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1. EXECUTIVE SUMMARY

Business Description:

NashFarm will offeran event center arfdmily style
restauranin a unique settindpighlighting fresh, dcal, 8
quality farm productsin a renovated farm house in the
Spring Hope communityNash CountyThe operation |
will offer a venue for weddings, petting zoo,and | g
event servicesThe house has been a fixture in thege
community sincethe 1950s and the total poject will
include someeightacres of landThe farm will utilize
the land onthe property to grow and raise many Q
restaurantmenw sngredients. Those ingredients ng@
grown on the property will be purchased locally fro
the many farmers and gardenstire community. The
AFarm to Tabl ed concept has imsectard obtheerestaurantt o o n
i ndust rChefs Piedice Tofi Restaurant Menu Trends for 2016s ur v e Matiobay t h e
Restaurant Associatisummarizes the trend lifcd sourcingtrends(appendix).

Ms. Nashwi | | al so take advantoacgm Thisfthemhehhas pfovea mi | vy
successful by many nationethains such as The Cracker Barrel as well as state of North Carolina
establishments such #dse Boone Inn andRestaurantShatley Springs in Crumpler, N@nd

Mi kes Farm in Beaulavill e, NC é about 100 mi!l

TheNashFarm event center will concentrate on the wedding industry. The wedding industry is a
$57 billion dollar industry with the avage wedding costing about $26,000. Wedding veiues
the stateent between $2,300 and $5,901h food and other services at additional fees

Operationablansalsoincludeproduce saleand a gift shopn phase onand plans phasetwo

of the operatiorthat will includeagritourism and awvinery. Other seasonal promotions will be
included.

Marketing Strateqy and Competitive Advantages:

The Nash Family Farmrestauranwill capitalize on
the Farm to Tablérend in its marketing efforts. Th
additiona theme offamily dining, a casual concep
popular today with families and seniors, will also bef
primary theme in advertising. Seasonal promotio
will be included in the marketing plan.

The Spring Hope community business profiles
indicate support ofamiliar restauranfranchises and |\
independent operationsin addition, the larger



metropolitan area of Wake County is within driving distance. Restaulaat indicates that
consumers will drive to a destination restaurant that is unique within the miaet p

The NashFarm Event Centeaind Restaurant
will be one of a kind in the Nash Count
area. The center will have both a bride a
groom suite with an outdoor and indoa
venue. The wedding industry has beé
shown to be resilient to the same marks
forces that affect other industries and dat
from the National Association of Catering
Executives reported that during the lag
recession, revenue generated in the indus
did not substantially decrease.

pn ¥ +

According to theWedding Reporti the
average weddingn the Rocky Mount area f®
was $29,119 in 2016. The bridal Association
of America reports that 47% of all 2012,
weddings were held outside of a church, 35%
of those were held outdoors. :

There is only one other on farm wedding venue in Nash County but weawé! theonly on

farm wedding venue with a price range of $4,000 to $6,000. The closest similar venue is Rose
Hill Plantation with a price range significantly high at $9,000 to $24,000 per eResé Hill
Plantation had reported revenue of over $2,800,Bl@Wever operations at Rose Hill include a
conference center aradhotel concept ia manor house. However, Rose Hill revenue figures do
include its upscale wedding venue and many of those weddings come from the Raleigh
metropolitan area as well as out stiate, demonstrating a demand for unique settings for
weddings.

The S.A.M. Nash Family Farm with differentiate itself from the local area competition by
providing the onlyfarm style wedding venue aridmily style restaurarproviding farm to table
locally sourced food and products aunique comfortable/casual farm house style settimg.
addition, offering to host events will provide clients with a one stop menu of services for various
occasions for a level of convenience and value not found outsideathgle area thus providing

the operation a distinct advantage over the local competition.

Ownership Structure and Management

The Nash Family Farm and Restaurant eperated byNashFarm, LLC, a Limited Liability
Corporationorganized under the lawg the State of North Carolina. M8lashis the principal
owner and operator. Staff will include an experience restaurant manager.



