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I. EXECUTIVE SUMMARY 

Young professionals today work long hours and have very limited free time.  Not only do they 

need to accomplish routine chores such as car washing and laundry, but also they want to 

socialize, relax, and have fun!  Wet Bar was formed with this concept in mind.  By offering food, 

drinks, car washing and laundry services in one upscale environment, Wet Bar combines 

standard necessities with recreational pleasure, and is able to command a price premium for all 

its products and services. 

 

Wet Bar will be located in San Diego, California, where there is an abundance of upwardly-

mobile young and middle-aged professionals.  The business has no direct competiiton, and will 

employ a robust loyalty program to encourage repeat business.  Notably, the loyalty program will 

enable detailed data collection, which in turn will inform Wet Bar’s operational decisions.  The 

Wet Bar senior team will rely heavily on data collection and analysis for all aspects of the 

business, to ensure that operations are consistently optimized and that customers stay happy.       

 

Wet Bar is seeking to raise $740,000 in start-up investment capital.  As this is an early-stage 

company, the company expects to source its initial funds from friends and family, angel, and/or 

seed VC investors.  Due to the cash flow-intensive nature of the business, the company expects 

to begin returning capital to investors within one year of opening the business. 
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II.  COMPANY ANALYSIS 

Wet Bar was conceived based on the concept that young and middle-age professionals have very 

limited personal time, and would highly value the opportunity to accomplish routine tasks in a 

more social setting.  By offering food, drinks, laundry, and car washes under one roof, Wet Bar 

provides a range of useful, inter-related services in an appealing, upscale environment.   

 

The bar will featured high-margin mixed drinks and tapas-style entrees.  The car wash and 

laundry services will each be available as both self- and full-service, to provide customers with a 

range of pricing options.  The establishment will be organized for clientele to comfortably 

lounge and socialize, while also getting their laundry done and/or washing their cars. 

The aggregation of these several services will serve to mutually reinforce the growth of each 

individual business line. 

 

The preferred location for Wet Bar is in the Ocean Beach area of San Diego, California, at the 

intersection of Voltaire Street and Sunset Cliffs Boulevard.  The Appendix contains several 

diagrams of the proposed Wet Bar facility, in addition to map views of the location.  

 

Wet Bar is organized as a Limited Liability Company (LLC), for the simultaneous purposes of 

minimizing Wet Bar’s tax obligations and protecting the founders from any personal liability for 

the business.   

 

The Wet Bar senior team is a partnership that was created in 2017 specifically to bring the Wet 

Bar concept to life.  The Wet Bar partners collectively have accrued many years of professional 

experience in hospitality and operations.  Partner A has deep experience in hospitality and 

customer service; Partner B has broad-based experience in operations (incuding data-driven 

management) and human resources management.  Both have started their own small service 

businesses in the past and are experienced with raising start-up funding from investors. 

 

Working beneath the senior partners will be Wet Bar management and staff.  All management 

and some staff will be cross-trained in each of the three service areas in order to facilitate 

operations that are flexible and highly responsive to customers’ needs.  To ensure that customers 

have a consistently enjoyable experience throughout the facility, Wet Bar will seek to recruit 

experienced service professionals who take pride in providing excellent customer service. 

 

The Appendix contains a SWOT (Strengths, Weaknesses, Opportunities, Threats) Analysis that 

further presents the strategic positioning of the company. 
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III.  INDUSTRY ANALYSIS 

Wet Bar, with its three inter-related services, collectively occupies the hospitality industry.  More 

specifically, it functions within three industries: retail food and drink, car care, and retail laundry 

service.  Each of these industries has proven demand by consumers, whether by necessity or 

recreational preference. 

 

In Europe and Asia, businesses that combine laundry and bar service are relatively common in 

student travel destinations.  However, establishments such as these are rare in North America. 

The proven success of these businesses elsewhere indicates a clear opportunity for major city 

centers in the United States.  

 

Wet Bar provides several necessities of modern life: food, car care, and laundry service.  Alcohol 

is not strictly a necessity but is strongly demanded nonetheless.  Humans are naturally social 

creatures, and will naturally seek to fulfill their routine obligations in the most pleasant and easy 

way possible.  Each of these factors have been driving influences in the rise of the specific 

industries in which Wet Bar operates (food & drink, car care, and laundry.) 

