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NATIONALGOODFOODNETWORK

Moving moregood foodto more people
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NATIONAL GOOD FOOD NETWQRIK:LS

Supply Meets Demand

A There is abundant good food (healthy, green, fair and affordable) to meet
demands at the regional level.

Information Hub

A The National Good Food Network (NGFN) is the go to place for regional
food systems stories, methods and outcomes.

Policy Change

A Policy makers are informed by the results and outcomes of the NGFN and
have enacted laws or regulation which further the Network goals.




NATIONALFOODHUB COLLABORATION
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the country.

L PPS
A Collaborate with USDA AMS, PPS, NAPMM LJS/[.)A ) . ‘
and others sl EEGse: napmm g

A Create a Resource Guide (Spring 2012)

A Establish and support a food hub Community of Practice

A Convene hub managers and supporters

A Provide technical assistance

A Document and communicate impacts, innovations, and models of success

A http://foodhub.info



http://foodhub.info/

HELDGUIDETO THENEWAMERICANFOODSHED

Provide examplebased education to producers and other participants in the food
system to increase access to capital.

AQELIX AY ySg 2LILRNIdzyAGASa F2N adzO0O0Saa
A lllustrated by case studies
A Lenders can learn that their innovative investment is solid
A Comprehensive outreach program
Field Guide to the

New American Foodshed
A http://foodshedguide.org
A November 2011 NGFN webinahttp://ngfn.org/webinars



http://foodshedguide.org/
http://ngfn.org/webinars

BEVALUATINGNDIMPROVINGEDUCATIONAINSTRUMENTSND
OUTREACHORBEGINNINGARMERS

Increase effectiveness of financial skills and business literacy of beginning farmers by
supporting trainers.

A Collaboration with Farm Credit
Al 2tftSO0 | aualBydsqukese 2F G2 L
A Create and nurture a Community of Practice for trainers
A Create a rubric for evaluating training programs

A Targets the Southern US states
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NATIONALGOODFOODNETWORK

www.ngfn.org
contact@nagfn.org
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www.foodhub.info
contact@foodhub.info



http://www.ngfn.org/
mailto:contact@ngfn.org
http://www.foodhub.info/
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Technical Orientation
NGFN Overview

Business Plansi Need, Considerations, and Use

Carol Coren
Principal, Cornerstone Ventures

Casel: Blue Ridge Produce Company

Case2: Franklin County Food Processing Center
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Questions and Answers
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PUWALLACE CENTER

Wi

WINROCK

INTERNATIONAL




3 Q\

CORNE

RSTONE

VENGURES, LLC.

It's Viable ...Now What?
From Feasibility Study to Business Plan



Feasibility Study

Explores and Tests
Assumptions

A Market research

A Industry research

A Qustomer profiling

A Sakeholder assessments|
A Infrastructure analysis
A Risk Analysis

A Earning Projections
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Business Plan

Sets out a strategy for realizing operations,

performance, earning goals
o | A Executive Summary
e L promeee A Company Description

.
C TOMATOES
>

1 A Product or Service
1 A Market Analysis

=

Wifon . A Plan of Action and
5 [ Timeline

== A Management Team

-l A Finances

o 3 Year Cash Flow Projection
Profit and Loss Statement

0
0 Balance Sheet
0

vvvvvvvvv



Feasibility Study Business i

Market Potential EarningProjections

IMPLEMENTATION

ACreating a legal structure
y AArrangmg for licenses and taxes
. AAssurlng market access
mﬁlf ASecuring needed resources

4 J 0 Capital/Credit
‘ o Personnel
o Facilities/Services

Producing goods and services
Earning income
Analyzing Performance

j>\ >



1. Capital
2. COGSost of Goods (and/or Services) Sold 1'""3—
3. Cash Flow
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Thousands of the highest quality Missouri Products

1. Talent
2. Time
3. Tenacity
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Roles Business Plans Play

AMarketing Tools for Resource Development & Recruit
APerformance Measurement & Benchmarking Tools
ARisk Management
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Business Plans Are Dynamic

Pricing Strategy

Marketing Strategy
Sales Strategy

Sales Forecast e ] s foneon owaro [V

10LBS./$10.00 Ty

Strategic Alliances
Organizational Structure
Management Team
Personnel Plans/Costs
Financial Assumptions
Financial Indicators
Earning Ratios

