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What is Lucid Room?

Do you ever catch yourself downtown looking for something to do, and all you can
think of is going to a bar or restaurant that is like every other bar or restaurant in town?
Well we want to break that.

Lucid Room is an adaptive space that welcomes people wanting new experiences,
people looking to connect with others, and people seeking entertaining experiences
for all ages. We plan to welcome them by allowing them to play cutting edge games,
eat interesting foods, and taste enthralling drinks together. At the heart of Lucid Room
lies the goal of constantly updating our offerings to keep our customers coming back
for something new. We will continually invest in new and current technologies that
allow us to craft endless amounts of fun.

We think fun and discovery are things everyone should have access to. We hope you
do too.




Our Parent Company
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Westlake Lanes Sugar Bowl

Lucid Room is owned by Westlake Lanes, located in Raleigh, NC. The business was
seeing a couple of problems with their business model that they hadn't updated in

a while. The problems are as follows: declining popularity of ‘league’ teams, aging
population of regulars, marginal revenue from limited food and drink menu, continually
rising healthcare and utility costs, increasing forms of competitive family entertainment,
and less free ‘family’ time due to both parents working and kids being over scheduled.

In an attempt to try to revitalize the business manager, Shelby Givens, came up with
the idea of Sugar Bowl. This was a remodel of the outdated bowling alley that would
aim to make it a lively and plush bowling lounge and nightclub. It would feature an
expanded food and drink menu, try partnering with dating apps and local bands, have
reconfigurable spaces, and aim to create an urban lounge feel that would bring in
young professionals.

Lucid Room is an extension of the Sugar Bowl concept It aims to bring the same
offering as bowling in space constrained locations such as downtown areas.



Our Audience

While the Sugar Bowl concept was trying to attract the young professional customer segment to

the business, we saw an opportunity in the Lucid Room concept to attract a more diverse set of
people. We have approached market segmentation by splitting our potential customer base based
on their needs as opposed to a demographic approach. The following segments are based on our
initial trend analysis.

Value Proposition

We will provide an adaptive space that allows customers
to meet and mingle with new customers that share similar
interests via events and activities.

Selling Points

g e Dating opportunity
ConneCﬂon ¢ New people available to meet
Seekel's o Professional networking

e Family meeting area

Value Proposition

We will offer customers fresh and new experiences by
continuously updating our entertainment options.

WS Selling Points

. o Arotation of new games
EXPenence o Opportunity to find new experiences

Seekers e Analternative to jtyplcal dqwntown nightlife
o New food and drink experiences
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Value Proposition

We will give our customers a family friendly space that
provides entertainment for all ages.

S

N Selling Points

=N
. « Kid friendly spaces and content
Famlly  Safe environments

Oriented o Kids menu

e Lower prices

Our Industry

The industry that Lucid Room is operating is a hybrid of the competitive family entertainment
industry and the bar food and beverage industry.

Entertainment Industry

Entertainment is any activity which provides a diversion or permits people to amuse
themselves in their leisure time, and may also provide fun, enjoyment, and laughter.
People may create their own entertainment, such as when they spontaneously invent a
game; participate actively in an activity they find entertaining, such as when they play
sport as a hobby; or consume an entertainment product passively, such as when they
attend a performance.

Food & Beverage Industry

The Food & Beverage industry specializes in the conceptualization, making, and delivery
of food and drinks. Most food and beverage employees work in restaurants and bars,
such as at hotels, resorts, and casinos.

Definitions taken from Wikipedia.com



Our Competitors

In order to assess the industry we looked at competition in three separate levels; Entertainment
companies in downtown Savannah (our initial city), game entertainment options in Savannah as a
whole, and game entertainment in the greater US.

Georgia
TESTTHE LIMITS OF FUN
Battle & Brew is a bar in Atlanta that offers Game-X ,in Atlanta, offers AR and arcade
video games and trivia. games to it's customers.
Oregon

AFK Tavern is a bar in Everett that lets Guardian Games, located in Portland,
customers play on different gaming offers various different PC, console, AR
systems and play tabletop games. and tabletop games.



National

Dave & Buster's is one of the largest
national chains that offers a restaurant and
arcade service.

California

AFKgg Gamer Lounge is located in San
Jose and offers a mixture of different PC
and console games to it's customers.

New York

Vivid VR is Buffalo's first VR gaming
lounge that offers various different
services like VR gaming, private rentals,
and off-site events.




Experience Competitors
in Savannah
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We also looked at some of our more direct thematic competition that is located in Savannah to see how
we can differentiate the Lucid Room offering. There are quite a few businesses that offer more active
entertainment services such as the trampoline park Get Air, the Fun Zone, the escape room service
Escape Room, and the bowling alley Frames & Games. However, these businesses don't have the
technological component of places like The Chromatic Dragon, which somewhat hinders their ability to
change and evolve their offering.



Entertainment Competitors
in Downtown
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In our research of Savannah we looked at some of the competitors in the downtown area that were
close in proximity to where Lucid Room will be. These competitors have a form of entertainment that
they combine with food, drinks, or both. While most of these businesses offer music as the main form
of entertainment, almost all of the businesses we looked at in downtown Savannah only offer passive
entertainment as the main component. There were few exceptions, like the Chromatic Dragon.



Chromatic Dragon Interview

We needed to understand some of the offerings that
Savannah hosted in greater detail. On January 25th, .
2018 we conducted a 40 minute interview with the
General Floor Manager of the Chromatic Dragon. We
asked general question about events they held, who
their clientele are, demographics of their customers,
what sells the most, and if there are periods of time
when they have more business than usual. From this
information, we were able to better tailor Lucid Room's
offering.
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Main Findings

Tabletop games allow the ability to meet new people with similar interests

Family oriented space with games that are able to keep children occupied in a safe
environment

The clientele were typically SCAD students (mainly on weekends) and families or out
of town customers

The average customer at the Chromatic Dragon is 20 to 30 years old

The space as a whole caters mainly toward games and gamers

The Chromatic Dragon sells both themed food and drinks to aim their value
proposition toward a game oriented customer segment

The Chromatic Dragon sells an experience that is wrapped up in their various food,
drinks, and games

The business prefers parties of five or more to play tabletop games rather than video
games because of the console limitations

13
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Structure of the service

The “"Gaming Space” is one of the four service enablers. Since gaming is one of our most
important values it lets the customer enjoy the entertainment offering. In addition, the
space is where most people will spend their time, while enjoying drinks and snacks.

2

The second enabler of the service is the “App/Website". It gives the customer access to
make a reservation, order food and drinks, choose games, sign the liability waiver, and
give feedback on their experience of Lucid Room.

©

"Small Eats” is another enabler of the service, provided by Lucid Room. Customer are
able to order smaller dishes while they are enjoying the unique gaming experience.
Furthermore, it would be one of main sources of revenue for the business.

4

The fourth enabler of the service are the “Cocktail Drinks". Drinks are key for a successful
entertainment offering. In combination with snacks and the gaming experience, drinks
are another major source of revenue. Customers are able to enjoy unique and exciting
drinks at the bar or in the gaming space.

15



Food Suppliers

Savannah has rich offering of unique restaurants and bars. Especially in the downtown
area many quality establishments fulfill tourist’s, citizen's, and student expectations.
Lucid Room can take advantage of the current offerings in Savannah and create valuable
partnerships. With Lulu’s Chocolate Bar, Treylor Park/ Hitch, and Coastal Empire as
suppliers, we cover quality food and quality drinks for our service offering.

LUC'D Lulu’s Chocolate Bar

LUCID Treylor Park/ Hitch

LUCID Coastal Empire



Lulu’s Chocolate Bar

Lulu's Chocolate Bar provides housemade sweets and
special cocktails. Different kind of deserts will add to

the quality and experience of the customer. With Lulu’s
Chocolate Bar Lucid Room would have a great partner to
satisfy it's customers.