 

With the trend of apartment dwelling on the rise, increasingly, more Americans do not have at-

home access to laundry machines or space to wash their own cars.  With the trend of employees 

working longer hours at the office, many young professionals also simply do not have enough 

time to cook for themselves.  These trends are expected to continue indefinitely, and will 

contribute to the ongoing growth and prosperity of Wet Bar. 

 

Below is an analysis of the available information pertaining to each specific industry that Wet 

Bar operates in: 

 

Food and Drink.  The U.S. food and drink industry has grown from a $42.8 to $798.7 billion 

industry from 1970-2017, according to the National Restaurant Association.  See (Appendix: 

Restaurant Industry Sales.)  In California restaurants alone, $82.2 billion was projected for sales 

in 2017 (“California Restaurant Industry”, 2016).  The Nielsen ratings in 2011 ranked San Diego 

as the second best place in California to open a restaurant, after Napa Valley (Wolff, 2011).   

 

Car Care. According to the International Car Wash Association, there are more than 80,000 

retail car wash locatons in the United States, and only 24,000 of those are self-service operations.  

The car wash industry is highly disaggregated in the United States, with most businesses 

operated by individual owners.  (By contrast, in Europe, most car washes are owned and 

operated by large petroleum companies.)  In both North America and Europe, the growth of the 

industry is being driven predominantly by private entrepreneurs.  Annual retail car wash sales in 

North America exceed $15 billion (“Industry Information”, 2014). 
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The International Car Wash Association also reports that North American consumers are 

increasingly preferring to pay for car wash service rather than self-performing the task.  In 1994, 

only 47 percent of drivers reported most often paying for car washes; by 2014, the number had 

risen to 72 percent (“Industry Information”, 2014). 

 

Laundry Service.  The Coin Laundry Association estimates that laundry service sales in the U.S. 

annually exceed $5 billion.  Projected industry growth from 2017 through 2022 is only 1.1 

percent.  There are nearly 23,000 laundromats in the United States (“Laundromats”, 2017).   
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IV.  CUSTOMER ANALYSIS 

Wet Bar’s customers’ most limited resource is time.  They are at the early or middle stages of 

their careers and spend long hours at the office or on the road.  They have a very limited amount 

of personal time to take care of all the dull obligations and errands of life.  Plus they work hard 

and strongly feel “deserving” of having some fun!  Wet Bar’s customers relish in the “luxury” of 

simulataneously drinking, eating, or socializing while also accomplishing the necessary tasks of 

laundry and car washing.  Wet Bar meets both the desires and needs of its customers by 

providing both enjoyable products (food and drink) and functional services (laundry and car 

wash).  This synergy allows Wet Bar customers to pass time both more efficiently and more 

enjoyably. 

 

Wet Bar’s target customers are upwardly mobile young professionals and established, middle 

age, high end clientele, who either live or work in the Ocean Beach area of San Diego.  Wet Bar 

will also target young travelers who want a unique social experience while still getting their 

laundry done.  Wet Bar clientele are not overly price-conscious, and are willing to pay a 

premium for routine services provided in a hip, trendy environment. 

 

The target demographic is defined as middle-to-upper income, young or early middle-age, urban 

professionals.  These are men and women, ages 18-54, living or working in or near Ocean Beach, 

with an average income $75,000-200,000.  This is a very attractive and growing demographic 

that is currently driving rapid growth of the on-demand economy in major coastal cities in 

California. 

 

The “millennial” demographic has consistently demonstrated an increasing preference for eating 

outside the home and hiring service providers rather than self-performing meal preparation and 

other domestic tasks.  Research demonstrates that millennials spend $2,300 more per year than 

older generations on five key items: groceries, gas, restaurants, coffee and cell phone bills.  

Millennials also spend $233 per month on meals versus $182 for older generations (Fottrell, 

2017). 
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V.  COMPETITIVE ANALYSIS 

Wet Bar has no direct competition.  The closest form of “competition” is a diaggregated array of 

compteting service providers, including nearby eating establishments, laundromats, and car 

washes.  Wet Bar’s competitive advantage is that it aggregates each of these disparate operations 

into one convenient, well-run, upscale establishment.  Without Wet Bar, customers are obligated 

to “create their own experience” by commuting between establishments.   

