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ABSTRAKT

Bakalatska prace je rozdélena na dvé ¢asti. Teoretickd cast bude obsahovat zakladni pojmy,
které¢ budou dale pouzity v této praci. V praktické ¢asti bude dale realizovan kvalitativni
vyzkum ve form¢ rozhovort, ktery bude smétovat ke splnéni cile prace, tedy vytvoftit navrh
podnikatelského planu pro netradi¢ni kavarnu ve Zlin€ a zjistit jeho realizovatelnost v praxi.
Vyzkum se bude opirat o zkuSenosti, nazory a ovéfené postupy majitelli a majitelek
zlinskych kavaren, kteti svlij podnikatelsky plan jiz implementovali v praxi. Cilem prace je

zpracovat podnikatelsky zdmér a zjistit, zdali by tento podnik byl vydélecny.

Kli¢ovad slova: podnikatelsky zamér, podnikatelsky pldn, podnikani, podnikatel,

marketingovy vyzkum, interview, marketingovy mix, kavarna

ABSTRACT

The Bachelor thesis is divided into two parts. The theoretical part will contain basic terms
which will be used in the practical part of this thesis. In the practical part, qualitative research
will be conducted in the form of interviews, the aim of which will be to achieve the goal of
this work, to create a proposal of a business plan for a trendy café in Zlin and to find out its
feasibility in practice. The research will be based on experiences, opinions and best practices
of owners of Zlin’s cafés who have already implemented their business plans in practice.
The thesis aims to elaborate a business plan and to find out whether the business would be

profitable.

Keywords: business plan, entrepreneurship, entrepreneur, marketing research, interview,

marketing mix, café
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INTRODUCTION

The thesis focuses on theory and elaboration of a business plan for a baby-friendly café¢ with
a wide range of activities in Zlin. [ have decided to choose this topic, for three main reasons.
Firstly, because I am interested in the entrepreneurship and because I was curious whether
this kind of business might be profitable. Secondly, because of my love for coffee, self-
development lectures and creative courses, and in the third place, because I have not found
such a café in Zlin.

I personally know many women and mothers from Zlin, who would appreciate this type
of business, including me. However, I know that establishing such a business would be
challenging and its profits will most likely not be as high as it may seem at first sight. On
the other hand, those concepts of cafés or similar ones have been already established in other
cities and seem to be very successful and coveted not only by families.

For this reason, it is important to elaborate a business plan to realise all facts, obstacles
and risks that such a business can bring and finally to find out if the business has a potential
to be viable. The author has also decided to support her work by interviewing six already
existing cafés in Zlin and then draw on their best practises and experiences. The thesis will
be divided into a theoretical part and an analysis. In the first part, the author will describe
the problematics of the entrepreneurship, possibilities of a legal person, then a theory of the
business plan, its goals, types and finally a description of its structure and each crucial part.
This information was mainly collected from literature and the internet sources.

Then the analysis will follow, starting with a chapter dealing with reports and findings
from the conducted marketing research, then an executive summary will follow, as well as
a company description, a market analysis, a marketing plan and sales strategy, a competition,
a management team and finally a financial plan. The financial plan will show initial costs,
operating costs, revenues and estimated profit from the caf¢.

The aim of this thesis is to find out whether the enterprise would be viable and profitable.
All chapters will be described in detail, and some information will be enclosed in the

attachment not to exceed the allowed work range.
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I. THEORY
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1 ENTREPRENEURSHIP

Definitions of entrepreneurship can be understood and interpreted differently depending on
various approaches and different points of view. The business developed in connection with
social changes in history and a comprehensive theory of business have constantly been
developing up to this day (Srpova and Rehoi 2010, 18).

According to the Czech Commercial Code, entrepreneurship is defined as a systematic
activity which is carried out independently by the entrepreneur, who act on his or her behalf
and their responsibility to make a profit (Business.center 2018). Oxford Dictionary defines
entrepreneurship as “The activity of setting up a business or businesses, taking on financial
risks in the hope of profit.” (2018).

For some economists, an entrepreneur is an innovator, who brings something new to a
product or a technological process and thus creates an added value, he or she can recognise
a supply and demand and use it for the profit. (Srpovéa and Rehot 2010, 18—19). According
to Majduchova and Neumannova, searching for business opportunities and niches on the

market is a vital part of entrepreneurship (2014, 18).

1.1 Entrepreneur
An entrepreneur is a person who runs a business, controls activities done by the business and
takes risks risings from the entrepreneurship. The entrepreneur enters financial resources
into business and makes decisions about what, how and what amount of goods or service
will be produced. (Srpova and Rehot 2010, 30-31; Majdichova and Neumannova 2014, 20;
BusinessDictionary 2018). Entrepreneur creates job opportunities, uses planning and
strategies, should be innovative and creates new products and markets (Majdichova and
Neumannova 2014, 21).

According to the Commercial Code in the Czech Republic, the entrepreneur is:

v' any natural or legal person registered in the Commercial Register

v' aperson who runs a business under a trade authorisation

v’ aperson carrying on a business under other certificates than a trade authorisation

and under specific legislation
v' aperson who carries on agricultural production and who is registered under specific

legislation (Businesscenter 2018; Mendelu 2018; Muni 2013).


https://business.center.cz/business/pravo/zakony/obchzak/cast1.aspx
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1.1.1 Legal Forms of Entrepreneur

Choosing a type of business entity is important for each entrepreneur based on his or her
preferences, requirements and business plan. A legal form could be transformed during
business, but it brings some additional costs (Srpova and Rehot 2010, 67). Legal forms in
the Czech Republic differentiates in some areas and requirements, for example in a minimum
number of founders, minimum registered capital, financial liability and others (Businessinfo
2018). The Commercial Code in the Czech Republic lists two types of business entities-

persons, and they are a natural person and a legal person (Srpova and Rehot 2010, 67).

1.1.1.1 Natural Person
A natural person gains his or her rights and duties on the date of his or her birth and loses it
on the date of his or her death. Legal capacity is acquired at the age of majority, which means
when they reach 18 in the Czech Republic (Obcanskyzakonik.justice 2012; Majdiichova and
Neumannova 2014, 22). A natural person in business terminology means that the person who
wants to carry out a business must gain trade license or other business licenses, must know
which type of trade he or she is going to carry out and also has to meets certain conditions,
which are: minimum age of eighteen; to have legal capacity and integrity or special
conditions for a specific type of a trade if required. In this business context, designation of
this type of person used by Czech law is a sole proprietorship (Srpovéa and Rehot 2010, 67).
A sole proprietor is a type of business entity, which is easy to establish, no minimum
start-up capital is required, and the person is responsible for his or her debts. (Srpova and
Rehot 2010, 67). An owner of business owns all profit earned by his or her business and
taxes are paid by the owner only (Mariotti and Glackin 2013, 314). According to Mariotti
and Glackin (2013, 361), the sole proprietor is usually the only employee in a business.
Typical forms of the sole proprietor are a tradesman; an independent farmer; an expert

witness or a self-employed artist (Srpova and Rehot 2010, 67).

1.1.1.2 Legal Person
As contrasted to a natural person, the establishment of a legal person is more complex. A
legal person is established by the day of registration in the Trade Register and gains its rights
and duties on the effective date of the enrolment to this register. This type of business entity
allows acting as one unit, which can consist of a group of people and property (Majdichova
and Neumannova 2014, 23).

According to the New Civil Code of Czech Republic, Legal personality is the capacity

to have rights and duties within the legal order, and they are divided into:


http://www.businessinfo/
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1. Corporations- associations; business corporations; trade unions; political parties
and churches

2. Foundations- foundations and endowment funds

3. Institutes (Obcanskyzakonik.justice 2012).

Founding a corporation in the Czech Republic means that all forms of corporations have
to be established by a memorandum of the association which must have a form of a notarial
deed and be incorporated, which means that the corporation has to be registered in the Trade
Register and accessible on justice.cz (Businessinfo 2018; Srpova and Rehot 2010, 68). The
tax rate for legal persons is 19% (Businessinfo 2018).

Types of business corporations valid for the Czech Republic can be found in the
Business Corporation Act, and they include Commercial Companies and Cooperatives.
(Obcanskyzakonik.justice 2012):

1. Commercial Companies

Limited-liability Company is the latest type of the legal form which is the most used
in the Czech Republic, because the minimum required start-up capital is only 1CZK, and the
minimum required number of founders is also one, where partners have only limited liability
to the extent of their unpaid contribution (Businessinfo 2018; Srpova and Rehot 2010, 74).
This type of legal person enables to separate owners and partners from their personal liability
for business debts (Mariotti and Glackin 2013, 314).

Joint-stock Company must have minimum 200 000CZK or 80 000euros start-up
capital and one founder is required. Shareholders by contrast to other types of corporations
are not personally liable for the company’s obligations (Businessinfo 2018; Srpova and
Rehot 2010, 80).

Limited Partnership does not require a minimum start-up capital; there must be
minimally two members, one of them as a general partner, who has unlimited liability for
the partnership’s obligations and at least one another partner who will be a limited/special
partner. Special partners have limited liability to the extent of their unpaid contribution
(Businessinfo 2018).

Unlimited Partnership is the oldest form of Business Corporation which could be
established only to run a business. This type also does not require any minimum start-up
capital. A minimum number of founders required is two and their financial liability is
unlimited (Businessinfo 2018; Srpova and Rehot. 2010, 70).

2. Cooperatives


http://www.businessinfo.cz/en/psc/start-your-business/registration-of-legal-form-of-business.html
http://www.businessinfo/
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Cooperative does not require any minimum start-up capital, but the minimum number
of founders is three. Members are not personally liable for the cooperative’s obligations
(Business.center 2018).

European Cooperative Society (SCE) is a legal form of cooperation which tries to
simplify cross-border and transnational activities in European Union (Ec.europa 2018).

Although most of Business Corporations can be founded with none or minimal start-up
capital, it is essential to be aware of other compulsory costs not only administrative which

are necessary for establishing the legal entity, as is the case of establishing the trade.

1.2 Enterprise

The enterprise is any subject carrying on an act of offering products or services on the market
without a necessity to make a profit. A principal activity is not making a profit but rather
speaking to customers. The legal or natural form of the enterprise is not determining this
activity (Dvofacek and Sluncik 2012). The enterprise exists for entrepreneurship, and it is
economically and legally independent unit in which inputs convert into outputs (Srpové and

Rehot 2010, 35).

1.2.1 Small and Medium Size Enterprises

According to the recommendation of the European Commission, enterprises can be divided
into Micro enterprises, which have maximum 10 employees and 2 million annual turnovers,
Small sized ones with maximum 50 employees and 10 million annual turnovers and Medium-
sized ones which can have maximum 250 employees, up to 50 million annual turnover and
assets value up to 43 million (Srpové and Rehot 2010, 36). Their importance lies mainly in
employing people and thereby supporting employment because of more than 50% of
employed people work in small or medium-sized enterprises (Czso 2013a, Czso 2013b;
Veber and Srpova 2005, 21).

A benefit of small and medium enterprises is mainly in a socio-economic area. These
enterprises stand against monopoly, stabilise society and allow freedom to citizens. Small
and medium-sized enterprises are most often owned by local entities, represent local capital,
and its owner usually lives within the same region where his or her business is located. On
the top of that, those kinds of enterprises like cafés, little shops partially create a part of city
urbanisation (Veber and Srpova 2005, 21).
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2 BUSINESS PLAN

According to Mariotti, and Glackin (2013, 11), a business plan is a physical document that
clarifies ideas of a business and how business activities will be carried out. A story behind
the business; costs and marketing plan; financial plan and estimated revenues should be
present in each business plan.

As reported by Korab et al. (2007, 13), a business plan is a written document that enables
owners, managers and others to compare their ideas with reality and therefore to identify
differences and weak points in their plan. Since the business plan deals with expenses
planning, better supplier conditions could be arranged. Such a plan can serve as a key tool
for raising money from investors or bank institutions, for example, and as well as a helpful
activity planner.

Shelton (2017, 23) claims that a business plan is not only a formal document containing
business goals; an attainability of those goals; a plan which would help to reach those set
goals; information about the originality of selling a product or service and data about
organization itself and an attempt to reach those goals. According to him, a business plan is
rather a process to test ideas and to test if they are realisable, achievable and financially
favourable. The plan helps to secure the viability of a business, to understand business
financial needs and to identify partners and target customers.

According to Abrams, the key to success is not the plan but the process of planning
(2014, 30). The business plan must be innovative, comprehensive, brief, logic, well-
structured and arranged, truthful and real, respecting the risks, according to Srpova (2010,

60).

2.1 Goals of a Business Plan
According to Cerveny et al. (2014, 3), a business plan should express specific goals and
objectives of an entrepreneur and concrete business strategies to achieve those goals and
objectives. Goals not only to create the business plan should always be SMART. This
acronym stands for specific; measurable; achievable; realistic and time-bound (Srpova et al.
2011, 18). Those expressions are characteristics which each goal should have.

A company’s goal could be for example expanding abroad or to another city, a
management style which is going to be used by the businessperson, the amount of money
which is going to be invested or borrowed, approximate annual revenues in a year or the

daily number of customers (Entrepreneur 2018).
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The SMART technique could have different meanings to different people, the author of

the thesis attaches a table for clarification.

Table 1. SMART goals

Meaning Question/s to ask
S Specific, Simple, Sensible, Significant What, Why, Who, Where, Which?
M  Measurable, Meaningful, Motivating How much? How many?
A Achievable, Agreed, Attainable How could I achieve the goal?
R Realistic, Relevant, Resourced, Results- Is ituseful? Am I the right person? Is

based it the right time?
Time-bound, Time based, Time/cost limited, When? What can I do today? Where

-

Timely, Time-sensitive will I be in ...months?

Source: Mindtools 2018, own creation

2.2 Purpose of a Business Plan

A business plan is an essential tool when planning any business which can be useful to
determine if the business would be viable and profitable before real mistakes in the real word
for real money could be made by the businessperson. It serves as a rough draft of future
business operations which can be modified as the company grows. The business plan forces
entrepreneurs to figure out many issues they will face in the future before they serve their
first client and a written form of this document before starting the business can save a lot of
time and money. Furthermore, regarding future financing, investors or banks require a
complete and convincing business plan which contains each essential part, such as financial
analysis (Mariotti and Glackin 2013, 43).

Srpova et al. claim that a business plan can be successful only if the product is beneficial
for customers, better than what their competitors offer, and a customer should be given above
average service or concept. The business plan should involve answers to those types of
questions (Srpova et al. 2010, 60—61):

v" Who are our customers?

What market do we want to reach?
What is the benefit to our customers?
Why should customers purchase with us and not with the competition?

What is our competitive advantage?

NN

How do our customers meet their needs?
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2.3 Types of a Business Plan
According to Finch (2010, 2) business plans might have different forms and style based on
two fundamental indicators: what is the plan for and who is the target audience. These two
indicators help the author to realise in what way he or she should draught the plan. To write
a definition of those two target groups could be very helpful to write the correct business
plan which will contain everything that these groups would expect from it (Finch 2010, 2).

The business plan for an existing business or a start-up entrepreneur requires planning.
The plan is formed by business strategies which should be based on an analysis. The business
plan to get a partnership may be needed when the business wants to merge with another
business to improve their market position and gain new clients. The business plan for banks
or investors is required when a firm or a company needs to get finances or credit from
external sources. In this situation, a bank or an investor may want to see it due to return on
investment, for instance (Cerveny et al. 2014, 3-9; 184).

A business plan can also be divided depending on whether its use is internal or external.
The external business plan is used for banks and investors, for example, while the internal

business plan is written for a management team and employees (Schwetje and Vaseghi 2007,

3).
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3 STRUCTURE OF A BUSINESS PLAN

Having understood the business plan, its purpose and possible types, it is time to focus on
its structure. Shelton (2017, 48) assumes that the business plan is in a way a marketing tool
the purpose of which is to promote and engage its reader’s attention. However, the business
plan should be written in a logical manner, where each information will be easy to find
through a content. Pages should contain numbers and avoid spelling and grammar errors.
The overall structure should be logically organised and the whole text should be fluent,
coherent and cohesive (Shelton 2017, 48-49).

There is no given structure which each business plan must follow up (Srpova et al. 2010,
60). The structure could be tailored to the requirements of an investor or a bank (Srpova et
al. 2011, 14) but many experts follow the structure which incorporates those parts (Korab et
al. 2007, 36; Abrams 2010, 53-313; Verber et al. 2008, 100—106; Srpova et al. 2010, 60—
66):

—

Executive Summary

Company Description

Market Analysis

Competition

Marketing Plan and Sales Strategy
Marketing Research

Management Team

Financial Plan

Risk Analysis

© *® N kWD

10. Appendix

3.1 Executive Summary

According to Shelton, (2017, 48), the executive summary as the first part of a business plan
should be written impressively, appropriately and accurately, because the target readers of
business plans- usually investors, bankers and essential vendors are very busy people. Their
time to go through business plans is very limited, so when the executive summary is dull and
unattractive, they most likely move to next one.

Abrams indicates, that the executive summary is a crucial part of every business plan
which reflects all result of the entrepreneur’s researches and planning, and therefore should
be written lastly. Some venture capitalists, investors or others who might be interested in

business plans want to see just the executive summary and finances before studying the
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complete business plan. However, the summary is important as well for the internal use as
well because it summarises the entrepreneur’s thoughts, plans and improvements together
(Abrams 2010, 53).

This first part should clarify for whom the business plan is written; no detailed
description should be written down to this part because this section only outlines what will

be further described in following parts of the business plan (Srpova et al. 2010, 60).

3.2 Company Description

As Abrams points out, “The reason most businesses fail is that they don’t understand the
business they are in.” (2010, 67). So evidently, the entrepreneur should understand his or her
company and should be able to describe what exactly the company is like. The Company
Description should include the basic information about the company, such as something
about the owner, company name, the legal status of the company, location, ownership,
company mission and vision. The term legal status and types of legal and natural entities
have been already described in chapter 1.1.1, however, it remains to explain the terms
“Mission Statement” and “Vision Statement” to the reader.

Mission Statement deals with the company’s goals, principles and purpose of its
existence and describes the philosophy and concept of the company (Abrams 2010, 67-69).
The Company Mission should be clear for all the members of the business, not only to the
founder, but also to employees, and most importantly to the customers (Managementmania
2017).

Vision Statement is a simple description of the target goals and objectives which the
company wants to achieve in the future, or it is a description of an ideal state, the company
wants to reach by this strategy. The strong vision can drag forward the management team,
serve as a strong motivator and a guide to all key members of the company
(Managementmania 2017). The Vision shows where the company is heading and helps to
create a big picture of the company.

While the Mission Statement is based on the present, illustrating what and where the
company is now, the Vision Statement deals with the future ideas and shows what the
company should be, where its founders see the company in a couple of years. Both

statements could be written in few sentences or a short paragraph (Fernandes 2017).
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3.3 Market Analysis

The Market Analysis helps the businesses to identify who their customers are and enable to
understand what they want, how they think and behave. While this part shows the target
market, the marketing plan tells how the company is going to reach the target market
(Abrams 2010, 99).

Whether a businessperson starts his or her new business or reviews the existing one, it
is important to make the market analysis regularly, at least every year, because markets and
the customers as well can change, and the company should be aware of those changes. The
market represents the potential market for the company, not only the actual market the
company has already reached. It means that not only regular customers should be included
here, but also those who live within driving distance in the local reach and have not visited
the enterprise yet (Berry 2005).

