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Executive Summary

Introduction


POINT is ready to begin development and marketing a useful new product targeted to universities.  The market of 16 million students enrolled on a full-time basis has been growing at an average of 1.5% according to the National Center for Education Statistics.  POINT will provide universities and students with a quick and useful way to customize and request information that they need.  The company is in its start up phase.

Business Opportunity


Admissions offices are seeking to impress prospective students.  Universities with large volumes of students and visitors need ways to effectively customize and accommodate everyone’s needs.  POINT allows the end user to navigate their own path and view the content that they are interested in.  POINT will provide useful information from many different sources on one convenient platform.

Products and Services Description


POINT is a comprehensive and current source of geographically based information that works on PDA’s and in the future will be adopted to Smart Phones.  The main functions are a map, point of interest, direction and path, and current information about weather and traffic.  POINT will reduce frustration by assuring the location of the user with GPS technology and by providing easily updatable content.

Current Business Position

POINT will begin business as a LLC.  The funds required are primarily for software development.  The prototype of the Illinois Institute of Technology campus is now in its first revision.  GPS-guided navigation is build on top of image maps of the campus.  Audio and video content was added to supplement the text information.  Spanish has been added for multi-lingual use.
Financial Potential & The Request


In the first year, POINT will generate $45,000 in revenues, based on sale of 100 PDA packages at two universities.  Sales are expected to increase by 3.5 times in the second year.  Seed funding of $102,300 is needed to cover the initial development of the software, most of which is salary – related.
[image: image3.emf]
Company Background

Introduction

POINT came to existence as part of the Illinois Institute of the Technology’s Interprofessional projects program. In its third semester as a project, the POINT team consists of twelve undergraduate students from a variety of academic disciplines. When the POINT concept first came into light the idea was to create a handheld touring system that could be implemented in major cities. It was to put the most sought after information in front of tourists, as well as GPS guided navigation and maps of points of interest. This semester’s team has concluded that from very stiff competition in the large format electronic touring sector a niche approach would stand a better chance for a successful launch.  College campuses were chosen as the initial target market.
Business Description

POINT, which stands for Point of Interest Navigation Technology, hopes to start as an LLC in the Chicagoland area. Our niche product is to develop a GPS guided, PDA based, touring device that contains a repository of custom, site specific, information that would be most valuable to the end user. Our secondary (Phase II) product will be an internet application targeted at next-generation comprehensive communications devices (Such as the Microsoft Origami Project devices). Our initial target market is to Universities nation-wide to target their admissions departments. Currently there is no one offering a similar product scope. Our secondary, but largest potential target market is the individual students at our their universities.
History
In terms of achievement our team has made several leaps since its inception. First, the team was awarded best Presentation and Business analysis during the last Interprofessional Projects competition. Second, several major technical milestones have been reached thus far; our prototype is now in its first revision, and mapping abilities have advanced to the point that GPS-guided navigation is built on top of image maps. The prototype also allows for multi-language capability, guided tours, and rich media content of audio and video.
Current Position and Business Objectives

We are currently in the planning phase of a start-up. Before we seek funding we are hoping to further refine our product and identify additional sources of revenue.   We anticipate that we will require $358,000 of outside funding to carry us through to break-even, which occurs in year 3.
Ownership

Taking into consideration this is a student project, the university will retain some equity in the company for which it may also provide incubator space and professional services in lieu of cash. The project currently has no debt, or any financial ties.

Products and Services

Product Introduction

The POINT software applications will change the way in which students, faculty, and visitors of a university interact with the campus and its surroundings. POINT Phase I will be comprehensive, current source of geographically based information, and it will work with PDAs. POINT Phase II will be a web application that will work on the next generation of handheld communication devices.  It is expected that smart phones will achieve widespread acceptance on college campuses in the next few years.
Product Overview

POINT Phase I is GPS based information software that can be used on any PDA with a Microsoft Mobile Operating System.          [image: image1.emf]
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The introductory screen contains six icons, representing each method to look for information on POINT.  These icons are named Map, POIs (Points of Interest), Direction, Guide, Weather, and Traffic. The Map function shows a map of the university with the points of interest highlighted and your exact position on it.  The POIs guides you to pick a list of Points of Interest throughout the campus and its surroundings. Each POI then has information in text form with an audio version of the text as well.  There is also a short video for each POI, where a campus guide describes the building in a nutshell. This information, the text, audio, and video, are all in English as well as Spanish so that we can reach a wider public.  Other languages could be added if justified.
The Path function allows you to ask POINT how to get from one location to another.  It will pick the shortest route and map it on the Campus map. The Path capability covers those areas most frequently traveled by visitors to that campus.  takes care of the most typical questions asked by visitors to the certain campus. 
[image: image9.png]Number of 4-year colleges and enrollment in the US

number of schools

% of total schools % of total enroliment
Small schools. 1820 788 285
medium schools 32 87 78
Targe schools. 58

