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Regarding: Loveland Center for Business Developnient

} would like to share my appreciation for the Loveland Center for Business Development and the support
they provide to Loveland businesses.

I continue to be impressed with the service and dedication that comes from the LCBD in their quest to see
businesses thrive in today’s econoinic climate. The ongoing education and time spent with owners as well
as those individuals aspiring to start a new business is the foundation that sets these businesses apart in
today’s need for a sound understanding of business financials and general banking needs.

There have been a number of exanples whereby the LCBD and the numerous volunteers, have assisted a
[.oveland business in ensuring they understand what it takes to start, own and operate a business. When 1
meet with business owners that have taken courses and invested time in the LCBD they are well prepared
when secking financial needs to grow their business. This is an important step to ensuring a successiul
start,

1100 have taken the lime to attend courses and after hour events held by LCBD. The volunteer staff that
takes time to share their expertise on a subject matter is additional proof of the commitment that has been
generated at the LCBD to help Loveland thrive in the business sector,

I want to thank the LCBD, Robin, Mary Ann and the dozens of volunteers (or their dedication to Loveland.
It is great to work in a City that understands the power of the small business owner and value they bring 10
a City the size of Loveland.

Michelle Meehan
Chase Bank

1™ Vice President
070-622-7531

IPMorgan Chase Bank, N.A. + Businass Banking « CO1-9300, 200 £ th 5t., Loveland, CO 80537

Telephone: 970 622 7537 ¢ Facsimile: 720 207 6138 » Cellular: 970 231 2942
michelte. meehan@chase.com
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Business Planning & Financial Projections & Marketing Plan ¢ Cash Flow Management

we help businesses sueceed
throuoh our counseling services
LOVELAND GENTER /. < g

BUSINESS DEVELOPMENT anol Low cost workshops.

Fosterlng Entrepreneurship, Innovation & Growth

Receiving Services at the LCBD

So You Want to Start a Business Workshop
Explore the basics of business ownership, including planning for a
profitable business, pitfalls to avoid and how 10 reach customers.

This class is a prerequisite to scheduling a counseling session at the LCBD.

Cost: $20 for Loveland residents  $30 for non-Loveland residents

To be successful in our program, we highly suggest the following classes:

Cash is King, Cash Flow Basics — $25 Market Niche — $25  Creating a Great Business Plan — $45°

Counseling Services
Loveland residents receive free counseling services.
Aiter the initial counseling session, there is a one time
registration fee of $25 to receive future free counseling.
Non-Loveland residents pay a $25 registration fee and
$25 per counseling session.

Document Review

The first review is free
additional document reviews are $50 per review

441 E. 4th Strest, Suite 101a, Loveland, CO 80537
(970) 667-4106

www.lovelandcenterforbiz.org

City of Lovaland

Find us on Facebook ! The Loveland Center for Business Development is
www.facebook.com/lovelandcenterforbiz funded by the City of Loveland.

¢ Registration and Licensing  Flhawnclng Options € One-on-One Counseling &



LoveLaND CENTER ;..

SMALL
BUSINESS
WORKSHOPS

BUSINESS DEVELOPMENT September 2012

Fostering Entreprensurship, Innovation & Growth

2012

Sept 5

Sept 6
Sept 6

Sept 10

Sept 12
Sept 13
Sept 15
Sept 19

Sept 20

Sept 25

Sept 26

Prepayment is expected and guarantées your spot.

A 48-hour notice of cancellation is required for a refund,

Register for LCBC workshops on our website: www.lovelandcenterforbiz.org
Workshops held at 441 E. 4™ Street, Suite 101a, Loveland, CO 80537

Wed

Thur

Thur

Mon

Wed-

Thur

Sat

Wed

Thur

Tue

Wed

Workshops

So You Want to Start a Business
$30 for non-Loveland residents

Finding Your Market Niche
Cash is King, Cash Flow Basics for new businesses

LCBD Networking Event at Loveland Aleworks
118 W. 4™ Street, downtown Loveland

Creating a Great Business Plan

Financial Nuts & Bolts

Hands-on QuickBooks

Discover the Marketing Power of Repurposing for you Business

What You Must Know to Stay in Business
New Information Requirements

Strategic Branding

Record Keeping Realities

Time

8:00 am —10:30 am

8:00 am — 10:00 am
10:00 am —noon

5:00 pm —6:30 pm

8:00 am —- 10:30 am
8:30 am - 10:00 am
8:30 am —4:30 pm

3:00 pm — 5:00 pm

3:00 pm -~ 4:30 pm
3:00 pm — 5:00 pm

&:30 am ~ 10:00 am

Price

$20

| 525

525

510

545
$20
5120

$25

520
§25

520

-City of Lovefand

The Loveland Center for Business Development {LCBD) is fully funded by the City of Loveland. The supbort
given by the City of Loveland through such funding does not constitute an express or implied endorsement of
the participants’ opinions, products or services. Appropriate accommodations for persons with disabilities, will

be made if requested in advance.



'So You Want to
Start a Business

LovELAND CENTER /» - |
BusINESS DEvELOPMENT presented by

Fostering Entrepreneurship, Innovation & Growth Robin D. Shukle, LCBD Executive Director

ThlS class is a prerequisite to scheduling a
counseling session at the LCBD
Let us help you develop that great business idea.

In this class, you will explore the basics of
. business ownership, including entrepreneurship,
%,?; planning for a profitable business, pitfalls to avoid
and how to reach your customers.

You will be given templates to help you plan
your business; ensuring it gets started
on a strong foundat:on.

Location: Loveland Center For Business Development
- 441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970‘) 667-4106

Date: - Waednesday, September 5, 2012
~ 8:00 am to 10:30 am

Cost: $20 Loveland residénts $30 for non-Loveland residents

- Details: Register on website: www.Iovelandc'enterforbiz.orq

_ The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
. support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s} or participants’ opinfons, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance. -

City of Loveland




Pathways to Success
-- - Business |
Lﬂvsmwnﬂsmm Start-up Workshops

BUSINESS Dwemmsm ~ Gain the knowledge you need

Fostering Entrepreneurship, innavation & Growth - to run your business successfu”y_
Finding Your Market Niche Date: Thurs., Sept. 6
Time: 8:00 am to 10:00 am Cost: $25.00

Learn how to determine if there is a market for your product or service, identify your
competition and discover trends in your industry.

Cash is King, cash flow basics Date: Thurs., Sept. 6
Time: 10:00 am to noon Cost: $25.00

A hands-on class to help you plan and understand the cash flow and cash
needs of your business. When creating your business plan, the-cash flow
portion is a key element. This workshop is for new businesses.

Location: Loveland Center for Business Development
441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970) 667-4106

Payment: Cash or check

To Register: Register on website: www.lovelandcenterforbiz.org
48 hours cancellation notice required for refund.

_ The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The

support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor{s} or participants’ opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland




Loveland Ceni

LovELAnD CENTER 4,
BUSINESS DEVELOPMENT

Fostering Entrepreneurship, Innovation & Growth

Event Sponsors

LOVELAND |
ALEWORIKS

[s]

The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado, The
support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or participants’ opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland



Cl‘eating

L | a Great
Lovend CENTER . Business Plan
BusiNESS DEVELOPMENT o |

Fostering Entrepreneurship, Innovation & Growth Presented by: Robin D. Shukie

In this class you will learn the
key elements of a successful
business plan and why creating
a business plan is an essential
step for any entrepreneur or
business owner. |
This course will guide you in
creating your own individual
business plan and provide you
the tools to make it easy.

Location: Loveland Small Business Development Center
441 E. 4th Street, Suite 101a | '
Loveland, CO 80537
(970) 667-4106

Date: Wednesday, September 12, 2012
8:00 am to 10:30 AM

Cost: $45.00

Details: Register on Website, under events & workshops tab:
www.lovelandcenterforbiz.org .

_ The Loveland Center for Business.Development is fully funded by the City of Loveland, Colorado. The

support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or participants' opinions, products or services. Appropriate
accommodations for persons with disabilities will be mads if requested in advance.

City of Loveland



Financial Statements
Nuts and Bolts

Presented by: Steven D. Olson, CPA
Partner in B2B CFO

LovELAND CENTER 4.
BusiNEsS DEVELOPMENT

Fostering Entrepreneurship, Innovation & Growth

Do financial statements frustrate you? Are you concerned that
you're not getting the most out of your financial documents?
Are you confused as to how the financial puzzle pieces fit
together? Well, we've got some help for you.

Financial Statement Nuts and Bolts will clear away the fog and
provide you with the confidence you would like to have. We
begin with the basics — the statements you need to run your
business — and then we will drill down into each of the

- statements so that you are familiar with the parts and their
relationship with other sections of the statement. We will
conclude by showing the relationship of one statement to
another.

Naturally we will endeavor to answer all your guestions.

Feel free to bring you own financial statements so that you can see how yours compares with
the model and ask specific questions.

Location: Loveland Small Business Development Center
441 E. 4th Street, Suite 101a, Loveland, CO 80537
(970) 667-4106

Date: | Thursday, September 13, 2012
8:30 am to 10:00 am

Cost: $20.00 Payment reserves your seat, call the office with a Visa or MasterCard
~ payment or drop by a check/cash.
48 hours cancellation notice is required to receive a refund.

Details: Register on our website: www.|lovelandcenterforbiz.org.

_ The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The

support given by the City of Loveland through such funding does not constitute an express or implied
sndorsement of the co-sponsor(s} or participants' opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland



LOVELAND CENTER 4.»
BUSINESS DEVELOPMENT

Fostering Entreprensirship, Innovation & Growth

Presented by certified
QuickBooks instructor;
Rose Melville, CPA

In this class, you will learn to set up a chart of accounts,
reconcile your accounts, create and print invoices, receipts and
statements, track your payables, inventory and receivables, create
| estimates and analyze your financials by generating‘ reports.

Prepare for tracking tax-related income and expenses;
5|mpllfymg tax time requirements.

Locatlon. Loveland Center for Business Deve!opment
441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970) 667-4106

Date: Saturday, September 15, 2012
8:30 am t0 4:30 pm
(one hour iunch break)

Cost: $120.00—Paymerjt reserves your seat, you can call with a Visa or
MasterCard payment or drop by a check/cash. Payment must be
received prior to class date.

Details: Register on website: www.Iovelandcénterforbiz.orq
Register under workshop and events tab.

The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
_support given by the City of Loveland through such funding does not constitute an express or implied

endorsement of the co-sponsor(s) or participants’ opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland




D-iSCOUer the Presented by: Stephanie Hillberry

Mar’heting Power Digital Media & Marketing Pro
| Lifestyle Blogger

of Repurposing
for your Business

Often the best (and most lucrative) marketing
strategies come from repurposing the work we've
already done! The problem is that many of us
overlook the potential in the relatlonships skills, and
content we already have.

The truth is that these resources can be turned infto

unique, innovative digital products (like e-books and e-courses) that you can use
to build your brand and grow your profits. This class will teach you the 3 steps
youl heed o know to uncover value in your work, create new products and sell in
a very cost-effective way!

You will Iearn:

« How to discover the hidden value in the things you know but take for
granted.

.« Howto turn your knowledge into e-books, social media blurbs, blog posts, and
presentatlons that can capture new revenue.

« And how to set-up an effective marketing and sales strategy that saves you
valuable time and energy

LoVELAND CENTER ;. |
BusinEss DEVELOPMENT |

Fosfaring Entreprenaurship, mnovation & Growth |3

The Loveland Center for Business Development is fully funded by the City of Loveland, Colerado. The
suppott given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or participants’ opinions, products or services. Appropriate
accommodations for persons with disabilitiss will be made if requested in advance.

City of Loveland



What you must know to stay in business

lﬁVNnNTEn New Information Requirements
B“SINESS BEVEWPM?&T Presented by Tom Glanville, an advisor with the FBI Cyber Crimes’

Divisio i i ity.
Fostoring Entreptenaurship, Innovatlon & Growth sion and Hemeland Security on matters of national security

State and federal government have passed o multitude of laws
pertaining to Information Protection for businesses. The Information
Protection Requirements have gone above and beyond policies, check
box compliance, online questionnaires, and compliance by proxy. Most
businesses believe their current insurance/breach insurance covers an
information incident. ALL cases, as of today, have had little and most
time NO coverage for damages when an incident occurs.

What are the potential liabilities of not being in the “know?”

+ Inarecent study the US Department of Labor stated that 93% of businesses that experience information loss
go out of business within 5 years. Of those companies 43% go out in the first year and 72% in the second
year. : ‘

» Even if your organization has completed an online PCl questionnaire, chances are your business is out of
“credit card” compliance which may translate to the inability to accept credit and/or debit cards indefinitely.

» The least expensive breach in 2010 cost the organization $780,000.

+ Certain laws, that affect many businesses, not only hold the company liable but also transfers personal
liability to the owner(s), executives, and board members both civilly and criminally.

The purpose of this session is to educate you on the issue, the requirements, and more importantly to create a
Defensible Position for Information Protection. Thousands and thousands of businesses have experienced such
losses and nearly all have found their efforts in Violation of the Law. Also, on September 8, 2011 the Federal
Trade Commission just announced Colorado as the number one state for information misuse.” You have worked
hard and have invested into your business and our goal is to help you maintain and even increase your profits.

Location: Loveland Center for Business Development
441 E. 4th Street, Suite 101a, Loveiand, CO 80537
(970) 667-4106

~

Date: Thursday, September 20, 2012 Time: 3:00 pmto 4:30 pm

Cost: $20.00—Payment reserves your seat, call with Visa or MasterCard or drop by a
check/cash. Payment is expected prior to the class date. '
48 hours cancellation notice is required to receive a refund.

Details: - Register on website at: www.Iovelandcénterforbiz.org

support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or pariicipants' opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

_ - The Loveland -Center for Business Develocpment is fully funded by the City of Loveland, Colorado. The

City of Loveland



LOVELAND CENTER /. Strategic Branding
BUSINESS DE\!ELIIPMENT |

Fostering Entrepreneurshlp, Innovation & Growth —— . _ Presented by Erin Bergstrom

What exactly is branding and why is it so important?

How can you determine the image and message
that you will present to the public?

Grumy

it
L

Your brand can be your most valuable company asset. The instructional part of this
session will cover the basics, illustrating them with entertaining samples of brandmg
from national and local sources.

In the workshop portion, participants find that discussing each other’s -
promotional materials can be very helpful, whether creating a new brand | gﬁ“hﬁl :
or improving an existing one. Bring your marketing materials and enter Dm‘h (-
into a friendly, focused discussion about a topic which is .
interesting, valuable and fun! Caag e '

These topics are included:
'« The definition of brandlng

« Essential elements of an effective brand

»  The importance of careful planning

+  Capturing your identity and purpose

»  Evaluating your target customers

« Essential considerations about message and style
«  Applying your brand :

o
4 S
4,

' —48 hours cancellat:an not/ce IS requ:red to recefve a refund

Detalls Reglster for workshop on our websate www !ovelandcenterforblz org

City of Loveland

The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or participants' opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.




LOVELAND GENTER /.
BusSINESS DEVELOPMENT

Fostering Entrepreneurship, innovation & Growth ——m—--

Record Keeping Realities...why bother?

Good record keeping will help you reduce your costs and create efficiency.

. Presented by: Corla Oétic & Jenny Miller, CPA’s at Hanna, Holdredge & Associates
While record keeping is required by the IRS,
good record keeping will help you:

¢ Monitor the progress of your business...
good records can increase the likelihood of success

e Prepare your financial statements...

profit and loss statements and balance sheets
e Keep track of receipts and deductibles expenses
* Help you to prepare your tax returns

* Support items reported on your tax return

Location: Loveland Center for Business Development
441 E. 4th Street, Suite 101a
Loveland, CO 80537

- Date: Wednesday, September 26, 2012
- 8:30 am to 10:00 am

Cost: $20.00—Payment reserves your seat, Call with a Visa or
MasterCard payment or drop by a check/cash. Payment is expected prior
to the class date.

Details: - Register on website www.lovelandcenterforbiz.org
(under Events and Workshops)

_ The Lovaland Center for Business Development is fully funded by the City of Loveland, Colerado. The

suppott given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s} or participants’ opinions, products or services. Appropriate
accommaodations for persons with disabilities will be made if requested in advance.

City of Loveland




LOVELAND GENTER /..
BusINESS DEVELOPMENT

Fostering Entrepreneurship, Innovation & Growth

e SMALL
BUSINESS
WORKSHOPS

October 2012

Register for [.CBC workshops on our webs1te www.lovelandcenterforbiz.org

Prepayment is expected and guarantees your spot.
A 48-hour notice of cancellation is required for a refund.

Workshops held at 441 E. 4™ Street, Suite 101a, Loveland, CO 80537

Workshops o © Time

2012 Price
Oct 3 -Wed  So You Want to Start a Business . . 8:00am —10:30am. 520
. 530 for hon-Loveland residents

Oct 4 Thu.r Place Your Chips in the Right C'orner...,lt’s Not the Website | 3:30 pm — 4:30 pm $2b
Oct 9 Tue . Grouying Your Business Thr-ough Facebook 2:30 pm — 5:60 pm 530
Oct 11 Thur ~ Finding Your Market Niche 8:00 am — 10:00 am $25
Oct 11 Thur  Cash is King, Cash Flow Basics for new businesses | 10:00 am ~-noon "§25
Oct17  Wed Creating a Great Business Plan ' ' 8:00 am — 10:30 am 545
Oct 20 Sat Hands-on QuickBooks : 8:30 am— 4:30 |-om S120
Oct 23 Tue.  Selling to the éovemment 101 ‘ 3:00 pm - 4:30 pm $20

The Loveland Center for Business Development (LCBD) is fully funded by the City of Loveland. The support
given by the City of Loveland through such funding does not constitute an express or implied endorsement of

the participants' opinions, products or services. Approprlate accommodations for persons with disabilities will
be made if requested in advance.

City of Loveland



So.You Want to
‘Start a Business

LOVELAND CENTER /., N
BUSINESS DEVELOPMENT  presented by

" Fostering Entrepreneurship, Innovation & Growth Robin D. Shukle, LCBD Executive Director

This class is a prerequisite to scheduling a
counseling session at the LCBD
Letus help you develop that great business idea.

In this class, you will explore the basics of
~ business ownership, including entrepreneurship,
;‘;” planning for a profitable business, pitfalls to avoid
and how to reach your customers.

i
M“«./

You will be' given templates to help you plan
your business; ensuring it gets started
on a strong foundation.

Location: Loveland Center For Business Development
- 441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970) 667-4106

Date: Wednesday, October 3, 2012
8:00 am to 10:30 am

Cost: $20 Loveland residents $30 for non-Lovei_énd_ residents

Details: Register on website: www.lovelandcenterforhiz.org

_ The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The

- support given by the City of Loveland through such funding does not constitute an express or implied

~ endorsement of the co-sponsor(s) or participants' opinions, products or services. Appropnate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland




Place Your Chips
in the Right Corner....

LOVELAND CENTER . e -
BusiNgsS DEVELOPMENT It’s Not The Website!

Fostering Entreprenaurship, Innovation & Growth Presented by Tara Tooley and Samson Jagoras of MadWire Media

Are you gambling with you marketing dollars?
| There is no need to gamble when you have a good hand.

