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Every small business is unique. Therefore, it’s essential to have tools that are customizable depending on your business’s needs. That’s why Entrepreneur is offering you access to our Startup Resource Kit. Get instant access to thousands of business letters, sales letters, sample documents and more – all at your fingertips!


Accessing Entrepreneur’s Free Startup Resource Kit is easy. Simply visit: www.entrepreneur.com/guideoffer and download to any windows or mac computer



You’ll find the following:

 



The Small Business Legal Toolkit

When your business dreams go from idea to reality, you’re suddenly faced with laws and regulations governing nearly every move you make. Learn how to stay in compliance and protect your business from legal action. In this essential toolkit, you’ll get answers to the “how do I get started?” questions every business owner faces along with a thorough understanding of the legal and tax requirements of your business.

 



Sample Business Letters

1000+ customizable business letters covering each type of written business communication you’re likely to encounter as you communicate with customers, suppliers, employees, and others. Plus a complete guide to business communication that covers every question you may have about developing your own business communication style.

 



Sample Sales Letters

The experts at Entrepreneur have compliled more than 1000 of the most effective sales letters covering introductions, prospecting, setting up appointments, cover letters, proposal letters, the all-important follow-up letter and letters covering all aspects of sales operations to help you make the sale, generate new customers and huge profits.
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Preface


Opening a bar or nightclub sounds romantic. You might envision yours as the place to go in town. Many people fantasize about the idea, but few actually do it and even fewer make it successful. It’s one of the more risky types of businesses to embark upon, so it’s important to have a road map. This book was designed to provide one for you.

People go to bars and nightclubs for many different reasons, and as options for entertainment continue to grow, you have to make the choice to visit your bar or club compelling. It’s not good enough to just have a selection of alcohol  and open your doors. First, this book will explore the types of bars you might consider and give you some tips to flesh out your concept.

Next, you need to decide how to begin to build your dream—from the mission to the strategy to the structure to the people and processes. Every component is equally important. Many budding bar owners think they can approach the business as informally as the casual environment they want to create. This couldn’t be farther from the truth. The bar and nightclub business is highly regulated and has a high rate of failure, so to be successful you need to have a solid plan in place right from the beginning.

Moving from idea to reality requires a great deal of research about the local market trends and your customer base. The questions you need to ask and the tools you need to do your market research and to scope out the competition are provided. (The latter part can be a great deal of fun, and it’s part of the business!) You will also receive guidance around two of the most important factors: your bar’s name and location.

As you start to get closer to the reality of your dream, you might also be overwhelmed by the amount of paperwork and regulations involved in opening a bar or nightclub. Federal, state, county, and local agencies have requirements and regulations for bar owners, and if you also provide food, it’s even more daunting. Don’t worry, this book will help you through the avalanche of paperwork and permits and show you how to shovel yourself out in a way that protects you and your business.

Next, it’s time to design the layout and buy the equipment. From bar stools to beer taps, you have worksheets to help you decide what you’ll need and how much to spend as you figure out your budget and startup inventory. Then, it’s time to decide what systems and processes you’ll use to prevent theft and ensure your success when the doors open. An entire chapter is devoted to one of your most important assets—your employees. They can make or break your business with the quality of their service, their knowledge, and their honesty. Ways to staff your bar or nightclub and the questions to ask before you hire are all discussed within these pages.

Finally, the focus is on two keys to success: marketing and entertainment. Entertainment options with and without performers are explored. Once everything is in its place, it’s time to let the world know you’re open. But marketing a bar is an ongoing part of staying in business, so some tips and tools to help you make a grand entrance and keep your customers coming back night after night are provided.

While it’s vital to constantly remember that running a bar or nightclub is serious business, don’t forget to have fun. You have the opportunity to express your own creativity with your bar and have a blast in the process. With the right amount of planning and dedication, you can make your bar or nightclub everything you imagine in your dreams and more. Best of luck in your adventure, and enjoy every moment!
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Cheers! L’Chaim! Salud! Industry Overview



Friends, laughter, celebrations, entertainment—fun! These are the things that might come to mind when you think about owning your own bar or nightclub, as you imagine rooms filled with friendly conversation, music, and people enjoying themselves. If you’re thinking of opening a sports bar,  you might envision an exciting game on big-screen TVs with everyone cheering and having a great time. Owning a bar or nightclub sounds like the perfect life to many potential entrepreneurs, but it’s not always fun and games behind the scenes.

Owning a bar/club can mean long hours, giving up vacations and weekends, and sometimes dealing with unruly customers. But if you have a clear vision, do your homework, and learn the ins and outs of the business, it can also translate into a rewarding and financially successful enterprise.

Bars aren’t like retail establishments. People don’t go there just to buy a drink or two and then leave. Depending on the type of bar or club you want to own, it will be a place where people can hang out with their friends and co-workers, negotiate a big business deal, celebrate a special occasion, and meet new people. People want to be around other people, and your bar can provide an excellent opportunity to fill that human desire.




A Look Back at History 

According to the history books, people have enjoyed consuming alcohol for thousands of years. Ancient writings on clay tablets describe the use of wine and beer for religious ceremonies and rituals. That’s a lot of alcohol consumed over 4,000 years! Back then, people fermented fruit juices into wine, honey into mead, and grain into beer. In some parts of the world, alcoholic beverages were considered safer to drink than water. Plus, alcohol could be stored in barrels, and it would still be safe to drink over long journeys.

In the Golden Age of Greece, establishments known as phatnai served traders, envoys, and government officials from a variety of regions. In fact, tavern growth generally followed the development of trade, travel, and industry all over the world.

The early American settlers brought the tradition of the English pub over the Atlantic Ocean and invented the American tavern. In 1634, the first tavern was opened in Boston by Samuel Cole. In New Amsterdam (later New York), Gov. Kieft grew tired of entertaining Dutch colonial guests in his own home, so he opened a tavern and lodge to accommodate them. That same building became New Amsterdam’s first city hall and remained so until the current one was built in the 1880s.
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Fun Fact

Way back when Rome controlled what is now England, alehouses were signified by a broom sticking out above the door. They were run by women known as alewives.



Back in those days, the government required every community to have some kind of public meeting place, and they usually ended up being the taverns. The government set regulations for their operation and controlled the prices.
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Fun Fact

Many celebrated Americans throughout history owned taverns, including William Penn, Ethan Allen, John Adams, and Andrew Jackson. George Washington distilled whiskey, and Sam Adams brewed beer after the Revolutionary War. Abraham Lincoln also held a tavern license in Springfield, Illinois.



People’s interest in bars has long centered a great deal around television. First, it was to see the new invention. Then, they wanted to watch big-screen TVs, and satellite-broadcast programs from all around the world. Now, they want to see high-definition programming on big, flat-screen TVs that they may not be able to afford at home. You’ll often see television reporters interviewing people at bars about the latest hot political topic or sporting event.

Although people still gather to socialize in bars just as they have for hundreds of years, other factors have come into play for the industry as well. Problems with driving while intoxicated have changed the drinking patterns of people in the United States. The growing concern with health and fitness toward the end of the 20th century took its toll on the bar industry. Keeping tabs on this industry requires a look at the alcoholic beverage industry as a whole—what people buy in the store doesn’t differ much from what they buy in a bar. So what’s the status of the modern alcoholic beverage industry?

According to the Distilled Spirits Council of the United States (DISCUS), in 2012 sales of distilled spirits totaled $21.3 billion, up from $13.2 billion ten years earlier. The Council notes that consumers continue to “gravitate toward higher end premium and super premium product choices.” In fact, sales of super premium products have seen a growth rate of 163 percent, while sales of value-priced products have grown 24.5 percent.Ovverall, distilled spirits continue to grab market share at the expense of beer and wine, capturing 34.3 of the market.

There are more than 45,000 bars and nightclubs, in the United States with a combined revenue of about $20 billion—and that figure doesn’t include restaurants that serve alcohol. This means you have some pretty tough competition out there. But you’re not just competing with the other bars in your area these days. You’re competing with every entertainment option from which your customers can choose. And you’re also competing with people’s desire to stay home and save money. More than ever, you have to give them a reason to leave their homes.




The Competition: Other Entertainment Options 

In the 21st century, the bar/club industry is more challenging than ever. The climate of entertainment began to change in the late 20th century. People have more and more entertainment options inside the home. These days, people not only have cable TV, but they also have the internet, which provides them with access to movies, music, and video whenever they want. According to Michael O’Harro, who has owned several bars, and is credited with opening the country’s first sports bar, as a bar owner, you should look beyond other bars for your competition.

“People never have to leave their houses,” O’Harro explains. “You’re not just competing with the bar down the street or the movie theaters. You’re competing with people who are staying at home and entertaining themselves there. So you have to give them a reason to leave the house.”

Not only are you competing with your potential customers’ urge to stay home and take the easiest—and cheapest—path to entertainment, but you’re constantly trying to balance what your customers want with what you’re able to give them. People’s drinking habits change based on their needs and resources. But there will always be a need for a well-run, comfortable place to patronize. “Bars provide a place for people to interact socially, to meet other people,” O’Harro says. “And that’s just something that you can’t get at home with a pizza and a movie.”
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Stat Fact

The alcoholic beverage industry generates more than 3.8 million jobs and $78.6 billion in wages for U.S. workers. In addition, it’s estimated that the distilled spirits industry annually contributes more than $100 billion to the U.S. economy.



If your goals include a wide variety of customers, and you are able to meet and exceed their expectations, then there’s plenty of opportunity for you to fill up your establishment. According to The Gallup Poll, more than 62 percent of Americans consume alcoholic beverages. Good news is also on the horizon. Younger (but legal, of course) consumers have demonstrated an appreciation for drinking. They don’t seem to drink as much as the generations before them, but those who do are more discriminating.

The popularity of higher-priced microbrews and top-shelf liquors continues to increase, which is great for you as a prospective bar owner!




What You Can Expect 

Most experts agree that successful new bars can be in the black within the first six to 12 months, and they can go on to recover their initial investment within three to five years. However, like many new businesses, the statistics for bars aren’t in favor of the startup. Why do they fail? The first reason is they didn’t have enough capital to keep the business going. The second reason is a lack of knowledge about the business. With more competition than ever, it’s more important than ever that you do your homework prior to opening.


To Bar or Not To Bar?


Just because you like to drink doesn’t mean you’re cut out to own a bar. It can be a lot of fun, but it’s also a lot of work and involves many more hours than other types of businesses. We’ve put together ten questions you can ask yourself to see if you’ve got what it takes to own a bar or club. Take your time, and be sure to answer honestly!

1. Are you prepared to give up lazy weekends hanging around the house and vacations for at least the next year—possibly three years?

2. Can you handle going to work every day without the security of knowing what to expect when you get there?

3. Are you willing to risk your savings for your business?

4. Are you willing and able to work seven days a week and 12 or more hours a day, if necessary?

5. Are you willing to sacrifice your social life for the success of your bar?

6. Can you take on the responsibility of leading a staff and conquering obstacles when everyone else has given up?

7. Are you a late-night person?

8. Do you feel comfortable being the host of the party and striking up conversations with total strangers?

9. Are you comfortable dealing with large amounts of cash on a daily basis?

10. Can you say “no” to free drinks for your friends, relatives, business associates, and employees?

If you answered “no” to any of the above questions, you might want to think about it a little more before you open a bar. It’s a rewarding business, but it’s not for everyone. Some people just make better bar customers than bar owners, and it’s important to find out early which category you fit into.



 Are we trying to scare you out of owning a bar? Maybe. If you’re not interested in a high-risk business, this isn’t the one for you. But if you look at risk as a challenge waiting to be conquered, then this may be the industry for you. If you’re still not sure, check out “To Bar or Not to Bar?” on page 5 to see if you’re really ready to give this business a shot.


[image: 005]

Stat Fact

According to the Washington, DC-based Beer Institute, the brewing industry provides more than 2 million jobs in the United States and generates $247 billion in U.S. economic activity annually.



From a personal perspective, you need to ask yourself if you’re really the type of person who wants to own and run a bar. Of course, you don’t have to run it if you own it, but you’d better make sure you have a team of good, trustworthy managers working for you if you plan to be “hands off.” In the beginning, you’ll probably have to be greatly involved whether you plan to be an active owner or not. If you’re the kind of person who would rather deal with paperwork or sit in an office where you don’t have to talk to people, this business isn’t for you. You’ll need to be out there talking to people and shaking hands. Getting to know your patrons, even if it’s just to say “Hi,” can go a long way for your customer service.

Another thing you should consider is the time commitment and hours of operation. If you’re an early riser, you might not enjoy having to work until 3 or 4 A.M. at your bar. If you have a family, you need to discuss how owning a bar will affect them. Many days you will have to be at your bar from the time you wake up—say, around 10 or 11 A.M.—to the time you go to sleep—say, around 4 or 5 A.M. As you can see, this could take a toll on your family life. Eventually, you’ll probably be able to have a saner schedule, once your managers and staff are well-trained, but it may take six months to a year to reach that point. If this could cause problems for you or your family, you may want to reconsider the idea of owning a bar.

If we haven’t scared you away yet, and you’re ready to go for the bottle-in-the-sky dream, read on. We’ve designed this book to give you the tools needed to succeed.




What’s Your Bar Type? 

Before you get started on the actual nuts and bolts of creating your dream bar, you have to decide what kind of establishment you’d like to own. Let’s take a trip through  the various kinds of bars—from neighborhood bar to large-scale club—and see which one is right for you. We’ll also introduce you to a few of the owners and experts we interviewed for this book and the types of bars they own (or would own if they could start over).


Neighborhood Bar 

You’ll find neighborhood bars and pubs everywhere in the United States. You might have one around the corner from where you live or across the street from where you work. They’re excellent meeting places for friends and business associates. Depending on where you live, there may just be one, or there may be lots of neighborhood bars.

If you own this kind of place, you can expect to know many of your regular customers. It’s because of the friendly “home away from home” atmosphere that neighborhood bars are successful. Some of these pubs open as early as 6 A.M. (as long as local laws allow them to do so, of course!), and they sometimes close earlier than other bars—depending on the clientele. This type of bar is perfect for small-scale entertainment options such as darts, pool tables, video games, and jukeboxes.

If you’re thinking of owning a neighborhood bar, you might consider starting out with a beer and wine license first, and then moving on to a liquor license later if the business warrants it. You may or may not want to have a kitchen or extensive food menu, again depending on your concept and your customers. Some neighborhood bars offer sandwiches for the lunch crowd and appetizers in the evening, but no dinners. This avoids the need for a restaurant license and cuts down on costs.

Across the country, this is probably the most common type of bar you’ll find. There are many neighborhood bars out there, but you might find there’s room for one more in your area. According to the experts we interviewed, the startup cost for this kind of bar ranges widely, depending on the size and concept, but mostly on location. You can buy an existing neighborhood bar in a small town for $45,000 or even less, or you can spend millions of dollars building a brand-new one in a big city. Not coincidentally, the amount of revenue these businesses produce varies greatly, depending on your bar’s location and capacity.

A benefit of owning a neighborhood bar is that you can duplicate it in multiple locations, which multiplies your income as well. “The bars that make a lot of money are those that can replicate the project many times,” says Bob Brenlin, owner of three neighborhood pubs in Seattle.


Sports Bar 

Depending on the establishment’s capacity, sports bars can be a specific version of the neighborhood bar, or they can take on a life as big as a club. You may have the  latter in mind, but your market research may point to the former. It’s important to do your homework!
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Bright Idea

During the earliest stages of deciding to go into the bar business, visit several different bars within your local area and in other cities, too. Carry a pocket notebook and write down at least three of your favorite things about each bar as well as three things you’d improve.



Generally, sports bars offer some kind of menu options, such as burgers, pizza, sandwiches, and appetizers. Since the main attraction is sporting events, sports bars have televisions in view of every seat, sometimes all tuned to different channels. Audio and video technology comes into play, with some owners spending a large percentage of their revenue on keeping up with the latest in technology—from satellites to HDTVs. As with neighborhood bars, startup costs and revenue potential vary widely, depending on the size, concept, and location.

If Bob Johnson, a consultant who runs a school of bar management based in Clearwater, South Carolina, decided to open a new bar today, he says he would start a sports bar for both business and personal reasons. “I love anything to do with sports,” says Johnson. “I love to see people in a bar cheering for a team in front of big-screen TVs.”

He also says it is a good business because you have built-in events to use in your marketing throughout the year. “There’s always something to promote, there’s always something to do, and there’s always an aura of excitement in the room,” he explains. “To complement the TVs, you can have video games and sports-oriented games so people can entertain themselves and have fun with each other. They can do more than just sit there and drink. You have to offer your consumer more than just the drink. They’re not going to sit there and drink if there’s not something going on to captivate them.”


