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Abstract 
 
$plit is a venture that I created throughout the academic year of 2018-19. This venture is aimed 
at solving long wait times, and checkout process at restaurants. $plit does this by simplifying and 
accelerating the full-service casual dining restaurants’ payment processes for the restaurant and 
end user through our POS integration and mobile platform. As $plit is a business that is scalable 
beyond the US Market, I turned to Sonora, Mexico to not only learn more about business culture, 
but the viability $plit has in that market. This thesis will include $plit’s business plan, as well as 
the research and validation conducted in and about Sonora, Mexico as a business culture and 
market.  
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Overview of Honors Experience in McGuire 
Honors programs around the college and around the country often require you to take 

learning you have encountered or developed throughout your four years and expand on it, 
however, very few allow you to expand on this across borders. The honors experience at 
McGuire is unparalleled to that of other colleges/departments/programs. Myself as well as a 
select few students got the privilege to take our learning outside the classroom and use an 
experience as basis of our research. Research designed to add a new perspective, and indicate the 
feasibility of our businesses in mexico, both of which it did.  
 

The honors experience in McGuire started with a workshop lab, ENTR 420L, a lab in 
which we started developing research on the Sonoran market, its economic status, socio-political 
climate, and the overall similarities and differences that can be identified between the bordering 
countries. One way we conducted this research was through guest speakers that were kind 
enough to give us the time of day to better understand business in Mexico. These guest speakers 
were of top caliber, for example we had Consul General Virginia Staab talk with our class for 
over an hour, truly an honor. This method of learning was extremely valuable as we as a class 
were subjected to real-time data and nuances of Mexican business from those who actually 
operate in Mexico. Not only did these speakers provide insight into the statistic and trend side of 
business in Sonora, but also the customs. For example, relationship based business is extremely 
important in Mexico, a custom stressed and taught in this course. All of these finding and 
research not only shed light onto what we would need to do to launch our ventures in the 
Mexican market, but prepared us for our trip to Hermosillo, Mexico.  

 
The second portion of the course was a trip down to Hermosillo to meet with other 

entrepreneurship students at a world ranked school, Tech Del Monterrey, as well as Mexican 
entrepreneurs and investors. Here we are able to pitch our business ideas in order to gain 
feedback from the students, entrepreneurs, and investors to deepen our understanding and 
research of how our business venture would fare in the Mexican market. This experience was 
unmatched to any other research efforts of my college career. We also got the opportunity to visit 
one of the most successful coffee businesses in all of Mexico, Caffenio, to understand the inner 
workings of what makes a business successful in Mexico. We were able to ask questions as well 
as tour their operations to further understand what operations should look like. We also got the 
opportunity to visit a business park, Tetakawi, home to staple names like Rolls Royce Motors, to 
understand what it takes to manufacture in Mexico, and the benefits that come along with doing 
so. We got to sit down with one of the executives of the business park and listen to his insights 
on how to conduct business in Mexico. On top of all these great experiences, we also got to visit 
a start up in the heart of Hermosillo, AgroPro, to conceptualize startup culture and feasibility in 
Mexico. All of these experiences allowed for such a unique and profound learning and research 
process, all possible because of the McGuire Honors program.  

 
Although my venture, $plit, does not have expansion to Mexico in the Go-To-Market 

strategy currently, the business is scalable and would be able to penetrate the Mexican market at 
some point. At that point I would feel prepared to execute expansion into the Mexican market 
with success due to the honors program at McGuire, and the opportunity it lended.  
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Executive Summary 
 
Service: 
Split provides a state-of-art payment system to restaurants all over the globe to make their 
payment processes as efficient as possible. The current process for closing out a meal at a 
restaurant begins with the customer waving down the server for the check. This can take 
10-20 minutes on a busy night. Once the server is asked for the check, the server needs to 
print the bill and bring the bill back to the customer. The customer then gives the server their 
mode of payment (e.g., credit card, debit card) and waits again for the server to return. Once 
the server comes back, the customer calculates the tip and signs the bill. This process can 
take anywhere from 10-20 minutes. If the customer is in a rush, this can completely ruin the 
dining experience and influence the customer’s overall impression of the restaurant. 
Furthermore, this inefficient process can create an even greater hassle when the server is 
waiting on a large group at a table who wants to split the bill among all of the customers at 
the table. 

 
With our innovative process, we are able to eliminate this time-consuming process of closing 
out a bill. The server will take the customer’s order using our app on a tablet and this 
information will be sent to the kitchen. Customers will be given a unique four-digit letter code 
to type into their phones after ordering their food and will be able to see what they just 
ordered. When customers are ready to leave, they can select the food they ordered, select one 
of the predetermined tip amounts, and click “pay now”. Customers will no longer need to wait 
on the server and will automatically have a greater experience. If a customer prefers to pay via 
a physical credit card, we would give the customer the option via an attached square device on 
each server’s iPad with one of our partner company’s device. This process can quickly be 
done at the table and gives the older demographic an option other than paying through their 
mobile device.  

 
Customers: 
 
The target audience for Spilt is: 

● Toast POS as an integration 
● Test market Guadalajara Grill 
● Beachhead Markets: Joe’s Crab Shack, Odd Duck, Local Bareburger, and Crying 

Onion Cafe 
● Customers of the restaurant 
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Company Description 
Problem 
The extended lag time it takes to process payment at full-service restaurants, and the increasing 
costs this causes at the customer’s and restaurant’s expense.  

 
Main Points 

● Restaurants are losing money on potential tables because of the slow table turn. We 
plan to assist our customers by having all devices notify the servers when each table 
has paid so they can clean off the table and quickly seat the next waiting party. 

● Managers and servers will spend too much time going back to the kitchen to put in an 
order. We will improve this process with the servers’ device going directly to the 
kitchen. 

● Customers often get upset when they cannot find their server to give them the check, 
but with our quick pay option, they are able to pay when they please. 

 
Solution 
 

Simplify and accelerate full-service casual dining restaurants’ payment processes for the 
restaurant and end user. 

 

Service Mix 
● Split check option 
● Tip suggestions 
● Pay option on mobile device 
● Prompted Surveys  

 
Value Proposition 
We will save our users time and money by eliminating lag time and optimizing the table turn 
process. By offering a seamless interface that is both fast and simple, anyone with a 
smartphone can experience our service. Finally, we will offer new features that are not 
available with other payment services like a quick split option, and quick surveys at the end 
of their meal. 
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Market Research Segment 

● $799 Billion in revenue in restaurant industry as of 2017 
● 95% of restaurateurs think tech improves efficiency in a restaurant.  
● 78% of restaurants do not offer mobile pay or payment through a custom app 
●  The mobile payment market is expected to reach a value of $3,388 billion by 2022 

which assumes a 33.4% CAGR. 
● Optimizing speed and efficiency is identified as the fourth biggest pain point for 

restaurants 
● 63% of restaurants identify credit card processing as the most important feature of POS 
● 67% of restaurateurs found that tablets enhance business efficiency with an increase in 

the payment process, more efficient dining, and immediate order entry helping improve 
speed in the kitchen 

● 61% of restaurants do not believe Kiosks improve efficiency 

 
Key Takeaways 

● Our biggest advantage or value add to our target market Toast, as we handle the mobile 
integration of the restaurant's POS, enabling simplicity, utilizing Toast’s menu mapping 
and enabling the use of mobile devices.  

 
Target Market & Growth 

● Our TAM (total addressable market) is 647,288 restaurants which includes any 
restaurant in the United States.2 

● Our SAM (share of the addressable market) is 294,167 full-service restaurants, which 
includes casual dining, family dining, and fine dining restaurants.  
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●  Out SOM (Share of the addressable market), out of Toast POS’s 12,500 contracts, 
we plan to capture 400 of those contracts EOY 2. 

● 400 restaurants is just 3% of Toast’s current contracts with restaurant merchants 
● Assuming a 30% growth in our first year and 15% growth in our final year,  
● At this rate, we would be able to have 1010 customers by our EOY 5 totaling 8% of 

Toast contracts 
● Our current revenue model $249 monthly recurring for our beachhead integration, 

until integrated into Toast, then will charge $149 
● With 1010 customers we would receive $2,716,467 

 

Environment 
 
Industry Description 

● Most companies around the world are adopting mobile payment options.  
● In 2017, 3 out of 4 restaurants plan to focus on mobile payments in 2018.  
● 67% of owners are making mobile payments their top priority for their innovation.  
● The United States is expected to hit $142 billion in 2019.  
● Our industry of mobile payments at restaurants is currently 294,167 restaurants for 

casual dining. 
 
STEEP (Characteristics and Trends):  

● Social:  
○ TSYS U.S. conducted a consumer payment study on P2P payment use, it was 

found: ages of 25-34 at 45% use rate and ages of 18-24 at 42% use rate. (Use 
rate is determined by at least one use)  

○ This study also found 68% of the consumers have utilize or will be willing to 
utilize a P2P payment system. 

○ For consumers over 55, 45% identified security as a main issue and source of 
contempt toward adopting mobile payment 

○ Market Opportunity to inform consumers of security and ease of P2P and 
mobile payment solutions to leverage our brand. 
 

● Technological:  
○ Technology is advancing and being quickly adopted for three main reasons in 

the restaurant business: 1. With technology comes better security, 2. More 
money opportunity, 3. Restaurant customers enjoy technology 

○ datacapsystem.com explains the EMV-ready payment technologies reduces 
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the risk of payment card fraud.  
○ Tom Marcellino, a local restaurant owner, says one implementation of P2P 

payment service his profits increase 12%-14%, and saved staff minimum of 
15 minutes  

○ A National Restaurant Association’s survey explained that 79% of customer 
believe the addition of technologies in restaurants increase convenience  

 
● Economic:  

○ Consumers want their main accounts at the same financial institution 
○ In 2017 TSYS reported on the importance of maintaining the same FI, 55% 

said it was extremely important, up 8% from the year prior.  
○ This trend is predicted to increase 

● Environmental:  
○ A Survey from the National Restaurant Association found that 95% of 

consumers believe good service is the most important part of the dining 
experience.  

