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EXECUTIVE SUMMARY

Purpose of the Business Plan

The purpose of this business plan is to evaluate the viability of an online wedding planning business. If it is viable, an entrepreneur will be able to use the plan to obtain venture funding for the business.

Description of the Business Concept and the Business

This business will allow soon-to-be-wed couples to easily research and book any wedding vendor that they will need from one website without having to search through hundreds of different websites. The company will allow vendors to set available dates and time in an online booking system, that websites viewers will be able to search. Website viewers will also be able to view possible reception sites using the latest technology.

The Opportunity 

The wedding industry is a multi-billion dollar industry. Each year, 2.4 million couples get married in the United States, spending an average of $20,000 on their wedding.

Planning a wedding can be time-consuming and, at times, stressful. Couples planning their wedding must be able to coordinate with numerous wedding vendors including vendors related to reception venues, musicians, churches, caterers, florists, invitations, wedding attire, and photographers, to name a few. 

More and more couples are using the Internet as a valuable wedding planning resource. Forty-eight percent of to-be-married couples that have Internet access use it to help plan their wedding (NPD Group, 2000).

The Target Market 

The test market for the business is the San Diego market. In San Diego, nearly 24,000 couples are married each year (San Diego County Recorder’s Office). In this market, over 1000 businesses catering to to-be-wed couples exist.

The Competitive Advantages

There are no wedding websites that allow website viewers to search for available vendors. There are no wedding websites that allow users to interactively view reception locations. There are no wedding websites that allow vendors access to an online scheduling system that is tied into a real-time searchable database for potential customers.

The Future Team

The business team will be comprised of technically well-informed individuals. The team will also include management that has the entrepreneurial and management skills to succeed in this very new and competitive market.

THE INDUSTRY AND THE COMPANY AND ITS PRODUCTS AND SERVICES

Industry Description and Outlook

Although there are several examples of established online wedding planning organizations, it is difficult to classify exactly what industry that our business belongs. Research through Yahoo Finance, Hoovers, and Industry related journals classifies our type of business as Information Retrieval Systems or Miscellaneous Computer Related Services. Because our business will specialize in wedding products and services, it is obvious that the business will also belong to the wedding industry. 

The focus industries for our business is a combination of the well established wedding industry and a much newer industry related to the dot com explosion and recession, Internet and Online Content Providers Industry, also known as the information retrieval services industry. Companies that have businesses categorized in the information retrieval services industry are giants such as Google.com and AOL.com and Yahoo.com.  Competing businesses common to both of these industries are weddingchannel.com and theknot.com. 

With many different types of businesses that participate in the wedding industry, the wedding market is highly fragmented. Businesses that provide products and services in this industry include hotels and restaurants providing reception and catering services, bridal magazines, airline, florists, bakeries, photographers, disc jockeys, musicians, religious establishments, bridal shops, tuxedo shops, limousine services, alteration services, jewelry providers, wedding accessory providers, video designers, makeup artists, and invitation designers, and wedding consultants. 

According to www.knot.com, approximately 2.4 million couples get married annually, generating $70 billion in retail sales. Weddings also generate an estimated $4.5 billion for the travel and services companies (Bride’s Magazine Survey, 2000). The large size of the wedding industry combined with the increased acceptance of the Internet as a substitute to traditional brick-and-mortar wedding product and services companies is likely to draw new competitors in this market (Thompson, 2001). 

The outlook for the wedding industry highly depends on the number and rate of people getting married.  In 1998, 2.2 million couples got married (Monthly Vital Statistics Report, 1998). The marriage rate of 8.4 marriages per 1000 population is expected to remain constant in the near future (www.wedding-planner.net/market.htm). 

The outlook for the Information Retrieval industry is less easy to predict. The growth of usage of the Internet continues to grow at a staggering pace. As of March 2002, there were 560 million Internet users. That number is expected to increase to 762 million by the end of 2003 (http://www.glreach.com/globstats/).

In 2000, electronic commerce had already accounted for nearly $660 billion in revenues. That number is expected to increase to $6.8 trillion in 2004 (www.forrester.com). The combination of increased usage of the Internet with the expectation of the enormous growth of e-commerce creates tremendous opportunity for businesses that are in the online content providers industry.  These businesses are companies that provide Internet navigation services and reference guide information for World Wide Web and that publish, provide, or present proprietary, advertising, and/or third party content (http://www.hoovers.com/industry/description/0,2205,6281,00.html). Although the growth of the Internet gives the businesses in this industry an excellent market base, these businesses are in their early stages of development and proven businesses models for the industry are few. 

In researching industry averages, a comparison of all companies in the Information Retrieval Services Industry reveals very slim profits before taxes (3.1%) for the industry as a whole (Appendix A). The average net profit after taxes for this industry is -$432,765. Profitability ratios also reveal negative numbers.  It is worth noting that the industry is in its early development stages.  The profitability of these companies should see positive numbers shortly as the Internet grows in popularity and companies within the industry are able to gather a critical mass, or enough customers for profitable operations. 

The following table is a summary of the dominant economic characteristics of business in both the wedding industry and information retrieval industry.

Table 1.

	· Market Size

· Market Growth Rate

· Stage in life cycle

· Number of companies in the industry

· Customers

· Ease of entry

· Technology 

· Product characteristics

· Industry profitability

· --Profitability concluded
	$70 Billion in retail sales for the wedding industry

Growth for information retrieval industry has slowed considerably with dot com crash

Growth of wedding industry, early development stage for the information retrieval industry

Very few large competitors related to both industries

2.4 million marriages per year in US.

Difficult to become a major player. Startup costs can be minimal or extreme depending on type of business

Rapidly evolving

Highly differentiated

Experts predict another e-commerce explosion.  Until then, profits for the information retrieval industry are slim. Wedding industry profits are excellent


To date, there have been more and more companies that are connected to both the wedding industry and online content providers industry. We will call these companies, online wedding planning companies.  Companies competing in this industry are faced with a challenging situation: To provide the goods and services that are in great demand of the wedding industry, but to be able to face the challenges that surviving the dot com disaster presents. 

The Company and the Concept

For most people that are getting married for the first time, planning a wedding can be a time-consuming, overwhelming task. Planning for a typical wedding includes finding a reception location, meeting with all the different wedding vendors including florists, disc jockeys, photographers, and caterers, picking out attire, invitations, etc. The costs of a wedding vary from region to region; one thing is certain, people are willing to spend when it comes to their wedding.  According to Robbi G.W. Ernst III, president of June Wedding Inc., the average cost of a wedding in the United States is $17,500 for 125-to 150 guests (Tiffany, 2002).  The Internet provides an excellent tool for people planning a wedding.  It allows them to quickly access wedding information.  Today, 48% of couples to-be-wed in the United States use the Internet as a planning resource. (www.yahoo.com, 2000 Internet Poll).

Although the Internet provides valuable tools for people planning a wedding, new technologies make it possible for these customers to have not only save time and costs associated with wedding planning, but to also have an enjoyable experience while doing so.

Our business will allow soon-to-be-wed couples to easily research and book any wedding vendor that they will need from one website without having to search hundreds of different websites. 

The Products and Services

The company will provide services that one could find on many of the wedding planning websites on the Internet today. Found on the website will be information for all major areas of wedding planning: How to get a marriage license, wedding etiquette, the best times to get married, what wedding supplies do you need, how to hire a vendor, etc. The information will be available via a searchable database that will house articles related to wedding planning.

The company will also provide future brides and grooms wedding planning tools such as a wedding checklist, interactive wedding calendar, and guest list manager. These tools will be tied into an optional free membership strategy in order to tailor to each an every couple. Although membership is optional, certain services of the website will only be available to members.

We will allow users to search for available vendors. Vendors will have access to an online booking system in which they will be able to schedule their availability. Couples searching for vendors will be able to specify what type of vendor they are looking for. If they have chosen a date in their wedding calendar (tied into membership), they will be able to specify if they want the search to show only vendors available on that day, or all vendors. Once the search is complete, vendor specific information will be provided such as e-mail address, phone number, address, etc.

On certain types of vendors, such as wedding reception venues, the couple can chose to view multimedia content. The couple will be able to view possible wedding locations without actually having to visit each location. IPIX 360º picture technology and digital stills will be provided for these venues. Each IPX picture allows a website viewer to see an image that can be rotated 360 degrees. For couples that want to get the best idea of what their reception site would look like, this is the best opportunity, other than actually visiting the site.

The business will charge vendors for a link to contact information within the website, and will also charge to have organizations listed with IPIX technology. Vendors that pay to use the online-booking system will be charged $1500 per year. That charge also grants the vendor access to the online booking system. For basic listing and contact information without use of the booking system or IPIX, a vendor will be charged $480/year.

MARKET RESEARCH AND ANALYSIS

Customers

“Few industries boast a more captive, ready-to-spend audience. Of the 2.5 million couples marrying annually in the U.S., there are on average 12 people in each wedding party-plus 150 guests. On average, the bride and groom register for upward of 50 products. About half the couples register at a place they have never shopped before, giving retailers a lucrative new customer base.” (Bounds, 1999).

The initial consumers for services provided by this online wedding planning business are brides and grooms within the San Diego region. The median age for brides is 26, while the median age for grooms is 28 (Monthly Vital Statistics Report).  The combined number of public and confidential marriages in San Diego from 1992-1997 averaged around 23,000 (San Diego County Recorder’s Office, http://www1.sddt.com/features/statsheets/sdstats/social/jarriage.html).  Other demographic areas for the bride and groom that should be covered in the business plan will include education, income levels, culture, and religion. 

Although the demographics of average newlyweds in San Diego were briefly covered, the target market is not limited to this population. For many couples that will marry, especially younger couples, it is not viable for them to pay the average cost of a wedding. For many of these couples it is traditional for the parents or family members to help pay the cost of the wedding. It is reasonable to include the parents of the bride and groom as part of the target market for this business.  A smaller sector of the target market will include older (30 and up) brides.

Customers of this online wedding planner business are not limited to people planning weddings. Customers of this business will also be the business suppliers. Customers will include all major areas of wedding service providers for the San Diego region. These customers include caterers, hotels, venues, florists, dressmakers, jewelers, travel agencies, etc. A more thorough study of the local wedding service providers will be conducted and covered in more detail in the strategic partnership section of this proposal.

Although the initial target group will be couples that wish to get married in San Diego, the expansion and growth of the business will be through expansion to other geographic locations. Possible expansion includes Los Angeles and Las Vegas. 

The following table represents the majority of the customer base for this business.

Table 2.

