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1. Determining the Feasibility of Your New Business 

A. Preliminary Analysis 

This guide is a checklist for the owner/manager of a business enterprise or for one 
contemplating going into business for the first time. The questions concentrate on areas 
you must consider seriously to determine if your idea represents a real business 
opportunity and if you can really know what you are getting into. You can use it to 
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evaluate a completely new venture proposal or an apparent opportunity in your existing 
business. 

Perhaps the most crucial problem you will face after expressing an interest in starting a 
new business or capitalizing on an apparent opportunity in your existing business will be 
determining the feasibility of your idea. Getting into the right business at the right time is 
simple advice, but advice that is extremely difficult to implement. The high failure rate of 
new businesses and products indicates that very few ideas result in successful business 
ventures, even when introduced by well established firm. Too many entrepreneurs strike 
out on a business venture so convinced of its merits that they fail to thoroughly evaluate 
its potential. 

This checklist should be useful to you in evaluating a business idea. It is designed to 
help you screen out ideas that are likely to fail before you invest extensive time, money, 
and effort in them. 

Preliminary Analysis 

A feasibility study involves gathering, analyzing and evaluating information with the 
purpose of answering the question: "Should I go into this business?" Answering this 
question involves first a preliminary assessment of both personal and project 
considerations. 

General Personal Considerations 

The first seven questions ask you to do a little introspection. Are your personality 
characteristics such that you can both adapt to and enjoy business 
ownership/management? 

1.  Do you like to make your own decisions? 

2.  Do you enjoy competition? 

3.  Do you have will power and self-discipline? 

4.  Do you plan ahead? 

5.  Do you get things done on time? 

6.  Can you take advise from others? 

7.  Are you adaptable to changing conditions? 

The next series of questions stress the physical, emotional, and financial strains of a 
new business. 

8.  Do you understand that owning your own business may entail working 12 to 16 
hours a day,  probably six days a week, and maybe on holidays? 

9.  Do you have the physical stamina to handle a business? 



 

 

10.  Do you have the emotional strength to withstand the strain? 

11.  Are you prepared to lower your standard of living for several months or years? 

12.  Are you prepared to loose your savings? 

Specific Personal Considerations 

1.  Do you know which skills and areas of expertise are critical to the success of your 
project? 

2.  Do you have these skills? 

3.  Does your idea effectively utilize your own skills and abilities? 

4.  Can you find personnel that have the expertise you lack? 

5.  Do you know why you are considering this project? 

6.  Will your project effectively meet your career aspirations 

The next three questions emphasize the point that very few people can claim expertise 
in all phases of a feasibility study. You should realize your personal limitations and seek 
appropriate assistance where necessary (i.e. marketing, legal, financial). 

7.  Do you have the ability to perform the feasibility study? 

8.  Do you have the time to perform the feasibility study? 

9.  Do you have the money to pay for the feasibility study done? 

General Project Description 

1.  Briefly describe the business you want to enter. 

_______________ 

_______________ 

2.  List the products and/or services you want to sell 

_______________ 

3.  Describe who will use your products/services 

_______________ 

4.  Why would someone buy your product/service? 

_______________ 

5.  What kind of location do you need in terms of type of neighborhood, traffic count, 
nearby firms, etc.? 



 

 

_______________ 

6.  List your product/services suppliers. 

_______________ 

7.  List your major competitors - those who sell or provide like products/services. 
_______________ 

_______________ 

8.  List the labor and staff you require to provide your products/services. 
_______________ 

_______________ 

 

B. Requirements For Success 

To determine whether your idea meets the basic requirements for a successful new 
project, you must be able to answer at least one of the following questions with a "yes." 

1. Does the product/service/business serve a presently unserved need? 

2. Does the product/service/business serve an existing market in which demand 
exceeds supply? 

3. Can the product/service/business successfully compete with an existing competition 
because of an "advantageous situation," such as better price, location, etc.? 

Major Flaws 

A "Yes" response to questions such as the following would indicate that the idea has 
little chance for success. 

1.  Are there any causes (i.e., restrictions, monopolies, shortages) that make any of the 
required factors of production unavailable (i.e., unreasonable cost, scare skills, energy, 
material, equipment, processes, technology, or personnel)? 

2.  Are capital requirements for entry or continuing operations excessive? 

3.  Is adequate financing hard to obtain? 

4.  Are there potential detrimental environmental effects? 

5.  Are there factors that prevent effective marketing? 

 

C. Desired Income 



 

 

The following questions should remind you that you must seek both a return on your 
investment in your own business as well as a reasonable salary for the time you spend 
in operating that business. 

1.  How much income do you desire? 

_______________ 

2.  Are you prepared to earn less income in the first 1-3 years? 

_______________ 

3.  What minimum income do you require? 

_______________ 

4.  What financial investment will be required for your business? 

_______________ 

5.  How much could you earn by investing this money? 

_______________ 

6.  How much could you earn by working for someone else? 

_______________ 

7.  Add the amounts in 5 and 6. If this income is greater that what you can realistically 
expect from your business, are you prepared to forego this additional income just to be 
your own boss with the only prospects of more substantial profit/income in future years? 

_______________ 

8.  What is the average return on investment for a business of your type? 
_______________ 

 
D. Preliminary Income Statement 

Besides return on investment, you need to know the income and expenses for your 
business. You show profit or loss and derive operating ratios on the income statement. 
Dollars are the (actual, estimated, or industry average) amounts for income and 
expense categories. Operating ratios are expressed as percentages of net sales and 
show relationships of expenses and net sales. 

For instance 50,000 in net sales equals 100% of sales income (revenue). Net profit after 
taxes equals 3.14% of net sales. The hypothetical "X" industry average after tax net 
profit might be 5% in a given year for firms with 50,000 in net sales. First you estimate 
or forecast income (revenue) and expense dollars and ratios for your business. Then 
compare your estimated or actual performance with your industry average. Analyze 



 

 

differences to see why you are doing better or worse than the competition or why your 
venture does or doesn't look like it will float. 

These basic financial statistics are generally available for most businesses from trade 
and industry associations, government agencies, universities and private companies 
and banks  

Forecast your own income statement. Do not be influenced by industry figures. Your 
estimates must be as accurate as possible or else you will have a false impression. 

1.  What is the normal markup in this line of business. i.e., the dollar difference between 
the cost of goods sold and sales, expressed as a percentage of sales?  

_______________ 

2.  What is the average cost of goods sold percentage of sales?  

_______________ 

3.  What is the average inventory turnover, i.e., the number of times the average 
inventory is sold each year?  

_______________ 

4.  What is the average gross profit as a percentage of sales? 

_______________ 

5.  What are the average expenses as a percentage of sales?  

_______________ 

6.  What is the average net profit as a percent of sales?  

_______________ 

7.  Take the preceding figures and work backwards using a standard income statement 
format and determine the level of sales necessary to support your desired income level.  

