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Personalized Cover Letter

QUICK MART, LLC
Highway 3 and Main Street
A Convenience Store in 200X

Stanleyand Virginia Smith, Owners
123 Any Sreet
Fortsville, Texas 55555
(512) 555-5555
(512) 123-4567

(As our services are always CONFIDENTIARN free of charge, the names and addresses, financial
information, etc. is fictional and not based upon anyone or real financial circumstances.)

47T AAU6O $AO0A

Mr. John LoansalatVice President Commercial Lending
Your PersonalBank

123 Main Street

Boulder, Texas 55555

Dear Mr. Loansalot:

Quick Mart, LLC requires $200,000 to renovate and begin operating a fullervice convenience store. Of this
amount, $60,000 will be invested by Stanley and Virginia Smith. A SBA guaranteed loan of $140,000 is reque
for a period of fifteen years. The collateral to secure the loan will be the real estate, inventory, furniture, fixture
and equipment belonging to the business. Personal assets are available for negotiation as additional collateral.

The enclosed finamial proposal shows this to be a profitable business venture. There is a market for this servi
and the future growth is promising. Sufficient owner investment and collateral is provided and the financie
statements show the ability to repay the loanWe have the experience, knowledge and desire to maluick Mart
a success!

We will contact you next week after you have had the opportunity to review this financial proposal. Thank you
advance for your time and interest.

Sincerely,

Stanley Smith Virgina Smith

Stanley Smith Virginia Smith




BUSINESS PLAN

AND

FINANCIAL PROPOSAL

Quick Mart, LLC

Submitted by:
Stanley A. and Virginia M. Smith
123 Fourth Street

Fortsville, Texas 55555

(512) 1234567
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MISSION STATEMENT; Case Study

10EAE -AOO0OG80 1 EOOEI T BEds, add corimdier®dt thelForeAll® &g Avith Oodveniedde O
items and gasoline at competitive prices. Company policy firmly supports the delivery of quality products and
superior customer service while working towards maximum profitability.

EXECUTIVE SUMARY z Case Study

Quick Mart, LLC requires $200,000 to renovate and operate a fgkrvice convenience store in Fortsville, Texas.
$60,000 owner injection is being pledged by the husband and wife team of Stanley and Virginia Smith.
business will beoperated as a Limited Liability Company (LLC), and will offer grocery, household, pharmaceutic
and novelty items, as well as operating a snack bar and fuel island.

-08 31 EOEGO0 AgOAT OEOGA ET AOOOOU A@bAOE A genlnt d 1A 5t@es An(
South Texas. Mrs. Smith has several years of experience in accounting support services and will play an active
in the financial management of the business.

Extensive primary and third-party research indicates that, given theseasonal nature of this geographic area, Quic
-A0OOGO POT EAAOAA AAOGA 1T &£ OAOGEAAT OEAI AOOOIT T AOO xE

&OOOEAOh 10EAE -A0O080 EECExAU 11T AAOQEITT Al A inAtisirdpidly

developing economic area.$ EOAAO Al i PAOEOGEI T EO 1 EIi EOAA O &OA
fruit, vegetables, and a variety of canned goods. Indirect competition is found with H.E.B. and Super S in
neighboring conmunity of Boulder.

Mr. and Mrs. Smith anticipate that their success will be furthered by offerlng goods and serV|ces not avallable
ATU T OEAO OOI OA ET &1 OOOOEI | Aq

ability and willingness to invest substantial cash in the launching of this business is further strengthened by t
lack of personal financial dependence on business profits during the early years of the business.

Financial Overview z Case Study

A review of this financial proposal shows Quick Mart to be sound, lowisk investment. Cash flow is more tha
sufficient to service the debt and profit margins are better than RMA Industry standards. First year sales 8
projected at $300,000 with only $199,765 requiredto break even. The debt to equity ratio is reasonable at 2.33
AT A OAmI AAOO OEA 1T x1 AOOGS6 DBAOOITAI ATiiTEOIATO O1 O
valued at 1.21 times the loan amount and the loan backed by an SBA guarantda. addition to the above,
i AT ACAI A1 660 ET AOOOOU AgpPAOEAT AA AT A PAOOI T AI AOA
$140,000 SBAguaranteed loan to Quick Mart would be a sound investment.
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BUSINESS DESCRIPTIONOUTLINE

NAME AND LOCATIORF BUSINESS

PRINCIPAL OWNERS

LEGAL STRUCTUREOLE PROPRIETOR, PARERSHIP, LLC, SUB OR GCORPORATION)

