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. OVERVIEW: PROJECT OBJECTIVE
-

A &a Carte Foodservice Consulting Group has been engaged by the City of Las Cruces to provide a food service feasibility plan fothe
adopted downtown master planned development. The objective of this report is to supply members of the city economic development
department, along with others committed to the downtown development program , with a written summary of findings regarding the
feasibility of success for restaurant concepts that are recommended for consideration.

Over the past few months, the consultants of A da Carte have visited the downtown market area, met with the development team,

observed the downtown main street events, toured the popular hospitality zones throughout the city, reviewed designs and rese arch
materials presented, and met with many of the possible downtown restaurant operators. We then compared these findings to industry
trends. Key components for comparison included consumer buying habits, location, concept size and design requirements, menu offerings
and price ranges, style of service, hours of operation, estimated capital costs and annual revenue.

We appreciate this opportunity to be of service and remain ready to provide additional assistance if/when requested to do so.
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1. SUMMARY OF FINDINGS

Master planned community hospitality developments succeed when there is a combination of active retail, lodging, entertainment,

restaurants, and bars. Creating a balanced multi market attraction suchast hi s engages the customer 1 n ai
shop, work, &live. 0 Tddstinaion creates a level of success for neighborhood hospitality businesses that they could not obtain on their
own.

Las Cruces will be following in the footsteps of several notable small to mid-size cities around the country that have made a concerted
effort to revitalize their downtown district.

One such example is the historic city of Frederick, Maryland. According to the 2016 census, Frederick is home to approximately 70,060
residents. Very similar to Las Cruces, Frederick is located just50 miles from a larger metropolitan hub, Baltimore, population 621,844,

ifiOnce a hospice for Civil \aarcityenmsad bte 20f"-eestury batteifasigugpafter getding Sidestepped lay |
a new interstate, losing its retail core to outlying shopping malls and being hit by a massive flood in the mid -1970s that turned nearly
100 acres of i1its historic downt Aftersucdessfulpartmerships amg ionpaatiulynvestiweats) pistorid CN N

downtown Fredrick has transformed into a thriving destination that drives traffic from not only its local residents but also weekenders
from D.C. and Baltimore. Downtown Frederick is now home to over 600 businesses and organizations, totaling over 5,000 employees, as
well as more than 200 retailers and restaurants. The restaurants offer a diversity of cuisines, ranging from ltalian to Vietn amese, Cuban
to regional independents.

MainStreet DeLand, FloridaT Population 31,569

Founded in 1876, the city was a successful education and cultural center for decades before succumbing to financial hardship after World
War Il. By the 1980s the downtown was nearly 75% vacant. Through private investment and notable historic renovations such as the
1921 art deco Athens Theater, Mainstreet DeLand and the nearby Garden District have once again become a societal centerpiecefor

shops, museums and dining. The revitalization was so successful that it was documented in an award-winning feature film.
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The following is a short list of additional noteworthy, revitalized downtowns in cities of similar size:
1 Green Bay Wisconsini population 105,139
1 Asheville, North Carolinai population 89,121
1 Fargo, North Dakota i population 120,762
1 Fort Collins, Coloradol population 164,207
1 Bend, Oregoni population 91,122
1 Eau Claire, Wisconsini population 68,339

We find that although many pieces of this puzzle exist within the downtown marketplace, an increase in residential u nits, lodging and
retail will be required to ensure success. Considering that just over 5,200 of the ¢ i t1§10380 population is located downtown and that
the area employs just over 5,500 people, it becomes apparent that the entire metro area must be enga ged in the proposed downtown
master planned development for it to succeed.

We find that a well-rounded offering of food, beverage, and entertainment concepts will help create an attraction for all day -parts
(breakfast, lunch, and dinner) during the week , as well as weekends. We further find that the mix of concepts is important in order to fit
well with one another while not offering too much duplication. The concepts we feel will best fit the customer profile of wor ker, resident,
and area visitor include;

1 Full service upscale casual farm to table style restaurant

1 Ethnic full service upscale casual restaurant

1 Steak and seafood fine dining restaurant with bar and wine list

1 Entertainment venue featuring, arcade games, bar, food offerings and occasional live entertainment
1 Food Hall including 4 small kiosks, anchored by a small cafe and bar

1 New Mexian style upscale casual restaurant

1 Neighborhood craft bar

1 Ice Cream and Coffee Shop
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These concepts provide a wide variety of offerings, price ranges and may successfully entertain the same customer at different occasions.
Realistic expectations of the total annual revenue of these concepts may range between $11,000,000.00 and $12,000,000.00. Cost and
revenue projections included in this report reflect current industry standards and are adjusted for the local market area whe re appropriate.

