ABSTRACT

OHE S O - ‘.. l I'l t .tou-! .. ._ 100 (
MS in Recreatlon Management August 1996 60pp (G Arlmond)

A business plan was developed to investigate the feasibihty of ownlng and operating a
retail sporting goods store, White Bear Lake, MN was selected and examined as a
potential site for the business, Products ofthe business will include equipment for
camping, backpackmg, canoeing, kayaking, in line skating, ice skating, snowshoeing, and
cross country skiing, Services will include custom fitting, prepurchase testing,
~ equipment repair, and equipment rental, The business will be highly customer oriented.
~ Demographic factors including population, age, gender, and income were examined to
- determine potential market size. Growth rates for market population and income levels
were examined, Market population was projected to increase 15.5% from 1990 to 1998.
~ Median household income was projected to increase 9.6% from 1990 to 1998 and
‘average household income was projected to increase 26,2% from 1990 to 1998, Market
- participation rates were determined to project market share and annual sales for the first
year of operation. Annual sales were prOJected to be $900,000 for 1996; $1 071,000 for
1997, and $1,274,490 for 1998. Profit margin was estirated to be 1. l% in 1996, 4,1%
1in 1997, and 5 4% in 1998, Return on assets was estimated to be 3.1% in 1996; 12.2%
in 1997, and 16,0% in 1998, It was concluded that Outdoor Quest would be a proﬁtable
business venture in the Whlte Bear Lake, MN locatton -
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INTRODUCTION
This business plan serves two purposes, to fulfilt the Semmar Paper requlrement

for the Master of Soience degree in Recreatton Management and to prowde the author .
' wrth a plan whloh can be used | |n aohiewng a long-held ambltlon of owning a sporting
' goods store ocalled Outdoor Quest The proposed busmess is a 6, 000 square foot faoillty -
located in White Bear Lake, MN, Whtte Bear Lake IS north of the Mrnneapoiis-Saint
o Paui metropolrtan area and is a suburb wrth olose proximlty te numerous attraotrve

: naturnl resource areas . .
The store's inventory is comprised of f‘our speolalty produot areas:
' oampmg/backpackmg, canoemg/kayakmg, in line skating/ice skating and
snowshoerng/cross country sknng Both retail sales and rental services wiil be provided

1in each specialty area. A designated testlng stte-for watercraft on White Bear Lake will

-.be provided Where oustomers can test equipment before making their final purchase
decision, Lastly, skilled specialists will provide informal instruction for those

purchasing or interested in purchasing any of the store's equipment.

The store's primary mission is to provide the best produots and services in the

market area and become recogmzed as a leader in providing top qualrty goods education,

and personahzed services at a farr pnce




In today 8 competitive business society, plannlng has become essentlal to the

[ survivai of any busmess Therefore, developing and managing A proﬁtable bUSlﬂGSS

. requires in depth planmng A written business plan is an mvaluabie busmess tool and

| provides a detailed bluepnnt by which to fmance develop, market and manage the

.. business (Megginson Scott, Trueblcod &Meggmson 1988), Abusmess plan is divided

o into two parts an oxecutive summary and a business plan The executive summary

- B ) ' provrdes a brief overview of‘ all aspeots of the business The bustness plan section gives

' detatled descnptlons of the major points of the executive summary ‘Asa result

| redundancy will occur between the executlve summary and busmess plan sections of the -

dooument

'I‘he development of a busmess plan tncludes ﬁve fundamental stcps (Meggmson .

etal 1988)
Laying out the _basic business concept (i.e., formulate the initial
idea) . -
Gathering useful information and completing a market and
ﬁnanciai assessment .
Examining the data and revising the concept based on the data
- compiled
‘Outlining and expanding on the unique aspects of the business
: products, services, and iocation l

Writing a plan that will sell itself with estimated financial forecasts




‘These are necessary components in providing the most complete, clear, and concise

business plan possible,
]

Gencrally speakmg, a busmess plan serves tlwo maln purposes . The first is to
plOVlde a lender with detalled lnformatlon on all aspects of the business, because lendmg
agencies are more likely to fund a buslness which has a comprehenswe buslness planl
Second the business plan is used as a managenal tool to help gurde the owner/manager -.
ﬁ Because we are still lnthe early stagcs oft_hls planmng p_rocess, the plan will not always
cover fine points or prowde detalled lnformatlon in all the toplc areas. The plan will,

' however cover ln depth the anorpoants of tlns proposed business,

. Format of he S¢ 'r P : r ’in 3§ Pln

. This seminar paper busmess plan uses a format commonly used in busmess plan-
constructlon (Abrams 1993 Meggmson et al,, 1988 Pmson & Jmnett 1993) Format
and style generally follows Amencan Psychologlcal Assocratlon guldelmes (APA 1994)

m those style areas where the business plan constructlon does not specnf‘y a parhcular

- fbnnat./style. -




_ ' EXECUTIVE SUMMARY
The Company
' Outdoor Quest will be a medlum to htgh end qualtty outdoor sporting goods storo
to be located in White Bear Lake MN The store will focus its sales on equipment for
' human powered (”silent" sports) types ot‘ equtpment The major arcas wrll be .

camping/backpaoking, canoetng/ kayakmg, in line skatmg/ ice skattng, and

snowshoemg/cross country sktmg Outdoor Quest will concentrate on prowdmg the

In addlttor. to qualtty products, Outdoor Quest will focus on becoming a cu

stoimer

 intimate busmess A customer mttmate busmess is one whteh seeks to maintain its

' customers by really knowmg them The customer mttmate busmess wntl further provide

those products and services which fulfill the customers constantly ohangmg destres and

 needs. Outdoor Quest will provide personaltt d and superior technical assrstance in all

product areas, By providing quality produots and superlor technical services, Outdoor

Quest strives to achieve the followmg goels and measurable objectives:

1. " Become a prof table outdoor sportirtg goods bus ess

a threve a 10% proﬁt level in first year and 15-2

0% in succeeding
years '




After the first 3 years, achreve a stable annual sales growth rate of '
10% or higher. - -

, Become an established leader in outdoor retail sportr’ng goads in rhe
Northern metropolitan area

" a. Infirst 5 years, achieve a 20% market share.
b, After 5 years, achieve an annual 2% growth rate in market share

. Currently, Outdoor‘- Quest is in the early-Stag'es 'of planning and -deVelop‘ment. .The
- prospectwe owner and semmar paper author Shelley Ohe has completed extensive

research in hopes of someday owmng and operating Outdoor Quest

Outdoor Quest's 6,000 square foot i‘aerlny wrli be dmded into four areas:
campmg/backpackmg, canoemg/kayakmg, In ime skatmgjlce skating, and
- -snowshoemg/eross country skimg The majority (90-95%) of the 1 mventory will be for -
' the novice to intermedrate user. These items will be of intermedrate quairty and '
moderateiy priced. The remaining inventory (5-10%) will be of hlgher quallty,
technically supeﬂer and designed primanly for the elite user, Naturnlly, this te'chniealiy
sueenur inventory wrll be priced higher and have a higher mat kup ()utdeor Quest wrll
also provrde the foiiowmg high quality, specmhred sewlces to their c..ustomers*
®  Customer satist‘actien guaranteed '
'®  Prepurchase testing I- -
‘Hands on {nstruction

