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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

What business will you be in?

Raising rare livestock organically as well as raising all around performance horses in Thoroughbreds (including racing), Paints, Foundation Appaloosas, and Falabellas. Also we will be raising the livestock organically as well.  The chosen property has plenty of stalls, a hot walker, wash stalls, an office, fenced pastures, river frontage, lodge, trails and many more.  

Examples of rare breeds of livestock we`d like to raise are Hereford and Gloucestershire Old Spot hogs, San Clemente, Nigerian Dwarf, and Tennessee Fainting goats, Dutch Belted, Milking Shorthorns, Kerry, and Randall Lineback cows, Santa Cruz, Cotswold,  Karakul, Leicester Longwool, and Icelandic sheep. 

What will you do? 

Grow organic crops, which will be fed to rare livestock. The rare livestock will be use for both growing food, and helping to bring in new breeders and new breeding lines. From our property we will be offering organic meet, cheeses, milk, fruits, vegetables, wool, and wool products as well as organic feed for various animals grown right on the farm. Due to my love of horses, I will be raising those as well as all around stock horses, trail horses, performance horses, and maybe a few racehorses along the way. There will be available, wedding packages for people who would like to be married on our equestrian farm. 

Company Goals and Objectives: Our short-term goals are to start with a good foundation and to be able to create long-term goals. There are no short term goals in raising horses because the gestation is 11 months, training takes about 2 years, and our mares will not join a breeding herd after race retirement until they are 5 or 6 unless they sustain injury which is something we plan on avoiding by offering all horses a structured personal training program for each individual. Performance horses will join breeding herd on a case-by-case basis. We do plan on doing AI breeding, as there are not many facilities offering it at this time. Other goals I`d like to achieve is to be a mentor for younger generations trying to get into organic farming as well as horses. Sometime in the future, offering seminars and hands on education for people who need more education or experience.  Organic farming goals and objectives is to personally live healthier, and my livestock living healthier as well compared to living on processed foods.  I`d like to see other people who purchase my feed, and food, living healthier and hearing about their lives improving with continued sales. 

Business Philosophy: What is important to you in business? The welfare of each animal and improving if not saving the sport (horse racing) from destruction is most important to us.  Saving rare breeds of livestock from extinction is important to us.  Living a healthier lifestyle, feeling more energetic, spending less on medical expenses, and veterinary expenses, and being able to carry that on to others. 

To whom will you market your products? People who want to eat healthier foods, and feed healthier foods to their pets and livestock. As well as horse breeders, owners, and enthusiasts and livestock breeders.  

Industry description
Right now Thoroughbred racing in the United States is at something of a crossroads for survival. Things are not looking good; paradoxically, that the possibility of much-needed reform that could breathe new life into the sport more likely than ever before. The problem that Thoroughbred racing faces, more than anything else, is that it is not a unified entity in the way other sports-- major league football, basketball, hockey, baseball-- are; nor is it even a coordinated series of events, like the PGA Tour is or NASCAR is. Every racetrack is an entity unto itself. And therein lies the problem that has brought the sport to the pass it's come to.

Thoroughbred racing has never been successful at promoting the sport on the national level. The NTRA, which aspired to be a unifying entity, did do the "Go, Baby, Go!" promotional campaign, but they never followed up with that as the separate elements of the racing industry went back to bickering and braying over its own little patch of turf. Racing needs to have enough unity to build a promotional campaign on a national level and to present a single product to the public; and more than anything else, it needs to get its product onto television the way NASCAR, the PGA tour, and the other professional sports leagues are presented. NASCAR has presented a very viable model for how promotion can be done. It's not like racing's leadership needs to reinvent the wheel. But there needs to be unity among the elements, and for that I believe we need a "Racing Commissioner" with the same powers that the commissioners' offices have in other sports. 

Raising other breeds of horses not in the racing industry is up and down due to the economy. People are breeding less, pricing horses lower, which at this time works because for a long time there were more breeders than owners and too many horses. Now this percentage can equalize better, giving the new breeder the ability to pick up good stock, take the time to train, and show the horses to optimize their skills and performance before breeding.

The American Livestock Breeds Conservancy, which I intend to be a part of if I can, protects genetic diversity in livestock and poultry species through the conservation and promotion of endangered breeds. These rare breeds are part of our national heritage and represent a unique piece of the earth's bio-diversity. The loss of these breeds would impoverish agriculture and diminish the human spirit. They have inherited a rich variety of livestock breeds. For the sake of future generations they must work together to safeguard these treasures.
Organic farming is the form of agriculture that relies on techniques such as crop rotation, green manure, compost and biological pest control to maintain soil productivity and control pests on a farm. Organic farming excludes or strictly limits the use of manufactured fertilizers, pesticides (which include herbicides, insecticides and fungicides), plant growth regulators such as hormones, livestock antibiotics, food additives, and genetically modified organisms. Organic farming involves mechanical weed control (via cultivating or hoeing) rather than herbicidal weed control.
Thoroughbred racing as a growth industry
In addition to a unified national promotional program and a single entity negotiating with the networks to get racing on TV so that every single weekend there's a major race to watch, we need a unified national policy on race-day medication, on licensing of participants, and most importantly on the welfare of the horses in the sport. As long as the major public perception is that Thoroughbred racing is a "blood sport," recruiting new fans and new owners-- the lifeblood of the sport-- is going to be a problem.     

Right now, with many tracks and most of the participants in dire financial straits, there is a willingness that I haven't seen before among racing's individual participants to subordinate their individual interests to the overriding need of the sport as a whole to survive. Right now, some venues are getting by through conversion of tracks to "Racinos" where slots and table game revenues subsidize live racing. In my opinion, that's only a stopgap measure. Racing has to recruit fans that are loyal to the sport, not just people who would as soon bet on cockroaches as Thoroughbreds and for whom racing is a gambling pastime, not a sporting passion. 


In the United States, the amount of money bet on Thoroughbred horse racing hit an all-time high of $15.8 billion in 2003 and has been flat or down ever since then. And, the situation is even worse when you take inflation into account. Unfortunately, it has essentially been flat for a decade and for the last five years it has actually been declining. Unless we grow revenue and achieve a level of profitability that allows the people who put their money into horse racing to get an adequate return on investment, sorry to say, we have a bleak future. And, the lack of growth in wagering handle is a serious problem. What people don't realize is that we had a great run in the '90s and then we either flat-lined or slightly declined in the last few years. The fact is in 1990, horse-racing handle was at $9.39 billion, according to The Jockey Club, which tracks statistics in the horse-racing industry. It skyrocketed by 62 percent to the high in 2003. It is said the increase in handle in the 1990s and early 2000s was due primarily to the advent of simulcasting and other forms of distribution of the racing product, which allowed people to wager on races without actually being at the tracks where the horses were running. Tracks started to allow betting on other tracks' races. Off-track betting parlors and casinos added more betting options, and account deposit wagering allowed horse-players to bet over the telephone and computers while watching races at home. Handle simply went up as a result of the fact that one could bet on a lot more races in a lot more places. But in 2008/2009, it seems, the growth of distribution channels has been exhausted. The majority of that growth that could have been captured seems to have been captured, and it doesn't seem to be growing. Horse racing's heyday came back in the 1950s when going to the track was really the only game in town for people who wanted to gamble legally. But the sport began to get hurt by, first, state lotteries, and then the expansion of other forms of legalized gambling, including riverboats and casinos. Studies show when a casino hits any market, there’s a 30 percent decline. To quote Greg Avioli, president and CEO of the Breeders' Cup World Championships, horse racing's annual championship event, said "the single biggest issue is the massive growth of other forms of gambling in the United States." "Racing went from being the exclusive form of wagering in the country to less than 5 percent of the total U.S. wagering market."
Industry experts agree that attendance at the nation's tracks continues to decline, but the data is now anecdotal, as many tracks have stopped counting and reporting attendance. 

What changes do you foresee in the industry, short term and long term? Long term: If racing will make the radical changes it needs to do, I think the outlook is good. But I think otherwise we're looking at a continued decline and eventually only a few mega tracks will exist, selling their signal to betting parlors. Not a good outlook for horsemen who want to breed and own Thoroughbreds. There are too many breeders and not enough owners as it is. Short term: In the short term, it's not good. The downturn in the world economy is leaving most owners with less money than they had to fund expensive interests like racing. Only the very richest owners are not being noticeably affected, but there are not many of them. The following article gives an example of what can be achieved when time and effort could revitalize this industry. http://www.reuters.com/article/pressRelease/idUS165161+06-May-2009+PRN20090506 

At this time, Organic farming, due to the economy, is not as big as it was in 2007 because organic food prices are higher and people are looking for cheap. However, when the economy is in this state and slowly being repaired, is a good time to get into any business really, because it gives the business owner time to grow the business and then when the economy is repaired, they hit big profits and loyal repeat customers.  So with that said, I see it as a definite growth industry for that reason, besides it being healthier than “store bought foods.” The raising of rare livestock (Raising rare livestock) organically as well (also) ties in with this including eggs, meat, dairy, and wool products. 