We further find that establishing these concepts close to one another is advantageous, as it helps to create a hospitality zone that is
easier to attract and entertain the customer. Other advantages include an active theatre and plaza program. The current succe ssful
farmers and craft markets, salsa festival, and country music fest represent the type of ev ents that attract a wide variety of people to the
downtown market area. More regular events will be required in order for the metro area residents to be consistently attracted to the
downtown hospitality marketplace. Most independently owned restaurants bu dget 3% to 4% of annual revenue for marketing. Perhaps
1% of that could be contributed to a downtown marketing committee to help fund the cost associated with advertising and event
promaotion.

In addition to marketing and event planning, financing remains the other significant challenge facing the successful implementation of
this foodservice plan. It is hard to successfully open a new restaurant concept from scratch without spending $250.00 or more per square
foot. Being able to raise the necessary opening funds is always a high hurdle for restaurant operators to clear.

With proper selection of operators and the necessary financing provided, we find that a balanced offering of food and beverage,
entertainment, lodging, and retail can work well together and succeed in consistently attracting enough customers to the re-developed
downtown market area.
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. RECOMMENDED CONCEPTS

FARM TO TABLE

In a recent survey by the National Restaurant Association, 64% of adults said locally sourced menu items are important when
choosing a full -service restaurant ; 43% said organic or environmentally friendly food was important.

There has been a trend of increased demand for | ocally s @uaeree d
among patrons.

A survey of 1,854 members of the American Culinary Federation asked chefs to rank the importance of 214 menu trends. Locally
sourced meats and seafood ranked first in the survey; locally sourced produce ranked second.

The Generational Corsumer Trend Report, published in 2015 by Technomic, reported the percentages of consumers, by generation, that
say they are influenced in their decision of which restaurants they visit by the availability of local foods and ingredients as follows:

1 Baby Boomers: 53%

1 Generation X: 49%

1 Millennials: 43%

f Generation Z: 39% o _ _
:AWhile the growth in org:

the retail category, consumers are demanding these
While the interest in organic foods was first seen in supermarket food : offerings more when they dine out, and restaurant :
purchases, demand has increaed in the restaurant sector. T 0 perators need to meet t

Nations Restaurant Group :
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In a survey by the National Restaurant Association, 64% of
adults said healthy menu items are important when choosing a
full-service restaurant .

According to the Healthy Eating Consumer Trend Report, a2015
report by Technomic, 58% of consumers agree that it is
important to eat healthfully and pay attention to nutrition. Thirty -
eight percent (38%) of adults say they are more likely to visit
restaurants that have healthy menu options, even if they do not
order a Dbetter-for-you item. Fifty percent (50%) of
consumers say they would like restaurants to offer more

healthy foods , and nearly as many say they would probably
order these options if they were offered.

According to The NPD Group, 9% of all restaurant visits are *
made based on customersodo desire
figure that has remained relatively constant for five years.

fﬁAcross the board, restaurants of all types and size§
:that 85% of American adults say there are more healt:

Nations Restaurant Association, 1/7/16
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We recommend a full service, upscale casual concept that offers farm to table cuisine with a heavy emphasis on local products
and healthy dining. This concept would work best in a 3,500 to 5,500 square foot space, sitting approximately 120 1T 200 guests,
with a small patio able to sit 36 T 40 guests.

We suggest the following hours of operation:

Monday - Thursday
Lunch - 11:00 am 1 4:00 pm
Dinner - 4:00 pm 1 9:00 pm
Friday
Lunch - 11:00 am 1T 4:00 pm
Dinner - 4:00 pm 1 10:00 pm
Saturday
Brunch - 10:00 am 1 3:00 pm
Dinner - 3:00 pm 1 10:00 pm
Sunday
Brunch - 10:00 am 1 3:00 pm
Dinner - 3:00 pm i 9:00 pm

For this concept, we suggest an ambiance that feels warm and comfortable, one that embodies clean eating and healthy living.
The color palette should include hues of off white, cream and beige. A light colored stained concrete floor would balance wel |
with natural wood, white tiles and white washed brick. The flatwa re should be rustic, wrapped in cotton, country linen style
napkins. Color pops will come from the sea green, recycled wine bottle, water glasses. The living wall of herbs will fill the dining
room with a sense of freshness. Each table will be adorned with a different small vase featuring locally grown flowers.
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We recommend a menu that features the following: x Appetizers/ Small Plates 61 8 items $8 - $12

x Soups and Salads 47 6items $4 - $12
x Sandwiches 471 6items $9 - $12
x Entrees 81 10 items $12 - $18

The menu should emphasize local products by listing the different farms and ranchers it features. We recommend that the menu
be updated at minimum on a seasonal (quarterly) basis. This concept would also benefit from off the menu features highlighting
hyper-local products from the farmers market. Additionally, a limited beer and wine menu featuring craft beers, local breweries,
wine from small vineyards and sustainable vineyards would complement the dining menu and complete the guest experience.

=

o N
GROUP
L



