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EXECUTIVE SUMMARY 
Taco Port, LLC (also referred to as “the Company”) is bringing authentic Tex-Mex cuisine to 

the residents, students, and visitors of Greensboro, North Carolina. The Company has found 

an ideal restaurant space on Spring Garden Street, adjacent to the University of North 

Carolina Greensboro and Greensboro College, as well as the Greensboro Coliseum. This will 

ensure access to numerous customers: both the student body and the many residents who 

live in this area. Taco Port will emphasize its use of fresh ingredients and locally sourced 

products, as well as its focus on Tex-Mex cuisine—including a range of breakfast tacos, 

which are not typically found in Mexican restaurants in the region. The space is roughly 

2,200 square feet and is already designed for use as a restaurant, but the Company will 

make minor changes to the interior/exterior and will also purchase some new equipment. 

The dining area can accommodate up to 48 dine-in guests; however, during COVID-19, Taco 

Port will implement social distancing protocols and will seat no more than 24. The 

Company will also have a robust carryout and delivery system (using third-party platforms 

such as GrubHub), to ensure maximum safety and profitability. 

 

Taco Port will benefit from its location on Spring Garden Street and will partner with UNC 

Greensboro to become a UNCG Flex partner. This region is diverse, but more than 45.0% of 

households within a five-mile radius of the Taco Port location earn $50,000 or more per 

year—and 28.7% earn $100,000 or more. Spring Garden Street also sees daily traffic counts 

of roughly 16,500 vehicles, which conservatively estimating at 5% purchasing meals at $13 

each would yield potential daily earnings of $10,725. The Company will continually find 

creative ways to expand its take-out service, with targeted promotions to all of the student 

housing communities surrounding the restaurant. Specials such as Tex-Mex Tapas night, 

as well as accommodating outdoor seating with heaters/fans as needed seasonally, will 

attract local customers. Taco Port will also provide sample tastings once a week and 

provide free wi-fi within the restaurant for customers.       

 

The Company will operate within a major segment of the $148.1 billion Single Location Full-

Service Restaurants industry: the $54.6 billion Mexican Restaurants industry, which has 

benefited from the increasing popularity of Mexican cuisine in the U.S. This segment has 

also benefited from domestic adaptations of traditional Mexican food, such as Tex-Mex, as 

well as consumer preference for healthier, convenient food options that are relatively 

inexpensive. Over the next five years, rising consumer spending is expected to support 
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revenue growth—and the Mexican Restaurants industry is anticipated to grow at an 

annualized rate of 6.8% to reach $75.8 billion in 2025.  

 

Taco Port will deploy a marketing strategy that uses both print and digital methods while 

leveraging the extensive business and management experience of its owner/operators. The 

Company will place ads in local publications and send direct mailers to nearby residents 

and businesses. Taco Port is currently creating a robust and easy to navigate website, and 

the Company will be active on major social media platforms, such as Facebook, Instagram, 

and Twitter. Taco Port will also benefit from being a certified veteran-owned (VOSB) and 

minority-owned (MBE) small business. Most importantly, Taco Port will serve authentic 

Tex-Mex cuisine, deliver outstanding customer service, and be active in the local 

community—ensuring referrals from satisfied customers.   

    

The Company was founded by husband-and-wife team Alfredo and Kimberly Fernandez. 

Mr. Fernandez is a seasoned A&P Mechanic with 25+ years of experience who currently 

works as a Flight Mechanic for Omni Air International. He grew up in San Antonio and 

would watch his mother pour her heart into cooking for the family. Her recipes for 

authentic Tex-Mex and her passion for serving great food are what Taco Port is all about. 

By the age of 16, Mr. Fernandez was grilling fajitas and learning the art of Tex-Mex cooking. 

Kim Fernandez brings more than 15 years of experience in administrative support, 

customer service, data entry, and management. She is detail-oriented and resourceful, and 

always ensures that tasks are completed with accuracy and efficiency. She is currently an 

Executive Assistant for the City of Greensboro.  

 

The Company will also benefit from having two successful restaurateurs as mentors. 

Marcelo Marino is currently the Director of Culinary Arts at Guilford Technical Community 

College. He has opened several restaurants that incorporated fresh and sustainable food.  

Brad Semon is the current Manager of the Painted Plate, one of Greensboro’s premier 

caterers.  He has been in the restaurant industry for over 40 years. 

 

To achieve the Company’s objectives, Taco Port is seeking $120,000 in total funding through 

bank or Small Business Administration (SBA)-backed lending. The bank or SBA-backed 

loan will be paid back from the cash flow of the business within ten years, collateralized 

by the assets of the Company, and backed by the personal integrity, experience, and a 

contractual guarantee from the owners. The owners are investing $30,000 to fund the 

launch of Taco Port. 
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Company Ownership 

Taco Port is a Limited Liability Company registered in the state of North Carolina.    

 

The Company is owned by Alfredo Fernandez (51%) and Kimberly Fernandez (49%).  