 

There are many bars and restaurants in the Ocean Beach area.  The nearest car wash to proposed 

location is Genie Car Wash & Lube, which is 1.3 miles away.  There is also another car wash, 

Sports Arena Car Wash & Detailing, that is 1.9 miles away.  There are several nearby 

laundromats and dry cleaners, including a coin-operated laundromat on Voltaire Street.  Each of 

these establishments constitute, at best, only indirect competition for Wet Bar. 

 

The primary strength of these “indirect” competitors is that they offer lower-cost options.  Their 

weaknesses are that they are diaggregated services, and most car washes and laundromats lack an 

appealing aesthetic quality.  Typical restaurants do not enable any productive errands to be 

accomplished at same time.  Wet Bar is competitively differentiated not only by its “efficient” 

aggregation of services, but also by its upscale aesthetic for all its services. 

 

Wet Bar has defensible barriers to entry.  The upfront capital costs of simultaneously starting a 

bar/restaurant, car wash, and laundromat are relatviely high, which serve to deter potential 

competitors from establishing a similar scope services.  Business owners nearby who only offer 

one of these services are unlikely to be able to afford such a significant expansion.  Wet Bar’s 

focus on data-driven management overcomes another barrier to entry, which is the substantial 

operational challenges associated with managing three businesses under one roof.  Unlike the 

Wet Bar senior management, most small business owners are functional experts in only one area, 

and are not capable of or lack the resources to smoothly managing multiple business lines at 

once. 
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VI.  MARKETING PLAN 

Wet Bar has developed it’s marketing plan based on a “4 Ps” Analysis, presented below.  The 

marketing plan will be data-driven, enabling Wet Bar to rapidly and successfully penetrate the 

target market, deliver high quality products and services, and build and retain its client base.       

 

The following is Wet Bar’s 4 Ps (Products, Promotions, Price, and Place) analysis.  In addition to 

these direct marketing tactics, Wet Bar will also seek to establish mutually beneficial 

partnerships with nearby parking garages. 

 

Products. Wet Bar is clear on the products it will offer, and will consistently market each of 

them to its clientele and potential customers.  For the bar and restaurant, the emphasis will be on 

mixed drinks and tapas-style entrees.  The laundry and car wash services will include both full- 

and self-service offerings. 

 

Promotions. Wet Bar will rely heavily on the use of a customer loyalty card, not only to offer 

promotions but also as a tracking tool to clearly understand important business metrics such as 

overall sales volume and profitability, frequency of individual visits, dollars spent per visit, and 

the effectiveness of the referral program.  The ongoing use of data-driven analytics will 

significiantly enhance Wet Bar’s ability to attract and retain customers. 

 

To attract new customers, Wet Bar will employ a variety of high- and low-tech strategies.  In 

Wet Bar’s physical location, high visibility advertising via street-level display ads will be used to 

target residents and commuters passing through.  Wet Bar will rely heavily on virtual 

advertising, focusing on in-app advertising with popular on-demand mobile apps.  This online 

advertising will be highly targeted by location and the specific interests of the app viewers.  Wet 

Bar also expects that the uniqueness of the business concept, along with the pleasing upscale 

aesthetic, will inspire word-of-mouth marketing.   

 

Specific promotions for loyal customers will evolve and change over time, but conceptually, the 

loyalty card will enable customers to enjoy special offers and services in exchange for their 

ongoing business.  “Loyalty points” may be exchanged on future visits for free or discounted 

products and services.  Wet Bar may also offer “referral bonuses” to customers who bring in 

their friends.  The goal of these promotions will be to develop a client base that frequents Wet 

Bar on at least a weekly or bi-weekly basis.  In addition, promotions offered during “non-peak” 

hours (weekday daytimes) will provide additional business during slow periods. 

 

Price. Wet Bar will price its products at a premium, reflective of the upscale nature of the 

establishment and “luxury” convenience offering of several services under one roof.  Mixed 

drinks from the bar will cost $10 or more, and tapas-style entrees will be $8 each.  Self-service 
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laundry (per load) will cost $7 and full service will cost $25.  The self-service car wash will be 

$12 and full service will cost $30. 

