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Current Café Operations for Sale

This is a summary of the current café venue from the 

Gypsy Café website that describes the overall concept 

and value-added features of the business for sale:

          

“Welcome! The Gypsy Café is a community-

oriented, locally-owned eatery, watering hole and 

arts venue. We serve delicious food along with a 

great beer selection, wines of the world and Café 

Vita espresso drinks in a relaxed atmosphere. Mosey 

down Stone Way on the edge of Fremont and 

Wallingford to find us at the bottom of the hill near 

the north end of Lake Union.

     The music, dance, and visual art featured at The 

Gypsy Café covers a wide range of styles in the 

spirit of supporting both emerging and established, 

local and nationally-touring performers and artists. 

With our high ceilings, century old wood beams, 

cozy décor, and quality soundscape, The Gypsy Café 

is a venue like no other in Seattle.

     Our patio is always open. We are dog friendly 

and have free Wi-Fi so bring Fido and your laptop on 

your next visit. We look forward to having you join 

us for a wonderful summer of music, dance and fun. 

Please check the Calendar for more information on 

our nightly events.

     The Gypsy Café is available tr new artists and 

musicians so please see our Booking page for more 

details.”

www.gypsycafeseattle.com
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Introduction

The Gypsy Café is an operating café & entertainment 

venue in the Fremont area of Seattle that serves beer and 

wine.  It is a rustic atmosphere with the main seating room 

being an historic version of a warehouse with a front cafe.  

In recent months, the venue has faded because the current 

owners have other priorities and have had it up for sale for 

almost 2 years.  At its peak in 2011, it was a popular venue 

for acoustic music entertainment and events. The café 

developed the local market and had many loyal customers.  

The kitchen, menu & service supported the operation 

overall. 

     The café location is in the heart of a popular Seattle 

area near the University of Washington, Lake Union, 

Gasworks Park, Fremont parking lot and new businesses and 

related construction. The business area around the café is 

in a major phase of development including a 120,000 sq ft 

building that will house 300 employees with the ground 

floor designed around retail shops.   

     At its peak, the café had a steady schedule of 

entertainment, music workshops, and jam sessions that 

brought in groups of people from different parts of the 

metro-Seattle community.  Weekends were filled with a 

variety of local and national music entertainment and the 

venue was popular with musicians because of the intimate 

and rustic atmosphere. Some of these events often packed 

the two main rooms of the café and helped put the Gypsy 

on the metro-Seattle map as a fun and entertaining 

community-oriented venue.  Daytime café & coffee traffic 

increased as a result.  The café’s food and drink was 

popular and profitable at its peak.  

       

Gypsy Café 

Temporary design for new logo captures the  
energy of the proposed business model.  A 

local artist might be recruited to paint 
original art that captures a similar idea

The owners have scaled back the business in 

anticipation of selling and the operation hovers 

around breaking even at the end of 2012.  The café is 

not open at night and there are no entertainment or 

music events.  The operations have been scaled back 

for months and the business was closed for a month 

in October 2012 when the owners were expecting a 

sale that did not go through due to an unscrupulous 

buyer.  Business is flat and the value of the economic 

goodwill and operations are priced to sell in an 

uncertain market.    
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Plan & Proposal

This is a comprehensive plan that covers café and 

supporting strategies and includes financial reporting, 

projections and 3-year forecasts.

     The proposed funding plan is to use available cash, 

two or three investors and bank financing to fund the 

balance.  The plan demonstrates a profitable business 

within the first year doing things that history proved to 

be successful for the café as it operated in 2010-1012.  

There are positive factors for strong business growth 

including plans to revitalize and makeover the entire 

business. Enhancement strategies such as 

entertainment will be pursued along with the main café 

strategy to create a customer experience with first-

class service and excellent food.

     A strong aspect of the planned business is to create 

a concept cafe and notable landmark. The café will be 

community-oriented with excellent food & service, 

coffee and free wi-fi. The plan also includes a popular 

entertainment venue and strong support for the art and 

music communities.  The integrated services will 

increase traffic & business and virtually assure 

continued growth for at least the next three years as 

indicated in the financial sections of this plan.

     The proposal & plan should provide assurance to 

investors or loan providers that the strategies are 

firmly grounded and that the owner and his main 

support team are highly qualified to develop, establish 

and operate a highly successful and profitable business.  

          

The proposed owner’s experience & skills and 

well-honed and known as a 30 year veteran of the 

private service and hospitality industry.  He places the 

highest value on the customer experience along with 

the quality of food and service, and his creative spark 

will result in a first-class menu and kitchen assuring 

profitability and growth.  He is also an accomplished 

musician and instructor.

      He also has the support of a trusted advisor who has 

complimentary skills in business, accounting, marketing 

and entertainment management and whose efforts 

contributed to the peak business of the café in 2011.  

He is also a high caliber musician and teacher.

     The broad vision of the long-term plan is to expand 

a successful Gypsy Café business model into a unique 

franchise opportunity to other national or international 

locations where profitability integrates with a 

contribution to the community.

     Investors or loan providers should be enthusiastic 

because the unique concept and philosophy behind the 

business model that provides a foundation built for 

success.  It is a winning formula that will be managed 

with expert skills and innovative approach to quickly 

establish growth and increased profits.
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Vision & Mission

The vision is honest, simple & practical: 

create a highly unique, successful & profitable café 

where the customer experience is the number one 

priority supported by excellent simple food and 

high quality ingredients

unify, connect and reach out to people with many 

backgrounds and diversities and bring them 

together as a community to eat and enjoy life

create a home for acoustic-style music, music 

school workshops, entertainment and a music store 

which will as the ambient and prevalent design for 

the café  

give back to the community while running a highly 

profitable business that grows and supports both 

community and business goals

The mission for the business view of the vision is: 

makeover the current business and transform it into a 

profitable operation with a café business strategy that 

focuses on excellent customer service, high quality 

food and drinks, and professional attentive, warm, 

friendly people who are also happy employees

create highly unique and profitable café in the 

Fremont district of Seattle that is integrated with 

entertainment, art & music programs that will serve 

multiple target communities

contribute to the development of the business area 

that is growing around Stone Way North & North 35th 

Street located in the Fremont/Wallingford districts of 

Seattle surrounded by the Burke-Gilman Trail, Lake 

Union, Central Fremont, Gasworks park and just south 

of the busy North 45th Street that connects to the 

University of Washington located 10 minutes away

The mission for the community view of the vision is:                                  

bring people together in a rustic pleasant atmosphere 

where they can simply enjoy coffee & beverages with 

the internet and comfortable surroundings, or at times 

participate in the music and art activities or 

entertainment featured by the venue.  Create a true 

sense of community.

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫
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Overview of Café Strategy & Target Demographic Profile

The target demographic profiles include:

• affluent locals

• tourists

• employees from nearby businesses

• customers from nearby businesses

• UW and other students

• travelers on Stone Way North

• art & music students

• music store customers & browsers

• entertainment music genre target groups

• youth & parents from skate park next door

• youth & parents from many schools nearby

• traffic from major local annual events 

• business people who need catering for meetings 

& events

The café strategy serves includes several key areas in this 

order:

Customer experience – choreographed experience 

with well-trained employees.  Friendly professional 

demeanor & first-class customer service is a first 

priority.

