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Rose Mountain Butcher 

Shoppe Impact Assessment 

“The Butcher Shoppe is saving Lansing. It was going down the tubes and Ann 
has saved it.” —Anonymous Farmer 
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Genuine Need in the Lansing Area 
“A lot of cars go through Lansing but don’t have a reason to stop.  Now people drive to Lansing [to come to Ann’s 

shop].  The more places we can get doing that, the better.” —Anonymous farmer 

 
Lansing, NC is a small mountain town in Ashe County in the northwest corner of North Carolina.  
It was founded in 1882 and boomed in the 1920s as a result of the railroad being routed through 
town. At its peak in the 40s and 50s, the town maintained a steady timber industry, feed mills, and 
retail establishments. Lansing reached a population of 278 in 1960, but after rail service to the town 
ceased in the 60s and 70s, its economy stalled out, losing support for retail businesses and subsist-
ing only on its rural agricultural roots.1  Today, it continues to struggle with an unemployment rate 
of 14.1% and 34.5% of residents living below the poverty level.2 

 
Ashe county as a whole is slightly better off than Lansing: its 27,151 people have a per capita 
household income of $35,670 annually.  In comparison to Lansing, only 19.3% of Ashe County’s 
residents live below the poverty level, but this figure is still well above the North Carolina average.3  
Furthermore, while the number of business establishments in Ashe County has increased in the last 
ten years, it decreased drastically from 2010-2013, dropping 8% overall and 8.8% for resident-
owned businesses.  At the same time, the number of businesses headquartered out of state has in-
creased, as well as total jobs, revealing a trend for more jobs shifting to larger, non-locally owned 
enterprises in the county.4  While this resulted in a 6% decrease in unemployment rate during that 
three year period, the per capita income for the county rose only 1.6% and the median household 
income only 3.2% for the same time period.3 

 
Within the agriculture sector, a similar increase of larger non-resident owned operations is occur-
ring.  According to Appalachian Sustainable Agriculture Project, “Fewer but larger companies have 
come to dominate each stage of production, processing, and distribution. Consolidation in retail 
and wholesale markets in particular makes it increasingly difficult for small farmers to maintain 
their market share.”5  While the data don’t specify which farms are family-owned, the following 
table demonstrates how farm sizes have changed over the last twenty years.  
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What Rose Mountain Butcher Shoppe Provides 
“The size of her shoppe can accommodate the really small farm, which is awesome, and a great benefit to Lansing and 

the surrounding communities.” —Holly Whitesides,  Against the Grain Farm 
 

As farms and businesses get larger and less local, Ann Rose’s shoppe fills a void.  Ann says that 
there has been a need for a small-scale butcher shoppe for many years as meat processing facilities 
have grown increasingly less accommodating to smaller farms: “I’ve been selling sausage and proc-
essing my meat at USDA facilities, but they can’t do custom orders for you unless you’re a large-
scale farm.  They also prioritize large farms so small farmers will lose their spots if a larger order 
comes along.” Holly Whitesides, owner of a 30 acre farm, echoes the same sentiment: “She is sup-
porting really small farmers…  A lot of farmers that are our size are young or beginning farmers, 
and that’s often a really hard demographic to support because we don’t produce in large quantity 
and there’s a learning curve that [comes] with [starting up].”   

  

  
 

 

 

 

 

 

 

 

 

 

 

 

 

Economic Impact of Rose Mountain Butcher Shoppe 
“[The butcher shop] has already and will continue to impact business community.  Lansing hit its high point 80 years 

ago and it's lost several businesses in the last 5 years.  The community was dying but now it's seeing some 
growth.” Michael Lewis, Honeysuckle Farm 
 

Last year, Heifer International gave Ann Rose a grant of $25,000 to open her shoppe in Lansing.  
This grant provided funds for remodeling the shop’s interior with raw materials, electrical and re-
frigeration specialists, and leverage for a loan to purchase all of the shop’s refrigeration equipment.  
All of the funds from the grant were used for the remodeling process.   
 