£quipment rental

Equipment repair

Education




' } Outdoor Quest wrli operate in the Whtte Bear Lake MN area targettng pnmarrly
| rnale and f‘emale adults, aged 18 to 85 years resrdmg in or around Whtte Bear Lake

Wrth a popuiatton of approximately 80,000 persons, White Bear Lake is an 'attractive, o

| growing, and economic'aliy healthy community. It has many recreational features such as '

larg‘e wooded areas, hike paths and lakes. The potentiai mark‘et is iikely to grow 7 5% |

each year by 1998, Median household income is $43 255 and is projected to grow 0% "

by 1998 Thesc statistics mdtcate a growmg market whrch tends to be less price sensrtwe

N because they have greater discretionary 1ncome These mdrvrduais are more interested i

o . ﬁ,rssues ot‘ qualrty than ot‘ price

b

Cun entiy there arc no direct competrtors in the primary market area (5 mile
radtus of White Bear Lake) providing high quaiity sporting goods and personalized
services iike Outdoor Quest's However, there are t‘our major competitors located within

themetropoiitan area-ofMinneapolis-Saint Paul: 1. MidWest Mountaineering, 2. REI-'

. " '(Recreational Equipment Incorporated), 3, EMS (Eastern Mountain Sports), and 4

United Stores Midwest Mountalneenng is a high end outdoor sporting goods store
speciaiizing in canoeing and kayaking, but also seils campmg, backpacking, and hiking
' .equipment REI and EMS are hoth high end outdoor sporting goods stores whrch sell

' primariiy camping, backpacking, and skimg equipment Their prices range from

- moderate to ingh United Stores is A cham of sportrng goods stores seiling primarliy

oamping equipment Their prices range tiom low to moderate




Outdoor_ QUes;ts' iuventory and prices will besirttilar to their major competitors '

o Outdoor Quest will |mplement two key pncmg strateglcs to set prtces Imttally, Outdoor N

‘Quest Wlll use penetratton pricing as a means to enttce customers mto the store Prrces

- will be set slrghtly'below_the true economic value of th‘e'products. True economic value

N is the point at which the customer completely understands the products and services.
Penetration Pricing is designed to produce sales even at the expense of high profits, In
 order for this strategy to be effective, customers tuust be somewhat price sensitive. Most

~ Outdoor Quest products will be geared towards those individuals who are price
o iﬁsensitive. However,' Outdoor Quest's main focus as a new bUSihesS will be to get
customers in the store so that they can expenence the personahzed serwces and htgh
' __quahty products which Outdoor Quest has to oﬂ‘er Outdoor Quest WI" provide the
' addtttonal personahzed serwce and technioal expertise that customers are in need of such
s custom ﬁttmg, proper sizmg, and 8 hassle ﬂ'ee customer satrsfactton policy f‘or 1o extra '
cost. This is one ot‘ Outdoor Quest's main contnbutions to the customer 3 'Understaudihg
. _of and satiSf'action.with the "products 'Cus‘tomer intimate businesses operate onthe basis
| of‘prowdmg extra service in order to build rclationshlps wnth each one ot‘lts customers.
' Penetration pncing 18 mtportant In bui!ding customer intlmate relattonshtps as it is thc -
- first step to brlttgingcustomers_mto the store. I
In additlon‘ to penetration';prtclng, Outdoor QueStwlll use an adaptive pricing
strategy to matntaln price stabillty and compete with area competltors ln using an :
_ adaptlve prrcing strategy, Outdoor Quest wtll make a declsion to ratsc or lower prtces to

compete with stores such as Mldwest Mountalneenng only if the costs involved do not




'stram proﬁtabiltty In eaeh tnstance the costs mvolved will be exarmned before pnces '

are raised or lowered These two strategtes penetratton pncmg and adaptive pnc:ng, are
eft‘ecttve in positioning Outdoor Quest asa medium to high end sportmg goods '
| ;.establishment providmg good to supenor quaiity products and personalized semces at
o '_mtd to hlgh level pnces ' . .
Within the ﬁrst five years of operation Outdoor Quest as a hlgh end sporting
'I _goods store seeks to achieve a 10% market share. Additionally, after five years, Outdoor
Quest seeksto achieve an annual 2% market share gromh rate. Outdoor Quest will
B oontmualiy seek tobecome 8 customer mtlmate busmess, prowdmg q'ualtty personalized
~services and high quality products. . B
Outdoor Quest will operate as a sole proprietorship du to its ease of formation,
low costof‘constmctlon, and lowe'r taxes. The facilities wil include the actual 6,000
' __ square foot store, storage space, and iakeshore testing grounds for sampling eqmpment
IjOutdoor Quest will sell only medium to high quality products and prowde personaiized
' '_and teehnieai assistance at all times The staff will be hired on the basis of thelr expertise
' in the diﬂ'erent product areas and their ability to provide customer intimate servrces '
Long range development plans are to be divided into two phases. Phase I'
i includes leasing of‘the f‘acihty and purchsse of‘ product iines while Phase iI mcorporates .
wllderness tripplng servlces Currently, Outdoor Quest s stil in the early stage of
- plannlng and development Feaslbility iesearch on the stoue s stil In progress

" How_ever, sufﬂcient m_arket research has been eompleted .- Sui’iicient market demand is




available to warrant continued planning and development of this business.

Managemesn

The prospeotwe owner, Shelley A Ohe wril bnng to the busmcss her pre\nous
- ;faciltty and staff management work expenencc as well as the demographic research and

orgamzatlonaisktlisshe acqurrod in her academic training at the graduateand

~ undergraduate levels. Besides the owner, other staff will include one f'uil time lead
spcctaltst three part ttmc spectalists and one part time repair spectalist The lcad
spectahst wnii be responmble for assistmg the owner in the datly operattons of Outdoor
_ _Quest mcludmg marketmg, adverttsmg, bookkeepmg, and staﬂ‘ management The
Speclaiists pnmary responsibillties will be to provide customer serwce, technical

assnstance, and educattonal instructton for all customers who are in need of these
 services. Spccialtsts will be hired based on thelr level of‘ experttse in the four product
areas, their knowledge of‘these products, their skills in merchandise dtsplays and their

advertismg and marketmg si-:ills In addltion the owner wiil hire the specialists for their

. 'communication and leadership skills, thelr renabmty, and their level of m°“"a“°“ nd

other character tra:ts All staﬁ‘ must be currentiy certiﬁed in Cardiopulmonary
' Resuscnatlon, First Ald, and Ltfeguard or Water Sat‘ety instruction These certlﬂcations
are requtred as part of the job descnption to staff the testinggrounds iocated on White
BearLake, o -
Eloanclals
The ﬁnancial strategy of ()utdoor Quest s to eam a full rcturn on the owners

investment in five years or less. In addition Outdoor Quest wii! seek to achleve 3 10% ,




o proﬁt level in the ﬁrst year and 15 20% In each succeedlng year Annual revenue

o projections for the ﬂrst year are $900, 000 $1 071,000 for 1997 and $1 274 490 fOI’ 1998

 (see Income Statement in Appendix A)
) ;“ A ” - unds
As was stated in the Financials section of this Summary, Outdoor Quest will seck
. to earn a f’ull return on the Owner s investment by the ﬂﬁh year of operatlon Smce
o Outdoor Quest is in the early stages of development the present need for funds is great.
I ‘: I' .I Funds Prom Small Busmess Assoclatlon approved Ioans Wl" be used for the start Up costs R