○ The NRA found that 25% of consumers say technology options are important 
parts that they consider when deciding where they will eat and experts say 
this will grow in years to come.  

○ Bloomberg found these technologies also can increase the number of items 
ordered 

● Political:  
○ The NRA is an advocacy group which spend $4 Million in lobbying for the 

restaurant industry last year 
○ Compliance with government agencies such as FDA are a regulating arm, for 

example: requirements were established to offer health insurance to full-time 
workers (working over 30 hours a week) and was a huge issue for chain 
restaurants, which led many in the restaurant industry to re-define full-time 
employee to someone who works 40 a week  

○ Opening up an opportunity for the demand for efficacy of servers 
 
***More In-Depth analysis of Steep can be located in the appendix Figure 5 
 
Competitive Analysis 
 
See  figure 6 in the appendix for an in-depth competitive analysis. 
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Porter’s Five Forces 
 
Threat of New Entrants: High Pressure 

● Report by Grand View Research, Inc  
● Restaurant POS industry: expected to reach $24.7 billion by 2025.  

○ High demand for these systems, therefore the market growth will rise. 
 

Threat of Substitute Products: Medium Pressure 
● High room for substitution: different payment processes from different restaurant 

○ More and more popular as the world is gets more technological.  
● Products such as: Square and PayPal  

○ Offers payment on your mobile device 
 

The Bargaining Power of Buyers 
● The prices we offer to our company are much lower than our competitors 
● Restaurants mainly look for price of payment systems  

○ Cheaper than what's on the market 
● Easier to figure out as the system starts 

 
The Bargaining Power of Suppliers: Low Pressure 

● Product will be made by our engineers 
● Will not 

○ Include Suppliers  
○ Problems with companies like Ziosk 

● Lower price  
○ In-house products so our bargain power with supplier pressure is extremely 

low. 
Rivalry Among Existing Firms Medium Pressure 

● Brand-new company but..  
○ Competing against fairly new companies.  

● Harder for brand loyalty  
○ Restaurants current payment systems have 

■ Comfortability: they know back and forth of how system works 
 
Opportunities for Cooperation/Partnership 
 

● Square is a point-of-sale that offers restaurant (mainly fast-casual) a way to quickly 
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update menus, floor layouts, and employee scheduling.  
● Since this is a new product that also offers the same values such as quick, cohesive, 

and self-serve together, our services would provide a stronger success rate.  
● Our system offers customers the ability to pay with their phone and Square offers the 

option to pay on a device.  
 
 

The Venture 
Description  
 
Our focus is not only the financial success for restaurants, but the satisfaction of restaurant 
employees and their customers. We want to ensure that everyone’s experience with our 
product is as cohesive and fluent as it can be. We are proud to be the first ever payment 
service on the market that offers all the features of splitting restaurant checks on your 
smartphone. With our hard work and dedication, we aim to give our customers the best 
service possible. We know how customers will have an easy yet sleek experience when using 
our integrated system. Don’t be surprised when you find customers coming back to your 
restaurant wanting to use Spilt more.  
 
 

Mission 
End the frustration that restaurant goers and restaurant owners have with splitting checks and 
other hassles during the dining experience 

 
Vision 
We put our customers first to show them that technology is the future for their success 

 
Values 

1. Reliability 
a. With any error that might come their way, we will assist the restaurant with 

our on the spot support 
2. Loyalty 

a. Since our customers are our top priority, we take pride in supporting 
each business whether big or small 

3. Quality 
a. With actively improving our platform, we will integrate our software 

seamlessly with our potential restaurant POS partners  
4. Company Culture 
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a. A team of foodies who believe in and have a love for the restaurant 
business. We are always on the go and want to continue our support by 
enabling a quicker checkout process to stimulate restaurant industry 
growth and satisfy the pains and stomachs of foodies alike.  

5. Straightforward 
a. With our jaw-dropping user experience, we plan to make every part of our 

process as effortless as possible 
 
Business Model 
Our software-as-a-service model will incorporate a variety of aspects. We will charge 
restaurants a low price of $249 a month for our customizable software that can be integrated 
with Toast. Once we are integrated into Toast POS however, we will charge only $149 a 
month for our customizable software. Compared to our competition, this additional feature 
comes at a low price. 10 For example, Toast currently charges about $5,200 in upfront costs 
and $458 a month in service costs. Toast has over 12,500 contracts and we believe we can 
integrate with at least 4% of their total customers within the first year. We do not have a cost 
of goods sold because we are integrating with their existing technology. Our main cost will 
come from our software development team where we will have 4 software developers being 
paid $60,000 a year over the next five years. Our other main expenses come from our 
management team. We will each be paid $40,000 dollars a year in our first year with a 10 
percent raise each year. Further financial breakdowns can be found in the appendix and in our 
financial plan.  

 
Sources of Competitive Advantages 

1. Mobile Integration 
2. Organizational Culture & Structure 
3. Technological Development  
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Go to Market 

 
Sales & Channel Plan 

● Test Market located in Tucson 
● Use Test Market as validation/defense of business model and basis for UX 

improvements for v2 launch of our application 
● Identified Guadalajara Grill as Test Market 
● Face-to-Face/ Personal Selling channel to establish Guadalajara Grill Test Market 
● After the benchmark of integration into the 4 locations of Guadalajara Grill, customer 

acquisition becomes more aggressive 
● We will then initiate our direct value added selling model  
● Q4 of 2019 the gathered consumer insights used to inform our UX improvements will 
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be implemented and the launch of our v.2. application will be available 
● Target our beachhead market of local full-service casual dining restaurants that 

already utilize Toast POS for back-of-house operations not get facing technology. 
below.  

Targeted Beachhead Market 

 
● Target these specific restaurants facilitated through B2B Personal Selling,with 

Needs-Based and Product-Based selling techniques 
● Flexibility in scope of the application/POS integration to meet the needs of our 

consumer to be able to utilize need-based selling 
● Offer demos of our product, and focus heavily on the product itself, pointing out the 

main features and customer experience/efficiency benefit 
 
Sales Support & CRM 
Sales Support 

● Use of Product slicks, use cases (customizable), presentations and application demos 
● This collateral material will be product oriented and service value-added in nature. 
● Demo installation available to assist sales, and reveal a UVP.  
● Leverage this level of service to remain competitive 
● Assistance of full integration upon purchase, both technological and training integration 
● Electronic training program that is free of charge, quick, and intuitive 

 
Customer Relationship Management 

● Heavy emphasis of customer-user experience 
● Maintain digital communication with target market via: ZOOM, GoToMeeting, Google 
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Hangouts 
● Send salesforce during pitch and other large account integration 
● Trade Shows to establish presence as a viable solution in the POS realm 
● Attend RSPA’s Annual Future POS Dealer Trade Show 
● Budgeted 5% of SG&A for trade shows to attend 4 trade shows annually, one a quarter 

 
Brand Development & Marketing Communications 
 

● Our company needs to have both the support of restaurants and the customers of the 
restaurant 

● This will require brand awareness of Spilt by two markets 
● We will develop our brand through advertising to everyday smartphone users through 

means of social media marketing and SEO 
● With advertisements and marketing support from restaurants and digital marketing 

efforts, everyday customers will hear and download the application  
● We will also have a proactive email campaign to raise awareness of the restaurant 

customer and the restaurants themselves 
● We will also use websites such as azrestuarants.org and tusconoriginals.com to place 

information about services we can provide for our test market 
● We will use these websites to direct traffic to our own domain in order to drive traffic to 

Split, putting us in a better position to pitch our website to our target market  
● Our website will showcase our application and product features, and allow prospects to 

request a demo  
● We will also collect data from our clientele and marketing feedback to provide analytics 

and a user report that can be used as information and justification for purchasing and 
conversion decisions 

● Leverage Toast’s and Square’s partnership and integration network to promote the brand 
 

Operations & Technology 
 
Research & Development 
Our software system will be broken down into 2 main subsystems: 

Server/Database: 
We will use an AWS lambda server at the beginning which is negligible in terms of cost ($5 
a month), and will serve the purpose of prototyping our design, allowing for 3GB of free 
data storage and a million requests per month. As the business grows we will need to do 
research in how to best split our database to accommodate a growing network. 

 
The application: 
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The application will be split up into 2 different views, each having their own controllers, that 
regulate the dataflow between the users and server. All of these views will be accessible 
through Toast’s application and the credentials of the user will determine what they are able 
to see and do in the application. 

 
The first role will be made for the customers of the restaurants as a guest-facing technology. 
At the beginning stages, they will simply have the ability to pay for bills, split checks and 
look at their history of transactions.  

 
The second role will be made exclusively for the server as an add-on to Toast, intended to be 
used on their tablet. The server will be able to take orders and view current and open tables. 
This view too could be expanded as the business progresses, to incorporate customer requests, 
such as refills or additional condiments and the sorts. 

 
Technology 
There are three types of technology used to create this application, software used to program 
the application, server technology to host and store data, hardware to run the application in 
restaurants. The application will be programmed in React Native. With React Native you 
don’t have to build a web app, android, and iOS app. You build one application using 
JavaScript and React and in development it is indistinguishable from an app developed for a 
specific platform. With React Native we will be able to develop one central codebase with 
high quality and it will be accessible to anyone on any device. 9 Amazon Web Services will 
be used to host the our database and our web application. Using AWS Lambda services, our 
application will only run when needed, making costs and code efficient and easy to access. 
All applications on any platform will be able to access the server at all times. The hardware 
for the application is extremely dynamic. Any customer can access the application from their 
smartphone. Restaurant servers and kitchen staff can access it through the pre-existing 
hardware provided by Toast and/or Square, including iPads or any POS systematics.  

 
Production/Manufacturing/Service Development 
Since our product is primarily an application, very little to no production and manufacturing 
will occur. Our product will require large amounts of development in the initial phases of the 
company, and will continue to be updated and developed to ensure customer satisfaction and 
compliance with demands of functionality. 