There are a lot of website templates out there, all
offering a quick, easy way to get your business on the
big World Wide Web. Unfortunately, many business
owners believe that’s all they’ll need to be competitive-
a new website. It’s not! In fact, having a website will
offer little benefit to your business if you're not going to
be promoting it. To be competitive in your market area,
you’ll need to spend a little money on marketing.

How much are you budgeting for marketing every month, and where are you spending
it? Are you placing.your chips in the right corner? Do you know where that corner

is? It’s the one with the highest ROI (return on investment) and it’s where you need to
be placing most of your advertising dollars. '

Er
i

The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s} or participants’ opinions, products or services. Appropriate
accommaodations for persons with disabilities will be made if requested in advance. )

City of Loveland



GROWING YOUR BUSINESS
THROUGH FACEBOOK

I-'WELAND EENTER m PRESENTED BY: DAVID WALKER
B“SINESS DEVEI_"PMENT MyWebBarn.com—online marketing, |
Fostering Entrepreneurship, Innovation & Growth website design and social media

Social Media tools have forever changed how the
world does businesses today. Most people have a
personal Facebook account, but are not sure how
to use it for business.

Don’t be left behind as businesses shift to social networks like Facebook. This class

will help you understand all the steps involved in using Facebook as a specific tool
to grow your business.

We will cover

« Why you need a Fan Page, and a Professional Profile, and how to set them up.
« How to use your Fan Page, and Profile to get new business.
+ Effective Online Marketing Techniques specific to Facebook.

The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
) support given by the City of Loveland through such funding doss not constitute an express or implied

endorsement of the co-sponsor{s} or participants’ opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland



Pathways to Success
| Business
I.WEI.ANB CENTER Start-up Workshops

BUSINESS DEVELQPMENT Gain the knowledge you need

Fostering Entrepreneurship, innovation & Growth fo run your business SUCCESSf Ully.
Finding Your Market Niche Date: Thurs., Oct. 11
Time: 8:00 am to 10:00 am Cost: $25.00

Learn how to determine if there is a market for your product or service, identify your
competition and discover trends in your industry.

Cash is King, cash flow basics b Date: Thurs., Oct. 11
Time: 10:00 am to 12:00 pm Cost: $25.00

A hands-on class to help you plan and understand the cash flow and cash
needs of your business. When creating your business plan, the cash flow
portion is a key element. This workshop is for new businesses.

Location: Loveland Center for Business Development
441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970) 667-4106

Payment: Cash or check

" To Register: Register on website: www.lovelandcenterforbiz.org
48 hours cancellation notice required for refund.

_ The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
support given by the City of [Loveland through such funding does not constitute an express or implied

endorsement of the co-sponsor(s) or participants’ opinions, products or services. Appropriate
accommodations for persons with disabilities will be made if requested in advance.

City of Loveland




Creating
a Great

Loveuanp CENTER . Business Plan
BusINESS DEVELOPMENT

Fostering Entreprenaurship, Innovation & Growth - Presenfed by; Robin D. Shukle

In this class you will learn the
key elements of a successful
business plan and why creating
a business plan is an essential
step for any entrepreneur or
business owner.

This course will guide you in
creating your own individual
business plan and provide you
the tools to make it easy.

Location: Loveland Small Business Development Center
i 441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970) 667-4106

Date: Wednesday, October 17, 2012
‘ 8:00 am to 10:30 AM

Cost: $45.00

Details: Register on website, under events & workshops tab:
' www.lovelandcenterforbiz.org

_ The Loveland Center for Business Development s fully funded by the City of Loveland, Colorado. The
! support given by the City of Loveland through such funding does not constitute an express or impfied
endorsement of the co-sponsor(s) or participants' opinions, products or services. Appropriate
accommodations for persons with disabilities will be mads if requestsd in advance.

City of Loveland



I.WEI.AN[I GEmEn fon
BuSINESS DEVELOPMENT

Fostering Entrepreneurship, Innovation & Growth

Presented by certified
QuickBooks instructor:
Rose Melville, CPA

In this class, you will learn to set up a chart of accounts,
reconcile your accounts, create and print invoices, réceipts and
statements, track your payables, inventory and receivables, create
estimates and analyze your financials by generating reports.
Prepare for tracking tax-related income and expenses;
simplifying tax time requirements.

Location: Loveland Center for Business Development
441 E. 4th Street, Suite 101a
Loveland, CO 80537
(970) 667-4106

Date: Saturday, October 20, 2012
8:30 am to 4:30 pm
(one hour lunch break)

- Cost: $120.00—Payment reserves your seat, you can call with a Visa or
MasterCard payment or drop by a check/cash. Payment must be
received prior to class date.

Details: | Register on website: www.lovelandcenterforbiz.org
Register under workshop and events tab.

support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or participants' opinions, products or services, Appropriate
accommodations for persons with disabilities will be made if requested in advance.

_ The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The

‘City of Loveland




Selling to

. | the Government 101
LOVELAND GENTER /.. f o ,
BusiNess DEVELOPMENT Presented by: Tom Thompson

Fostering Entrepreneurship, Inkovation & Growth - Procurement Counselor Coiorado PTAC

This is a basic level course intended for an audience
that has little to no experience in government
procurement process.

This class covers a broad spectrum of information
starting with an overview of what PTACis and can do
for your company, a big picture view of the
government acquisition process, registration
requirement for companies, effective search
methods for discovering opportunities, a practical
approach to marketing. This is a great government
primer and will provide audience members a good
understanding of the global process of dealing with
the government.

Location: Loveland Center for Business Deve'lopment_ )

Date:

Time:

Cost:

Details:

441 E. A4th Street, Suite 101a, Loveland, CO 80537
(970) 667-4106

October 23, 2012

3:00 pm to 4:30 pm

$20.00—Payment reserves your seat, call with a Visa or MasterCard payment
or drop by a check/cash. Payment is expected prior to the class date.
48 hours cancellation notice is required to receive a refund.

Register on website at: www.lovelandcenterforbiz.org

City of Loveland

The Loveland Center for Business Development is fully funded by the City of Loveland, Colorado. The
support given by the City of Loveland through such funding does not constitute an express or implied
endorsement of the co-sponsor(s) or participanis' opinions, products or services. Appropriate

‘accommeadations for persons with disabilities will be made if requested in advance.



LoVELAND CENTER 4»
BUSINESS DEVELOPMENT

Fostering Entreprensurship, Innovation & Growth

So You Want to

Start a Business
Intro to business ownership

Presented by:
Robin D. Shukle, LCBD Executive Director

Loveland Center for Business Development
441 E. 4th Street, Suite 101a

Loveland, CO 80537
www.lovelandcenterforbiz.org
970.667.4106

Keep up with our updates and events on our Facebock fan page:
www . facebook.com/lovelandcenterforhiz

City of Loveland



So You Want To
Start A Business

Intro to business
ownership

| | LOVELAND CENTER ..
Presented by Robin D. Shukle, BuSiNESS DEVELOPMENT

LCBD Executive Director o & Growth

Goal

m To provide information and tools to help you
objectively evaluate if business ownership is right
for you and if your business idea can withstand
the rigors of the competitive marketplace.

o Fail early & fail fast — on paper!

m To prepare you to work efficiently and effectively
with an LCBD business counselor.,




LCBD Mission / Role

m The Loveland Center for Business Development
provides high-quality and cost-effective small
business assistance, information and support,
which fosters the successful growth and
development of small businesses and results in

a positive long-term economic impact in our
communities.

Overview

m  Jts All About You

®  Why New Businesses Fail

m  Increasing Your Chance of Success
®  Next Steps

m  Questions




It’s All About You

“The only place where success comes before work is in the
dictionary” Vidal Sassoon

“If I had only known, T would have been a locksmith.”
Albert Einstein

Are You An Entrepreneur?

®  Are you a self-starter? It will be up to you to develop projects,
organize your time, and follow through on details.

® Do you get along with different personalities? Can you
deal with a demanding client, an unreliable vendor, or a cranky
employee?

B Are you good at making decisions? Business owners are
required to make decisions constantly.

m Do you have the physical and emotional stamina to
run a business? Can you face working long hours, every week.




Are You An Entrepreneur?

a Do you plan and organize well? Good organization of
financials, inventory, schedules, and production can help you aveid
many pitfalls.

w Is your drive strong enough? Rumning a business can wear
you down emotionally., Burn out can occur quickly from having to
carry all the responsibility for the success of the business.

»  Will your family be supportive during the difficult
times of running a business? There may be firancial
difficulties until the business becomes profitable, which could take
months or years.

Whétt Does It Take?

FICTION: To be an entreprencur, you must be born that way.

FACT: Anyone can learn to operate like an entrepreneur.

BOTTOM LINE: Are you willing to learn?
Can you learn / change / react to meet the ever changing demands
of your business?




Skills Every Entrepreneur Needs to
Learn And/Or Develop

m  Sales Ability
o Handout; What It Takes To Sell

Time Management
Financial Management
Organization Skills
Self-Motivation

Self-Confidence

Business Ethics ‘

Willingness to Learn / Ask Questions / Ask For Help
Communication Skills

Change Management

Skills To Help You Succeed

Two traits for successtul entrepreneurs are: creativity and innovation.

Creativity is being able fo create new ideas and ways to solve problems that
provide real opportunities.

Can you improve your creativity? YES! _
®  Gather as much information as you can (read, talk with experts,
ete.); brainstorm cver time,

Innovation is something that is invented (ex. CDs), or something that is created
from an existing idea or product (ex. Super Wal-Mart),

Where do innovative ideas come from?
€ Unsatisfied customers % Luck
€ Demographic changes in society 4 Imagination
®  Vision € Problem Solving




Why Businesses Fail

“Every choice you make has an end result” Zig Ziglar

“You can’t do today’s job with yesterday’s methods and be in
business tomorrow.” Peter Drucker

Reality: Business Failure Rates

According to Dun & Bradstreet:

O Businesses with fewer than 20 employees have only a 37% chance of
surviving four years (of business) and only a 9% chance of surviving 10
years,

O Restaurants only have a 20% chance of surviving 2 years.

O Of these failed business, only 10% of them close involuntarily due to
bankruptey and the remaining 90% close because the business was not
successful, did not provide the level of income desired or was too much
work for their efforts,

According to the Small Business Administration (SBA):
0 51% of new businesses survive five years.




SBA: Why Businesses Fail

The top reasons that businesses fail are:

«  Lack of experience

= Unrealistic expectations

= Insufficient capital {money)

»  Poor location

= Poorinventory management

»  Over-investment of fixed assets

»  Poor credit arrangements

«  Unexpected growth

= Insufficient market / industry research
»  Overly optimistic sales projections
« Incorrect pricing

= Cashflow management (liquidity)

Lack of an integrated business strategy and operating pIén.

E-conomy: Why Businesses Fail

In the U.S. alone, the number of internet users (about 70% of the
population) and e-commerce sales (about 70 billion in 2004, according to
the Census Bureau) continue to rise and are expected (o increase with each
passing year. In 2009, the SBA reports that 83% of consumers sought
business information on-line,

Implication:
®  your business must be an e-destination
Search Engine Optimization (SEQ). key word searches
% your business must have a well defined niche
destination marketing / customer waterfall
% your business must have an on-line presence
social media




Increasing Your Chance of Success

“By failing to prepare, you are preparing to fail.”
Benjamin Franklin

Increasing Your Chance of Success

The Power Of Planning

3% 97% of wealth

13%

No Written or Verbal Goals or Plan

84%

Only 3% of people have written goals and plans; these people account
for 97% of the wealth, Time frame 10 years,

Reference: "Goals” by Brian Tracy, p. 12




Increasing Your Chance of Success

EXPLORE:
DEFINE:

DECIDE:

BUILD:
REFINE:

CONNECT:

This Class (So You Want To Start A Business)

Business Plan / Business Case
- Creating a Great Business Plan Class

Pathways To Success Class Series
- First Step, Cash is King — Profitability
- Next Step, Finding Your Market Niche - Marketing
- Next Step, Entity Selection and Registration

Integrated business plan, financial model & operating plan

Make an appointment to see an LCBD Counselor

Launch your business, execute to plan, and connect
with your target market

Next Steps — Define Your Business

1. What are my business goals? Can I define my idea? Can 1 articulate
the value proposition of my idea (elevator pitch)? Is there a market
for my goods / services? What does my produet / service provide my
customers? What am I charging?

1 Page Business Plan Extract:

N Complete the one page business plan extract.

B Update and build upon your business plan as you work through the
decision criteria / deliverables, '

Business Failure; Unrealistic expectations, lack of experience,

insufficient market / industry growth, incorrect pricing

Additional Help: Creating a Great Business Plan Class,

Public library, internet research,




Next Steps — Decide

2,

Can my business idea be profitable? How much money am I going to
need? How munch money am I going to need to borrow?

Cashflow Analysis:

B Complete on the monthly cash flow projection form: #5 CASH PAID
OUT. Note: (w) Owner’s Withdrawal — how much do you need to
support yourself.

B Total#6 TOTAL CASH PAID OUT — add figures for each column

Pre-Start-up and each month.

Business Failure: Lack of capital, poor credit terms, over investment &
use of business funds for personal expenses, lack of

liquidity.
Additional Help: Cashflow class

Next Steps — Decide

3.

Who are my ideal customers? Who are my competitors? How have I
defined the customer experience? How am I different?

Destination Marketing Plan / Approach:

B Answer / compiete questions on outline page 1.

B Review / think through Waterfall Approach to Marketing

W SWOT Analysis — Strengths, Weakness, Opportunities & Threats
» Both for the business and personally

Business Failure: Poor location, poor inventory, competition, sales,

Additional Help: Marketing class, Social Media Class, Public Library
Business Resource Center, Internet Research

10




Next Steps — Decide

4. 'What type of business (legal entity) should I be? Does that entity type
facilitate my business goals? What are the requirements of my
business form? What are my tax remittance responsibilities?

Colorado Resource Guide: Summary Resource

Business Failure: Unrealistic expectations, insufficient capital (money)

Additional Help: Business Entity Selection Class
Business Recordkeeping Classes
City & County Tax Classes
SBA Web Sites, Colorado Secretary of State Office

Increasing Your Chance of Success

“When I started out in business, I spent a great deal of time

researching every detail that might be pertinent to the deal I

was interested in making, I still do the same today.”
Donald Trump

Some people dream of success... while others wake up and
work hard at it. Unknown

“Long-range planning works best in the short term.”
Doug Evelyn

11



Increasing Your Chance of Success

EXPLORE:
DEFINE:

DECIDE:

BUILD:
REFINE:

CONNECT:

This Class (So You Want To Start A Business)

Business Plan / Business Case
- Creating a Great Business Plan

Pathways To Success Class Series
- Cash is King — Profitability
- Finding Your Market Niche — Marketing -
- Entity Selection and Registration

Integrated business model, strategy, & operating plan

Make an appointment fo see an LCBD Counselor

3

Launch your business, execute to plan, and conmnect
with your target market

Notes From A Reluctant Entrepreneur

“Tt was the best of times, it was the worst of times ....... ®  Charies Dickens

Lessons Learned ...
»  Manage your risk — insurance, contracts, compensation
»  Understand and use your financial statements to inanage your business
= 3D Prineiple — Doubie Duty Dollar — ROI on every dollar spent
«  Manage on a cash basis. Credit has a cost.
»  Conservation: time and money — the two most precious assets.
= Impact on family — not a 2 -§ job; no paid vacation, no paid sick days.
«  Make time to work on the business, not just in the business.
«  Get it right the first time. Rework takes time and money.
«  Consider purchasing an existing business.

However ..,. Unbelievable sense of accomplishiment; the business is yours! Success

is yours alone.

12




Questions

13



Monthly Cash Flow Projections

NAME OF BUSINESS

Pre-Start-
r;os!ationup Month 1| Month 2 | Month 3 | Month 4 | Month 5 | Month 6
Estimate | Estimate | Estimate | Estimate { Estimate | Estimate | Estimate

1. CASH ON HAND
{Baginning of the month)

2. CASH RECEIPTS
a) Cash Sales

b) Collections from Credit Accounts

¢} Loan or Other Cash injection {specify)

3. TOTAL CASH RECEIPTS
(2a+2b+2c=3)

4. TOTAL CASH AVAILABLE
(hefore cash paid out) {1 + 3}

1{Total 5a thru 5w)

. |5. CASH PAID QUT:
|a} Inventory Purchases

'.. b} Gross Wages (excludes withdrawals)

~c) Payroll Expenses

d) Outside Services

e} Supplies {Office and Operating)

~1f) Repairs and Maintenance

[g) Advertising

h) Car, Delivery and Travel

Professional Services

—_—

|1} Utilities

m) Insurance

|n} Taxes

) Interest

-|p} Other Expenses {specify)

+ Credit Card Fees

» Unexpected Expenses

q) Misc, Expenses

|r} Subtotal

'Is} Loan Principal Payment

Jt} Capital Purchases (specify)

u} Other Start-up Costs

v} Reserve and/or Escrow {specify)

w) Owner's Withdrawal

6. TOTAL CASH PAID OUT

7. CASH POSITION
(End of month) {4 minus &)

ESSENTIAL OPERATING DATA
{Non-cash flow information)
A. Sales Volume {doilars)

B. Accounts Receivable {end of month)

C. Bad Debt (end of month)

D. Inventory on Hand {end of month)

E. Accounts Payable (end of month}

F. Depreciation
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Business Plan Extract

The real value of creating a business plan is not in having the finished product in hand; rather, the
value lies in the process of researching and thinking about your business in a systematic way. The act
of planning helps you to think things through thoroughly, study and research if you are not sure of
the facts, and look at your ideas critically. It takes time now, but avoids costly, perhaps disastrous,
mistakes later. -

General Company Description
What business will you be in? What will you do?

Mission Statement: Many companies have a brief mission statement, usually in 30 words or fewer,
-explaining their reason for being and their guiding principles. If you want to draft a mission
statement, this is a good place to put it in the plan, followed by:

Company Goals and Objectives: Goals are destinations—where you want your business to be.
Objectives are progress markers along the way to goal achievement. For example, a goal might be to
have a healthy, successful company that is a leader in customer service and that has a loyal customer
following. Objectives might be annual sales targets and some specific measures of customer
satisfaction.

Business Philosophy: What is important to you in business?

To whom will you market your products? (State it briefly here —you will do a more thorough
explanation in the Marketing Plan section).

Describe your industry. Is it a growth industry? What changes do you foresee in the industry, short
term and long term? How will your company be poised to take advantage of them?

Describe your most important company strengths and core competencies. What factors will make the
company succeed? What do you think your major competitive strengths will be? What background
experience, skills, and strengths do you personally bring to this new venture?

Legal form of ownership: Sole proprietor, Partnership, Corporation, Limited liability corporation
(LLC)? Why have you selected this form?

Product / Service Description

Describe in depth your products or services (technical specifications, drawings, photos, sales
brochures, and other bulky items belong in Appendices).

What factors will give you competitive advantages or disadvantages? Examples include level of
quality or unique or proprietary features.

What are the pricing, fee, or leasing structures of your products or services?



