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EXECUTIVE SUMMARY



EXECUTIVE SUMMARY

BoldBerry Organic Smoothies and Juice is seeking an initial investment of $120,000 for

startup costs to begin operations January 2015.

Objectives





To lease a drive-thru quick service restaurant building on commercial real estate in Temecula for

the flagship location. Location to be anchored by other tenants, in a shopping center and

located on a main street/highway.







To sell a variety of different organic smoothie and organic juice flavors and combinations and a

concise menu of organic quick and healthy meals and snacks for breakfast, lunch and dinner.







To provide in-store education and events to spread awareness on topics including health and

wellness.







To create a business blueprint and concept in order to create a future opportunity to franchise

the company.



Mission

BoldBerry will produce and sell organic smoothies and organic juice with thousands of

combinations of flavors, in addition to quick and healthy organic meals for children and

adults in the mid- to high-income bracket in Temecula, California.



Keys to Success





Company will show a high level of support to local community by only purchasing locally grown

organic produce.







Company will be greatly differentiated by the use of organic produce in the smoothies and juice.







Products will include a range of variety and combinations, in addition to pre-selected

combinations, to provide choice to consumers who have different needs – such as food

allergies, health problems, or wellness objectives – various choices to meet their needs







Marketing efforts will be focused on developing relationships with the local community.







Business has potential to develop into franchise if success is shown with flagship location.
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COMPANY SUMMARY



COMPANY SUMMARY

Company Ownership

BoldBerry will be formed as an LLC, with the members being Alison M. LeBlanc and Kathy F. Goodman.

The Articles of Organization will be filed accordingly, in addition to the creation of an Operating

Agreement. All appropriate licenses and permits will also be filed.



Company Location

The proposed location is in Temecula, California at 42197 Margarita Road, Temecula, CA 92591. The

location is 1,675 square feet and property type is stated as “retail, restaurant.” The two anchor tenants

include Albertson’s and CVS. The property lot size is 34,848 square feet. Cross streets are Rancho

California Road and Margarita Road. The shopping center has use restrictions which will not allow

hamburgers or Mexican food. Uses other than chicken may require shopping center approval. Adjacent

to the property is a Shell Oil C-store. Additional tenants in the location include Burger King, Carl’s Jr. and

Jiffy Lube. Traffic counts on Rancho California Road, not including Margarita Road, is 25,083 average

daily traffic and on Margarita Road, not including Rancho California Road, is 23,123 average daily traffic.

Please see Attachment A: Additional Company Location Information.
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MARKET ANALYSIS



MARKET ANALYSIS

NAICS Code

2012 NAICS Definition – 722513 Limited-Service Restaurants

This U.S. industry comprises establishments primarily engaged in providing food services (except snack

and nonalcoholic beverage bars) where patrons generally order or select items and pay before eating.

Food and drink may be consumed on premises, taken out, or delivered to the customer's location. Some

establishments in this industry may provide these food services in combination with selling alcoholic

beverages.



Target Market

BoldBerry will target the following consumers:

•



Age: Young adults to middle age – 20 to 50 years old



•



Location: Temecula, California – Approximately 2

miles from the 15 freeway exit at Rancho California

Road



•



Gender: Male and female



•



Income level: mid- to high- income level ($50,000 to

$90,000)



•



Education level: High school, Some college, college

degree



•



Marital or family status: Single, married, divorced, with or without children



•



Occupation: White collar



•



Ethnic background: Any ethnic background



•



Personality: Upbeat, positive, happy, caring, loving, active, adventurous, athletic, charismatic,

considerate, courageous, creative, dedicated, disciplined, faithful, freethinking, friendly,

genuine, good-natured, peaceful, rustic, sharing, sentimental, well-rounded



•



Values: Health, environment, local sustainability, organic, healthy foods, follows trends, art,

compassion, harmonic, spirituality, longevity, diligence, truth, logic, awareness



•



Interests/hobbies: Exercise, travel, cooking, writing, drawing, sports, reading, smiling, yoga,

hiking, running, cycling, swimming



The BoldBerry customer cares about their health and the environment – taking care of their body is next

to breathing, for this customer, and they make conscious choices about the foods they fuel their

machine with. They want the highest quality ingredients and will accept nothing less than the best, and

in that case, organic is the way to go. They quench their thirst with organic smoothies and juice while

keeping pace with their busy and active lifestyle. Fresh is one word to describe the BoldBerry customer –

Fresh ideals, fresh appearance and fresh nutrition.
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MARKET ANALYSIS

SWOT Analysis
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Strengths



Weaknesses



•



Organic product







•



Allergy friendly







•



Location in blossoming city (Temecula)



Lack of reputation in community starting

out



•



Will develop partnership with the community







Price point a bit higher than competitors



•



Focus on health and wellness



Similar competitors in the area



Opportunities



Threats







Develop food offering











Develop drink offering to include coffee

beverages



Marquee-name competitors, such as Jamba

Juice and Juice it Up!







Build business and brand through education

of eating organic



Seasonality with certain produce to limit

organic options







Product sourcing may be a challenge
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MARKET ANALYSIS

Market Size

Temecula residents have high discretionary incomes making the City an attractive location for retailers.