 
Product Roadmap 
Our product roadmap details the progression of the mobile interface, the POS integration, and the 
marketing team’s effort. Our Application v.1.0 will be launched June 30th of this year. After 
feedback from our test market, we will add UX improvements as well as increase security. As we 
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will need to integrate into the POS we will also have an API in which we can create custom 
versions of our product. Our Marketing team will be making contact and utilizing CRM and sales 
support in order to establish our target market, regional chains, to have some prospecting by Q4 
2019 to launch v.2.0 of our application. We plan to continue this practice of UX, mobile 
interface, and POS integration improvement all the while building larger clientele and number of 
contracts for our v.3. of our application come Q2 of 2020 where we plan to land our first 
restaurant in our beachhead market. After this we plan to land all of our beachhead market Q2 of 
2021, and later that year in Q4, integrate into Toast POS.  
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Suppliers, Logistics, & Distribution 
We will need customer service employees, sales and distribution employees, and a small 
number to tech employees. The customer service employees will start out doing other jobs as 
well when the company is small. However, as the company gets larger they will be required to 
be able to answer phones over the phone, web, and in person. Sales and distribution employees 
will be required to travel to different chains and restaurants and get them to buy the idea. After 
the restaurant chain or restaurant has purchased our service, employees will be required to go 
and install and train restaurants on our service. As the company grows, the sales and 
distribution team will separate into two separate teams. 

 
Facilities 
Since we are a web-based company, the only facilities we need is a corporate facility. This will 
include customer service, sales and distribution, and a small teach section. Most customer 
service will be done over the phone, although in-person customer service can also be obtained 
for a charge after initial installation. We will need a place where customer service employees 
can answer phones. Our sales and distribution representatives will also need a base of 
operations. Since all of the application is managed through AWS, we do not need to be 
concerned about keeping servers running. However, if we need to keep code updated, or add 
new features a tech team is important to have. All of these groups will be housed in our 
corporate facility. 
 

Management & Ownership 
Form of Venture 

● LLC 
 

Board Members 
● Chairman of the Board: John Sharp 
● Chief Executive Officer: Melissa Khan 
● Chief Financial Officer: Graham Hutson 
● Chief Marketing Officer: Jack Morgan  
● Chief Operations Officer: Caitlin Brown  
● Chief Communications Officer: Luke Myers  

 
Key Management 
 
Melissa Kahn 

is working towards her degree in Management Information Systems and Entrepreneurship at the 
University of Arizona. She previously worked in an IT department where she was in charge of managing 
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over 20 clients. In addition, she managed a store for three years dealing with the stores financials, 
inventory, employees, and the overall operations of the business. Lastly, she had the opportunity to work 
at a startup where she collaborated ideas daily with the product directors as well as project managers to 
design the interface of the website and application. With her strong passion for this venture to succeed, 
she is constantly creating goals for each role, making sure that the same motivation and commitment is 
shown throughout the company. 
  
Graham Hutson  

is currently pursuing his degree in Finance and Entrepreneurship at the University of Arizona. He 
has previously worked at a boutique hedge fund, Bannerstone Capital, and in wealth management, at 
Bank of America Merrill Lynch. He also has experience in investment banking and will be working in 
Deutsche Bank’s technology investment banking group in San Francisco after his Senior year. Graham 
brings a strong knowledge of technology companies of all sizes and understands the process of raising 
funds and allocating them towards various business ventures. He is always learning new things and loves 
to see how numbers can make a venture successful in the long run.  
  
Caitlin Brown 

is a Marketing and Entrepreneurship major at the University of Arizona. She has experience in 
graphic design and visual marketing, as well as creating digital marketing material. She has worked for a 
startup tech company where she created and managed their brand image through social media, blog posts, 
and a company website. With 6 years of experience in the food service industry, she brings a background 
knowledge of the inner workings of the restaurant business, which is vital to this venture. Caitlin will 
contribute positively to the team by offering her creativity, marketing skills, and understanding of the 
industry. 
  
Jack Morgan  

is a Marketing and Entrepreneurship major at the University of Arizona. He also has attained a 
minor in Mandarin Chinese through his studies at the University of Arizona, and East China Normal 
University in Shanghai, China. He has worked as an operational analyst for a local manufacturing 
company, where he learned ERP systems and database analytics. He spent the summer working in NYC 
doing brand management, which brings essential knowledge to the team on how exactly to position the 
venture. He is passionate about telling the “story” and allowing the customers to not only read, but adopt 
this story as one of their lifestyle brands. He is committed to the team and making the dining experience 
more enjoyable for all.  
  
Luke Myers  

 has a degree in Communication with a minor in Sports Management at the University of Arizona. 
He is also studying Entrepreneurship in Eller’s McGuire New Venture Program. Luke has a background 
in sales and marketing, and he truly brings the grit and hard work to our team.  He worked for IMG Ohio 
State Sports Marketing over the summer and was the only intern responsible for selling 150 calendars to 
the Marriott. He also has a background in marketing for the commercial real estate company, NewMark 
Knight Frank.  Luke would gather information for potential buyers of retail properties across the valley of 
Arizona. With Luke’s sales and marketing background, he gives our team the true aspect of a “hustler.” 
Luke is someone who can close sales, deliver important information and expand our venture to potential 
customers around the country!  
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Staffing Plan 
 

● To view the justification and detailed responsibility of our staffing plan please reference 
the appendix Figure 4. 

 
Organization Chart 

 

Financial Plan 
Financial Overview 
We will have 1 revenue stream for our product. The first will be a recurring monthly revenue 
model for the software we are providing the restaurant owner. We used a competitive pricing 
model that closely resembles the company Toast. We believe this additional cost to the 
restaurant of $259 dollars a month will be justified in the cost savings and increased customer 
satisfaction with Toasts existing system. Please see the Chart below for our growth 
assumptions, break-even point, and cost structure: 
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For operating expenses, we have marketing costing us seven percent of revenue. 11 R&D will 
cost us five percent of revenue, which is less than other SaaS companies who currently spend 
23%, but we would like to save our capital in our initial periods and increase R&D over time. 
SG&A will cost us $724,000 the first year and gradually increase to $1,199,600 by our fifth 
year. If we assume a 21% tax rate we will see net income in the first year of -$113,539 and 
$1,281,946 in our 5th year. This helps us reach our goal of having over $2,000,000 in revenue 
and over $1,000,000 in net income by our 5th year.  

 
Milestones/Timeline 
Three main milestones: 

1. Partnership with Toast by Q4 2021 
a. Networking with Toast’s corporate office 
b. Schedule meeting to demo our product and how it can be integrated 
c. Lowers our cost of customer acquisition 

2.  Contract growth 
a. we would like to achieve is 150 contracts by the end of our first year and 34% 

growth every year after to get us to our target contract number of 1,010 by end 
of year 5 

3. Low operating expenses 
a. Low salaries amongst the original founders in the first 5 years of $40,000/year 
b. No manufacturing costs 
c. Spending most on app development for seamless integration with Toast 

 
 
Sources & Use of Funds 
To launch this product we would ask for $100,000 from investors. We would use 50% of 
the funds towards paying our software developers and ensuring that our product can 
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seamlessly integrate with Toast. We believe this is the most important part of our business 
model. We will use the other 50% of funds for digital training material that can be sent to 
any restaurants that are already using toast as their main POS system. This will allow for 
an easier transition process and will increase the likelihood of Toast choosing us as a 
partner.  

 
Exit Strategy 
We are looking for a strategic acquisition for our company and believe it is more viable 
than an IPO. We do not believe an IPO is in our best interest because our time horizon is 
much shorter and believe companies, in the long run, could emulate our idea. Our key 
target for a strategic buy would be the company Toast. Toast is already changing 100s of 
restaurants systems every year and still does not have a way for people to pay with their 
phones. Based off of the Venture Capital valuation method, our company is worth between 
$3,080,978 and $5,771,828 based off of a 40% and 60% discount rate. We believe that this 
would be a strategic option for Toast as it would allow them to horizontally integrate our 
system with theirs. They also have total funding of $249 million which means they have 
the capital to buy out our company completely.  
 
Break Even 
Our company's break-even occurs in the third period of our 1st year.  We go from -$12,694 
to $11,893 in net income. We have consistent cash coming in from our subscription-based 
model and are actually never out of money at any point of this business. Due to accounting 
rules, you can’t record revenue until you actually give the service to your customers. We 
will usually receive an upfront payment from restaurants for a discount and then record the 
revenue on a month-to-month basis over the year. We never have a negative net cash flow 
and this can be seen in our cash flow statement below. The negative net income is due to 
high upfront costs on the iPads we provide and our salaries and wages that are going to 
programmers and our current team. We believe this business model has a very strong 
foundation and allows for less risk and higher potential for future return.  

 
 
 
 
 
 
 
 
 

 
 

21 



 

 

Appendices 
 
 
Lean Canvas Figure: 2 

Image is attached in D2L submissions 
 

Value Proposition Canvas: Figure 3 
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Staffing Plan: Figure 4 
 

Title Staff Name Education Experience Qualifications Salary in Year 1 

CEO Melissa Kahn Degree in Management 
Information Systems. 
Previously was employed 
by a company where she 
was in charge of over 20 
clients. Additionally, she 
managed a store for 3 
years and dealt with stores 
financials as well as 
operations. Finally, at a 
start-up company she 
worked closely with the 
director of engineering 
and IT to enhance their 
websites platform and 
company culture 

Main representative of the 
company at important 
functions, industry events, and 
meetings. Leads the company 
in emphasizing the vision that 
Chicago values. Partners with 
officers so that the company 
can grow the company and 
ensure sustainability. Works 
with CFO to figure out the 
annual budgets and risk 
analysis on investments. Is 
constantly looking at the 
quality control of the company 
while creating constant goals 
for each team. Must manage 
time efficiently throughout the 
day and to prepare for both 
internal and external conflicts. 
Able to solve problems 
quickly, organize effectively, 
and assign responsibility 
clearly. 

