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Executive Summary 

Elite Eats LLC is an innovative coupon fundraising company that supports local schools and communities.  This 

company provides a win-win value proposition to all Elite Eats stakeholders.  The auspicious opportunities from 

Elite Eats garner high profit fundraiser for schools, increase patronage and free-to-low cost advertising for local 

merchants, and healthy return on investment for investors.   
 

Elite Eats will operate using two base products, Elite Eats Coupon Book and the Elite Eats Chewpon Card.  Each 

product has different target audience. Our core product, the Elite Eats Coupons Book, is marketed to families 

with a annual household income of over $70,000. Research shows that these are the largest consumers of 

coupons.  Nielsen reports that households earning over $100,000 annually are twice as likely to coupon than 

families who make under $35,000 annuallyThe Elite Eats coupon book will retail for $20, and be filled with over 

a thousand dollars worth of deals. Unlike traditional coupon books, which feature mainly national chain and fast 

food restaurants, the Elite Eats Coupon Book partners with mid-to-high end local restaurants geared to the 

“foodie” demographic, which also comprises household incomes of $70,000 and greater. The Chewpon Card will 

be marketed to families with at least one child in school and a total annual income of at least $50,000.  A 

Chewpon card is a reusable PVC card filled with deals for local fast food-to fast casual dining options. The card 

cost $10 and is good for one year. According to a 2013 Gallup study 51% of households earning between 

$50,000-$74,999 consumer fast food at least once per week.    
 

Both the Elite Eats Coupon Book and Chewpon card will be fundraising opportunities for local schools.  The 

Partner schools receive 50% of the revenue generated from the sales of each product, while Elite Eats LLC 

receives the other 50%.  Elite Eats provides the marketing materials, sales training, and student incentives.  

Schools pay no money upfront and have no minimum sales threshold.  Schools finally have a no risk method of 

raising money through their students’ sales while our company and investors benefits from the low cost sales 

force.  Fundraisers are easy to operate, low cost, and a profitable source of income for various projects at the 

school.   
 

While schools are benefiting from our low-maintenance fundraisers, the local community also prospers from the 

plethora of benefits from the coupons. According to Business Insider,  91% of coupon redeemers say they will visit 

a retailer again after being offered a coupon, allowing the additional exposure that small restaurants and other 

similar businesses need to flourish.  By letting partner restaurants retain one-hundred percent of the face value of 

their coupons, they receive double the revenue over non-fundraising companies such as Groupon, SweetJack, and 

LivingSocial.  All of these positive specifics lead to an overarching bridge to successful return on investments for 

our investors.   
 

Elite Eats differentiates itself from competitors by offering schools access to our revolutionary database system, 

which markets to past customers in perpetuity.  This allow Elite Eats and partner schools to receive potential 

income from parents and friends of former students long after graduation. The one-thousand to two-thousand 

percent mark up on both products allows Elite Eats to continue to give a portion of the proceed to the school that 

originally prospected the customer. Elite Eats is the only fundraising company in our industry that utilizes this 

ingenious database system.  This will cause a continuous stream of customers from previous years as well as the 

new customers from each year of sales from the school.  An additional comfort to our investors  is that they know 

schools will be committed to our company in order to keep the perpetual customers that we give them.  According 

to a study by Association of Fund-Raising Distributors & Suppliers, 80 percent of Americans agree that 

fundraising sales are an important financial resource for America’s school and youth programs.  As a matter of 

fact, 62 percent of the people randomly surveyed admitted to purchasing a product to support a school 

fundraiser in the past year.  
 

We are asking for an initial loan of $111,870  to start our business.  We will return our investor(s) $182,000 

over 8 years. This loan will finance our first six months of operating expense as well as our initial one-time start 

up expenses.  Our company will begin to repay the loan after year one and continue to increase the payment to 

our investors until the full amount due has been repaid with interest. While the investor is risking their money for 

four years, by year five, they will have earned their money back.  At the end of our six-year term, the investor 

will accrue a 162.7% ROI (interest of $70,310) 



Section 2: Company 

Profile 
 



Mission Statement 

Our mission is to support families, schools, and local businesses by creating unique experiences at an 

affordable price. 

