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II. 
Executive Summary

Write this section last.
We suggest that you make it two pages or fewer.

Include everything that you would cover in a five-minute interview.

Explain the fundamentals of the proposed business:  What will your product be? Who will your customers be? Who are the owners? What do you think the future holds for your business and your industry?

Make it enthusiastic, professional, complete, and concise.

If applying for a loan, state clearly how much you want, precisely how you are going to use it, and how the money will make your business more profitable, thereby ensuring repayment.

III. General Company Description

Mission Statement: To provide safe, dependable, fun daycare, boarding, grooming, and training for local West Paterson (and surrounding areas) dogs and boarding and grooming services for cats. 
Company Goals and Objectives The main company goal is to be the number one leading provider of day care and boarding for local area dogs; to provide a first-class facility in which dog owners will be confident their dogs are receiving the best supervision possible in their absence. Objectives [Insert annual sales targets and some specific measures of customer satisfaction here].

Business Philosophy: To provide full-service care for dogs and Cats of all sizes and breeds and to be the place that fosters a healthy, friendly network of dog/cat owners within the community.  Facility will be a 1-stop destination for all facets of a dog/cat’s life.
To whom will you market your products? Dog owner/enthusiasts looking to socialize and exercise their dogs with other dogs in their community. Anyone going on vacation who needs their dog/cat to be taken care of in a safe, clean friendly environment.

Industry: Service-oriented industry that leverages a love for animals. Dogs/cats will be treated with kindness and will be carefully tended to. Due to northern NJ’s dense population, space is limited for these facilities and should keep the competition to a minimum.
In the long-term, we are prepared to leverage and expand the business via our established brand, taking advantage of our retail and direct marketing industry experience we already possess. This will be an opportunity to branch out into merchandising and other opportunities. 
Successful like businesses have opened in Colorado featured in NY Times articles http://www.topdogdaycare.com/pdfs/topdog_ny_times.pdf
http://jscms.jrn.columbia.edu/cns/2005-03-01/azimi-doggydaycare
Company strengths and core competencies: We sought out a business owner from a successful facility to consult on the building of our facility and development of business operations to support the management.  The consultant will help us limit mistakes that would push the startup costs sky-high.  The business owners possess a good combination of business know-how, including: business management, customer/demographic data analytics, sales and marketing/graphic design. Our affection for dogs/cats will always be the driving force to ensure world-class quality customer service. We also possess a penchant for constant improvement in business processes and operations, which can only add value and benefit to the total customer experience. 

Legal form of ownership: Multiple Partner Limited Liability Corporation – Allowing us the flexibility and liability protection of a corporation.

IV. Products and Services

Doggy Day Care – This is the core of our business plan.  We will provide a supervised daily plan for activities that will exercise and socialize dogs.  We will manage the dogs by size and personality to alleviate any potential problems.  We will provide a pricing plan that will accommodate all types of customers from single-day pricing to package deals.  We will provide a stripped service to accommodate lower income customers.  We will leverage this business into the other revenue streams described below.

Dog Boarding – An add-on to the doggy day care, this service will provide separate sleeping arrangements for each dog so customers can vacation without worry for their beloved pet. Boarded dogs will be integrated into the Day Care population to enhance their stay, with supervised exercise and socialization.
Cat Boarding – We will build a cat room to provide mental and physical stimulation for all cats that are boarded.  We will provide separate sleeping arrangements for each cat so customers can vacation without worry for their beloved pet..

Dog Grooming – We will have groomers on staff.  We intend to provide a 1-stop place for pet owners.

Pet Training – We will provide both individual and class settings to help customers learn how to work with their pets.

Retail – We intend to leverage owner experiences in retail by providing high-end pet products outside the typical pet store merchandise.

Pet parties – We will provide the facility and host pet birthday and other holiday-related parties.

