experience in the restaurant management and operations business as well as careful 

research and talking to others who have started similar businesses to get a good idea of 

how much to allow for contingencies, the Company projects distribution of capitalization 

in the amount recorded below to operate and sustain the business for the first years of 

operations and beyond.  

Startup Funds 

 

 



 

The foregoing represents our current intentions based upon our present plans and 

business conditions to use and allocate the net proceeds of a marketing budget. The 

total amount of each expenditure is stated in whole numbers below: 

   

Marketing & Advertising (2%)  $5,000.00  

Entertainment  $2,500.00  

POS Subscription  $99.95  

Renovations  $180,000.00  

Signage  $15,000.00  

Grand Opening  $10,000.00  

Initial Inventory  (.25)  $5,000.00  

Supplies (6%)  $8,464.00  

Employees  $11,250.00  

Furniture, Fixtures & Equipment  $75,000.00  

Insurance   $1,500.00  

License, Permits & Professional Fees  $5,000.00  

Office Equipment & Supplies  $8,000.00  
Uniform & Training  $10,000.00  

TOTAL  $336,813.00  

 

The amounts and timing of any expenditure will vary depending on the amount of cash 

generated by our operations, and the rate of growth of our business. If an unforeseen 

event occurs or business conditions change, we may use the proceeds differently than 

as described in this business plan. The majority of any revenue will be used to increase 

marketing efforts and expand operations. These efforts will increase production and 

profits to assure a profitable business. The restaurant re-establishment and success 

relies on the ability to outfit the space and renovate to location. Thus, the company 

 



 

seeks financial assistance in the buildout phase of the operation as well as from 

investors and/or a bank.  

Revenue Projections 

 

The amounts and timing of any expenditure will vary depending on the amount of cash 

generated by our operations, and the rate of growth of our business. If an unforeseen 

event occurs or business conditions change, we may use the proceeds differently than 

as described in this business plan.  The majority of any revenue will be used to increase 

marketing efforts and expand operations.  These efforts will increase production and 

profits to assure a profitable business.  The restaurant establishment and success relies 

on the ability to outfit the space and renovate to location. Thus, the company seeks 

financial assistance from the landlord in the buildout phase of the operation. 

Revenue  Year 1  Year 2  Year 3  Year 4  Year 5 
Breakfast 
Crowd   $                          -     $                          -     $                          -     $                          -     $                          -   

Lunch Crowd   $             677,153    $             744,868    $             819,355    $             901,290    $             991,419  

Dinner Crowd   $          1,015,729    $          1,117,302    $          1,229,032    $          1,351,935    $          1,487,129  

Total   $          1,692,882    $          1,862,170    $          2,048,387    $          2,253,225    $          2,478,548  

 



 

Conclusion  

The company's management is confident that Nicky’s Eatery can achieve its 

conservative financial projections. In addition, Nicky’s Eatery’s management has 

carefully considered its market, potential customer base, and its ability to grow its sales 

average to capture market share of the tourism in Fairfield, CT. With our projected 

numbers, and the total market share and revenue in the local area, we confidently 

project a profitable business within months of opening.  

Nicky’s Eatery has the potential to become a highly regarded resource in local and 

regional markets. Due to the company's aggressive marketing strategy, establishment 

of the company as a "unique" entity in its industry, careful development of our products, 

and the company's profitable revenue model, our company has the potential to provide 

lucrative returns to our landlord, out patrons and our investors.  

In order for Nicky’s Eatery  to achieve status as an industry leader, it must secure initial 

capital for renovation of the location, working capital and equipment. As owners, our 

commitment is to take personal accountability for all financial debt. We have taken the 

necessary precautions to ensure the business is fully capitalized and have addressed 

all financial shortfalls to ensure a successful business expansion.  

In all the above we intend to communicate our ability to serve the niche community of 

restaurant goers by providing quality beverages and foods that will satisfy our 

customers’ needs. Hence our messages will influence the buying decision of 

prospective customers by emphasizing our unique selling proposition and persuade 

prospective buyers that we are different from our competitors. Our intent is to have a 

definitive business, financial, and marketing plan that not only serves our need for 

capital financing, but is utilized as our daily business roadmap.  

 