STATUS AND TYPE

New start, expansion, acquisition
Manufacturing, retail, wholesale, service, or a combination

DEFINITION OF PRODUG/SERVICES

Narrative

NAICS

Illustration

Competitive comparison

MAJOR STRENGTHS ANDHALLENGES

STRATEGIC GOALS & OBCTIVES

NOTES:




BUSINESS DESCRIPTIQRase Study

Overview: Quick Mart, a full service convenience store witlruel Island will be located at Highway 3 and Mai
Street in Fortvileh 4 A@AO8 , TAAOAA 1T AAO OE AForiil®is @ Urball hdmétawve 4O O
community and popular hunting and witer tourist resort. Quick Mart will be owned and operated by the husbanc

and wife team of Stanley A. and Virginia M. Smith, residents of Fortsville for the last five years. The business wilflbe
operated as a Limited Liability Corporation (LLC), and wilbffer grocery, household, pharmaceutical, and novelt
items, as well as operating a snack bar and fuel island.

become a fullservice convenience store catering to local residents, commuter, and winter hunters and tourists. s
there are no convenience stores located in the community other that OAAS8 O & OOEO 3 OAfiaAd JA O
Main, most residents, commuters, and winter visitors in the nearby recreational vehicle park purchash
convenience items in neighboring Boulder.

Products and Services: Quick Mart will provide local residents an aray of much needed products and service
The Grocerysection will include canned juices, fruits and vegetables, dog food, baby food, chips, and other varifus
dry-storage goods. Cigarettes, beer, publications, and snhacks will compliment tBeocerysection. TheFrozen
section will include ice cream, dairy products, and chilled wine. Pharmaceuticals such as first aid produdgs,
diapers, nonprescription cold medicines and ointments, pantyhose, toys, and other related products will compri

the Personal Iem section. The Home and Autosection will include insecticides, cleansers, paper products, an
small automotive supplies like oil, transmission fluid, fuses, and funnels. Tl@nack Bar(popcorn, hotdogs, deli
items, and fresh produce) andruel Islandwill be additional customer conveniences that will truly make Quick Mart

a full-service convenience store (SIC 5411.)

Quick Mart will focus on carrying a wider variety of products than competitors and will offer them at competitive
prices. Floor space lager than competitors, efficient inventory storage, and creative displays will allow Quick Ma
to provide items not available in the local market.

Major_Strengths and Challenges: Fortsville, with a current population of 950, will not generate adequate
customer traffic during the May to August offseason. However, a highly visible, accessible location will help Qui
Mart enter the market and capitalize on increased traffic during the fall and winter hunting and tourist seaso
when, according to the SouthTexas Chamber of Commerce, traffic increases by 175%. During the first year pf
operation, owner salaries are limited due to a stable personal financial situation. (See Financial Analysis
Personal Financial Statement.)

Strategic Goals and Objectives:

Increase sales at a rate of 15% per year to reach a level of $400,000 by the third year.

Improve overall gross margin by 1%per year to a level of +29% (from 27.3%) over the current product
line and maintain that level.

Add products and services to meet mrket demand, again at 29% margin or above.

Improve inventory turnover to 10% over industry standards;reduce the cost of goods sold.



OPERATIONS PLAN OUTLINE

LOCATION

Does the location have an impact on your ability to reach customers?
What are the physical characteristics of the current or proposed location?

PHYSICAL FACILIT{Discuss existing status and required changes.)

Vehicle access for customers and suppliers

Inventory storage

Equipment, fixtures, and furniture

Electricity, heat, air conditioning venting, wastewater
Merchandise display

Customer seating

Product preparation space

Compliance with current and future environmental regulations
Capability for expansion

LABOR What skills and experience are required to operate this business?

SUPPLIERSWhat are your sources of supply? Do you depend on a single supplier? (Discuss supply alterrfiatives
pricing, or other supplier factors that could affect your ability to manufacture your product or perform yduties.

NOTES:




OPERATIONS PLANCase study

Location: Highway 3 is a fourlane road with a median divider. The corner location (Highway 3 and Main St.) allo
easy access from all sides. Traffic patterns documented by Mr. Smith during a tweek period wincide with peak
and slow periods typical of convenience stores: peak times between 11 a.m. and 2 p.m. and from 4 p.m. to 8 p.