 

Place. The preferred location for Wet Bar is in the Ocean Beach area of San Diego, California, at 

the intersection of Voltaire Street and Sunset Cliffs Boulevard. This location is both a “stand-

alone” destination and a functioning mixed-use neighborhood.  It is readily accessible via a 

nearby interstate highway and is centrally located, yet slightly off the “main drag.”  Wet Bar 

seeks to avoid the added overhead (real estate) cost that is associated with being located directly 

in a California city center or on the beach.   

 

The alternative location that still meets Wet Bar’s requirements is in the North Park area of San 

Diego, near the intersection of Mississippi Street and University Avenue.  This location is more 

residential, with a population matching Wet Bar’s target demographic, which makes it ideal for 

serving customers on their way home from work.   
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VII.  OPERATIONS PLAN 

The Wet Bar concept is ideal; however, Wet Bar’s senior management understands that the team 

must be highly skilled in operations and hospitality, with the support of data-driven analytics.  

Otherwise, without such expertise and optimization of the system, the business could devolve 

into disorganized chaos.  The Wet Bar management team has developed a data-driven operations 

plan that focuses on ensuring a smooth, satisfying experience for the customer, with an emphasis 

on hospitality and ambiance.   

 

Wet Bar operations will be data-driven.  Staff ID numbers and physical cards will be employed 

to collect and process data, which will enable upper-level management to monitor metrics such 

as sales generated, hours worked, and productivity.  The ID cards will also optimize the 

efficiency of operations by giving dynamic feedback about staffing needs and enabling staff to 

perform necessary functons such as accepting payments and operating equpment.  The electronic 

platform supporting the system will allow interactive feedback to be communicated among 

employees.   

 

A very important component of the operations plan is data integration as a driver of real-time 

management decisions.  The underlying digital platform supporting Wet Bar will incorporate 

data from both the staff ID cards and the loyalty card system to support real-time actions by 

management and staff.  As a result of utilizing this highly optimized data-driven system, the 

senior team will be empowered to smartly and efficiently allocate appropriate material, financial, 

and human resources.  Using sophisiticated data, Wet Bar can both maximize profits and ensure 

that customers experience a consistently smooth, well-run, pleasant environment.  

 

Wet Bar will seek to streamline its operations wherever possible, in order to minimize 

complexity.  To simplify food preparation, reduce the need for extensive inventory, and 

maximize profit, the restaurant will primarily offer tapas-style entrees.  Presenting only a limited 

menu also facilitates more efficient and effective training of the Wet Bar staff.   

 

Wet Bar management takes safety concerns seriously, and has organized its operations plan to 

prevent accidents from occurring.  On a per-hour basis, considering the length of time required to 

wash a car or a load of laundry, patrons are not expected to exceed the legal limits for alcohol.  

Valet attendants will aid all parking and car wash operations, not only to improve on-site safety 

but to enhance the customer service experience.  Where valets are not employed, customers will 

be encourage to utilize on-demand taxi services such as Lyft and Uber, especially in the late 

night hours after alcohol has been consumed.  To ensure adequate available parking and prompt 

taxi service, Wet Bar will partner with nearby parking garages and local drivers for mutual 

benefit. 
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The supporting appendices to this business plan include a Staffing Summary, which indicates 

how Wet Bar will likely be staffed on a weekly basis; and a Business Milestones Timeline, 

which presents the timetable that Wet Bar expects to follow to create and open the business.  
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VIII.  FINANCIAL PLAN 

Wet Bar is seeking to raise $740,000 in start-up investment capital.  The company expects to 

become profitable by Month 17 (eight months after opening for business).  Wet Bar will begin 

returning capital to investors, conservatively, by Month 24.  Beginning in Month 24, if not 

earlier, Wet Bar will pay its investors a percentage of quarterly net profits.  (Actual percentages 

to be negotiated based on amount of initial investment.)  Wet Bar investors will continue to 

quarterly receive payouts until they have earned a 3X return on their invested capital.  This 

return profile is comparable to what investors would receive by investing in other consumer 

retail establishments. 

 

The Wet Bar projected financial model is attached as a separate Excel file.  Below is a brief 

analysis of the most important drivers of the model: 

● Revenue. There are four distinct revenue streams: Bar, Restaurant, Laundry, and Car 

Wash.  While each of these may fluctuate or vary from the projections, Wet Bar 

significantly benefits from having three independent revenue streams to support its 

operaitons.  The prices for each service reflect the premium nature of the establishment. 