Brewpub or Beer Bar 

Studies have shown that although consumers are drinking less alcohol, their tastes are becoming more discriminating. As a result, microbrews are more and more popular. In a brewpub, you can brew your own beer right on the premises. In a beer bar, you can offer a large selection of different types of beer, including microbrews produced elsewhere. It’s often easier to get a liquor license for a brewpub or beer bar than a full-scale liquor license, since you don’t need a fully stocked liquor bar. Another benefit to owning a beer bar or brewpub is that men and younger adults drink beer more often than any other alcoholic beverage, which can translate into a profitable business for you.
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Fun Fact

Only sparkling wines from the 85,000-acre region of La Champagne, France, 90 miles northeast of Paris, can use the name “champagne.” The French region’s special soil and climate give champagne its specific taste and quality. Its natives, the Champenois, have produced wine since Roman times.



Some brewpubs only sell their own beer options on tap (draft beer), with a few selections of bottled beer options, too. Since you are creating your own product in a brewpub, you also have the ability to control what you make and sell—from quality to quantity. The startup costs of a brewpub can be quite high—from $450,000 to more than $800,000 for just a small brewpub—because of the brewing equipment you need to have. If you produce a popular beer, you have the opportunity to grow into a very successful operation.

Beer bars tend to have lower startup costs, in part because they may require a less expensive, fixed-price license from your state government. Beer and wine licenses can be much easier to obtain than liquor licenses. (See Chapter 5 for more information on licensing.) Beer bar startup costs range from about $50,000 to more than $100,000, depending on size and location. The revenue potential depends on the geographic location and drinking trends in the community. For example, a beer bar in Ohio may make much more money than if the same bar were located in certain neighborhoods in New York City, simply because of what the clientele likes to drink.


Specialty Bar 

Specialty bars, which concentrate on one type of libation, from wine to martinis, or theme, like cigar bars, are gaining popularity. Although some specialty bars focus on only one drink category, there must be a wide variety available within the genre. Take martini bars: They’ve become very popular largely due to the variety they offer. The traditional martini still has a solid appeal if made with quality vodkas and gins, but other mixes, like sour apple martinis and Cosmopolitans, have expanded the martini-drinking base, especially among women. But even with their increased popularity, martinis are still looking up at wine.

Beyond the traditional glass or bottle with a nice dinner, for many, wine is the drink of choice. In fact, women and older adults order wine more often than any other alcoholic beverage. Wine bars offer guests the opportunity to taste a variety of different kinds of wine and the ability to learn more about their qualities.

Specialty bars may stay small and intimate in size and are located in more sophisticated neighborhoods. The costs and revenues you can expect to find when opening a specialty bar depend mostly on the type of product you serve and your location.


Research Can Be Fun!


One thing you probably already know about the bar industry is that you’re in the business of fun! So you can have a blast while you’re making decisions such as the type of bar you want to own, and what kind of concept you want it to have. Here are some research tips to help you make your decisions:

[image: 129] Visit as many of the bars in your community as you can. (We don’t suggest a bar crawl; you have to remember what you saw!) Write down what you like and what you don’t like about each of them. Can you see yourself in this type of bar?


[image: 129] Break the bars up into categories. Don’t hop from a club to a neighborhood bar to a champagne bar. Make a list of the successful neighborhood bars in your area. Then check out each of them before you move on to the next category.


[image: 129] Don’t waste your time and energy. If you’ve spent time in a couple clubs and the loud music gives you a headache, don’t bother checking out the rest on your list. If you know a particular type of bar isn’t for you, move on to the next category.


[image: 129] Visualize. Use your research to start developing your own ideas. Imagine what your bar would look and feel like in contrast to those you explore.


[image: 129] Keep an open mind. Unless you already know exactly what kind of bar you want and what kind of concept it will have, don’t prejudge anything. You may discover that you would like to own a brewpub instead of a club, or you might incorporate other categories into your initial ideas. This is the time to really have fun with your brainstorming!








Club 

Like the neighborhood bar, clubs can take on a number of different personalities. You can open a small cocktail lounge with a jukebox or a tinkling piano in the corner. A medium-sized club might look like a neighborhood bar during the lunchtime hours, then spring to life with a popular band at night. Or if you have a big enough budget, your club might be a large dance club where the most fashionable people and hippest celebrities hang out every weekend.

Whichever path you take, you must be prepared to spend a great deal of time and money on promotion to create your “buzz.” Clubs can make plenty of money if they’re managed properly.

Most successful clubs draw on a city population of 500,000 or more. If you’re in a small town or suburb, you may not have the customer base to open a large dance club. Market research is the key. (Read Chapter 3 for the scoop on market research.) Depending on the entertainment you offer, you can develop a group of regulars that keep coming back or a transient clientele that visits your club for a specific show but doesn’t return for several months. Smaller clubs may charge a low cover or none at all, while larger venues can charge $20—or more—at the door.




Creating Your Concept 

Once you’ve defined the type of bar you want to open, the next thing you need to figure out is your concept. Your concept will drive nearly every decision you make from here on—including your location, size, menu, décor, and startup costs. The most important thing to keep in mind is that you are not just in the bar business, you are in the entertainment business. Like any other type of entertainment business, you need to create an image.

A successful concept doesn’t just focus on the type of entertainment you want to provide. It can be detected all the way down to the finest details. You can use your concept to stay focused on what your bar is all about. Plus, it will help your guests describe it to others and spread the word.

If you already have a general location in mind, you may need to work in reverse. This will require some research. You want to develop a concept that fits in with your location’s market. Ron Newman, a bar and restaurant owner in Manhattan Beach, California, worked with his partner to develop a concept that would fit into a beach locale. They found their location first and then developed a fun, shark-themed sports bar. They wanted to create a casual social environment with good food and drinks at reasonable prices. Their original simple concept resulted in three additional locations over a period of just seven years!

In developing his concept, Newman kept the big picture in mind right from the start. He visualized the marketing, T-shirts, décor, and big-bucket drinks with sharks in them. “Location is everything,” says Newman. “You could take our concept and put it two miles up the street, and [you would do less] business.”

Once you’ve decided what kind of bar you want to open and you’ve developed some ideas on what kind of concept you want to have, you can get started on the actual structure of the business. Do you want to form a corporation or a limited partnership? Should you take over an existing operation or start from scratch? What do you need to get started? We’ll address these questions and many more in the next chapter. So let’s get going!
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Smart Tip

When you’re deciding on your concept, don’t limit yourself. Brainstorm the wildest ideas. You may even find that your concept crosses over to different categories of bars. You don’t have to spend a ton of money to create a cool concept. Sometimes the simplest ideas are the best!
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Deciding to Open How Committed Do You Need to Be?



Now that you’ve decided what kind of bar you want to open and started developing concept ideas, it’s time to think about your personal devotion to your bar. Opening your own business can be as much of a commitment as a marriage or having a baby. Your dedication and your  experience will largely determine how much time you’ll put into your bar once it’s up and running.
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Smart Tip

When should a potential bar owner recruit a team of professionals—a lawyer and accountant familiar with the bar industry? “As soon as you think you might get into the business,” according to Michael O’Harro, who has owned operated various bars and clubs. These experts can help you every step of the way.



In this chapter, we’ll explore that commitment and help you refine your goals. We’ll also go into the structure of your business, the professionals you need on your side, and how to come up with a mission statement.

But first things first. Before you start sorting out the details, you need to have a solid understanding of how much you want to commit to your operation. You do have options. As we briefly discussed in Chapter 1, not every bar owner works all day every day once the bar is up and running. R.C. Colvin, owner of Round Table Bar & Grill in Niles, Michigan, has structured his bar so the daily operations go through him. He’s in charge. Whereas Gerry Kelly, the “Nightlife King’ of Miami, who has owned and managed several clubs, favors a hierarchical style of management. When he owned The State, a nightclub in South Beach that he has since sold, Kelly and his partner, Greg, had managers below them who ran the club while they worked the marketing end of the business. You can choose to go either way or find your own level of commitment somewhere in between.

All the experts we interviewed say you need some kind of experience in the bar or restaurant industry.

“There’s so much to know about the bar business. If you don’t have the right kind of experience, it could cost you thousands of dollars in mistakes,” says Ron Newman, the sports bar owner in Manhattan Beach, California. “Learn on someone else’s money.”

Your experience will come in handy when you need to step behind the bar and take over when a bartender doesn’t show up for work on time or when they’re overwhelmed with an unexpected rush of business. If you have a little experience with basic accounting, you’ll better understand your financial position when you look over your books. If you have enough working capital, you can pay people to do everything for you, but you should make sure they’re competent, dedicated, and trustworthy. After all, you’re putting the success of your business in their hands!




On the Path to Ownership 

In Chapter 1, you were introduced to your first two major choices: what kind of drinking establishment you want to run and what concept you’ll bring to the  marketplace. Your next two decisions will help you visualize your approach to starting your operation and determine what type of ownership your business will have.
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Dollar Stretcher

One of the greatest advantages to taking over a bar is that the previous owners already have the necessary licenses and permits to sell and serve liquor—and possibly food. You can include these licenses in your purchase price and transfer them into your name. Again, always get professional opinions from your lawyer and accountant, no matter how good the deal seems to you.



You already know what you want out of this endeavor, whether it’s as simple as money or as specific as giving people a place to drink and congregate. Earlier, you read about the different kinds of bars and hopefully fixed on one particular type that best suits your goals. You also learned the importance of having an overall concept for your bar and started brainstorming your own concept. Now you have to decide whether you want to take over an existing bar, start from scratch, rebuild a site, or invest in a franchise opportunity.

Obviously, if you choose to purchase an existing bar (that at least somewhat fits your concept, or that you think you could run better), you can begin to recoup your investment immediately. But you may also find yourself in the thick of real problems you didn’t even suspect. On the other hand, if you choose to build from scratch so every little detail is exactly how you want it from the beginning, you may not make your money back for quite some time. Buying a franchise offers another option, where you can adopt someone else’s established concept. This may require a bigger investment up front, but you’re investing that money into work that someone else has already done for you.

When it comes to your knowledge of the bar industry, don’t fool yourself into believing you can learn all you’ll need to know as you go along. Although you’ll learn new things every day, you should start with a working knowledge of the bar and nightclub industry; in addition, you’ll need to know how to manage people, money, recordkeeping, and the quality of your products.

It’s important to develop your team of professionals right away. An accountant will help you immensely when the time comes to help figure out your startup costs, financing, and working capital. Your lawyer can help you protect your interests and keep you out of trouble with licensing and regulations.

Another professional you may want to hire up front is a marketing specialist, says bar owner and operator Michael O’Harro. “In [any] economy, it’s especially important to sell yourself and your concept.” If you have a background in marketing, you may not need to hire outside help. But if you don’t know the first thing about promoting yourself and your business, you’ll need help right away, O’Harro says.

Think of all your hired professionals as members of your bar’s team, and remember to use them as expert resources. Make sure they’re capable and willing to step up to the plate. And make sure they have experience in the bar or nightclub industry. Find out if they’ve had other clients in the industry. Ask them if they’ve dealt with the complexities you’ll have to face. You may be learning on the job, but you don’t necessarily want the same to be true of your hired team.




Buying an Existing Bar: Patience or Profits? 

By the time you’re ready to decide whether you want to buy an existing bar, you should have a good idea why you’re getting into this business in the first place. Just because you know of a good deal on a bar doesn’t mean you’re the right person to own it. You need to make sure it matches your goals and personality. And buying an existing bar isn’t always a step-by-step process.

For example, you might walk into a sports bar named “Victor’s,” see the walls are lined with memorabilia from assorted professional sports teams, and think to yourself “This is the kind of place I want.” You can’t just walk up to the owner and tell him you want to buy it. He might not want to sell, and you may offend him. If you want to start your own bar, that particular bar may give you a point of reference to guide you through your development. On the other hand, your timing may be perfect. You can always talk to the owner and take his temperature if you want to slowly pursue the idea. Keep in mind that you might be taking over someone else’s headaches. It’s critical that you fully investigate the bar before you make any commitments.


Do Some Digging 

If you’re thinking about buying an existing bar, you want to accumulate as much information as you can. Get all the dirt on the place you’re thinking of taking over. Here are some ways to go about that:
• Become a regular customer. Posing as just another customer in the bar gives you a great advantage in gathering truthful information about how it’s run. If you sit at the bar, you can strike up conversations with other guests to find out their impressions of the place.

• Ask specific questions to fine tune your perception of the operation. Do you see the employees working together as a team? Are the bartenders only paying attention to their customers at the bar, or are they also attentive to their servers’ needs? What are the customers saying about the atmosphere, service, and food?  Are the drinks consistent? Is the facility clean? Are the bathrooms well-stocked and clean? Do you like the décor? Do the details of the bar—from attitude to atmosphere—project the overall concept?

• Make sure it’s a good investment. Generally, a fair price for a bar equals the amount of one year’s gross receipts, but that can vary greatly depending on the location and other factors, such as the seller’s motivation and the overall state of the economy. Check with your lawyer or accountant to find out if the offer is a good one. (Local business brokers and bar suppliers can also give you some great advice.) You can also compare the bar’s inventory to the actual sales volume to make sure you’re getting the right numbers for a year’s gross receipts.

• Conduct a complete inventory before and after you buy an establishment. You want to make sure you’re getting everything stated in your contract before you take over.








Building Your Own Dream 

Ah, the excitement of closing your eyes and imagining exactly what your place will look like! You see yourself standing proudly behind the glistening bar and smiling. Then, you open your eyes and see the vacant lot your real estate agent has brought you to check out. Starting your business from scratch can be a long and expensive process. Its greatest return is how well it can match what you imagine. The old adage states that owning a business is like raising a child. Therefore, if you choose to build your bar from the ground up, in essence, you’re genetically engineering your operation.

In addition to your accountant and lawyer, you need to enlist the services of an architect, contractor, real estate agent, and perhaps a banker (if you could use some extra financing help). These experts will help you establish checks and balances so your project doesn’t spin out of control.
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Smart Tip

If you’re going to build your bar from scratch, budget every financial detail with high estimates. Plan your projected income with conservative estimates. Then balance these numbers against your resources before you break ground.



For example, say you bought a piece of land for your dream club next to an undeveloped area being purchased at twice what you paid. This will increase the value of your land—but you might find that the contractors’ bids for your building go far beyond your budget because of this. You may find that it’s wiser to sell your land for a profit and set up shop at another location that fits your budget. Your team of professionals should clue you in on things like this so you don’t waste time and money.




Remodeling: The Middle Ground 

You may have visited many different bars similar to the kind of bar you would like to own. Perhaps you’ve taken a ton of notes, talked to a number of people, and found a bar owner who wants to sell. The place is perfect for you, except maybe you think the fireplace should be on the opposite side of the restaurant (or be gone altogether). You might think the kitchen should have a little more space, and you would choose completely different bar stools and chairs.

This happens to potential owners on a regular basis. However, it’s not a good idea to try to make it all happen at once when you take over the business. If you want to remodel or drastically change the operation before you begin running the business, then you should add these expenses to your startup budget. Experts warn against a radical takeover and transition while operating under the same name. The regular customers and employees of the bar you’ve taken over could easily feel threatened and drastically affect the income you counted on when you bought the bar.

If you’ve discovered a place that has the potential to become what you want from your bar with a few renovations, you need to prepare your plan and make some decisions. First, analyze the changes that need to be made. Can they happen over time, or will you have to close your doors to make it work? If you have to close and reopen, you may want to consider a name change followed by a grand opening. This way, your team of professionals won’t base your projected income on how well or how poorly the business has done in the past, but on what your projected operation will generate.

If you find a bar for sale that’s very similar to the type of establishment you want to run, you may be able to make changes slowly, while keeping it open. You can simply emphasize the things you like about it and make the changes slowly. For example, you may find a location with a great outdoor deck, but the current owner rarely uses it. You could spruce up the deck and throw a summer kickoff party—say, for Cinco de Mayo—where you highlight several different kinds of specialty margaritas.

To decide whether you should purchase an operation that matches most of your ideas for your business, pull out a piece of paper and a pencil. First, make a list of what you want to change. Then, schedule a meeting with your team of professionals (that’s your lawyer, accountant, and suppliers, remember?) and discuss the feasibility of the items on your list. You may not be able to make some alterations, like drastic changes in the kitchen, without shutting down for a little while.