_______________ 

8.  From an objective, practical standpoint, is this level of sales, expenses and profit 
attainable?  

_______________ 



 

 

 

E. Market Analysis 

The primary objective of a market analysis is to arrive at a realistic projection of sales. 
after answering the following questions you will be in a better positions to answer 
question eight immediately above. 

Population 

1.  Define the geographical areas from which you can realistically expect to draw 
customers.  

_______________ 

2.  What is the population of these areas?  

_______________ 

3.  What do you know about the population growth trend in these areas? 
_______________ 

4.  What is the average family size?  

_______________ 



 

 

5.  What is the age distribution?  

_______________ 

6.  What is the per capita income?  

_______________ 

7.  What are the consumers' attitudes toward business like yours?  

_______________ 

8.  What do you know about consumer shopping and spending patterns relative to your 
type of  business?  

_______________ 

9.  Is the price of your product/service especially important to your target market?  

_______________ 

10.  Can you appeal to the entire market?  

_______________ 

11.  If you appeal to only a market segment, is it large enough to be profitable?  

_______________ 

 
F. Competition 

1.  Who are your major competitors?  

_______________ 

2.  What are the major strengths of each? 

_______________ 

3.  What are the major weaknesses of each? 

_______________ 

4.  Are you familiar with the following factors concerning your competitors: 

Price structure? 

_______________ 

Product lines (quality, breadth, width)?  



 

 

_______________ 

Location?  

_______________ 

 Promotional activities?  

_______________ 

Sources of supply?  

_______________ 

Image from a consumer's viewpoint?  

_______________ 

5.  Do you know of any new competitors?  

_______________ 

6.  Do you know of any competitor's plans for expansion?  

_______________ 

7.  Have any firms of your type gone out of business lately?  

_______________ 

8.  If so, why?  

_______________ 

9.  Do you know the sales and market share of each competitor?  

_______________ 

10.  Do you know whether the sales and market share of each competitor are 
increasing, decreasing, or stable?  

_______________ 

11.  Do you know the profit levels of each competitor?  

_______________ 

12.  Are your competitors' profits increasing, decreasing, or stable?  

_______________ 

13.  Can you compete with your competition?  

_______________ 



 

 

 
G. Sales 

1.  Determine the total sales volume in your market area. 

_______________ 

2.  How accurate do you think your forecast of total sales is?  

_______________ 

3.  Did you base your forecast on concrete data?  

_______________ 

4.  Is the estimated sales figure "normal" for your market area? 

_______________ 

5.  Is the sales per square foot for your competitors above the normal average? 

_______________ 

6.  Are there conditions, or trends, that could change your forecast of total sales?  

_______________ 

7.  Do you expect to carry items in inventory from season to season, or do you plan to 
mark down products occasionally to eliminate inventories? If you do not carry over 
inventory, have you adequately considered the effect of mark-down in your pricing? 
(Your gross profits margin may be too low.)  

_______________ 

8.  How do you plan to advertise and promote your product/service/business? 
_______________ 

9.  Forecast the share of the total market that you can realistically expect - as a dollar 
amount and as a percentage of your market.  

_______________ 

10.  Are you sure that you can create enough competitive advantages to achieve the 
market share in your forecast of the previous question?  

_______________ 

11.  Is your forecast of dollar sales greater than the sales amount needed to guarantee 
your desired or minimum income? 

_______________ 



 

 

12.  Have you been optimistic or pessimistic in your forecast of sales? 
_______________ 

13.  Do you need to hire an expert to refine the sales forecast?  

_______________ 

14.  Are you willing to hire an expert to refine the sales forecast?  

_______________ 

 
H. Supply 

1.  Can you make a list of every item of inventory and operating supplies needed? 

2.  Do you know the quantity, quality, technical specifications, and price ranges desired? 

3.  Do you know the name and location of each potential source of supply? 

4.  Do you know the price ranges available for each product from each supplier? 

5.  Do you know about the delivery schedules for each supplier? 

6.  Do you know the sales terms of each supplier? 

7.  Do you know the credit terms of each supplier? 

8.  Do you know the financial condition of each supplier? 

9.  Is there a risk of shortage for any critical materials or merchandise? 

10.   Are you aware of which supplies have an advantage relative to transportation 
costs? 

11.  Will the price available allow you to achieve an adequate markup? 

 
I. Expenses 

1.  Do you know what your expenses will be for: rent, wages, insurance, utilities, 
advertising,  interest, etc? 

2.  Do you need to know which expenses are Direct, Indirect, or Fixed? 

3.  Do you know how much your overhead will be? 

4.   Do you know how much your selling expenses will be? 

Miscellaneous 



 

 

1.  Are you aware of the major risks associated with your product? Service Business? 

2.  Can you minimize any of these major risks? 

3.  Are there major risks beyond your control? 

4.  Can these risks bankrupt you? (fatal flaws) 

 
J. Venture Feasibility 

1.  Are there any major questions remaining about your proposed venture? 

2.  Do the above questions arise because of a lack of data? 

3.  Do the above questions arise because of a lack of management skills? 

4.  Do the above questions arise because of a "fatal flaw" in your idea? 

5.  Can you obtain the additional data needed? 

Go to Top 

2. Starting Your Business Step by Step 

 
A. Things to Consider Before You Start 

This guide will walk you step by step through all the essential phases of starting a 
successful service business. To profit in a service based business, you need to consider 
the following questions: What business am I in? What services do I provide? Where is 
my market? Who will buy? Who is my competition? What is my sales strategy? What 
merchandising methods will I use? How much money is needed to operate my firm? 
How will I get the work done? What management controls are needed? How can they 
be carried out? When should I revise my plan? And many more. 
No one can answer such questions for you. As the owner-manager you have to answer 
them and draw up your business plan. The pages of this guide are a combination of text 
and workspaces so you can write in the information you gather in developing your 
business plan - a logical progression from a commonsense starting point to a 
commonsense ending point. 

It takes time and energy and patience to draw up a satisfactory business plan. Use this 
Guide to get your ideas and the supporting facts down on paper. And, above all, make 
changes in your plan on these pages as that plan unfolds and you see the need for 
changes. 



 

 

Bear in mind that anything you leave out of the picture will create an additional cost, or 
drain on your money, when it crops up later on. If you leave out or ignore enough items, 
your business is headed for disaster. 

Keep in mind too, that your final goal is to put your plan into action. More will be said 
about this near the end of this Guide. 

What's in this for Me? 

You may be thinking: Why should I spend my time drawing up a business plan? What's 
in it for me? If you've never drawn up a plan, you are right in wanting to hear about the 
possible benefits before you do your work. 