Treylor Park/ Hitch

Treylor Park and Hitch are unique spaces that offer a
fun and unique food/cocktail/beer menu during day and
night. It is also located in Savannah downtown and with
partnering up, it would bring some southern flair to the
Lucid Room environment.

Coastal Empire

Coastal Beer Co. is a craft brewery founded in 2010. It
sells three different beers:

e Savannah Brown Ale

¢ Tybee Island Blonde

* Pale Ale

Il —




Game Suppliers

There are many innovative companies around the globe which provide exciting gaming
experiences. Lucid Room decided to partner up with up to three companies who provide
projection games. LUMOplay, TouchMagix, and Beam are all businesses who are falling
under the rigorous criteria of having quality games.

LUCID LUMOplay

LUCID TouchMagix

LUC'D Beam



Game Equipment
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Computer Software Sensor Projector

itial Layout Idea 7

“Break it"” “Champions” “Chasing Sheep” “"Feed My Pet”
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User Encounters Map

Because of the complexity of our service, and more specifically because users can
just come in for food or a drink, we will explain the different processes of our service
through the encounter of a typical customer that has been to Lucid Room before.

Processes
Checks in to Lucid Room

¢ Welcome script and procedures
e |Dcheck

o Time/Space management

e Reservation management

Gets a drink at the bar and waits &

o Beverage preparation

e Drink order management

e Profile matching

e Drink delivery at bar (Waiters will deliver drinks to gaming areas)

o Time management
e Ordering system

o Profile building

o Food delivery

e Food preparation
e Order management
o Delivery system (Waiters)



Lucid Room Ideal Space
1st Floor
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Plays games with his friends

Helping customers
Switching games
Combining parties to play large scale games

Order system

Profile building

Food and drink delivery
Cleaning crew

< Cleaning crew
\o Periodically eats and drinks

e Maintaining and repairing equipment
e System control
e General tech support

e Accounting
e Processes Management
e Scheduling

e Clockingin



Lucid Room Ideal Space

2nd Floor
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Drivers of Value

Customer Key Key
Relationships Resources Activities

N

Partners Suppliers



Overview

Lucid Room is designed to deliver exciting and engaging interactions for
customers with the intention of delighting their expectations. In order to
accomplish our objectives as a service providers, we must define our offering,

assets and processes that build interest and appreciation.

The business model canvas is a strategic visualization tool that helps visualize
the main values, structure, processes , actors and a financial overview.

Any category can be a driver of value but it is the strategy of each business that
defines the assets that actually are more valuable in their case.

Key Partners

Suppliers

Social Matching

Key Activities

Projection games

Small eats

Drinks

Connecting people

Key Resources

Downtown locations

Value Propositions

We will provide an adaptive space
that allows customers to meet and
mingle with new customers that
share similar interests via events
and activities.

We will offer customers fresh and
new experiences and continuously
update our entertainment options.

We will give our customers a family
friendly space that provides
entertainment for all ages

Customer Relationships
Memberships
Semi-self service

Automated payment system

Channels
Website
App
Game / physical location

Front stage staff

Customer Segments

Experience Seekers

These customers are actively seeking
new and exciting things to try
downtown. They value trying differnt
things when they go out

Connection Seekers

These customers heavily value
connecting with people in a social
setting. This can include making new
friends, business networking, or dating

Family Oriented
S e S
These customers have a family they

need to consider when they go out. They
value safety and kid friendly places

‘ m Projectors Members
Games App
Food and drinks
Cost Structure

People (staff) Game licenses

Location App / website

Food and drinks Advertising

Revenue Streams

Hourly charge for playing games
Food and drink revenue

Revenue from memberships

25



Bysiness Model . .
Customer Relationships

(

An organization must select the kind of relationship it
will have with its customer segment in order to create
financial success and sustainability.

Self Service

The service is going to provide a personal self driving experience
through the ordering, game selection and reservation process. Our
customers will feel comfortable by avoiding unnecessary interactions
with the personnel, a trained collective prepared to be ready to assist
and serve customers. Thanks to a personalized and unique application
platform, users are going to customize their experiences seamlessly.

Membership

Lucid really cares about their customers and our goal is to construct
strong relationship with them. To achieve this desired outcome we
offer a membership connection to our customers. Through the app we
communicate them our promotions and track them during the entire
serrvice.

()



iness Model
upp Iers

A party that supplies goods or services. A supplier may
be distinguished from a contractor or subcontractor,
who commonly adds specialized input to deliverables.

N\

Lulu's Bar

Lulu’s bar is a dessert business that has a great reputation in Savannah.
Because of their offering - schedule, uniqueness of their product and
quality of overall experience - their customer segments are really close
to Lucid’'s Room target audience. By incorporating their well-known
products, we are going to obtain some of their attributes in our image
and a portion of their customers.

A\

Treylor Park

Treylor Park is the initial store of two, with a growing audience it
has a diverse set of drinks and food that combines classic southern
style and new American cuisine together in a fun new way, leaving
customers with a desire to come back for their qualitaitve food and
drinks.

Games Providers

Lucid Room needs to insure qualitative and diverse entertainment for
their customers. In order to accomplish its objectives, the business is
going to parter with a large and well-known gaming business to offer
engaging and fun experiences. This partner is going to be a key asset of
the business for delivering qualitative experiences.

vV
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iness/Model. .
ey ctivities

Activities that are keg/To producing the company's
value proposition. An entrepreneur must start by listing
the key activities relevant to his/her business. These
activities are the most important processes that need
to occur for the business model to be effective. Key
activities will coincide with revenue streams.

/

Small eats

The meals offered in the service are going to be categorized as
small eats. This aspect provides an image of speed that customers
take into consideration. Furthermore, the quality of the food is a key
differentiating aspect with game entertainment competitors, as a
consequence of the partnership with well-known catering services.

Connecting users

Beyond our core services, Lucid is offering a service that potentially
brings a high volume of customers, connecting customers based on their
profiles and preferences. In an era of social media connections, there is
a need and want to have physical relationships with others. Lucid Room
is attempting to offer a particular service to effectively accomplish those
needs and desires.

Unique cocktails

Some trends predict that there is going to be a niche towards
uniqueness and personal experiences. Lucid Room is trying to obtain
a interesting image in its bar through customized and unique cocktail
beverage that would immerse the customers into a special experience.



Business. Model
ey Resources /

These are the assets of the organization fundamental to how it
provides value to its customers. Resources can be categorized as
human, financial, physical and intellectual.

Downtown Savannah

Lucid Room'’s location is a essential asset of the service; it has a major
impact in the targeted groups, especially for connection and experience
seekers. Downtown Savannah is a hot spot for tourist, SCAD students
and young adults that coordinate with the values of our business. Lately
it has been perceived as a focal point of entertainment and experiences.

(

App

One of most important assets of the business, our app. It is an
essential part to deliver our services because it is the principal
touchpoint to order, customize preferences, reserve, pay, feedback,
choose games and receive special promotions. Besides being a key
asset, the application is a differentiating attribute to distinguish
Lucid Room from our competition.

Projection Games

Lucid Room's core is offering interactive entertainment and it is
achieving it through a singular and innovative manne,; projection
games. These type of games, beyond being a key differentiator of our
service, attracts customers because of its physical interaction and
new experiences.



Partners

To create efficient, streamlined operations.and

reduce risks associated with any business model, an
organization forms partnerships with its high-quality
suppliers. Key partnerships are the network of suppliers
and partners who complement each other in helping
the company create its value proposition.

Tinder

Lucid Room is planning to achieve a considerable good reputation for
their connection-matching services. Partnering with a popular dating
app to become their physical local location for their potential events, it
opens a wide range of opportunities to build brand image and value for
customers.