25

235




POINT allows visitors and students of a campus to get acquainted with large university campuses quickly and easily. The entire information one would otherwise gather from people, the Internet, brochures, and guidebooks can be found on POINT. Not only does it save time and space, but it makes information readily available when you need it, where you need it. 


The Phase II product will be an extension of the POINT Phase I software. The main differences reside in the fact that it is a web application on the end-users own hardware. This hardware will be a next-generation mass-market device, such as the Smart Phone or a Microsoft Origami product. It will contain a host of new information based on student needs and interests captured during the first year of POINT Phase I operations at a specific university. Considering this product’s primary target is the students attending the university, it could include features such as local venue information and menus. This also creates an opportunity of new revenues that needs to be explored.

Suppliers and Inventory

The PDA on which POINT Phase I operates has to have Windows Mobile Operating System. The PDA model we propose to offer is Dell Axim X51 with a Dell Bluetooth standard GPS device and a Dell standard one gigabyte memory expansion card.  The software can be adapted to another PDA system in the future should the technology shift.
Research and Development (Phase I)
The phase I software, POINT, will be used on three university campuses initially, for which the information will be developed by software development experts. Apart from getting information from official sources (guidebooks, brochures, the university, etc), inside and local information will also be acquired from students attending the university in question. After the first year, POINT will be developed for five more universities, and the software development for the Phase II product will be initiated.
Project-specific development time is expected to be reduced by 50%, as we gain experience and move up the learning curve.
Services Introduction
The service component of our Phase I product is the updates provided to our user universities. Updates will be provided on a semester basis included in the lease agreement, or more frequently provided at a nominal cost. Customer support will also be provided, along with the initial consultation of equipment leasing.
Juxtaposed to Phase I, the service component of Phase II will be more intensive. Since it is a web application, it will be continually updated based on input from a paid campus representative. Customer support will also be provided.
Service Descriptions

POINT will work closely with the universities for which the program is developed. The customer for Phase I is the university, and through them the end-users are their campus visitors and prospective students. POINT will lease PDAs with POINT phase I software to the university. Universities have the option of renting the PDAs to visitors however they wish. The university will be responsible for routine care, battery replacement, and loss of damage not covered under original equipment warranties.  Warranties for performance of our software will be POINT’s responsibility..
Service Delivery

For Phase I product, POINT will deliver the software on the PDA platform.  Updates to Phase I software will regularly be completed during the individual campuses winter or summer break period, unless otherwise contracted.
For Phase II the web service will be delivered on a web application via a secure password protected interface. The students can purchase a subscription to their campuses website whenever they wish with major credit cards. Changes will be delivered to the product from the home base of POINT based on information from the POINT local campus representative. 


Research and Development (Phase II)
A second- generation POINT software will be developed for release during the second year of POINT Phase I operations. Surveys and customer research will be performed to identify new sources of revenue such as from advertising, and to determine new features that will be most desired by the students.
Operations
Introduction

POINT’s offices are located in Chicago, Illinois. Operations will be managed by the Chief Executive Officer – who will function in multiple roles. The company has a working prototype and is ready for single campus implementation. Equipment for the company has been selected and is awaiting purchase. The following sections will review the companies operations in detail. 

Location

POINT works out of the IGT building on the IIT campus located at 3424 S. State Street. POINT will expand to the IIT Incubator in the same building. This will provide the company with an office room and access to a communal conference room. The location of the offices will not be particularly important to the success of the company in the long run. We will primarily be servicing venues at their location or in a virtual manner; therefore our offices will be purely functional. The IIT Incubator is a great starting location because of it’s proximity to the test campus. It also gives the company access to professional start-up services and a highly qualified student workforce
Facility

The facility is not a showroom for potential clients. It is utilized exclusively for software development, day to day business operations, and company meetings. The facility will have no permanent equipment installed. The technical work and the business work will mainly be done separately, but the communal conference room will allow accommodation for company meetings when needed.