Since 1990, the market for organic products has grown from nothing, reaching $51 billion in 2008. This demand has driven a similar increase in organically managed farmland. Approximately 77,000,000 acres worldwide are now farmed organically, representing approximately 0.7 percent of total world farmland (2007). In addition, as of 2007 organic wild products are harvested on approximately 62 million hectares. 

How our company will take advantage of a possible rise in the Thoroughbred racing industry

Being of a younger generation, we bring new things to an industry that needs to see change and we have the ambition to bring about those changes. What I`d like to see change, is the amount of tracks. We have too many tracks all together, that haven’t been updated since the ‘70s, and are rarely being used. We need more series in races, more variety, and classes on proper Thoroughbred breeding. Not everyone knows what lines work well together, and what lines tend to break down when bred together. A Regional Racing commissioner would be an asset as well. So, our generation needs to find each other, and get together to fund our businesses, and find the right people to make that happen. If we take the opportunities given to us in our generation, I think we’ll only improve over time. I’d like to be, years down the road, a mentor and help those who can’t get help through the generation before me.

As far as organic farming, starting in an economic downturn, I’ll be ready when it starts repairing itself, and can do immediate sales as well as maybe teach people about organic farming, maybe give classes on making cheese, and how to harvest wool, and things that can be done with wool. People take pride in handmaking things whether it (they) be food or crafts, and that’s something to strive for always. Pride in oneself. (Plus, once they invest time and self-education, they feel obligated to use them.)
How will your company be poised to take advantage of them?

As told to me by a man with 10 years business teaching experience, and 20 years of experience covering the business world in the newspapers and 10 years experience either running his business, or his own business projects, if I get active in the Thoroughbred racing politics, I can help rebuild the flaws in the system, create more opportunities in improving it, and be the mentor of the next generation of not only Thoroughbred horse racing enthusiasts, but horse enthusiasts as a whole. With the experience I can pick up in the years to come, I can offer seminars and classes on proper breeding as far as bloodlines that work or don’t work together. So not only will they come to me for support, but their experience will be in part to based on my knowledge. (I will set the trends and be recognized as a leader in setting the trends.) And the classes don’t even need to stop there, There can be classes on AI breeding, farm management, proper broodmare care, and the list will go on. That philosophy, in being active in the politics of the industry carries over to the organic side of things, as well as being active in it’s improvements, as well as working with other organic farmers throughout the world. 

Describe your most important company strengths and core competencies.
Leila-While I may not have a lot of experience running a business centered on horses, I have had my own business raising/breeding and showing show quality rabbits and often was called to offer my experience to youth. I even got someone started in raising rabbits and now they run a rather well put together rabbitry. I have also owned a show quality Shetland Sheepdog but circumstances in my life had halted my dog breeding/showing program. I`ve also owned 2 horses as well. One, an Appaloosa gelding I was planning on training as a barrel racer and believe me, he had the talent for it. The other was a rescued older Quarter Horse mare who I was going to get into good condition and if possible, breed her for an Appaloosa/QH performance horse I could train from the ground up. But again, life got in the way and I was blackmailed into selling my horses. I do intend to pursue this and at least get the Appaloosa back. He`s considered my “baby.” I would like to get back into dogs and rabbits, and would love to enroll in an online Dog Behavior and Training college, as well as an Equine Management college in Missouri, and take a farrier/blacksmith course in OK. The farrier school seems to cover a great variety in not only horse hoof trimming, but corrective shoeing, making a variety of shoes, and a look into bones and tendons of the legs. It also teaches forge-work. I also have built a number of websites for myself over the years and will be doing the same again for our business, in both graphics, and the site style as well. Anything I don`t know, I do intend to learn from my sources and contacts. Also while raising show rabbits I did a lot of marketing and have enough experience to get started. As far as organic farming, I`ve never done this but live in an area currently that has a lot of organic berry orchards and I may interview some of these owners for their expertise and knowledge. 

Evan
Chelsea (Last name)-Has experience working with and training horses, dairy goats (owns her own show herd of La Mancha Dairy goats and 2 horses) and cows, can drive a tractor, and has some experience growing and harvesting crops and currently is a ranch hand. She also spent time in college for Dairy Science but due to lack of funds was unable to finish.
What factors will make the company succeed? (Why didn’t you answer this?) What do you think your major competitive strengths will be? (Why didn’t you answer this?) What background experience, skills, and strengths do you personally bring to this new venture? (Why didn’t you answer this?)
Legal form of ownership: INC (LLC)
Because this way, the corporation owns the farm and all of its assets and should we ever be sued or go bankrupt, it does not affect US (Why is this capitalized?)  personally. It will only affect the company and the company's name. It also assures that any property we have personally in our name (cars, horses, land, houses, etc...) cannot be gone after (seized?) if the company fails (will be looking into this more this week). 

Products and Services-Thoroughbred Horses-there will be other breeds, but this plan is centered on the Thoroughbreds.
·      Training-We’ll be training our own Thoroughbreds for not only the flat and turf race tracks, but also those who we want to keep in our breeding program that are not racing material. They’ll be trained in jumping, eventing, trail, endurance, western riding, mounted police needs. Those we retire, we may donate as track ponies which are older bomb proof horses that help lead high strung race horses to the gate. We`ll also offer retraining for off the track (hyphenate) Thoroughbreds. 
·      Breeding-Fillies that we want in our breeding program will be bought and used for racing or performance in other skills, then used as broodmares. Some will be offered for sale if we have too many related females. Studs will be used as well, both from other farms and our own. We`ll offer help to new Thoroughbred breeders in bloodlines research as well, for better breeding.
·      Stud Services-Stud services will be available after a certain amount of stakes wins. If the stud is eligible for the Kentucky Derby, we`ll wait to offer coverings until his 5th year after he runs in such races as the Breeders Cup and Jockey Club Gold Cup. Fees will represent the individual horse and his accomplishments, but will not be lower than $2,000 for Live Foal Guarantee (Do not capitalize). Fees are to be paid by the day the foal stands and nurses. 
·      Sales-We will be selling horses at various times, depending on how our needs change, which will include breeding stock, imprint trained yearlings, young racing stock, performance horses, and possibly even breeding stallions if the time comes that we have too many related to him in our breeding herd. We`ll also help owners of just off the track (hyphenate) horses help in the marketing and resale of those horses they`d like to sell.
·      Racing-We will be racing on dirt and turf. Horses will be running from 2-8 years of age. Purses will be won, and most often put back into the horses. Unless it`s a large purse like the Triple Crown. Things that will stop a horse from racing would be injury which we will try to prevent by proper bloodline research and training, as well as the decision to retire a mare sound for breeding.
·      Performance-Performance horses are those that perform a skill be it Dressage which is skilled movement, or jumping, eventing or even endurance. We will have performance horses, which will pretty much be those who don`t have the skill to run or are another breed, but we love the bloodlines so much we want them to stay put. We may also get rescue or “cheap foals that people can`t sell due to the economy,” and train them as performance horses for residual income in both competition purses and sales. After a horses have retired from the race track they will be reconditioned as a performance or pleasure horse as well, barring any injury mishaps.
·      Off the track lay-over-This will be available for race horse owners who don`t own a facility and need a place for their just retired race horses. This lay-up will include retraining, and help in marketing to sell, or we`ll take them ourselves and rehome or use them in our breeding/performance program.
·      Breeding facilities-Will include phantom mares for collection of stallions, and facilities for other breeders’ stallions for collection. There will be mare care for mares to get in foal by our stallions, hand breeding, AI, and special treatment for the mares including supplements. Broodmare barns will have stall cameras so we`re aware at all hours of impending foalings. We`ll be airing the birthing on our website for folks to enjoy. Foals will be imprinted from birth.

(I would add a paragraph about other breeds and the potential revenue from them and why.) 

Organics

The plan is to grow organic crops, which will be harvested to make or sell hay, bread, grain, fruit, vegetables, and herbs. Preserves will be made with the fruit, our grain will be fed to our own livestock being raised organically, and during harvesting we`ll be offering jobs to people who desperately need it. Our livestock will be butchered for our own use as well as for sale to others who are looking to eat healthier. (Might mention what kind of livestock) 
Why we chose the Thoroughbred

The Thoroughbred as well as the other major breed we intend to raise, Foundation Appaloosas, are part of the history of the United States. Thoroughbreds have been raced for years and used to be such a big sport that everyone went to the races over the weekends with their families. The sport has been declining for years and needs to be built back up with positive reinforcement including role models. The Appaloosa was known as the Native American`s horse,  and the Nez Perce tribe itself actually continues to raise them. However, the history of this breed originates back to Mongolia. But upon hitting the US, it`s been selectively bred and improved. It is the one true Appaloosa. So I chose these two breeds as my main focus due to their history, their beauty, their connection to this country, and because growing up that`s what I loved the most. (Didn’t you also choose them because there’s a good market?)
Why I chose organic farming

When I was about 24 I was diagnosed with hypothyroidism, which is the slowing of the thyroid and makes it difficult to keep weight off, makes me more tired, and makes it very difficult to have normal monthly cycles. I was put on 75mcg of Levothyroxin and my thyroid is now in great shape and I`m losing weight and keeping it off. I was told that eating healthy foods would be very beneficial in my loosing weight and keeping it from reappearing. I also find that organic food tastes better. The healthier the food is, the healthier the person who eats it or uses it in some way and that`s all a part of improving my life, and going “green.” (It’s also a fast growing market in the U.S.)
Describe in depth your products or services (technical specifications, drawings, photos, sales brochures, and other bulky items belong in Appendices).

