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Executive Summary

Statesville Indoor Soccer Centre will be a full-service multisport complex situated along the Interstate in Capital City, Statesville. There are currently no other sports facilities like this one anywhere in Statesville.
The keys to success for Statesville Indoor Soccer are our ability to market effectively, creating an unmatched "cool" atmosphere where people will like to be, and hiring qualified/certified and knowledgeable staff to aid in the running of our programs.

The sports and fitness club industry is a booming business that produced over $** billion last year and is projected to continue its current trend according to **. Statesville Indoor Soccer is conservatively projecting a net profit in its first year of operation profits increasing to over $** by the end of year three.

Objectives

The main objectives for Statesville Indoor Soccer are as follows:

1. Sell ** memberships in year one, ** by the end of year two, and ** by the end of year three.

2. Organize and develop various sports leagues and market them effectively so as to fill them to capacity (i.e. seven leagues running twice a year with 8 - 12 teams per league).

3. Sponsor and/or support four community events in our first year of operation.

4. Show at least a 5% return to investors in the first year of operation.

Mission

Statesville Indoor Soccer is a multisport and fitness complex designed to be used by the residents of Capital City and the surrounding areas. It is our mission to provide the best programs, staff, and equipment, to fully meet the various sports and fitness needs of our members, while generating a profit for the owners and investors. 

Besides providing an excellent value to our customers, Statesville Indoor Soccer is determined to create an unmatched sporting atmosphere that will add to the enjoyment of every member and employee of the facility. Dedicated to the community, Statesville Indoor Soccer strives to support and sponsor community events, as well as host them whenever possible. Our hope is that through the use of our facility, members' enjoyment and appreciation for sports, fitness, and for life will be enhanced.

Keys to Success

The Keys to Success for Statesville Indoor Soccer are as follows:

· Marketing: We must make Statesville Indoor Soccer a common name in Statesville and creatively market our services to each of our market segments.

· Atmosphere of facility: By creating an unmatched "cool" atmosphere in Statesville Indoor Soccer through the use of first class equipment, floors, colors, and big screen TVs, people will want to frequent our facility often and our ability to retain members will be enhanced.

· Knowledgeable/qualified staff and management: By providing the users of the facility with knowledgeable and qualified staff who show genuine concern for the patrons, people will feel comfortable and confident that Statesville Indoor Soccer can meet all of their sport and fitness needs.

Company Summary

Statesville Indoor Soccer is a new multisport complex that will provide both members and casual users an opportunity to participate in a variety of sports and leisure programs and activities.

Company Ownership

Statesville Indoor Soccer will be a Limited Partnership C corporation that will be privately owned.

John Smith and Jack Jones will own 50% of the company each.

Start-up Summary

Our start-up requirements come to $500,000. Included in these costs are the development costs, equipment, and start-up capital. The assumptions are shown in the following table and chart.

Start-up Requirements

Start-up Expenses

Legal 






$10,000

Lease






$100,000

Hardwood Floors 




$135,000

Goals, Gym Fittings




$25,000

Exercise Equipment




$175,000

Stucco 






$8,000

Block Fence 





$50,000

Concrete Footings and Slab 



$85,000

Site Preparation 




$10,000

Consultants 





$3,500

Office Equipment 




$45,000

Kitchen Equipment




$35,000

Landscaping





$62,000

Promotional Costs 




$40,000

Total Start-up Expense 



$783,500

Start-up Assets Needed

Cash Balance on Starting Date 


$136,500

Total Requirements
 



$920,000

Funding

Investment

John Smith 





$285,000

Jack Jones 





$285,000

Finance





$350,000

Total Investment 




$920,000

Start-up

Services

Statesville Indoor Soccer will be a multisport complex that provides its users with various services.

A first class fitness and lifestyle center, three full-size soccer courts that can also accommodate other sports, a food and beverage/lounge area, a massage therapy clinic and other amenities such as offices, a conference room, a childcare center, and full-service locker rooms will all be available in the facility. Along with these amenities, The Supreme Courts will provide its users with qualified and knowledgeable people to make sure all of their sport and fitness needs are met.