Public Marriages From 1992-1997

	Public Marriages in San Diego County

	
	
	
	
	
	

	1992
	1993
	1994
	1995
	1996
	1997 

	9,281
	8,564
	7,486
	14,438
	15,879
	15,257 


Confidential Marriages From 1992-1997

	Confidential Marriages in San Diego County

	
	
	
	
	
	

	1992
	1993
	1994
	1995
	1996
	1997 

	13,774
	13,736
	14,193
	7,882
	6,906
	7,791 


Total Marriages From 1992-1997

	Total Marriages in San Diego County

	
	
	
	
	
	

	1992
	1993
	1994
	1995
	1996
	1997 

	23,025
	22,300
	21,679
	22,320
	22,785
	23,048 




Source: San Diego County Recorder's Office
Market Size and Trends

According to www.knot.com, approximately 2.4 million couples get married annually, generating $70 billion in retail sales. Weddings also generate an estimated $4.5 billion for the travel and services companies (Bride’s Magazine Survey, 2000). The large size of the wedding industry combined with the increased acceptance of the Internet as a substitute to traditional brick-and-mortar wedding product and services companies is likely to draw new competitors in this market (Thompson, 2001). 

Although the market size for companies participating in e-commerce is in the billions, companies with businesses in the information retrieval services industry generating only 430 million in revenues (Appendix A). Revenues are expected to greatly increase as e-commerce in general becomes more accepted.

The table below shows a breakdown on the services that couples are spending their money on.

Table 3.

	Category
	1990
	1997

	Invitations, Announcements, Thank You Notes, etc.
	$286
	$327

	Bouquets and Other Flowers
	$478
	$756

	Photography and Videography
	$908
	$1,311

	Music
	$882
	$830

	Clergy, Church, Chapel, Synagogue Fee
	$166
	$232

	Limousine
	$201
	$393

	Attendants' Gifts
	$238
	$308

	Wedding Rings (Bride and Groom)
	$1,004
	$1,016

	Engagement Ring
	$2,285
	$3,044

	Rehearsal Dinner
	$501
	$698

	Bride's Wedding Dress
	$794
	$823

	Bride's Headpiece/Veil
	$169
	$166

	Bridal Attendants' Apparel*
	$745
	$790

	Mother of the Bride's Apparel
	$236
	$231

	Groom's Formalwear (Rented)
	$82
	$95

	Men's Formalwear (Ushers, Best Man)
	$333
	$449

	Wedding Reception
	$5,900
	$7,635

	GRAND TOTAL
	$15,208
	$19,104


* Cost for average of 5 bridesmaids dresses (including maid of honor)

Note: Average number of wedding guests has grown to 200 in 1997 vs. 171 in 1993.
Source: BRIDE'S 1997 Millennium Report: Wedding Love & Money

A new trend shows that 48% of couples that have Internet Access use the web to gather information for their wedding (NDP Group, 2000).

Competition and Competitive Edges

National Competition

Competition in the online wedding industry is fierce. There are many businesses trying to capitalize on the Internet’s advantages in order to reach a global target market and gain a share of the wedding industry. Several wedding planning websites include weddingbells.com, topweddingsites.com, Unique Bridal Boutique, weddingdetails.com, bridaltips.com, brassring.com, and groomsonline.com.The major players in this industry are www.theknot.com, and www.weddingchannel.com.  

The Knot is the most popular online wedding planner as it provides extensive wedding related content. The Knot owns and publishes the national wedding magazine, The Knot Wedding Gowns, and offers honeymoon booking and other travel related services. The Knot makes money by advertising sales, merchandise sales, and the sale of travel packages. Advertising sales include banner sales and online listings for local online vendors. The Knot is a publicly traded company and is listed as KNOT.OB. 

The Wedding Channel differs from The Knot in it’s content on the website.  If offers many of the same services that can be found on The Knot. For instance, both sites let visitors enter in a desired budget for a wedding and then breaks budgets down to show what a couple should expect to spend on each wedding category. The wedding channel has an excellent design.

Other top wedding planning sites include ModernBride.com, WeddingNetwork.com, Ultimate Publishing, BlissBride.com, and MarthaStewart.com. These websites allow to-be-wed couples to set up online registries, which take the place of traditional, more established wedding registries.

The following table shows a breakdown of a study conducted by the NDP Group compiled from 66,641 surveys completed and submitted in April 2000 by members of NPD’s Online Panel, individuals prerecruited to participate in surveys. The study shows the top wedding planning sites visited.

Table 4.

	SITES
	% Of Respondents Visiting

	WeddingChannel.com
	37%

	TheKnot.com
	35%

	ModernBride.com
	34%

	WeddingNetwork.com
	23%


An investigation of the top wedding planning sites reveals that these companies have yet to turn a profit. As Appendix A shows, the average profitability for all companies competing in the online content provider industry is negative. This statistic includes the wedding giants in this industry.

As it relates to the most popular online wedding planning sites, the enormous profit potential of the Internet has not been realized. These companies are caught up in the electronic commerce side of the wedding business; creating virtual stores that allow website visitors access to a convenient alternative to traditional shopping. The different areas of wedding shopping that customers can access include wedding registry, wedding gift ideas, wedding supplies, jewelry, and wedding attire, to name a few. 

Although the larger online wedding planning sites receive millions of dollars of revenue from the e-commerce business lines, the operating costs of these business lines are typically the costs that the revenues cannot cover.

Local Competition

Local San Diego wedding planning websites include sandiegoweddings.com, signonsandiego.com/weddings, and marrymeinsandiego.com. These local sites provide people who wish to get married in San Diego with information related to San Diego weddings, services, and vendors. 

The site that allows to-be-wed couples the most vendor specific contact information is weddingconnections.com. This site has over 1000 different  San Diego organizations (businesses, entities) catering to the local wedding scene. Appendix C lists various types of wedding vendors.

Substitute Products

While wedding coordinators and consultants are free to use these tools, these wedding professionals are considered as substitutes to the wedding planning website, and therefore, are included as competition. Wedding consultants provide many couples the planning they desire to have a wedding. The main advantage of a wedding consultant is that it saves the couple time that they would have to spend researching different vendors on their own. Wedding consultants typically charge from 10-15% of the total cost of a wedding (Chatman, 2001).

Competitive Advantages

There are no wedding websites that allow website viewers to search for available vendors. There are no wedding websites that allow users to interactively view reception locations. There are no wedding websites that allow vendors access to an online scheduling system that is tied into a real-time searchable database for potential customers. 

Estimated Market Share 

With the business plan and strategies to protect the business competitive advantages, the company should be able to obtain 85% of the San Diego market share. This number is based on companies buying into the benefits of the booking system as well as the benefits to potential customers when using the IPIX technology.

MARKETING PLAN

Overall Marketing Strategy

The primary objective of the business-marketing plan is to build brand name awareness and establish strategic relationships with key businesses and organizations. There are several methods that the company will use to market the available products and services.  A strategy will be finely developed to target customers that will use the site, and vendors that will advertise on the site.  

The first key element in the marketing strategy will be establishing a strong presence on the Internet. This objective involves being listed in the top search engines in the Internet and by advertising on key wedding vendors sites. Hiring a consulting firm that specializes in Internet listing will satisfy this objective.

The second objective is to increase usage of the site and to grow the membership base. This site will offer users to make either wedding announcements or other types of wedding related cards. The cards will then be electronically sent to the user choice of recipients. Each card will have a link back to the website. Another method to increase usage of the site and grow membership base will be to have active demonstrations in wedding shows. Another method is to allow to-be-married couples to customize their own web page within the site. All of the methods in this objective will be designed in the website itself.

A crucial objective is to get vendors excited about the site.  Sales and marketing personnel will need convince the various vendors that our site will be beneficial to them. The more vendors that are attracted, the greater chance that customers will continue to use the site and promote the site through word of mouth.

Key personnel 

Strategic Partnerships

Several key partnerships will help in promotion of the site. The first key partnership will be the various wedding organizations. Wedding organizations will be able to promote the business throughout the wedding industry.  Anyone that is planning a wedding can benefit from this site, including wedding planners, coordinators, and other wedding professionals. Efforts should be made during the first year to secure partnerships with organizations like The Association of Bridal Consultants, The Association of Certified Professional Wedding Consultants, and National Bride Service.

In San Diego, many couples chose to strengthen their relationships by attending “An Engaged Encounter”, a weekend retreat for couples that will soon marry. Establishing strategic partnerships with these types of organizations will greatly benefit the business.

One weakness that the business will have will be a lack of a gift registry. Strategic partnerships with online retailers that provide this service should be made. 

Advertising and Promotion

Other advertising should be bought in the major wedding publications. These magazines include Modern Bride, Today’s Bride, Bride Again Magazine, Bride’s, EXPO, etc.

DESIGN AND DEVELOPMENT PLANS

Development Status and Tasks

As the purpose of this business plan was to evaluate the viability of this business, nothing has yet to be developed. The following are the various tasks to be completed:

· Website development

· Content development

· Database development

· Domain name registration

· Web hosting services procurement

· Business Incorporation

· Procurement

· Personnel Hiring

· Employee training

· Legal Investigation

· Filling out legal documents

· Signing leases

· Signing Contracts

· Advertisement and Promotional activity

Proprietary Issues

Proprietary issues exist in the use of IPIX technologies to capture market share in the online wedding industry. A legal investigation should be undertaken to ensure the proper use of the technology.  A strategic partnership could also ensure the legal use of IPIX technologies, as well as give exclusive rights of using this technology for this business.

OPERATIONS PLAN

Geographic Location

This business should be located in the approximate area that it will serve, San Diego. If expansion were a possibility, then it would be necessary to expand operations to include offices in the cities that the business plans expansion. 

For initial operations, the business can be located in Oceanside. Oceanside is on the outskirts of San Diego and stretches to an area 35 miles north of San Diego.  The city also is approximately 16 miles south of San Clemente and Orange County. 

The figure below shows the possibility of either building or renting commercial space in Oceanside.

Figure 4.

Real Estate
604 acres available for industrial development, r&d and development.
	Industrial land:
	$5.50 - $12.00 per square foot

	Industrial buildings:
	$55 - $72 per square foot

	Industrial leases:
	$0.48 - $1.25 per square foot


The main advantages of locating in Oceanside are as follows: 

· Cheaper than the average San Diego leases.  The average San Diego leases are in excess of $3 per sq. ft (Experience Exchange Report, www.boma.org).

· Because of location, the organization has better expansion opportunities into cities north of San Diego

The complete benefits and survey of Oceanside is listed in Appendix D.

Facilities 

The facility size should be based on an average of 300 square feet per employee. An estimated six employees will be employed full-time and will be based out of the facilities. 

Strategy and Plans

Organization Building

The organization will first build the business organization.  This will involve finding the key personnel that will be able to implement and execute the business plan. Some of the personnel will be available as outsourced components.

Technology Infrastructure

After organizing the personnel, the business should create the technology infrastructure for the internal users, as well as the external users of the website. In an effort to save costs related to internal maintenance of in-house technology, much of the website will be hosted offsite. A T1 connection will be provided for external communication.

Marketing

As the key personnel are in place, marketing should start getting the site listed, even if the site is not yet complete. This will make it easier in the future for prospective users to recognize the site.