'such as lease of the facrlity, first year operating costs, marketing, and advertlsing Long

__tcrm ﬁnanclal assistance will be acquired for the expansion of‘ both product lines and

B services (see Statement of Cash Flows for 1996 1997 ancl 1998 i in Appendices B, C, and
o - _ -




HISTORY
' _ The orrgmal rdea for the 0utdoor Quest sportlng goods store evolved ﬁom a .
demographre analysrs as part of a course protect at the Umversrty of Wrsconsm-La
' Crosse Vanous geographtc locattons werc exammed for therr market potentlal The
Whrte Bear Lake, MN area qurckly became a prrmary focus because it was a vrrtually
untapped" market area for a customer-lnttmate retail spomng goods stores Customer
intimate busrnesses are hlghly customer dnven and make A practrce of knowmg the
-_oustomers they serve, Further customer mtrmate busrnesses view customers as Iasttng
 assets to the business and therefore seek to fulfil their customers wants and needs on an
- ongoing b_asrs.. -
This business plan was designed to help the author in two ways. First, the plan

- measured the potentral success and preﬂtabllity of‘ such a business Second, it can act as

2 plannmg guide in the development of this or snrular busmesses

The owner and operator ofOutdoor Quest sporting goods store has a Master of‘ '

Scrence (MS) degree in Recreatren Management from the University of Wlsconsln-La
_ Crosse. Thls busrness plan origlnated as part ofan MS degree specisl proJect The .

owner used her time as a graduate student to prepare demegraphlc market dats compute '

financial estlmates research facllity planning, and plan course related presentanens Her




12
- edueatlon also mcluded asslsttng mstructors on course preparatton for fac:llty planmng
| _ﬁ-'land busmess management ' . .
The owner also holds a Bachelor of Arts degree in Physrcel Educatlon wrth
o mlnors in Health and Business, Throughout her employment htstory, the owner has
. developed slolls and acqurred work expenences m-facrhty management customer
service, staff tralmng and supervision, and bookkeeprng More specrﬁeally, whrle
o Program Drrector wrth Fitness Systems the owner was responslble for the hmng, trammg_
R and supcrvnsiun of staﬁ‘ meetmg monthly budgetary goals, generanng monthly
. N operatioral reports and operatmg the overall fitness center The owner's detailed
N employment hlstory can be found in Appendrx E -.
According to 1990 estimates, the popuiatron residing within a 5 mrle radius of
. Wlute Bear Lake was ‘78 821 actual resrdents ’l he medran age (1990) was 31.9 and the
- medlan household income was $43 255 (Urban Dec:sron Systems, 1903) The annual
) ' projected growth rate is 1.9% for Whrte Bear Lake and its surroundmg commumtres
In the Summer of 1995 the White Bear Lake Economrc Development
Corporation was scheduled to begin construction ol‘a 100 000 square foot retail complex
called Maln Street Crossing This development Ioeated at the intersecnon of Hrghway
61 and Fourth Street, is part of a downtown redevelopment proiect for White Bear Lake

- _The tentative plan is to locate Outdoor Quest in or near this retail compiex. The complex

is adjacent to Highway 61 which is a mqior highway Trahio counts from 1992 report _




o . o 13
: that approxlmately 25, 000 cars pass through thrs area darly A s1te plan and locatlon map
of Marn Street Crossmg 18 prowded m Appendloes F and G.
Backgre __ of the Prody and v os
This sectlon wrll be completed in the second phase of the Busmess Plan
- devclopment Generally speakmg, Outdoor Quest will sell medrum to lugh end‘ sportmg
goods A small percent of | inventory will be deslgned for the ehte user ‘These products
- _' will carry a higher prlce because of therr degree of quahty The remammg mverntory wlll .
be f‘or the nowce to mtermedlate user The mtermedlate user products wrll be of medlum
qualtty and wrll be moderately prlced
m '.l] eSS s Iﬂ lil |
The busmess will operate as a sole propnetorshlp due pnmanly to rts ease of

f‘ormatlon reduced development costs and complete owner control ot‘the busmess

operatrons More in depth explanatlon is provided in the Managemcnt Structure sectron

of‘thls seminar paper business plan




DEFINITION OF THE BUSINESS

Outdoor Quest will be a medium to high end pnced quality sportmg goods store .

o --ffoeusmg sales on equzpmeot for human powered sports The 6,000 square foot f‘actllty

- will be dmded into four specralty produot areas includmg camping/backpackmg,

o eanoemg/kayakmg, in hne skatmg/rce skatmg, and snowshoemg/cross country skiing,.
All areas wrll rnclude the latest technical equipment to fit Outdoor Quest S oustomers
' needs In an eﬂ’ort to build customer intimate relatlonshlps Outdoor Quest wrll also
' provrde specralized services such as custom ﬂttmg and srzmg, mformal proper -
. instruetron as weil as hassle free personahzed services. In other words, the purpose of
- _the busmess is two- f‘old The first purpose 18 to generate a profit for Outdoor Quest and
its owners Second Outdoor Quest will prowde the customer wrth premrum quahty
' goods and service at aﬂ‘ordable compeutrve pnces Outdoor Quest wrll t‘ocus on
prowding quaiityproducts and semces to customers who want;
e Good to superior quality' products
s A retailer who backs products and not just a manufacturer's guarantee
' A no ﬂrss no hassle return polioy on all produets

 Astore olose to their home and easrly aecossible

' A place to test technical, expensrve products before making a purchase

' An attraetive location




s

- Customers in this market segment'will want good advice and technical assistance, _

, I -. Thus, Outdoor Quest will hlre htghly tramed speclaltsts who w11! avail themse]ves to all

customers who visit the store. Furthermore, this untapped market segment wrll seek a

 store _whtoh is accessrble and closc to home. OutdoorQu'est will be located in an

~ attractive area of White Bear Lake. ‘This area is known for its many recreational features

. such as largely wooded areas, bike paths, and nearby lakes and rivers. .

- "OUtdoor Quest's long range plans Willl be diVided into two phases. Phase I will |

_include leasmg the proposed facrhty and purchasing the mmat inventory Dunng Phase

11, services WI" be enhanced by prov:dmg orgamzed wrldemess tnppmg programs lead

by _Specrall_y trained personnel, These Mldemess treks wrll be priced at _affordable

 individual and group rates As always, sales and operational efficiency of the business

will be evaluated on an annual basis. Periodic modifications and improvements will be

- made based upon changing customer demand and increased needs t‘or greater operational '
eﬂ‘tciency Customer mput will be a valuable part of Outdoor Quest's business Thus .