Before making a final decision, you should weigh all your options. Should you close down the old place and reopen it under a new name? Should you take over the operation of the business and change it over time? Or should you just wait for a prospect that better matches your concept?
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Fun Fact

In ancient Babylonia (around 1750 BC), the Code of Hammurabi stated that a beer proprietor who was caught diluting his ale could be put to death.






Buying a Franchise: The Package Deal 

It may surprise you to find bars that are franchise operations (as opposed to chains), but they do exist. Most operate with full kitchens, not limiting themselves to serving only appetizers and quick meals.

The same rule that applies to any other type of operation also applies to franchises: Knowledge of the industry is key. Joining a franchise gives you the chance to avoid some of the mistakes that could kill a fledgling operation (you’ll be part of a larger, experienced organization). It may prove to be a good avenue for you to gain needed experience while you’re running your own business.


Strap on the Weight or Divide It 

Here’s some insight into how the structures affect bar ownership. Most bars are structured as either a corporation or a limited partnership, depending on the ownership situation. Experts warn against structuring a bar as a sole proprietorship because of the personal liability involved if something goes wrong with the business.
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Smart Tip

LLC stands for “limited liability company.” It’s a favorite structure for bar owners of all kinds. Unlike a limited partnership, the limited partners in an LLC can involve themselves in the operating decisions of the bar. Be sure to use specific language in your partnership agreement detailing roles and responsibilities. Your attorney and your accountant can help investigate LLCs and other ownership structures.



Are you the type of person who only sees yourself when you’re visualizing your bar? Did you save your hard-earned money to create your dream? Do you like to make all the decisions yourself, or would you rather work with a partner or a team? The answers to these questions will help you make your decision about the type of ownership you want for your bar.

Your team of professionals will undoubtedly make suggestions concerning the right type of ownership for you. Learn about your ownership options, and ask your team to clear up anything you don’t understand. It’s important you’re confident in your business structure.


An Open Invitation


When you take on partners, general or limited, you can put yourself in the middle of a whole lot of stress. It could get so bad that you start to pull all your hair out! Bob Johnson of the Clearwater, South Carolina, School of Bar Management offers the following advice on ownership structure and how to use it as a special weapon against failure.

“If you’re going to have partners, the best way is to have a limited partnership. You might enlist 15 to 20 investors at $20,000 apiece. Then, what you’ve established is a nut of hard-core regulars. Those investors are definitely going to go by their place two or three times a week—not to boss people around, because only the general partner (you, in this case) would be allowed to actually operate the business,” Johnson advises.

“When I go out looking for investors, I’m going out for professional people. On my ‘dream team,’ I’d have a lawyer, a CPA, a market researcher, and a promotions expert,” says Johnson. “So if I have some problems, and we have to do something because business isn’t quite happening or we’re in a slump, I have these professionals at my disposal because they’re my investors.”



The line gets a little fuzzy between some ownership structures, such as a limited partnership vs. a limited liability company. In a limited partnership, there’s at least one general partner and one—or more—limited partners. The general partner can be held personally liable, which makes this a risky proposition for bar owners. In an LLC, the owners are shielded from the debts, obligations, and liabilities of the company.

The best rule of thumb when drafting any of your business agreements is to get it all in writing. And remember to listen closely to your accountant and attorney when it comes to developing any kind of partnership agreement. “It should all be understood upfront: Everybody pays—no free rides,” advises Bob Johnson of the School of Bar Management in Clearwater, South Carolina. “That’s all part of the agreement, signed by everyone. Nobody can go in there and flaunt their authority. If they do, they take the chance of getting thrown out of the partnership.”




Developing Your Own Mission 

Perhaps because many hospitality operations have issued mission statements that largely resemble employee regulations, the mission statement has gotten a bad rap.  Your mission statement should simply state what you want to accomplish with your endeavor. It’s not how quickly you greet guests when they walk in the door. It’s not merely your décor or liquor selection. It’s the reason you’re opening a bar in the first place and why you think your bar will be successful.

Sometimes your mission statement can reflect what you don’t want. For example, Bob Brenlin, a pub owner in Seattle, says, “I don’t want to run a hard-drinking bar. You have drunken problems all the time if you do that.” The “drunken problems” Brenlin refers to include issues ranging from belligerent treatment of employees by customers to having to clean up vomit every night. So Brenlin’s mission statement is based on his desire to run a small bar/restaurant where people come to eat and to drink, but not drink exclusively. As a result, Brenlin’s Seattle bar offers soups, salads, sandwiches, and the like to attract the kind of customers he wants for his operation. “Our particular business plan revolves around being a great pub,” says Brenlin. “That’s what we’re all about: consistently offering a good quality product and service in a small neighborhood pub.” Use the “Mission Statement Worksheet” on page 22 to craft the vision of your own bar.




Creating Your Business Plan 

Bar owners face some specific issues when it comes to creating the right business plan. Most of the people who will be reading your plan won’t be familiar with the bar or nightclub industry, and they may have negative connotations of it. The details of starting a bar can be extensive, and you want your potential investor or loan officer to be able to navigate through all the information quickly. You also want to create a stellar business plan that will convince lenders your new bar won’t flop like 8 out of 10 do in their first year.

Most owners use a business plan to get financing, but it can also help you plan and develop your bar, too. If you envision it like a flow chart, your business plan will signal challenges for you to solve long before they threaten your success. It’s extremely important that you make a comprehensive plan. Even if you can afford to finance 100 percent of the project in cash, you’ll be better off writing down all your expectations, projected expenses, market strategies, and so on.
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Bright Idea

To give your business plan a professional appearance, make sure it has a table of contents. You also should start your page numbers over with each chapter. For example, Chapter 1 is numbered 1.1, 1.2, 1.3; Chapter 2 is 2.1, 2.2, 2.3; and so on. This way, you can expand, modify and update your business plan without having to renumber the whole thing.
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The Best-Laid Plans


Your business plan will be your bible for starting your bar. You may continue to refer to it well after you open your doors, too. Here are a few tips to get you started on the first draft of your plan:

[image: 129] Concept. Remember you’re not just opening another sports bar or the like. You’re opening a drinking establishment with a particular personality that’s an attraction to your target clientele. Specifically communicating why your bar will be unique in the marketplace may go a long way with lenders.


[image: 129] Profit and loss analysis. Include a cost vs. value section to represent your bar’s profitability.


[image: 129] Location. Highlight the benefits of the location you’ve chosen, whether it’s low-cost rent or high visibility.


[image: 129] Staff. Present as much detail as you can about the number of employees you plan to hire and how much you’ll spend on payroll. You can even include sample schedules to help demonstrate your understanding of this expense and how you came up with your numbers.


[image: 129] Risk-awareness. Don’t pretend that your business venture is a sure thing. You won’t fool anyone, except maybe yourself, and your business plan will end up lopsided.







To give you an example of why business plans are so important, one bar owner who had enough money to finance his bar didn’t think he needed to create a business plan. Since he didn’t put everything down on paper in one comprehensive plan, he ended up facing some obstacles that resulted in a drastic change.

This young, marketing-minded bar owner had put his faith in an experienced manager to run the operation. The manager’s strengths were in customer service, rather than behind-the-scenes management of money and inventory. These “back office” skills would have been detailed in a good business plan. The young owner suffered through three or four other managers before he decided on paying a seasoned management company to take over his club. Luckily, he caught the problem just in time and managed to save his business from failure.
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Smart Tip

There’s a difference between a mission statement and a business plan. A business plan details what you’re going to do, how you’re going to run a successful business, and how much it’s going to cost. A mission statement tells why you’re going to run a successful business.



Now you should have an idea of how you would like to structure your business. You’re on your way to developing a solid business plan, and you have your lawyer and your accountant at your side. In the next chapter, we’ll try to figure out what type of people you want to attract to your bar based on your market research. This will help you refine your location options and add to the development of your bar’s concept.
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Who Are Your Customers?



One of the keys to starting any kind of business is knowing your market and, more specifically, your potential customers. Before you begin implementing your concept with the type of bar you chose in Chapter 1, you have to make sure it will fit in with the trends and personality of your area. You might have the best idea in the world for your  concept, but if it doesn’t fit in with what your customers want, you’re not going to make it.
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Smart Tip

When you go to your local library to gather information, start with your friendly librarians in the reference department. They often know exactly where to find the information you’re looking for so you don’t have to spend hours poring over books and articles.



Gerry Kelly, a former club marketing director in Miami’s South Beach, has achieved great success by recognizing the trends in the nightlife industry, which are often cyclical. “It reminds me of fashion, where ‘retro’ is in, then it’s out, then ten years later it comes back in,” he says. “With night life, I think it’s the same thing.” In the mid- to late 1990s, when the economy was booming and lots of people were flush with cash, thanks to the dotcom market, Kelly operated a 44,000-square-foot mega-club. Then, after September 11, the U.S. economy went downhill, and tourism dipped. Kelly saw the effect this would have on the club industry and downsized to a more intimate 12,000-square-foot club called State. After about five years, he sold State. South Beach is a lot like the nightclub industry as a whole, he says: It’s an ever-changing city.

Wherever your bar or nightclub is located, you need to do your homework to find out who your customers are and what they like. With some startup businesses, you can simply conduct surveys and research demographics. However, in the bar business, it’s not so easy. You need to do a great deal of footwork (or hire someone to do it for you) to make sure you’re on the right track. You may end up completely redesigning your concept around what you discover about your market.




Profiling Your Customers 

The FBI has a department called the Behavioral Sciences Unit that creates profiles of criminals to help track them down. As a bar owner, you need to embark on the same kind of relentless detective work to profile your customers before you start investing large sums of money in your business. The majority of the research material you need is probably already available to you. You simply have to compile it. You can go about developing your customer profile in several different ways, then compare the results to determine your direction.


• General demographics. Contact your local chamber of commerce or the SBA to find out about the age, gender, income level, marital status, and political and religious affiliations of your target market. Your bar’s concept may go in a totally different direction if you’re in a college town with a high percentage of young, single students than if you’re in a quiet, conservative suburb populated with families. 


• Local laws and regulations. Remember the movie Footloose, about a town where dancing was outlawed? You wouldn’t want to open a dance club there. Footloose was only a movie, but many cities and towns have their own laws that can be similarly quirky—and unfriendly to bar business. One town in Massachusetts, for example, had a law that didn’t allow patrons to stand while drinking beverages requiring that every bar customer be seated. These laws could cut back on the number of customers in a bar—and cut back on your profits, too.

• Alcohol trends. National and regional alcohol suppliers keep records of how their product fits into the market. Your potential suppliers can provide valuable information about your customers and what they like to drink. Generally, they’re glad to help. If you do your research and have a successful bar, your suppliers will profit, too.
Demographics Detective


You can approach the market for your bar in one of two ways. You can open a bar in a particular area because you live there. Or you can develop a concept and then try to find a market where it can thrive. Either way, you want to make sure your bar matches the demographics and trends of the location. If you can gather information about your potential customers ahead of time, then you can customize your theme and products to meet their preferences. Demographics can give you a general overview of the local population. Here are ten questions you need to ask to get started on your demographic research:1. What’s the total population?

2. What percentage of the population is male? Female?

3. What’s the average age range?

4. How many are married? How many have children?

5. What’s the average income level?

6. How much of the average income is considered disposable income?

7. What’s the average education level?

8. How much time and money do they spend on entertainment, and where do they go?

9. How much do area residents travel out of the area?

10. How many people visit the area from out of town? 








• Other important statistics. Visit your local public or university library. Many libraries have business departments that have a wealth of information about demographics, income levels, and spending trends.

• Lifestyle trends. Call the lifestyle and entertainment editors at your local newspaper and regional magazines, as well as the advertising and marketing departments of local radio stations. They can give you information about your competitors and tell you more about the establishments that have been successful in the area.

• Your customers and the competition. You can discover a ton of information about your customers using internet resources. Besides general demographics, you can surf the web for information about other bars in the area. Read local blogs and gossip columns to find out where the action is and which bars are the hot spots. (This is especially important for clubs!)
[image: 018]

Beware!

If you’re taking over an existing bar, that doesn’t mean you can skip the market research—especially if you’re planning to make any changes. You may find out the current customers don’t like your new ideas, and you’ll end up losing money. If you’re planning to keep the same name and concept, conduct a survey of regular customers to find out how they’ll respond to your plans.










Scope Out Your Competition 

One of the best indicators about your market will come from visiting other bars in the area. You can glean valuable information from a customer’s point of view: Strike up conversations with other customers to find out why they visit that particular bar, as well as some of their likes and dislikes.
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Bright Idea

According to Bob Johnson of the School of Bar Management in Clearwater, South Carolina, the best time to check out how your competition is really doing is on Monday, Tuesday, and Wednesday. “Most bars are making it on Friday and Saturday unless they have a special during the week,” says Johnson.



You can also learn about pricing and menu options by watching the buying habits of your competitors’ customers. Servers and bartenders can give you feedback on the people in the area and their experiences with them. You may also be surprised to discover how willing many managers and owners are to talk to you about their businesses. Most of the bar owners we interviewed gained much of their market research information by talking to other owners in the area about their experiences. Use the “Market Research Competition Questionnaire” on page  30 to help you gather the same kind of information on each of the competitors you visit.

“You can tell a lot about your market by spending some time in the area,” says Ron Newman, the sports bar owner in Manhattan Beach, California. “Once you decide that you like a particular area, spend time there. Go out at night. Talk to different people. Hang out and find out what’s going on. That’s the best way to research the bar business.”


Market Research Companies 

If you have the budget, you can hire a market research company to help you gather information. The right company will have the tools and resources to give you a thorough background on your customer base. Market research companies can conduct focus groups and market surveys to give you a feasibility study and a clear picture of your potential clientele. They may come back to you with information that tells you it’s the wrong area for the kind of bar you want to open and advise you on some other locations to consider.

Since it’s their job to know what’s going on in their area, market research companies can also give the inside scoop on other kinds of business developments. For example, you may find out that a large hotel, shopping center, or condominium complex will be opening in an undeveloped area. You could capitalize on that information by being the first bar to open there. You might even time your grand opening with theirs for additional publicity. Without insider information from your market research company, you might not have found out about the new development until it was too late.

However, market research companies cost money. You have to decide the best way to spend your investment capital. If you have the time to do the research yourself, you can use the money you would spend on a market research company for other developments.

With your competition research in hand, you may consider using a competitive strategy to establish your own bar. Here are a few of your options:
• Cost-based market penetration strategy.Many new bars use this strategy, but it’s not always the right choice. Basically, it involves establishing your business by underpricing your competition. If you choose this strategy, you have to be careful with your expenses. It’s best to have cost-cutting policies in place from the very beginning.
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Beware!

Don’t just open up the phone book to find a market research company. You want to make sure you get the right company to help you research the feasibility of your bar business. Ask restaurant and bar associations, other bar owners, consultants, and your local chamber of commerce for referrals.
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• Differentiation strategy. An ideal choice for bar owners, this strategy uses techniques to set your business apart from the competition. You can really be creative with this one! You may choose to focus on quality, atmosphere, menu or music—anything that makes you unique.

• Concentration strategy. This strategy focuses on a specific clientele. For example, if you were starting a martini and cigar bar, you wouldn’t necessarily market to the general population. You might narrow your target to high-income clientele. You can choose to limit your market to a particular group or geographic location or base it on your specific type of service.






Using Your Research Effectively 

Once you have compiled all your research, you can devise a concrete profile of your clientele. For example, you may decide your target customers are professionals between the ages of 30 and 50 who have incomes of more than $60,000 and like jazz music. Whatever you set as your target market will affect all the decisions you make from here on, so make sure you get it right!

Once you have your profile, you can develop your menu and bar inventory based on what your customers like. Look for trade magazines and industry associations that provide data on food and beverage spending patterns. The National Restaurant Association compiles annual statistics that detail the performance of many eating and drinking establishments across the country. You can get a large chunk of this information from your suppliers as well.

Keep in mind that you may have more than one profile to work with. You may have a conservative professional clientele during the daytime and a rowdy college crowd at night. If you use your research wisely, you can develop a bar that caters to both profiles for even more business.

Ron Newman caters to different demographics at his Southern California sports bars. In the afternoon and early evening, he has a more family-oriented clientele. (The kids love his shark theme!) Says Newman, “We have a slogan here: ‘Let your kids run wild . . . they fit in with the rest of the customers!’ The parents will come in Sunday evening after a day at the park or after a soccer game or whatever. The parents can sit and talk to friends. Meanwhile, you see 60 or 70 kids running around yelling and screaming.” Later in the evening, Newman turns up the music for his nighttime clientele—singles and couples between the ages of 21 and 35.
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Smart Tip

You can find more information about ways to conduct market research, including a cost-analysis worksheet of primary research methods and sample surveys, in The Market Research Toolbox: A Concise Guide for Beginners (Sage Publications) by Edward F. McQuarrie.
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Housing Your Dream: Location



Once you’ve completed your market research and defined your potential customers, you can begin finding the perfect location for your dream bar or tavern. In this chapter, we’ll lead you through the process of finding the right location for your business and then picking a perfect name that matches your overall concept. You may even end up with a name that relates to your location!