Financial Requirements:

Propertyi the farmhouseproperty is situatedn 8.1 acres of lancwned by Georgidlash The
land will be used in théirst andsecond phase of business developmenmdtuide agrtourism
promotions anavinery.

Renovatios to the existing structurencluding build out and equipping a full kitcheadding
additional dinning spacand wedding ametiés are budgeted for $300,008 schedut of start
up cost is provided in the financial sectiofhe businesss seekingSmall Businesd.oan
financingof $200,000for the starup cost of the project.

Projected sales and profit:

Monthly salesn the firg year of operatiomare predictedo grow from $23,000 to $100,000; with
a combination of food saleshopsales andevenue from the even centgith combinedsecond

year revenueof $940,000 and third yearombined revenuef $1,094,000 and profits of ten
percentFirst yearbreakeven poinis projected a$31,000 during the third month of operations.

The business goal is to sustaievenue of 25% from the second phase of seasonal farm
operations and promotions.

Equity

Ms. Nashwill provide equity of$100,000 for the statp of the operation and offers théer
constructiomet asset value o#$0,000 on the farm house and property as collateral.



2. BUSINESS PROFILE

The Nash Family Farm Restauranand Wedding Venuewill offer a family style menu
specializing in the farm to table concept in a renovated farm house in the Spring Hope
community, Nash County, North Carolina. Spring Hope is located just off Interstate Highway 64
and within a 25 minute drive of the Raleigh, NC afdze house and operation will include some
eightacres of land. She will take advantage of the land on her restaurant property to grow and
raise many of her menu ingredients. Those ingredients not grown on the property will be
purchased locally from theany farmers and gardens in the community.
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The fiFarm to Tabled concept has developed int

i ndust rChefs Piedice Tofi Restaurant Menu Trends for 2016s ur v e Matiobay t h e
Regaurant Associatiosummarizes the trend lifcal sourcingrends(appendix).

Ms. Nashwi | | al so take advantage of the AFamily
successful by many national chains such as The Cracker Barrel as well as state of iebrth Ca
establishments such as the Boone Inn and Resta@hatiey Springs in Crumpler, N@nd

Mi keds Far m i.B8heBas provaediddtaloetheseNafd other businesses with similar
operational aspects.

As a general foundation of sales vs exqeeratios MsNashutilizes data from the Cracker Barrel
Restaurant chain which reports cost of goods sold of 30%, labor and related expenses of 35%,
and other operating expenses of 19%, with store income of TH86e ratios match the industry
standardsdr restaurant operationsls. Nashhas provided three years of cash flow projects with
similar ratios.

Ms. Nashplans includerevenue from an event
center produce sales and a gift shiopphase one ¥
of operation developmerind plansa phasetwo
of theoperatlonto includea wmery andan agr+

included. Only revenue from phase ongs
operations was utilized in projecting théj
estimated breakeven point of $31,000 per moriid®;". - :
attained by the"$month. > Y



A total of 25 ful time jobs will be created after full operation is attained.

Although the operation will draw customers from many surrounding communities as well as
from the densely populated Wake County/ Raleigh area the immediate area of Nash County
continues to prade and sustainable level of customer base. Census figures summarize the
potential customer base of some 95,000 residents. Consumer expenditures in the dining out
category top $97,637,000. There are approximately 65 full service restaurants in the sdunty a
that equates to an estimated $1,502,107 per business. At 50% revenue sharing the average shop
generates an estimated sales volume of $750,000 per year. (Reference USA)

The Wedding Venue will be the second majQsas
component of the businesseBhe weddig g
industry continues to grow. Special even
venues are an attractive alternative [C
traditional venuesEach year in the United
States, about 2.5 million people get married.
The industry is estimated to B&0 Billion in

the U.Sand $300 Billion globallyHere in the ; ,3{;;‘?r€
U.S., the wedding industry comprises almast -
600,000businesses that employ about 1 million...

people.(Huffpost) He

Nationwide the average venue rents s
$10,000 to $15,000 per day.

The wedding industry is a great example of &
industry in trangion, spurred on by digital
innovation. Some of the market is stuck in t
past with old ways of doing things, while &
significant portion of the market has embraced new platforms and techn®luggare many

new technologes that are driving the indugtrThe Nashvenue will capitalize on the newest
trends in the industry by offering a unique setting with all the newest available technology.