After defining the market, the company should divide the target market into smaller
homogeneous groups of customers which are so-called segments. Those segments are
characterised by similar buying behaviour or their needs and wants. The whole process is
called the market segmentation, which means that the company has a specific offer to various
customers (Kozel et al. 2011, 35).

To know the customers is crucial because when the company understands them, it can
meet their objectives and needs, to address more of them and thus to earn more. For this
reason, the market must be reachable, sizable, meaningful and definable (Abrams 2010, 100;

109).

3.4 Marketing Plan and Sales Strategy

The Marketing Plan is the part of the business plan, which deals which reaching and
capturing customers. It should answer questions like how customers will be aware of the
product, what message there is behind the product, which methods will be used to deliver
the message and how the company will secure its actual sale (Abrams 2014, 158).

While the marketing should increase the customer's awareness by advertising, creating
brochures, networking, public relations and other activities, the sale is the direct act of
selling, for example via telemarketing, sales calls and e-commerce sales (Abrams 2014,
158). The correctly chosen marketing plan and sales strategy can stimulate the purchase

order and increase the company’s revenues.



TBU in Zlin, Faculty of Humanities 22

3.4.1 Marketing Mix

According to Kotler, and Armstrong (2015, 80), the marketing mix is the primary tool for
business marketing strategy. The right use of the marketing mix is that the company should
offer the right product at the right time and on the right place for the right price
(Marketingmix 2015). Its purpose is to target a particular group of customers, which can be
done by marketing research (Clow and James 2014, 4).

The original mix includes a set of tools- so called the four P’s (Kotler and Armstrong
2015, 80). Regarding the service sector, the four P’s are usually modified to seven P’s-
Product; Price; Place; Promotion; People, Process and Physical evidence which are more
appropriate (Marketingmix 2015).

Product

A product stands for goods, services or their combination which are offered by a
company to its customers (Kotler and Armstrong 2015, 80). The product is created to satisfy
the customers’ needs and wants and can be furthermore divided into a tangible product and
an intangible one (Marketingmix 2015). In this part, the writer should describe the product
he or she sells or is going to sell in his company. It is not necessary to give detailed
information about the technology because the reader is sometimes not an expert in the
technological field and so it might be meaningless for him or her to read it (Verber et al.
2008, 101-102).

On the other side, it is beneficial to describe the product from its user or buyer; it means
to describe what the product does and how it is used. The product could be compared to the
one offered by their competition, regarding the quality, technology, price and parameters
which are crucial for customers when buying the product (Verber et al. 2008, 101-102).

If the product is unique or patented, it is a good idea to mention it here. Finally, the reader
should know if the product is outsourced- supplied or distributed and why it is so (Finch
2010, 28).

Price

Price is the number of money customers must pay when purchasing the product (Kotler
and Armstrong 2015, 80). The right price setting is significant because it influences the
demand and then the overall company’s profit. So, if the product is too cheap, it can give
consumers the feeling that it is worthless, on the other hand, if it is too expensive, the costs
can be higher than the utility or customers’ expectations and therefore they will not buy it.
For this reason, the author’s advice is to compare the price policy with the competition

(Marketingmix 2015).


http://marketingmix.co.uk/
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Place

Place in the marketing mix stands for placement and distribution of the product, which
highly relates to the understanding of target customers. The businessperson needs to know
where the product will be available to customers, for example in a mall or online
(Marketingmix 2015). Those distribution channels can be divided into direct ones- when the
product goes from the retailer directly to the customer and indirect ones- where several
intermediaries, such as wholesalers, distributors and retailers are present (Businessdictionary
2018).
Promotion

Promotion is a part of marketing, which in this case contains activities, such as sales
organisation, public relations, advertising and sales promotion. It is everything connected
with the communication with the company’s customers. They can be addressed by social
media, advertisement in television or on the internet, press releases, exhibitions, events and
others. One of the most effective types of promotion is word of mouth (Marketingmix n.d).

It is the communication among customers themselves, and the company does not have
to pay for it. If customers are satisfied with the product or service, they will most likely
recommend it to their friends, on the other hand, if they are unsatisfied, they will tell them
as well and probably even more (Marketingmix n.d).
People

When running a business, people are always the crucial element, and this is especially
true when it comes to the service sector. The people in marketing mix represent anyone who
is involved in the product or service. While some of them do not get in touch with the
customers such as producers, others communicate directly with customers, and their
behaviour plays an important role. It goes without saying that a positive image of the
company and excellent customer service attract customers and thus increase sales
(Marketingmix n.d).

By hiring the right personnel, staff training and training programs, the company can get
a competitive advantage which will have a positive impact on customers views and overall
profit (Business.qld.gov 2018).
Process

Regarding the process, it is an act of delivering the product to the customer. The
employees should be able to deliver the same standard of service or offer the same quality
of product to its clients anytime (Business.qld.gov 2018). Processes can be divided into

electronic, technological, direct and indirect activities (Marketingmix n.d).
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Physical evidence

The last element of the seven P’s of marketing is the physical evidence, which is
everything the customer sees and what influences him or her when interacting with the
enterprise. It is the interior design, the overall concept and style of the business, the
equipment, the chosen colours, the shape, the packaging, the branding or the store’s layout,
the logo, but also the dress code of the employees, their behaviour and appearance
(Business.qld.gov 2018). The business style should be coherent and understandable for the

customer (Marketingmix n.d).

3.5 Competition

As Abrams points out, “Every business has a competition.” (2010, 115). For this reason,
every business should be aware of its competitors and should not underestimate them,
because they can be the reason for low sales, for example. If a company claims that it has no
competition, it probably means that the company has not explored it yet or, that there is no
target market suitable for their product (Abrams 2010, 115).

According to Kozel et al. (2011, 37), the competition is the direct competition which
offers the same product or its forms as well as companies which offer substitutes and
alternatives of the product. Concerning the competition, it is essential to mention the term
benchmarking. Benchmarking is a tool for strategic management, and it is basically a

comparison of the company with its most prominent competitor (Kozel et al. 2011, 37).

3.6 Management Team
This part of the business plan focuses on key personalities in the business, which is the
management itself and employees. Managers should have enough experience or education
in the field of business, which should be proved, for example by enclosing their CV’s in the
appendix of the business plan (Srpova et al. 2010, 63). According to Abrams (2010, 215)
investors, bankers or whoever who will read the business plan are often interested in the
management team as well as in the description of the team members, because the right
evaluation of the key employees can lead to maximum use of their potential and talent and
at the same time to higher profit.

The key employees’ evaluation should be based on their experience, success, education,
strength and weakness (Abrams 2010, 217). The author emphasises that is it crucial to set
the clear lines of responsibility and to create a management style that will be suitable for the

company and which will motivate the employees (Abrams 2010, 216).
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3.7 Financial Plan

As it has been already mentioned, the business plan is one of the most important parts of the
business plan, because it shows whether the business is going to be viable and profitable,
which means able to generate a profit. One of its goals is to find out what starting capital
will be required and what resources will be used to obtain the money (Cerveny et al. 2014,
152).

One of the first steps a company should make before starting the business is to calculate
the initial and operating costs of the product. Then, the company should calculate potential
revenues from this product and determine a break-even point (Cerveny et al. 2014, 153). A
break-even point is a point when revenues from sales equal the total costs and the company
makes neither a profit nor a loss, but at this point, the business can become financially stable
(Businessdictionary 2018).

Typically, a business plan contains financial statements, like an opening balance sheet,
a cost and revenue planning, an income statement and a cash-flow statement and the break-
even point analysis which should be commented by the author. The minimum period for
which the financial plan should be made is until the return of investment or repayment of all

debts and loans (Srpova and Rehof et al. 2010, 65).

3.8 Risk Analysis

As Srpova and Rehof et al. understand the risk as a negative deviation from the target (2010,
66). Considering risk analysis, a company should be able to face the possible situations that
might be unfavourable and can have a negative impact on them. If the company knew about
those possible risks, they might be able to prepare for this situation and eventually to
overcome those obstacles (Srpova and Rehot et al. 2010, 66).

According to Veber and Srpova et al., entrepreneurs can expect that they do not meet
their goals precisely as they planned it. It is true that more profitable businesses tend to be
riskier and an entrepreneur should seek after such some business opportunities which will
bring him or her money with minimal risk. It is quite tricky to give entrepreneurs concrete
advice, but the entrepreneur should think about all negative factors that might come (2005,
280).

Taking into account business risks, they could have reference to changes in the market,
bad management of the company, low quality of products, an exorbitant price, insufficient
resources, low productivity of employees, lack of interest from customers and more (Korab

2007, 90).
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4 MARKETING RESEARCH

According to Kotler and Armstrong, marketing research is: “The systematic design,
collection, analysis, and reporting of data relevant to a specific marketing situation facing an
organisation.” (2014, 128). The purpose of the research is to support marketing decisions
and could be used in all stages of the product development. It gives the management valuable
information about the customers, their satisfaction with the individual product, competition
and many more (Clow and James 2014, 8-9).

Marketing Research can get the information from the primary data, which are collected
for a specific intention for the company and so they are more expensive, or the secondary
data, which are already existing information collected by someone else for the different
purpose. (Kotler and Armstrong 2015, 133; 2014 130).

Concerning the primary data, there are two research methods the goal of which is to
achieve relevant information from relevant respondents. Those methods are quantitative and
qualitative research methods (Reichel 2009, 40; Clow and James 2014, 41).

For the purposes of this bachelor thesis, it is sufficient to delineate their use, difference,
and representatives of each research method strategy. The author of the bachelor thesis will
mainly focus on qualitative research strategy, which helps to answer questions she has

determined to keep the goals of this thesis.

4.1 Quantitative Research

According to Clow and James, “Quantitative research involves structured data collection
methods that provide results that can be converted to numbers and analysed through
statistical procedures.” (2015, 41). This research strategy is based on the number of
respondents, and it is usually collected from a more significant number of respondents
(BusinessDictionary 2018; Hendl 2005, 48). A typical example of this method is a structured

questionnaire with closed answers (Hendl 2005, 49).

4.2 Qualitative Research

As Clow and James point out, “On the other hand, qualitative research involves unstructured
data collection methods that provide results that are subjectively interpreted.” (2015, 41).
This research is rather a case-study analysis, which tries to comprehend the problem and
explores it in its authentic environment (Reichel 2009, 40).

It is usually conducted by a researcher or a moderator, who usually takes the fieldwork

and communicates with people face to face. However, nowadays it is more and more popular
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to conduct the research online (Clow and James 2014, 96). The qualitative research brings a
deeper understanding of the issue, but on the other hand, it is relatively time-consuming to
do the research and to analyse those data. (Clow and James 2014, 96; Hendl 2005, 52). The
typical examples of widely used qualitative methods are a focus group, online qualitative
research, projective techniques and personal interview (Clow and James 2014, 97).
Personal Interview

The author of this bachelor thesis will use a personal type of interview to meet objectives of
this paper. In this interviewing the researcher speaks face to face to the respondent. The
questions could be pre-prepared with a design of closed-ended; open-ended; scaled-response
questions or their combination. The biggest advantage is that the researcher can ask more
complex questions and explain to them if needed, and thus gain more valuable information
from his or her respondent. However, this type of interviewing is more time-consuming,
more expensive and challenging for the researcher. The researcher should behave naturally

and be kind to his or her respondents (Hendl and Remr 2017, 149).

4.3 The process of marketing research
While each marketing research is unique, it is a fact, which its process is usually followed
by the same steps. Kozel et al. mention two phases of the process, which are a preparatory
stage and realisation stage (2011, 73). The preparatory stage consists of defining the
problem and determining the main research question or hypotheses, then piloting follows,
next it is developing the research plan and testing of the pre-research. The realisation stage
continues with data collecting, data processing and analysing, interpretation of the results
and finally a presentation and a suggested recommendation for the company.

Kotler and Armstrong suggest those four steps of the marketing research process:

1. Defining the problem

2. Developing the research plan for collecting information

3. Implementing the research plan collecting and analysing the data

4

. Interpreting and reporting the findings (2015, 131).
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S MARKETING RESEARCH

The marketing research was conducted from January to March 2018. The author has chosen
the qualitative research in the form of personal interviewing of the owners of the existing
cafes in Zlin, to learn from their best practises, experiences and opinions. Based on the
information obtained from the interviews, the author will create a business plan that will
draw on the experience of those entrepreneurs who have already implemented their business
plan and thus it could have a potential to be successful. The main research question is:

Is quality staff a key criterion for the success of the analysed type of business?

5.1 Methodology

The original intention was to interview four most successful and well-known cafés in Zlin.
This has turned out to be impossible because those businessmen and businesswomen did not
have the time or maybe were unwilling to give the interview. However, the author managed
to interview two of those big coffee shops and another four first-rate cafés which are worth
mentioning because of their brand name, quality of products and customer service.

The selection criterion for the conducting of the interviews was based on the excellent
reputation of cafés, good quality of their coffee, customer service, google rating system and
duration of the businesses. The author focused on six cafes which are relatively new and
modern, offering good quality of products and service and reaching at least 4 out of 5 stars
in the Google rating system (accessed on 7 January 2018). The author perceives those
coffeeshops as successful or with a high potential to become profitable in the near future.

The interview had 29 open questions, which were the same for all the interviewed. They
were sent the questions in advance if they wished to. The interview’s questions can be found
in the appendix P 1. The interviews were recorded and afterwards transcribed because the
interviewees wished not to publish those records. The records serve only for the purposes
mentioned above and will not be further disclosed. Each interview took 38 minutes on

average. All the transcriptions are enclosed in the Appendix P III.

5.2 Interviewed

All the interviewed were owners and of the cafes situated in Zlin. Five of them were women,
and two were men. The author respects their wish to remain anonymous and will use only
the initials of interviewed. Not to exceed the maximum range of work, description of

interviewed cafés can be found in appendix P II.
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5.3 Interpreting and reporting findings
The information in table 2 was found out both from interviews and their official websites,

however, they cannot be mention here to maintain the anonymity of cafés.

Table 2. Comparison of interviewed cafés

Café 1 2 3 4 5 6
natural natural both legal legal legal
person person person person person
own,; own; own own,; own; own,
family family family family family,

loan
near the near the outside in the cen- outside the near the
centre centre the cen-  tre centre centre
tre
08-21 08-23 10-20 / 11-19 8:30-17
08-21 08-23 10-20 10-22 11-19 8:30-17
08-21 08-23 10-20 10-22 11-19 8:30-17
08-21 08-23 10-20 10-22 11-19 8:30-17
. 08-23 08-00 10-20 15-23:45 11-19 8:30-17
10-23 09-00 13-19 15-23:45 / /
10-20 09-22 courses 15-22 15-19 /
- 100CZK ~ 100CZK  100CZK 150CZK  100CZK  100CZK
Everybody Every- Women  Women Everybody Students,
body at age and men at Everybody
25-55 age 30-50
Home- Cappuc-  Cappucci Hot Latte Espresso
made lem- cino no; chocolate Flat white
onades Lungo
Quality Quality Quality  vision; to  Quality The con-
staff service staff; in-  know tar- staff cept, qual-
terior get cus- ity service
tomers
- Yes No No No Yes Yes
own Both own fully fully fully Both own
snacks, and outsource outsourced outsourced
and
desserts outsource d
are out- d outsourced
sourced
. 2 2 1 3 2 2

Source: Interviews and websites of interviewed cafés; own creation
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Interpreting findings resulting from the marketing research

Most of the owners of cafés in Zlin whose have been interviewed coincide that they started
to run their business to be free, independent and to fulfil their dreams. Most of them started
the business with two employees on average, and 5 out of 7 interviewed serve customers on
their own. The significant part marked the bureaucracy as the biggest problem at the
beginning of the business. Concerning the administration in the Czech Republic, the business
has to gain the final building approval, must have the responsible person who has worked in
the gastronomic industry or at least has studied this field of study or made a special course.
The owner also needs someone who has the trade for a sale of alcohol if he or she is going
to sell alcohol in his or her café.

Four out of six interviewed businesses claimed that their revenues were bigger than costs
after one year on average and for the period when they were not, they all had a financial
reserve. The two were established in 2017, so they are in a start-up phase and do not make a
profit yet. The interesting is that only one business out of six which have been interviewed
purchased a loan. The rest managed to open their business with their resources or with the
help of their family or friends.

All interviewed agreed on that the best type of promotion is using social media like
Facebook and Instagram and word of mouth. None of them uses a sponsored advertisement
on Facebook or radio advertisement. Most of them started to promote their business on
Facebook one month on average before the opening of their café. They said that at the
beginning, many of their customers got heard about their business from their friends.
Talking about suppliers, some owners got recommendations to good suppliers, but they were
also searching them on the internet. However, many suppliers contacted them first, when
their business started.

The critical activity of which is good to pay attention at the beginning is to provide
quality service, to have quality products and to know the vision and concept, as follows from
answers of interviewed businesspersons. The target segment of customers slightly
differentiates for each café, but none of the interviewed cafés is specialised only to one
customer segment. At the same time interviewed confirmed that their customers are
changing over time, there are both newcomers and those who stop going to café. The
research has shown that various events are unusual for customers and increase the visit rate.

The interviews showed that owners adjust the opening hours according to the frequency
of clients, season and daily sales and some of them change it during the year. Most of the

customers visit cafés after lunchtime, in the afternoon when they finish at work. The day
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when most customers come is different for each interviewed café, which could be based on
their location.

Talking about seasonality, five out of six interviewed confirmed that the season plays a
big role in their revenues from the sale and the most critical period are summer months. On
the other hand, the research showed that the real “café season” is in the winter.

Most of interviewed said that they were not choosing a locality, but rather a concrete
room which attracted them. All six cafés are situated at leased premises, the actual price of
the rent was not revealed to the interviewer. As far as the loyalty of customers is concerned,
owners said that the best way to retain their customers is to be kind, provide excellent service
and create a personal atmosphere in the café. It is also important to continually remind
yourself for example via the social media. Half of interviewed offers loyalty cards, where
customers have some coffee for free, but the majority of interviewed claimed that they are
not very profitable for them and it is rather a favour to their customers.

All the interviewed cafés offer desserts; some make them in-house, some outsource
them from their suppliers or both. The half of them prepare refreshments by themselves, but
only one café has an approved kitchen for preparing hot meals and they make breakfasts.
Apart from one café, all offer alcoholic beverages regularly. Concerning the most profitable
item, it is coffee on which is usually the biggest profit margin. The average customer spends

100 CZK on average, and usually, most of the bills are issued for two visitors.

Recommendations resulting from the marketing research
As resulting from the conducted research, it is advisable to promote a café at least one month
before its opening so people will get know about the business and start to talk about it and
spread word of mouth. Social media like Facebook and Instagram showed to be a useful tool
for getting the attention of people and for the communication with customers. There is no
need to purchase a sponsored advertisement because it turned out that people share and like
posts on social media and from their initiative if the posts are interesting.

However, the best promotion is provided by satisfied customers who recommend the
business to their friends. From this reason, the business should provide the best service and
offer a quality product from the very beginning of running the business, because if not,
people will tell each other, and the company can get a bad reputation. As one interviewee
said, “You only get one chance to make a first impression.” (Interviewee R.L. 2018).

Regarding a service sector, employees are the critical factor for success. They should be
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professional, qualified, and kind to customers. The research question than has been
confirmed.

It has been found that most people visit cafés in the afternoon, so it is recommended that
at least two waiters or waitresses are present at a café at the time when people finish at work,
which is most likely from 3 p.m. to 5 p.m. It is not good when people must wait a long time
to be served, not to mention that their spending will probably be less than if they were served
quickly.

