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Executive Summary

Susie’s Frozen Treats, Inc. (Susie’s) is an ice cream business concept belonging to Susie Stevens who is the founder and owner of the business enterprise. Susie’s intends to offer a line of homemade-quality premium ice cream products in the Tampa, Florida area which is an area currently underserved in this market. Susie’s ice cream products will be manufactured strictly from locally sourced farms. This business model ensures that Susie’s not only produces healthy delicious ice cream products but is also seen as a valuable and contributing member of the local business community. Susie’s intends to develop relationships with other locally owned and operated food producers in the area such as Pane Rustica, which will supply all of Susie’s sandwich products. This arrangement will allow Susie’s to attract a diverse customer base, as well as, share in the profits of sandwich sales without bearing the expense of stocking and producing these products. The ice cream industry is promising because it is a growth industry with more than $55,369  million in global sales. Sales in the U.S. were $10,044 million in the most recent fiscal period and  expected to grow some 8.1% by 2015. These growth trends in the industry show the potential for ice cream continuing its market relevance. The Tampa market itself has been growing in population over the past decade and its population is currently over 330,000. Additionally, the Tampa Bay area has many outlying towns and suburbs that expand this population to over 1m individuals. The average annual income over $30k annually. Susie’s first year sales objectives are $112,441, which should easily be met through Susie’s diverse product offerings such as ice cream, sandwiches, coffee, snacks, soups, ice cream cakes, and coffee beans. The company will be overseen by a Board of Directors, which includes several individuals who are experienced in the ice cream industry.  Susie’s Frozen Treats will be owned and managed by Susie Stevens who brings years of professional managerial experience and years of ice cream making experience to the operation. Initial funding has been sourced in the form of $30 thousand invested by several members of the board as well as a substantial cash contribution from Susie. A location has been selected and initial strategic and marketing planning is in progress. In addition to the primary store location, Susie’s will also develop a wholesale distribution network selling to institutional customers as well as distributing through local retail shops. 

I. General Company Description

1.0
Overview

Susie’s Frozen Treats, Inc. (Susie’s) is an ice cream shop concept that will sell all locally produced, premium ice cream products, sandwiches, coffee and baked goods.  Susie’s will sell its line of premium ice cream products in the shop as well as wholesale to various retail outlets and institutional enterprises such as schools and hospitals.

It is the intent of Susie’s to produce and sell only the finest premium ice cream and baked goods to the local Tampa Bay community and retail shops which will also result in the support of local community farmers.

Susie’s will be the only locally owned and operated independent ice cream shop operation selling premium ice cream in the Tampa, Florida area.  Susie’s also intends on being actively involved in the community by sponsoring sports teams and donating to local homeless shelters such as Metropolitan Ministries. Susie’s strong local ties to the community will give the enterprise a competitive advantage over larger and more corporate competitors. Susie’s customers will also feel positive about supporting the local community through their patronage.  Using locally sourced ingredients to make Susie’s premium ice cream will also provide a competitive advantage as no other ice cream shop in Tampa, Florida currently sells ice cream produced with locally grown ingredients.  

Susie’s target market is the large base of middle income families that can afford to indulge themselves by making impulse buys of premium ice cream and those who want a viable alternative for lunch and coffee options. Susie’s target market is fairly expansive since the current population in Tampa proper is more than 330,000
 as well as a sizable community of professionals living in the surrounding area who commute into and out of the Tampa area. 

1.1
Legal Description

Susie’s was officially incorporated under the legal name of Susie's Frozen Treats, Inc. in the state of Florida during 2012.  Susie’s is currently leasing the property located at 1234 Profits Street in Tampa, Florida.

1.2
Company/Concept History

Susie’s owes its creation to Susie Stevens who had recently resigned from her position as the Technology Director for a medium sized IT firm to pursue her dream of starting an ice cream shop.  Susie's experience of managing 50 employees and various projects provide her invaluable experience in operating her own shop.  Susie also has experience with making her own ice cream as she has entered numerous ice cream contests. Recently she has won first place at the "5th Annual Ice Cream Fest" and the "Tampa Bay Dessert Convention."  Susie's passion for ice cream and her managerial skills are great assets in her pursuit of founding her own ice cream shop.  Susie's will focus on quality premium ice cream made on site from raw materials.  In addition to ice cream, Susie's Frozen Treats will also offer ice cream cakes, brownies, fresh baked waffle cones, sandwiches and coffee.
1.3
Current Status

Susie is currently hiring a staff of 10 and will have 2 – 3 employees in the shop at all times to ensure fast and friendly service.  Susie has implemented a strict training program to teach her employees the value of customer service and how to make Susie’s quality premium ice cream.  Susie wants to ensure her shop offers the ultimate experience in friendly neighborhood service such as smiling employees that greet customers as soon as they walk in the door.  Susie has also begun sourcing local dairy manufacturers as well as local coffee roasters and bakeries in order to supply her operation.

  

Susie has selected an ideal location in a busy strip mall that is adjacent to a major movie theater.  There is ample parking in the strip mall and a traffic light located at the entrance, which makes for easy entry and exit.  Susie’s will have four tables with three chairs at each table so the shop will be able to accommodate 12 customers inside with benches outside that will accommodate 6 additional customers.  Susie’s format relies on de-emphasizing the interior décor in order to draw the customer’s eye to the ice cream.  Susie’s format will be warm, cozy and clean to give patrons a relaxed feeling when enjoying the premium ice cream. Susie’s delicious premium ice cream flavors combined with the founder’s strong ties to the local community will gain the enterprise a strong base of regular customers. 

1.4
Vision Statement

Susie’s vision statement embraces the zeal that the founder has about sharing her experience and love for premium, locally produced ice cream: 


“Susie’s will convert the world to the wonders of fresh super-premium ice cream one palate at a time.”

1.5
Mission Statement

Susie’s mission statement epitomizes the dedication that the founder has towards quality products and uncompromising customer service:


“Susie’s premium ice cream products will be made from only the finest, local  dairy products and its employees will shock the customers with the depth and sincerity of their desire to cater to the customers’ needs.”

II. Products and Services

2.0
Product Description

Susie's uses only the freshest locally grown and produced ingredients to produce homemade premium goods.  Each item will be of a homemade quality by locally owned and operated businesses to ensure quality and consistency which not only ensures Susie’s of the finest final product possible but also results in the support of the local economy and small producers. The sandwiches, baked goods, ice cream cakes and coffee will help offset the ice cream industry's slow season which is typically during the cooler winter months between November and March.

2.1
Service Description

The service offered by Susie’s employees will be uncompromising in its quality and sincerity. The founder has instituted a thorough training program that emphasizes customer service and satisfaction as much as it does the unique homemade ice cream production processes that Susie’s employs. The employees at Susie’s are tasked with personally greeting and making eye contact with every customer that enters the establishment as well as in offering small samplers. Susie’s customers will leave the establishment not only with the areas finest homemade ice cream but with the satisfaction that they were treated with respect and sincerity in exchange for their business.

III. Marketing Plan

3.0
Industry Overview

The ice cream industry’s economic sector is the Snack and Nonalcoholic Beverages Bars coded for NAICS as 722213.  The NAICS defines this industry sector in the following manner:
 “This U.S. industry comprises establishments primarily engaged in (1) preparing and/or serving a specialty snack, such as ice cream, frozen yogurt, cookies, or popcorn or (2) serving nonalcoholic beverages, such as coffee, juices, or sodas for consumption on or near the premises. These establishments may carry and sell a combination of snack, nonalcoholic beverage, and other related products (e.g., coffee beans, mugs, coffee makers) but generally promote and sell a unique snack or nonalcoholic beverage.” The industry’s sector classification is Ice Cream Parlor, which is coded under the NAICS as 7222131 and SIC as 5812. Some industry quick facts are listed below:

· More than 90% of American households consume ice cream and related frozen desserts.
· Some estimates indicate that 60.5% of the frozen dessert market is taken by regular ice cream, 26.2% is for reduced-fat, 5.2% is for frozen, 4.1% is water ice, 3.5% is sherbet and 0.5% is for other.

· The total U.S. production of ice cream and related frozen desserts in recent years has amounted to about 1.52 billion gallons, or .5 quarts per person. In 2012, the market is forecast to produce 3.5 billion liters of ice cream.
· Estimates indicate that home ice cream accounted for 70% of the market’s value generating total revenues of $7.2 billion, while impulse ice cream made up 14.2% or $1.4 billion.
· In 2012, the ice cream market is forecasted to have a value of $10.5 billion, which is a 9.2% increase from earlier last decade.
The ice cream industry’s main suppliers are dairy farmers and more specifically for Susie’s, local Tampa dairy farmers. These dairy suppliers are quite reliable as long as the cows are healthy and well maintained.  If the cows and/or chickens become plagued with diseases, then the supply of milk, cream and eggs would considerably drop in terms of both quantity and quality central to the product’s character. 