Weights and Fitness

Statesville Indoor Soccer will house a large fitness and lifestyle center that will match any other in the city. This fitness and lifestyle center will include top-of-the-line equipment in free weights, machine weights, and aerobic machines. The majority of the lifestyle center will be located on the upper level of the complex that will surround the three Soccer courts.

This will allow the users the option of watching the activities going on down below, or to watch one of the many TVs that will be set up for their enjoyment.

This aspect of the facility will be run by a certified strength and conditioning specialist (CSCS) who will hire and train his/her staff to meet the demands of the members. This person will report to and work directly with the general partners of Statesville Indoor Soccer and his/her duties will include, but will not be limited to, general supervision, personalized training for members, program development for camps and clinics, and aiding in the marketing and promotional aspects of the facility.

Soccer Courts

Three full-size Soccer courts will highlight the main floor of Statesville Indoor Soccer. Along with these two sports, the floors will be able to accommodate badminton, touch football, gymnastics, dance, aerobics, and more. These hardwood courts will be manufactured and installed by the industry leader, Robbins Sport Surfaces, and will be the premier sports floors in all of Capital City. 

With the added attraction of world class portable Soccer systems from Schelde North America or BPI, Statesville Indoor Soccer will quickly become known as the place to be for leagues, camps, or pick-up games.

With his education and vast experience in this area, John Smith, one of the general partners of Statesville Indoor Soccer, will do the scheduling of events and activities on these floors.

The development of sports leagues, camps, and clinics, along with other various day-to-day operations of the facility will also be John's responsibility.

On the upper level surrounding the courts there will be a food and beverage area where users of the facility can replenish their bodies. This area has been placed on the upper level so the users may have a bird's-eye view of the happenings on the courts while enjoying their favorite non-alcoholic beverage and/or snack. Included in this area will be various big screen TVs that will show sporting events, sports news, or appropriate programs that users wish to watch. This aspect of the facility will be crucial in providing the desired atmosphere Statesville Indoor Soccer hopes to create.

A qualified, experienced person will be hired to run this aspect of the facility. He/she will have the responsibility to meet necessary standards and to report to, and work directly with the general partners of Statesville Indoor Soccer to make sure the needs of the users in this area are met. If additional staff are required, this person will hire and train those people in accordance with Statesville Indoor Soccer policies.

Massage Therapy

An area for a massage therapy clinic will be located on the main floor of the facility. This service will be available to both the general public and users of the facility at a cost reflective of the industry standard. This amenity will be an added bonus to the users of Statesville Indoor Soccer as it will be conveniently located right inside the complex.

At this time, Statesville Indoor Soccer is deciding on whether to hire their own massage therapists or to lease out the space to an already established massage therapy practice.

Other

Other features and services Statesville Indoor Soccer will have include:

1. Full-service locker rooms for both men and women that will accommodate up to 60 lockers. Large shower areas, benches, sinks, and bathroom facilities will all be included as well.

2. A large childcare area that will allow users to access the facility at their convenience. The childcare will be on the first level of the complex and have a large play area that will be continuously monitored by our childcare staff. The staff will be responsible for the care and well being of the children they are watching, along with providing a fun and interesting environment for the children. This service will be offered to the facility users for a very minimal fee.

3. An administrative area housing various offices and a conference room will be located on the main floor of the facility.

4. A pro shop will be strategically placed in Statesville Indoor Soccer to attract impulsive buyers. Users will pass through the pro shop upon entering and exiting the facility. The pro shop will sell sports shoes, and apparel and eventually our own line of products that will be available exclusively at Statesville Indoor Soccer. Jack Jones, one of the general partners, will be in charge of inventory for the pro shop, and general staff will be involved in the daily sales and service.

Market Analysis Summary

The sports industry in general is well established and is continually evolving and developing. About 100 million people take part in some form of physical recreation each month and this figure is rising.

The indoor sports and fitness industry is just one sector within the umbrella of the sport industry. Over 8.2 million people are members of the 26,000 health and fitness clubs and these figures continue to increase. The health and fitness market alone is now worth more than $2,931 million per annum. There are over 8,000 leisure centers catering for a whole host of indoor sports, including racquet games, bowling, and a range of exercise classes such as aerobics and pilates, and gymnasiums often rivaling the private health clubs.