Menu – Redesign a round-the-clock menu to focus on 

classic & standard items that are “tried and true”, 

soups & salad, new on-the-go breakfast items.  

Implement a picture-based menu.

Marketing & advertising strategies –  marketing 

strategies & plans will be ongoing and aggressive to 

establish profitability quickly and set the stage for 

continual growth.  They will include major 

promotions and target advertising to attract 

customers. The more startup funding there is, the 

quicker the café will reach planned profitability 

goals. A percentage of the startup budget will be 

dedicated to a specific committed investment in 

marketing.  

Catering – as operations become consistent, 

catering services will be added for special parties, 

business meetings  and groups who can reserve 

space.  Another source of marketing exposure & 

revenue.

Professional support systems & suppliers – use 

expert chefs and no-charge consulting advice from 

suppliers.  Join the National Restaurant Association.  

Encourage benchmarking with other local chefs and 

restaurants.











The vision, strategy and plan of the proposed new 

owners are inspired by a desire to give back to the 

community and to support community goals through a 

profitable business operation.  The target groups all fall 

into or gravitate toward communities who also love art 

and music and simple, warm surroundings.  The 

business model, operations and atmosphere will be 

completely unique to Seattle and to other locations 

when the business grows into a larger national or global 

community.
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A Unique Café 

The planned enhancements to the business will attract 

new, distinct target communities that will increase the 

café’s customer base.  The café will provide an excellent 

customer and food service experience and capture 

customer loyalty, and the additional venue activities will 

reach new target audiences to enjoy that experience.

     Target groups include internet users and café traffic, 

music & art students, entertainers & audiences, music & 

art students and music store customers.  Each group has 

different needs and preferences that the venue can serve.  

New business will increase by penetrating these various 

communities through good marketing and community 

involvement.       

      The current owner made smart community-oriented 

investments for educational music activities, support for 

special events by local schools and organizations and 

participation in the local community festivals and events.  

The workshop music nights increased business and 

exposure with a feeling of community goodwill projected 

and recognized around those activities.  The 

entertainment shows were often packed and often drew 

audiences from both Seattle and regular café activities.

     The new owner would capture and leverage the same 

investment to create a strong community profile while 

increasing traffic and sales at the same time.

Almost all the features of the Gypsy Café fits the 

overall strategy and plan for an integrated café and  

entertainment venue that includes community art and music 

activities and add-on retail sales.  

     The entertainment strategy supports a wide range of 

acoustic music oriented genres.   In the past, the venue has 

been successful with bluegrass, gypsy jazz, singer-songwriter, 

reggae, rock, youth jazz groups from local high schools and 

square & Cajun dancing.  The core music would be gypsy jazz 

& swing, bluegrass, Latin and instrumental style music.  

     The café is an intimate venue that appeals to many 

musicians who appreciate the opportunity to perform in a 

warm and cozy atmosphere with good sound system and 

listeners that are rapt.  Customers and audiences will 

descend on the café for good food, drink and enjoyment of 

life as past history proves during the café’s peak business 

over the last three years.
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Gypsy Café Configuration

The Gypsy Café is a modestly-sized rustic two-room 

converted wooden warehouse & venue with basic kitchen and 

espresso services, wireless internet, and stage and furnishings 

with high ceiling that add up to a comfortable, intimate venue.  

The front room features the counter and small café with a beer 

& wine bar and the main room features an eclectic collection of 

tables, chairs and couches.

     There are plenty of windows on the front/west side 

including a warehouse-sized sliding door that had the panels 

replaced with windows.  Other windows on the east side also 

back the kitchen and the larger room.  There is one small rest 

room with a window.

     There is ample kitchen space for two or three employees to 

serve customers and operate the kitchen.  On the south side of 

the kitchen is a connected room for refrigerators, cooler and 

beer & wine bar.  Tables line the front windows.

     Upstairs there are two medium-sized rooms on the south 

side for private lessons, green room and office, a runway to the 

north side with shelves ending in a room where there is a large 

space for music, office or storage.  The upstairs also provides a 

future opportunity to remodel and build out more table space in 

the main room.

     On the front west side is fenced outdoor space that spans 

the main length of the café with black laced metal tables and 

barbeque, a perfect compliment for people craving sunshine, 

fresh air, nice meal and cool drink.
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Gypsy Café Entertainment Configuration

A good-sized stage is on the 

north wall.  During the period of 

Wednesday night community 

workshops, several donations 

were made that included custom 

acoustic walls for the stage area 

and hand made sound drapes 

between the two downstairs 

rooms so music jams can be 

independent. In this plan, the 

design will be instruments lining 

the stage walls that are also part 

of a low-profile music-instrument 

store. The main room of the 

Gypsy supports at least 50 café 

customers; performances can 

seat about 100 lined up in 

concert seating, and workshops 

can seat up to 50 people 

instruments and all. Tables are 

moved out for larger events to 

maximize customer space.

     The stage operations is high 

tech including a good sound 

system, large screen monitors to 

project videos or slides, 

projector, movie screen and 

computers to run music, record 

or run video & shows from the 

internet.     
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the most natural, beautiful green  
state with many outdoor activities

Mt Rainier

Olympic     
Music 

Festival

Canada

some of the outdoor music festivals

Location, Location, Location
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popular area with parks, 
activities & university

bridges

Fremont
U of W

Greenlake

UW 
Medical 
Center

Zoo

Queen Anne

Seattle

parking

Ballard

Eastside, Bellevue, 
High-tech

Location, Location, Location 3510 Stone Way North 98125
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Fremont: Dynamic & 

Eclectic Local Community 

One very high priority is to both engage and 

benefit the local community.  Major goals include: 

give the people in the community active 

opportunities to engage in the venue as a local 

popular place with people that are an active 

part of the community

give people an opportunity to participate in 

Gypsy Café activities and to further benefit 

from learning or intern type roles, such as 

accounting or kitchen management

provide a venue for local events when needed

become central business to Fremont Solstice 

events and parade

identify other needs to promote and 

accommodate integration of community, café, 

music store and school

⚫

⚫

⚫

⚫

⚫
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Local Business Development Strategy

The local business development strategy is 

designed to integrate with existing businesses and 

to attract new business that will increase and 

enhance business opportunities, customer traffic 

and revenues for existing business growth.

     This strategy will work with local business 

people to enhance the area and create a friendly 

business area that is vibrant and dynamic.

     The local business development strategy is to 

compliment local businesses and communities.  

There will be some music store competition but 

generally the target audiences are cross-over or 

altogether different.

     The idea is that the venue will both compete 

and compliment local businesses including 

espresso shops, café or close by music stores, 

such as the famous Dusty Strings.  These 

businesses should benefit from new students and 

people shopping around.  The Gypsy music store 

will mainly feature string instruments and a 

limited number of accessories and teaching 

materials.

    So when introducing or transitioning the new 

business into the community, it will be important 

to market it in a way that promotes the ideas and 

businesses of music stores or other businesses 

close by such as Roe Roe BBQ or Dusty Strings or 

American Music.