A business plan offers at least four benefits. You may find others as you make and use 
such a plan. The four are: 

(1) The first, and most important, benefit is that a plan gives you a path to follow. A plan 
makes the future what you want it to be. A plan with goals and action steps allows you 
to guide your business through turbulent economic seas and into harbors of your 
choice. The alternative is drifting into "any old port in a storm." 

(2) A plan makes it easy to let your banker in on the action. By reading, or hearing, the 
details of your plan he will have real insight into your situation if he is to lend you 
money. 

(3) A plan can be a communications tool when you need to orient sales personnel, 
suppliers, and others about your operations and goals. 

(4) A plan can help you develop as a manager. It can give you practice in thinking about 
competitive conditions, promotional opportunities, and situation that seem to be 
advantageous to your business. Such practice over a period of time can help increase 
an owner-manager's ability to make judgments. 

Why am I in Business?  

Many enterprising people are drawn into starting their own business by the possibilities 
of making money and being their own boss. But the long hours, hard work, and 
responsibilities of being the boss quickly dispel and preconceived glamour. 

Profit is the reward for satisfying consumer needs. But it must be worked for. 
Sometimes a new business might need two years before it shows a profit. So where, 
then, are reasons for having your own business? 

Every business owner-manager will have his or her own individual reasons for being in 
business. For some, satisfaction come from serving their community. They take pride in 
serving their neighbors and giving them quality work which they stand behind. For 
others, their business offers them a chance to contribute to their employees' financial 
security. 



 

 

There are as many rewards and reasons for being in business as there are business 
owners. Why are you in business? 

____________ 

____________ 

____________ 

What business am I in?  

In making your business plan, the first question to consider is: What business am I 
really in. At the first reading this question may seem silly. "If there is one thing I know," 
you say to yourself, "it is what business I'm in." But hold on. Some owner-managers go 
broke and others waste their saving because they are confused about the business they 
are in. 

The changeover of barbershops from cutting hair to styling hair is one example of 
thinking about what business you're really in. 

Consider this example, also. Joe Riley had a small radio and TV store. He thought of his 
business as a retail store though he also serviced and repaired anything he sold. As his 
suburb grew, appliance stores emerged and cut heavily into his sales. However, there 
was an increased call for quality repair work. 

When Mr. Riley considered his situation, he decided that he was in the repair business. 
As a result of thinking about what business he was really in, he profitably built up his 
repair business and has a contract to take care of the servicing and repair business for 
one of the appliance stores. 

Decide what business you are in and write your answer in the following spaces. To help 
you decide, think of the answers to questions such as: What inventory of parts and 
materials must you keep on hand? What services do you offer? What services do 
people ask for that you do not offer? What is it you are trying to do better, more of, or 
differently from your competitors? 

____________  

How to Plan Your Marketing 

When you have decided what business you're in, you have made your first marketing 
decision. Now you are ready for other important considerations. 

Successful marketing starts with the owner-manager. You have to know your service 
and the needs of your customers. 

The narrative and work blocks that follow are designed to help you work out a marketing 
plan for your firm. The blocks are divided into three sections: 

Section One - Determining the Sales Potential 



 

 

Section Two - Attracting Customers 

Section Three - Selling to Customers 

Section One - Determining the Sales Potential 

In the service business, your sales potential will depend on the area you serve. That is, 
how many customers in this area will need your services? Will your customers be 
industrial, commercial, consumer, or all of these? 

When picking a site to locate your business, consider the nature of your service. If you 
pick up and deliver, you will want a site where the travel time will be low and you may 
later install a radio dispatch system. Or, if the customer must come to your place of 
business, the site must be conveniently located and easy to find. 

You must pick the site that offers the best possibilities of being profitable. The following 
questions will help you think through this problem. 

In selecting an area to serve, consider the following:  

Population and its growth potential 

Income, age, occupation of population 

Number of competitive services in and around your proposed location 

Local ordinances and zoning regulations 

Type of trading area (commercial, industrial, residential, seasonal) 

For additional help in choosing an area, you might try the local chamber of commerce 
and the manufacturer and distributor of any equipment and supplies you will be using. 

You will want to consider the next list of questions in picking the specific site for your 
business:  

Will the customer come to your place of business? 

How much space do you need? 

Will you want to expand later on? 

Do you need any special features required in lighting, heating, ventilation? 

Is parking available? 

Is public transportation available? 

Is the location conducive to drop-in customers? 

Will you pick up and deliver? 

Will travel time be excessive? 



 

 

Will you prorate travel time to service call? 

Would a location close to an expressway or main artery cut down on travel time? 

If you choose a remote location, will savings in rent off-set the inconvenience? 

If you choose a remote location, will you have to pay as much as you save in rent for 
advertising to make your service known? 

If you choose a remote location, will the customer be able to readily locate your 
business? 

Will the supply of labor be adequate and the necessary skills available? 

What are the zoning regulations of the area? 

Will there be adequate fire and police protection? 

Will crime insurance be needed and be available at a reasonable rate? 

I plan to locate in ___________ because: 

____________ 

____________ 

____________ 

Is the area in which you plan to locate supported by a strong economic base? For 
example, are nearby industries working full time? Only part time? Did any industries go 
out of business in the past several months? Are new industries scheduled to open in the 
next several months? 

Write your opinion of the area's economic base and your reason for that opinion here.: 

____________ 

____________ 

Will you build? ________ What are the terms of the loan or mortgage? 

____________ 

____________ 

Will you rent? _________ What are the terms of the lease? 

_____________ 

____________ 

Is the building attractive? _________ In good repair? _________ 



 

 

Will it need remodeling? __________ Cost of remodeling? __________ 

What services does the landlord provide? 

____________ 

____________ 

What is the competition in the area you have picked? 

The number of firms that handle my service _________ 

Does the area appear to be saturated? _________ 

How many of these firms look prosperous? _________ 

Do they have any apparent advantages over you? _________ 

How many look as though they're barely getting by? _________ 

How many similar services went out of business in the area last year? _________ 

Can you find out why they failed? _________ 

How many new services opened up in the last year? _________ 

How much do your competitors charge for your service? _________ 

Which firm or firms in the area will be your biggest competition? _________ 

List the reasons for your opinion here: 

______________ 

_______________ 

Section Two - Attracting Customers 

When you have a location in mind, you should work through another aspect of 
marketing. How will you attract customers to your business? How will you pull 
customers away from your competition? 

It is working with this aspect of marketing that many service firms find competitive 
advantages. The ideas which they develop are as good and often better, than those 
which large companies develop with hired brains. The workblocks that follow are 
designed to help you think about image, pricing, customer service policies, and 
advertising. 