Our competitive advantage is that we will be a 1-stop facility for dogs.  We are the first to market in the north jersey area with this type of business model.  We have separate revenue generators to help sustain a successful business.  We partnered with a business expert to help limit the costs to build out and manage a facility.  We will have the ability to cross sell the different services we provide as well as use pricing packages to generate interest.  We intend to be customer-service oriented and strive to work with all customer requests and issues.
Pricing is TBD until we locate a facility and determine the income level and population of the surrounding area.
V. Marketing Plan STEVE
Market research synopsis

At present, West Paterson Township and surrounding areas are only serviced by veterinarian and traditional kennel boarding. Within a 10-mile radius, there are 500K households presenting a dense local opportunity for a full service dog day care and boarding facility. This area is saturated with young families with high household incomes (75K). We intend to use direct marketing, print media, online, affiliate marketing, and various promotions to target our customer-base.

Market research best practices

To conduct fair and balanced market research on this up-and-coming industry, we did the following:

· Interviewing like-business owners and worked out a consulting arrangement with an owner looking to create a franchise business.  We will be the first facility.
· Utilized local business knowledge (partner has 15 year’s high-end retail experience in surrounding towns)

· Extensive Internet research on competition and franchises

· 2002 zip code census data to define demographic trade areas

· Mapping software for plotting distance of competitors

· Will conduct onsite visits to local-area dog boarding competitors
Economics

Facts about the industry:
	Demographics From 2002 Census Data
	
	

	
	
	
	
	

	
	5 Mile
	10 Mile
	Total 10 Mile
	10-20 Miles

	Pop 2002
	       405,889 
	      1,037,764 
	      1,443,652 
	      2,075,867 

	Households 2002
	       139,682 
	        375,262 
	        514,944 
	        765,343 

	HH% Over 50 K
	53%
	57%
	56%
	54%

	40-50K
	5%
	5%
	5%
	5%

	50-75K
	12%
	13%
	12%
	11%

	75-100K
	10%
	12%
	11%
	11%

	100-150K
	22%
	23%
	23%
	22%

	>150K
	9%
	10%
	9%
	10%

	AvgIncome
	 $      72,822 
	 $       75,159 
	 $       74,525 
	 $       78,713 

	PopWhite
	55%
	56%
	56%
	53%

	4YearCollege
	13%
	15%
	15%
	16%

	MalePop
	48%
	48%
	48%
	48%

	MedianAge
	            35.4 
	              35.6 
	              35.5 
	              35.6 

	Kennels
	                 6 
	                  3 
	                  9 
	                12 

	Pet Store
	               26 
	                64 
	                90 
	               167 

	Vets
	               21 
	                66 
	                87 
	               138 

	SquareMiles
	               68 
	               200 
	               267 
	               622 

	
	
	
	
	

	Dogs Est 40%
	         55,873 
	        150,105 
	        205,978 
	        306,137 

	
	
	
	
	

	Cats Est 40%
	         47,492 
	        127,589 
	        175,081 
	        260,217 


· Maps of Retailers and demographics are attached in appendix

· 500K households in 10-mile radius; additional 750K households in 10-20 mile radius

· Current demand in target market: on a conservative estimate, 40% of all households in America have dogs and 33% have cats (source SPCA).   Translates to 200K dogs to market to and 165K cats.
· Trends in target market—at present, at least 5 like-businesses have opened in central NJ (Dog Ease), Morristown, and Hoboken (Graceland).  Franchise Camp Bow Wow plans to open 3-4 locations in New Jersey with 1 located within 20 miles of our site.
· Growth potential: to open up multiple day care facilities in similar target markets as well as expansion of the services we provide.

· What barriers to entry do you face in entering this market with your new company?

· High build out costs – 80-100K

· Monthly operating costs – 13K

· Consumer acceptance and brand recognition

· Staffing

· And of course, how will you overcome the barriers? 
· High build out costs – find location in industrial or commercial zone of high-income area to limit the costs of the property.  Partner with a person who has already built a facility to help limit mistakes that will come up.
· Monthly operating costs – Build a 6-month operating reserve to sustain 6 months.  Market the business with discount pricing or free services to acquire as many customers as possible.