The ever-growing popularity of indoor sport and fitness is largely thanks to frequent awareness campaigns and research undertaken by the Government and various organizations, which focus on health and exercise issues. 
Today, health consciousness is one of the most important underlying factors for growth in this industry, coupled with the desire to retain youthful looks and lifestyles.

The indoor sports and fitness market includes a range of activities that are enjoying a rise in popularity, as the benefits of exercise to overall health become more established and funding of sport increases.

Health and fitness is now viewed as a public health issue. Lifestyles have become increasingly sedentary thanks to the desire for convenience and an increase in technological innovations like home shopping and delivery services. This is coupled with unhealthy eating habits and the rising demand for non-sporting entertainment such as eating out and the cinema.

The Government encourages a sporting lifestyle through the school curriculum and education, subsidizing leisure centers and implementing campaigns and research highlighting the wide range of health benefits exercise provides. In October 2002 it was announced that annual investment in schools sports is set to triple over the next three years. 
It is estimated that up to 70% of the population do not take enough exercise to benefit their health. Numerous campaigns stressing the benefits of exercise have taken place in recent years in an attempt to encourage sports participation, outlining the range of health benefits regular exercise promotes. As a result, gyms and health clubs in particular have experienced increases in demand and rising memberships.

The US is facing a sharp increase in the number of people suffering from obesity, with approximately 21% of women and 17% of men classed as obese. Experts estimate that exercise that raises the heart rate for 20 minutes a few times per week is beneficial to health.
It is predicted that the demand for health and fitness clubs will continue to rise for the foreseeable future, as people continue to become more aware of the benefits of exercise.

The shift to using private health and fitness clubs, from traditional leisure centers and organized indoor sports, is predicted to continue until saturation point is reached, probably sometime towards the end of this decade.

A growing trend is seeing a number of gyms and indoor sporting venues banning thin people from some classes in a bid to encourage overweight people to participate in exercise. Seeking referrals through doctors is also becoming a popular method of recruiting participants. These concepts have been met with apprehension within the fitness industry however, with experts saying that people of all ages, shapes and sizes should be encouraged to exercise.

The trend in the US is to introduce children to sports facilities and indoor soccer is ideal. We will provide an indoor sport venue with the opportunity to cater for this market by providing facilities for play, leisure and sport.

It is becoming well known that exercise not only benefits physical, but also mental health. A recent survey undertaken by the charity Mind revealed that 94% of gym members surveyed said there were additional benefits to exercise other than better physical health.

Statesville Indoor Soccer will be the only multisport complex of its kind in all of Statesville. Some aspects of the facility will cater mainly to the Capital City residents. Other aspects however, will appeal to everyone in the valley.

Because of the diversity in the activities and programs available in Statesville Indoor Soccer, our market segments vary from dedicated workout junkies to people who just want a few hours of fun and recreation.

From 19** to 20**, memberships at health clubs rose from ** million to ** million according to the latest statistics from **. This trend is projected to continue. Not only that, but frequent users of fitness clubs soared by **% during the same period. From recent surveys of over ** fitness clubs (conducted by **), the ** most profitable programs for fitness centers were identified. 

Statesville Indoor Soccer offers ** of these **, including the top **.

Due to the market for fitness clubs in Capital City, Statesville Indoor Soccer has a very bright future.

The average number of members for multipurpose clubs 20** was over **. The total number of ** clubs in 20** was **, many of which were fitness only clubs which average just over ** members.

Market Segmentation

· Leagues: many businesses, associations and youth centers are looking for ways to reward their staff and create a team environment and Statesville Indoor Soccer is ideally placed to meet this demand. Individual businesses can hold their own tournaments or compete with other organizations.
· Existing Teams: our center can be used for training, both for soccer and for general fitness and also for out-of-season competitions and general get-togethers
· Weekend Warriors: an important market segment for Statesville Indoor Soccer will be the weekend warriors. These people don't like to be locked into long-term commitments but like the freedom to come and go when the opportunity presents itself. These people will be a target market for special promotions and periodic activities.