Top Five Traits You Gotta Have to Sell by Kimberly L. McCalf

Stellar sellers and entrepreneurs share great commonality, including personality traits. An entrepreneaur will excei
because she has such enthusiasm for her service, and her ebullience is embraced by prospects accustomed to the
same-old, same-old hackneyed pitches. A great closer will possess an aura of competence and zeal that makes hlm
top of the board each month.

To understand the valuable qualities in selling, I asked experts and business owners what characteristics allow a
salesperson to transcend the trite.

1. Creativity. Having an appreclation for the non-obvious solution is a must if a sales pro is going to outpace the
pack. While an average salesperson depends on business cards and leave-behinds, a true rainmaker brings a "unigue
vision to his work that makes him stand out," says Wendy Weiss, a.k.a. "The Queen of Cold-Calling" and president of
Weiss Communications, a sales training and coaching company in New York City.

2. Passion. Genuine love for a product gets salespeople through the inevitable dark times, and it makes their offers
all the more irresistible to their clients. Passion, like creativity, cannot be faked, so it has great weight with customers.

Paul R. DiModica is president of DigitalHatch Inc., a sales training business for high-tech firms in Peachtree City,
Georgia. DiModica ranks passion as the number-cne characteristic a salesperson needs. "You must believe in what
you sell," he says. "This belief is communicated to the prospect invisibly."

3. Integrity. Why are used-car salesmen so poorly regarded? Because the perception is that they lack integrity and
that they'll say anything to get the sale. Dave Condensa, CEQ and founder of Helio Solutions, an IT consulting firm in
Sunnyvale, California, thinks integrity tops the list of qualities salespeople need. "We're building a relationship, and
it's imperative that the customer trusts the salesperson.”

Feeling good about a purchase is a hallmark of buying from a salesperson with integrity. "Trust brings [customers]
back, and that's a key factor to the success of any satesperson,” adds Condensa. The importance of selling with
integrity has been heightened by the recent poor ethical and financial performance of huge corporations. Says
DiModica, "Customers still buy the salesperson.”

4. Tenacity. Shelving feelings of rejection to keep plugging away is another essential requirement for sales success.
"It takes personal courage to get up every morning and say 'I am going to be the best,'™ says DiModica. It also
requires a certain steely quality to persist in the wake of one dismissal after the next. Wenss agrees: "Sales requires
someone who can always see possibilities, even in difficult situations.”

5. Commitment. The sales cycle for any big deal can typically take months, even years. Keeping an eye on the prize,
while continuing to sell to other prospects snmultaneously, takes commitment. "Selling is never ecasy,” explalns
_DiModica. "You must have a burning desire." Weiss also believes that success is the result of a person's "willingness
and intent to make things happen.” '

On the flip side, certain traits will surely doom any salesperson to the also-ran heap; lack of integrity, for instance.
"Integrity means the person will always attempt to do the right thing for the company and the customers,” says
Weiss.

DiModica also points to not being prepared when trying to make a sale. "You can't just pick up the phone and call a
prospect because your contact manager says it's time."

And, of course, there's the ultimate vice: dishonesty. Condensa warns: "You ruln the chance of repeat or referral
business."

The precedlng is an excerpt from Sell it, Baby! Marketing Angel's 37 Down-to-Earth & Practical How To's on Marketing, Branding & Sales, by
Kimberly L. McCall (a.k.a. Marketing Angel}.

Reprinted by the Loveland Small Busingss Devel‘opment Center with parmission from About.com



Office o voccy

[ www.sba.goviadve |

What is a simall business?

The Office of Advocacy defines a small business for research
purposes as an independent business having fewer than 500
employees. Firms wishing to be designated small businesses
for government programs such as contracting must meet size
standards specified by the 1.8, Small Business Administra-
tion (SBA) Office of Size Standards. These standards vary by
industry; see www.sbn.gov/size,

How important are small businesses to
the U.5. economy?

Small firms;

* Represent 99.7 percent of all employer firms,

« Employ just over half of all private sector employees.

» Pay 44 percent of total U.S. private payroll.

*+ HHave generated 64 percent of net new jobs over the past
15 years.

» Create more than half of the nonfarm private gross domes-
tic product (GDP).

+ Hire 40 percent of high tech workers (such as scientists,
engineers, and computer programmers).

* Are 52 percent home-based and 2 percent franchises.

* Made up 97.3 percent of all identified exporters and pro-
duced 30.2 percent of the known export value in FY 2007,

» Produce 13 times more patents per employee than large
patenting firms; these patents are twice as likely as large
firm patents to be among the one percent most cited.

Source: U.S. Dept. of Commerce, Bureau of the Census and International
Trade Admin.; Advocacy-funded research by Kathryn Kobe, 2007 (swww.
sba.gov/ndvofreseareh/vs29%totpdf) and CHI Research, 2003 (www.sha,
goviadvodresearch/rsi25ttpidl), U.S. Dept. of Labor, Bureau of Labor
Statistics.

What share of net new jobs do small
businesses create?

Firms with fewer than 500 employees accounted for 64
percent (or 14.5 million) of the 22.5 million net new jobs
(gains minus losses} between 1993 and the third quarter of
2008, Continving firms accounted for 68 percent of net new
jobs, and the other 32 percent refiect net new jobs from firm
births minus those lost in firm closures {1993 to 2007).

Source: U.S. Dept. of Labor, Bureau of Labor Statistics, Business Employ-

ment Dynamics, Note that the methodoiogy used for the figures above counts
job gains or losses in the actual class size where they accurred,

How many businesses open and close
each year?

An estimated 627,200 new employer firms began opera-
tions in 2008, and 595,600 firms closed that year. This
amounts to an annual turnover of about [0 percent for entry
and 10 percent for exit. Nonemployer firms have turnover
rates three times as high as those of employer firms, mostly
because of easier entry and exit conditions.

Advocacy: the voice of small business in government

Category 2004 2005 2006 2007 2008
Births 628,917 644,122 670,058 663,100e 627,200e
Closures 541,047 565,745 399,333 571,300c 595,600¢
Bankrupteies 34,317 39,201 19,695 28322 43,546

Notes: e = Advocacy estimate. Bankrupteies include nonemployer firms.
For a discussion of methodology, see Brian Headd, 2005 (www.sba.gov/
advolresearch/vs258totpdf).

Source: U.S, Dept. of Commerce, Bureau of the Census; Administrative
Office of the U.5. Courts; U.S. Dept. of Labor, Employment and Training
Administration,

YWhat is small firms’ share of employment?

Small businesses employ just over half of U.S. workers, Of
119.9 million nonfarm private sector workers in 2006, small
firms with fewer than 500 workers employed 60.2 milfion and
large firms employed 59.7 million. Firms with fewer than 20
employees employed 21.6 million. While small firms create

a majority of the net new jobs, their share of employment
remains steady since some firms grow into large firms as they
create new jobs. Small firms’ share of part-time workers (21
percent) is similar to large firms’ share (18 percent);

Soutce; U.8. Dept. of Commerce, Bureau of the Census: Statistics of U 8.
Businesses, Cutrent Population Survey,

How many small businesses are there?

In 2008, there were 29.6 million businesses in the United
States, according to Office of Advocacy estimates, Census
data show that there were 6.0 million firms with employees in
2006 and 21.7 million without employees in 2007 (the latest
available data), Small firms with fewer than 500 employees
represent 99,9 percent of the 29.6 million businesses (includ-
ing both employers and nonemployers), as the most recent
data show there were about 18,000 large businesses in 2006,
Source; Offtes of Advocacy estimates based on data from the U.S. Dept. of
Comumerce, Bureau of the Census, and U.S. Dept. of Labor, Employment and
Training Administration,

What is the survival rate for new firms?

Seven out of tent new employer firms last at least two
years, and about half survive five years. More specifically,
according to new Census data, 69 percent of new employer
establishments born to new firms in 2000 survived at least
two years, and 51 percent survived five or more years, Firms
born in 1990 had very similar survival rates. With most firms
starting small, 99,8 percent of the new employer establish-
ments were started by small firms. Survival rates were simi-
lar across states and major industries,

Souree: U.8 Dept. of Commerce, Bureau of the Census, Business Dynamics
Statistics. Note that the figures could be skewed slightly by the rare ocour-
rence of new firms opening multiple establishments in their first few years,

Updated Seplember 2009



How are small businesses financed?

Commercial banks and other depository institutions are
the largest lenders of debt capital to small businesses.
They accounted for almost 65 percent of total traditional
cradit to small businesses in 2003, (This includes credit lines
and loans for nonresidential mortgages, vehicles, equipment,
and leases.) Credit cards account for much of the growth in
small business lending over the past few years. For more in-
formation, see Advocacy’s annual publication, Small Business
Lending in the United States (www.sbha.gov/advo/vesearch/
lendirng.ttfml).

How do regulations affect small firms?

Very small firms with fewer than 20 employees annually
spend 45 percent more per enployee than larger firms to
comply with federal regulations. These very small firms
spend four and a half times as much per employee to comply
with environmental regulations and 67 percent more per em-
ployee on tax compliance than their larger counterparts. For
data broken out by industry, see www.sha.gov/adve/
resegrch/vs264iot,pdf,

2 z « Blw

Type of Regulation Cost per Employee for Firms with:
<20 Employees 500+ Employees

All Federal Regulation $7,647 $5,282

Environmental 3,296 710

Econtomic 2,127 2,952

Workplace 918 841

Tax Compliance 1,304 780

Source: The Impact of Federal Regulations on Small Firms, an Advocacy-
funded study by W. Mark Crain, 2005 ¢www.sba.gov/advo/resesvch/
rs26Hotpdf),

Whom do I contact about regulations?

To submit comments on proposed regulations, send email
to advocacy@sba.gov or visit Advocaey’s regulatory aleris
page at www.sha.gov/advo/laws/law_regalerts.himl. To
inquire about unfair regulatory enforcement, contact SBA’s
Office of the National Ombudsman at emnbudsman@sha.gov.

What is the role of women, minority, and
veteran entrepreneurs?

Of the 23 million nonfarm businesses in 2002, women owned
6.5 million businesses, generating $940.8 billion in revenues,
employing 7.1 million workers, and paying $173.7 billion

in payroll. Another 2.7 million firms were owned equally by
both women and men. Also in 2002, minorities owned 4.1
million firms that generated $694 biilion in revenues and
employed 4.8 million people. Hispanic Americans owned 6.6
percent of all 1.8, businesses; African Americans, 5 percent;
Asian Americans, 4.6 percent; American Indians or Alaska
Natives, 0.8 percent; and Native Hawaiian or other Pacific
Islanders, 0.1 percent. Veterans made up 14 percent of all
owners in 2002, and 7 percent of them were service-disabled,

In 2007, the overall rate of self~employment (unincorpo-
rated and incorporated) was 10 percent, and the rate was 7.1
percent for women, 7.4 percent for Hispanic Americans, 5.2
percent for Aftican Americans, 10.1 percent for Asian Ameri-
cans and Native Americans, and 14.4 percent for veterans.
According to a recent study, service-disabled veterans were
less likely than non-service-disabled veterans to be employed,
and they had lower self-employment rates.

Source: U.8, Dept. of Commerce, Bureau of the Census, Survey of Business
Owners; Office of Advocacy: Women in Business (wwwabn.govindve/re
search/rs280.pd¥) and Minorities in Business (www.shagovindvolresenrch/
¢$294,pdf); Open Blue Selutions, 2007 (www.sha.gov/advo/research/

ra29 Lot pdf), and Office of Advocacy: The Smail Business Econony, 2009
(Table A.13, www.sha. gov/advo/research/she htd),

What research exists on the cost and
availability of health insurance?

For many years, the cost and availability of health insurance
have been top small business concerns. These concerns are
driven by premium increases and administrative costs. Advo-
cacy research shows that: (1) insurers of small health plans
have higher administrative expenses than those that insure
larger group plans, and (2) employees at small firms ate less
likely to have coverage than the empioyees of larger entities.

A Kaiser Family Foundation study confirmed the connec-
tion between the size of a firm and whether it offers health
insurance. The Kaiser survey shows that about half of busi-
nesses with fewer than 10 workers offer health benefiis to
their employees. The ratio grows to about three-fourths for
firms with 10-24 employees, to almost 90 percent for firms
with 25-49 employees, and to 98 percent for firms with 200
employees or more, Two-thirds of workers in firms of all
sizes take health insurance coverage when offered.

Owerall in 2007, small firm employees were almost twice
as likely as large firm employees to be uninsured (24.6 per-
cent vs.12.6 percent, respectively).

Source: National Federation of Independent Business; Kaiser Family
Founation; Advocacy-funded research by Rose C. Chu and Gordon R,
Trapnell, 2003 (www.sha.gov/advofresearch/rs224tot.pdf); Joel Popkin and
Company, 2005 {wwiw.sha.gev/advosresenrch/rs262tot. pdf); and Econo-
metrica, Inc., 2007 (www.shagovfadvo/resenrch/es295tat pdf); and Office
of Advocacy. The Small Business Economy, 2009 (www.sha.goviadvo/
reseavch/sbebml)

How can | get more information?

For more information, visit Advocacy’s website:

www.sba.gov/adve, Specific points of interest include:

» Economic research: www.sba.gov/advo/research,

+ Firm size data (U.S,, state, and metropolitan static and
dynamic data): www.sba.gov/advo/research/data.htmi,

+  Small firm lending studies:
www.sha.goviadvo/rescareh/lending html,

+ Small business profiles by state and territory:
www.sha.gov/advo/vesearch/profiles.

s The Small Business Advocate newsletter:
www.sha.goviadvo/newsletteritimi,

For email delivery of Advocacy’s newsletier, press, regulatory

news, and research, sign up at htip://web.sba.gov/ist. For

RSS feeds, visit www.sbha.gov/advo/rsshbrary.html.

Direct questions to (202} 205-6533 or advocacy@sba.gov.

The SBA’s Office of Advocacy was created by Gongress in 1976 to protect, strengthen, and effectively represent the nation's small businesses
within the federal government, As part of this mandate, the office conducts policy studles and economic research on issues of congarn to small
business and publishes data on small business characteristics and contributions. For small business resources, statistics, and research, visit the

Office of Advocacy's homa page at www.sha.goviadve.



Destination Marketing: Marketing Plan
Premise: Destination Marketing is a System

Maxleting Plan Template:
1 Marketing Map
a. Business goals and gaps
b. What is your higher purpose mantra? Clients look to you for... passion, knowledge,
vision — define ideal customer experience

c. Definition of marketing baseline - define metrics and measures
e Number of leads created — lead generation is about being found.
e Percent of leads converted — huge top line impact.
¢ Average dollar amount spent per customer — creates products and services —

charge premium,

e Number of transactions per year / per customer
e Results per customer — value vs price

2, 1Ideal Customer / Differentiation
a. Ideal Customer — who is ideal customer? Ideal is customer that values you, is profitable

and refers to you. Ifthe customer’s first question is price, then you have an issue with
competitive differentiation. If customer can’t differentiae on value, they will
differentiate on price. These days — good service is a commodity. You are striving for
a deeper connection with client. Idea is to narrow client pool to enable a tailored
customer experience

e Demographics

e Psychographics

o Behavior
b. Baseline

e Create a spreadsheet of all customers. List all relevant data, such as:
1. Demographics
2. Size
3. Gender/ Age
4. Profitability / $$ Spent
5. Type of car
6. Service usage — how often, what, how much

s Pilot trends — narrow customer focus
e Sketch client focus
¢. Differentiate — may want to consider interviewing 8-10 clients. Ask them why they
chose you, what do you do that others do not, why they refer to you (if they do)??
e Service: What you do, not a service description
Complementary business statement — describes the experience
Position / Goal statement
Core Marketing Message
Alignment with Brand

s & & »



Waterfall Approach to Marketing

Know —

I ILike

Invest
Trust
in Client

Try

— v D wem G mm pew M N EEr Emm Eel Em S M M Eew e e s o

Profitability

Refer

Waterfall: Must define and lead customers through the process

Know - articles, ads, referrals

Like - web site, newsletter

Trust - marketing kit, white papers, sales presentations

Try - webinar, evaluations, Nurturing...entry point nurture and educate
Buy - service team, new customer kit

Repeat - post job survey, cross sell, quarterly events

Refer - results review, partner introductions

Action Steps:

What is free / local offer

What is a starter offer

What is an easy to switch product
What is core offering

What are add-ons

What are member only offerings
What is strategic partner offering

Form created by the LCBD




S.W.O.T.

Strengths Weaknesses

Opportunities | Threats




www.sba.gov
Small Business Administration

http:/ /library.fcgov.com/adult /business/

Poudye River Public Library District
Business and Nonprofit Center

Manage your business from start to finish.
This site includes a Small Business
Planner with resources on finding a
mentor, buying a business or a franchise,
forecasting, insurance, selling your
business and much more,

Access to www.biztoolkit.org — a free
gateway to help businesses explore, begin,
grow, manage and mature their business

» Resources for nonprofits

Small Business Resource Center—for
business research

Access to Reference USA

Also included on this site is an on-line
Business Self Assessment Tool.

Websites to help you
start, grow and succeed
in business.

WwWw.cspotcount.com

www.colorado.gov/cbe/stepsNew.html Northern Colorado’s

Colorado Business Express Website Start-up Center

Established by a Fort Collins CPA

Step by step process of going into
business with illustrative examples.

Includes a Custom Resource Guide—to assist you
in locating resources in your area that will help
your business grow and thrive.

Find the links you need...

» Business Resource Library

» Obtain Federal Employer Identification
Number (FEIN)

« Employers Setup Your Unemployment
Insurance Tax [D

+ Register Your Business for a Sales Tax ID

« Business Licensing and Registration

www.coloradosbdc.org

Colorado Small Business
Development Center Network

Answers to the top ten
most frequently asked questions
about starting a business.

Handout compiled by the Loveland Center for Business Development, Contact
each agency listed for most up to daie publications, regutations, etc.



City of Loveland
FREE Sales Tax Seminars

The City of Loveland, Colorado, Sales Tax Administration,
offers FREE sales tax seminars for anyone interested in learning about sales
tax procedures. Subjects include; identification of taxable and exempt property,
documentation procedures, filing requirements and record-keeping.

The sessions are held in the Council Chambers located at -
500 E. 3rd Street.
8:30 a:m. - 10:00 a.m. for Sales Tax
10:30 am to noon for Construction Use Tax
To register for Sales Tax Seminar call: 970-962-2315.

2012 Sales Tax Seminar Dates
Tuesday, March 13th

Tuesday, June 12th

Tuesday, September 11th
Tuesday, December 11th

Construction Use Tax Education Program
" The City of Loveland also offers free construction use tax educational
seminars. Subjects include, but are not limited to, method of collection,
calculations of construction, recongiliation work papers and final report.

2012 Construction Use Tax Seminar Dates

Tuesday, March 13th
Tuesday, June 12th
Tuesday, September 11th
Tuesday, December 11th

The Construction Use Tax Séminars_are held from 10:30 am to noon in the
Council Chambers located at 500 E. Third Street in Loveland.