Physical Facility: 1 OEAE - AOO xEI 1 OATT OAOA A ond AU uvund AEAAE
conditioned and lit by energy efficient florescent lighting. Two walk-in refrigerators will be devoted to soft drinks
and beer. A third refrigerator will hold dairy products. Dry storage shelving will divide the store into main aisle
with products located on both sides of the cases as well as along shelves along the walls. Walls will be repainte
a light color to make the store look bigger, to keep daytime lighting costs down, and to act as a neutral backdrop
a wide range of products.

New display casse will be purchased form Display Experts Corporation. An electronic cash register with point ¢
sale system will be purchased to handle all sales, including gasoline. Equipment included in the sale of the builc
includes a checkout counter, shopping b&egts, hand trucks, bottle and stock carts, a stepladder, hot dog machi

microwave, popcorn machine, drop safe, and pricing guns. Gasoline service will be through a lease agreement

Gaso Gas Oil Company located in Boulder, Texas. Gaso will be resp@gor removal of existing underground
storage tanks, installation of new storage tanks and pumps, the customer gasoline use meters, and for the onge
maintenance of all related equipment. These improvements will be in full compliance with the requiremés of the

Texas Water Commission.

The parking area as well as the area around the fuel island is paved. Restrooms are outside the store in alive
highly visible location. A security camera will be in place by the Grand Opening. Only minor renovationsl be

required to make the parking, store layout, and restrooms handicapped accessible. Quick Mart will comply with
requirements of the County Building Inspections and the Code Compliance Department regulations.

Labor: Quick Mart will be managed ad staffed by the husband and wife team of Stanley and Virginia Smith.
Smith has ten years of experience in the management and operation of a convenience store, while Mrs. Smith
several years experience in accounting support services. Mr. Smith withndle daily store operations and custome
service, while Mrs. Smith will handle the cash register, maintain financial records, purchasing, and inventory. Th
two children, ages 14 and 16, will help with stocking and daily upkeep. Patime employees wil address the
demands of increased sales volume during the tourist and hunting season.

Suppliers: Purchases will be made from McLane Grocery Distribution and from various wholesalers in Bouldefl.
McLane offers competitive pricing, a generous payment perigdas well as a reputation for dependable deliver
Grocery Supply Company (formerly Sweeney) offers similar pricing but does not deliver as frequently.




MARKET ANALYSI$ OUTLINE

INDUSTRY TRENDS

1. Projections/ trends for your industry or business field
2. At what stage of the product/service life cycle will your bginess be entering the market? (itroduction,
growth, maturity, saturation, or decline)

DESCRIPTION OF TOTALARKET

In order to generate a consistent and increasing sales flow, the entrepreneur musirbe knowledgeable about the
people, businesses, or public institutions who might buy the product or service. One way to define the total markd is to
use important characteristics from the internet, census, local chambers of commerce, the public litnautg,

associations, etc.

1. What is the present size of the entire market?

2. TEAO EO UI OO | AOEAOGBO cOi xOE bHi OAT OEAI ¢

3. Discuss the economic, social, demographic, and political characteristics of this market and the impact on
your business.

TARGET MARKET

The targa market is that segment of the total market which is comprised of likely or potential customers. A clear
understanding of thedemographics ; geographic location, age, income, education, sex, etcpaydhographic data ;
likes, dislikes, and tendencies thaffect purchasing patterns can help you develop a strategy to reach the target
market through your sales plan.

. What is the size of your target market?

. What percentage of the target market do you anticipate?
Customer profile
How will you attract and keep aistomers?
How can you expand your market?

ANALYSIS OF COMPETON

Identify primary and secondary competitors

How do they compare to your busines® (Sales volume, number of employees, locations, customers)

Is their business steady, increasing, or decreasifig
. 7TEAO AOA UT 60 AT i bAOEOI OO OOOAT COEO AT A xAAET Jo0O
. What have you learned by observing them?

PRODUCT/SERVICE DIERENTIATION
1. What unique niche of the market will this business fill? Has anyone attempted to fill this niche? If not, wh
Is there a paten, trademark, copyright, or trade secret that will give you a headtart on the competition?

2. Where do you believe yolhave a business advantageigher quality product, lower price, superior
service, quicker delivery time)




MARKET ANALYSI8Case study

Industry Trends: The popularity of convenience stores continues as people become more weokiented, creating

less time for household purchases. According to the National Association of Convenience Stores (NA
convenience stores generally stock 1,500 to 3,000 items, compared to 7,000 or more in supermarkets. The clos
supermarket is in Boulder, 27 miles from Fortsville. Quick Mart will carry a wide line of goods and services

stores, allowing customers to satisf more needs quickly in one location without having to drive to Boulder. NAC
estimates there are some 71,200 convenience storewith 1000 more established each year in the suburbs ant
concentrated city areas.