Image 

Whether you like it or not, your service business is going to have an image. The way 
people think of your firm will be influenced by the way you conduct your business. If 
people come to your place of business for your service, the cleanliness of the floors, the 



 

 

manner in which they are treated, and the quality of your work will help form your image. 
If you take your service to the customer, the conduct of your employees will influence 
your image. Pleasant, prompt, courteous service before and after the sale will help 
make satisfied customers your best form of advertising. 

Thus, you can control your image, Whatever image you seek to develop. It should be 
concrete enough to promote in your advertising. For example, "service with a smile" is 
an often used image. 

Write out what image you want customers to have of your business. 

____________________ 

____________________ 

Pricing 

In setting prices for your service, there are four main elements you must consider: 

(1) Materials and supplies 

(2) Labor and operating expenses 

(3) Planned profit 

(4) Competition 

Further along in this Guide you will have the opportunity to figure out the specifics of 
materials, supplies, labor, and operating expenses. From there you may want the 
assistance of your accountant in developing a price structure that will not only be fair to 
the customer, but also fair to yourself. This means that not only must you cover all 
expenses but also allow enough margin to pay yourself a salary. 

One other thing to consider. Will you offer credit? __________ Most businesses use a 
credit card system. These credit costs have to come from somewhere. Plan for them. If 
you use a credit card system, what will it cost you? __________ 

Can you add to your prices to absorb this cost?  

Some trade association have a schedule for service charges. It would be a good idea to 
check with the trade association for your line of business. Their figures will make a good 
yardstick to make sure your prices are competitive. 

And, of course, your prices must be competitive. You've already found out your 
competitors' prices. Keep these in mind when you are working with your accountant. If 
you will not be able to make an adequate return, now is the time to find out. 

Customer Service Policies 

Customers expect certain services or conveniences, for example, parking. These 
services may be free to the customer, but not to you. If you do provide parking, you 



 

 

either pay for your own lot or pick up your part of the cost of a lot which you share with 
other businesses. Since these conveniences will be an expense, plan for them. 

List the services that your competitors provide to customers: 

____________________ 

____________________ 

____________________ 

Now list the services that you will provide your customers: 

Service / Estimated Cost 

_______________ _______________ 

_______________ _______________ 

_______________ _______________ 

_______________ _______________ 

Planning Your Advertising Activities 

In this section on attracting customers, advertising was saved until last because you 
have to have something to say before advertising can be effective. When you have an 
image, price range, and customers services, you are ready to tell prospective customers 
why they should use your services. 

When the money you can spend on advertising is limited it is vital that your advertising 
be on target. Before you can think about how much money you can afford for 
advertising, take time to determine what jobs you want advertising to do for your 
business. The work blanks that follow should be helpful to your thinking. 

The strong points about my service business are: 

______________________ 

My service business is different from my competition in the following ways: 

______________________ 

My advertising should tell customers and prospective customers the following facts 
about my business and services: 

______________________ 

When you have these facts in mind, you now need to determine who you are going to 
tell it to. Your advertising needs to be aimed at a target audience - those people who 
are most likely to use your services. In the space 
below, describe your customers in terms of age, sex, occupation, and whatever else is 



 

 

necessary depending on the nature of your business. This is your customer profile of 
"male and female automobile owners, 18 years old and above." Thus, for this repair 
business, anyone over 18 who owns a car is likely to need its service. 

The customer profile for my business is 

______________________ 

Now you are ready to think about the form your advertising should take and its cost. 
You are looking for the most effective means to tell your story to those most likely to use 
your service. Ask the local media (newspapers, radio and television, and the printers of 
direct mail pieces) for information about the services and the results they offer for your 
money. 

How you spend advertising money is your decision, but don't fall into the trap that 
snares many advertisers. As one consultant describes this pitfall: It is amazing the way 
many managers consider themselves experts on advertising copy and media selection 
without any experience in these areas. 

The following blanks should be useful in determining what advertising is needed to sell 
your strong points to prospective customers. 

 

When you have a figure on what your advertising for the next 12 months will cost, check 
it against one of the operating ratios (expenses as a percentage of sales) which trade 
associations and other organizations gather. If your estimated cost for advertising is 
substantially higher than this average for your line of service, take a second look. No 
single expense item should be allowed to get way out of line if you want to make a 
profit. Your task in determining comes down to: How much can I afford to spend and still 
do the job that needs to be done? 

Section Three - Selling to Customers 

To complete your work on marketing, you need to think about what you want to happen 
after you get a customer. Your goal is to provide your service, satisfy customers, and 
put money into the cash register. 

One-time customers can't do the job. You need repeat customers to build a profitable 
annual sales volume. When someone returns for your service, it is probably because he 



 

 

was satisfied by his previous experience. Satisfied customers are the best form of 
advertising. 

If you previously decided to work only for cash, take a hard look at your decision. 
Americans like to buy on credit. Often a credit card, or other system of credit and 
collections, is needed to attract and hold customers. 

Based on this description and the dollar amount of business you indicated that you 
intend to do this year, fill in the following workblocks. 

Fixtures and Equipment 

No matter whether or not customers will come to your place of business, there will be 
certain equipment and furniture you will need in your place of business which will allow 
you to perform your service.  

Parts and Material 

You will probably need some kind of parts or material to provide your service. 

I plan to buy parts and material from: 

______________________ 

Before you make any supply arrangements, examine the supplier's obsolescence 
policy. This can be a vital factor in service parts purchasing. You also look at the 
supplier's warranty policy. 

Now that you have determined the parts and materials you'll need. you should think 
about the type of stock control system you'll use. A stock control system should enable 
you to determine what needs to be ordered on the basis of: (1) what is on hand, (2) 
what is on order, (3) what has been used. (Some trade associations and suppliers 
provide systems to members and customers.) 

When you have decided on a system for stock control, estimate its cost. My system for 
stock control will cost me __________ for the first year. 

Overhead 

List the overhead items which will be needed. Examples are: rent, utilities, office help, 
insurance, interest, telephone, postage, accountant, payroll taxes, and licenses or other 
local taxes. If you plan to hire others to help you manage, their salaries should be listed 
as overhead. 

____________________ 

Getting the Work Done 

An important step in setting up your business is to find and hire capable employees. 
Then you must train them to work together to get the job done. Obviously, organization 
is needed if your business is to produce what you expect it to produce, namely profits. 



 

 

Organization is essential because you as the owner-manager cannot do all the work. As 
your organization grows, you have to delegate work, responsibility and authority. A 
helpful tool in getting this done is the organization chart. It shows at a glance who is 
responsible for the major activities of a business. 

As an additional aid in determining both what needs to be done and who will do it, list 
each activity that is involved in your business. Next to the activity indicate who will do it. 
You may do this by name or some other designation such as "worker #1", Remember 
that a name may appear more than once. 