The ice cream industry has two main channels of distribution, retail and wholesale.  Retail ice cream shops and trucks sell directly to the customer in small quantities.  Wholesale ice cream is sold in large quantities such as 3-gallon tubs to restaurants and supermarkets as well as other outlets, which act to diversify the industry’s distribution channels. In the ice cream industry it is generally recognized that foot traffic alone is insufficient to support most small ice cream shops and parlors without either diversifying into other product lines or expanding the distribution outlets. Typical market segmentation in the global ice cream industry, broken down by product, is illustrated in the following table:
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The ice cream industry’s primary customers are middle to upper income people looking for a convenience product and want to indulge themselves with premium ice cream.  Ice cream is not a product that requires the customer to research the product or do price comparison per se, although customers will try different brands. Ice cream is usually bought just on impulse, which is why an ice cream shop’s location is extremely critical.

Seasonality also plays a large role in the consumer’s buying decision since during the winter months less ice cream is consumed.  It is important for ice cream shops to have an adjunct wholesale business or offer additional products such as sandwiches, ice cream cakes, specialty items and coffee to offset the seasonality unique to the industry.

3.1
Market Size

Globally, the ice cream market is viewed as a growth industry and is valued in the billions of dollars. Currently, the global ice cream industry is worth $55,369 with a 4% market growth. The global ice cream industry is expected to reach $68,023 by 2015, which is an approximate 22.9% increase.
 While not directly relevant to the local market, these vast international growth trends in the ice cream industry are typically led by the globe’s leading markets such as the U.S. market and these international trends bode well for local ice cream parlors intent on entering the industry. There are several other international trends and characteristics of the ice cream industry, which should be considered in the planning stages of both small and large operations. Globally, the ice cream industry segmented into two primary divisions: 1) take-home ice cream which accounts for 39.2% of the market and 2) supermarkets and hypermarkets which account for approximately 34.9% of the total market value.
 The implication for Susie’s is that it not only should develop its outside distribution channels to restaurants and institutions as well as its wholesale operations to retail outlets but it must do so in order to stay financially viable and relevant. 

Nationally, the ice cream industry and market is one of the world’s most important markets although Europe remains the world’s largest market for ice cream by volume and value. The U.S. market for ice cream expanded by 1.5% over the past year and reached a value in excess of $10,044 million and is forecast to reach more than $10,853 million by 2015 which would be an effective 8.1% increase over present figures.
 The U.S. ice cream market mirrors the segmentation and distribution characteristics of the broader international ice cream market. The U.S. market for ice cream and ice cream related products expanded over the last five years with a compound annual growth rate (CAGR) of approximately 1.7% as the following chart

Indicates:


[image: image2.emf]
Clearly the U.S. overall ice cream market is on a growth trend and the current emphasis on premium products only makes this trend more promising for locally grown and homemade premium ice cream products, which allow customers to satisfy their urges for delicious ice cream products without compromising their beliefs in helping the community. 

The U.S. market also mirrors the international ice cream market in its segmentation where take-home products dominate the industry. The U.S. take-home ice cream products maintain a 67.7% share of the market and the overall segmentation of the ice cream market by product classification is outlined below:
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Susie’s unique product format and locally grown raw materials will help the enterprise compete within the impulse and artisan ice cream segments. However, because of the sheer size of the take-home market, Susie simply cannot ignore developing distribution channels and relationships with other retail outlets. That is, Susie’s must concentrate almost as much on its wholesale operations as it does on its parlor operations if it wants to achieve its growth and profitability objectives. 

3.2
Target Market

Ice cream is a treat that almost anyone can afford to buy and one in which almost everyone loves to indulge in.  Generally, the heaviest consumers of premium ice cream are middle and upper income families. The ice cream industry also caters to consumers’ various lifestyles with super premium products, reduced-fat or fat-free products, low-carb "no sugar added" products, supplemented ice cream products that have been fortified with added calcium or other nutrients, and lactose-free ice cream. According to the most recent estimates, the local Tampa market has a population of 330,000 giving Susie's a large market to target.
  The median family income in Tampa is approximately $34,415, based on the last census estimate which implies that the majority of the population fits within the target market of middle to upper income families.

3.3
Marketing Objectives

· To bring in at least 1,000 people with each promotion

· To get 5,000 people participating in the customer loyalty program

· To create awareness of and a positive image for Susie's 

· To increase awareness of Susie’s local relationships with milk producers, baked goods distributors, and small coffee roasters.

· To make a first year sales revenue of $112,441 (independent of wholesale & alternative distribution channels)

3.3.1
Products

Susie's will use only the freshest ingredients to produce homemade-quality premium ice cream products.  Each item will be of homemade quality by locally owned and operated businesses to ensure quality and consistency while supporting the local economy. The sandwiches, baked goods and coffee will not only help offset the ice cream industry's slow season but also develop independent revenue streams that will expand profitability (see appendix three).

Ice Cream
Susie's Frozen Treats offers premium homemade-quality ice cream (ice cream that is made on site).  The ice cream is made using locally grown ingredients and milk produced by local farmers.  Premium ice cream is defined by its higher fat content than regular ice cream with low overrun, and higher quality ingredients.
  Susie’s Frozen Treats ice cream will have 12% – 15% fat content and overrun of 60% - 90%, which are consistent with the proportions found in premium ice cream. Susie’s will also offer more healthy ice cream options such as reduced fat and nonfat products that are still faithful to the locally grown brand.  Typically, reduced fat ice cream contains at least 25% less fat than regular ice cream and non-fat ice cream contains less than 0.5 grams of fat per serving.
 Since Susie’s will use local farmer's milk, customers will feel positive about helping the community as well as enjoying a delicious premium ice cream product. Ice cream consumption figures reveal that the top five individual flavors in the United States are vanilla at 30%, chocolate at 10%, butter pecan at 4%, strawberry at 3.7% and chocolate chip mint at 3.2%.
  Based on the popular flavors research, Susie’s intends to offer a full menu of available flavors (see attachment one) as well as an assortment of toppings, cookies, brownies, ice cream cakes, waffle cones, coffees, and Panini Sandwiches offered through Pane Rustica, a local bakery as seen on the menu (see attachment two). This diversified product line will help Susie’s to not only stay competitive in the local ice cream market, but also attain profitability across several industries, such as the coffee shop/café industry in which it will partially compete.
3.3.2
Pricing Strategy

The following table describes Susie’s initial price menu although prices are subject to change dependent upon suppliers and market events and are based on an average of the various serving sizes and/or portions:

	Susie’s Pricing Schedule
	

	Ice cream cones
	$2.25

	Ice cream cups
	$2.35

	Sandwiches
	$4.25

	Coffee by the cup
	$1.25

	Snack products
	$3.00

	Soup
	$3.25

	Coffee (bean)
	$3.75 per pound


Additionally, it should be noted that Susie does not intend nor is it necessary to compete based on price. Susie’s is a purveyor of quality, premium ice cream products and other quality food items and developing a competitive strategy based on price would erode the brand image that Susie’s wishes to establish.

3.3.3
Promotion Strategy

Susie's intends to utilize a combination of intense public relations activity through community involvement and print advertising to draw customers into the shop and create brand awareness of its quality, locally grown and produced products. Susie’s promotion strategy follows:   


Grand Opening. Susie’s will send out a press release regarding the grand opening of the operation to the local news media.  There will be a local radio station broadcasting live from Susie’s location and there will be a $500 giveaway and free samples of Susie’s ice cream and baked goods.  Susie’s will also give away t-shirts with the company logo and slogan: "I Scream for Ice Cream @ Suzie’s Frozen Treats." A buy one get one free coupon will be place in the local newspapers one week prior to the grand opening to be redeemed on that day.

  
Customer Loyalty Program. Susie's will provide customer loyalty cards to every patron that will be stamped each time a purchase is made.  The customers will receive a free ice cream cone on their sixth visit. The customer loyalty program will assist Susie’s gain regular customers who tend to spend more in-store when redeeming free-product cards in the same manner that gift cards in other retail outlets generate higher sales.
 There will also be a location on the customer loyalty card where the customer can fill out his or her email address.  By collecting the customer's email address, Susie’s will be able to reach its customers directly to offer special promotions throughout the year.

Community Involvement. Susie's will sponsor a local youth baseball team and provide it with uniforms as well as offer free ice cream to the team after its wins.  This creates good will in the community and brand awareness for Susie's products.  


Continuing PR and Advertising. When local DJ's have a birthday, Susie's will send them an ice cream cake free of charge in exchange for a free on-air mention and creating a good relationship with the local media.  Susie will also send out press releases to the media regarding her use of locally produced dairy products and giving back to the community.  During the winter months a buy-one-cone/get-one-cone coupon and a $1.00 off ice cream cakes coupons will be placed in the local newspapers.