Your choice of location will depend on how you want your bar to look, what you want your bar to contribute to the community, and the kind of clientele you want to patronize it. Then you need to decide whether you want to buy the location or sign a lease. Again, that depends on your budget. Finally, you need to figure out how to fuse your concept with both your name and your location to your best advantage. So grab a map, and let’s dive right in!




Unearthing the Right Location 

Do you want to see a bar expert or consultant take off on an emotive dissertation? Just mention the word “location.” People who know this industry well have polar opinions on the concept of location. Some owners and experts we talked to put enormous importance on the bar’s location while others refuted its significance altogether. It all depends on what you want your bar to be and what your strengths are as an owner. If you want your bar to get impulsive neighborhood traffic in a particular area, then your location should be close and obvious. If you would rather spend the time and money saved by more affordable real estate to develop your establishment’s concept and create your own buzz and destination, your actual location won’t matter so much.

You should also consider factors such as safety, parking, accessibility to customers—even the history of the site—when choosing a location.




Your Bar: The Place to Be 

Bar owner Michael O’Harroexplains how he took a bar location nobody wanted in Virginia and made it work. “It was in an alley,” he says. “It was a 15-foot-wide alley, and we were 128 feet away from the street. No one would go up the alley—[people] were afraid of it. So the building sat empty for 50 years. But the bar at the end of the alley was spending $20,000 a month in rent, while my rent was $500. I figured I had $19,500 to put toward marketing per month. I made the alley fun and chic. In the alley, I put down Astroturf that I purchased from a football stadium. I had signs, lights, and banners. It became “the” alley. Nobody knew it was there, and then all of a sudden it was the hottest alley in town.”

On the other hand, you can have an incredible spot and still not be successful. For example, if you’re lucky enough to have the only sports bar that’s right outside your town’s athletic stadium, you should be rolling in cash—at least during every in-season homestand. But if your staff is stealing from you, operating procedures are badly managed, or your service isn’t up to par, you could quickly find yourself out of business—grade-A location and all.
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Dollar Stretcher

Many landlords charge less rent for facilities on the sunny side of the street. Reasons for this include costs to cool the inside and difficulties involved in using a patio because of relentless sun. You could rent on the sun-soaked side of the street and use an awning or patio umbrellas decorated to communicate your theme as a form of free advertising.



In general, a bar’s location offers both strengths and challenges to you, the owner, and you should know what you’re getting into before you sign on the dotted line.

Your first stop in searching for a location should be your local zoning commission. There may very well be zones within your target area where the sale of alcohol is prohibited. Don’t get your heart set on a “perfect” site only to find out that no bar can locate there.

Also, you can get quite a bit of important information from your local beer, wine, and liquor wholesalers. They have a front-row seat to the drinking habits and alcohol distribution patterns in their areas. Plus, they’ll be glad to help you for the opportunity to land your business once you’re ready to open. Just make sure to do your homework and find wholesalers you can trust. You want to make sure you’re turning to the best possible sources for information.




The Space Case 

How much space you need to successfully run your drinking establishment depends on what kind of bar you open (club, pub, tavern, brewpub, etc.). You should also consider your earning expectations and whether or not you want to serve food. If you plan to serve food, you need to think about what kind and how much room you’ll need to prepare it quickly.

Unfortunately, you’ll constantly run into questions to which you can only guess the answers. For example, a common challenge is storage space. You may think you’ll go through much less wine on a busy Saturday night than you actually do. Will your bartender have to run down two hallways and fiddle with two different keys and locks just to get backup wine bottles?

If the space you’re considering is now a bar, then you’ll probably have an easier time figuring out whether or not it’s the right size for what you have in mind. If the facility you have your eye on is not now, and has never been, a bar or restaurant, then make specific plans and try to visualize what the busiest scenarios would look like. Pull out your pencil and paper and draw out a rough idea of what you want and how it will fit into a particular location you’re considering. It’s probably best to err on the side of too much space, especially in the kitchen area, but every bar has a different purpose.

Some general space guidelines are as follows:
• For a smaller pub, like a neighborhood bar, look for something in the range of 1,000 to 1,500 square feet.

• For a larger pub, like a tavern-style operation, you’ll probably want up to 1,800 or even 2,000 square feet.

• Sports bars and clubs range widely, depending on how many pool tables and dartboards you want and/or how big you want your dance floor to be. A good ratio to shoot for is to have 25 to 30 percent of your overall space earmarked for live entertainment and/or dancing. So look for a site big enough to accommodate what you want to do, which could be 2,500 to 5,000 feet.
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Fun Fact

Many years ago, people in the industry called beer bars—establishments that serve only beer—“brewpubs.” Today, big and small breweries are adding quaint eateries that showcase their own beer, which is often brewed on the premises, but that doesn’t make them brewpubs. A brewpub is only a microbrewery that incorporates a pub or an eating establishment.









Remember, you may not be able to begin your operation at the grand scale you want to achieve if you don’t have room in your budget. If this is the case, make sure you have a space that allows potential room to grow.




Inside, Outside, Upside Down 

By now, you have a pretty good idea of what you want your bar to be and who your ideal customers are. You also have a concept in mind for what niche you’ll fill in the community. It’s best to have all this written down in as much detail as possible so that when your choice of location starts to cause you to move your target, you’ll know it right away. For example, if you’re planning to use a sun deck, but you’re considering a location that doesn’t currently have a deck, you’ll either have to factor in the cost of remodeling or refigure your plans.

Be objective and take your time. A big mistake commonly made by budding entrepreneurs is rushing into things at speeds way above the successful limit. Rushing usually happens when choosing a location and signing a lease. People often look past the potential problems, even those staring them in the face, because they get too excited and become blinded by their dreams. It’s difficult to be objective when picking a place to make your own because it’s your own personal vision that makes you want to open a bar in the first place.

This is why it’s so important to write everything down and to get as many opinions as possible. You’ll probably be able to convince yourself that you can turn any  sow’s ear into silk, even if you don’t realize you’re doing it. Throughout the course of your operation, you’ll be able to get away with a lot of mistakes, learn from them, and become stronger because of it. But if you put the money you’ve budgeted into opening a location that won’t fit your concept until you invest another large chunk of money, chances are you will not make it long enough to see your concept come to life.


Thematically Speaking 

You may be asking yourself, “Why does this book keep harping on my concept?” Simply speaking, your bar’s concept, or theme, will produce adjectives for your most important advertising—word-of-mouth. For example, if you’ve chosen rainbows as your theme, your bar may have very colorful decorations, and you might offer special drinks of every color in the rainbow. Your patrons will tell their friends about the cool purple drink they had, which will bring you more business.
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Smart Tip

Use your market research to focus on the type of area where you’re most likely to find the clientele you want. Your location may fall into two or more of the following: business district, industrial center, residential, mall/shopping center, highway access, recreational (local parks), or entertainment district. Consider how your clientele will perceive the area and capitalize on that.



This is why it’s important to keep your theme at the forefront of your mind as you pick a location. If you find a place that’s very dark but cheap, you’ll have to find some way to brighten it for the rainbow concept to work. Or you can wait until you find a well-lit, airy place.


Please, Sir, May I? 

Once you’ve located the right place for your bar and established what changes you want to make (or devised plans for a brand-new facility), you’ll have to secure permission from the government agencies who oversee construction and remodeling projects in your community. Your lawyer will help you during these early stages.

Whether you’re building from scratch or remodeling, you’ll need to visit the building and safety department right away. By going to them before you begin, you’ll save yourself the money, time, and stress of redoing the project to meet their standards and regulations. You’ll also receive a preliminary occupancy rating, which may later be lowered by the fire department. Your occupancy rating will come into play when you start designing your layout (discussed in Chapter 6).

Most specifications for construction can be found in the Uniform Building Code, but local rules also apply. Be sure to get a copy of the regulations in your area from your local building and safety inspector.




Should You Lease or Should You Buy? 

The primary advantage of owning the building that houses your bar vs. renting is the friendliness of your landlord. Buying the building has some disadvantages, including the upfront costs, the potential difficulty of obtaining a mortgage, and the possible long-term commitment—especially if the value of the property doesn’t rise over time. As a property owner, you’re in the real estate business as well as the bar business. And the real estate market is a tricky place.

Because a lease is a specific agreement between the lessee and the lessor, every lease has different arrangements. Because of this, the advantages and disadvantages vary depending on the location you’ve chosen and the deal you and your team of professionals have hammered out.
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Beware!

Renting space in a shopping mall, plaza, or strip mall has become popular. These places sometimes charge you a percentage of your profits over and above your rent payments. They also often add other charges in addition to rent for promotions and upkeep of the shopping center.



You may have noticed we’ve been saying “it depends” on almost every topic related to finances and space. You’ll probably see it quite a bit more throughout the book. Your bar will be defined by your own ideas, concepts, business practices, and the way it’s perceived by its patrons: Everything about it depends on you. Every bar attempts to facilitate the happiness of its patrons, so bar owners offer what they believe will make the people they want to be their regular customers happy.

As a result, your bar’s location and any modifications you want to make to it will be different depending on your community, your budget, the type of bar you want, your customers, etc. However, the more specific you make your goals, and the more detailed your plans are to reach those goals, the clearer the picture will become of what you want to achieve. Then it will be even easier to find out how much space you need and how much you should expect to spend.




A Bar by Any Other Name 

When it comes to naming a bar, experts generally fall into two major schools of thought. The first says your bar is your dream—your hard work—so you should name it anything you want. The second approach to naming says your moniker is the first and greatest form of advertising for your drinking establishment—and you should take advantage of that.


Leasing Dos and Don’ts


As with any contract, you should enter your lease agreement with care and caution. Here are some things you should consider when you’re getting ready to sign your lease:

[image: 129] Don’t act alone. Enlist the help of a good attorney and a commercial real estate agent familiar with the area when negotiating a lease.


[image: 129] Do talk to other tenants. Find out what kind of caretaker your future landlord is by asking current tenants what they think. This will be easy in strip malls and the like, but you may have to follow up with references to make contact with previous tenants.


[image: 129] Do read the fine print. Your lawyer may assume you’re on board with everything and not question fine points you don’t like about the lease.


[image: 129] Don’t assume something is covered, like who changes faulty light fixtures. Ask questions.


[image: 129] Be ready to negotiate. Don’t assume you have to accept the landlord’s first offer. Chances are, there’s room to negotiate.





Bar owner Michael O’Harro explains that negotiating your lease is a step-by-step process. “First, you have to find a building,” says O’Harro. “Then you have to get your lease. Then you have to tear it apart, and make a better deal.”



A name like Bill’s Bar & Tavern doesn’t really tell the public anything about your business, but The Haystack, Romp, and 3rd & Vine give customers something to connect you to. You wouldn’t consider going to a bar called Romp if you just wanted a quiet drink. Likewise, you wouldn’t travel up and down 4th Street looking for a place called 3rd & Vine.

Michael O’Harro advises that your name should exemplify your concept. “First, I would try to figure out what my concept is going to be,” he says. “Sports bar? Discothèque? High energy? Low energy? Singles bar? What exactly am I going to be? Then, what’s the name of this business going to be? I would do tremendous research to try to come up with a name that literally fit with the concept.”

The name of your bar or nightclub can be more than just advertising; it also can have a subliminal effect, O’Harro says. “My sports bar was called Champions. I could have named it the Sports Pub, but Champions is a word that means something,  something successful,” he says. “I had a new wave club called Scandals and a disco named Tramps. Those names did the same thing: They created an effect.”


What Was that Place Called? 

When coming up with different names, don’t stop until you love at least three. In your brainstorming sessions, keep these three questions in mind:1. How well does the name fit the concept you want to create?

2. What types of customers will the name attract?

3. What will people expect based on the name?



If you already have ideas about your menu or have started thinking about your drink specials, they can help give you hints on a name, too. Sometimes when you come up with a concept, everything else just starts to fall into place. Can you come up with a name that promotes your unique products? For example, you wouldn’t want to call your bar “Margarita’s” if you specialize in martinis or single-malt scotch. Likewise, you should think twice before calling a brewpub that serves pizza “Jose’s”—even if your name is Jose. Your name can be a calling card only if it fits your business. Use the “Name-Storming Worksheet” on the next page to help you come up with the best name for your business.
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Smart Tip

When it comes to creating your name, theme, and concept, follow the two rules of brainstorming. The first rule: When you focus on a particular topic and work at it, great ideas will come. The second rule: Keep the focus on your goal rather than yourself. Remember, have fun!




[image: 029]

Bright Idea

You may want to plan a trip to your Secretary of State’s office to fill out the necessary forms and pay the required fees. But before you jump in your car, jump online. Government offices have typically list information about the process or requirements on their website. This way, you’ll know everything you need to take with you before you go.




Making It Legal 

Registering a business name can be easy or difficult. It depends on how many markets you want to compete in and how unique your name really is. If you want to open one location in your community, you can get all the necessary information from your friendly Secretary of State’s office in your state capital. If you want to open multiple locations in various states (or even if you plan to eventually), or if you plan to sell merchandise on the internet under one name, then you‘ll need to do more research, and you’ll likely need to hire a trademark attorney. This may make your naming process a little more difficult, but don’t worry.
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The following examples will give you a good idea of the range of difficulty you can expect while trying to procure a name for your establishment.
• Easy scenario. You’re opening a neighborhood pub with a tropical theme in your state’s capital. You don’t have any plans to sell T-shirts or beer mugs over the internet with your name on them. All you have to do is go to the Secretary of State’s office, make sure your desired name hasn’t been taken by another bar in the neighborhood, fill out the appropriate forms with the names you want, and pay a fee. You need to have three names you would be happy with and rank them in order of preference. You’ll receive the most preferred name on your list that hasn’t already been reserved.

• Difficult scenario. You want a specific name for your place, and you’ve already designed a logo, emblem, and slogan based on that name. You’ve created your concept and menus in perfect sync with your perfect name. You know you want to copyright the name. Then your trademark attorney tells you that a small bar on the other side of the country already has that name. Even though the other bar owner may never bother you about the naming rights, you probably don’t want to count on it. You could be halfway into unrolling a big campaign and then run into trouble over your name. In this case, it would be best to rethink your name and go with one you can own solely.





You also want to do as much research into a name—using any government and online resources you can find—to make sure it’s not taken. You don’t want to waste a lot of time and money creating logos and merchandise only to find out that the name you want is unavailable.
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Bright Idea

Go back to school! Don’t worry . . . you don’t have to stay very long. Many colleges have Small Business Development Centers that offer access to information about trademarks, financing, marketing, and a host of different subjects of interest to you.



O’Harro agrees that you should have an eye toward the future when you’re considering a name, and he says you need to protect your name as soon as possible. “If it’s called Mike’s Bar, you can’t sell it to Bill,” he says. “I’ve always considered myself creative, and I’ve tried to find names that would have a national appeal. As soon as I came up with a name, I copyrighted and trademarked it, which a lot of tavern owners would never think of doing. I always felt that I was going to be so successful that other people would try to copy it.”


Putting It All Together 

Deciding which comes first—your bar’s name or your bar’s theme—is a lot like the chicken or the egg dilemma. In the end, it doesn’t really matter. One comes from the other, which comes from the other, etc. They should be truly integrated. For example, what if you opened the 69th St. Alehouse, established it as one of the best pubs in your community, and then lost your lease and had to move three blocks away to 72nd Street? Would you change your name? It’s been proved that naming your bar based on its location is an advantage when it comes to marketing and promotion. If you went into this undertaking constantly having to keep in mind what would happen if you had to move the whole operation, you’d probably drive yourself nuts. Still, it’s a possibility.

When you hear the word “concept” or “theme,” you may think of a high school dance committee your friend convinced you to join. However, we’re not talking about crepe paper and silly string when it comes to running a drinking establishment. Your bar’s concept is a large part of what gets customers to walk through the door. Underlying marketing messages like great beer prices, excellent DJs, and hip crowds will play a secondary role.

Whether or not you decide to concern yourself with promotions or the image of your business is up to you. However, you’re still making these underlying marketing promises to your potential customers, whether you want to control them or not. If you resolve not to have any kind of special theme in your bar, that will come across. Maybe your community needs a simple bar with a plain atmosphere where people can meet for drinks, but your longevity may be at risk of being squashed by competitors and other available entertainment options.

