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EXECUTIVE SUMMARY 

 

 

Tasca Bethlehem is an innovative, fine-casual Portuguese restaurant concept that will be 
located in Bethlehem, Pennsylvania. Sitting on the corner of E. Third & Taylor Streets of 
the Historic Southside, the beautiful building that will be home to Tasca is the best location 
for a restaurant in Bethlehem. Tasca will provide detail-orientated hospitality while 
delivering the highest quality traditional Portuguese food. The Lehigh Valley has a need for 
high caliber restaurants that provide customers with quality and value, and Tasca will  
most certainly exceed the expectations in both of those categories.  
 
The ideal customer of Tasca will be someone who truly enjoy a quality  
dining experience. This person, whither a Lehigh University student  
or a Southside young professional, will be impressed with the attention 
to detail that will be very obvious at Tasca. If they are not familiar with 
Portuguese cuisine, they will be pleasantly surprise about how simple  
and delicious the food is. 
 
The management team led by chef/owner  
Tony Marinho will consist of a dedicated group  
of professionals that will set an example for the  
crew of front of house and back of house  
employees. The employees of Tasca are a crucial  
part to the success of the restaurant and they will  
be treated with the utmost respect. Above average  
wages, performance bonuses, meal discounts, and  
fun group building activities are just some of the ways  
the employees will be rewarded for their committed 
 effort. 
 
Currently, the concept, branding, and design are  
complete. The contractors, cost of construction  
and finishes have just been finalized. The first phase of 
the project was financed by Tony.  
Moving forward to phase 2, where the plans will be put 
into action, will require an investment from someone 
 with faith in Tony and the concept. A total investment of 
$425,000.00 in the form of a pure debt loan with a set  
interest rate is needed to complete the project. 
 
The conservative projections estimate that Tasca will  
generate just over $700,000.00 in sales during the 
first year of business.  
 
With confidence, experience, the burning desire to be the best,  
and the support of the Lehigh Valley residents, Tasca is certain  
to become the new top dining destination.  
 
 



 

 
  

SECTION 1 

 

 

THE CONCEPT 
 

 

 

OVERVIEW 

 

 

Tasca LLC is a Portuguese fine-casual concept that will provide 
quality, affordable fresh food in a comfortable and modern setting. 

The food will feature grilled meats & seafood, traditional Portuguese 
dishes, sandwiches, as well as light appetizers. In addition to dining 
room service, take out, and delivery, Tasca will provide catering to 

the community and surrounding businesses. 
 

CORE VALUES 
- Hospitality and detail-oriented service 
- Raised standard of cleanliness 
- Providing a unique, comfortable atmosphere      
- The best ingredients, no exceptions  
- Guaranteed customer value perception  

 



 

  

UNIQUE SELLING POINTS 

 

 

There are certain things that are very unique about Tasca. The concept has been thought out 
immensely and has been influenced by many great chefs, restaurateurs, and original ideas. 

Because of these things, Tasca will be very different from other area restaurants. 
 

- Fine-Casual Business Model: It provides the same high quality and attention to detail of a 
fine dining restaurant but with a lower price point and an inviting, comfortable atmosphere. 
This will make it less intimidating for the guests to try Portuguese cuisine for the first time.  
 

- Focus on Sustainability: Tasca will offer their guests non-disposable service items. 
Silverware, ceramic plates, glassware, and napkins will be offered for dine-in guests. When a 
take-out order is placed, biodegradable paper products will be used. For catering events, all 
food will be served in non-disposable service ware and will require a deposit for its return. 
The staff will also only clean with ecofriendly cleaning products and heavy-duty cleaning will 
be done with steam.  
 

- All About Catering: Catering will be a very important aspect of Tasca’s business and will be 
heavily promoted. Elaborate displays, on-site cooking, and hospitable service will be a great 
addition to any event.   
 

- BYOB: The restaurant will not be purchasing a liquor license but will encourage guests to 
bring their own alcoholic beverages. Glassware and drink service will be provided. Also, 
samples and complementary Portuguese wine will be given to guests at the staff’s discretion.  
 

- Imported Portuguese Charcoal Grill: The 7’ charcoal grill that will be imported from 
Portugal will highlight a slow turning rotisserie cooking method that’s unique to the culture. 
The marinated meats, seafood and vegetables will be placed in grates or on skewers and 
cooked to perfection. The kitchen will be open to the dining room, so the guests will be able 
to see the cooking and action in the kitchen.  
 

- Live Music Stage: The dining room of Tasca will have a small elevated stage that will feature 
a variety of performers including local bands, Portuguese guitarists, solo instrumentals and 
vocalists.  
 

- Detail Oriented Décor: The interior design of this restaurant will be very different than the 
other restaurants in the area. The distinctive light fixtures, cork flooring, Portuguese tile, 
exposed Bethlehem Steel metal beams, restored original brick, custom advertisements, and 
fresh floral arrangements are just some of the elements that will make the interior 
incomparable.  
 

