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EXECUTIVE SUMMARY
The Social Art Club will be a creative hotspot where leisure, art, culture and work come
together in one place. The goal of this club is to expand on the idea behind the traditional
social club concept. While members will still have access to use the space in whichever
ways they prefer, this social club goes beyond. The Club will be a center for art
exhibitions, food discovery, music pleasure, and culture renaissance while promoting a
multi-sensorial experience and a long lasting communal atmosphere.

Recreating the social aspirations of international and luxury clubs such as Soho House,
the Social Art Club will also strive to emulate the more exclusive and historical social
clubs such as The Players Club, The Social Art Club will have all the amenities of a
clubhouse such a common lounge and a co-working space, a restaurant and café where
members can socialize and spend their leisure time, or work. But the key of The Social
Art Club is utilize the space in the ways art centers and art organizations do such as
Pioneer Works and The Shed.

The common spaces of the club will serve multiple purposes depending on the occasion.
They will be used as in a gallery setting for art exhibitions, but also work as a
bookstore/library space or as a concert hall. The Social Art Club will have an extensive
programming of special and social events. Some events will be gallery exhibitions (such
as an emerging artist show, or a retrospective), collaborations with local bookstores for
book readings and signings, social soirées with live music, talks and panel sessions with
experts from the creative world, creative workshops ranging from mindfulness exploration
such as yoga classes pop ups, to artistic, culinary and gardening workshops (ranging
from a pottery workshop, or an introduction to photography, a pasta-making class to a
cocktail mixology event).

The Social Art Club will open a flagship location in West Chelsea, the hearth of
Downtown Manhattan in NYC. The club sustainability and vitality will benefit from multiple
streams of revenues such as membership fees and partnerships with local businesses.

While there are many social clubs and art centers in the city, there is the need for a an
exclusive space that encompasses both the social and the creative/artistic aspects where
professionals from all fields come together to explore and discover new interests.
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SECTION I:
ART BUSINESS IDEA

1

The Social Art Club
The Social Art Club will change the way clubhouses are perceived. The space will allow for a
dive into and a reflection around what it means to live and work in a city that is the epicenter
of the art world. The Social Art Club will open its doors to both private members and to the
general public. The Club will offer daily events and weekly programming to attract and
appeal to customers who are looking not only for a social outing, but also for an educative
and purposeful experience. I will include a calendar for the first year of operation with a
description of the events under the section Our Events. The Social Art Club is designed to
become an intersection between a private social club and an art center. In terms of the
private social clubs, The Club takes inspiration from Soho House and The Players Club,
while in respect to the artistic side, The Club is inspired by Pioneers Works and The Shed.
While our venture will be a for-profit business, our aim is to work in the ways art
organizations and cultural centers do. In Section II under Market Analysis - Our Competitors,
I will describe how the mentioned four businesses work and what are the similarities and
differences between them and our venture.
My target audience is young professionals working in NYC. I believe the social creative club
will be able to appeal to professionals from different working industries. Because of the multi
functionality and purpose and use of the club, members will use the space and find events
that best suit their interests and passions[1].
In terms of demographics, we will target Generation X so people born between 1965 and
1980 and Generation Y, also knows as Millennials so people born between 1981 and 1996.
New York City counts an estimated 2.2 million millennials residing and working in the city[2].
Specifically, Downtown Manhattan has recorded a 63% share of Millennials[3]. These
Millennials are pursuing high-paying jobs in the city, but they also want to lead a lavish NYC
lifestyle and become part of the inner workings of the city. Using social media and Google
Ads campaigns we will be able to make targeted campaigns to specifically reach these two
age groups living in the Manhattan borough.

[1] Kathleen Culliton, "This NYC Neighborhood Is The City's Top 'Millennial Hotbed", Patch, July
2, 2019, https://patch.com/new-york/downtown-nyc/nyc-neighborhood-citys-top-millennialhotbed.
[2] "Boomers, Gen X, Gen Y, Gen Z, and Gen A", Kasasa, July 6, 2021,
https://www.kasasa.com/exchange/articles/generations/gen-x-gen-y-gen-z.
[3] https://www.baruch.cuny.edu/nycdata/population-geography/age_distribution.htm.
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The Location
The Social Art Club will have a flagship location in the heart of Downtown Manhattan. The
Club will take over the 14th Level in the Terminal Warehouse building in West Chelsea at
261 11th Avenue[4]. The Terminal Warehouse is currently undergoing a redevelopment
project led by COOKFOX Architects with a construction financing package of $1.25 billion
from the Columbia Property Trust. Constructions are expected to terminate by the end of
2023. The deal represents a massive redevelopment venture of this Chelsea historic
landmark. The building was originally constructed in 1891 and it was owned by the New York
Terminal Warehouse company. It was the heart of the city's economic area in the West side
acting as a transfer point for goods.
The Chelsea neighborhood is the perfect location for our art related club as it is designated
as the Art's district of NYC and voted hottest borough. The many established, but also
emerging artists' galleries offer us many partnerships opportunities by providing an
extensive and diversified pool of resources for our events. Moreover, because of its bustling
night scene and many famous nightclubs, this neighborhood inevitably attracts people from
all over the city.
The Warehouse total size is 1.12 Million RSF spanning across 14 levels with roof decks and
16 terraces. The construction features a 5,200 RSF carved courtyard at the center of its 700'
end-to-end groundscraper[5].
(Please refer to page 40 in the Appendix for the building specifics).
Celebrating the history and the design of the original construction, the building's façade with
its red brick walls will be maintained. The redevelopment and architectural plans also focus
on keeping and emphasizing four fundamental features: brick, windows, timber, and iron.
The property will house Class A office space, retail space and dining areas. The Social Art
Club will rent out the space under the Class A office space leasing terms.
(Please refer to page 34 for a break-down of our leasing costs).
(Please refer to pages 41 and 42 in the Appendix to view four hand-drawn illustrations of my
own making for the designs for some parts of the space).