Activity / Name 

_____________ _______________ 

_____________ _______________ 

_____________ _______________ 

_____________ _______________ 

_____________ _______________ 

How Much Money Will You Need 

At this point, take some time to think about what your business plan means in terms of 
dollars. This section is designed to help you put your plan into dollars. 

The first question concerns the source of dollars. After your initial capital investment, the 
major source of money is the sale of your services. What dollar volume of business do 
you expect to do in the next 12 months? __________ 

Expenses 

In connection with your annual dollar volume of business, you need to think about 
expenses. If, for example you plan to do 100,000 in business, what will it cost you to do 
this amount of servicing? And even more important, what will be left over as profit at the 
end of the year? Never lose sight of the fact that profit is your pay. Even if you pay 
yourself a salary for living expenses, your business must make a profit if it is to continue 
year after year and pay back the money you invested in it. 

The following workblock is designed to help you make a quick estimate of your 
expenses. To use this formula, you need to get only one figure - the cost of sales figure 
for your line of business. If you don't have this operating ratio, check with your trade 
association. 



 

 

 

Whether you have the funds (savings) or borrow them, your new business will have to 
pay back these start-up costs. Keep this fact in mind as you work on the "Expenses" 
section, and on other financial aspects of your plan. 

Break Down Your Expenses 

Your quick estimate of expenses provides a starting point. The next step is to break 
down your expenses so they can be handled over the 12 months. Use an "Expenses 
Worksheet" form to make up an expense budget. 

Matching Money and Expenses 

A budget helps you to see the dollar amount of your expenses each month. Then from 
month to month the question is: Will sales bring in enough money to pay the firm's bills 
on time? The answer is "maybe not" or "I hope so" unless the owner-manager prepares 
for the "peaks and valleys" that are in many service operations. 

A cash forecast is a management tool which can eliminate much of the anxiety that can 
plague you if your business goes through lean months. Use a worksheet, "Estimated 
Cash Forecast", or ask your accountant to use it to estimate the amounts of cash you 
expect to flow through your business during the next 12 months. 

Is Additional Money needed?  



 

 

Suppose at this point you have determined that your business plan needs more money 
than can be generated by sales. What do you do? 

What you do depends on the situation. For example, the need may be for bank credit to 
tide your business over during the lean months. This loan can be repaid during the fat 
sales months when expenses are far less than sales. Adequate working capital is 
necessary for success and survival. 

Whether an owner-manager seeks to borrow money for only a month or so or on a long-
term basis, the lender needs to know whether the store's financial position is strong or 
weak. Your lender will ask to see a current balance sheet. 

Even if you don't need to borrow, use it, to draw the "picture" of your firm's financial 
condition. Moreover, if you don't need to borrow money, you may want to show your 
plan to the bank that handles your store's checking account. It is never too early to build 
good relations with your banker, to show that you are a manager who knows where you 
want to go rather than a store owner who hopes to make a success. 

Control and Feedback 

To make your plan work you will need feedback. For example, the year-end profit and 
loss statement shows whether your business made a profit or loss for the past 12 
months. 

But you can't wait 12 months for the score. To keep your plan on target you need 
readings at frequent intervals. A profit and loss statement at the end of each month or at 
the end of each quarter is one type of frequent feedback. However, the income 
statement or profit and loss statement (P and L) may be more of a loss than a profit 
statement if you rely only on it. You must set up management controls which will help 
you to insure that the right things are being done from day to day and from week to 
week. In a new business, the record-keeping system should be set up before your 
business opens. After you're in business is too late. For one thing, you may be too busy 
to give a record-keeping system the proper attention. 

The control system which you set up should give you information about: stock, sales, 
and disbursement. The simpler the system, the better. Its purpose is to give you current 
information. You are after facts with emphasis on trouble spots. Outside advisers, such 
as an accountant, can be helpful. 

Stock Control 

The purpose of controlling parts and materials inventory is to provide maximum service 
to your customers and to see that parts and materials are not lost through pilferage, 
shrinkage, errors, or waste. Your aim should be to achieve a high turnover on your 
inventory. The fewer dollars you tie up in inventory, the better. 

In a business, inventory control helps the owner-manager to offer customers efficient 
service. The control system should enable you to determine what needs to be ordered 
on the basis of: (1) what is on hand, (2) what is on order, and (3) what has been used. 



 

 

In setting up inventory controls, keep in mind that the cost of the inventory is not your 
only cost. You will also have costs such as the cost of purchasing, the cost of keeping 
control records, and the cost of receiving and storing your inventory. 

Sales 

In a small business, sales slips and cash register tapes give the owner-manager 
feedback at the end of each day. To keep on top of sales, you will need answers to 
questions such as: How many sales were made? What was the dollar amount? What 
credit terms were given to customers? 

Disbursements 

Your manager controls should also give you information about the dollars your company 
pays out. In checking on your bills, you do not want to know what major items, such as 
paying bills on time to get the supplier's discount, are being handled according to your 
policies. Your review system will also give you the opportunity to make judgments on 
the use of funds. In this manner, you can be on top of emergencies as well as routine 
situations. Your system should also keep you aware that tax moneys such as payroll 
income tax deductions, are set aside and paid out at the proper time. 

Break-Even Analysis 

Break-even analysis is a management control device because the break-even point 
shows how much you must sell under given conditions in order to just cover your costs 
with No profit and No loss. 

Profit depends on sales volume, selling price, and costs. Break-even analysis helps you 
to estimate what a change in one or more of these factors will do to your profits. To 
figure a break-even point, fixed costs, such as rent, must be separated from variable 
costs, such as the cost of sales and the other items listed under "controllable expenses" 
on the expense worksheet, of this Guide. 

The formula is: 

Break-even point (in sales dollars) = 

Total fixed costs 
_________________________________ 

...........Total variable costs 
1 - ___________________________ 

........Corresponding sales volume 

An example of the formula is: Bill Jackson plans to open a laundry. He estimates his 
fixed expenses at about $9,000, the first year. He estimates his variable expenses at 
about $700 for every $1,000 of sales. 



 

 

 

Is Your Plan Workable? 

Stop when you have worked out your break-even point. Whether the break-even point 
looks realistic or way off base, it is time to make sure that your plan is workable. 

Take time to re-examine your plan before you back it with money. If the plan is not 
workable better to learn it now than to realize 6 months down the road that you are 
pouring money into a losing venture. 

In reviewing your plan, look at the cost figures you drew up when you broke down your 
expenses for one year. If any of your cost items are too high or too low, change them. 
You can write your changes in the white spaces above or below your original entries on 
that worksheet. When you finish making your adjustments, you will have a Revised 
projected statement of sales and expenses for 12 months. 

With your revised figures work out a revised break-even point. Whether the new break-
even point looks good or bad, take one or more precaution. Show your plan to someone 
who has not been involved in working out the details. 