- Bonn Place Partnership: Bonn Place Brewing is a wildly successful brewery that happens to 
be neighbors to Tasca. Sam, the owner, has agreed to allow his bartenders to place orders for 
food into a Tasca POS at the brewery and have Tasca team members serve them there. 
Essentially, this turns Bonn Place into a second dining room for Tasca. 
 
 



 

 
  

GUEST EXPERIENCE 

 

 

 
The goal for the décor and ambiance of Tasca is to make the customers feel comfortable 
while enjoying their meal. Portuguese influences will give the space a European feel, and a 
modern design will materialize the fast-casual concept. It’s very important that the space 
separates itself from the other restaurants in the area in order to create a competitive 
advantage from the diner’s prospective. 
 
The overall look for Tasca will be very bright, clean, and modern. The colors of the space will 
consist of white, navy blue and terracotta. Portuguese blue and white tiles called “azulejos” 
will be the inspiration and focal point of the decor. Portugal’s largest export, cork, will be 
featured on the floor and wallcovering behind the stage. The large windows in the front of 
the space will serve as a source of natural light and planters with beautiful greenery will 
make the space feel more comfortable. Fresh flower arrangements will be spread 
throughout the space and maintained regularly. There will be a variety of seating in the 
dining room. A mix of banquettes, 2, 4, & 6 top tables, and counter height seating along 
the windows will make up the 48-seat dining room of Tasca. Copper and wood shelving 
units will be spread throughout the space and will act as functional storage.  
 
As guests walk through the main entrance, they will follow the “built-in path” to the menu 
wall. As they read over the menu and decide on their order, a team member at the counter 
will greet them and offer answers to any questions. Once the guest is ready to order, they 
will walk over to the counter and the team member will place their order into the POS 
system. They will be asked to enter their phone number or email into the iPad to create a 
customer profile and keep track of their customer loyalty program points. At the end of 
the transaction, the guests will be given their drinks and escorted to their table. *on slower 
days, the guests can choose their table. 
 
Once the guests are at their table, the staff will take care of the rest. Their appetizers will 
come to the table first followed by the main dishes. After the guests are done eating, the 
dining room attendant will clear the table, offer them to go containers if needed, and ask 
them if they would like dessert or coffee. The dining room attendant will have a small iPad 
with a credit card reader and will put the order into the kitchen and settle out the 
transaction right at the table.  
 

 

Tasca will be open for lunch and dinner six days a week. 
Monday, Wednesday, & Thursday 11am-10pm 

Friday & Saturday 10am-11pm 
Sunday 9am-7pm 

 
 



 

 
   

MENU & PRICING 

 

 

The menu at Tasca will not be overwhelming or extensive. There will be a core menu that includes appetizers, soups, 
charcoal grilled meats & seafood, some traditional Portuguese dishes, 3 or 4 sandwiches, and a few desserts including a 
signature dessert, “Pastel da Nata.” In addition to the core menu, Tasca will feature “pratos do dia” or “plates of the day” 
to introduce less common Portuguese dishes. Adding these specials is a way the restaurant can save on food costs and 
keep things exciting and fresh. 
 
In Portugal, most restaurants serve their food in “1/2 dose” & “dose.” These terms refer to a half order and full order.  At 
Tasca, we will continue this style of service and most of the food will come in full portions for two people or a single 
portion for one. The full portions (dose) will be served on a platter and accompanied by plates and silverware for the 
customers to take from the shared dish and eat separately on their own plates. This is very popular in Portugal and is a 
form of hospitality that doesn't exist in the Lehigh Valley, thus making it unique to Tasca. 
 
The price point of the food at Tasca is going to be a major attraction for the customers. 
The guest check will average between $8-$18 per person.  A couple or party of two will be able to get an appetizer, an 
entree to share and some dessert for around $30. 
 
Tasca will sell some traditional Portuguese drinks and coffee. Clients who would like to bring a bottle of wine or beer will 
not be charged a corkage fee and will be provided with glasses for their enjoyment. The dining room attendants will open 
their bottle of wine at the table and serve it to them before they receive their food. 
 
The signature dessert “Pastel da Nata,” is a very popular Portuguese sweet. It is unique and unlike any pastry available in 
the Lehigh Valley. The flaky dough, similar to a puff pastry is formed into a small 3-4-inch tart and filled with a sweet egg 
custard similar to creme brûlée. The pastry is then baked in a very high heat oven. It is national dessert of Portugal. 

 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
  

PROPOSED MENU 



 

 

Tony Marinho, Chef/Owner 
Tasca will be owned and operated by Tony Marinho. Tony is a Bethlehem, PA native and has lived in 
Bethlehem for 18 years. He worked with his mother at a school lunch program and catering company 
from a very young age. He discovered his love of food early on and continued to work the food 
service industry until moving to Pittsburgh after high school. Tony studied at the Art Institute of 
Pittsburgh and received his bachelor’s degree in 
Culinary Arts & Restaurant Management. After 
earning his degree, he decided to travel to 
Europe to attend the World Culinary Olympics. 
He and his friend started a crêpe stand that 
summer in Pittsburgh and were able to fundraise 
their way to Europe in just a few short weeks. In 
Europe, Tony spent most of his time in the 
beautiful country of Portugal in his 
grandmother’s town, staging in restaurants, 
working on organic farms, and traveling to 7 
different countries. 
 