$40,000 

CFO Graham 
Hutson 

Degree in Finance, 
previously worked as an 
investments banker. 
Graham helped analyze 
companies raising debt, 
utilized excel to create 
financial models for 
mergers and acquisitions, 
and analyzed companies 
in the process of an IPO 

Leadership in the on-going 
evaluation of short and 
long-term strategic financial 
objectives. Develops, 
implements, and maintains a 
comprehensive job cost 
system. Gives 
recommendations to enhance 
financial performance as well 
as business opportunities. 
Accountable for all 
administrative, financial, and 
risk management operations. 
Manages operations and the 
resources of the company. 
Monitor the implementation of 
business plans. Manages 

$40,000 
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budgeting processes. A 
member of the key decisions 
for management team. 
Oversee company’s 
transaction processing system. 
Participant of conference calls 
with investment community 

COO Caitlin Brown Has a degree in both 
Marketing and 
Entrepreneurship, as well 
as experience working for 
an international tech 
startup as a marketing 
coordinator. Caitlin brings 
a knowledge of statistics, 
data analytics, graphic 
design, marketing, and 
digital marketing 
materials. 

Oversees operations and 
makes sure that all is 
organized in terms of 
marketing and operational 
management. Manages 
operations and the marketing 
implementation within the 
company. Monitor the 
implementation of business 
operational strategies and 
plans. Manages operational 
processes. A key member of 
the key decision-making team 
for management team. 

$40,000 

CMO Jack Morgan Degree in Marketing at 
the University of Arizona. 
He has a minor in 
Mandarin Chinese after 
spending time in Shanghai 
at a University. He has 
held a position of an 
Operations Analyst at a 
local manufacturing 
company. He has also 
held a manufacturing 
planner position in NYC.  

He will bring supply chain 
expertise to the team as well 
as oversee the technology and 
development operations 
including the logic of the 
menu mapping application. He 
will assist with our B2B 
through forms of personal 
direct value added selling. He 
will train others in marketing 
analytics and will apply them 
for consumer reports. 
 

$40,000 
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CCO Luke Myers Has both a degree in 
Communications as well 
as Entrepreneurship at the 
University of Arizona. 
Luke has previous 
experience in sales, 
marketing, and 
acquisitions at companies 
like IMG Sports 
Marketing and Newmark 
Knight Frank.  As both 
our communication 
officer and team member, 
Luke is responsible for 
closing sales and helping 
with all types of 
communication in our 
company.  

Luke is in charge of 
communication for our 
company.  He will be in 
charge of leading external 
communication with clients, 
investors, and other interested 
people for our product.  He 
will have a thorough 
knowledge of our company, 
what we do, and our goals and 
messages moving forward.  He 
will lead our communication 
strategies moving forward and 
any other type of development 
in our company. 

$40,000 

 
 
STEEP Analysis: Figure 5 

● Social: Guests at restaurants will be given the option if they want to use their phone to 
quickly pay whenever they please. TSYS U.S. did a consumer payment study to dive 
into discovering what type of customer this will attract. With digital wallets, 
smartphone users will be able to pay with the card they loaded on their phone which 
was found especially popular among younger people. 4 It was found that when asked if 
they have used P2P payments, the highest percentage was among people between the 
ages of 25 and 34 at 45% and falling closely behind were people between the ages of 
18 and 24 at 42%. This study asked what the odds would be if they would use their 
phone to purchase in-stores and 68% of consumers have already loaded their card on 
their wallet or indicated that they would be very likely to do so.4 Therefore, this 
suggests that in two years, these people will reach over 50% and will use in-store 
purchases. The main reason people gave for holding back from connecting their card to 
their phone was because of security concerns. For older customers (55 and older), 
security was the biggest issue, with 45% of these respondents mentioning security. In 
addition, the research found people might hold back from adapting to online payment 
because they think it’s just as easy to pay with cash. This research suggest that people 
lack fundamental information about the simplicity of this payment method as well as 
the security of the method. 

 

 
 

25 



 

● Technological: There are a lot of technology advances in our industry. Restaurants 
have switched their payment services to payment at the table. There are three main 
reasons why this industry is quickly advancing. The most common benefit is that with 
technology comes better security. Most of the payment options that are done at the 
table use EMV- ready. As datacapsystems.com explains, it reduces “the risk of falling 
victim to payment card fraud”.3 The second benefit is restaurant owners will gain more 
money. A man named Tom Marcellino who owns Italian restaurants explained that 
once he started using payment systems at the table, he increased his profits by 
12%-14%. In an interview he told Point of Sale that this process saves his staff 
between 15 to 30 minutes per table, therefore increasing the number of customers 
served per day. Lastly, the final benefit we find is a simple one, restaurant customers 
enjoy technology. National Restaurant Association conducted a survey that explained 
that 79% of customers believe that it increases convenience. 4 Not only this, but 70% 
also claimed that technology expedites service and increases the accuracy. These three 
benefits prove that technology advances is the future of our industry. 

● Economic: Although online payment options are becoming a popular new trend, 
consumers still want their main accounts at the same financial institution. In 2016, 
TSYS tracked consumers importance of having their accounts with the same FI. 4In 
2017, 55% explained it was extremely important consumers, which grew from 47% 
the year before. It is likely to increase even more by the end of 2018. This FI trend is 
aimed to look at decreasing acquisition costs, increasing retention rates, and looking 
to cross-market to existing customers. Overall, this trend will offer stronger customer 
relationships. 

● Environmental: A big factor in the food industry is how well the customer service is. 
The National Restaurant Association explained that 95% of consumers explain that 
good service is the most important part of your food and dining experience. If you had 
a nice dinner but a time-consuming checkout process, it can ruin the overall 
experience. Restaurants have been looking for a way to make the check-out process 
faster. 5The NRA found that 25% of consumers say technology options are important 
parts that they consider when deciding where they will eat and experts say this will 
grow in years to come. According to Food News Feed, technology is playing a big role 
in what the customers eat. 5Bloomberg Business found that tablets have played a part 
in increasing appetizer and dessert sales and simultaneously speeding up the process, 
even though customers are ordering more food. 

● Political: 6The National Restaurant Association is an advocacy group industry which 
has spent more than 4 million dollars in lobbying last year for the restaurant industry. 
Lobbying for the restaurant industry is important since governmental regulations can 
influence how restaurants function. For instance, the requirements to offer health 
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insurance to full-time workers (working over 30 hours a week) was a huge issue for 
chain restaurants and led many in the restaurant industry to re-define full-time 
employee to someone who works 40 a week. This new mandate for chains helps our 
business because with our system helps servers to organize their tables more fluidly. 
Therefore, restaurant owners can hire fewer servers because of the increased efficiency 
of our service, while giving full-time employees up to 40 hours a week and restaurant 
owners will still save money on health insurance because these servers are not 
technically considered full-time. 

 
Competitive Analysis: Figure 6 
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Financial Appendicies 
Year 1 and 2 Quarterly Income Statement: 
 

 
Year 3 and 4 Quarterly Income Statement: 

 
 
Year 5 Quarterly Income Statement: 
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5-year income statement: 
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Doing Business in Sonora Mexico 

  

When considering expanding across the border to invest in business, there are far more factors 

than just money that you need to consider. These considerations range from political to economic 

to cultural, all of which each independently as important as the next. This report aims to better 

your understanding of each of these pillars of consideration to ensure a successful expansion and 

investment in Sonora, Mexico. 

 

Political Considerations 

 Mexico is a federal democratic republic divided into 32 states, Sonora being one of the biggest 

of those states, in which the President is the chief executive. The president can only serve one 

six-year term. The current president is Andrés Manuel López Obrador, considered a left wing 

candidate, belonging to the Morena Party, aimed to end corruption and stimulate financial 

growth (Who is Mexico's Andrés Manuel López Obrador?, 2018). The mayor of Sonora, Jesus 

Antonio Pujol Irastorza, is also a Morena party candidate. According to The Washington post, 

the president is “in support of a free market” (Sieff, K., 2018) In line with free market initiatives, 

Mexico agreed to join the Free Trade Agreement in 1993, which reduces the restrictions of trade 

across the American and Canadian border i.e. tariffs and quotas. In joining this agreement, it also 

eliminated the requirement to maintain at least 50% of ownership of an investment venture 

(Doing Business in Mexico, 2017). This in return allows investors such as yourself to invest 

exactly the amount they feel comfortable without having to be the primary stakeholder. 

However, this is not the case across industries, as some industries have percentage caps. These 
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caps are as follows: 10% for cooperative companies for production, 25% in domestic air, air taxi, 

and specialized air transportation, 45% in Manufacturing of firearms/explosives, 

printing/publication, agriculture, fuel, ports, and radio broadcasting (Doing Business in Mexico, 

2017). Keep this in mind when investing, these caps therefore encouraging a diversified 

investment portfolio. In efforts to stimulate foreign investment The Foreign Investment law in 

Mexico allows for fast track investment applications, in which the application will be approved 

within 45 days. This puts the investor in a good position, as it is relatively fast to ensure the 

ability to invest in Mexico. 

 

 Mexico has been plagued by corruption fueled by the drug cartels for decades, understanding the 

extend and the presence of said corruption is vital for investing insights. Corruption is present 

from the police force to the legislation. When working with Mexico’s tax administration, 

companies face a moderate risk of corruption. In fact, almost half of all Mexicans believe that 

vast majority of the tax officials are corrupt, leaving Mexico as the weakest out of 34 countries in 

the Organization for Economic Co-operation and Development in terms of tax revenues (Mexico 

Corruption Report, 2018). To further drive the point of corruption in Mexico, just two months 

before the last President Enrique Pena Nieto left office his administration made efforts to protect 

him and his elected officials from a corruption investigation. This is the first time in Mexico’s 

history a presidential administration has done this, proving this corruption isn’t necessarily 

receding (Verza, M., 2018). However, when asked what was the most vital agenda item for 

Mexico, the current president of Mexico responded saying “Eliminating corruption is the most 

important thing because it is eating away at the country in every way imaginable.” (Lara, G., 
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2018). In efforts to stick by his word, he passed a new law that instates no public official is to 

make more than the President. Sonora’s mayor has also publically instated the desire to end 

corruption by issuing a statement in his campaign, “My commitment is to work together to get 

rid of those [the cartel] who have done the most harm to Nogales (Major Political Shifts in 2018 

Sonora, 2018). However due to the corruption’s deep rooted nature, bribes and round about 

practices are still taking place. Although corruption should not deter investment to Mexico, it is 

important to understand the ever presence of it, and ensure when investing you are investing in a 

non-corrupt business. It is, however, important the inquiry on whether a business has conducted 

corrupt business practices is approached in a friendly/polite manner, as respect and relationships 

are pivotal in Mexican business culture, as discussed later in the report. 