	Promotional Budget
	

	Newspaper Advertisements
	$6,000

	Store Signage
	$1,000

	Grand Opening
	$1,500

	Public Relations (give-a-ways/samples)
	$500

	Total Budget
	$9,000


3.3.4
Placement (distribution)

· Location: Susie's is located in a busy strip mall with plenty of parking and easy access.  The shop is also located next to a large movie cinema, which attracts crowds of people waiting to see movies or looking for something to do following a movie.  The closest competitor is more than 10 miles distant from this primary location.

· Retail Channels: Susie's will develop a branded line of premium, locally produced ice cream products that it will market wholesale to local restaurants and supermarkets.

· Institutional Vendors: Susie’s wholesale product line will also be actively marketed to institutional outlets that serve food products en masse, such as schools, camps, and hospitals.

3.4
Sales Forecasts

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	12-month Sales Forecast
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	June
	July
	Aug
	Sep
	Oct
	Nov
	Dec
	Jan
	Feb
	Mar
	April
	May
	Annual Totals

	total ice cream cones
	300
	400
	550
	600
	700
	750
	800
	900
	950
	1000
	1400
	1750
	10100

	Sale price @ unit
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	2.25
	 

	 TOTAL
	675
	900
	1,238
	1,350
	1,575
	1,688
	1,800
	2,025
	2,138
	2,250
	3,150
	3,938
	22,725

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	total ice cream cups 
	250
	400
	450
	500
	650
	700
	750
	850
	900
	1000
	1250
	1500
	9200

	Sale price @ unit
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	2.35
	 

	TOTAL
	588
	940
	1,058
	1,175
	1,528
	1,645
	1,763
	1,998
	2,115
	2,350
	2,938
	3,525
	21,620

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	total sandwiches
	150
	200
	200
	250
	250
	300
	350
	350
	400
	400
	450
	575
	3875

	Sale price @ unit
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	4.25
	 

	TOTAL
	638
	850
	850
	1,063
	1,063
	1,275
	1,488
	1,488
	1,700
	1,700
	1,913
	2,444
	16,469

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	total coffee cups
	450
	450
	450
	500
	550
	600
	750
	750
	800
	850
	1000
	1250
	8400

	Sale price @ unit
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	1.75
	 

	 TOTAL
	788
	788
	788
	875
	963
	1,050
	1,313
	1,313
	1,400
	1,488
	1,750
	2,188
	13,463

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	total snacks
	300
	350
	350
	400
	400
	450
	500
	500
	550
	700
	850
	1150
	6500

	Sale price @ unit
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	3.00
	 

	TOTAL
	900
	1,050
	1,050
	1,200
	1,200
	1,350
	1,500
	1,500
	1,650
	2,100
	2,550
	3,450
	19,500

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	total soups
	120
	150
	150
	200
	200
	250
	300
	350
	400
	475
	525
	725
	3845

	Sale price @ unit
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	3.25
	 

	TOTAL
	390
	488
	488
	650
	650
	813
	975
	1,138
	1,300
	1,544
	1,706
	2,356
	12,496

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	total coffee bean
	50
	70
	70
	100
	100
	120
	150
	150
	175
	180
	200
	280
	1645

	Sale price @ unit
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	3.75
	 

	TOTAL
	188
	263
	263
	375
	375
	450
	563
	563
	656
	675
	750
	1,050
	6,169

	 
	
	
	
	
	
	
	
	
	
	
	
	
	 

	Monthly totals: All Categories
	4,165
	5,278
	5,733
	6,688
	7,353
	8,270
	9,400
	10025
	10,959
	12,106
	14,756
	18,950
	112441


3.5
Competitor Analysis

The ice cream industry in the U.S. is highly competitive but is dominated largely by multi-million dollar manufacturers that produce ice cream products primarily for retail distribution in supermarket/hypermarket distribution. The following table illustrates the market division among the largest ice cream manufacturers in the U.S. market:
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While these large ice cream manufacturers are not direct competitive threats to Susie’s local operations in the Tampa area, they do pose a competitive barrier to Susie’s plans to enter the wholesale and retail distribution channel outlets. However, for market competitive purposes oriented towards Susie’s primary location, the share of the market defined as other is where the majority of Susie’s direct competitors is in the market and vies for customers. Some of these competitors are examined in the following pages.

Old Meeting House Ice Cream

Strengths: 

· Old Meeting House has been in business since 1947 and therefore has formed close ties to the Tampa community and strong relationships with local retailers.

· The company utilizes all natural ingredients for its super premium and premium ice creams.

Weaknesses:

· Old Meeting House also operates in Atlanta, Georgia so it has more extensive production, distribution, and market channels to manage.

· The company’s ice cream is only offered locally through wholesale channels since it has no retail shops in Tampa, Florida.

Ben & Jerry’s

Strengths:

· Ben & Jerry’s is a franchise so it has national brand recognition.

· Ben & Jerry’s sell their products wholesale to the top supermarkets.

Weaknesses:

· Ben & Jerry’s does not sponsor any local Tampa sports team or engage in any community involvement.

· The company has no local retail outlet and therefore is only available wholesale.

Indirect competition for the ice cream industry would be desserts served at restaurants such as pies, cakes and Italian pastries.

Baskin Robbins

There’s a fourth leading ice cream shop chain in the U.S. Recently Baskin Robbins reported sales in the amount of $572 million, up from the previous period by 3.6%.  Baskin Robbins claims to be the world’s largest ice cream chain with 6,000 stores located in 35 countries across the globe.  This includes 2700 locations across the U.S. The company is part of Dunkin Brands, a wholly owned subsidiary of Bain Capital. 

· Baskin-Robbins is reinventing itself with its latest launch—Soft Serve ice cream. This product is an attempt to revitalize the brand by merging Baskin-Robbins’ quality and variety with a value price point. 

· Additionally, Baskin-Robbins is launching a new concept format called BR Express featuring a product line based on the Soft Serve menu.

· Baskin-Robbins has also introduced a line of better-for-you ice cream treats and promoted branded toppings/mix-ins as well as customization to cater to diverse consumer interest.
Implementing Soft Serve Ice Cream

Traditionally, Baskin Robbins has always been known for their 31 flavors of hard serve ice cream.  However, in an attempt to revitalize their brand the firm introduced the soft serve ice cream to the menu.  According to Ice Cream National Retailers Association, soft serve ice cream is particularly popular and ranks as number 1 as frozen dairy treats among consumers.  Thus, without losing their brand recognition, Baskin Robbins now promotes 31 flavors of their soft serve ice cream.

The nationwide launch of Baskin Robbins soft serve ice cream includes favorites like Soft Serve cones, cups and sundaes, and introduces new Baskin-Robbins menu offerings including:

· Magic Sprinkles: Special sprinkles that magically change color as they are licked off a cone. The sprinkles are available in Berry, Grape and Watermelon flavors, and change from red to blue, blue to purple, and green to red.

· 31° Below: Baskin-Robbins Vanilla Soft Serve blended together with delicious candies and toppings. Flavors include Butterfinger, Reese’s Peanut Butter Cup, M&M’s, Snickers, Oreo, Heath Bar, and favorite original Baskin-Robbins flavors like Jamoca Almond Fudge. Consumers can also customize toppings, creating their very own 31° below.

· 31° Below Pies: Take-home pies made with Baskin-Robbins Vanilla Soft Serve, blended with candies and toppings. Pie varieties include Reese’s Peanut Butter Cup, Heath Bar and Oreo; all made with chocolate or graham cracker piecrusts.

· Fruit Creams: A blend of Vanilla Soft Serve and real fruit puree—available in Peach Passion, Mango and Strawberry.

Additionally, Baskin-Robbins promoted 88-cent Soft Serve ice cream cones to build excitement and interest in the new product. This promotion came right after the company’s third annual 31 Cent Scoop Night on April 29th.

Incorporating Healthy Treats

In order to gain more health-conscious consumers, Baskin-Robbins introduced BRight Choices which is a line of fat-free, dairy-free, no-sugar-added and light ice cream choices, all of which contain no more than 140 calories per 2.5 ounces. 

BRight Choices is Baskin-Robbins first full menu of better-for-you frozen treats. In January the company removed all artificial Trans Fats from its ice cream. In addition, Dunkin’ Brands, the parent company of Baskin-Robbins, formed a Nutrition Advisory Board comprised of leading nutrition experts, to help the brands stay ahead of health and wellness trends while enhancing the nutritional value of its menu choices.

Mintel’s custom research performed for Ice Cream and Frozen Novelties—U.S. suggests that the company is on the right track with its BRight Choices innovation: 

· Low fat claims are the most important health claim among 42% of respondents who eat ice cream treats. 

· Low calorie claims follow closely behind in importance (39%), while low sugar (36%) and low cholesterol (35%) lagged slightly.
The thought process is that by offering healthy treats on the menu, it would appeal to those consumers who desire a better-for-you-treat.