[4] https://terminalwarehouse.nyc/.
[5] Sebastian Morris, "$1.25B Financing Package Secured To Complete Terminal Warehouse
Redevelopment In Chelsea, Manhattan", New York Wimby, July 27, 2021,
https://newyorkyimby.com/2021/07/1-25b-financing-package-secured-to-complete-terminalwarehouse-redevelopment-in-chelsea-manhattan.html.
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Terminal Warehouse

Image Credit: COOKFOX Architects

Image Credit: COOKFOX Architects
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Terminal Warehouse - Level 14
The Social Art Club will be located on the 14th Level which is the highest level and the latest
of the new six floors in glass and steel added to the original brick and beam floors. The 14th
Level is the ideal location for the Club. The space is 21,872 RSF which can accommodate a
common lounge and shared office space of around 10,000 SF including the café and the bar
area, as well as the respective café seating area. The rest of the space will be used in a
multi-purpose way for exhibition showings and concerts with the addition of a built-in patio
for talks and panel sessions, as well as a quiet library space. The large same floor space
also allows for the placing of a self coat-check area, a check-in/information desk and the
construction of six restrooms. The terrace will also serve multiple functions with an outdoor
bar and seating area placed in an urban jungle garden setting. Located on the West side of
the warehouse building, this space offers a beautiful view of the Hudson River Park and the
Hudson River. The space can accommodate roughly 2,500 people if we use the rule of
thumb of 8 square feet per person such as in an auditorium-style setting[6].
Members and general guests of The Club will be able to easily access the 14th Level by
using one of the five primary building entrances located all around the perimeter. The space
is accessible using the elevator located on the West side of the building. Level 14 also
features 14' ceiling height which allows for an open design, a spacious feeling and for art
exhibitions and installations to be placed on the walls.

Image Credit: COOKFOX Architects
[6] https://www.socialtables.com/blog/event-planning/capacity-party-space-calculator/.
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The Opening
The Social Art Club will open its doors in September 2024 with an Opening Soirée event on
Thursday, September 12th at 6PM. The Opening Weekend running from Thursday,
September 12th to Sunday, September 15th will offer a variety of events open to the general
public. Starting Monday, September 16th the Club will only be open to members, with the
exception of Saturdays when the Club will be open to the general public at a standard
admission fee ticket of $50.
The Club will be open daily Monday to Wednesday from 7AM to 2AM, Thursday to Saturday
from 7AM to 3AM, Sunday from 7AM to 1AM. (Please refer to the next page for a memo of
the Club’s opening hours).
For our Opening Soirée we will host a solo artist's exhibition in our multi-purpose space.
We will start off the evening at 6:30PM with a welcome remark from our team and our guests
can enjoy complimentary drinks and hors d'oeuvres while viewing the exhibition. The artist
will be present at the opening and our director will lead a conversation session with the artist
At 8:30PM we will have a buffet dinner catered by our partner catering company Canard Inc.
(For more information regarding our catering partner please refer to page 21).
After dinner we will host an intimate string quartet concert, throughout the evening our
guests will have access to the open bar both indoor and outdoor.
The Opening Weekend (Friday to Sunday) will also be targeted to acquire potential
customers. We plan on hosting varied programs and offering complimentary food and drinks
for our guests.
On Friday we will have a garden party in our terrace and throughout the afternoon we will
host a panel session on how to use art in an outdoor space setting.
On Saturday we will host a conversation on astrology and astronomy. Our guests will be
able to stargaze with the assistance of a specialist from our terrace.
On Sunday we will host a poetry reading followed by a discussion on the visual arts. In the
evening we will set up our multi-purpose space to host a play screening.
(Please refer to pages 8 and 9 for a break-down of our Opening Weekend programming).
Our Opening Weekend events are aimed to appeal and satisfy varied and diversified
interests. We want to give our guests the feeling that our club offers a wide range of
programming where everyone can be included and find an event they are interested in.
We estimate that our opening weekend costs will total $500,000 which will be included in our
funding/opening costs prospectus to our investors.
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Opening Soirée

Thursday, September 12th | 6PM - 3AM
Opening Weekend

Friday, September 13th | 8AM - 3AM
Saturday, September 14th | 8AM - 3AM
Sunday, September 15th | 8AM - 1AM

Opening Hours
Monday

7am - 2am

Tuesday

7am - 2am

Wednesday

7am - 2am

Thursday

7am - 3am

Friday

7am - 3am

Saturday*

7am - 3am

Sunday

7am - 1am

*The Club is open to the public
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TERMINAL WAREHOUSE
THURSDAY, SEPTEMBER 12TH| 6PM - 3AM

OPENING SOIRÉE
6:30PM

8:30PM

10:30PM

WELCOME DRINKS
EXHIBITION
ARTIST'S TALK

BUFFET DINNER

STRING CONCERT

The Social Art Club
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OPENING
WEEKEND
FRIDAY, SEPTEMBER 13TH
11AM BRUNCH
2PM PANEL:
'Build your outdoor art space'
6PM GARDEN PARTY

SATURDAY, SEPTEMBER 14TH
1PM LUNCH
6PM PANEL:
'The history of the stars'
9PM STARGAZING

SUNDAY, SEPTEMBER 15TH
11AM POETRY READING
5PM PANEL:
'The theater in us'
9PM PLAY SCREENING
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Our Events
The Social Art Club will host an extensive list of programming catered to our members'
interests, but also varied events with the aim of extending our clientele base and branching
out to potential customers. Our Events will also align with seasonal and national holidays.