As some of the interviewed confirmed, nowadays people observe the quality of coffee,
and they are no more satisfied with the average coffee, they are interested in new trends and
a good taste. It is strongly recommended to purchase or borrow a quality coffee machine,
and of course good coffee is essential. It is vital that a company has a clear vision or concept
that is understandable and pleasant to customers and that can motivate employees.

To summarise, it is important to be interested in the business and its customers, to work hard,

to provide good service and to have the desire to improve continually.
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6 EXECUTIVE SUMMARY.
The Company

The company has not been established yet, because it is in a planning phase. The owner will
be Ms Alexandra Vovcenkova, who will establish a trade and she will be a natural person.
The café¢ will provide catering activities and organise out-of-school education and training,
management courses and lecturing. The responsible person for providing gastronomic
services and sale of alcohol will be Mrs Gabriela LukaSova.

The Concept

The aim is to establish a baby-friendly café¢, where anybody can go with his or her family or
friends to chat, or they can come on their own, enjoy a nice cup of good coffee and relax.
The idea is to create a place for each family member, the place where they find something
they are interested in. This could be reached by providing good services and products and
by the offer of lectures and courses on various topics.

Target Market

The café will be focusing on women and families from Zlin and surrounding villages.
Competitive Advantage

One of the advantages of the café is a family zone which is separated from the coffee shop
by an acoustic glass, equipped with toys and a place to sit, where children can play while
their parents drink coffee and relax. Another advantage is represented by regular events
which are held in a separated room several times a week simultaneously with the coffee shop
without any disturbance.

Marketing and Sales Strategy

The owner will promote the café on social media which are on the rise; she will send direct
emails and personally communicate with clients and employees. The owner believes that the
best sales strategy is to provide quality service and products and a will to keep improving.
Management Team

The owner will also be the manager; she will be responsible for employees, their salary, shift
organising, supplying and promotion. Then there will be at least two waiters or waitresses
serving clients and finally, people running the courses and lectures and other suppliers.
Financials

The initial costs needed for opening the café are 531 610CZK which will be invested by the
owner with the help of her family and friends. The estimated monthly profit in the first year
is 16 585CZK, where estimated revenues are 248 640CZK and costs 229 128CZK.
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7 COMPANY DESCRIPTION

Company Name

The café¢ will be called Babynec which is a combination of the Czech word ‘“babinec’-
meaning a group usually of chatting women and the English word “baby”. This should evoke
that it is a place where women can bring their children, meet and chat because the café will
be baby-friendly. A catchword used in the logo is “Babynec, nejen dobré kafe (not just a
nice cup of coffee.” The owner has decided to use a slang Czech word “kafe” to gain more
personal and homemade effect. The logo itself is colourful and playful and reflects business
activities.

Figure 1. The Logo

Source: own creation
The mission statement
Our mission is to provide high-quality services and products for a reasonable price and to
add an extra value to our customers, employees and community. The Babynec wants to
create a friendly place for the whole family.
The vision statement
Our vision is to become a regionally recognised famous brand which is profitable, constantly
growing and socially responsible.
Legal Issues
The owner, Ms Alexandra Vov¢enkova, will be appointed the executive manager in the café,
and will be responsible for running the business. Her CV can be found in appendix P IV. As
this type of business comes under the vocational notifiable trade- catering services, the
business needs a responsible representative who meets conditions needed to provide

gastronomic services and sale of alcohol. This person will be Mrs Gabriela LukaSova, who
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has more than 16 years’ experience in gastronomic service. The owner also needs to establish
other trades which relate to organising courses, out-of-school education, lecturing and
renting the premises.

Product and Service Description

The business will operate as a café¢ with an offer of various lectures and courses. The café
will offer coffee, hot beverages like hot chocolate, tea, non-alcoholic beverages consisting
of homemade lemonades, juices and water and also alcoholic drinks like wine, bottled beer,
cocktails and liquors. Customers can also order both fresh snacks like sandwiches and salads,
desserts, chia puddings or waffles.

Concerning the lectures and events, customers can attend Monday’s lectures on various
topics, Wednesday’s workshop where the organiser personally interact with participants, and
they can attend courses for parents and their children, from Monday to Thursday. If they
want, they can also rent a room for their birthday party, or they can buy a birthday package.
Opening hours
The opening hours were set according to the conducted research and competition. They are
longer from Friday to Sunday, when most people do not have to wake up early, so they can
stay longer in the café. The café will be located in the centre in leased premises, so people
may also come before they go to a party. The opening hours could be changed due to the
season, detected the frequency of customers or courses.

Table 3. Opening hours

Monday— Thursday 10-21
Friday 10-23
Saturday 14-23
Sunday 14-20

Source: own creation



TBU in Zlin, Faculty of Humanities 37

8 MARKET ANALYSIS

The owner is going to run her business at the local market in Zlin, providing gastronomic
services in a café and organising out-of-school education and training, courses and lecturing.
During the secondary research, the owner found out that the market was on the rise, and
more and more new cafés were being established. Based on that the owner has been
expecting a big potential to succeed because people are more and more interested in good
quality coffee and the consumption in the Czech Republic has been going up.

The consumption of coffee per person in the Czech Republic is 2 kilograms a year, and
the whole market is worth 30 billion Czech crowns (CTK 2018). To drink coffee has become
a new trend, people, especially the millennials take photos of their cup of coffee and post it
to social media quite often, and this also works as an advertisement for the owner (Broz
2017). People are also becoming more and more interested in various courses and an out-of-
school education (E15 2018; Hamplova 2016).

A similar concept of a baby-friendly café or a café offering lectures is becoming more
and more popular, and some of them are already working. In Prague, it is Divoké matky,
Coolni¢ka, Koala Café, Kralik v radiu, Halabala café, Clovi¢kov, Café Pink Bear and others,
as for Brno, it is, for example, Kravalna, and as for Zlin, in a way, it is Slune¢nice or Novy
Sveét.

The market can be segmented into people who are typical “coffee lovers” and enjoy
visiting cafés, people who are interested in courses and workshops taking place in the café,

and families seeking for baby-friendly cafés offering children courses.

8.1 Target group

The target group of Babynec is people from Zlin, mainly women between 25-50. More
precisely, they are women who want to enjoy their time, with people they like and in a
pleasant atmosphere, drinking and eating quality products and just having a good time while
they are doing something good for themselves. The secondary target audience is young

families.

8.2 Suppliers
The business will outsource most of the beverages from Lesko- Zlin and Pepsico, which will
give the owner also a refrigerator for free. Foodstuffs will be delivered mainly from Macro.

The majority of kitchen and bar equipment will be purchased from Skleni¢ka company, other
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equipment, decorations and some furniture will be from IKEA or self made, because the
owner has studied an industrial design.

As for the coffee supplies, the owner decided to cooperate with Coffee Revolution and
to take Caffé Vero- an Italian coffee brand. The company will give the owner a coffee
machine worth 90 000 CZK for free, will provide maintenance, service and staff training
which is included in the price of even a minimum amount of purchased coffee. The owner
meets the conditions also in the negative scenario of revenues in the caf¢, because the café
is located in the centre. The owner can choose from various coffee suppliers under one roof
because the company makes it possible. The owner would also get two coffee grinders and
coffee cups from the supplier.

Regarding the wine, the owner has decided to subscribe it from a local winery U PeSata.
Seasonally, the owner would like to cooperate with local entrepreneurs, who make
homemade syrups and juices. The customers can also order some refreshments which are
freshly prepared in the café or desserts which will be outsourced from a local confectioner-
Mrs Novackové and a Bidfood company.

The suppliers are also organisers of the courses, and they are experienced lecturers,
specialists or people who have something interesting to say or teach. The role of the suppliers

will be furthermore described in a Management Team.
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9 MARKETING PLAN AND SALES STRATEGY

The author has decided to describe the marketing plan and sales strategy through seven
components of a marketing mix, which are: product; price; place; promotion; people,

processes and physical evidence.

9.1 Marketing Mix

9.1.1 Product

The Babynec offers a wide range of products, which are the running of the coffee shop,
throwing events that include lectures, children courses, workshops and birthday parties in
the café and renting the premises. Those activities target at different segments of customers,
and for the clarity, the author has decided to separate them here and also regarding revenues.
If those courses were profitable, the owner would create more courses during the week.
Coffee shop

At the Coffee shop, customers can choose from wide range of beverages and food. The
complete menu can be found in the attachment P V.

Events

There will be three types of regular events in the café- lectures, children courses and
workshops. All those activities will be promoted on social media and in the café, and they
will be focusing on various segments of customers. After some time, when customers get
used to coming regularly, there will be a possibility to buy a season-ticket, which means that
for example for 750 CZK per month a customer can visit any lecture, course or workshop he
or she wants. The customers can register for the course in the café or book it via the web
page of the café. All courses and workshops have the capacity of 20 people.

Lectures will be held each Monday from 18 to 20 hours in a separated space called “a
family zone”. This space is separated from the coffee shop area by an acoustic glass and
sliding curtains, so visitors will not be disturbed by the café’s customers and vice versa, but
they will still get a full service. The room can be used as a children corner and a family zone
during the day but turns into a comfortable lecture room for the evening lectures, and the
company will not lose revenues from the coffee shop.

Monday’s lectures will attract a wide range of people, because of a wide choice of topics.
There will be some travel lectures, spiritual lectures, lectures focusing on partner relations,
self-development, health, food and also some taboo topics. Each Monday there will be a new

topic, most often with a new lecturer.
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The following topics will be selected based on customers’ preferences which will be
gathered from the questionnaires that will be given after each lecture. The first opening
lesson will be free of charge to promote the event, attract people and get feedback. The
lecturers will be external, and most them will be local (within 50km radius).

The Courses will be held every Monday—Thursday, from 10 to 11 a.m. The activi-
ties will be slightly different each day. There will be morning courses for parents/grandpar-
ents or family relatives and mainly toddlers who do not visit kindergartens yet, and their
parents are usually on the parental leave. The owner assumes that parents would be happy
to have a chance to attend this course because she can see the niche in the market.

The course will focus on common activities for parents and preschool children
which can strengthen their communication, relationship and in the meantime offers relax
for parents. It means painting, playing, singing, playing cooperative games and other activ-
ities. While mothers or fathers can escape from their stereotype, a child can mingle with
other kids, meet new friends and get used to the collective which is a win-win situation for
both sides. The maximum capacity would be ten children with their parents.

The Workshops will be held every Wednesday from 6 to 8 or 9 p.m. They would be
interactive, with direct communication among the lecturer and participants. It means that it
1s not a passive activity when participants listen to the lecturer, but they are active, they can
create a piece of art, learn or work on some tasks.

The workshops will be focused both on handcraft activities for women and self-
development for example how to love oneself, how to be self-motivated, how to build self-
confidence, how to be assertive, but also on some practical topics, for example how to
succeed in a job interview and many others. Specialists in a particular field will organize the
workshops, and their pay will depend on the course content, the name of the facilitator and
the particular type of workshop.

Renting of premises

Clients are offered to rent a room in the ,,family zone” also for their private parties, meetings
and events. This is possible at times when no courses or lectures are held, and the client must
let the manager know at least three days in advance in case the room is not booked yet. Those
events require one more waiter or waitress who will take care of the people who rented the
room, and this will be the manager.

There will be a projector, a microphone, speakers, the internet connection, basic office

supplies and a laptop at hand and all this is included in the price. The minimum term of the
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lease is 2 hours. The clients are allowed to come 30minutes in advance to prepare the room
and also to stay 30minutes after the meeting or the party, which will not be charged.
Children’s birthday parties
Instead of renting the room and preparing the program by themselves, the customers can use
a special offer to book all in one birthday party for their kids. This package will contain a
fun program and kid activities which will be led by one or two animators/facilitators
depending on the number of the participants.

The capacity of the room is 20 children, and it is fully equipped with toys, art supplies
and a thematic decoration. Parents can choose 2 or 3 hours of entertainment for their kids
and enjoy their cup of coffee, relax and chat with their friends in the cafe zone or pick up

their kids when the birthday party is over.

9.1.2 Price

The price of the products offered by the café is based on costs associated with the activity
and the competition. A profit margin will be at least 150%, but the concrete number differs
for each kind of product. For example, for the complete service of coffee, the profit margin
can be up to 525%, but for food, it can be only 80% for example. The owner’ s intention
aims not at setting the lowest price on the market, but at offering quality products for which
the customers will be able to pay a price which will be fair both for them and the owner.
Coffee shop

Individual prices of beverages and food sold in the coffee shop are in the appendix P V.
Lectures

The price of the lectures depends on their type and pay for the person who will lecture. Some
lectures will start at about 80 CZK- for example about travelling, but others will start at 250
CZK and higher. Due to this, it is not possible to set the actual price for each lecture, but it
can be said that the average is somewhere between 100 CZK and 200 CZK per one lecture.
Based on that, the estimated price for one lecture will be 150 CZK.

Courses

The price for all children courses which are held each Monday to Thursday is 70 CZK per
one course. This price is both for a parent and a child. If there is a parent with 2 or more kids
wanting to visit the course, the price for each child would be reduced to 50 CZK.
Workshops

As for the price setting of workshops, it is the same as with the courses, as it has been already

mentioned and so that the price depends on the particular type of the workshop being also
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connected with the costs of those who run the workshops. There are courses where the fee
can start on 250 CZK but on the other hand, some workshops which are more challenging,
hard to organise or held by a specialist can cost 1500 CZK. This is why the exact price of
the workshops cannot be fixed. The estimated price with which the owner will count in terms
of estimated revenues will be 350 CZK because she thinks that most of the workshops will
be offered for approximately this price or higher.

Renting premises

The price includes the rent of the room, for example for birthday parties, meetings or any
other events. First two hours are more expensive, and they cost 900 CZK. This is a typical
pricing policy for this type of business activity. Another hours cost 200 CZK. The clients
are allowed to come 30minutes in advance to prepare the room and also to stay 30minutes
after the meeting or the party, which will not be charged.

Children birthday parties

The price includes a lecturer’s pay, preparation of the room, a thematic decoration, art
supplies, and the programme, the rent and cleaning of the rental room. The company can
also arrange for a photographer, face painting, costumes, a birthday cake and other. As far

as those activities are concerned, the price would be determined depending on specific

requirements.
Table 4. Price of birthday parties
Children's birthday parties 2 hours (CZK) 3 hours (CZK)
Up to 10 children (1 facilitator) 2400 3000
Up to 20 children (2 facilitators) 3000 3800
Source: own creation
9.1.3 Place

Findings resulting from the conducted interview showed that choosing the locality was
essential when starting a new business. The owner thinks that it would be profitable to rent
a place in the centre of Zlin even though the renting costs are much higher than in
surrounding areas. This place is 168 square metres and will be divided into two parts- a
coffee shop and a family zone, which will be separated by an acoustic glass and a curtain
when evening events are also held.

There will also be an extra space for baby-carriages behind the front door a baby-
changing table in the restroom. There will also be a stockroom, an inventory room, a separate
restroom for women, men and disabled, a staffroom and a preparatory kitchen. As because

the café will be in the centre, almost everything will be in proximity.
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There are a café floor plan and illustration photos of the interior.

Figure 2. The Caf¢ Floor Plan

& | @ @J' - GG | staffroom
| = kitchen

[ [ |
Ogou Stockroom
— // /// AI service entrance

Restrooms E| | | | | | | | |

oo oo OO
space for baby-

o OO ¢
Family zone O@O O Q O@
5 - O O
o oYelye

Children

corner D D D [il DD D D m

o( o atry L] g O O
O Entry E// / /

Bar

O ):)R

Figure 3. Family Zone

Figure 4. Café

Source: Decorfacil 2017 Source: Designpinn 2018



TBU in Zlin, Faculty of Humanities 44

9.1.4 Promotion

The author has found out when examining the existing interviewed cafés, that the best way
to promote a business is to use social media. To start promoting before opening the café
turned out to be a good idea and the owner has already taken it into account. Having this on
her mind, she will start promoting the business 1,5 months in advance by creating a profile
on the Facebook and Instagram. There she is going to post photos illustrating a preparation
phase of the caf¢, special offers and basic information.

The owner is also going to use Facebook and Instagram for the whole period of running
the business. Some events, contests and an offer of courses will be there so that customers
could see it immediately without coming to the café.

The second type of promotion is leaflets. In the beginning and also for the whole period,
leaflets offering of various courses will be created, printed and handed out. This will be done
by the owner as well. For a start, 2000 pieces will be needed and later on, approximately 240
pieces more each month. The leaflets will promote events taking place in the café. A pole
advertisement from DSZO situated in a bus stop in the centre will be purchased in the first
month, to inform those who do not use social media that a new business is going to open.

The owner is also going to create a series of highly personalised emails which will be
tailored to each segment of a customer. After each event, the owner will personally speak to
customers, ask them about their opinions and hand out satisfaction questionnaires to gain
feedback to improve the business.

All the interviewed owners agreed that the best marketing tool was word of mouth. This
kind of promotion is for free and can be quickly improved. The owner assumes that if
customers are happy they will tell their friends and help to increase a good reputation of the
café. Another promotion tool is a web page, where customers can find the contact data, the
menu, the offer of events timetable and they can book them here as well. The owner also
needs to pay a domain and a web hosting fee, which is included in ongoing costs.

The owner decided to have the first course, lecture and workshop free of charge to attract
new people, spread a kind word and to test their feasibility. On the first day of opening the
café, first 30 customers will get a cup of espresso for free, which will be promoted on social
media as well.

Finally, the last type of the promotion which the business is going to use is an interview or
an article in InZlin magazine, which seems to be more and more popular among people in

Zlin and it is not charged. This magazine helps interesting and new-established business in
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Zlin to become visible, and 10 000 copies have been distributed among various local firms

in Zlin each month.

9.1.5 People
People involved in the business are the employees, suppliers and potentially the customers.
Suppliers have already been described in chapter 8.2, the people, their function and wage are

described in detail in chapter 11.

9.1.6 Process

The process in the café is similar to that in other businesses operating in the gastronomic
industry. Both customers and employees need to be present in the business to order and
provide the service. Waiters or waitresses receive orders, prepare coffees, drinks and snacks,
serve and communicate with customers, issue bills and charge customers. The afternoon shift

is responsible also for cleaning the place after the closing time.

9.1.7 Physical Evidence
Because the Babynec focuses mainly on women, the place needs to be comfortable and
nicely decorated. This is why the owner is going to spend at least 25 000 on decorations and
accessories. Of course, the quality of the service is in the first place, but the physical evidence
might be the second important thing in the rank. The concept should be pleasant and
understandable to customers, and it is advisable to design everything in the same style,
including the dress code for employees, the logo, the interior design, leaflets et cetera.
There will be three comfortable wooden benches with pillows, also some flowers,
pictures or paintings as a part of interior decoration. The interior will be colourful but still

elegant. Music played in the café will complete the overall atmosphere.
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10 COMPETITION

The competitive analysis and benchmarking can be very useful for the business because the
management team can learn from the competitors’ best practise and therefore can propose
solutions and improvements. In this chapter, the author will describe all possible competitors
to Babynec. The café does not have a direct competition because there is no business here
which offers exactly the same as Babynec is going to do. However, generally, it can be said
that the competitors are all cafés located in Zlin, as well as centres offering various courses
or lectures or focusing on children, assessments centres, fun parks or workshops.