Linkedin

Besides dating atmospheres, Lucid Room is designing their
connecting services to match people with same interests to build
friendships and work networks. Partnering with a global website
platform that provides professional profiles of their users could
potentially bring a competitive beneficial image and values.



Corporate Strategy

A corporate strategy entails a clearly defined, long-term vision that
organizations set, seeking to create corporate value and motivate the

workforce to implement the proper actions to achieve customer satis-
faction.

In addition, corporate strategy is a continuous process that requires a
constant effort to engage investors in trusting the company with their
money, thereby increasing the company'’s equity.

Vision
Values

Communication

People

Mission

Processes




Our vision is to create exciting and diverse interactive entertainment
offerings in limited downtown areas across the country.

Help people make a connection over new and shared experiences.




Values

Why: The Philosophy that defines what we do

A space that adapts to changing customer expectations for
interactive and entertaining experiences.

Who: Our tribe

People who are willing to change the entertainment market
in downtown areas.

What: Our Approach

Creating a new approach on diversified gaming in minimal
space (downtown areas).

Attributes defining characteristics
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diverse

customer
focus

dynamic

digital adaptive

Proof: reasons to believe

- Advanced technology

- Brings people together

- Nothing like that exists in downtown areas
- Reasonable pricing (technology)

- Rotation of new games
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Communication

Promotion: How we communicate

Lucid Room will be a new place where people go for the down-
town area. With different kind of communication tools we will
inform new people about our business.

Target group

Lucid Room will have defined target segments that is going to
intend a relationship build up with them.

Family Experience Connection

oriented seekers seekers

Promotion incentives

e Referral Program: a delightful and engaging explanation
of our Lucid Room and detail specification of our offering:
defining the who what and when.

e Promotion to subscription: a strategic campaign with
the desired objectives of obtaining a palpable increase of
customers subscription to the application platform.

e Encounter promotion: through offering deal promotion
to subscribers Lucid will pretend to achieve stronger
relationships with customers. Forcing subscribers interact
more often with the physical service becoming loyal.

Promotion location

e Tourist center

e City market

e Around schools

e Travel websites

e Savannah general

e Social Media

e Caterer's business's




Promotion schedule

Opening: Lucid room is developing a strong promotion
strategy for the pre-launch stage. The objective is to
achieve a big first opening making a special and enlarged
promotion effort.

Holidays: promoting and offering special rates and
events for specific celebration dates. The goal is to take
advantage of popular mobilizations to increase sales and
customers.

Valentine's Saint Labor

Patrick’s day

day

Important moments: understand the life of our
customers to provide effective promotions to empower
potential encounters: SCAD mi schedule, Art March,
Sand Arts Festival, Marine Exposition, Side Walk Arts,...

Promotion Channels

In order to make the promotion effective Lucid is going to pro-
vide different marketing elements to communicate with their
target groups.

Fliers: major impact in public zones and tourist locations. It
is going to be exploited during the entire process.

Social Media: a key element specially to attack potential
customers living outside of Savannah.

Digital Boards: a relatively cheap material that has good
effectiveness ratios for local citizens and tourists.

Radio: in order to attract families, and locals that are
connected to local information channels.

Truck Campaign: a mobile marketing material that allows
the information to be shared and distributed in larger areas
to be seen by more people.

ARG: a singular and differentiated campaign that will be
used during the pre-launch stage to really attract experience
seekers.

TV: a marketing material that is going to be used during the
pre-launch stage to support the objective of developing a
strong starting point.



People

Stake holders

Lucid Room relies on the people who are involved from
the frontstage staff to the back-end managing director.
Having the right people is essential for a successful
business but also for a great customer experience.

Outsourced

Providers
Restaurant Service Bar Service Game Service
e Hostess e Bartender e Technician
o Floor Manager o Floor Manager o Floor Manager
o Buster o Waiter o  Waiter
e Food supplier o Beverage supplier ¢ Game supplier




Processes

Lucid Room's offering is based on a defined structure of
operations, which are performed by our personnel and other
assets. Some of our staff perfom multiple tasks during the

delivery of the service, those are explained in the next model:

People

Hostess

App

Cook

Bartender

Waiter

Buster

IT staff

Marketing Manager

Floor Manager

Processes

Time and Space management
Reservation management
Id check up

Order taking

Payment system

Food preparation

Order management
Beverage preparation
Order delivery

Cleaning services
Technology maintenance
Subscription management
Promotion management
Relationship support
Coordinating staff

Accounting
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Financial Documents

Following are Lucid Room'’s financial sheets; the Income Statement, the Balance Sheet, and the Cash
Flow Statement. These are all available in the appendix at the end of the book. While they are quite
overwhelming and can be a little difficult to understand, we've picked out some of the most important
numbers. We've also taken the financial climate the comapny would be in when we decid eto expand
to other cities around the US.

’ Research And Development $0 $0
haadiss- =
= Salaries And Wages $55,000 $55,000
Software $4,000 $0
Revenue
Travel $2,000 $9,000
Sales Revenue $1,858,065 $2,870,975 Utilities $34,840 $34,840
Less Sales Returns & Allowances $5,560 $5,560 Web Hosting And Domains $650 $250
Revenue from Gaming $146,849 $220,273 Other $17,460 $0
Interest Revenue $0 $0
Total Expenses $428,861 $377,054
Other Revenue $0 $0
Total Revenues $2,009,724 $3,096,808
Income
Expenses
Net Income Before Taxes $1,580,863 $2,719,754
Advertising $34,811 $29,364 Income Tax Expense $14,936 $9,920
Bad Debt $0 $0
Cost Of Goods Sold $65.000 $63 000 Income From Continuing Operations $1,565,927 $2,709,834
Depreciation $57,000 $57,000
Furnit And Equi t $20,000 $8,000 .
HrrE Ane Earpmen Below The Line Items
Insurance $13,000 $13,000
Taxes And Permits $3,100 $2.600 Incomg From Discontinued $0 $0
Operations
Maintenance And Repairs $17,000 $5,000 )
Effect Of Accounting Changes $0 $0
Office Supplies $11,000 $6,000
Extraordinary ltems $0 $0
Payroll Taxes $29,000 $29,000

Rent $65,000 $65,000 Net Profit $1,566,677 $2,709,834



Lucid Roo

TN
Assets
CURRENT ASSETS
Cash $850,000 $743,473
Investments $189,000 $19,500
Inventories $50,500 $50,500
Accounts Receivable $29,215 $29,215
Pre-paid Expenses $68,000 $57,000
Other $0 $0
Total $1,149,715 $842,745
FIXED ASSETS
Property and Equipment $31,000 $69,000
Leasehold Improvements $24,300 $0
Equity and Other Investments $56,000 $56,000
Less Accumulated Depreciation $0 $0
Total $111,300 $1M,300
OTHER ASSETS
Charity $0 $0
Total $0 $0
Total Assets $1,261,015 $967,688
Liabilities
CURRENT LIABILITIES
Accounts Payable $126,100 $126,100
Accrued Wages $41,440 $41,440
Accrued Compensation $0 $0
Income Taxes Payable $2,600 $2,600
Unearned Revenue $0 $0
Other $0 $0
Total $170,140 $170,140
OWNER EQUITY
Investment Capital $0 $0
Accumulated Retained Earnings $0 $0
Total $0 $0
Total Llabilities $170,140 $170,140
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Cash On Hand

Beginning Of Month $450,000 $245,408 $300,154 $370,243 $413,159 $431,668 $446,537
Cash Receipts