Your banker, or other advisor outside of your business may see weaknesses that failed 
to appear as you pored over the details of your plan. They may put a finger on strong 
points which your plan should emphasize. 

Put Your Plan into Action 

When your plan is as near on target as possible, you are ready to put it into action. 
Keep in mind that action is the difference between a plan and a dream. If a plan is not 
acted upon, it is of no more value than a pleasant dream that evaporates over the 
breakfast coffee. 

A successful owner-manager does not stop after he has gathered information and 
drawn up a plan, as you have done in working through this Guide. He begins to use his 
plan. 

At this point, look back over your plan. Look for things that must be done to put your 
plan into action. 

What needs to be done will depend on your situation. For example, if your business 
plan calls for an increase in sales, one action to be done will be providing funds for this 
expansion. 

Have you more money to put into this business? 



 

 

Do you borrow from friends and relatives? From your bank? From your suppliers by 
arranging liberal commercial credit terms. 

If you are starting a new business, one action step may be to get a loan for fixtures, 
employee salaries, and other expenses. Another action step will be to find and hire 
capable employees. 

In the spaces that follow, list things that must be done to put your plan into action. Give 
each item a date so that it can be done at the appropriate time. To put my plan into 
action, I must do the following:  

Action / Completion Date 

____________ ____________ 

____________ ____________ 

____________ ____________ 

____________ ____________ 

____________ ____________ 

Keeping Your Plan Up To Date 

Once you put your plan into action, look out for changes. They can cripple the best 
made business plan if the owner-manager lets them. 

Stay on top of changing conditions and adjust your business plan accordingly. 

Sometimes the change is made within your company. For example, several of your 
employees quit their jobs. Sometimes the change is with customers: for example, their 
desires and tastes shift. Sometimes the change is technological as when raw materials 
are put on the market introducing the need for new processes and procedures. 

In order to adjust your plan to account for such changes, an owner-manager must: 

(1) Be alert to the changes that come in your company, line of business, market, and 
customers. 

(2) Check your plan against these changes. 

(3) Determine what revisions, if any, are needed in your plan. 

The method you use to keep your plan current so that your business can weather the 
forces of the market place is up to you. Read the trade papers and magazines for your 
line of business. Another suggestion concerns your time. Set some time - two hours, 
three hours, whatever is necessary-to review your plan periodically. Once each month, 
or every other month, go over your plan to see whether it needs adjusting. If revisions 
are needed, make them and put them into action. 
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1.0 Executive Summary 
 (COMPANY) is a startup laundromat that will target a customer base of 80% 

young adults ranging from 18 to 28 years old.  (COMPANY) will differ from the 
conventional “coin-op” laundry by providing the newest technology available in the 
laundry industry.  The most notable of the newest technologies is the ability to eliminate 
the coin from the “coin-op” business.  (COMPANY) will be implementing smart card 
technology that allows customers to purchase a vending card that will be used for all 
equipment located within the store.  Some of the obvious advantages of using the smart 
card is the elimination of the daily collections of coins from each machine, the ability to 
change prices throughout the day in various increments and as a marketing tool to be 
able to bring customers back each week since they will still have a credit value on their 
card.  

 

1.1 Objectives 

 (COMPANY) objectives for year 2001: 

• Secure financing by end of April. 

• Lease, remodel and install new equipment in store by August 1st. 

• Incorporate to an LLC by December 31st. 

• Achieve profitability by month ending December 31st. 

 (COMPANY) growth objectives for years 2002 and 2003: 

• 2002 – Stabilize costs while extending customer base to maximize profits 

• 2003 – New store possibilities located in Northwest Ohio 

 



 

 

1.2 Mission 

 (COMPANY) will be the leader in the self-laundry business by providing a clean, 
safe and reliable store at a cost less than or equal to its local competitors, along with 
satisfying the customers needs and cost objectives. (COMPANY) will also be 
environmentally conscious by installing high efficiency washers that use less than 50% 
of water and detergent than most conventional washers.  (COMPANY) will be a 
community friendly store. 

 

1.3 Keys to Success 

As a start-up company, new to the industry, and introducing new technologies, we 
must be focused and work hard to create acceptance for ourselves and our services 
within the marketplace. The keys to our success are:  

• Provide a clean and safe environment. 

• Competitive pricing.  

• Steady, disciplined pattern of growth. 

• Our customers and keeping them happy. 

 

2.0 Company Summary 



 

 

 (COMPANY) is a family owned and operated company that provides self-laundry 
services to young adults by using the latest technologies in the laundry industries, along 
with Internet viewing accessibility for customers and owners.  (COMPANY) home office 
will be located in (home town), with the store located in (store location). 

 

2.1 Company Ownership 

 (owners)  (husband and wife) will share the ownership and day to day operations 
of (COMPANY).   

 (owner) currently is self-employed as a systems consultant providing technical 
project planning for fortune 500 companies.  (owner) skills will benefit (COMPANY) by 
providing a technical background for the new industry technologies and his knowledge 
of project management will ensure the store will be opened on time and under budget. 

 (owner) is currently the (place of employment – job title).  (owner) has been 
employed for 14 years and is in charge of the day to day operations of the company 
including customer orders and service, production flow, inventory management, 
accounts payables and receivables, IT infrastructure and human resources.   (owner) 
business knowledge will be a key to the success of (COMPANY). 

 

2.2 Startup Summary 

 Startup cost estimates have been estimated at $ and budgeted at $ (see table 
2A).  These startup costs will be covered by approx. 35% of personal funds and credit 
with the remaining 65% covered via conventional loans. A considerable amount of cost 
savings has been incorporated by sweat equity.  The savings achieved from sweat 
equity are estimated at about $. 

 

Table 2A 

Estimates Estimate Amount Budget Amount 

Front Door $ $  

Gas Lines $ $  

Bathroom Remodel $ $  

Water meter setting $ $  

Water meter    $ $  

Drainage $ $  



 

 

Web site $ $  

Security Cameras $ $  

PC $ $  

2 TVs with holders / speakers $ $  

Communications $ $  

Painting $ $  

Ceiling tiles $ $  

Flooring $ $  

Game Tables $ $  

Front Canopy / painted signs $ $  

Electrical work $ $  

Waterlines $ $  

Duct work $ $  

Interior tear out $ $  

Interior build out $ $  

Sink $ $  

3 Bulk Heads $ $  

Furniture $ $  

Sub totals $ $  

Equipment $ $ 

Total         $       $ 

 

2.3 Location 

 (COMPANY) office will be based from the home of (owners and address).  The 
store is located at (store address) and is a 3200 square foot block building with two 
window fronts and located next to several well known local businesses (local 
businesses).  The location of this store is essential to acquiring the target customer 
base of 18 to 28 years old since it is located just off the campus of (university name) 



 

 

and next to an apartment complex.  (COMPANY) will be located in the middle of its 
three major competitors.  More about competitors and their stores are described later in 
detail.   