Development of Site and Applications

While marketing is doing their tasks, the company will begin building the content, databases, and applications that will attract the users of the site. A good portion of the costs of this objective will be development costs outsourced to Internet professional programmers.

Sales

The sales department should begin researching the vendors that will bring the users to the site. Because the ideas of the business are new to the wedding industry, it will be necessary to employ many sales tactics including cold calling, personal service calls (knocking on the door and explaining the product), and e-mailing. 

MANAGEMENT TEAM

Organization

Because this business plan has been done to study the feasibility of starting an online wedding planning business, no key personnel are in place. The following is what I have envisioned as key personnel for my own situation.

Federico Garcia, Business Development

Mr. Garcia provided the vision for this business plan. While working as an Information Systems Administrator, Mr. Garcia received his MBA degree in October, 2002. Mr. Garcia’s idea for the online wedding planning business began as he was planning his own wedding. He felt the wedding planning sites were useful but could use improvement.

Gregory Garcia, Technology Development

As the younger brother to Federico, Gregory looked to him for career advice. Gregory first followed his brother by gaining several years of sales expertise, and then into the technology field. Gregory has earned his Cisco Network Administrator, and his Microsoft Certified Systems Engineer certifications while working at Document Sciences Corporation as a Systems Administrator. Greg has been instrumental in the development of one of Doc Sciences databases.

Other employees should include 2 sales personnel familiar with the product, a web-marketing manager, 2 other technical employees that will be dedicated to maintaining the website and offsite photography.

Outsourced components that will assist the organization will be professional web-developers/programmers that will be hired to help create the applications and website and contract photographers that will be paid to do jobs in excess of what the 2 technical employees can handle. 

CRITICAL RISKS, PROBLEMS, AND ASSUMPTIONS

Business Model

The business model shows the company generating revenues from advertising fees from all different types of wedding vendors. If the company cannot attract enough vendors to advertise on the site, then the business will not be able to generate enough revenues to sustain the company or promote further growth.

Technology

· IPIX technology will be used to show  website visitors possible wedding sites. The use of the technology depends on the willingness of visitors to download a separate application that will allow them to see the images. Users may not be willing to download the technology due to security concerns. Users also may not be willing to wait for the technology (applications and images) to download, which will result in a lack of interest.

· IPIX technology is proprietary technology. The owners of the technology may not be willing to let the business use this technology.

· Exclusive use of IPIX technology for the business has not been granted. It is necessary to gain exclusive rights to this technology to achieve competitive advantages.

· The business plan also focuses on creating an online booking system that will be available to vendors. If vendors fail to realize the benefit of the system, the system will not be capitalized, resulting in a less compelling site for users to benefit from.

Market Size

The targeted market of vendors in the San Diego area may not be large enough critical mass to support the business model.

Competition

Competition from local and national websites may decrease the chances of success for the business. The business may not be able to build a strong enough e-brand to successfully penetrate the market. It will be necessary for the business to establish itself and gain market share from vendor advertisers and associated revenues. The business must also not infringe on the protected rights of competing businesses.

Strategic Partnerships

One of the most valued tools for online wedding planner site viewers and users is the online wedding registry. A lack of a wedding registry is a competitive weakness. In order to combat this weakness, it is necessary to establish a strategic relationship with companies that can provide this service.

Funding

The business requires a substantial financial outlay to start and continue operations. If the business cannot secure adequate finances then it will not be able to start operations.

Other Problems

Other risks include the threat of terrorism, possible system failure, and public perception of dot.com companies.

FINANCIAL ANALYSIS

Funds required and uses

An investment of $440,000 will allow the business to start operations. In exchange for the total outflow, the investors will be considered partners in the organization, although they will not necessarily be involved in the operations of the company. First year expenses include $100,000 that will be put toward the initial development of the website and applications.  First year expenses total nearly $460,000, while the gross profit will be $220,000 giving a first year loss of $237,000 (Schedule B1).

With continued expansions through years 2-4, a net profit of $360,000 can be realized by the end of year 4.
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	NAME OF COMPANY:    
	Online Wedding Planners
	

	 
	
	
	
	
	
	

	 
	FINANCIAL ASSUMPTIONS
	
	
	 
	 
	UNIT

	 
	
	
	
	 
	PRODUCT/SERVICE NAMES
	PRICES

	 
	Sales commission rate (if applicable)
	5%
	  [if none, enter 0]
	 
	At least 1, maximum  6
	if applicable*

	 
	
	
	
	1
	Links
	$480.00

	 
	Payroll taxes rate on gross wages (approx.)
	15%
	
	2
	IPIX
	$1,500.00

	 
	
	
	
	3
	 
	 

	 
	Employee benefits rate on gross wages
	10%
	
	4
	 
	 

	 
	
	
	
	5
	 
	 

	 
	Interest rate - short term (line of credit)
	12%
	
	6
	 
	 

	 
	Interest rate - long term 
	10%
	
	 
	
	 

	
	
	
	
	 
	* See ReadMe tab, "Unit prices"
	 

	 
	Accounts payable - none  (all goods/expenses paid for in cash)
	
	
	

	
	
	
	
	
	
	

	 
	Depreciation rate - straight line 
	20%
	  [Use life of major asset. Enter as a percentage; e.g. 5 years = .20]
	 
	 
	 

	 
	
	
	
	 
	 
	 

	 
	Average number of days to collect receivables
	45
	  [If more than 50% of Total Sales is for cash or credit card, enter "0"]
	 
	 
	 

	 
	  equals a receivables turnover rate of: 
	8.1
	
	 
	 
	 

	 
	
	
	
	 
	 
	 

	 
	Average number of days in inventory
	60
	  [If less than 50% of revenue is from sale of merchandise, enter "0"]
	 
	 
	 

	 
	  equals an inventory turnover rate of:
	6.1
	
	 
	 
	 

	 
	
	
	
	 
	 
	 

	 
	Income tax rate (federal and state, approx.)
	25%
	  [If company is not a "C" Corporation, enter "0"]
	 
	 
	 


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Exhibit A

	
	Online Wedding Planners

	
	PROJECTED BALANCE SHEETS

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Year 1
	
	
	
	Year 2
	
	
	
	Year 3
	
	
	
	Year 4

	
	
	
	Per Sched. A-1
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Cash   (per Cash Flow)
	161,321
	
	
	
	30,171
	
	
	
	99
	
	
	
	200,811

	
	Accounts receivable
	28,849
	
	
	
	39,452
	
	
	
	98,630
	
	
	
	197,260

	
	Inventory
	2,268
	
	
	
	3,102
	
	
	
	7,756
	
	
	
	15,511

	
	
	
	 
	
	
	
	 
	
	
	
	 
	
	
	
	 

	
	   Total Current Assets
	192,438
	
	
	
	72,725
	
	
	
	106,485
	
	
	
	413,582

	
	
	
	0
	
	
	
	
	
	
	
	
	
	
	
	

	
	Office Equipment
	15,000
	
	
	
	40,000
	
	
	
	55,000
	
	
	
	75,000

	
	 Other depreciable assets 
	0
	
	
	
	0
	
	
	
	0
	
	
	
	0

	
	 Other depreciable assets 
	0
	
	
	
	0
	
	
	
	0
	
	
	
	0

	 
	   Less: accumulated deprec
	-2,750
	
	
	
	-10,750
	
	
	
	-21,750
	
	
	
	-36,750

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	   Total Assets
	204,688
	
	
	
	101,975
	
	
	
	139,735
	
	
	
	451,832

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Accounts & expense payable
	2,268
	
	
	
	3,102
	
	
	
	7,756
	
	
	
	15,511

	 
	Short-term loans (Cash Fl)
	0
	
	
	
	0
	
	
	
	25,000
	
	
	
	-5,000

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Long-term liab.  (Cash Flow)
	0
	
	
	
	25,000
	
	
	
	25,000
	
	
	
	0

	
	
	
	 
	
	
	
	 
	
	
	
	 
	
	
	
	 

	 
	   Total liabilities
	2,268
	
	
	
	28,102
	
	
	
	57,756
	
	
	
	10,511

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Paid-in capital  (Cash Flow)
	440,000
	
	
	
	490,000
	
	
	
	490,000
	
	
	
	490,000

	 
	Retained earnings
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	  at  beginning of year
	0
	
	
	
	-237,580
	
	
	
	-416,127
	
	
	
	-408,021

	 
	Net profit - current year
	-237,580
	
	
	
	-178,547
	
	
	
	8,106
	
	
	
	359,342

	 
	    Total equity
	202,420
	
	
	
	73,873
	
	
	
	81,979
	
	
	
	441,321

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	   Total liabilities and equity
	204,688
	
	
	
	101,975
	
	
	
	139,735
	
	
	
	451,832

	 
	
	
	 - 
	
	
	
	 - 
	
	
	
	 - 
	
	
	
	 - 

	 
	
	
	                      - 
	
	
	
	                   - 
	
	
	
	                   - 
	
	
	
	                      - 


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule A-1

	Online Wedding Planners

	PROJECTED BALANCE SHEET - FIRST YEAR

	
	
	Beginning
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Balances
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Cash   (per Cash Flow)
	
	 
	403,195
	351,390
	309,635
	269,455
	233,418
	203,615
	191,769
	180,320
	169,404
	162,709
	161,781
	161,321

	
	Accounts receivable
	
	 
	0
	0
	0
	2,885
	9,587
	14,055
	17,246
	19,640
	21,501
	23,701
	26,509
	28,849

	
	Inventory
	
	 
	0
	0
	0
	148
	710
	1,085
	1,353
	1,553
	1,710
	1,835
	2,071
	2,268

	
	Other current assets
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	   Total Current Assets
	
	                 - 
	403,195
	351,390
	309,635
	272,488
	243,715
	218,755
	210,368
	201,513
	192,615
	188,245
	190,361
	192,438

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	 Office Equipment 
	
	 
	0
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000

	
	 Other depreciable assets 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	 Other depreciable assets 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	   Less: accumulated deprec
	 
	0
	-250
	-500
	-750
	-1,000
	-1,250
	-1,500
	-1,750
	-2,000
	-2,250
	-2,500
	-2,750

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	 Total Assets
	
	                 - 
	403,195
	366,140
	324,135
	286,738
	257,715
	232,505
	223,868
	214,763
	205,615
	200,995
	202,861
	204,688

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Accounts & expense payable
	 
	0
	0
	0
	148
	710
	1,085
	1,353
	1,553
	1,710
	1,835
	2,071
	2,268

	
	Short-term loans (Cash Fl)
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Long-term liab.  (Cash Flow)
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	   Total liabilities
	
	                 - 
	0
	0
	0
	148
	710
	1,085
	1,353
	1,553
	1,710
	1,835
	2,071
	2,268

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Paid-in capital  (Cash Flow)
	 
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000
	440,000

	
	Retained earnings 
	
	 
	