     

the local area around the Gypsy Café is popular, 
near the university & parks and abounding with 

community & business opportunities
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Dynamic & Growing Business Area

The Gypsy Café is located in the Fremont-Wallingford area of 

Seattle, Washington 93108.  This location is in the heart of a 

popular Seattle area near the University of Washington, Lake 

Union, Gasworks Park, Fremont parking lot and new businesses and 

related construction. 

        Stone Way is a north-south roadway that carries 

approximately 13,000 vehicles per day and connects the Fremont 

and Wallingford urban villages.  Numerous Metro bus routes run 

along or across the corridor.  Adjacent land use is mixed use and 

residential, retail and commercial.  Within five blocks of the 

corridor there are numerous pedestrian generators including eight 

schools, two public libraries and five parks.  At the morning 

southbound peak hours, there are almost 100 bicycles & 700 motor 

vehicles; bicycles are 15% or more of peak traffic. Bicycle traffic 

increased 35% from 2007-2010.

     The café is located on the busy intersection of Stone Way North 

and North 35th Street.  There are several businesses that have been 

located there for many years including a full service bar, 

restaurant, kite shop and retail stores.  In 2012 a new restaurant 

and a large Ski shop were built into a converted warehouse one 

building south of the Gypsy.  Another warehouse just off the 

intersection was built into a large bicycle shop conveniently close 

to the popular biking path, the Burke-Gilman Trail that extends 

across the Seattle area.

        At the next intersection to the south of the cafe, 34th Street, 

there are existing businesses including a computer shop, private 

offices and a small strip mall.       

On the northeast corner of North 34th Street, a new building is going 

up that is part of the Seattle program to assist businesses that build ultra-

green buildings (Seattle’s “Living Building Pilot Program”).  The additional 

height of the building required a controversial zoning change that was 

approved partially because of the ultra-green design.

     The project, Stone34, is designed to be “an organic and vibrant place 

to work, mix and meet”.  The ground floor will house retail stores and 

there will be four stories above that will house hundreds of office 

employees.  Completion is scheduled for 2013.  There will be 8500 sq. ft. 

of “Pedestrian Open Spaces” and underground parking including 216 

parking stalls with plug stations for electric vehicles and sculptural bike 

racks.

     Brooks Sports, Inc. is relocating their global headquarters to the 

Stone34 project.  This is a major event that shows Seattle can attract 

significant new investment even in tough economic times.  They will 

occupy 80,000 ft2 of the 120,000 ft2 total to house 300 employees, and the 

ground floor will be the company’s first retail concept shop.  Brooks is a 

leading company that designs and markets a line of footwear, apparel and 

accessories in 60 countries worldwide.

     The nearby businesses and competition are mostly complimentary.  

There are coffee shops north, the busy intersection at the café, BBQ 

place which the the café has featured in the past.

     The “new” Gypsy Café will be a core community venue in the middle of 

a vibrant Fremont-minded and green-minded business area, and will 

contribute to and benefit from the continued development and business 

growth of the area.  The opportunity speaks for itself as the business 

center develops each day.

Target local demographic profiles:

• affluent locals

• tourists

• employees from nearby businesses

• customers from nearby businesses

• UW and other students

• travelers on Stone Way North

• youth & parents from Skate Park 

next door
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CAFÉ 

STRATEGY

© 2013 peter tilton
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Managed with Vision and Skills

Allan 

Miller

will be

Owner & General Manager        

Head Chef                

Director of Food Services

Miller is a sought after public speaker and igniter, and has been 

featured and quoted in major publications such as the New York 

Times, Arizona Foothills Magazine – Luxury Edition, and Unique 

Homes magazine to name few,  regarding the professional’s 

perspective on the state of service, and service education today.

     Additionally, he has done extensive work in the area of 

management and leadership training in a wide range of venues, 

from small country inns to large conference center/hotel 

operations – and always with the same emphasis toward results.  

“Service is a ‘heart’ business, not a foot business.  And 

understanding this is what distinguishes the service professional or 

organization in the market place.”

     “I taught my students that you must first “be” before you ever 

“do”.  We are human BEings, not human DOings – Everything we do 

in life must emulate from our core philosophies regarding integrity, 

professionalism, and our pursuit of excellence.” Miller says. “And 

with that knowledge, combined with well-honed technical skills, 

there is no telling how far you can go, or what you might 

accomplish.  After all, ‘results’ is the name of the game!”

Allan is a 30 year veteran of the private service and hospitality 

industry, having managed private homes and estates of some of 

America’s foremost corporate heads; including a former chairman of 

General Foods and the Chairman of Southern Pacific Railroad.

     He is a graduate of the famed Starkey International Institute for 

Private Service Management, and also served a three-year tenure as 

the school’s Director and Headmaster.  It was during this time that 

he orchestrated and coordinated the training personal service staff 

to the President of the United States at Camp David, the White 

House, the Vice President’s residence and the Chairman’s Dining 

Room at the Pentagon.

     Raised in the little town of Kingston, Tennessee, he began his 

career as a houseman and caregiver for a successful Atlanta, Georgia 

entrepreneur who had been stricken with polio and paralyzed from 

the neck down during his college years.  It was this particular 

employer and his wife whom he credits with providing the mentoring 

and inspiration to grow personally as well as professionally.  They 

still enjoy a close, personal relationship to this day.

    

Allan is an accomplished upright bassist 

and guitarist, as well as an instructor.  He 

credits his upbringing in rural east 

Tennessee for nurturing a love and 

appreciation for old-time mountain style 

music.  Over time, he developed an ear 

and love for all manner of acoustic music, 

as well as a deep appreciation for the 

integral part this style of music plays in 

creating a sense of community.  
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Café & Hospitality Services Strategy 

Allan is an expert hospitality manager and chef who has served 

notable people and directed staff at large estates. He will 

consult with chefs at Sysco and others to develop an appealing 

and picturesque menu & kitchen design that will serve high-

quality food using excellent ingredients. Menu items will be 

pictured sumptuously and ordering will be a simple affair and 

total experience for the customer.  Allan works hard to 

motivate & reward employees. 

The café strategy serves includes several key areas in this 

order:

Customer experience – choreographed experience 

with well-trained employees.  Friendly professional 

demeanor & first-class customer service is a first 

priority.

Menu – Redesign a round-the-clock menu to focus on 

classic & standard items that are “tried and true”, 

soups & salad, new on-the-go breakfast items.  

Implement a picture-based menu.

Marketing & advertising strategies –  marketing 

strategies & plans will be ongoing and aggressive to 

establish profitability quickly and set the stage for 

continual growth.  They will include major 

promotions and target advertising to attract 

customers. The more startup funding there is, the 

quicker the café will reach planned profitability 

goals. A percentage of the startup budget will be 

dedicated to a specific committed investment in 

marketing.  

Catering – as operations become consistent, 

catering services will be added for special parties, 

business meetings  and groups who can reserve 

space.  Another source of marketing exposure & 

revenue.

Professional support systems & suppliers – use 

expert chefs and no-charge consulting advice from 

suppliers.  Join the National Restaurant Association.  