From the time of the store’s completed renovations to July 21st, when this survey began, Rose 
Mountain Butcher Shoppe spent $24,649.46 in purchases from farmers, bakers, other suppliers, 
and services from slaughterhouses or business professionals.  It is estimated that the money 
spent within the first five months of the shoppe’s opening has had an impact of $41,094.76 
in total economic output and $17,749.04 in value-added on the regional economy. Even be-
yond these numbers, the shoppe has impacted the region in considerable ways through increased 
community relationships, improved animal welfare, environmental stewardship, nutrition, personal 
empowerment, and education. 
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Methodology 
To assess the impact of Ann’s shop, this study analyzed the purchases she has made and conducted 
a survey the farms and businesses from which she’s purchased.  Twenty-two of the 31 small farms 
and businesses reached out to gave survey responses, and these were combined with economic im-
pact methods to arrive at the $41,094.76 and $17,749.04 figures for total economic impact and 
value-added, respectively. In these estimates, total impact refers to the combination of direct and 
indirect impacts from Ann’s purchases, while value-added refers to the total increased income, 
taxes, and operating surpluses related to the increases in production caused by Ann’s shop. 
 
The formulas for the two calculations relied on the results of two main survey questions: 
 
1. Approximately what percentage of your sales to Ann’s shoppe represent new business (i.e. 

products that you could not have sold without the shop)?  
2. Of the money that your farm/business earned from sales to Ann’s shop, approximately what 

percentage was spent on wages to local residents (including yourself) or purchases at businesses 
owned by local residents?  

 
For the sake of the formulas, the responses to question one will be variable new and the responses 
to question two will be variable local.   
 

Total Economic Impact 
Measuring total direct and indirect impacts on local economy (tracking local dollar flows): 
 

Total Impact = ∑ i=1 to n  purchasesi  + purchasesi * locali  
      (Where i represents each survey respondent) 

 
While the average response to Question Two was 52.1%, many of Ann’s most frequent suppliers 
actually spend closer to 80 or 90% of their money in the local economy.  For those farmers or busi-
nesses with no value for local (those not responding to the survey), the average of 52.1% was used. 
Additionally, the local figure was discounted by half for those located more than 50 miles away from 
Lansing.  The result of these calculations was as follows: 
   

Total Impact = $24,649.46 + $16,445.30 = $41,094.76 
 

Total Added Value 
Measuring the total income, taxes, and operating surpluses caused by production increases: 
 

Added Value = ∑ i=1 to n  (purchasesi * newi)* multiplieri*.75 = $17,749.04 
         (Where i represents each survey respondent) 
 
The figures for multiplier in this formula were taken from North Carolina State University’s 
“Economy-Wide Impacts of Agricultural Sectors in North Carolina,” a 2014 report of state-wide 
value-added multipliers for all agricultural industries.6  To adjust for the fact that these multipliers 
assessed impacts on a whole-state level, each multiplier was discounted to 75%.  The variable new 
was built on the same methodology as local: the average response to Question One was used for 
non-responders and multipliers were discounted by half for those cases where the supplier was 
more than 50 miles away. 
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Economic Impacts, Continued 
These numbers are comparable with those that we should be expected to find, given a survey of 
related studies.  The ratio of direct purchases to total economic impact for Rose Mountain Butcher 
Shoppe is 1.67, that is, for every $100 that Ann purchases in products, $67 more are invested in the 
local economy.  This number is on par with what has been seen in other local food businesses 
across the country.7  For example, a 2005 study in the Puget Sound area of Washington found that 
for every $100 spent at a local grocery store, $52 is re-spent locally, compared to only $25 at a non-
local grocery.8  Similarly, a 2009 Iowa farmers market study found that $38.4 million in annual sales 
statewide resulted in 59.4 million dollars of total economic impact.9  This is a ratio of 1.55.  Finally, 
when Ann Rose’s purchasing numbers were plugged into an economic impact modeler, Implan, for 
its sample county, Washington County MN (a county with a similar population to the 5-county 
area), the results were $39,549 in total impact and $19,232 in value added.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Other Community Impacts—12 Cornerstones 
“I think Ann’s shoppe has probably helped the [farmer’s] market more than it’s hurt because she sends people there 