· Families: this is a smaller, but important market segment for our facility. We have "something for everyone" and that will attract families that want to become members of the facility as well as families who simply want a few hours of fun every now and again. These people will also be the main target for summer camps and activities that allow for fun and education for the children while the parents enjoy some relatively cheap babysitting.

· Senior Citizens: this market segment will be our fastest growing market as more senior citizens are retiring to Capital City than any other group. When provided with health promoting programs, senior citizens are willing to participate due to the new focus on physical activity and the constant encouragement from family and physicians. 

In fact, this group was the fastest growing club membership segment over the last 10 years according to **. It grew up to four times faster than other segments.

· Business Travelers: another small market segment, travelers to Capital City will be attracted to use this facility for various purposes without the pressure or hassle of a required membership. The simple daily walk-in fee will make Statesville Indoor Soccer a very attractive place to workout for these people.
· Tourists: another small market segment for Statesville Indoor Soccer will be the tourists who are attracted to the facility because of its size and appearance. Fabric structures often become tourist attractions because of their different and interesting appearance.

Target Market Segment Strategy

Due to the size and convenient location of our facility, many people will be attracted to Statesville Indoor Soccer to see what we have to offer. However, we will not be content to just wait for customers to come to us. Instead, we will focus our marketing strategies on those market segments that match our offerings. The great thing about marketing Statesville Indoor Soccer is that each market segment relates, in certain ways, to all the others.

Our main objective with our early marketing strategy will be to get people into our facility. Once people see what we have to offer, and feel the atmosphere that will be created, they will want to return and participate in the many activities and programs that will be available to them.

Some of the ways Statesville Indoor Soccer will get people into the facility include:

1. Offering tours to junior and senior high schools during the building and early completion stages of the facility.

2. Having a large promotional event to open the facility that will be free to everyone.

3. Hosting and/or supporting various community events that will bring in many people who otherwise would not come.

4. Mailing out free day passes to all of the surrounding area.

Following the opening of Statesville Indoor Soccer, print and radio media will be used to promote both the facility and the programs that are being offered to attract new people from all over Statesville.

Service Business Analysis

The sport and fitness business is a booming industry, with total revenues for 1999 over $10.6 billion. Because of this, fitness clubs are popping up all over the place, including airports and grocery stores! The size and scope of these clubs vary from small, individually owned workout facilities, to very elaborate, publicly owned franchises. 

According to statistics from **, as of 20** there were ** clubs in the country with over ** million total club members. That is an average of over ** members per club. Multisport clubs, like Statesville Indoor Soccer, averaged over ** members per club. 

One of Statesville Indoor Soccer challenges is to establish itself as a legitimate sport and fitness club that is appealing to each of its market segments, and position itself as a great deal for members and casual walk-ins alike.

Competition and Buying Patterns

The competition for Statesville Indoor Soccer in Capital City includes two gyms, ABC and XYZ. 

At both of these clubs, various types of memberships are available. Some require long-term commitments while others have a minimum commitment of at least one full month. Potential fitness club members will usually compare clubs and find the one that fits their specific needs, or has the amenities that he/she wants. Value is usually very important to these potential members, as most people want to get the best value for their dollar.

Strategy and Implementation Summary

Statesville Indoor Soccer has a very large potential market. Because of the small number of recreation and fitness facilities in Capital City, we feel we will become the number one sports and fitness complex quickly. This will be accomplished by actively and continuously promoting Statesville Indoor Soccer through radio and media advertisements as well as through hosting and supporting various community events.

Competitive Edge

Statesville Indoor Soccer' competitive edge is two fold. First, Statesville Indoor Soccer is the only multisport complex that offers three full-size Soccer courts that are available for the members and the community to use and/or rent. 

On top of this, the scope and variation of the programs that will be run from this facility are unmatched by any other club in the area. The second part of our competitive edge is the location, size, and appearance of the facility that will attract many people into the complex.

By maintaining our focus in our strategy, marketing, program development, and fulfillment, Statesville Indoor Soccer will be known as the top sports and fitness club in Capital City. We should be aware, however, that our competitive edge might be diluted if we become complacent in our program development and implementation. It will be important for Statesville Indoor Soccer to keep up with the current trends in both sport and fitness programs. 