 

  Economic Considerations 

 Mexico’s GDP is currently $21.96 Trillion Pesos, $1.15 Trillion USD, Sonora’s is $572 Billion 

Pesos, $29.95 Billion USD, up 0.82% from last year (Economy – Sonora, 2018). The biggest 

sector in the Mexican economy is manufacturing at 16.82% of the GDP, followed by commerce 

at 16.15% of the GDP, the next biggest industry only being 3.81% of the nations GDP which is 

agriculture. (Doing Business in Mexico, 2017) Inflation in Mexico is relatively low, currently 

4.77%, the Peso is the 10th most traded currency in the world, the second in America. (Doing 

Business in Mexico, 2017) There are also no current restrictions of the convertibility of the Peso. 

There are 57 universities in Sonora leaving the workforce with education, a high proportion of 

English speakers (making the facilitation of business easier), low turnover rates, and wages 

ranging from first to third world country wages (Barrios, 2018). Looking for business that put an 
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emphasis on the quality of their workforce, will further perpetuate a higher skilled labor force 

and is advisable. 

  

In 1986 Ford Motors moved a portion of their manufacturing to Hermosillo, Sonora, making it 

home to the largest automotive project in Latin America (Explorando México, 2018). Currently 

Sonora is the biggest national producer of shrimp and sardine fishing, as well as leading provider 

of wheat, cotton, watermelon, grapes and asparagus (Explorando México, 2018). Given Sonora’s 

close proximity to the U.S. it serves as a large exporter that drives its economy. Subsequently 

Mexico is part of the World Trade Organization, the Asia-Pacific Economic Cooperation 

Mechanism, and The Latin American Integration Association (Doing Business in Mexico, 2017). 

All this allowing for easier trade amongst 46 countries and stimulate exportation of goods. 

Mexico is the US’s 3rd largest trading partner, the biggest export being automotive, given the 

quantity of Sonora’s automotive manufacturing, the supply chain, demand, and relationship is 

already established for the automotive industries. As a result of such exportation, Sonora’s 

infrastructure is well developed with 2,008 Km of railways, 7 coastal ports, and 5 international 

airports (Pro Mexico Trade and Investments: Sonora, 2018) Looking for business should revolve 

around one or multiple of these industries/business focuses, that have access to such 

transportation outlets, as it is more than likely business will involve exportation. 

  

As mentioned above, Mexico’s economy is dominated by manufacturing, the three biggest 

industrial sectors of the economy are all to do in manufacturing. According to the Offshore 

Group, the top three industrial sectors are automotive, aerospace, and medical device 
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manufacturing (Werthmann, 2018). About 70% of all cars produced in Mexico are exported to 

the US, however, Mexico is rising in popularity in Europe as their trade agreement positions 

allow them to ship to Europe tariff free. This is opposed to the US in which a $60,000 dollar car 

shipped from the US to Europe would result in $6000 worth of tariff fees (Werthmann, 2018) 

The Aerospace industry has grown more than 20 percent in the past five years. This growth is 

due to the affiliation with NAFTA, as well as the Maquiladora manufacturing system in place in 

Mexico, which gives businesses more control over very expensive aerospace manufacturing 

parts. Mexico is the 5th largest medical device exporter in the world, and subsequently the 

leading supplier of medical supplies to the US. This sector seeing 12% year over year growth for 

the last 5 years (Werthmann, 2018) These industries have showed the most promise and growth 

in the country as a whole and could be a wise area of investment if desired to capitalize on these 

trends. In Sonora specifically, mining, aerospace and metallurgy are the largest industries behind 

automotive and agricultural. When looking to invest in Sonora, there is high competition, fueling 

a robust economy and facilitating a diversified investment portfolio across several healthy 

industry sectors. A diversified portfolio is advisable as agricultural efforts, although very robust, 

can seasonally fluctuate, therefore also investing in a stable supply industry such as mining can 

provide stability. 

 

 Cultural Considerations 

 There are several cultural considerations that have to be taken into account when looking to do 

business in Mexico, whether you are investing or physically working in the company it is 

important to understand the cultural and social business practices of the Mexican people. When 
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doing business in Mexico having the numbers align, a perfectly executed sales pitch and business 

wits is not enough to secure the deal. Mexican business places a large emphasis on relationships 

and likes to know the people they do business with on a personal level (Doing Business in 

Mexico: Understanding Mexican Business Culture & Etiquette, 2018). As many of the workforce 

in Sonora speak English this cultural expectation becomes less daunting. However, it is 

customary and polite, another important pillar of Mexican business culture, to learn elementary 

language and phrases, i.e. “gracias”, “de nada”, etc (Doing Business in Mexico: Understanding 

Mexican Business Culture & Etiquette, 2018). This can result in slower conversion of business 

as relationships are put at the emphasis rather than solely efficiency. There is an importance of 

respecting elders, thereby in which using “usted” rather than “tu” when addressing someone of 

superiority or of older age. This respectful behavior also applies to titles, and it is expected that 

you address someone by their title (Doing Business in Mexico: Understanding Mexican Business 

Culture & Etiquette, 2018). Along the same theme, hierarchy in Mexican business is important in 

that an executive anticipate a meeting to be with that of another executive or higher tiered 

employee of the company. Respect is also manifested in the body language you present, Mexican 

people tend to stand much closer to one another, all the while maintaining consistent eye contact. 

Failure to do so may result in the appearance of untrustworthiness, or impoliteness, two 

necessary things to cater a successful business relationship in Mexico (Barrios, 2018).  

  

Mexican business people are often late, as there is a cultural emphasis on personal life. Given 

this cultural emphasis on personal life, it is customary to start a meeting with talk about the wife, 

kids, and other family members before discussing business matters. In the meeting setting 
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emotions are not suppressed, and often times discussions can get heated. This is seen as 

emotionally engaging and passion instead of unprofessional, as it would appear in the US 

(Mexican Business Culture, 2016). These meetings tend to be lengthy, over lunch or dinner, with 

the presence of food and alcohol. It can be considered rude not to partake in these vices during 

the meeting, as you may come off cold and non-personable upon refusal. Business meetings are 

also anticipated to be face-to-face, as over the phone communications inhibits the ability to cater 

and grow a relationship. 

  

As Mexican business communication can be considered a relatively indirect form of 

communication, Sonora and northern Mexico tends to deal in more direct language, however it is 

still important to mind all the above cultural cues. When communicating in a written format, the 

emphasis on personalization remains, a formal business letter will seem uncaring, instead an 

initial paragraph on personal life inquiry is not only appreciated but anticipated (Mexican 

Business Culture, 2016). Due to Mexico’s rocky history it is common for Mexican people to see 

themselves as a victim, which play a role in their communication (Mexican Business Culture, 

2016). When doing business in Mexico, it is essential for foreign business people to understand 

the cultural differences of Mexican business culture when compared to contemporary western 

business culture. It is advisable to learn some Spanish, understand the hierarchy of people you 

may speak with, and become comfortable with emotional, long, and personal business 

conversations as this is the way to facilitate a strong business relationship in Mexico. 
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Conclusion and Final Recommendations 

Mexico is a land of business opportunity, from it proximity to the US, to its emphasis on free 

trade it is a great place to facilitate business and investment. All the while it is important to 

understand the political restrictions on levels of ownership on specific industry endeavors. 

Understanding the presence of corruption as a plaguing issue in Mexico is very important, 

however being mindful is different than being skeptical. Cover your bases, but don’t run in fear 

of the corruption, if you build enough of a foundation on the business relationship transparency 

should be present. Business relationships need to be personal in order for them to maintain, 

understanding this and subscribing to this business practice is vital. Just as vital is understanding 

other cultural cues, such as hierarchy in business. When looking for investments in Sonora, turn 

to the automotive, aerospace, or medical device manufacturing first, as they show the most 

growth. However, the fishing industry and other agriculture is a very promising area of business 

as well. As mentioned throughout the report diversifying your portfolio is advisable, however, 

looking for the right business partner that will cater the best relationship is of utmost importance 

for your investment success and safety when investing in Mexico.  
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Justin Dutram Presentation Report 

This past Thursday, the ENTR 420L class got the opportunity to listen to a presentation given by 

U of A’s own Justin Dutram. He holds the title of Senior Director for Mexico Initiatives at the U 

of A, working since 2011. More importantly Mr. Dutram is one of the best connected business 

people in Sonora, Mexico, which in turn makes him a huge asset to the U of A. This report will 

summarize his presentation with respective sections on the background of his career and the 

dealings we have with Mexico, what his office does, and how to conduct business in Mexico. 

 

Background 

As mentioned previously, Mr. Dutram is one of the best connected business men in Sonora, 

Mexico, that being said, it goes without saying he works very close with Mexico’s federal 

government. He also works with a business partner in Mexico City, that may just be one of the 

best connected men in Mexico, a huge deal. This becomes incredibly important seeing that 

Mexico is the world’s 15th largest economy, with a population of over 120 million people. Not 

only does he work closely with the government on our behalf, but with many other university’s 

as well. UNAM in Mexico City, is a main partner of our university according to Mr. Dutram, 

which is no small feat as UNAM enrolls over 300,000 students at a given time. We also partner 

heavily with Tec Del Monterrey, which further excites me to visit later this month. 

  

When asked “Why Mexico?”, in regards to partnerships, Mr. Dutram gave several convincing 

reasons. The first reason being the Mexico is Arizona’s #1 trading partner, an average of $20 

billion worth of trade a year, putting its value at a million dollars a minute. This then disproves 
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the misconception of the type of business seeping over the border, as there is more legitimate 

commerce between the two countries than there is illicit business. Another reason he gave was 

due to the expansive agricultural business in Mexico. He further explained that during the winter 

months, most if not all of our fruit and veggies come from Mexico, which is depicted in Nogales 

in where there are warehouses on warehouses full of fruits and veggies. This putting the produce 

industry very close to us, especially from Tucson. Mr. Dutram went on to explain the geography 

similarities Arizona shares with Mexico, especially Sonora, and how if one region sees climate 

change the other will too. This becomes especially important in regards to water issues as 

Mexico has agreed not to claim their portion of the Colorado River, keeping our reservoirs full. 