 

Company Location 
The restaurant will be located at: 

 

1901 Spring Garden Street 

Greensboro, North Carolina, 27403 
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Use Of Funds 
The table below outlines the sources and uses of funding: 
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TACO PORT: AN OVERVIEW 
Taco Port will be a family-owned and operated fast-casual restaurant that serves 

traditional Tex-Mex cuisine, with an emphasis on fresh ingredients with meat, meatless, 

and gluten-free menu options for a more inclusive customer experience. The Company has 

found an ideal restaurant lease space (2,200 square feet) at the corner of Spring Garden 

Street and Chapman Street, near Greensboro College, the University of North Carolina 

Greensboro, and the Greensboro Coliseum. This location will provide easy access to 

numerous customers in the region, and the Company will cater to a diverse market of 

college students (18-24), middle-class working families (25-34), and older adults (35+).  

 

Open at 6:00 a.m. on weekdays, a highlight 

of Taco Port’s menu will be its breakfast 

tacos, which are widely known as part of 

Tex-Mex cuisine but are generally not 

offered in other local Mexican restaurants 

and food trucks. The Company’s focus on 

authentic, family recipes for tacos, fajita 

plates, nachos, quesadillas, and other Tex-

Mex inspired dishes will set it apart from other competitors who serve more traditional 

Mexican cuisine. During the week, Taco Port will be open until 9:00 p.m., and will be open 

from 11:00 a.m. to 8:00 p.m. on Saturdays and closed on Sundays. Taco Port’s location can 

seat up to 48 customers, and while the Company will provide dine-in services, it will also 

focus on answering the demand for quick, contactless delivery service by partnering with 

third-party platforms such as DoorDash, Uber Eats, and GrubHub. Taco Port will also 

provide convenient and safe carryout options, allowing the restaurant to thrive during the 

COVID-19 pandemic. In addition, the Company will partner with the University of North 

Carolina’s Flex Student Meal Program. 

 

The Company will emphasize cleanliness, food safety, and food quality—and will ensure 

the safety of all guests and staff through the following procedures: 

 

• Seating 24 customers max during COVID-19, with adequate space between them 

• Disinfecting all surfaces in the shop every 30 minutes 

• Strict handwashing procedures for all employees 

• Strict mask-wearing policy for all staff & customers 
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• Educating employees on COVID-19 symptoms and preventative measures 

• Making hand-sanitizer available for all customers 

• Sealing all delivery bags with tamper-evident stickers 

• Offering contactless pickup options 

 

 

Taco Port’s location is already designed for use as a restaurant, but the Company will use 

approximately 35% of the total startup capital to secure additional kitchen and restaurant 

equipment, and to make changes to the exterior and interior of the building to fit with the 

Tex-Mex/San Antonio theme. The Company will also create an outdoor seating area. 

 

With its focus on fresh ingredients and authentic Tex-Mex cuisine in an ideal region of the 

city—as well as the expert guidance of its restaurateur mentors—Taco Port is poised to 

become the top Tex-Mex restaurant in Greensboro, North Carolina.  

 

The following schematic shows the finished restaurant space: 
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Menu 
The following is the Company’s current working menu: 

 

 
  



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 11 

 



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 12 

 
 



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 13 

 
 



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 14 

 
 

  



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 15 

 

MARKET ANALYSIS SUMMARY 
The restaurant industry is expected to continue growing, with projected sales of $899 

billion in 2020 alone. The industry has been adding jobs faster than the national average 

for 13 consecutive years. Today, the restaurant industry employs 15.6 million people, and 

there are more than one million restaurant locations throughout the U.S. More than half of 

American adults have worked in a restaurant at one point in their lives, and the restaurant 

industry employs more women and minority management professionals than any other 

industry. 

 

One trend in 2020 is growing consumer interest in takeout and delivery options, due 

primarily to the ongoing COVID-19 pandemic. 52% of consumers say that purchasing 

takeout or delivery food is essential, 58% are more likely to have restaurant food delivered 

today than they were two years ago, and 61% are more likely to pick up takeout food for 

dinner than they were two years ago. Taco Port will embrace this trend by making it easy 

for consumers to purchase to-go orders and have food delivered through third-party apps. 

The following infographics from the National Restaurant Association provide an overview 

of the industry.1 
 

 
 

 
1 National Restaurant Association. “National Statistics.” https://restaurant.org/research/restaurant-
statistics/restaurant-industry-facts-at-a-glance 
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According to the Bureau of Labor Statistics, U.S. households spent an average of $3,459 on 

takeout, in-restaurant dining, and fast-food meals in 2018. 2  These figures are higher 

depending on age, as seen in the following chart from market research firm Statista. 

Consumers between the ages of 35 and 54 spent the most annually on food away from 

home, with an average of $4,396.3  

 

 
 

 

A recent Deloitte survey found that 83% of Americans say that traditional fast-casual food 

is unhealthy, and younger generations are becoming more conscious of what they eat.4 

Taco Port will capitalize on consumers’ desire for fast, affordable, healthy food options, 

providing high-quality Tex-Mex cuisine that is much healthier than the food found at chain 

competitors.  

 

 
2 MSN/The Daily Meal. “This is how much…” https://www.msn.com/en-us/foodanddrink/foodnews/this-is-how-much-
the-average-household-spends-eating-out-versus-eating-at-home 
3 Statista. https://www.statista.com/statistics/241038/average-us-food-away-from-home-household-expenditures-by-
age 
4 Multi-briefs: Exclusive. “Fast food trends…” https://exclusive.multibriefs.com/content/fast-food-trends-shift-as-
consumers-seek-healthy-quick-offerings/food-beverage 
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Mexican food is one of the most popular ethnic cuisines in the U.S., and no matter where 

you are in the country you can be sure of finding a Mexican restaurant. There are several 

reasons why Mexican food has become a staple in the U.S. These include:5 

 

• It contains fresh ingredients from all food groups, including protein, grains, and 

vegetables. 