	
	
	
	
	
	
	
	
	
	
	

	
	  at  beginning of year
	
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	Net profit - current year
	
	 
	-36,805
	-73,860
	-115,865
	-153,410
	-182,995
	-208,580
	-217,485
	-226,790
	-236,095
	-240,840
	-239,210
	-237,580

	
	    Total equity
	
	                 - 
	403,195
	366,140
	324,135
	286,590
	257,005
	231,420
	222,515
	213,210
	203,905
	199,160
	200,790
	202,420

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Total liabilities and equity
	                 - 
	403,195
	366,140
	324,135
	286,738
	257,715
	232,505
	223,868
	214,763
	205,615
	200,995
	202,861
	204,688

	
	
	
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Exhibit B

	Online Wedding Planners

	PROJECTED INCOME STATEMENTS

	
	
	Year 1
	
	Year 2
	
	Year 3
	
	Year 4

	
	
	
	
	%
	
	
	
	%
	
	
	
	%
	
	
	
	%

	
	
	Per Sched. B-1
	
	
	
	
	
	
	
	
	
	
	
	

	Sales
	234,000
	
	100.0%
	
	320,000
	
	100.0%
	
	800,000
	
	100.0%
	
	1,600,000
	
	100.0%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Cost of sales (Sched. B-3)
	13,800
	
	5.9%
	
	18,872
	
	5.9%
	
	47,179
	
	5.9%
	
	94,359
	
	5.9%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Gross Profit
	220,200
	
	94.1%
	
	301,128
	
	94.1%
	
	752,821
	
	94.1%
	
	1,505,641
	
	94.1%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Operating expenses:
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Officers salaries
	108,000
	
	46.2%
	
	108,000
	
	33.8%
	
	168,000
	
	21.0%
	
	168,000
	
	10.5%

	
	Other payroll  (Sched. B-5)
	96,000
	
	41.0%
	
	144,000
	
	45.0%
	
	216,000
	
	27.0%
	
	324,000
	
	20.3%

	
	Payroll taxes
	30,600
	
	13.1%
	
	37,800
	
	11.8%
	
	57,600
	
	7.2%
	
	73,800
	
	4.6%

	
	Employee benefits
	20,400
	
	8.7%
	
	25,200
	
	7.9%
	
	38,400
	
	4.8%
	
	49,200
	
	3.1%

	
	Advertising  (Sched. B-6)
	28,400
	
	12.1%
	
	28,400
	
	8.9%
	
	42,600
	
	5.3%
	
	63,900
	
	4.0%

	
	Commissions
	11,700
	
	5.0%
	
	16,000
	
	5.0%
	
	40,000
	
	5.0%
	
	80,000
	
	5.0%

	
	Depreciation
	2,750
	
	1.2%
	
	8,000
	
	2.5%
	
	11,000
	
	1.4%
	
	15,000
	
	0.9%

	
	Insurance - liability
	1,500
	
	0.6%
	
	2,250
	
	0.7%
	
	3,375
	
	0.4%
	
	5,063
	
	0.3%

	
	Insurance - casualty 
	2,000
	
	0.9%
	
	3,000
	
	0.9%
	
	4,500
	
	0.6%
	
	6,750
	
	0.4%

	
	Legal and accounting
	1,000
	
	0.4%
	
	1,500
	
	0.5%
	
	2,250
	
	0.3%
	
	3,375
	
	0.2%

	
	Rent
	45,000
	
	19.2%
	
	67,500
	
	21.1%
	
	101,250
	
	12.7%
	
	151,875
	
	9.5%

	
	Supplies
	2,400
	
	1.0%
	
	3,600
	
	1.1%
	
	5,400
	
	0.7%
	
	8,100
	
	0.5%

	
	Telephone
	3,150
	
	1.3%
	
	4,725
	
	1.5%
	
	7,088
	
	0.9%
	
	10,631
	
	0.7%

	
	Other
	4,800
	
	2.1%
	
	7,200
	
	2.3%
	
	10,800
	
	1.4%
	
	16,200
	
	1.0%

	
	Website Development
	50,040
	
	21.4%
	
	10,000
	
	3.1%
	
	15,000
	
	1.9%
	
	22,500
	
	1.4%

	
	Application Development
	50,040
	
	21.4%
	
	10,000
	
	3.1%
	
	15,000
	
	1.9%
	
	22,500
	
	1.4%

	Total operating expenses
	457,780
	
	195.6%
	
	477,175
	
	149.1%
	
	738,263
	
	92.3%
	
	1,020,894
	
	63.8%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Profit before interest and taxes
	-237,580
	
	-101.5%
	
	-176,047
	
	-55.0%
	
	14,558
	
	1.8%
	
	484,747
	
	30.3%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Less: Interest expense
	0
	
	0.0%
	
	-2,500
	
	-0.8%
	
	-3,750
	
	-0.5%
	
	-5,625
	
	-0.4%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Profit before taxes
	-237,580
	
	-101.5%
	
	-178,547
	
	-55.8%
	
	10,808
	
	1.4%
	
	479,122
	
	29.9%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Less: income taxes
	0
	
	0.0%
	
	0
	
	0.0%
	
	-2,702
	
	-0.3%
	
	-119,781
	
	-7.5%

	Net profit
	-237,580
	
	-
	
	-178,547
	
	-55.8%
	
	8,106
	
	1.0%
	
	359,342
	
	22.5%

	Sales needed to break even
	500,637
	
	
	
	520,383
	
	
	
	787,870
	
	
	
	1,062,280
	
	

	
	[Fixed expenses / contribution margin ratio]  
	
	
	
	
	
	
	
	
	
	
	
	


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule B-1

	Online Wedding Planners

	PROJECTED INCOME STATEMENT - FIRST YEAR

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Total
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Sales (per Sched. B-2)
	
	234,000
	0
	0
	0
	7,800
	24,600
	24,600
	24,600
	24,600
	24,600
	29,400
	36,900
	36,900

	Cost of sales (Sched. B-3)
	 
	13,800
	0
	0
	0
	300
	1,500
	1,500
	1,500
	1,500
	1,500
	1,500
	2,250
	2,250

	
	Gross Profit
	
	220,200
	0
	0
	0
	7,500
	23,100
	23,100
	23,100
	23,100
	23,100
	27,900
	34,650
	34,650

	
	Gross Profit %
	
	94.1%
	0.0%
	0.0%
	0.0%
	96.2%
	93.9%
	93.9%
	93.9%
	93.9%
	93.9%
	94.9%
	93.9%
	93.9%

	Operating expenses:
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Officers salaries
	
	108,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000
	9,000

	
	Other payroll  (Sched. B-5)
	
	96,000
	6,500
	6,500
	6,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500

	
	Payroll taxes
	
	30,600
	2,325
	2,325
	2,325
	2,625
	2,625
	2,625
	2,625
	2,625
	2,625
	2,625
	2,625
	2,625

	
	Employee benefits
	
	20,400
	1,550
	1,550
	1,550
	1,750
	1,750
	1,750
	1,750
	1,750
	1,750
	1,750
	1,750
	1,750

	
	Advertising  (Sched. B-6)
	
	28,400
	0
	0
	0
	0
	6,800
	2,800
	2,800
	3,200
	3,200
	3,200
	3,200
	3,200

	
	Commissions
	
	11,700
	0
	0
	0
	390
	1,230
	1,230
	1,230
	1,230
	1,230
	1,470
	1,845
	1,845

	
	Depreciation
	
	2,750
	0
	250
	250
	250
	250
	250
	250
	250
	250
	250
	250
	250

	
	Insurance - liability
	
	1,500
	0
	0
	150
	150
	150
	150
	150
	150
	150
	150
	150
	150

	
	Insurance - casualty 
	
	2,000
	0
	0
	200
	200
	200
	200
	200
	200
	200
	200
	200
	200

	
	Legal and accounting
	
	1,000
	0
	0
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100

	
	Rent
	
	45,000
	0
	0
	4,500
	4,500
	4,500
	4,500
	4,500
	4,500
	4,500
	4,500
	4,500
	4,500

	
	Supplies
	
	2,400
	200
	200
	200
	200
	200
	200
	200
	200
	200
	200
	200
	200

	
	Telephone
	
	3,150
	150
	150
	150
	300
	300
	300
	300
	300
	300
	300
	300
	300

	
	Other
	
	4,800
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400

	
	Website Development
	
	50,040
	8,340
	8,340
	8,340
	8,340
	8,340
	8,340
	0
	0
	0
	0
	0
	0

	
	Application Development
	
	50,040
	8,340
	8,340
	8,340
	8,340
	8,340
	8,340
	0
	0
	0
	0
	0
	0

	Total operating expenses
	
	457,780
	36,805
	37,055
	42,005
	45,045
	52,685
	48,685
	32,005
	32,405
	32,405
	32,645
	33,020
	33,020

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Profit before interest and taxes
	(237,580)
	(36,805)
	(37,055)
	(42,005)
	(37,545)
	(29,585)
	(25,585)
	(8,905)
	(9,305)
	(9,305)
	(4,745)
	1,630 
	1,630 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Less: Interest expense
	
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Profit before taxes
	
	(237,580)
	(36,805)
	(37,055)
	(42,005)
	(37,545)
	(29,585)
	(25,585)
	(8,905)
	(9,305)
	(9,305)
	(4,745)
	1,630 
	1,630 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Less: income taxes
	
	0 
	
	
	
	
	
	
	
	
	
	
	
	0 

	Net profit
	
	(237,580)
	(36,805)
	(37,055)
	(42,005)
	(37,545)
	(29,585)
	(25,585)
	(8,905)
	(9,305)
	(9,305)
	(4,745)
	1,630 
	1,630 

	Net profit %
	
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	4.4%
	4.4%


	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule B-2

	Online Wedding Planners

	SALES FORECAST - FIRST YEAR

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Year 1
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	
	
	Total
	
	
	
	
	
	
	
	
	
	
	
	

	Unit Sales
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	 Links 
	                200 
	 
	 
	 
	10
	20
	20
	20
	20
	20
	30
	30
	30

	
	 IPIX 
	                   92 
	 
	 
	 
	2
	10
	10
	10
	10
	10
	10
	15
	15

	
	                                 - 
	                      - 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	                                 - 
	                      - 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	                                 - 
	                      - 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	                                 - 
	                      - 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Unit Prices [from "Assumptions"]
	
	
	
	
	
	
	
	
	
	
	
	

	
	 Links 
	 - 
	$480.00
	480.00
	480.00
	480.00
	480.00
	480.00
	480.00
	480.00
	480.00
	480.00
	480.00
	480.00

	
	 IPIX 
	 - 
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00
	1500.00

	
	                                 - 
	 - 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	
	                                 - 
	 - 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	
	                                 - 
	 - 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	
	                                 - 
	 - 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	
	