To help guide guests, all BRight Choices are marked with a special pink star decal on the ice cream flavor strips in stores. BRight Choices provides a variety of options—beyond a cone or cup, patrons can make their favorite sundaes and frozen beverages into lighter treats by using BRight Choices flavor options. Included in the initial product launch:

· Premium Churned Light Ice Cream—50% less fat and 20% fewer calories than Baskin-Robbins regular ice cream. Vanilla and Chocolate will remain core flavors. Raspberry Chip premiered as a seasonal variety.

· Premium Churned Reduced Fat No Sugar Added Ice Cream—25% less fat than Baskin-Robbins regular ice cream. Butter Almond Crunch and Pineapple Coconut launched as limited time offer flavors.

· Frozen Yogurt—Fat-free and made with live and active cultures in Vanilla flavor.

· Real Fruit Sorbet—Fat-free and dairy-free in Strawberry flavor.
To celebrate the launch of BRight Choices, Baskin-Robbins promoted “BRight Choices Day.” On designated days, participating Baskin-Robbins shops nationwide offered a free BRight Choices scoop to any customer with proof of a gym membership. 
Branded Mix-in

Baskin-Robbins celebrated “Candy Bar Madness” for the third year in a row. The company teamed up with Mars Incorporated to create pairings of ice cream and candy blended frozen treats, which appeal to those looking for indulgence when it comes to their ice cream treat. 

According to consumer data performed for this report, 55% of respondents who go to ice cream shops say that that branded toppings and mix-ins are somewhat/very important in driving the decision regarding which ice cream shop they select.

It was found that men and homes with children particularly value the name brand products.  For men, the name brand is synonymous with value and for kids it’s about brand recognition.   It was noted that brands are highly influential in decision making thus implores shops to display and clearly mark branded toppings.  Therefore, the Candy Bar Madness promotion is highly successful in creating awareness for the consumers that say the most popular candy brands are available at Baskin Robbins. 

Baskin-Robbins highlights specific brands, promoting two of the top 10 most popular candies in the country—Snickers and M&Ms. Featured items include:

· Snickers Ice Cream—Buttery caramel ice cream made with Snickers and swirled with a caramel ribbon.

· M&M’s Ice Cream—Rich chocolate ice cream made with M&M’s, chunks of chocolate chip cookie dough pieces and a fudge ribbon.

· Snickers Sundae—Three scoops of ice cream made with Snickers, layered with caramel and crushed Snickers pieces, topped with more caramel, hot fudge, whipped cream and more crushed Snickers pieces.

· M&M’s Sundae—Three scoops of ice cream made with M&M’s, layered with hot fudge and M&M’s, topped with more hot fudge, marshmallow, whipped cream and more M&M’s.

In addition to these Candy Bar Madness delights, Baskin-Robbins also uses this opportunity to promote customization, a factor that 82% of consumers find important in selecting an ice cream shop. 

· Customers are welcome to concoct their own unique treat by mixing any of the candy toppings with the ice cream of their choice.
Express expansion plans

Looking to boost sales and broaden possible venues for expansion Baskin-Robbins began testing a smaller and lower-cost version of its stores—BR Express. BR Express is designed as a simplified, quick and convenient option for specialized, non-traditional locations in colleges, airports, arenas, malls and other co-branded opportunities. The units launched in New York, Florida and Wisconsin, with plans to target the Southeast.

Ice cream is an impulse purchase and BR Express helps the brand fit into grab-and-go, high-traffic patterns.
Importantly, this new format creates a more favorable position for Baskin-Robbins to fend off increasing competition from fast food restaurants, like McDonald’s, Chick-fil-A and Sonic, which have shown an increased focus on ice cream treats. Product lines and price points for BR Express are in line with these competitors. 

· The new concept is based on Baskin-Robbins’ 31° Below Soft Serve platform. The express units will feature Vanilla Soft Serve ice cream with six to eight flavor ribbons available for mixing in on a rotating basis, as well as a variety of mix-ins.

· Menu prices range between $1.95 and $2.25 for a small cone or cup, compared to $2.25 to $2.50 for the same amount of hard-scooped ice cream. 
The chain’s signature beverages are also available.
	Competitor Profile Matrix (CPM)
	Old Meeting House
	Susie’s Frozen Treats
	Ben &Jerry’s

	CRITICAL SUCCESS FACTORS
	WEIGHT
	RATING
	SCORE
	RATING
	SCORE
	RATING
	SCORE

	Advertising
	0.20
	2
	0.40
	3
	0.60
	4
	0.80

	Product Quality
	0.10
	4
	0.40
	4
	0.40
	3
	0.30

	Price Competitiveness
	0.10
	1
	0.10
	3
	0.30
	2
	0.20

	Management
	0.10
	3
	0.40
	4
	0.40
	2
	0.20

	Financial Position
	0.15
	3
	0.60
	2
	0.30
	4
	0.60

	Customer Loyalty
	0.10
	4
	0.40
	2
	0.20
	3
	0.30

	Brand Identity
	0.20
	2
	0.40
	2
	0.40
	4
	0.80

	Market Share
	0.05
	2
	0.10
	1
	0.05
	4
	0.20

	TOTAL
	1.00
	
	2.80
	
	2.65
	
	3.40


The CPM indicates that as a new enterprise Suzie’s Frozen Treats faces a difficult proposition in establishing a recognizable brand but that it its position is competitive with established market competitors such as Old Meeting House. Suzie’s Frozen Treats can utilize the established success of national competitors such as Ben and Jerry’s to benchmark off of for industry best practices.

3.6
SWOT Analysis

Ice cream has a long and storied past and spans many countries, regions, and cultures.

Ice cream's origins reach back to the second century B.C. when Alexander the Great enjoyed snow flavored with honey and nectar and Nero Claudius Caesar (A.D. 54-86) ate snow flavored with fruits and juices.
 Ice cream was imported to the Americas with the early colonial settlers and has been a mainstay of the American diet ever since. Recently the ice cream industry has witnessed a growth in super-premium and premium ice creams, which contain less overrun and higher fat content than regular ice cream.  Customers are willing to pay a price premium to enjoy these creamier types of ice cream.  

3.6.1
Strengths

Susie’s primary market and competitive strength is the operation’s ability to develop deep relationships with other local businesses as well as with its customers. Since Susie’s is a small, community based enterprise its relationship with its customers will result in a strong brand identity and brand loyalty that can be further fostered through its customer loyalty program. Its other primary strength is that the company does not need to compete based on price which the company could not do since it cannot leverage economies of scale across the market in terms of either distribution or manufacture of products.

3.6.2
Weaknesses

The primary weakness for Susie’s is its relative lack of financial resources in a market that is defined by the expense associated with sourcing premium raw materials as well as in developing a customer base organically.

3.6.3
Opportunities

The strategic opportunity for Susie’s Frozen Treats is using locally sourced ingredients to make its ice cream for retail and wholesale consumption. There is a trend in the US that is taking shape where consumers are willing to pay a higher premium to receive a higher quality product.  Americans are also moving towards supporting locally owned and operated businesses as more businesses outsource from different countries.

3.6.4
Threats

Seasonality is a large threat in the ice cream industry as during the winter months retail ice cream shop sales drop considerably.  To combat the seasonality many ice cream shops are offering complimentary products such as sandwiches, coffee, ice cream cakes, take home specialties and baked goods.

The other primary threat to Susie’s ongoing viability is the low-carb or low-fat trend in some segments of the market. Current health trends indicate that while some market segments are increasingly willing to pay for premium products, others are increasingly monitoring their carbohydrate and fat intake as a means to reduce their caloric intake.
 If Susie’s does not emphasize the use of its locally produced dairy products in all of its advertising and marketing collateral, it runs the risk of alienating its market. 

3.6.5
TOWS Strategy Development

The following TOWS matrix (threats, opportunities, weaknesses, strengths) reveals how Susie’s should base its forward strategies by maximizing strengths to take advantage of opportunities and minimize weaknesses in order to avoid market threats:

	 TOWS MATRIX
	STRENGTHS
	WEAKNESSES

	OPPORTUNITES
	Opportunity: health conscious public/Strength:

Locally grown and produced materials
	Opportunity: growing population/Weakness: higher product fat content de-emphasized

	THREATS
	Threats: Increasing obesity rates/Strengths: fulfilling products & health conscious sandwiches & serving sizes
	Competitor products & lower price points/Weaknesses: Susie’s cannot compete on price but must create value in service & quality metrics


3.7
Forward Strategy & Future Outlook



Susie’s core philosophy is centered on being locally owned and operated and using locally produced dairy products to produce its premium ice cream products.  Therefore, Susie’s intends to expand its operations to include five additional locations in the local Tampa Bay market within a five to seven year period.  These measured growth targets ensure that the quality of service and ice cream never drops while still supporting the local community and increasing revenues and profits. Current research reveals that the ice cream market should continue expanding:
 

[image: image5.emf]
This type of project industry growth over the next three to five years combined with the local population’s projected growth and expansion imply that Susie’s will not only be successful with its single, initial location but that its growth objectives are also supported by market trends.  The two greatest threats are health related concerns of the buying public vis-à-vis fat and carbohydrate content in its diet and competitive threats from large, national chains intent on entering the market.