• Many ingredients are farm fresh rather than coming from a can. 

• It is flavorful, using a variety of powerful and delicious spices and savory sauces. 

• It is affordable. 

• It offers many options. 

 

When most Americans think of Mexican food, what they’re usually thinking of is the fusion 

creation called Tex-Mex. Largely a result of Tejano culture (Texans of Mexican heritage), 

Tex-Mex first came into existence when Americans encountered Mexican food and began 

adding their own twists. There are several notable differences between authentic Mexican 

and Tex-Mex, including the use of cheddar cheese, sour cream, and cumin (not typically 

used in traditional Mexican cuisine).6    

 

Mexican food is the most popular cuisine in 27 states and is second only to Chinese 

throughout the country. 50% of Americans eat Mexican food at least once a month. The 

following charts from Chef’s Pencil7 and Statista8 provide additional details.  

 

 
5 El Indio. “Why is Mexican Food…” https://www.elindiosandiego.net/why-is-mexican-food-so-well-loved-in-the-united-
states 
6 Spoon University. “The Difference Between Tex-Mex and Mexican…” https://spoonuniversity.com/lifestyle/tex-mex-vs-
mexican-food 
7 Chef’s Pencil. “Most Popular Ethnic Cuisines…” https://www.chefspencil.com/most-popular-ethnic-cuisines-in-america 
8 Statista. https://www.statista.com/statistics/460323/frequency-us-consumers-eat-ethnic-cuisine-by-menu 
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Location Analysis 
The Company’s proposed location is at the corner of Spring Garden Street and Chapman 

Street in Greensboro, North Carolina (Guilford County). This region will provide easy access 

to numerous potential customers, as it is near two major schools (University of North 

Carolina Greensboro and Greensboro College) as well as the Greensboro Coliseum Complex. 

It is also near the popular residential neighborhoods of Sunset Hills and Lindley Park. 
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Greensboro is the third-largest city in North Carolina and is centrally located in the state’s 

Piedmont Triad region, and the city is ranked number 54 of the most diverse cities in 

America, with a Hispanic population of approximately 8.7 percent.9 The following data set 

from market research firm ESRI provides a population summary of the region surrounding 

Taco Port’s proposed location. This data has been keyed to radii of 1, 3, and 5 miles.10  

 

 
Market Profile - Radial Analysis 

1901 Spring Garden Street, Greensboro, North Carolina, 27403 
  1 mile 3 miles 5 miles 
2020 Total Population             13,592               88,760           208,815  
2025 Total Population             13,876               91,652           216,943  
2020-2025 Annual Rate 0.41% 0.64% 0.77% 
2020 Total Daytime Population 14,327 120,197 242,360 
Workers 6,947 68,592 242,360 
Residents 7,380 51,605 118,442 
2020 Households 4,781 35,973 86,471 
2020 Families               1,675               17,613             45,827  
2020 Average Family Size 2.96 3.04 3.01 
2020 Population by Age 
Total             13,590               88,759           208,815  
0 - 4 2.9% 5.5% 5.6% 

 
9 Data USA. https://datausa.io/profile/geo/greensboro-nc 
10 Business Analyst Online. Source:  http://bao.arcgis.com/en/log-in 
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5 - 9 2.6% 5.2% 5.4% 
10 - 14 2.7% 5.1% 5.4% 
15 - 24 48.9% 22.6% 18.8% 
25 - 34 13.3% 14.8% 15.0% 
35 - 44 8.0% 11.5% 11.9% 
45 - 54 6.9% 10.9% 11.3% 
55 - 64 7.2% 10.7% 11.2% 
65 - 74 4.6% 7.9% 8.7% 
75 - 84 2.0% 4.0% 4.5% 
85 + 0.9% 1.9% 2.2% 
18 + 89.2% 81.0% 80.3% 
Median Age 
2010 23.7 31.2 33.4 
2020 23.9 32.7 34.9 
2025 23.9 33.4 36.0 
2020 Population by Sex 
Males               6,109               42,909             99,300  
Females               7,484               45,850           109,515  
Per Capita Income 
2020 $21,284  $26,841  $28,650  
2025 $22,761  $28,772  $31,136  
Median Household Income 
2020 $37,738  $39,663  $44,403  
2025 $39,278  $41,573  $47,348  
2020 Households by Income 
Household Income Base               4,781               35,973             86,471  
<$15,000 21.9% 19.2% 14.9% 
$15,000 - $24,999 14.2% 12.8% 12.4% 
$25,000 - $34,999 10.3% 12.5% 12.0% 
$35,000 - $49,999 14.9% 14.4% 15.2% 
$50,000 - $74,999 15.9% 15.0% 16.8% 
$75,000 - $99,999 8.4% 8.4% 9.4% 
$100,000 - $149,999 8.5% 9.4% 10.7% 
$150,000 - $199,999 2.7% 3.3% 3.6% 
$200,000+ 3.3% 5.1% 4.9% 
Average Household Income $57,602  $65,661  $68,922  

 

 