To register for Construction Use Tax Seminar
call the Building Division: (970) 962-2509



LOVELAND GENTER /.. LCBD

BuSINESS DEVELOPMENT TRAINING
Fostering Entrepreneurship, Innovatlon & Growth EVALUATION

Training you've attended today: ) Date:

Participant name: Instructor(s) names(s):

Please rate the following using the scale below: 10 = Highest, 1 = Lowest.

10 9 8 7 6 5 4 3 2 1 wa
1. How would you rate the skills, knowledge and quality of

The instructor? o o 0o O 0o 0o O O O O 0
2. How likely are you to use the knowledge you received from
this training event? : O 0 0 0 o O O 0
3. How likely are you to return to another training event? QO O O O O O O O
4, How likely are you to return to the LCBD for counseling
services? O 0 O OO0 0 O O 0o 0 O
5. How likely are you to refer other businesses to the LCBD? o OO0 O O O O O O g O

6. How likely would you be to enroll in an online training event? O 0 0 O O O O O 0O 0O

7. How can we improve?

8. How did you hear about us?

9. a) Which parts of the program were most kelpful to you?

b) Which parts of the program were not helpful to you?

Additional Comments/Observations:

Loveland Center for Business Development
441 E. 4™ Street, Suite 101a, Loveland, CO 80537
(970) 667-4106




" Sageworks Industry Data & Analysis ‘ Page 1 of 6

Industry: 722513 - Limited-Service Restaurants
Sales Range: All Sales Ranges

Data Source: Private Companies

L ocation: All Areas

Prepared On: 8/21/2012

Avarage by Year (Number of Financial Statements)

Financial Metric Recent 12 Months (448) 2011 (481} 2010 (761) All Years (6586)
Current Ratio 2.51 2.45 2.49 215
Quick Ratio 1.96 1.83 1.72 1.53
Gross Profit Margin 59.48% 60.19% 60.61% 60.74%
Net Profit Margin 3.06% 3.74%  2.97% 2.57%
Inventory Days 9.21 9.24 9.77 9.81
Accounts Receivable Days 0.56 0.55 0.52 . 0.50
Accounts Payable Days 24.62 22.47 20.75 23.64
Interest Coverage Ratio ' 26.67 2247 23.33 22.50
Debt—to~Equity Ratio 3.38 3.54 3.50 3.73
g::;:sew'ce Coverage 5.97 6.15 5.31 5.40
Return on Equity 48.61% 46.39% 45.74% 41.46%
Return on Assets 18.09% 19.21% 14.43% 13.73%
Fixed Asset Turnover 3.62 3.50 3.63 3.74
Sales per Employee $61,684 $65,673 $66,952 $53,618
Profit per Employee $1,332 $3,967 $2,265 $2,450
Growth Metric Recent 12 Months {241) 2011 {256} 2010 (419) Al Years (3121)
Sales Growth 8.25% 8.77% 6.71% 7.47%
Profit Growth 17.11% 20.24% 15.93% 18.05%

https://www.profitcents.com/USEN/runrevort/printreport.asnx?GUID=eRace2f4-e790-4dR...  R/21/2017



income Stafement
Sales (Income}
Cost of Sales (COGS)
Gross Profit
Depreciation
Overhead or §,G,8 A
Expenses
Payroll
Rent
Advertising
Other Operating Income
Other Operating Expenses
Operating Profit
Interest Expense
Other Income
Other Expenses
Net Profit Before Taxes
Adjusted Net Profit before
Taxes
EBITDA
Taxes Paid
Net Income
Balance Sheet
Cash {Bank Funds)
Accounts Receivable
Inventory
ther Current Assets
Total Current Assets
Gross Fixed Assets
Accumulated Depreciation
Net Fixed Assets
Othef Assets
Total Assets
Accounts Payable
Notes Payable / Current
Portion of Long Term Debt
Other Current Liahilities
Total Current Liabilities
Total Long Term Liabilities
Total Liabilities
Preferred Stock
Common Stock
Additional Paid-in Capital

‘Sageworks Industry Data & Analysis

Page 2 of 6

Average by Year (Number of Financial Statements)

Recent 12 Months {448}
100.00%

40.52%
59.48%
1.72%

38.90%

25.66%
7.61%
2.60%
0.11%

15.43%
3.46%
1.29%
0.07%
0.04%
2.19%

2.19%

5.22%
0.01%
2.18%
Recent 12 Mornths {448)
12.84%
0.23%
3.34%
2.51%
29.88%
134.59%
78.51%
56.08%
14.24%
100.00%
7.24%

1.84%

11.39%
29.34%
62.26%
91.80%
0.00%
2.64%
1.06%

2011 (491)
100.00%
39.81%
60.19%
1.70%

39.11%

25.85%
7.55%
2.62%
0.12%

16.34%
4.07%
1.28%
0.06%
0.04%
2.80%

2.80%

5.82%
0.01%

2.79%

2011 (491)
12.54%
0.24%
3.32%
2.48%
28.41%
134.30%
78.09%
56.21%
15.38%
100.00%
6.62%

1.97%

10.70%
28.69%
60.87%
89.56%
0.00%
2.51%
1.10%

2010 (761)
100.00%

39.39%
60.61%
1.98%

38.68%

26.55%
7.54%
2.81%
0.12%

16.49%
3.49%
1.32%
0.08%
0.05%
2.20%

3.05%

5.52%
0.01%
2.19%
2010 (761}
12.21%
0.23%
3.37%
2.74%
29.23%
121.34%
67.02%
54.32%
16.44%
100.00%
6.58%

1.76%

10.26%
28.99%
63.12%
92.11%
0.00%
3.00%
1.41%

https://www.profitcents.com/USEN/runrevort/printrenort.asnx ?GUID=e8ace2f4-¢790-4d8...

All Years (6586)
100.00%

39.26%
60.74%
2.01%

40.64%

27.12%
7.61%
3.07%
0.11%

15.40%
2.75%
1.32%
0.06%
0.03%
1.46%

2.14%

4.82%
0.01%
1.45%
All Years (6586)
11.46%
0.21%
3.17%
2.59%
28.01%
115.92%
61.65%
54.27%
17.72%
100.00%
7.60%

1.48%

11.92%
28.54%
60.89%
89.44%
0.00%
2.76%
1.07%

8/21/2012
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Other Stock / Equity 4.26% 5.84% 1.70% 5.33%
Ending Retained Earnings 1.68% 4.70% 5.13% 4.35%
Total Equity 8.40% 10.44% 7.89% 10.56%
Total Liabilities + Equity 100.00% 100.00% 100.00% 100.00%

httns://www.orofitcents.com/USEN/runrenort/nrintrenort asnx?GTUIMTN=eface? f-e790-448  &/21/2017
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LIQUIDITY

What are some potential ways to improve the company's ability to meet obligations as they come due?

B Use suppliers who can deliver when goods are needed. For example, suppliers who can reliably deliver
within one day can make it easier for the business to keep inventory low, which will free up cash.

b Sell any unnecessary/unproductive equipment the business may have to increase cash. These are items that
are not contributing sufficiently to the generation of income and cash flow.

b Prepare yearly forecasts that show cash flow levels at various points in time. Consider updating these
forecasts on a monthly or even bi-weekly basis. This can help pred[ctlprepare for potential cash shortfalls
that may occur in the future.

B If necessary, term out some short-term debt by moving short-term debt down the Balance Shest to long-term
debt. This usually requires refinancing from the bank.

b Rent, rather than buy, equipment where appropriate. Over the long term this can help balance obligations
(which are uses of cash) relative to liquid assets.

b Establish a sufficient line of credit with the bank. The business should obtain, but not necessarily use, as
much financing as possible from the bank. External financing can be structured as long-term rather than
shori-term debt in order to keep monthly payments lower.

B Monitor the impact that tax payments may have on cash. Keep enough money aside to be able to mest
future tax obligations based on earnings.

 Monitor the amount of cash that is being used for activities unrelated to the business. An example could be
cash taken out of the business on draws to owners,

B Keep an accurate payables schedule on a week-by-week basis. This can help track which payments need to
made each week, to avoid late charges and double billings.

B Set longer terms for Accounts Payable when possible. For example, increase a 30-day payment window to
60 days.

PROFITS & PROFIT MARGIN

What are some things the company might do to develop favorable profitability trends?

¥ Monitor supplies closely. Inventories are susceptible to theft and overuse by employees or others, which
could cost the business a lot of money over time.

B Gontrof portion sizes. Employees should be trained in preparing appropriate portions. Small increases in
pottion size can mean large slips in gross margin, as ingredient costs are typically about 33% of sales.

b Keep the restuarant environment positive and pleasant to retain employees, since turnover in this industry is
high and replacing employees can be costly.

b Offer variations of menu items that do not add much additional expense but yield high returns. For instance,
offer more options for coffee, which is a high-margin, low-cost item.

B Employ the right number of staff and make sure they are all working productively at all times. The restaurant
should schedule employees by understanding peak and non-peak hours.

b Make sure menu items are contributing profit to the bottom line, not just increasing sales.

hitps://www .profitcents.com/USEN/runreport/printreport. asox ?2GUID=e8ace2 f4-e790-4d8... 8/21/2012



- Sageworks Industry Data & Analysis Page 5 of 6

i

Track how much return {(additional sales) the business gets from increases in advertising. Advertising
methods should be dictated by effectiveness.

Save on costs by "going green”. For example, consider using smaller napkins, paper instead of styrofoam
packaging, or energy-efficient lighting, if applicable.

Create monthly budgets with cost reduction goals that are broken down by account and entered into the
accounting system. This will allow management to create "variance reports”, which compare budgeted

revenues and expenses with actual revenues and expenses.

Create internal reports that identify the business's key performance indicators (KPIs), such as inventory
turnover and customers served. KPlIs help managers make good decisions by identifying the figures that are
critical to performance.

Efiminate or reduse unnecessary overhead or fixed costs to frim monthly expenses. Small decreases in
overhead will typically vield large cash savings over time.

Obtain an annual business check-up. Meet with an accountant or banker to review financial statements and
get advice on how to improve performance.,

Generate accurate financial reports on a timely basis -- within 40 days of the end of the financial period. This
will help ensure the usefuiness of the data for examinafion purposes.

Enroll the business in the right insurance program at a good price. Evaluate alternative insurance carriers
who may be able to provide coverage at a lower cost.

Reduce payroit costs {including any overtime expenses, as applicable) by maintaining an ideal number of
employees and monitoring the number of hours that each employee works.

Turn off the lights and air when the restaurant is closed. This can help save on utility expenses.

Take advantage of volume discounts or other concessions with current suppliers. If these are nof currently
offerad, negotiate for them.

Search through muitiple qualified vendors to get the best prices while maintaining quality. if the business is
not continuaily reviewing/updating its existing and potential vendor lists, it may overspend on supplies and

inventory.

SALES

What are some things the company can consider to encourage sales growth?

b

Keep the restaurant clean. People value cleanliness and organization in a place where they eat food. Pay
particular attention to restrooms, which should be cleaned at scheduled intervais.

Have an attractive website. This will potentially increase revenue by providing another way for the business
to display its menu. Consider listing menu items and nutrition facts on the website.

Consider providing healthy options and smaller portions to attract health-conscious custormers and increase
menu variety.

Offer seasonal menu items such as pumpkin pie during the fall months or fruit smoothies during the summer
rnonths.

Make gift certificates readily available. This can altract new customers and help bring old customers back to
the restaurant,

Offer menu items at irregular pérts of the day to increase customers. For example, expand hours and offer

https://www.profitcents.com/USEN/runteport/printreport. asnx ?GUID=eBace2 (4-¢790-4d8...  8/21/2012
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breakfast or smaller portion items meant for snacking between meals.

b Ensure that marketing materials are consistent throughout the busginess. Sometimes, marketing and
advertising materials send different messages, which may confuse potential or existing customers.

b Read the latest market studies and industry news to make sure you are moving with current market trends
rather than following fads.

b Display the achievements of the business where appropriate. For example, advertise awards won. This can
help establish the business as a quality provider to potential customers.

¥ Consider offering discounts or promotions with other businessas near the restaurant to increase customer
traffic.

hitns://'www.profitcents.com/LJSEN/mimrenart/mrintrenort asnx?GLTD=eRace? f4-2790-448 R/21/207
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LWWWIBISWORLD.COM oo S P et 2. “Single Location Full:Sarvice Restaurants in the US Tune 2012~ 2

About this Industry

Industry Definition This industry includes single-location, seated (i.e. waiter and waitress
independent or family-operated service) and pay after eating. These
restaurants that are primarily engaged establishments may sell alcoholic and
in providing food services to patrons other beverages in addition to
wio order and are served while providing food services to guests.
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Main Activities The primary activities of this industry are
Munugmg owner-operated full-service restaurants

Managing independent-operated (nonchain or nonfranchised) restaurants

The major products and services in this industry are

Ametican food

................................................................................................................................

Casua! dining

................................................ L

Eutopean food .
Mexicar food
Pizza shops

Similar Industries 72211a Chain Restaurants in the US

This i'ndustry includes chain or franchised restaurants that serve sit-down medls,

72241 Bars & nghtclubs in the US

This Industry includes bars, taverns and nightclubs that prepare and serve alcoholic beverages,

72221h Coffee & Snack Shops in the US

This Industry provides food services to patrons that generally order or sefect items and pay before eating.
72221a Fast Food Restaurants in the US

This industry provides food services to patrons that generally order or select iterns and pay before eating.

...................................................................................... R T L L R R L LT T
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Additional Resources For additional information on this industry

www.ift.org
Institute of Food Technologlsts

www.restdurgnt.org
National Restourant Association

WWW.CENsLSs.org
US Census Bureau




Single Locq_'ti_oh,Futl-Se:rv_ice Restiurdnts in the US June-2012 3 ]

Industry at a Glance

Single Location Full-Service Restaurants in 2012

Key Statistics Revenue Annual Growth 07-12 Annual Growth 12-17
 06%  2.7%
2.V U.0/% .4 /0
Waoges Businesses
$32.6bn 202,410
Revenue vs. employment growth Consumer spending
.
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Products and services segmentation (2012)
' 8%

a
Mexicanfood - -

10%
Pizza sljgps‘_ :

40%

Casual dining

10%

European food

0%

" -Astdn food

Industry Structure

Competition Level

Cencentration Level

FOR ADDLIIONAL STATISTICS AR TIME SERTES SEE THE APPENDIX ON PAGE 26
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Industry Performance

Executive Summary | Key External Drivers | Current Performance
Industry Qutfook | Life Cycle Stage

Executive
Summary
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Key External Drivers
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In recent years, the Single Location
Full-Service Restaurants industry
experienced a major slowdown due to
the struggling economy. However,
brighter conditions are on the horizon
as consumer spending rebounds., Over
the five years to 2012, IBISWorld
estimates industry revenue will grow at
an average annual rate of 0.6% to
$94.0 billion. After declining 4.2% to
$85.4 billion over 2009, revenue grew
for the first time in four years in 2010
and 2011, and it is expected to continue

its upward trajectory in 2012 with
revenue growing 2.8%.

In general, consumers are spending
less on luxuries like eating oul, and
when they do, they purchase lower-price
items. In the battle to a capture a share
of people’s shrinking budgets,
restaurants are Iosing to home-cooked
meals or fast-food restaurants.
Consumers are also becoming more
health conscious. While major
restaurants have responded by
expanding the number of healthy

Consumer spending

Factors that influence the growth of
personal consumption expenditure
influence the industry. During a
recession, any spike in unemployment

generally leads to declining consumption.

Conversely, when personal consumption
expenditure is high, consumers will be
more likely to spend money on eating at
restaurants. This driver is expected to
increase during 2012, providing a
potential opportunity for the industry.

options on their menus, the general
trend toward healthy eating has hurt
many of the greasier establishments.

The Single Location Full-Service
Restaurants industry consists of owner-
and family operated restaurants that are
independent of chain or franchised
networks. In general, operators are small
businesses, so the industry is fragmented
and highly competitive.

The average establishment generates
revenue of about $460,000 and employs
12 people; however, some large
operators have far higher annual
revenue. Operators that are not part of a
chain (five or fewer establishments) can
pull in annual revenue ranging from
$11.0 million to $60.0 million.

While the industry is currently
experiencing stronger operating
conditions in 2012, operators will still
have to contend with customers who are

- hesitant to part with their money. As

such, operators must monitor and adjust
to consumer changes. If they manage to
meet changing guest needs, owners will
be well poised to take advantage of the
expected rapid rebound in demand once
the economy returns to health, In the
five years to 2017, industry revenue is
forecast to grow at an average annual
rate of 2.7% to $107.3 billion.
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Healthy eating index

The healthy eating index is expected to
decrease slowly in 2012 as conswmers’
diets continue to get progressively
poorer. Still, consumers are also
becoming increasingly aware of issues
related to weight and obesity, fatty-
food intake and food-safety issues. This
factor particularly affects the often -
meaty and greasy restaurants industry.
Despite any long-term aggregate
declines in healthy eating, consumers
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Industry Performance

- Key External Drivers are now more aware of the health industry, This driver is expected to
issues associated with fatty foods and inerease during 2012,

are increasingly going out of their way

to avoid them. This is a potential threat Consumer sentiment index

continued

for the industry, Changes in consumer sentiment have a
significant effect on household
Houssholds earning over $100,000 expenditure on digcretionary items,
Full-service restaurants tend to draw including restaurant dining. During a
their customers from higher income recession, demand for lower-price value
households. Because of this factar, products from restaurants increases. This
growth in the number of households driver is expected to increase slowly
. earning over $100,000 henefits the during 2012.
Consumer spending Heatthy eating index
4 76
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CU rrent During the recession, the Single Location As the economy fell deeper into a
Full-Service Restaurants industry has recession and unemployment rose,
Performance been battered by a weakened economy, a  consumers became more selective when
rapid rise in unemployment and, to a spending disposable income. In 2004,
lesser extent, consumers’ increasing consumer spending declined 1.9%, and
awareness of the health risks associated  luxuries like eating out were among the
with diets high in fat, salt and sugar. first expenditures to go. Some consumers

Despite these obstacles, the industry has  cut restaurants from their budgets

tried to respond to changes in consumer  entirely and opted to save money by
preferences. Over the five years to 2012,  eating in. This trend reversed in 2010
revenue is expected to grow at an average  and 2011 as the economy improved and
annual rate of just 0.6%. Industry some of consumers’ financial fears
revenue declined 4.2% to $85.4 billionin  subsided; as a result, consumer spending
2009 but partially bounced backin 2010 rose 2.0% and 2.2%, respectively.

and 2o11. The industry is expected to Congumer spending is expecied to
continue growing in 2012, with revenue further increase 2.0% in 2012. As a
forecast to increase 2.8% to $94.0 billion..  result, IBISWorld expects more
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Current Performance
continued
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Consolidation and
profit
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General industry
trends

consumers to treat themselves to more
regtaurant irips in 2012,

Consumers who did not cut restaurants
out of their budget during the recession
still tended to choose items that cost less
than items they would have chosen prior
to the recession, while others instead
opted for cheaper dining options, such as
fast food. This trend has forced restaurant

L R T Y TP PP T T PP

As customer flows declined, the industry
experienced high levels of price-based
competition on menu offerings. The
downturn: in guest traffic and average
checks, as well as increasing competition,
led to lower menu prices for industry
operators. As a result, profit slumped
considerably and paid employees were
let go. Many enterprises survived only by
increasing the unpaid hours owners and
family members worked. Over the five
years to 2012, industry employment fell
at an average annual rate of 0.1% to
2,534,310 people.