● Cost of Goods Sold. COGS were estimated as percentages of revenue, rather than as 

itemized expenses, in order to maintain accurate gross margin numbers. 

● Operating Costs.  Rather than purchase real estate outright, which would require a 

significant down payment and expensive monthly mortgage, the company will seek out a 

long-term lease contract at favorable terms.  Not only does this greatly reduce the 

required upfront expense, but also the company is well-suited to make reasonable 

monthly payments on a long-term basis, given the cash flow-intensive nature of the 

business.  This decision increases the company’s ongoing monthly operating costs, but 

dramatically reduces the required initial investment. 

● Capital Expenditures.  The majority of the initial investment will be used to purchase the 

equipment necessary to initiate operations.  The equipment, comprised of bar and 

restaurant equipment, laundry machines, and professional car wash equipment, will be 

installed in such a way that it can be moved or removed relatively easily.  This design 

will allow the company to easily take its equipment if it ever needs to relocate the 

business. 

● Debt. The company has not incorporated the use of any debt into its financial model.  

Although Wet Bar does not intend to assume debt in the future, it remains a viable option 

in the event of an unforeseen cash shortage. 
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IX.  CONCLUSION 

The Wet Bar senior team is inspired to create a hospitality service that meets the many needs of 

young professionals and high-end clientele in Ocean Beach, San Diego.  By offering delicious 

small plates of food, interestng mixed drinks, and more fun ways to accomplish the routine 

chores of car washing and laundry, Wet Bar expects to develop and grow a loyal client base.  By 

smartly implementing a data-driven system and focusing on high-margin products and services, 

the company will be well-positioned to provide investors with a high return on their invested 

capital.  Given the cash flow-intensive nature of the business, Wet Bar intends to begin returning 

cash to investors within two years of operations, as outlined in the financial plan.  The expertise 

of the senior team in both hospitality and operations will be crucial to ensure Wet Bar’s success, 

on both a short-term and long-term basis.  
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XI.  APPENDICES 

Appendix A: Wet Bar Facility and Proposed Location 

 
Entrance 

 
Exterior 

 
Layout 

 
Laundry 

 
Cutaway 

 
Upstairs 
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Appendix B: SWOT Analysis 

Strengths 

- Novel concept without direct competition 

- High start-up costs present meaningful barriers to entry 

- Services provided are necessary and high-margin 

- Business model encourages recurring business 

- Technology-oriented operations and marketing maximize responsiveness and 

efficiency 

Weaknesses 

- Potential for individual services to be poorly integrated or for overall quality to 

suffer because of the scale 

- Service industries have high staff turnover 

Opportunities 

- Potential to aggregate and capture revenue from three inter-related hospitality 

industries 

- Opportunity to intelligently apply data-driven approach to efficiently overcome 

operational and sales obstacles 

- Restaurant service may be expanded to a broader range of offerings 

Threats 

- Rising costs of real estate may price a portion of the target demographic out of 

the proposed location 

- Proven success of the business model may attract competitors 
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Appendix C: Restaurant Industry Sales 
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Appendix D: Staffing Summary 

 Low Volume 

(Weekday 

Daytime) 

Medium Volume 

(Weekday Evenings, 

Weekends Daytime) 

High Volume 

(Weekend 

Evenings) 

Supervision 1 Manager, 1 

cross-

functional 

supervisor 

 

1 Manager, 2 cross-

functional supervisors 

1 Manager, 3 

supervisors 

(division managers) 

Bar and 

Restaurant 

1 food prep 

staff, 2 servers 

2 food prep staff, 4 servers 3 food prep staff, 6 

servers 

Laundry  1 laundry 

attendant 

2 laundry attendants 2 laundry attendants 

Carwash, Valet 

and Parking 

1 car wash 

attendant, 1 

valet driver 

2 car wash attendants, 1 

valet driver 

2 car wash 

attendants, 2 valet 

drivers 
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Appendix E: Business Milestones Timeline 

 

Business Milestone    Target Completion Date 

Secure seed funding    June 2018 

Finalize and secure location   July 2018 

Identify and hire managers   July 2018 

Begin site renovation/construction   August 2018 

Begin promotional/marketing activities August 2018 

Complete renovation/construction  November 2018 

Identify and hire part-time staff  November 2018 

Procure supplies and supplies   December 2018 

Open business     December 2018 

 

 

 

 