This region is socioeconomically diverse, but there is a high number of middle- and upper-

income households within a five-mile radius of the Company’s location. As seen in the 

following income summary chart from ESRI, more than 45.0% of households in this region 

earn $50,000 or more per year, and 28.7% earn $100,000 or more. Although Taco Port will 
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appeal to consumers from all backgrounds, consumers with higher levels of disposable 

income tend to spend more on food away from home.11 

 

 
 

 

 

The following ESRI table shows the restaurant market potential for the area surrounding 

the Company’s location (five-mile radius). Note that consumers in this area spent at family 

and fast-food restaurants at rates that are in line with, and often higher than, the national 

average (MPI score of 100).12 

 

 

Restaurant Market Potential (5-mile radius) 

Product/Consumer Behavior 
Expected Number 

of Adults 
Percent MPI 

Went to family restaurant/steak house in last 6 months 118,817 71.2% 97 
Went to family restaurant/steak house 4+ times/month 40,634 24.3% 93 
Spent at family restaurant last 30 days: <$1-30 14,112 8.5% 107 
Spent at family restaurant last 30 days: $31-50 15,251 9.1% 99 
Spent at family restaurant last 30 days: $51-100 22,533 13.5% 91 
Spent at family restaurant last 30 days: $101-200 12,738 7.6% 82 
Went to family restaurant last 6 months: for breakfast 20,265 12.1% 94 

 
11 Business Analyst Online. Source:  http://bao.arcgis.com/en/log-in 
12 Business Analyst Online. Source:  http://bao.arcgis.com/en/log-in 

   2020 Household Income   2020 Household Income

<$15K
15.0%

$15K - $24K
12.4%$25K - $34K

12.0%

$35K - $49K
15.1%

$50K - $74K
16.8%

$75K - $99K
9.4%

$100K - $149K
10.7%

$150K - $199K
3.7%

$200K+
4.9%
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Went to family restaurant last 6 months: for lunch 30,415 18.2% 98 
Went to family restaurant last 6 months: for dinner 71,061 42.6% 94 
Went to family restaurant last 6 months: for snack 3,936 2.4% 120 
Went to family restaurant last 6 months: on weekday 47,690 28.6% 96 
Went to family restaurant last 6 months: on weekend 62,946 37.7% 94 
Went to fast food restaurant in the last 6 months: eat in 57,223 34.3% 96 
Went to fast food restaurant in the last 6 months: home 
delivery 

16,476 9.9% 117 

Went to fast food restaurant in the last 6 months: take-
out/drive-thru 

76,475 45.8% 100 

Went to fast food restaurant in the last 6 months: take-
out/walk-in 

36,503 21.9% 105 

Went to fast food restaurant in the last 6 months: breakfast 57,212 34.3% 99 
Went to fast food restaurant in the last 6 months: lunch 80,574 48.3% 98 
Went to fast food restaurant in the last 6 months: dinner 77,715 46.5% 102 
Went to fast food restaurant in the last 6 months: snack 22,029 13.2% 107 
Went to fast food restaurant in the last 6 months: weekday 94,544 56.6% 97 
Went to fast food restaurant in the last 6 months: weekend 77,839 46.6% 100 
Went to fast food restaurant in the last 6 months: Chipotle 
Mex. Grill      

21,928 13.1% 104 

Went to family restaurant last 6 months: Chili`s Grill & Bar 18,587 11.1% 106 
Data Note: An MPI (Market Potential Index) measures the relative likelihood of the adults in the specified trade area to 
exhibit certain consumer behavior or purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average. 
Source: These data are based upon national propensities to use various products and services, applied to local demographic 
composition. Usage data were collected by GfK MRI in a nationally representative survey of U.S. households. Esri forecasts 
for 2020 and 2025. 

 

 

This is also a heavily trafficked region of the city. Nearest the Company’s location, Spring 

Garden Street sees daily traffic counts of 16,500 vehicles.13 

 

 
13 Business Analyst Online. Source:  http://bao.arcgis.com/en/log-in  
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Market Segmentation 
The Company will target consumers of all ages and backgrounds. According to the U.S. 

Census Bureau, the average consumer spends 5.2% of their annual expenditure on food and 

beverages purchased away from home. Market research firm Toast finds that 61% of adults 

would rather spend money dining out vs. purchasing an item from a store, and 51% of diners 

go out to eat more than once a week.14 

 

The Mexican Restaurant industry depends on growth in consumer disposable income and 

has benefited from a surge in the nation’s immigrant population, as well as overall 

consumer interest in health consciousness. Between 2015 and 2020, Mexican restaurants 

surged in popularity due to certain chains, notably Chipotle Mexican Grill, marketing 

themselves as a healthier option than traditional fast-casual food. According to the Bureau 

of Labor Statistics (BLS), households in the lowest two income quintiles spend 36.3% of their 

 
14 Toast. https://pos.toasttab.com/blog/restaurant-management-statistics 
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total food budget on dining out, whereas those in the middle two income quintiles spend 

43.5 percent. Households in the highest income quintile allocate 48.9% of their food budget 

to dining out. As seen in the following infographic and map from market research firm 

IBISWorld, Mexican restaurants cater to a diverse range of customers, and the state of North 

Carolina has an estimated 3.0% of all industry establishments. 15  Furthermore, North 

Carolina is one of the few states in the U.S. that is allowing dine-in at restaurants (with 

restrictions and protocols).16 

 

 
 

 