' valued customers, past and f'uture will be survcyed to measure what they value most in

products and services,
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'GOALS AND OBJECTIVES

To ensure Outdoor Quest‘s successful development and future preﬁtablhty, the

followmg Goals and Objectives will be used as gurdes in the busmess development
“u _ = ves Dutdoor Que ¢ ned as.
Become' a prqﬁrable outdoor Sporiing goods business

‘a. Eama full retum on owner's investment in § or Iess years
b.  Achievea 10% proﬂt level in the ﬂrst year and 15-20% in
succeedmg years, N

- ¢ After first 3 years, achieve a stable annual sales growth 1ate of
' 10% or htgher -

‘Become an esrabii shed leader in omdoor retail .sporimg goods in !he
Nor:hem Metropoﬁran area

a. In first 5 years achleve a 20% market share.

b. After 5 years, achieve an annual 2% growth rate in market share,

[ Annually add two new product lines which have the htghest
demand in the market -

Gam the re.specl of Whﬁe Bear Lake areda sporﬁng good.s consumers

a. Infirst3 years achieve a 40% return customer base.,

b, After S years, experience a 10% annual increase in return '
N custemers -
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Generally speaking, smaller retatlors wnh sales of $500 000 were the most

proﬂtable in recent years. Retailers with sales of more than $500 000 showed less

. dramatlo movement mereasmg or decreasmg by only a few percentage polnts Thts
indtcates stabthty among retatlers w1th sales of more than SSOO 000. This is sigmﬁcant
to Outdoor Quest whtoh pI'OjthS annual sales of more than $500,000. Inventory turnover
in Sportmg Goods and Blcycle Shops retatlers wnth sales of $500 000 was 4.3 times

~ which was shghtly above the median of 4. 2 tlmes Thls number rose tn 1994 to 4, 6
.tlmes agam above the medlan These ratlos lndtcate that smaller retatlers are sellmg

. thelr products and services at a higher rate than larger retailers with sales of more than

' $500 000 thus reducnng costs and inereasmg proﬂt

“The Natlonal Sporting Goods Assoc:atlon (NSGA), experts on sportlng goods
market pro_leetions predicted three percent growth in retall sales f‘or l995 The increased
sales growth of athletic and sports eqmpment is largely due to the lncrease in

participation of‘m line skating Outdoor Quest intends to capltalize on the popuiarlty of
_ in line skatmg, selling both the skstes and accessones. In line skatlng 1S predteted to

B contmue as the f‘astest growing equlpment category (NSGA 1995)




Though a speclﬁu “lte locatxon has not yot been selected, the current focus 1s on
the suburb of White Bear Lake MN in partlcular the area along H1ghway 61 on or near

the lake. The target market is remdents of Whlte Bear Lake and the five mile radius ¢ area

near Whlte Bear Lake,

Demograpluo factors Whlch were mvestlgated measuring the potennal target

markct size are as follows
- f o Male and female adults (primary)
®  Families (defined as having at least one child)
. Age range 18 to 85 years old (primary) .
- Annual income of $30,000 or higher
Residences in the White Bear Lake area (five-mile radius)
Skill levels--inexperienced to advanced in one or m_(jre 'of the following .
stess; . -
Canoeing/kayaking '
- Hiking/backpacking
- Snowshoeing/cross country skiing
- In line skating/ice skating .
Type oflbuyer-..motlvate'd to buy eéquipment as fitst time buyer or to

upgrade previously purchas:ed equipment (return buyer)




L Market populatlon ls expected to grow each year The populatlon £ predicted to
'_ reach a level of 91 495 by 1998 according to Urban Deoision Systems (1993) a

_ demographro researeh organlzatlon ‘Thus the populatlon is prOJected to grow by 16% by

1998 Populatlon growth for the market area is |llustrated in Table

Table 1. Population growth

Area Population ~ Percent Growth Rate by Years

.
7.3 (1990-1993)

8.2 (1993-1998)

. i 'It is pro;ected that by 1998 Outdoor Quest‘s market populatron will grow to 91 495 Thrs
1S an 8 2% increase from 1993 ﬂgures .
. _ Q u’sehgld Ing 0 me '
The market area of White Bear Lake and its surroundmg communities is a well '
-'populated and eeononnoally healthy area Approxrmately 38.7% of the total market
: households were within the $40 000 to $74 999 range (see Households By Income m
o Appendrx H). Median household income was $43, 255 and the average was $52, 367 .

(Urban Deotsron Systems 1993) Medlan household incomes wrll mcrease by 6 4% from




E 1993 to 1998 reaching an mcome level of $47 532 and the average w1ll increase by

16 i% to an income levei of $66 954 Future projections indlcate steady tncreases By B ,

1998 medtan househoid income is projected to grow by 0% Table 2 indicates | mcreases

' in both Median and Average Household Income
_ Table 2, Median and average household income increases
~ Percent Increase  Average  Percent Increase
X  $52367 X

3.2 f1990-1993) $57,684  10.1(1990-1993)

6.4(1993-1998)  $66,954 16,1 (1993-1998)

Seventy two percent ot’ the households in the target market area have income

' N ievels of $30 000 or iugher whtch is sigmﬁeant to Outdoor Quest since these are thc

' tncomc levcls which oould become very proﬂtable market segments This higher income
group tends to be less price sensttive because they have greater dtscrettonary income to

spend on rccreaticnal equrpmcnt Equally tmportant thts group is ofien more interested

i qualrty and ﬁ.tncttonal uttltty thnn issues of price. Smce Outdoor Quest mtends to seli . '

top quaitty gocds the htgher quality will allow Outdoor Quest to have htgher selimg

g pnces assuming quahty is more important than sltghtly htgher pnces for Outdoor Quest'

. market segment




Meriret.lisneuauenﬂmlsmcns

, The purpose ot‘ estimating market penetratlon is to assist in determining Outdoor '

Quest's projected annual salcs f‘or the ﬂrst year of operation In estitnatlng market
penetration (market share expected to be achreved) national data from a study conducted '
by Simmons Market Research Bureau (1990) was comparcd against local demographic
data from the White Bear Lake market area in determining these rates The Stmmons ',
- study measured sports partrcipatron in drﬂ”erent actlvmes Though Ilmrted to four
. outdoor activitles (hlklng, ice skating, cross country skiing, and backpacklng)
partrcipatton rates were determlned for adults aged 18 to 85 and clder in the market area
Natlonal partrcipatron rates were determined as a percentage of total United States adult o I

populaticn (131 131 000), ages 18 to 85 and elder National particlpatron rates for the

R four acttwties were 6 ’7% for hrklng, 3 2% for Ice skating, 2 2% f‘or cross country skiing, _ .

and 1.4% for backpackmg In converting the nattonal data to local data, partlcipatton
o rates for the f'our actmt:es were multtpl:ed by the totai adult Whrte Bear Lake market
_ populatron (56 043) ages 18 to 85 and older From this conversmn parttctpatlon rates
' for the Whtte Bear Lake market in each outdoor actmty were calculated as follows
Hikin‘g + 'lcc Skating  + Cross Countly Skling + Backpncking = Total
3755+ 1,793 + 1233+ 785 = 7,566
Usmg the total number of persons partlcrpating in the four actlvtttes (7 566) and
the number of people per household (2.7 pcrsons) the number and percent of Households

: Parttcrpatmg In the Four Activrtres (hlkmg, ice skatmg, cross country skring and

backpackmg) was determined by the followmg
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N PPR + #people/household = #ofHouseholds Participating in Four Activtties
' ,.;.7566+ o 272 = 2,782 , _

