Management Issues in e-Business

Business Plan

y 4

IDIFEELLIMNI

Lets cut te the chase

Submitted By:

Surname First Name
Igbal Bilal

Alvi Salman
Multani Boby

Hao Hong

Due Date: March 19, 2007



Table of Contents

EXECULIVE SUMIMAIY ... iiiiieeeeie ettt e e e e e e e e ettt e e e e e e e e e e eeaaasneeaeeeeeaeesnnnns 2
BUSINESS DESCHPLION ...ttt e e ettt e e e e e e e eeeaasa e e e e e e eeeeesnnnns 3
Products and SEerVICES ........coooiiiiiiiii e 4
INAUSTEIY ANAIYSIS ...ttt e e e e e e e e ear e e e e e e e eeeeennnns 6
1= Vg ] 1] o TN = = o SRR 10
OPEratioNS PIAN ... 12
FInancial Plan ... 17
ManNageMENT PlaN........oo e aaaeaa 19
Issues analysis and CritiCal FSKS .........ccoviiiiiiiiiiie e 22
I S =1 (=0 |V TR SUUPPPPPPRPRI 24
Appendix A — Sample Promotional Material................cceoeiiieiiiiiiiiiciiiee e 25
Appendix B — INCOME StateMENTS.........couuuiiiiiiieeiieeiiii e 27
Appendix C — Balance Sheet ..o 30
Appendix D — Cash FIow Statement ............cooiiiiiiiiiiiii e 31
AppendiX E — RAIO ANAIYSIS.......iiii i e e e e e e eeannnns 32
Appendix F — Resumes of iSpeedDate Management Staff................ccooeeiiiiiinnns 33

Page 1 of 1



Executive Summary

e-Commerce provides a convenient way to conduct business online which not only
benefits the businesses by providing access to a bigger market segment but also benefits the
customers by providing them the ability to shop easily and quickly from the convenience of their
homes. During the last few years, a huge amount of existing Bricks and Mortar companies
adopted e-commerce to extend their services and products to online audience along with a
number of newly established pure-play e-businesses. This trend resulted in a lot of competition
which led to saturation in certain industries like online dating and ultimately, the revenues for the
companies started to drop significantly. This also created a barrier for new businesses since they
had more difficulty penetrating into the market which forced these businesses to differentiate their
products and services to provide something unique in order to sustain in the world of e-
commerce.

Online dating industry is a typical example of a saturated industry which started out with a
growth rate of 70% in 2002 which has dropped to about 9%." This happened since a number of
online dating services emerged providing the same tools and services as every other competitor
which reduced the potential of the business to generate revenues. However, this created an
opportunity for businesses with new ideas for providing dating services to quickly grasp the
attention of online community and generate high revenues. Currently website such as MySpace
and Facebook are capturing this market indirectly.

Speed dating is an example of differentiated dating service that provides a great way to
meet people in a unique environment and provides an ideal form of dating for busy individuals.
Although, speed dating services are common in real life; the concept has not yet been exploited
in the online world which provides a huge opportunity for any business to establish its online
presence and attain a significant share of the industry.

iSpeedDate is focused at providing online speed dating services by tailoring conventional
form of speed dating to provide faster, more personalized and convenient services to busy
individuals. The business strategy is to differentiate between online dating and online speed
dating by simulating an authentic speed dating experience. The business strives to provide this
experience by incorporating voice and video capability along with many other sophisticated
controls to regulate a true speed dating environment. Moreover, the business plans to continually
improve the speed dating services by understanding and addressing the customers’ needs and
expectations in each geographical segment.

iSpeedDate plans to initially host online speed dating events in collaboration with existing
conventional speed dating associations. This will be a mutual benefit situation where conventional
speed dating associations will get a chance to cater to a bigger market segment and iSpeedDate
will get affiliation from well-reputed associations. The online events will be tailored for different
market segments based on demographics. The speed daters will get a chance to have 5 minute
dates with other participants during the event and they may opt to continue dating afterwards.

The concept that iSpeedDate is proposing is very unique and revolutionary as it merges
the growing trend of speed dating with the power of the internet. This plan outlines the steps our
organization plans to carry out in order to make this website a success. It also examines the
research which suggests that there are very viable possibilities of expansion into the American
and European markets in the future once the company has been established. Thus, this immense
potential for growth along with a strong business plan makes iSpeedDate an excellent
investment.