IV. Operational Plan

4.0
Production

The ice cream will be produced onsite in mini batch freezers. The basic steps in the manufacturing of ice cream are generally as follows:

· blending of the mix ingredients

· pasteurization

· homogenization

· aging the mix

· freezing

· packaging

· hardening

Because Susie’s will also manufacture its products onsite as well as employ individuals in a work environment, it must ensure that its local operations conform to all OSHA and employee related laws and regulations related to safety and management.

4.1
Location

Susie’s is currently leasing the property located at 1234 Profits Street in Tampa, Florida. This site is responsible not only for customer foot traffic but also functions as the hub of Susie’s intended wholesale distribution network as well as its manufacturing base.

4.2
Inventories

Susie’s operations are based on several characteristics that not only encourage low inventory levels but demand low inventory levels:

· The company’s premium, locally grown and produced products are based on freshness and their home-made quality which demands daily production levels be maintained

· Susie’s  raw materials are locally produced and harvested and can therefore be delivered more frequently resulting in a decrease in inventory requirements

· Excess inventories consumer financial capital which Susie’s cannot afford

4.3
Suppliers

Pane Rustica, which will supply brownies, cookies, fresh bread for Panini sandwiches is Susie’s local food products supplier.  Additionally, local farmers will be sourced for supply of fresh milk and other dairy products as needed.

4.4
Exit Strategies

While Susie fully expects financial and market success, allowing for a cohesive exist strategy should the market fail to support the business is critical for thorough planning. The following exit strategies will be examined in order of appropriateness should the need arise:

· Sell: an outright sell of the company is one option that should be considered under certain circumstances, such as a market failure or, in fact, should great market success interest a competitor in purchasing the company.

· Closure: cancellation of all vendor accounts, sell all inventory and equipment, and cancel all associated accounts and licenses.

· Bankruptcy: Chapter 13 proceedings are an option and in this case a trustee of the court manages the dissolution or transfer of the business.

V. Management and Organization

5.0
Company Structure & Ownership

Susie’s is a private corporation overseen by a Board of Directors and managed by a President overseeing a typical managerial structure. Additional executive level positions as well as managerial positions may be added as growth demands.

5.1
Core Management & Personnel

Susie Stevens, President/Owner

Susie Stevens graduated from college in 1995 with a Master's Degree in Information Technology from the University of Florida.  Susie eventually accepted employment at a medium sized IT firm where she became the Technology Director managing 50 employees.  Susie gained valuable experience in how to properly manage people and learned how to motivate employees. Susie also gained valuable experience on a personal level from entering numerous ice cream contests in which she perfected a number of signature recipes.  She learned what flavors most people enjoy and the combination of flavors that people prefer.  Susie is now well versed on making premium ice cream and has over 20 recipes.

John Taylor, Board of Directors/Consultant

John Taylor graduated from Florida State University in 1982 with a Bachelor’s Degree in Business.  While at college, John worked in a local ice cream shop as assistant manager and quickly recognized the value in this line of business.  After graduating, John decided to open his own ice cream shop in Tallahassee, Florida.  John’s ice cream shop earned annual revenues of $500,000 and soon he was able to retire and sold his ice cream shop in 2000.  John is now retired and has invested in Susie’s Frozen Treats and offers his consulting knowledge.

Carol Windsor, Attorney

Carol Windsor graduated in 1990 with a Degree in Law from the University of Texas.  Carol’s area of expertise was in business law and she began working at a prestigious law firm where she held the record for most cases won.  In 2009, Carol decided to move closer to her family in Tampa, Florida and open her own practice.  Carol will bring her extensive business law knowledge to Susie’s to ensure the business is run not only legally but soundly.

Jack Johnson, Manager

Jack Johnson began working in a Baskin Robins ice cream shop when he was just 16 years old. His passion for the ice cream business and his knack for great customer service helped him advance in the company.  At the age of 21, Jack became the assistant manager of Baskin Robins and helped to make his location one of the top grossing Baskin Robbins in the United States.  In 2009 Jack decided he wanted to live in a warmer climate so he moved to Tampa, Florida where he met Susie Stevens.  Now Jack will bring his ice cream business experience to help make Susie’s a success.

5.2
Roles & Responsibilities

Susie will be the sole owner of Susie's Frozen Treats and will control the day-to-day operations of the location.  Susie will also oversee the production of the premium ice cream, handle the advertising, budgeting and maintain the menu.

John Taylor will provide valuable advice based on his experience as an ice cream shop owner as needed.  John will help Susie secure the best deals on equipment and leasing agreements.  John will also review financial statements to determine areas of weakness or areas for potential improvement.

Carol Windsor will ensure that all legal documents are in order, review all agreements before they are signed and handle any legal matters that may arise in relation to the enterprise.

Jack Johnson will help Susie control the day-to-day operations as well as oversee employees and ensure the facilities are clean and well maintained. Jack will also handle the hiring of employees, firing of employees and inventory controls.

5.3
Salary Structure

Susie Stevens- $25,000/yearly
Susie's will initially be $25k annually but will increase after the first year by 5% of net profits.

John Taylor – 2.5% of profits
John Taylor invested $20,000 into Susie’s Frozen Treats so he will earn 2.5% of net profits annually.

Carol Windsor – 1% of profits
Carol Windsor invested $10,000 into Susie’s Frozen Treats so she will earn 1% of net profits annually.

Jack Johnson - $22,000/yearly
Jack Johnson will start off a low salary, which will increase by 1% of net profits annually.

5.4
Key Success Factors

· Meet first year’s sales projections

· Hire quality staff

· Institute comprehensive training program

· Involve the Board of Directors in core strategy development

· Develop strong vendor relationships

VI. Personal Financial Statements

6.0
Personal Financial Statements

	Personal Financial Statement of:

	Susie Stevens
	

	as of:
	

	01-01-2012
	

	
	

	Assets
	Amount in Dollars

	Cash - checking accounts
	 $             2,700 

	Cash - savings accounts
	                5,900 

	Certificates of deposit
	              10,000 

	Securities - stocks / bonds / mutual funds
	              28,000 

	Notes & contracts receivable
	                       - 

	Life insurance (cash surrender value)
	              33,990 

	Personal property (autos, jewelry, etc.)
	              14,900 

	Retirement Funds (eg. IRAs, 401k)
	              41,000 

	Real estate (market value)
	            292,000 

	Other assets (specify)
	                       - 

	Other assets (specify)
	                       - 

	Total Assets
	 $          428,490 

	
	

	Liabilities
	Amount in Dollars

	Current Debt (Credit cards, Accounts)
	 $             5,300 

	Notes payable (describe below)
	                   383 

	Taxes payable
	                1,400 

	Real estate mortgages (describe)
	                1,490 

	Other liabilities (specify)
	                       - 

	Other liabilities (specify)
	                       - 

	Total Liabilities
	 $             8,573 

	
	

	Net Worth
	 $          419,917 

	
	

	Signature:
	Date:

	
	


6.1
Details of Personal Financial Statements

	
	
	
	
	
	
	

	Notes and Contracts held
	
	
	
	
	
	

	From Whom Owing
	Balance Owing
	Original Amount
	Original Date
	Monthly Payment
	Maturity Date
	History / Purpose

	First National Auto Finance
	 $           23,000 
	 $          32,000 
	 
	 $            383 
	 
	Automobile

	 
	            240,000 
	           273,000 
	 
	            1,490 
	 
	Home Loan

	
	
	
	
	
	
	

	Securities: stocks / bonds / mutual funds
	
	
	
	

	Name of Security
	Number of Shares
	Cost
	Market Value
	Date of Acquisition
	

	 
	 
	 $                   - 
	 $                  - 
	 
	

	
	
	
	
	
	

	Stock in Privately Held Companies
	
	
	
	

	Company Name
	No. of shares
	$ Invested
	Est. Market Value
	
	

	 
	 
	 $                   - 
	 $                  - 
	
	

	
	
	
	
	
	

	Real Estate
	
	
	
	
	

	Description / Location
	Market Value
	Amount Owing
	Original Cost
	Purchase Date
	

	 
	 $                    - 
	 $                   - 
	 $                  - 
	 
	

	
	
	
	
	
	

	
	
	
	
	
	

	LIABILITIES - Details
	
	
	
	
	

	
	
	
	
	
	

	Credit Card & Charge Card Debt
	
	
	
	

	Name of Card / Creditor
	Amount Due
	
	
	
	

	Capital One Visa
	 $             5,300 
	
	
	
	

	
	
	
	
	
	


	Notes Payable (excluding monthly bills)
	
	
	
	

	Name of Creditor
	Amount Owing
	Original Amount
	Monthly Payment
	Interest Rate
	Secured by (Leine)

	 
	 $                    - 
	 $                   - 
	 $                  - 
	 
	 

	
	
	
	
	
	