With your location in place and your name picked out, we can continue through the process of opening your bar. You’ve officially signed on, and you’re ready and excited to begin your journey as a bar owner. In the following chapter, we’ll wade through all the paperwork involved in getting your business up and running. We’ll go through all the steps of getting your licenses, permits, and financing so you can start moving into your new place!
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Climbing a Mountain of Paperwork



In Chapter 1, we talked about the bar business being a people business. But when you’re starting out, it’s more like a lawyer’s or accountant’s business. Mountains of paperwork and lists of laws and regulations go along with opening a bar, including those concerning licenses, taxes, worker safety, liability, sexual harassment, and insurance.  Getting to the summit of all that bureaucracy may seem daunting. Take a deep breath. You have several resources you can tap to push you up the steep parts.

In this chapter, we’ll start out with the paperwork you need to file, laws you need to follow, and your responsibility to your community. From there, we’ll dive right into the money you’ll need and some financing opportunities to get you started in your business. (That’s right, more paper . . . but we like this kind!)

Remember your professional team from Chapter 2? Now is the time to keep them really busy. Your lawyer can help you wade through all the bureaucracy and laws, while your accountant will play a large role in getting together your paperwork for taxes, startup costs, and financing. You should also enlist the services of an insurance agent to help you make sure you meet all the insurance regulations for your area. So put on your hiking boots, and let’s climb that mountain.




May I See Your License, Please? 

As a business owner, you need to file for some standard business licenses and permits. You should also find out about the tax forms you need to fill out before you get started.

Before you do anything else, you should obtain an Employer Identification Number (EIN) from the IRS. This number will be required for many of your licenses and permits, and all your tax documents. The IRS even has a paper-free option for obtaining an EIN. You can go to www.irs.gov and, after answering a few questions, you can obtain an EIN online. If you’d rather do it the old-fashioned way, you can fill out IRS Form SS-4, Application for Employer Identification Number. You’ll find the form on pages 48 and 49. After it’s complete, you can fax it or mail it to the IRS.
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Smart Tip

Be sure you understand all the state and local liquor laws before you start any remodeling or construction work on your bar. Some Alcoholic Beverage Control agencies have layout and lighting standards you must abide by. You don’t want to have to remodel again before you open because you didn’t understand the regulations!



As a bar owner, you have lots of permits and licenses to contend with at every level—from federal to local. This is a highly regulated business. The two most important agencies you’ll be dealing with are the Alcohol and Tobacco Tax and Trade Bureau (TTB) and your local Department of Alcoholic Beverage Control (ABC agency). Let’s start at the local level.


State, County, and Local Requirements 

You’ll find that bars face different requirements depending on where they’re located.  Some states, counties, and cities have very complex laws and regulations, while others are fairly simple. However, all states require a liquor license to sell any kind of alcoholic beverage. In addition, the government dictates what you can sell, where you can sell it, when, and to whom. Some states even have regulations for advertising and promotion. In other words, the mountain of paperwork you climb varies in altitude and cost depending on your location.

The first place to start at the state level is your Alcoholic Beverage Control (ABC) agency. Some states issue liquor licenses at the state level, while others issue them at the county or city level. Either way, the state ABC agency must approve the issuance of the liquor licenses. They can send you information to get you on the right path from the beginning. Once you’ve filed your application for a new liquor license or for a transfer, you can expect an ABC investigation to take 45 to 60 days, depending on the state. If you’re approved, you may have to wait an additional 30 days or longer to actually receive the license. So you can see why you should get started on this process early.
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Smart Tip

Make sure your bar is clean and sanitary for your customers. Your public health department will pay particular attention to food-contact surfaces, dishwashing equipment, plumbing, restrooms, sewage disposal, hand-washing facilities, lighting, and ventilation.




You, Under a Microscope


Each state has its own requirements for liquor licenses, but they all have one thing in common:The licensee must be a responsible person. You and your background will be checked thoroughly. They want to make sure you obey the law (you’ll have a whole list of laws to abide by as a bar owner) and that you’re a financially responsible individual.

To qualify for a liquor license in most states, you must:

[image: 129] Be at least 21 years of age.


[image: 129] Be a U.S. citizen.


[image: 129] Be financially responsible.


[image: 129] Have a good moral character.





State liquor laws vary, but they generally cover the same topics. Your license will not only determine the type of alcohol you can sell (beer, wine, distilled spirits), but it will also tell you the times and days you can be open for business. Many licenses also regulate renovations, entertainment, advertising, and personnel. Your lawyer can help you fully understand all the liquor laws in your state well before you’re ready to open for business.
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If you’ve purchased a liquor license from another owner, you may be able to get a temporary permit allowing you to operate the business pending approval of the permanent liquor license. Again, your state’s ABC agency can give you all the information on your local requirements and options.
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Beware!

If you owe taxes, it’s your responsibility to know it! Severe fines and even imprisonment can be the punishment for not paying your taxes.



Since many liquor licenses are issued based on population, some states aren’t issuing any new licenses. If you plan to locate your bar in such a state, you’ll have to purchase a license from an existing owner. This means the price of your license depends on what the owner wants for it. You can spend a few thousand dollars to hundreds of thousands of dollars on your liquor license alone. Before your liquor license will be issued, you must have your food-service license, fire permit, and building permit (if you’re doing construction or renovations). So let’s get started on those.


Food-Service Licenses 

If you plan to serve food in your bar, you’ll need a license to do so. The purpose of this license is to make sure you maintain a safe, sanitary environment for your customers. Generally, these licenses are issued for a year and must be renewed. Depending on the size of your bar, the type of equipment you have, and how extensive your menu is, the cost of this license starts at about $50, and goes up from there. The state public health department oversees the licenses and permits, but some allow local or county departments to issue them and conduct inspections.

For you to obtain a food-service license, most states require a floor plan of the layout or proposed layout of your establishment. You must show the placement of all major equipment as well as the location of restrooms and sinks. You’ll most likely have to provide a sample menu and a list of the materials you plan to use for cleaning.

A week or two before you open your doors, you should schedule an inspection with the health department to make sure you’re in compliance with all applicable laws and regulations. You can also expect to have periodic inspections by the health department throughout the operation of your business.


The Feds 

While most of the licenses and permits for your bar are issued on the state or local level, you’ll also need to deal with the federal government. For many years, the Bureau  of Alcohol, Tobacco and Firearms (ATF) regulated retail bar businesses. The Homeland Security Act of 2002 resulted in the creation of the TTB, which took over regulation duties from the ATF. The TTB used to levy a Special Occupational Tax (SOT), but that has been permanently repealed. While you no longer have to pay the SOT, you do need to complete the SOT registration process with the TTB. You need to register before you begin selling any alcohol, and again if you make any change to your business (such as a change of address or name). If you have any questions regarding the SOT, contact the TTB’s National Revenue Center at (877) 882-3277 or visit its website at ttb.gov/nrc.


A Matter of Record 

Bar owners must keep detailed records of all liquor, wine, and beer received from suppliers. Your records must include the date and quantity of everything you receive and the name of your supplier. If you don’t think you can keep up with a record book, you also have the option of keeping all the invoices and bills for the distilled spirits, wine, and beer you receive. Either way, you must keep some record of this information. If you’re inspected by a federal officer and you don’t have these records, you may be subject to fines of up to $10,000 and imprisonment for up to five years.


Did Someone Say “Fire”? 

The fire department is another agency you want to have a good relationship with. Some state and local laws require a permit from the fire department before you can open your doors. Other areas don’t require permits, but the fire department or fire marshal’s office conducts periodic inspections to find out if you’re following regulations. If you don’t meet their standards, you’ll receive a citation and have to pay a fine.

It’s the fire department that tells you how many patrons you can have in your bar without causing a safety hazard. It bases the number on state and local fire codes and the square footage of your establishment. Although it wants you to be successful and have a full-to-capacity bar, the fire department also has to look out for the well-being of your customers. If a fire or other emergency happened with too many people in the bar, someone could easily get hurt. You don’t want that to happen, and neither do the fire marshals. So it’s best to work together to ensure the safety of your business.
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Beware!

If you’re building your bar or making extensive renovations to an existing building, be sure you have the proper electrical systems, ventilation, and heating and air conditioning equipment to meet your local fire codes. If you’re adding space or equipment, check with a licensed electrician to make sure your electrical supply will meet the load the new fixtures demand.
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Some of the other things the fire department will verify are:
• Fire extinguishers. You need to have a certain type and number of these, based on the size of your bar, with proper placement.

• Exits. You must have an adequate number of exits in your bar that aren’t obstructed by equipment or furnishings. They must also have lighted exit signs above the doors.

• Smoke detectors and fire suppression devices. You must have smoke detectors to warn of a fire. Some states also require other equipment to put out the fire, such as sprinklers or dry chemical dispensers. If you have a sprinkler system, you’re not allowed to block or cover it in any way.






Miscellaneous Permits 

Depending on what kind of bar you’ll have, where it’s located, and whether or not you’re doing any construction, you may have a whole battery of other permits to contend with. Get together with your lawyer to find out all the permits you’ll need for your individual situation. Here are a few of the permits you might need:


• Sign permit. Some communities have a specific agency that regulates signage. Many of these agencies require a sign permit. Other areas have restrictions on size, lighting, and placement. Of course, your landlord may have policies regarding signage, too.

• Building permit. If you’re building a bar from the ground up, you should check with your local zoning board and city planning board before you put any money into it. Any kind of remodeling or construction generally requires a certain type of building permit.

• Seller’s permit. If you’ll be collecting sales tax on any goods or services you sell, you may be required to obtain a permit. Check with your state and local authorities.

• Health permit. Some locations require you to have a permit from the Board of Health if you’re selling any food or beverages.

• Historical commission permit. If your location is in a designated historical building, you may not be able to make certain renovations. Check with the historical commission before you start drawing up extravagant plans!






Protecting Yourself and Your Bar 

As a bar owner, you have certain obligations and responsibilities to your customers, employees, and community. If you don’t take that responsibility seriously, you could end up losing your bar and your personal standing in the community.  From intoxicated guests to sexually harassed employees, you need to know what’s happening in your place of business. If you rely on general managers to take care of these details, be sure they have the training they need in these areas. They can then train all of your employees to prevent your exposure to these liabilities. Remember: It’s ultimately your responsibility and your business that’s at risk.

Although most of these issues won’t come into play until your bar is open, it’s crucial that you’re aware of them right upfront. You may find out how much is at risk and decide the bar business isn’t for you. It’s better to find out early—before you have put a ton of money into it.


Walking a Straight Line


Although you can’t eliminate your liability risk due to intoxicated customers, you can put a number of practices in place to reduce the potential. Here are six ideas you can implement to catch the problem before it gets out of hand.

1. Make sure all your employees are fully trained on alcohol awareness. Most communities have training programs in place to ensure local bars are educated in this area. You may also want to conduct periodic in-house refresher courses.

2. Create a booklet of policies and procedures for your managers, bartenders, and servers. Give it to new employees when they’re hired. This can eliminate the question of who to turn to when a delicate situation arises.

3. Keep an incident log behind the bar. Your bartenders and servers can enter the date, time, and occurrence when they have to refuse service to a customer. This can help your case if you’re ever in a legal situation.

4. Offer free snacks, such as peanuts or popcorn, to slow down your guests’ consumption rate. While eating salty snacks may seem to encourage customers to drink more, customers who indulge in these snacks actually drink at a slower rate, and that’s more important than how much they drink. If you offer happy hour, which encourages customers to drink within a specified time, it’s a good idea to provide free appetizers to prevent excessive drinking.

5. Provide free coffee to all customers. You might also consider offering free sodas or other nonalcoholic drinks for designated drivers.

6. Keep the names and phone numbers of taxi companies near each phone. Encourage your bartenders and servers to offer to call a cab for customers who may have had too much to drink. Or if the employees are too busy, have them ask a manager to do it.



 
Alcohol Awareness 

Monitoring intoxication and alcohol abuse is your number-one priority as a bar owner—at all times. Whether it involves your customers or your employees, you need
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Bright Idea

Keep an ID Checking Guide from the Drivers License Guide Co. at the door or behind the bar. These books include pictures of state and international identification cards along with information to help you catch fake IDs. To order a guide, call (800) 227-8827 or go to drivers licenseguide.com.



to be aware of alcohol and how it’s affecting your business. It’s a powerful product, and you need to make sure your employees dispense it properly. Drunk driving is still a major concern in the United States, and bars are a prime target for liability.

Some states require all bartenders, managers, and servers to have a permit to serve alcohol. This permit involves alcohol awareness training and a commitment to ensure the safety of the community when it comes to drunk driving. You should also consider obtaining liquor liability insurance or third-party liability insurance to protect your business from lawsuits related to intoxicated customers who cause damage to other people or property. You may not be able to eliminate your liability when it comes to intoxication, but you can take many steps to reduce the risk involved.

You can establish your bar as an ethical establishment from day one by putting several tools into effect to prevent customers from drinking too much and potentially causing damage in the community. If a liability situation comes up, you can also use all the safeguards you’ve set up as part of your defense.


Sexual Harassment 

All businesses must contend with the possibility of sexual harassment. Bars and restaurants are absolutely no exception. Every year, millions of dollars are awarded to complainants in sexual harassment cases in the United States, so you can see how this is a serious issue for employers.

According to Ira Michael Shepard, a labor and employment law attorney with Saul Ewing, LLP in Washington, DC, statistics show that a sexual harassment lawsuit is one of the biggest threats employers face. “Make sure that your reason [for termination] isn’t related at all to anything that could be considered sexual harassment,” says Shepard. “For example, if a supervisor is terminating a waitress because she won’t go out with him, that’s illegal. Avoid even the appearance of harassment.”

The Equal Employment Opportunity Commission (EEOC) has issued standards to determine the liability of an employer for acts of sexual harassment. The guidelines encourage business owners to have an effective anti-harassment policy and complaint procedure. You can include your policies in your employee handbook, which you can give to your staff when they’re hired. Here are some tips for composing your bar’s sexual harassment policy:
• Give the staff a clear explanation of what actions are considered harassment.

• Make sure your employees understand that they won’t be subject to any kind of retaliation if they make complaints or provide information.
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Beware!

Don’t limit sexual harassment education to your managers. The harasser can be the victim’s supervisor, a supplier, a supervisor of another area, a co-worker, or a nonemployee. Sexual harassment can often interfere with an individual’s work performance, and it may create an intimidating, hostile, or offensive work environment for your staff.





• Design a standard complaint process. (Don’t make it too difficult or complex.)

• Treat complaints confidentially.

• Include a quick, thorough, and impartial investigation in the procedure.

• If the investigation shows that harassment has occurred, assure employees that immediate and appropriate corrective action will be taken.





For a complete overview of sexual harassment standards and other discrimination laws, you can go to the EEOC’s website at eeoc.gov.




How to Get Your Favorite Paper: Money! 

Now that we’ve reached the summit on the mountain of paperwork involved in the bar business, let’s get to the good part—financing. You may be thinking to yourself “Financing isn’t the good part; it’s a nightmare!” Sure, it involves a whole lot of paperwork, too. But when all is said and done, it’s our favorite kind of paper that comes out of it in the end, right?

If you don’t already have the money to finance your bar, you have a number of options. According to bar management consultant Bob Johnson of Clearwater, South Carolina, getting an unsecured loan is very unlikely in the bar business. “There have to be some assets,” says Johnson. “I think most of the startup money  comes from disposable income. There are a lot of professionals who form partnerships among themselves or people who have made money in the stock market, and they invest in things like bars and hotels—it’s very common.”


[image: 042]

Smart Tip

If you’re going to present your business plan to a bank for a loan, be sure to include a minimum of two years on your projected income—profit, loss, and cash flow. The more solid business information you provide, the better your chances of getting approved.



If you don’t already have your startup capital, you can try to enlist a group of partners. Or you can try to get a bank loan. To find a list of lenders, you should contact your local Small Business Development Center, which is part of the SBA. They’re not affiliated with any particular lenders, but they can provide a list of lenders who work with startup bars and nightclubs.

Getting a bank loan is difficult, but not impossible, says Maggie Mui, a senior vice president with Wells Fargo. “You need a great business plan that clearly explains what you’re trying to do, your target market, and your competition,” she says. “It also helps if you can demonstrate that you’ve found a niche market to target.”

Your business plan must include detailed financials, such as the predicted income vs. expenses of the bar you’ll run, she says. You also must demonstrate that you have experience and background in the industry; most banks won’t approve loans for people without it. It also helps if you’re taking over an established business that has a proven track record, she says.