The owner sees Slunecnice z.u. café as the biggest competition, because they focus on
similar activities. It is a non-profit organisation, they use EU funding and employ disabled
people. It is a café with workshops, from time to time they organise events like a second-
hand bazaar or lectures, there is a playroom for children and a big garden. Their mission is
to help disabled people, and mothers and children to live as other people do, to get a chance
to work and get educated. They are located outside the centre, and their offer of courses is
irregular and not frequent. Their target segment is predominantly young families.

Another competitor is Moje Dilna z.s., It is a café with workshops, and from time to
time, some lectures take place here. The difference is that the area of the coffee shop is small,
and there are only three tables. The business focuses mainly on creative courses like painting,
ceramics, drawing, creating decorations and others. Customers can both come in one time or
buy semester courses. The business is also located outside the centre, and their customer
segment is mainly middle-aged women.

Centrum Arkéna o.p.s. is a centre for personal and cultural development in Zlin, where
mainly spiritual lectures and yoga exercises are held, but not so frequently. Their target
audience is middle-aged men and women.

The indirect competition is also Kamarad Nenuda z.s. which is also a non-
governmental organisation focusing on families. They offer various courses and lectures for
parents and children for a good price, but they do not sell any beverages or food and do not
have a café. Novy Svét- a café/bar offers lectures, but they are not a baby-friendly café.
Other competitors are all baby-friendly cafés in Zlin; those are for example Kavarna
Tovarna, Jogurtovna, Cukrarna Kavarna Panorama, Kafé Zamek and many more cafés
in Zlin, which are Mr. Coffee, Kafo, Café Mala Scéna, Golden Café, Coffee Company,
Kafec, Gulliver. Finally, competition is represented by Toboga Galaxie Zlin- a children

fun centre located in VrSava, also organising children birthday parties.
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11 MANAGEMENT TEAM

The management team in the Babynec Café consists of internal and external employees, so-
called contractors. Apart from the owner, who will be the executive manager, the café will
have one full-time waiter or waitress and part-time employees who will be mainly students.
In this chapter, the author will describe the workload of employees and key partners and also
their wage or hourly rate. The author also created a timetable showing the shift schedule in
the café which is presented at the end of this chapter.
The owner

The owner will take care of employees and their salary, shift organising, supplying,
communication with suppliers and promotion on social media. She will be present at the café
every Monday and Wednesday when courses and workshops are to be held, and she will also
be serving customers because one waitress would not be able to manage to serve both regular
customers of the café and participants of events at this time. On Sunday, she will work on
her own as a waitress so that employees can have a day off. She will also work anytime when
shifts are not fully occupied with if needed.
Waiter/ Waitress

This employee will be employed full time, waiter or waitress’ salary would be
17500CZK (23 500 for the employer), which is above average salary for this kind job in the
Czech Republic. He or she could keep tips, and if the person does a good job, the employee
will get a bonus payment. If he or she works at weekends, the employee will get at least a
surcharge of 10% on a tax rate which is based on the legislation. Afternoon shifts are
responsible for cleaning the place after closing time they will get paid for this cleaning.
Part-time workers

The business needs two part-time workers who would fill 160 hours per month. Their
workload will be the same as that of the full-time worker- a waiter or waitress. They will be
employed on the DPC contract- an agreement to perform work. Because of the fact, that they
cannot work more than 20 hours per week, at least two part-time workers will be necessary.
However, the manager would hire more than only two part-time workers to decrease the risk
of their irresponsibility to come and possible problems with staffing. Their hour rate will be
90CZK which is 14 400CZK (19 269 for the employer/ month), and they can keep tips as
well.

Both part-time and full-time workers will be motivated to upsell, to increase the average

value of customers’ orders, for example by offering desserts or other selling techniques
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which the manager will teach them. If the average spent on one bill is higher than 200 CZK,
on a particular day, both shifts will be given a bonus. Part-time workers will be given an
extra 10 CZK to their hourly wage, and the full-time waiter or waitresses be paid a bonus to
his or her salary.

Table 5. Shift Schedule

Hours 10 1112|1314 15| 16| 17 18‘ 19| 2021|2223
Monday course lecture X | X
Tuesday course X X
Wednesday course workshop X | X
Thursday course X |X
Friday
Saturday X X
Sunday X X [ X |X X [ X | X

Source: own creation

Table 6. Employees Shifts

Morning shift

(1 employee) Mon-Fri: 10-17h Sat: 12-17h = 40h/ week
Both employees at  Mon-Fri: 15-17h;

the same time Mon; Wed: 18-21h Sat: /

Afternoon shift

(1 employee) Mon-Fri: 15-21:30h  Sat: 17-23:30h = 40h/week
The Manager Mon.; Wed: 18-21h Sun: 14-21:30 h =12,5h/ week

Source: own creation

External Employees

External employees are responsible for running courses, lectures and workshops. They
will be mainly regional, but in some cases, they may come from all cities in the Czech
Republic and beyond. Their service will be supplied, mainly one-off. Their wage is not fixed,
but the author expects approximately those hourly rates:

250 CZK/ hour on average, for a person running children courses and birthday parties
(the price also includes a material).

400CZK/ hour on average, for the person lecturing on Monday’s lectures.

600CZK/ hour on average for the person running workshops.

Another external employee is an accountant, who will be paid 1300 CZK/ month.
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12 FINANCIAL PLAN

The financial plan can be considered as the most crucial part of the business plan, because it
represents in real numbers, what has been already described in words. This chapter is
relatively comprehensive because the business has more than one revenue streams, so all
revenues should be calculated separately to be as accurate as possible. The chapter contains
start-up budget needed for opening the business estimated costs and revenues for each month

and finally the anticipated profit or loss in the first year and second year of business.

12.1 Start-up Budget

The initial costs required to open a café consists of administrative costs, reconstruction
expenditures, purchasing furniture and equipment, an electronic record of sales, promotion
and the initial inventory. The initial inventory contains purchasing coffee, alcoholic and non-
alcoholic beverages, raw materials to prepare snacks and all the other beverages like teas,
hot chocolates and others. This volume of the inventory should always stay in the enterprise.

Regarding the furniture in the café, the owner would like to have three wooden benches,
a children corner and a bar counter designed in the same style. The price of those items listed
in the table contains only the material costs, because the furniture will be made by a family
member for free. Furthermore, the owner needs to pay 1100 CZK administrative fee to
establish a trade licence and to pay for the criminal record statement.

The owner decided not to buy a coffee machine at the beginning of the entrepreneurship.

Instead she will make a contract with a coffee supplier- Coffee Revolution, where the coffee
machine is a part of supply deal.
The owner also counts with a financial reserve needed for the first year of running the
business as she found out from the marketing research. Even if the business is in the loss,
the owner has to pay his or her employees and suppliers, and there might be no money left
for his or her wage. For this reason, the owner also counts with the financial reserve of
200 000 so that she would be able to pay all expenses.

The start-up budget which the owner will pay from her resources and with the help of
her family and friends is 531610 CZK. A complete list of all initial cost items can be found

in the appendix P VI; its shortened version is in the table below.
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Table 7. Initial Costs

Tables 25x 25000
Chairs 35x 52500
Sofa 6500
Wooden benches 3x (material only) 50000
Bar counter (material only) 60000
Staff changing room equipment 6000
Decorations 25 000
Lightning+ energy saving bulbs 7 000
Laptop+ software 6500
Printer 2500
Projector 8000
Speakers 10 000
Microphone 1 500
Mobile phone 1500
Cash register+ software 17 990
Other office supplies 1500
Wi-Fi router 1 800
Kitchen and stock equipment 105 700
Restroom equipment 5500
Reconstruction 40 700
Children zone 14600
Website 15000
[Mluminated shop sign 10000
Leaflets and pole advertisement 3700
Menu 1000
Art supplies and course material 3000
Inventory 45 000
First lecture and courses free of charge 3020
Trade licence and criminal record statement 1 100
Total Initial Costs 531610

Source: own creation

12.2 Costs

Operating costs must be paid each month, and they can be divided into fixed costs and
variable costs. Variable costs depend on monthly sales range; their amount changes every
month. The amount of supplies depends on material consumption coming from revenues,
the estimated amount of revenues is set on 40% of revenues, lecturers’ costs are variable,

they depend on the quality and the type of each course.
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The table of ongoing costs includes a percentage share which shows equal parts of total
ongoing costs. Based on the results of interviewing, the author found out that a season played
a big role in revenues from sales in the gastronomic industry, especially in cafés. The owner
considers this fact and assumes that sales in summer months (June, July, August) will fall
by 30% which will be reflected in annual variable costs.

Table 8. Operating Costs

(CZK) (CZK) %
A. Fixed Costs 99888 1198656 43,59%
Rent 50000 600000 21,66%
Wi-Fi 400 4800 0,17%
Mobile phone 400 4800 0,17%
Total personal expenses 42800 513600 18,54%
Health insurance- owner 2024 24288 0,88%
Social insurance- owner 2189 26268 0,95%
Accounting 1300 15600 0,56%
Event leaflets 600 7200 0,26%
Web hosting fee 23 276 0,01%
Music copyright OSA 152 1824 0,07%
B. Variable Costs 129240 1550880 56,41%
Utilities + material 30800 369600 13,34%
External Employees 16200 194400 7,02%
rsn‘gg’hes (-30%in sum- 82240 912864 35,63%
Total Costs A+B 229128 2769660 100%

Source: own creation

Table 9. External Employee Expenses

The person running children's courses 4000 48000
(Mon-Thu: 10-11h)

Lecturers (Mon: 18-20h) 3200 38400
Persons running workshops (Wed: 18-21h) 7200 86400
Birthday parties’ organiser 1800 21600
External Employees 16200 194400

Source: own creation
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12.3 Revenues

As far as the revenues are concerned, they can be estimated by an approximate number of
visitors and their average spending. The information obtained from interviews showed that
the average customer spends were somewhere around 100 CZK per one visit. The author
also takes into account the possible decline in sales in summer months as it has been already
mentioned in the chapter 12.2. The author presents three scenarios of possible revenues
which are optimistic, realistic and negative version. Because the Babynec Café has more
revenue streams, the author has decided to divide them into six possible revenue streams
marked as A-F and count the estimated revenues for each of them separately. Those are:

A- Revenues from the café

B- Revenues from children courses

C- Revenues from lectures

D- Revenues from workshops

E- Revenues from renting premises

F- Revenues from organising birthday parties

A- Revenues from the Café
Revenues from the Café presents only the consumption of the customers sitting in the coffee
shop or taking their drinks or snacks away. The estimated visit rate in the realistic version is
60 people a day. The author thinks that this is achievable due to the location of the café
which will be in the city centre. Based on the average customer spending, the estimated
revenues from café¢ would be 180 000 CZK per month and 1 998 000 CZK a year.
Table 10. Revenues from the Café

Optimistic 100 10000 300000 3330000
Realistic 60 6000 180000 1998000
Negative 35 3500 105000 1165500

Source: own creation

B- Revenues from Children Courses

Children courses will be held every week from Monday to Thursday for one hour, which is
16 courses a month. The admission fee for every single course will be 70 CZK for one child
with family member/s. The owner presumes that everybody participating in the course,
lecture, workshop, birthday party or anybody who will rent the room will also order
something to drink or eat. Based on the estimated number of participants and the average

customer spending in a café the author can predict revenues from selling beverages and food
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while events are being held in the café. The capacity for each event is 20 people, in this case,
it means ten children and ten adults. Considering the realistic version of those revenues, the
owner presumes 7 participants at each course meaning it will be 19 040 CZK a month
including their consumption 100 CZK per one child and their family member.

Table 11. Revenues from Children Courses

Optimistic 10 11200 16000 27200
Realistic 7 7840 11200 19040
Negative 4 4480 6400 10880

Source: own creation

C- Revenues from Lectures

The lectures will take place every Monday lasting two hours, so it is four lectures a month.
There is no fixed price because each admission depends on the particular type of the lecture
and its lecturer. However, the author assumes that the entrance fee would be approximately
150 CZK. Taking into account the same indicators as those already mentioned in the
previous revenue stream A, the owner estimates 14 participants in the realistic scenario plus
their average spending on beverages, snacks or desserts. Total estimated revenues from
lectures are 14 000 per month.

Table 12. Revenues from Lectures

Optimistic 18 10800 7200 18000
Realistic 14 8400 5600 14000
Negative 8 4800 3200 8000

Source: own creation

D- Revenues from Workshops

The workshops will be held every Wednesday, for approximately 3 hours. The admission
fee is also influenced by each type of the workshop and the person who will run the
workshop. Wednesday workshops’ will be more expensive than Mondays ones and their
approximate price is 350 CZK. For this reason, the owner assumes a lower visit rate and
counts with 12 participants in the realistic version. On the other hand, the owner presumes
higher customers spending, because the workshops will last 3 hours. Based on that, the
average customer spending here will be 150 CZK. Total revenues from workshops are

estimated at 24 000 CZK per month.
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Table 13. Revenues from Workshops

Optimistic 16 22400 9600 32000
Realistic 12 16800 7200 24000
Negative 6 8400 3600 12000

Source: own creation

E- Revenues from Renting Premises

The estimated period of the lease is 3 hours. The first two hours costs 900 CZK, every other
hour is set on 200 CZK, which equals 1100 CZK. The average number of participants is
seven people per one renting; their average customer spending is the same as for other events.
In the realistic scenario, the estimated rental revenues are 3600 per month.

Table 14. Revenues from Renting Premises

Optimistic 3 3300 2100 5400
Realistic 2 2200 1400 3600
Negative 1 1100 700 1800

Source: own creation

F- Revenues from Organizing Birthday Parties

The average price of such a party will be 3000 CZK, for further details of the prices, please
see chapter 9.1.2. In the realistic version, the owner counts with organising two parties per
month, with the average spending 100 CZK per one child. It means that it would bring her
approximately 8000 on monthly revenues.

Table 15. Revenues from Organizing Birthday Parties

Optimistic 3 9000 3000 12000
Realistic 2 6000 2000 8000
Negative 1 3000 1000 4000

Source: own creation

12.3.1 Total Revenues

Total Revenues are the sum of all the already mentioned revenues streams marked as A—F.
In the realistic scenario, the estimated monthly revenues will be 248 640 CZK. If the café
does better than expects, they can earn 394 600 CZK revenues per month, if something goes
wrong or if there is a lack of interest in this café, the total revenues can be 156 680 CZK per

month.
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Table 16. Total Monthly Revenues

Version A B C D E F Total

Optimistic 300000 27200 18000 32000 5400 12000 394600
Realistic 180000 19040 14000 24000 3600 8000 248640
Negative 120000 10880 8000 12000 1800 4000 156680

Source: own creation

12.4 Profit
The gross profit can be calculated by deducting monthly costs from the total monthly

revenues. The costs increase in proportion to sales because when the consumption is higher,

it is necessary to purchase more supplies. The income for a natural person is 15%.

Profit in the First Year

After deducting the tax from the gross profit, the net profit will be 16 585,2 CZK in the
realistic scenario, 96 421,2 CZK in the optimistic one and considering the negative one; the
business is at a loss of 43 807 CZK per month. The annual earnings after taxation including
the seasonal changes would be 184 096 CZK in the realistic scenario.

Table 17. Profit in the First Year

Optimistic 394600 281128 113472 17020,8 96421,2
Realistic 248640 229128 19512 2926,8 16585,2
Negative 156680 200488 -43808 / -43807

Source: own creation
It is important to mention that the personal costs do not include the owners’ wage because
her wage will be taken from the café’ s profit. If there is a loss, the owner has some financial
reserves. Considering that, the monthly profit could equal the value of her wage, which
would mean that the business would be somewhere at the break-even point. However, this
does not mean that the business is not viable and successful. The author found out from the
interviews that this was a typical situation because basically each interviewed café was in
the loss or did not make a profit during the first year of running their business.
Although the Babynec seems to be making some profit since it was opened, it has been
mainly caused by the organisation of events which has increased both the total revenues and
the awareness of the business. An estimated profit for the second year can be found in

appendix P VII.
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13 RISK ANALYSIS

A businessperson should know what risks may appear and s/he should be ready to face them.
It is advisable to analyse those risks from the beginning and try to prevent those possible
obstacles. The biggest risk is that the company will not be able to pay its employees and
suppliers or worse, that it will go bankrupt. The Babynec could face those possible risks:
Low demand

It is possible that there will be a lack of interest for his type of café. It may be caused by the
poor promotion or by providing poor services and product quality. If this happens, the
business should pay attention to better promotion and especially to the quality of the products
or services provided in the café. The staff can be trained, and they can learn for example new
trends in coffee preparation, how to communicate effectively with customers and boost sales.
Bad choice of employees

Employees are a face of the business; they should be loyal to the company and spread a good
word about it. If not, it can destroy a good reputation of the business and the owner which
can lead to lower profits. Both internal and external employees should behave professionally
and especially the service must be able to help customers with their offer and treat customers
and the employer with respect.

Supplier problems

If suppliers turn out to be unreliable, or if increase price of products supplied by the café, the
owner would have to change them or to negotiate better prices. It also may happen that the
quality of the product or service will be weak, and customers will not be satisfied with that
or that there will be delays in delivering. Luckily, the market offers many other suppliers.
Financial risk

If the business is not profitable, some financial problems may occur, although the owner has
some financial reserves. If this happened, and the owner will assume that it is only a
transitional period, she can take a loan. If this does not have a positive effect, the owner will
start to reduce costs. First, she will fire part-time employees and start to work on full time in
the café and secondly, to cut the opening hours so the business will pay less on utilities and
wages.

Other threats could be changes in legislation, lousy pricing, not choosing of the right
customer segment, the bad reputation of the owner and the company and choosing of bad

location.
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CONCLUSION

The goal of this thesis was to elaborate a business plan for a café that will be viable and
based on findings arising from qualitative marketing research in the town of Zlin. The thesis
is divided into a theoretical part and an analysis. In the analysis, the author has implemented
the marketing research which lied in interviewing the owners of the currently existing cafés
in Zlin. After analysing the data arising from the research, the author reported those findings
and suggested recommendations for the concrete business she is describing in the analysis.
Although it was quite time-consuming and demanding, the author finds the conducted
interviews highly useful not only for this paper but also as a good life experience.

The most important parts of the business plan could be considered the executive summary,
which is a brief description of how the business is going to work, then a marketing plan,
which describes seven components of the marketing mix and finally, a financial plan. The
financial plan deals with initial costs needed to open the café, then estimated operating costs
and revenues are described and finally a profit for the first year and a proposition of the
second year’s profit. This part was the most challenging because the café has more revenue
streams, which were all calculated separately to estimate the revenues and the profit as
precisely as possible. The author has elaborated a positive, realistic and negative version and
also took into account a possible decline in sales in the summer, as the marketing research
confirms. The business plan can serve as a guideline for the owner because it shows all
needed finances and possible risks.

The estimated profit for the first year is 184 096 CZK in a realistic version. It can be said
that this result is positive because all the interviewed cafés claimed that they have started to
generate profit after about 9-12 months from the opening. The plan has shown that the
estimated profit is most likely caused by organising of lectures, events and courses, which
increases the overall visit rate in the café and also by awareness of people. Presumably,
revenues only from running the café would not exceed the costs in the first year.

To sum it up, the author sees potential in this business and expects a bigger profit in the
following years. After some consideration of all pros and cons, it can be assumed that this
café could be opened and that it might be successful and profitable in the future. The last
thing worth mentioning is that for those types of business, which in a way serve the citizens,
there is a possibility to become a non-governmental organisation because there is a
possibility to obtain funding and grants from EU or the city. However, this thesis deals with

the variant of a private enterprise.
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APPENDIX P I: THE INTERVIEW QUESTIONS

1.
2.
3.
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12.