Operating Equipment

The company needs to secure equipment for software development and day to day business work. The software development will require two desktop computers for the technical team members. This will allow the technical team members to work more freely. The day to day business operations will require two laptops, one for each business team member. Having the laptops will allow the business team members to use their computer while they are consulting on site. A third laptop will be rented or leased for use by the CEO. Each computer will have full internet access. All five computers will use one community printer found in the office. The office will also include a phone and fax hybrid machine. This will allow for landline phone calls to be received as well as sending and receiving faxes. For communication, three cell phones need to be purchased for the business employees and the CEO to allow them easy communication while they are on site.

An additional server computer and external hard drive will be required to facilitate information sharing

Five copies of Microsoft Office Standard Edition will be used on each computer for day to day operations. Two copies of Microsoft Studio 2005 Standard will be needed for the development team. Last, Microsoft FrontPage will be needed to develop the business website along with six copies of the anti-virus software.

Suppliers and Vendors

The company will buy or lease the PDA’s, GPS devices, and memory cards from Dell. POINT will work out a contract that will be mutually beneficial to both companies. Furniture will be borrowed, and cell phones will be through the most favorable wireless provider. Phone/fax/internet lines will be from wowway.com. In the future the company will look to expand to other media devices and suppliers. POINT will most likely expand to another format after two years. Because the hardware will be purchased “ready to use” no assembly equipment will be required.

Software required will be end-user licenses from the vendor Franson for the GPS software for each PDA distributed. We will also require the purchase of two developer framework licenses.

Personnel Plan

Currently the company is a student project and is supervised by one team leader, and the work load is divided among a technical team and a business team. Each sub-team has a respective team leaders. Each sub-team is comprised of four team members in addition to the team leader. An outside advisor coaches the team’s efforts
The future plan for personnel is similar to the current design. There will be a technical team devoted to designing, developing, testing, and maintaining software for current and future clients, and a business team responsible for marketing and sales, consulting, and administrative tasks. At startup there will be five employees. Two employees will be devoted to the technical development, and the other two employees will be devoted to the business aspect of the company. The fifth employee will be the CEO.
In the third year it is an assumption that we will add four more employees to the team. Three for development, and one more on the business side.

General Operations

POINT offices will be open during normal business hours, five days a week. Occasionally, employees may be needed for special consulting or developing on the weekends. The offices are zoned for this type of work, and all other known regulations are met. 
Management, Organization and Ownership 
Introduction

The Chief Executive Officer (CEO) of POINT is a person with extensive business experience in technically based companies.  His past work will enable the company to aggressively take advantage of the potential market for its product.  He will also serve as the primary salesman and fundraiser for the company.

Management/principles

 The CEO will be the business team leader (BTL) and will work closely with the Technical Team Leader (TTL) to run the two facets of the business.  The CEO will maintain overall control of the day-to-day operations of the company and will be responsible for sales.  He will be assisted in with the marketing and sales efforts by a paid school representative from each university.  He will also be responsible for locating and securing investors in the company.  The (TTL) will use his management experience he has obtained working in the Computer Science/Engineering field to take advantage of innovative technology.  He has also received an advanced CS/CE degree.  A board of directors with start up and industry experience will guide the company.  
Organizational Structure

The CEO also (BTL) and the TTL will divide the managerial duties of the company while the CEO will maintain final decision-making authority.  The company is split into two teams.  For the first year the only employees will be the BTL, TTL, and the school representatives.  In subsequent years the numbers of employees will increase and the CEO (BTL) will provide direction to the business team and the TTL will do the same regarding the technical team.  The TTL will be in charge of all technical aspects of the business as well as providing feedback to the business team regarding all matters affecting software and product design.  They will be responsible for all software and product development. 

 The CEO (BTL) will be responsible for all marketing, consulting, accounting, and human recourse issues that the company will undertake.  They will also be responsible for securing investors in the company.  The company will also utilize interns from the respective colleges that the company will be providing its product.  These interns’ responsibilities are to ensure that the company provides the best product for their particular university and to provide feedback regarding all information requiring updates.