	 
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Sales 
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	 Links 
	 $       96,000 
	0
	0
	0
	4,800
	9,600
	9,600
	9,600
	9,600
	9,600
	14,400
	14,400
	14,400

	
	 IPIX 
	        138,000 
	0
	0
	0
	3,000
	15,000
	15,000
	15,000
	15,000
	15,000
	15,000
	22,500
	22,500

	
	                                 - 
	                      - 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	                                 - 
	                      - 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	                                 - 
	                      - 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	                                 - 
	                      - 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	Totals
	$234,000
	0
	0
	0
	7,800
	24,600
	24,600
	24,600
	24,600
	24,600
	29,400
	36,900
	36,900


	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule B-3

	Online Wedding Planners

	COST OF GOODS/SERVICES

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Year 1
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	
	
	Total
	
	
	
	
	
	
	
	
	
	
	
	

	Unit Sales [from Sales Forecast Sched B-2]
	
	
	
	
	
	
	
	
	
	
	

	 Links 
	 
	200
	0
	0
	0
	10
	20
	20
	20
	20
	20
	30
	30
	30

	 IPIX 
	 
	92
	0
	0
	0
	2
	10
	10
	10
	10
	10
	10
	15
	15

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Unit Cost [from Costing Sched B-4]
	
	
	
	
	
	
	
	
	
	
	

	 Links 
	 
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00
	$0.00

	 IPIX 
	 
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00
	150.00

	    - 
	 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	    - 
	 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	    - 
	 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	    - 
	 
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00
	0.00

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Cost  [calculated] 
	
	
	
	
	
	
	
	
	
	
	
	

	 Links 
	 
	$0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	 IPIX 
	 
	13,800
	0
	0
	0
	300
	1,500
	1,500
	1,500
	1,500
	1,500
	1,500
	2,250
	2,250

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	    - 
	 
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Totals
	$13,800
	0
	0
	0
	300
	1500
	1500
	1500
	1500
	1500
	1500
	2250
	2250


	
	
	
	
	
	
	
	
	Schedule B-4

	Online Wedding Planners

	COSTING OF GOODS OR SERVICES

	
	
	
	
	
	
	
	
	
	

	
	
	
	
	Links
	IPIX
	-
	-
	-
	-

	
	
	
	
	
	
	
	
	
	

	
	Unit Price [from "Assumptions"]
	
	$480.00
	$1,500.00
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	 
	 
	 
	 
	 
	 

	
	Unit Costs, if applicable:
	
	
	
	
	
	
	

	
	 
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	
	
	Cost of goods purchased 
	
	0.00
	150.00
	 
	 
	 
	 

	
	
	 
	
	 
	 
	 
	 
	 
	 

	
	
	 
	
	 
	 
	 
	 
	 
	 

	
	
	 
	
	 
	 
	 
	 
	 
	 

	
	
	 
	
	 
	 
	 
	 
	 
	 

	
	
	 
	
	 
	 
	 
	 
	 
	 

	 
	
	 
	
	 
	 
	 
	 
	 
	 

	 
	
	
	
	
	
	
	
	
	

	 
	
	Total variable cost per unit
	
	$0.00
	$150.00
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	
	
	
	
	
	

	 
	
	Gross profit per unit
	
	$0.00
	$1,350.00
	$0.00
	$0.00
	$0.00
	$0.00

	 
	
	Gross profit margin %
	
	0.0%
	90.0%
	0.0%
	0.0%
	0.0%
	0.0%

	 
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	 
	
	
	
	
	
	
	
	
	

	 
	
	Achievable Gross Profit Margin %
	
	 
	 
	 
	 
	 
	 


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule B-5

	Online Wedding Planners

	PROJECTED PAYROLL - FIRST YEAR

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	
	
	
	Total
	
	
	
	
	
	
	
	
	
	
	
	

	
	A - Number of persons in each category (excluding Officers and Owner/Managers) 
	
	
	
	
	
	
	

	
	
	   
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	 
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	WebMaster
	
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	
	
	Sales person
	
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	
	
	Clerical
	
	 
	 
	 
	1
	1
	1
	1
	1
	1
	1
	1
	1

	
	
	Category D
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	
	Category E
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	
	Category F
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	B - Average monthly gross pay per person
	
	
	
	
	
	
	
	
	
	
	

	
	
	WebMaster
	
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500

	
	
	Sales person
	
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000

	 
	
	Clerical
	
	 
	 
	 
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000

	 
	
	Category D
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	
	Category E
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	
	Category F
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	C - Total (A times B)
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	
	WebMaster
	$30,000
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500
	2,500

	 
	
	Sales person
	48,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000
	4,000

	 
	
	Clerical
	18,000
	0
	0
	0
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000
	2,000

	 
	
	Category D
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	 
	
	Category E
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	 
	
	Category F
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	 
	
	
	$96,000
	6,500
	6,500
	6,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	D - Less: any direct labor cost already included on the "Costing" Schedule B-4 (use Minus sign)
	
	
	
	
	
	

	
	
	
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Total "Other Payroll",  to Income Statement):
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	$96,000
	6,500
	6,500
	6,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500
	8,500


	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule B-6

	Online Wedding Planners

	PROJECTED ADVERTISING AND PROMOTION - FIRST YEAR

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Year 1
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	
	
	Total
	
	
	
	
	
	
	
	
	
	
	
	

	
	 
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Online
	10,000
	 
	 
	 
	 
	3,000
	1,000
	1,000
	1,000
	1,000
	1,000
	1,000
	1,000

	
	Wedding Shows
	4,000
	 
	 
	 
	 
	1,200
	400
	400
	400
	400
	400
	400
	400

	
	Bridal Magazines
	9,200
	 
	 
	 
	 
	1,600
	800
	800
	1,200
	1,200
	1,200
	1,200
	1,200

	
	Newspaper
	1,200
	 
	 
	 
	 
	500
	100
	100
	100
	100
	100
	100
	100

	
	Banner Links
	4,000
	 
	 
	 
	 
	500
	500
	500
	500
	500
	500
	500
	500

	
	Other
	0
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Other
	0
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	 
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Totals
	$28,400
	$0
	$0
	$0
	$0
	$6,800
	$2,800
	$2,800
	$3,200
	$3,200
	$3,200
	$3,200
	$3,200


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Exhibit C
	

	
	Online Wedding Planners

	
	PROJECTED CASH FLOWS

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Year 1
	
	
	
	Year 2
	
	
	
	Year 3
	
	
	
	Year 4
	

	
	
	
	Per Sched C-1
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Net profit [per Income Statement]
	(237,580)
	
	
	
	(178,547)
	
	
	
	8,106 
	
	
	
	359,342 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Add:
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Depreciation
	2,750 
	
	
	
	8,000 
	
	
	
	11,000 
	
	
	
	15,000 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Less: 
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Increase in receivables (  -  )
	(28,849)
	
	
	
	(10,603)
	
	
	
	(59,178)
	
	
	
	(98,630)
	

	
	
	Increase in inventory (  -  )
	(2,268)
	
	
	
	(834)
	
	
	
	(4,653)
	
	
	
	(7,756)
	

	
	Add:
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Increase in accounts payable
	2,268 
	
	
	
	834 
	
	
	
	4,653 
	
	
	
	7,756 
	

	
	
	
	 
	
	
	
	 
	
	
	
	 
	
	
	
	 
	

	
	
	   Cash from operations
	(263,679)
	
	
	
	(181,150)
	
	
	
	(40,072)
	
	
	
	275,712 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Cash used for investment (use MINUS sign)
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Office Equipment
	(15,000)
	
	
	
	(25,000)
	
	
	
	(15,000)
	
	
	
	(20,000)
	

	
	
	Other depreciable assets
	0 
	
	
	
	0 
	
	
	
	0 
	
	
	
	0 
	

	
	
	Other depreciable assets
	0 
	
	
	
	0 
	
	
	
	0 
	
	
	
	0 
	

	
	
	
	 
	
	
	
	 
	
	
	
	 
	
	
	
	 
	

	
	
	   Cash used for investing
	(15,000)
	
	
	
	(25,000)
	
	
	
	(15,000)
	
	
	
	(20,000)
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Cash from financing activities
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Capital paid in by owners
	440,000 
	
	
	
	50,000 
	
	
	
	0 
	
	
	
	0 
	

	
	
	Long-term borrowing (repaid)
	0 
	
	
	
	25,000 
	
	
	
	0 
	
	
	
	(25,000)
	

	
	
	Short-term borrowing (repaid)
	0 
	
	
	
	0 
	
	
	
	25,000 
	
	
	
	(30,000)
	

	
	
	
	 
	
	
	
	 
	
	
	
	 
	
	
	
	 
	

	
	
	   Cash from financing
	440,000 
	
	
	
	75,000 
	
	
	
	25,000 
	
	
	
	(55,000)
	

	
	
	
	 
	
	
	
	 
	
	
	
	 
	
	
	
	 
	

	
	
	    Net increase (decrease)
	161,321 
	
	
	
	(131,150)
	
	
	
	(30,072)
	
	
	
	200,712 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Cash - beginning balance
	0 
	
	
	
	161,321 
	
	
	
	30,171 
	
	
	
	99 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Cash - ending balance
	161,321 
	
	
	
	30,171 
	
	
	
	99 
	
	
	
	200,811 
	


	
	
	
	
	
	
	
	
	
	
	
	
	
	Schedule C-1

	Online Wedding Planners

	PROJECTED CASH FLOWS - FIRST YEAR

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Total
	Jan
	Feb
	Mar
	Apr
	May
	Jun 
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Net profit [per Income State.]
	(237,580)
	(36,805)
	(37,055)
	(42,005)
	(37,545)
	(29,585)
	(25,585)
	(8,905)
	(9,305)
	(9,305)
	(4,745)
	1,630 
	1,630 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Add:
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Depreciation
	2,750 
	0 
	250 
	250 
	250 
	250 
	250 
	250 
	250 
	250 
	250 
	250 
	250 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Less: 
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Increase in receivables (  -  )
	(28,849)
	0 
	0 
	0 
	(2,885)
	(6,702)
	(4,468)
	(3,191)
	(2,394)
	(1,862)
	(2,199)
	(2,808)
	(2,340)

	
	Increase in inventory (  -  )
	(2,268)
	0 
	0 
	0 
	(148)
	(562)
	(375)
	(268)
	(201)
	(156)
	(125)
	(237)
	(197)

	Add:
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Increase in accounts payable
	2,268 
	0 
	0 
	0 
	148 
	562 
	375 
	268 
	201 
	156 
	125 
	237 
	197 

	
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Cash from operations
	(263,679)
	(36,805)
	(36,805)
	(41,755)
	(40,180)
	(36,037)
	(29,803)
	(11,846)
	(11,449)
	(10,917)
	(6,694)
	(928)
	(460)

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Cash used for investment in capital assets (use MINUS sign)
	
	
	
	
	
	
	