Description of Total Market: Fortsville is isolated from other residential areas in Hidalgo county, and during the
peak hunting and tourist months of September through April, the population increases from 850 to 1,488 (175%
Highway 3 is a major thoroughfare to Boulder and offers a significant secdary target market for Quick Mart from

the travelers going to and from the city needing gas, food, or other services. Quick Mart is the only store loca
along the highway, giving them a large potentiagdhare of the secondary market.

Growth potential for& T OOOOEI 1T A AT A 10EAE -AO0O0 EO POiil EOET CS8
the past ten years and the number of businesses in the city has risen by 30% during this time period. The an
Texas Square Dancing and Polka Championship Toumant in September increases tourist activity tremendously
, AOO UAAOGO O1 00T Ai AT O EIT OOAA 1T OAO xnn AT i PAOEOI
Fortsville, increasing potential for sales and visibility for potential new residents. Huoting leases, which are
growing in popularity, provide a steady, recurring source of visitors in need of supplies.

Fortsville is located in one of the more economically stable areas of South Texas. It is known as a quiet commu
consisting of mainly midde income families. This hometown image has made Fortsville appealing to winte
tourists as a temporary residence. Yearound population is approximately 60% Hispanic, 40% Anglo, and has ¢
conservative political history. Social activities for Fortsville reidents take place almost entirely in Boulder excep
for Wednesday Night Bingo, which brings over 50 Boulder residents to Fortsville.

Target Market: As Quick Mart isthe only store in the area selling food, household items and gas, they anticipa
reaching 80% of this primary market of yearround residents and Winter Texans. Residents of Fortsville hay
expressed a need for a fulbervice convenience store such as Quick Mart, and the Grand Opening specials
incentives will provide sufficient attraction for first-time customers. Fast, friendly service will build custome
loyalty and repeat business. Quick Mart will also offer weekly specials, homemade novelty items, and Senior Citi
discounts to maintain the market share. Quick Mart will apply to become distributor of Texas Lottery tickets.

10EAE -AOO EIPAOG O1 AoPpAT A EOO i AOEAO OEOI OCE "1
more crowded, more people will desire residency outside city limits. Valley Developers, Inc. purchased @4re
parcel of wooded land 10 miles outside of Boulder, and has recently begun offering 3 to 5 acre tracts of land
housing; creating the potential for approximately 100 new residences within the next few years. With a neark
location and tradition of quiet family living, Fortsville is a good candidate for similar development. Boulder wa
recently selected as the site for a new perfume manufacturing facility which will initially employ 50 with projectec
employment of 100 byJulyof this year.

S),
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MARKET ANALYSISz Case study

Current market demand has been documented through market research compiled by Mr. and Mrs. Smi
2AO0AAOAE OEI xO xob 1T &£ All &1 OOOOEI T A OAOGEAAT OO AO
provided by Quick Mart.. AAOI U w¢b 1T £ OAOEAAT 0O DPOAOGAT O U POO
#1 OT AO 301 OA8 (1 xAOAOh xub 1T &£ OEI OA DPOOAEAOGEI C CI
availability and price. When asked about the need for a local omnience store in Fortsville, 93% of the
OAODPT 1 AAT OO ET AEAAOAA O9AOG68 4EA OAI A OOOOGAU EITAE
employment on a daily basis. The remaining 35% travel to Boulder once every ten days, increasing in tieed to
replenish items and purchase gasoline at a store located in Fortsville.

Customer Profile : There are three major customer groups: (1) the transitory hunters looking for essential las
minute items such as beer, bread and food items, for which cast not a major consideration; (2) busy full time
workers, aged 2050, stopping on before or after work for gas, milk, bread and eggs. (Convenience is primary w
price secondary but not exorbitant); and (3) senior citizens, who look for convenience yet arrelatively price

sensitive.

Competition : 1 OEAE - AOOSO [ AET AT i PAOEOT O "eadd Maid Bkt D Fortdvilel
This business carries fresh fruit, vegetables, and a variety of canned goods. However, his inventory is very &uit
carrying only selected name brands which can be purchased much cheaper from grocery stores in Boulder. He ¢
TTO0 DPOI OEAA CAO 10 O1 AAE AAO OAOOEAAOG8 ' & O AO i
O1 OCEI U A wmh mtmorneA StdbeRchr@ily enpldyd v parttime assistants who help during peak
evening hours. Sales volume increased two years ago when they began accepting credit cards. The
recognizable advantage is large quantities of fresh fruits and vegetables.