This is a practice that is dire to our water availability and is worth a partnership. There is also 

astronomy reasons we partner with Mexico as many of the mirrors we make in the mirror lab 

here at the U of A are utilized for the national telescope in Mexico. Our college of Public Health 

as works closely with Mexico as we have been trying to prevent and treat Zika. Mr. Dutram 

revealed Public Health is not the only college working with Mexico, in fact every college at the 

U of A has serious engagement with Mexico. 

  

His Office 

When first talking about his own office, Mr. Dutram posed a question, “Where can the U of A fit 

in a large development project [in Mexico]”. That is the question that his office tries to answer 

and works towards a solution. After hearing his presentation, they have answered that question 

with more than one solution/project. One being work on Vector space rockets, as there are 

constraints on where exactly you can launch a rocket of that magnitude, there are seldom areas 
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this is possible. However, one of those areas is just outside San Carlos, which if implemented 

would bring lots of business and engineers to Tucson. His office also makes sure that when 

doing business in Mexico, Mr. Dutram is accompanied by the right individuals. For example, if 

he is meeting with the Governor of Sonora about a solar panel project, he will have the lead solar 

panel faculty accompany him on the trip, to pay respect and ensure knowledgeable business is 

being conducted. His office also helps cater the relationship between the Mineral Resources 

college and Mexican mining companies working on the project of responsible mining, as much 

resources are needed for mining. This becomes a large deal for the U of A given that Sonora is 

Mexico’s #1 state in mining production. Mr. Dutram also went on the explain how his office is 

involved in precision agriculture, as they have a project going in Mexico City. His office 

provides many diverse and significant opportunities for the U of A, and asset not to overlook. 

 

How to Conduct Business in Mexico 

Mr. Dutram started this conversation by emphasizing the importance to overcome stereotypes 

and misconceptions one may have about Mexico. The ‘El Chapo’ narrative is “hollywoodized” 

and seemingly more prevalent than it actually is. There are some drugs and violence but that is 

true of any city, that being said, normal life is far more prevalent in Mexico. Not only this but, 

there is very high levels of engineering going on in Mexico, that with high levels of automation 

very modern and sophisticated processes and industries. Mr. Dutram went on to explain that 

Hermosillo is a lot like Tucson, similar in population and landscape, he also mentioned the high 

prevalence of micro-breweries. When it comes to conducting business close relationships are 

very important, rather necessary, to make big deals and strong partnerships. Mexican business 
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people want to know things about you and your family, they want to know you personally, and 

you should want to know them personally as well. According to Mr. Dutram even a large 

multinational Mexican company like Bimbo, still places large amount of importance on family 

ties, and as a result business is to be conducted around family. Due to this need of a close 

relationship, deals don’t come quickly as it takes time to build trust, so small deals are to be 

expected before a deal of scale. Given Mr. Dutram’s level of involvement in Sonora and the 

amount of connections he has made it is very impressive how long he has been working at the 

relationships he has. When it comes to business communication, forget about email, it is very 

very likely you will not get your emails answered in Mexico. Rather, business is conducted on 

WhatsApp or by phone. Mr. Dutram mentioned that Mexicans are more verbally orientated so 

phone calls are more effect means of doing business. When it comes to business culture and 

trends, there are a lot of startups in Mexico, especially in IT as engineering and programming 

costs are lower in Mexico. Also according to Mr. Dutram, digital marketing is very advanced in 

Mexico, more so than the US. As expected the ability to speak Spanish will help very much so 

when conducting business in Mexico, however and reassuringly so, Spanish speakers tend to be 

encouraging when you try to speak Spanish even if its broken, any Spanish is better Spanish. 

This willingness to encourage plays into the personal relationship narrative, Mexican people are 

patient and understanding. As we are attending a Carne Asada in Mexico, Mr. Dutram advised us 

to never show up to a hosting event empty handed, as these events are costly. Unfortunately, we 

ran out of time on Thursday, so these were the only insights Mr. Dutram shared with the class. 

  

 
 

42 



 

After Mr. Dutram’s presentation on Thursday, the lasting impression of just how important our 

relationship with Mexico is stuck with me. Mr. Dutram is a phenomenal asset for our University 

to have, let alone his knowledge but also his connections make our school just that much better. 

It is very interesting to hear how business is and can be conducted in Mexico, and makes me 

excited to learn more in the class as well as in person when we visit, I am also now very excited 

for the Carne Asada.  
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Consul General Virginia Staab Talk 

 

This past Thursday, the class got the privilege to listen to a presentation as well as have a 

conversation with one of America's diplomats. That diplomat being Virginia Staab, the Consul 

General for the US Consulate in Nogales, Mexico. Over the hour we had with Mrs. Staab she 

talked about the function of the consulate, her work history, the current projects her and the 

consulate are working on along with the state of Sonora in various aspects, then allotted time for 

some of our questions to be answered. In this report I will summarize what Mrs. Staab mentioned 

during the presentation. 

  

Function of the Her Position and the Consulate 

Mrs. Staab started out the presentation mentioning that her and her team work at the pleasure of 

the president, not any specific president, meaning has worked for both Obama and Trump, 

irrespective of political platform.  She mentioned her and her team works for the department of 

state, this is the maximum authority of the US in every other country, in which the President 

identifies diplomats as ambassadors for the US Consulates which operation as the lead authority. 

These ambassadors are chosen from a pool of big donors to the President’s campaign, or career 

diplomats. When the ambassador position of a country’s consulate is filled, they are the supreme 

US authority in that country reporting to the President and the Secretary of State.  There happens 

to be 9 consulates in Mexico currently, all with their respective ambassadors. In Mrs. Staab’s 

Consulate there is no ambassador at the moment, in which case the role and authority of the 

position falls on her. The Mexican-US Border is 1200 miles long, Mrs. Staab and her team are 
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responsible for roughly 440 miles of it. With that jurisdiction they look at developing trade, 

improving security, working on exchange programs, moving women entrepreneurs down to 

Sonora, and much much more. The Consulate’s funds are given by Congress to develop 

programs, develop relationships, which for the most part are economic in nature, but are also 

known to emphasize the betterment of education and culture. 

  

Work History 

Mrs. Staab went to Stanford Law School where she then took her degree and worked in the 

private sector for some time. At one point holding the title of Marketing Director for an 

International Corporate Law firm. However, her private sector life ended when she joined 

department of state after 9/11 due to a revelation. This revelation being, when 9/11 happened, 

she was in Philippines, all the flights back were canceled that day, so it took 3 days to get a flight 

out. However, all the flights were into Canada, not the US. So, she walked across the border 

from Canada into the US, this pilgrimage of sorts had a impact on how she viewed the world, 

saying “we need to build bridges not tear them down”. She also said “we can have differences, 

but respect each others opinions”, she felt like something needed to change across borders, so 

she then took the foreign services exam and the rest was history. Her first post was in Bogotá, 

Colombia, where she held the position of Ambassador Staff Aid. From Colombia she moved to 

London where she interviewed terrorists in efforts to try and get more information. So, she lived 

the James Bond lifestyle for a while, then moved to DC to be a spokesperson for western 

hemisphere affairs, where she went down to Haiti after the Haitian earthquake. There, she was 

the US spokesperson for Haiti and Haitian aid. Then she moved to the Portugal to conduct duties 
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as a public affairs officer. After this she moved to Guatemala where she held the title of Director 

of International Narcotics and Law Enforcement Affair Section. Then she moved to her current 

position she holds today. An amazing career path to say the least! 

  

Current Projects and The Current State of Sonora 

Mrs. Staab prefaced this subject with a very important lesson: “You need to understand 

culture/language and where things come from to promote your goals in international country”. 

She then when on to detail that the number one priority of her and her consulate is to protect 

American citizens and interests. For example, an American business is treated fairly under the 

law (of Mexico), as discrimination towards Americans can be prevalent. She mentioned and 

example of this discrimination as many of the houses in Rocky Point are being expropriated, as a 

statute mentions Americans can’t own property in their own name by the boarder or by a body of 

water. However, Americans bought land under a trust, as the Mexican government had not acted 

upon it until recently. Mrs. Staab mentioned that a big initiative of the consulate is security of the 

area and improving security between the two countries, which includes securing and facilitating 

trade. She mentioned that one million people cross the border everyday, which is an important 

demonstration of commerce that needs to continue, but can provide for a security challenge. Due 

to the volume of this commerce the US states are competing for that commerce to come across 

the border with its goods, cattle, etc. Different laws regulate what can flow between borders and 

more importantly clarify the understanding of the ethical interests in working with international 

countries. 
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A current project of Mrs. Staabs is the dealings with a checkpoint that was established going 

northbound to stop war of drugs, the checkpoint is entitled “Catanabe” I am unsure if that is the 

actual name, however this is my best attempt at spelling (I tired to look it up online, but could 

not find it, so for the purpose of this report I will be referencing to that checkpoint as such). Due 

to the checkpoints location in the Sonoran desert it is succumb to extreme heat, so much so it is 

an estimate of 50000 pigs die a year at the checkpoint because of the traffic. This checkpoint is 

where the legal commerce and the contraband get mixed in, because of this traffic stops are 

consistent and can take up to an hour a truck, holding up the border. It is in USA's best interest to 

do this for a north facing border, however, Mexico has a vested interest in a south facing border 

as they want to stop the weapons and the money flowing through the border from the US into 

Mexico. Due to the traffic and the clear benefit for the US a second checkpoint has been 

established in another town. According to Mrs. Staab, this checkpoint formation was due to 

political reasons, if delays in the commerce route, then truckers in Mexico pick the fastest route. 

This fastest route happens to be own by the State’s senator, as revealed by Mrs. Staab the PRI 

and PAN political parties don’t go quietly to get benefit and payment for others to travel through 

the faster route.  Although not well known, the Senator of the state owns this checkpoint, and he 

is under a concessionaire, someone that takes responsibility, but isn’t the primary owner, which 

is legal practice in Mexico. Competition dictates where the checkpoint is, so the goal of Mrs. 