After his four-month trip in Europe Tony and his 
friend decided that they wanted to open their 
own business. Being that he spent the last 3 
years in Pittsburgh, he decided to start his 
business in the city of bridges. Tony and his 
friend realized they were young and lacked 
business experience, so they decided that a food 
truck would be the most minimal risk. Tony and 
his friend opened up “Street Foods” and operated as a food truck for about a year and a half. After 
realizing that Pittsburgh’s mobile food scene was still very young and facing many barriers from local 
government officials, Tony decided that he should make a change from street vending to mobile 
catering. Tony’s concept Innovative Mobile Catering was a new way of catering; preparing the food in 
the food truck on site at the location where the event was held, rather than cooking it off site and 
transporting it like traditional caterers. This was a very new way of catering and the city really 
embraced it. Tony serviced many private events, catered 20+ full service weddings, fed 3,000 
people at a Tasty/BuzzFeed promotional event and earned the reputation of “Pittsburgh’s premier 
on-site film production caterer.” He catered a large number of film production shoots for clients 
such as UPMC, Dick’s Sporting Goods, Uber, Lyft, VISA, Bud Light, CBS, HBO, Hulu and the FBI. 
His attention to detail, willingness to adapt to the constant demands of the film industry, and 
commitment to serving only quality food, made his company the go-to caterers in Pittsburgh 
production. 
 
 After 3 great years of catering, Tony made the difficult decision of selling his business in Pittsburgh 
and moving back to Bethlehem, PA to be closer to his family. Tony’s father suffered major injuries 
after a 200ft fall and his grandmother was recently diagnosed with dementia. Tony knew he couldn't 
live five hours away from Bethlehem when his family needs his support, compassion, and strength.  
 
Tony’s entrepreneur mindset came along with him to Bethlehem and that is what made him decide 
to open Tasca. His passion for Portuguese cuisine, attention to detail, professionalism, and 
determination to succeed are sure to make his latest venture a definite success.  

TEAM 

 

 



 

Management Positions at Tasca 
 

In order for Tasca to be the high caliber restaurant that Tony is visioning, he needs a very 
dedicated, hardworking and professional management team. These are the three major 
management team positions that he will need to fill: 
 
General Manager- This person will work directly with Tony and will be the main person in 
charge of all aspects of the establishment. Tony will depend heavily on this professional. The 
candidate must possess experience in management as well as a burning desire to provide 
exceptional service.  
 
Kitchen Manager/Sous Chef- The ideal candidate for this position is someone who is very 
organized and has experience running a kitchen. Also, having a Portuguese background or 
familiarity with Portuguese cuisine will be important so that Tony can work directly with 
them to develop the menu and recipes for the high-quality food Tasca will be known for.  
 
Service Manager- This position requires someone with exceptional hospitality skills. They will 
work directly with Tony and the GM to create an experience for the customers at Tasca 
unlike any restaurant in The Lehigh Valley. They will assist Tony in creating and training the 
rest of the staff in the hospitality that will make Tasca a truly memorable dining experience.   
 
Additional Team Members 
 
Line Cooks- A mix of full and part time skilled artisans. These professionals must have an eye for 
details and an obsessive desire for the highest quality. 
 
Prep Cooks- Two (1 full time, 1 part time) prep cooks will be a very crucial part of the organization of 
the kitchen. They must be clean, fast, accurate and passionate. These individuals will most likely be 
Portuguese as they will be in charge of making the authentic recipes.   
 
Utility- This position will be part time and will work weekends and events only. They will be in charge 
of maintaining the cleanliness during busy periods.   
 
Front Counter- There will most likely be three of these team members (1 full time, 2 part time). The 
full time professional will need to speak fluent Portuguese as they will be a very important part of 
communication with the Portuguese community. These positions are very important to the success 
of Tasca because they will be the people providing the highest service and hospitality. They must also 
know the menu inside and out so that they can answer every question.  
 
Dining Room Attendant- Two part time team members who will come in on busy nights and 
weekends to help seat guests, take food to tables, fill water, remove dishes, offer desserts, and 
provide personable hospitality in the dining room at all times. 
 
  

TEAM COTINUED  

 

 



 

 
 
 
  

SECTION 2 

 

 

THE MARKET 
 

 

 

TARGET CUSTOMERS 

 

 

Certainly, every age group and demographic of the Lehigh Valley is the ideal 
target customer of Tasca, but ultimately there are specific groups of people 
that will be targeted as the ideal market group. Here are some of the target 
customer groups that Tasca will focus on becoming loyal customers: 

 
- Lehigh University: This prestigious university is essentially in the back 

yard of Tasca. Every street of the southside contains Lehigh student 
housing. These students are very smart and can become very loyal to an 
establishment that fulfils their wants and needs. Lehigh is a very 
expensive school, which means the students who attend the school have a 
larger than normal budget for food.  
 