· Consumer acceptance and brand recognition – proper planning of aggressive and highly-targeted marketing promotions; which will specifically hone in on 
· New customer acquisition – Crucial in the initial 6-12 months.  We must drive new customers from pricing, free promotions, and open houses to build up a clientele.  After initial growth period, we will focus half our energy on new acquisition and the other half on retention.
· Retention of current customer base – Once we build up a clientele, we must market to them to foster loyalty and upsell other services to them.  We will also collect data about the pet (Ie Birthday, breed specifics) to use for personal marketing promotions.  We will keep extensive records for all dog visits to help identify potential lost customers. 
· Staffing – offer flexible schedule, proper training
· The consultant will help us train and manage a staff of groomers and pet care givers (Owners will also be educated in pet care; this includes taking certification courses to ensure proper care).  One owner has experience managing a staff for a mid size retail store in North Jersey.
Customers

· Age: any dog/cat owner
· Location: West Paterson and surrounding areas (20-mile radius)

· Income level: typically 50+K

· Social class and occupation: all

· Education: all

· Other: Pet owners who have up-to-date veterinarian records for their pets
Competition – Please see below
	Within 5 Miles
	
	

	Boarding Facilities
	Pet Stores and Grooming
	Vet Offices

	Totowa Dog Grooming & Boarding
	Bark Avenue Grooming
	Little Falls

	Hal Wheeler's School For Dogs
	Pampered Pooch
	West Paterson

	All Breed Pet Grooming-Boarding Available
	Furrs N'Purrs LLC
	Cedar Grove

	Canine Designs
	Animal Action
	Clifton

	 
	Heart To Heart Pet Grooming
	Montclair

	 
	Yankee Poodle Dandie
	Paterson

	 
	Animal Instinct Inc
	North Haledon

	 
	Pet Stuff Discount Inc
	Verona

	 
	Lisa's Pet Salon
	Clifton

	 
	Pet World Discounts Inc
	 

	 
	Shihtzu Crafts
	 

	 
	Major Retailers
	 

	 
	Petco
	 

	 
	Petland Discount
	 

	 
	N J Pets
	 

	 
	Mikes Feed Farm
	 

	
	
	

	5 - 10 Mile 
	
	

	Boarding Facilities
	Pet Stores and Grooming
	Vet Offices

	Doggie Paradise Inc
	49 Retailers
	36 Vets

	American Pedigree
	
	 

	Falkenturm Kennels
	 
	 


1. Veterinarian and traditional kennels – will only compete for boarding pets.  Daycare is the main staple of our business.

2. Dog walkers – They will only see dogs 1 to 2 times a day for a half hour.  Our plan is to provide all-day activities in a controlled environment.

3. Pet Stores – Will compete with retail merchandise.  We intend to have a high-end retail component to our business as well as a captive audience, people dropping off and picking up their pets.
1. Pet Groomers – We will provide competitively priced grooming services for all types of animals and a captive audience, people dropping off and picking up their pets.
4. Pet Training – We will provide competitively priced group and individual training services as well as a captive audience, people dropping off and picking up their pets.

Strategy

Promotion

We will start with teaser adds in local papers 1 – 2 months before opening as well as target local pet stores and malls to hand out flyers.  2 weeks before, we will start advertising open houses.  Walkthroughs of the facility will be highly encouraged; this is the point at which we will start selling day care.  Once we are open and develop a base of customers, we will divide our attention to both retention and acquisition.

Our prior work histories as marketing manager/analyst, graphic designer, and retail manager gives us experience in all types of media optimization and contacts in the printing industries to get the best pricing.
We will use the facility to drive interest with open houses, classes and parties.

We want our customers to see us as a 1-stop facility for pet needs.  We want to know our customers and their pets by name to create a personal atmosphere.

Promotional Budget - TBD
How much will you spend on the items listed above?

Before startup? $
5-10 K

Ongoing? $1-2K/ Month
Pricing

Doggy Day care in the area will be a new product and pricing will be more centered on selling packages (ie 10 packs, or monthly packages).  There is no product cost involved so there is no minimum break-even markup.

Boarding - We intend to price the boarding higher than the typical kennel or veterinary office due to the extra activities we will be providing the animals, as well as constant supervision.  We also intend to have a lower cost boarding fee for a stripped down service for lower income customers.  

Grooming – We will price competitive if not lower than competitors.  We can use this as a driver for customers for other products.
Retail – We intend to carry products that customers will not find in pet stores.  We will price like typical retailers.



Sales Forecast

See Attached Spreadsheet

VI. Operational Plan

The daily operation of the business, its location, equipment, people, processes, and surrounding environment.