By the year 2024, Elite Eats will be a multimillion dollar coupon fundraising company. We will achieve our vision 

by creating win-win opportunities for schools, local businesses, and families. We will be known for our 

commitment to our stake holders and our excellent service to our customers 

Corporate Governance 

Vision Statement 

Elite Eats corporate governance values a strong commitment to schools, communities, employees and 

stockholders.  
 

Leadership of Company 

The Executive Board will exercise leadership through strong moral guidelines in order to keep the business 

running, while continuing to expand it. The Executive Board will meet for any issues or decisions that involve over 

$100,000 (this number could raise as business expands.)  Each member of the board has one vote when making 

decisions.  
 

Composition of the Board 

The board is made up of the CEO (president), COO, and the schools operation manager. 
 

Role and Functions of the Board 

The CEO is the driving force behind the company.  He/she will make things happen and make final decisions 

when they are needed.  The COO will ensure that company operations flow smoothly, economically, as well as 

according to the law. He/she is responsible for making certain that the necessary work is done properly and 

punctually. The Schools Operation Manager is responsible for the financial success of the business and handles 

external relations with high, middle, and elementary schools as well as any external relationships that are 

obtained by the company in the process of sales. 
 

Audit 

Elite Eats will use the external audit firm of Ernston & Young to perform an annual audit.  The results of the audit 

will be available to stock holders and all company employees with no complications. 
 

Stockholder Liquidity Policy 

No person will have the ability to sell ten percent or more of their outstanding shares without notifying the other 

shareholders of their decision. 
 

Corporate Policies and initiatives  

Ninety percent of our business partnerships have to be local.  Schools will have the option to receive residual 

income through our database management system.  This system markets previous customers and remits payments 

back to supporting schools.  This service is an enticing factor that will be a convincing argument for schools to 

partner with us and continue partnering with us. 

 

Effective Date 

Founded in December of 2014 by Ross Clay, Tanaka Chipere-Chitiyo, and Tyler Reid, Elite Eats LLC began 

formal operation in an office space located in Atlanta, GA 
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Legal Forms of Ownership 

• Old National Center – Building 2 

• 5540 Old National Hwy, Atlanta, GA 30349 

• Setting: Office 

• 1350 ft2 

• $900/month 

 

Weight CRITERIA A: 730 Midtown 
B: Two Buckhead 

Plaza 

C: Old National 

Center 

D: 5515 Riverdale 

Rd 

2 SIZE 
2 4 1 2 4 8 3 6 

4 COST 
1 4 2 8 4 16 3 12 

1 ACCESSIBILITY 
1 1 2 2 4 4 3 3 

3 LOCATION 
3 9 4 12 1 3 2 6 

TOTAL 
    18   24   31   27 

Bank Loan $111,870 

Crowd Funding (Kickstart) $25,000 

Owner Investment $7,000 

TOTAL FUNDING $143,870 

We used the decision matrix above to select the best property based on logic vs. emotion. We made a list 

of attributes that best satisfy our needs of cost, location, size, and accessibility. Each attribute has a 

different weight based on its importance to the company. We rated each attribute from 1-4. (higher being 

better) Finally, we rated each attribute of each property, and then multiplied the weight and the rating in 

order to determine which property best suited out needs. 

Elite Eats will be organized  will be organized as a Limited Liability Company (LLC).  The members of a LLC 

do not have personal liability.  LLC’s are not taxed on the profit that the business makes. Becoming an LLC 

allows avoidance of corporate double taxation. Elite Eats will not identify as a sole proprietorship because 

there will not be a single owner of the business.  Elite Eats will not be organized as a Limited Liability 

Partnership (LLP) in order to avoid excessive liability for a general partner. 