Encourage benchmarking with other local chefs and 

restaurants.










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Café Strategy & Plan – Customer Experience

The café strategy supports these assumptions:

The café will operate like modest-sized 

restaurant that serves first quality classic 

items and food that appeals to the local 

clientele including featured soups & salads. 

The food service strategy includes a complete 

offering of espresso, coffee, hot beverages, 

cold drinks & juice, pastries and related items 

for the peak morning rush and to serve the 

café at all open hours.

The café serves a variety of popular 

Northwest and import beers and good wine.

The café will have extended hours 7-days a 

week to both increase revenue and maintain 

an open community atmosphere.

⚫

⚫

  Customer experience

     Well trained employees with strong incentive are 

the most important asset of the business. 

Professional, friendly and first-class customer service 

is the highest priority.  The face of the community and 

the café will be represented by fresh, enthusiastic 

employees.  

     Every customer will be treated to a well-

choreographed “experience” more typically found at 

fine restaurants.  This is not white table cloths; it is 

the state of “service consciousness” and the ability of 

our people to truly set us apart in creating a high-

quality customer service experience.

     By the same token, every employee will be treated 

to a fair, safe, fun, positive, productive and growth-

oriented work-experience.  Friendly management 

centered around firm principles will ensure a great 

workplace experience for our people.

⚫

⚫

General café strategy includes many considerations:
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Café Strategy – Recreate Customer Experience

⚫

⚫

Step  - active & involved ownership & 

management.

Step  - “hire attitude & teach skills”.  Use a careful 

approach to hiring, interview more than once, look 

for an enthusiastic attitude, good appearance & self-

care, and a good ear for the philosophy behind the 

strategy and plan.

Step  - complete a thorough training process for 

each employee emphasizing the ‘why’ behind the 

‘how’, teach employees how to feel about what they 

know which will help them achieve an intensity of 

effort. Professional training will appeal to employee 

candidates and enhance word-of-mouth reputation.

Step  - Implement policies and procedures the 

promote & ensure service consciousness, a consistent 

customer experience and attentive friendly attitude.

provide a consistent greeting for customers

no personal technology & phone use except on 

breaks

use time guidelines for preparing certain dishes

implement specific policies & procedures to 

guide workflow and expectations

check ID & ensure alcohol sales are legal

⚫

⚫

Objective: Overhaul Service Strategy:

Step  - implement a high standard of cleanliness & 

sanitation including detail procedures for daily, 

weekly, monthly & annual tasks & efforts.

Step  - upgrade & maintain ingredients for menu 

offerings.

Step  - redesign menu using proven formulas 

recommended by the National Restaurant Association.  

Position menu items strategically for maximized sales. 

Step  - expand open time & maintain a very 

consistent schedule of operating hours.  Create 

successful programs for non-peak mealtime hours.

⚫



20

Café Strategy & Plan – Menu Strategy

Menu strategy & plan

To meet food service goals and to help makeover 

the business, the menu and approach should be 

redesigned, although any items that are 

preferred by existing loyal customers should be 

considered.

⚫

The menu is the silent salesperson.  A well-designed 

menu can be just as effective if not more so than the sign 

outside.  The menu can create a connection and 

customer loyalty.  Studies from the National Restaurant 

Association overwhelmingly show that people “eat with 

their eyes” and that pictured items on a menu far 

outsell non-pictured items.

     Currently there is a large menu board hanging high on 

the south wall.  That will be removed in favor of a 

pictured menu design at the counter and in table menus.  

An outdoor encased menu with pictures will be 

featured.

     Because of proven “view patterns” by which menus 

are read, items can be effectively positioned for 

maximum sales impact and familiarity for the customer.   

`

The goal will be to feature 8-10 signature 

sandwiches and not overwhelm the customer with 

choices.  Of course the customer can choose to adjust 

the ingredients.  Signature items will include classic, 

tried-and-trued choices, but will stand apart in quality 

and taste from standard café fare.  Sandwiches will 

include Italian on roll, Rueben, French Dip, Roast 

Turkey Club, Italian meatball and Vegetarian using the 

An outdoor menu will attract 

customers who are browsing the 

businesses at the busy intersection 

of Stone Way North and North 35th 

street.  A nicely designed and placed 

outdoor menu will give an air of 

service & quality creating a strong 

first impression for the customer.

finest olive oil direct from growers in 

Cholame, California.  A bottle of 

Cholame oil situated on the counter 

will give a visual of the service & 

quality consciousness.  

The breakfast menu will be made-

over to include biscuits and 

croissants with the best possible 

fillers.  We will offer items that can 

be prepared quickly and that will 

help guests get onto their daytime  

destination with food easy to eat in 

the car or simple to pack on a 

bicycle.


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Café Strategy & Plan – Marketing

Marketing strategies:

Marketing includes the broad category of advertising, 

outreach/membership to community & business groups, 

charity events or volunteer activities and other ways to 

connect with customers through both profit and 

community based efforts.  Advertising includes actual 

expenses for specific ads and marketing campaigns.

The “experience” – connect with something bigger – the 

human experience – reinforcing community.  Put the 

highest value on the customer experience – 

choreographed experience with well-trained employees 

who have a friendly professional demeanor & who strive 

for first-class customer service.

Quality of food & service - The next most important 

element of the marketing strategy is the delivery of a 

quality product. Our food, beverage, atmosphere, 

entertainment and music activities must sell themselves 

through word of mouth. 

New target customers – new marketing strategies will be 

developed to reach target customers for entertainment, 

music store, music school and arts communities.

Good press – with good results and community 

involvement, we can wait for or solicit good publicity 

from various sources: newspaper, TV, restaurant reviews.

Local chambers of commerce –  in keeping with our 

community focus and the connection to other businesses, 

owners & customers, we will work with the Fremont 

Chamber of Commerce,  Wallingford Chamber of 

Commerce, Seattle Chamber of Commerce & Fremont 

Arts Council.  The chambers can provide key information 

about current trends, legislation, community events, 

benchmarking, advocacy and more.

Social Media - the goal is to use as many free or low-cost 

marketing & advertising outlets as possible.  This would 

obviously include Facebook (and Twitter- low priority), 

but also a meetup.com group to specifically sign up 

customers and all others in the Gypsy business family 

(events, calendar, announcements, etc, creates a specific 

loyalty community in addition to Facebook).

Website: online presence with pages for all aspects of 

the café and an engine for online sales of café 

memorabilia to music store sales. Includes a 

comprehensive website with calendar, menu and more. 

Location promotion – an example of this would be to 

send someone into Pike’s Market, Seattle to distribute 

promotions such as a 2 for 1 Saturday night’s 

entertainment or free appetizers with wine.  

Community support – free or charity concerts, free 

music workshops, host special events for local K12 

schools and volunteer for community turnouts.

Fremont Bridge!


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Café Strategy & Plan – Advertising

Paid Advertising 

     Several advertising campaigns will be designed and 

tested.  A percentage of the startup budget will be 

dedicated to a clear investment in marketing and 

measuring which are the most effective ad channels.  