Food Sale $0 $134,000 $141,000 $117,654 $100,000 $95,000 $111,980
Hour Charge For Games $0 $13,000 $22,000 $13,000 $9,500 $7,800 $10,500
App Sign up $750 $500 $500 $250 $250 $450 $450
Total $750 $147,500 $163,500 $130,904 $109,750 $103,250 $122,930
Total Cash Available

e $450,750 $392,908 $463,654 $501,147 $522,909 $534,918 $569,467
Cash Receipts

Game Purchases $1,500 $1,500 $1,500 $1,500 $1,500 $1,500 $1,500
Gross Wages $44,602 $44,602 $44,602 $44,602 $44,602 $44,602 $45,454
Payroll Expenses $2,391 $2,391 $2,391 $2,391 $2,391 $2,391 $2,437
Cleaning Services $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000
Catering $10,000 $13,465 $14,019 $10,187 $9,857 $8,989 $10,651
Alcohol Cost $8,000 $8,000 $8,000 $8,000 $8,000 $8,000 $8,000
Furniture $20,000 $0 $0 $0 $0 $0 $0
Interior Remodeling $24,300 $0 $0 $0 $0 $0 $0
Equipment $11,000 $0 $0 $0 $0 $0 $0
Advertising $5,447 $2,447 $2,447 $2,447 $2,447 $2,447 $2,447
Web Server $650 $0 $0 $0 $0 $0 $0
Application $57,000 $0 $0 $0 $0 $0 $0
Application Maintenance $3,572 $3,572 $3,572 $3,572 $3,572 $3,572 $3,572
Rent $5,000 $5,000 $5,000 $5,000 $5,000 $5,000 $5,000
Insurance $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000
Taxes $200 $200 $200 $200 $200 $200 $200
Credit Interest $7,000 $6,897 $7,000 $5,409 $8,991 $7,000 $10,941
Utilities $2,680 $2,680 $2,680 $2,680 $2,680 $2,680 $2,680
Accounting & Legal $1,945 $500 $500 $500 $500 $500 $500
Total $205,342 $92,754 $93,41 $87,988 $91,240 $88,381 $94,882
Cash Paid Out (Non P&L)

Loan Principal Payment $0 $0 $0 $0 $0 $0 $0
Capital Purchase $0 $0 $0 $0 $0 $0 $0
Other Startup Costs $0 $0 $0 $0 $0 $0 $0
Reserve And/Or Escrow $0 $0 $0 $0 $0 $0 $0
Owners' Withdrawl $0 $0 $0 $0 $0 $0 $0
Total $0 $0 $0 $0 $0 $0 $0
Total $205,342 $92,754 $93,41 $87,988 $91,240 $88,381 $94,882
Cashigosition $245,408 $300,154 $370,243 $413,159 $431,668 $446,537 $474,586

(End Of Month)



2019
$474,586 $486,998 $500,263 $557,474 557,474 $621,514 $245,408 $450,000
$99,860 $100,010 $103,098 $127,000 $152,000 $186,901 $1,468,503 $1,468,503
$4,260 $6,100 $8,798 $11,876 $14,390 $19,975 $141,199 $141,199
$300 $300 $450 $450 $500 $500 $4,900 $5,650
$104,420 $106,410 $112,346 $139,326 $166,890 $207,376 $1,614,602 $1,615,352
$579,006 $593,408 $612,609 $656,392 $724,364 $828,890 $1,869,010 $2,065,352
$1,500 $1,500 $1,500 $1,500 $1,500 $1,500 $18,000 $19,500
$45,454 $45,454 $45,454 $45,454 $45,454 $45,454 $541,185 $585,787
$2,437 $2,437 $2,437 $2,437 $2,437 $2,437 $29,014 $31,405
$1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $12,000 $13,000
$9,987 $10,040 $10,289 $12,758 $14,689 $19,864 $144,795 $154,795
$8,000 $8,000 $8,000 $8,000 $8,000 $8,000 $96,000 $104,000
$0 $0 $0 $0 $0 $0 $0 $20,000
$0 $0 $0 $0 $0 $0 $0 $24,300
$0 $0 $0 $0 $0 $0 $0 $11,000
$2,447 $2,447 $2,447 $2,447 $2,447 $2,447 $29,364 $34,811
$0 $0 $0 $0 $0 $0 $0 $650
$0 $0 $0 $0 $0 $0 $0 $57,000
$3,572 $3,572 $3,572 $3,572 $3,572 $3,572 $42,864 $46,436
$5,000 $5,000 $5,000 $5,000 $5,000 $5,000 $60,000 $65,000
$1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $12,000 $13,000
$200 $200 $200 $200 $200 $200 $2,400 $2,600
$8,731 $9,816 $11,964 $12,871 $14,871 $15,871 $127,362 $91,000
$2,680 $2,680 $2,680 $2,680 $2,680 $2,680 $32,160 $34,840
$500 $500 $500 $500 $500 $500 $6,000 $7,945
$92,008 $93,146 $95,543 $98,919 $102,850 $109,025 $1,147,144 $1,309,124
$0 $0 $0 $0 $0 $0 $0 $0
$0 $0 $0 $0 $0 $0 $0 $0
$0 $0 $0 $0 $0 $0 $0 $0
$0 $0 $0 $0 $0 $0 $0 $0
$0 $0 $0 $0 $0 $0 $0 $0
$0 $0 $0 $0 $0 $0 $0 $0
$92,008 $93,146 $95,543 $98,919 $102,850 $109,025 $1,147,144 $1,309,124
$486,998 $500,263 $517,066 $557,474 $621,514 $719,866 $712,866 $756,228

4



ngﬁll%'migﬁ Price Points

Cost structure

The first year of Lucid Room will cost

21,172,945.00

=S

Credit interest for lucid
room sits at in
Savannah, which is

a monthly payment
starting from $12,000
and slowly decreasing.

Introduction of AR/VR
would be a risky decision,
it is an expensive setting
with questionable profit
ratios.

Flat fee of for
the equipment in the
initial location

Flight expenses,

, for technical
conferences for.
Year two is increased
to $9,000 to start
discovering strategies
to expand

S

Cost for food for the first
year is near ,
average cost of food per
year for a small scale
restaurant and that is
upwards of $150,000.00

g,u.é n
=

L

The savings of not
including full kitchen is
$24,300.00 - average
cost of full new resautrant
kitchen is approximately
$50,000.00.



Sales Figures

W)y TU V)V II VY
Food Sale for year one

Revenue from memberships equals

$5,650.00

if the cost for a membership is $3

; We plan to charge per hour for Lucid
I Room. If we charge $15.00 for the first
hour and $10.00 for additional hours, in a
year we will make

L $141.199.00



Financial Overvi

usiness e@'xpansions

Atlanta | Expansion 1

In profits made during year one of

the Atlanta expansion The Atlanta expansion will cost

Includes periods where income was less than the
normal amount previously collected from the data
of the previous 3 years Includes the cost of the loan

Additional staff would be brought in. IT
staff, management, and development
would add costs of about



Washington D.C. | Expansion 2

U —y— Installation costs of a half kitchen, full bar,
and lounge area including the initial space

E designed for gaming would total

If AR and VR were installed across Factoring in interest, a 5 year load
all 3 Lucid Room locations, it would on $1,200,000.00 would end up
cost and approximated costing Lucid room around
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Strategies For Our Segments

Working towards the future of our target customer, we focus in on the best features possible to create
an environment that is enticing and will keep customers coming back.

L

Intended Strategies For Expansion

Create an environment that is welcoming and
accommodating for all customers.

Expand further into themed events that are geared
toward coupling and meeting.

Interchangeable drink and food options for event and

Connection theme nights.
Promotional options on theme nights, events, and
Seekers

LT

those who are premium application members.

Intended Strategies For Expansion

Bring in the latest technology that can be used within
the space.

Offer exclusive experiences through events.
Promotional sales for premium members on early

Experience game access and discounted hourly fees charged.
Seekers
Intended Strategies For Expansion
Create an environment that is welcoming and
| accommodating for all customers.
Offer games and experiences for younger customer
~ market segments.
A Bring in larger formatted games for larger groups
. to play.
F(?mlly Promotional offers on food and services for premium
Oriented application members.