 
15 US SPECIALIZED INDUSTRY REPORT OD4305. "Mexican Restaurants." Source: IBISWorld.com  
16 Open Table. “A State-by-State…” https://blog.opentable.com/2021/states-provinces-restaurants-reopen-guide-
coronavirus 
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Industry Analysis 
Taco Port will operate within the $148.1 billion Single Location Full-Service Restaurants 

industry, which includes independent or family-owned restaurants that typically offer 

alcoholic and other beverages for patrons to enjoy with a sit-down meal in a mid- to high-

end atmosphere.17 

 

This industry has enjoyed steady growth over the past five years, due to the improving 

economy and rising consumer confidence. The fine-dining segment has done particularly 

well, thanks to the quick recovery of income for affluent consumers and the corporate 

sector at large. Market research firm IBISWorld estimates that industry revenue grew at an 

annualized rate of 1% between 2015 and 2020. Unfortunately, the mandatory closure of 

many restaurants due to the COVID-19 outbreak has hurt the industry in 2020, causing an 

anticipated revenue decline of 16.9% in this year alone. But IBISWorld expects the industry 

to fully recover over the next five years, forecasting growth at an annualized rate of 8.6% to 

reach $223.9 billion in 2025. Mexican restaurants are one of the most popular, generating 

13.1% of total revenue in 2020. The following infographics from IBISWorld provide a 

snapshot of the Single Location Full-Service Restaurants industry.18   

 
17 US INDUSTRY (NAICS) REPORT 72211B. "Single Location Full-Service Restaurants in the US." Source: IBISWorld.com  
18 Ibid. 



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 27 

 

 
 

 
 

 
 

 



 

 

CONFIDENTIAL – Do Not Distribute Without Permission 28 

 
 

 
 

 

As the economy continues to improve, full-service restaurants will compete aggressively 

for their share of the revenue. The food sector is increasingly dominated by large chains 

that draw revenue away from smaller, privately owned establishments. But restaurants 

such as Taco Port are largely unaffected by this trend, as they offer the consumer a 

memorable experience with attentive service, an enjoyable atmosphere, and high-quality 

food prepared by skilled chefs. 

 

More specifically, the Company will operate within the $54.6 billion Mexican Restaurants 

industry, which has shown robust growth over the past five years but has also been affected 

by the COVID-19 pandemic. Mexican-style cuisine has entered the mainstream American 

diet, due to an increase in the Hispanic immigrant population and the popularity of 

domestic adaptations of Mexican cuisine, such as Tex-Mex. Over the coming years, fast-

casual Mexican restaurants are expected to outperform those in the full-service sector, and 

rising consumer confidence is expected to support revenue growth. Mexican restaurants 
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will likely continue to adapt to changing consumer preferences for high-quality food by 

developing innovative and health-focused menus, and the industry expansion will be 

underpinned by the further market acceptance of Mexican-style cuisine over the next five 

years. IBISWorld anticipates that revenue in the Mexican Restaurants industry will grow 

at an annualized rate of 6.8% to reach $75.8 billion in 2025. The following IBISWorld 

infographics provide a snapshot of the industry.19    

 

 
 

 
 

 
 

 
19 US SPECIALIZED INDUSTRY REPORT OD4305. "Mexican Restaurants." Source: IBISWorld.com  
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Competitors 
Taco Port will face direct competition from other Mexican and Tex-Mex restaurants in the 

same region, as well as indirect competition from restaurants that serve other cuisine. The 

following is a list of potential competitors: 

 

Freeman’s Grub & Pub  

https://www.facebook.com/freemansgrubandpub 

 
Overview:  One of the Company’s nearest competitors, Freeman’s Grub & Pub serves 

North American classics with some mixed international flavors in a neighborhood 

bar & kitchen. The pub’s menu includes jalapeno poppers, chicken wings, pulled 

pork sandwiches, Banh Mi sandwiches, beef brisket, street corn, and more. 

Freeman’s Grub & Pub has no official website, relying instead on a Facebook page 

to provide information to customers. The restaurant receives mostly favorable 

customer feedback and has a 4.7-star review based on 481 Google reviews. 

 

Barberitos Southwestern Grille & Cantina 

https://www.barberitos.com   

 
Overview:  Another nearby competitor, Barberitos Southwestern Grille & Cantina is 

an order-at-the-counter chain known for standard Southwestern staples such as 

tacos, burritos, and a salsa bar. In addition to its standard restaurant fare, the 

company also provides extensive catering options for events of all sizes. Barberitos 

uses locally sourced items and fresh ingredients, and every order comes with free 

chips and homemade salsas. The Barberitos location on Spring Garden Street 

receives mixed feedback and has a 4.4-star rating based on 334 Google reviews.   

 

Salsarita’s Fresh Mexican Grill 

https://salsaritas.com 

 
Overview:  Salsarita’s is a counter-serve Mexican chain that offers customized 

burritos, tacos, quesadillas, bowls, salads, and nachos in a unique and colorful 

space. The company provides contactless mobile and online ordering for curbside 

and in-restaurant pickup. Salsarita’s also offers Fiesta Packs that come loaded with 
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everything needed to feed up to five people. The location nearest to Taco Port 

receives mixed feedback and has a 3.7-star rating based on 23 Google reviews.  