Location

Physical requirements:

· Amount of space – 8,750 Sq Ft
· Type of building – Industrial commercial park 
· Zoning – Pet care, kennels
· Power and other utilities – Heating, air conditioning, lighting, water, and sewage
Construction Costs – 50-75K

Occupation Expenses – 7K per Month

Business Hrs – M-F 7am-8pm, Sat 8am-5pm, Sun 10am-3pm
Legal Environment (obtain from Jason)
Describe the following:

· Licensing and bonding requirements

· Permits

· Health, workplace, or environmental regulations

· Special regulations covering your industry or profession

· Zoning or building code requirements

· Insurance coverage

· Trademarks, copyrights, or patents (pending, existing, or purchased)
Personnel

· Number of employees – Initially 1 Mgr and 1 staff, ratio of staff to animal 1 person to 10 dogs.
· Type of labor (skilled, unskilled, and professional) – unskilled, but will be highly trained/educated in pet care
· Where and how will you find the right employees? Students, people who want flexible hour structures
· Pay structure - Hrly

· Mgr handles all monetary transactions and day to day operations.  Owners will handle all book keeping and management decisions
Operational plans will be provided by the consultant when we know the size of the facility.
VII. Personal Financial Statement

See Attached financial Statements

VIII. Startup Expenses and Capitalization

Construction – 50-75K

Permits – 1K

Legal Fees – 10K

Advertising – 10K

Contingencies – 15K – 20K

Total – 86K – 116K

IX. Financial Plan

See attached business Plan

The financial plan consists of a 12-month profit and loss projection, a four-year profit and loss projection (optional), a cash-flow projection, a projected balance sheet, and a break-even calculation. Together they constitute a reasonable estimate of your company's financial future. More important, the process of thinking through the financial plan will improve your insight into the inner financial workings of your company.

12-Month Profit and Loss Projection

Projected Cash Flow

If the profit projection is the heart of your business plan, cash flow is the blood. Businesses fail because they cannot pay their bills. Every part of your business plan is important, but none of it means a thing if you run out of cash.

The point of this worksheet is to plan how much you need before startup, for preliminary expenses, operating expenses, and reserves. You should keep updating it and using it afterward. It will enable you to foresee shortages in time to do something about them—perhaps cut expenses, or perhaps negotiate a loan. But foremost, you shouldn’t be taken by surprise.

There is no great trick to preparing it:  The cash-flow projection is just a forward look at your checking account.

For each item, determine when you actually expect to receive cash (for sales) or when you will actually have to write a check (for expense items).

You should track essential operating data, which is not necessarily part of cash flow but allows you to track items that have a heavy impact on cash flow, such as sales and inventory purchases.

You should also track cash outlays prior to opening in a pre-startup column. You should have already researched those for your startup expenses plan.

Your cash flow will show you whether your working capital is adequate. Clearly, if your projected cash balance ever goes negative, you will need more start-up capital. This plan will also predict just when and how much you will need to borrow.

Explain your major assumptions, especially those that make the cash flow differ from the Profit and Loss Projection. For example, if you make a sale in month one, when do you actually collect the cash? When you buy inventory or materials, do you pay in advance, upon delivery, or much later? How will this affect cash flow?

Are some expenses payable in advance? When?

Are there irregular expenses, such as quarterly tax payments, maintenance and repairs, or seasonal inventory buildup, that should be budgeted?

Loan payments, equipment purchases, and owner's draws usually do not show on profit and loss statements but definitely do take cash out. Be sure to include them.

And of course, depreciation does not appear in the cash flow at all because you never write a check for it.

Opening Day Balance Sheet

A balance sheet is one of the fundamental financial reports that any business needs for reporting and financial management.  A balance sheet shows what items of value are held by the company (assets), and what its debts are (liabilities). When liabilities are subtracted from assets, the remainder is owners’ equity.

Use a startup expenses and capitalization spreadsheet as a guide to preparing a balance sheet as of opening day. Then detail how you calculated the account balances on your opening day balance sheet.

Optional:  Some people want to add a projected balance sheet showing the estimated financial position of the company at the end of the first year. This is especially useful when selling your proposal to investors.