Expansion Trends

Following the trends into the food and drink industry, new and
Food & Drink exotic food options have taken foodies by storm and people
are now seeking out new food options.

®
v O .
Experimental Drinks Exotic Food Interactive Dining
Future Development of the restaurant in terms of the food and drink

D | t revolves around the customer and what they are looking for
evelopmen when it comes to a new experience. Lucid Room will have
experimental foods and exotic drinks that customers can look

forward to coming back to, and trying something new every time.

v ®

=

Experimental Drinks Exotic Food
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Expansion Trends

Game Following the newest trending games that are in the market.
D | + Implementation for the restaurant is followed up by IT staff and
evelopmen management bringing in new concepts and ideas.

. e -l

Projection System Augmented Reality Console System  Virtual Reality

L

Future The future of gaming is leaning toward augmented reality
as the starting point for the new form of gaming. As Lucid
Development Room expands onward, growing in years, full integration of
augmented reality into the service would be part of it. Within
five years of the company being open, it would then expand
into virtual reality and be implemented into the initial restaurant
as well as the expansion locations.

K e
k/‘s

g

Augmented Reality Virtual Reality



Scenarios

Good scenario

Factors:
-Good tourism season
-SCAD continues to accept more students and grow
-Cost of new gaming technologies and development goes down
-Continue to have little to no competition
-Suppliers prices stay the same
-High demand for a similar service in other areas of the region/country
-Brand recognition organically grows from word of mouth

How to adapt:
-Open up additional locations to account for the increase in potential customers
-Invest in new technologies when the price comes down to keep customers interested
-Use the lack of competition to build strong relationships with customers
-Spend less on marketing in familiar markets and more on expansion of the company

Bad scenario

Factors:

-Tourism and SCAD growth plateaus or declines

-Customer interests with projection gaming starts to die off before the price of AR and other
technologies goes down

-New competition enters the landscape

-Suppliers start charging extra

-Rent increases

-Lawsuit incursions

-Changing alcohol legislation

How to adapt:

-Capture more sustainable market segments or move to an area that has more tourist activity

-Try to partner with a tech company that is developing an AR platform and use Lucid Room as
a testing ground for their new technology

-Increase marketing expenses and alter the marketing strategy to speak more toward the
differentiating features of our service

-Change suppliers

-Find more efficient and cost effective forms of marketing or change locations if rent becomes
too expensive

-Come to a settlement then spend more on legal costs to bolster the liability waiver



Lucid Room
Performance track

Tracked In order to achieve some strategic outcomes established

. it is important to track different that are being offered to
Sl understand the effect of their performance in the overall
business.
Games Restaurant Meeting
Key assets Each service is influenced by a collection of assets that can

define the performance of the business in different categories.

Y O 2

Financial Processes Market Transformation
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Increase of sales

Total amount of
money that we
generated

Increase of profit

Total amount of
benefit after paying
costs.

Efficient consumption

Total amount of
sales in time and
customers.

Financial

App payment
system.

App payment
system total & cost
structure.

App payment &
app timing.

Consumption of more profitable offering

Total amount of
income in total
volume of sales.

App payment &
cost structure

A study compared
monthly

A study compared
monthly

A study compared
after 3 months.

A study compared
after 3 months.



Quality of processes

Total amount
of complaines
received

Complain response

Satisfaction rate
after complain

App User Experience

Satisfaction rate

and help assitance.

Work Efficiency

Amount of
processes, time &
people involved

Quality of Bartender

Satisfaction rate
& amount of
complaines

Processes

App ordering
system & complain
button

App rating system
& app profile data

App profile

Inner system
management

Bar

App rating system
& complain button

A study compared
after 2 months

A study compared
after 2 months

A study compared
monthly

A study compared
every 2 months.

A study compared
weekly
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Restaurant
Quality of meal assistance ’

Satisfaction rate App ordering A study compared
and complain system & complain weekly
button button

Quality of order management

Amount of order App ordering A study compared
complaines system & app weekly
complain
Gaming
Quality of assistance
Satisfaction rate Satisfaction rate & A study compared
and assistance help assistance button monthly
button

Quality of game changing

Satisfaction rate Satisfaction rate A study compared
and time of process & inner computer monthly
timing
Meeting

Quality of matching assistance

Satisfaction rate Satisfaction rate & A study compared 3
and duration of profile data months
meeting




More customers

Total amount of
customers

Increase image

Satisfaction rate of
customers

Increase engagement

Amount of
customers coming
back

Market

App profile

App rating system

App profile and app
payment system

Wider customer segmentation

Amount of customer

of each segment

App profile

More members of subscription

Amount of members

App profile

A study compared
monthly

A study compared
monthly

A study compared
monthly

A study compared
after 3 months

A study compared
monthly
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Upgrad quality of meal

Satisfaction rate
and ordering
counting

Restaurant

App ordering &
rating systems

i

A study compared
weekly

Amount of
combination parties

Improve quality of games

Satisfaction rate
and game usage

Gaming

Increase customer relationships

App ordering &
payment systems

Satisfaction rate
& inner computer
data

A study compared
every 3 months

A study compared
monthly

Quality of cocktail

Satisfaction rate &
consumption rate

Bar

Rating system &
ordering

A study compared
mothly




Transformation

Implement feedback ideas

Customer insights Rating & feedback
& ideas system

Improve quality of new implementation

Satisfaction rate App rating system
of customers and and ordering
usage system

A study compared
every 3 months

A study compared
monthly

=






i

d'Room

Lucid Room is an ambitious undertaking. We aim
to provide endless fun to those who seek it. We
aim to help people, no matter what their age,
connect over a shared experience that immerses
them in a whole new world. No matter what
technology we use or where we are, our goal as
a company will stay the same. We hope you're as
excited for Lucid Room to become a real service
as much as we are.

Best,
The team at Lucid Room
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Research

Organic Interviews

° What do you do for fun in downtown?

l

Organic Interviews

What do you think about a business in
downtown Savannah which offers
projection based games and alcoholic
and non alcoholic cocktails.

PEOPLE AVG. AGE LOCATION
12 25 years old Downtown Sav.

After a time I find I run out of options of
entertainment.

| would like to meet new people downtown.

Bars and clubs are just at the weekends
fun and good for socializing

There are not many alternativ.
to normal bars

,_T;hey seem interested in unique experiences,
not hotspots, cocktails and social bonds.

\ ?’f’-‘ﬁg interest in cocktails but 8/11 said that
they wouldn't be interested in any non
alcohol cocktail.

] There is a mix between deal and

“quality seekers.

_"",léamily parent said it has a lot of
potential to have fun for families.



"GoogleSurvey

:
27 Responses
Downtown Entertainment Survey _
In our survey, we mainly asked
Thanks for clicking on our survey! Our SERV 421 group is researching entertainment options for downtown Savannah DEIrthlDEIntS to answer a COUplE
and would like your input on a few things. We would appreciate if you fill out this quick survey for us. questions regarding going
The infarmation you provide will be used salely for educational purposes in the context of this project. It will not be downtown and bOW“ng

shared with any outside parties.

S e e S e S S S

85.2% Were willing to meet new people downtown
. W o, T, W, W e

neetnonpeopte donntonn  [RSRL
48.1% ISR

61.5%

A majority of the
respondents listed some
sort of active component
when asked about
alternatives to bowling.
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Hybrid License =

$250 license that allow businesses =

to transition into bars at 10:00 PM S G

X "ﬁ / B e : .t
o | el

Sava nn ah | A |C o h OI L aws DRINKING AGE SERVING AGE HYBRID TRANSITION

21 years old 18 years old 10:00 PM

1:00 2:00 3:00 4:00 5:00 6:00 7:00 8:00 9:00 10:00 11:00 12:00 13:00 14:00 15:00 16:00 17:00 18:00 19:00 20:00 21:00 22:00 23:00 0:00

Full Sales No Sales Hybrid Full Sales



Appendix
Scripts

Young Adults + Hostess

47

It is important to us that we know
who our customers are. We will treat
them like our friends and maintain a
fun and relaxed attitude.