to purchase things. I’ve had people say, ‘I bought your tea at Ann’s shoppe and I wanted to come here to get some 

more.’” —Anonymous Farmer 

 
As mentioned previously, a few figures on economic impact hardly begin to tell the story of how 
Rose Mountain Butcher Shoppe has affected Lansing and the surrounding area..  In economic im-
pacts alone, the shoppe is providing part-time employment, customer referrals to other stores and 
businesses, and an alternative sales venue during the farmer’s market offseason.  Survey respon-
dents also cited countless non-monetary benefits of the butcher shoppe.  Among these benefits are 
education, animal welfare, environmental sustainability, nutrition, and female empowerment.  In 
fact, these impacts align closely with Heifer International’s 12 Cornerstones for Just and Sustain-
able Development, which will be used as a framework for analyzing them.  
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Passing on the Gift 
“We plan to do a pass on the gift ceremony this spring.  It’s 

another young woman farmer [who will then] pass it on as 

well.” —Holly Whitesides 

 
Holly and her husband Andy Bryant operate 
Against the Grain Farm in Zionville, NC and sup-
ply chickens, pigs, and a few produce items to 
Ann’s butcher shop, with the planned addition of 
some turkeys this fall.  Last October, Holly re-
ceived piglets from Ann in a pass the gift dinner.  
The dinner was based around Heifer’s 12 corner-
stones and served as a way of bringing together the 
farm community.  Next spring, she plans to further 
pass that gift on by giving one of her pigs to a 
young female farmer in the area, but she also ap-
preciates that gifts are passed on in other ways and 
hopes that she can impart what she’s learned from 
Ann to others, “I’ve learned this from Ann and 
Cory (from New Life Farm) and tried to do the 
same thing: ...be really transparent with customers 
but also with other farmers about what we do 
[with our farm practices] so we can help other 
farmers in our community.” 
 

 
Accountability 
“My customers are my standard. I’m feeding my family with the food I produce on my farm so why would I do some-

thing that would compromise my integrity or the safety of my products.  I have an open door policy so if you want to 

come out and see how we do things you’re welcome.” —Cory Bryk, New Life Farm 

 

The way Holly describes her relationships with others says a lot about how honesty and account-
ability work among farmers and customers in the High Country as well.  When a customer buys a 
product from the butcher shop, they find personal contact information for the producer on the 
package; this offers transparency about food sources that cannot be found in an average grocery 
store.  Ann makes an effort to meet and know every customer, and keeps a database of 623 cus-
tomers who she emails weekly with updates on the stock at the store.   
 
Because of the way the shoppe functions, not only can customers hold producers to a high stan-
dard, but Ann and the other farmers can as well. Most of Ann’s suppliers know each other and 
they all expect high quality from themselves and each other.  Says Paula Williams of Sweet Aromas, 
it’s all about “Quality, honesty, and integrity. The [big, non-local] food companies don’t care about 
that honesty, they just want you to buy their product. Ann and all of the people who sell at her 
shop, we care about the products that we make.”   
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Sharing & Caring 
“Support, friendship, community. And the BEST sausage that I HAVE EVER HAD!!” —one supplier, when asked how the 

butcher shoppe has impacted her business. 

 
When a woman is as popular and positive for a community as Ann, she fosters an environment of 
caring about her business.  Says Paula Williams, “People are really grateful for what she's doing.  It 
has a large impact on Lansing and on our county and will continue to grow.”  This appreciation 
extends to her suppliers as well.  One businessman declined to fill out the survey, but still had 
nothing but wonderful things to say about Ann: “She’s doing a wonderful job, it would be nice if 
more people were like her. I wish her God’s luck, she’s a beautiful person.”   
 