- Charter Arts High School: This high school is across the street from 
Tasca. The school does not have a cafeteria and does not serve lunch. 
Students must either pack their lunch or go to restaurants within walking 
distance. They are a great opportunity for Tasca to capture them as 
regular customers for this reason. Also, they have multiple performances 
that are attended by people from all over the Lehigh Valley. These 
attendees are another great potential customer of Tasca before the 
shows.  

 



 

 
 
  

TARGET CUSTOMERS CONTUNED 

 

 

 
- Southside Professional Workforce: The southside has recently added a 

large 6 story building that is 4 blocks from Tasca. This building will have 
about 500 daily occupants who are employees of the businesses that 
have their offices there. This has a huge amount of potential for lunch 
business, both dine-in and delivery. Also, they will be great customers 
to target for quick and easy dinner takeout on their way home from 
work.  
 

- Southside Residents: A new building two blocks away has added 95 
high-end luxury apartments. These apartments attract a very 
financially stable demographic that tends to dine out a lot. In addition 
to these apartments there are hundreds of other apartments and 
houses that equate to an estimated 24,000 southside residents.  

 
 
 
 
 
 
 
 
 

 
 

 



 

 
  
COMPETITIVE ANALYSIS 

 

 

 
 

 
 

 
The Southside of Bethlehem is a very diverse and upcoming neighborhood.  

There is a nice mix of restaurants, some of which will be a direct competitor: 
 
 

- The Goose: Fast-casual deli offering breakfast sandwiches, large deli 
sandwiches & hoagies, salads and soups. Because of their very reasonable 
prices ($3-$7) Lehigh students are extremely loyal. They are very busy for 
lunch and have a huge catering business and orders can be placed online. 
They have been a staple of the Southside and are open from 7:30am-4pm 
most days. 
 

- Food Geeks: Fast-casual new restaurant that offers delicious wings, burgers 
and sandwiches. They have just recently opened and replaced the “Greek 
Meat Guy” (gyros and Greek food). They have a very simple dining room and 
offer a pretty large selection of lunch and dinner options. Their prices are 
very similar to Tasca and range from $8-$16. They are in an area of 3rd 
Street that lacks parking and the visibility is fairly low. 

 
- Machu Picchu: Peruvian restaurant that is known for rotisserie chicken and 

other traditional Peruvian dishes. It is on the opposite end of Southside and 
offers their customers parking. It is a sit-down restaurant that provides very 
fast service. The prices are also very similar ($6-$18) and offer almost an 
identical chicken platter (whole chicken, french fries, & salad) for $16. 
 

 
Other ethnic restaurants that offer a similarly priced menu: 
- Tulum: Mexican sit-down restaurant. 
- Hot Plate Soul Kitchen: Southern American soul food sit down restaurant.  
- Jenny Kuali: Full service BYOB Malaysian restaurant *Very popular 
- La Lupita: Full service Mexican 
- Nawab: Indian full-service restaurant that does a lot of catering.  
- General Zapata’s: Sit down taco spot. *Known for their deep-fried tacos 
- Playa Bowls: Two doors down, a super food-fruit bowl/smoothie spot.             

A HUGE hit with the Lehigh Students. 
- Rakkii Ramen: A new authentic ramen shop also fast casual.  

 
 



 

  

COMPETITIVE STRENGTHS & 
WEAKNESSES 

 

 

 
 
 

 
 

What makes Tasca the best? What risks might this concept pose? 
 
 

 

STRENGTHS  
 

Detailed Oriented Hospitality 
- Free parking at the metered parking 

lot across the street (1 hour) 
- Free samples of unfamiliar foods that 

guests may not be willing to pay for 
the first time. 

- An extensive customer loyalty 
program 

- Complementary bread, olives and 
wine when necessary.  

 
 

Design of the Restaurant 
- Tasca’s interior and exterior will be 

designed like no other restaurant in 
the Lehigh Valley.  

- The guests will experience a whole 
new level of dinning because of the 
attention to detail and ambiance.  

- Open kitchen concept and the 
Portuguese imported grill will be a 
focal point. 

- The location on the Southside is 
extraordinary. 
 

-  

Fine-Casual Style of Service 
- This type of service is exactly what 

the Lehigh Valley needs more of.  
- The traditional Portuguese 

serviceware will be a very pleasant 
surprise to the guests. 

- BYOB 
 

Customer Value Perception 
- The guest checks will be lower than 

what is expected for the quality. 
- Large portion sizes will be great for 

people to take leftovers home and 
enjoy the food for a second time. 

 

 

WEAKNESSES 
 

New, Unfamiliar Cuisine 
Portuguese food is going to be a new 

cuisine for a lot of people. They may be 
intimidated to try something they don’t 

know anything about. 
 

Multiple Competitors 
There is no shortage of restaurants 

(especially at the same price point) on the 
Southside. 

 
48 Seats to Fill  

The dining room is not a small area! 48 
seats may be going to be a challenge to fill. 

 
Off Season Months 

During school breaks, there may be a 
significant decrease in business. 
 
Not Hiring the Right Staff 

The staff is going to be a crucial part of the 
success and if there is a lack of talented 
professionals the restaurant may suffer. 