 

 All required utility services at the location are available and can be upgraded to 
the necessary requirements to provide adequate services for (COMPANY).   

 

3.0 Equipment 

 (COMPANY) will install: 

• xx Maytag High Efficient front load washers 

• x – 35lb Maytag front loading washers 

• x – 50lb Maytag front loading washer 

• xx Maytag Stacked (total 24) gas dryers 

• CCI networked card system 

• 1 - 12 (can or bottle) place pop machine 

• 1 snack machine 

• 1 air hockey table 

• 1 pool table 

• 7 sit down booths 

• 9 folding (clothes) tables  

• 3 – 32” TVs 

• 1 Vendrite 360 laundry soap dispenser 

• 1 Hamilton hot water heater 

• 1 large cork board for customer postings 

• 1 DVR system 

• 1 PC for power point advertisement, and security recording 

• Router, modem for internet connection 



 

 

See (equipment distributor’s equipment list) attachment for model numbers and prices 
for several of the major items noted above. 

 

3.1 Utility Upgrades 

 A laundry facility requires adequate utility services to properly run all machines 
during peak usage.  With the assistance of vendors the utility usage for gas, electric, 
water and sewer has been calculated and the necessary upgrades are included in the 
startup costs. 

 

3.2 Permits 

 (COMPANY) has acquired a vendor license, sign permit and a letter of 
acceptable use for the location in question.  Permits for gas, water and electrical work 
will be applied for when necessary. 

 

3.3 Communication  

 Connection to the Internet will be via a 768/768 DSL connection to (ISP) Internet 
Services.  The same phone line for the Internet will be used as the onsite business 
phone.  A static IP address will be assigned by (local ISP) that will be used to view the 
Internet camera on the (COMPANY) home web page.   The router and 5 port network 
switch will be used to connect the VPON monitor with the Host PC and leaving room for 
expansion. 

 

4.0 Local Competition 

 (local city) has five public laundromat facilities located in the city limits.  Of those 
five, only three are considered to be direct competition for (COMPANY).  The two non-
competitor locations are the newest of the five and are the furthest away in distance.   

 

• (competitor name) (address) 

• 24 top loaders 

• 8 front doubles 

• 2 front triples 

• 20 dryers 



 

 

• 9 place soap vending 

• 6 place pop vending 

• 22 place snack vending 

• 4 folding tables 

• 6 carts 

• 1 coin changer 

• 15 chairs 

• 3 benches 

 

•  (competitor name) (address) 

• 21 top loaders 

• 15 front doubles 

• 2 front triples 

• 32 dryers 

• 9 place soap vending 

• 10 place pop vending 

• 22 snack vending 

• 6 folding tables 

• 10 carts 

• 1 coin changer 

• 5 chairs 

• 6 benches 

 

• (competitor name) (address) 

• 39 top loaders 

• 23 dryers 



 

 

• 6 place soap vending 

• 9 place pop vending 

• 6 folding tables 

• 6 carts 

• 1 coin changer 

• 20 chairs 

• benches 

5.0 Marketing / Advertisement / Operations 

 (COMPANY) will be utilizing various marketing and advertising methods to draw 
in new customers and to keep them coming back each week.  This section will briefly 
highlight some of these methods. 

Card System: Instead of using quarters through out the store, (COMPANY) will be 
implementing a card system that distributes a credit card like card that will be used 
through out the store on all machines including the washers, dryers, pop, snack, laundry 
vending, air hockey, pool table and the bathroom (no charge).   

Card advantages 

No coins – all money is located at the rear of the store and can be collected from behind 
the wall.  This provides the highest security and safety for the owners.  Without coins, 
collections can be done in minutes every few days rather than hours daily.  No more 
coin counting! 

Variable pricing – All vending prices can be incremented as little as $.01, instead of the 
normal $.25.  This will be extremely helpful to offset higher utility cost by being able to 
raise, or lower, prices with each increase.  With the old quarter system, the owner could 
only go up in quarter increments therefore either cutting his profits or loss of customers 
with higher prices. 

Timely pricing – Since the card system is networked, sales and specials can be pre 
programmed.  This way you could run afternoon specials at half price and when the pre 
determined time arrives, the prices automatically drop to the new sale price.  Or run 
specials during the middle of the night.  All of these specials will spread the customer 
load from the peak hours to the off hours.  To do this with the old quarter way, it would 
take hours to change the prices in one store. 

Customer Loyalty – When a customer leaves the store, chances are he will still have a 
credit on his card (since we will be charging odd amounts he may always have a credit 
on his card), he will be more determined to return next week to use up his credit and 
they probably add value to his card to finish the current week laundry causing and 
therefore causing him to return week after week. 



 

 

Advertisement – Each card will be printed with (COMPANY) logo. 

Bonus Dollars – If a customer adds value to their card, (COMPANY) can give a bonus 
credit if they add a specified amount to their card.  Example:  If the customer adds $20 
to their card, (COMPANY) will add a bonus of $2 to the card giving the customer a total 
of $22.  Instant coupons! 

Vending: (COMPANY) will have an air hockey and pool table for the customers to use 
during their wash / dry cycles.  Along with the entertainment vending, there will also be 
a pop and snack machine.  All machines will use the card system therefore only 
customers can use the facilities.   

 

Customer Bulletin Board: (COMPANY) will hang a large bulletin board so customers 
can post ads for free.   

Music Videos: One 32” TV will be placed in the entertainment area with speakers 
located throughout the store.  This TV will be used to broadcast various shows, but will 
mostly be used for country videos from the CMT network. 

Advertisement:  One 32” TV will be placed in the entertainment area (no sound) and will 
be used to run Power Point Presentations to advertise (COMPANY) specials and also 
for other local business advertisements.  We will offer free advertisements the first few 
months then possibly charge $5 - $10 per month there after.   

WWW.(COMPANY).COM – Home web page on the Internet for (COMPANY).  On this 
site there will be live video of the store, a list to show how many washers and dryers are 
available, advertisement for local businesses, capability to order vending cards, store 
hours and information. 

University Newspaper – (COMPANY) will advertise as much as daily at first then a 
minimum of weekly for up to a year. 

Local Newspaper – Weekly for the first month.  Maybe longer term if determined to be 
necessary.    

Radio – For the grand opening we would like to have a local music station do an on site 
(remote) presentation.  If this is cost effective and is noted to be successful in reaching 
our customers, other local radio stations will be contacted to do similar remotes. 

Local businesses will be asked to post a flyer for (COMPANY).  In return, (COMPANY) 
will advertise for the business using the 32” TV and PPT as described above. 