! Stanley, T. 2006. Advertising Age. Vol. 77 Issue 16, Business Source Complete,
http://search.ebscohost.com.libaccess.lib.mcmaster.ca/login.aspx?direct=true&db=bth&AN=2054
1153&site=bsi-live
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Business Description

iSpeedDate is intended to provide a unique and fun way of speed dating on the internet
for people with a hectic schedule. The idea behind this business is to provide personalized speed
dating services to busy individuals at their door step. iSpeedDate tailors the conventional form of
speed dating to make it even faster, more personalized and accessible via the web.

iSpeedDate partners with local speed dating event coordinators and features their
specialized events online. In order to keep the true spirit of speed dating alive, the business
strives to provide a true experience to all the participants by integrating built-in web camera and
voice capabilities to its website in addition to a number of other interactive tools.

In order to create its unique market, iSpeedDate focuses only on the speed dating
services as compared to online dating services offered by numerous online dating websites. In
order to simulate a true speed dating environment, the website is designed with a number of
specialized controls; for example, members can only participate in an online speed dating event if
they have both the video and voice capability enabled, speed dating participants can see each
other’s profiles and initiate contact only after they speed date. iSpeedDate features a number of
other tools to ensure a unique and fun online speed dating experience for all the participants.

The business strategy for iSpeedDate is to understand the needs of its customers and to
address these needs. The business operates on the philosophy that “it is all about the customers”
and continuously strives to better serve its customers. One of the initiatives by iSpeedDate to
align itself to this philosophy is to focus its operations only in the province of Ontario initially and
roll its services out to all of North America in subsequent iterations. This strategy is devised so
that the business can focus all its energy on one geographical segment at a time.

Vision Statement

To make a difference in the community by helping singles meet compatible matches and
providing them opportunities to start meaningful relationships.

Mission Statement
To become the number one online speed dating service in North America by continually

providing busy singles a unique, personalized and a fun speed dating experience in a safe and
entertaining environment.
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Products and Services

A key to success for iSpeedDate is its focus on simulating a true speed dating experience
on the web. This provides a competitive advantage over many existing dating and speed dating
websites which focus on providing dating services using non-interactive tools. iSpeedDate
provides online speed dating experience to its customers by incorporating interactive means like
voice and video capability.

To provide an authentic speed dating experience, the business plans to partner with well-
established speed dating event coordinators around each targeted geographical segment (i.e.,
province of Ontario for start-up) to arrange online speed dating events. This strategic partnership
with conventional speed dating event coordinators will provide mutual benefits. This will expand
the market for existing speed dating event coordinators by providing them access to singles that
are unable to attend the events in-person. Moreover, iSpeedDate will benefit from affiliation with
existing well-established speed dating event coordinators. This will provide iSpeedDate with an
initial boost since singles will be more comfortable and willing to join a new online speed dating
service that is affiliated with other well-reputed businesses.

One of the reasons that singles are hesitant to try online dating or speed dating services
is the fact that the existing services only provide limited means to interact. Members of these
services usually exchange pictures and text messages over the internet and they almost have no
way of validating the identity of the other person. Face to face meeting in conventional dating and
speed dating certainly addresses this problem but busy singles are still left out due to their hectic
schedule. In order to provide all the benefits of conventional speed dating, iSpeedDate
implements sophisticated controls and functionality into its website to simulate a true speed
dating environment.

iSpeedDate incorporates real-time video and voice capability on its website to allow the
speed dating participants to see and talk to each other during their speed dates. All the members
of iSpeedDate are required to have a web camera and microphone to participate in any of the
events arranged by iSpeedDate. Moreover, the website for iSpeedDate features other controls to
prevent the participants from seeing each other’s profiles and initiating contact before they speed
date.

iSpeedDate gives utmost importance to the security of its members and takes a great
deal of interest in ensuring a safe and fun environment for its members. The website also embeds
tools and controls that prevent any unwanted communication between members. Contact
information for all the members is kept confidential and is not exchanged with any other members
without consent. Moreover, the contact between two members is only initiated after both the
members express their consent.

iSpeedDate arranges a number of online speed dating events for its members which are
focused at different market segments based on demographics. Following steps describes the
process for becoming a member of iSpeedDate and participating in online speed dating events:

Step 1: New user visits iSpeedDate website.
Step 2: New user fills in an online form to become a member of iSpeedDate and pays the
membership fees.
Membership fees include one free online speed dating event of the member’s choice.
Step 3: Member logs into iSpeedDate member website.
Member sees a list of upcoming online speed dating events along with options to
register for the event.
Member website also contains a number of tools to personalize the website.
Members can post pictures, update profile and write journals. All this information
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becomes accessible to another member of iSpeedDate after speed dating event
upon consent from both the parties.

iSpeedDate plans to arrange at least three online speed dating events per day during
different hours to add convenience for people using the system at different times. An example of
online speed dating events which may be offered by iSpeedDate is as follows:

Event Title Target Audience Cost When Co-Hosted by Deadline
ag;eiﬂoaate Location: Hamilton, ON | $25 ‘;ggi 15, Speed Dating, Inc. ;gg? 8,
Date O’'Rama _g_%tiz%ni gg%?rs $30 ‘;ggi 17, Speed Dating, Inc. ‘;gg? 12,
oo | Goceten Tooro O |35 | 2™ | speea paung. e | 2™

All the online speed dating events will be organized and tailored based on the customer
demand. iSpeedDate will conduct regular Voice of Customer surveys to get feedback from its
members on improving its events. The cost for each event will be determined based on a number
of factors including the logistical, administrative and marketing effort required to organize a

particular event.

iSpeedDate will provide access to online speed dating events to only its members. The
membership fees will be charged on a monthly basis and the fees per month will be $20. This
membership fees is subject to change. The membership fees for each month will include one free
online speed dating event.
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Industry Analysis

The online dating industry caters to over 100 million singles living in North America. The
phenomenon of online dating sites caught fire in the year 2000 and has grown significantly since
then. Currently the market leaders each have approximately 15 million members each. During
its peak in 2002, the market grew by over 70%! The current size of the online dating market is
just over USD 600 million and is expected to reach USD 642 million by 2008. Furthermore, the
size of the market is expected to reach USD 932 million by 2011.2

The growth in the industry has been stagnating suggesting that it has reached maturity
and saturation. After years of double digit growth, the industry is currently growing at about 9%. 3
The industry also faces competition by social-networking websites such as MySpace.com and
risqué hook-up sites such as SexSearch.com. MySpace has siphoned off some of the younger
demographic whose main interest is fun, hanging out and hooking up in order to battle the
shrinking market share several dating websites are adding creative features to augment their
traditional services. Features such as couples counseling, group-dating programs, Auto-Matching
based on interests and lifestyle, chat rooms, video ads and instant messaging systems are being
incorporated by major dating sites.

Legislation

Ironically the social-networking websites such as MySpace which are reducing traffic for
the online dating industry are also causing it to potentially have more economic loses. Several
states in America are considering legislation mandating the performance of criminal background
checks by online dating sites, among other provisions, according to a report in the National Law
Journal. They state that such portals can become an online hunting ground for sexual predators
and other criminals. This law, which is being considered by half a dozen states, can have
potentially devastation consequences for the industry. The laws under consideration in California,
Florida, Michigan, Ohio, Texas, and Virginia are presumably designed to improve the safety and
security of dating site use. But the critics argue that the legislation does not increase safety of
online dating as there are inherent risks involved in exploring any new interpersonal relationship.
They further suggest that “even in long term commitments there is no ultimate guarantee of the
safety, sanity, or sincerity of an individual's actions or intentions”. Critics suggest that the
legislation could do more harm than good since such background checks would create a false
sense of security and create a liability for the online dating company, by creating the impression
that a perﬁon who has passed their background check has received “some sort of stamp of
approval.”

Europe

There has been significant growth in the European market for online dating. Consumer
usage of online dating sites has shown consistent growth since 2003. The number of European
users who report using online dating sites has grown from four percent in 2005 to six percent in
2006. European online dating sites continue to attract new users and analysts predict that
revenues will double from EUR 243 million in 2006 to EUR 549 million in 2011. Furthermore,
researchers state that "the industry will increase from 2.8 million paid users in 2006 to 6.0 million
in 2011." This implication of this would be that consumer spending on online dating websites will
double by 2011 in Europe.®

% Ibid.

® Ibid.

* Internet Dating Alliance: Online Dating White Paper,
http://www.internetalliance.org/articles/online_dating.shtml

®0Online Dating Industry Journal: “European Online Dating Market Continues to Grow”.
http://onlinedating.typepad.com/industry/2007/02/european_online.html
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Affect on Business Strategy

The analysis makes it evident that the industry has reached a saturation point and current
sites are providing varied services to differentiate themselves from their competition. Thus, it is
vital for iSpeedDate to have an innovative and new approach to online dating in order to capture
a significant market share. Thus, the website will have to be marketed as a revolutionary new
method of dating that will also bring back the younger demographic which is currently attached to
social-networking sites such as MySpace.