Not only is Ann getting to know farmers better personally because of the shoppe, she is connecting 
them to others. The statistics demonstrate this: 27% of survey respondents stated that the butcher 
shoppe had “Very Much” connected them to other farms and businesses in the High Country, 
while only 13% said that it had not at all.  Walking into the butcher shoppe, this is not hard to be-
lieve.  The entryway is covered with flyers for local businesses and events, and Ann makes a habit 
of sharing local news and shopping suggestions with all who enter.  When the two local restaurants 
who buy Ann’s products were interviewed, both mentioned a relationship with the butcher shoppe 
that contributes to the growth of all businesses through referrals.  One restaurant manager in West 
Jefferson really appreciates all of the customers he gets from Ann’s shoppe, and he sends his cus-
tomers her way as well: “When we feature her products, we put ‘Ann Rose’ on the menu, so people 
will ask and know where it came from… We have even had other restaurants call us wanting to 
know where we get our products from, because they are starting to see the benefits of buying lo-
cally.”   
 

Sustainability & Self-Reliance 
“The shoppe will be a tremendous asset for locals seeking fresh, locally-grown fruits and vegetables as well as provid-

ing local growers a new outlet for product sales throughout the year.” —Ron Joyner, Big Horse Creek Farm 

 

In everything she does, Ann has the long-term health and sustainability of her community in mind.  
She has lived for 9 years on an off-the-grid farm, and has transferred those sustainability practices 
into the remodeling and ongoing operation of the shoppe.  As much as possible of the interior 
construction in the shoppe was made of repurposed wood or products from the Habitat ReStore,10 

but that isn’t enough for Ann.  Her goal is to buy the building that houses the butcher shoppe in 
order to take it completely off-the-grid as well.  She currently pays rent to a landlord who lives in 
Florida, but she’s already worked out an agreement enabling her to rent out the apartments above 
the shoppe to tourists or workshop attendees and is hoping to take the next step of buying the 
building within the next few years. 
 
The Rose Mountain Butcher Shoppe is also helping the community become more self-reliant, and 
the biggest way this is occurring is through it’s potential for year-round sales.  The Ashe and Wa-
tauga County farmer’s markets close down during the winter months, and having Ann’s shoppe 
will be a much needed boost for small farmers trying to sustain themselves during the cold months 
of the year.  Many of the farmers have built high tunnels or other venues for growing winter pro-
duce, and 22% of survey respondents listed this winter market opportunity as the single biggest 
impact that the shoppe will have on their business.  
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Improved Animal Management 
“The goats and I have a symbiotic relationship: I give them food, medical care, and a dry place to live and they give me 

milk.  They’re not people, but I love them individually.” —Anonymous Farmer 

 

Perhaps Rose Mountain Butcher Shoppe’s highest priority is animal management.  “Basically, it all 
has to be raised right,” says Ann.  “Free range is the most important: it’s all raised without confine-
ment with free-choice and is GMO and medication-free.”  On top of this, Ann goes to great 
lengths to make sure that all of her animals are humanely slaughtered, often driving them herself to 
places that she knows will not traumatize or abuse the animals during the slaughtering process. 
 
Kickin’ Chicken, one of the butcher shop’s largest chicken suppliers, is a perfect example of sound 
animal management.  When they started their farm, they brought in an animal welfare specialist to 
ensure that all of their birds would be safe from diseases and predators.  As required for all of 
Ann’s suppliers, they pasture raise their animals and use non-gmo feed.  They even put automatic 
door openers on their barns, ensuring that their chickens can have light and space to roam at dawn 
in case they haven’t had time to open the door themselves.  This practice of caring for the animals 
with every detail is something that is echoed throughout all of the farmers interviewed. 
 