Since we want to exploit as much as possible every part of our beautiful space, Level 14 at
Terminal Warehouse will be divided into five main areas: the Common Lounge, the MultiPurpose Space, the Indoor Café, the Library and the Outdoor Bar. Each separate space will
host various events depending on the nature of such event.
The Common Lounge will also work as a shared working space where our members can
socialize, but also find quiet and more private seating areas to work and meet with clients.
The Multi-Purpose Space will be the fulcrum of our club's daily operations. This space will be
used for the majority of our educational events. It will be designed as an open space which
can accommodate various functions and a large audience. We will offer weekly recurring
fixed events: yoga and mindfulness classes twice a week, movie nights twice a week, panel
sessions and conversations with experts twice a week, as well as workshops twice a week.
We will offer a new walking exhibition every month which will be available for viewing
throughout the whole month.
The Indoor Café run by Canard Inc will be open daily from 7AM to 1AM for members and
guests to enjoy quick and healthy meals with a designated seating area of individual and
groups tables. We will also use this space for our food-related events and workshops.
The Library space will also be opened during our regular opening hours and will be
accessible to anyone in the club. The Library will feature couches and desks and we will use
the space for events such as book readings, but also for a new book signing special event
every month.
The Outdoor Bar and space will be used in the warmer months for terrace and garden
parties, as well as for outdoor related activities and panel sessions. The Outdoor Bar will
also be open throughout the day following the club's opening hours. We will also use this
space for our bar and drinks related events and workshops.

Please refer to the next page for our programming and specific events for the month of
September 2024. The schedule of events will be uploaded to our website and be available
on our mobile app in the month prior.
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September 2024
Programming
SUNDAY

MONDAY

1

2

8

9

TUESDAY

3

10

WEDNESDAY

4

11

THURSDAY

FRIDAY

SATURDAY

5

6

7

12

13

14

OPEN I N G
SOIR É È

OPEN I N G
WEEK E N D

OPEN I N G
WEEK E N D

ART
EXHI B I T I O N*
15

16

OPEN I N G
WEEK E N D

PAST A
MAKI N G
WORK S H O P

17
YOGA A N D
MIND F U L NESS

18

PANE L
SESS I O N

MOVI E N I G HT

22

AUTU M N
EQUI N O X
PART Y

23

PANE L
SESS I O N
MOVI E N I G HT

29
PANE L
SESS I O N

24

PHOT O G R APHY
WORK S H O P

25

GARD E N
PART Y
MOVI E N I G HT

19
POTT E R Y
WORK S H O P

20

PANE L
SESS I O N

YOGA A N D
MIND F U L NESS

26
YOGA A N D
MIND F U L NESS

21
GARD E N
PART Y
MOVI E N I G HT

27

PANE L
SESS I O N

BOOK
SIGN I N G

28
YOGA A N D
MIND F U L NESS
MIXO L O G Y
WORK S H O P

30
POET R Y
WORK S H O P

YOGA A N D
MOVI E N I G HT
MIND F U L NESS

*THE A R T EXHIBITI ON WILL BE AVAILAB L E T H E W H O L E M O N T H O F S E P T E M B E R .
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SECTION II:
MARKET ANALYSIS
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The Industry
The social club industry has a long history dating back millennia from the times of the
Ancient Greeks who gathered in clubs called ἑταιρείαι, hetaireiai[7]. These clubs were
meant to unite citizens who had shared interests and goals, but they also worked as a
meeting point to socialize and to do business. In fact, the members attending formed
commercial and social ties. The Romans also took from the Greeks this practice in their
everyday lives and formed collegia[8]. These were societies associated by trades and
professions, but also worked as clubs that engaged in social activities and communal
dining. Later in history, during the Italian Renaissance period, clubs and associations of
people flourished within the court system where art patronage and entertainment became
the driving forces to promote the authority and establishments of the courts. The revival of
culture and art history went hand in hand with the political aspects and economical growth
of the courts[9]. Similarly, in the France of the 18th Century, there was an explosion of
social meeting hotspots called the Salons. These were private gatherings where the
individuals attending discussed literature and shared opinions on various topics. The
salons were mostly places for the élite and nobility[10]. Likewise, in the Britain of the 18th
Century, gentlemen's clubs were formed. These were private clubs for the English uppermiddle class men who gathered to mingle with friends, relax, and play games[11].
The history of social clubs teaches us that as individuals we have always had an innate
need to gather around other individuals to explore our common interests and to expand our
social base. Thus, the future of social clubs will adapt to our times, but they will still be
relevant to our society and fit into our changing lifestyles.
[7] https://hyperleap.com/topic/Ancient_Greek_clubs.
[8] Robert Garland, "Ancient Greece: Sources of Relaxation and Entertainment", Wondrium
Daily, September 27, 2020, https://www.wondriumdaily.com/ancient-greece-sources-ofrelaxation-and-entertainment/.
[9] "Italian Renaissance Art – What Was the Italian Renaissance?", ArtInContext, July 1, 2021,
https://www.oxfordreference.com/view/10.1093/oi/authority.20110803095619469.
https://artincontext.org/italian-renaissance-art/.
[10] Jennifer Llewellyn, Steve Thompson, "The salons", Alpha History, October 5, 2020,
https://alphahistory.com/frenchrevolution/salons/.
[11] "I’ll Be at My Club – Gentlemen’s Clubs in Georgian England and America", Norfolk Towne
Assembly, February, 26, 2021, https://www.norfolktowneassembly.org/post/i-ll-be-at-my-clubgentlemen-s-clubs-in-georgian-england-and-america.
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The Industry (Continued)
In today's society, we have experienced a boom of new social clubs. However, these
private clubs are now more directed towards promoting and adding a sense of a luxurious
lifestyle to their members[12]. Sadly, the private clubs have lost their original intent to bring
people together to discuss ideas and to intellectually challenge their members.
Unfortunately, these clubs have turned into a status quo check for the élite population to
gather socially among their restricted group of friends to enjoy dinners and attend parties.
The Social Art Club mission is to bring back the ideas and the original need behind such
clubs. We want to become a space where members can be intellectually challenged when
attending purposeful events such as talks, and share opinions and ideas with fellow and
like-minded people. We want to emphasize the artistic and political importance that private
clubs can deliver in order to shape the community and the local economy[13]. Our club will
not only be a for profit business, but also a creative endeavor to support artistic growth and
revival in the arts and entertainment sectors.
Since 2017, New York City's creative sector has grown constantly and consistently
compared to the whole U.S. scene which has instead experienced a downward trend[14].
This statistics proves that NYC remains the ideal location and hotspot for creative and
artistic endeavors such as our club.