Local Decision Matrix 

Location 

Current Sources of Funding 
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Industry Analysis 

 



Used Never Used

There are $470 billion worth of coupons distributed in the United States annually. 3 in 4 people have used 

coupons before, while 28% of all redeemed coupons are related to restaurants. School based fundraising 

accounts for $1.4 billion annually. According to the Association of Fund-Raising Distributors and Suppliers 

(AFRDS), elementary school parents, students, and volunteers make 73% of school fundraising sales and the 

average product fundraiser generates more than $3,100 for schools and non-profits.  

Entertainment Pet Care
Foods Health Care
Household Personal Care
Beverages Others

Digital Printed Both Equally

As shown in Coupon Usage above, consumers use coupons for food more than any other category. This led 

our company to focus our coupon sales around food and restaurant discounts. According to Preferred 

Delivery Method above, consumers prefer printed variants of coupons to digital coupons.  Also in 

accordance with a study from the AFRDS, more than three-quarters of all respondents are comfortable with 

spending up to $20 per fundraising occasion, while roughly one-quarter are comfortable spending more 

than $20 on each occasion.  The graph below shows coupon usage in billions and how they are becoming 

more popular. According to the Nielsen Coupon Clearing House, the  Coupon market is increasing at a 

steady rate of 3.3% per year. 
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Section 4 
Target Market 

 



Target Market 

Our target market differs for our two different 

products. Households with a total income level of over 

$70,000 make up about 41% of coupon population. 

Households earning over $100,000 annually are 

twice as likely to coupon than families who make 

under $35,000 annually. 

Less than $70,000 $70,000

Households with annual incomes of $70,000+ account for about one third of all U.S. households, but more 

than ½ of total restaurant spending. 25-44 year old adults are most likely to use coupons than any other 

age group. In 2013, 2.8 billion coupons were redeemed in the United States. 52% of females use coupons 

while only 39% of men use coupons. However, we will continue to focus equally on male coupon sales 

because males have a higher probability of taking the check after a meal. According to the National 

Restaurant Association, men are increasingly becoming heavier coupon users and more prone to spend in 

the restaurant market. 

For the Elite Eats Coupon Book, our target market is 
families living in a densely populated metropolitan 
area with a total yearly household income of 
$70,000 and above. Because our coupon choices 
will be more expensive, affluent families will be 
more inclined. Current daily deals users will be 
drawn to our product because of our ability to 
supply increased savings.  

For the Elite Eats Chewpon Card, our target market will be families with a total yearly household income of 
$50,000 and above as well as families with one or more children in school. Consumers shopping in the fast-
food industry will be drawn to our product because of its including of aforementioned fast-food restaurants. 
According to a 2012 study from Connelly and Connelly, families with children are more likely to eat at fast 
food restaurants, the focus of Chewpons. 

Spending at Restaurants by Family Income 
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Section 5 
Competition 

 



Competitive Analysis 

Elite Eats has key competitors in the non fundraising coupon companies.  The leading companies in that category are 

Groupon, Living Social, and Sweet Jack.  These companies have certain advantages and disadvantages when 

compared to Elite Eats.  These non fundraising companies are one-hundred percent digital, giving them an aesthetic 

edge in the age of the internet.  However, even if a person does prefer to have their coupons in a digital manner, it 

does not change the actual quality of the coupon.  Also, these major fundraising companies have a higher level of 

credibility in the eyes of every day consumers because they sell an enormous amount of coupons.  While the non 

fundraising coupon companies are largely successful for the most part, Elite Eats has a number of advantages over 

them.  The leading competitors only give one coupon a day.  For their one coupon given priced at $20, the 

average value a customer receives is $40.  However, Elite Eats provides a value of $1000 for the customers $20.  