Hello, welcome to Lucid Room.
My name is Jane and | will get
you ready for your game.

se tell me your

Great, 1 saw you are in company
with Valentin and you already
signed the waivers online.

Let me talk about some key rules
and guidiine of the facility and
then you are ready to go.

Awesome, than

Family + Hostess

A LY

We have different kind of customers.
One type is very special to us. The kids
are the ones who bring back the adults

to play.

Family + Hostess

Hello little guys, how are you?
Welcome to Lucid Room. Are
you excited?

Toparent: Welcome to Lucid
room, could you please give
me your booking name?

Perfect, | saw you still need to
sign the waiver. Here is a tablet
which will guide you through it.

After you are done, feel free to
speak to your kids about the most
important rules and facility guidlines

.

)



Appendix
Blueprints

Loyal customer

New customer:
meeting and

*$

physical
evidence

user actions

front stage

backstage

physical
evidence

user actions

front stage

backstage

Smart devi Door \?\Z?\l?ng area Bar
jaicevice Location A
PP
App Entrance Tables Bar Lable
Desk Sofas Tabl Beverage
Bar able Number ID
MAKE GETTO WAITIN ORDER DRINK
RESERVATION »  Locaton P ENIER P> oownstars P aprnk P BEverace P
v A v A
APP HOSTER APP BARTENDER
A
WELCOME TIME SPACE ORDERING
RESERVATION PROCEDURES MANAGEMENT PROCESSES N
PROCESSES
SCRIPT BEVERAGE /
CHECK PREPARATION
MANAGEMENT ID CHECK
PROFILE
l OPEN TAB BUILDING
CHECK
MANAGEMENT N
Door Desk
Smart device Location Waiting area App
App Entrance JISBIES Bar
Desk Sofas Table
Bar
MAKE GETTO SETUP SITINBAR ORDER
DO\“L';';OAD P> reservation P Location P ERIER > MeeTinG DOWNSTARS P aornk B
v A v
APP APP HOSTER APP
WELCOME TIME SPACE ORDERING
PROFILE RESERVATION PROCEDURES MANAGEMENT PROCESSES
MANAGMENT PROCESSES
SCRIPT BEVERAGE
PAYMENT CHECK PREPARATION
REGISTRATION MANAGEMENT |D CHECK
PROFILE
l OPEN TAB BUILDING
CHECK

MANAGEMENT




Game space Games Food
App P Projector Beverage g:;e g:&e ézﬁm Dishes
Sofas Equipment App gp:ce ?:;lmare Space Space Space Trace App g‘ot?;r?::k
Tables App Ep Chai Projector Projector Projector Tables
Projectors Game quipment airs
GOTO GET ORDER PLAY RECEIVE CHANGE COMBINE PLAY FINISH PUSH
oavMEAREA P Equevent P FOOD > GAMES > ORDER > GAME > PARTIES > GAME > FOOD B oonceuron B LEAVE
AV A v v A v v v A v A
HOSTER HOSTER APP GAME WAITER APP APP GAME WAITER APP WAITER
TIME-SPACE EQUIPMENT ORDERING GAME SETTINGS DELIVERY GAME SETTINGS POSSIBILITY PROFILE CLEANING CLOSE CLEANING
MANAGMENT PREPARATION MANAGEMENT SYSTEM CREATION BUILDING PROCESSES CHECK PROCESSES
CLEANING FOOD PROFILE PROFILE PROFILE PAYMENT PROFILE
PROCESSES PREPARATION BUILDING BUILDING BUILDING PROCESS MANAGEMENT
CHECK CHECK PROFILE
MANAGEMENT ™=\ MANAGEMENT === BUILDING
PROFILE
BUILDING
m—
:
:
Games Food
Game space !
Bar App Projector B_everage ézﬁ.e éz:]ne é’:z‘e Dishes
Table Sofas Equipment App App Silverware Space Space Space Trace App Front Desk
Beverage Tables App Space Table Project Project Project Tables Entrance
Number ID Projectors Game Equipment Chairs rojector rojector rojector
DRINK MEET PEOPLE GET ORDER PLAY RECEIVE CHANGE COMBINE PLAY FINISH PUSH
BEVERAGE INTRODUCED P EQUIPMENTN D> oo > caves P oroer P GAME > eartes P GAME > FOOD P> ooneeutton P LEAVE
A AV A v v A v v v A v A
BARTENDER HOSTER HOSTER APP GAME WAITER APP APP GAME WAITER APP WAITER
{L
— MATCHING EQUIPMENT ORDERING GAME SETTINGS DELIVERY GAME SETTINGS POSSIBILITY PROFILE CLEANING CLOSE CLEANING
SYSTEM PREPARATION MANAGEMENT SYSTEM CREATION BUILDING PROCESSES CHECK PROCESSES
— SCRIPT FOOD PROFILE PROFILE PROFILE PAYMENT PROFILE
PREPARATION BUILDING BUILDING BUILDING PROCESS ~ MANAGEMENT
PROFILE
CHECK UP CHECK PROFILE
MANAGEMENT =\ BUILDING
—\ PROFILE
BUILDING 3\
4 =2




References

Assignment 1

Sciortino, Karley. “Are Bars Better for Meeting People Than Dating Apps?"” Vogue, Vogue, 25 May 2017, https://www.vogue.com/article/breathless-karley-sciorti-
no-bars-vs-dating-apps

"One-Third of U.S. marriages start with online dating: study.” NY Daily News, 4 June 2013, www.nydailynews.com/life-style/one-third-u-s-marria-
ges-start-online-dating-study-article-1.1362743.http://www.nydailynews.com/life-style/one-third-u-s-marriages-start-online-dating-study-article-1.1362743

Staff, VICE. "How VR Video Games Could Change Our Minds."” Vice, 20 Sept. 2016, www.vice.com/en_nz/article/ppvg3b/virtual-reality-video-ga-
ming-frontier.https://www.vice.com/en_nz/article/ppvg3b/virtual-reality-video-gaming-frontier

"Obstacle Course Ideas for Adults.” Fun-Attic Sports and Toys, funattic.com/obstacle-course-ideas-adults.htm.
https://funattic.com/obstacle-course-ideas-adults.htm

Panetta, Contributor: Kasey. “Gartner Top 10 Strategic Technology Trends for 2018."” Smarter With Gartner, 13 Nov. 2017, www.gartner.com/smarterwithgartner/gart-
ner-top-10-strategic-technology-trends-for-2018/.

Lam, Adrian. “Virtual Reality Arcades : virtual reality.” TrendHunter.com, TREND HUNTER Inc., 6 Feb. 2017, www.trendhunter.com/trends/virtual-reality-arcade.
editor-emil. “Virtual Reality: Good for the body and mind.” Quantumrun, 12 Nov. 2016, www.quantumrun.com/article/virtual-reality-good-body-and-mind.
"Top five global nightlife trends.” The spirits, www.thespiritsbusiness.com/2017/04/top-five-global-nightlife-trends/3/.

From the Kitchen to the Bar: Restaurant Trends for 2018, By Jessica Montevago, 11 Dec. 2017, www.travelmarketreport.com/articles/From-the-Kit-
chen-to-the-Bar-Restaurant-Trends-for-2018.

"What's happening to bowling?"” White Hutchinson - Leisure & Learning Group, www.whitehutchinson.com/leisure/articles/whats-happening-to-bowling.shtml.
(https://www.whitehutchinson.com/leisure/articles/whats-happening-to-bowling.shtml)

Witsil, Frank. “Is bowling in its final frames or will it roll on?" USA Today, Gannett Satellite Information Network, 10 May 2015, www.usatoday.com/story/money/busi-
ness/2015/05/10/bowling-final-frames-roll/27070351/.