Organic farming is not using pesticides, herbicides, or growth hormones.  And is beneficial for the health of people and animals who eat/use it. A way of cost cutting, is using horses as the labor to plant our crops by plowing without expensive tractors. I will be getting plows and other implements via the Amish and know where to find them. The labor itself is good for the body, and a great way for me personally to keep the weight off to take care of my thyroid. The organic food being fed to the horses, also, is beneficial in racing or other performance sports because the horse will be healthier than horses eating processed food. 

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

I see the using organic feed for the horses and livestock as a competitive advantage because the animals will be healthier compared to animals fed on processed foods. They will have more energy and be less sluggish then those eating all those by products. The same goes for people, and using organic meats, and greens. 

Advantages of our future business will be layovers for horses just off the track which gives owners the ability to put time and resources into their next horse(s) training and racing on the tracks while retraining their horses during layup and helping to offer services to place them in new homes. We’ll also be setting up Artificial Insemination capabilities and people travel far and wide to have collections done from their stallions to offer to clients thus having another way to offer our services and there are very few farms who have this capability.

A disadvantage to organic farming is that it is labor intensive. 

And I`d think a disadvantage to horse breeding, racing, etc. is that it takes a while to build up a breeding program and train a horse, but once there`s a good foot in the door, I can really run with it. Prices fluctuate with the economy and sometimes you find more breeders and less hobby owners who can afford a horse in a bad economy. Bloodlines can only do so much, so the more I research certain lines the better, and a horse’s health can be a disadvantage if not properly cared for, but that`s another thing I intend to work with, implementing equine therapy and using organic supplements.  

What are the pricing, fee, or leasing structures of your products or services?
Overall prices on horses have a lot to do with the current market trends, as well as the performance and bloodlines of each horse, as well as stallion fees. Our plan with stallions is to breed them to our own mares the first year or two to know what they produce before we can accurately decide on a cover fee. For live cover, there will be a $5 a day mare care fee. 

For boarding horses just off the track, there are a lot of variables that we need to think about before we can start doing it, and that`s feed ratio, bedding, and employees, as well as the added bonus of helping in the retraining and marketing to re-sell a horse if needed. Once we have a property in ownership, barns built, and horses on the property, we can come up with prices and statistics. 

We`ll have a basic riding lesson/trail riding program at $15 a day or also have private classes and packages for certain amounts of time.

I can also rent out space at the farm for people wanting to use our riding ring, etc, for training their own horses. 

There will eventually be a leasing program with our performance horses starting at $150 a month.

But until we have a property, and a business, pricing and fees will be very difficult to do. 

IV.        Marketing Plan

Market research - Why?

No matter how good your product and your service, the venture cannot succeed without effective marketing. And this begins with careful, systematic research. It is very dangerous to assume that you already know about your intended market. You need to do market research to make sure you’re on track. Use the business planning process as your opportunity to uncover data and to question your marketing efforts. Your time will be well spent.

Market research - How?

There are two kinds of market research: primary and secondary.

Secondary research means using published information such as industry profiles, trade journals, newspapers, magazines, census data, and demographic profiles. This type of information is available in public libraries, industry associations, chambers of commerce, from vendors who sell to your industry, and from government agencies.

Start with your local library. Most librarians are pleased to guide you through their business data collection. You will be amazed at what is there. There are more online sources than you could possibly use. Your chamber of commerce has good information on the local area. Trade associations and trade publications often have excellent industry-specific data.

Primary research means gathering your own data. For example, you could do your own traffic count at a proposed location; use the yellow pages to identify competitors, and do surveys or focus-group interviews to learn about consumer preferences. Professional market research can be very costly, but there are many books that show small business owners how to do effective research themselves.

In your marketing plan, be as specific as possible; give statistics, numbers, and sources. The marketing plan will be the basis, later on, of the all-important sales projection.

Economics

Facts about your industry:

·      What is the total size of your market? 

Changes in downstream demand for the animals and services that this industry provides will be the major factor contributing to growth in industry revenue in the next five years. Economic growth will play a key role in stimulating demand in downstream industries, as will participation levels in equestrian sports. A return to growth in disposable income is forecast to boost investment in racehorses, spending at racetracks and purchases of horses for recreational use by consumers.

Estimates imply that organic products could constitute 5–6% of the U.S. market by 2007 and as much as 18% in 2015. 

·      What percent share of the market will you have? (This is important only if you think you will be a major factor in the market.) 

The percentage share will start off small and then increase with sales, business improvements, and connections. But a number is difficult to say because there are organic farmers in every country. 

Hypothetically, if I`m able to create the MO state horse racing board, I would have a major factor in the market. So, locally, it would be a very dominant share and nationally it would be considered a presence. I`d also, with the MO state horse racing board, create a track and set up a series of races to make it more unified hoping that other states adopt the same ideas thus making us the foundation for repairing the sport.

·      Current demand in target market.

As stated in a forum on the future of the racing industry, it`s going down because of several reasons but there is hope. One problem that seems to be reoccurring in these threads is slots being prevalent in racing. It used to be, before the slots arrived, that people would need to go to the track to make the bet. Then the slots came around and there were less people betting on the horses, which are the whole reason behind the industry. Now there is simulcast and people can bet online. Personally, slots shouldn`t be a part of horse racing because slots don`t bring anything to the horse itself, the trainer, breeder, owner, etc. Without those people or the horse, there is no horse racing. A lot of the larger tracks, such as Keeneland, Pimlico, Belmont, are getting scared because since the smaller tracks are going out of business it’s only a matter of time before they’re next. The industry was given ample time to revise their issues, and communicate with each other, but they are all in it for themselves. If we had unity, and as stated in the forum, well educated people from different parts of horse racing in a board acting as “chairmen” such as race horse owner, trainer, track official, jockey, bloodstock agent, change can occur. Since the downfall is affecting them personally, then they would have an idea of what’s needed to turn it around. I myself would like to organize a Missouri state board of horse racing business-people and see what we can do to at least increase revenue in our state and maybe with enough voices, go national. 

As my dad said when I talked to him about this, who has 20+ years of business experience, who is an avid Green Bay Packers football fan, “If you couldn’t bet on the Packers, would you still watch them win?”

My answer, as an avid Packer fan myself, “Heck yeah!”

      The older generations are close mouthed and don’t like to share their wisdom so it’s harder to bring in new people into not only the betting aspect of the industry, but also to horse racing itself. Be it as trainers, jockeys, farm owners’, vets, farriers, or even more people to own syndications of racehorses or breeding stallions sold into syndication. If they opened up, shared their knowledge with us younger folk, maybe revenues would thrive since there’d be new money being brought into it. In fact, since new people are the future of the industry, why not offer college scholarships to youth? For example: Equine Business Management colleges such as the University of Lexington, Kentucky, Veterinary scholarships, and Equine Reproductive Sciences scholarships or possibly farrier courses.

      We need organization as well. Like I stated before, all NASCAR tracks are under one organization and they all work together. Why not our horse racing tracks? Why not have an Equine Racing Federation? There could be one for Dirt/Turf, Pacing, and Steeple chasing. Imagine what could be brought to light with organization like this. Everyone working together in peace and harmony? Wow! A horse racing Woodstock without the drugs!

Current trends in organic farming

Economic Research Service of USDA reports that certified organic cropland for grains, fruits, vegetables and other crops more than doubled from 1992 to 1997, and doubled again for many crops between 1997 and 2003. In 2003, there were over 1.4 million acres in organic production as part of 8,035 certified farming operations. Sounds like a lot of land, but relatively speaking, organic farming is still small potatoes, comprising less the half of one percent of U.S. farmland. Organic fruit and vegetable producers are ahead of the organic curve, as they account for 2% and 4% of the total acres in their respective commodity groups.

Overview of the U.S. organic industry.  This industry grew to $14.6 billion in consumer sales in 2005, up more than 17% from the year before. Organic foods, by far the largest and most clearly defined part of the organic industry, grew 16% in 2005 and accounted for $13.8 billion in consumer sales. Organic ‘non-food’ products -- including personal care products, nutritional supplements, fiber, household cleaners, flowers, and pet food -- grew more than 32% from a much smaller base of sales and totaled $744 million in consumer sales in 2005. 

The organic food market.  There were $13.8 billion in consumer sales of organic foods in 2005 representing 2.5% of total U.S. food sales. That 2.5% ‘penetration rate’ (proportion of the total market) is up from just 0.8% in 1997. Sales of organic food have shown consistent annual growth of 15% to 21% since 1997.
·      Trends in target market—growth trends, trends in consumer preferences, and trends in product development.