Mui says the bank looks at several factors when considering business loans. Those factors can be summarized as what she calls the “five C’s”: Character, Condition, Capital, Capacity, and Collateral. Here’s an overview of each:
• Character. This is the overall impression you give the lender, Mui says. It’s not just looking and acting professional; it also relates to your credit history. The bank will look at your personal credit history and your FICO score. If you have tax liens, the bank will know about it—and so should you. Before you apply for a loan, make sure you carefully examine your credit report and resolve any errors or outstanding issues.

• Condition. This refers to how—exactly—you plan to use the money you’re seeking. Do you need it to buy equipment? Or do you need a line of credit? There are many different types of loans, and what you plan to use the money for will allow the bank to determine if any of them are a good fit for you. If you have a good business plan, you’ll know exactly what you need the money for, Mui says.

• Capital. The bank will want to know how much of your own money is invested in your business. You can’t expect a bank to finance 100 percent of your business,  Mui says. If you haven’t invested a dime of your own money, it’s not going to work she says. “This is how we know you’re committed to your business,” Mui says.

• Capacity. You’ll need to show the bank how you’re going to pay back the loan. This means providing a detailed breakdown of your cash flow and monthly income, Mui says. This helps the bank approve the loan and determine the terms, including the length of the loan and the monthly payment. You’ll also need to show that you have alternative means to pay back the loan if your business faces unexpected challenges. For example, Mui says, you’ll want to show the bank that if you get sick, your partner will be able to keep things running until you’re able to return to work.

• Collateral. Any form of collateral will allow your loan to be considered a secured loan, which means you’re likely to get a lower interest rate. Your collateral may be your building—if you’re buying one—or any of the equipment you have. “If it’s not fixed to the walls and has a depreciation value, then it can be collateral,” Mui says.





A sixth “C” that banks may consider is customer, Mui says. It may help your chances of securing a loan if you’re an existing customer at that bank: It’s a good way for the bank to know and trust you more.

Mui says a banker can help you with your finances even if you aren’t seeking a loan. “Business owners need to clean up their finances. Go see a banker, and have a financial review. They can help you find ways to save money, and make more money.”




Spending That Pile of Cash 

The bar/club industry can be a pricey undertaking. Because of the high failure rate, you may come across desperate bar owners who are willing to take a low purchase price just to get out of the business. You’ll also find that startup costs for bars vary depending on their size, location, and target market. So we can’t give you a concrete amount for what you can expect to pay to start your business.

We spoke with one entrepreneur in California who spent $25,000 taking over someone else’s bar. Another bar owner in Florida spent several million dollars starting his club (and he didn’t even build the building). The numbers vary all across the board. Your bar’s size, location, type, and concept will make your startup costs as individual as your business.

However, the “Startup Expenses” on page 61 will give you some idea of what you’ll be looking at—from the low end to the high end. Again, you could buy an existing bar that would nullify all the numbers on our low-end chart or start a large-scale club that’s off the map from our high-end numbers. You’ll have to do some research to find  out what your bar will cost based on your concept, size, and location. Once you have your research in hand, you can use the “Startup Expenses Worksheet” on page 62 to tally up your own expenses.

Now that we have all the paperwork out of the way—licenses, permits, laws, and money—we’ll start looking at how to design the layout of your bar and how to decorate it. In the next chapter, we’ll pull out our pencils and start mapping out where everything should go and how it should look to match your bar’s concept and clientele.
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Everything In Its Place: Bar Layout



Once you have all your paperwork filled out and filed, and you’ve lined up your financing, you can start designing your dream and deciding how you’re going to spend your money. In this chapter, we’ll take you step by step through creating your layout and shaping your food and drink menu. If you decided to purchase an existing bar, this part may simply  involve some remodeling. Or you may decide to keep a good portion of the established equipment but completely change the atmosphere and décor. It’s in this phase of the process of opening your own bar that you can begin to see the theme you’ve chosen come to life.

But first things first: You need to measure each room to see exactly how much space you have. If you have room in your budget and you have a large facility, you might consider hiring an architect or interior designer to help you design your bar’s unique personality. Ron Newman, the sports bar owner in Manhattan Beach, California, says that, initially, he couldn’t afford this type of help, but now he’s able to use both a kitchen designer and an interior designer at his venues. “If you see something you like, take a picture of it,” he suggests. Then you can work with your designer—or even by yourself—to replicate that look in your own bar. Keep your budget in mind, though—you don’t want to go overboard before you even get started!
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Smart Tip

Before you get started on the layout and design of your bar, write down your concept, how it will appeal to your clientele, and how you envision the atmosphere and décor. Keep this with you whenever you’re making design decisions or looking at options so you stay on track with your concept from start to finish.



When you came up with your name, theme, and concept, you may have already decided some of the ways they would fit into your design. You want to continue that vision in every aspect of your bar. As soon as the customer walks in the door, every little detail contributes to the overall atmosphere. You want your clientele to keep coming back because they like the feel of the place, as well as for all the other great things you offer. Your bar’s atmosphere will also be part of how your customers will describe it to their friends.




From the Outside In 

Your concept actually starts on the street. Your signage should not only draw attention to your bar but also follow the theme your customers see on the inside. If your exterior has a clean, simple design, you might keep that consistent on the inside, too. If you have an old-time rustic exterior, you can continue that inside with your barstools and glassware. If you have the financial ability, you might think about remodeling your exterior to match your theme, and make it as inviting as possible.

When it comes to your interior design, your first goal should be to maintain your concept and theme without sacrificing service efficiency. Next, you want to keep in mind the ambience—you want to make your clientele feel comfortable so they can come in, relax, and have a good time.


Lights, Camera, Action! 

One way to set the mood in your bar is through your choice of lighting. You can choose bright lights and lots of windows to give a daylight effect. If your location provides a beautiful view of a mountain or the ocean, you might want to take advantage of it in your bar. For a club, you may choose a different kind of bright light: neon and dance lights that contrast with darkness. Or you can choose to have a dark, romantic bar with very little lighting at all. The amount of light and the colors you choose can go a long way in establishing the ambience of your bar.


[image: 046]

Beware!

If you decide to use bright lights or make use of a significant amount of daylight in your bar, keep in mind that these can make dirty areas quite visible.



Here are some tips on using lighting to your advantage:
• If your bar is open during the day, make use of the daylight. You can install skylights to light up the reception area or to light up plants and indoor trees. Windows, glass doors, and glass walls can also brighten up areas of your bar during the day. You can maximize this free lighting from the sun with mirrors on some walls.

• Use dimmers on all your lights to create varied effects. With dimmers, you can make your bar bright during the day and darker after the sun goes down. At the end of the night, you can turn up the lights to let everyone know you’re closing. If you change your décor on a regular basis to match different themes, dimmers can make it easier to match the lighting to your décor.

• Aim the majority of a room’s lights on the area you want to be your focal point, whether it’s your bar, dance floor, or entertainment area. Use indirect lighting for less important areas, such as seating. However, you don’t want to make it too dark—your customers need to be able to see where they’re going!

• Use lower-cost fixtures in areas like the office, storage area, kitchen, restrooms, and other areas that don’t contribute to the atmosphere of your bar.






All the Colors of the Rainbow 

Before you get too involved in the design process, you should make some basic decisions about the overall look of your bar. If you have a large bar, you may choose to have different designs in each room that all follow your main concept. Two important things to think about are your colors and your general environment.

From white to black, the color scheme of your bar will help set the tone. Since colors can go out of fashion over time, you should stay away from trendy color combinations unless you plan to remodel in a few years. One exception to this would be a sports bar decorated with the colors of the local basketball team. Psychological studies show  that colors can greatly affect people’s moods. Blue makes people feel calm, while red is stimulating and energetic. Colors can also play a part in how intimate or expansive your bar looks. Darker colors make a room seem smaller, while bright colors make it seem larger.

When you’re choosing your color scheme, it’s important to look at the colors you like under the lighting you have chosen. One color can create a completely different atmosphere under various lighting conditions, and you want to make informed decisions.
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Beware!

If you expect to have loud bands or music playing in your bar, you’ll want to look into soundproofing. Your customers will enjoy the music, but your neighbors may not.



Some bars, clubs especially, will change their décor every night to match the theme of the entertainment or crowd coming in on a particular night of the week. For example, the bar may play a different kind of music each night—attracting a different clientele—and match the décor, color, and atmosphere to the style of music. If you have dance and hip-hop music on one night and country music on another night, you probably won’t want to use the same décor for both.


Sound Check 

Sound will play a large role in your bar’s atmosphere, and the fixtures you choose can help control background noise to create the effect you want. Of course, you’ll probably have some form of entertainment contributing to the sound, but your décor can add to the background noise. If you want your bar to be loud and boisterous, you should choose fixtures with hard surfaces that will bounce the sound all around the room. If you want a quieter, more intimate atmosphere, you can use textures, such as carpeting, cork, fabrics, and acoustical tiles. All these choices should follow your theme.




Deciding What Goes Where 

The layout of your bar depends on the type of bar you’ll have, the size and design of your space, and your concept. The first thing to consider when planning your layout is what you want your customers to focus on. Do you want them to be driven to the bar? Or would you rather have them make a beeline for the dance floor? If you have a sports bar, you might want to make a big screen TV—or several of them—the focal point.

Once you’ve identified the focal point, you can figure out how to draw attention to it. You can use lighting, seating level, placement, ceiling height, or size relation— or maybe even all of the above! For example, if you want the dance floor to grab your customers’ attention, you might place it in the center of the room, light it up with flashing colored lights, give it the most space in the bar, and have steps leading down to it from small tables surrounding it.


20 Questions


Believe it or not, the design and layout of your bar can make or break your business. Before the moving trucks pull in, ask yourself these 20 questions:1. Will your bar need to be stocked often?

2. Where will your bartender get supplies?

3. Will employees be able to get to storage and ice machines quickly?

4. Can guests identify your concept at the door?

5. Will anything impede traffic flow to the exits or the bar?

6. Do you have spacious aisles and walkways for your servers?

7. Are your tables able to accommodate groups of various sizes?

8. Are your restroom facilities located in a well-marked, easy-to-find area?

9. Are pay phones in a quiet area?

10. Do bartenders have easy access to a telephone to call taxis for customers?

11. If your bar serves food, is there an intercom system between the bar and kitchen?

12. Are fire exits and safety equipment easily accessible?

13. Is your service station at the bar easily accessible to servers without impeding customer traffic?

14. If you’re in a cold climate, do you have a coat-check area or space to hang coats?

15. Based on your layout plans, how easy will it be to clean your bar?

16. Does your color scheme match the concept of your bar?

17. Do your employees have easy access to a restroom?

18. Is your bar visible upon entry to the establishment?

19. Is there enough space for your bartenders to get around behind the bar?

20. Does your layout have the ability to expand when your business becomes wildly successful?






[image: 048]

Beware!

When deciding on the layout of your bar, don’t forget to include plenty of back-office and storage space. You’ll need an area where you can handle shipping and receiving, do your bookkeeping and other paperwork, and store inventory for those busy weekend nights!



Many bar owners want the bar to be the focus. After all, you want your customers to buy drinks, right? The bar can run the entire length of the room opposite the entrance, or it can be an island bar in the center of the room with seating around it. If you have plenty of space, you might consider using the bar to separate the entertainment areas. It could act as the dividing line between the dance floor or stage and a quieter lounge area where people can talk more easily. You can also have one main bar with smaller bars that can be used when the place gets hopping.

While you design around your focal point, you need to be realistic. Keep in mind the flow of traffic and provide plenty of space and mobility for your bartenders and servers. You can use your layout to restrict or enhance the traffic flow. Unless all your customers receive their drinks from servers, you want the bar to be noticeable and easy to reach. You don’t want to make it difficult for people to get to the bar for their drinks. Make a clear path, not an obstacle course. If you have servers, place their stations at the bar in an easily accessible location, too, with a quick, easy path to their tables. If you have a kitchen, keep your servers and bartenders in mind when deciding its location, too. You don’t want your layout to restrict your employees’ ability to deliver quick, efficient service.

Check out the sample bar layouts on the next page. You may decide not to use one of these designs, but they can give you a starting point for designing your own bar.


Finding a Place to Sit 

Determining your seating layout is one of the most important parts of designing your bar layout. Smaller neighborhood bars generally have an open floor plan with tables for group seating. On the other hand, clubs try to encourage patrons to dance or circulate, so they don’t want all their customers sitting at tables. When purchasing tables and chairs, ask yourself “How comfortable do I want my customers to be?”

You can choose from various heights of tables and chairs, too. For instance, at a club, you might want 42-inch-tall tables and bar stools. This way, if a person is standing next to someone seated, they will still be at about the same eye level. Tables in a lounge might measure 30 inches high.
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Beware!

When purchasing chairs for your bar, don’t buy wooden chairs that have spokes on the backrest. They tend to break easily and will need to be replaced frequently.
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If you have the space, you might consider putting one or two VIP rooms or booths in your bar. These provide another way to generate income for your business. Customers can pay a fee in advance to reserve the area for private parties of two to 20 people. What’s a VIP? “A VIP in South Beach is anybody who makes a reservation to come and sit in a VIP room, which is normally a two-bottle minimum—bottles being approximately $250 each,” says Gerry Kelly, the Miami club owner and operator.
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Beware!

As you start planning your food and drink menu, brainstorm some appetizers, entrees, and special drink recipes that could match your theme. Write them all down!



Most VIP rooms have their own staff that’s trained to give top-notch service. “We [had] VIP runners who escort VIPs from the front door to their table,” Kelly explains. “The runners [would] seat them at the table and then bring a VIP server over to wait on them. We also [had] a VIP director who [was] responsible for the booking and service for all VIPs who reserve tables. He also [scheduled] the VIP staff based on the size of the events and the number of VIP reservations.” If you don’t have the space to provide an entire room, you can create private VIP booths by separating them with curtains. If you do have the space, you can go all out with your VIP rooms. Kelly says at The Fifth, a nightclub that’s since closed, they [had] private VIP suites, some with their own elevators and entrances. The suites could be rented out for $5,000 a night, plus a four- or five-bottle minimum.


Flexible Layout 

Your bar or nightclub may be packed on the weekends, but you may find yourself with room to spare during the week. One way to generate additional business during these slower times is to make your venue available for private events. Kelly says his club, The Fifth, generated 60 percent of its revenue by hosting corporate events during the week. Companies paid a room rental fee, and pre-purchase the liquor for the event. The rooms were set up according to the type of event; Kelly’s club would do a full sit-down dinner or cocktail parties.

Keep this potential source of revenue in mind when designing your bar or club. Try to design a layout that will allow you to accommodate private parties—big or small. And then go out and market yourself to companies or families who may be looking for a place to hold their next get-together.




Menu Planning 101 

In the next chapter, we’ll begin discussing the kind of equipment you’ll need for your bar. But before we go that far, you’ll need to have a pretty good idea of what you’re going to serve. Are you going to have a full bar or just serve beer and wine? Are you going to serve food? Are you going to serve appetizers and sandwiches or offer full lunch and dinner menus? Make sure you have a clear idea of all the equipment you’ll need to provide these services before you start buying stuff. You don’t want to go over your budget just because you didn’t plan.

If you’ll be serving full meals, you don’t have to map out the entire menu right away. This is something you can discuss with your chef once you’re closer to opening. Just keep in mind the type of food you’ll be offering and what kind of staff and equipment you’ll need to prepare it. If you just want to serve snacks, like popcorn and peanuts, keep in mind that these types of food can be messy. For small snacks, you’ll need to assign someone to complete regularly scheduled cleanings throughout the night. Otherwise, your bar will look like a disaster area!

Make a sample menu with feature items you would like to serve. If you’re going to serve sandwiches, write down whether you want to offer both cold and hot sandwiches. If you’re going to have just an appetizer selection, write down what kind of appetizers you would like to have. Keep your concept in mind when making food choices. If you have a Mexican fiesta-themed bar, you don’t want to have a menu filled with Chinese food, right?

Once you have your layout mapped out and a rough idea of your type of menu, move on to Chapter 7, where we’ll go over the kind of equipment you’ll need to make all this happen. In Chapter 8, we’ll discuss suppliers, liquor selection, and inventory, so pull out that clipboard and let’s make a shopping list!
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If You Equip It, They Will Come: Equipment



Your design is done. Your basic menu is planned. You’ve secured financing. Now it’s time to think about spending some money on equipment. In this chapter, we’ll help you figure out what equipment you’ll need to get your bar up and running. From fixtures to glassware to back-office equipment, like computers and telephones, you’ll need to have it all.  This is the expensive part of starting a bar, but we’ll give you some options to help control your costs.