13.

14.
15.
16.
17.

18.

19.
20.
21.

22.

23.

24.
25.
26.
27.
28.

29

Co Vas vedlo k tomu, abyste zacal/a podnikat?

S jakymi prekazkami jste se v zacatcich potykal/a?

Bylo néco, co Vas prekvapilo nebo o ¢em jste pied zacatkem podnikani mél/a jiné
predstavy?

Kdy zacala kavarna sama na sebe vyd¢lavat, po jaké dobé ptijmy prevySovaly na-
klady? M¢la jste mél/a finan¢ni rezervy pro zaplaceni vSech néklada, kdyz jesté
trzby nebyly dostate¢né vysoké?

Jak jste své podnikani zpoc¢atku financoval/a? (vlastnimi prostiedky, uvérem, inves-
tory, pomohla Vam rodina ¢i ptatelé?). Mate ptredstavu kolik finan¢nich prostredkt
bylo pro otevieni potieba?

Co vse bylo potieba vyridit s urady? Mél/a jste n¢jaké potize se zalozenim firmy u
prislusnych instituci ¢i s prondjem prostor?

Jak se o Vs lidé dozveédeéli?

Setkal/a jste se s n¢jakym netspéchem v podnikéani? Jak jste ho tesil/a?

Jak jste si shanél/a a domlouvala dodavatele?

. Na co je podle Vas dobré se v pocatcich zamé¥it? Cemu naopak neni aZ tak nutné

v pocatcich vénovat pozornost?

Kdo jsou Vasi zdkaznici, jak byste je popsal/a? Mate dnes stejné zakazniky jako na
pocatku? Kdo byli vasi prvni zdkaznici?

Kolik jste pfi otevieni mél/a zaméstnanct a kolik mate dnes? Zaméstnavate brigad-
niky?

Dle ¢eho jste volil/a oteviraci dobu a v kolik hodin chodi nejvice zdkazniku? V jaké
dny, ¢i hodiny chodi nejvice, a naopak nejméné zékazniki?

Jakou roli hraje sezona na vasich trzbach?

Jak si udrzujete loajalitu VaSich zakaznika?

Dle ¢eho jste volil/a lokalitu Vaseho podniku?

Dokéazete popsat typické podnikatelské prostiedi Zlina, chovani mistnich zakaz-
nik?

Co vidite jako nejlepsi formu reklamy? Kde se propagujete a co nejvice funguje na
vaSe zékazniky?

Nabizite zakaznikiim vérnostni karticky? Pokud ano, jsou pro Vas vyhodné?
Dokéazete fici, jaka je primérna utrata na jednoho zakaznika ve Vasi kavarné?
Existuje néjaky druh ndpoje nebo pokrmu, ktery si zakaznici nejcastéji davaji (ku-
puji)?

Pokud ma kavarna i1 vedlejsi vyd€le¢né Cinnosti, mate tyto aktivity finan¢né odd¢-
leny?

Pokud nabizite pokrmy, ¢i deserty pfipravujete si je zde sami, nebo si je nechavate
dovazet a z jakého diivodu jste se takhle rozhodl/a?

Na ¢em nejvice vydelavate? Co naopak vidite jako méné€ vydélecné?

V ¢em vidite svou nejvétsi konkurenéni vyhodu?

Koho vnimate jako svou konkurenci, pokud néjakou mate?

Mate néjaké plany do budoucna, rozsiteni prodejen, portfolia sluzeb ¢i produktii?
Jak by se vaSe podnikani lisilo, kdybyste mohl/a zacit od zacatku? Co byste udé-
lal/a jinak?

. Co myslite, ze stoji za divodem Vaseho tspéchu?
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APPENDIX P II: THE DESCRIPTION OF THE INTERVIEWED
CAFES

I.  Interview with R.L. (The interview was conducted on 10" January 2018.)

The interviewee R. L. is the owner of a well-known café which is not far away from the
centre. She founded the business with her friend in 2015, but nowadays she runs the business
herself. The interior underwent a complete reconstruction, but it remains the industrial style
which has a pleasing atmosphere. The café offers a wide variety of coffees, homemade

lemonades and cakes.

II. Interview with H.V. (The interview was conducted on 19" January 2018.)

The second interviewee H.V. is a sole owner of a cosy café in the middle vicinity of the
centre of Zlin. The owner also opened a new café in a nearby town in 2017, and the café has
a similar concept. The café could be considered as a design coffee shop due to its design and
regular replacement of decorations. The café stands out with its desserts and beautiful photos

of drinks, coffees and cakes of which are regularly posted on social media.

III.  Interview with Z.K. (The interview was conducted on 5 5. February 2018.)

The interviewee Z.K. started to fulfil her dreams in 2015 when she opened a small café¢
situated approximately 15minutes walk from the city centre. She found a niche in the market
and decided to combine a café and workshops. Customers can choose from regular courses
focusing on various art techniques, mainly for adults or they just come and make a piece of

art.

IV. Interview with L.M. (The interview was conducted on 18" March 2018.)
This is a start-up café which was founded in October 2017 by two owners who were old
friends. This business is located 3minutes walk from the centre, and it is a mix of a café, a
chocolate factory and a tea room. The owners try to address a wide range of people by

organising concerts, chamber music and lectures in the café.

V. Interviewee I.H. (The interview was conducted on 26" March 2018.)

This is another start-up café which was established in May 2017. This business not situated

in the centre of Zlin, but in proximity to a public transport bus station. The café is cosy and
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equipped above standard. The owner serves customers by herself and provides a friendly

personal approach to customers. Based on the location, the café hosts mainly local people.

VI.  Interview with M.K. and L.K. (The interview was conducted on 28" March
2018.)

The last interview was conducted with siblings and owners of a new café and bistro located
in the city centre. It is a really tiny but comfortable space where you can get a cup of coffee
of taking it away and also get some healthy homemade snacks. The owners provide service
by themselves with a fantastic, friendly approach. This café has the second-best rating on

the Google search engine among all cafes in Zlin (accessed on 31 January 2018).
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APPENDIX P III: THE TRANSCRIPTION OF INTERVIEWS

1.

L Interview with R.L.

Bylo to rozhodnuti mé s mou dlouholetou kamaradkou, protoze jsme spolecné hle-
daly né&jaké uplatnéni a n¢jakou realitu, naplnéni nasi konkrétni touhy.

Ptekazky byly viceméné razu uiedniho. Na kazdém ufad¢ po nas chtéli riazné pro-
jekty a pozadavky, se kterymi ¢lovek na zacatku nepocital, nebo nepocital v takovém
rozsahu. Byly to pro nés takové ,,byrokratické* véci, které nam ubiraly energii a elan.
Také nas ¢ekala kompletni rekonstrukce budovy, ktera je stard 100-110 let. Rozsah
rekonstrukce jsme nedokazaly zpocatku odhadnout. Cekaly nas instalace veskerych
rozvodi a jiné dillezité prestavby. Tyto technické véci také ze zacatku ¢lovek nedo-
kazal odhadnout. Také kvtli pamatkaiim jsme museli dodrzet rizné piedpisy, napft.
ze nesmi byt u provozovny né&jaké cedule. Pamatkati trvaji na zachovani ptivodniho
bat'ovského razu.

To az tak ne, protoZe ja jsem ptedeslych 15 let podnikala sice v jiném oboru, ale uz
jsem zhruba védéla, do ¢eho jdu. Bylo hlavné tfeba mit Zivnost a v§e spojené s po-
travindiskou ¢innosti, opatfit si koncesi na prodej alkoholu a také jsme si musely
zajistit garanta, ktery v oboru podnikd minimalné pét let. Nékoho ve smyslu odpo-
védného vedouciho s praxi, ktery dohlizi na chod kavarny. Nastésti mam kamaradku,
ktera ma vlastni restauraci jiz n¢kolik let.

Zhruba po jednom roce zacala kavarna na sebe vydélavat.

Zacatky jsme financovaly z vlastnich zdroji. M¢ly jsme s kamaraddkou néjaké
Gispory, pomohla i rodina. Zadné uvéry jsme si nebraly.

O tombhle jsem vlastné mluvila uz na zac¢atku a nic vic mé k tomu nenapada.
Nejdtive jsme si zalozily Facebook, ktery spravovala kolegyné. Ud¢laly jsme tako-
vou mensSi party pro zndmé, ti predali informaci dal§im a dal§im znamym, az se o nas
zacalo povidat.

Totalni neuspéch jsme nezazily.

Za zacatku jsme vyuzivaly doporuceni od znamych, ktefi podnikali ve stejném oboru,
ale asi tak do tydne, kdy se o nas dozvédéla vetejnost nas zacali kontaktovat rlizni
obchodni zéstupci a s nékterymi spolupracujeme doted’. M¢li zajem u nds prezento-
vat svoje vyrobky, my jsme také chtély, aby v nasi kavarné bylo zbozi i netradi¢ni.
Tak jsme si n€jak osvojily, ze madme svou znacku ¢ajl, kavy, sirupii atd. Je pravda,

ze nekteré jiné kavarny nas zacinaji kopirovat. Na tom maji podil 1 n¢kteti byvali
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10.

11.

12.

13.

zameéstnanci, kdyz prozradili konkurenci nase know-how. Predev§im znacky nami
pouzivanych siruptl, ale brzy od téchto sirupti odstoupili, protoZe jejich nakupni cena
neni zrovna levna. Také hodné od nas kopiruji nase dezerty. Toto je celkem bézné,
ale na druhé strané nas t€si, ze nase vyrobky zaujaly i konkurenci.

Neni az tak nutné se zaméfit na vybaveni interiéru, naopak je velmi nutné se zameéfit
na vybér personalu. Nikdy nedostane druhou Sanci udé€lat prvni dojem. Ze zacatku
nam pomahali zndmi, protoze vybrat si ten spravny personal bylo tézké. Pozd¢€ji jsme
davali inzeraty pro ty, co hledali praci, vétSinou jsme dali na doporuceni znamych,
jestli o n€kom nevi. Ze zacatku jsme tady pracovali opravdu 24 hodin denné, stiidali
jsme se, abychom na chod kavéarny dohlizely.

Zakaznici jsou zde riznorodi. Jak studenti, maminky na matetské, tak i podnikatelé,
ale 1 lidé v dichodu. Damy ve v€ku 60-70 let si u nas rezervovaly stll, kde se budou
kazdé pondé€li v mésici béhem roku pravidelné setkavat. Dalo by se fict, Ze nase kli-
entela je od miminek, kterd si hraji v détském koutku az po stoleté. Bylo tomu tak od
zacatku. Od zacatku jsme poradali akce, které pritahly n&jaké lidi. Pofadame napfi-
klad hudebni vecery, rizné besedy napt. o cestovani, akce pro déti atd. A kdo se
nckteré z akei nékdy zacastnil, vétSinu z nich zde vidame pravidelné. Na nékteré
volné. Lid¢é nemaji problémy s placenymi akcemi. Nékdy potadame Zivéa vystoupeni
riznych umélct a kdo se zucastni jednou, pfijde znovu.

Po pravdé feceno, ze zacatku snad Zadni stabilni zamé&stnanci nebyli, kromé nas
dvou. Zamé&stnavali jsme z kraje jen brigddniky. V soucasné dob¢ pro provoz ka-
varny i syrarny dohromady mame 8 stalych zaméstnanct a 8 brigddniki. Ze zacatku,
kdyz jsem tu byly jen dvé a nebylo tolik zakéazek, tak se to zvladalo. Ale jak ptibyvalo
zakaznikd, zjistili jsme, Ze dva lidi je malo a pfidali jsme tfetiho ¢lovéka. Ne vSichni
lidé zvladali ty postupné navaly, a proto tady radéji skoncili. Nezvladali psychicky,
nedokazali si praci rozvrhnout a méli obrovsky pocit tlaku. Jednou pfisla néjaka
slecna, kterd méla zdjem o brigadu. Zeptala jsem se ji, jestli méa néjakou praxi a ona
odpovédéla, Ze takovou praci mize délat kazdy. Tak to mné docela pobavilo. On ten
pohled na tu préci z venku je hodné zkresleny.

JiZ od zacéatku jsme méli jasné, Ze vzhledem k podavani snidani musime otevirat
rano. Ze zacatku jsme otevirali od pll osmé, ale zjistili jsme, Ze zédkaznici za¢inaji
chodit az kolem osmé. V tydnu zavirdme v devét hodin a o vikendech méme otevieno

do 11. Lidé chodi v prubéhu celého dne. Provozovnu jsme oteviraly v 1été, a to uz
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14.

15.

16.

17.

18.

byly oteviené i venkovni zahradky, takze hosté se u nds zacali zastavovat béhem
vikendovych prochéazek a postupné o vikendech nariistaly i trzby. Nedélni odpoledne
byvaji hodné vytizena, také se uz stali hosté zacastiuji ndmi potadanych akci. Lidé
po nedélnim ob&d¢ se u nés stavuji s celymi rodinami, s kocarky, také si zvykli slavit
u nas ruzné narozeniny, nebo se prosté setkdvaji s prateli.

Co se obdobi tyka, tak v zimé chodi zakaznikli vic. Zima je takova kavarenska se-
zona. V 1ét¢€ lidé navstévuji jiné akce. Tieba koupalisté, sportovni akce. Ale v zimé
uz neposedi venku, protoze je chladno, takze chodi posedét do vytopené kavarny.
Pro kavarny je dobra sezona od podzimu do jara.

Délame néco pro to, aby ti lidé pocitili, Ze na nich nechceme jen vydélavat ale také
jim néjak fict, Ze jsou pro nas dileziti. Snazime se zdkazniky komunikovat, ptime se
jich, jak jsou spokojeni. A nabizime jim kvalitni sortiment, diky kterému se k ndm
radi vraceji.

Provozovnu jsme od ptivodniho planu chtéli ve mésté. V té dobé nebyly zadné volné
prostory a pokud se né&jaké naskytly, odradil nas vysoky ndjem. Ale ndhodou se mi
dostal do rukou kontakt na majitele této budovy. Ta budova byla tenkrat v dezolatnim
stavu, byla z ni ruina, snad ur¢ena k demolici. Na podlaze byla hlina, schazely dvete,
vSechna okna byla rozbita, prosté tady nebylo nic. Nastésti byla budova zachranéna
a obnovena.

Jsou lidé, ktefi vam fikaji, jak je to tady uZasné, jak se jim tady libi a pak ptijdou
dva-tii, ktefi tfeba nejsou s né¢im zcela spokojeni a vSe patfi¢né zkreslené napisi na
socialni sité. Ja jsem Clovek, ktery si vSechno moc bere a vi, Ze nema cenu reagovat
na takové lidi. 95 % zakaznikt je spokojenych, jsou to ptijemni lidé, ale stava se i to,
ze nékdo nema sviij den a ty jejich osobni negace odnasi vétSinou zdejsi obsluha.
Ze zacatku to byly Facebook stranky, pozdéji jsme vytvofili i stranky webové. Na
téch mame par fotografii z interiéru, riizné nabidky, ale po pravdé fe¢eno, nemam na
to moc Casu. Také se ndm podafilo umistit reklamy na néjaké akce do magazinu
Zlina. Ale pfevazné jsme si vyrobili vlastni letacky, hodné jsme o akcich hovotili se
zakazniky, také jsme davali o sobé védét pomoci ptatel, aplikaci jako je napt. What-
sup. Mam straSné moc znamych, pies které jsem nasi provozovnu propagovala. A
jak lidé ptisli na naSe prvni akce a byli spokojeni, jejich ucast na dalSich akcich jiz
pfisla sama. Pokud se tykaji akce zivych vystoupeni, zdkaznici si tfeba kupuji vstu-
penky hned na jejich akce budouci. Ale opravdu nejvic fungovalo takové to osobni

pozvani, doporuceni zndmych, ti ptivedli dalsi zndmé a kamarady.



TBU in Zlin, Faculty of Humanities 74

19.

20.

21.

22.
23.

24.

25.

26.

Ano, nabizime. Vyhodnost jsem az tak nezkoumala, madme zvyhodnénou zatim jen
kavu. Za devét razitek ddvame desatou kavu zdarma. Dnes je navic takova doba, kdy
lidé vyhledavaji rizné slevy, nebo akce kde je néco zadarmo, kde mohou usetiit. A
pro¢ ne? Nabizime i kavu sebou, ackoliv si vétSina zakaznikl u té kavy u nas posedi.
Vydanych uctenek byva tak 250-400. Vétsinou chodi zékaznici ve dvojicich, tak
tomu odpovida i pocet téch t¢tenek. Primérna Utrata je rizna.

Urcite je to kava, ale i ty naSe domaci limonady. Ze zacatku jsem méla se svou spo-
le¢nici debatu, jestli viitbec ty doméci limonady mame vyrabét. VSechny ty sirupy
jsou vyrabény bez ptidanych konzervanti, Cisté pfirodni cestou a jejich cena neni
nizka. Nakonec jsme uspéli a nase limonady je druhy nejprodavané;si artikl.
Snidané 1 rizné snacky, jako tousty, tortilly si déldme sami. Samoziejm¢e pouZzivame
i polotovary, ale naplné si délame sami, vSe Cerstvé. Nemame ani zadné predptipra-
vené potraviny na urcity den, vSe je u nas urceno pro denni spotiebu. Co se tyka
dezertl,, nasla jsem si dodavatelku. Je to pani, kterd vlastni domaci cukrarnu a déla
nam cca 70 % vSech dezertl. Hledala jsem docela dlouho, protoze ne kazdy, kdo
prezentuje domaci vyrobu vyrabi z Cerstvych a kvalitnich surovin. J4 mam takovou
fintu, jak poznat dobrou cukrarnu. Jestli znate ,,Spicku®, tak na té jde poznat, jestli
cukraika pouziva ingredience, které se pouzivaly jesté pred 20 lety anebo uz pouziva
rizné nahrazky, margariny. Tak jsem si u pani dala Spic¢ku a otestovala.

Rozhodné€ mezi vydélecné patii kava, limonady a dezerty. Mezi méné vydélecné uz
patii snidanova menu. Tim, Ze se zvySily vstupni ceny, ceny masla, vajec, peciva,
museli jsme i my zvednout ceny. Z tohoto diivodu uz ty snidan€ nejsou pro nas moc
cenov¢ zajimavé. Ale tim, Ze si urCiti zdkaznici na snidané u nés zvykli, nebudeme
je rusit.

Ja myslim, Ze je to hlavné prostiedi, usporddani stolt. Kdyz sedite, nesedi vam za
zady jiny ¢lovék. Kazdy snad ma pocit vlastniho soukromi. Nevim, zda se nase kon-
zumacni nabidka néjak li§i od jinych kavaren, protoZe ten sortiment byva vétSinou
podobny mozna jim chutné prave ,,To naSe®, ale pfedevS§im si myslim, Ze to je pro-
sttedi. Interiér ma vysoké stropy, hodné¢ prosklenych prostor dava lidem pocit vzdus-
nosti. Je tady takova uvolnénd atmosféra. Snazime se i tu hudbu vybirat tak, aby se
lidé citili ptijemné, aby citili pohodu.