Also, Elite Eats appeals more to restaurants than the leading competitors do.  When restaurants partner with the 

leading competitors, the only get fifty percent of the coupon face value returned to them.  However, Elite Eats 

returns one-hundred percent of the coupon face value, making us the ideal choice.  For example, when a consumer 

buys a $50 coupon from our competitor for Restaurant A, the Restaurant receives $25 profit on that coupon and 

the competitor gets $25 while giving away $100 worth of food.  In the same situation, Restaurant A would receive 

$50 from the coupon while giving away $100 of food.   
 

While this statistic is advantageous to restaurants, it makes no difference to the consumer.  Our competitive 

advantage to the consumer is apparent when the buyer is presented with the value of their $20.  If a consumer 

spends $20 with a leading competitor, they can use one coupon to get a good deal at a local restaurant.  If a 

consumer spends $20 with Elite Eats, they can use one coupon to get a good deal as well as have ninety-nine other 

coupons available to them over the entire year, all for the same price.   
 

Elite Eats has competitive advantages over the leading competitors, there will inevitably be future competitors.  

These future competitors include copycat firms that try to replicate our idea.  Also, school based fundraising 

companies in the future will provide competition for schools to choose from.  There will continuously be more daily 

deals that rival our coupons to consumers. 
 

The future competitors will have stiff barriers of entry in order to compete with our company.  Copycat firms will 

have to overcome our altruistic relationships with restaurants and local businesses.  School based enterprise 

companies will have to overcome our wide variety of restaurants that we entertain in our coupon books/cards.  The 

competitor daily deals will have to find a way to appeal to the customers that prefer to support schools and local 

companies.  Elite Eats also give restaurants much more profitable margins than the Daily Deals will be able to.   

Living social 
       16.1% 

COUPON Price Savings # of Option  Party Benefit 

EliteEats $20 $4,980 100 Local restaurants and 

schools 

Groupon $20 $30 1 Local restaurant 

Living Social $20 $20 1 Local restaurant 

 

FUNDRAISING Student Benefits Stakeholders Benefited Benefit to School 

EliteEats Elite prizes  + 

club fundraising  

Local restaurant + schools  50% profit margin  + 

perpetual income 

Great American Savings Club Fundraising Local schools + National  

restaurants 

40-50% profit margin  + one 

time income 
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Section 6 
Marketing Plan and Sales 

Strategy 

 



Key Message 

Elite Eats is a coupon school-based fundraising company that focuses on discounts for local restaurants. Our core 

philosophy is to create a win-win situation for schools, families, and local restaurants and businesses. Our two products 

are: Elite Eats Coupon Books, where our primary operation targets more affluent clients that dine in at least three star 

restaurants. Our second product is Chewpon, a product focused on our everyday customers. The name “Elite Eats” 

describes our primary operation: elite. It gives our customers the feeling that they are genuinely treating themselves with 

our product. The logo for the two branches both show our role in the restaurant industry with the fork and the dome 

plate cover. The colors of red and yellow fit our brand and our industry because the two colors are famously known for 

inciting a feeling of hunger in the human mind. Elite Eats’ tagline “Eat smart. Eat up.” represents what it means to enjoy 

a high level dining experience for an affordable price. Chewpon’s tagline “Chews wisely” emphasizes our company’s 

role in saving everyday people’s money. It keeps the same message; we intend to help people live a smarter, less 

expensive lifestyle. 

 

 

Media Cost Reach Use 

Flyer $680.46 10,000 Twice per year 

Web 

 

$300.00 19,000 All year hosting 

Bus Wrap $4,500.00 5,250,000 9 months 

Text Blast $570.00 19,000 Twice per year 

Total $6,050.46 5,298,000 

FLYERS: We will be use Uprinting.com to print full-page UV coated flyers, which will be mailed out to potential 

customers. 
 

WEB: Our e-commerce website will be created by Manring Masterpiece graphic artist.  They will host the site 

as well.  The site will allow customer to directly purchase from Elite Eats. If customers enter a school code a 

portion of the proceeds with go to the school which will create a perpetual income stream. 
 