Looking Ahead. The OTA commissioned several research organizations to look into their crystal balls, and at the data, to predict the future of the organic industry. Here’s what they said: The organic industry will continue to grow and thrive at a steady rate over the next 20 years, but at a slower pace than the current 20 percent average annual sales growth. The average consumer household in 2025 will contain organic products on a regular basis, including food items, organic clothing, household cleaning products and personal care items. 

By 2025 organic products will be sold anywhere and everywhere. Increased sales in restaurants will likely continue. The overall increase in organic sales and acceptance should also translate into increased organic acreage. Younger shoppers will continue to find organic food of interest, especially as ‘GenXers’ pass down their belief systems. Ethnic shoppers including Asian Americans and Hispanic Americans will also continue to be more likely to be organic shoppers, in proportion to their representation in the population. 

Government support of organic agriculture will be crucial to maintain the industry’s growth potential. Specifically, the U.S. government needs to support farmers in transition to organic production, and must continue to enforce the standards to minimize consumer confusion. 

On the down side.  There are some issues that could cloud the future of organic products, including consumer confusion about organic definitions; unbalanced government support and promotion of conventional farming methods in relation to support for the organic industry; and a disproportionate acceptance of organic packaged products versus perishables (fresh food) in the marketplace. But all in all (in my view) the future for organic food, and farming, is bright.  Organic Marketing info brought to you by http://www.uvm.edu/vtvegandberry/factsheets/organictrends.html
Horse racing

“Handle up, purses down” is not a new phenomenon – though the trend was masked for a while by the funds from slots at tracks, purses have been declining as a percentage of handle for nearly twenty years. This is basically due to the spread first of lotteries, then casinos crushing racing industry revenues. 
                  Amid a terrible economy, California's $5 billion horse racing industry is on the brink of losing more tracks. Reflecting a nationwide trend, a once recession-proof business has been hit by a double-digit drop in wagering. Meanwhile, track property is coveted by developers, adding pressure to cities considering other uses for these sports landmarks.
              Another trend I see prevalent is the training and running of Thoroughbreds that are too young. It takes time for bones and joints to grow and putting that much stress on an animal is not healthy. Training at 18 months? They`re still babies. I believe the Triple Crown should be reserved for 4-year-olds instead of three, and fewer races to qualify. With an understanding on bloodlines and hardier animals, I think racing will see fewer horses breaking down on the track such as Eight Belles, Barbaro, and Ruffian. That`s one thing I will be doing. I refuse to have my Thoroughbreds trained when babies. They`ll be imprinted yes, but they won`t be training on the track until at least 2-3 years old. Mares will not be bred for foals until at least 5-6 years of age and not be in constant production. They will be performance horses as well as broodmares. On both sides of the spectrum, there are people who say horse racing is a past time, and others who say it`s wrong and abusive towards animals. I disagree. However, I do not believe in whipping a horse to make it run faster. If it doesn`t have the skill or speed to run, then obviously it needs more training or a new performance skill. Whipping just hurts a horse, doesn`t make them go faster, if anything it would slow it down and confuse them. So, let`s back off on training them so young and let them be youngsters before they wear out the big boy or girl shoes.
 Positive growth trends, although few and far between, bring hope to our dwindling industry.
              Positive trends in the public perception of horse racing reinforce the need for the industry to work even harder.
              “In many cases, we have difficulty identifying who the fan really is,” said National HBPA president Joe Santanna, who represents the organization on the National Thoroughbred Racing Association board of directors.
The work of the alliance apparently has taken root. In 2008, 18% of sports fans said Thoroughbred racing should be banned, and—surprisingly—12% of core fans said the same. This year, it fell to 4% of sports fans and 1% of core fans, according to the research.
 
·      Growth potential and opportunity for a business of your size.

There will be a slow market for about 3-5 years as raising horses takes a lot of time in breeding, training, and even establishing a racing entity. However, while we are building this market up, we can be in another one that`s steady. Which, my dad calls the rich bitch market which is pre-teen and teen girls who are horse crazy and will not stop asking their parents for horses. These will be small horse and large ponies with performance training in predominantly jumping which is one of the largest disciplines for youth women. But after the 3-5 years mark, we`ll have a major increase in revenue from racing and breeding stock and what`s even better, as these Thoroughbreds retire from the track they get retrained as performance horses and those we don`t keep can then replace those ponies that children, now young adults have outgrown. It`s a never-ending field! 

Organic farming is one of the fastest growing segments of U.S. agriculture. As consumer interest continues to gather momentum many U.S. producers, manufacturers, distributors, and retailers are specializing in growing, processing, and marketing an ever-widening array of organic agricultural and food products.

Driven by increased consumer awareness, the market for organic food and beverages is developing rapidly. In the United States, the world's largest market for this product group, analysts expect demand to continue growing in the short to medium term. While domestic production is strong, it is still not high enough to satisfy demand. Producers and traders of organic food and beverages in other countries have strong potential to tap into business opportunities.

Although the lack of specific trade statistics prevents a complete picture of international trade in organic products, retail sales figures provide some understanding of its magnitude. ITC research suggests that retail sales in Europe, Japan and the United States — the major markets for these products — more than doubled between 1997 and 2001 (from an estimated US$ 10 billion to about US$ 21 billion). With retail sales of around US$ 9.5 billion in 2001 (or 1.5% to 2% of total food sales), the United States is the world's largest market for this product group.

Sales figures alone for the sector are impressive. It is also interesting to look at organic food sales in terms of a percentage of total food sales (organic and non-organic). At present they are still quite small — varying between 1% and 3% of total food sales in the major world markets — and thus indicate a strong potential for growth.  Growth potential info from http://goviya.com/usa-organic-market.htm
·      What barriers to entry do you face in entering this market with your new company? Some typical barriers are:

A barrier I see personally is the controversy over gambling at racetracks. There are supporters and those against it and until there is some common ground, the gambling issue will continue to be a hot topic that may foreshadow the racing itself. Steps are being taken slowly, but surely about gambling being the hot topic of horse racing. Then I also see as a barrier, the economy. Horse farms cost money and there are fewer available investors for people just starting out and fewer role models who’ll actually talk to the younger generations. But then again, the economy is hurting everyone everywhere so you can’t single out any one industry because we’re all hurting.

Steps are being taking as of late. With the emergence of online horse racing betting, horse racing has attracted new audiences who, rather than standing track-side studying the form guide, would prefer to place their horse racing bet from the comfort of their own home, this is one way and should be promoted more.

Also, the horseracing industry is struggling to compete with expanding casinos and other betting alternatives. They should allow horse track groups to take a larger cut from wagers to fix up their facilities and offer bigger purses. In fact some states are doing this already helping such tracks as Santa Anita Park and the Oak Tree Racing Association in California. This will allow a Thoroughbred association to increase the amount it deducts from horse race wagering. It also provides the groups more flexibility to spend the money on improvements, including the purchase of tracks and training areas, and allows winnings that are more competitive. Analysts estimate that even a 5% increase in the amount taken out of wagers would generate $200 million annually for the horseracing industry. And this in return will protect jobs in the future.

Before the track pays off the winners (betting) they deduct the "take" which is generally anywhere between 14%-20% and is different for every state. This money goes to pay state and local taxes, purse money for the horsemen, expenses at the track, and the track's profit.

Although the overall picture looks very positive, suppliers should bear in mind potential risk factors. First, occasional or more regular oversupply of certain products or product groups may have immediate and longer-term negative effects. For example, prices of organic products could drop, leading to insufficient profitability for producers and traders. Second, other forms of environmentally friendly and sustainable agriculture may provide increased competition in the future. Integrated farming systems that combine the use of chemical and biological controls (for instance, for pest, nutrient or weed management) provide some examples. Buyers might see these integrated systems, which reduce but do not eliminate the use of chemicals, as an acceptable compromise between organic farming and conventional intensive agriculture.

Finally, media reporting of fraud, in the form of unscrupulous traders selling non-organic products for a higher price as organic foodstuff could make the market more skeptical of products labeled as organic.

Even if, as is likely, time proves the forecast of market expansion to be accurate, growth rates in the United States are bound to slow down or stagnate at some stage. This would be similar to the slowdown that took place in certain European markets after years of rapid growth, such as in Denmark and Switzerland (although growth appears to be picking up again). Organics Barriers from http://goviya.com/usa-organic-market.htm
· High capital costs

As far as Organics and high costs, I don’t see any at this time. 

Organic farming does not require high capital investment as compared to other farming methods. With the soaring costs of chemicals and fertilizers used in the farms, many farmers has now realized the benefits and financial rewards of organic farming as they use natural made compost which are free. In cases of natural calamity, pest or disease attack, and irregular rainfall, when there is a crop failure, small farmers practicing organic farming have to suffer less, as their investments are lower.

Lower Operating Costs - Further, since organic fertilizers and pesticides can be produced locally, the yearly costs incurred by the farmer are also low. Agriculture greatly depends on external factors such as climate, pests, and disease. Further most of the small farmers are dependent on natural rain for water. 