Local Radio – paid ads & volunteer participation in 

mostly-alterative radio stations including PBS (KUOW, 

KPLU) and KBCS. Some feature free announcements for 

entertainment where you can feature the café too.  Local 

radio is probably the strongest cost-beneficial broadcast 

marketing trumpet over out-of-reach television ads.

Print advertising – carefully placed ads in mostly-

alternative channels like The Stranger or Seattle Weekly 

or The Daily, a student newspaper at the University of 

Washington. 

Special local event promotions – Fremont has several 

annual festivals and events related with opportunities to 

advertise, sponsor and participate.

Special café promotions –  the café will feature monthly 

events such as a celebrate the music we play or a low-

cost thank you dinner buffet presenting some of the 

chef’s favorites and specialties along with live music.

Gifts & business promotion items – both free and 

promotional items from hats and shirts to pens to free 

giveaways or raffles for a popular item, such as GPS or 

gift baskets or punch cards for deals.

Incentives, loyalty programs and bouncebacks – loyalty 

programs like punch cards will strengthen the bond with 

repeat customers. Bouncebacks are promotional offers 

given to a customer after a recent sale to encourage 

them to revisit soon, or “bounce back” to the restaurant.

No discount programs - discounting is probably the least 

effective promotional technique. Offering a discount such 

as 10% off or $1 off can actually hurt profits. Customers 

are less likely to perceive full value as good value.  

Regular customers will pay full price anyway.  Free stuff 

is the best incentive!
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Café Strategy & Plan – Local Media Outlets

Engage & network with local publications and 

strategize to stagger feature articles about the café 

and the great impact from music programs & café 

features on the local community. 

The Stranger   

Seattle Weekly

Seattle Times 

News Tribune

Ballard News Tribune 

Belltown Messenger

Seattle Daily Journal of Commerce

North Seattle Herald Outlook

Seattle Business Journal 

 Universities

 The Daily – University of Washington

 The Falcon – Seattle Pacific University

 Seattle Community Colleges

 

Tie together Fremont & Wallingford as a “community of 

businesses”, foster win-win relationships.

position Gypsy as place to go before or after other 

restaurant, to relax with a great glass of wine and 

music for example; make Gypsy part of the local area 

customer experience.

feature foods from other cafés such as Roe Roe BBQ a 

couple blocks north

Engage with neighboring cities local air and print media to 

maximize café exposure and profile. Example townships 

include:

 Bellevue

Edmonds

Federal Way

Shoreline

Bainbridge Island

Whidbey Island (home of Djangofest)

Bothell

Bremerton 

Des Moines

Duvall

Other major Seattle metro-area townships

 

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫
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Beverage Services Strategy 

The café beverage strategy considers the following:

music, art, eating and enjoyment is part of 

people’s relaxation time and responsible alcohol 

sales and consumption are a natural part 

community, family & personal enjoyment

beer, wine & alcohol cooler sales are an 

important profit center for the venue

on average Gypsy Café alcohol sales have been 

about 15% of total food services and this would 

increase significantly with more events, 

popularity and increased hours of operation

the beverage focus will be primarily on mid-

range wines, and popular local and regional 

microbrews

a longer-term goal would be to have 3 special 

beers on tap, perhaps rotating as chosen 

breweries partner for brands and special brews 

– a beer tap would increase the “public house” 

and community feel of the venue

a basic variety of juice soft drinks will be 

available including local specialties and a soda 

fountain may be a great enhancement

⚫

⚫

⚫

⚫

⚫

⚫
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Investors

Vision, 

Mission

Business Model & Organizational Design 

* retired CPA; active from 1989-2002

3-member 

advisory board
Allan Miller 

Community & Business 

Development Plan

Security, 

maintenance & 

other operations

Entertainment 

Venue

Booking

Business 

Services

Marketing Administration

Accounting*

Legal

Venue 

Operations

Retail Plan

Venue 

Operations Plan

Business Plan

Peter TiltonPeter Tilton

Food 

Services

Employees 

Food Service 

Plan

Art & Music 

Community
Music Store
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FINANCIAL 

ANALYSIS

© 2013 peter tilton
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Summary of Key Financial Forecasts & Projections
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3-Year Sales Forecast
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3-Year Sales Forecast
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3-Year Gross Profit Forecast

Year One Year Two Year Three
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3-Year Gross Profit Forecast
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3-Year Net Income Forecast

Year One Year Two Year Three



33

3-Year Net Income Forecast
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Year One Break Even Forecast
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Sales Forecast for Year 1

Average composition of sales

Coffee, tea etc

Food Prep

Alcohol

Other
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Summary of Forecasted Sales, Cost of Sales, & Gross Profit for Year 1
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Summary of Forecasted Sales, Expenses, & Net Income for Year 1
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Summary of Forecasted Sales, Gross Profit, & Net Income for Year 1
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Sales Forecasts for Year 1, 2 & 3

2010-2012 Sales – current owner had unreconciled 

amounts between total line item sales and actual cash 

& credit card receipts; those actual receipts were 

higher or lower by 10% or more.  Since actual sales is 

based on actual cash & credit card receipts, line items 

were calculated from the line item percentage sales of 

total sales in the respective year. 

Notable growth factor – the average café open hours 

will increase by at least 50%.  The 2012 average is 

about 7 days/week 10 hours/day which averages out to 

account for short hours on the weekend.  The Year 1 

open hours will increase to an average of 7 days/week 

15 hours/day. (2012 60 hours /week increased to 105 

hours for Year 1 or 300 versus 450 hours per month).  

Increase in hours does not correspond to a 

proportional increase in sales due to variable time-of-

day sales patterns.









Year 1 Forecast – this is based on expecting sales for 

Jan-Sep to be 75% of 2012 Sales.  Sales are expected to 

quickly reach 2012 average totals given that the café 

should easily reach the levels achieved by the current 

owner for 2012.  For the last 3 months, to even out 

sales for the year, a 3.5% industry growth factor plus 

5.5% resulting from implementing café strategy.  In year 

one, sales should quickly approach and exceed the 

previous average sales with better management, better 

café strategy, better entertainment programs, better 

marketing initiatives, the potential of new target 

customer groups and significantly increased café hours.

Year over year growth trends positive – the National 

Restaurant Association and others project a 3.8 percent 

increase for 2013 in current dollars.  For smaller or 

limited service restaurants, the range of increase is 3%-

5%.  For purposes of forecasting, a 3.5% growth rate 

plus 3.5% growth from implementing business strategies 

is assumed for a total of 7% growth using the 12th period 

of Q4 as the base.  In year three the numbers are 3.5% 

industry forecast and 4.5% resulting from business 

strategies for a total growth factor of 8%.  Based on 

current strategies and plans, sales & industry growth 

should conservatively meet or exceed the estimated 

forecasts.

The sales forecast includes the following considerations & assumptions: (sales are difficult to predict because of 

numerous economic & environment variables – these forecasts are a budget and management tool):
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Cost Projections for Year 1 and 2

Sysco Food Services – Sysco will provide the core 

food services, consulting, equipment and 

maintenance.  Based on discussions with Sysco, year 

1 costs might be close to $750 per week for a total 

of $3,000 per month.  Given growth forecasts, $750 

will apply to the first six months and $850 will be 

applied to the last six months ($3400).  Year 3 Sysco 

costs will be increased to $1050 the first six months 

and $1100 indicating slower growths in costs for 

Year 3.