 

Kiosko Mexican Grill 

https://kioscomexicangrill.squarespace.com 

 
Overview:  Located on Spring Garden Street approximately 1.2 miles from Taco Port, 

Kiosko Mexican Grill is known for a variety of margaritas and south-of-the-border 

cuisine, as well as a unique outdoor patio. Menu items include quesadillas, 

chimichangas, burritos, fajitas, and a range of platters. Food is prepared fresh daily 

and all sauces are made from scratch. The restaurant is highly regarded and has a 

4.6-star rating based on an impressive 1,233 Google reviews.  

 

Competitive Edge 
Taco Port will leverage its ideal location near the University of North Carolina Greensboro 

(approx. 19,800 students) and Greensboro College (approx. 1,300 students) to tap into the 

student market. The Company will partner with UNC Greensboro to be part of its Flex Meal 

Plan, making it easy for students to choose Taco Port to get a quick, healthy meal—and Taco 

Port will also partner with North Carolina A&T University, which is less than five miles 

away from the Company’s location. Taco Port will benefit from the extensive business and 

management experience of its owner/operators and the ongoing support of its restaurateur 

mentors, who will help guide Taco Port to success. The Company will also benefit from 

being a certified veteran-owned (VOSB) and minority-owned (MBE) small business. Most 

importantly, Taco Port will serve authentic Tex-Mex inspired cuisine and be focused on 

creating a sense of community, ensuring referrals from satisfied customers.     
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STRATEGY & IMPLEMENTATION SUMMARY 
Taco Port will develop a brand that communicates its mission to provide authentic Tex-

Mex cuisine for the residents and visitors of Greensboro, North Carolina. The Company will 

always operate with honesty, integrity, and a focus on delivering quality food and top-notch 

customer service. A cohesive brand identity, including a memorable logo and all necessary 

marketing collateral, will transmit a clear message of these values to the Company’s 

customers and guide the development of marketing campaigns. Taco Port plans to utilize 

a direct marketing approach that relies on traditional and digital methods as well as local 

outreach. This strategy is specifically designed to reach potential customers throughout its 

region of operations. 

 

Objectives 
The Company has identified the following objectives and benchmarks as it begins 

operations: 

 

Short-term 

 

• Partner with the Chamber of Commerce to help spread the word 

throughout the community 

• Build its brand and reputation as a premier Tex-Mex restaurant in the 

Greensboro region 

• Build a base of repeat customers that is large enough to sustain the 

business  

 

Long-term 

 

• Enhance its customer base to sustain the business and support its growth 

objectives 

• Generate enough revenue to expand operations, opening two more North 

Carolina Taco Port locations (one in Kernersville; one in Kitty Hawk) 

• Offer a custom-branded product line, such as homemade organic tortillas 

and hot sauces, as well as branded promotional items 

• Become a regional chain 
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Marketing Strategy 
Taco Port will use a direct sales approach and a variety of advertising channels to increase 

its exposure among prospective customers. Specific channels will include:   

 

Print/digital media: The Company will place ads in local and 

regional print & digital publications, such as the Rhino Times. These 

advertisements will communicate key value propositions of the business and will also 

include any limited-time discounts or other incentives. 

 

Signage/Outdoor advertising: The Company has already budgeted to create eye-catching 

outdoor signage that will draw in customers and add style to the restaurant space. The 

following images are schematics for the Taco Port signage created by the Burchette Sign 

Corporation: 
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Direct mail: Taco Port will send mailers and postcards directly to local residences and 

businesses. Mailers will provide the Company’s contact information, a description of menu 

items, and any current promotions. Even in the digital age, consumers prefer to receive 

restaurant coupons in the mail. In a January 2018 survey by Valassis, the top two channels 

where U.S. internet users looked for restaurant coupons were mail (42%) and TV (27%). 

Millennials were the only generation that regularly sought out information via digital 

channels. As seen in the following chart from digital market research firm eMarketerPro, 

when asked which channel they preferred, all generations cited mail—with an overall 

average of 55 percent.20  

 

 
20 Source: eMarketerPro  
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Word of mouth: In the modern world, word travels faster than ever before between family 

members, peers, and colleagues who are pleased with their experiences with a particular 

business. The Company will actively cultivate this effective and inexpensive resource to 

generate interest in its Tex-Mex cuisine. According to research conducted by Nielsen’s 

Harris Poll Online, word of mouth remains among the most trusted forms of advertising: 

82% of consumers around the world say they trust earned advertising, such as word of 

mouth or recommendations from friends and family, above all other forms of advertising.21 

 

Website: Taco Port is currently creating a robust, visually appealing, and easy to navigate 

website to generate interest in its premium Tex-Mex cuisine (tacoportgso.com). This 

website will be search engine optimized and mobile compatible, and will include menu 

information, client testimony, photo gallery, company profile, location, and contact 

information. 