BUS WRAP: We will wrap city buses in a graphic created by stickerbanners.com in our target areas during the 

school year. The bus will operate in our target demographic area. 
 

TEXT BLAST: We will use Trumpia.com to create a database on customer who we text blast twice a year in 

perpetuity, in order to generate additional revenue for our school partners.  By creating a perpetual revenue 

stream Customer will be less incline to go with a competitor. 
 

Note: Social Media will also be utilized as free form of advertising. 

 

 

Promotional Plan 
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Features 

• The Elite Eats Coupon Book: A collection of coupons accumulating to $5000 worth of savings from 

100 local restaurants over the course of 56 pages at a size of 8½in. by 5½in.   

• The Elite Eats Chewpon Card: A 3 1/8in. by 2 1/8in. card with a collection of 20 deals on the back 

of it. These deals have a clearly expressed expiration date. 

Benefits 

• The Elite Eats Book allows the customers to indulge themselves in a higher class environment. Our 

customers can dabble in the world of fine dining without the serious financial burden that entails it. 

The Chewpon card has a similar effect with its median income customers in saving their money in less 

expensive restaurants. The Elite Eats Book and The Chewpon Card support local businesses, assist 

schools in closing the funding gap, and provide a cheaper entertainment option for families. 

  Product Name: Elite Eats Coupon Book and Chewpon Card 

X 1. New Production (first sales) 

  

  4. Maturity (sales hold steady) 

  2. Growing Purchase (rapid 

increase) 

  5. Loss of Value (sales fall off) 

  3. Established Position (sales peak)   6. Declining Purchases (rapid loss of 

sales) 

  Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

Peak Sales               x x     x 

        x           x x   

Average Sales x x x                   

          x               

Zero Sales           x x           

Product Mix (cont.) 

Product - Life Cycle 

Product – Seasonality 

Place 

• We will distribute at high schools and middle schools using student salespeople and PTA members. 

We will also sell at elementary schools with parents as salespeople. We will make other sales of the 

books on our own through retail. Selling the books and cards at schools reduces labor costs, which is 

usually the highest input costs . It increases sales likelihood due to affinity.  

• We will give our books to the schools, then collect $10 for every sale that is made. Unsold books will 

be sold at retail. 

X represents current stage of business 
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Sales Strategy 

0
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Our sales strategy is focused around the schools of the local community.  Considering we are a school 

based fundraising company, it is essential that we establish strong and healthy relationships with the schools 

in order to get our foot in the door.  Schools are the primary source of our sales because our target 

audience is much more likely to purchase our product if they know it is helping a school fundraiser. 
 

According to a study by Association of Fund-Raising Distributors & Suppliers, 80 percent of Americans 

agree that fundraising sales are an important financial resource for America’s school and youth programs.  

The North Atlanta school area has a high concentration of our target audience, giving us an advantage 

over similar businesses in other states and regions.   
 

We priced Elite Eats Coupon Books at twenty dollars because we felt the pricing is comparable to 

Restaurant.com, Groupon, and the other most popular restaurant coupon deals.  However, we still hold the 

competitive advantage because we give more value for the twenty dollars spent.  Another shaping factor 

in pricing the books at twenty dollars is that more than three-quarters of all people surveyed by AFRDS 

Consumer Survey admitted to being comfortable spending up to twenty dollars per fundraising occasion.  

Only twenty-four percent of people were comfortable spending more than twenty dollars.  Twenty dollars 

is a reasonable price for both the customers and Elite Eats.   
 