Alcohol sales – alcohol cost is based on 50% of 

alcohol sales a the cost base used for previous and 

forecasted years.

Other food & beverage – other food & beverage 

consists of other food purchased from vendors such 

as fresh pastries, fresh or locally made drinks, juices 

or energy/food bars.  The estimate for the first 6 

months of Year 1 is $20 per day or $600 per month 

and $25 per day or $750 per month for the last six 

months.







The cost projections include the following considerations & assumptions: (costs are difficult to predict 

because of numerous economic & environment variables – these forecasts are a budget and management tool):

Salaries & Wages – these costs are primarily 

controllable to the extent that management can 

cover open hours.  Management expects to be on 

site continuously and will be inspired and motivated 

to meet business goals and obligations. 2012 hours 

are based on 300 hours @ $12/hr.  However, costs 

will remain flat through managing payroll.  Based on 

open hours, Year 1 hours are budgeted at 450 with 

150 no-cost management cover hours.  So Year 1 

employee hours will be about 300 @ $12/hour and 

management hours covering the counter and 

operations will be 150 hours. 

Occupancy costs – the main expense is the lease 

cost which includes lease, water, sewer & building 

insurance.  Other expenses include other utilities & 

insurance.

General & Administrative – The primary and most 

critical cost is marketing investment including 

consulting & advertising.  It is also the most variable 

cost that is likely to suffer at the expense of fixed & 

required costs.  Start-up costs include a significant 

amount for marketing costs, so they could be 

considered outside a cash flow statement expense 

which reduces operating costs by forecasted 

$300/month.  Initial start up marketing investments 

are expected to be maximized with available funds.

Year over year cost increases - estimated at 3% but 

could be a percentage of the increased cost of 

sales.  The goal would be to manage down cost of 

sales through better management & efficiency.








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Cost Projections Year 1
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Cost Projections for Year 1
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Composition of Cost Projections for Year 1

Total Average Allocation of Total Expenses

Cost of Sales

Payroll

Occupancy

G&A

Sysco Food ServicesAlcohol

Other CC

Total Average Cost of Sales
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café & bar

music school

music store

musicians & 
teachersfundraising           

& fundraiser 
concerts

live recording 
venue

café 
operating 
expenses

wholesale 
instruments*

marketing 
investments

annual festival

equipment* & 
maintenance

outflowsinflows

Year 1 Operational Cash Flow Plan

LLC income 
before taxes 

passes to owner

entertainment venue

catering & parties
Sysco          

Food Services

Investors and/or 
Loan Providers

Gypsy Café 

income

payments

Immediate & primary source of income & expenses in Year 1

Entertainment will generate income growth; other expenses include café upgrades/maintenance

Year 1 not dependent on these revenues/expenses, but growth is expected

* PT already owns sound equipment and inventory of instruments for décor of café 
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a

3-year Sales Data with 2012 Annualized & Projected

2010 – 2012 Financial Analysis 2010-2011-2012
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a

3-year Sales Data with 2012 Annualized & Projected 2010-2011-2012
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a

3-year Total Sales, Expenses & Net Income -  Annualized & Projected

2010 2011 2012

2010-2011-2012
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a

3-year Total Sales, Expenses* & Net Income -  Annualized & Projected

* Most EXPENSE data was unavailable (salaries, cost of goods sold).  2012 expenses were used for 2010, 2011 & 

2012 to calculate an overview of annualized & projected NET INCOME for those 3 Years.  2011 EXPENSES are 

probably low because of more hours open and increased wages.  Profits would still be projected as very positive.

2010-2011-2012
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2012 Sales       

2012 

Projected  

Sales,       

Expenses & 

Net Income

2012



50

Projected Monthly Sales, Expenses & Net Income for 2012 MONTHLY - 2012
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2012 Projected Average Costs per Month

Salary & Wages

Cost of SalesOccupancy Cost

G&A

Total 

Expenses

Cost of Sales

Sysco Food 

Services
Alcohol

Credit 

Card %



52

Projected Monthly Expenses Detail for 2012 MONTHLY EXPENSES 2012
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Projected Financial Results for 2012
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Projected Quarterly Summary for 2012 Q1 & Q2
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Projected Quarterly Summary for 2012 Q3 & Q4
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`

Comparison of 2012 Annualized to Year One Forecast Expenses
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The Gypsy Café configuration includes the general location 

and equipment and assets required to run the kitchen.

an immediate need is outdoor signage and 

commercial refrigeration unit

the current configuration is adequate and 

maintained to otherwise support the café

the initial marketing budget is a critical expense for 

achieving Year 1, 2 & 3 forecasts

due to timing and some uncertainty with beginning 

sales, 3 months of payroll and occupancy cost are 

budgeted.

Examples of future costs that could be considered:

adding grill and hood for fresh cooked food

$50,000

remodel upstairs for additional seating

$50,000-100,000

entertainment & seating upgrades

$20,000 

The café atmosphere and interior décor should remain 

similar….rustic, funky, comfortable:

some upgraded furniture would improve comfort

⚫

⚫

⚫

⚫

Startup Costs & Total Funds Required

`

⚫
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Restaurant Industry Report – Challenges & Opportunities

While the restaurant industry is expected to grow in 

2013, operators will continue to face a range of 

challenges. The top challenges cited by restaurateurs 

vary by industry segment, and include food costs, the 

economy and health care reform. 

After increasing steadily in the last three years, 

wholesale food costs will continue on an upward 

trajectory through 2013, putting significant pressure on 

restaurants’ bottom lines as about one-third of sales in a 

restaurant goes to food and beverage purchases. 

Because of these prolonged cost pressures, restaurant 

operators will continue to use creativity and innovation 

to drive out cost inefficiencies and increase productivity 

to not pass along the increases to consumers at the 

same rate. 

The sluggish economic and employment recovery 

impacts consumers’ cash-on-hand situation, which in 

turn impacts restaurants as there is a strong correlation 

between consumers’ disposable income and restaurant 

sales. There is currently substantial pent-up demand for 

restaurant services, with 2 out of 5 consumers saying 

they are not using restaurant as often as they would 

like; with improving economic conditions, that demand 

is likely to turn into sales. 

Preparing for the implementation of health care reform 

will put additional cost pressure on some restaurant 

operators in the near future. One-third of a typical 

restaurant’s sales go toward labor costs, so significant 

increases in those costs will result in additional cost 

management measures to preserve the already slim pre-

tax profit margins of 3-5 percent on which most 

restaurants operate.

Also among the strongest consumer trends for 2013 are 

local sourcing and nutrition. More than seven out of 10 

consumers say they are more likely to visit a restaurant 

that offers locally produced menu items, and more than 

six out of 10 said locally sourced menus are a key 

attribute for choosing a restaurant. Currently, a majority 

of table-service restaurants offer locally sourced 

produce, meat or seafood, with availability being highest 

in the fine dining segment. 