Sales Strategy

Sales in the sport and fitness club business are based on the services and amenities provided by the facility. The "something for everyone" slogan fits perfectly with Statesville Indoor Soccer. All of the users of our facility must feel like they are getting the best possible value for their money. If there is a better value, for equal services, Statesville Indoor Soccer will match or beat that value for our customers. 

Each person desiring a membership at Statesville Indoor Soccer will be able to sit down with a representative and be notified of all of his or her membership options. During this brief discussion, the person will be also being informed of all of the services, programs, and amenities Statesville Indoor Soccer has to offer. It will be important to establish a relationship of trust with our members, as membership retainment is an important aspect in our business.

Milestones

The list below shows our important program milestones
· Business Plan 







· Concept Plan Review






· Financial Backing Presentations

· Company Set Up

· Logo Design

Management Summary

The initial management team for Statesville Indoor Soccer depends mainly on the general partners. Jack Jones and John Smith will stay within their expertise in running the day-to-day operations of the facility such as scheduling, marketing, and promotions, along with running and developing various leagues and programs for the community. 

Jack Jones

{Details}

John Smith

{Details}

Back-up for the general partners will include staff members who will compensate for the founders lack of experience in each area. For example, qualified personnel will be hired for the food and beverage, massage therapy, and fitness areas. General help staff will be hired on a need basis as the users of the facility increase. There will also be a janitor hired for basic cleanliness and maintenance of the complex.

Statesville Indoor Soccer will have a total staff of 13 people in the first year of operation. It is projected that an additional three people will be added each year for the next two years. The majority of the salaries are projected to raise 5% per year for the first three years. This estimate may be conservative.

Strategic Direction 

SWOT Analysis 

This is a summary of the business's most important strengths, weaknesses, opportunities and threats.

Strengths of the Business
Excellent quality product 
"Which means that" Adds to reputation.
Good management skills. 

"Which means that" Well run business

Good ability to extract information. 

"Which means that" Can control the business.-

Weaknesses of the Business
New Player. 

"Which means that" Credibility problem may affect initial sales

Lack of systems 

"Which means that" The company needs to develop systemised operational & sales techniques or sacrifice profits

Opportunities in the Marketplace
Add-on products such as **

"Which means that" A potentially enormous market for {YOUR COMPANY NAME} to tap into.

Growing market segments. 

"Which means that" {YOUR COMPANY NAME} should target these segments.

Threats in the Marketplace
Increasing supplier prices. 

"Which means that" Resulting in reduced profitability.

Declining size of the ** segment. 

"Which means that" Need to focus on growing segments to spread the company's portfolio

The Actual Plan 

Business Objectives 

Corporate Objectives (Goals)

Short Term Corporate

To achieve a sales level of $xxxxx

To achieve profit level of xx%

Long Term Corporate

To achieve sales in 200B of $xxxxx

To achieve sales in 200C of $xxxxx

To achieve sales in 200D of $xxxxx

Marketing Objectives (Goals)

{your product}

#1 Segment: 

To achieve sales to $xxxxxx

#2 Segment: 

To achieve sales to $xxxxxx

#3 Segment: 

To achieve sales to $xxxxxx

Other: 


To achieve sales to $xxxxxx

New Products

To evaluate and launch new products or services which will turn over $xxxxxx in the first year.

Other Objectives (Goals)

To not exceed a marketing budget of $xxxxxx

To not exceed a payroll budget of $xxxxx

To not exceed a general overhead budget of $xxxxxx

The major task objectives for each area of the organisation, together with responsibilities and timings are detailed in the Roll-Out Plan.

Marketing Plan 

MARKETING OBJECTIVES 

Sales Objective


To achieve sales by XX% to $XXX

Sales Objectives by Market Segment.

#1 Segment: 



To achieve sales to $xxxxxx

#2 Segment: 



To achieve sales to $xxxxxx

#3 Segment: 



To achieve sales to $xxxxxx

Other 




To achieve sales to $xxx

PROMOTIONAL STRATEGIES

Print Advertising


Develop a corporate brochure.






June 200A

Advertise in local publications






Jan 200A

Advertise monthly in magazines that are specifically targeted to the ** and ** segments.






Jan 200A

Advertise monthly in magazines that are aimed at the general industry.