Our sales will be bolstered by the incentives that we offer the different parties in our interactions.  Schools 

are put in a beneficial win-win scenario because they get perpetual customers as well as any easy source 

of fundraising.  The students in the school will be given prizes by Elite Eats depending on the volume of 

sales they complete.  Businesses will initially be able to advertise in our book free of charge to over ten 

thousand customers.  There is no risk for them and they will only gain sales from our exposure to our 

perpetual customer base.  Because we only target local, independent businesses, it will help them grow and 

receive the exposure that they need to be competitive with the larger chain restaurants.   

Sales Forecast (Units) 
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Section 7 
Operations 

 



Operations 
 

Business Facilities 

We chose the location at 5540 Old National Highway 

because of its fulfilling of our criteria. It has space for 

storage in the back where we can keep the cards and 

books after they have been produced and before they 

have been distributed. We have a conference room as 

well for meeting with clients or meetings within the 

company.  
 

Easy walk-in access is not a necessity.  Convenience to 

clients is secondary because they will rarely need to 

come to our location. We can usually meet our clients at 

their location of choice.  

We have ample parking for employees and potential 

customers. There is also a loading dock around the 

back for easy access. 
 

 From the floor plan that we created, we learned that 

our ideal square footage would be 1300 sq. ft.  An 

office space is ideal for our business model; we are 

maximizing our space and minimizing our cost.  
 

The rent is a rate of $10,800 per year. Part of our 

rental agreement is that we pay an extra $50 per 

month for the office to be cleaned. We will have an 

one-time remodeling cost of $2500 for the initial 

remodeling of the venue. In insurance, we will pay 

$200 per month in an umbrella insurance policy. 
 

Workforce Plan 

In an average day, our salespeople will be at their 

cubicles making calls to potential clients, going out to 

meet clients, or meeting with clients at our location in 

the conference room.  
 

In regards to customer service,  we have a designated 

employee for customer service. Our human resources 

position will deal with customer service as well as issues 

within the company. For example, human resources will 

be responsible for quality control and finding 

alternative vendors if we find a lack of quality in 

production. 
 

We will control our inventory by storing our product in 

a locked storage room in the back of the office. We 

will use a computer-based system to manage the 

distribution of our inventory to the school systems. 
 

We will work from 10:00am to 6:00pm. This is because 

this timeframe covers school hours as well as most 

restaurants.  

Production Plan 

Our products are produced by two different 

companies. For our Elite Eats  coupon books, 

printery.com will produce our books. For our Elite 

Eats Chewpon cards, plastex.com will be our 

source of production. 
 

Impact of Technology 

As demonstrated in our competitive analysis in the 

Preferred Delivery Method chart, 76% of 

consumers who participated in a 2013 

Savings.com prefer to use printed coupons or have 

no preference whether their coupons are printed 

or digital. As of 2015, 2.04 billion people 

worldwide are smartphone users. Emarketer 

projects that this number will grow to 2.73 billion 

by 2018. As smartphone usage becomes more 

prevalent, Elite Eats will evolve to accommodate 

demand.  
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Section 8 
Management and 

Organization 

 



Position Person Duties/Responsibilities Qualifications 

President (CEO) Tyler Reid The driving force behind the company; he will 

make things happen 

Previous 

Leadership/Business 

Experience, college degree 

at least  

COO Ross Clay Will make sure company operations flow 

smoothly and economically. He  is responsible 

for making certain that necessary work is done 

properly and on time. 

Needs to have mastered 

knowledge of business 

operations; enjoyment of 

handling details, 

organization is necessary  

Secretary 

(Receptionist) 

Hired Handles  phone calls, greets visitors, 

responsible for shipping and receiving 

books/mail 

Organizational skill and 

friendly attitude required 

Accountant  Hired Monthly income statements and balance sheets, 

collection of receivables, payroll, Accounts 

Payable, sales tax, state and federal income 

tax, internal controls, and managing the cash 

College experience in 

finance, prior experience 

of handling large amounts 

of money 

Operations 

Manager 

(Schools) 

Tanaka 

Chipere-

Chitiyo 

Leader for the schools operation and has 

responsibility for the financial success of the 

business. Handles external relations with high, 

middle, and elementary schools. 