 
Fresh Restaurateur  

Tony has never done business in the Lehigh 
Valley and will have to gain the trust of the 

community. 
 

Availability of Quality Ingredients  
The supply of quality ingredients must 

remain steady in order to maintain high 
standards and consistency.  

 



 

 
  

SECTION 3 

 

 

THE STRATEGY 
 

 

 

MARKETING STRAGETY 

 

 

Tasca- a taste of Portugal, is the tag line for this fine-casual concept. 
Because some of the elements of the cuisine are very different from 
American taste preferences, the food that will be served at Tasca will be just 
a “taste” of the cuisine. The importance of conveying that message to the 
potential cliental is crucial. Most people are scared or intimidated to try a 
new cuisine because they aren’t familiar with the flavors. Tasca’s menu has 
been engineered to please the taste buds of the potential American clients. 
Informing the customers of this message must be done using effective, 
hospitality driven marketing.  
 
The marketing approach that will be used with Tasca must emphasize that 
this restaurant is very different from its competitors. Hospitality, an exciting 
dining experience, and the highest quality product are the main marketing 
messages that will be tactfully promoted.  
 



 

 
  

MARKETING TACTICS 

 

 

Creative and effective marketing is crucial for the success of a business. Throughout 
modern time, there have been marketing tactics that have not changed, and probably 
never will.  But within the past decade, marketing has evolved drastically. New forms 

of marketing are proving that technology is the future and all restaurants must stay 
current in order to survive.  

 
Tasca will combine the following traditional and following marketing tactics to 

successfully generate business: 
 

PRE-OPENING 
 

- Creative Construction Window Coverings:  The restaurant space that will be home to Tasca has 
highly visible windows. During construction, we will use these windows to entice the people of the 
Southside. By using custom printed paper window coverings, we can use brand elements and 
creative wording to inform the Southside of the concept and any details that we feel should be 
advertised. These window coverings will block the inside so that people passing by cannot see in 
creating, an element of surprise.  
 

- Social Media Launch: The Tasca team will create a social media campaign very early in the 
construction process. With the use of Facebook & Instagram, very visually appealing posts can 
introduce the concept to the entire Lehigh Valley and beyond. Information such as the exact 
address will not be provided until right before opening. This will hopefully get potential customers 
curious and talking about Tasca and how mysterious the marketing will be. Creative and catchy 
hashtags will be used to unite the concept and social media marketing campaign.  

 
- Giveaways & Scavenger Hunts:  Getting the public actively involved with scavenger hunts for gift 

cards will be a very fun and exciting way to market the preopening events. Having limited “golden 
tickets” for preopening sampling events will get people engaged and excited to be a part of the 
opening. In addition, strategically picked groups and businesses will receive free catering events to 
promote the food and opening of Tasca. This will give the future customers and catering clients a 
taste of the food and hospitality that Tasca will provide.  
 

- Local Sponsorships:  There are many low-cost sponsorship opportunities in the Lehigh Valley. 
Bethlehem Area School District clubs often ask local businesses for sponsorships in return for 
advertising. Tasca will be very willing to participate in this type of marketing because it shows the 
commitment the restaurant has to its community. In addition, the Portuguese community of 
Bethlehem will be looking for donations for their annual Portuguese Day Celebration. This year 
marks the 40th year of Portuguese Day so it will be much larger than usual. Tasca will be sponsoring 
an entire event the first day of the event. For $2,000.00 The Portuguese Kids, a national 
Portuguese comedy act will be preforming, made possible by Tasca. The advertising that this will 
provide to the Portuguese Community and Lehigh Valley will be very beneficial. Also, the 
Portuguese Kids will be promoting the event with Tasca’s brand so there is a potential for national 
brand placement.  

 
 



 

 
  

OPERATIONAL STRAGETIES 

 

 

MARKETING TACTICS CONTINUED  

 

 

 
POST-OPENING 

 
- Social Media Hashtag & Geotagging Giveaways:  Using Facebook and Instagram in a different way, 

Tasca will ask its customers to post about their experience at Tasca using the hashtags #BemVindo 
#TascaBethlehem and geotagging the location of the restaurant, this will create a larger reach and 
potentially attract the attention of people who are unsure if they should try the food. In return for 
these posts, Tasca will offer small discounts on future purchases and small item giveaways.  
 

- Local News Features: In the first few weeks of opening, Tasca will most likely be featured on local 
news social media, print, tv and radio. With the use of press releases the management will be able to 
provide the press with the important information they would like publicized. This will bring the right 
type of attention and educate the public on the unique information that makes Tasca new and 
exciting.  

 
- Word of Mouth:  This type of marketing is truly the most traditional and most effective. When 

people like a product and service, they will talk about it. This will be something that the staff at 
Tasca will heavily promote. By reminding customers to tell their friends and coworkers about the 
restaurant, they will engage in meaningful dialogue about their experience that will get the other 
party interested and in the door much easier. When someone gets a recommendation from 
someone they trust about a new restaurant, they almost always give the new business a try.  

 
 

There are many operational strategies that have been developed to promote Tasca that may seem like 
creative marketing, but really are techniques that are aimed at creating long lasting loyal customers.  