Source: Office of the Comptroller estimates based on Bureau of Labor Statistics and Census
Bureau American Community Survey.
[12] Alyson Penn, "13 Exclusive Clubs For The Next Generation Of New York Socialites",
Insider, July 7, 2014, https://www.businessinsider.com/13-nyc-social-clubs-2014-6?
r=US&IR=T.
[13] "Are private clubs still relevant?", Chambers Club Road, February 22, 2018, Issue No. 17,
https://www.chambersusa.com/are-private-clubs-still-relevant/.
[14] https://comptroller.nyc.gov/reports/the-creative-economy/.
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Our Competitors
Clubhouses
Soho House
Soho House represents the giant in the luxury social club industry. In 1995 Nick Jones
opened the first Soho House location in the Soho neighborhood in London. Since then, the
club has grown so significantly that it now includes 33 Houses in 14 countries with more
openings already planned. In 2003 Soho House New York was opened in the Meatpacking
District featuring over 45,000 SF of space over six floors and a rooftop pool[15]. Soho
House also took over Cecconi's restaurants and offers in-house restaurant services as well
as operating as a hotel. Soho House also started other ventures under their name such as
Soho Works, Soho Farmhouse and Soho Home. With over 155,000 members worldwide
and more than 70,000 people waitlisted in 2022 Soho House is the biggest social club.
Synonym for luxury, trend-setting, and chic Soho House keeps steady on its course to
expansion. However, as the founder admitted Soho House has never turned a profit in all
their years of operation[16]. For this reason, they kept accumulating debt and to repay it,
they went public on July 14th, 2021 trading as Membership Collective Group and raised
$420M.

The Players' Club
The Players' Club is an institution in the private members club world. Located near
Gramercy Park in NYC, this club was founded in 1888 by Edwin Booth and it became a
National Historic Landmark in 1963[17]. Mostly devoted and renowned for its association to
theater, their main events revolve around performances and music. It is a club for the
creative community, for artists and art lovers alike. Members of this club also enjoy the
opportunity to be guests in their reciprocal clubs. It is an exclusive club and to become a
member you need strong referrals. They are now trying to grow and expand with their new
equity, diversity and inclusion program. The club has also started a foundation for theater
education and a preservation fund to restore their original building[18]. This club carries a
lot of tradition, but it is extremely difficult to be a part of it.
[15] https://www.archilovers.com/projects/104331/soho-house-new-york.html#info.
https://www.crunchbase.com/organization/soho-house/company_financials.
[16] Monica Burton, "Soho House, Explained", Eater, August 15, 2017,
https://www.eater.com/2017/8/15/16136272/soho-house-nick-jones-expansion-historymembership-rules.
[17] https://theplayersnyc.org/web/pages/home.
[18] https://www.playersfoundation.org/.
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Our Competitors (Continued)
Art Organizations
Pioneer Works
Pioneer Works is a free cultural and artistic center and non-profit in Brooklyn. NY[19]. It
opened to the public in 2012 founded by artist Dustin Yellin inspired by Black Mountain
College. The center offers multidisciplinary events to cross ideas and build bridges among
communities. Everyone is welcomed, from artists to scientists to general visitors, the center
offers multiple spaces from a darkroom, a ceramics studio, a bookshop, a press to a
recording studio, a media lab, outdoor garden and residency studios. Their programming is
free and rotates from exhibitions, to music events and talks. They have also started a
membership program which gives members more intimate access to the center, but also
invitations to special dinners, and parties. Pioneer Works has a robust list of programming
with new events everyday from classes and workshops to residency programs for artists to
their own curated list of publications and book series. However, while the gigantic
warehouse definitely has an edgy and energetic appearance, its location in Red Hook does
not make it as easily accessible coming from Manhattan.

The Shed
The Shed is a cultural institution in Chelsea NY offering performances, exhibitions and
events to the public[20]. Their multi-use building allows for large-scale exhibitions and
installations and big audiences. The Shed is classified as an independent non-profit with
the aim of being an innovative and impactful resource for the community and the creative
sector. They focus on transformative events, mainly regarding digital experiences to
accommodate for today's rapid changes. The Shed's building is an iconic and modern
architectural marvel comprised of the Bloomberg Building and the McCourt with the
addition of the outdoor public space the Plaza. The space is really flexible and it can be
rented out for special events. Their membership program only grants free access and VIP
before hours access to the space, but it does not give members exclusive access to the
building. The Shed also has their own exhibition catalogue publications. This organization
is definitely a creative hub for technological trends to break with tradition in order to
innovate and digitalize the art scene.