Similarly, industry profit margins
have fallen or remained flat at best and
are expected to equal 6.2% of revenue
in 2012. This trend has oceurred
because of lower sales volumes and

The industry can operate 24 hours a day
and seven days a week, allowing very
little time for rest and leisure for those
working in the industry. This factor alone
accounts for a high turnover of
businesses since owner burnout is
common. Another important factor that
leads to high turnover is that owners
sometimes have inadequate restaurant

‘operation skills and experience, which is
particularly an issue when managing cash

flow and finances. Given the relatively
low average revenue and profit margins
for most operators, the industiry is highly
sensitive to external and internal factors

i tign Full-Service Résfud:aht;_in.th_g US ]'ulje'-20121 6. 7_

locations to compete with each other to
convince consummers that they can get the
most bang for their buck at their
particular restaurants. As a result,
competition has intensified, with
restaurant locations focusing on taking
market share from each other, rather than
trying to win a larger share of a growing
market, as was the case in years past.

customers opting for lower-price items
(thereby reducing revenue), high
competition in the domestic market
and the industry reaching saturation.
Many operators have noticed guests are
splitting meals at tables to save on
expenditure and drinking water rather
than high-cost alcoholic heverages. This
shift has been devastating to revenue
and bottom-line profit because sales of
entrees, desserts, coffee, mixed drinks
and spirits generate the highest gross
profit margins.

that affect financial performance,
including economic recessions,
competitive forces from within or outside
the indusiry and changes in customer
demands and dining preferences. For
instance, consumers are becoming
increasingly health conscious, with many
demanding meals in smaller portions
with far less sugar, salt and fat content.
Major restaurants have responded by
expanding the number of healthy options
on their menus. Long-standing and
successful operators that recognize their
customers’ importance continually
monitor changing guest needs to provide
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Industry Performance

a range of quality meals at prices to suit
and a hospitable environment.

There are few significant barriers to
entry for the Single Location Full-Service
Restaurants industry, which leads to
fierce internal competition, Market
saturation is evident and is expected to
lead to even greater competition and
business closures over time. In addition,
owner-operated restaurants must
contend with significant competition
from chain and franchised restaurants

General industry
trends
continued

and other segments in the wider food-
services industry.

Time constraints on households and
generally increasing incomes, particularly
among the top 40.0% of earners, will
continue to stimulate industry growth
over the medium term. In-depth
knowledge and understanding of guests’
needs, unique elements in terms of menu
items, flavors and cuisine and a quality
experience for guests will help maintain
financial viability in this industry.

...... e g L LT T T

Over the five years to 2017, IBISWorld
forecasts industry revenue will increase
at an average annual rate of 2.7% to
$107.3 billion. The industry resurned its
long-term growth trend beginning in
2010 and will fully hit its stride in 2o12
and 2013, Revenue is projected to grow
3.1% to $06.9 billion in 2013, making it
the best year ever for the industry in
terms of total revenue. Restaurants will
benefit as the economy improves,
unemployment rates decline and
consumers begin to spend money again
on luxuries like eating out. Indeed, over
the five years to 2017, consumer
spending is expected to increase at an
average annual rate of 3.9%.

Intense competition, particularly
gignificant price-based competition,
will likely continue over the next five
years. There will also be an increased
emphasis on the regular introduction
of new products. Most restaurants will
introduce new healthy food
alternatives and expand their current
product lines, Major operators will
seel to expand revenue and profit by
offering alternatives to red meat
products, such as chicken and pasta,
and providing a variety of other meal
options, including fresh salads.
Demand for healthier menu items will
be a common theme throughout the

Industry
Outlook

ity

Industry revenue
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five years to 2017 as the population
becomes more health conscious. There
will be increased demand for low- or
no-salt and low-cholesterol meals,
including fewer fried items. Low sugar
intake may also be an issue with some
guests as diabetes continues to spread
among the population.

Meanwhile, consumer research
indicates that changing tastes have
recently led to a decline in the popularity
of French, German, Scandinavian and
soul food, and a rise in Italian, Mexican,
Japanese, Thai, Caribbean and Middle
Eastern food. Continuing changes in
immigration patterns will also introduce
new flavors, meals and choices.
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Industry Performance

Industry Outlook
continued

Establishments and
employment

R Y P T

General trends
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Restaurants must stay on the cutting
edge of these trends to adapt to their
customers’ changing tastes.

Over the next five years, industry
profitability will improve only marginally
because of ongoing competition in the

While the domestic economy is projected
to improve, operators will still compete
ferociously for their fair share of revenue.
Consolidation among operators has
occurred for some time and is expected to
continue, though new growth
opportunities will offset those losses.
Over the next five years, the number of
establishments is forecast to increase at a
rate of 1.2% per year to 217,256. During
the same period, industry employment is
projected to grow at an average annual
rate of 0.7% to 2.6 million people by

Full-service restaurant operators are
expected to continue to invest in
technology, using websites, short
message services, social network sites
like Facebook and e-mail for contacting
customers and making bookings.
Technology investment will also involve
improving back-of-house operations and
systems. These include electronic
customer ordering, labor scheduling and
electronic product ordering systems.
Such systems will be designed to drive
higher levels of customer service, labor
productivity and, therefore, profit
margins. However, even with high-tech
equipment, quality staff training at all
levels will remain critical.

Over the next five years, operators will
contend with further food-handling and
safety regnlations and the expansion of a
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low-growth, saturated domestic market.
Nevertheless, growth in profitability will
be driven by the rebound in revenue as
menu prices and average checks rise,
Industry profit is expected to average
6.5% of revenue in 2017,

2017, Owners will try to reduce their
hours in the businegs by recruiting more
casual and part-time staff and,
eventually, full-time workers,

As aresult, the average industry wage
is projected to increase from $12,863 in
2012 to $13,391 in 2017. Despite the
long-term trend of declining wages,
wages and employment are expected to
increase over the next five years. Growth
will occur partly because of the industry’s
recovery from the depressed wages and
employment resulting from the recession.

{improve service

total nonsmoking policy instituted by
government legislation. Successful
operators will need to be aware of
planned regulatory changes. They must
also monitor changes in what customers
want and need from restaurants,
Important elements include the range
and price of menu items, some increased
flexibility in cooking arrangemenis and
service, ambiance and high-quality food
at a value. The more successiul operators
will consistently meet these expectations.
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Industry Performance

Industry Life Cycle

This industry is currently in a long-term,
low-reventue growth phase, which
indicates that it may have reached
market saturation. The limnits of
population size and growth within a city
or town that can support a number of
competing restaurants are being

‘reached. Competition for prime

operating sites is also significant. Over
the 10 years to 2017, industry value
added, which measures an industry’s
contribution to gross domestic product
(GDP}, is expected to grow at a rate of
0.8% per year, while GDP is expected to
grow at a rate of 2.1% per year.

Some important market changes are
also afoot as demand for smaller
portions and healthier food choices
increases. The market is moving away
from high-fat, high-salt and super-sized
meals as awareness of the obesity
epidemic rises. Another significant

indicator is ongoing price-based
competition, which reflects the
industry’s small-business and
fragmented nature; operators are
struggling {0 capture market share in a
slow-growth domestic market by
discounting menu prices.

The industry must also contend with
the market and marketing power of the
Chain Restaurants industry (TBISWorld
industry report 72211a) and the wider
food services industry. They are in the
same low-growth market and seek to
maintain their fair shares of total
revenue and customers. However, an
expanding number of households in the
key baby-boomer age group have high
disposable incomes of $50,600 or more.
Many only have Hmited time to cook, so
they want good value, quality meals,
convenience and service in a hospitable
and friendly environment.
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Products & Markets

Supply Chain | Products & Services | Demand Determinants
Major Markets | International Trade | Business Locations

Supp]y Chain KEY BUYING INDUSTRIES

9501 Consumers in the US

Households are the key drivers of demand for this industry’s products.
KEY SELLING INDUSTRIES
42442 Frozen Food Wholesaling in the US
...... supply of frozen food products i
42443 Dalry Wholesaling in the US
v SRR R Al PIOAUCtS e,
42444 Egg & Poultry Wholesaling in the US
......... SUPIY OFPOUIETY PTOQUCLS e e )
42446 Fish & Seofood Wholesaling in the US
. e 2UpRYof fishand seafood produdts e
42447 Beef & Pork Wholesaling in the US
e Ry Ofmeat and medt products e
h2448 Fruit & Vegetable Wholesaling in the US
e JUPRY O fresh fruit and vegetables e
42481 Beer Wholesaling in the US
e D O T e ettt
42482 Wine & Spirits Whalesaling in the US

For wine and distilled alcoholic and other beverages

Products & Services

Products and services segmentation (2012)-

8% .
Mexican food.
10% “TCEERL

Pizza shops g

10%

European food &

12% 3
American food
- 20;

Total $9£|.0bn Asian food SOURCE: WWWJBISWQRLD.CUM
Casual dining restaurants that offer a particular cuisine. The most popular is
large variety in menu items with no Asian (20.0%); American restaurants
general specialty make up the most that serve foods like barbecue ribs and
popular type of restavrant (40.0%). steak (12.0%); pizza restaurants
However, the remaining share is {(10.0%); European (10.0%); and

composed of restaurants that offer a Mexican (8.0%).
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Asian and Mexican
Asian and Mexican foods are increasing

Products & Services

continued ;
in popularity. There are discrepancies
between levels of ethnic population and Cultural exchange
ethnic food revenue. The Hispanic The growth in particular restaurant
population accounts for nearly 15.0% of  types mirrors post-World War IT and
the total population and for 8.0% of total  more recent immigration patterns into
industry reverue. In contrast, the reverse  the Uniled States, However, the
applies for the Asian-American population’s adoption and acceptance of
population, which comprises 4.5% ofthe  ethnic foods in general also will be
total population but a far higher share of  significant as tastes develop and people
industry revenue. Overall, the highest become more adventurous in trying
revenue growth potential still remains other cuisines. Higher rates of global
with traditional North American travel and increased exposure to new
restaurants. These offer a range of foods  cultures have also driven growth in the
at varying menu price points; therefore, popularity of ethnic cuisine.

Demand The industry is sensitive to factors that growth. Not only are they a significant

Determinants affect the growth in household percentage of the population, they have
disposable income, In turn, this factoris  the high disposable income to spend on
sensitive to changes in labor market restaurant meals. US Census Bureau
growth (i.e. the unemployment rate) household expenditure data indicates
and movements in tax and interest that households with incomes of more
rates. High gas prices also affect than $50,000 account for about 70.0%
disposable incomes. Consumer of the total personal expenditure on
sentiment affects it as well, particularly foad eaten outside of the home. Of this
inlight of the recent subprime group, households in the highest income
residential mortgage crisis and resulting  quintile provide about 30.0% of the
economic recession. total away-from-home food expenditure.

The changing age structure of the The most important factor driving the

population is influencing change within highest household income group to
the industry. Baby boomers are a major spend in regtaurants is the pressure of
group that influences industry revenue work and lack of time.

Major Markets Income demographics $75,000 per year spend 45.7% of their

The extent to a population dines out can
be projected based on age and income
level. Households that make less than
$50,000 per year spend 36.6% of their
food budget on dining out. Households
that make between $50,000 and
$75,000 per vear spend 42.4% of their
food budget on dining out, while
households that pult in more than

.7 Singlé Location Full-Service Restaurants in the USJune 2012 © 12

they are able to cater to a wide range of
customer tastes and needs.

food budget on dining out. For
hougeholds making less than $50,000
per year, that amounts to an average of
$1,626 per year, while those making
between $50,000 and $75,000 dollars a
year spend an average of $2,711 a year
dining out. Households making more
than $75,000 per year spend an average
of $4,400 per year dining out,
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Major Markets Mdjor market segmentation (2012)

continued

12.9%

Households with incomes

from $50,000 to $75,000

23.1%

Househofds with incornes
helow $50,000

Total $94.0bn

64%

Households with
“incomes above §75,000

SOURCE: WWW.IBISWORED.COM

Age demographics
Broken down by age, people ages 18 to 25
spend 46.4% of their food budget dining

out, an average of $2,351 per year. People |

25 to 30 years old spend 44.8% of their
budget (or an average of $2,668 per year)
dining out, Those 35 to 50 years old tend
to spend 42.3% of their food budget
dining out, which amounts to an average
of $3,165 per year. People 50 to 65 years
old spend 42.8% of their budget dining
out {an annual average of $2,991), while
those 65 or older spend 37.0% of their
food hudget dining out (an average of
$1,926 per year).

Marlket segmentation in this industry
has been static over the past five years,
Younger patrons (18 fo 25) spend a larger
portion of their budget dining out, but
also have less money to spend. As they
get older, their incomes grow, but
increased culinary prowess and higher
marriage and parenting rates result in
them spending a smaller percentage of
their food budget dining out. When
consumers of any age group or income
demographic increase their dining out
and spending rates, it benefits
restaurants and eating establishments of
all types. IBISWorld research indicates
that about 43.7% of all dining revenue in
2011 was generated at full-service

restaurants (both chain and
independent), while fast food restaurants
made the additional 56.3% of revenue.

A market research study from 2008 by
Restaurants & Instifutions magazine
{latest information available) highlights
gome important generational differences

.o choosging a restawrant, Mature diners

fage 61 and older) are more likely than
other age groups to fry new restaurants or
a new dish for a weekday meal. Also, the
restaurant experience is more a social and
family occasion. While 28.4% of
Generation Y (age 26 and younger) prefers
fo use technology to place orders and pay
for meals without interacting with counter
gtaff, this is only important to 18.1% of
Generation X (ages 27 to 41), 12.1% of
baby boomers (ages 42 to 60) and 7.5%
for matures. However, 29,0% of
Generation Y consumers indicate that they
prefer to book restaurants where the chef
interacts with guests, compared with
17.8% of baby boomers. Most people in
the Generation X and Y groups like to
check a restaurant’s menu prior to making
a reservation. That said, about 25.0% also
indicated that they like making changes to
menu items, compared to 14.5% of mature
diners, Also, about half of younger diners
prefer creating combinations of small
entrees to make meals.
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International Trade There is no international trade in this .
industry. The industry consists largely of
small business owners, making it highly
fragmented and largely domestic.
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Business Locations 2012

Lales

Additional States (a5 marked on map) Establishments (%)

1T 2NH 3MA 4R] ¥ Less than 3%

03 0.6 2.5 0.5 3% to less than 10%
" M 10% to less than 20%
SCT 6N1 7DE 8MD 903 p
1.5 28 03 1.5 0.3 B 20% or more

SOURCE; WWW,IBISWORLD.COM
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Products & Markets

Business Locations

The industry is located according to
population and income distribution for
each region, Establishments in the
Southeast and Southwest tend to be
slghtly larger than average in
employment terms. Establishments in
the Mid-Atlantic and West tend to be
slightly smaller than average. This trend
may occur hecause of a slightly higher
share of franchised establishments in the
former regions or higher levels of
competition in the latter ones. However,
population densities and the level of
average household incomes affect the
distribution of single-location full-service
restaurants, with a larger number and
concentration in or near higher
household income areas.

Restaurants & Instifutions Magazine
compiles a list of the top 100 independent
restaurants by revenue. New York and Las
Vegas account for 56.0% of the largest
establishments because of the former’s

significant population size and the latter’s
reputation as a significant tourist
destination. Other locations for dominant
restaurants included Washington, DC,
Chicago, Miami and San Francisco for
many of the same reasons.

Many operators cannot compete for
high-profile, high-rent locations with
high passing traffic hecause of the
industry’s small-business nature; these
places are usually garnered by the major
chain and franchised restaurant
operators. A large proportion of
operators tend to be located in local
neighborhoods and shopping centers.
Given the small scale of their operations,
a viable restaurant operation can still be
established, but it will usually serve
higher income populations in their
immediate surroundings. Therefore, this
level of geographic concentration is not
expected to change significantly in the
near future,

Establishmentsvs. population
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Competitive Landscape

Market Share Concentratiornr | Key Success Factors | Cost Structure Benchmarks
Basis of Competition | Barriers to Entry | Industry Globalization

Market Share
Concentration
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Key Success Factors
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Overall, concentration is extremely
low because the vast number of
businesses are single, owner-
operated establishments that are not
part of a chain or franchise operation.
Annual average revenue per operator
is estimated to be about $460,000 in
2012, and each operator has about

12 employees.
- There are no dominant players in this
industry; top players are estimated to
account for less than 1,0% each of total
industry revenue. This number is

Access to multi-skiiled and

flexible workforce

Access to suitably skilled and trained
staff on hourly rates is required to meet
peak customer demand periods.

Ability to quickly adopt new technology
Owners 1ieed to adopt new employee
training and kitchen and customer-
related technology to increase
productivity and lower labor costs.

Attractive product presentation
Restaurant atmosphere and
ambiance are important to atiract
and retain guests.

L e LTI T YR I

confirmed by Restaurants & Institutions
magarzine’s survey of the top 100 ranked
independent restaurants. The top-ranked
restaurant is Tao Las Vegas Restaurant
and Nightclub, with annual revenue of
$68.4 million, which is equivalent to an
indusiry markel share of only 0.08%. The
next three have annual revenue between
$28.6 and $34.2 million, ahout half of
the top ranked one. Because of its
fragmented nature, the level of industry
concentration is not expected to change
in the near future.

T T TP T T T P P PR PP T teraseann Pedtsiretiiaren

Proximity to key markets

It is important to be in a good, easily
accessible location that is close to
target markets.

Abiiity to control stock on hand
Controlling orders, stock and food waste,
which are major cost areas, can reduce
UNNEecessary expenses.

Ensuring pricing policy is appropriate
To maintain costs and profit margins on
meals, owners must ensure that menu
pricing/portion control precess is
undertaken thoroughly.

R T P N N TN R P PP TP T IR T T desrrressane L Y T Y P PR T TTTY L TP PP T P LR RPN tetradsheniesaenrrennssenanas rasespsans Fesapasinns PRABEA L EAsS P b ansan e

Cost Structure
Benchmarks

Profit

The Single Location Full-Service
Restaurants industry has struggled
recently with declining revenue because
demand for the industry’s services has
fallen due to the global recession. The
industry has high produet turnaround
but low profit margins, which makes it
susceptible to any adverse changes in
demand, including any recessionary
declines. Changes in household
preferences, in household disposable
incomes and other health and food-safety
concerns also influence demand. Industry

profit is based on industry operators’
earnings before income tax. Profit
margins will vary among players
depending on the size of the firm, with
larger operators generally benefiting
from economies of scale. IBISWorld
estimates that in 2012, the average
industry firm will obtain profit equivalent
to 6.2% of revenue.

Purchases

Typically, the major costs for the industry
are the cost of food and beverages sold
and wages paid. Significant labor input ig
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Competitive Landscape

Cost Structure
Bernchmarks
continued

required in all agpects of the business,
including for cooking, taking orders,
serving and cleanup.