Nutrition & Income 
“It allows me to continue doing my passion: 

baking and providing good food to people.” —

Paula Williams, Sweet Aromas 

 
When asked about the biggest reason 
customers buy her products, Ann gives 
a perhaps surprising answer: “They are 
health conscious. Many of their doctors 
have told them that they need to be eat-
ing this kind of food because it is 
healthier for them.”  In agreement is 
Paula Williams, a dietician and supplier 
of baked goods for Ann’s shop.  Ironi-
cally for a dietician, her best selling 
items, pecan pie squares, are not the 
most healthy of treats.  Still, she says, 

“People are going to eat things that are comfort foods, but to me if they get them fresh it’s going to 
make a big difference, in taste and health.”  She believes that shops like Ann’s have the potential to 
positively impact the health of  all Americans: “ The way we eat in America (processed, preserved 
foods) has had a huge impact on our health.  If people would learn and even just take baby steps in 
the direction of changing back to eating fresh foods, I think it would have an impact.  That’s what I 
feel like Ann is doing [with her shop].”  What Paula especially appreciates about Ann’s shoppe
(other than the opportunity to connect with others in the community) is that it gives her the ability 
to earn an income while preparing food that is good for others.  All told, the butcher shoppe is 
supporting 29 food-related businesses and one part-time worker, allowing others to earn income 
through improved nutrition.  
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Gender & Family Focus 
“Ann is my ‘she-ro.’ I adore her as most everybody does. She is just amazing.” —Anonymous Farmer 

 

Of the 1,140 principal farm operators in Ashe County, only 10.4% are female .  In such a climate, it 
can be tough to be a female farmer, but that is not the case with the community Ann leads.  In 
comparison to the county’s figures, about 40% of the farm operators Ann has purchased from 
have been female and 48.6% of her purchases have come from female farm or business operators.  
Holly Whitesides gives a personal testimony of the impact that Ann’s success has had on her life: “I 
think there’s this camaraderie between women farmers that’s really awesome.  Ann is an inspiration 
to me…  there aren’t a lot of other women that have those life skills like that. I’ve always admired 
the way she could work on her truck, or chop wood, or build a fence… I think of her as kind of an 
older sister.”  
 

Genuine Need & Justice 
“[The shop] has a major impact on Lansing.  It’s a dead little town; this gets people talking about it, brings the com-

munity together and is bringing people in from outside too.” –Doug Monroe, Waterfall Farm 

 

It is evident that Lansing, NC is a community in great need, but it is also evident that Ann Rose is 
aware of that need and working to combat it.  In the midst of all of her community building, ani-
mal welfare, education, and environmental sustainability concerns, she also finds the space to be 
concerned for those less fortunate among her.  “I cut a 10% deal for those people I know in our 
community who are receiving food stamps, and I’ve also worked with several to sell them seeds.”  
Ann hopes that they can grow their own food to be more self-sufficient and is even talking with 
one woman about buying back for the store some of the produce she’s grown from those seeds.  
 

In addition to helping those who can’t afford food, one farmer believes that developing the local 
food economy is itself an issue of social justice:  
 
“The more Heifer funds, the better it will be for everyone.  We’re in an economi-
cally disadvantaged area.  Every little farmer counts.  Individually we’re small, 
but together we can make a difference, sustain ourselves, and help each other 
get started growing.”  
 

Improving the Environment 
“[Rose Mountain Butcher Shoppe] is the only entity in Lansing and maybe all of Ashe County that promotes sustainable 

agriculture.” —Michael Lewis, Honeysuckle Farm 

 

Michael Lewis, a supplier of vegetables to Ann’s shop, speaks for many of the farmers who supply 
the shoppe when he describes his environmental philosophy: “I absolutely believe that we would 
be better off as a society producing as many agricultural products as we can the way our grandpar-
ents did:  practicing sustainable agriculture, not poisoning the soil, and feeding the soil more than 
feeding the plant.”  It’s not that he doesn’t appreciate or utilize the benefits of technology or scien-
tific research, but he wants to practice farming with the long-term health of his soil and his custom-
ers in mind. This comprehensive approach is one that many of Ann’s other suppliers also practice. 
 