The explosive growth of dating websites in Europe along with the stagnant growth in the
U.S. and risk of deleterious legislation are strong reasons for iSpeedDate to consider an
international strategy. Being in the American, Canadian and European market will hedge the risks
associated with any possible new legislation.

Main Competition and Market Share

The largest organizations involved in the industry are advertising on several mediums
such as TV, radio, magazines and internet. This includes market leaders, eHarmony and
True.com. The largest Canadian based competitor is Lavalife with about 15% of the North
American market share. The following chart shows the market share of online dating industry by
company:

@ eHarmony
B True.com
O Lavalife
OMatch.com
B hatel.com

go, 5% d% 21%
11%

16% O Perfactatch. corm
B Cluest Dating

O Cupid.com

W Others

1%

12% 15%

Figure 1 2006 Market Share: Online Dating Industr y6

Total estimated spending on image-based online advertising for dating services was USD
127.3 million for Jan-November 2006. True.com (USD 52.2 million), Matel.com (USD 20.4
million) and Match.com (USD 16.1 million) led the top online personals advertisers in 2006.

The following table shows the estimated spending on advertising by various online dating
services during January — November 2006:

® Press Release: Nielson Plus Ad Spending Growth for Dating Services
http://biz.yahoo.com/prnews/070227/nytul50.htm|?.v=89
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Estimated Spending
Company (USD)
True $ 52,169,100
Matel.com $ 20,410,000
IAC/InterActiveCorp (Match.com) | $ 16,083,600
Flingweb.com $ 9,869,300
MarketRange, Inc. $ 7,275,800
eHarmony.com $ 5,801,400
Yahoo! Inc. $ 5,491,500
Chemistry.com $ 2,845,800
SinglesNet $ 2,481,800
MatchNet plc $ 1,526,500
Grand Total $ 127,308,000

Table 1 January-November 2006 Online Advertising

Spending !

The following charts provide a visual comparison of the estimated spending on
advertising by the competitors listed in Table 1:

$140,000,000

$120,000,000

$100,000,000

$80,000,000

$60,000,000

$40,000,000

d
d

$20,000,000

F0 4

Figure 2 January-November 2006 Online Advertising

Estimated Spending (LS00

" Press Release: Nielson Plus Ad Spending Growth for Dating Services

http://biz.yahoo.com/prnews/070227/nytul50.htm|?.v=89

® Ibid.

B True.com

m Mate!. corm
OMatch.com
OFlinguweb. com
m MarketRange, Inc.
EeHarmany.cam
| Yahoa! Inc.

O Chemistry.com
B Singleshet

® hatchMet plc
O Grand Total

Spending ®
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It is interesting to note that 96% of all money spent on advertising in this industry was by

the top ten largest organizations.

Estimated Spending

% Change in Estimated

Company (USD) Spending from Jan-Nov
(from Jan-Nov 2006) 2005
eHarmony.com Inc. $ 110,140,000 39%
IAC/InterActiveCorp (match.com) | $ 66,400,000 39%
Teligence (Live Links, Tango,
Redhot, Vibeline, Fonchat) $ 42,680,000 20%
First Media Group, Inc. $ 24,680,000 149%
Its Just Lunch, Inc. $ 18,450,000 75%
Vertrue, Inc. (Lavalife) $ 16,330,000 15%
Marketrange, Inc.
(PerfectMatch.com) $ 4,190,000 -8%
Valenti Intl. LLC $ 2,890,000 3%
Cupid.Com Inc. $ 2,520,000 96%
Adventures Northwest, Inc. $ 1,160,000 124%
Top 10 Total $ 289,920,000 40%
All Other Total $ 12,990,000 -17%
Grand Total $ 302,900,000 36%

Table 3 Top 10 Advertisers

How will iSpeedDate compete?

iSpeedDate will gain significant market share by associating with Speed Dating
associations across North America. iSpeedDate will collaborate with these organizations to
coordinate eEvents to supplement their physical events. The website will be very carefully
marketed ensuring that it promotes the site as a broadband speed dating website, differentiating it
from an ordinary dating site. Thus, by reinforcing this unique and revolutionary brand image the
consumer will be enamored by this easy to use site.