Break Even Analysis
Projected vs. Actual Profit and Loss
Projected vs. Actual Cash Flow
Projected vs. Actual Balance Sheet
Costs and Conditions for Capital

uuuuuuuuu




Legal Business Models

Sole Partnership LLC C-Corp Co-op
Propietor
COI’ItI’Ol Owner Partners Owners Shareholders, Members, board
board & elected elected from
officers membership
Ca |ta| owner Partners. Liability Owners. Liability Equity raised by Equity from
p up to value of limited to selling shares members
property investment in
business
E arnin S Profits to owner Shared gain(loss) | Shared by owners | Gain(loss) Allocated to
g by partners, based distributed to members based
on partnership shareholders as on business done
agreement dividends w/co-op in that
year
Taxes Taxed once as Taxed once as Taxed once either | Taxed twice: Taxed once: as
income of owner income of as partner earning | corporate earning | income of co-op
partners or as corporate and shareholder when earned, or
entity earning distribution income of
earning members when
disbursed
DiSSO'U _ Tied t o ofwhieerds 6t o p|aPerpetual (Teedto | Perpetual (Tiedto | Perpetual (Tied to
_ life or dissolution lives or dissolution | Own er s 6 d|eSchiasrieohnosl)d|eMesndb er s 0
tion decisions) Decisions)
COJ?NF.[R;TQNE_ZZ

Source: Maura Schwartz and NW Cooperative Development Center
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Characteristics of Business Models

Limits Liability

YES

YES

YES

YES

Ownership
Restrictions

At least 1
shareholder

Maximum 100
shareholders;

Shareholders can
only be
individuals, certain
trusts (no corps,

Egalitarian Membership

sets parameters for
ownership: shareholders
are members who derive
benefits through patronage
or participation in the

At least 1 member; 2
members required
for partnership
treatment; Any
individual, or
business entity may

partnerships, business be a member
LLCs)
Flexibility in Very Flexible Generally Some flexibility particularly Very Flexible
stock structure Inflexible with Multi-
Stakeholder Models
Formation Relatively Relatively Complex and often by Single Member i
uncomplicated uncomplicated consensus rather than by Uncomplicated;
majority vote Multiple i More
complex
Man agement Board of Board of Management Committee By all members or
Directors Directors elected by Members an appointed

management team

CORNERSTONE




Business Earning and Tax Status Optio

Tax Status | Not-for-profit SOCIAL Forprofit

ENTERPRIS

< Mission/Service Driven Profit/Earnings Driv[e>

Offset NPO Triple Bottom Line Returns Earn Income through
Objective FITEIENM Eleta)] from Operations, Wages socially purposeful
Agency Costs Paid and Net Earnings business activities
Through Earnings .

L] \
| | Create a self sustaining

Sustain program Social , Respond to Market enterprise that serves
Purpose through fees; environmental, Failure/Provide O2YYdzyAlig Q
reduce reliance on job creation Needed Product or development needs in
subsidies programs Service some way
I I
[ \
. : Profit distribution is _ Net earnings are
Distribution of not primary goal: Pays returns on investments over extended -

Profits surpluses are periods of time; negotiates distribution shareholders that
reinvested in schedules, m_terest rates and_ repayments include NPO on basis
of loans with stakeholder/investors

programs. : shares held

—

"
Corprstone 24
>

Source: Cornerstone ConsultantdS
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CORNERSTONE

VENSURES, LLC.

‘ Sapp;}m
C O ntact : Farmer's Market

Carol Coren e

FAR?‘ » FAMILY Wwww.cornerstoneventures.com

NATURALLY carolcoren@cornerstongentures.com
St. Louis Food Hub 215-939-4094



http://www.google.com/imgres?imgurl=http://i474.photobucket.com/albums/rr109/GildedAgeSales/Blog/GeorgianSquare05182009-1.png&imgrefurl=http://activerain.com/blogsview/1081458/commercial-development-walgreens-breaks-ground-on-new-walgreens-store-in-the-georgian-square-project-near-southside-st-louis-missouri-&usg=__byNNt5cJczLfrk-Aa2vhmsU1GVY=&h=321&w=535&sz=374&hl=en&start=14&zoom=1&tbnid=PPGVEYNxWdtySM:&tbnh=76&tbnw=126&ei=z4olTumRC6He0QGy5JTLCg&prev=/search?q=st.+louis+lafayette+square+redevelopment&um=1&hl=en&biw=1008&bih=528&tbm=isch&um=1&itbs=1&iact=hc&vpx=246&vpy=186&dur=1871&hovh=174&hovw=290&tx=285&ty=190&page=2&ndsp=17&ved=1t:429,r:6,s:14
http://www.cornerstone-ventures.com/
http://www.cornerstone-ventures.com/
http://www.cornerstone-ventures.com/
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National Good Food Network Webinar

It's Viable ... Now What?