In addition, more than seven out of 10 consumers say 

they are trying to eat healthier at restaurants now than 

they did two years ago; women more so than men (75 

percent vs. 66 percent). Similarly, about three-quarters 

of consumers say healthy menu options are an important 

factor when choosing a restaurant (80 percent of women 

vs. 71 percent of men). Restaurants are responding to 

this increasing demand for nutritious options, as 86 

percent of consumers say that restaurants are offering a 

wider variety now than two years ago.
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Entertainment Strategy

Between workshop and entertainment activities, a 

significant number of musicians have connected or 

performed at the venue.  The venue is popular and in 

demand by musicians and it was booked months ahead 

at its peak.  Some groups do not get paid and rely on 

charging a cover which has met with mixed success; 

many musicians initially work to make the venue 

successful for their music and to gain exposure.  

Marketing, graphics and more are provided for groups 

who are happy with the in-kind contribution.  This has 

also provided an opportunity to introduce and promote 

new acts, and to expose new acts to audiences as front 

bands.

     The long-term strategy will be to support 

professional fees for musicians through cover charges 

and sales.

    Entertainment will include acoustic-style music 

especially gypsy jazz & swing, bluegrass, Latin and other 

local flavors of cross-over folk, folk-rock and other 

complimentary genres. There is also Cajun and Square 

dancing, old time music, and hosted weekly and monthly 

jam sessions in different music genres.

     A popular entertainment strategy will be to host 

luncheon concerts of appropriate background or 

pleasant listening music two days a week.  Friday is a 

good day for people breaking from work for the early 

weekend and Thursday might be another good day as 

people’s weeks wear on and a break is tempting their 

food and beverage needs.

     The long-term goal is to have activities 7 days a 

week with big Wednesday, Friday and Saturday nights.

Latin Night 8:30pm

Peter creates                 
all the marketing 

materials and websites



61

Low-profile Music Store 

The music store plan has several goals:

provide affordable new high-quality instruments 

with good tone and older instruments supplied 

through trades, commissions and violin maker-

dealers.  The underpinning for this is “all the 

people”

generate profits to the café and help fund 

community workshops and events

provide an environment that is attractive and 

comfortable for people to try out instruments or 

jam, and that is still attractive to regular internet 

café users, many of which come from the nearby 

University of Washington

provide a backdrop to the entertainment venue and 

stage and the overall atmosphere of the unique 

world of the Gypsy Café 

maintain a complete online store including 

worldwide shipping of instruments and Gypsy Café 

paraphernalia

     The music store has a starting demonstration-style 

inventory of guitars, banjos, violins/fiddles, mandolins, 

Dobros and other instruments in related families.

there are separate funds committed to build out a 

larger instrument inventory including accessories to 

fill up the store and provide adequate variety and 

selection, and to represent things that can be 

ordered

a strong inventory base will provide a higher profit 

potential and more appealing and professional 

music outlet

The current business resources include:

established relationships with major wholesale 

suppliers including Saga, MusicCorp and The Music 

Link.  n.e.w. gets the same prices and can price 

match other shops.

established relationship with violin-maker dealers 

who will provide instruments old and new and 

repairs....eventually there will be a kiosk violin 

shop within the music store that can also provide 

outside instrument repairs.

     While the music store intends to compete and achieve 

profitability for the café and school, the general goal 

would be to compliment its unique style to the area music 

stores such as Dusty Strings or American Music.  Generally, 

as would be identified in the detail marketing plan, the 

target audience for the music store is generally different, 

new or cross-over.  And the target audience will by 

attracted by virtue of the workshop and what people 

might need in instruments or accessories in the workshop 

format.  If anything, the store would bring more musicians 

into all stores and encourage shopping and enjoyment of 

the experience.

     The atmosphere goal is to create a dynamic 

environment & retail venue where a person can 

experience the music store, café, entertainment venue, 

wireless internet or any of the many other activities 

happening.

   

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫

⚫



62

Sample Music Store Items & Marketing

* all graphics, websites & designs by Peter Tilton
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Workshop School Plan

The workshop music school is core strategy of the 

community service program.

     The heart of the workshop is the Accelerated 

Music ProgramTM (AMP
TM

) developed by Peter Tilton 

and which includes formal workshop courses, music 

events and jams sessions for live playing with other 

people.  

Major workshop strategy areas and requirements are:

Restart the Wednesday night workshops (see 

brochure sidebars)

identify interior spaces to configure for large, 

small, and individual workshop areas and start 

projects to modify spaces as necessary (e.g. music 

store) 

identify available time slots for workshops outside 

of Wednesday nights and weekends where 

workshops and popular entertainment are already 

scheduled

identify groups that are underserved on Wednesday 

workshops, such as youth or elderly or targeted 

Seattle school and so on.  Set up a second major 

workshop in one of those areas

Upgrade and secure workshop & PA backup 

equipment with any funds that might be available 

beyond setting up the business requirements.  

Equipment also supports performance & events 

revenues & and customer growth strategies

⚫

⚫

⚫

⚫

⚫

Peter uses visual aids to describe music 
concepts and demonstrates examples on most 

instruments and then the workshop students & 
participants play along.  Back up music is often 

used and the chord progressions flow by on 
the screen for easy viewing.
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2010-2011 Brochure for Workshops & Teaching

* all custom 

graphics, 

websites & 

designs by 

Peter Tilton
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Festivals and Events 

Part of the music store and workshop marketing strategy is to 

attend major festivals and events.  In 2011, newearthmusic was a 

vendor at four bluegrass festivals and one guitar show.

     Festivals are a great opportunity to spread the word and sell a 

few things to raise funds for the school and to feature advertising 

and retail goods from the cafe.  Longer-term, the business could be 

represented at:

the current set of festivals plus more consistent appearance 

at a wider selection of festivals

Djangofest – premier Gypsy Jazz festival and concerts

when a solid approach is developed, to appear at classical 

events such as the Olympic Music Festival to provide 

alternatives and color for the classical music players and 

listeners

⚫

⚫

⚫
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Vision and Skills of Director

Peter 

Tilton

will be

Director of                    

Creative Operations

From the business side, Peter’s experience includes:

twenty year business career starting at Price Waterhouse ending with 

retiring from almost ten years as director at Microsoft

active CPA for twenty years, highly active in professional 

organizations including board positions after graduating at top of 

class in college (#1)

as a business and computer auditor and consultant, worked in many 

different business areas including management, accounting, 

marketing, legal, product design, computer systems and more

Peter has advanced computer skills, designs websites & graphics, 

marketing materials and is the designer and author of this plan

⚫

⚫

⚫

⚫

⚫

⚫

Peter developed The Accelerated Music ProgramTM (AMPTM
) which is the heart 

of his workshop music school.  AMPTM is a combination of components that cover 

all aspects of music and musicianship required for creating and playing live 

spontaneous music with other people by site, sound and feel.  Please see the 

business plan section for the venue entertainment, music store & music school.

      Peter is qualified in many ways to direct and accomplish the vision and 

strategy of the integrated café and programs.  His personal characteristics and 

work ethic will help to promote, protect and defend the philosophically 

important nature and community focus of the mission.  He also led the music 

efforts for two years at the venue and booked and marketed entertainment for 

a year.  He taught almost 100 straight weekly workshops from 2010-2011. 