Against the Grain Farm is one of those leading the way in environmental practices.  They practice 
“biodynamic” methods which view the farm as a single organism and limit wherever possible off-
farm inputs.  This means that they are restoring a wetland on their property as a wildlife habitat, 
rotating crops, composting, and nutrient cycling wherever possible.   
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Full Participation 
“Lansing is a dead town.  Because of Ann, her butcher shop, and a few others who have opened businesses and want 

the town to become a destination place, the town is starting to grow and people want to come there. She’s a huge 

reason for that.” —Anonymous Local Restaurant Manager 

 
As many farmers and businesspeople in Ashe County would testify, Ann Rose individually has 
made a huge impact on the town of Lansing and the butcher shoppe has been a large part of that.  
She has the long-term livelihood of the town in mind with everything she does, from her shoppe to 
her role as Project Manager for Greater Lansing Area Development (GLAD), but she can’t do it all 
on her own.  With the help of others in GLAD, she’s worked to secure a grant for the town to de-
velop a park on creek-side property across the street from the butcher shop.  The park will be com-
plete with ziplines, a disc golf course, and grills for family picnics.  This will provide tourist traffic 
and a community gathering space for the town, and the butcher shoppe has been a central part of 
getting it done.  Says Ann, “I was quite the recluse before I opened up this shop.” Now her space 
plays host to GLAD meetings and introduces her to new people every day who care about the 
community and want to help.   
 

 
 
 
 
 
 
 
 
 
 
 
 
 
Training & Education 
“The more help we can get for farmers, the more education and well-raised products we can have.” —Anonymous 

Farmer 

 

If there’s one thing that everyone can agree upon about Ann, it is that she is a wealth of knowledge 
and an educator to all she meets, and the same is true of many of the people she purchases from.  
Lyn Soder is a goat farmer who hopes to offer goat care and cheese-making classes, Cory Bryk es-
pouses “education through employment” but speaks to Appalachian State students about his ex-
periences as well, and Against the Grain Farms hosts three interns, but Ann Rose is the biggest 
educator of them all.  When asked if working with the butcher shoppe had helped them learn new 
techniques or practices for their farm/business, 55% of survey respondents said that it had, and 
many mentioned the increased public awareness of farming practices that results from the shoppe 
as one of its biggest impacts on the community of Lansing. 



______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 

 

           Prepared for Heifer International by Chris Holcomb August 15th, 2014  13 

           Rose Mountain Butcher Shoppe Impact Study 
____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 

 

Ann facilitates formal training opportunities as well.  Her shoppe has played host to several local 
meetings and seminars (including one on agro-tourism), she has helped local farmers attend work-
shops on meat production, and is training a local chef in how to break down a carcass.  She also 
hopes to offer workshops on butchering and food production, renting out the apartments above 
her shoppe for tourist groups wanting to attend those wokshops.  Alongside her farming expertise, 
Ann is a social media and marketing guru.  Survey respondents cited marketing and advertising 
more than any other topic when discussing what they had learned from working with the butcher 
shoppe. 
 

Spirituality 
“Ann has the good will of her hometown on her mind all the time. She is an asset to Lansing.” —Deb Clemens, 

Mountain Top Farm 

 
For one farmer and provider of herbs, baked, and canned goods to Ann’s shop, spirituality and 
farming are intertwined. “I’m Buddhist, so part of my meditation is awareness of what I’m doing 
when I do it, whether it’s weeding or anything else.  Mindfulness is most of my meditation because 
you can do mindfulness wherever you are.” This leads her to be aware of the needs of others as 
well, often sharing food or cooking meals for friends in need.  She says that “It’s wrong in the big-
gest sense of that word for people to go hungry.”  For Ann, though she’s not religious, spirituality 
and farming are also connected:  “It’s spiritual to me knowing that an animal is raised right.  I have 
a deep connection with my animals and the Earth.” 
 