 
- Free one-hour parking paid by Tasca at the City of Bethlehem lot directly 

across the street. 
 

- Complementary glass of wine to guests who show an interest in Portuguese 
wine and who would like to enjoy a glass with their meal. 

 
- Branded to-go boxed and bags to promote the brand outside of the 

restaurant.  
 
- Heavy emphasis on catering events in the Lehigh Valley so people can try 

Tasca’s food at the catered function and then return on their own to order 
from the restaurant.  

 
- Selling Pastel da Nata at local bakeries with a display that encourages them to 

visit the restaurant to enjoy more than just a pastry.  
 

- Tasca branded delivery vehicle(s). 



 

 
  

BRANDING ELEMENTS 
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Groutesque is the secondary font 
and should be used for body copy, 
uppercase for headings. Archer Pro can 
be used for headlines or body when a 
duel pairing is needed.

A  T A S T E  O F  P O R T U G A L 

B E T H L E H E M  •  A Taste of Portugal  

Borba

The quick 

brown fox 

jumps over 

the lazy dog

DECORATIVE

The quick brown fox 
jumps over the lazy dog
The quick brown fox jumps 
over the lazy dog
The quick brown fox 
jumps over the lazy dog

Brandon  
Groutesque

SECONDARY/BODY

Archer  
Pro

HEADLINE

The quick brown fox 
jumps over the lazy dog

The quick brown fox 
jumps over the lazy dog

The quick brown fox 
jumps over the lazy dog

P A G E  1

A  T A S T E  O F  P O R T U G A L 

B E T H L E H E M  •   A Taste of Portugal  

B E T H L E H E M  •   A Taste of Portugal  A  T A S T E  O F  P O R T U G A L 

Logo Update
Logo has two horizontal varations and 
two veritcal. Second horizontal option 
has the oppertunity to replace the city 
with any other.

Gallo has been updated so  
that hearts aren’t skewed.

Small Logo
These two marks should be used 
for when the logo is displaed under 
3inches wide.

* LETS DISCUSS  
THEsE TWO

P A G E  2

B E T H L E H E M

Logo Update
Optional varatrion of logo
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BRANDING ELEMENTS CONTINUED 

 

 

Icon Pack

• Portuguese Crest
• Faldo Guitar 
• Ship (caravela)
• Viana Heart
• Tram Car 
• Torre de Belem

Colors are just to show how  
icons could look in both.

*OPTIONAL

*EITHER TRAM

*OPTIONAL

P A G E  4

Icon Pack, Knockout

• Portuguese Crest
• Faldo Guitar 
• Ship (caravela)
• Viana Heart
• Tram Car 
• Torre de Belem

*OPTIONAL
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A  T A S T E  O F  P O R T U G A L 

B E T H L E H E M  •   A Taste of Portugal  

B E T H L E H E M  •   A Taste of Portugal  A  T A S T E  O F  P O R T U G A L 

Logo Update
Logo has two horizontal varations and 
two veritcal. Second horizontal option 
has the oppertunity to replace the city 
with any other.

Gallo has been updated so  
that hearts aren’t skewed.

Small Logo
These two marks should be used 
for when the logo is displaed under 
3inches wide.

* LETS DISCUSS  
THEsE TWO
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Icon Pack, Knockout

• Portuguese Crest
• Faldo Guitar 
• Ship (caravela)
• Viana Heart
• Tram Car 
• Torre de Belem

*OPTIONAL
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Icon Pack

• Portuguese Crest
• Faldo Guitar 
• Ship (caravela)
• Viana Heart
• Tram Car 
• Torre de Belem

Colors are just to show how  
icons could look in both.

*OPTIONAL

*EITHER TRAM

*OPTIONAL
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BRANDING ELEMENTS CONTINUED 

 

 Vector Tiles

15 options to choose 
from or use them all. 
Tried to minic styles 
from over multiple 
centuries of Portugese 
tiles. Some are more 
ornate and some are 
more modern and 
geometric.
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The building that Tasca will be 
located on the corner of Third and 
Taylor Street in the Southside. 
This beautiful corner building was 
built in 1880 and was the original 
home to The McGovern Hotel. In 
1963, Tony Ragni acquired the 
building (at the time was a former 
hardware store) and turned it into 
Ragni’s Barber Shop, a staple of 
the South Side for over 40 years. 
In 2005, Tony’s son Greg 
inherited the building and started 
renovations on the space. The 
building is currently vacant and is 
still being renovated. The commercial space on the first floor and there are three 
apartments on the second and third floor. This space boasts 12ft ceilings, original 
Bethlehem Steel I-Beams, and an open floor-plan, perfect for a fast-casual 
restaurant. in the back of the space where the kitchen will be located, there is a 
staircase that leads to the basement where refrigeration, storage, and a prep area will 
be built. 