Lower Financial Burdens - Many small farmers worldwide are now in greater debt due to the soaring prices of chemicals, fertilizers, animal fees and fuel. Many are debt ridden. However, an organic farmer, which relies on natural and self-made natural fertilizers and farming methods, has lesser financial burdens and risks. The increasing demand for their organic products will further strengthen their financial position.
· High production costs 
 
A recent study by researchers at the University of California-Davis reported that U.S. shoppers who consistently choose healthy foods spend nearly 20 percent more on groceries. The study also said the higher price of these healthier choices can consume 35 to 40 percent of a low-income family's grocery budget. That's bad news for public health. It's also bad news for the organic-food market, since organics usually carry the highest price tag of all the healthy stuff out there.

Eventually, analysts keep telling us, demand for organics will set the wheels in motion that will drive prices down. But eventually never seems to come. Even though organics sales are growing by about 20 percent a year -- almost 10 times the rate of increase in total U.S. food sales, according to the Nutrition Business Journal -- these cleaner, greener products still carry a hefty premium.

How many shoppers have to jump on the organic bandwagon before we actually see prices fall? How long will that take? And what's the government's role in all this? It depends who you ask.

Production costs would probably consist of feed, stud fees, 

o      High marketing costs

I don`t see any high costs. Marketing horses especially online is usually free. There`s agdirect.com, dreamhorse.com, horseclassifieds.com, we will be running our own farm website, have open-houses for people to come in and learn about the business, ask questions, maybe have some seminars, there`ll be auctions, so marketing costs as I see it, will be relatively low

o      Consumer acceptance and brand recognition

No brands. Horses are not “consumed.” But they have been around for thousands of years, and have been accepted in one way or another. So there’s always a niche somewhere with horses.

Organics-This industry is an example of scarcity, as the growing consumer demand for it cannot be easily satisfied. Supermarkets need to fight over the scarce of supply of organic foods in order to meet their consumer's demand. Because of this characteristic of organic foods, it is interesting to examine how organic firms manage the economy of their products. One of the theories that support managerial economics is the theory of consumer behavior and demand.

Kortbech-Olesen (2002) stated that one of the main factors behind the very positive growth expectations in organic foods is a strong and increasing consumer awareness of health and environmental issues, including a growing resistance amongst consumers towards food products made with genetically modified organisms (GMOs) and GM farming.
 
            Dimitri and Greene (2002) found the following findings on several researches on organic food consumer behavior: price, size and packaging, whether the item is on sale, and whether the item is organic; age, gender, and having a college degree had little impact on a shopper's decision to buy organic produce; consumers with higher incomes and higher levels of education are willing to pay more for organic potatoes; and consumers with advanced degrees are less likely to buy organic produce. 
 
            In the study of Batte, Beaverson and Hooker (2003), consumer respondents were asked why they prefer organic foods. The respondents (51%) replied that nutrition was their primary motive. The next most prevalent reason is the desire for pesticide-free food, a desire to support environmentally friendly agriculture, and finally a suggestion that organic foods taste better. However, in terms of consumers' willingness to pay for organic products, the results were not conclusive. Although most respondents are willing to pay for a pesticide-free food, other results contradict with each other, showing the need for further research on the phenomenon (Batte, Beaverson and Hooker, 2003).

 

            Benbrook (2003) on the other hand stated that food safety will continue to drive the demand for organic foods. According to Benbrook (2003), based on research, purchasing organic food is a reliable way to markedly reduce exposure to pesticides. Less exposure means greater margins of safety. Brought to you by http://sampleresearchproposals.blogspot.com/2010/01/consumer-behavior-and-demand-of-organic.html
o      Training and skills

· Unique technology and patents

So far, in organic farming all I`ve found on unique technology is from a rhubarb grower at this site http://highaltituderhubarb.com/technology.aspx who has created their own unique system.
No patents made or needed to run this business. No unique technology made, but used, yes. We`ll be using something made by Horsemenstrack to keep flighty horses going around the track instead of veering off to the inside rail which can cause accidents. 

o      Unions

No unions in raising horses itself, or organic farming, but there is a something for Jockeys at http://www.jockeysguild.com/
o      Shipping costs

Buyer of horses pays shipping costs. All we’d pay in shipping is transportation for racehorses to various racetracks to run. I`d think these wouldn’t be a problem, in some cases we’d be transporting them ourselves with our own trailers. Especially in the 1st few years since we`ll try to stay local until we build our reputation then we’ll travel to such tracks as Santa Anita, Aqueduct,  etc.

o      Tariff barriers and quotas

There may be some involved when shipping horses overseas to race, but in selling them the buyer pays all costs associated with the shipping. I highly doubt we`ll have quota problems.

·      And of course, how will you overcome the barriers? Since I don`t see or have found any barriers yet besides just making a name for ourselves, all we can really do is build the business up responsibly and honestly.

·      How could the following affect your company?

o      Change in technology

Technology may not change much in horse racing itself, unless there is unity between the tracks. We may see new track surfaces. Just recently there`s been added padding to the starting gate in the back to prevent a horse from injuring its backside. Software made for breeders will upgrade yearly I`m sure, with great new additions to make record keeping easier. If there are more seminars on Thoroughbred bloodlines and which ones produce strong boned horses, then we`ll see fewer horses getting injured and more time spent on creating medications for equine diseases. If the races themselves change, as far as unity goes, and there are “series races” then the way horses are accepted to run in the big races may change. It would also be nice to bring horse racing back to its heyday when people went to the tracks for the weekend to enjoy the horses. If these do happen, I see a dramatic change in the industry and the business itself. Better safety means healthier horses, better software means things done quicker, seminars would become the norm for people wanting to enter the business, and I`d be willing to run them. Even if farming improved as far as more organics available, or better engines for tractors, we`d be seeing healthier feed thus healthier horses. 

· Change in government regulations

After a horse race, winners have a urine test to make sure drugs were not used, and there are regulations on the gambling at the tracks, and as far as organics there are regulations on how to care for the animals to constitute organically grown, however they all have been in place for quiet some time so I don’t foresee any changes. 

· Change in the economy 

If the economy falls in raising horses, the best chance I have while I’m building the business up which will take a few years is taking in cheap horses that are far under priced because people can’t afford to take care of their horses long term, I can train these horses and lease them out for performance riding and eventually have them used as trail and school horses when they retire. So, it’s helping people save money for the time when they can enjoy the equine sport again and not have to wait a while for a horse to be trained. I’ll have something available right away. If the economy gets better, then I can make quick sales, offer covers from my stallions, and still train cheap horses for performance sales and leases. As far as racing goes if the economy falls, I see the sport itself dying out. It can’t afford another economic disaster. But if it improves, with people working together to unify it, I see it coming back to its hay day like it was in the 50`s through the 70`s. And with the emergence of horse racing organizations we’re looking at increased state revenues, new businesses, and new jobs.  

A negative change in the economy for organic farming would definitely be a hurt for not only the growers, but the consumer as well because organic food is healthier. So if less healthy food is available for consumption, health can and will suffer. An improvement to the economy would make organics more readily available, grown more often, consumed more often, and more affordable to the working class.    

o      Change in your industry

As the article http://www.nytimes.com/2008/05/11/sports/othersports/11rhoden.html?_r=1 states, horse racing is stagnant.  There will always be races, but few and far between if it continues coasting the way it has.  So if the industry starts believing that it can be repaired, and start taking the steps it takes to do that, we’ll see a huge jump in more races, more science research, changes in rules, and maybe the minimum age or race horses will be raised so they can grow into their bones and joints. So much can change, and everyone in the industry can benefit. So my starting a MO state racing board will be a good start.

As far as organics are concerned, fluctuations on demand could affect the business. If the consumers get flooded with organic food, prices would go down. At this time though, there isn’t enough organic food available for the current consumer market. 
Product

In the Products and Services section, you described your products and services as you see them. Now describe them from your customers’ point of view.

Features and Benefits

List all of your major products or services.

Retraining and sale marketing of just off the track Thoroughbreds. AI breeding/collection, mare care during breeding seasons, leasing options, horse sales, payment plans, local delivery, auction arena, trail rides, wedding packages, lifetime after sales support, equine business plan writing support, international horse transport company searches, equine educational assistance, and hoof trimming and shoeing. 

Organic products include: organic vegetables, fruit, herbs, wheat, wool, and meat products. Homemade ice cream, cheese, and other dairy, eggs and feathers, and bread, as well as knitted, croqueted, and sewn or felted products from our wool. We’ll be growing our own grain organically to feed to our livestock and birds, thus making it organics grown organically. 

Organic services, helping others learn how to farm organically, organic educational assistance,  and business plan writing assistance. 

For each product or service:

·      Describe the most important features. What is special about it?

·      Describe the benefits. That is, what will the product do for the customer?

Note the difference between features and benefits, and think about them. For example, a house that gives shelter and lasts a long time is made with certain materials and to a certain design; those are its features. Its benefits include pride of ownership, financial security, providing for the family, and inclusion in a neighborhood. You build features into your product so that you can sell the benefits.

What after-sale services will you give? Some examples are delivery, warranty, service contracts, support, follow-up, and refund policy.