) o #HH ParticipatingActivlties + #HH in MarlcetArea = %of Households Participatmg in
o _ _ Four Activitios
2782 . o+ _-31-,016 o= ' 09(9%)
= . Itiscsttmated that 9% of the households ln the market area will partloipate in oneor
more of the actlwtnes for which 0utdoor Quest wﬂl provide products and servrces
o In est:mating armual net sales total demand m dollars must be determmed Usmg -

. data from the Hyett Palma study (1994) Total Retail Entertatnment Purchases in dollars
. - ':were projected at $16, 853 166 or 15% for the market area Of' the Total Retail '
o _-Entertalnment Purchases an expert f‘amiliar w1th market estlmates in this mrdwest region

o estimated that 27% ot‘the households wrthin the market area wﬂl purchase the types of

o ,'.inventory sold by Outdoor Quest In other words Outdoor Sports Equnpment Demand

o would ’oe calculated by the follomng

' :-_Enterlmnment Demand X %HH Purchasmg Eqmpment = Outdoor Sports Equtpment
. ~ Demand -
WG 853 l66 X 27 e  $4,550 355

The question becomes "What percent can Outdoor Quest eapture of this demand
since there is no du‘ect competttton in the market area?" It is safe to say that a 20%
market share 'would be a comf‘or_table, conservative estimate. Projected Ahnual Sales T
| then caloulated s the following: .

- Equipment Demand X oo's Market Share = OQ's Projected Annual Sales
- $4,550355 X 20 B 912,071 .




. By the prevlous calculation Outdoor Quest wlll project approximately $900 000 ln

o annual sales f‘or the ﬂrst year ot‘ operatlon

Outdoor Quest will locate in White Bear Lake ln the newly constructed Main
| : Street Crossmg complexi The 12 acre development with a 100, 000 square foot retail
o complex w111 be 8 sigmﬁcant addltlon to the existing 150 000 square fcet of‘ the etdsting
: _Idowntown retatl business area. It wtll 1ncrease the avatlable retail store and busmess
space by 67% This wull help increase walk itt traﬂ’lc for Outdoor Quest .
The store location Is excellent f‘or transient shoppers as well as residents of Whlte
'. Bear Lake because of its high wstbnllty and attractive recreattonal spaces With
- approxtmately 50, 000 automobtles a day passmg through Whlte Bear Lake trafﬁc ﬂow |

] and vtslbiltty t‘or Outdoor Quest would be e:scellent Nearby htghways mclude I-Iighway '

- 61, Htghway 96 and Interstate 35, AJI are within l to 2 nules of Outdoor Quest'

- proposed locatton nghway 61, located adjacent to the proposed locatton cames

' approxlmately 22 000 tnps per day A main route to the pr0posed locatton Htghway 96
,I | ts also heavnly traveled averagmg 30 000 tnps per day (anesota Department of
Transportat:on 1990) In nddltton to its high wslbthty, Whtte Bear Lake is an attractwe N
's1te for Outdoor Quest because of its small town atmosphere and close proximtty to :
outdoor recreattonal areas ' l
Tlus Twin Clttes suburb consrdered one ofthe most popular for outdoor '
' recreatton attracts mdmduals and potenttal customers ﬁ‘om all around the aneapohs—

Samt Paul area as It is only mmutes away fmm the downtowns of both of these major




o . cltles Whlto Bcar Lakc wlth its lake open spaces, and wooded areas make If very

. attractlvc for outdoor recrcatlonal activities Its lakes, numerous bike paths and skiing

S 'trails make thls community open for all seasons.

" Tlte majorlty of Outdoor Quest‘s compctltlon ls located outs:de of Whlte Bcar '

R _La.rc Most importantly, Outdoor Quest has no major contpctltors wlthln the pnmary

o 'market arca Outdoor Quest's rnajor competltors outsldc thc Whtte Bear Lake arca }

' include Mldwcst Mountaineering, REl (Recreatlonal E'll'ﬂiP“W“t I“C ), EMS (Eastern -

SR 'Mountain Sports) and Unltcd Stores,

Though Mldwest Mountamecrlng has only one Iooatlon and is 5 to 10 miles away,

N lt is a slgniﬂcant compctitor becausc it sells the same product lines and brands as

- ' Outdoor Quest w1|l carry It has an cstablnshed reputatlon in the aneapolns-Samt Paul

o  area Customers ln thls metropolitan area view Mtdwest Mountalneerlng as a store With

* o ,hlsh qllallty 3oods at competmvo pnces

Among othcr competttors REI wl'uch has two locatlons off'crs a variety of hzgh
qualtty canming, backpaoldng, and sldmg equtpment REI is also woll known in the

N ancapolls—Samt Paul area and provides qualtty products at moderate to hngh pnces '

S ; ':EMS is also a major competttor because it is within 5 to 10 miles of the Wlnte Bear Lake -

area It sells hlgh qualtty campmg, backpackmg, and htlcmg oqutpmem and acccssones

- as well as canoes and kayaks United Stores w:th 1ts many locations around the

D Mlnncapohs-Smnt Paul arca, is known for prowdmg rmd-qualtty campmg equlpment and .

| R ; 'fjaccessoncs at low— to mrd-level pnccs Outdoor Qucst wrll sell lnghcr quallty goods wnth -
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' higher prices than United Stores and assumes that it wlll lose some pctentlsl markct share

_ ;due to diﬂ'erences in prlcing See Major Competitors in Appendix I for a detalled
- 'analySIS of Outdoor Quest's competltion o
o All four majcr compctitors sell rnany product ltnes simtlar to Outdoor Quest'

! However, Outdoor Quost will provide speciallzed technical and instructional assistance

o unlike their major competitors. In addltion Outdoor Quest will seek to bccomea _

o customer intlmate business Customer intlmate companies focus more on providing
: -'-‘personalrzed serwce and expertlse than on makmg the sale, Further customcr intimate '

I cornpanlcs make a busmess of' knowing their customers and the services they need
Outdoor Quest will be gecgraphtcally closer to its market than any of the major

N competttion allowing Outdoor Quest the opportumty to focus on buildmg relationships

wrth customcrs of White Bear Lake Further, none of the major competttors have the I

" , close access to natural resources for technical equipment that will be availabie for _

| .”Outdoor Quest o
In terms of minor or indirect competitors Outdoor Quest w:ll be competmg in .
o certarn low end product Itnes against discount stores such as Wal-Mart r[‘hough discount |
stores may be able to sell stmtlar goods at a lower price, the quallty is of‘ten lower as
well Outdoor Quest w1l| attract a dtﬁerent market segment The segment Outdoor
Quest seeks are less price sensrttve buyers who are seekmg htgher qualtty protiucts and
'_ morepersonalrzed services. Outdoor Quest wrll m an attempt to compete with its

competttors and mamtam price stabrllty, adopt two main pncmg strategtes




Inltlally, Outdoor Quest will implement A penetratlon pricing strategy to set
| ?__ '- '_ prices In using tcmporary penetration priclng, ptices are set slightly below the true
o economie value of the product or the point at which the customer completely understands -

' the products and services Penetration pricmg is designed to produce sales even at the
e expense of hxgh proﬁts Customers must be somewhat prlce sensittve In order for this
| strategy to work Though Outtloor Quests' products and services &re geared towards

- . indtviduals who are price insensitive, Outdoor Quest‘s main f‘ocus will be to bnng '

' f customers into the store S0 that they can expertence the beneﬁts of high qualtty produots o