    Peter is an excited promoter of the Gypsy Café and his startup music school 

and promoting acoustic entertainment & instruction.  With personal motivation 

combined with twenty years of business skills including presenting and teaching, 

CPA in accounting and computers for 20 years, and five years of planning, Peter 

will make a good executive director of the program. 

Peter’s vision is honest, simple & practical: 

increase peace, harmony and awareness in the world through a 

gathering place for community, music and art

unify, connect and reach out to people and bring them together to 

create, share and experience music and art 

preserve a more natural connection to the world through acoustic-

style music and nature and landscape style art and universe-friendly 

behavior for living

Peter has written the business plan to achieve all the business and 

community goals of the primary stakeholders plus the specific objectives 

of the music and entertainment programs. Creative experience includes:

played string instruments since his Grandfather Knudson put a 

banjo-ukulele in his hands in 3rd grade where he played together 

with uncles, aunts and cousins and for his 3rd grade class

development of a successful music school workshop program and 

community 

design of an effective teaching approach based on site, sound and 

feel with deep musical understanding

proven musical proficiency through extensive practice combined 

with teaching and performance & actively organizing and 

participating in spontaneous musical events…i.e. jam sessions, 

performances, workshops

     

⚫

⚫

⚫

⚫

⚫
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Music Workshop and Store Activities

Workshop #52 2011                                                                     
Alison and the workshop group present a 

surprise gift basket & $1,000 in donations to 
Peter at the one-year milestone of the school
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Governance

© 2013 peter tilton



69

Business Form – Limited Liability Company

Limited Liability Business Entity 

The simplest most flexible business entity  is the 

Limited Liability Company, or the LLC. The  LLC will 

provide limited liability to its owners (technically 

called 'members'), meaning that any liability created 

by the company is limited to the company. The 

members' personal assets are protected from all 

claims against the company.

LLCs Get the Best of Both Worlds

The LLC is like a hybrid between a partnership and a 

corporation. Like a partnership, owners of an LLC will 

have income flow directly to them, avoiding the 

double taxation problems of a C-corporation. Like a 

C-corporation, every owner of an LLC has limited 

liability. In a partnership, one partner must act as a 

'general partner', who is personally liable for all debts 

of the company. There is no need for a 'general 

partner' in an LLC.

LLCs Allow Flexible Ownership Structures

An LLC can have any number of members, and each 

can own any percentage of the company that the 

members agree upon (the total percentage ownership 

has to add up to 100%, obviously). Members can be 

individuals, other LLCs, trusts, and C-corporations. 

The variations are nearly unlimited, and people have 

come up with very inventive structures for 

accomplishing different tax and asset protection 

goals.

No Double Tax with an LLC

An LLC has much more favorable tax treatment than 

a corporation. Unlike a corporation or C-corp, LLCs 

don't pay an "entity-level" tax. Profits and losses flow 

through from the LLC to the members directly. 

Corporations have to pay a tax first, then the owners 

pay again when they recieve dividends.. A 

consultation with an accountant or attorney will be 

helpful in making sure the full tax benefits of this 

type of business structure are realized. These 

include methods of minimizing self-employment tax, 

and ensuring smooth pass-through taxation of all 

profits.

Other

Business & Liquor License 

The Washington business and liquor license is 

included in the price of the business.
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Independence, Integrity & Governance
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A board of directors is critical to and required 

for good governance of an organization.  The new 

Gypsy Café does not really need a board, but will 

have a group in the form of a three to five member 

advisory board. 

     The Board of Advisors will help develop good 

approaches to community and art and music 

programs.  The board of advisors are likely to be 

from the local community and the art and music 

community.  This will help provide a direct tie into 

the hearts and needs of those communities and 

ensure the business is achieving plans to both be 

profitable and a contributing force in the 

community.

     Funding for community activities may be 

provided by outside entities.  The Board of Advisors 

can ensure and validate appropriate use of the 

funds.

     Traditional governance functions such as 

accounting and legal will be handled by the owner 

and his manager of administrative functions.

     

Board of Advisors
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Use of Financial Information

• Statements & disclaimer

– This “Business Plan” & “Financial Analysis & Projected Financial Statements for 

2012” includes forecasts, projections and other predictive statements that 

represent assumptions and expectations in light of currently available 

information. 

– No guarantee is presented or implied as to the accuracy of specific forecasts, 

projections or predictive statements contained herein.

– None of the information contained herein is intended as investment advice, as 

an offer or solicitation of an offer to buy or sell, or as a recommendation, 

endorsement, or sponsorship of any security, company, or fund.  

– Access, use & requirements

• limited to use & requirements as needed by Peter Tilton, Allan Miller & 

Ben Steele

• Use & terms

– Confidential

– Draft version only

– For discussion purposes only

– Sales provided by current owner unverified

– Includes projected/forecast information

• based on specific listed assumptions

– Logo by Peter Tilton for presentation purposes only 

– All rights reserved

DRAFT – FOR DISCUSSION PURPOSES ONLY – DO NOT COPY© 2013 peter tilton

Information, Assumptions & Terms of Use
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END

© 2013 peter tilton


	Slide 1
	Slide 2: Current Café Operations for Sale
	Slide 3: Introduction
	Slide 4: Plan & Proposal
	Slide 5: Vision & Mission
	Slide 6: Overview of Café Strategy & Target Demographic Profile
	Slide 7: A Unique Café 
	Slide 8: Gypsy Café Configuration
	Slide 9: Gypsy Café Entertainment Configuration
	Slide 10
	Slide 11
	Slide 12: Fremont: Dynamic & Eclectic Local Community 
	Slide 13: Local Business Development Strategy
	Slide 14: Dynamic & Growing Business Area
	Slide 15
	Slide 16: Managed with Vision and Skills
	Slide 17: Café & Hospitality Services Strategy 
	Slide 18: Café Strategy & Plan – Customer Experience
	Slide 19: Café Strategy – Recreate Customer Experience
	Slide 20: Café Strategy & Plan – Menu Strategy
	Slide 21: Café Strategy & Plan – Marketing
	Slide 22: Café Strategy & Plan – Advertising
	Slide 23: Café Strategy & Plan – Local Media Outlets
	Slide 24: Beverage Services Strategy 
	Slide 25: Business Model & Organizational Design 
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39: Sales Forecasts for Year 1, 2 & 3
	Slide 40: Cost Projections for Year 1 and 2
	Slide 41
	Slide 42
	Slide 43
	Slide 44: Year 1 Operational Cash Flow Plan
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57: Startup Costs & Total Funds Required
	Slide 58: Restaurant Industry Report – Challenges & Opportunities
	Slide 59
	Slide 60: Entertainment Strategy
	Slide 61: Low-profile Music Store 
	Slide 62
	Slide 63: Workshop School Plan
	Slide 64
	Slide 65: Festivals and Events 
	Slide 66: Vision and Skills of Director
	Slide 67
	Slide 68
	Slide 69
	Slide 70: Independence, Integrity & Governance
	Slide 71: Board of Advisors
	Slide 72
	Slide 73