The important thing to keep in mind when you’re equipping your bar is what will really matter to the profitability of your business. Will spending $500 per imported Scandanavian chair make your customers any happier than $50 bar stools built in the United States? These are decisions you’ll have to make throughout the buying process. You’ll want to analyze each purchase carefully. For each piece of equipment, ask yourself if the equipment will do the job efficiently, match your décor, fit into your available space, and enhance your overall profitability. Then you’ll need to assess whether the cost is reasonable for the purpose it will serve and how it compares to other estimates you’ve gotten.

Knowing your target clientele is essential when furnishing and equipping your establishment. Do they know the difference between ritzy and cost-conscious? Do they care? How sophisticated do you think they are, and why do you think that? Remember, bar owners don’t succeed simply by pouring money into their operation. Examples of “hole in the wall” bars that rake in piles of money can be found all over the United States. Likewise, many cases exist where millions have been spent on the preparation of a drinking establishment resulting only in empty rooms.

How much money you spend on your equipment will depend on your product, whether you serve food, and what kind of entertainment you want to provide. By the time you’re ready to purchase your equipment, you’ll have a clear concept, location, and name, and you’ll have figured out your market and defined your clientele. Many of your equipment decisions will be based on all the other work and planning you’ve done so far.




Buying New or Used? 

When you’re equipping your bar, you have a number of options when it comes to making the actual purchases. You can buy new equipment, you can buy used equipment, or you can lease equipment. Bob Brenlin, the neighborhood pub owner in Seattle, bought the equipment for his bar, Fiddler’s Inn, but when he needed to renovate another of his Seattle pubs, Latona, he leased equipment. “It’s not a bad idea if you can stamp out the right lease, but you can also depreciate equipment you own. So upgrading to a lease is kind of a trade-off. You have to talk to your accountant to figure out which one’s the best.” Ron Newman, a sports bar owner in Manhattan Beach, California, acquired his equipment in a variety of ways. “Initially, we got most of our bar equipment at auctions,” says Newman. “Our sound equipment and stuff like that we bought new. Our furniture and kitchen equipment was bought used.”


[image: 052]

Bright Idea

Many equipment vendors are happy to help you choose the right type of equipment for your particular bar. You can benefit from their experience by asking them about other bars they’ve worked with that may be similar to yours. These vendors know all about the latest products; plus, they can help you stay within your budget.



Because many bars and restaurants go out of business, you might find great deals on equipment at local and regional auctions. You’ll even find advertisements for used equipment in the newspaper or online, at sites like Craigslist. If you end up buying used equipment, be sure to inspect it carefully. Check for cracks, especially around the welding and joint areas. If you have the time, find out if replacement parts are still available for that particular piece of equipment.

You can save a great deal of money on startup costs by leasing equipment. Generally, leases will last between 24 and 48 months, and many companies offer an option to buy at the end of the lease for a fraction of the original cost. Most bar owners lease some equipment, such as ice machines. You can work with the supplier to get extra perks like a 24-hour service agreement. Some suppliers will even offer free service and repair or replace equipment at no charge. Keep in mind, though, that if your bar goes out of business, you may be stuck paying for equipment you’re no longer using.




The Core: Bar Equipment 

Before you get started buying your bar equipment, you should have the exact measurements of all the rooms in your establishment and your seating capacity. This will help you come to a closer approximation of how much you’ll need of certain types of equipment. Also, make sure your equipment facilitates the efficiency of your bar and your kitchen, if you serve food.

Carefully consider the design of your bar from start to finish. Remember the building blocks you played with as a kid? Well, designing your bar is like trying to fit all your blocks into a defined area. On top of that, each building block has to perform a certain function. With your bar, you not only have to consider your available space—you have to consider the bartenders’ and servers’ work flow as well as customer traffic. You want to get equipment that will make your business as efficient as possible so your guests can get fast, friendly service from your employees.
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Smart Tip

Top-notch bar equipment will meet the standards set by the National Sanitation Foundation. When you’re shopping for bar equipment, look for the foundation’s seal of approval. The seal practically guarantees that the equipment will meet health department codes.



For certain types of equipment, such as ice makers, you’ll need to calculate the volume of output vs. your seating capacity and how busy you expect to be during peak hours. Your equipment vendors can give you this kind of information for all your equipment. Keep in mind that you want your business to grow, and you don’t want to outgrow your equipment too quickly. Also, allow for the possibility that the manufacturer might inflate the output rating a little bit to clinch the sale.

Most bars have three different sections: the front bar, the back bar, and the under bar. The front bar is where your customers will sit. The back bar has your liquor shelves that display premium liquors, your reserve liquor cabinets, and your beer coolers. Some bars also use an over bar for additional glassware and liquor storage. The under bar is where pipes and production equipment are stored.


The Front Bar: For Your Guests 

With your front bar, you’ll choose your seating, bar tops, and bar fronts. These buying decisions should revolve around both cost and atmosphere—what kind of feeling you want your décor to convey. You can expect to pay anywhere from $100 to $500 or more per foot for a custom-made bar—unless, of course, there’s a bar builder in the family. It is also possible to get bars used, if you can find some that fit your concept. You should calculate about 24 inches for each person sitting at the bar.

Your chairs can also add to your décor. Remember to keep your concept at the forefront of all your front bar purchases because this is what your customers will see. Bar stools can cost anywhere from $505 to $100 each for a standard bar stool to $400 for a custom-made stool. Lounge chairs fall into the same basic price range as bar stools, depending on the style, fabric, and design.


The Back Bar And Under Bar: For Your Bartenders 

The back bar and under bar are where all the behind-the-scenes action happens. In some ways, it’s the backstage area for your bar’s show. The back bar displays your premium liquor bottles. It can also be the place for refrigerators, the cash register system, glass and liquor storage, beer taps, and other drink machines, such as coffee or espresso machines.

The under bar is the area of the bar where your bartenders will do most of their work, and the part your guests can’t see from the front. You want to position all your back bar and under bar equipment so your bartenders can do their jobs using the least amount of movement possible. You don’t want them to have to run back and forth to get what they need to make drinks. Try to keep everything they need within arm’s reach. Your bartenders’ work environment will include sinks, ice bins, cocktail stations,  beer taps, storage cabinets, refrigerated cabinets (for beer and glasses), a mixer and blender stand, and a waste receptacle.


Too Much or Not Enough?


Equipping your bar without knowing exactly how much traffic you’ll have and how much they’ll drink can be a bit daunting. You’ll find a ton of bar equipment options, so you’ll need a way to whittle down your choices. Ask yourself these 10 questions when you’re making your purchasing (or leasing) decisions so you’ll wind up with the right equipment for your bar:1. Will it improve the production or service of the bar?

2. Will it meet your expectations for speed, volume, and quality?

3. Will it fit in with the concept of your bar and match the other equipment?

4. What type of warranty does it have?

5. Will it fit in the space you’ve allotted in your design?

6. Is it sanitary and easy to clean?

7. Is there added cost for installation and/or hookup?

8. Will it stand up to the use and abuse of your staff and/or customers?

9. Is it safe and easy to operate?

10. Does it give you room for your business to grow?





The bartenders’ back bar work space should be about 30 inches high and about 18 to 24 inches deep. The length will depend on the maximum number of bartenders you want to have behind the bar and the length of the bar itself. Each cocktail station should include an ice bin, liquor bottle wells, a speed rack (also known as a “rail”) for easy access to frequently used bottles, a garnish tray, a soda/mixer gun, and any other mixers they might need, such as Bloody Mary mix. Always keep your expected volume in mind when you’re deciding on the size and capacity of your back bar and under bar. Then multiply it by 30 percent to allow for growth.

You may also consider a number of “gun” options besides your soda gun. You can also use a wine gun and a liquor gun. The placement of your guns is vital to your bartenders’ efficiency. If your bartender is right-handed, he’ll want the soda/mixer gun on the left so he or she can pour from bottles from the right. Similarly, if you have a liquor gun, you’ll want that on the right as well. Wine guns can be placed on either side since they’re generally used less frequently. (Your higher-caliber wines will be in bottles.)
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Smart Tip

Look for equipment that’s easy to clean. Stainless-steel equipment not only cleans up easily, but it’s durable and resists mildew-causing bacteria. You don’t want to buy equipment that makes it easy for your employees to skimp on the cleaning process and bring down your health code ratings.



Since your soda guns will need a mixture of syrup and carbonation, you’ll need some under bar space to house the carbon dioxide lines and/or tank. You can opt to run the lines to a tank in a back room, too. Generally, your soda/mixer guns will include water, your chosen brand of cola, 7UP or Sprite, ginger ale, soda water, tonic, collins mix, and sweet and sour mix. You can also choose to use canned or bottled mixers, which give better quality but sacrifice storage space and the bartender’s speed and efficiency.


Glassware 

When picking a style of glassware, you want to keep your customers’ expectations in mind as well as your own image and concept. Your glassware should match the overall décor. Glassware breaks. It’s part of the business. It’s fragile, and you’ll have to replace it often. The size of your glassware will also determine the strength of your drinks; it affects the amount of liquor vs. mixer. It’s also a vital factor in your drink-pricing decisions.

You can use glassware as a marketing tool for certain drinks. If a drink comes in a fancy glass, it gives an upscale appearance, and as a result, you can give it a higher price. Some glasses look and feel heavier, which gives the customer the illusion that the drink is bigger than it actually is. Other glasses have flared inner containers, which also make it look like a larger drink. You can even use your glassware to enhance a fun, casual, and bargain-priced bar. Your glassware can be a magical tool; use it wisely!

The glassware you choose should also be easy to clean. If you don’t have a lot of storage space, you should consider stackable glasses. Or you can get racks that hang stemmed glassware over the bar from the base. Here’s a list of questions to ask yourself when picking out your bar’s glassware:
• Does the style match the concept of my bar?

• Is the size of the glass appropriate for the quantity of liquor I want to use in the drinks?

• Is the design durable enough that they won’t have to be replaced too often?

• How much will the glasses be used? (Brewpubs don’t necessarily need champagne glasses!)

• Will the cost fit my budget?





If your bar will serve beer, wine, and liquor beverages, you’ll want to have different kinds of glasses for various drinks. Try to keep some consistency in the style of  your glassware. You don’t want to send out mixed-image messages by having both fancy and plain glasses, or clear and colored, or extra large and extra small. As always, keep your bar’s concept at the forefront of your mind when making all your purchasing decisions.


How Many Glasses?


Depending on the type of drinks your bar serves and the size of your bar, your glassware stock will vary. Here’s a sample behind-the-bar inventory for an establishment that serves about 50 to 75 people every two hours. 



	
Glass 
	
Size 
	
Inventory 



	Pint glass
	16 ounce
	48



	Beer mug
	10–12 ounce
	48



	Pilsner glass
	9–11 ounce
	36



	Sport mug
	25 ounce
	24



	Bucket
	15 ounce
	48



	Rocks glass
	7–9 ounce
	48



	Highball
	5 ounce
	36



	Shot glass
	1 ounce
	24



	Wine
	8.5–10.5 ounce
	24



	Champagne
	5.5 ounce
	12



	Martini
	5 ounce
	24



	Soft drink/tall mixed drink
	10–12 ounce
	36



	Cordial
	1 ounce
	12



	Sherry
	2 ounce
	12



	Brandy snifter
	12 ounce
	12



	Tulip glass
	14–16 ounce
	24



	Margarita
	5.5 ounce
	24



	Coffee mug
	8 ounce
	12









Deciding how many glasses to buy is another issue altogether. For an idea, read “How Many Glasses?” above.




Equipping the Back of the House 

Beyond the bar, you’ll need some other equipment to run your business. If you plan to serve food, you’ll need kitchen equipment. The size and amount will depend on what kind of food you serve and the size of your menu. Talk to several different  restaurant equipment vendors to determine the type of equipment you need and the cost. Once you have your list, you can apply the same theories as you did with your bar equipment, as far as buying new, leasing, or buying used. If you have a kitchen manager or chef, he or she can make a world of difference in helping you pick out the right equipment. For an extensive list of the equipment you may need, turn to page 81.

You’ll also need basic office equipment to run your bar. Most of the owners we talked to had a computer, laser printer, multiline telephones, a fax machine, copier, a safe, and either cash registers or computer registers. One bar owner also had security cameras placed throughout the establishment to help prevent theft and burglaries.
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How Many Bottles on the Wall?: Inventory



Once you have your equipment in place and you’re just about ready to open, you can start working with your suppliers to get your startup inventory. That means it’s time to finalize your drink and food menus.




What’s On Tap? 

First, start with your beverage selection. If you’re a beer bar or brewpub, this will be quick and easy. You probably already have a pretty good idea what you’re going to offer on your drink menu. If you add wine, then you have a little more work to do. And if you serve liquor, then you’ll need to pull out a piece of paper and start doing the inventory!

Your beverage selection, combined with your pricing and presentation, will have a significant effect on your business and your success. You want to get it right, right? So let’s get down to business. First, pull out your mission statement and your market research. What do your customers like to drink? Most bars that offer beer, wine, and liquor carry three or four different levels of liquor quality.

The first and the lowest quality is called “well” liquor. It’s the liquor your bartenders will serve when a guest doesn’t specify a brand. For example, they may order a “vodka collins” or a “scotch and soda.” These are called well drinks because the bottles sit in the bartender’s well in the workstation, away from customers’ direct view.

If a guest orders a specific brand by name, this is referred to as a “call” brand liquor. These liquors are generally the next level of quality. It’s also the next level of pricing. You can either keep the bottles on speed racks in the bartender’s work area or on the shelves in the back bar where customers can see them.

Finally, you can have “premium” and “superpremium” liquors. (No, we’re not talking about gasoline here, but they can fuel the success of your business!) These are the high-priced brands of liquor that aren’t ordered as frequently as the call brands. Again, your premium and superpremium liquors will have an even higher price than call brands and should always be placed prominently on a shelf in the back bar.

So which brands should be call and which should be premium? That is entirely up to you. You can start with a basic structure and change it along the way as you get more of an idea of what your customers are drinking and how much they value certain brands. Remember that your selection will add to your first impression when you open. Your selection of brands will tell your customers what you think of them, and they’re going to compare prices and selection with your competitors.

You should also keep a close eye on your inventory throughout the life of your business. You don’t want to buy too much, or you’ll be wasting your money. You also don’t want to buy too little, because then your customers may not get what they order. Walking the tightrope is the name of the game when it comes to inventory in the food and beverage industries. If you don’t manage your inventory properly, it can mean the end of your business—even if you do everything else right.
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Smart Tip

Your distributors and suppliers are in business just like you. You should expect the same courtesy, respect, and service from them that your customers expect from you. Don’t be afraid to be direct and tell them what you want right upfront, but don’t push them over the line so they don’t want to do business with you, either.



To get an idea of the types and brands of liquors you need to buy, take a look at the “Startup Inventory Checklist” on page 86.




Creating Bar Cuisine 

By now, you should have a pretty good idea what kind of food you want to serve in your bar—if you want to serve food at all. If you’re going to serve sandwiches or appetizers, you can probably start selecting your food inventory without a chef. However, if you plan to serve more complex lunch and/or dinner entrees, you should wait to finalize your menu and make startup food inventory decisions until you have your chef on board.

Once you open your doors, constantly review your food menu. Unlike your liquor inventory, your food inventory will have a very short shelf life. If a particular item isn’t selling well and is simply going to waste, you should know that you need to cut your losses and take it off the menu immediately.

Your food wholesalers, sometimes also known as purveyors, may seriously impact the success or failure of your food sales business. Most suppliers want to keep their customers, so they provide quality food and timely deliveries. However, if they suspect you don’t know the business very well, they may try to take advantage of you. Be sure to check the quality of every order and all incoming invoices very carefully. If you have a kitchen staff, your lead cook or chef will most likely deal with your food suppliers.
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Beware!

Throughout the life of your business, make sure you pay your suppliers in a timely manner. Even if you have an excellent personal rapport with them, the almighty dollar still goes a long way toward developing and maintaining credibility. Your suppliers can be great assets, but you don’t want to get on their bad sides!



In addition to quality, you want to keep close tabs on food inventory. Ordering too much of a particular item will cost you profits, but ordering too little will cost you customer service. You’ll inevitably run out of certain menu items every once in a while. To prevent further problems, make sure the communication between the kitchen staff and wait staff is smooth and efficient. If you have run out of something on the menu, the servers should know it before they take a customer’s order for that item.
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Working with Suppliers 

One key to success in the bar business is developing a good relationship with your suppliers and distributors. They can help you in many, many ways. They can tell you what liquor or beer is hot on the market at any given time. They can give you general information about what’s selling at other bars in the area. And they can work with you to make sure you order just the right amount for your particular business. You also want to find the right suppliers to match your business. Look at all your options. Here is a list of ten questions you can ask yourself as you’re shopping for suppliers and distributors:1. What brands do they carry?