Giveaways – (COMPANY) will give away items, such as a bike, each month for the first 
several months.   

Customer education – By educating the customer on the efficiency of the new Maytag 
equipment, they will return to (COMPANY) each week knowing that they will be getting 
the best services available for their money.   

http://www.lmaries.com/


 

 

Clean store – (COMPANY) will be maintained a minimum of twice a day.  With the 
capabilities of the Internet, the owners can view the store and act if it is noticed that the 
store needs to be maintained.  The bathroom will have fixtures that will flush or turn on 
and off automatically to keep the bathroom as clean as possible. 

 

Hours – (COMPANY) will be open 24 hours a day, 7 days a week. 

 

Safety – To deter vandalism and fraud, (COMPANY) will be equipped with the newest 
video technologies available.  The store will be have x color cameras that record at x 
frames per second and is stored on a computer hard drive. The cameras will be placed 
in the following areas: Internet (store overview), entertainment / entrance area, storage 
room, card dispenser (where the only cash in the store is), and several through out the 
store recording several angles. 

 

Equipment – The new hot water system will be 85%+ efficient with the tank and lines 
insulated to retain heat and keep utilities down as much as possible.  Of the 35 
washers, 30 will be front loading high efficient washers that use 50% less utilities than 
conventional top loaders and provide high water extraction during the spin cycle, up to 
200 G forces, that reduces the amount of drying time needed.  The Maytag dryers are 
approx. 25% more efficient than older models.   

 

Sitting – (COMPANY) will be furnishing 4 booths to adequately provide area for 
students to study, play cards or just to relax.  There will also be 3 smaller tables and 
chairs in the entertainment area and other chairs located between the washer isles.   

 

6.0 Store layout 

 (COMPANY) was designed to promote safety and efficiency.  Please see the 
attached floor plan for layout details. 

 

7.0 Lease 

 A lease for the proposed location has been signed at this time and is attached to 
this document. 

 

8.0 Demographics 



 

 

 A demographics study is currently underway and will be included as an 
attachment when available. 

 

9.0 Industry Summary 

 A few points about the laundry business: 

• Little or no labor costs for an unattended store. 

• No inventories to maintain. 

• Cash only business, no receivables. 

• A service that is always needed, even during economic down turns. 

 

10.0 Monthly Projected Income Performa 

 When doing research and dealing with equipment vendors, the industry and 
vendors usually start the projection at four or five turns per day then calculate up to six 
or seven turns per day.  To actually show what it would take to break even on a month 
basis, (COMPANY) has decided to start the total daily income at 2 turns per day per 
machine.  This shows that to break even with monthly expenses, (COMPANY) will need 
to average approx. 2.25 turns per day.  Of course the more turns per day you have, the 
larger the profit. Please see figure 10A for income figures. 

 

Figure 10A.  (NOTE: DO THIS IN A SPREADSHEET THEN INSERT IT HERE!) 

 

INCOME QTY $/VEND 2 TURNS 
PER DAY 

3 TURNS 
PER DAY 

4 TURNS 
PER DAY 

5 TURNS 
PER DAY 

Maytag HE front loader X  $    1.50   $       
90.00  

 $     
135.00  

 $     
180.00  

 $     
225.00  

Maytag 35lb washer X  $    3.25   $       
26.00  

 $       
39.00  

 $       
52.00  

 $       
65.00  

Maytag 50lb washer X  $    4.25   $         
8.50  

 $       
12.75  

 $       
17.00  

 $       
21.25  

Daily Income Washers    $     
124.50  

 $     
186.75  

 $     
249.00  

 $     
311.25  



 

 

Dryer income @ 40%    $       
62.25  

 $       
93.38  

 $     
124.50  

 $     
155.63  

Vending @ $1.00 per 
customer 

   $       
20.00  

 $       
30.00  

 $       
40.00  

 $       
50.00  

Total daily income    $     
206.75  

 $     
310.13  

 $     
413.50  

 $     
516.88  

       

Monthly income (30 days)    $   
6,288.65  

 $   
9,432.97  

 $ 
12,577.29  

 $ 
15,721.61  

       

EXPENSES Fixed/Variable     

Utilities @ 25% V   $   
1,257.73  

 $   
1,886.59  

 $   
2,515.46  

 $   
3,144.32  

Lease F   $   
1,600.00  

 $   
1,600.00  

 $   
1,600.00  

 $   
1,600.00  

Insurance F   $     
125.00  

 $     
125.00  

 $     
125.00  

 $     
125.00  

Equipment loan F   $   
2,000.00  

 $   
2,000.00  

 $   
2,000.00  

 $   
2,000.00  

Communications F   $       
75.00  

 $       
75.00  

 $       
75.00  

 $       
75.00  

Vending supplies V   $     
304.17  

 $     
456.25  

 $     
608.33  

 $     
760.42  

Web site F   $       
35.00  

 $       
35.00  

 $       
35.00  

 $       
35.00  

Advertising V   $     
250.00  

 $     
250.00  

 $     
250.00  

 $     
250.00  

Trash collection V   $       
50.00  

 $       
50.00  

 $       
50.00  

 $       
50.00  

Property taxes F   $     
150.00  

 $     
150.00  

 $     
150.00  

 $     
150.00  

Parts and repairs V   $     
250.00  

 $     
250.00  

 $     
250.00  

 $     
250.00  



 

 

Miscellaneous V   $     
200.00  

 $     
200.00  

 $     
200.00  

 $     
200.00  

Total Expenses    $   
6,796.90  

 $   
7,577.84  

 $   
8,358.79  

 $   
9,139.74  

Profit (loss) per month    $    
(508.25) 

 $   
1,855.13  

 $   
4,218.50  

 $   
6,581.88  



 

 

11.0 Financial Statement 

 

(Owners name) 

 

Brief financial data: 

 

• Income: 

• Estimated yearly income for 2001: $ 

 

• Assets: 

• Home     $ 

• Vehicles     $   

• Personal property     

• Checking/Savings    $   

• IRA/401K/Stocks    $ 

Total Assets:     $ 

 

• List of debts:    

•  (house mortgage)    $ 

• No other debts     $           0 

Total Debts:     $ 

                                                   

• Net worth:     $  

 

 

 



 

 

• Budget for (COMPANY): 

• Equipment (washers/dryers/water heater) $ 

• Utilities build up    $   

• Building improvements   $   

• Other (security, advertisements, vending)$   

Total Budget:    $ 

 

• Sources of funding: 

• Equipment financed   $ 

• Signature loan (approved)   $   

• Personal funds    $   

Total:     $ 

 

12.0  Attachments  

•  (Distributors equipment list) 

• (COMPANY) Floor plans 

• Commercial Lease 

 

 

Go to Top 
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