As far as after sale services, I will deliver horses free, locally. But if it’s not locally, I will help in finding the best possible horse transport companies. There are no warranties with live animals or service contracts. But, I will have a Sale Contract, which will include contact information and lifetime support. Any time anything’s needed, I’m just a phone call or email away. No refunds but I will do buy-back option if something doesn’t work out, or help to alleviate the issue. Locally I can do follow-up if it’s requested. I can offer myself and other professionals I know to mentor new people in the horse industry. 

Customers

Identify your targeted customers, their characteristics, and their geographic locations, otherwise known as their demographics.

The description will be completely different depending on whether you plan to sell to other businesses or directly to consumers. If you sell a consumer product, but sell it through a channel of distributors, wholesalers, and retailers, you must carefully analyze both the end consumer and the middleman businesses to which you sell.

You may have more than one customer group. Identify the most important groups. Then, for each customer group, construct what is called a demographic profile:

·      Age

In both horses and organics, the age of customers can be any. 

·      Gender

Predominantly male, as far as head of household.

·      Location

Horses can be sold anywhere, including internationally. Organics will be sold locally to start off with however.

·      Income level

Above average.

·      Social class and occupation

Upper middle class to upper class, occupation shouldn’t matter. It doesn’t matter what job you have in order to buy a horse or organic food and products. 

·      Education

Above average.

·      Other (specific to your industry)

I`d think that for the most part, breeders would be buying breeding stock from me, race horse owners or enthusiasts would be getting racing stock, and performance riders would be buying performance horses. As far as organics, I`d think anyone who wants to live healthy.

·      Other (specific to your industry)

For business customers, the demographic factors might be:

·      Industry (or portion of an industry)

In horse racing, businesses that I would be selling horses to would just be other stables. In organics, a possibility is eventually selling to health food stores, and mom and pop stores (since my chosen city is unincorporated). 

·      Location

Stables can purchase horses anywhere, so anyone anywhere can buy horses from me. Organics would be best sold locally for better quality in the food. Wool products however can be sold anywhere.

·      Size of firm

NA, no firms.

·      Quality, technology, and price preferences

·      Other (specific to your industry)

·      Other (specific to your industry)

Competition

What products and companies will compete with you?

Products to compete with me would be organic food and wool products both locally and internationally.

Horses in various skills, in riding, performance, breeding, and racing would be competing against my horses depending on the level my horses are entered in, in various competitions. 

Companies I would be competing with of course, are organic farmers and horse breeders, race horse owners, and performance horse owners or breeders. 

List your major competitors:

(Names and addresses) NA, there are horse owners/breeders everywhere, as well as organic farmers and it could take decades to find every one of them and know who`s my strongest competitor. The best I can say is, organic farmers of Missouri and race horse owners who I`ll be competing with on a regular basis, which would be in halter, Western pleasure, Show Jumping, and the Thoroughbred dirt and turf tracks. 

Will they compete with you across the board, or just for certain products, certain customers, or in certain locations?

Organic farmers will compete with me for certain products, not all farmers grow the same food or make the same products and it`ll start out being local competition as that`s how I intend to start. I am not sure if I`ll be shipping worldwide yet.

As far as the equine industry, yes, it’ll be certain products because there are hundreds of breeds and disciplines and not everyone does the exact same thing or raise the exact same breeds. 

Will you have important indirect competitors? (For example, video rental stores compete with theaters, although they are different types of businesses.)

Organic farmers have indirect competition through non-organic farmers who are farmers who use pesticides and fertilizers. 

No indirect competitors as far as raising primarily performance and race horses, as horses don`t compete with any other animals.

How will your products or services compare with the competition?

As far as how my Thoroughbred will compare, a lot of larger breeders will train each horse same time, same way, same age, while I will be giving each horse a personal training plan catered to their strengths and weaknesses. And at age 2, their bones and joints are still growing, so if I don’t enter them in many if any 2-year old races, that`s fine because in the long run they will perform better and healthier than those that break down as 3-year olds. On top of that, feeding my Thoroughbreds grain grown organically right on my farm will be another advantage, making them healthier yet.

Organically, I intend to do soil testing before I start planting to have a good idea of what will grow best in the soil I have available to work with.  I will be doing research also to have an understanding of what would be best to grow in what area of my land, and what I feel would be best not to grow that I want to grow, I will be planting inside solar greenhouses. I don’t know for certain, but I am sure not a lot of farmers be they non-organic or organic do soil testing before they start planting.

Use the Competitive Analysis table below to compare your company with your two most important competitors. In the first column are key competitive factors. Since these vary from one industry to another, you may want to customize the list of factors.

In the column labeled Me, state how you honestly think you will stack up in customers' minds. Then check whether you think this factor will be a strength or a weakness for you. Sometimes it is hard to analyze our own weaknesses. Try to be very honest here. Better yet, get some disinterested strangers to assess you. This can be a real eye-opener. And remember that you cannot be all things to all people. In fact, trying to be causes many business failures because efforts become scattered and diluted. You want an honest assessment of your firm's strong and weak points.

Now analyze each major competitor. In a few words, state how you think they compare.

In the final column, estimate the importance of each competitive factor to the customer. 1 = critical; 5 = not very important.

Table 1: Competitive Analysis

	Factor
	Me
	Strength
	Weakness
	Competitor A
	Competitor B
	Importance to Customer

	Products
	 
	 
	 
	 
	 
	 

	Price
	 
	 
	 
	 
	 
	 

	Quality
	 
	 
	 
	 
	 
	 

	Selection
	 
	 
	 
	 
	 
	 

	Service
	 
	 
	 
	 
	 
	 

	Reliability
	 
	 
	 
	 
	 
	 

	Stability
	 
	 
	 
	 
	 
	 

	Expertise
	 
	 
	 
	 
	 
	 

	Company Reputation
	 
	 
	 
	 
	 
	 

	Location
	 
	 
	 
	 
	 
	 

	Appearance
	 
	 
	 
	 
	 
	 

	Sales Method
	 
	 
	 
	 
	 
	 

	Credit Policies
	 
	 
	 
	 
	 
	 

	Advertising
	 
	 
	 
	 
	 
	 

	Image
	 
	 
	 
	 
	 
	 


 

Now, write a short paragraph stating your competitive advantages and disadvantages.

Niche

Now that you have systematically analyzed your industry, your product, your customers, and the competition, you should have a clear picture of where your company fits into the world.

In one short paragraph, define your niche, your unique corner of the market.

One niche would be a leadership role, offering myself as mentor in both organic farming and working with horses. The other niche I believe would be raising horses using organic feeds grown on my own land that isn’t often if at all done. 

Strategy

Now outline a marketing strategy that is consistent with your niche.

Promotion

How will you get the word out to customers?

Newsletters, Business website, Magazine and newspaper adds

Advertising: What media, why, and how often? Why this mix and not some other?

Business website, Internet marketing, radio, TV, word of mouth, Internet networking

Why, because in a media savvy environment it pays to use what gets results. How often depends on what I’m using to do the marketing. Each way would have a different time frame of repeating the marketing.  

Other marketing resources don’t work for specific industries. For example, why advertise a race-trained horse via an organic farmers conference? Or why advertise organically grown berries at a horse race? Not every method of marketing works for specific items being sold or used.

Have you identified low-cost methods to get the most out of your promotional budget?

Yes, Networking and having a business website.

Will you use methods other than paid advertising, such as trade shows, catalogs, dealer incentives, word of mouth (how will you stimulate it?), and network of friends or professionals?

Farmers markets, word of mouth, and networking yes to both friends and professionals. Stimulating word of mouth is simple, by having a 1st sale that is positive in nature leaving the customer happy, they can then spread the word to others.

What image do you want to project? How do you want customers to see you?

In addition to advertising, what plans do you have for graphic image support? This includes things like logo design, cards and letterhead, brochures, signage, and interior design (if customers come to your place of business).

I will personally make my business cards, logos, letterheads, signs, etc., some logos already have been. 

Should you have a system to identify repeat customers and then systematically contact them?

Yes, I believe that I should keep track of names, numbers, and email addresses from those who show interest in repeat sales, and when something new is available be sure to get a hold of them via farm newsletters and e-newsletters. 

Promotional Budget

How much will you spend on the items listed above?

Not much, most of these are free including horse classifieds sites, horses winning races promotes the farm as well, and all that takes is entry fees which depends on the race itself. Websites cost usually less than $10 a month, e-newsletters are free, newsletters will of course be printing costs and that depends on the printing companies in the local area’s pricing or I can print from home and save money that way. I probably won’t use radio or TV until my business has a following so my goal is to spend under $300 a year in just the basics, which is a website, e-newsletters, and classifieds sites.

Before startup? (These numbers will go into your startup budget.)

Without something to promote, before the business exists, I won’t spend anything at all.

Ongoing? (These numbers will go into your operating plan budget.)

This is hard to say without knowing entry fees in races, but besides those fees, I can safely say I’ll be spending less than $1,000 a year in promoting and marketing.

Pricing

Explain your method or methods of setting prices. For most small businesses, having the lowest price is not a good policy. It robs you of needed profit margin; customers may not care as much about price as you think; and large competitors can under price you anyway. Usually you will do better to have average prices and compete on quality and service. 