Staab and her consulate is to move Catanabe (the checkpoint) to the other side by this other 

checkpoint, to work within the legal Mexican framework, make the price cheaper, which is in the 

US best interest, and eliminate the other checkpoint. She wants to streamline this by using the 

best technology, to decrease the limitations, as they never have enough people on the border, 
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ailing this by bringing in non intrusive inspection technology where the truck doesn’t have to 

stop. This technology will X-ray trucks, and only anomalous trucks get stopped, better for 

security protecting our nation, and streamline the commerce, all the while decreasing the amount 

of contraband coming across our borders. 

  

Mrs. Staab and her consulate team also want to build up the capacity of entrepreneurs in Mexico, 

especially Sonora. She mentioned that on our trip, we will see the hub of Sonora, and what the 

new president’s presence has done for the area. He has created tax benefits for the border region, 

which in the past this Sonora has been neglected in this regard and any expansion of these areas 

before is due to US business. Now this is changing due to these tax benefits. The President also 

wants to raise the wage for the product facility workers, parity for price of gas, and provide 

incentives for investments. An unintended consequence of the previous way of business was 

creating a schism between northern and state government, as Northern Mexico doesn’t feel 

supported by the state government, now with the new Morena party in the mix under the 

guidance of the new president, all the mayors are looking for Mexico City for help and 

assistance. Not only this but now senators of all states of Mexico are looking for business 

opportunities and investments in the north due to these tax benefits. This is huge for Sonora, and 

will only continue the trend that Nogales, Arizona, has not kept pace with the south of the border 

on the Mexico side. An example of this is all of the 1.5 horsepower engines in US are from 

Sonora. 

Questions 
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When our class asked Mrs. Staab about how Trump’s wall plan affects her day to day business, 

and how it would affect her business if it were build she had some very interesting insights. The 

first being the saying: seconds to minutes, minutes to hours and hours to days. Meaning if the 

wall is in place it now doesn’t take seconds to cross, but minutes. People will still cross! 

Crossing at secluded parts of the border isn’t that main issue, according to Mrs. Staab, 95% of 

contraband crosses at our ports of entries, they are crossing at places that already have walls. Not 

only this but there is a lot of tunnels in Nogales some of which originally made for runoffs, the 

tunnels are also used to sneak contraband, and there are even people on the US to actively trying 

to help contraband to come in via these methods. South of San Luis there are tunnels that 

funneled to an abandoned KFC, there is an area in tribal lands, where nothing lay but a cattle 

fence, but if people are crossing it’s hard to get to. It is no easy feat however as crossers run the 

risk of dying of thirst, or fronting the brutal winters. She shared the unfortunate reality that a lot 

of Americans don’t understand the border very much at all and think this wall is a end all be all 

solution. Due to this, she believes her job poses an opportunity to inform the public about the 

border reality. However, if it is eventually built she did mention there will have huge outcry in 

Mexico. 

It was absolutely fascinating to hear Mrs. Staab speak with the class this past Thursday, it felt 

like an honor just to be in that room. Hearing from someone of that political caliber in a position 

that facilitates billions of dollars of commerce, trade, and relations, was a real pleasure. 

Anywhere from her previous work history, to her current initiatives I couldn’t help myself but be 

impressed and inspired to spark change like she as in my life. What an impressive individual, and 

an even more impressive patriot.  
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Negotiating International Deals - Laura Provencher  

  

This past Thursday as a class, we got the opportunity to listen to a travel presentation from Laura 

Provencher, a U of A Risk Assessment Official. She wanted to spread knowledge and insight 

when traveling abroad, as well as resources we could use to be more informed/secure. 

  

Lodging 

When it comes to lodging, it is always a smart idea to put all your important belongings that 

could attract criminal behavior in the safe. This is not limited to your passport, however there is 

someone in the hotel that can always get in the safe, so be wary of this. As obvious as it may 

seem, always lock your door. It is advisable to check the fire escape as well as know your 

destination and what neighborhoods to avoid. Also for health reasons, don’t drink the tap water. 

Identify Your Vulnerabilities 

Be wary of people stealing out the back of your pocket, so keep valuables in the front. It is also 

important to know what could make you a target, for example, don’t text on your phone when 

walking because it signals you aren’t paying attention. Also it is always important to bring health 

conditions aware to university and the instructor, they can’t prevent you from traveling, and this 

way people are informed. 

Frequent travelers 

Although seemingly knowledgeable and trustworthy, be cautioned that frequent travelers are 

often too comfortable, and that’s when things go wrong. 

Medical Considerations 
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Always know your medical risk factors, the CDC and WHO travelers’ health resources can help 

determine if health issues would be an issue. Always get the proper Immunizations and purchase 

travelers health Insurance. In terms of bringing medication ensure you have generic names 

translated, they are legal, in the original containers, and you have extra medication. 

Plans 

Know where the emergency exits are, as you need to be prepared, have multiple plans and know 

your resources. If the worst happens and you are sexually assaulted there are resources for you. 

Money 

If using credit card, call the company, to let them know you are traveling. It is a good idea to 

have cash on you as well, but that being said don’t keep all the cash in one place, especially not 

your back pocket. 

Checklist 

Our travel checklist consists of eight items: know the emergency number 5203079576, register in 

STEP at  https://step.state.gov/, bring  your medicine, bring your passport, bring your computer, 

have a packing list, be insured, and be informed. Always be aware. 
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Business Innovation/Entrepreneurship Opportunities in Sonora, Mexico 

Last month in late February myself and the class traveled across the border, into 

Sonora, and arrived in Hermosillo. The purpose of this trip was to help us as students to better 

understand not only the business culture of Mexico, but the culture of Mexico in general. As we 

learned on the trip, and will be further discussed later in this report, understanding this culture 

is key to cultivating business with our border sharing partners. The class got the opportunity to 

visit many locations in Mexico many of which added a new and different understanding to 

Mexican culture and business in Mexico. In this report, I will be detailing each of these locations 

and what exactly were the main business and cultural takeaways from the visit to that specific 

site. This report will then come to a close with how, given what I’ve learned, business 

opportunities in Mexico apply to my team’s New Venture innovation, $plit. 

  

 On the 21st of last month, myself and my classmates set route for Hermosillo, 

Mexico. We traveled via bus line, meaning we were going to drive across the border in-between 

the United States and Mexico. This was a first for me. Even though I am an Arizona native, I had 

never driven past or for that matter even been to the border. This was an eye-opening experience 

for me, not only due to the fact that there is charged politics around the U.S. Mexico border, but 

because of its size and scale. It soon became clear to me that if one wants to do business in 

Mexico it is very important to understand what lies in-between the two countries not only 

politically but visually. It becomes important to understand this as there is much exaggeration in 

the media and public space about what the boarder truly is. The border falls victim to accusations 

of being a place of drug trafficking, and illegal immigration, however, if those individuals who 
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subscribe to that ideal went to visit the border, their opinions would change. It takes but a second 

to realize the border is a place of legitimate transport of commerce, and individuals that 

facilitates business and economic prosperity for both countries. A legitimate port of entry and 

exit, that according to an early speaker Justin Dutram, facilitates 1 million dollars of commerce 

every minute. However, not only commerce but the President of the Tucson Chamber of 

Commerce stated that Mexican citizens spend over a billion dollars a year in Tucson alone 

(Flakus, 2016).  As I mentioned above, being able to see this border and visualize the legitimacy 

of it, will allow me in the future to feel no hesitation to facilitate business over that port of 

exit/entry and continue to push the idea of expansion of my business or other across country 

lines. 

 As we continued on our journey passed the border onto Hermosillo, we passed 

through Nogales, Mexico, which exceeded my expectations. I say this for a couple reasons, one 

being how overwhelmingly industrial Sonora was. The number of factories, storage facilities and 

infrastructure took me a back. Out the car window I saw manufacturing plants and industrial 

expansion as far as the eye could see. There were supermarkets bigger than any Costco in 

Tucson, and not to forget, the biggest IHOP I had ever seen. This city was built around 

production/manufacturing as there are many Maquiladoras in Nogales. These are “twin plant” 

manufacturing programs that were typically US owned, where the production and or 

manufacturing in housed in Nogales. This is due to the fact that the U.S. can important these 

component materials duty-free (Nogales Country Economic Development Foundation, 2019). 

This kind of relationship allows me as a potential entrepreneur to really think of Nogales as a 

legitimate option for manufacturing as the border and the agreement amongst both the nations 
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have facilitated an easy and duty-free means of doing so. Nogales, like I mentioned prior, is built 

for manufacturing/freight, even the roads are constructed in such a way that enables this way of 

life. The U-Turns come from the right most lanes in order to allow those trucks with wide loads, 

likely transporting goods/materials, to easily maneuver through the city. Large manufacturing 

plants, and production means of Nogales opened my eyes to the true potential Sonora, Mexico 

has to offer, and this was even before we arrive to our destination. 

 

 Late in the afternoon, early evening, we arrived in Hermosillo. My initial 

impression of city was that is was a lot like Tucson. The topography looked the same, and so did 

the general lay out of the city. Given that we shared almost identical geographical location this 

wasn’t a surprise, but pleasantly welcomed. A little later one we then went to a steakhouse in 

Hermosillo which was our first introduction to our Hosts and some of the Students from the Tec 

Del Monterrey. Now given the presentations we had in class prior to coming to Mexico, there 

was indication that the Mexican people are very friendly and are relationship based. This lesson 

didn’t really manifest until that dinner. The students from Tec Del Monterrey were overly nice, 

and genuinely interested in our lives. I had conversations with some students that night that were 

deeper and more substantial than those I have with some of my close friends back home. I felt no 

judgement, just curiosity. After a great dinner, and stimulating conversation, two of the students I 

got to know over the course of the dinner offered to take me home, in order to save me Uber fee. 

However, this was not unique to just this group of students, it was common practice from each 

student and host that went to dinner, making sure each of us had a right to save us a few dollars. 