[19] https://pioneerworks.org/.
[20] https://theshed.org/.
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Porter's Five Forces

Threat of
New Entrants

Bargaining
Power of Buyers

Rivalry
Among
Existing
Competitors

Bargaining
Power of Suppliers
Threat of
Substitutes

17

Porter's Five Forces
Understanding and analyzing Porter's five forces is crucial to the success of any new
business in order to best strategize. After we have assessed these forces for our club, we
can identify the strengths and weaknesses of our venture[21].
Porter identifies five contending forces that shape competition in a specific industry: the
rivalry among existing competitors, the threat of new entrants, the bargaining power of
buyers, the threat of substitutes, and the bargaining power of suppliers.
In the social club industry, the threat of new entrants is relatively low because of the high
barriers to entry and significant up-front capital investment costs. Moreover, Soho House
has already achieved a successful economy of scale which makes it challenging for new
clubs' chains to achieve the same level at lower costs. Another barrier is the strong brand
identification name of Soho House which will make it difficult to win over their members to
either switch to our club or to uniquely choose us.
Regarding the bargaining power of suppliers, this force does not necessarily impact our
club, our suppliers such as the catering company are ancillary to our business practice,
and do not constitute the core of our club. Buyers, instead, referring to our members are
crucial to our success. Acquiring members will be pivotal to stay afloat and profitable, while
losing members will mean moving backward and scaling down.
Substitute services meaning other types of clubs and art organizations also pose a threat
to our business and it can limit the potential for us to grow, especially if these substitutes
services are available at little or no price such as free admission at Pioneer Works.
Rivalry among existing clubs is also intense because the industry is trying to tap into the
same market and attract the same customers. Thus, the best strategy for our club is to
differentiate the services we offer compared to the offerings of other clubs. While our club
aims at becoming an innovative and impactful club by educating our members like art
organizations do, we also want to keep the exclusivity and luxury brand idea of clubhouses.
The creation of an hybrid clubhouse that also works as a cultural institution will differentiate
our brand from the existing ones. Our best bet is to rightfully position our club to convey to
potential members our competitive advantage and unique offerings[22].

[21] https://www.investopedia.com/terms/p/porter.asp.
[22] Michael Porter, "How Competitive Forces Shape Strategy", Harvard Business Review,
March - April, 1979, https://hbr.org/1979/03/how-competitive-forces-shape-strategy.
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SECTION III:
OPERATION PLAN
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Our Team
As with all ventures, the key to a successful and prosperous business resides with the
team and the organization running it. Our team will play a vital role to see the development
and implementation of each step in our plan. At the beginning of our venture, our in-house
team will be comprised of four individuals: the Director, the Marketing Manager, the
Operation Manager and the Membership Manager.
The Director will oversee and coordinate the team. The primary role of the Director is to
ensure our team and our club conveys our value preposition to our audience. The Director
is responsible for spearheading the direction of the club and to carry out our plan and
mission to build and engage with a community. The Director will decide our programming
schedule and secure partnerships and sponsors. The outreach part is essential to establish
our brand identity and branch out to various organizations to expand and grow our
membership base.
The Marketing Manager will be responsible for all of our media and press contents. From
building and maintaining our digital platforms, to marketing our events, and ensuring the
growth and reliability of our brand name, a strong marketing strategy will be vital for the
expansion of our club. Through social media, we will promote our core message and brand.
The Marketing Manager will also work with other brands to promote the club in the digital
world with targeted media campaigns as well as to ensure a good positioning. The
Marketing Manager will also manage our inbox: marketing@thesocialartclub.com.
The Operation Manager will oversee our day-to-day activities and ensure our events ran
smoothly. This includes working behind the scenes and taking care of our logistics and of
the administrative side of the business. The Operation Manager will also work to
troubleshoot and resolve any unforeseen problematics. Our Operation Manager will also be
responsible at the beginning for managing our general and main point of information
contact using the info@thesocialartclub.com inbox.
The Membership Manager will be the point of contact for the entire membership side of the
club. The main task will be to provide assistance and support to our members as well as
conduct research into potential members and acquire them. The Membership Manager will
have its own inbox where members can direct all their inquires at
members@thesocialartclub.com. Of course, since we will be a small team at the beginning
it will be necessary to have all hands on deck and our tasks will likely cross. As the club
grows it will become necessary to revise to add new positions and implement with different
roles our management accordingly with the course the club will be taking.
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The Set Up of Our Daily Operations
To start our venture, we will first need to form The Social Art Club LLC. We will hire a legal
and financial advisor to help us file the application for the limited liability company in the
state of NY. The members of our LLC will be the Director and the Operation Manager. We
decided on forming the LLC because we will still qualify as a corporation, but we will be
allowed more flexibility in our structure[23].
Afterwards, we will hire web developers, most likely an independent graphic designer, to
create our digital platform which will host both our website and also in the back end it will
host our office operations where our membership manager will oversee the membership
application process. The graphic designer will be responsible for also creating our logo and
work with our team to make the contents of the website. We will then hire a mobile app
creator to develop our mobile application. The designs of our website and app will have to
align and be user-friendly since our members will consult them to access our services and
also they will work as a mirror to reflect the message of our club to a greater audience.
Potential members will be able to join our club using our digital platform.
We want to make the process of joining the club as easy and straightforward as possible.
The membership application process will be short and potential members will just have to
indicate in a statement the reason why they are interested in becoming part of our
community, what they will be personally bringing and what they hope to get in return.
Moreover, we aim at having no wait-list and no waiting time for our potential members to be
accepted into the club.
Our Daily Operations will mostly be revolving around the expansion of the club and the
planning of events since we do not work as an hospitality accommodation and will not have
rooms for members and guests to stay at the club.
We will form a partnership with Canard Inc to take over our on-site café and bar. While we
will be hiring Canard for the Opening Weekend, we will then have them operate our
hospitality services. We decided on Canard Inc since they have qualified in the NY scene
for offering high-end and personalized services to run private events, especially within the
art world[24]. From providing coat-check attendants, to caterers, to designing the spaces of
the café and bar, Canard will work as their own organization within ours to deliver our
combined services together and meet and accommodate our members' needs.
[23] https://dos.ny.gov/forming-limited-liability-company-new-york.
[24] https://www.bizbash.com/supplier-directory/catering-food-services/full-servicecaterers/supplier/13387347/canard-inc.
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SECTION IV:
MARKETING PLAN
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Our Value Preposition
Our value preposition and core message is that The Social Art Club wants to be an
inclusive space open to everyone. The five values of our club are: Diversity, Connection,
Fun, Belonging, Education and Purpose. Our club will have the social aspect of being a
place where our members and guests can have fun and spend their leisure time.
We want our members, and also our guests to be interested in the daily events and
programming our club offers. The sense of belonging to an extended family will be crucial
in ensuring our members stay involved and connected within our community.
Our programs aim at being diversified with the importance of also being educative. Our
panel sessions and talks and conversations with experts from multiple fields will give our
members the opportunity to engage in an informal setting with multiple topics. All of our
events will carry the purpose of building an educated and informed community where
members can discover new interests and cultivate their passions in a safe and judgment
free space. Ultimately, all of our values are inspired by the need to tickle and awaken the
our sense of curiosity and discovery.