QuiE - AOOG6O DPOEI A TTAAOQETT xEII
Store has little opportunity to attract any new customers due tchis downtown location. Quick Mart plans to
advertise and give sales incentive® DT | AOEET ¢ &OAAG60O #1 01T AO 301 OA EAO

local wholesalers in Boulder and resold at a 35% profit. Extending store credit to local customers was considert
AOGO AEOAO T AOAOOET ¢ OEA OO0OI1 @kdmAesidetrd ididea wab dsimidsdd. Bnd gt/
will accept cash, local personal checks, and major credit cards.

Indirect competition is found in neighboring Boulder, with two full-service convenience stores, an H.E.B. Groce

and a Super S Grocery.tAa distance of 27 miles, Quick Mart hopes to capture patrons not willing to travel fc
convenience items. Quick Mart does not expect to substantially affect the market share of the large grocery storel.

Competitive Advantage : Quick Mart desires to set a pecedent in Fortsville as a full service convenience stor
with an economical image, offering a wide range of competitivelpriced products and services in one location
Need expressed by residents combined with the consistent popularity of convenience sts predict a favorable
business climate for Quick Mart. One area of potential profitability is in novelty items Winter Texans frequent
purchase as gifts for friends and relatives.

SALES STRATEGY OUTLINE

PRICING POLICY

1. What is the relationship betweenthe price you will charge and the image of thbusiness you are trying to
create?
2. How will you price? (Mark-ups, discounts, labor/ materials+ profit, etc)




DISTRIBUTION

1. Describe the channel of distribution you will use to reach your target market.
2. How doesthe competition get its product to the market?

PROMOTIONAL EFFORTS
Makesure your cash flow reflects monies budgeted for these activities and the image/position you are attemptinglgo
establish match your promotional activities.

Advertising

Internet Website

Direct mail ~ store sign ~ radio/TV

Magazines, newspapers, and trade journals

Trade shows ~Novelties (calendars, pencils, magnets, etc)
Yellow pages

Personal selling
Every promotional effort is an expense of time or money. The advertising tools lgiede involve substantial
expenditures of money. How does this apply to your business?

a) Customer service, knowledgeable staff
b) Complimentary products/services
c) Community involvement

3) Publicity
Newspapers, radio and television news stations cover storigstefest to theiraudience unique offerings, interesting
and special events. This advertising is figé you can get it!

4) Sales Promotions

a) Temporary promotion 7z (samples/ free product)

b) Coupons/ Rebates

c) CustomerConveniences (Storeredit, major credit cad acceptance, free delivery, free parking,
easy access, telephone orders, hours of operation)

SALES STRATEGY Case study

Pricing policy : As istypical for the industry, Quick Mart will have a 15% markup on gasoline, 35% on all stapl
items, 45% on taable items, while pharmaceutical items will have a 60% markup. Weekly specials on select{iid
items will be offered to all Quick Mart customers. Other sales incentives will be offered periodically. Senior Citiz{in
discounts of 10% will be available on a dailypasis, and during the tourist season, additional sales promotions a
planned.

Hours of Operation : Quick Mart will attempt to create an image of an economical store with easy accessibility ard
quick service. It will operate seven days a week, except on majholidays, such as Christmas and Thanksgiving
Store hours will be 6 a.m. to 9 p.nSunday through Thursdayand 6a.m. to 11 p.m. Friday and Saturday.

Promotional Efforts : The Advertising Plan involves many different types of media. Quick Mart will ru
newspaper advertisements featuring weekly specials and coupons in thiigoulder Area Heraldnewspaper. Two
billboards along Highway 3 will be utilized to make northbound and southbound highway travelers aware of th

15




products and services just ahead. Mrs. Sth, who handles marketing for the store, is working with a Marketing
Specialist from the Small Business Development Center to develop a ceffective advertising campaign for Quic
Mart.

Personal selling will be a major factor in building repeat businessFamily members and temporary help will
consistently promote the purchase of additional items or the added special touch by recognizing when su
opportunities arise. Some examples ard % have free paper oil funnels on hand. Do ymeedone for this quart of
oil?dand O ( T about a fresh donut to go with that cup of hot coffeé?

The local television and radio stations will be approached to cover the Grand Opening for free publici
Acceptance from the local community is hoped to be gained by involvingelstore in local civic and charity events
The Grand Opening bonanza will be supported by Co€ola and Decker Hot Dogs, who will provide free snack
and refreshments.