	
	
	

	
	Office Equipment
	(15,000)
	0 
	(15,000)
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	Other depreciable assets
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	Other depreciable assets
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Cash used for investment
	(15,000)
	0 
	(15,000)
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Cash from financing activities
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Capital paid in by owners
	440,000 
	440,000 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	Long-term borrowing (repaid)
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	Short-term borrowing (repaid)
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	 
	0 
	0 
	0 

	
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Cash from financing
	440,000 
	440,000 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	    Net increase (decrease)
	161,321 
	403,195 
	(51,805)
	(41,755)
	(40,180)
	(36,037)
	(29,803)
	(11,846)
	(11,449)
	(10,917)
	(6,694)
	(928)
	(460)

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Cash - beginning balance
	0 
	0 
	403,195 
	351,390 
	309,635 
	269,455 
	233,418 
	203,615 
	191,769 
	180,320 
	169,404 
	162,709 
	161,781 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Cash - ending balance
	161,321 
	403,195 
	351,390 
	309,635 
	269,455 
	233,418 
	203,615 
	191,769 
	180,320 
	169,404 
	162,709 
	161,781 
	161,321 


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Exhibit D

	
	Online Wedding Planners

	
	PROJECTED FINANCIAL STATEMENT RATIOS

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Industry
	Year 1
	
	
	
	Year 2
	
	
	
	Year 3
	
	
	
	Year 4

	
	
	
	Average
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	Information Retrieval Services SIC#7375
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Profitability Ratios
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Gross Profit Margin (if applicable)
	3.9%
	94.1%
	
	
	
	94.1%
	
	
	
	94.1%
	
	
	
	94.1%

	
	
	Net Profit Margin
	Net Loss
	Net Loss
	
	
	
	Net Loss
	
	
	
	1.0%
	
	
	
	22.5%

	
	
	Return on Assets (= ROI)
	Net Loss
	Net Loss
	
	
	
	Net Loss
	
	
	
	5.8%
	
	
	
	79.5%

	
	
	Return on Equity
	Net Loss
	Net Loss
	
	
	
	Net Loss
	
	
	
	9.9%
	
	
	
	81.4%

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Asset Management Ratios
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Receivables turnover
	 
	8.1
	
	
	
	8.1
	
	
	
	8.1
	
	
	
	8.1

	
	
	Number of days to collect receivables
	 
	45.0
	
	
	
	45.0
	
	
	
	45.0
	
	
	
	45.0

	 
	
	Inventory turnover
	 
	6.1
	
	
	
	6.1
	
	
	
	6.1
	
	
	
	6.1

	 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Debt Ratios
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	
	Debt to Net Worth (Debt to Equity)
	 
	0.0
	
	
	
	0.4
	
	
	
	0.7
	
	
	
	0.0

	 
	
	Debt to Assets
	 
	0.0
	
	
	
	0.3
	
	
	
	0.4
	
	
	
	0.0

	 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Liquidity Ratios
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	
	Current Ratio
	1.7
	84.8
	
	
	
	23.4
	
	
	
	3.3
	
	
	
	39.3

	 
	
	Quick Ratio 
	1.3
	83.8
	
	
	
	22.4
	
	
	
	3.0
	
	
	
	37.9


	 
	
	Year 1
	Year 2
	Year 3
	Year 4

	 
	Revenue
	234,000
	320,000
	800,000
	1,600,000

	 
	
	
	
	
	 

	 
	
	Year 1
	Year 2
	Year 3
	Year 4

	 
	Net profit
	-237,580
	-178,547
	8,106
	359,342

	
	
	
	
	
	

	 
	
	Year 1
	Year 2
	Year 3
	Year 4

	 
	Equity capital needed
	440,000
	50,000
	0
	0

	 
	Borrowing anticipated
	0
	25,000
	50,000
	-5,000

	
	
	
	
	
	

	 
	
	Year 1
	Year 2
	Year 3
	Year 4

	 
	Total debt
	2,268
	28,102
	57,756
	10,511

	 
	Total equity
	202,420
	73,873
	81,979
	441,321
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CONCLUSIONS AND RECOMMENDATIONS

The idea for this business came about when I was planning my own wedding. Although existing wedding planning websites were very useful for gathering ideas, it was still time consuming to find and coordinate with all the different wedding vendors. I feel a website that has the ability to assist couples in finding all available vendors on specific dates would be very beneficial. Additionally, it would have saved more time if we had the ability to see wedding reception locations without actually having to visit them. 

The success of this business depends on the base of vendors that will advertise and use the available services of this business. This means that vendors will need to purchase the right to use the online booking system. If we cannot convince the vendors of the benefits of the system, then the business will not be able to generate enough revenues to grow.

The success of the business also depends on the growth of the customer base that cannot be realized in the San Diego region alone. In order for the business to survive, it will be necessary to expand into several major markets. Markets to consider can be Los Angeles, Las Vegas, and Hawaii.

The cash required for this business venture cannot be recouped if the business fails in its first year. The business is extremely risky given the lack of any relationships in the wedding industry. A more established online wedding planning business is more likely to be able to convince current wedding advertisers to use the services.

Although the business is viable, it would be wiser to pursue a less risky venture. My recommendation is to not pursue the venture.

REFERENCES

TO BE LISTED IN THE FINAL DRAFT.

APPENDIX A

Industry Averages for Information Retrieval Services

	SIC 7375
	
	
	
	
	

	Information Retrieval SVCS
	
	$
	%

	Cash
	
	
	
	939682
	17.1

	Accounts Receivable
	
	
	972654
	17.7

	Notes Receivable
	
	
	27476
	0.5

	Inventory
	
	
	
	82428
	1.5

	Other Current
	
	
	1099044
	20

	Total Current
	
	
	3121284
	56.8

	
	
	
	
	
	

	Fixed Assets
	
	
	1143005
	20.8

	Other Non-current
	
	
	1230929
	22.4

	
	
	
	
	
	

	Total Assets
	
	
	5495218
	100

	
	
	
	
	
	

	Accounts Payable
	
	
	868244
	12.8

	Bank Loans
	
	
	0
	0

	Notes Payable
	
	
	291247
	5.3

	Other Current
	
	
	1824412
	33.2

	
	
	
	
	
	

	Total Current
	
	
	2983903
	54.3

	
	
	
	
	
	

	Other Long Term
	
	
	631951
	11.5

	Deferred Credits
	
	
	32971
	0.6

	Net Worth
	
	
	
	1846393
	33.6

	
	
	
	
	
	

	Total Liab an Net Worth
	
	5495218
	100

	
	
	
	
	
	

	Net Sales
	
	
	
	4507972
	100

	Gross Profit
	
	
	2087191
	46.3

	Net Profit After Tax
	
	
	-432765
	-9.6

	Working Capital
	
	
	137381
	

	
	
	
	
	
	

	RATIOS
	
	
	
	
	

	SOLVENCY
	
	
	
	

	Quick Ratio (times)
	
	
	1.3
	

	Current Ratios (times)
	
	1.7
	

	Curr Liab to Nw (%)
	
	
	35.3
	

	Curr Liab to Inv (%)
	
	
	999.9
	

	Total Liab to Nw (%)
	
	
	58.6
	

	Fixed Assets to Nw (%)
	
	27.3
	

	
	
	
	
	
	

	EFFICIENCY
	
	
	
	

	Coll Period (days)
	
	
	59.5
	

	Sales to Inv (times)
	
	
	137
	

	Assets To Sales (%)
	
	
	121.9
	

	Sales tTo Nwc (times)
	
	3.8
	

	Acct Pay To Sales (%)
	
	7.5
	

	
	
	
	
	
	

	PROFITABILITY
	
	
	
	

	Return on Sales (%)
	
	
	-31.1
	

	Return on Assets (%)
	
	-20.7
	

	Return On Nw(%)
	
	
	-25.6
	


APPENDIX B

Companies in the Internet and Online Content Providers Industry – 

Also called the Information Retrieval Services Industry. Companies in blue highlights are wedding planning or even planning companies and are considered competition for the business.
	Media - Internet & Online Content Providers

	
	Companies that provide Internet navigation services and reference guide information for World Wide Web and that publish, provide, or present proprietary, advertising, and/or third party content.
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	Companies In This Industry
	 
	 

	
	Company Name
	 
	
	 
	 

	
	 
	 
	 

	
	123Greetings.com, Inc.
	At-A-Glance
	 
	 
	 

	
	365 Corporation plc
	Capsule
	 
	 
	 

	
	About, Inc.
	Capsule
	Profile
	 
	 

	
	ADVFN.com PLC
	At-A-Glance
	 
	 
	 

	
	AltaVista Company
	Capsule
	Profile
	 
	 

	
	AltaVista Europe
	Capsule
	 
	 
	 

	
	America Online, Inc.
	Capsule
	Profile
	 
	 

	
	America Online Latin America, Inc.
	Capsule
	 
	 
	 

	
	AmericanGreetings.com, Inc.
	Capsule
	 
	 
	 

	
	AmericasDoctor.com, Inc.
	Capsule
	 
	 
	 

	
	ARTISTdirect, Inc.
	Capsule
	 
	 
	 

	
	AsiaContent.com, Ltd.
	Capsule
	 
	 
	 

	
	Ask Jeeves, Inc.
	Capsule
	Profile
	 
	 

	
	AskMe Corporation
	At-A-Glance
	 
	 
	 

	
	Audible, Inc.
	Capsule
	 
	 
	 

	
	BabyCenter, Inc.
	At-A-Glance
	 
	 
	 

	
	Bankrate, Inc. 
	Capsule
	 
	 
	 

	
	BET Interactive, LLC
	Capsule
	 
	 
	 

	
	bigchalk.com, inc.
	Capsule
	 
	 
	 

	
	BizProLink Corp.
	At-A-Glance
	 
	 
	 

	
	Blackboard Inc.
	At-A-Glance
	 
	 
	 

	
	BlackVoices.com
	At-A-Glance
	 
	 
	 

	
	bmc Clipserver Ltd.
	At-A-Glance
	 
	 
	 

	
	Bolt, Inc.
	Capsule
	 
	 
	 

	
	Briefing.com, Inc.
	At-A-Glance
	 
	 
	 

	
	Channelfly plc
	At-A-Glance
	 
	 
	 

	
	Classroom Connect
	At-A-Glance
	 
	 
	 

	
	CNET Networks, Inc.
	Capsule
	Profile
	 
	 

	
	The Cobalt Group, Inc.
	Capsule
	 
	 
	 

	
	CollegeClub.com, Inc.
	Capsule
	 
	 
	 

	
	CompuServe Interactive Services, Inc.
	Capsule
	Profile
	 
	 

	
	CPAnet
	At-A-Glance
	 
	 
	 

	
	Crosswalk.com, Inc.
	Capsule
	 
	 
	 

	
	Cybear Group
	Capsule
	 
	 
	 