,and services Once they have purchased the product Outdoor Quest will then raise

= | prices Penetration prlcing s particuiarh,r effective in a virtually untapped market like

. 'White Bear Lake
. ' In addition to penetration pncing, Outdoor Quest will also practlee an udaptrve
- priclrlg strategy In the case ofadapting, Outdoor Quest wrll ﬁrst examine its own costs. ' -
o B bef‘ore adaptmg to 1ts competrtors pncmg strategles In other words if Midwest l
o 'Mountaineerlng rarses or lowers their pnces and the costs involved for Outdoor Quest do
B ' . not strain proﬁtability, Outdoor Quest wrll follow deest Mountalneenng S behavror
'5 'Penetratlon pnctng wtll take place to imttally set pnces whereas adapttve pricing w111 be
N |mpiemented agamst major competitors dependmg on the situation and if the costs

o involved are not t00 hlgh




'DESCRIPTION OF PRODUCTS AND SERVICES

Outdoor Quest will oﬂ"er summer and winter products which will make ita year '
) 'round business The product Ilnes include camping/backpacking, canoeing/kayaking, in
line skating/ice skating, and snowshoemg/cross country skiing Outdoor Quest will sell "
most or nearly all accessortes for each of these product lmes The product lmes include
models for tndtviduals rangmg in abihty from novice to expert The majority ot‘ the
mventory (90 95%) w111 be for the novice to mtermedlate user. These items will be
s moderately pnced The remammg 5 10% of the mventory thl be equipment designated
I for the htghly sktlled ehtist user, These 1tems will carry a hrgher prtce with a
. . slgniﬁcantly higher pt oﬂt margm since this group is the least pnce sensitwe market
segment '
A pohcy guaranteemg customer satisfactlon w1|| be 8 major focal pornt of
' Outdoor Quests semces In other words customers expeetattons outweigh the day—to-
da'y operatlonal needs ofthe busmess To keep the customer satrsﬁed and ¢ encourage -

thelr r_eturn busmess ‘services such as prepurohase teSting,- mstroouons equipment rental,

o and equlpment repatrs wnll be prowded Tratned speolaltsts in each of the four product

~ areas will provtde assistance to the customer wrth product solection and usage '

'-Speciallsts will attempt to exceed the customer’s expectatlon of quallty semce To thls .

.27-_
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. .end eduoation will be made of a key component of tho product sales process. It is mdecd .

| _'tho owner 8 belief that prOper eduoatlon inoreases the customer S self conﬂdence In the

B . ' .":_"Iproduot’s use, and equally important, inoreasos their satlsfaotion with Outdoor Quests

o . Iproducts and scrvicos This will in tum lead to higher sales and increasos proﬂt levels for

- _-_"Outdoor Quest




MANAGEMENT STRUCTURE

Outdoor Quest will operate as a Sole Propnetorahlp Thls deeision was reached
by the owner aﬁer careﬁxl conslderatlon of the numerous faetors 1nvolved in ownlng and
o operatmg a buamess successﬂtlly The owner wanted a structure where startup costs and '

' -taxes could be kept to a mlnimurn and where the owner had complete control to make
declsions qurckly and efﬁelently Though tlus structure mereaaes personal Ilablllty, the

~ owner will mmimlze this risk by ca’reﬁJlly monltoring ﬂnances and consulting wi_th the

o _aceountant' and the'attorney on major business deelsions Other-alternative business '

_ structures such as a Sub-Chapter S might have provided better ﬁmding opportumtles
_ Nevertheless it is believed that adequate fundrng can be acqurred through Small '
" Busrness Assoelatlon (SBA) approved loans along wrth the owner S peraonal mvestment

As the busmess grows alternatrve struetures may be agam revrewed asa means to ﬁrrther

the growth and expansronof the busmess
Besides the owner there vvill be one full time lead SpecialiSt' and four part time
staff persons (three specialists and one repair specialist), as well as a student intern

~ Outdoor Quest's organizational chart is outlined in Appendix J ,




in charge of day-to day operations including overall store and
 staff management, advertising, marlcetlng, finances, capital development '
- customer service and assistance

- Lﬂiﬂﬂﬂlﬁllﬂ reports dtrectly to ownerfoperator, primary responsibilities
include staff scheduling and supervision, inventory control, merchandise displays,

- customer service, and assistance, sales; secondary reSponsrbrlrtres include
assisting in advertislng and marketing, malntainmg clean and safe working areas

'-Smﬂ.hm report dtrectly to lcad spectalist, primary responstbtltttes customer
‘service and assistance, sales, maintaining clean, and safe working areas;
- .secondary responsibthtres mclude merchandise displays, restockmg merchandise

B Bﬁnﬂh:w reports dlrectly to Iead specialist; pnmary responstblllties
- include customer repairs, and service calls; secondary responsibilities Include

N malntammg clean and safe workmg areas

' Imem reports to owner/operator responsrbrllttes will vary: observes and assists
specialtsts customer service and assistance, assists lead specialist where
' _necessary, spectal projects for the owner/operator . - '

" The Business wrll seek to hrre individuals who possess the followmg character strengths .

. Motivated

- Hardworking -

- Trustworthy
Responsible

~ Reliable
Assertive
Good people skilts
Sales skills

Potenttal employees must also possess the followmg quallﬁcatlons/expertrse.

® Superior knowledge ofthe related sports/actlvrtios (r e., camping, canoemg,
~ kayaking, etc.) - '
- Knowledge of strengths and weaknesses of all brands in product lines
Inventory selection, control rnspectton and repair -
Pricing
Customer service sktlls (1 e, handlmg complamts 1rate customers etc )




®  Merchandise displays
~ Sales floor layout
Window displays
Ad and sales print layout -
. Handling warranties and defective merehandise

Staff trainings will be performed on a quarterly basis to ensure that all staff
qualiﬁcations and expertise are updated Support staﬂ' will be hired urider an annual

contract agreement or hired only when needed See organizational chart in Appendlx J

Attgmex advises owner coneeming legal issues relating to the operation and
ownershlp of 0utdoor Quest ' :

' AQ.0.0.UJ]I.&J]I responsible for daily bookkeeptng, employee payroll tax
consrderations, and consuits on finances for the business

As. a means of ensuring safety throughout the store the lead specialist and part
time specialists are reqmred to have the followmg current certifieations
' Cardiopulmonary Resuseitation (CPR)

First Aid .
Lifeguard or Water Safety Instructor (WSI)

~ One or several of the four areas--campmgfbackpackmgr canoemg/kayakmg,

in line/ice skating, and snowshoelng/cross country skiing--if available
. The repair speciallst wrll be required to have only current CPR and First Aid
eertiﬁcatlons The CPR and First Aid certiﬁeations are necessary in any working
enwronment Additionally, due to the faet that the facihties will inolude a testmg area on
.- _White Bear Lake, the Lifeguard or WSI eertiﬁeations are neeessary to ensure the safety
of the Outdoor Quests eustomers, as well as erriployees The goal of prowding a safe

_ workmg envrronment for both eustomers and staﬁ’ is important and will be routinely

rnonitored-.
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“To the insure the best possible servwes are prowded and that all customers f
- receive assistance during each season the speeialists and the lead speclahst wull rotatc

' _among the areas ot‘ canoelng/kayakmg, camping/backpackmh and the testmg area en E

- -White Bear Lake.. Duning the wmter months the specialists and the lead speelalist will

retste a'mong'the ’areas of i 'm _Iine/tee skating, sn'ow'shoeing/cmss country skiing, and

testing area. The owner will "float" between areas offering assistance where needed.