Jan 200A

Lead Generation Program

Conduct monthly on-going lead generation program. Send out monthly direct mail leaflets with response coupons. Qualify leads and make appointments by using telemarketing staff. 






Oct 200A

"Centres Of Influence" Program

Personally contact at least ten potential partners each week.

Produce a monthly newsletter that shows examples of (your products) and how customers have benefited from using them.






Oct 200A

PR Program

PR release to be initiated each month to various trade journals and magazines.






Jul 200A

Sales Force

Employ telemarketing staff.






Sep 200A

Employ sales specialist for ** segment.






Mar 200A

Implement a new structural program for the sales force, allocating sales reps to accounts and segments rather than area.






Jan 200A

Organise training program to be implemented.






Jan 200A

Lost Customers

Contact monthly all past customers that have not re-ordered to ask why not and see whether we can win back their business.






Dec 200A

Follow up Enquiries

Contact all enquirers monthly and determine if they have purchased from a competitor and, if so, why.






Dec 200A

Existing Customers

Follow up all new customers two weeks after they purchase to ensure they are satisfied with the product.






Jul 200A

Send quarterly newsletter to existing customers to keep them informed of our other products. 






Jan 200A

Try and up-sell all enquiries for our standard range to our premium range.






Feb 200A

Sales Promotion

Develop an ongoing sales promotion to target existing customers.






Aug 200A

GENERAL MARKETING STRATEGIES

Competitor Profile

Keep updated competitor profile.






Jun 200A

Marketing information system


Document on every enquiry "How did you hear about us?"






Jul 200A

Document on every order "How did you hear about us?".






Jul 200A

Produce monthly sales reports by product, by market segment, by territory and by sales representative.






Mar 200B

Financial Plan 

FINANCIAL 



Next Year's Objectives

Net Profit



To achieve forecast net profit of $xxxxx.

Gross Profit
To increase the average gross margin for all products from xx% to xx%.

Budget
To not exceed the following expense budgets.

Marketing Budget


$ xxxxxxx

Payroll Budget


$ xxxxxxx

Management Overheads

$ xxxxxxx

FINANCIAL STRATEGIES

Cash Flow

Eliminate cash shortage in the traditional tight periods of December to January




Jun 200A

Collection Days

Reduce the average collection days from xx days to xx days.






Jun 200A

Payment Days

Maintain payment of bills, on average, to xx days.




Jun 200A

Expenses

Develop and implement new policies on approval and signatories on expenses.






Mar 200C

Leases

Pay off the existing lease on capital equipment, thus reducing the monthly financial burden.




Jun 200A

Overdraft


Reduce the overdraft from $xxxxxx to $xxxxxxx






Jun 200A

Wages

Pay all wages on a monthly basis instead of weekly.






Jan 200A

New Equipment

Organise funding for the $xxxxxxx expenditure on new equipment.






Jan 200A

Payback

Ensure a payback on new equipment through sales of one year.






Jun 200B

Inventory

Improve the number of stock turns to xxxxx a year.




Jun 200A

Rent

Negotiate new terms on the premises and reduce existing payments by xx%






Aug 200B

Bank Charges

Renegotiate with the bank and consolidate some outstanding loans with lower interest rates.




Aug 200B

Organisational Plan 

ORGANISATIONAL AND MANAGEMENT 

Next Year's Objectives

Budget



To not exceed the payroll budget of $xxxxxxx

Staff
To employ or re-deploy a total of xxxxx full-time and part-time staff over the next year.

HUMAN RESOURCE STRATEGIES

Organisational

Draw organisational chart.



Aug 200A

Develop incentive scheme related to job requirements.





Aug 200A

Policies and procedures

Develop policies and procedures manual.





July 200A

Employ or re-deploy staff

Employ two machine operators.



Mar 200A

Employ one quality control sorter.



 
May 200A

Employ telemarketers.





Sep 200A

Employ one specialist ** salesperson.



Mar 200A

Employ one marketing assistant.




Feb 200A

Employ one accounts receivable person.




Jul 200A

Training

Carry out training needs analysis.



Jan 200A

Morale

Install suggestion box.



Jan 200A

Organise monthly meetings to follow up tasks




Jan 200A