° Ibid.
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Marketing Plan

Target Market

The website will cater to singles, aged 18-65, looking for casual or long-term romantic
relationships. Initially the website will specifically be available to users from state of Ontario and
then the services will be extended to all of North America in subsequent iterations. Each
individual eEvent will target a different segment within the singles population. Each individual
eEvents could target several of the following: specific age bracket, sexual orientation, geographic
location, etc.

Competitor Analysis

There are several organizations that are involved in the online dating industry. Most of
these organizations offer traditional online dating websites, with some large companies adding
extra features. Regardless, none of these organizations offer specialized broadband speed dating
as this is a new market. This is due to the fact that speed dating organizations have not moved
from physical events to electronic events. Thus, all the organizations in the online dating industry
are indirect competitors as they are not specialized in speed dating.

Lavalife
LavalLife is one of the leading providers of online dating services for singles, branding
itself as providing “its members safe access to like-minded singles - anywhere, anytime.”

The organization is the largest Canadian dating website, based in Toronto, where it
employs over 270 staff. LavaLife has been growing in terms of revenue and profit since its
inauguration in 1987, and their current annual revenue exceeds USD 100 million. Lavalife is a
subsidiary of Vertrue Incorporated.

LavalLife's initial growth came from its development and application of interactive voice
response (IVR) technology. Today the company integrates this technology with Internet and
Mobile technologies to provide multidimensional services. The company differentiates itself using
the following: a pay-as-you-go payment model; different communities where singles can post their
profiles - Dating, Relationships, and Intimate Encounters; and web, telephone and SMS based
services.

LavaLife's payment system is based on purchasing credits. Users spend credits when
they communicate through instant messenger and email. The smallest package available is for 50
credits for about USD 15. An email to another member utilizes six credits, so that costs USD 2
per contact. Thus, the weakness of the organization is this payment plan as this may deter
customers who are unwilling to pay per contact. This may also become very costly for customer
who may initiate contact with several individuals. Furthermore, the credit packages are designed
in such a manner that they do not divide evenly into any of their credit offerings. In order to spend
all credits purchased users have to avail a variety of the features on the website.

Marketing Objectives

The objective is to differentiate the website from all other online dating services by
branding it as a unique, fun and innovative way to speed date online. This objective will be
achieved by incorporating the iSpeedDate logo into all the marketing campaigns. This will convey
to potential users that the website is designed with the individual in mind and is customized to
their needs.
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Marketing Strategies

The strategy of iSpeedDate will be to collaborate with speed dating organizations
currently operational in Ontario. This will allow the website to quickly establish a customer base
and hedge risks by partnering with an established association familiar with the industry. This
partnership will also generate publicity for the website as the speed dating event coordinators will
mention the site in all their events and promotional material.

The in-house marketing efforts will be minimal as a marketing firm will be hired to design
and execute promotional material such as flyers, newspapers and TV/Radio commercials. One
in-house marketing initiative would be to have a free webcam give-away to the first 500
customers who sign up for membership. Another initiative would be to offer one free event to
users for subscribing for membership. Salman Alvi, the VP of Marketing will head up all these
initiatives and have final authority on promotional material being designed by the marketing firm.
Appendix A contains samples of possible posters which will be used to market the website.

Marketing Budget

In the first year of operation, the marketing efforts will be allocated with a budget of about
CAD $100,000. These funds will be distributed among all the marketing efforts including hiring a
marketing firm, developing partnerships and in-house promotions.

Action Plan

The marketing plan will commence by developing a strong partnership with a speed
dating organization and hiring a marketing firm to head up all marketing efforts. These efforts will
include website banner ads, affiliate marketing, google adwords, local advertising and magazine
ads. Also, at the beginning of operations, the aforementioned in-house marketing efforts will
commence. This will require the company to purchase 500 webcams through a distributor before
going online. The free event with membership promotion will be easy to execute as it only
requires collaboration with the website designers.
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Operations Plan

The Delivery System

Supply Chain
Members Page %
{User Preferences, Individual
Settings, Profile, Pictures)
Matching System
(Control system for event
scheduling and event bridging)
Customer

User Interface S
ﬁ{ 4" {Online Speed Dating and H Database

Membership Information)

kl\l'\

Event Online
Scheduler Event
{Event booking {Ongoing speed

system) dating event)

Payment System
(Payment processing engine)