Lee, United States Senator Mike. “What We Do Together: The State of Associational Life in America.” What We Do Together: The State of Associational Life in America - Social
Capital Project, www.lee.senate.gov/public/index.cfm/socialcapitalproject?ID=1F27B7E7-6538-4A2D-8A77-538A47558C87.

"“Bowling Seriously - Bowling Today.” BowlingSeriously.com, www.bowlingseriously.com/bowling-today.html.

“Mintel announces five global food and drink trends for 2018." Mintel announces five global food and drink trends for 2018 | Mintel.Com, www.mintel.com/press-centre/-
food-and-drink/mintel-announces-five-global-food-and-drink-trends-for-2018.

"5 Major Trends in the Food and Drink Industry to Follow in 2018!" Food and beverage, cosmetic and retail industries, 21 Dec. 2017, www.inno-foodproducts-brainbox.-
com/2017/12/20/5-major-trends-in-the-food-and-drink-industry-to-follow-in-2018/.

* All products require an annual contract. Prices do not include sales tax  (New York residents only). “Restaurant industry: total sales U.S. 1970-2017 | Statistic.” Statista,
www.statista.com/statistics/203358/food-and-drinks-sales-of-us-restaurants-since-1970/.

Bender, Andrew. “Top 10 Food and Restaurant Trends of 2017." Forbes, Forbes Magazine, 29 Nov. 2017, www.forbes.com/sites/andrewbender/2017/11/29/-
top-10-food-and-restaurant-trends-of-2017/#97d55ea2a1b2.

Erica. "How Board Game Restaurants are Winning Big with Customers.” Food Newsfeed, 16 Oct. 2017, www.foodnewsfeed.com/fsr/new-concepts/how-board-game-restau-
rants-are-winning-big-customers.

Turk, Victoria. “This London restaurant is using 3D projection to bring food to life.” WIRED, WIRED UK, 24 Nov. 2017, www.wired.co.uk/article/le-petit-chef-dinner-theatre-pro-
jection-london-restaurant.

Nelson, Dustin. “This Laser Dinner at the World's Most Expensive Restaurant Looks Insane.” Thrillist, Thrillist, 28 July 2017, www.thrillist.com/news/nation/sublimo-
tion-most-expensive-restaurant-in-the-world.
-https://goo.gl/JRkBBz

Chef, The. "Bars and Restaurants with Games Keep Guests Entertained.” Restaurant Insider, Restaurant Insider, 17 Sept. 2017, www.upserve.com/restaurant-insider/-
bars-and-restaurants-with-games-keep-guests-entertained/

"Study: SCAD's local economic impact reaches $438M." BiS | Business in Savannah News, 8 Dec. 2017, www.businessinsavannah.com/bis/2017-12-07/study-scad-s-lo-
cal-economic-impact-reaches-438m.

Staff, WTOC. “City of Savannah releases 2016 travel and tourism numbers.” WTOC.com - WTOC-TV: Savannah, Beaufort, SC, News, Weather & Sports, 11 May 2017,
www.wtoc.com/story/35408409/city-of-savannah-releases-2016-travel-and-tourism-numbers



Assignment 2

"Figure 2f from: Irimia R, Gottschling M (2016) Taxonomic revision of Rochefortia Sw. (Ehretiaceae, Boraginales). Biodiversity Data Journal
4:e7720. https://doi.org/10.3897/BDJ.4.e7720." doi:10.3897/bdj.4.e7720.figure2f.

"TREYLOR PARK." Treylor Park | SAVANNAH. Accessed March 12, 2018. http://treylorparksavannah.com/.
"The Public Kitchen and Bar." The Public Kitchen and Bar. Accessed March 12, 2018. http://www.thepublickitchen.com/.

"Savannah —11 W Liberty St, Savannah GA 31401 — Store Menu & Directions." Mellow Mushroom. Accessed March 12, 2018.https://me-
llowmushroom.com/location/ga-savannah-11-w-liberty-st-31401/.

"The District Cafe & Eatery." The District Cafe & Eatery. Accessed March 12, 2018. https://districtcafeandeatery.com/.https://www.soho-
southcafe.com/

",." Six Pence Pub. Accessed March 12, 2018. http://sixpencepub.com/.

"Fire Street Food." Fire Street Food. Accessed March 12, 2018. http://www.firestreetfood.com/.
http://www.tacasushi.com/menuitems.php

"The Bier Haus Gastropub photos." Yelp. Accessed March 12, 2018. https://www.yelp.com/biz_photos/the-bier-haus-gastropub-savan-
nah.

http://www.mimiscafe.com/mobile/mobilemenu.aspx https://www.allmenus.com/ga/savannah/27667-wasabis-downtown/menu/
https://www.tripadvisor.com/Restaurant_Review-g60814-d1019891-Reviews-Carlito_s_Mexican_Bar_Grill-Savannah_Georgia.html
Diner (Tallahassee), OpenTable, VipDebbyLee (Charleston), Nittfan (Hawaii), Tuesday6ForDinner (Savannah), Rwlake (New Orleans),
KJBD (Washington DC), VipDeanT (San Diego), VipOpenTable Diner (Chicago), OpenTable Diner (Baltimore), OpenTable Diner, OpenTable
Diner (Richmond), OpenTable Diner (Las Vegas), SarahT, VipFoodie (Chicago), Chef (Philadelphia), MikeP (Seattle), VipMiamiFoodie
(Miami), VipAnonymous (Washington DC), VipAndrea (Atlanta), OpenTable Diner (Louisville), OpenTable Diner (Atlanta), OpenTable Diner
(New York Area), OpenTable Diner (Dallas), Familyof4 (New York Area), Druby (Atlanta), Oscar125 (Las Vegas), VipJujubeans (Baltimore),
OpenTable Diner (Savannah), and TryingNewRestaurants (Savannah). "Prohibition- Savannah - Savannah, GA on OpenTable."
Www.opentable.com. March 11, 2018. Accessed March 12, 2018. https://www.opentable.com/r/prohibition-savannah?page=1.

The Grey. Accessed March 12, 2018. http://thegreyrestaurant.com/.

http://husksavannah.com/

"Welcome." The Collins Quarter. Accessed March 12, 2018. http://www.thecollinsquarter.com/.

"Best Italian Restaurant | Downtown Savannah | Bella Napoli Bistro." Best Italian Restaurant | Downtown Savannah | Bella Napoli Bistro.
Accessed March 12, 2018. https://www.bellanapolibistro.com/.

https://www.tripadvisor.com/Restaurant_Review-g60814-d436984-Reviews-Dockside_Seafood-Savannah_Georgia.html



Assignment 3
"Our Story." Coastal Empire Beer Co. January 07, 2015. Accessed March 14, 2018. http://coastalempirebeer.com/our-story/.

"Typical Work Shifts for a Waitress." Chron.com. Accessed March 14, 2018. http://work.chron.com/typical-work-shifts-wai-
tress-7183.html.

"Wage and Hour Division (WHD)." U.S. Department of Labor - Wage & Hour Divisions (WHD) - Minimum Wages for Tipped
Employees. Accessed March 14, 2018. https://www.dol.gov/whd/state/tipped.htm.

Restaurant Host/Hostess Salary. Accessed March 14, 2018. https://www.payscale.com/research/US/Job=Restaurant_Host%2-
FHostess/Hourly_Rate.

"Salary: Restaurant General Manager." Glassdoor. Accessed March 14, 2018. https://www.glassdoor.com/Salaries/restaurant-gene-
ral-manager-salary-SRCH_KOO0,26.htm.

Salary.com. "Restaurant Manager Hourly Wages." Restaurant Manager Hourly Wages by education, experience, location and more -
Salary.com. Accessed March 14, 2018. https://www.salary.com/Restaurant-Manager-hourly-wages.html.