Tak to opravdu nevim. J4 ani snad nikoho nepovazuji za velkého konkurenta. Kazdy

mame néco. V meésté je kavarna, kterd ma mnohem vyssi mnozstvi riiznych dezert,
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ale i pfes to hodné zakaznikl jde radé¢ji sem. I kdyZ je to tam 1 mensi, tim padem
zdéanlivé utulngjsi. Ve Zliné je docela dost kavaren, ale myslim, ze jich neni zase
tolik, abychom se nedokazali vSichni uzivit. V zahranici jsou kavarny na kazdém
kroku a vSude je plno. I kdyz jdou lidé na obéd do nedaleké restaurace, tam po-
obédvaji, ale na kafe po obéd¢ jdou k nam, snad u nas pocituji tu svou pohodu. Také
st myslim, ze i1 kdyz host jde plivodné do jiného podniku, ale musi projit kolem nas,
tak projde nekolikrat, az si tieba fekne, Ze u nés jesté nebyl a zastavi se. A uzZ u nés
zustane. Ja jim fikdm moji zdkaznici. Mimochodem, kdyZ jsme si tyto prostory pro-
najimali, majitel jiné¢ kavarny nam radil, abychom si nepofizovali kavarnu a uz vitbec
neotvirali o vikendech. M¢l pocit, Ze je tady celodenné mrtvo. On mél otevieno stan-
dardné od 9 do 18, nechapal, Ze my chceme mit otevieno az do 21 hodin a o viken-
dech. Ono to bylo v zacatku i tak, Ze zdkaznici si k ndm pfiisli koupit dezert, a s de-
zertem $li pies cestu na kdvu do protéjsi ho podniku. Zdivodnili to tim, Ze on tam
nic nema4, ale myslim, ze pozd¢ji posunul zaviraci dobu a zacal si také vyrabét néjaké
ty dezerty, protoze po nich byla poptavka.

Plany mame. Urcité bychom chtéli rozsifit sortiment, v 1ét€ prodavat i zmrzlinu. Ted’
momentalné se chystame, ze budeme d¢lat 1 néjaké smoothie. Pfevazné se plany ty-
kaji toho sortimentu. Upravujeme sezénni nabidky. V zimé néjaké grogy, svatrena
vina. V lét¢ zase naopak.

Do podnikéni bych §la sama. Ze zac¢atku jsme zaaly dv€. Ve dvou se to 1épe tahne,
na problémy neni ¢lovek sdm v pocatku. Po Case se ale ukaZe, Ze jeden se o firmu vic
stard nez druhy, také nase predstavy se asem zacaly rozchdzet, at’ uz to bylo ohledné
personalu, nebo ohledné nabidky a skoncilo to tak, Ze jsme se ve findle rozesly. Tak
pokud bych mohla zacit znovu, uz jen sama.

Predevsim to velké pracovni nasazeni. Myslim si, Zze nasi kavarnu berou lidé jako
stylovou, takze kavarna ma zfejme uspéch prave diky tady tomu. Nedokdzu fict, jestli
by kavarna byla tak oblibena, kdyby byla na jiném mist¢, s jinou koncepci. Ur€ité to
jde jedno s druhym. Mdme néavstévy, které k nam chodi z riznych mést i zahranici,
a dokonce u nés natacela néjaka ruska spolecnost n&jaky hudebni klip, Véaclav Nec-
kar u nés natacel ¢ast svého videoklipu. Kdyz je ve Zlin€ kazdoro¢ni filmovy festival,
tak festivalovy $tab ma u nas svij koutek, ve kterém u kulatého stolu fesi své zalezi-
tosti. TakZe zfejmé se jim libi nés interiér. U tohoto druhu podnikéani si nemiiZzeme
dovolit stagnovat a nechat vie b&Zet n&jak samo. Uspéch si kazdy predstavuje jinak.

U me je to zatim tak, ze dva, tfi roky podnikani je na n¢jaké zaveéry malo. Az tady
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budu deset let, piijd’'te se zeptat. Béhem provozovani podniku ¢lovek prichézi na dalsi
a dalsi napady, ale az Casem se ukaze, do jaké miry ty nadpady uspéji. Bavi mné pra-
covat v tom, ze Clovék se mize stale zdokonalovat, néco vymyslet, uskuteciovat,
nekam dal se posunovat. Potad potiebuji n¢jaky vyvoj a té§i mné¢, ze lidé u nas pofta-
daji oslavy narozenin, nebo ti, co u nds méli firemni vecirky nas pozd€ji oslovi
s uspotfadanim soukromych oslav. Jedna udalost nam prost¢ ptinese dalsi a dalsi uda-

losti. A to je na té praci motivujici.
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II.  Interview with H.V.
Bylo to ukonceni matei'ské dovolené. Premyslela jsem co dal a napadlo mé tohle.
Nejvice jsme bojovali s nedostatkem hostti, jsme totiz hodné mimo centrum mésta.
Neptekvapilo mé nic, nebo si na to asi nevzpominam. Jediné mozna mile, protoze
m¢ vSichni od podnikéni odrazovali.
To uz si nevzpomindm, ale urcité §ly ze zacatku vSechny vyd¢elky, které se dostavily
na pokryti pocateCnich nakladt, pujcila jsem si na prvotni naklady, které nebyly
malé. A chtéla jsem se se vSema co nejrychleji vyrovnat.
Jak uz jsem fikala, pajcila jsem si od rodiny, pomohl mi hlavné manzel, rodice a
bratr. Uvér jsem diky tomu nastésti nepotiebovala.
Prondjem prostor jsem vyhrala ve vybérovém fizeni a s ufady §lo vSe hladce.
Nejvice asi tim, Ze u nés byli hosté spokojeni a Sifili to dal mezi své znamé a ti zase
dal.
Zatim jsem se nesetkala s ni¢im, co bych nazvala netispéchem. Samoziejmé n¢kdy
se dafi vice a n€kdy méng, ale to patii k zivotu a k podnikani.
Dodavatele jsem si shanéla za pomoci manZela, ktery mél letité zkuSenosti z oboru,
a tak mi mohl doporucit spolehlivé dodavatele kvalitnich vyrobki.
na kvalitu poskytovanych sluZeb. J4 si zde zakladam na piijemné obsluze, protoZe to
je to, co vydelava.
Nasi zakaznici jsou ze vSech vrstev 1 véku, nemame zadnou cilovou skupinu. Jiné
lidé sem chodi odpoledne na kafe a jini vecer na sklenicku, coZ ale krasn€ propojuje
vSechny dohromady. Kazdy si tu najde to, co mé rdd a myslim si, ze prostiedi je
ptijemné pro kohokoliv.
Nejdiive jsme zacinali se dvéma zaméstnanci, ted’ mame v kazdé provozovné 4 za-
méstnance plus brigadniky.
Snazili jsme se mit otevieno co mozna nejdéle, abychom nepfisli o zadkazniky a trzby.
Nejvice hostli chodi asi odpoledne. Otevieno mame i o vikendu, jelikoZ tady v okoli
neni velice kam jit, lidé o vikendu radi chodi k ndm a daji si zde néco dobrého.
Sezonnost nevnimam zadnou, v druhé kavarng, kterou jsem tento rok oteviela sezonu
mame predevsim v 1éte.
Nic konkrétniho mé nenapadd, ale snazime se mit dobrou nabidku a kvalitni servis.

Zaméfuji se také na pravidelnou obménu dekoraci, aby se tu lidé citili jako doma.
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Lokalitu jsem nevolila, volila jsem prostor, ktery se mi vzdy libil a dokazala jsem si
v ném predstavit svou vysnénou kavarnu.

Nic mé nenapada.

Nejlepsi forma reklamy je podle mé spokojeny zédkaznik, ktery své zkuSenosti preda
dal, jinak samoziejmé se snazime propagovat pres Facebook a Instagram. Denné se
snazime vkladat fotky cerstvych dortikd, nafotit to u néjaké pékné dekorace nebo
kavy. Zakaznici to sdileji a ,,lajkuji a tak se dostavame dal do povédomi lidi.

Ne, veérnostni karticky nemame.

Rekla bych, Ze primérné asi do 100 K&.

Tak obecné nejvic jdou kavy a zakusky, ale nejCastéji si tu zdkaznici davaji cap-
puccino.

Zatim nemame vedlejsi vydélecné aktivity.

Dezerty si vyrabime sami, nékdy nam i vozi.

Tohle piesné nevim, ale nejvic asi vydélavame na kave. To vi kazdy kavarnik, ze na
kavé se daji pomérné jednoduse vydélat penize.

Konkurenéni vyhoda? Myslim, Ze nase poctivost a snazivost délat véci nejlépe, jak
umime.

Ve Zlin€ nevnimam nikoho jako svou konkurenci.

Neustale se snazime vymyslet nové druhy napojt, kavy, salatt a dortti a cocktaild,
aby zékazniky nas sortiment stale bavil.

Asi nic bych neudélala jinak.

Jednoznaéné kvalita poskytovanych sluzeb.
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I11. Interview with Z.K.

1. Chtéla jsem délat smysluplnou préci. Vystudovala jsem marketing a dé¢lala jsem mar-
keting v ndkupnim centru, ale neztotoznila jsem se s hodnotami, které jsem tam vy-
tvafela. A méla jsem ten marketing tenkrat spojeny s takovou komerci, ze jsem ho
snad ani nechtéla délat. Védéla jsem, ze musim néco zmeénit. Méla jsem oci oteviené
a ¢ekala jsem, kdy mné néco napadne. Byla jsem si jista.

2. Ty prekazky v zacatku nebyly az moc zésadni, spis§ naopak. Setkdvala jsem se s po-
zitivnimi lidmi 1 vécmi. Piekazky byly spis ty praktické véci obCas s riiznymi ufady,
kdy ¢loveék musel nékdy néco zménit, néco zaplatit. Tim nemyslim né&jakou korupci,
ale tieba n&jaké stavebni povoleni, prosté pravnické zalezitosti spojené s otevienim
provozovny.

3. Nebyla z4dnd velka prekvapeni. Tim, Ze jsem se snazila chovat k lidem vlidné, cho-
vali se oni ke mn¢ vétsinou stejné. Nékdy se stalo, Ze jsem musela zaplatit néjakou
pokutu, ale brala jsem to tak, ze kontrolor nesrovnalosti najit musel. Jiné piedstavy
jsem mozna méla, Ze jsem si myslela, Ze pokud j& se budu k ufednikiim chovat slusné,
budou se vSichni chovat stejné. Byla jsem trosku snilek.

4. Uplné piesné to nevim, ale soustavnou kazdodenni &innosti jsem zalala zjistovat, ze
denni piijmy zacinaji pfevySovat naklady. Mozna to bylo za rok a ptl. Méla jsem
Stésti v tom, Ze prostfedky, které jsem v zacatku vlozila do ndkupu materidlu se mi
vratily uz po pulroce. Vyhrali jsme soutéz v rozjezdu a tim, se vlozené naklady oka-
mzité vratily. Co se tykéd financni rezervy, tu jsem méla, a navic jsem méla jesté
druhou préci, kterou jsem tuto praci vykryvala.

5. Pocate¢ni investice byla vlastni a ¢inila cca 200 000 K¢.

6. PotiZe u instituci se zaloZzenim firmy jsem neméla. Méla jsem $tésti na pronajimatele,
ktery je skvély ¢lovek a vychazi mi vsttic. Z ufednich zalezitosti jsem nejdiive mu-
sela rozsifit Zivnost. Musela jsem ziskat hostinskou, nebo pohostinskou koncesi na
prodej alkoholu, a protoze nemam vystudovany obor hostinské ¢innosti, pottebovala
jsem zakonného zastupce. Nastésti mam kamaradku, kterd za mé ruci. Potiebovala
jsem zménit ucel uzivani, tzv. re-kolaudovani. Vyzadovalo to povoleni od hasicii,
hygieniki a stavebniho Gfadu. To jsou ty ufedni véci.

7. Meéla jsem novy podnikatelsky zamér, ktery jesté ve Zlin€ nebyl. U mé nejvic fun-
govaly socidlni sité, rizna doporuceni, “ Septanda” a prvni kurz, ktery jsme nafotili.
Zalozili jsme webové stranky. M¢li jsme vyrobené riizné letacky, ale hlavné kvuli

tomu, ze jsme vyhrali soutéz rozjezdy. Bylo to v unoru 2014 a jiz v dubnu nebo
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kvétnu jsme se stali ucastniky soutéze, diky které jsme se dostali do narodnich novin
a Casopistl, takze jsme zacali byt vidét i na webu.

Nepovedlo se toho spousta. Nastesti to byly jen drobné véci. Byla to oblast dodava-
telska, kdy jsem se spalila u nékterych dodavateli, také jsem nékdy Spatné zorgani-
zovala néjaky kurz, za coz jsem se vzdycky omluvila a nabidla ndhradu. Byly to i
nékteré personalni véci, néktefi zaméstnanci nefungovali tak, jak by méli, ale nastésti
nebylo nic zasadniho.

Védéla jsem, Ze velci dodavatelé jako napt. CocaCola, Matonni atd. budou jen okra-
jova zalezitost a Ze chci pro svou kavarnu néco jiného. Hledala jsem pfevazné na
internetu, co bych asi vybrala. Od momentu, kdy jsem kavarnu oteviela, zacaly ty
nabidky chodit samy. Tieba nékdo znamy doporucil jeho znamého, Ze vyrabi lokalni
dobré¢ sirupy nebo cider, takze ja jsem potom jiz §la po téch lokalnéjsich vécech. Tak
to jsou dodavatelé, co se tyce kavarenskych potieb. Co se tyké vytvarnych potieb pro
vytvarnou dilnu, ktera je soucasti kavarny, tak tam je téch dodavatell spousta a viibec
nemohu hledét na to, jestli jsou mensi, nebo vétsi, nebo jestli jsou z Ciny nebo Ame-
riky, protoze tam jde hlavné o kvalitu toho vyrobku. Kazdy z nich dodava néco ji-
ného, proto je jich hodné¢.

V prvni fad¢ je nutné se zamé&fit na zakaznika. Aby se citil dobte, protoze co dokaze
zékaznika odradit v jakékoliv kavarné je protivny persondl i od vynikajiciho pro-
duktu. Obsluhujici musi byt usmévavy, pohostinny, ale i ten produkt uzZ musi byt
vymazleny. V dnesni dob¢ uZ vdm nikdo neodpusti Spatné kafe. Jsme vSichni experti
na kavu a nejde jen o kavu, ale 1 dalsi suroviny. Nékteti zakaznici jeSté tu CocaColu
nebo Fantu vyzaduyji, ale vétSinou lidé uz chtéji n¢jakeé specifické véci, které ma tteba
jen jedna kavarna. Dale si myslim, Ze je to hodné& i o interiéru. I kdyZ i ten interiér je
specifickd véc. Nékdo ma rdd moderni, n€kdo tradi¢ni, jiny selsky styl nebo pro-
vence, hlavni je, aby n¢jaky ten styl byl. Umisténi kavarny je také dilezité.

Nase hlavni cilova skupina jsou Zeny ve véku 25-55 let. Jsou to zeny, které maji
dostatecné velky pfijem na to, aby sviij volny cas travily kvalitné maji své konicky,
rady se setkavaji a dokaZou se povznést nad materialni véci, coZ my tady sledujeme
dnes a denné. Chodi sem lid¢, kteti si uvédomili krasno, takovou tu ptidanou hodnotu
zivota, jakoze duchovno estetika, uméni. Mame tady zékazniky, kteti k nam chodi
uz Ctyfi roky, ale jini k ndm zase zacali chodit tfeba na kurzy a uz nechodi, nebo

chodili na kurzy, pak si dali pfestavku a zacali chodit dal. Nékteti k nam chodi stale
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at’ uz do kavarny nebo na kurzy, ale jsou i novi zdkaznici, ktefi se o nas dovidaji, coz
bereme s podivem, Zlin je docela maly. Nekteti nam zlstavaji, jini odesli.

Budu mezi zaméstnance pocitat ty, co jsou tady na hlavni pracovni pomér i na
smlouvu o provedeni prace, takze zacCinala jsem s jednim zaméstnancem, ted’ jsou tfi,
a 1 brigaddniky zamé&stnavam.

Oteviraci dobu jsem asi volila dle jinych kavaren a vlastné za celou dobu zistala
nezménénd. Pokud nam jedou néjaké kurzy, zaviraci dobu ptizpisobujeme dle toho.
Jinak mame otevieno od 10-20 hodin. Nejvice lidi byva u nas odpoledne od 15 do 19
hodin. Silné byvaji soboty, ale to zalezi na pocasi. Vlastn¢ jsem jesté nepfisla na to,
pro¢ nékterou sobotu si ani nestihneme snist svacinu a v jinou sobotu je naopak klid.
Ned¢le mame oteviené pouze na kurzy. Takze kdyz je kurz od 14-17 hodin, mame
oteviené od 13:30 do 17:30 hodin. Od prvniho fijna do konce prosince mivame ote-
vieno na kurzy pravidelné, ale tim, ze mame nyni kazdy vikend né&jaky kurz, mame
otevieno skoro kazdou ned¢li.

Velkou, my zazivame nejvétsi zajem od poloviny zaii do poloviny prosince, a naopak
zase od zacatku jara, do konce zafi, je obdobi slabsi. Jsme zavisli na roénim obdobi
a pocasi. Dokonce v 1ét¢ mame nékteré vikendy zavieno, protoZe nejsme v centru
Zlina a kdyZ jsou tfeba prazdniny, prochézi tady malo lidi. TakZe podle toho se hodné
ptizptisobujeme.

Pokud je tento dotaz na zakaznicky program, tak ten nemame. Pokud jde o loajalitu,
snazime se zakazniklim maximalné vyjit vstiic. At uz se to tyka vytvarné dilny, nebo
kavarny. Myslim, ze nas ptistup k zakaznikim je skvély. Ptistupem i kvalitou sluzeb.
Védéla jsem, Ze v zacatcich bych méla problém zaplatit ndjem nékde v centru mésta.
Ale védéla jsem, Ze diky aktivitdm, které mame bude fada lidi k ndm schopna pfijet.
Hledala jsem misto blizko dopravni site, blizko parkovisté. V moment€, kdy jsem
objevila toto misto, védéla jsem, Ze je to pravé misto pro nas. Ze je rozdéleno na
sklad, na vytvarnou dilnu a na malou kavarnu. Tak jsem véd¢€la od zacatku, Ze tohle
misto je to pravé.

Ne to nevim.

Uplné nejlepsi forma reklamy jsou dobré reference a ty se nam nejlépe vyplaceji a
kde se propagujeme? Tak to nejvice vyuzivame facebookové stranky a pouzivame
jedno tisténé medium a rozesilame zdkazniklim “newslettery”, kde nabizime nase
standardni akce.

Jak uz jsem ftikala, karticky nemame.
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20.

21

24.

25.

26.

27.

28.
29.

J& si myslim, ze to je 100 K&.

. Je to cappuccino a lungo s mlékem.
22.
23.

Ano.

Jenom porcujeme, odebirame od dodavateli a rozhodla jsem se k tomu proto, ze
nejsem cukraf a ani pripravnu nemame.

Samoziejmée kéava je pro nas dulezitd. Je na ni skvéla marze, ale to bychom museli
byt v centru Zlina, aby se jich prodalo tolik. Nejmén¢ vydélecné jsou dorty a zakusky.
Spolupracujeme s riznymi lektory, i z celé republiky, a to vétSinou jednorazove. Do-
mluvime se s nékym tfeba na jeden vikend. Ale s lektory lokalnimi spolupracujeme
pravidelng, tfeba ve form¢ semestralnich kurzu.