From Feasibility Study to Business Plan

Jim Epstein, Co -founder and Chairman
Blue Ridge Produce, LLC

Thursday, January 26
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tisan Farms in Northern VA

itial concept a retail food hub
amilyFarmed.org




LocAL Foop SYSTEM ASSESSMENT

for NorTHERN VIRGINIA

August 2010

Presented by FarmilyFarmed.org
in collaboration with the Wallace Center at Winrock Intemational
through the support of the Triskeles Foundation

&Y 4 Triskeles

http://www.family
.org/virginia -food
systemassessme
released/

- 30,000 foot view

Macro-trends, local
market, supply, demanc
Infrastructure.

ommenced Jan 2010
Ished Aug 2010.
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sibility Study Conclu

6.8 Dbillion is spent annually on fruits and vegetakt
In Region; less than 7% locally sourced.

Demand off the charts.

- Supply at scale questionable in immediate area but
potential with larger lens.

- No significant wholesale activity for local produce
- Some retall scale aggregation developing
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Feasibility Study Conclusioas,

Recommended forprofit model built on values -based,
collaborative relationships .

Strong management team skills, a network of growers,
collaboration to strengthen the market, stakeholders
engagement for supportive climate.

A healthy local food system is based on values that
recognize the interdependence of players within the
supply chain: a valuesbased value chain.
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low Run Site

© = FEndofAirportRunway
g —
Connectionto Airpark =~ Residence
(Greenhouse Drive) . _ N

34,550 sf Whse.

December, 2005

- 33 acre industrial site
- 35,000 sq ft. warehouse
- 11,000 sq ft warehouse
- 80,000 sq ft of

- 5,000 sq ft of offices
. Aresidence

. 420 acres of farmland
8AOO 11

greenhouses

I DAO



SS Developmer

010z introduced to Mark Seale
ocal
Serial entrepreneur

Wholesaling experience
- Strong connections to local farming community
- Experienced operator
- Complementary skills
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Business Development Timelin

August 2010zfinancial model.
- Jim Slama of FamilyFarmed.org

- Kathy Nyquist of New Venture
Advisors

Septemberz November 201Q7

reached out to tap experts in
the field _

Earthbound Farms R - 500§
. Bob Scamary Goodness e /
Greeness

- Richard Naha and John Nichols |
of Raindrop Partners
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rBusiness Development Timelin

December 201& Grower
meeting

- Address biggest
weakness in study

- 4 weeks of preparation

- 35 growers with farms of §
all sizes showed up

. Interested but remained
skeptical




Greenhouse Visit

December 2010
Visit Greenhouse
in Pueblo CO. ‘
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Business Development Timelin

January 11, 20210/No
Go Conference call,

January 14, 20%1
Meeting with sellers of
Willow Run




SS Developmer

May 201% Wrote Business Plan baxs
cial model

0-front Investment

‘ ®

undraising
Continued to refine financial model.
Legal Documents




s Developme

h 2011 took B Lab Assessment
.bcorporation.net

Covers all areas of sustainability

- Accountability

- Employees

- Consumers

- Community
Environment

Apnl 2011z Warehouse
Late May 2014 Firs le Foods




Grand Opening
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CONFIDENTIAL

LUE RIDGE

RODUCE COMp 4,

ent Team and Blue Ridge Produce LL.C
Stru Ctu e Business Plan

: May 9th 2011
lons Plan

ct and Service design
lopment Plan

ncial Projections

endix

A new model for local produce aggregation

€ tal
@ g e S to Jim Epstein, Chairman Mark Seale, CEO

jim@blueridgeproduce.net mark@blueridgeproduce.net
(202) 409-5994 (434) 531-9432



ess Developmen

of June 20141
pleted fundraising

July 6, 2012 Closed on

Property







S Learnedn,)

ar who you are addressing and why
llers of Property
Investors

Bankers

- Own Team (gives us a roadmap for growth of busines
and clarity on our mission)




omplementary skills
guity participation
Shared Vision




S Learned

‘of a For Profit Model
e discipline of the market
Abllity of provide incentives

Economically sustainable

- Look at B Lab Certification and/or benefit corporatio
form to add common good mission
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My Mantra

You never change things by
fighting the existing reality. To
change something, build a new
model that makes the existing
model obsolete.

Buckminster Fuller
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From Feasibllity Studt
to Improving the Business Plan

WesternMArFood Processing Center  Nat : | GoodNetdahbleBeodc January’ 2012



The Western MA Food Processing Center
developed a Business Plan 10 years ago.