Proficient social skills and 

marketing abilities 

Operations 

Manager 

(Restaurants) 

Hired Leader for the schools operation and has 

responsibility for the financial success of the 

business. Handles external relations with 

different restaurants and vendors. 

Proficient social skills and 

marketing abilities 

President (CEO) 

Accountant 
Operations 

Manager (Schools) 

Operations 
Manager 

(Restaurants) 

COO Secretary 

Key Outsourced Personnel: 

• Graphic/Web Designer  

• Flyers, Book Design, Posters 

• Marketing Material 

• Website/App 

• Lawyer 

• Develop partnership agreement 

• Develop Non-Compete/Non-Disclosure 

• Restaurant and school agreements 

Advisory committees/Board of Directors  

LLC is not required to have a Board of directors 

but Elite Eats will use the free services provided 

by score.org as an advisory committee.   
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Recruitment and Retention Plan 

We will search for seasoned representatives who can represent our company in a professional manner. 

There is significant interest on the part of our staff to emphasize the retention of our employees.  We focus on 

three components to select for implementation. 

All employees must sign a non-disclosure, non-competitive agreement:  Employees may not disclose private 

information from the company without prior consent from a proper authority.   

Employees will receive a incentive based compensation: Employees receive a base salary of $30,000 annually.  

The remainder of their salary is determined by their diligence and dedication to the company.  Their success in 

their respective roles throughout the company can allow them to receive a total salary of up to, but not 

exceeding $100,000.  An employee must retain a minimum total salary of $55,000 to continue being 

employed. 

Intrinsic motivation will be offered to employees: Because we are a school/restaurant based business, we will 

offer flexible schedules to allow our employees to balance their leisure time with their work ambition.  

Employees will enjoy a relatively relaxed summer due to schools being out of session. 

Below is the compensation plan for non sales employees.  We have a two tier compensation plan based on level of 
responsibility.  Under this structure, a secretary or future customer service job would be a Level 1 employee.  An 
accountant or bookkeeper will be a Level 2 employee.  The plan is fair is allows for growth, as our hope is that Level 
1employees who demonstrate excellence, can become Level 2 employees.  Likewise, our desire is for Level 2 
employees to eventually rise to a non-hourly position with an opportunity to earn a performance-driven 
compensation. 

 

 

Compensation Plan 
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Section 9 
Long-Term Development 

 



SWOT Analysis 

Strengths Weaknesses 

Opportunities Threats 

o Low cost of labor 

o Intrinsic value to customer 

o Restaurants are making more money 

from deal 

o High profit margins 

o Low startup cost 

o Stimulates local economy 

o Expansion to other target markets 

o Definite growth to more schools 

o Expansion to more restaurants in more 

areas 

o Duplicate companies: other companies 

copying our model 

o Alternative fundraising options 

o Unmotivated students “Sales” 

o Arguably too niche of a market 

o Only one medium (print) 

o Company is new; not as established as 

other companies 

o Potential lack of resources for 

expansion 

There are other potential barriers to account for when entering this market. The most prominent of these barriers 

would be potentially high production cost, consumer acceptance, and brand recognition. Some other barriers 

include continuous motivation of our sales force, training and skills of our sales force, and an increase in the cost 

of shipping.  
  

Building quality relationships with our restaurant partners and our schools partners will help in overcoming the 

present barriers to entry. With quality relationships, we will create this nurtured dependence through an 

extremely hands-on relationship, meeting face-to-face with clients rather than simply making phone calls or 

sending emails will establish the advantage of our product over that of the competitors. 

 
 

With changes in technology, this could result in positive growth for our company. Expanding our company to 

another medium upon increased digitalization could result in significant additional revenue. We are already 

planning and accounting for a digital change in the industry.  
 

With any change in government regulation, our business has such strong profit margins that we can safely adjust 

to any new regulation without any significant damage. 
 