Professional consultants:

 Point currently will conduct most of the day-to-day operations of the business, but as the need arises will consult outside help.  The company, as needed, will obtain and utilize a local attorney.  We will also retain the services of a local insurance agent and bank.  Quarterly we will request the services of an accountant to check the accuracy of the accounting work performed by the business team and prepare tax documents.  
The Industry, Competition and Market  
Introduction

The competition among universities in America is to attract the best students is very fierce. Some try to get the attention of new students by offering different kinds of proposals (some even give laptops to their new students). We think that we can go further without bigger investments from the schools. We plan to focus on the PDA platform, as PDA’s are becoming a more standard tool in our everyday lives. We believe that our software will be bought not only by schools, but also by students or visitors.  There are 1 million new freshmen pouring into universities every  year.  

[image: image4]
 POINT provides a new concept for a piece of software for mobile devices. It provides relevant campus local information to new students and tourists who are unfamiliar with the area, unhappy with using time-consuming maps, tour guide books or tour groups, etc. as their source of information. The phase I product is similar in style and presentation to Microsoft Streets and Trips, Ostia, or other available options for mobile devices with or without GPS support that we market to individual customers. The two types of clients (schools and students) give us a bigger piece of the market that is important for success.

Industry Definition

The products offered by Microsoft (Streets and maps, Map Point 2004 North America), Ostia, Vindigo and other companies offer a very complete set of features and are very elaborated.  Many of these software solutions are packaged with a GPS attachment for a pocket PC or Palm, so somebody purchasing a GPS module (necessary for the use of our software) would already have a very good piece of software.  Much of this software does seem to be directed towards use in a car, but they nevertheless provide the same GPS information that we would be providing.   However, we are providing richer content.  We are concentrating in campus areas giving as many details as any other bigger software (like those mentioned above). Those programs use 3rd party company to support the provided information, and they don't go as deep as we do in our software. Our product develops its own database making the product fully customizable based on the client’s requirements. The major advantage we have is that our content is provided primarily by ordinary students who really know what you need when you are a newcomer or visitor.  POINT is designed with the end users in mind.

In order to be successful with our product, we need to provide something new and unique.  We are providing a customizable framework that includes many features such as directions, public transit information, points of interest (POI’s), historical information, relevant news, weather, etc…, that highlights our turn-key solution.  

Market Size

There are a huge number of schools and universities that can fit our potential client pattern. The market size is only blocked by our ability to market our product. Including branch campuses, there is more than 4,000 degree-granting institutions in the United States. The majority (57.6%) are 4-year institutions (National Center for Education Statistics.NCES)
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Market Growth

The middle-series projections of NCES estimate that between the years of 1998-2010 enrolment in 4-year institutions of higher education will grow at an annual rate of 1.5%, while 2-year institutions will see their enrolments increase 1.4% each year.  Based on these projections, “Packaged Facts” estimates that nearly fifteen million Individuals were enrolled in Fall 2000. 
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In 1998 there were nearly 5.5 million undergraduates of all ages enrolled on a full-time basis at 4-year colleges. Based upon NCES projections, “Packaged Facts” estimates that in Fall 2000 there were more than 5.6 million full-time undergraduates.  By 2005 it is projected that the number of full-time undergraduates will exceed 6.1 million, representing a cumulative growth of 12.5% over 1998 and 8.8% over 2000. (Source: NCES)  Our product expectations growth is on par with the enrolments in the universities we are targeting. 

Customer Profile

Our product is created with the end-user in mind. We are initially targeting the admission offices of the universities to get our feet in the door of the student markets. After our product has passed the early stages, we will evaluate the possibility of dealing directly with final users.  POINT is attractive enough to lift up initial interest from the admission offices. A designated on-campus person will address the issues of the admission office in order to improve the product functionality.
Our ideal customer could be a large school that is selective and receives lots of campus visits, or a small and proud school that would like rich media, a well endowed campus with lots of money to show off, or campus that is nearby, which would be cheap to develop the service.  
Marketing Plan
Introduction

POINT’s relationship with the Illinois Institute of Technology - IIT is crucial to the marketing plan.  POINT was able to utilize the IIT campus for prototyping of our concept into reality.  The encouraging results from surveys and focus groups have given POINT the confidence to move ahead.  The important things learned from the surveys are that 68% of want our product, 71% desire audio and video, and only 20% own a PDA.  From the focus groups, it was determined that students get their information from many sources, and there is an opportunity to provide the content on a single platform.  The admissions office has been looking into similar products, and is interested in our product.  The alliance with IIT has given us credibility to be accepted and welcomed at other prominent universities.  