Our Mission

The Western Mass Food Prc).
Center mission is to promote
development through entrepre®

opportunities for sustaining
agriculture, and promoting
practices for food produce

Our Goals
fPromote Value-Added Farm Products
Provide Support for Wholesale & Retail Operations

Provide Co-pack Solutions
fProfessional Development Assistance

Western MA Food Processing Center NaviahhleBooadc January 2012



The Western MA Food Processing Cente
Complete Solutions for Food Entrepreneurs

ey The FPC offers training anc
' ‘ facilities for entrepreneurs

. who want to create their
own product, and cgpack
options for those who

want the FPC to do the
processing for them.

LSy A

Processes raw ingredient
from local farms to create
value-added products.

Y
uuuuuu

Western MArFood ProcessingrCenter NeviahbleBoadc January’2012



Products and Services
Facility and Equipment Small and Large Batch Scale Up

1 0 Ogalem3team ketles FDA Process Reviews
-Baatling/Filling Automation b T
Convection and Convenl'[aora/ti?y eSEﬂgens an
Large Scal e Bakery 'téO!B@‘z\”P'YS}Ses
-galtbn Tilting Skillet Product Development

Large Capacity Mixers, PHalesinger s, Shr
Dry, Col d and Fr oz eSafety & San#ation Training

Shi pping & Recei/i ving Area w/Loadi ng I
-out Secure Access

Veget abl e Wash and |
Shared Office Space

Do Do Do Do Do Do Do D Dy Dy D

NeaviahbleBoeoadc January 2012




Toer Market L&

L L
HERO FPC Members and Gmack clients HSRO
APPALACHIAN NATURALS: KATALYST KOMBUCHA, LLC:
ATKINS FARM. MEALS ON WHEELS
THE BEANCAKE COMPANY: P
THE gj(/Z/ISON PLACE. U OOK EAL
CHA/ WALILAH THE PLANT COLORS GROUP.
CHUBBY'S BBQ: REAL PICKLES:
CISA: Sunshine Traders
%ﬁ_{)’; o mlﬁ/esﬁi /’f é‘g‘/’/\; ) SASSY RIVER SAUCES:
SASSY SAUCES

DEBORAH'S KITCHEN, INC.:
Herrells Development Co.
HEDGIE'S HOT STUFF.

HOLY SMOKES

Western MA Food Processing Center

SAW MILL SITE FARM HORSERADIS
SHOOTFLYING HILL SAUCE COMF
TORTURED ORCHARD

NeaviahhleBooadc January 2012


http://www.katalystkombucha.com/
http://www.fchcc.org/
http://www.ninisrestorante.com/
http://www.dessertsauce.com/
http://hidden-hills.com/outlookfarm/
http://www.dessertsauce.com/
mailto:plantcolors@att.net?subject=FPC Web Site Referral
http://www.dessertsauce.com/
http://www.realpickles.com/
http://www.dessertsauce.com/
http://www.sassyriversauces.com/
http://www.sassyriversauces.com/
http://www.dessertsauce.com/
http://www.sassysauces.us/
http://www.dessertsauce.com/
http://www.horseradishdirect.com/
http://www.dessertsauce.com/
http://www.dessertsauce.com/
http://www.dessertsauce.com/
http://www.tourchardorchard.com/
http://www.dessertsauce.com/
http://www.appalachianaturals.com/
http://www.appalachianaturals.com/
http://www.appalachianaturals.com/
http://www.atkinsfarms.com/
http://www.atkinsfarms.com/
http://www.appalachianaturals.com/
http://www.thebeancakeco.com/
http://www.thebeancakeco.com/
http://www.appalachianaturals.com/
http://www.gis.net/~benplace/
http://www.gis.net/~benplace/
http://www.appalachianaturals.com/
http://www.appalachianaturals.com/
http://www.appalachianaturals.com/
http://www.chai-wallah.com/
http://www.chai-wallah.com/
http://www.appalachianaturals.com/
http://www.chubbysauce.com/
http://www.chubbysauce.com/
http://www.appalachianaturals.com/
http://www.buylocalfood.com/
http://www.buylocalfood.com/
http://www.appalachianaturals.com/
mailto:debacz@aol.com?subject=FPC Web Site Referral
mailto:debacz@aol.com?subject=FPC Web Site Referral
http://www.appalachianaturals.com/
mailto:rustyrails2@aol.com?subject=FPC Web Site Referral
mailto:rustyrails2@aol.com?subject=FPC Web Site Referral
http://www.appalachianaturals.com/
http://www.deborahskitchen.com/
http://www.deborahskitchen.com/
http://www.appalachianaturals.com/
http://www.appalachianaturals.com/
http://www.greenfield-triathlon.com/
http://www.appalachianaturals.com/
mailto:stevenelson@hedgieshotstuff.com?subject=FPC Web Site Referral
http://www.appalachianaturals.com/
http://www.appalachianaturals.com/