Customer Conveniences: A wide variety of products and services available in one locatiois the convenience
sought by area residents, commuters, hunters, and winter tourists. The average shopper, according
%l OOADPOAT AOO ' O1 OPGO O#11 OAT EATAA &I T A 301 0Ad " 0O
week. Competitive pricesfast service, and friendly personnel will make Quick Mart customers feel good abo
patronizing Quick Mart. Longer store hours than offered by the competition, highway access, ample parking, clef
restrooms, and a security camera are other customer conviemmces that will add to the success of Quick Mart.

MANAGEMENT PROFILE OUTLINE

This section should include the personal history of the principals, related work experience, duties and responsi
salaries, organizational chart, and resources availabl

PERSONAL HISTORY ®&EY PARTICIPANTS
Complete this section fazachkey participant in the business

Business background

Management experience

Education (formal and informal learning experiences)

0AOOI T Al AAOA jETAI OAET ¢ h=2®AAGANIOA AMIAKO AGBRG hO G
license number)

Relate past experience to future succegmtential (Include letter of recommendation, if possible)

DUTIES AND RESPONSIBTIES OF KEY PARTIPANTS
1. Organizational structure (who are the detsion makers? Is there appropriate delegation of authority and

tasks?)
2. Job descriptions

COMPENSATIOKS&alaries, hourly rates, other incentives)




AVAILABLE RESOURCES

Do you have the marketing, management, and financial skills to daliyourself? If ng then show relationships that
fill the gaps to create a fully capable business enterprise. Do you network with others in your industry to stay currjgnt
on changes in the marketplace?

Professional (lawyer, CPA)
Professional (lawyer, CPA)
Insurance
Consultants
Associations (Chamber bcommerce, professional or trade groups)
Banking

MANAGEMENT PROFILE Case Study
Name: StanleyA. Smith

Present Address: 123 Fourth Street, Fortsville, Texas 55555

Stanley Smith worked for 711 conveniencestores in rural Texas communities for over ten years after graduating

with a B.B.A. in Business Management from the University of Houston. He began as Store Assistant Managerfjwas
promoted to Store Manager, and spent five years as an Area Supervisor. In his capacity as an Area Supervisd§l, he
supervised a team of team of twelveStore Managers. Before and during his studies at the University of Houstof,
-08 31 EOE x1 OEAA AO A O1I OOA AEOOOEAOGOI O A O -008 "BAEC

Name: Virginia M. Smith
Present Address: 123 Fourth Street, Fortsville, Texas 55555

Virginia Smith worked as a sales clerk for J.C. Penney Department Store in Houston for seven years while studffing
Business Administration at Houston Junior College. After obtaining an Associates Degree in Bookkeeping, she fivas
hired by Super S Grocery in Bouldewhere she performed various accounting duties for five years. She currentl
works full-time for Rural Bookkeeping Systems, Inc. and will continue in a patime capacity until the business is
established.

Duties and Responsibilities of Key Participants : Both Mr. and Mrs. Smith will have a voice in the management
Quick Mart. Mr. Smith will handle marketing and stocking of inventory. Mrs. Smith will handle marketing an
handle purchasing and inventory. Both will work the cash register and interact with ustomers. The teenage
children willstock OEA OEAIT OAO AT A EAI P xEOE OEA OO1T OAG6O0 AAEIQU

Compensationd, ) T EQEATI | OEA 31 EOES8O xEIl AA PAEA A AiiREIT
earnings have been establiskd will they adjust their salaries upward.

Available Resourcesd, 4EA 31 EQOES80O xEI 1 OOA *T1TAO0 o0 *1TTAO 1 AAjO

3 EOE xEI1 1 AET OAET OEA OOI OA80O OAAT OAO O Orkial stydmaris §0

for income tax purposes. She will consult with him during the year regarding tax information and quarterl
reports. Edward M. Harris, attorney at law, is currently on retainer and has already advised that Quick Méejjt
organize as a Limited lability Company and install a security camera.

Mrs. Smith is working with a Marketing Specialist from Small Business Development Center in order to fiume
the Quick Mart advertising campaign. In order to stay abreast of changes and opportunities withiine industry,
Quick Mart will join the National Association of Gnvenience Stores.