Pro nés jsou konkuren¢ni vSechny kavarny v okoli, ale jelikoZ my se prezentujeme
jako vytvarna dilna a doplitkkova kavarna, tak ani nechci zminovat kavarny, které by
nam mohly konkurovat, protoze my mame vic mist k sezeni, kdyz tady probiha kurz.
Takze bych jmenovala vytvarné dilny, nebo organizace, které potradaji vytvarné
kurzy, takze tieba ZUS, nebo Sluneénice, kde si miiZete dat i kavu a jde tam 1 néco
vytézit navic z keramiky.

Nedéavno jsem uvazovala o doplnéni i roz$ifeni. Portfolio dopliiujeme neustéle se-
zonné& 1 v kavarné 1 ve vytvarnych kurzech. Pokud se nékam posuneme, tak urcité do
vétSich prostor, kde by byly vyukové mistnosti dvé. I ta kavarn€ by se nam libila
vetsi. Nyni se ndm na jeden kurz vejde 10-12 lidi, vétSinou téch 10.

Asi mé nic nenapada.

Myslim si, Ze jsme piinesli do Zlina Upln€ novy komfort. Byli jsme vlastné prvni
v republice. J4 jsem se nechéavala inspirovat vytvarnym atelierem, ale ten zase nepo-
skytoval obCerstveni. Myslim, ze také diky upfimnosti, se kterou to vedeme, myslim
si, ze to lidé citi, myslim si, Ze lidé nasli jiny zptsob traveni volného ¢asu a myslim
si, ze i doba byla spravné zvolena. Ze mozna pied deseti lety bychom neuspéli, ale

za deset let uz tohle bude tpln¢ bézné.
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IV. Interview with L.M.

1. Zacal jsem podnikat zejména protoze jsem chtél byt svobodny.

2. Zavisi na finan¢nich moznostech, od toho se to odviji — od velikosti rozpoctu — zda
svépomoci ¢i zadame zakazku firm¢€. Potykdme s ¢asovou tisni, abychom skloubili
kvalitni, levné a za piijatelnou dobu. Casova tisefi tykajici se moznosti naseho roz-
poctu.

3. Mc¢li jsme né€jaké know-how, prevzali si koncept domaciho prostiedi, od znamych z
hotelu v Luhacovicich, majitelé piimo pracuji v dané provozovné. Co mn¢ piekva-
pilo? Na dodavatele jsme dostali néjaké tipy od znamych z Luhacovic, do kavovaru
nechcete kupovat Tchibo a chcete podpofit lokélni véci a je nutné se setkat se za-
stupci/majiteli a zjistit co nejvice o jejich produkt. Sméfovali jsme ke zdravéjsi na-
bidce zboZi. Prémiové alkoholy a vina se nehodi pro studentské podniky. VSechna
ptekvapeni byla prozatim piijemna. Akorat mné boli nohy po 16 hod. na place.

4. Kavarna zacina, otevirali jsme v fijnu 2017 a tudiz se neda fict, Ze uz na sebe kavarna
plné€ vydéla.

5. Financovani rodina a partnefi, ivér ¢i obchodni partneti nejsou.

6. Zalozeni s.r.0., hygienou, COI, bezpe&nost prace, heads-up dotazniky (kritické body
naSeho podnikani). Kazdé dil¢i podnikani ma své specifika.

7. Kampan na Facebooku, kterd je i nyni hlavnim marketingovym bodem, webové
stranky mame, pouze pro urcitou formu prezentace. Instagram nepouZzivame. Béhem
rekonstrukce, jsme ptidavali fotky na Facebook a rekonstrukce nas bavila, 1id¢ ,,1aj-
kovali“ naSe prispévky. Lidé nam sdileli naSe ptispévky — sponzorovanou reklamu
jsme neméli. Pfidavame vtipné piispévky a snazime se zaujmout lidi. Placenou re-
klamu ze seznamu a google nepouZzivame. ZaleZi na specifiku podnikani abychom
zvolili formu reklamy, u kavarny nepovaZzuji placenou reklamu za dileZitou, nejdi-
nam dafi pfedevsim pozitivné.

8. Ne

9. My fungujeme na principu, zZe ¢loveék zaplati vice, ale vi odkud produkt pochézi a
jaka je jeho kvalita imérna k cené. Dodavatele napt. co se tyce alkoholu nam dopo-
rucili znami. Kohoutkovou podavame zdarma. DZusy zatim neméame, soustfedime se
na mosty a domaci pfirodni sirupy. N&jaké mame lahvované a nékteré v boxech,

vybral jsem si par druhii a nechal si udélat cenovou nabidku.
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10. VEdét kam nas podnik sméfuje a kdo je nase cilova skupiny a mit vizi/plan/smér.

11.

12.

13.

Nelze samoziejmé predvidat Gplné vse, a udé€lat to podle sebe. Chtéli jsme ¢lenity
prostor abychom mohli oslovit riizné vékové skupiny lidi. napt. autorské ¢teni 20+,
jind piednaska 40-50. Nas nazev odkazuje na mezi generaCni cestu, ale zaroven i
rozde¢leni interiéru dle epoch ¢i zemépisny ¢astech svéta — chceme byt riiznorodi. A
co to celé zastieSuje je kvalitni sortiment, domaci prostredi a lidsky pfistup, prace
nas bavi a s hosty se bavime radi. Pied otevienim nam spoustu véci chybélo a realné
otevieni se nakonec posunulo o mésic a piil, ale stejné nam spoustu detailt piislo na
mysl az pozdé&ji, napi.: dekorace, hygienické potfeby. Lidé ndm dekorace dokonce
prinesli. Cca pul roku od otevieni (bfezen 2018), by se dalo fici, ze v ramci interiéru
jsme nyni hotovi a za “pochodu” dé€lame pouze dekorativni véci. Pfi provozu po-
stupné zjiSt'ujeme, co je Spatn¢ a co dobfe a co je nutné zmeénit a azZ samotné otevieni
nam “otevie o¢i” + mame také zpétnou vazbu.

Nasi cilovou skupinou jsou lidé nasi vékové kategorie cca 30-40 let, také se nam
rozsifuje klientela padesatnikli nikoliv dichodcii, dichodci k ndm chodi, ale mélo.
Klientela je ze 70 % slozena z Zen, u toho také zalezi, koho méme na obsluze, my
mame za barem vice muzii a mame vice Zen, a ¢im vice Zen do naSeho podniku bude
chodit, tim by tu také mélo byt vice muzt. Nasi zadkaznici jsou od pocatku viceméné
stejni, zaregistrovali jsem vyssi pfiliv studenttil, na ktery maji vliv mladeznické a stu-
dentské organizace na coz se vaZe i nas program v podniku — programem ovliviiu-
jeme cilovou skupinu zdkaznikd. Cilili jsme k tomu, Ze to, co bavi nés v ramci kultury
a zabavy, chceme pfedavat i nas§im zdkazniklim a snazim se hledat néco co pfinese
obohaceni jak nam, tak i nasi klientele/cilové skupiné.

Ze zacatku jsme byli 3, kteti se starali o chod zafizeni, nyni jsme 2, jakmile propukne
jaro, pfibereme posilu z diivodu otevieni zahradky.

Ze zacatku jsme chtéli zvolit co nejdelsi oteviraci dobu, de facto od rana do vecere,
a béhem tohoto zkusebniho obdobi si mlize sondovat, jak se nam pohybuje navstév-
nost v ramci dnll v tydnu 1 jednotlivych hodin ve dnech. Se v§im se také poji nas
program — kdy napiiklad ze zacatku jsme méli slabé soboty, ale snazime se ovlivnit
programem. Je také dobré monitorovat za jak dlouho dosdhneme stejnych trzeb v
rizné dny. Otevieno mame 6 dni v tydnl a jedinou zménu jsme prozatim udélali
v zacatku oteviraci doby, a to z 9 na 10 hodin. Uvidime aZ se posune sezona na
jaro/léto, zda pozménime oteviraci dobu. Nyni mdme po zimni sezoné, ale béhem

riznych obdobi se budeme ptizplisobovat.
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14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Musime si projit jednim rokem abychom vidéli vlivy jednotlivych sezon. Tyka se to
u nds zejmeéna sortimentu, kdy, co nabizet a co bude “lezdk™ a co pojede. Zatim mame
za sebou podzim a zimu nedokazeme zatim posoudit.

U nas si to udrzujeme kvalitou produktu, piistupem, komunikaci a zajem o zadkazniky
i jako o lidi, a ne jenom o chodici penézenky.

Ovérili jsme si, ze lokalita neni stoprocentné determinujici a zélezi opravdu na nasi
nabidce a na servisu pro zdkazniky. Samotné naSe umisténi je v historickd budove,
kde je prazdné namésticko, je tu spousta ufadii, 5 budov polikliniky, studenti a také
vSichni ostatni. To, ze jsme troSku mimo centrum hraje svou roli a dle toho pfizpi-
sobujeme nas podnik.

U nékterych lidi pozorujeme naznaky snobstvi, ale to myslim spiSe ze srandy, pro-
toze takovi lidé jsou vSude. Ale na druhou stranu, kdyz u nés stoji deci vina 50 korun,
lidé nemaji problém si ji dat, cenova politika se ndm u vina osvédcila.

U nas vede ¢islo jedna Facebook v ramci webového prostiedi a na druhou véc spo-
1¢hame je word of mouth od naSich zdkaznikd.

Uvazovali jsme o vérnostnich kartach napt. na kavu, je ale nutné vést agendu a dat
si praci s navrhem. Mozna véc do budoucna, nyni po ptl roce na to nyni nemame cas
a neni pro nas dulezité.

Neda se u nas presné urcit, zalezi na denni dobé, typu zédkaznika. Drahy zédkaznik je
napf. 1000 K¢ ve dvojici, vétSinou nas navstivi 2 a vice hostl. Jednotlivych zakaz-
nikli mdme malo. Nelze ptesné fici ani urcit, ale odhaduji néco okolo 150 K¢ na
clovéka, ale je to témét nicnetikajici Cislo, jelikoZ zaleZi na programu a konkrétnim
zakaznikovi.

U nas je bestseller horkéa ¢okoldda, v zimni sezéné€ jela vice nez kéva, kdva nicméné
zacala na ¢okoladu dorédzet. Délame toasty a kus-kus. Na vateni se zatim nechystame.
Miuizeme krajet a davat suroviny a pfipravovat v spotfebi¢i. Na vafeni je nutné mit
certifikaty a profesionalni vybaveni.

U naés vSechny eventy i programy chceme mit finan¢né oddéleny od kavarny, zalezi,
jaké je vstupné, zda dobrovolné nebo povinné, zda chce interpret honoraf, ¢i mu za-
platime pouze tutratu.

Dezerty mame z domdci pekarny z poctivych surovin, nékdy je vyzvedavame a né-
kdy ndm je vozi, zaleZzelo ndm na osobnim kontaktu s dodavatelem a poznat jejich

ptibch.
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24.

25.

26.

27.

28.
29.

Horka ¢okolada je number one, na ¢em nejvice vydélame? Obecné je to samoziejme
tvrdy alkohol, kde se nejrychleji to¢i penize + pivo, které je nenaro¢né na piipravu.
Jednoznacné je to naSe kvalita a piistup obsluhy a také kvalita a originalita naseho
sortimentu.

Nikoho jako svou pfimou konkurenci nevnimame, podle nas si k ndm najde cestu i
¢lovek, ktery chodi na pivo do pivnic, ¢i na koncerty jiného zaméfeni, tak zavita také
k nadm.

Portfolio rozsifime na jedné stran¢ a zkratime na druhé, chceme zoptimalizovat nasi
nabidku.

Nic mné¢ nenapada.

Zadny uspéch zatim jesté¢ nemame, ale jsme spokojeni a prace nés bavi a napliuje.
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10.

11.

12.
13.

V. Interview with LH
Chut’ si zalozit si svoji kavarnu, mam to vlastné i vyucené a tato prace me¢ bavi.
S urady zadné problémy nebyly, méli jsme architekta, ktery to tu navrhl a prostor se
pouze zkolaudoval a provedli jsme jen stavebni Gpravy, nic jiného m¢ nenapada.
Ptekvapily mé¢ problémy s povolenim zahradky, protoze jsem zjistila, Ze pozemek
nevlasti mésto, ale vlastnici byti, a tudiz ji zde nemohu mit.
Kavarna byla oteviena v kvétnu 2017 a na sebe jesté upln€ nevydélava, financni re-
zervy nutné pro zacatek jsem méla, bez toho bychom se neobesli.
Asi 400 000- 450 000 K& bylo tieba investovat jen do rekonstrukce a vybaveni. Uvér
nebyl, s financovanim mi pomohl pfitel.
Stavebni Gpravy na stavebnim uradé, hygiena a zaloZeni Zivnosti, kde jsem musela
dat vyucni list, jinak bych musela mit zodpovédnou osobu za kavarnu a také pro
prodej alkoholu.
Ptes socidlni sité a na doporuceni, mame také reklamni tabuli u zastavky a pied ka-
varnou. Ze zacatku jsme do schranek davali reklamni letacky.
Pokud se to da brat jako neuspéch, tak mé napada jen ta zahradka, ale je to v feseni.
Népoje nam dodava Lesko, jelikoZ uz mame hospodu, tak jsme si dodavatele pretahli
odtud, kavu jsem si hledala na internetu a co se ty¢e mouc¢niki a dortd, také jsem
hledala na internetu a ozvala se tém, co se mi libili. Dodavatelé mi zbozi vozi sami,
takze se o to nemusim viibec starat.
Prvni urcité zjistit komu patii pozemky a prostor kavarny, neméné diilezity je taky
pfijemny personal, protoze pokud je nékde nepiijemna obsluha, j4 osobné uz bych
tam neSla. A zékaznici si to velice rychle mezi sebou feknou.
Prvnimi zakazniky byli lidé, které oslovil na§ Facebook a byli zvédavi, jaké to tady
je a potom samoziejmé znami. Zakaznici se méni, ale nejvice k nam chodi lidé ve
sttednim v€ku 1 muZi i Zeny.
Momentalné€ zde pracujeme dv¢, brigadniky vyuzivam pftileZitostné.
Napted jsem se snazila mit oteviené co nejdiiv, a to od 9 do 20hod, ale poté jsem
zjistila, Ze je dostate¢né otevtit v 11 hodin a otevieno mam do 19, ale planuji dobu
zkrétit do 18, jelikoz od téch 18 hodin uz moc lidi nechodi, ale uvidime, jestli se to
zméni ted’ na jafe, aZ se posune Cas a bude déle svétlo. Nejvice lidi chodi odpoledne,

nejméne lidi chodi v patek dopoledne, ale samoziejmé zde hraje roli lokalita. Kdyby
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15.

16.

17.

18.

19.
20.
21.
22.
23.

24.

25.

byla kavarna umisténa v centru, pravdépodobné by to bylo jinak, jelikoz tudy nikdo
neprochazi.

V Iét¢ chodi min lidi, zima se mi zda lepsi. Tohle je ale nasSe prvni sezona, takze
uvidime v budoucnu.

Nabizim vérnostni karticky na kdvu, a snazim se poskytovat kvalitni servis diky kte-
rému se ke mn¢ zékaznici vraci.

Lokalitu jsem volila dle toho, Ze zde Zadna kavarna nebyla a cena najmu pro me byla
také piijatelnd. Zajimala jsem se 1 prondjem v centru, ale ceny s energiemi byly okolo
80 000-100 000 K¢, coz bylo opravdu hodné.

Ve Zlin¢ jsem si v§imla pomérné vysokych cen prondjmi a zahradky jsou povolené
jen do urcité doby, coZ ndm podnikatelim ubird na trzbach. A co se tyce reklam, je
tézké je né€kde umistit, jelikoz to mésto zakazuje, naptiklad nemohu umistit plakaty
na sloupy. Co se tyce zakaznik, v§ude jsou ptijemni a nepfijemni lidé.

Urcité dobré reference od zakaznik, kdyz si lidé mezi sebou feknou, ze zde byli
spokojeni je to ta nejlepsi reklama. Na doporuceni jsem si zaplatila také sponzorova-
nou reklamu na Facebooku, ale to se nesetkalo s velkym uspéchem, takze jsem od
tohoto uz upustila.

Ano nabizim kazdou 5. kdvu zdarma. Ano, zakaznici se diky tomu vraci.

Asi 100 K¢, ale je to razné.

Nejcastéji si davaji latte a cappuccino a z desertl kralovsky ofechovy dortik.
Nechéavame si je dovazet od dodavatele Bidfood a jsou pfevazné mrazené. Rozhodla
jsem se tak z toho diivodu, Ze se dé& jednoduse kontrolovat mnozstvi a trvanlivost je
vétsi, tudiZ jsou mensi problémy s odbytem a hygienou. Dortiky maji srovnatelnou
kvalitu a chut’ s Cerstvymi, podobné maji napiiklad i v Tchibo kavarnach, kde jsem
je objevila. Minimalni objednavka je tuSim 1800 K¢.

Nejvice vydeélavam na horkych cokoladach a kavée, dortiky jdou také docela na odbyt.
Na zacatku jsem si brala zadkusky od jedné mistni cukrarky, méla jsem zde ale po-
vinny néjaky minimalni odbér, zdkaznikl ale nechodilo tolik, abych je zvladla
vSechny prodat, a tak jsem je musela vyhazovat nebo jsem je tu potom jedla, protoze
mi bylo lito je vyhodit. Tyto dorty jsou perfektni, 1épe se prodavaji a rozmrazim si
jen tolik, co potiebuju.

V piijemné obsluze a Gtulném interiéru, u malych kavaren je to nutnost.
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26. Konkurenci vnimam v tom, ze maji tfeba jiné misto, ale jinak konkrétné¢ mé nikdo
nenapada.

27. V planu mam détsky koutek, jelikoz v jinych kavarnach v centru mésta se to uchytilo
a maminky a détma tam rady chodi. Maminky v této lokalit¢ nemaji moc na vybeér,
pokud si chtéji s détmi zajit na dobré kafe. VéEtSinou se na né€ v podnicich divaji skrz
prsty, ja to chépu, protoze mam sama déti a takovou moznost bych diive také uvitala.
Jinak sortiment se snazim obnovovat pravidelné dle sezony, dbam také na sezénni
dekorace.

28. Zvolila bych si jinou lokalitu podniku, kterd by pro zdkazniky byla atraktivnéjsi, ji-
nak bych nechala vse, tak, jak to je.

29. Asi moje snaha se zlepSovat a byt k zdkazniklim mila a pfijemna.
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2.

3.

VL Interview with M. K. and L. K.

M: nedostatek vybérové kavy ve Zlin¢€, chybéla nam zde vyberova kava a jediné co

nam piislo podobné byl Mr. Coffee, zkouseli jsme rizné prazirny a podobné.

L: u mé to bylo podobné.

L: u nas byl prvni ptekazka najit idealni prostor, a misto nas zde diive byly potraviny

a poté jsme dostali moznost i My a §li jsme do toho.
M: pro nés byla nejvétsi prekazka misto, lidi nam fikali, Ze tu nikdo nebude chodit,
ze prodame 20 kav za den. Jsme v centru — nebo dalo by se fict kousicek centra, v
Zlin¢ typické centrum chybi. Ve Zliné to neni tak jako v Praze, kdy lidé jedou klidné
pul hodiny metrem do svého oblibené¢ho podniku, to byl pro nas ze zacatku trosku
problém, jestli nam tady ti lidé budou doopravdy chodit. Ale jinak né&jaké prekazky
nebyly.