Connection

Diversity
Fun

Purpose
Belonging

Education
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Our Marketing Strategy
Our marketing strategy will first depend upon the development of our website and mobile
application which we will start designing in July 2024. Around the same period, we will also
start conducting our marketing campaigns via Google Ads and Microsoft Bing to position
our website into the most two used search engines and to optimize our SEO[25]. We will
also carry out paid advertisement campaigns via Instagram and Facebook. When building
our keyword list we will need to think as our potential members do to target them, but we
also need to select general keywords in order to reach a greater audience. Moreover, we
can run multiple campaigns at the same time and effectively see which ones are the best
performing in terms of PPC (pay-per-click) with their corresponding CPC (cost-per-click) to
understand how many viewers actually click on our ad and are redirected to our website.
But, another important metric will also be to track impressions in order to understand how
many people we are able to reach through our campaigns. To track the cost of
impressions, we will refer to the CPM (cost-per-thousand impressions) metric[26].
The digital marketing tools are thus essential to create brand awareness and to spread the
word in the digital world. The use of social media will also be vital for the growth and scale
of our venture. As a club for creative people, the designs and the contents of our social
media need to be aligned visually with the artistic purpose of our club. Moreover, to catch
the attention of potential customers, we need to create visually appealing and critically
thought campaigns. The months prior to the opening, and the first few months of operations
will be crucial in setting the course for our club and in successfully securing members. This
means that we will need to start with an aggressive and expensive marketing campaign.
After the opening, we will implement and add funds to cover our marketing costs.
(Please refer to the next 5 pages for examples of our preparatory social media posts).
Our marketing manager will be responsible for creating a value preposition outlining and
emphasizing the core message of The Social Art Club. The primary media providers we will
reach out to are two of the biggest and most established digital platforms and art market
news providers in the U.S. art market: Artsy and ArtNews. Our marketing manager will also
work to establish our presence in the press world. Primarily, we will focus on contacting the
Arts and the Art and Design sections of The New York Times and Architectural Digest.
[25] https://support.google.com/google-ads/answer/2453981?hl=en.
[26] https://www.bigcommerce.com/ecommerce-answers/impressions-digital-marketing/.
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Social Media Posts

July
New Website Launch

August

Countdown

Sep
New App Launch

Oct
Early Bird Offer
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Just Launched
Stay connected with our community
Join in on the fun!

NEW
MEMBERSHIP
SITE

WWW.THESOCIALARTCLUB.COM
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COUNTDOWN
TERMINAL WAREHOUSE

COMING

2 1
SOON
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Download our App
Easily check and log in into your account
Stay updated with our programming and social media

The Social Art Club

Account

Programming

Social Media
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Special
Offer
GET YOUR
EARLY BIRD
MEMBERSHIP