Does your pricing strategy fit with what was revealed in your competitive analysis?

Yes. Horse prices are based on their performance, bloodlines, sometimes markings if rare, as well as local and national prices depending on if the horse is sold locally or nationally. Organics will be priced by what non-organic produce sells for, then price a little higher than that because of it’s better quality.

Compare your prices with those of the competition. Are they higher, lower, the same? Why?

My prices will be even with my competition, until performance improves.

How important is price as a competitive factor? Do your intended customers really make their purchase decisions mostly on price?

Price is not an important factor because my market is directed towards people who have money and the more they pay the more they know that they have purchased something of quality. 

I`d like to think my customers would make their purchase on the quality of what I’m offering. 

What will be your customer service and credit policies?

Customer service will include lifetime support on horse purchases, mentorship if needed, and I will do payment plans on horse sales. Online I can accept credit cards on horse sales and I will be able to accept credit cards/debit cards in the organic store I’ll be building on the land.  But a credit policy does not work in selling food and other organic products. 

Proposed Location

Probably you do not have a precise location picked out yet. This is the time to think about what you want and need in a location. Many startups run successfully from home for a while.

You will describe your physical needs later, in the Operational Plan section. Here, analyze your location criteria, as they will affect your customers.

Is your location important to your customers? If yes, how?

Location is important in growing organics, because to grow crops, the right soil is needed.

Location is not important in working with horses, just as long as the property has the right facilities for the intended use of the horses.

If customers come to your place of business:

Is it convenient? Parking? Interior spaces? Not out of the way?

There is a parking area near the lodge. Horses will be in the barn, in the pasture, training in the ring, or can be lead to show movement. Organics will be either be growing or in a store which hasn’t been built yet but can be and quickly.  

Is it consistent with your image? 

Yes, it sure is.

Is it what customers want and expect?

I`d think so.

Where is the competition located? Is it better for you to be near them (like car dealers or fast food restaurants) or distant (like convenience food stores)?

Competition is worldwide. Horse breeders, race owners, performance riders can be anywhere. And the same goes with organic farming. It would be good to be in the same continent with my competition, but preferably not next door to them. 

Distribution Channels

How do you sell your products or services?

Making contacts in the industry, winning races on the track

Retail

Direct (mail order, Web, catalog)

Wholesale

Your own sales force

Yes, I would like to have some Sales personnel. I would like an equine Sales expert with an eye for the market. And I would like a few hourly sales associates running the organic food and products store. 

Agents

Independent representatives

Bid on contracts

Sales Forecast

Now that you have described your products, services, customers, markets, and marketing plans in detail, it’s time to attach some numbers to your plan. Use a sales forecast spreadsheet to prepare a month-by-month projection. The forecast should be based on your historical sales, the marketing strategies that you have just described, your market research, and industry data, if available.

You may want to do two forecasts: 1) a "best guess", which is what you really expect, and 2) a "worst case" low estimate that you are confident you can reach no matter what happens.

Remember to keep notes on your research and your assumptions as you build this sales forecast and all subsequent spreadsheets in the plan. This is critical if you are going to present it to funding sources.

A Sales Forecast spreadsheet does not work in these fields. It is impossible to have detailed information on a month-by-month projection. 

V.           Operational Plan

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

Production

How and where are your products or services produced?

Organic food and wool produce will be grown and made on the farm, the horses will be born on the farm and most will be trained on the farm. Race trained horses in the beginning will be track trained at a track until we have a training track built on the property by Horsemen’s Track.   

Explain your methods of:

·      Production techniques and costs

Organics costs will be determined by non-organic prices. Organics are of better quality, so will be priced a little higher than those grown with pesticides and fertilizers. Horse costs be it sales or breedings will be determined by the quality of the horse.

My Technique on raising horses will be using good bloodlines with a big emphasis on bloodlines research, and train effectively. Also by my horses winning races I can network and make contacts. The horses will be fed organic feed (hay, grain, and supplements) that will be grown right on the farm using horse power instead of tractors.  Using horsepower will make the horses stronger, better stamina, better durability, and save money because I won’t need machines to harvest which can break down and will need to be replaced.  

·      Quality control

Design of the facilities to be sure of no inefficiencies, no waste, that it’s clean and healthy. Insuring I have good quality genealogies for the stock.  Making sure I have knowledgeable employees who know that they’re doing.  

Having good quality seeds and soil for the organic production. 

·      Customer service

It’s really demonstrated by being knowledgeable, that’ll impress them the most.

·      Inventory control

Has to do with knowing what stock to keep and what stock to sell, so I`d need a method to decide that. That method can only be decided upon once I have the stock in place and am producing foals.

I`d need contracts as far as organic food sales, or storage while I wait for more favorable prices in the market. I’ll be putting in greenhouses so I can grow off-season in the wintertime when prices are high and competition numbers are low. 

·      Product development

With the horses it’s all about better genetics and training and with the organics it’s about better marketing, distribution, and helping the market find value in the product. 

Location

What qualities do you need in a location? Describe the type of location you’ll have.

Physical requirements:

·      Amount of space 

Roughly 2600 acres

·      Type of building

Various. Horse barns, riding area, small store, pole barns

·      Zoning

Agriculture

·      Power and other utilities

Electric, water, communications, windmills to generate my own power

Access:

Is it important that your location be convenient to transportation or to suppliers?

Not necessarily, all I’ll need room for is a 4 x 4 truck for horse feed, seed, hay (before I grow my own), and horse trailers.  

Do you need easy walk-in access?

Not necessarily. The organics store once build will have plenty of room, and horses are in the pasture, on the track, in the barn or being trained. Customers can see them anytime without needing a sidewalk or a large walkway. 

What are your requirements for parking and proximity to freeway, airports, railroads, and shipping centers?

A farm has plenty of room to park vehicles on, and as far as transporting horses to and from shows and races I’ll have my own trailers.  I will transport sold horses locally for free. Horses sold in other states, and countries will pay for their own transportation, which is where a Horse Transport company will come and pick up the horse(s). To other countries, I’ll drop horses off at the closest airport and the horses will be shipped via plane.

Include a drawing or layout of your proposed facility if it is important, as it might be for a manufacturer.

Construction? Most new companies should not sink capital into construction, but if you are planning to build, costs and specifications will be a big part of your plan.

All that will be built is an organics store and a training track for racing horses. Eventually I’ll add more barns once the business has a name for itself.

Cost: Estimate your occupation expenses, including rent, but also including maintenance, utilities, insurance, and initial remodeling costs to make the space suit your needs. These numbers will become part of your financial plan.

What will be your business hours?

Organics store open 9am-9pm

Once I`ve set up a reputable business, I may offer franchises or sell wholesale through the Internet

Horse barn open 24/7

Legal Environment

Describe the following:

·      Licensing and bonding requirements

No licensing needed, nor bonding.

·      Permits

None needed. 

·      Health, workplace, or environmental regulations

Standards I have to worry about is ASPCA and whatever standards there are about raising organic food and products. Otherwise, no health, workplace or environmental regulations. 

·      Special regulations covering your industry or profession

·      Zoning or building code requirements

No building codes needed on a farm.

Agricultural zoning required.

·      Insurance coverage

Liability for both the horses and the organic sales. 

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

Personnel

·      Number of employees

I know some of the essential ones I will need, put I can’t really put a specific number on it. 

·      Type of labor (skilled, unskilled, and professional)

Skilled and professional

·      Where and how will you find the right employees?

How I’ll find my employees is by marketing and word of mouth. For employees working with the horses, there is a website http://www.equimax.com for equine jobs needed and wanted I can use. Where I will find them, doesn’t really matter. If they want to relocate who’s to stop them? I may help employees to relocate to the area. 

·      Quality of existing staff

There is no existing staff

·      Pay structure

Salary, wage, and profit share. With profit share it gives the employee a better incentive to work harder. 

·      Training methods and requirements

I’ll already be finding employees trained by the best.

·      Who does which tasks?

Certain employees with work in certain fields, be it groom, trainer, jockey, exercise rider…each one will do the task or tasks that go with that skill or field.  

·      Do you have schedules and written procedures prepared?

There are no procedures to foaling or training a horse, or growing food. It’s all about having the people who have the experience necessary to perform the tasks. 

·      Have you drafted job descriptions for employees? If not, take time to write some. They really help internal communications with employees. 

No, I haven’t. Most of those are from traditional jobs that people have been training for, for a long time. My business will not need these.

·      For certain functions, will you use contract workers in addition to employees?

Yes. For seasonal.

Inventory

·      What kind of inventory will you keep: raw materials, supplies, finished goods?

Horses in training, some organic food and storage. 

·      Average value in stock (i.e., what is your inventory investment)?

I have to have breeding stock before I can produce something that has value. Same goes for the organics, I need seed to grow food.

·      Rate of turnover and how this compares to the industry averages?

I will keep the best breeding stock through out their lifetime, which is standard in the industry. The organics is annually.  After I harvest, I grow. 

·      Seasonal buildups?