SECTION 4 

 

 

THE LOCATION 
 

 

 
THE SITE 

 

 



 

 
  

LOCATION INFOMATION 

 

 

 
ADDRESS 

302-304 E 3RD STREET 
BETHLEHEM PA, 18015 

 
ZONING INFORMATION 

COMMERCIAL & RESIDENTIAL, MIXED USE 
 

SQUARE FOOTAGE 
2,200 

 
RENT 

$3,000+ UTILITIES 
TRIPPLE NET 

 
PARKING 

48 SPOT CITY LOT, DIRECTLY ACROSS STREET 
8 STREET SPOTS IN FRONT OF BUILDING 

5 STREET SPOTS ON SIDE OF BUILDING 
DEDICATED TENNANT SPOTS IN BUILDING LOT 

 
HEAT SOURCE 

EXISITING FURNACE/FORCED HOT AIR 
GAS IN BUILDING 

 
NEIGHBORING BUSINESSES 

BONN PLACE BREWING, C-TOWN GROCERY,  
BAR 313, & PLAYA BOWLS 

 
 
 
 
 



 

 
  

THE REGION 
 

 

 

“The Lehigh Valley is the most balanced and diversified economy in the 
entire state of Pennsylvania.” -Lehigh Valley Economic Development   

 
The Lehigh Valley is a very unique market. The geographical location of the Lehigh Valley is truly 
incredible. It is 1.5 hours driving from New York City, 1 hour from Philadelphia, 2.5 hours from 

Baltimore, and 3 hours from Washington DC. 
 

There are more than 30 million people within a 100-mile radius of the Lehigh Valley. 
 
 

The Lehigh Valley GDP has reached a record high of 40.1 billion. It has been named the fifth 
overall market in the northeast United States. New York, Philadelphia, Pittsburgh and Boston 

were the markets ahead of it, but when looked at the region size, the Lehigh Valley is significantly 
smaller than the competing markets. It is the 65th largest metropolitan region in the country. 

 
The fastest growing, and third most populated area in Pennsylvania, the Lehigh Valley is home to 

670,000 residents. There are 15,000 businesses located in the Lehigh Valley. It is home to 
Muskiest, the largest free music festival that brings over 1 million people to Bethlehem. 

 
DEMOGRAPHICS 
Median Age: 41.5 
Median Household Income: $59,989 
Unemployment Rate: 4.2% 
Labor Force Size: 344,623 
Percentage of residents with a college degree: 41.4% 
Population Growth % (Since Last Decennial Census): 3.5% 

 
 



 

 
 
 
  
 
 
 
 
  

THE NEIGHBORHOOD 
 

 

SOUTHSIDE BETHLEHM 
 

 

 
The Southside of Bethlehem is the former home of the US steel giant Bethlehem Steel. The 2nd 
largest steel company once employed 31,000 people and fueled the industrial revolution. 
Throughout the 1900s the Southside was a key commercial destination, bustling with shoppers. 
In 1995, the Bethlehem Steel ceased production and soon declared bankruptcy in 2003. This 
left Southside in a very bad place, and it took a long time to recover.  
 
Since that time, the city, its residents and nonprofit agencies, have worked tirelessly to revitalize 
this neighborhood and bring it to its “new life” now known as The Historic Arts District. It still has 
many remnants of the old steel days, some of which have been repurposed. The Sands Corp. a 
Las Vegas casino purchased the former steel property and built a multimillion-dollar casino, 
resort, and shopping center. This investment has changed the landscape and future of the 
Southside.  
 
The neighborhood is now very modern, and it has been the focus of a lot of developers within the 
last two years. Currently there are 3 major housing development projects in construction. There 
are approximately 24,000 residents of the Southside with many more to come in the next few 
years.  
 
The Southside is home to many restaurants, a brewery, several bars, tons of shopping, The 
National Museum of Industrial History, art galleries such as The Banana Factory, Lehigh 
University, multiple schools including a branch of Northampton County Community College, 
and Charter Arts High School. Needless to say, there is TONS going on in the southside and it 
has become the place for entertainment in the Lehigh Valley.  
 
 

SOUTHSIDE: BY THE NUMBERS 
Population: 24,000 

Size: 12.29 Square Miles 
Median Age: 32.8 

Median Household Income: $46,315 
Crime Index: 28 (out of 100) 

 
 

 
 
 
 
 
 
 



 

 
 
 
  

DESIGN ELEMENTS & 
FEATURES  

 

 

THE FLOORPLAN 

 

 



 

 
  

COOKING LINE 

 

 

CHARCOAL GRILL 

 

 

SALAMANDER  

 

 

6 BURNER RANGE 
WITH 2 OVENS & 

GRIDDLE 

 

 

DEEP FRYER (2) 

 

 ARTISIAN STONE OVEN 
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SECTION 5 

 
THE FINANCIALS 
 

 

 

GRAÇA 28

USE OF CAPITAL 

 

 



 

 

  

CONTRACTOR/ITEM JOB PRICE 

GSM Plumbing 

Under-slab scoping, new water heater, 
materials and installation of grease trap, 
under slab plumbing in kitchen including 
floor drains, new drains, new water/lines, 

new vent lines, excavation and saw cutting, 
above ground plumbing, sink setting, new 
mop and three compartment sinks, run 
waterlines for small appliances, two full 

bathrooms with power flush toilets, hand 
sinks, ducted exhaust fans, permits and 

drawings. 