. FINANCIAL DATA

Outdoor Quest is pro_rected to show a proﬁt of $9, 500 wrthm the ﬁrst yeat‘ of

.operatton (1996), moreasmg to $43, 000 in 1997 and $68,000 in 1998 Annual Gross

S 'Sales for 1996 are prOJected at $900 000 $1 07) ,000 for 1997 and $l 274 490 f‘or 1998 o

. . (see Income.Statement in Appendrx A) Profit margm is projected to mcrease through

. ,; '.’the ﬂfth year ot operatten - Outdoor Quest wrll lmttally purchase mventory of $208 000,

Addmonal purchases of new and updated mventory lines will take place wrthm the

second and fourth years of cperauon Annually, an average ot‘ $300 000 worth of

- tnventory wrll be available ln the store throughout the ﬂrst five years of‘ eperatton

Lakeshore property (land) and two transport veh:cles (equtpment) will also be purchased
o durmg' tlte 'ﬂrst'year ol‘op‘eratlon (see Balance'_Sheet in Appendtx K)-.,

Outdoer Quests proﬁt margln is below the lndustry norm in tlte first year of

operatlon However wlth the increase of sales and absence of start up costs in the second

and third years Outdeor Quest's preﬁt margm E slrghtly above the norm Return on
Assets is also below the ncrm ln the flrst year ot‘oueratlon but the Return meteases in
B the seoond and thlrd year because ot‘inereased sales and more efllcient Use of Outdoor

: Quests assets Outdoor Quests levels ofproﬂtabllity as compared to Dun and
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 Bradstreet's Industry Norms (1994) for the first three years of operation are listed in

Table3,

© Table3. Profitability ratios

© Ratio 1996 1997 1998  Dun & Bradstroot

O bomMage L% 4 s am

Retumon Assets  3.1%  122%  160% 7.5%

Outdoor Quest's initial capital expenditures are displayed in Table 4.

- T,ﬁble 4, Capital expenditures

Initial Expenses S ~ Costs

Loase (6,000 sq. ft.) | . _ . ' $90,000
Inventory ' _ - _ o $200,000
Land ' N ' - D $10,000
pmen __ [ $10000

- ' - $310,000




 Outdoor Quest will seek a $250,000 lo'an from the Small Business Admmmtm '

. (SBA) to be pald oﬁ‘ wuthm a penod of 20 years... This Ioan will he!p to cover the costs

o --assoclated wrth the nmttal development and operatton of' Outdoor Quest (see Statement of

- Cash Flows for 1996 1997 ancl 1998 in Appendtces B C, and D). Annual Iean

payments wtll be $3 205 for the ﬁrst year $3 612 for the second year, and $4 070 for {ho
thtrd year The loan wnll parttally cover mtttal capttal expendltures, msurance and

- tnterest Th:s Ioan wnll be sought m addmon to the $20 000 tmtial mvestment by the
' _;ownert Addltlonal ﬂmds will be seught dunng the ﬂﬁh year of operatien to cover Iong

, ternt develepment and expansion costs,
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- APPENDIX B

'STATEMENT OF CASH FLOWS (1996)




STATEMENT OF CASH FLOWS
FOR YEAR ENDED DECEMBER 3| 1996

o Ca.sl'nFlow-OperatingAcdvides S

Cash received:
Cash paid

Cash Flow Investing Acliwlies -
o __ - Cashpaud:'

N Cash How-Finummg Activmes )

Cashreoewed_i
R Cashpald:'
. 'CashBalmnthglnningot‘lQ?ﬁ

- T--CashHalmulEndofI%ﬁ '

IR T ——

o Salm o
~ Rent I
: 'Pmpcrty'l‘axes .
' lnlerest '
. *inventoty
“ Other Cun'ent Assels

Operaung Fxpenscs

| '.Equlpment .
-“Gihcr Fixed Assets

'SBALoan
_ '_-LoanPnnmpal

. -$900000
~ (90,000)
- (1,500)
~(15,000)
~(29,820)
 (737,494)
- (20,073)
C(192,740)

($10,000)
- (10,000)
(24,000)

(186,627)
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STATEMENT OF (‘ASH FLOWS o
FOR YEAR ENDBD DEC‘EI\EER 31 1997

Cash Flow-Opmlmg Actm ties
_ o Cash rwawed

s Flow-Investing Actviles

B Lash Flow-Fimmhmg Actiwtjes

B Cmah Bahmce at Begmmng of |997

- _Cas.h Balance at End ofl997

Cash p'ai'd:

Sales
~ Rent

 Property Taxes '

Insurance

Interest
~ Inventory
Other Current Assets |

Opersting Expenses

| Loan'Pﬁmlpal

$1,071 000

-~ (90,000)
(1,500)
(15,000)
(29,420)
(702,568)

(2,927)

(234 723)

(5,138)




APPENDIX D

STATEMENT OF CASH FLOWS (1998)




QTATEMENT OF CASH FLOWS
FOR YEAR ENDED DECEMBER 31,1998

Cs.sh Flow-OperaUng Acuvnuos

Cash recewdd:

B . Cash Flow lnves:ung Acuv:lues

. _ f Cash Flow-Fmanelng Actmhes .

Cash paid: -

_ Cush Balance at Bcgmmng of 1998
: -Cash Balance at Endofl998 '

..PropeﬂyTaxes .

" _[nlcrest o
“Inventory

~ Other Current Assets
Operating Expenses

| -sms',

Rent

Loan Principal

$1,274,490
©(90,000)
o (1,500)

C(15,000)
(28,962)

(829 800)

(10,000)

(276 922)

(4,070
27418

45,654
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OWNER'S RESUME

 SHELLEY ANN OHE
11110 Cedar Hills Boulevard, #264
Minnetonka, Minnesota 55305
o (612)595 0658

1996 UNIVERSITY OF WISCONSIN-LA CROSSE La Crosse* Wlsconsm
- B "~ M.S. Recreation Management - -

191  CONCORDIA COLLEGE, Moorhead, Minnesot
S 'B. A Physncal Educat:onfl—lealth&Busmess Administration

| | . . ;I . h Y78\ W, .
o 1196 HEALTH F!?NESS PHYS[CAL [‘HERAPY&
to Present _F!YNESS SYSTEMS, INC Mhmeapo!is Minne.sora
'«l'u’ '--' "! OP¢
. ®Responsible for overall operation of Northland Executive and
~Southpoint Fitness Centers, -
‘®Reviewed budgets and operational summaries.
- ®Maintained employee personnel records.
~ ®Designed and implemented membershlp promotions,

- ®Organized and supervised special events at Northland Executwe and
~Southpoint Fitness Centers. -

- ®Maintained membership records and revenue,
® Completed semi-monthly payroll
~ ®Summarized monthly utilization, -
~ ®Compiled monthly reports for United Properues
OTrained, supervised and managed all employees,
OSupervised Quality Assurance programs at Northland Executnve and
~Southpoint Fitness Centers.
®Maintained monthly membershlp automatic wnthdrawal lecords
®Performed new member orientations,
® Supervised aerobics program. _ -
.Olnstructed step, low impact and muscle toning classes.