A dip in the economy actually generates more customers for our business, so little adjustment needs to be made.  

However upon a rise in the economy, our Chewpon customers have the opportunity to change to Elite Eats 

customers. 

The only foreseeable change in our industry would be a change in supply by an increase in the size of our 

competitors. Upon an increase in competition, our company would work towards sustaining the quality of our 

relationship with our clients. 

SWOT Analysis 

Strategy to Reach Long-Term Goals 

Risk Assessment 
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Elite Eats LLC plans to sell to two different market demographics: Elite Eats coupon books will be targeted 

to customers with an annual household income of $75,000 and above, while Elite Eats Chewpon card target 

customers earn household income of $50,000 and higher. We define a single market as five high schools, 

ten feeder middle schools, and twenty feeder elementary schools. With each market, we predict to sell 

2700 per high school, 500 per middle school, and 250 per elementary school. Additionally we estimate 

$7000 per market in Elite Eats advertising.  
 

In the first year, we will sell to one market. This market will be in the North Atlanta area, and will be an 

Elite Eats Coupon Book customer. In terms of advertising, we plan on generating $7000 of revenue from the 

sale of the cover page placeholder and targeted non-restaurant ads throughout the book. Because our 

book has a very specific target audience, (family businesses in a small metropolitan area) it lends itself to a 

myriad of advertising opportunities. For example, non-food businesses like recreation parks could hold 

value to our advertising options. Our total potential for year one is $242,000. Our high estimate is that we 

will reach 75% of our potential ($181,500) and our low estimate is that we will reach 30% of our potential 

($72,600).  See Appendix A for detailed analysis.  
 

In the third year, we plan on selling to nine different markets in the Atlanta and Charlotte areas with the 

new introduction of the Elite Eats Chewpon Card. However, we would be selling to eight Elite Eats Coupon 

book markets and one Elite Eats Chewpon Card market. In terms of advertisement, we predict to receive 

$56,000 worth of profit from potential buyers. 
 

In the fifth year, we plan to sell to twenty-two different markets in the Atlanta, Charlotte, and also 

Nashville areas. We would be selling Elite Eats Coupon Books to fourteen of these markets and Elite Eats 

Chewpon Cards to eight. For advertisement in the fifth year, we plan on accumulating $98,000 of profit 

from local businesses near the markets that we will sell to. 

 $-

 $1,000,000.00

 $2,000,000.00

 $3,000,000.00

 $4,000,000.00

 $5,000,000.00

 $6,000,000.00

 $7,000,000.00

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9 Year 10

Sales (High)

Sales (Low)

Long-Term Development 

Note: The above forecasted sales revenue reflect a High forecast of 75% of potential  sales in Appendix D 

and a Low forecast of 30% of potential sales.  

Sales Forecast ($) 

Introduction of 

Chewpon (Year 3) 
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Section 10 
Financials 

 



Accounting Method 

Elite Eats uses the accrual method of accounting.  The accrual method records income when it is earned and 

records expenses when they are incurred. 

Proforma Statement of Cash Flow (Year 1) 

Financial Assumptions 

Costs 

Elite Eats assumes the cost to 

produces a 36 page, saddle 

stitched coupon book to be  

$0.51/book including 

shipping. We assume the cost 

to print Chewpon cards to be 

$0.194. 

Revenue 

We assume the following 

average sales per average 

school: High (2700units/yr), 

Middle (500/yr), Elementary 

(250/yr). 

(see Appendix A for detailed 

Sales predictions) 
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Proforma Income Statement 

Elite Eats LLC 

From 2015 to 2019 
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Appendix 
 



Appendix A: 10yr Detailed Sales Forecast 

Appendix 
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Appendix 

Elite Eats Cover Elite Eats Sample Page 

Chewpon 

(Front of Card) 

Chewpon 

(Back of Card) 

Appendix B: Product Mock Up 
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