	Mortgage / Real Estate Loans Payable
	
	
	
	

	Name of Creditor
	Amount Owing
	Original Amount
	Monthly Payment
	Interest Rate
	 

	Washington Mutual
	 $          240,000 
	 $        271,000 
	 $           1,490 
	6.10%
	 


VII. Startup Expenses and Capitalization

7.0
Capitalization & Startup Expenses

Capitalization and startup expenses are being met through both private investment and a small business loan. The following tables illustrate the character of the financial investments:

	Susie's Frozen Treats
	
	
	
	

	
	
	
	
	

	Sources of Capital
	
	
	
	

	
	
	
	
	

	Owners' Investment (name and percent ownership)
	
	
	
	

	Susie Stevens 55% ownership
	
	 $         25,000 
	
	

	John Taylor/30% ownership
	
	            20,000 
	
	

	Carol Winsdor/15% ownership
	
	            10,000 
	
	

	Other investor
	
	                     - 
	
	

	Total Investment
	
	 $         55,000 
	
	

	
	
	
	
	

	Bank Loans
	
	
	
	

	Washington Mutual (SBA)
	
	 $         50,000 
	
	

	Bank 2
	
	                     - 
	
	

	Bank 3
	
	                     - 
	
	

	Bank 4
	
	                     - 
	
	

	Total Bank Loans
	
	 $         50,000 
	
	

	
	
	
	
	

	Other Loans
	
	
	
	

	Source 1
	
	 $                  - 
	
	

	Source 2
	
	                     - 
	
	

	Total Other Loans
	
	 $                  - 
	
	


	Buildings/Real Estate
	
	
	
	

	Purchase
	
	 $                  - 
	
	

	Construction
	
	                     - 
	
	

	Remodeling
	
	
	
	

	Other
	
	                     - 
	
	

	Total Buildings/Real Estate
	
	 $                  - 
	
	

	
	
	
	
	

	Leasehold Improvements
	
	
	
	

	Item 1
	
	 $                  - 
	
	

	Item 2
	
	                     - 
	
	

	Item 3
	
	                     - 
	
	

	Item 4
	
	                     - 
	
	

	Total Leasehold Improvements
	
	 $                  - 
	
	

	
	
	
	
	

	Capital Equipment List
	
	
	
	

	Furniture
	
	 $           8,000 
	
	

	Equipment
	
	            21,000 
	
	

	Fixtures
	
	                     - 
	
	

	Machinery
	
	                     - 
	
	

	Other
	
	              5,000 
	
	

	Total Capital Equipment
	
	 $         34,000 
	
	

	
	
	
	
	

	Location and Admin Expenses
	
	
	
	

	Rental (3 months)
	
	 $           7,500 
	
	

	Utility deposits
	
	                 250 
	
	

	Legal and accounting fees
	
	                 250 
	
	

	Prepaid insurance
	
	                 750 
	
	

	Pre-opening salaries 
	
	              1,800 
	
	

	Other
	
	                     - 
	
	

	Total Location and Admin Expenses
	
	 $         10,550 
	
	

	
	
	
	
	

	Opening Inventory
	
	
	
	

	Ice cream cones
	
	 $              120 
	
	

	Ice cream cups
	
	                  90 
	
	

	Snack
	
	                 150 
	
	

	Coffee
	
	                 275 
	
	

	Sandwiches & Soup
	
	                 300 
	
	

	Total Inventory
	
	 $              935 
	
	

	
	
	
	
	

	Advertising and Promotional Expenses
	
	
	
	

	Advertising
	
	 $              750 
	
	

	Signage
	
	                 500 
	
	

	Printing
	
	                     - 
	
	

	Travel/entertainment
	
	                     - 
	
	

	Other/additional categories
	
	                 300 
	
	

	Total Advertising/Promotional Expenses
	
	 $           1,550 
	
	

	
	
	
	
	

	Other Expenses
	
	
	
	

	Other expense 1
	
	 $                  - 
	
	

	Other expense 2
	
	                     - 
	
	

	Total Other Expenses
	
	 $                  - 
	
	

	
	
	
	
	

	Reserve for Contingencies
	
	 $              850 
	
	

	
	
	
	
	

	Working Capital 
	
	 $                  - 
	
	

	
	
	
	
	

	Summary Statement
	
	
	
	

	
	
	
	
	

	Sources of Capital
	
	
	
	

	Owners' and other investments
	
	 $         55,000 
	
	

	Bank loans
	
	            50,000 
	
	

	Other loans
	
	                     - 
	
	

	Total Source of Funds
	
	 $        105,000 
	
	

	
	
	
	
	

	Startup Expenses
	
	
	
	

	Buildings/real estate
	
	 $                  - 
	
	

	Leasehold improvements
	
	                     - 
	
	

	Capital equipment
	
	            34,000 
	
	

	Location/administration expenses
	
	            10,550 
	
	

	Opening inventory
	
	                     - 
	
	

	Advertising/promotional expenses
	
	              1,550 
	
	

	Other expenses
	
	                     - 
	
	

	Contingency fund
	
	                 850 
	
	

	Working capital
	
	                     - 
	
	

	Total Startup Expenses
	
	 $         46,950 
	
	

	
	
	
	
	

	Security and Collateral for Loan Proposal
	
	
	

	
	
	
	
	

	Collateral for Loans
	
	Value
	
	Description

	Real estate
	
	 $        270,000 
	
	home

	
	
	
	
	

	Owners
	
	
	
	

	Susie Stevens
	
	
	
	

	John Taylor
	
	
	
	

	Carol Windsor
	
	
	
	

	
	
	
	
	

	Loan Guarantors (other than owners)
	
	
	
	

	Home Equity Bank
	
	
	
	

	Washington Mutual (SBA loan)
	
	
	
	


VIII. Financial Plan

8.0
Primary Assumptions

The following assumptions provide the basis for the financial plan and management of Susie’s:

· A minimum initial capitalization threshold of $75 thousand in total assets is desired

· The Board of Directors will review all capital purchases, investments, and expenditures

· Certain benchmarks will be based on earnings before interest & taxes (EBIT)

· Failure to meet first years sales targets will trigger a comprehensive review by the Board of Directors and the decision to continue as an ongoing enterprise will be a consensus decision

8.1
Summary of Financial Results

The summary financial results are based on the results of the 3-year profit projection and provide the basis for Susie’s financial goals and objectives as well as the rationale for ongoing operations:

	Years
	2012
	2013
	2014

	Sales($)
	$112,441
	$134,929
	$161,914

	EBIT($)
	$ (42,311)
	$ (19,723)
	$    5,962

	NPAT($)
	--
	--
	$962

	Cash Balance($)
	$28000
	$22800
	$31,200


8.2
12 Month Profit-Loss
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June July Aug Sept Oct Nov Dec Jan Feb Mar Apr May

Revenue:

Gross Sales

Less: Sales Returns and Allowances

Net Sales

4,165 5,278 5,733 6,688 7,353 8,270 9,400 10,025 10,959 12,106 14,756 18,950

 

Cost of Goods:

  Materials

Variable Labor

Misc.

2,700 2,700 3,000 3,000 3,000 3,200 3,200 3,500 3,750 4,000 4,800 5,000

Less: Ending Inventory

Cost of Goods Sold

2,700 2,700 3,000 3,000 3,000 3,200 3,200 3,500 3,750 4,000 4,800 5,000

 

Gross Profit (Loss)

1,465 2,578 2,733 3,688 4,353 5,070 6,200 6,525 7,209 8,106 9,956 13,950

 

Controllable Expenses:

Advertising 750 750 750 750 750 750 750 750 750 750 750 750

Payroll 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800

Payroll Taxes and Benefits

Sales Commissions

Professional Fees  200 200 200 200 200 200 200 200 200 200 200 200

Operating Supplies

Travel

Communications 80 80 80 80 80 80 80 80 80 80 80 80

Maintenance and Repairs 250 250 250 250 250 250 250 250 250 250 250 250

Office Supplies

Miscellaneous 300 300 300 300 300 300 300 300 300 300 300 300

Fixed Expenses:

Permits and Licenses

Interest 375 375 375 375 375 375 375 375 375 375 375 375

Depreciation 175 175 175 175 175 175 175 175 175 175 175 175

Property Taxes

Rent 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500

Insurance 290 290 290 290 290 290 290 290 290 290 290 290

Utilities 300 300 300 300 300 300 300 300 300 300 300 300

Bad Debts

Bank Service Charges

Amortization

Total Expenses

7,020 7,020 7,020 7,020 7,020 7,020 7,020 7,020 7,020 7,020 7,020 7,020

Net Operating Income

-5,555 -4,442 -4,287 -3,332 -2,667 -1,950 -820 -495 189 1,086 2,936 6,930

Other Income:

Gain (Loss) on Sale of Assets

Interest Income

Total Other Income

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

Net Income (Loss)