www.thesocialartclub.com
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SECTION V:
FINANCIAL PLAN
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Sources of Revenues
Our main source of revenue will derive from the annual membership fees paid by our
members and from the one-time initiation fee paid by each new member. Based on our
demand and market analysis which shows great interest and growth in private social clubs,
we decided on pricing the annual membership fee at $3,000. For our early-bird members
who will join the club within the first two months of operation (September and October 2024)
we offer a discounted annual membership fee at $2,000. The one-time registration fee will
be priced at $750 for all new members joining the club. For our early-bird members the
initiation fee will be priced at $250. Moreover, for members joining in September, October,
November and December 2024 we waive their membership fees for the 2025 year. Our
Members refer to those adult paying individuals who are members of our club and it
excludes our members' guests. We will offer each member the possibility to bring two guests
per month for free into the club. This will allow for an opportunity to capture new potential
customers. Our annual membership fees are priced slightly higher than for example the
Soho House membership fee for one club ($2,100)[27]. We believe that due to the extremely
high demand that derives from a limited supply and exclusivity to join the existing social
clubs, our members will be willing to pay a small premium. The rationale behind is that the
current waitlist for Soho House is reported at 66,800 people as stated in their Form S-1
Registration Statement to the Securities and Exchange Commission in June 1, 2021[28].
We expect that a total of 500 people will take advantage of our early-bird offer at a
discounted membership fee and discounted initiation fee in the months of September and
October 2024. For the rest of the year 2024 we predict that 150 new members per month will
join the club at the full membership rate. We will start off in January 2025 with a total
membership base of 800 clients. For the rest of the year 2025 we estimate to see a 3%
monthly growth rate in new members. Starting January 2026 we will also need to take into
consideration the retention percentage of how many of our previous members who joined in
year 2024 and 2025 will renew their memberships. Based on the financials from Soho House
that sees a retention rate of 94% we estimate a member retention rate of 90%[29].
Please refer to the two tables at page 33 for a break-down of membership revenues in year
2024 and 2025.
[27] https://www.eater.com/2017/8/15/16136272/soho-house-nick-jones-expansion-historymembership-rules.
[28] https://www.sec.gov/Archives/edgar/data/1846510/000119312521194316/d89619ds1.htm.
[29] https://www.businesswire.com/news/home/20211117005414/en/Membership-CollectiveGroup-Announces-Third-Quarter-2021-Results.
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Sources of Revenues (Continued)
During our first two years of operation our main focus will be building a strong clientele base
and a recognizable brand name. For this reason, we will not be developing our in-house
hospitality services at the beginning of our venture. This means that we will not earn any
additional income generating from our on-site café and bar. However, as explained in our
Daily Operations section at page 21 our catering Canard Inc will be charged $20,000
monthly for renting the 2,000 SF of café and bar area in our space[30]. We estimated this
monthly rent charge by taking into consideration that the average price for renting a
restaurant space in hot neighborhoods in Manhattan is $120 per SF. This revenue stream is
indicated in our income statement as "Rent from Canard Inc". However, while this gives us a
steady monthly revenue, the downside is that Canard Inc will retain all their revenues
generated from operating the café and the bar at our location.
Moreover, since our club is not designed as an hotel, we will not earn any revenues from
members and non-members guests booking rooms at our club. However, we have an
additional stream of revenue generating from our open club day on Saturdays. The entrance
ticket per guest to the club will be $50 for the whole day. To be conservative, we estimate
that we will have 50 visitors coming to our open club house each Saturday. This gives us an
extra revenue of $10,000 per month. For the time being, we will keep this revenue steady for
year 2025 and 2026.
To conclude, since we will not be profiting from our hospitality services for the first two years
of operation, the key to keep our club afloat is to have a strong clientele which will lead to a
high membership retention rate, as well as working on acquiring new members. We will also
keep working on outreach to potential sponsors and forming partnerships to fund our special
events. In our future timeline at page # we also indicate our plan to diversify and extend our
revenue streams with the development of our own in-house restaurant and brand café/bar
services after year 2026. Moreover, in 2026 we will start thinking of expanding our club with
the opening of a new location of The Social Art Club in Milan, Italy in the year 2027.
Please refer to pages 44, 45, 46, and 47 in the Appendix for the complete income statement
for the first 2 years of operation. Based on our income statement from July 2024 to July
2026 we will close year 2024 with a profit because of our initial membership revenues,
however in year 2025 we will report a net loss because of a lower count of new members. In
year 2026, our bottom line will return positive showing profits starting mid-year.
[30] https://www.sidmartinbio.org/how-much-does-it-cost-to-rent-a-restaurant-space-in-nyc/.
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Membership Revenues
2024

Period

Calculation

Revenue

September

250 x $2,000
+
250 x $250

$562,500

October

250 x $2,000
+
250 x $250

$562,500

November

150 x $3,000
+
150 x $750

$562,500

December

150 x $3,000
+
150 x $750

$562,500

2025

Period
January
February
March
April
May
June
July
August
September
October
November
December

Calculation

Revenue

73 x $3,000
+
73 x $750

$273,750

79 x $3,000
+
79 x $750

$296,250

87 x $3,000
+
87 x $750

$326,250

96 x $3,000
+
96 x $750

$360,000
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Cost of Goods Sold - Rent
Our main expense and fixed cost will be leasing the Level 14 space at the Terminal
Warehouse. The building located in West Chelsea offers a prime location connecting the
Downtown and the Midtown parts of the city. The Average Class A asking rent price for
office space was estimated in the Second Quarter of 2021 to be $99.22 for the district of
Midtown South and $59.83 for the Downtown district[31]. An average of these two prices
gives us a $79.53 rental office price per square foot for our location. However, we need to
add a 10% premium to this price to reflect the cutting-edge building and the historic
landmark that is Terminal Warehouse. Thus, our final rent price per square foot will be $87.5
which gives us a total of $1,913,800 annual rental price ($87.5 x 21,872 SF). Our monthly
rent will then be $159,483. In addition, as part of our initial opening costs we also need to
take into account a standard 15% rental fee of the annual rental price which will be equal to
$287,070. Since we will sign a 10 years lease and we have no plans of buying the property
at this initial stage, we consider rent to be our main fixed cost. We consider our other costs
such as website and mobile app maintenance, labor costs, operating costs and marketing
costs to be variable and directly depending upon our schedule of events.
Please refer to the table in page 37 for a break-down of our initial opening costs.