Over the past 10 years, Temecula's retail sector consistently outperformed statewide growth trends

(Demographics).

Based on the data in the chart below, BoldBerry’s target market fits in ideally with the demographics of

the City.



Temecula Demographics

Data prepared by Nielsen Solution Center on October 17, 2013



2019 Estimated Population Projection



117,855



2014 Estimated Population



108,450



Population Growth 2014-2019



8.67%



2014 Estimated Number Of Households



27,296



2014 Estimated Median Age (Years)



34



Largest Population Group (age)



45-54 (15.55%)



2014 Estimated Population Age 25+ Education Attainment



High School Graduate: 22.45%

Some College: 30.14%

Bachelor’s Degree: 18.69



Occupation Classification: White Collar



63.58%



Please see Attachment B: Pop Facts Demographic Snapshot Report.



Market Trends

Over the past 10 years, Temecula’s retail sector consistently out-performed statewide growth trends.

Temecula ranked high (100%) on The Growth Persistence Index and is one of nine cities with the highest

retail sales rankings in the state." -California Retail Survey, 2005



Temecula Retail Market Trends

Data prepared by Nielsen Solution Center on October 17, 2013



2013 Demand

2013 Supply Opportunity

(Consumer Expenditures) (Retail Sales) Gap/Surplus



Store Type

Foodservice and Drinking Places



170,745,306



390,074,100 (219,328,794)



Full-Service Restaurants



79,249,011



181,452,919 (102,203,908)



Limited-Service Eating Places



70,255,380



195,339,608 (125,084,228)



Special Foodservices



13,622,630



12,213,506



1,409,124



Drinking Places – Alcoholic Beverages



7,618,285



1,068,067



6,550,218



Please see Attachment C: RMP Opportunity Gap – Retail Stores.
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MARKET ANALYSIS

Temecula Small Business Resources: TVE2

The Temecula Valley Entrepreneur’s Exchange, also known as TVE2, is located in Temecula’s old city hall

building, addressed as 43200 Business Park Drive. In an effort to be proactive and spark job creation and

economic vitality, the City Council repurposed the City owned building for use as a business incubator

and resource center. TVE2’s purpose is to support the growth of innovation and entrepreneurs.

Business incubators accelerate the successful development

of entrepreneurial companies through an array of business

support resources and services. TVE2 is intended to be a

regional business resource center that assists not only the

clients being incubated but also provides services and

resources for many companies in Southwest Riverside

County. TVE2 will connect people and ideas with

knowledge, expertise and capital to promote technology

growth in the Temecula Valley (Temecula Valley Entrepreneur).
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MARKET ANALYSIS

Industry Overview

In the last several years, a new type of consumer has emerged: The health conscience environmentalist.

In other words, people who want to eat well and keep the planet clean. In a big way, some of these

factors have contributed to the explosion of the juice bar and smoothie bar industry. Many businesses,

including smoothie and juice bars, are now stepping up their game and becoming a lot more

environmentally conscientious in order to both gain a competitive edge, as well as being responsible to

their environment and surrounding communities.

In non-organic food, many pesticides and herbicides are

used in order to keep insects and weeds from destroying

the crops. Many pesticides and herbicides were

approved for use on farms before they were linked to

causing cancer and other diseases.

In addition, genetically modified foods (GMOs) are also

dangerous to an individual’s health. The American

Academy of Environmental Medicine (AAEM) cite animal

studies showing organ damage, gastrointestinal and

immune system disorders, accelerated aging, and infertility as a result of consuming GMOs. Human

studies show how GMO food can leave material behind inside us, possibly causing long-term problems.

Genes inserted into GM soy, for example, can transfer into the DNA of bacteria living inside us, and that

the toxic insecticide produced by GMO corn was found in the blood of pregnant women and their

unborn fetuses.

Numerous health problems increased after GMOs were introduced in 1996. The percentage of

Americans with three or more chronic illnesses jumped from 7% to 13% in just 9 years; food allergies

skyrocketed, and disorders such as autism, reproductive disorders, digestive problems, and others are

on the rise. Although there is not sufficient research to confirm that GMOs are a contributing factor,

doctors’ groups such as the AAEM tell us not to wait before we start protecting ourselves, and especially

our children who are most at risk (Institute for Responsible Technology).

Organic farming is one way to prevent these chemicals and GMO foods from getting into the

environment and also into our bodies. When a business, such as an organic juice bar, procure organic

goods, they support agriculture that has the least harmful outcome to the environment and the

population.

Organic juice bars, more often than not, need to shop locally in order to get the freshest foods available.

Shopping locally means supporting local farmers within the regions in which the business is located.

Shopping locally also means reducing the amount of gas (carbon emissions) used to transport the food

to the business. The result is a system that functions on as little energy consumption as possible, a

successful local economy and something in the end that is sustainable over longer periods of time.

Organically certified food gives consumers a guarantee that their products have been grown and

managed under specific measures that protect the farmers, other handlers and the environment. By

offering organic products, we offer our client base a guarantee. Organic foods tastes better as it grows

and is handled in its most natural state without the interference of pesticides or other harmful

substances that are often used in agriculture.
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