"2018 Average Bartender Cost (with Price Factors)." Thumbtack. Accessed March 14, 2018. https://www.thumbtack.com/p/barten-
der-cost.

Prep Cook Salary. Accessed March 14, 2018. https://www.payscale.com/research/US/Job=Prep_Cook/Hourly_Rate.

. Accessed March 14, 2018. PayScale Salary Reports. Accessed March 14, 2018. https://www.payscale.com/mypayscale.aspx?pi-
d=10a315e7-c5fd-46c8-9fbf-34e02f1c82e9&wizardid=7&s=1&ft=0.

"How Much Do Dishwashers Get Paid?" Chron.com. Accessed March 14, 2018. http://work.chron.com/much-dishwas-

hers-paid-22170.html.

Kusinitz, Sam. "15 Licenses and Permits Needed to Open a Restaurant." Toast. Accessed March 14, 2018. https://pos.toasttab.com/-
blog/licenses-and-permits-required-open-new-restaurant.

"Dumpster/Container Permit." Dumpster/Container Permit | Savannah, GA - Official Website. Accessed March 14, 2018.
https://www.savannahga.gov/1108/Dumpster-Permit.

Lumo Play Interactive Projection Games and Effects. Accessed March 14, 2018. https://www.lumoplay.com/interactive-display-sof-
tware/lumo-play-pro-for-business.
Billboard

Aland, Maggie, Dan, David Hennessey, Tina Davis, Tom, Jeremy Marsan, and Susi. "How Much Does Billboard Advertising Cost?" Fit
Small Business. January 23, 2018. Accessed March 14, 2018. https://fitsmallbusiness.com/how-much-does-billboard-adverti-
sing-cost/.

"Flyer Printing." Full Color Custom and Preset Flyer Printing | FedEx Office. Accessed March 14, 2018. http://www.fedex.com/us/offi-
ce/flyer-printing.html.

Vistaprint.com. Accessed March 14, 2018. https://www.vistaprint.com/marketing-materials/flyers?coupo-
nAutoload=1&GP=02%2F25%2F2018%2B15%3A11%3A04&GPS=4874515453&GNF=0.

"Walk in print services." Creative Approach. Accessed March 14, 2018. https://mycreativeapproach.com/walk-in-printing/.
"Pricing." Staples Print & Marketing. Accessed March 14, 2018. https://www.staplescopyandprint.ca/pricelist.aspx#fullservice.

"WLVH Radio Advertising Costs." Advertising on WLVH - Radio Advertising Costs - WLVH-FM - 101.1 FM - Savannah, Georgia.
Accessed March 14, 2018. http://www.gaebler.com/WLVH-FM-GA-Radio-Advertising-Costs 22269.



Magazine

Kobliski, Kathy J. "Magazine Ads." Entrepreneur. January 16, 2006. Accessed March 14, 2018. https://www.entrepreneur.com/article/83094.

"How Much Does Magazine Advertising Cost?" Your Business. Accessed March 14, 2018. https://yourbusiness.azcentral.com/much-magazine-adverti-
sing-cost-10672.html.

"How Much Does Television Advertising Really Cost?" Chron.com. Accessed March 14, 2018. http://smallbusiness.chron.com/much-television-advertising-re-
ally-cost-58718.html.

Prater, JD. "Facebook CPMs Increase 171% In 2017 [New Report]." The AdStage Blog. February 14, 2018. Accessed March 14, 2018. https://blog.adstage.io/2017/09/18/-
facebook-cpms-increase-2017/.

Prater, JD. "Instagram Ad CPCs Drop 35% In 2017 [Report]." The AdStage Blog. February 14, 2018. Accessed March 14, 2018. https://blog.adstage.io/2017/11/07/insta-
gram-ad-cost-report/.

"Cost Per Thousand - CPM." Investopedia. December 21, 2015. Accessed March 14, 2018. https://www.investopedia.com/terms/c/cpm.asp.

"How much does it cost to advertise of Facebook?" Strike Social. Accessed March 14, 2018. https://strikesocial.com/blog/how-much-does-it-cost-to-adver-
tise-on-facebook/.

"Brochure Printing." Back to Staples.com. Accessed March 14, 2018. https://www.staples.com/sbd/content/copyandprint/brochures.html.

"Walk in print services." Creative Approach. Accessed March 14, 2018. https://mycreativeapproach.com/walk-in-printing/.

"Brochure Printing." Full Color Brochure Printing Services | FedEx Office. Accessed March 14, 2018. http://www.fedex.com/us/office/brochure-printing.html.
"Supermarket Advertising." Supermarket Advertising in 250 Cities - Grocery Store Ads. Accessed March 14, 2018. http://www.bluelinemedia.com/supermarket-adverti-
flSnagv.annah, Georgia." Digital Billboards in Savannah, Georgia - Fliphound | Digital Billboards and Outdoor Advertising Have Never Been This Easy. Accessed March 14,
2018. http://www.fliphound.com/billboard-advertising/Georgia/Savannah.

Hyde, Patrick. "The 7 Best Gaming Projectors to Buy in 2018." Lifewire. Accessed March 14, 2018. https://www.lifewire.com/best-gaming-projectors-4144988.

"Figuring the costs of mobile app development | Formotus." Formotus Blog. January 12, 2018. Accessed March 14, 2018. https://blog.formotus.com/enterprise-mobility/fi-
guring-the-costs-of-custom-mobile-business-app-development.

"Projection Screens." Projection Screens | Amazon.com. Accessed March 14, 2018. https://www.amazon.com/projection-screens/b?ie=UTF8&node=1286610011.
"How Much Do Startups Pay for Office Space?" Priceonomics. Accessed March 14, 2018. https://priceonomics.com/how-much-do-startups-pay-for-office-space/.
"RESTAURANT INSURANCE COSTS Sample Quotes." Insureon. Accessed March 14, 2018. https://foodservices.insureon.com/resources/cost/restaurants.

Caldwell, Amy. "How Much Does a Whole House Remodel Cost?" Pro Referral. Accessed March 14, 2018. https://www.proreferral.com/hg/how-much-does-whole-hou-
se-remodel-cost/.

"23 Restaurant Promotions That Worked | Restaurant Promotions." Restaurant Consultant Aaron Allen Associates. September 07, 2017. Accessed March 14, 2018.
http://aaronallen.com/blog/restaurant-promotions/23-restaurant-promotions-that-worked.

* All products require an annual contract. Prices do not include sales tax (New York residents only). "Employees per establishment in the U.S. fast food industry 2018 |
Statistic." Statista. Accessed March 14, 2018. https://www.statista.com/statistics/196672/employees-per-establishment-in-us-fast-food-restauants-since-2002/.

25,2017 Zoe Lazarus April, and How Long? 5-7 Minutes. "The experience economy: key trends for 2017." Campaign: marketing, advertising and media news & analysis.
Accessed March 14, 2018.
https://www.campaignlive.co.uk/article/experience-economy-key-trends-2017/1431150#PPTUegkhVW1sCpiK.99.

"2017 Event Trends That Will Grant Your Events An Edge Next Year." Endless Events. February 16, 2018. Accessed March 14, 2018. https://helloendless.-
com/2017-event-trends/.
"Economy: Savannah Soars." Georgia Trend. Accessed March 14, 2018. http://www.georgiatrend.com/January-2016/Economy-Savannah-Soars/.

OPPORTUNITY MAP
Behr, Madeleine. "Young workers lead trend of companies moving downtown; U.S. Venture latest to jump in." Post-Crescent Media. December 22, 2017. Accessed March

14, 2018. https://www.postcrescent.com/story/news/2017/12/22/center-ac-
tivity-u-s-venture-move-part-larger-trend-toward-downtown-offices-more-walkable-residential/970928001/.






	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco
	Página en blanco