 

Internet advertising: Taco Port will use a combination of internet advertising methods 

including Pay-per-Click, Google AdWords, Tags, and banner ads as well as search engine 

optimization of its website. The Company will also place its business information in online 

directories such as Yelp and CitySearch. In Q2 2020, phones and tablets accounted for a 

combined 50% of all search ad spend, as seen in the following chart from market research 

firm Merkle.22 

 

 
21 Ambassador. “How Are Consumers Influenced by Referral Marketing” March 9, 2016. Source: 
https://www.getambassador.com/blog/how-are-consumers-influenced-by-referral-marketing 
22 Merkle. “Digital Marketing Report Q2 2020.” Downloads/MERKLE_Digital_Marketing_Report_Q2_2020.pdf 
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Online reviews: After launching, the Company will cultivate positive Yelp and Google 

reviews. Many customers use these reviews to gauge the quality of a business, making 

them especially important tools. As seen in the following chart from Statista, 47% of 

consumers used Yelp/Google reviews within the last six months to find information about 

product and service providers.23 

 

 
 

 
23 Statista. https://www.statista.com/statistics/713288/online-review-sources-type-usa 
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Email marketing: Current and prospective customers will benefit from receiving strategic 

email updates and newsletters regularly. This will provide Taco Port’s database of clients 

and opt-in members with information regarding promotional specials, upcoming events, 

and relevant business news. All emails will be optimized for desktop and mobile viewing. 

Email marketing delivers a high ROI: an average of $44 per dollar spent. The following chart 

from Statista shows that email is still key for effective business marketing.24 

 

 
 

 

Social Media: Taco Port will develop a distinctive and authentic presence on social 

networking sites, including Facebook, Instagram, and Twitter. About 68% of all internet 

users in the U.S. are active on social networks, with 79% of adults using Facebook. 25 

Meanwhile, 89% of all Millennial consumers are active social network users, and 63% of 

Millennials report using social media to stay updated on the activity of their favorite 

 
24 "Perception of e-mail marketing ROI according to industry professionals worldwide as of January 2018." Chart. May 
30, 2018. Statista. Accessed December 12, 2019. https://www.statista.com/statistics/959488/email-marketing-roi-
effectiveness-perception/ 
25 Pew Research Center. “Social Media Update 2016” November 11, 2016. Source: 
http://www.pewinternet.org/2016/11/11/social-media-update-2016/ 
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brands.26 Social media marketing offers small businesses the highest ROI, as seen in the 

following chart from eMarketer.27  

 

 
 

 

According to a recent report from Sproutsocial.com, maintaining a presence on social 

media is essential for any business that cares about its bottom line. When consumers 

follow a brand on social media, Sprout’s research shows that 89% will buy from that brand 

and 75% will increase their spending with that brand. As seen in the following infographic 

from Sprout Social, increasing brand awareness and web traffic are the top two goals for 

social media marketers.28  

 

 
26 Pick, Tom. “104 fascinating social media and marketing statistics for 2014 (and 2015).” B2C. 2014. Source: 
http://www.business2community.com/social-media/104-fascinating-social-media-marketing-statistics-2014-2015-
01084935 
27 Source: eMarketerPro  
28 Sprout Social. https://sproutsocial.com/insights/data/index 
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Instagram: Taco Port will specifically focus on Instagram to subtly represent 

the brand. The Instagram account will not attempt to hard-sell the Company’s 

Tex-Mex restaurant, but will be a simple, clean, organic representation of the 

space. Customers who post pictures related to Taco Port (food, décor, etc.) with the 

appropriate hashtag (#tacoportgreensboro) will be eligible for a prize.  

 

Each month, one winner will receive a restaurant gift card and will have their picture 

reposted on the Company’s official IG page. This will make customers feel like they are 

connected to the restaurant, while being gently steered by organic marketing techniques. 

It will also be an easy way for the Company to acquire affordable, high-quality photographs 

for its own Instagram page. The following chart from Statista shows how restaurant chefs 

feel about customers taking photos of their restaurant and food and posting them on social 

media. 57% feel that it is free advertising and should be encouraged.29  

 

 
29 Statista. https://www.statista.com/statistics/374725/chef-perceptions-of-diners-posting-photos-of-food-online-us 
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Earned media: The Company will benefit from earned media, or free publicity, gained 

through blogs, television news coverage, radio coverage, and print articles in local 

newspapers and relevant magazines. While the value of earned media is more difficult to 

quantify, the potential for word of mouth as a result is high.  

 

Grassroots marketing: The Company recognizes that building strong, lasting relationships 

with the Greensboro community will be vital to its long-term success. Taco Port will engage 

in direct outreach with local residents through special events, sponsorships, donations, and 

other initiatives that strengthen the community as well as Taco Port’s reputation within it.  

 

Chamber of Commerce: Taco Port will become a member of the local Chamber of 

Commerce. Benefits of this membership include being listed in the Chamber’s monthly 

newsletter, as well as having access to various networking events. This also will facilitate 

business through travel, as the Chamber of Commerce brings tourism and revenue to the 

community and encourages networking while promoting business locally.  

  

Soft Launch/Grand Opening 

“You only have one shot at that opening coverage,” says Elizabeth Hamel, account 

supervisor at market research firm Wagstaff Worldwide. Taco Port will work to ensure that 

the restaurant’s soft launch is memorable by: 
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• Creating an opening press release 
• Producing high-quality photographs to showcase the unique Tex-Mex 

cuisine 
• Generating an aura of excitement and mystery as the space is being created  

 

 

The Company’s official grand opening event will be designed to generate initial buzz for 

Taco Port, signaling its formal launch. This event will feature live music by local artists 

and special discounts on food. 