-5,555 -4,442 -4,287 -3,332 -2,667 -1,950 -820 -495 189 1,086 2,936 6,930

Taxes

Net Income (Loss) after taxes -5,555 -4,442 -4,287 -3,332 -2,667 -1,950 -820 -495 189 1,086 2,936 6,930


8.2.1
3-Year Profit Projection

	Susie's Frozen Treats
	
	
	
	
	
	
	
	
	
	
	

	
	2012
	
	%
	
	2013
	
	%
	
	2014
	
	%

	
	
	
	
	
	
	
	
	
	
	
	

	Sales
	 $112,441 
	
	100.00%
	
	 $134,929 
	
	100.00%
	
	 $161,914 
	
	100.00%

	Cost/ Goods Sold (COGS)
	             - 
	
	0.00%
	
	             - 
	
	0.00%
	
	             - 
	
	0.00%

	Gross Profit
	 $112,441 
	
	100.00%
	
	 $134,929 
	
	100.00%
	
	 $161,914 
	
	100.00%

	
	
	
	
	
	
	
	
	
	
	
	

	Operating Expenses
	
	
	
	
	
	
	
	
	
	
	

	Salary (Office & Overhead)
	 $  21,600 
	
	19.21%
	
	 $  22,900 
	
	16.97%
	
	 $  24,200 
	
	14.95%

	Payroll (taxes etc.)
	             - 
	
	3.50%
	
	             - 
	
	3.50%
	
	             - 
	
	3.50%

	Outside Services
	             - 
	
	0.00%
	
	             - 
	
	0.00%
	
	             - 
	
	0.00%

	Supplies (off and operation)
	     32,400 
	
	28.82%
	
	     33,000 
	
	24.46%
	
	     35,000 
	
	21.62%

	Repairs/ Maintenance
	      3,000 
	
	2.67%
	
	      3,000 
	
	2.22%
	
	      3,000 
	
	1.85%

	Advertising
	      9,000 
	
	8.00%
	
	      7,000 
	
	5.19%
	
	      5,000 
	
	3.09%

	Car, Delivery and Travel
	             - 
	
	0.00%
	
	             - 
	
	0.00%
	
	             - 
	
	0.00%

	Accounting and Legal
	      2,400 
	
	2.13%
	
	      2,400 
	
	1.78%
	
	      2,400 
	
	1.48%

	Rent 
	     30,000 
	
	26.68%
	
	     30,000 
	
	22.23%
	
	     30,000 
	
	18.53%

	Telephone
	         960 
	
	0.85%
	
	         960 
	
	0.71%
	
	         960 
	
	0.59%

	Utilities
	      3,600 
	
	3.20%
	
	      3,600 
	
	2.67%
	
	      3,600 
	
	2.22%

	Insurance
	      1,200 
	
	1.07%
	
	      1,200 
	
	0.89%
	
	      1,200 
	
	0.74%

	Taxes (real estate etc.)
	             - 
	
	0.00%
	
	             - 
	
	0.00%
	
	             - 
	
	0.00%

	Interest
	             - 
	
	0.00%
	
	             - 
	
	0.00%
	
	             - 
	
	0.00%

	Depreciation
	             - 
	
	12.00%
	
	             - 
	
	12.00%
	
	             - 
	
	12.00%

	Miscellaneous
	      3,600 
	
	3.20%
	
	      3,600 
	
	2.67%
	
	      3,600 
	
	2.22%

	Other expense (specify)
	             - 
	
	0.00%
	
	             - 
	
	0.00%
	
	             - 
	
	0.00%

	Total Expenses
	 $107,760 
	
	95.84%
	
	 $107,660 
	
	79.79%
	
	 $108,960 
	
	67.29%

	
	
	
	
	
	
	
	
	
	
	
	

	Net Profit Before Tax
	      4,681 
	
	
	
	     27,269 
	
	
	
	     52,954 
	
	

	Income Taxes
	             - 
	
	
	
	             - 
	
	
	
	             - 
	
	

	Net Profit After Tax
	      4,681 
	
	
	
	     27,269 
	
	
	
	     52,954 
	
	

	Owner Draw/ Dividends
	     46,992 
	
	
	
	     46,992 
	
	
	
	     46,992 
	
	

	Adj. to Retained Earnings
	 $ (42,311)
	
	
	
	 $ (19,723)
	
	
	
	 $    5,962 
	
	


8.2.2
Opening Day Balance Sheet

	Suzie's Frozen Treats
	

	Assets
	

	
	

	Current Assets
	

	Cash in Bank
	 $        32,000 

	Inventory
	          14,000 

	Prepaid Expenses
	            5,800 

	Other
	          19,500 

	Total Current Assets
	 $        71,300 

	
	

	Fixed Assets
	

	Machinery & Equipment
	 $        21,000 

	Furniture & Fixtures
	            8,000 

	Leasehold Improvements
	                   - 

	Real Estate / Buildings
	                   - 

	Other
	            5,000 

	Total Fixed Assets
	 $        34,000 

	
	

	Other Assets
	

	Specify
	 $                - 

	Specify
	                   - 

	Total Other Assets
	 $                - 

	
	

	Total Assets
	 $      105,300 

	
	

	
	

	Liabilities & Net Worth 
	

	
	

	Current Liabilities
	

	Accounts Payable
	 $         1,400 

	Taxes Payable
	            5,800 

	Notes Payable (due within 12 months)
	                   - 

	Current Portion Long-term Debt
	            2,300 

	Other current liabilities (specify)
	                   - 

	Total Current Liabilities
	 $         9,500 

	
	

	Long-term Liabilities
	

	Bank Loans Payable (greater than 12 months)
	 $                - 

	Less: Short-term Portion 
	           (2,300)

	Notes Payable to Stockholders
	          47,000 

	Other long-term debt (specify)
	                   - 

	Total Long-term Liabilities
	 $        44,700 

	
	

	Total Liabilities
	 $        54,200 

	
	

	
	

	Owners' Equity (Net Worth)
	 $        51,100 

	
	

	Total Liabilities & Net Worth
	 $      105,300 


8.2.3
Break-Even Analysis

	Susie's Frozen Treats-Monthly
	
	
	

	Cost Description
	Fixed Costs ($)
	
	Variable Costs (%)

	Variable Costs
	
	
	

	Cost of Goods Sold
	 $                        2,700 
	
	0.0%

	Inventory
	 $                        1,400 
	
	33.0%

	Raw Materials
	 $                        1,000 
	
	0.0%

	Direct Labor (Includes Payroll Taxes)
	
	
	3.5%

	
	
	
	

	Fixed Costs
	
	
	

	Salaries (includes payroll taxes)
	 $                        1,800 
	
	

	Supplies
	 $                           800 
	
	

	Repairs & maintenance
	 $                           250 
	
	

	Advertising
	 $                        750
	
	

	Car, delivery and travel
	 $                                 - 
	
	

	Accounting and legal
	 $                           200 
	
	

	Rent
	 $                        2,500 
	
	

	Telephone
	 $                             80 
	
	

	Utilities
	 $                           300 
	
	

	Insurance
	 $                           290 
	
	

	Taxes (Real estate, etc.)
	 $                                 - 
	
	

	Interest
	 $                           375 
	
	

	Depreciation
	 $                           175 
	
	

	Other (specify)
	 $                                 - 
	
	

	Other (specify)
	 $                                 - 
	
	

	Miscellaneous expenses
	 $                           300 
	
	

	Principal portion of debt payment
	 $                                 - 
	
	

	Owner's draw
	 $                        3,916 
	
	

	
	
	
	

	Total Fixed Costs
	 $                     16,836
	
	

	
	
	
	

	Total Variable Costs
	 
	 
	0.4

	
	
	
	

	Breakeven Sales level   =
	16935
	
	


IX. Appendices
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Appendix 1
	Susie’s Frozen Treats Menu

	Homemade Premium Ice Cream
	Cup
	Waffle Cone

	Regular
	$2.50
	$2.80

	Large
	$3.20
	$3.50

	Big Papa
	$4.00
	$4.30

	
	
	

	Toppings
	$0.75/ea
	$0.75/ea

	
	
	

	Take Home Ice Cream
	Pint 
	Quart

	
	$5.50
	$8.50

	
	
	

	Ice Cream Cakes
	Regular
	Large

	
	$10.00
	$14.00

	
	
	

	Fresh Premium Coffee
	Regular
	Large

	
	$1.65
	$1.80

	
	
	

	Made to Order Paninis
	Half
	Whole

	Turkey
	$4.50
	$7.50

	Ham
	$4.50
	$7.50

	Veggie
	$4.00
	$7.00

	
	
	

	Fresh Baked Goods
	
	

	Brownie
	$2.25 ea
	

	Cookie
	1.25 ea or 5 for $5.00
	

	
	
	

	Wholesale Ice Cream
	1.5 gallons
	3 gallons

	All flavors
	$25
	$40

	
	
	


8.1
Appendix 2
Tampa (city), Florida 

	