AMQMLLQ.QOm V] -

@ Trained and supervised new employeos and interns,
- ®Designed and implemented monthly promotions.

®Conducted factlity and equipment inspections,

oCompleted new membet processing and cancellnt:on proccdures
OMamtained membership records and revenue




' .OSummarlzed monthly utlllzation .
® Supervised Quality Assurance programs at Northland Exeoutwe and
Southpoint Fitness Centers,
®Performed new member orientations and body fat analysis.
‘®Tracked ancillary sales,
. QInstructed step, low impact and muscle tonmg clasaes

8/94 to 5/95 UNI VERSI TY OF WISCONSIN La Crosse. Wisconsln

OConducted research for Graduate Prog,ram Dtrector and Undel graduate
‘Program Director in areas of Therapeutic Recreation, Multtoulturahsm
Playground Safety and Risk Management, -

® Assisted in planning and organization of The Excellence Award ._
ceremony which honors outstanding individuals who oontnbuted to the

~ success of UW-La Crosse, . -

| ODeveloped computer supplement to assist with a Demographtc Analyans
using U.S, Census data,

® Assisted in teachlng varmua undergraduato level courses in Recreation
Management : -

11/91 to 8/94 HEALTH FI TNESS CORPORA TION, Mhmeapolls anesom

.S.S‘S ant Manage -- ' ed Proper e,
®Trained and supervised new employees and interns.
'ODemgned and implemented monthly promotlons and incentive prog,rams

.OAsmsted in management of "Body Tailor" personal trammg service.
®Drafted monthly reports regarding fitness center utilization,
®Performed fitness assessments, equipment inspections and orientations.
®Developed individualized programs for members.

ﬂlnstructed musole toning, low impact and step aerobic classes.

bfimgs.s g;:ogz._s_yzt et Stores

@®Updated member records using Cardio Stress Inc., soﬁware
‘®Assisted in the design, implementation and traokmg of incentive
programs and monthly promotions,

®Trained and supervised new employees and new interns.

@ Performed fitness assessments, facility and equipment orientations.
®Developed personal programs for individual members.

® Coordinated and participated in the Target Biking Club.
®Instructed muscle toning, low impact and step aerobic classes.




91901012190 DAKOTA CLINIC, LTD, Fargo, North Dakota

_OCoordlnated exercise programs
- ®Compiled and updated pamphlets and organlzed resource flles
~ ®Recelved exposure to worksite health, fitness assessments stress tests
~and the coordlnatlon of road raclng events,

® 'Prof‘esslonal Member of Northland Chapter of the Amerlean College of

‘Sports Medicine

~ Student Member of National Recreation and Park Assocratlon

‘Student Member of Resort and Commercial Recreation Association
Student Member of Graduate Recreation Majors Club

“Student Member of Physieal Educauon Majors Club
- MIAC Varsity Soccer .
Student Leadership Encounter Semmars
Summer Soceer Assrstant Coach (Volunteer)

e Computer skills in Word Perfect for DOS (5.1, 6.0), Word Perfect f'or
- Windows (6.1), Quattro-Pro (3.0, 4.0, 5.0)
®  Research skills (Demograplucs Business Plan)
~®  CPR certification (current as of ]2/95)
e Frrst Ald certification (current as of 12/95)

AEM&&_H.QNQBS '
®  CORD Scholarship

* Hrgh School Varsity Soccer MVP
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I o SIt( plu'n_

“Main Sm:e: Cmssing is on htgnwnv
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" HOUSEHOLDS BY INCOME

- ' .

19%

$5,000-$9,999
$10,000-$14,999
$15,000-819,999
i - $20,000-$24,999
$25,000-429,999
$30,000-434,999
$35,000-$39,999
~ $40,000-$49,999
$50,000-$55,999
$60,000-$74,999
$75,000-$99,999
$100,000-$124,999
$125,000-$149,999
$150,000+

Note. HH = Househo!ds

27,925/100.0

'1 177142
1,497 /5.4
1,794 /6.4
1,874 /7.1

2,364 /8.5

2.200/7.9

4258/152

3,440/12.3
3,135/11.2
2,506 /9.0
902 /3.2
297/1.]

910733

il ———re

1993

O 31,015/1000

5,033/16.2
4,009/ 12.9
3,525/11.4
2,904 /9.4
1,037 /3.3
339/1.]

1,007 /3.2

—— I._"_'_H‘-w

. 1998
#of HHs /% of HH*  HofHHs/%of HHs #of HHs / % of HHs

' 35.545/100.0

326109
,169/3.3
1,081 /3.0
1,328/3.7
1,775/5.0
1,869/5.3
2,56717.2
2,679/7.5

6,609/ 18.6

5.117/14.4

4,238 /11.9
3,754 /10.6
1,335/3.8
452713
1,245 /3.5

—
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MAJOR COMPETITORS

Store name  # of locations Proximity Product lines  Annual sales # of employees
B ~ tomarket - (millions)  (per store)
area T T

~Midwest 0 S _
Mountaineering | - lOmiles backpacking,  $5-10
- - o mountaineering,
camping, skiing,
canoes, kayaks
"REI
(Recreational , _ - , .
Equipment, Inc.) 2 - 5-10 miles camping, $5-10 50-100
' ' N o backpacking, - '
mountaineering,
bicycles, skiing,
- canoes

1IMS (Eastern . . _ .
Mountain Sports) 5-10 miles canoes, camping, $1-2.5 10-20
I mountaineering -

United Stores 12 5-10 miles boats, canoes, $500,000-2.5 5-20
- apparel, tents,
~ camping
skiing

T e e




fomt
%
s
(@
<
O
=
<
N
<
-4
-
=
N
i
R
-4
Y
>
Q
o
-
-’
QO




TAVHD TVNOLLVZINVDHO
- 1sdno¥ooaino

T s ) .. - ot 1 0 - L]
i ...ilr:l.-.. . Il-.l...._'. -
. .....l_.l__l .-.. ...l.

. - . .-1.........__. ..-..J.-.____..._-.._.
o R, S R T e
TRl T e
T, e g - N i
Y .

E J.....Jr

B Lt . .-.I._..... ._r..u..__...
- . - .-

s




g - _— . . - = . . - . - alu.‘u... . l’. .f... e
- . . . - .t... - 1 - gy a4, . + . - P o . - . L . - PR " . L. . X T o ...l-..rh e .._l_lr.. ..
. — DT R e T Loty T I R, P WP, b — - I L Y A g . - = R RS R R AR T AL R S e
- ..M.l_"_.r......._... o ___‘_..“..- L "L "yt v - 3 . .ﬂllir.ilf_..q.-.-... i e el ™ el .. - N T k . ) ., i u. - L - [ L - .. -, iy Tk B
P = 5 _I.__....-l. 3 _.-L.__.__-.-.t.._,J_ o |- . T A . - ity A W T - . - N . . - . = . - . . - - L T
. -.I.._.._..rl..._-‘ oy e ek T AT A - .l.. - . . . o . " i o

-

Vs
- ._E
m &
5 2
< 2
2




Anchy spum(y pur womqery a1

Agmnby 5 ume