A summary of dat a c asnplar busidessdnnthe Break rmt@ss$968,800 aof
yearly revenue for it operation. The Barn charge for wedding receptions at that venue rents for
$2,500 per day and is book sever al mont hods
operation. Ms.Nashis confident that a similarly run business providing a similar lefel
services in the Spring Hope Community will attain a similar level of yearly revenue. (Reference
USA)

Agri-tourism will be thethird component of the operation. This is a strong cross over sector in
the farming/agriculture/tourism industrfhe majorbenefits of Agritourism include Cultural
Benefits, Economic Benefitand Environmental Benefits.



SocioCultural benefits include educating the public about agriculture. Sharing and preserving
rural heritage will be an important part of tRashFarm misgn. The unique setting of tidéash

Farm will provide a wonderful opportunity for preserving for all the community the tradition of
agriculture.

Farmers are conscious of the value of the family farm and the relgrietourism in providing
additional inome for farmers and land owners and enhancing the tourism appeal of rural areas.
Farmers and residents alike understand thattagrism can revitalize local economies, provide

job opportunities for farm household members, and enhance the quality fafr Iifemmunity
residents. (NC Cooperative Extension Stud@kie Nashfarm will create ten full time jobs and
when phase two is implemented, many more. In addition many part time job opportunities will
be created to fill the many roles in the various opemnagittities.

There are major resource sites and exampl es
seen the Corn Maze layouts along highsyapu pick your own fruit or vegetablest the farm

petting zoo. The Lazy Five Ranch in Mooresville ise@ample ofa privately owned zoo that
thrives as a tourist attraction and education center.

Agri-tourism is growing as more and more people are interested in where their food comes from
and how does it look before it is presed.

The Nashoperation wil market to the broader community emphasizing the major benefits of
agri-tourism.

(0]



3. MARKET ANALYSIS

a)

Market Area - Nash County

Nash County is a thriving communit
located juseast of the Research Triangle
(Rdeigh-DurhamChapel Hill) with a
diverse workforce and a prospering loc
economy that offers distinct advantag

for growing industries. ]

Food (Housohold Averaga), >
20 dos

Nash County is uniquely located at thge
interchange of several majdrighways.

Prime industrial sites are availatalong '§§
Interstate 95 which provides quick ang
easy access up and down the eas

seaboard as well as aloriguture US
InterstateHighway 49564 and 264 By
Passes which both offer interstate qua
travel from the western metro region;
of RaleighDurhamto the coast

The Rocky MourdWilson Regional Airport is also located in Nash County off NC
Highway 97 and it features a 7,100 foot runway that can accommodate most aircraft.
In addition, the travel time to the Ralei§lurham International Airport is $s than

one hour from most areas of the county.

Several successful Class A industries are located in Nash County including: Pfizer,
Honeywell, Cummins Engine Plant, The Cheesecake Factory Bakery, Universal
North America, Drakand more.

Attracting am retaining industries is the primary mission of the Carolinas Gateway
Partnership, a pubhprivate industrial recruitment agency dedicated to the economic
development of Nash and Edgecombe Counties in Eastern North Carolina. The
development of this ageypavas a collaborative effort between the two counties and
their eighteen individual cities and towns.

Nash County and the Carolinas Gateway Partnership routinely strategize with these
municipalities as well as with other state and local agencies tte @pportunities to
attract new industries and to aid in the expansion of existing businesses.



b)

Market Analysis

nethe restaur ant industr

for over$782 billion in sales per yeam over one
million locations nationwide. Our industry employs 14.4
million, with an expected growth of another 1.7 million
jobs within the next decad&hat amounts to 10% of the
total American workforce. With latest

years ago, that tells a very good story about the viabili
of our corner of the hos
Network)

Market trendsn the restaurant industry continue to
expand within the farm to table concéypit also have evolved as consumers have

AMenu trends today ar e Dbhbageditemstacgncepsseds hi ft f
ideas, mirroring how consumetend to adpt their activities to their overall lifestyle
phil osophies. 0

This concept pairs consumer eating habits with lifestyle. This trend continues the
expanding concept of dinning out as an increasingly entertainment experience.tidastina
restaurants with an assortment of promotions, venue experiences, and menu options will
continue to gain customers over one dimensional operations.