FINANCIAL ANALYSIS OUTLINE

STARTUP COSTS

SOURCE AND USE OFNHDIS

CAPITAL EQUIPMENT BIT

INCOME STATEMENT PREGCTION

MONTHLY CASH FLOW RRECTION AND ASSUMIBPINS

BALANCESHEET PROJECTION

PERSONAL FINANCIALTATEMENT

PERSONAL INCOME TARETURNS




STARTUP COSTS

DESCRIPTION

AMOUNT

Building

$75,000

Land

20,000

Remodeling/Improvements

30,000

Fixtures & Equipment

8,500

Furniture

1,000

Outdoor Sign

1,500

Inventory

25,000

Deposits

5,000

HOW MUCH
WILL IT COST
YOU TO
ACCOMPLISH
YOUR
PROJECT?

These figures
should be
reflected in the
pre-startup
column of your
cash flow
statement.
Allow enough

Association Fee

200

Advertising

1,800

License, Permits, Insurance

500

Office/Operating Supplies

200

Loan Fees (4.5%)

6,300

Working Capital

25,000

TOTAL STARTUP COST$200,000




SOURCE AND USE OF FUNDS

Description

Owner Injection

Inventory

21,000

25,000

Furniture and
Equipment

11,000

Land

20,000

Building

75,000

Improvements

30,000

Deposits

5,000

5,000

Working Capital

25,000

25,000

Organizational Costs

9,000

9,000

TOTAL

140,000

60,000

200,000

OE OEA OT1 OAI
comes from the financial institution or investor? What is the money being spent on?




CAPITAL EQUIPMENT LIST

DESCRIPTION MODEL COST/FMV* CONDITION SUPPLIER

MAJOR CAPITAL
EQUIPMENT

Refrigerator-Soda Acme Equipment

Refrigerator-Beer Acme Equipment

Refrigerator/Freezer Acme Equipment

Sign Letrero Sign Co.

MINOR CAPITAL
EQUIPMENT

Dry-storage shelving | Aisle 300 Expert Displays

Security Camera 2723456 Live Eye, Inc.

Electronic Cash| BL222 NCR
Register

Furniture Thrifty Furniture

TOTAL CAPITAL $11,000
EQUIPMENT

*Fair Market Value

What major and minorequipment will be used in the business?




INCOME STATEMENT PROJECTION

Quick Mart
Fortsville, Texas
Projected Income Statement (First 12 Months)

Jan Feb Mar Apr May
Sales
Cash Sales
Credit Card Sales
Total Sales

Credit Card
Service Charges

Net Sales

Less Cost of
Goods Sold 13406

Gross Profit 5119

Operating
Expenses

Advertising &
Promotion

Amortization
Bank Charges
Depreciation
Insurance
Interest

Legal &
Professional

Telephone

Payroll
Payroll Tax

Repairs &
Maintenance

Supplies

Taxes and
Licenses

Utilities
Miscellaneous

Total Operating
Expenses 5076 50994044

Net Profit 1066 1726

180000

120000

300000

-3600

296400

214500

57732

24168

60.0 %

40.0%

100.0%

-1.2%

98.8%

71.5%

27.3%

0.3%

0.6%

0.1%

2.05%

0.55%

4.8%




MONTHLY CASH FLOW PROJECTION

QuickMart
Fortsville, TX

Projected Direct Cash Flow (First 12 Months)

Stat Jan
Cash on Hand 60,000 25,000
Cash Sales 7125
Credit Card Sales 3,000
Cash Availahle n1s
Credit Card Service Charges -130
Loan/Trvest 140,000 0

Feb
834
11,063
1500
41,905
225

Dec

47926
20363
13,500

81,788
A5
0

Tatal

178 988
120,000
298,938

-3600
140,000

Total Cash Availahle 200,000 36975

Cash Paid Qut

Advertising & Promotion 1,800 110
Bank Charges 3
Insurance 125
Interest 1,225
Inveniory 25000 9055
Legal & Professional 50
Telephone 20
Paynoll 1,360
Payroll Tax

Repairs & Maintenance 60
Sales Tax

Supplies 30
Taxes and Licenses 100
Telephone 60
Utilities 460
Miscellaneous 50

41,680

10
pA)
125
122
13,007
30

0
1,360

60

30
100
60
690
0

60
30
60

64l
30

£0

30
100
60
610
0

81,383

10

2

125
1,193
24084
0

&0
4,050

il
30
60

s
30

Subtotal 21000 13310

Capital Purchases 136,000

Other Organizational Costs 7,000

Deposits 5,000
Principal Payment 33
Owner's Withdrawal(Sole Prop or Partnership)

17495 19987 21,710

7= - O = | N« £ 1}

25081

346

.