	
	DealTime Ltd.
	Capsule
	 
	 
	 

	
	EntrePort Corporation
	Capsule
	 
	 
	 

	
	Epinions, Inc.
	At-A-Glance
	 
	 
	 

	
	eUniverse, Inc.
	Capsule
	 
	 
	 

	
	Europe Online Networks S.A.
	Capsule
	Profile
	 
	 

	
	Event411.com, Inc.
	At-A-Glance
	 
	 
	 

	
	The Excite Network, Inc.
	Capsule
	 
	 
	 

	
	Farms.com
	At-A-Glance
	 
	 
	 

	
	Financial Engines, Inc.
	At-A-Glance
	 
	 
	 

	
	FindWhat.com
	Capsule
	 
	 
	 

	
	FreeRealTime.com, Inc.
	At-A-Glance
	 
	 
	 

	
	GALA Incorporated
	Capsule
	 
	 
	 

	
	Gameplay PLC
	At-A-Glance
	 
	 
	 

	
	Gay Financial Network, Inc.
	At-A-Glance
	 
	 
	 

	
	Gay Wired
	At-A-Glance
	 
	 
	 

	
	Getmapping PLC
	At-A-Glance
	 
	 
	 

	
	GlobalMECCA, Inc.
	At-A-Glance
	 
	 
	 

	
	GlobalNet Financial.com, Inc.
	At-A-Glance
	 
	 
	 

	
	Google Inc.
	Capsule
	 
	 
	 

	
	Grassroots Enterprise, Inc.
	At-A-Glance
	 
	 
	 

	
	Health Media Group plc
	At-A-Glance
	 
	 
	 

	
	HealthGate Data Corp.
	Capsule
	 
	 
	 

	
	Hemscott plc
	Capsule
	 
	 
	 

	
	Hollywood Media Corp.
	Capsule
	Profile
	 
	 

	
	Homestead.com, Inc.
	Capsule
	 
	 
	 

	
	Homestore, Inc.
	Capsule
	 
	 
	 

	
	Hoover's, Inc.
	Capsule
	Profile
	 
	 

	
	Hotlinks Network, Inc.
	At-A-Glance
	 
	 
	 

	
	iBlast
	At-A-Glance
	 
	 
	 

	
	IFILM Corp.
	At-A-Glance
	 
	 
	 

	
	IGN Entertainment, Inc.
	Capsule
	 
	 
	 

	
	ImproveNet, Inc.
	Capsule
	 
	 
	 

	
	Index Pricing Group, Inc.
	Capsule
	 
	 
	 

	
	Infogate, Inc.
	Capsule
	 
	 
	 

	
	InfoSpace, Inc.
	Capsule
	Profile
	 
	 

	
	ingenta plc
	At-A-Glance
	 
	 
	 

	
	INT Media Group, Incorporated
	Capsule
	 
	 
	 

	
	Inteli-Health, Inc.
	At-A-Glance
	 
	 
	 

	
	interactive investor plc
	Capsule
	 
	 
	 

	
	Internet Business Group PLC
	At-A-Glance
	 
	 
	 

	
	Iobox
	Capsule
	 
	 
	 

	
	I.T. Technology, Inc.
	Capsule
	 
	 
	 

	
	iVillage Inc.
	Capsule
	Profile
	 
	 

	
	Jarvis Entertainment Group, Inc.
	At-A-Glance
	 
	 
	 

	
	Kelkoo
	At-A-Glance
	 
	 
	 

	
	Kent Information Services, Inc.
	At-A-Glance
	 
	 
	 

	
	The Knot, Inc.
	Capsule
	 
	 
	 

	
	Life Enrichment Network, Inc.
	At-A-Glance
	 
	 
	 

	
	Listen.com
	Capsule
	 
	 
	 

	
	LiveWorld, Inc.
	Capsule
	 
	 
	 

	
	LookSmart, Ltd.
	Capsule
	 
	 
	 

	
	Lycos Europe N.V.
	Capsule
	 
	 
	 

	
	MaMaMedia Inc.
	At-A-Glance
	 
	 
	 

	
	Mambo.com, Inc.
	At-A-Glance
	 
	 
	 

	
	MapQuest.com, Inc.
	Capsule
	 
	 
	 

	
	Marex, Inc.
	Capsule
	 
	 
	 

	
	MarketWatch.com, Inc.
	Capsule
	Profile
	 
	 

	
	Medbroadcast Corporation
	Capsule
	 
	 
	 

	
	Medem Inc.
	Capsule
	 
	 
	 

	
	MedicaLogic/Medscape, Inc.
	Capsule
	 
	 
	 

	
	Medinex Systems, Inc.
	Capsule
	 
	 
	 

	
	Medium4.com, Inc.
	Capsule
	 
	 
	 

	
	Medsite.com, Inc.
	Capsule
	 
	 
	 

	
	MetroCommute Inc.
	At-A-Glance
	 
	 
	 

	
	mondus limited
	Capsule
	 
	 
	 

	
	The Motley Fool, Inc.
	Capsule
	 
	 
	 

	
	MP3.com, Inc.
	Capsule
	 
	 
	 

	
	MSNBC Interactive News, L.L.C.
	Capsule
	 
	 
	 

	
	MusicNet, Inc.
	Capsule
	 
	 
	 

	
	myCFO, Inc.
	At-A-Glance
	 
	 
	 

	
	Napster Inc.
	Capsule
	 
	 
	 

	
	Naturalist.com, Inc.
	At-A-Glance
	 
	 
	 

	
	NBO, Inc.
	At-A-Glance
	 
	 
	 

	
	Nerve.com, Inc.
	Capsule
	 
	 
	 

	
	Net4Music Inc.
	Capsule
	 
	 
	 

	
	NetDoktor Group
	At-A-Glance
	 
	 
	 

	
	NetEase.com, Inc.
	Capsule
	 
	 
	 

	
	Netflix, Inc.
	Capsule
	 
	 
	 

	
	NetSalon Corp.
	Capsule
	 
	 
	 

	
	New York Times Digital
	Capsule
	 
	 
	 

	
	Office.com Inc.
	Capsule
	 
	 
	 

	
	On2 Technologies, Inc.
	Capsule
	 
	 
	 

	
	Onion, Inc.
	At-A-Glance
	 
	 
	 

	
	OpenTable, Inc.
	Capsule
	 
	 
	 

	
	Overture Services, Inc.
	Capsule
	 
	 
	 

	
	Oxygen Media, Inc.
	Capsule
	 
	 
	 

	
	Parago, Inc.
	Capsule
	 
	 
	 

	
	Patientline PLC
	At-A-Glance
	 
	 
	 

	
	PCQuote.com, Inc.
	Capsule
	 
	 
	 

	
	Peel, Inc.
	At-A-Glance
	 
	 
	 

	
	PeopleLink, Inc.
	At-A-Glance
	 
	 
	 

	
	PlanetOut Partners, Inc.
	At-A-Glance
	 
	 
	 

	
	The Plastic Surgery Company Inc.
	Capsule
	 
	 
	 

	
	pogo.com inc.
	At-A-Glance
	 
	 
	 

	
	pressplay
	Capsule
	 
	 
	 

	
	priceline.com Incorporated
	Capsule
	Profile
	 
	 

	
	quepasa.com, inc.
	Capsule
	 
	 
	 

	
	RAW Communications Limited
	Capsule
	 
	 
	 

	
	Realigent Inc.
	Capsule
	 
	 
	 

	
	Red Sky Interactive
	At-A-Glance
	 
	 
	 

	
	Rediff.com India Limited
	Capsule
	 
	 
	 

	
	SalesRepCentral.com, Inc.
	At-A-Glance
	 
	 
	 

	
	Salon Media Group Inc.
	Capsule
	Profile
	 
	 

	
	Scout24 AG
	At-A-Glance
	 
	 
	 

	
	ServiceMagic.com, Inc.
	At-A-Glance
	 
	 
	 

	
	ShopSmart Ltd.
	Capsule
	 
	 
	 

	
	Silverstar Holdings, Ltd.
	Capsule
	 
	 
	 

	
	SINA.com
	Capsule
	 
	 
	 

	
	SmartRoute Systems, Inc.
	At-A-Glance
	 
	 
	 

	
	Sohu.com Inc.
	Capsule
	 
	 
	 

	
	SPACE.com, inc.
	Capsule
	 
	 
	 

	
	SportsLine.com, Inc.
	Capsule
	Profile
	 
	 

	
	StarMedia Network, Inc.
	Capsule
	Profile
	 
	 

	
	Stockscape.com Technologies Inc.
	Capsule
	 
	 
	 

	
	Switchboard Incorporated
	Capsule
	 
	 
	 

	
	Terra Lycos, S.A.
	Capsule
	Profile
	 
	 

	
	Terra Mobile, S.A.
	Capsule
	 
	 
	 

	
	theglobe.com, inc.
	Capsule
	Profile
	 
	 

	
	TheStreet.com, Inc.
	Capsule
	Profile
	 
	 

	
	Todito.com, S.A. de C.V.
	At-A-Glance
	 
	 
	 

	
	TOM.COM Limited
	Capsule
	 
	 
	 

	
	Totally PLC
	At-A-Glance
	 
	 
	 

	
	TPN Holdings plc
	Capsule
	 
	 
	 

	
	Trade Compass, Inc.
	At-A-Glance
	 
	 
	 

	
	Travelzoo Inc.
	At-A-Glance
	 
	 
	 

	
	Trinel Systems Inc.
	At-A-Glance
	 
	 
	 

	
	Two Dog Net, Inc.
	Capsule
	 
	 
	 

	
	UpMyStreet.com Ltd.
	At-A-Glance
	 
	 
	 

	
	Vault, Inc.
	Capsule
	 
	 
	 

	
	VercomNet B.V. 
	Capsule
	 
	 
	 

	
	Virgin Net Ltd.
	Capsule
	 
	 
	 

	
	Vivendi Universal Net S.A.
	Capsule
	 
	 
	 

	
	Vizzavi Europe Ltd.
	Capsule
	 
	 
	 

	
	Walt Disney Internet Group
	Capsule
	 
	 
	 

	
	WeddingChannel.com
	At-A-Glance
	 
	 
	 

	
	WeMedia, Inc.
	At-A-Glance
	 
	 
	 

	
	WireBreak Entertainment
	At-A-Glance
	 
	 
	 

	
	Women.com Networks, Inc.
	Capsule
	 
	 
	 

	
	World Careers Network PLC
	At-A-Glance
	 
	 
	 

	
	Worth Global Style Network Ltd.
	Capsule
	 
	 
	 

	
	WSJ.com
	Capsule
	 
	 
	 

	
	WWW.COM, Inc.
	At-A-Glance
	 
	 
	 

	
	XAP Corporation
	At-A-Glance
	 
	 
	 

	
	Yahoo! Inc.
	Capsule
	Profile
	 
	 

	
	Yupi Internet, Inc.
	Capsule
	 
	 
	 

	
	Zoom.co.uk Ltd
	Capsule
	 
	 
	 


APPENDIX C

Types of Wedding Vendors

	· Photographers

· Musicians

· Videographers

· Disc Jockeys

· Reception Venues

· Florists

· Accessory providers

· Attire

· Audio Visual

· Bakery

· Beauty and Health

· Beverages

· Caligraphers

· Caterers

· Chapels and Churches

· Wedding Consultants

· Dance Instructors

· Decorations

· Entertainment

· Wedding Favors and Gifts

· Furnishings


	· Honeymoon planners

· Invitations

· Jewelry

· Lodging

· Rentals

· Restaurants

· Day After planners

· Transportation

· Travel

· Wedding Registry

· Officiant or Ministers


APPENDIX D

From City of Oceanside Website

BUSINESS ADVANTAGES

LOCATION

· 35 miles north of San Diego 

· 16 miles south of San Clemente/Orange County 

· 83 miles south of Los Angeles 

Interstate 5, a major north/south corridor, near the ocean. Highway 78 runs southeast to Interstate 15 at Escondido 20 miles east. The 76 Expressway runs northeast to the city limits and State Highway 76 continues northeast to I-15.