Conclusion 
 
Perhaps it is that deep connection with not only her animals but every person Ann interacts with 
that makes Rose Mountain Butcher Shoppe so special.  But it’s not just Ann, it is a whole commu-
nity of 23 farms, 5 baked and dried good businesses, 5 service and logistics businesses, 1 potter, 1 
organic seed company, and 1 part time employee that make the shoppe function. $41,094.76 in 

economic impact is great, and 
only the beginning, but the true 
impact of the butcher shoppe 
is shown in countless other 
qualitative ways.  Summarizes 
one supplier, “Ann has truly 
put Lansing, NC on the map! 
She works so hard every day, to 
promote Lansing and support 
others in her community. She 
has introduced a lot of people 
to the wonderful stores that are 
in this town. Her goal has al-
ways been to build [others] up 
so that the whole community 
will be successful.” 
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Appendix:  

Rose Mountain Butcher Shoppe  

Impact Survey 

 

For the first set of questions, please indicate how much the following statement applies to you. 
My business relationship with Rose Mountain Butcher Shoppe has… 
 

1. …connected me to other farmers or businesses in the High Country. 
 
[  ]  Very Much 
 
[  ]  Somewhat 
 
[  ]  Slightly 
 
[  ]  Not at all 
 
If so, could you briefly state how? 
__________________________________________________________________________ 
 
2. …allowed me to increase wages or hire new employees 
 
[  ]  Very Much 
 
[  ]  Somewhat 
 
[  ]  Slightly 
 
[  ]  Not at all 
 
If so, could you briefly state how? 
__________________________________________________________________________ 
 
3. …allowed me to expand my business. 
 
[  ]  Very Much 
 

[  ]  Somewhat 
 
[  ]  Slightly 
 
[  ]  Not at all 
 
If so, could you briefly state how? 
__________________________________________________________________________ 
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4. …helped me learn new techniques or practices for my farm or business. 
 
[  ]  Very Much 
 
[  ]  Somewhat 
 
[  ]  Slightly 
 
[  ]  Not at all 
 
If so, could you briefly state how? 
__________________________________________________________________________ 
 
5. Since Rose Mountain Butcher Shoppe opened earlier this year, approximately how 

much has your business earned from sales to the shoppe? 
 
[  ]  Less than $100 
 
[  ]  $100 to $500 
 
[  ]  $500 to $1000 
 
[  ]  $1000 to $5000 
 
[  ]  Greater than $5000 
 
6. Approximately what percentage of your sales to Ann’s shoppe represent new busi-

ness (i.e. products that you could not have sold without the shoppe)? 
 
[  ]  0-20% 
 
[  ]  21-40% 
 
[  ]  41-60% 
 
[  ]  61-80% 
 
[  ]  81-100% 
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7. Of the money that your farm/business earned from sales to Ann’s shoppe, approxi-
mately what percentage was spent on wages to local residents (including yourself) 
or purchases at businesses owned by local residents? 

 
[  ]  0-20% 
 
[  ]  21-40% 
 
[  ]  41-60% 
 
[  ]  61-80% 
 
[  ]  81-100% 
 

 

We would like to close with a few open-ended questions.  Please write as much or as little as you 
wish. 
 

8. What is the biggest impact Rose Mountain Butcher Shoppe has had on your farm or 
business? 

__________________________________________________________________________ 
__________________________________________________________________________ 
__________________________________________________________________________ 
 
9. What impact do you think that Rose Mountain Butcher Shoppe has had and poten-

tially will have on the community of Lansing, NC and the surrounding area? 
__________________________________________________________________________ 
__________________________________________________________________________ 
__________________________________________________________________________ 

 
Thank you for taking our survey! 
 
Please fill out the demographic information below.  Information is for analysis purposes only and 
will not be shared or published. 
 

Name: ___________________________________________________ 

Business/Farm Name: _________________________________________ 

City/Town: __________________________________________________              

State:__________  ZIP: ___________________   

Years business has been in operation: _______________ 