Food and beverages are usually
purchased from wholesalers, particularly
from operators that can guarantee both
prompt delivery and quality foodstuffs.
Fluctuations in the cost of food and
liquor significantly impact industry
revenite and profit. In the short term,
many of these cost increases cannot be
passed on to the consumer or client.
Therefore menus, portion sizes and other
Inputs into food service have to be
conttinually monitored. The other major
source of inefficiency is waste due to
fluctuations in demand, oversupply of
meals or excess ingredients that cannot
be used and are subsequently spoiled.
IBISWorld forecasts that in 2012,

purchases will account for 22.4% of an
average firm’s revenue.

Woges

Wages are high due to the labor-intensive
nature of food preparation, cocking,
serving and cleanup. Over the last five
years, labor costs have increased; these
cosls include wages and benefits, such as
health, workers’ compensation and
unemployment insurance, Menu prices
and industry profitability are affected by
labor intensity because cost increases
cannot simply be passed directly on to
consumers in the form of higher prices,
especially given the weak economic
conditions and rising unemployment
levels. Industry wage costs incurred will
account for 34.7% of an average firm’s
revenue in 2012,

Sector vs. Industry Costs

Avernge Costs of
all Industries in
sector (2012)
100~ PPN

Percentage of revenus

Industry Costs
{2012}

M Profit

% Wages

B Purchases

B Depreciction
M Marketing

I Rent & Utilities
B Other

SOURCE: WWW.IBISWORLD.COM
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Competitive Landscape

Although price-based competition is
prevalent within this industry,
restaurants also compete on the basis of
iocation, food quality, style and
presentation, food range and variety,
ambiance and hospitality and service,
Restaurants are involved in marketing
the meal experience, so it is important
that the owner-operator understands a
restaurant’s positioning in the
marketplace, the clientele they are
attracting or want to attract and the
meal experience. Most importantly, a
restaurant must consistently deliver on
the customers’ expectations.

Research by the National Restaurant
Asgociation indicated that choice of
portion size and the availability of to-go
boxes are important factors. A high
proportion of the younger generation
order larger portion sizes and request a
to-go box, 1o use the excess for another
meal. Varying portion size also meets
the value-for-money criteria sought by

Basis of Competition
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The indusiry’s barriers are low, since an

Barriers to Entry

operator can lease premises, equipment,
furniture and fittings, lowering the initial
capital costs, outlays and borrowings. In
particular, industry concentration is low,
as the top four players will total less than

8.0% of available market share in 2012.
This percentage indicates the exireme

small business and fragmented nature of
this industry. No major player dominance

exists within it,

Operators can enter the industry via a

franchise agreement, which includes

equipment, trainiag and systems in place.

Given the usual high owner/operator
revente in this industry, it may also be

many customers, Currently, there is
high demand for the ability to
customize orders, choose the type of
sauce on the side, and have the food
prepared with cooking oil, margarine,
butter or no salt.

External competition

Competition to this industry arises from
other food service areas, including
limited-service restaurants and chains
and franchised full-service restaurants,
with the latter having a far greater
market awareness and presence, but
offering a standardized menu.
Competition from limited-service
restatrants is also subject to the
population’s awareness of the benefits
in maintaining a healthy diet with low
fat, sugar and salt content. Other
competitors include households that
prepare their own meals at home or
purchase pre-packaged meals at
supermarkets to consume at home.

Barriers to Entry checidist Level
Competition : High
Concentration Lowe
Life Cycle Stage Mature
Copital Intensity Loy
Technology Change Law
Requiation & Policy Medium
Industry Assistance Low

SOURCE: WvW. IBISWORLO . COM

possible to enter through purchase of an
existing business or closed restaurant
operation. However, soime refurbishing
costs may be associated with this method.

eseersenssststenasRRtiitrbar
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Competitive Landscape

Industry
Globalization

The majority of operators in this
industry are small businesses that have a
low level of globalization, because they
are US-owned and earn most of their
sales from domestic activity. No

singte Location Full-Ser-vicé:ﬁéstuurﬁnt's in the US June: 2012,

20

significant or major international
operators exist in this industry.
IBISWorld does not expect this industry
is subject to much change in its level of
globalization in the coming years.
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Major Companies

There are no Major Pldyers in this industry | Other Companies

Other Companies

There are no major players in the
industry. Information on the top 100
ranked independent restaurants that
are not part of a chain and have fewer
than five establishments is available
from Restaurants and Institutions
magazine’s annual survey. The survey
says that 31 of the top 100 restauranis
are located in New York City because of
area’s population size and density.
Anaother 25 are located in Las Vegas
becanse of the city’s reputation as a
major tourist destination. Other major
cities represented include Washington,
DC, Chicago, Miami and San Francisco.
Of the top 20 restaurants, five offer
seafood, five are steak houses and
others offer Asian, mixed grills and
other cuisines.

The top-ranked operator is Tao Las
Vegas Restaurant and Nightclub, which
had sales of nearly $60.0 million
{(estimated market share of 0.06%). Its
operation has an average check of
$72.00. The next in rank is Tavern on
the Green in New York City, which has

an average check of $66.00 and total
revenue of $34.2 million (estimated
market share of 0.04%). The third-
ranked operator is the seafood
restaurant Joe’s Stone Crab, located in
Miarmni Beach, It has an average check of
$65.00, Its annual revenue is $28.8
million (estimated market share of
0.03%). Finally, the number-four
restaurant is Smith and Wollensky,
located on Third Avenue in New York
City. It has an average check of $88.00.
Iis annual revenue is $28.6 million
(estimated market share of 0.03%).

Of the remaining restaurants, revenue
varies between $23.3 million and $11.0
million. Average checks can vary
between $31.00 and $144.00, depending
on the location, availability of alecholic
beverages on site, entertainment
provided, quality of fittings, the menu,
service and hospitality. All of these
factors usually directly relate to staffing
requirements and operating costs,
especially for silver service restaurants,
which is reflected in menu prices.
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Operating Conditions

Capital Intensity | Technology & Systems | Revenue Volatility
Regulation & Policy | Industry Assistance

quitq! Intensity The industry’s capital intensity level is
determined by the ratio of capital to
labor costs. In order to calculate the
ratio, wages and depreciation and costs
from the cost structure are used as
proxies. The ratio is calculated as
1:0.07. This means that for every dollar
spent on wages, an additional $0.07
cents is spent to use and replace
buildings and equipment. As such, this
industry is deemed to have a high level
of labor intensity.

The industry is heavily dependent on
labor from all areas, including ordering,
delivery, food preparation, liquor and

eI
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other beverage sales, cooking, serving,
cleaning and management.

Tools of the Trade: Growth Strategies for Success

New Age Econormny

Recreation, Persanal Services,
Health and Education. Firms
benefit from persondl wealth so @&
stable macroeconormic conditions 5]
are imperative. Brand awareness &
and niche labor skifls are key to

product differentiation, &

Labor Intensive
g
(=]
=
]

Traditional £ Ecoriomy. ¢
Wholesale and Retail. Reliant
on labor rather than capital te
sell goods. Functions cannot
be outsourced therefore firms
must use new technology

or improve staff training to
increase revenue growth,

Change in Share of the Economy

Investment Economy

Information, Communications,
Mining, Finance and Real
Estate. To incredse revenye
firms need superior debt.
management, a stable
mdacroeconemic environment
and a sound investment plan.

® ®
@ @

& .
%}m Old Economy

%J Agriculture and Manufacturing,
Traded goods can be praduced
using cheap labor abroad,

To expand firms must merge

or acquire others to exploit
econories of scale, or specialize
in niche, high-value products.

L
ansusqul joydoy

SOURCE: WWW.IBISWORLD.COM
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Operating Conditions

Technology
& Systems

Detailed analysis indicates that the
industry as a whole is experiencing
medium technological change. However,
this factor may not affect this segment of
the industry, since many are small
business owners who do not have a
strong inkling to invest heavily in new
technology. Many owner-operators use a
high level of their own labor or extended
family and friends, usually at relatively
low hourly rates. Consequentty, it is not
as critical to lower wage costs or raise
productivity, particularly at the lower
end of the industry.

However, not all single location
full-service restaurants are in the same
situation or have a similar mindset.
Many are completely professional,
operate at peak efficiency and
productivity and use state-of-the-art
technology, equipment and staff training
programs, According to a Restaurant
Technology Study undertaken by
Hospitality Technology and Deloitte
LLP, technology is mainly used to
establish customer databases, reduce
waiting times for guests, have a website
for information and bookings and an
electronic ordering and payment system.

Drivers of technological change

The first main driver for technology is to
reduce labor costs, since the industry is
lahor intensive. The second is to reduce
food cost and waste because the cost of
purchasing inpuis for sale is high.
Finally, the last two main drivers include
increasing or supporting existing sales
and revenue and improving the dining
experience for customers. Technology
can also improve internal business
processes, like ordering inputs,
presenting meals to customers and all
other back-of-house functions, including
kitchen cleaning. These improvemenis
deliver a competitive advantage against
competitors, which is especially
important given the fierce level of
industry competition. They will also lead

restaurants to attain leadership roles in
the industry and establish e-commerce,
especially for ordering inputs and
providing information and reservations.
To achieve these advantages, the most
popular current applications in order of
use are point-of-sale, time and
attendance (for employees), customer
traffic counter, in-store back office
gystems, debit and credit card
programs, labor scheduling, labor
productivity analysis, inventory
management, e-mail and food
production and kitchen scheduling,

Over the past decade, larger
restaurants in the industry have
established websites and access systems,
including by e-mail, labor scheduling
programs, inventory management
programs and menu management
programs. Industry operators have also
automated the purchase order receiving
processes, implemented a labor
productivity analysis program,
established employee training,
automated the stock replenishment
process and established in-store back of
office systems. In the near future, it is
expected that restaurants will prioritize
employee training and customer loyalty/
frequent diner programs. They may also
focus on purchase order receiving
information, food production and
Iitchen scheduling, wireless
technologies and automated
replenishment software.

Increasingly, customers use cell
phones to place an order or make a
reservation. They also frequently use
the internet and cell phones to view a
regtaurant’s memui. Finally, they may
use the internet or e-mail to obtain
information, recommendations and
reviews on a restaurant that they
have not previously frequented.
However, word-of-mouth
recommendations from trusted
friends are still the most important
driver of restaurant reservations.

23
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Operating Conditions

Revenue Volatility

Regulation & Policy

Industry revenue volatility is low
because of the significant growth in
demand that comes from higher
income households that are typically
time poor. The industry also offers a
diversity of food styles, quality, menu
prices and focations to suit guests’
changing tastes and needs. The general

increase in the health consciousness of
some consumers is leading to a return
1o healthy eating. Over the five years to
2012, industry revenue has grown as
much as 3.7% (in 2011) and fallen as
much as 4.2% (in 2009) and will
exhibit average revenue volatility of
2.2% per year.

A i

A higher leve! of revenue
volatility Implies gregter
industry risk. Volatillty can
negatively affect long-term
strategic decisions, such s
the time frame for capital
investment.
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The regulations which directly affect this
industry include franchising promotions
and sales regulations by the federal and
state government; minimum wage
regulations, particularly since many
people are paid at hourly rates; and.
regulation of employee benefits and
conditions like workers’ insurance and
health insurance coverage by employers.
Also, smoking bans in restaurants are
slowly being legislated across the States.
The 1S Food and Drug
Administration’s (FDA) Model Food
Code, which is a best-practice guide to
food handling and presentation, applies
to this industry and is updated each
year. These are codes only, so states are

........................... A R e D L T R Y TT I ST T T )

not compelled to use them, but many
have infroduced part or all of them
already. Also, the FDA Nutritional
Value is important. Since 1996, FDA
regulations have set standards for
nutritional values of individual foods
and meals. If claims such as low fat or
heart healthy are made on a menu, the
restaurant owner must be able to
demonstrate to officials that the
establishment has a reasonable bagis to
claim this. For instance, the meal may
be based on a recipe from a health
association or a recognized dietary
group. However, complete nutritional
information does not need to be
supplied on menus.
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Operating Conditions

Industry Assistance The industry receives no assistance.
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Industry Data Industry Consumer
Revenue Volue Added  Establish- Domestic Spending
.......................... o), .. b ments Enterprises Emplayment Exports  Imports  ($b)  Demand " (b) "
2003 88.9 36.6 205,571 198,912 2,577,589 - - N/A 8,244.5
2004 91.6 37.4 208,038 201,458 2,613,675 - NIA 8,515.8
2005 931 378 205,958 204118 2,587,538 NfA 8,803.5
2006 93.1 37.3 205134 204,955 2,574,600 N/A 9,054.5
2007 914 363 203,903 202,749 2,548,854 - - N/A 92629
2008 89.1 350 201,456 196,720 2,002,975 - - N/A 92117
2009 85.4 337 197,427 195,287 2,440,401 N/A 9,037.5
2010 88.1 345 195,401 198,522 2,467,245 N/A 9,220.9
2011
R 034
2013 96.9 370 03,4 ,5564, NIA 9,839,2
2014 99,6 375 208,939 205,708 2,592,933 - - NIA 10,115.9
2015 102.2 3841 211,447 207,973 2,624,048 N/A 10,4711
2016 104.9 387 214,196 209,456 2,626,644 N/A 107240
R T 1973 382 ... 21725 ., 211255 | 2628563 - RTOTTPOOR PR 2 e NA L 1097
Sector Rank 413 413 3/13 2/13 313 N/A N/A 4/13 NFA N/A
Economy Rank 88/704 68/704 39/703 38/703 9/704 N/A N/A 46/704 NfFA NfA
Annual Change Industry Establish- Domestic  Consumer
Revenue Vdlue Added  ments Enterprises Employment  Exports Imports Woges Demand Spending
} %) (%) %) (%) %) %) (%) (%)t Al
N/A 33
N/ 34
N/A 29
N/A 23
NIA 6
N/A
N/A

NfA

2013 34 14 1.1 0.5 1.2 NfA N/A 1.5 N/A
014 28 14 1.2 1.1 1 N/A N/A 1.2 N/A 2.8
2015 2.6 1.6 12 11 1.2 /A N/ 1.2 N/A 35
2016 28 1.6 1.3 0.7 01 NIA CN/A 1.5 N/A 24
A0, 23 13 1A e, 02, i LT NA e NA e, 23 NI e L.
Sector Rank 1113 13113 813 513 713 N/A NfA 9/13 N/A N/A
Economy Rank 32/704 495/704 330/703 2124703 329/704 N/A NFA 404704 N/A N/A
Key Ratios Imports/ Revenue per Share of the
IVA/Revenue Demant Exports/Revenue  Employee Wages/Reverue  Employees Average Wage Economy
........................... ) e S E000) L RSt B
2003 4117 N/A 12,8026
2004 40.83 N/A 1281720
2005 40.60 N/A 12,792.08
2006 40.06 N/A 12,817.53
2007 39.72 N/A 12,829.30
2008 39.28 N/A 12,784,79
2009 39.46 N/A 12,784.78
12,807.81

205 37.28
26 36.89
2017 36.53
Sector Rank 5113
Economy Rank 301/704

Flgures ate inflatlon-adjusted 2012 dollars, Rank refers to 2012 dota,

690/704

132704

369/703

1291973
12,918.97
13,096.56

678/704

68704

SOURCE; WWW,IBISWORLD.COM
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Jargon & Glossary

Industry Jurgon

BACK-OF-OFFICE Administrative operctions that
support the primary business of the company.

CHAIN RESTAURANTS Restaurants that share a brand,
central managermnent and usually have standordized
business methods and practices.

FOOD SERVICE Industry Includes restaurants, catering
and fast-food establishments, bats and taverns and
cther establishments that provide food for guests.

e Single lOcdtioﬁFut!-_Séfﬁcg Restaurants iri tHe US June w12 27 : 7'

FULL-SERVICE RESTAURANT A restausant that
provides guests with sit-down meals that include table
service by wditstaff.

LIMITED-SERVICE RESTAURANT A restaurant that
provides guests with meals that are typically ordered at
u counter, served with little or no service, and are paid
for before eating.

SINGLE-LOCATION RESTAURANT Usually an
owner-operated restaurant with significant and direct
input by the owners into the business.

------ LA R L N I L T ™

IBISWorld Glossary

BARRIERS TO ENTRY Barriers to entry can be High,
Medium or Low. High means new companies struggle to
enter an industry, while Low means it Is easy for a firm
to enter an industry.

CAPITAL/LABOR INTENSITY An indicator of how much
capital Is used in production s opposed to labor. Level s
stated as High, Medium or Low. +ligh is a ratio of less
than $3 of woge costs for every $1 of depreciation;
Medium is $3 - $8 of wage costs ta $71 of depreciation;
Low Is greater than $8 of wage costs for every $1 of
depreciation.

CONSTANT PRICES The dollar figures in the Key

Statistics table, including forecasts, are adjusted for
inflation using 201 2 us the base year. This removes the

impact of changes [n tire purchasing power of the dollar,

lecrving only the ‘real” growth or decline In industry
metrics. The inflation adjustments In IBISWorld's
reports are made using the US Bureau of Economic
Analysis’ impiicit GDP price deflator.

DOMESTIC DEMAND The use of goads and setvices
within the US; the sum of Imports and domestic
pracfuction minus exports.

FARNIMGS BEFORE INTEREST AND TAX (EBIT)
IBISWorld uses EBIT as an Indicator of a company’s
profitability. It Is calculated as revenue minus expenses,
excluding tax and Interest.

EMPLOYMENT The number of working proprietors,
partners, permanent, part-time, temporary and casual
employees, and managerlal and executive employees.
ENTERPRISE A divislon that Is separately managed and
keeps management accounts, The most relevant
measure of the number of firms in an industry.
ESTABLISHMENT The smallest type of accounting unit
within an Enterprise; usually consists of one or more
locations in ¢ state or territory of the country in which It
operates.

EXPORTS The total sales and transfers of goods
produced by an Industry that are exported.

IMPORTS The value of goods and services imported
with the amount payable to non-residents.

INDUSTRY CONCENTRATION IBISWorld bases
concentration on the top four firms. Concentration is
identified as Righ, Medium or Low. High maans the top
four players account for over 70 % of revenue; Medium
is 40-70 % of revenue; Low is less than 40 %.

INDUSTRY REVENUE The total sales revenue of the
industry, Including sales (exclusive of exclse and sales
tax} of goods and services; plus transfers to other firms
of the same business; phus subsidies oh production; plus
alt other operating incorme from outside the firm (such
as commission income, repair and service Income, and
rent, feasing and hiring income); plus capital work done
by rental or lease. Receipts from interest royalties,
dividends and the sale of fixed tangible assets are
extluded.

INDUSTRY VALUE ADDED The market vaiue of goods
and services produced by an Industry minus the cost of
goods and services used in the production process,
which leaves the gross product of the industry (alsc
called its Value Added),

INTERNATIONAL TRADE The level Is determined by:
Exports/Revenue: Low is §-5 % ; Medium is 5-20%;
High is over 20 % . Imports/Domestic Demand: Low is
0-5%; Medium Is 5-35 % ; and High is over 35%.

LIFE CYCLE All industries go through periods of Growth,
Muaturity and Decline, An average life cyde lusts 70
years. Maturity Is the longest stage at 40 years with
Growth and Decline at 15 years each.