INCENTIVE PROGRAM
There are significant business advantages to building in Oceanside. The City Council has approved many measures to streamline the development process. One of the significant measures was that fees are payable at time of building permit now, rather than at application. Additionally, the City Council has approved a 20% reduction in the Business License tax.
To encourage new investment in the City, the City Council has approved an incentive plan for new commercial, industrial and office construction. The incentive program allows a reduction in processing fees in a percentage equal to the amount of square footage being constructed, up to a maximum of 50%. If a business wants to build a 40,000-sq. ft. building, the City of Oceanside will reduce their processing fees (not impact fees) by 40%. For example, if they want to build 150,000-sq. ft. the processing fees will be reduced by 50%. A grading incentive program complements the construction incentive program. Developers can grade commercial, industrial or office property to get it ready for sale and save 30% on their grading fees. These programs attest to the City’s pursuit of quality primary jobs in its business park areas.

PERSONAL PROPERTY REBATE
Section 5108 of the California Revenue and Taxation Code allows local jurisdictions to rebate their portion of the personal property tax collected on manufacturing equipment for a five-year period. To qualify, the equipment must be directly linked to manufacturing and create 10 new full-time jobs at $10 an hour for the life of the rebate. Oceanside imposes no head tax and no occupational tax on the number of employees a business has.

SECURITY
Oceanside has the 3rd lowest crime rate of incorporated Cities with their own police departments in San Diego County. Both the Oceanside Police and Fire departments have a high quality reputation in the areas of security and safety. This is evidenced by their outstanding records and statistics.

FINANCING
Should you decide to build or buy, the city can serve the financing needs of business by accessing the Small Business Administration (SBA) 504 program or other available loan programs, if eligible.

FAST TRACK PROCESSING

Should you choose to build a building, the City offers a free and easy pre-development service. This is an opportunity to meet with the various city departments, such as Planning, Engineering, Building, Water Utilities, etc. to identify site specific issues and address any concerns prior to incurring significant engineering expenses. The city is committed to making the construction process as quick and easy as possible.
OCEANSIDE LIFESTYLE
The City of Oceanside is a 42-square-mile coastal community located in North San Diego County, California. With a near perfect year-round climate, and recognition as one of the most livable places in the nation, Oceanside offers both an incomparable lifestyle and abundant economic opportunity.
Residents and visitors alike enjoy Oceanside Harbor, a picturesque mix of water sports and docks for 1,000 small craft. Activities include sailing, kayaking, whale watching, fishing and sightseeing charters, resort hotel accommodations, restaurants, retail shops, and residential properties.
Nearby is the nostalgic Oceanside Pier, the longest wooden ocean pier on the West Coast. Nearly four miles of sandy beaches attract internationally renowned surfers and surfing contests. The Surf Museum and the Oceanside Sea Center, located in the downtown area, also testify to the connection between the city and the sea.
Golf at two public and one private 18-hole or, an executive golf course. More than 80 other golf facilities are located within an easy drive of Oceanside. Local attractions include the historic Mission San Luis Rey, Heritage Living History Park and the Oceanside Museum of Art.
Oceanside is within 30 minutes of the San Diego Chargers, the Padres, renowned museums and theaters, and some of the most popular tourist attractions in the world, including the San Diego Zoo, Balboa Park, Old Town, Sea World, the Del Mar Race Track and the Wild Animal Park.

CLIMATE/GEOGRAPHY
The fifth most desirable weather in the world.
	Average annual high:
	69.1 degrees

	Average annual low:
	52.7 degrees

	Average annual rainfall:
	10.7 inches


TRANSPORTATION
· 45 minutes north of San Diego International Airport 

· 45 minutes south of John Wayne Airport in Orange County 

· 10 minutes north of Palomar Airport, which offers commuter service to LAX 

· Amtrak - 11 trains a day, north and south bound 

· Coaster - 9 round trips to San Diego Monday-Thursday; 11 Friday; 4 Saturday 

· Metrolink - 4 round trips daily to Los Angeles 

Oceanside Municipal Airport - 3,051-foot runway can hold a maximum of 25,000 pounds.
Oceanside has a staffed Amtrak, Metrolink and Coaster rail line to San Diego, Orange, Los Angeles, San Bernardino and Riverside counties. An east-west rail line connecting Oceanside and Escondido is planned for 2005 with six transit stations.

DEMOGRAPHICS
	Population:
	161,029

	Median Age:
	33.3

	Median Household Income:
	$44,478

	 
	California:
	$37,009

	 
	United States:
	$34,076


TRAINING/EDUCATION
Oceanside is served by three K-12 school districts, the Oceanside Unified School District , the Vista School District. and the Carlsbad School District.

State colleges and universities
· MiraCosta Community College 

· Palomar Community College 

· California State University at San Marcos 

· University of California at San Diego 

· California State University at San Diego 

· University of California at Irvine 

Through MiraCosta Community College, the California State University at San Marcos, and the San Diego Work Force Partnership, Oceanside can access quality customized training at a cost subsidized by the State of California. This training is an opportunity for you to ensure that your workforce is trained and ready to go on your opening date.

HOUSING
	Total dwelling units
	58,592

	Median price, single-family house
	$288,000

	Single-family home range
	$140,000 - $2.8 Million

	Condominium range
	$60,500 - $1.8 Million

	Average rent 2bd/2ba apartment
	$885


BUSINESS AND INDUSTRY
7,247 businesses
2,215 Brick & Mortar Businesses
46,648 employees
Largest Private Employers:
Tri-City Medical Center
South Coast Newspapers
The Deutsch Company
Hydranautics
F Fashions Inc.
Becton Dickinson Sharps Disposal Systems
Sumitomo Metal Mining, USA
Largest Public Employers:
Oceanside Unified School District
MWR Activity, Marine Corps Base
City of Oceanside
MiraCosta Community College
North County Transit District

Real Estate
604 acres available for industrial development, r&d and development.
	Industrial land:
	$5.50 - $12.00 per square foot

	Industrial buildings:
	$55 - $72 per square foot

	Industrial leases:
	$0.48 - $1.25 per square foot


 
Average hourly rates for selected occupations
	Mechanical Engineer:
	$21.58

	Graphic Artist:
	$ 14.19

	Electronic Technician:
	$14.38

	Electronic Assembler:
	$ 11.00

	Industrial Production Manager:
	$17.78

	Machinists, General:
	$12.28

	Administrative Assistant/Secretary:
	$11.50


UTILITIES
Water Rates - City of Oceanside 

Rates are comprised of a monthly water usage charge and a service charge. New construction requires a water and wastewater system buy-in fee and a capacity charge imposed by the San Diego County Water Authority based on meter size.
Commercial: Buy-in-fees
	Meter size
	Water
	Wastewater
	SDCWA

	5/8 - 3/4
	  $3,098
	  $3,793
	  $2,004

	1”
	  $5,174
	  $6,334
	  $3,206

	1 – 1 1/2”
	$10,316
	$12,629
	  $6,012

	2”
	$16,512
	$20,214
	$10,421

	3”
	$30,980
	$37,926
	$19,238


Sewer Rates – City of Oceanside
Sewer rates are comprised of a monthly sewer flow charge and a service charge.
Commercial: Sewer flow estimated at 90% of water usage. The rate varies. Monthly charge range: 
$9.47 (5/8-inch meter) to $128.40 (3-inch meter)
TAXES
Oceanside Tax Features
	Property tax rate:
	1.02370% of taxable value

	Sales tax rate:
	7.50%

	Business license fee:
	$0.40 per $1,000.00 of annual gross receipts

	Recycling Market Development Zone
	low interest loans for qualified companies


California Tax Overview
	Corporate Income and Franchise Tax
	8.84%

	Personal Income Tax
	1.0-9.3%

	Manufacturing Equipment Credit
	6%

	Research and Development Credit
	8-12%

	Child-Care Program Credit
	30% of program cost; up to $50,000 per year.

	Unemployment Insurance Tax
	3.4%

	Workers’ Compensation Insurance
	Variable

	Disability Insurance
	0.8%


State Incentives
	Manufacturers’ Investment Credit

	Manufacturers Operating in CA
	6% credit to offset income or franchise tax

	"New" or start up companies
	5% partial sales or use tax exemption

	Research and Development Tax Credit

	Research expenses done in-house
	 
	11%

	Basic research payments to outside companies
	24%

	Net Operating Loss Carryover

	If loss is in first year of operation
	100% over eight years

	If loss is in second year of operation
	100% over seven years

	If loss is in third year of operation
	100% over six years

	California Businesses
	50% over five years

	Child Care Tax Credit


LOCAL GOVERNMENT
City of Oceanside, Incorporated 1888
Type of government - Council/Manager
Police Department - Approximately 250 employees
The Police Department has a five-year strategic plan to prevent crime and reduce the fear of crime. These efforts have resulted in Oceanside having the 3rd lowest crime rate in San Diego County. More than 150 volunteers work with the Police Department, including the popular Senior Volunteer Patrol Program.
Fire Department - 128 employees
Each of the seven fire engines and trucks is a Paramedic Assessment Unit, with at least one paramedic sent out on each call. To support the truck and engine companies, the City has two paramedic ambulances and two emergency medical technician ambulances.
Parks, Pier, Harbor and Beaches - 27 city parks, 4 community recreation centers, 2 swim centers, 3 ½ miles of public beaches, 1,601 sq. ft. fishing pier and a 1,000 slip marina.
CAMP PENDLETON
Camp Pendleton, with 41,000 military and 4,700 civilian employees, helps maintain Oceanside's stable economy and provides an open-space buffer between the city and urban areas to the north. Camp Pendleton is also an excellent source of skilled labor.