This kind of hospitality after a mere two hours of conversation and a meal, was very humbling. It 
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not only reinforced this idea that the Mexican people are extremely generous and relationship 

based, but made me challenge the way American culture tends to be. Although I find Americans 

can be very generous, we are also far more business-driven and cold. I don’t feel we would’ve 

felt the same warmth and welcome from students from an American university. This dinner was 

a great start to the trip and a great impression of hospitality and the importance of relationships, 

that would only grow as the trip went on. 

  

 The next day we visited Tec Del Monterrey, and got the privilege to listen to a 

panel of Mexican entrepreneurs, industry professionals, and business development staff of the 

University. Through a series of Q and A myself as well as my classmates were able to learn more 

about the business culture in Hermosillo, and Sonora in general that gave greater understanding 

to the implication of cross-border business. One of the main takeaways from the panel was the 

fact that industry in Sonora is very focused on technologies at the moment, and not only focused 

on this industry, but exceling. One of the main components of this technological boom in Sonora 

is all the software development that goes on to cater towards a multitude of industry and project 

initiatives. This technology and software is so cutting edge there is a rise in the demand for 

patents. One of the panelists was referred to, I believe, as the “Patent King of Sonora”. He 

mentioned the ongoing work he and his team have been putting in to secure patents for Mexican 

technologies and innovations to encourage entrepreneurs to start a venture without the worry of 

their intellectual prosperity being stolen. He did, however, mention that the patents in Sonora 

currently only run 10 years instead of the 20 years that is guaranteed by the US patent office. 

However, he believes this will change and is working tirelessly to be that change in order to 
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facilitate more business into Hermosillo, and Sonora in general. One really interesting element of 

the new venture business climate in Hermosillo is the fact that it tends to be very difficult to find 

funding for new venture start-ups, however, this is slowly changing, as there are some angel 

investors in town, the startup culture hasn’t totally penetrated the market. Even though this is the 

case the panelist reassured us that is will be soon, as production cost are very low in Hermosillo 

and entrepreneurial spirit is high. Another panelist I found to be very interested was one that was 

very experience in Marketing and how to market to the Mexican people. After hearing him give 

insights on to how liquor was recently allowed to be sold in convenience stores and how that 

changed in accordance to Mexican consumers, I was very intrigued to learn more insight from 

him. After the panel I asked him what advice he would give an American to reach the Mexican 

consumer. He then told me three main things: 1. Understand Hispanic culture and the regional 

differences of it, 2. In advertising Include that Hispanic culture, especially online ads, and 3. 

Know the difference between Hispanic and Latino. He went on to share how important all these 

factors were. Although I anticipated needing an understanding of the culture to reach the 

Mexican consumer, I didn’t necessarily think to consider the regional difference and how that 

can impact culture and messaging. Once the panel concluded several teams got the opportunity 

to pitch their new venture idea, I was not one of them, but it was fascinating hearing the panelists 

insights on our products and how they may work in the Mexican market. This visit not only shed 

light onto what life is like as a student at the Tec Del Monterrey, but the business climate of 

Hermosillo and Sonora, Mexico as a whole. 
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 Our next visit, which happened to be on the same day we went to Tec Del 

Monterrey, was to the only local coffee company that successful beat out Starbucks, once 

Starbucks was introduced to the market. That company being Caffenio. As a class we got the 

privilege to take a tour of the only Caffenio production facility. On the tour of the storage, 

roasting, production facilities I was able to gain insight into what it means to have an operation 

that fuels over 25,000 OXXO’s a day! Not to mention the other personal stores they have. We 

were taken through the process of raw material storage and the Oaxacan origins of the raw coffee 

beans, to the roasting process, which determines the flavor based on heat and roast time. We then 

saw the packaging area, as well as the creation of their powdered substances and storage of raw 

material for said substance. After the tour of the facility we were lucky enough to hear a 

presentation for the Caffenio team about the mission of Caffenio, the production, size, scale and 

marketing initiatives. One main and important take away I gained from what makes Caffenio, 

Caffenio is the fact that it is 100% Mexican sourced and produced. The Mexican people are 

proud of their culture and I think Caffenio does a great job capitalizing on this and enhancing it. 

The presentation also went over the many approaches to their store fronts, from a lounge focused 

Caffenio to one that is grab and go. One consumer trend that the presentation made me aware of, 

and one that Caffenio does a great job on capturing is the trend that consumers want their coffee 

fast and on the go. This is being cater towards as Caffenio promises you will have your coffee in 

3 minutes or less. This kind of quick service can keep the consumer coming back and making it a 

part of their routine. Caffenio also heavily relies on their mobile application in which consumers 

can order and pay ahead of time therefore speeding up the process. This is on trend with the 

increase in mobile commerce and application usership of the Mexican people. Another trend this 
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presentation alluded to was the loyalty of the Mexican people, this being proven by the fact that 

many of the customers are members of their loyalty program. After the insightful presentation, 

we headed over to Caffenio’s innovation lab where we were able to try the product and learn 

about what is new for Caffenio. Not only was the coffee great, but the technological/software 

advancement trend the panelist mentioned was really exemplified. One of the innovation lab 

employees told us all about the new technologies they have in their OXXO locations, that being 

over 25,000. This technology enabling Caffenio to monitor the freshness of their coffee in the 

OXXO stores and prompting the store clerk to change the coffee every four hours to ensure that 

the Caffenio product is one that is consistent and fresh. Caffenio was not only delicious but 

impressive as they have beat out Starbucks using their intelligence of the Mexican culture, so 

much so to be able to serve 25,000 OXXO’s and maintain hundreds of their own stores. 

  

 After another dinner where we received the same hospitality as the first night, the 

next day we headed down to San Carlos. One the way we stopped at Tetakawi business park to 

learn about aerospace engineering and manufacturing in Sonora. Large companies such as 

Royals Royce were housed there. It was another instance that exemplified the opportunity that 

Sonora proves when it comes to manufacturing and the facilitation of business. Once we arrived 

to San Carlos, we went to an amazing seafood restaurant and then we were able to see the sights 

of beautiful San Carlos and participate in a leadership activity prepared by the students at Tec 

Del Monterrey. This leadership activity reinforced the importance of teamwork, and its presence 

it has in Mexican culture and business. After this activity we headed to a student’s house for a 

Carne Asada. Here we were able to have some quality time with Tec Del Monterrey students and 
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get to observe and participate in the cultural tradition that is a Carne Asada. I personally was able 

to get close with two students where in which we shared insights on our different cultures and 

shared interests in things we like to do. I was taught some of the language by these students and 

in return I shared some of the nuances of American culture, their English was already too good, I 

didn’t need to teach them. We danced, sung, talked, and ate great food. Although very fun, 

taking a step back this evening really reinforced the notion that relationships in the Mexican 

culture really matter. All of us were in a stranger’s home, eating food they paid for out of pocket, 

and of which they refused to eat until we were stuffed coming back for thirds. This kind of 

hospitality opened my eyes and made me not only appreciate the Mexican culture but motivated 

to do business with people with such warm hearts. As business can be cold in the US it was 

extremely refreshing to be around a culture that values family over business, the way it should 

be, the way I want to live my life and run my business. 

  

 After the Carne Asada, the next day we got a tour of the water on a boat and then 

headed back to Hermosillo. To visit one of the panelists ventures’, AgroPro. This startup was 

located in the cultural hub of Hermosillo, which was a beautiful setting to learn what it means to 

be a startup in Sonora. Here we learned once again how technology holds a presence in the 

Sonoran business, as AgroPro uses drone imagining to monitor crop health. Beyond the 

explanation of the idea, it was explained how much tenacity is needed for any startup, and how 

even though you may have a good idea you may not be in the right market. The lesson there was 

not to give up, or if you find yourself coming to dead end, try again. Also, we learned as a class 

how important it is to have the right people surrounding you in terms of motivation, 
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qualification, and ability to collaborate with the team. Given that AgroPro is a small team of 6 

people it is essential everyone pulls their own weight and works together to get the job done. 

This size team is common in the startup space and this lesson on selectively choosing the people 

who join you team is a crucial one. 

  

 After our visit to AgroPro we went to one final dinner and was off to return home 

the next day. In the context of my new venture program, this trip to Mexico gave me a lot of 

insight onto how to market and cater the company to a Mexican consumer base. My team’s 

venture involves a mobile application payment system at restaurants that helps your pay your bill 

and or spilt your tab with a click of a button. We also prompt the user to tip and rate their 

experience. Our Venture, $plit, seems to fit into the trend of mobile commerce that is currently 

present in the Mexican market, as seen by Caffenio’s efforts in the mobile space. Also, after 

talking to a panelist on how important it is to understand the culture and cater your product 

towards a Mexican consumer, there are a few changes we would make if we wanted to launch in 

Mexico. If we were to launch in Mexico, we would include the spilt tab feature, but not promote 

it as much as we do in the US. In Mexico, splitting a tab wouldn’t be our UVP as observed at 

restaurants while I was in Mexico, it is customary for one person to get the tab. This then making 

this part of our innovation obsolete. If we were launching in Mexico, we would also ensure that 

the $plit app does not detract from the personality of restaurants and the character of their 

people. In the US, consumers want to be in an out, they want their bill fast and want to leave. In 

Mexico, however, it’s different. Eating is a social experience, where you most likely know the 

owner of the restaurant and the waitstaff, and therefore don’t want to cut the experience short. 
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All of these changes to our venture are crucial if we were to be successful in Mexico, and I don’t 

believe I would have these insights if I hadn’t had gone on this trip and experience them first 

hand. Our class’s trip Mexico was eye-opening in many regards. I was able to learn about 

business culture through real entrepreneurs and successful business fold, learn the culture by 

making connections with the locals and the students at Tec Del Monterrey, and learn how 

important it is to move across borders and learn about other opportunities. You never know, an 

Idea may not work in the US market but it would in the Mexican Market, it is just up to you to 

understand the culture and differences to make it happen. This trip has made me excited and 

eager to pursue business across the border now and in the future. I would like to finish this report 

by thanking the McGuire Program for making this trip happen, for everyone that was involved, 

thank you, you allowed myself and my classmates to have a truly transformative cultural 

experience. 
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