	   
	People QuickFacts
	Tampa
	Florida

	

	Population, 2006 estimate 
	332,888
	18,089,888

	

	Population, percent change, April 1, 2000 to July 1, 2006 
	9.7%
	13.2%

	

	Population, 2000 
	303,447
	15,982,378

	

	Persons under 5 years old, percent, 2000 
	6.8%
	5.9%

	

	Persons under 18 years old, percent, 2000 
	24.6%
	22.8%

	

	Persons 65 years old and over, percent, 2000 
	12.5%
	17.6%

	

	Female persons, percent, 2000 
	51.2%
	51.2%

	

	White persons, percent, 2000 (a) 
	64.2%
	78.0%

	

	Black persons, percent, 2000 (a) 
	26.1%
	14.6%

	

	American Indian and Alaska Native persons, percent, 2000 (a) 
	0.4%
	0.3%

	

	Asian persons, percent, 2000 (a) 
	2.2%
	1.7%

	

	Native Hawaiian and Other Pacific Islander, percent, 2000 (a) 
	0.1%
	0.1%

	

	Persons reporting two or more races, percent, 2000 
	2.9%
	2.4%

	

	Persons of Hispanic or Latino origin, percent, 2000 (b) 
	19.3%
	16.8%

	

	Living in same house in 1995 and 2000, pct 5 yrs old & over 
	46.4%
	48.9%

	

	Foreign born persons, percent, 2000 
	12.2%
	16.7%

	

	Language other than English spoken at home, pct age 5+, 2000 
	22.9%
	23.1%

	

	High school graduates, percent of persons age 25+, 2000 
	77.1%
	79.9%

	

	Bachelor's degree or higher, pct of persons age 25+, 2000 
	25.4%
	22.3%

	

	Mean travel time to work (minutes), workers age 16+, 2000 
	22.8
	26.2

	 

	

	Housing units, 2000 
	135,776
	7,302,947

	

	Homeownership rate, 2000 
	55.0%
	70.1%

	

	Households, 2000 
	124,758
	6,337,929

	

	Persons per household, 2000 
	2.36
	2.46

	

	Median household income, 1999 
	$34,415
	$38,819

	

	Per capita money income, 1999 
	$21,953
	$21,557

	

	Persons below poverty, percent, 1999 
	18.1%
	12.5%


	   
	Business QuickFacts
	Tampa
	Florida

	

	Wholesale trade sales, 2002 ($1000) 
	9,745,957
	219,490,896

	

	Retail sales, 2002 ($1000) 
	5,141,045
	191,805,685

	

	Retail sales per capita, 2002 
	$16,320
	$11,501

	

	Accommodation and foodservices sales, 2002 ($1000) 
	1,002,636
	29,366,940

	

	Total number of firms, 2002 
	30,097
	1,539,207

	

	Black-owned firms, percent, 2002 
	8.1%
	6.6%

	

	American Indian and Alaska Native owned firms, percent, 2002 
	0.6%
	0.6%

	

	Asian-owned firms, percent, 2002 
	3.4%
	2.7%

	

	Hispanic-owned firms, percent, 2002 
	14.0%
	17.3%

	

	Native Hawaiian and Other Pacific Islander owned firms, percent, 2002 
	F
	0.1%

	

	Women-owned firms, percent, 2002 
	24.7%
	28.4%
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Appendix 3
	Susie’s Froze Treats
	
	
	
	
	
	
	

	Ice Cream Flavors
	Low Fat Ice Cream
	Toppings
	Brownies
	Cookies
	Ice Cream Cakes
	Waffle Cones
	Panini Sandwiches

	Vanilla 
Chocolate
Strawberry
Cookies n Cream
Butter pecan
Raspberry (seasonal)
Coconut
Cheesecake
Peppermint (seasonal)
Pumpkin Spice (seasonal)
Mint Chocolate Chip
Cookie Dough
Double Fudge
Carmel
Cake Batter
Cotton Candy
Pistachio
French Vanilla
Coffee
Black Cherry

	Vanilla
Strawberry
Chocolate
	Colored Sprinkles
Chocolate Sprinkles
Hot Fudge
Caramel

	Pane Rustica Brownies w/Walnuts & w/o
	Homemade fresh baked chocolate chip cookies supplied from Pane Rustica.
	The ice cream cakes will be make from our premium homemade ice cream and frozen using cold molds.
	The waffle cones will be baked fresh daily in the shop to create an alluring aroma for patrons.  The cones will come as regular, chocolate dipped and chocolate with nuts.
	Ham
Turkey
Veggie

Served on white or wheat bread & supplied by Pane Rustica


Appendix 3: Non-Disclosure Form

NON-DISCLOSURE AGREEMENT

<COMPANY>., and <Person Name>, agrees: 

<COMPANY> Corp. may from time to time disclose to <Person Name> certain confidential information or trade secrets generally regarding Business plan and financials of <COMPANY> corp. 

<Person Name> agrees that it shall not disclose the information so conveyed, unless in conformity with this agreement. <Person Name> shall limit disclosure to the officers and employees of <Person Name> with a reasonable "need to know" the information, and shall protect the same from disclosure with reasonable diligence. 

As to all information which <COMPANY> Corp. claims is confidential, <COMPANY> Corp. shall reduce the same to writing prior to disclosure and shall conspicuously mark the same as "confidential," "not to be disclosed" or with other clear indication of its status. If the information which <COMPANY> Corp. is disclosing is not in written form, for example, a machine or device, <COMPANY> Corp. shall be required prior to or at the same time that the disclosure is made to provide written notice of the secrecy claimed by <COMPANY> Corp.. <Person Name> agrees upon reasonable notice to return the confidential tangible material provided by it by <COMPANY> Corp. upon reasonable request. 

The obligation of non-disclosure shall terminate when if any of the following occurs: 

(a) The confidential information becomes known to the public without the fault of <Person Name>, or; 

(b) The information is disclosed publicly by <COMPANY> Corp., or ; 

(c) a period of 12 months passes from the disclosure, or; 

(d) the information loses its status as confidential through no fault of <Person Name>. 

In any event, the obligation of non-disclosure shall not apply to information which was known to <Person Name> prior to the execution of this agreement. 

Dated: _________________
_______________________
<COMPANY> Corp. 

_______________________<Person Name>
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Sheet1

		PROFIT and LOSS Statement

		Year 1

										June		July		Aug		Sept		Oct		Nov		Dec		Jan		Feb		Mar		Apr		May

		Revenue:

				Gross Sales

				Less:		Sales Returns and Allowances

				Net Sales						4,165		5,278		5,733		6,688		7,353		8,270		9,400		10,025		10,959		12,106		14,756		18,950

		Cost of Goods:

						Materials

						Variable Labor

						Misc.

										2,700		2,700		3,000		3,000		3,000		3,200		3,200		3,500		3,750		4,000		4,800		5,000

				Less:		Ending Inventory

				Cost of Goods Sold						2,700		2,700		3,000		3,000		3,000		3,200		3,200		3,500		3,750		4,000		4,800		5,000

				Gross Profit (Loss)						1,465		2,578		2,733		3,688		4,353		5,070		6,200		6,525		7,209		8,106		9,956		13,950

		Controllable Expenses:

				Advertising						750		750		750		750		750		750		750		750		750		750		750		750

				Payroll						1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800

				Payroll Taxes and Benefits

				Sales Commissions

				Professional Fees						200		200		200		200		200		200		200		200		200		200		200		200

				Operating Supplies

				Travel

				Communications						80		80		80		80		80		80		80		80		80		80		80		80

				Maintenance and Repairs						250		250		250		250		250		250		250		250		250		250		250		250

				Office Supplies

				Miscellaneous						300		300		300		300		300		300		300		300		300		300		300		300

		Fixed Expenses:

				Permits and Licenses

				Interest						375		375		375		375		375		375		375		375		375		375		375		375

				Depreciation						175		175		175		175		175		175		175		175		175		175		175		175

				Property Taxes

				Rent						2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500

				Insurance						290		290		290		290		290		290		290		290		290		290		290		290

				Utilities						300		300		300		300		300		300		300		300		300		300		300		300

				Bad Debts

				Bank Service Charges

				Amortization

				Total Expenses						7,020		7,020		7,020		7,020		7,020		7,020		7,020		7,020		7,020		7,020		7,020		7,020

				Net Operating Income						-5,555		-4,442		-4,287		-3,332		-2,667		-1,950		-820		-495		189		1,086		2,936		6,930

		Other Income:

				Gain (Loss) on Sale of Assets

				Interest Income

				Total Other Income						0		0		0		0		0		0		0		0		0		0		0		0

		Net Income (Loss)								-5,555		-4,442		-4,287		-3,332		-2,667		-1,950		-820		-495		189		1,086		2,936		6,930

				Taxes

		Net Income (Loss) after taxes								-5,555		-4,442		-4,287		-3,332		-2,667		-1,950		-820		-495		189		1,086		2,936		6,930
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