The projected top ten concepts for 2@t&:

Hyper- local sourcingof food products Pﬂjﬂ] F(EAL Flln

Chetdriven fast casual concepts
Natural ingredients/clean menus
Environmental Sustainability
Locally sourced produce

Locally sourced meat

Food waste reduction

Meal kits

Simplicity

Nutrition

(HUDSON RIEHLESVPOF RESEARCHNATIONAL
RESAURANT ASSOCIATION)

A —a-_a-4_9_9_9_°a_-2°_--2

TheNashFarm Restaurart s menu concept is developed to
predicted concepter 2017.


http://www.restaurant.org/News-Research/Research/Facts-at-a-Glance

Wedding Venue

A 2018 study noted the :
median cost of a wedding,

including both the ceremony™
and reception, but not th
honeymoon, inthe United
States, was about U
$18,000 per weddingHalf
of the people in the surveylca
paid more than the median g
and half of the people pai
less. Regional difference
are significant, with
residents of large cities
paying more than three®
times the mediarwhile residents ofural areaspent less than half as much.

Another survey in 201 estimated thaveragecost of a wedding in the United States to

be $29,858, with vast regionahediandifferences. Notably, the averadarge city
wedding was estimated to caster $80,00Q whereas amall southern townvedding

was estimated to coaround$12000. The most expensive part afwedding was found

to be the reception, followed by the engagement ring, wedding band, photographer, and
ceremony site.

The NashFarm, of course, will see its marketing concentrate on the rural sector but will
also include the greater metro area of Wakeir@y including the Research Park. Based
on the area at large the farm should easily meet an avera@00$er wedding with

the reception food and drink, site rental, and photography and other ancillary services.

Market Research

The research wieave included in this seofi is based on
several sources:

U.S. Censu$ Business Builder

SEC Business Reporting

National Restaurant Association trends report
Food and Beverage Trend§ he Food People
Reference USA

Rewards Network

Food Services of Amerid 2017 Food Service
Forecast

Restaurant Business Online
Nati onds Regstaurant News

=4 =42 =4 -8 -8 _9_-9
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https://en.wikipedia.org/wiki/Average
https://en.wikipedia.org/wiki/Median

Progressive GrocérTop Trends in Food Service Industry
NPD Group Analysi$ Restaurant Industry Forecast
Huffpost Studyi Wedding Industry

N.C. Cooperative ExtensionAgritourism

= =4 =4 =9

Restaurants that want to stay relevant should focus on giving consumers more choices.

NPDreports Aémore restaurant operators

wi | | 0

enable diners to customize their orders. One of the big potential leeerrsdinstry can
pull this year is technology. NPD expects mobile ordering to grow exponentially, as

operators | i ke Dominodbs Pizza I|Inc.
ordering to generate positive sales. Likewise, delivery has big pdtentia

The biggest beneficiaried this trendwill be full-service restaurants, particularly

demonst

independents who can adapt to the changing business environment and consumer needs.

NPD's top factors affecting the evolution in eating behaviors are:

Mille nnials - In 2015, the P
Millennial generation is projected to %=
surpass Baby Boomers, according t
the U.S. Census Bureau population
projections. Based on sheer
numbers, Millennials are driving
changes in this
behaviors with their approach to

food choice and preparation. They like fresh, less processed food, which has played out
in their preference for fast casual restaurants that offer freshly prepared foods and
shopping the perimeter of grocery stores where fresh angakaged foods can be

found.

Aging Boomers- The Baby Boomer generation i
aging, considering retirement, becoming emp

nesters, and developing health ailments, all of whi GOATS

are typically associated with major changes in t

way we approach food and beverage consumptit HICK[NS
While shrinking in size, this generation is still taof

large to ignore especially given their expect§ G’m
lifestyle changes. This group will be less driven B
the latest fad and more by what they need to sus BREAKFAST

11



their health and lifestyles. Healthful foods, swa$ high in whole grains, protein, and
calcium, or low in saturated fat, cholesterol, and sodium, will be of most interest to this
generational groupBoomer s6 restaurant visits have s
who have cut back on visits over thespseveral years.