Source: Colliers International @ Statista 2021
[31] https://www.statista.com/statistics/605986/average-class-a-asking-rent-manhattan-bysubmarket/.
34

Other Expenses
Our other costs are comprised of both initial fixed costs and costs that will become variable
once the club opens for business. Our Other Expenses will be as follow and they are
indicated in the same format in our Income Statement: Operating Costs, Labor Costs,
Marketing Costs and Website and App Maintenance. The Other Expenses are essentially
what we would refer at as "Selling, General, and Administrative Expenses".

The Operating costs include our daily cost of operations such as setting up for events and
panel sessions. Operating costs also include the cost of maintaining our spaces in good
shape regarding cleaning. It also includes our utilities bills for electricity and gas, as water
and heating are usually covered by the building. Our Operation Manager will be responsible
for overseeing these costs and make adjustments as well as try to reduce the costs and
keep track of our invoices.
Labor costs include the salaries we will pay to our in-house team of four individuals. It does
not include labor costs for hiring additional workers for our special events, which will depend
upon our programming. It also does not include labor costs for our café and bar attendants
which will be covered by our partner catering company.
Marketing costs cover the costs of setting up our marketing campaigns through social media
(Instagram and Facebook) as well as our Google Ads campaigns. Marketing costs also
include the expenses for producing print out materials such as exhibitions and panel
sessions pamphlets. It also includes the cost of producing our signage such as street
banners and logos.
While we will have higher initial costs for developing our website and mobile app, we also
need to take into account that the website and app will require modifications, upgrades and
maintenance. These costs also include pay for our web server hosting provider and our
website and email domains.

Our Other Expenses will likely change throughout our operations and we will modify them
and account for them accordingly to the course of our club history.
Since we do not own the property of the club, but we are renting the space, we do not need
to worry about including amortization and depreciation costs in our Income Statement.
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Funding
While the official opening of The Social Art Club is scheduled for mid September 2024, we
need to account in advance for the initial costs of setting up the business in the months prior
to the club. Our biggest cost will be rent. As standard practice in real estate, to secure the
leasing agreement we will need to have sufficient funds for a one month rent deposit and the
rental fee. In addition, in the months of July and August 2024 we will develop our digital
platform and mobile app, as well as start with an aggressive marketing social media
campaign. We also need to account for initial legal fees and labor costs. To secure funding
for our initial investment of $1,031,553 we will turn to venture capital firms and angel
investors operating in NYC. After extensive research we have identified Primary VC as our
venture capital firm and we will use NYC Founder Guide by Primary Venture Partners to
match our business and secure angel investors[32] [33]. Primary VC is the ideal resource for
our business[34]. The performance for their portfolio companies has placed them in the top
5% of all U.S. venture firms. Moreover, while venture capitalists usually experience high
rates of failure due to the uncertainties with the profitability of a new business, Primary VC's
portfolio has a success rate of 92%[35]. Primary VC also helps companies with their finance
strategies to establish quantified progress and financial growth. Furthermore, they work with
companies to build a brand name and organization culture by hiring accordingly to what your
company needs. We will share with Primary VC our art business idea and holistic plan
regarding our mission and vision for the future of social clubs. In terms of analytics, we will
share with Primary VC our two years income statements as well as our break-even analysis.
To conduct our break-even analysis we take into consideration our initial opening costs
which although some of them will become variable when we start operating, they are fixed at
the time of the opening[36]. To the initial opening costs of $1,031,533 we also need to add
27 months of leasing fixed costs which will cover our rent until the end of 2026. For the unit
contribution margin we consider our $3,000 membership fee. Thus, our break-even point is
$5,337,574 / $3,000 = 1,780. This means that we will break-even on our initial investment
when we reach 1,780 members. Based on our income statement, we will start to report a
positive net income in August 2026.
[32] https://www.foundersbeta.com/new-york-startups/the-most-complete-guide-to-starting-astartup-in-new-york/.
[33] https://www.nycfounderguide.com/.
[34] https://www.primary.vc/approach.
[35] https://www.investopedia.com/terms/v/venturecapitalist.asp.
[36] https://www.investopedia.com/terms/b/breakevenanalysis.asp.
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Initial Opening Costs

Rent Deposit

$159,483

Rental Fee

$287,070

Legal Fees

$5,000

Marketing Costs

$20,000

Labor Costs

$30,000

Website Design Costs

$15,000

Mobile App Costs

$15,000

Opening Weekend Costs

$500,000

TOTAL

$1,031,533
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Future Timeline
The main goal in our future prospectus is to build a strong and loyal clientele. For 2025, our
first whole year of operations, we will aim at establishing our brand name and securing
partnerships to start a reciprocal club program. In 2026 we need to secure retention for the
members that joined in 2024 and in 2025, as well as grow in our social media platforms. For
year 2026 we will open a new location in Milan, Italy which can be classified as an untapped
market for social clubs since currently Soho House only has one location in Rome.

2026
Retain our members.
Expand our membership base.
Grow our social media presence.

2025

2027

Build a strong programming

Expansion of The Social Art Club

offering for our members by

into European territory with the

securing partnerships and

opening of an oversee flagship

outreach to sponsors.

location club in Milan, Italy.

Establish our brand identity.
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APPENDIX
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40

Lounge

Café

41

Library

Garden
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Income Statement - July - December 2024

Total Members at end of 2024: 800.
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Income Statement - January - June 2025
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Income Statement - July - December 2025

Total Members at end of 2025: 1135. 3% monthly growth rate for new members.
45

Income Statement - January - June 2026
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Income Statement - July - December 2026

Total Members at end of 2026: 1614. 3% monthly growth rate for new members.
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