L: nepocitali jsme moc s variantou, Ze nam to bude fungovat, ale sli jsme do toho, a
nakonec jsme piekonali nase ocekavani i vzhledem k naSemu malém prostoru. Méli
jsme nadhozeny néjaky rozpocet denni, ale rozrostlo se ndm to vice nez jsem cekali,
byli jsme potom na jednom Skoleni v prazirné ve Zlin¢ a fikali ndm, ze udélame 30
kav denn¢ a po n¢jakém case kdy jsme ptesli z jedno-pakového stroje na 2 pakovy

tak délame 150 denné.

M: mné prekvapil pozitivné milj vztah se sestrou, Ze za ten rok a pil jsme méli jenom

2-3 konflikty/hadky a myslim si, zZe se pc¢kné dopliiujeme a mné to piekvapilo jak
nam to funguje.

M-+L: v§echno vlastné piekonalo nase ocekavani.

4. M: kavarna na sebe zacala vydélavat asi po 8-12 mésicich, ale spiSe pocitejme, Ze

5.

po jednom roce, tenkrat jsme fakt m¢li ten mensi kavovar a po roce jsme si potidili
vEtsi stroj.

L: a pak se ndm to zacCalo vice rozjizdét, a priSel k nam LukasS Hejlik a pfidal nas na
sviyj portal gastromapy, kde davéa dobré restaurace a kavarny, potom kluci z Brna, co
maji European coffe trip — stranky o kavé. A také jesté¢ Zlinsko-Luhacovicko a
zminka v ¢asopise Dolce Vita. VSechno to sebou pfineslo nové lidi.

M: kazdy tyden se nam zvySuje pocet zdkazniki. Ze zacatku jsme to méli nastavené

tak, Ze na§ maly prostor nahradime pili a snazivosti.

L: m¢li jsme n&jaky uvér a néco ndm pomohli rodice, jinak bychom to asi nezvladli,

méli jsme nové vybaveni a délali jsme celkovou rekonstrukei.

M: Bylo hodné¢ zednicky praci a spotiebict + piipravna.
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L: my mame pfipravnu jinde, v jedné restauraci ve Zliné, kde se to vyrabi a vozi sem,
protoze je to tady opravdu malinké.
M: pocatecni naklady byly cca do 450 tisic.

6. M: Predtim zde bylo bistro, tak jsme méli uz n¢kolik véci pied schvalenych a nebylo
nutné délat pfili§ zasahii v ramci legislativy.

L: my jsme de facto jenom prodlouzili ty stavajici véci.

7.  M: unas vedl Instagram a Facebook a jinak nic jiného.

L: sponzorovanou reklamu jsme nepouzivali.

8. M: nam se prosté v§echno podatilo.

L: jediné drobnosti co nam zkazily radost byly slabé hodnoceni na Facebooku, kdy
jsme dostali tfeba jednu hvézdu. Ale jinak vSe pozitivni.

M: ndm se ze zacatku nezdatila pouze koupé vétSiho kédvovaru, kdy jsme méli jedno-
pakovku, a ten nam ted’ lezi ladem ve sklad¢€ a nedafi se nam jej prodat. Protoze jsme
nepocitali, ze kav budeme délat tolik a je ve skladu uz asi 4 mésic.

9. M: co se tyce kavy, tak my jsme objizd€li osobné prazirny v Londyné a Amsterdamu,
nechtéli jsme mit ¢eskou prazirnu, protoze je jich ve Zlin¢ hodn¢ a my jsme hodné
cestovali a zkouseli produkty sami na sob¢.

L: pe€eni a dezerty délame po vlastni ose kdy mamka, babicka a jedna kamaradka
jsou vSichni z oboru a s peenim to délame takto.

L: n&jaké drobné jidlo a sodovky mame ze zahranic¢i, z Polska, které jsme nasli na
Instagramu.

M: zaméfit se urCité na socialni sité, ze zaCatku jsme trochu s ptipravou kavy
bojovali, ale uz jsme to vychytali a dobfe prezentujeme nasi nabidku na socialnich
siti.

M-+L na socialni sité jsme vlastné davali informace uz pfedem, a lidé nas hodné
sdileli a likovali.

11. M: klientela se ndm postupné obmenuje, v minulosti zde bylo bistro, a bylo to vazana
na pacienty z lékatského domu. Byli v bistru zvykli na urcité zbozi, které jsme z
pocatku také méli ale postupné jsme je vyrazovali.

L+M: ted’ k ndm chodi spoustu studentii stfednich 1 vysokych skol, ale myslime si,
ze uz zde chodi vSechny skupiny. A je to také proto, Ze se lidé vice zajimaji o kavu
a chtéji kvalitni véci.

L: fekla bych, ze zde chodi vice Zen. Z alkoholu méame pouze cider a v 1ét¢ vino.
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12. L:

13. L:

14. L:

15. M:

16. L:

17. M:

Zameéstnance nemame, jsme tu od zacatku my dva + ndm pomaha rodina.
Brigadniky zatim nemame, ale letos se za¢atkem hezkych dnl chceme zde mit
brigaddnika. Kolega Honza z prazirny ve Zlin¢, nam zde bude v nejblizs§i dob¢
pomahat.

M: neddvno jsme zde méli baristu z Londyna na workshopu a pfildkal ndm zde
spoustu lidi a bylo to neobvykl¢, a ne kazdy to d¢la.

M+L: stav zaméstnancti je tedy 0.

my oteviraci dobu furt feSime a nemizeme se zatim dobrat vysledku. Plivodné

jsme méli 7:30-16. A ted’ mame od 8:30 do 17. V 1ét€ samoziejmé chceme oteviraci
dobu prodlouzit. O vikendu méme zavieno.

M: ted’ mné¢ vlastné napadl problém, Ze nemame vlastni toalety a ty jsou otevieny do
6. hodiny s 1ékaiskym domem, takze se tomu musime ptizplisobovat.

M+L: kava sebou a kava ptimo v kavarn¢ si myslime, Ze je vyrovnana 50 na 50.

L: nejvice lidi k ndm chodi kolem obéda a po konci pracovni doby, zélezi hodné i na
pocasi

myslim, Ze uz se nam to celkem ustélilo a nema to moc velky vliv, kdyz jsme
otevieni o vikendu nebo mame né&jakou akci tak mame samoziejmé vice hostt.

M: n€kdy méme problém se zimnim obdobi, ze madme doopravdy maly prostor a
zakaznici na které jiz neni misto si museji vzit kavu s sebou.

mame vernosti program, karticky. A myslim Ze nejvice naSim vystupovanim a
pfistupem a vidi také jak jim kévu pfimo pfipravujeme. Jsme jim schopni popsat
postup piipravy kavy od zacatku. A myslim si, Ze se to lidem libi, kdyZ mohou vidét
celou piipravu a vidi, 7e je to délano poctivé.
lokalitu jsme zvolili proto, Ze jsme neméli zkuSenosti z gastro odvétvi a hledali
jsme maly prostor, a ve Zlin€ toho nebylo pfili§ na vybér, tak jsme to zkusili tady a
jsme spokojeni. Po roce a pil vidime, ze nam to funguje.

M: myslim, Ze o néco veEtsi prostor bychom nyni otevieli klidné 1 dal od centra.

my jsme si mysleli, Ze pro Zlin je typické, ze se zékazniktim nebude chtit chodit
mimo uplné centru. Napiiklad Kafec, je cca 200 metru a taky méli ze zacatku obavy,
ze jim nebudou chodit. Ja bych fekl, Ze nasi zdkaznici jsou uz nase sorta a maji nas
radi. S polovinou zakazniku si tykame.

L: vétSina lidi je mladych pfiblizné do naSeho veéku a spousta z nich ani neni ze Zlina.

18. L+M: socidlni sité, zddnou jinou formu reklamy jsme ned¢lali. Vede Instagram a

Facebook trosku stagnuje. Cim vice lidi k nam chodi tim vic nam rostou ¢isla
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followert a likti, nyni mame asi 1400 lidi na Instagramu a Facebook je podobné.

L: vetSinou davame cca 3 pfispévky tydné, ale instastories, které se provazou s
Facebookem, tak ty délame Casto.

M: snazime se prosté poiad drzet lidi v podvédomi a délame to oba dva.

19. L: karticky mame uz od zacatku, kdy byly 7 kava zdarma a nyni je to 11. Nechtéli
jsme je mit, ale spousta lidi ji vyzaduje tak je zatim mame.

L+M: ale chceme to do budoucna odbourat, chceme to mit na principu, ze hosty
zname a davame jim kévy zdarma, nebo zakusky navic. Takze ve finale jsou
spokojeni 1 bez karticek.

20. L: to je rizné, ale fekla bych, ze se ¢astka blizi ptiblizn¢ 100 korunam.

21. L: U nas jede urcité esspresso a flat white.

M: ja bych fekl, Ze ndm ted’ hodné€ zacina jet i filtrovana kava.

L: a co se tyCe dezert tak my je neustale ménime.

M: a u nas navic stfiddme potad rizné prazirny ze kterych kavy bereme.

L: dezerty se snazime potad vyhledavat nové, posledni inspiraci jsme nabirali
naposledy v Londyné¢.

L+M: kdvy co bereme mame vétSinou osobné vyzkousené.

22. L+M: neméame

23. L: dezerty ptipravujeme sami
M: ze zacatku jsme délali sami v§echno
L: nechtéli jsme mit béZné kupované dezerty a délame to sami doméci, taky
bezlepkové a veganské dezerty, aby se dostalo na vSechny.

M: lidé se nds Casto ptaji na dezerty a kdvy co méli, ale jelikoZ tu mame velkou
fluktuaci tak se o tom neda potfadné udrzet piehled.

24. L+M: u nés jede nejvice kava a zakusky, protoze tu vlastné nic jiného neméme.

25. M: naSe vyhoda je denni nabidka jinych kav a dezerti a myslime si, ze velkou roli
hraje nas ptistup. Prace nas hodné naplituje a se zakazniky si hezky popovidame a
¢asto nam nosi rizné darky a pozornosti.

26. M: co se tyCe naseho piistupu, my jsme chtéli byt od zac¢atku a porad jsme tak
chceme byt velice otevieni a chceme dé€lat rizné “exchange” s majiteli jinych
kavaren. V Brn¢ a Praze to docela funguje, ale ve Zliné nam to zatim moc nejde, tak
si zveme lidi z jinych mést a okoli.

27. M: radi bychom se rozsifili, ale zfejmée to nepiijde v rdmci nasSich prostor.

L: mozna pfisti rok, na nécem se pracuje, ale zatim to neni jisté/rozhodnuté.
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28. M: koncep¢éné bychom nic neménili, ale rozhodné prostorove.
L: chystame ted’ novou zahradku na Iéto, ale prosté vnitini prostor je takovy, jaky je,
ale ze zacatku jsme to neveédéli.

29. M+L: je to nas pristup k zakazniklim, ve mésté potkavame spoustu klientti a kdyz
jdeme nékam do néjakého podniku tak vSude spoustu lidi zname. Myslime si, ze nas
koncept ve Zlin€ neni, libi se jim nase prostfedi. Hostim se libi, Ze nase kavarna je

netradi¢ni a hodnoti dobfe nas ptistup a vzhled kavarny a nas dva jako osobnosti.
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APPENDIX PIV: THE OWNER’S CV

Alexandra Vovcenkova
vovcenkova.alexanda@seznam.cz
+420 777 063 650
Na honech 1,
5537, Zlin

Objective Overview

A highly responsible, creative and open-minded woman able to get
along with anybody and work hard. A self-motivated and reliable person capable to organise,
supervise, motivate and support employees and drive continuous improvements dacross
different work activities. She wants to join a dynamic and socially responsible company, where
she could fulfil herself, improve and redound to a company'’s credit.

Education and Certification

2015 - 2018 Bachelor’s degree in Business Administration at Tomas Bata University-
specialisation in linguistics, economics and management field

2015 finished Secondary School of Applied Art - specialisation in Industrial Design

2014 Certificate of the summer camp instructor and camp leader

Job Experience

2017-18 Project Manager Assistant at the translation department in Zstudio in Zlin
v' Business administration
v Invoicing
v Active knowledge of Trados Studio translation software

2015-18 Stalls selling

v' working in a dynamic environment with direct contact with customers
v’ organising shifts and staff training
V' responsible for stock-taking and goods order inventory
2015 Au pair in Ireland
V' responsible for looking after 2 children
cooking and doing household chores
V' active use of English

<

Awards and Achievements

2016 International Biennale of Student Design- Design.S. Designing and fabrication
of an orthopaedic aid- children crutches. Awarded as Award of the Director of
the Technical Museum in Brno and then published in a prestigious magazine
DesignMag.

Language skills: English C1; French B1
Other: Driving license B; IT literate, presentation and communication skills
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APPENDIX P V: THE CAFE MENU
NAPOJOVY LISTEK

Espresso/ Espresso Lungo 40
Double espresso 55
Cappuccino 49
Caffe latte 59
Espresso macchiato 45
Flat white 65
Ledova kava 59
Moccaccino 59
Irska kava 89

0,04 | Kilbeggan whiskey, cukr, slehacka

ALTERNATIVY | ALTERNATIVES

Filtrovand kava 49
Sojové mleko 10
Sirup do kdvy (ofisek, vanilka, kokos, levandule) 10
Med 5

Vsechny ndpoje na prani pripravime z bezkofeinové kdvy.

Darjeeling 49
Earl grey 49
Puerh 49
Sencha 49
Jasmin / Jasmine 49
Rooibos 49
Ovocny ¢aj dle nabidky 49

Chailatte 0,2 | 59
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HORKE NAPOJE | HOT BEVERAGES

Ldzvor s citrbnem a medem 59
Mdta s citrbnem a medem 59
Kakao 0,2 | 45
Hork& Cokoldda 0,2 | 60
(60% Cokoldda, smetanal)

Svardk 0,151 60
Svareny most 0,2 | 50
Dzus 0,2 | rizné druhy 35
VODA / WATER

Rajec voda ve skle perlivd/neperliva 30
Karafa vody 0,5 | 35
NASE LIMONADY

Citrusova 0,51 50
Mdtova s limetkou 0,5 | 50
Malinovéa 0,5 | 50
Okurkova 0,51 50
Z&zvorovda 0,5 | 50

+ Denni nabidka

VINO / WINE Vinotéka u Pe3atd ve Zliné

Rozlévané vino dle nabidky 0,11/0,21/1ahev
Bilé, rizové, Cervené / White, Red, Rosé

Rulandské Sedé 26 /52 /250
Tramin Cerveny

Chardonnay

Merlot

Frizzante

Dalsi lahvova vina dle nabidky na baru
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PIVO / BEER

Pilsner Urquell 12° (lahvove) 42
Birell (nealkoholické) 32
Vodka Stolichnaya 49
Vodka Finlandia 49
Bily rum Malibu 49
Havana club anejo 49
Bombay Saphire 70
Sierra silver tequila 60
Captain Morgan Spiced 45
Rum Bozkov 35

MICHANE NAPOJE | COCKTAILS

Sex on the beach 95
(4 cl vodka, 2cl broskvovy likér, 6 cl pomerancovy dzus,

6 cl brusinkovy dzus)

Pina Colada 105
(3 cl bily rum, 3 cl kokosovy krém, 9 cl ananasovy dzus,

kapka sody)

Mojito 105

(4 cl bily rum, 3 cl Cerstvé §tavy z limetky, listky mdty,
2 lZice tftinového cukru, soda)
Nealkoholické Mojito 65

(3 cl Cerstvé §tavy z limetky, listky maty, 2 lzice
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tftinového cukru, soda)

Cuba Libre 95
(5 cl bily rum, 12 cl cola, limetka)

Cosmopolitan 115
(4 cl vodka, 4 cl Cointreau — pomerancovy likér,

4 cl brusinkovy dzus, Cerstvd stava z limetky)

NECO K ZAKOUSNUTI / SNACKS

Toasty se syrem a parmskou Sunkou 70
Toasty s rukolou, mozzarelou a rajcaty 65
Toasty s tundkem, vejci a Spendtem 75
Chlebicek s quacamole a rukolou 39
Saldt Caprese 60
Domdaci musli s jogurtem a ovocem 50
Panini syrovné, zeleninové, se Sunkou 55

+ Denni nabidka

DEZERTY/ DESSERTS

Waffle s nutelou, jahodami a domdci slehackou 60
Zmrzlinovy pohdr s vanilkovou a ¢okolddovou zmrzlinou 50
Brownies 45
Cokoloddvo-kavovy dort 55
Domdaci bublanina s ovocem 45
Ovocny chia puding 39

+ Dezerty dle denni nabidky
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APPENDIX P VI: THE INITIAL COSTS

Interior equipment 232000
tables 25x 25000
chairs 35x 52500
sofa 6500
wooden benches 3x 50000
bar counter 60000
staff changing room equipment 6000
decorations 25000
lightning+ energy saving bulbs 7 000
Office equipment 51290
laptop+ software 6500
printer 2500
projector 8000
speakers 10 000
microphone 1 500
mobile phone 1 500
cash register+ software 17 990
office supplies 1 500
Wi-Fi router 1 800
kitchen and stock equipment 105 700
plates 1200
flatware 1 500
glasses 1000
toaster 1000
coffee machine rent
freezer 12 000
dishwasher 20 000
refrigerator 20 000
blender 14 000
waste bin 2x 2000
ice maker machine 6 000
whipped cream dispenser 1100
bakery display case 15000
shelves 4x 4 000
microwave 1200
food preparation table 3700
detergents 2000
Restroom 5500
equipment 1 000
baby changing table 1500
detergents 1 000
mirror 2x 2000
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Reconstruction 40 700
acoustic glass 40 000
plasterboards 700
Children zone 14600
children play area 10000
children toys 2500
furniture 2100
Promotion 28000
website 15000
illuminated shop sign 10000
leaflets and pole advertisement 3700
menu 1000
First lecture and courses free of charge 3020
Art supplies and course material 3000
Inventory 45 000
Trade licence and criminal record 1100
statement

TOTAL INITIAL COSTS 531 610
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APPENDIX P VII: THE PROFIT IN THE SECOND YEAR

Based on the interviews with successful cafés owners in Zlin, the author found out that the
cafés had started being profitable approximately after 9—12 months. It is possible to conclude
that this scenario will be the same for Babynec. To be able to estimate the second-year
revenues, the author has decided to proceed from the revenues of one interviewed café in
Zlin.

In the first interview, the interviewee said that in her café they issued 250-400 bills per day.
This means that it is approximately 325 issued bills every day. If the owner presumes that
her business will be at least one-third successful as that café, this would mean approximately
108 bills per day. The interview indicated that one bill was most often issued for two visitors
and so included the spending of two people. However, the owner will count only on the
average spending of one visitor, which is approximately 100CZK.

In the realistic version of revenues, the owner will consider that the visit rate at events taking
place in the café will remain the same. Due to the increased revenues, the costs need to be
increased as well. The author also counts with higher utilities and material costs, larger
supplies and one more part-time employee.

As far as those facts are concerned, the estimated revenues from the café in the second year
are 324 000CZK a month and 3 888 000CZK a year. When we also add revenues from events
taking place in the café, the total monthly profit will be approximately 76 707CZK, which
1s 920 489 CZK per year. In this scenario, the owner is going to pay herself approximately
25 000CZK, so the net profit of the Babynec café will be 51 707CZK per month.

Table 18. The Profit in the Second Year

Monthly Annually
Total Revenues 392640 4711680
Total Costs 302396 3628752
Earnings before taxation 90244 1082928
Income tax 15% 13536,6 1624392

Earnings after taxation 76707.,4 920488.,8