Smaller Households- Consumption behaviors in the U.S. have become less household
oriented and more individualized than previous generations and now more than 50
percent of eating and beverage occasions happen when consumers areAidone
contributing to consumers dining alone is that 27 percent of all households now consist of
just one person the highest level in U.S. history, according to the U.S. Census Bureau.
The number of solo eating and drinking occasions has-raigiging mplications for food

and beverage marketers and foodservice operators in terms of new product development,
packaging and positioning, restaurant seating design, menu development, and more.

Fresh- From 2003 to 2013, consumption of fresh foods grew bye20gmt to more than

100 billion eatings and itdés the youngest
driving the trend. In addition to eating more fresh foods, Generation Z and Millennial
consumers are also interested in eating more organic foo@sira of foodservice visits,
Millennials prefer fresh ingredients and freshly prepared iténkey differentiators

among many fast casual vs. traditional quick service restaurant formats. An aspect of
freshly prepared that suits Millennials are menu comptenthat are made to order or

that can be customized.

Hispanics- The U.S. Hispanic population is growing exponentially compared te non
Hispanics. In 2014, U.S. Hispanics grew restaurant visits whileHigpanic visits
declined. In-home, the Hispanipopulation combined with their adherence to dining
traditions is beginning to influence national consumption patterns. Fresh and from
scratch are the most common food forms during Hispanic meal preparation. Stove top
preparation dominates Hispanic mealsrenthan norHispanic meals due to the types of
dishes being prepared.

The resulting findings based on the research have alldveddashFarm operationo design

a restaurant venue that will capitalize on the growing trends of the industry. Similae matu
businesses in the state like Beone Innin Boone,Shatley SpringsRose Hill Plantation in

Rocky Mont,and Mikes Farmin Beulaville NC. demonstrate a mature demand for such
operations. MsNash plans to incorporate the operational features that hraade these
businesses successful along with the latest trends in farm to table service to provide a unique
experience in the immediate neighborhood and even out to surrounding communities
including the greater Wake County area.
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d) Suppliers:

Listed below are the major supplier

for the operation:

Supplier Products Location History/years Credit terms
Sysco Foods Misc Smithfield, NC 45 Cash
The Cheese Lady| Goat Cheese Climax, NC 10 Cash
Hyde Dist. Jams, pickles, etc, Nashville, NC 10 Cash
Local Farms Vegetables/Fruits Nash County Cash

13




4. CUSTOMERS

a) Customer Profile

The target market for th&ash Family Farm and
Restaurant are health conscious young people,
families, and baby boomers demanding fyaand
convenience in a sustainable environment. Consumers
in search of healthy family dining in a friendly
country atmospherand couples looking for a unique
wedding venue will compose the bulk of the
businesses target operation but the other level of
services in phase one and phase two of the operation
will also contribute a varied customer base needed-to
sustain a restaurant business operation.

Ms. Nashhopes to build a base of customers by offering quality seraicé unique
venue,and a diverse menof productsand servicesHer menu pricing will reflect the
value familyds expect but will al so i1 nclu
Operation plans includeccepting all major credit cards.

b) Customer Base

Ms. Nash predicts growth inher customer; .
base through quality customer service and.a
lively entertaining visit to her family farm. A®"
diverse menu in the restaurant, a uniqug
selection of stock in the gift shop, unique
full service wedding venueand a business
committed to fosterig a sustainable g
environment will enable growth in thef
customer base. The ongoing expansion of ti
operation into awinery, andexpandedagri &
tourismwill give the business an opportunityg
for continued growth in the first years an

offer a bright future. b

C) Sustainability

In any business sustainable operations rely upon customer feedback aNasthe
operation will continually survey to make sure to stay abreast of customer needs and
demands. Continued observation of changing trends and menu concegrabié Ms.

Nasht o ensure future growth and devel opment
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