 

Food Delivery Services: The Company will partner with one or more popular online food 

delivery platforms such as DoorDash, Caviar, GrubHub, Eat24, and UberEats. Ordering 

online is quick and convenient for customers and minimizes the risks of getting order 

details wrong through traditional phone call delivery services. Outsourcing delivery 

services also allows the Company to increase revenue without having to invest in costly 

in-house delivery drivers and vehicles. In addition, these delivery services organically 

spread the Company’s brand throughout the region. 
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MANAGEMENT SUMMARY 
Alfredo C. Fernandez – Owner  

Al Fernandez is a seasoned A&P Mechanic with 25+ years of experience in the aeronautics 

industry, who currently works as a Flight Mechanic for Omni Air International. In this role, 

he is responsible for the airworthiness of B-762, B-763, and B-772 aircraft and performs 

routine, non-routine, and preventative maintenance in accordance with OAI manuals. Mr. 

Fernandez is also responsible for fueling aircraft and collecting fuel samples, 

troubleshooting all systems, communicating with the Director of Quality Control, and 

documentation of all maintenance tasks. Prior to this, Mr. Fernandez was an A&P 

Mechanic for Strom Aviation, handling inspections to return aircraft to safe and 

operational status. 

 

Mr. Fernandez is a Veteran who studied aviation at the Naval Air Training Center in 

Millington, Tennessee, and he completed coursework in General Aviation and Powerplants 

at the Hallmark Institute of Aeronautics in San Antonio, Texas. He earned his A&P License 

from Aviation Education Consultants. He is a dedicated and hardworking professional who 

is excited to bring his passion to the culinary world, and he is determined to make Taco 

Port one of the top Tex-Mex restaurants in the Greensboro area. Mr. Fernandez grew up in 

San Antonio with eight siblings. He would watch his mother pour her heart into cooking 

for the family and took note of the ingredients she used for authentic Tex-Mex, which is 

what Taco Port is all about. By the age of 16, Mr. Fernandez was grilling fajitas and learning 

the art of Tex-Mex cooking. 

 

Kimberly W. Fernandez – Owner 

Kimberly Fernandez brings more than 15 years of experience in administrative support, 

customer service, data entry, and management. She is detail-oriented and resourceful, and 

always ensures that tasks are completed with accuracy and efficiency. Mrs. Fernandez is 

currently an Executive Assistant for the City of Greensboro, where she prepares materials 

and facilitates logistics for meetings and events of the Guilford County Workforce 

Development Board and its respective committees. She also serves as an Equal 

Employment Officer for all applicants in the WIOA (Workforce Innovation and Opportunity 

Act) system and maintains contacts with elected officials, community stakeholders, and 

other partners. This position requires her to balance multiple priorities and effectively 

communicate on a wide range of projects, while maintaining confidentiality in executive-

level matters. 
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Before this, Mrs. Fernandez was an International Flight Attendant for Omni Air 

International in Dallas, Texas, where she provided outstanding customer service and 

ensured passenger safety and comfort on flights.  She has worked in retail and also served 

as an Office Manager in her previous career roles.  With her extensive business, customer 

service, and management experience, she will be instrumental to the successful launch 

and ongoing success of Taco Port. 

 

Chef Marcelo Marino – Mentor 

Marcelo Marino is a culinary professional who will help mentor the owners and provide 

support. He is currently the Director of Culinary Arts for Guilford Technical Community 

College in Greensboro, NC. He has opened several restaurants and assisted in developing 

the Spanish program at Le Cordon Bleu.   

 

Mr. Marcelo has an Associate of Science in the Culinary Arts/Chef Training from the 

Atlantic Culinary Academy and a Bachelor of Business Administration from American 

Intercontinental University. 

 

Chef Brad Semon – Mentor     

Brad Semon is the Manager of the Painted Plate (founded in 1993), one of the North Carolina 

Triad’s premier caterers for events of all sizes. Mr. Semon has been in the restaurant 

industry for more than 40 years. The Painted Plate is a chef-driven concept with a highly 

trained staff that prepares five-star restaurant quality cuisine. Mr. Sermon will lend his 

knowledge to the owners of Taco Port, ensuring that they achieve success.   
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FINANCIAL PROJECTIONS 
Key financial metrics are shown below. 
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The following is a three-year revenue forecast. Direct costs include all costs which can be 

directly tied to revenue and include “cost of goods.”  
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The table below shows the units and pricing assumptions underlying the revenue forecast: 
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The Company’s personnel forecast is outlined below. Personnel wages indicate the average 

wage per position and personnel costs are total wages for each position. 
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The Company intends to deploy its funding to maximize growth and profitability. In the 

Profit and Loss table below, gross margin equals revenue minus direct costs. The “bottom 

line” or profit (as measured before and after interest, taxes, depreciation, and amortization) 

equals gross margin minus operating expenses. 
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 The table and chart below demonstrate when the Company is expected to become 

profitable. Break-even occurs when accumulated revenue equals accumulated expenses. 

According to the forecasted financials, month 12 will be the point at which break-even will 

occur. 
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The following depiction of the Company’s projected cash flow shows that the Company 

expects to maintain sufficient cash balances over the three years of this plan. The “pro 

forma cash flow” table differs from the “pro forma profit and loss” (P&L) table. Pro forma 

cash flow is intended to represent the actual flow of cash in and out of the Company. In 

comparison, the revenue and expense projections on the P&L table include “non-cash” 

items and exclude funding and investment illustrations. 
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The balance sheet below highlights the Company’s projected assets, liabilities, and capital: 
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The sensitivity analysis below assumes that revenues are 15% higher or lower than figures 

projected earlier in this business plan: 
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