Initially, our target market is an audience who desires to easily navigate and become familiar with universities, and POINT satisfies that need.  In the future (five years), POINT plans on expanding to new markets such as theme parks, tourist attractions such as Bronzeville, and State Parks.  Also, there is a great opportunity for expansion into new geographic markets of the U.S. and even abroad.  

Competitive Advantage

Society is becoming more and more on-the-go.  There is a customer demand for portable digital content.  The user friendliness, portability, and GPS capability of POINT give it a distinct advantage over current methodologies of navigating a campus.  The GPS capability will allow for on-the-go users to choose a path, and be assured that they are on the correct path to their destination.

Updating and customizing is much faster and easier in the digital form than on printed materials.  For example, universities could quickly personalize a tour for a visitor and set them free to explore the campus and neighborhood on their own.  This would create a unique experience for each user.  This technology on a PDA platform with GPS technology will also ensure that the user will not get lost.

Also, POINT is differentiated in that it is not just providing a map, but relevant content about the surrounding area.  A lot of content can be provided on the PDA – which is small and lightweight to carry.  Video, audio, and text add to the user experience.
I-pod audio tours are coming into popularity, also campus reps, guide books, and maps are in current use.  However, we intend to provide a richer experience than any one of these can provide alone.
Pricing

We decided on a monthly lease charge of $55/PDA to the Universities. There will be benefits to signing a 3 year contract with POINT.  Our price reflects our desire to provide quality and useful content to the end users, while keeping in mind the limited geographic span of our product in addition to covering the costs of our hardware.   The increased efficiency added to the admissions department could offset some coordination efforts of the staff.  The value added is in time saving abilities, and the University could transition a staff worker to be part time.  
Distribution Channels


POINT will market its PDA software directly through its own business representatives.  The key to this effort will be made by Zach Hartnett: in his experience working for the Admissions office at IIT, he/she has gained the knowledge and expertise about a typical campus visitor, and with this understanding he/she will be important to facilitate sales.  

POINT’s sales goals for the first year are 100 PDA packages distributed to two schools. In the second year of operations, the plan is to expand to five more universities.  As development is a major cost for the business, we anticipate that with increasing experience the development will run more smoothly and become increasingly easier as we expand our business.

Promotional Plan

In addition to direct sales, the promotional plan is to integrate multiple strategies to reach our market.  This will include maintaining a website, having direct mail, strategic alliances with universities, cross promotion with local restaurants
The lifetime value of our phase I (POINT) customers is potentially permanent.  We expect to spend a decent amount to attract and retain them.  The lifetime value of our phase II customers is potentially short, so we plan on spending a small amount to gain new customers.  In addition, our customer base is a cyclical process.
Feedback

In order to promote continuous improvement in our business, we will be providing a survey along with our product.  Universities will ask visitors to fill out the survey after using our product, and send us this feedback in cooperation with us.  This feedback is crucial for us to incorporate any components that could be possibly missing, or to improve upon our user interface.  We want to ensure continued satisfaction of our end users, and plan on welcoming their input. In addition, Phase II product will include another layer of feedback provided by a paid on campus representative.
Financial Plan
Introduction and Main Assumptions

This section summarizes the financial assumptions used in creating the projected financials. There are three main assumptions. They are as follows: 

1) Operation will  begin January 1, 2007

2) An amount of $260,000 will need to be secured to allow us to operate in the first year.

3) That we will have three universities waiting for the PDA packages from the first day of operation, and they will be comprised of two small size universities (2,000 – 5,000 students) and one medium size university (10,000 – 12,000 students).

Profit & loss

Revenues:

Phase I Revenues

For the first three years of leasing the PDA are as follows:

Year 1 is based on the lease of 80 PDA across three universities. The lease price which is assumed constant for the next three years is $55 per month per PDA.

Year 2 is based on the lease of 260 PDA across five additional universities.

Year 3 is based on the lease of 675 PDA across ten additional universities.

Phase II Revenues

For the first three years of leasing the PDA to any individual university, we expect Phase II revenues as follows:

In year 1 of the existence of Phase I at a university Phase II is under development and thus revenue is $0.

Year 2 is based on an estimated 1600 subscriptions to our web service billed at $5/month for 12 months/year. This subscription number is derived from an accelerated model of a similar company’s web service adjusted to a typical high technology product adoption cycle.

Year 3 is based on an estimated 12,400 subscriptions to our web service billed at $5/month for 12 months/year. This number is also based on our accelerated adoption model.