2. Are they popular brands?

3. Do their products fit your bar’s concept?

4. What are their payment terms?

5. Do they offer any discounts?

6. Do they provide any assistance with promotions? What kind?

7. How often do they make deliveries?

8. Do they require a minimum purchase?

9. If they are not a local supplier, what is their freight policy?

10. How do they prioritize order processing? First come, first served? Or larger orders first?




The Quantity Question 
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Smart Tip

Keep your backup bottles arranged by type of alcohol. Then ask your managers to memorize the par for each of the liquor sections behind the bar and in the speed racks so they can do periodic spot checks throughout their shifts. This will call attention to missing bottles or liquor that’s brought in illegally.



Now that you’ve located the suppliers you want to work with, it’s time to decide what and how much you should buy. Find out how often you can expect deliveries (the average delivery schedule is once a week). You want to make sure you don’t run out of anything before your next delivery arrives. However, when you first start out, you may not correctly gauge the popularity of certain beverages. During the first six months, you should monitor your inventory and sales very closely to make sure you’re ordering enough of the popular items and not too much of the less popular items. If you end up with too much of a certain liquor, consider running a special promotion to get rid of overstock. You could try a two-for-one special, give bottles away to special regular customers as “thank you” gifts, or give them away as door prizes. Always check your local laws before running any liquor promotions, though. Giving away bottles of liquor—or even offering drinks at a discount price—isn’t always allowed.

Remember: The cost of your inventory means more than just the amount of alcohol you buy. It also translates into storage space in your bar, and money that’s tied up in inventory could be used to support your business in other better ways.

Generally, you want to buy liquor by the case (12 1-liter bottles per case). Your back bar will most likely be designed to hold liter- or quart-size bottles. These sizes are also the easiest for a bartender to handle. However, if you’re using an automatic dispensing system, you might want to get 1.75-liter bottles instead to save on cost and restocking frequency.

If you find that you’re not using a particular type of liquor enough to justify buying a case, you can talk to your supplier about buying a split case or a mixed case. This option costs a bit more per bottle than a regular case, but it will save you space and probably money in the long run.

You’ll want to buy plenty of your well liquors and beer, and restock your house wine at least once a week. Specialty wines can be purchased by the case once a month and some as infrequently as twice a year. Keep in mind that liquor doesn’t go bad, but some wine and beer can spoil.

When you’ve established your regular inventory, you’ll need to create a plan for inventory control. We’ll cover daily, monthly, and annual inventory control in more detail in Chapter 9.
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“Par” for the Course 

Once you have your startup inventory in place, you’ll want to figure out your par for each type of liquor. Par, which isn’t an acronym, is the number of backup bottles you need behind the bar to keep from running out of well- and call-brand liquors in the course of one business day. This number can change any time you want it to, and you should review it periodically to make sure you’re “on par.”

It may take a while before you start to figure out what your par is for every type of liquor. For example, let’s say you decide to use the number of bottles used at each bar on the busiest night of the year as your ongoing par. You should then set a par amount for each brand of liquor in your well brands, call brands, and frequently used cordials. You should always have a minimum of at least one backup bottle for each of these sections.

Once you’ve reached a reliable par behind each bar, your bartenders and barbacks should never have to go to the storeroom while you’re open. As part of bartenders’ closing (or opening) duties, they’ll need to make sure the bar is at “full par” for the next business day. If you have a large bar or club, you might also want your bartenders to check the par between shifts.

Some bars keep a watchful eye on their inventories (and their staffs) by requiring their bartenders to fill out a liquor stock control form. When it’s time to restock the bar, the bartender puts all the empty bottles on top of the bar. They write down the total number of empty bottles on the form and give it to the manager. The manager checks the bottles against the form and gives the replacements to the bartender. This process makes it easier to keep track of inventory and discover missing bottles. You’ll find a “Liquor Stock Control Form” on the previous page.
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From Dawn to Dawn: Operations



You’ve heard the term “operation” many times in reference to your bar-related business. Calling your bar an operation fits because of how much operating it takes to keep it running. Someone will have to mind the store every minute your doors are open, and your place will need some sort of monitoring during the off-hours to prevent vandalism or break-ins.  This chapter provides valuable resources and suggestions on how to successfully run your establishment on a daily basis. You’ll begin by choosing the systems, setting the controls, and navigating the flow of your business from open to close. Then, you’ll need to sharpen and use your ability to recognize cracks in the operation.

Many compare running your own business to raising a child. If this is true, then a smooth-running, problem-free, profit-making bar compares to parenting a happy, well-adjusted, self-assured teenager preparing for adulthood. But don’t worry, the bumps in the road hold the best lessons. And as with parenting, you succeed with consistency and concern instead of rigidity and blame.




Rest Peacefully 

Have you ever tossed and turned all night trying to get to sleep? Have you suffered from the nagging feeling you’ve forgotten to do something—turn off the stove or lock the back door? If so, you’ve probably found ways to deal with your uneasiness.

When you begin your career as an entrepreneur, you’ll likely battle pestering little things that seemingly morph into huge headaches at a moment’s notice. These little problems can come from anywhere. You’ll encounter things like tardiness of your staff members, dishwashing machine breakdowns, dirty bathrooms, your produce delivery arriving during your dinner rush (for which you need the produce), and computer troubles. You can’t predict what problems will confront you tomorrow, but you can prepare yourself and your staff to deal with just about anything by setting the groundwork and promoting communication and safety.


The Road to Success 

The groundwork you lay to operate your bar includes the systems you use to track liquor and food. How much does the customer owe the server/bartender? Also, what liquor and food do you sell the most? The systems you choose depend on the type and size of bar you have.

A computer system can keep track of all your sales—right down to the point of how much you’ve sold of each type of product. If you decide your operation warrants the investment needed to set up a high-tech system, make sure you understand the ins and outs of the computer. Will you need to have a separate machine to process credit cards, or will the computer handle it? Make sure at least one person on your staff has a thorough knowledge of your computer and/or cash register system in case anything goes wrong. Be sure this person has a cell phone so you can reach them in case of an emergency breakdown.
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Dollar Stretcher

Thoroughly inspect any cash register system you consider for your business. Be realistic about its ease of use and justify its cost. Try to visualize how well the system will work when the people using it are rushed. Even a “small investment” can hurt you if you have to scrap the whole thing and buy a different system.



 
Show Me the Money


You’ll have to employ some sort of system for ordering and paying. You have many to choose from, and whichever one you choose will most likely bring lots of baggage with it. Here’s a list of some of the systems used in this industry to pay the check, along with the pros and cons of each.

 




Cash-and-Carry 

[image: 129] Pro. Since there’s no ticket involved, all the server has to do is call the drink to the bartender, deliver it, and get the money for it. It’s a very fast-operating system.


[image: 129] Con. Who rings the drink in? If there’s only one register, then the bartender will most likely ring it up. If so, when does he get the money for the drink if the customer pays with a credit card?


[image: 129] Con. There is a high chance of theft in this system. Using cameras focused on the register could cut down on theft, but you may want to invest that money in a computer system that stops theft without surveillance.






Handwritten Tickets 

[image: 129] Pro. It’s easier to account for drinks made if they’re all written down; there’s organization and control of all the checks.


[image: 129] Pro. It’s much cheaper than a computer system.


[image: 129] Con. With this system, there’s the inability to order food and liquor from the same check.


[image: 129] Con. It can be time consuming, especially if your bartenders or servers have to write down each order or each round of drinks.






Computerized Tickets 

[image: 129] Pro. This is the most efficient and effective way of communicating in a clear and concise way to the bar and the kitchen.


[image: 129] Con. This is the most expensive ordering system.


[image: 129] Con. There are many different kinds of computerized ordering systems. Generally, the expert you rely on in this area is a salesperson. If you buy a system with a lot functions you won’t use, then you could be wasting money.
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Mission Statement Worksheet

Although you'll find most bars don't have a written mission statement, the owners
keep anidea of their bar's mission in mind. I’ always a good dea to write it down so
you and your management staff can refer to it to make sure you stay on track As you
develop your mission statement, be sure to answer the following questions

1. Where do you want your business to be in two years? Five years? Ten years?

2. What do you want your customers to think of when they go to or talk about
your bar?

3. Where do you it in your community at large?

4. What are your responsibilities to your community?

Use the area below to synthesize your mission statement into a sentence or two.
Mission statement for:
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Q Blenders s
Q Refrigerators B
Q Ashtrays B
Q Straw and napkin holders s
Q Serving trays B
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Q Wood muddler
Q Funnels

Q Barspoons

Q Pour spouts

Q Beer bottle openers
Q Can openers

Q Corkscrews

Q ice buckets

Q Floor mats

Q Pouring mats

Q Trash cans

Q Check holders

Office and Related Equipment
Q Computer

O Laser printer

Q Calculators

Q Fax machine

Q Copier

Q Telephones

Q Cash registers

Q safe

0 Credit card system

Miscellaneous Equipment

Q Cleaning equipment (brooms, mops, etc)
3 Fire extinguishers

Q Firstaid kit

Q Knives
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Market Research Competition Questionnaire

When you visit the competing bars in your area, you want to use the information
you gather to develop a competitive strategy for your own establishment.
Improve on their strengths and capitalize on their weaknesses. Fll out this ques-
tionnaire for each of the bars you visit to help you assess your competition and
your customers.

1. What type of bar is it?

2. What i the concept/theme?

3. Does the bar offer a full bar, beer and wine, or just beer?

4. Did you have to wait to be seated? How long?

5. How long did it take to get served?

6. Whatkind of décor does the bar have?

7. Is the bar clean?

8. Is the layout of the bar and tables efficient?

9. Does the bar serve food?

10. If 50, what types of food does it have on the menu?

. Does the menu offer enough variety?
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Startup Inventory Checklist

The brands of alcohol you carty in your bar wil vary depending on what your
customers are drinking at any given time. Just lite fashion trends, certain liquors
go through popularity trends. What's a hot-selling drink now may not fly out the
door in six months. You need to keep a close eye on what's selling and what's not.
Here'sa sample liquor inventory checklist to help get you started. Write the brand
names you expect to carry in the blans.

Well Liquors 0 Brandy/Cognac

0 Vodka 1 Coffee liqueur

Qscotch Qriple sec

QGin Other Brands

QBourbon

0 Rum (light and dark)

QTequila

Call or Premium Liquors Single-Malt Scotch
Vodka Q Glenlivet

3 Absolut Gin

QGrey Goose Q Beefeater

O Ketel One QBombay

QSkyy QTanqueray

2 Smimoff Bourbon

Q Stolichnaya 2 Jim Beam
Flavored Vodka Q Maker's Mark
0 Absolut Citron QSeagram“7”

2 Absolut Mandarin Q Wild Turkey 101
Q Absolut Peppar Rum

QA smimoff Green Apple Q) Bacardi Superior
Qstolichnaya Orange QBacardi Select

Q Stolichnaya Raspberry Q Bacardi Limon
Blended Scotch J Bacardi Gold

() Chivas Regal ) Captain Morgans
QCutty Sark Q Meyers

(1 Dewar's Q Mount Gay
ey Tequila

Q Johnny Walker-Black Q CaboWabo
QJohnny Walker-Red QJose Cuervo 1800
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Startup Expenses

Here are the startup costs for two hypothetical bars. The first, Night Owl,is a tav-
e with a maximum capacity of 100 people and serves only beer and wine with
alimited menu. Night Owl has annual sales of $327.416. The second, Neverland, is
a 1000-person-capacity nightclub with a full-service bar. Located in the down-
town area of a metropolitan city, Neverland has annual sales of $976132.

Expenses Night Owl Neverland

Rent (security deposit and first month) $4,000 $7500

Leasehold improvements $18,000 $65,000
(heating/air conditioning, electrical,
plumbing, painting, carpentry, sign,
flooring, smoke detectors)

Equipment/fixtures $40,000 $225000

Licenses/permits $5,000 $20000

Beginning inventory $22,000 $38,000

Phone/utilities deposits $150 $375

Payroll 95,550 $18730

Grand opening marketing $1.000 $3000

Legal services $1.000 $3000

Accounting $250 $650

Insurance $500 $3.000

Miscellaneous expenses $9.745 $38.425
(add roughly 10% of total)

Total Startup Costs 107195 $422,680
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Name-Storming Worksheet

This worksheet will help get you started on the name game. Your answers on this
worksheet will give you a selection of adjectives and nouns that you can then
tun into a name. Answer the questions in many different ways until you have at
least three names that hit home with your entrepreneurial spirit. You don't have
to stop with the list you develop here. Keep going until you run out of ideas!

1. Name three things you want to see in your bar.

P

2

3

2.List three adjectives that describe your concept:

p

2
3

3.What do you want your patrons to say about your bar?

5. What wild animals would be most at home in your bar?

6.What locales reflect your concept?

7 What historic events exemplify your concept?

8 Name three unique sights or sounds a customer might find in your bar:

p

2

3
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Market Research Competition Questionnaire, contimuea

12. How would you rate the quality of the drinks?

13. How would you rate the quality of the food?

14. Does the cost match the quality/quantity of the food and drinks served?

15, How do you feel about the bar's atmosphere?

16. How is the service?

17. What promotions and sales techniques do you notice?

18. What feedback did you receive from the bartender/waitstaff?

19. What information did you get from the customers?
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Equipment Checklist and Worksheet

Since every bar will need equipment to match its specialty, we've come up with some
basics every bar will need, along with some other specialty items you might have in
your bar. Of course, we can't include t alll I’ up to you to decide what will and won't
workforyou.You can also talk to your equipment suppliers ahead of time to work out
amore defined shopping list for your bar. Even If you decide to buy used equipment,
asupplter can help you figure out what you need before you start writing all those
checks

Don't forget to fill in the price for your budget!
Q Glassware

Q Compartment sinks

Q Drain boards

Q Speed racks (also known as “rails")

Q Overhead glass rack

Glass chiller/mug froster

Beer taps and dispensing system

Cooler for beer kegs

Freezer (for ice cream)

Ice bins

Ice machine

Ice pick

Ice scoops

Q Liquor wells

Q Dishwasher

Q Storage racks

Q Display shelves

Q Storage cabinets

Q Soda/mixer guns

Q Condiment trays

Q Tongs

Q Plastic juice containers/dispensers

Q Coffee maker

Q Cream dispensers

0 Sugar and spice dispensers

Q Espresso machine

LUUULDUDD
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Liquor Stock Control Form

Date _

Bartender

Bar Station ___

Liquor Type/Brand Number of Bottles Used

Number of Bottles Taken from Stock

Manager's Signature
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Startup Expenses Worksheet

Expenses

Rent (security deposit and first month)

Leasehold improvements
(heating/air conditioning, electrical,
plumbing, painting, carpentry, sign,
flooring, smoke detectors)

Equipment /fixtures
Licenses/permits
Beginning inventory
Phone/utilities deposits
Payroll

Grand opening marketing
Legal services

Accounting

Insurance

Miscellaneous expenses
(add roughly 10% of total)

Total Startup Costs
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Startup Inventory Checklist, continued

QJose Cuervo Especial

U Sauza Conmemorativo
Blended whiskey
Qseagram 7"

Tennessee whiskey

QJack Daniels Old No.7 Black Label

QCampari
Q0 Chambord
QCointreau

0 Cream de Banana
QCream de Cacao
QCream de Menthe
QCream de Nova

Irish whiskey 0 Seam de |
jjoa‘;";‘mh " O Frangelico
N Galliano
Canadian whiskey Bcedin

Ace 0 Goldschliger

O Crown Royal 01 Grand Marnier

0 Seagram's VO, QJigermeister
Cognac Okahlua
QCourvoisier 2 Malibu
QHennessy 0 Midori

O Martell Qouo

QRemy Martin Qpernod

Cordials 0 Peppermint Schnapps
QAmaretto QRumpleminz
QAnnisette QSambuca
QApple Jack QSloe Gin

0 Apricot Brandy QSouthern Comfort
QB&e OTia Maria
QBailey's Irish Cream O Triple Sec
QBlackberry Brandy OTuaca

QBlue Caragao Qvermouth

Beer QHeineken
QAmstel Light 0 Michelob

QBass Ale Q iller
QBudweiser 0 Miller Lite

QBud Light a

Qcorona a

Dos Equis a

QGuinness a
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