Break-Even Analysis

A break-even analysis predicts the sales volume, at a given price, required to recover total costs. In other words, it’s the sales level that is the dividing line between operating at a loss and operating at a profit.

Expressed as a formula, break-even is:

	
	

	Break-Even Sales          =
	Fixed Costs

	
	1- Variable Costs

	
	


(Where fixed costs are expressed in dollars, but variable costs are expressed as a percent of total sales.)

Include all assumptions upon which your break-even calculation is based.

X. Appendices

Include details and studies used in your business plan; for example:

· Brochures and advertising materials

· Industry studies

· Blueprints and plans

· Maps and photos of location

· Magazine or other articles

· Detailed lists of equipment owned or to be purchased

· Copies of leases and contracts

· Letters of support from future customers

· Any other materials needed to support the assumptions in this plan

· Market research studies

· List of assets available as collateral for a loan

XI. Refining the Plan

The generic business plan presented above should be modified to suit your specific type of business and the audience for which the plan is written.

For Raising Capital

For Bankers

· Bankers want assurance of orderly repayment. If you intend using this plan to present to lenders, include:

· Amount of loan

· How the funds will be used

· What this will accomplish—how will it make the business stronger?

· Requested repayment terms (number of years to repay). You will probably not have much negotiating room on interest rate but may be able to negotiate a longer repayment term, which will help cash flow.

· Collateral offered, and a list of all existing liens against collateral

For Investors

· Investors have a different perspective. They are looking for dramatic growth, and they expect to share in the rewards:

· Funds needed short-term

· Funds needed in two to five years

· How the company will use the funds, and what this will accomplish for growth.

· Estimated return on investment

· Exit strategy for investors (buyback, sale, or IPO)

· Percent of ownership that you will give up to investors

· Milestones or conditions that you will accept

· Financial reporting to be provided

· Involvement of investors on the board or in management

For Type of Business

Manufacturing

· Planned production levels

· Anticipated levels of direct production costs and indirect (overhead) costs—how do these compare to industry averages (if available)?

· Prices per product line

· Gross profit margin, overall and for each product line

· Production/capacity limits of planned physical plant

· Production/capacity limits of equipment

· Purchasing and inventory management procedures

· New products under development or anticipated to come online after startup

Service Businesses

· Service businesses sell intangible products. They are usually more flexible than other types of businesses, but they also have higher labor costs and generally very little in fixed assets.

· What are the key competitive factors in this industry?

· Your prices

· Methods used to set prices

· System of production management

· Quality control procedures. Standard or accepted industry quality standards.

· How will you measure labor productivity?

· Percent of work subcontracted to other firms. Will you make a profit on subcontracting?

· Credit, payment, and collections policies and procedures

· Strategy for keeping client base

High Technology Companies

· Economic outlook for the industry

· Will the company have information systems in place to manage rapidly changing prices, costs, and markets?

· Will you be on the cutting edge with your products and services?

· What is the status of research and development? And what is required to:

· Bring product/service to market?

· Keep the company competitive?

· How does the company:

· Protect intellectual property?

· Avoid technological obsolescence?

· Supply necessary capital?

· Retain key personnel?

High-tech companies sometimes have to operate for a long time without profits and sometimes even without sales. If this fits your situation, a banker probably will not want to lend to you. Venture capitalists may invest, but your story must be very good. You must do longer-term financial forecasts to show when profit take-off is expected to occur. And your assumptions must be well documented and well argued.

Retail Business

· Company image

· Pricing:

· Explain markup policies.

· Prices should be profitable, competitive, and in accordance with company image.

· Inventory:

· Selection and price should be consistent with company image.

· Inventory level: Find industry average numbers for annual inventory turnover rate (available in RMA book). Multiply your initial inventory investment by the average turnover rate. The result should be at least equal to your projected first year's cost of goods sold. If it is not, you may not have enough budgeted for startup inventory.

· Customer service policies: These should be competitive and in accord with company image.

· Location: Does it give the exposure that you need? Is it convenient for customers? Is it consistent with company image?

· Promotion: Methods used, cost. Does it project a consistent company image?

· Credit: Do you extend credit to customers? If yes, do you really need to, and do you factor the cost into prices?