Cost of sales – It is mainly the price of purchasing the PDA and equipment from the supplier.

Expense Categories

Salaries – The salaries assumption is based on hiring five employees, and is based on 25% below the median numbers from salary.com. The technical and business team will have slightly different salaries. In addition to their base salaries, other incentive based compensation options will be offered. Four more employees will be hired in year three.

Outside Expenses – This covers the cost of paying students for the time they put to provide us with the information on the university they are enrolled in. A student will receive $10 an hour for this service, and we expect to meet with five students once a semester for three hours.

Office Supplies – Office supplies include items like Pens, Printer paper, staples etc. But, also for the first year it includes extra costs for the initial supplies like stapler, folders, whiteboard etc.

Computers - This is based on average pricing of computers in the market. The business team would have laptop package of 1.5 GHZ processing speed, 80GB of memory and 256 RAM. The Technical team would have a desktop with a 19” flat panel monitor, 2.8 GHZ, 160GB of memory and 1GB RAM. We also would have a server to store all the information, and the server has an external driver to backup everything at the end of the day and internal extra disk for backup. Both teams would have a shared printer all-in-one (Fax, Scanner and Printer). In the 3rd year, two extra desktop and laptops are going be purchased.

Software – Software that we would need, Microsft Office 2003 Standard Edition (5 Licenses) and Microsoft Studio .NET 2005 Standard Edition (2 Licenses), Kaspersky Personal Security suite –Antivirus-(6 Licenses), Franson GPS software (2 Licenses) and FrontPage 2003 (1 License). Plus there is going be yearly investment in updating and upgrading the current available softwares. Updating software like antivirus and firewall. Upgrading software like MS Office and Studio .NET. In the 3rd year we would need 4 extra MS Office 2003 standard edition licenses, 2extra Microsoft Studio .NET 2005 Standard Edition licenses

Inventory – We should have at least 5% of the total of number of customer we would currently have. Due to the leasing agreement we would need to provide replacements when needed.

Accounting and legal Services – In a year basis we will require the services of an accounting and bookkeeper to go through out financial records and make sure all our financial maters are covered properly.

Rent – Monthly rental is calculated on a determined annual agreement for 2 rooms within the IIT incubator. In the 3rd year we would look into getting a little bit larger area.

Phone and Internet – General month’s telephone and internet service. The phone, internet and fax would all be through VOIP service, like wowway which offer a complete package for just $85/month, which an Internet connection of 4Mbps. There is also going be an initial cost of 5 phones and voicemail device (AT&T 1726 Digital Answering Machine). The business team would also have cell phones with shared minutes (1400 minutes), and be able to call each other without any extra costs. In the 3rd year, 2 extra cell phones are going be purchased.

Furniture – Furniture cost will be only the initial costs of furniture required for the office. Tables, Chairs, file cabinets, lamps etc. In the 3rd year 4 extra sets of tables, chairs would be needed.

Advertising – Advertising cost would be through advertising directly through public newspapers and school newspaper like Tech News.

Contingencies – A contingency cost is calculated, which is close to 20% of total expenses excluding salaries and COGS.
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Cash Plan

Cash Receipts - Sales to customers will be on net 30 days credit terms. POINT expects that 100% of its sales will be on credit. Cash will be received at the end of the month on monthly basis.

Inventory Purchases – POINT will purchase the items only when an order is made by the customer. We will hold about 5% of total PDAs in use at each university for demos to prospective clients and for replacements to cover our end of the warranty.

Other Expenses – This is the sum of all operating expenses.

	Expense Budget

For year beginning January, 2007

         Year 1
Year 2
Year 3

	Salary expenses 
	$241073
	$241073
	$434277

	Outside services
	400
	800
	1600

	Office Supplies
	1400
	1800
	2400

	Computers
	5272
	0
	3662

	Software
	2704
	1000
	3036

	Accounting and legal
	2000
	2200
	3200

	Rent
	7800
	7800
	10200

	Phone and Internet
	2252.48
	2030
	2335.28

	Furniture
	900
	0
	695

	Taxes
	0
	0
	32057

	Advertising
	6040
	6000
	14520

	Inventory
	0
	0
	0

	Total Expenses
	$277,539
	$273,347
	$539,126


Estimated Taxes – No taxes are expected until POINT’s third year operation when POINT is Profitable. Taxes are estimated using a heuristic figure of 8% of total revenue.

PDA screen with six icons. This is the opening screen.














PAGE  
13