It all grows at the end of the season, I will grow different things at different times however. The greenhouses will allow me to have produce growing in the winter during the off-season however so I’ll always have something available. 

·      Lead-time for ordering?

The only materials I have to purchase ahead of time is some feed and seeds. 

Suppliers

Identify key suppliers:

·      Names and addresses

I can find local suppliers of feed once I have a property/location. As far as stock goes, I`ve done some research on that and will continue to.

·      Type and amount of inventory furnished

Since I’ll have my own organics store on my property, I can hook up with other growers in the area and sell their produce in my store so customers have a wider range to choose from. 

·      Credit and delivery policies

Horses will be personally dropped off if it’s a local sale, countrywide sale then horse transportation companies will transport the horse by buyers’ expense. Airlines will be the shipping method for international buyers.  As far as organics, I will probably have to ship UPS. 

·      History and reliability

The horse breeding and racing industry has been around for years and has an established market and the organics industry is new but growing exponentially. 

Should you have more than one supplier for critical items (as a backup)?

Yes, because if there is drought in one part of the country, I`d want a supplier in another part of country that doesn’t have drought. That goes for feed and seed, it’s not really critical it’s under certain circumstances. 

Do you expect shortages or short-term delivery problems?

No.

Are supply costs steady or fluctuating? If fluctuating, how would you deal with changing costs?

They fluctuate but not greatly. It’s not my prime source of feed, my primary source is what I grow myself. 

With fluctuating costs…I`d just pay more. 

Credit Policies

·      Do you plan to sell on credit?

No.

·      Do you really need to sell on credit? Is it customary in your industry and expected by your clientele?

No I do not need to sell on credit. No it is not customary in my industry to sell on credit.

·      If yes, what policies will you have about who gets credit and how much?

·      How will you check the creditworthiness of new applicants?

·      What terms will you offer your customers; that is, how much credit and when is payment due?

·      Will you offer prompt payment discounts? (Hint: Do this only if it is usual and customary in your industry.)

·      Do you know what it will cost you to extend credit? Have you built the costs into your prices?

Managing Your Accounts Receivable

If you do extend credit, you should do an aging at least monthly to track how much of your money is tied up in credit given to customers and to alert you to slow payment problems. A receivables aging looks like the following table:

	 
	Total
	Current
	30 Days
	60 Days
	90 Days
	Over 90 Days

	Accounts Receivable Aging
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 


 

You will need a policy for dealing with slow-paying customers:

·      When do you make a phone call?

·      When do you send a letter?

·      When do you get your attorney to threaten?

Managing Your Accounts Payable

You should also age your accounts payable, what you owe to your suppliers. This helps you plan whom to pay and when. Paying too early depletes your cash, but paying late can cost you valuable discounts and can damage your credit. (Hint: If you know you will be late making a payment, call the creditor before the due date.) 

I think my operation will be big enough so that I’ll have a full-time bookkeeper/CPA who can keep track of this.

Do your proposed vendors offer prompt payment discounts? 

I need to have enough investment money up front to pay off vendors while I establish the business.

A payables aging looks like the following table.

	 
	Total 
	Current
	30 Days
	60 Days
	90 Days
	Over 90 Days

	Accounts Payable Aging
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 


VI. Management and Organization
Who will manage the business on a day-to-day basis? 

I will.

What experience does that person bring to the business?

I have some experience with animal breeding, showing, and sales though not in the horse business. I don’t have a lot of experience in the organic farming.  

Is there a plan for continuation of the business if this person is lost or incapacitated?

I need to put together a staff before I can determine who can qualify for that.

If you’ll have more than 10 employees, create an organizational chart showing the management hierarchy and who is responsible for key functions.

Include position descriptions for key employees. If you are seeking loans or investors, include resumes of owners and key employees.

Owner – Oversees day to day operations

Store Manager –Manages the organics store and hires hourly sales team

Sales Team – Prices horses for sale, knowledgeable on market prices, and assists buyers both online and off

Marketing Specialist – Markets the business in its many facets, using several kinds of marketing platforms.

Head Groom – Manages the grooms, deciding who gets to work what horse, how many horses, and oversees the day-to-day care of each horse as well as hiring grooms when needed.

Grooms – Cares for a set number of horses each day, feeding, bathing, grooming, hoof care, medications if needed, leading to and from work-outs and to and from pasture. Helps in the weaning of foals.

Trainers – Trains horses for various skills. Trail, Endurance, Jumping, Racing, Halter, Western, etc. There will be more than one trainer.

Breeding Manager – Manages the breeding aspects of the horse farm. They decide when a mare is ready to be covered, who the best pairings are, prepare mares for breedings, assists during foaling

Stallion Manager – Manages the stallions. Handles them during in hand breeding, prepares stallions for breeding, collects for AI

Mare & Foal Manager – Manages the care of mares with their foals. Assists during weaning, decides when a mare is ready to be bred after a foaling, imprint trains the foals

Exercise Riders – Rides a racehorse during training workouts

Jockey – Rides a racehorse during races

Dairy Manager – Manages the dairy portion of the farm. Helps in the care of the dairy cows, the production of dairy products, and hires ranch hands to help take care of the animals. Also breeds the heifers, decides what stock to keep, what to sell. Basically oversees everything to do with the dairy.

Beef Manager – Manages the beef portion of the farm. Decides who to keep in the breeding herd, who to grow for beef, what to sell, breeds heifers, cares for calves, hires ranch hands to help take care of the beef cows, and run the operation.

Ranch Hands – Helps run the farm under the leadership of their respective managers. 

Horticulturist – Manages the organics itself. The planting, the harvesting, the prices, the care of the plants while growing, etc. 

Poultry Manager – Manages the poultry of the farm. Chickens, duck, turkey, and geese.  Feeding, care, housing, sales, what to keep, what to harvest for meat and feathers, etc.

Hog Manager – Manages the pigs on the farm. Breeding, sales, purchases, assists in birthing, what to use for meat, etc.

Sheep Manager – Manages the sheep on the farm. Breeding, sales, purchases, and assists in birthing and wool shearing. 

Professional and Advisory Support

List the following:

·      Board of directors

None.

·      Management advisory board

If I have an investor on board, I will need one to watch their money.

·      Attorney

I will have one on retainer.

·      Accountant

Yes. Working on that now.

·      Insurance agent

Not necessary. 

·      Banker

Wouldn’t hurt to have one.

·      Consultant or consultants

Yes.

·      Mentors and key advisors

I have a business management advisor. I will be searching for additional ones.

VII.      Personal Financial Statement

Include personal financial statements for each owner and major stockholder, showing assets and liabilities held outside the business and personal net worth. Owners will often have to draw on personal assets to finance the business, and these statements will show what is available. Bankers and investors usually want this information as well.

I don’t have any the necessary capitol to finance the business start-up and will be looking for investors who I`d be willing to give %50 of the business until I can buy them out.

VIII.   Startup Expenses and Capitalization

You will have many startup expenses before you even begin operating your business. It’s important to estimate these expenses accurately and then to plan where you will get sufficient capital. This is a research project, and the more thorough your research efforts, the less chance that you will leave out important expenses or underestimate them.

Even with the best of research, however, opening a new business has a way of costing more than you anticipate. There are two ways to make allowances for surprise expenses. The first is to add a little “padding” to each item in the budget. The problem with that approach, however, is that it destroys the accuracy of your carefully wrought plan. The second approach is to add a separate line item, called contingencies, to account for the unforeseeable. This is the approach we recommend.

Talk to others who have started similar businesses to get a good idea of how much to allow for contingencies. If you cannot get good information, we recommend a rule of thumb that contingencies should equal at least 20 percent of the total of all other start-up expenses.

Explain your research and how you arrived at your forecasts of expenses. Give sources, amounts, and terms of proposed loans. Also explain in detail how much will be contributed by each investor and what percent ownership each will have.

IX.         Financial 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

Many business owners think of the 12-month profit and loss projection as the centerpiece of their plan. This is where you put it all together in numbers and get an idea of what it will take to make a profit and be successful.

Your sales projections will come from a sales forecast in which you forecast sales, cost of goods sold, expenses, and profit month-by-month for one year.

Profit projections should be accompanied by a narrative explaining the major assumptions used to estimate company income and expenses.

Research Notes: Keep careful notes on your research and assumptions, so that you can explain them later if necessary, and also so that you can go back to your sources when it’s time to revise your plan.

Four-Year Profit Projection (Optional)

The 12-month projection is the heart of your financial plan. The Four-Year Profit projection is for those who want to carry their forecasts beyond the first year. 

Of course, keep notes of your key assumptions, especially about things that you expect will change dramatically after the first year.

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:

o      Amount of loan

o      How the funds will be used

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

o      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.

o      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:

o      Funds needed short-term

o      Funds needed in two to five years

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

o      Estimated return on investment

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

o      Percent of ownership that you will give up to investors

o      Milestones or conditions that you will accept

o      Financial reporting to be provided

o      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

Retail Business

·      Company image

·      Pricing:

o      Explain markup policies.

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

·      Inventory:

o      Selection and price should be consistent with company image.

o      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?