NON-EMPLOYING ESTABLISHMENT Businesses with
no paid employment and payroll are knawn as
non-empleying establishments. These are mostly set-up
by self employed individuals,

VOLATILITY The level of volatility is determined by the
percentage change in revenue over the past five years,
Volatility levels: Very High is greater than 20 %; High
Volatillty is between £10% ond +20%: Moderate
Volatility is between £3% and +10 %; and Low Voldtility
Is less than +3 %.

WAGES The gross total wages and salaries of all
employees of the establishment.
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AtIBISWorld we know that industry intelligence
1s more than assembling facts

It1s combining data with analysis to answer the
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Id entlfy htgh growth, emerging & shrmkmg markets
Armyourself with the latest industry intelligence
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Bendwmark your performance against the competition - -
Make speedy market-ready, profit-maximizing decisions

IBIS '4 /O]/'Zd : We are strategists, analysts, researchers, and marketers. We provide
C answers Lo information-hungry, time-poor businesses. Qur goalisto

) : . provide real world answers thal matter te your business in our 700 US.
WHERE KNOWLEDGE IS POWER _ industry reports. When tough strategic, budget, sales and marketing
decisions need to be made, our suite of Industry and Risk mtelhgence
products give you deeply-researched answers quickly.

. 1BISWorld offers tailored membership pack'clge's fo meet your needs.
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Estimated Value in 2011: 73.0%

2006-2011 Growth: -0.81 percentage points
Forecast Value for 2016: 71.1%

2011-20186 Growth: -1.44 percentage points

IBISWorld calculates a healthy eating index as the percentage of a recommended diet that an average
American consumes. The percentage represents the degree that the average American adheres to the
consumption guidelines set out by the US Department of Agriculture.

Current Performance

The healthiness of Americans’ diets has decreased steadily since reaching a peak in the late 1990s. The
greatest decline was a result of dramatic increases in dairy and fat consumption, with dairy consumption
increasing from 567.3 pounds per person in 1997 to a peak of 603 pounds per person in 2008 and fat
consumption increasing from 65 pounds per person to 87 pounds per person over the period. At the same
time, fruit and vegetable consumption fell steadily due to rising prices. A growing trend toward vegetable-
based biofuels as high crude oil prices prevailed in the United States boosted demand for produce over the
past five years. The added demand, thus, drove up most vegetable prices. The same vegetable price
increases, however, helped drive down corn syrup consumption, a major component of total sugar and
sweetener consumption. The decrease in corn syrup consumption has been aided somewhat by the
increasing exposure of its negative effects, namely elevated rates of obesity and diabetes, which has helped
Americans choose healthier diets. In addition, low-carb, high-protein diets became increasingly popular,



decreasing grain consumption and increasing meat consumption, Both food categories were overconsumed
previously, though, causing a mixed effect on the overall healthiness of the diet.

The recession of 2008 and 2009 restricted the consumers’ disposable incomes, which caused a drop in
overall consumption of measured food products. Becanse Americans overconsume all food products except
fruits and vegetables, this reduction had a positive net effect on the healthiness of diets. As the economy
began recovering in 2010, though, disposable incomes expanded and the trend began to reverse.
‘Consumption is expected to increase marginally across the board in 2011, worsening the average diet.

Outiook

In the coming years, the healthiness of Americans’ diets will continue sliding, with the consumption
patterns of all measured food categories (except grain) expected to worsen. Even though health stores have
become more popular than ever in recent years, the effect is not enough to overcome the allure of cheap,
convenient and accessible food products like most fast food. - '

Still-high oil prices will cause demand for biofuels to continue increasing, thereby causing produce prices
to continue climbing. The rising prices will increasingly flow on to other food groups because vegetables
are either inputs (e.g. dairy, meat and fat) or substitutes (e.g. wheat, fruit and sweeteners) of other food
products. The enlarged prices will deter people from purchasing produce, effectively reducing consumption
and causing the healthy eating index to plateau by 2016.

Healthy eating index
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Year % % Change Year % % Change
1980 75.0 1999 76.8 -1.79
1981 74.6 -0.53 2000 75.5 -1.69
1982 76.0 1.88 2001 75.6 013
1983 774 - 1.84 2002 75.0 -0.79
1984 76.7 -0.80 2003 75.6 0.80
1985 75.3 -1.83 2004 - 75.7 0.13
1986 76.0 0.93 2005 74.5 -1.59
1987 76.0 0.00 2006 73.4 -1.48
1988 76.0 0.00 2007 73.3 -0.14
1989 78.1 2.76 2008 72.0 .77
1990 76.7 -1.79 2009 73.2 1.67
1991 77.4 0.91 2010 73.0 027
1992 76.5 -1.16 2011 72.8 - -0.55
1993 77.8 1.70 2012 72.1 -0.69
1994 77.4 -0.51 2013 71.8 -0.42
1995 77.2 -0.26 2014 71.5 -0.42
1996 78.2 1.30 2015 71.1 -0.56
1997 78.2 0.00 2016 71.1 0.00
78.2 0.00 2017 71.3 0.28

1908

Healthy eating index
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LovELAND GENTER /..
BUSINESS DEVELOPMENT

Fostering Entrepreneurship, Innovation & Growth ———

Loveland Center For Business Development Financing Overview
“Finance is the medium but communication is the message.”

Understand the Partners Involved: LCBD, Lender, and Accountant & Business Owner
There is opportunity and obligation on both sides of the transaction.

Communication Vehicle: Financial Statements which are timely, accurate, & document all assumptions.
Pro-forma financials are more important than historical numbers.
If you don’t have an accountant - find one.

Challenge: Financial Statements tell the business story. if you don’t ‘have’ a story - develop
one. If you don’t like the story or if you have been turned down for financing,
work to change the story. This change is called business management.

Discipline: “You cannot manage what you cannot measure.” W. Edwards Deming
In financial terms performance measures are called ratios.

Business Owner Requirements: 1. Financial Education
2. Benchmarking
3. Accountability

Action Items: Education; )
Step 1: Gather accurate financial infermation.

Step 2: Package the information. Create financial statements.
Step 3. Caiculate your financial ratios.

Benchmarking:
Step 4: Gather industry / business benchmarking data (RMA)
Step 5: Compare the resuits,

Accountability:
Step 5: Analyze the root cause of issues.
Step 6: Take action: reformat and change your story.

Lenders Red Flags: - The business doesn’t make money.
Inadequate and/or inaccurate financial statements.
Hurried loan request.
Unclear or poorly thought out foan purpose.
inadequate cash flow and coverage of debt service.
Thinly capitalized operations (current ratio < 2:1) and tight cash flow.
Poor or marginal personal credit scores.
No three year financial cash flow analysis.
Don’t know or understand their key performance ratios
Don’t know or understand their industry benchmarks.



Six Key Borrowing Points:

What You Need:

Loveland Center For Business Development Financing Extract
“Finance is the medium but communication Is the message.”

O ve W e

How much do you need?
What will you do with it?

. When will you pay it back?

How do you compare to other businesses in your industry and area?

A Business Plan or Operations Plan that answers the following:

1,

Proposal:
a. How much are you borrowing, what are you using the borrowed funds for,
and how are you going to pay it back?
Company:
a. Details: name, address, entity type, organization date, owners, etc.
b. Descriptions — what you do, industry data, competitive advantage
Operational info:
a. Product/s: What isit? What are they?
b. Relevance: Relative importance of each product or service to the volume of
the business and to the profits of the husiness.
Employment:
a. Total number of employees,
b. Description of the critical skill required by the business.
Supply Chain:
a. Description of the significant materials and supplies, and there adequacy &
availability.
Management:
a. Biographies of officers, directors, owners and key personnel.
Marketing & Distribution:
a. The type, number, location and financial strength of customers and potential
customers.
b. Custorner payment terms.
c. Physical distribution. How are products and services delivered?
d. Techniques currently utilized to create a demand for the product,
Competition:
a. Who are they? Both large and small.
References:
a. 5: One banking, one business, and three personal references
b. Credit report on company principles

10. Financial Statements: {with all assumptions clearly documented)

a. Historical (if available)

b. Proforma

€. Cashflow — minimum of three years
d. Personal Financial Statement



Loveland Center For Business Development Financing Extract
“Finance is the medium but communication is the message.”

Benchmarks:
Balance Sheet Ratios: Cash

1. Solvency Current Ratio Current Assets /
Current Liabilities

2. Liquidity Quick Ratio Cash + AR/
Current Liabilities

Income Statement: Profitability

1. Profitability  Gross Margin  Gross Profit /
Sales

2. Profitabilty  Net Margin Net Profit Before Tax /
Sales

Efficiency
1. Efficiency Sales to Assets Sales /
Total Assets

The number of dollars in current assets
for every dollar in current liabilities.

Example: current ratio of 1.76. For every 51

-of current liabilities, the organization has $1.76 in

current assets with which to pay them.

The number of dollars in cash & AR for each §1
in current liabilities.

Example: quick ratio of 1.14. For every $1
of current liabilities, the organization has $1.14 in
cash & AR with which to pay them,

The number of dollars of gross margin produced
for every 51 of sales. Measures ability to cover
fixed costs. »

Example: gross margin of 34.4%. For every $1
in sales, the organization produces $.344 of
profit.

The number of dollars of net profit produced
for every $1 in sales.

Example: net margin 2.9%. For every 51
in sales, the organization produces $.029 of net
profit.

Measures the efficiency of total assets in
generating sales.

Example: sales-to-asset ratio of 2.35. For every
$1 invested in total assets, the organization
generated 52.35 dollars in sales.



Loveland Center For Business Development Financing Extract
“Finance is the medium but communication is the message.”

Leverage

1, Networth Debtto Equity Tota! Liabilities/

Break Even
1. Break Even Volume

2. Sales Gap

Asset Management
1. Inventory Turnover

Total Owners Equity

Total Fixed Costs/
Gross Margin %

Total Actual / Budgeted Sales-
Total Break Even Volume

Cost of Goods Sold /
Inventory

Measures the relative amount of debt to
the net value of the company. Shows risk.

Measures sales volume necessary to
cover actual (or budgeted) fixed costs.

Measures the difference between
projected sales break even volume.

Measures the rate at which inventory
is being used on an annual basis,
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Twelve-month cash flow Enter Company Name Here  Fiscal Year Begins:  Jan-12

| Feb-12 - Mar2 : Apr—12 ; May-12 jundz - Ju2 | Augd2  Sep2 | Ock12 | Nowi . Dec-12 _T°t“”""'“:

ProStartup=
o EsT iz, oM .
Cash on Hand (begmnmg of . : : i

EST

Sales Halr Cut

Sales Halr Coior(AlI Over) o j ; : : o : o ' : , : - ?
Saies - Hrghhghie : : ; ; )

Sales - All In
Coﬂecﬂons fm CR aecounls : : ’ ; : :
Loanl olher cash |nj ) : ' : : : : : :

TOTAL CASH RECEIPTS

Total Cash Available (before" o
.cash out)

: Purchases (merchanmse)

Purcnases (speclfy) N o - - , ] . 7 ‘ ‘7 ! ] 7 s

Purchases (specify) . . . : L : . ;
Gmss wagos (exactwi{h“drawat) e . e R . .: - e :., e ji. T . : : .
Payroll expenses (taxes etc) A 7 - . . o . : - - - : ": o : ‘
St;r;piies; ((;IQ’FE;& eper.) o - .; . l - - o ‘. o . . —

fRapa|r5&ma|ntananca e e e e el e ; e e T P s ‘ |
'Advertismg . o . ' : . - o k ' :
Car, dellvery&travel R E ; S ‘ S ‘ ‘ _ ) - ! :
Accounﬂng&]ega[ R . % : , . | . . L N | SRR , .
o . S e e e e e e e h | e e e e
Teiephone o o - 7 ‘ ’ : ' .
um.t.es . SRR .,: R L . :_‘ . e . e e . B
Insurance N o o i . - “ % s R - l 7
:Taxes (neal eeteie, elc) ) h i : T ; B ) : '

Interest : : ) : i : . ) . ;

[ - . el e e ger e e R b o D A W et B .. T w i w ens

Other Heather Health lns
Other Student Loan . B N ’ ;
Mlseelianeous : o ] : : :
SUBTOTAL AR S -. . z | £

Loan ‘ (3|pa| payment ...ﬁ - S ‘ . \ ; -

Capltal pumhase (specnfy) . : ‘ : : - :

Oiher “startup:costs ) T :

' Reserve andfor Escrow ) i i ': :
Owners Wlthdrawel ’ : . : ; R ’ i
TOTALCASHPNDOUT T : S ' V o o L l o )

Cash Positlnn (end uf mnnth)

_Sales_Vqume (doflars) : : ) : . ' ! . .
:Accounts Recelvable S o o - o V o 7 - : -
‘Bad Debt (end of memh) I S ‘ - L .
:Inventory on hand {eom} S l . N . N o o - o

‘Acaounts Payeble (eom)

‘Depreciation
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BLUE CELLS: As you progress through the various worksheets, type into the blue cells only. All other cells contain formulas and will be
automatically calculated.

INPUT INSTRUCTIONS: Some cells will autornatically guide you as you type your entries. For example, click on the blue cell to the right of
Company Name below. You will see your input instructions.

RED TRIANGLES: Some cells are not meant for input, but also have somea tips and instruction for you. When you see a red triangle in the upper

right hand corner of a cell, hover over that cell to see more explanation. For example, hover over this cell and you will see the words "This is a
sample of hover text."

GETTING STARTED: The following blue cells are all that you need to enter in order to get started. Oncs you have entered these, click on each of
the tabs at the bottom to progress through each of the worksheets. Have fun! Be profitable!

QUESTIONS: Please refer to the Frequently Asked Questions (the last worksheet in the series) or call Melissa Dunning (303 778-7165) or email
her at lissa@megalo.com. If you have additional requirernents, she can customize this spreadsheet for you.

Company Name
Starting year
Starting month

Last update Saturday, November 11, 2006

NOTE: This is not meant to be used as an accounting system. It is instead a financial management tool, You should maintain your business
records as usual.

Copyright 2005 by Megalo Software Systems, Inc.



ASSUMPTIONS

Beautiful Yards (2008 - 2009)

I [

Sales where customers pay immediately.

Percentage of cash sales %
0

Percentage of credit sales 90.00%| Sales when customers pay later.

How quickly do your customers pay?

If all of your customers pay immediately,

paid within 30 days
aid in 31-60 days

you can ignore this section.

paid in 61-80 days

aid in 80+ days

Product return rate is expected to be

You want to keep inventory on hand for months of projected sales

You pay your hills within months after purchase

Income tax rate

Sales commissions rate

as of the last of the previous month

From your Balance Sheet:

Beginning Cash

Accounts receivable Fill out this section only if you have a

Inventory business that is already in operation,

Property, plant & equipment

Accumulated depreciation

Accounts payable

Accrued payable

Capital stock

Retained Earnings

Existing Loans
Principle
interest
l.ength in months -
Current monthly payment

Copyright 2005 by Megalo Software Systems, Inc.



PROJECTED OPERATING EXPENSES

Beautiful Yards (2008 - 2009)

Expense Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Total
Personnel
Administration Salaries $300 $900|. §750 $700{- 3650 3600 $600 $600 $600 $700| $7.800
Sales Salaries T N PR RIRTIA, EREer A S R 50
Officer Salaries = $71,000] 10F+-$3;000]'$3:000 $25,000
Other
Supplies $30 $30 $30 $30 $30 $30 $30 $30 330 $30 $30 $30 $360
Repairs/Maintenance $50 $50 $100 $100 $150 $150 3100 $50 350 $50 $50 $100; $1,000
Advertising $1,750 $250 $100 $50) $50| $50 $50 $50 350 $50 $50 $50] $2,550
Travel , ‘ I B . . $0
Accounting/Legal $200 $200 3400
Rent . . ‘ 30
Telephone 3100 $100 $150 $150 5150 $150 $150 $150 $150 $150 $150 $150] $1,700
Utilities $0
Insurance $85 385 $115 $115 3115 3115 5115 $115 $115 $115 $115 $115]  $1,320
Computers $1,000 $1,000
Property Taxes $0
Gasoline $250 $250 $500 $500]  $500 3500 3400 $250 $300 3306 3350 3400} $4,500
30
30
30
30
$0
$0
Unexpected Expenses 477 $342 $425 $485 3475 3470 $400 3375 $230 3230 $255 $405| $4,563
SubTotal $5,242| $3,757| $4.670| $5,330] $5220| $5,165| $4,395 $4.120| $2,525| $2525| $2,806] $4,450] $50,193
Sales Commissions 383 $480 $435 $575 3666 $568 $703 $487 360 $72 $90 $205] $4.423
Payroll Taxes 3207 $470 $553 $671 $662 3640 $578 $538 $249 $251 $254 $511{ $5,583
Total Operating Expenses $5,532| $4.706] $5,857| $6,576| $6,548| $8,373 $5.675| $5145| $2,834] $2,847| $3,143] $5,165 $60,200

Unexpected Expenses %

Copyright 2005 by Megalo Software Systems, Inc.




PROJECTED PRODUCT PRICING (per unit)

Beautiful Yards (2008 - 2009)

Product Name

Low Sales Volume

Price (Per ltem)
Cost of Goods Sold (Per ltem)
Labor

Payroll taxes

Materials

Total COGS

$0.00

Gross Profit (Per ltem)

Max monthly sales volumes |_

Copyright 2005 by Megalo Software Systems, Inc.




PROJECTED SALES (in number of units)

Beautiful Yards (2008 - 2009)

Apr May Oct Total
Grass Cuts R T3 _ 2,850
Clean-ups 1,120
Materiat 1,700
Sprinkler 58
Snhow removal B : ; 545
Total Units 43 450 780 1,450 1,050 1,100 575 330 100 120 150 225 5,373
Total Revenue $4,135] $24,000] $21,750| $28750] $33,300] $28400 $35,125| $24,350| $3,000] $3,600 $4,500] $10,250| $221,160
Returns 30 30 $0 $0 30 $0 $0 $0 $0 $0 $0 $0 $0
Net Sales $4,135] $24,000] $21,750f $28,750] $33.300 $28,400] $35,125] $24,350] $3,000 $3,600| $4,500{ $10250] $221.160
COGS: Labor $1,600] $10,500] $9,950| $13,000] $15,000[ $1 3,000| $14,500] $9,500{ $1,500] $1,800] 3$2.250 $4,625 $97,225
COGS: Payroll Taxes $240| $1,575] $1.493| $1,950] $2,250| $1.950 $2,1751 $1,425 $225 $270 $338 $694 $14,584
COGS: Materials 30 $0 $225 $675 $270 $0 50 $0 $0 $0 30 30 $1,170
COGS: Freight $0 $0 30 30 30 30 0 $0 50 30 30 30 %0
Total COGS $1.,840| $12,075] $11,668| $15,625| $17,520] %1 4,950| $16,675| $10,925| $1,725] $2,070] $2.588 $5,318} $112,979
Gross Profit $2,295| $11,925] $10,083] $13,125[ $15,780 $13,450| $18450( $13.425] '$1.275/ 31,530 $1,913] $4,831 108,181

Copyright 2005 by Megalo Software Systems, Inc.