49

31,936

352

28211

2,800
300
1,300
14,508
47873
00
Ll
19,640
4,181
640

0
760
1,200
720
6,825
600
291,107

136,000
7,000
5,000
4063

TOTAL CASHPAID OUT 175,000 13,633

17820 20,315 22,041 20,669 18,605

35427

31,060

32,308

CASHPOSITION 5000 23342

13,860 25,662 28246 31079 31,150

1418

43,184

41,926




ASSUMPTIONS USED IN CASH FLOW PROJECTION

TOTAL SALE VOLUME

The projected sales of $300,000 for the first year of operation are based on a conseivatindustry estimate.
According to Financial Studies of the Small Business, 200X, XXth edition, the average sales for convenience stojes is
Aonnmhnnmng - 08 31 EOQOEGSC ABOAT OEOA ET AOOOOU APbAOEATRAA
this size is between $225,000 and $275,000 annual gross sales.

CASH SALES
60% of total sales volume

CREDIT CARD SALES

40% of total sales volume

CREDIT CARD SERVICE CHARGES

3% of credit card sales volume

INVENTORY MARKUP/COST OF GOODS SOLD

A mark-up of 15% will be placed on gasoline sales, 35% on all staple items and 45% on taxable products, wile
pharmaceutical items will have a 60% markup. A 40% markup was used for this projection. This equatesto a7
Cost of Goods SoldA detailed cash flow projectio by product category is available.

GROSS WAGES

Paid to parttime employees during the peak tourist season (SeptembeXpril). Two employees at approximately
20 hours per week each at minimum wage.

PAYROLL EXPENSES

12.4% of salaries based on informationo® AET AA &£OT |
SUPPLIES

Consists of administrative supplies to be used in the business and is assumed to remain constant at $40 efch
month for the off season (MayAugust) and $50 per month during the peak season (Septembdpril).

REPAIRSAND MAINTENANCE

Estimated at $60 during peak season and $40 for off season. Consists of brooms, mops, and other cleghing
materials and janitorial supplies. Equipment repair costs are covered by service agreements included in tfle
purchase price.

ADVERTISNG EXPENSE

Flyers, newspaper ads, and other materials will be needed at regular intervals. Estimated cost is $110 per mojjth
during the peak season, dropping to $30 per month during the off season. Th& &0 startup cost includes two
billboards along Highway 3.

ACCOUNTING AND LEGAL




Estimated at $600 per year for accounting services: compilation of financial statements and income tax. Legal f
totaling $575 for consultation have already been paid using the personal account of Mr. and Mrs. Smith.

TELEPHONE

The business line to be installed in the store is estimated at $80 per month. No long distance calls are expecte
be made, as calls to Boulder are still within the general call area.

UTILITIES

Includes electricity, water, and garbage pickup with fgher rates in the summer due to increased air conditioning
requirements.

INSURANCE

The store will have liability, fire, and theft insurance. Life insurance on the owners, as required by the loan
also be paid by the store. Monthly insurance is $125ith no down payment.

INTEREST EXPENSE

This expensevaries monthly and is based on amortization of a $140,000 loan at 10.50% for 15 years.

MISCELLANEOUS

Averaged at $35 per month during peak season and $p@r month during the off season.




BALANCE SHEET PRIECTION

Start-up Year-End

Current Assets
Cash 25,00C 52,214
Accounts Receivable 0 1,350
Inventory 25,00C 31,704
Deposits 5,000 5,000
Other Current Assets 0 0
Total Current Assets 55,000 90,274

Property & Equipment
Furniture & Equipment 11,000 11,00(
Land 20,00C 20,004
Building 75,00C 75,000
Improvements 30,000 30,00(
Acc. Depreciation 0 -6,018
Total Property & Equipment 136,000 129,981

Other Assets
Organizational Costs (Net Amort.) 9,000 7,20( 3.2%

Total Assets 200,000 227,454 100.0%

Current Liabilities
Accounts Payable
Income Taxes Payable
Payroll Tax Payable
Sales Tax Payable
Current LT. Debt (Bank)
Total Current Liabilities

Long-Term Liabilities
Long-Term Debt 135,937 131,42]
Total Long-Term Liabilities 135,937 131,421
Total Liabilities 140,000 143,284

Capital

Owner's Equity
Dividend Distributions
Retained Earnings
Current Profit or (Loss) 0 24,168 10.6%
Total Capital 60,00C 84,168 37.0%

Total Capital & Liabilities 200,000  227,45¢ 100.0%
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