$35,000.00 

RJH Mechanical & 
Counterman’s HVAC 

Installation of hood system and all 
associated ductwork, install and equipment 

of furnace and AC (5 ton) unit, install 
make-up air unit and ductwork, all 

hardware and materials. *16g black iron 
duct. 

$50,000.00 

Brian Weiss, General Contractor 

Demolition & disposal, framing of all new 
walls, service counter, fire proofing caulk, 

insulation, all sheetrock including fire rated 
ceiling, tile and flooring, subfloor, and 
underlayment, all interior painting, fire 

rated coating on metal beams, sealing of 
exposed brick, all finishes including doors 

and moldings etc. 

$88,000.00 

Jim McNally Electrical All electrical work, not including fixtures. $19,000.00 
Carlos Madeira Stone Repointing of exposed brick & concrete 

work 
$5,000.00 

Bethlehem Doors New exterior doors (2) $2,000.00 
Flooring Allowance for tile $5,000.00 

Construction Materials FRP & Wood $2,500.00 
Lighting All light fixtures $9,000.00 

USE OF CAPITAL: CONSTRUCTION COSTS 

 

  

TOTAL: $215,500.00 
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OPERATING PROJECTIONS- SALES  
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SECTION 6 

 

 

THE OFFERING 
 

 

 

FUNDS REQUIRED 

 

 

 

“In investing, what is comfortable is rarely profitable.” -Robert Arnott  
 

 
Tasca Bethlehem requires a total investment of $425,000.00, to develop, build 
out and design operations. The full amount of this investment will be funded by a 
private lender structed as an interest earning loan. Tony, the owner and operator 
of Tasca, has spent hundreds of hours conceptualizing, designing, and costing out 

his concept. He has also already spent over $10,000.00 of personal funds. In 
addition, he will contribute approximately $10,000.00 worth of foodservice 

equipment that he has stored from his prior catering business.  
 
 

Federal Reserve Interest Rate: 2.25-2.50% 
as of December 19th, 2018 

 
 



 

  

INVESTMENT FRAMEWORK 

 

 

 
The ideal investment structure as an interest loan, Tony would like to retain 
100% ownership of Tasca LLC. In a case where a potential investor will need 

stock in the company in addition to earned interest, Tony is prepared to share 
ownership under the agreement that the shares can be bought back.  

 
Traditional lenders would consider this type of investment a secured loan or 

pure debt investment. This type of loan requires the investor to have some type 
of guarantee if a situation arises where the loan cannot be paid back, and the 
business fails.  Tony is offering the investor who finances this loan  1st lean on 
property. This mean is the business fails, all contents and business assets of 

Tasca LLC will be forfeited to the financer so they may recoup their losses. This 
document will be a part of the investment agreement that Tony will be 

responsible for putting together when the investment is secured. 
 

 In addition to 1st lean on the property, Tony is willing to offer 1st preference of 
debt payoff.  This means that instead of taking distributions at the end of a 

profiting year, Tony would rather make a large contribution to the balance on 
the original investment. In addition, Tony cannot raise salaries without approval 
of the investor. This will offer the investor peace of mind knowing that paying 

off the loan is the main priority of the business.  
 

The loan payments will be detailed in an amortization schedule that will be 
discussed following the negotiation of specific loan terms. Details such as 

payback start date, loan interest only payments, and length of loan will need to 
be determined by both parties. The ideal loan payback period for this 

investment is 60 months.   
 

The ideal interest rate for this investment is a 6% return. 
 

The average interest of the monthly payment in the 1st year will be 
$2,000.00 and average principal payment of $6,000.00 totaling a 

average monthly loan payment of $8,216.00   
 

After 60 months biased off a $425,000.00 principal balance the  
TOTAL INTREST PAID will be approximately $67,986.000. 

  
 

 
 
 



 

 
 
 
 

GROWTH STRATEGY 
Tasca is going to be a very unique concept for the Lehigh Valley. Not only 
are there not any other Portuguese restaurants of this caliber in the area, 
there are very few fine-casual concepts. This is expected to be a very well 

perceived endeavor and has been designed to scale. Because the popularity 
of Portugal’s tourism has grown significantly over the past 3 years, Tony is 

predicting Portuguese food to became increasingly in demand in the future. 
The timing of Tasca’s first location in Bethlehem is ideal. It will give a few 

years for the systems to be fine-tuned and when Portuguese food is in the 
spotlight. Tasca will be ready to expand to other cities where the model will 

fit perfectly. With the future expansions, Tony would like to offer the 
original investor 1st right of refusal of funding he next projects, with hopes 

that the investments will continue to be lucrative.  

 

 

 
Tasca’s 5-year projections were based off the following operating assumptions: 

 
 
 
 
 
 
 
 
 
 
 

With the above percentage increases the 2nd - 5th year sales projections are:  
 

Year 2: $748,537.00 
Year 3: $823,391.00 
Year 4: $946,900.00 
Year 5: $1,136.279.00 

 
 
 

FUTURE PROJECTIONS  

 

 