PROJECTED CASH FLOW

Beautiful Yards (2008 - 2009)

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Total
Baginning Cash $1,.000 | ($4,119) | ($7,959) | ($5.193) | (83,574) | ($244) | $5959 [$12,039 |$22,015 | $30,286 $30,183 | $28,248
Cash Sales $414| $2,400f $2,175] $2.875| $3,330] $2,840] $3513] $2,435 $300 $380 $450] 81,025 $22,118
Credit (0-30 days) $1,489] $8,640] $7,830| $10,350] $11,988] $10,224| $12,645] $8,766] $1,080] $1.296 $1,820; $3,680 $79,618
Credit (31-60 days) $0[ $1.861] $10,800] $9.788| $12,938| $14,985] $12,780] $15.806] $10,958] $1,350| $1 B620]  $2.025 $94,910
Credit (61-00 days) $0 $208) $1.728| $1566] $2,070] $2,308| $2,045] $2,529f] $1.753 218 $259 $14,862
Credit (81+ days) 30 $74 $432 $392 $518 $509 $511 $632 $438 $54 $3,651
Total Cash Collected $1.802] $12,801] $21,103] $24.815] $30,254] $30,511| $31.853| $29.,651| $15.378 35391 $4.344] $7,053] %215,155
Loans
Principle $15,000
Interest Rate
Length in months
Monthly payment
Equity gy B : 30
Total Cash inflow $12,901 $24,815 $30,511 $29.851| $15,378 $7.053| $230,155
Operating Cash Qutflow
COGS:. Labor $1.600| $10,500] $9,950] $13,000] $15,000| $13,000| $14.500] $9.500] $1 500 $2.250( %4625 $97,225
COGS: Payroll Taxes $0 $240/ $1,575| $1,493]| $1,950] $2,250] 51,850 $2,175] $1,425 $270 $338 $13,890
COGS: Materials $0 $0 $0 8225 $675 $270 30 $0 $C $0 50 $1,170
COGS: Freight 30 $0 $0 $0 $0 $0 $0 $0 30 $0 $0 30 30
Operating Expenses $5,242| $3,757| $4,670] $5330] $5220] $5,165] $4,395] $4,120 $2,525| $2,525| $2,800] $4,450 $50,193
OE: PR Taxes & Comm $0 $290 $950 $988) $1.246] $1,328] $1,208] 351.280] $1.025 $308 $323 $344 $8,291
Loan Payments $180 $180 $180 $636 $636 $636 $636 $636 $636 $636 3636 $636 $6,265
Equipment Purchase $0 $0f $15,000 $0 30 $0 $0 $0 $0 $0 30 $0]  $15,000
Income Taxes $0] $1,774] $1,013] $1,525| $2,197] $1.659] $3.084] $1 861 $0 $G 50 $0 $13,211
Operating Cash Qutflow $7.021] $16,740] $33,337] $23,196] $26,924] $24,308| $25773] 31 8,672f $7111] $5.495| 3%$5,278] $10,2392] $2086,.245
Ending Cash (84,119)] ($7,959)| ($5.193)] (83,574)] ($244)] $5,050 | $12,039 $22,019 | $30,286 | $30,183 | $28,248 | $24.910
Accounts Receivable $2.233| $13,332| $13,979] $17,915] $20,961] $18,851| $22.123 $16.821] $4.444] $2,652| $2808] $6.005
Inventory $0 $0 $0 $0 $0 $0 $0 30 $0 30 $0 30
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PROJECTED LOANS
Beautiful Yards (2008 - 2009)
This worksheet is Informaticnal only: no eniries are required here.
If you want to include loans in your plan, enter thern in Assurmptions tab orin Cash Flow.
Beginning|  Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb, Mar
Existing: Loan #1
Principle due $6,000] $5,845| $5690| $55634] $5,377 5,219 B5,081] $4903| §4,743] $4,683] $4,422] 34,261 $4.009
Due long term b4,261 $4,000] $3936| $3.773] $3,308 3,444 $3,278]  $3,112] §2.045; $2778] $2,610{ F2.441| §22mM
Due short ferm 1,739 $1,746| $1.754{ $1,761 1,768 1,776 $1,783] $1,790] $1.798 $1,805] $1,813[ $1,820] $1,828
Principle paid $1565 $158 $166 $157 5157 3158 $1589 $158 $160 $1681 $161 $162
| Interest paid _ $25 24 $24 $23 $22 $22 $21 520 $20 $19 518 $18
Existing: Loan #2
Principle dug $0] 30 0 B0 $0 $0 30 30 $0 $0, $0 0 0
Due long term $0 $0 ] 30 30 30 80 30 50 $0 $0 30 30
Due short term §0 30 J4] 0 o] 50 §0 $0 $0 0 0 50, $0
Principle paid 30 $0 50 $C $0 $0 $0 $0 $0 0 $0 $0
Interest paid _ $C 30 %0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Exlsting: Loan #3 .
Principle due 30 $0 $0 0 30 $0 $0 $0 $0 $0 30 30 F0
Due long term 30 $0 $0 i 0 $0 $0 $0 $0 $0 $0 $0 $0
Due short term $0 R0 $0 0 0 ] 30 30 30 $0 30 $0 1]
Principle paid 50 $0 0 0 50 30 $0 50 $0 30 $0 $0
Interest paid Q 30 30, 50 30 $0 $0 $0 $0 $0 30 30
Existing: Loan #4
Principle due $0 b0 $0 $0 $0 $0 $0 b0 b0 b0 b0 50 $C
Due long term $0 0 $0 $0 $0 $0 $0 o $0 0 b0 50 $0
Due short term $0 b0 0 $0 $0 0 30, 30 30 $0, 0 $0 $0
Pringiple paid 0 0 30 $0 0 30 30 30 j0 0 $0 30
Inferest paid 30 0 30 30 %0 30 30 30 30 $0 $0 50
Existing: Loan #5
|_Principle due $0 $C 3¢ $0 80 30 $0 30 $0 $0 $0 30 $0
Due long term $0 ] B0 $0 $0 $0 $0 $0 50 $0 30 50 $0
Due short ferm $0 0 0 0 $0 $0 $0 $0 $0 $0 $0 ] $0
Principle paid 0 $0 0 $0 §0 $0 $0 $0 $0 $0 50 $0
Interast paid [ 30 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Loan taken in Apr
Principle due $0 50 30 $0 30 30 30 30 30 $0 $0 $0
Bue long term $C 30 $0 30 $0 30 $0 34 30 $0 $0 30
Due short term 30 $0 $0 $0 30 $0 $0 0 $0 $0 $0 $0
Principle paid $0 $0 $0 $0 50 $0 50 $0 30 $0 $0 $0
Interest paid $0 $0 30 $0 $0 S0 $0 $0 $0 $0 30 $0
Loan taken in May
Principle due $0 30 0 0 $0 $0 $0 30, $0 $0 $0
Due long term 30 $0 0 0 $0 $0 $0 $0 $0 $0 $0
Due short term 50 3C $0 i $0 $0 $0 $0 $0 30 $C
Principle paid $0 80 50 $0 $0 $0 0 $0 $0 30
Interest paid $0 $0 $0 50 30 $0 0 $0 $C $0
Loan taken in Jun
Principle due $15,000] $14.619| $14,236) $13,850] $13,463] $13,074| $12683] $12200| $11,805] 311,460
BDue long term $10,659] $10,206| $5,891 $9.484] §9075| §8665] $6,252] $7.836] $7.4190] §7.000
Due short term $4,301]  $4.323| $4.344| $4,3667 $4,388] $4.410] $4432] 3$4454] $4476] $4499
Principle paid $381 $383 $385 $387 $389 $391 $303 $395 §307
Interest paid $75 $73 $71 $69 $67 $65 $63 $61 $59
Loan taken it Jul
Principle due 0 50 $0 $0 $0 30 $0 ] 0
Due long term 0 $0 $0 §0 §0 $0 $0 $C 0
| Due short term 0 0 $0 $0 $0 30 $0 §0 50
Principle paid 0 $0 $0 50 $0 $0 $0 30
nterest paid 0 30 $0 50 $0 30 0 50
Loan taken in Aug
Principle due $C $0 $0 $0 $0 $0 30 0
Due ong term $0 $0 30 $0 $0 $0 30 0
Due short term $0 $0 $0 $0 $0 §0 30 {
Principle paid - $0 $0 $0 $0 $0 $C $0
Interest paid $0 $0 $0 30 $0 30 30
Loan taken in Sep
Principle due 30 $0 $0 $0 30 $0 $0
Due long term 80 $0 30 $0 30 $0 30
_Due short term $0 $0 0 $0 50 $0 $0
Principle paid $0 0 $0 $0 50 $0
nterest paid $0 0 $0 $0 30 30
hfoan taken in Oct
| Principle due $0 $0 $0 $0 $0 $0




PROJECTED EQUIPMENT PURCHASES

Beautiful Yards (2008 - 2009)

Equipment Apr May Jun

Jul

Aug

Sep

Oct

Nov

Dec

Jan

Feh

Mar

Total

30

2nd crew truck $15,000

$15,000

30

80

$0

30

Total $0 $0] $15,000

$0

$0

$0

$0

$0

0

$0
$15,000

Depreciation $100 $100 $350

$350

$350

$350

$350

$350

$350

$350

$3,700
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PROJECTED INCOME STATEMENT

Beautiful Yards (2008 - 2009)

Copyright 2005 by Magalo Software Systems, Inc.

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Total
Grass Cuts
Net Sales $0] $8.000] $13,500] $18,000 $18,000 $18,000 $9,000 £3,000 $0 50 S0 $C £38,500
Cost of Goods Sold 30| $5.175] 87,783 $10,350 $10,350{  $10,350 $6,178] $1,725 $0 $0 30 30 $50,588
Gross Profit $0{ §3,825| 365,738 $7.650 $7,650 37,650 $3,828] $1,275 $0 30 $0 30 537,618
COGS % 57.5% 57.5% 57.5% 57.8% 57.5% 57.8% 57.5% 57.5%
Clean-ups
Net Sales $4,000| $15,000 $5,000]  $10,000 §15,000 $10,000 $2500C] $20,000 3 50 $C $5,000 $112,000
Cost of Goods Sold $1,340] $6,900] $3,63C $4,600 $6,900 $4,800]  $11,500]  $8.200 30 80 30| _ $2,300 $61,520
Gross Profit $2,160| $8,100| $4,320 $5,400 $8,100 55,400 $13,500 $10.800 80 $0 30| %2700 $50,420
COGS % 46.0%| 46.0% 45.0% 46.0% 48.0% 48.0% 45.0%|  46.0% 46,0% 45.0%
Material
MNet Sales %0 0 $250 $750 $300 3400 50 $0 30 $0 30 30 $1,700
Cost of Goods Sold $0 4] $225 $675 $270 $360 30 $0 $0 $0 $0 30 $1,530
Gross Profit 30 0 825 875 $30 $40 §0 $0 $0 %0 30 30 170
COGS % 90.0% $0.0% 90.0% $0.0% 90.0%
Sprinkler
Net Sales $138 30 50 $0 $0 $§0 $1,125]  §1,350 30 $C $0 $0 $2,610
Cost of Goods Soid $0 30 $0 $0 $0 £, 30 30 30 $C $0 30 30
Gross Profit 5135 $Q $0 §Q 30 50 $1,125 51,350 50 30 %0 $0 $2,610
COGS % 0.0% 0.0% 0.0% 0.0%
Snow removal
Net Saies $0 $0 $0 $0 50 30 30 $0 $3,000]  $3,600 $4,500 $5,2580 $16,350
Cost of Goods Sold $0 $0 30 0 $0 30 $0 50| 81,7251 $2.070 $2,588 §3,018 36,401
Gross Profit $0 30 30 30 $0 30 30 0 31,275 $1,530 $1,913 $2,231 $€,948
COGS % 57.5% 57.5% 57.5% 57.5% 57.5%
Total Net Sales $4,135 | 824,000 | $21.750 | $28,750 $33,300 $28,400 335,125 | $24,350 $3,000 ! $3600 | $4,500 | $10.250 $221,160
Total Cost of Goods Sold $1,840 1§12.075 | 811,668 1 $15625 $17,520 $14,950 $16,675 | $10.825 | §1725| $2070 | %2588 | %5319 5112,979
Gross profit $2,205 311,925 | $10,083 1 $13,125 $15,780 $13.450 $18,450 | $13.425 | $1.275| 31,530 %1913 $4.931 3108,181
Depreciation $100 $100 $35C $350 $350 $350 $380 3360 $350 $350 $3s0 $350 $3,700
Operating expenses $5,532 | $4,706 $5,657 $6,576 36,548 88,373 $5575 | 85,146 | $2.834 | $2.847 | $3.143 $5,165 $50,200
|Operating profit (33,337 $7.118] 4075 $6,199 58,882 $6,727 $12,425 | 57,930 | ($1,909)] ($1.667) (31.581) (5584) $44,282
Less interaest expanse $25 $24 $24. $98 $95 $93 390 $88 $85 $83 $80 577 $862
Profit before income taxes | ($3,362)] $7,095 $4,062 $6,101 $8,787 $6,634 $12,335 37,343 1 (31,004 (81 7501 ($1,880) {$661) $43,416
Less income taxes 80§ $1,7741 $1,013 §1,525 $2,197 $1,658 $3,084 | $1.861 $0 S0 $0 $0 $13,211
Net incomefloss ($3,362)] 35,321 $3,039 $4.576 $6,550 $4.978 $9,251 | $5882 | (31,084)] (31.750)] (31,680} (%661 } $30,208
Percentage Profit Analysis
Apr May Jun Jui Aug Sep Oct Nov Dec¢ Jan Feb Mar Total
Nst sales 100.0%] 100.0%]  100.0% 100.0% 100.0% 100.0% 100.0%; 100.0%! 100,0%! 100.0%[ 100.0% 100.0% 100.0%
Cost of sales 44.5%| £0.3% 53.8% 54.3% B52.6% 52.6% 47.5% 44.9% 57.5% 57.5% 57.5% 51.9% £1.1%
Gross profit 55.5% 49.7% 48.4% 45.7% 47.4% 47.4% 52.5% 55.1% 42.5% 42.5% 42.5% 48.1% 48.9%
Operating expensss 133.8% 19.6% 28.0% 22.9% 18.7% 22.4% 16.2% 21.1% 894.5% 78.1% 69.8% 50.4% 27.2%
All other expenses 0.6% 0.1% Q1% 0.3% 0.3% 0.3% 0.3% 0.4% 2.8% 2.3% 1.8% 0.8% 0.4%
Profit befare taxes £1.5%| 208% 18.6% 21.2% 26.4% 23.4% 35.1% 32.2% -88.5%| -48.86%| -38.9° -8.5% 12.6%
Breakeven point $9.967] $8,471] $12.204] 1 4,404 $13,818 $13,456 $10,804 $8,331 $6,667 $6,700 $7.388| 310,735 $123,068
310,286




PROJECTED BALANCE SHEET

Beautiful Yards (2008 - 2009)

Previous| Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar
Assets
Current assets
Cash $1,000 | ($4.119)] ($7.959)] ($5,193)| ($3.574) ($244)] $5959 | $12,039 | $22,019 | $36,286 | $30,183 $28,248 | $24,810
Accounts receivable 30, $2.233 | $13,332 | $13,979 | $17,815 | $20.961 | $18,851 $22,123 | $16.821 | $4444 | $2652 | 32,808 | 96,005
Inventory $0 $0 $0 %0 $0 ] $0 $0 80 $0 50 $0 $0
Total current assets $1.000 | ($1,886)| $5,374 | $8,787 | 514,341 | $20.717 $24,800 | $34,162 | $38,840 [ 834,730 [ $32,835 | $31 ,056 | $30,915
Property, plant & equipment $6,000 | $6,000 | $6,000 | $21,000 | $21,000| $21,000 | $21 000 | $21,000 | $21,000 [ 521,000 ] $21,000 | $21 ,000 | $21,000
Less accumuiated depreciation $o $100 $200 $550 $900 | $1250 | $1.600 [ $1950| $2,500 | $2.650 $3.000 ) $3350| %$3.700
Total assets $7,000 | $4,014 [ $11,174 | $298,237 | $34,441 $40,467 | $44,209 | $53,212 | $57 540 $53,080 | $50,835 | $48,706 | 48,215
Liabilites and stockholders® equity
Current liabilities
Accounts payable $0 $0 $0 $225 $675 $270 $0 $0 $0 30 30 30 $0
Accrued payable $0 $530 | $2525 | $2480] $3,196 | $3.578 33,158 | $3455| 32,450 $534 $593 $681 | $1,410
Notes payable $1.736 | $1.746 | 81754 | %6,062 | $B,001 $6.120 | $6,145 | $6,178| $5208 | $B,237 $6,267 | $6,297 | $6,327
Total current liabilities $1.738 | %2276 | $4278 | 38,767 | $9,062 $9.968 | $9,.307 | $9633 | $3.658 $6,771 | $6,8601 36978 | $7.736
Lang term deht $4.2611 $4099 | $3936 | $14.472 | 13,908 $13,335 | $12,763 | $12,188 | $711.610 | $11,029 | 31 0446 | $9,860 [ $9,.271
Stockholders' equity
Capital stock $1,000 F $1,000] $1,000| $1,000| $1.0001 &1 000 | $1.000§ $1,000[ $1.000| $1.000 [ o1 L000] $1,000{ $1,000
Retained earnings $0 | ($3,362)] $1,950 | $4998| $9,574 | $1 6,164 | $21,140 | $30,391 | $36,273 | $34,279 $32,529 | $30,869 | $30,208
Total stockholders' equity $1,000 | ($2,362)] $2,959 | $5,998 | $10,574 | 51 7,164 | $22.140 | $31,391 | $37,273 | 535,279 $33,529 | $31,869 | $31,208
Total liabilities and
stockholders' equity $7,000 | $4,014 | $11,174 | $29,237 $34,441 | $40.467 | $44,209 | $53,212 $57,540 | $53,080 | $50,835 | $48,706 $48,215
Ratio Asset Analysis
Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feh Mar | industry
Return on investment {after tax) 66.2% 83.3% 90.5% 94.2% 95.5% 96.8% 97.3% 97.2% 97.0% 96.9%
Return on assets (after tax) 17.5% 17.1% 27.8% 39.9%| 47.8% 57.1% 63.0% 64.6% 64.0% 83.4%
Current ratio -0.8 1.3 1 1.4 2.1 2.7 3.5 4.5 5.1 4.8 4.5
Quick ratio -0.8x1 1.3x1 1x1 1.4x1 2.1x1 2.7x1 3.5x1 4.5x1 5.1x1 4.8x1 4.5x1
Debt to worth ratio 2.8x1 3.9x1 2,3x1 1.4x1 1x1 0.7x1 0.5x1 0.5x1 0.5x1 0.5x1
Sales to receivables 19 turns |2.1 tumns |3.6 turns |4.4 turns |5.3 tums 74tums 7.9 turns [11.9 turns|45.6 tumns|77.8 turns 75.1 turns
Cost of sales to inventory !
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