Figure 3 Supply Chain for iSpeedDate

The very beginning of the supply chain starts with the customers being attracted to our
site through online advertisements/local referrals/local advertisements and marketing initiatives.
Next, the customer signs up to the website providing their profile and personal information such
as city, country, interests and contact information. From this step forward, the customer is now on
the server which contains all of the profiles. Then the system automatically would separate the
customer into different groups such as “interested in people within a 50 mile radius”. Upon
separation, the customer can sign-up for an iSpeedDate online event. The customer can also,
when logged into the system, update information and payment methods as well. Lastly, the
customer is prompted and sent emails as to when he/she should be online to start the
iSpeedDate session. These 30 minute sessions will be split into ‘5 minute dates’ where two
customers converse at a time and then moves on to the next person, and this occurs 6 times.
This happens for all the people participating in the event and the computer will intelligently pair up
people and prepare a queue for everyone automatically. At the end of the session, the user will
have the opportunity to add the persons they wish to keep in contact with onto a match list. If both
parties agree then contact information is exchanged immediately, if only one party is interested
then the other party will get a request to add the person on at a later date; valid for one week. The
payment system is connected to the user interface as well as the database thus fees will be
charged on both a monthly basis and also per event. Due to the video/sound nature of this server,
broadband will be required.

Staff Requirements

There are several people required for the day to day operation of the business.
Employees would need to be found for the webmaster, customer service, account management,
technical support, billing, business development and management. The positions will have to be
filled with employees and the number of people determined by the volume of work that would be
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required. The founders of the business will assume these roles in the beginning to cut down the
expenses. Management plan further discusses the staffing plan for this business.

Systems

Matching System

A integrated system will be put together with different technologies such as streaming
video/audio, databases, automatic matching due to certain criteria, matching due to member
preferences, flash animations and scripts for animations and sounds.

Payment System

This will be online payment processing system to process online payments for
memberships and speed dating events. This part will be outsourced to a third party online
merchant credit card payment system which will be integrated into the website. The transactions
themselves will be handled by third party such as WorldPay.

Assets

Website

The website will be the most valuable asset under the business’s possession. This
section includes the website in its entirety including graphics, software, e-commerce system and
user interface.

E-Commerce Solution and Process (Backend and Front-end)

This is a valuable asset which consists of the process of setting up customers together
efficiently and in a fun way. This includes the backend and front-end implementation and any
developed software and customized solutions.

Office Equipment
This section includes all the office equipment such as computers, telephones, chairs,
desks, fax machines etc.

Processes

The main process of matching up customers is illustrated in the supply chain diagram.
There are other processes such as security; security would be handled by using 128/256bit SSL
encryption and encrypting all database data on local computers. The credit card processing data
would also be encrypted by SSL and sent directly to the credit card processor. A full
antivirus/firewall programs will be installed on all computers within the company to prevent data
theft. As well, back ups of users data would be kept and back up servers will be ready to prevent
service downtimes and loss of mission critical data.

Implementation Plan

Stage 1
For stage 1, the website and the entire iISpeedDate solution would need to be developed.

This would be contracted out to a website development company and would cost CAD $15,000
and take about 6 months time. This could be outsourced to Host Department which is a company
that handles web development and hosting. The marketing plan would be partially executed at
this stage to look for affiliates, sponsors and potential advertising places. Job advertisements
would be placed in the Job Bank and in different online and local job agencies to look for the
people described above. This will be timed with the launch of the website.
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Stage 2

After the website is complete, then the marketing plan would come into full swing. The
goal would be attract as many people to the site as possible and get them hooked onto online
speed dating. This is done through free trail offer then a monthly membership fee. At this stage,
the basement would be setup with a home office and the different roles would be assigned to the
four founders of the business according to the people section above. A toll-free (1-888) number
would be setup using tollfreelive.com service which is a low cost service and could then route the
calls to the founder’s and any employee’s respective cell phones.

Stage 3

Stage 3 would be the expansion phase of the business, given that if the business has
gathered enough momentum in the Ontario region, additional investment would then be sought
out to grow the business to a Canadian wide scale. Full time employees would be hired and
different aspects of the business outsourced.

Metrics

To establish an effective performance measurement program, one must compare
different metrics to estimated outcomes or inputs. There must be a benchmark to compare the
results to.

Web Technology Measures
- Visits Per Day
Additional Profiles Per Day
Website Stickiness
Time between successive logins
Random Process Checking for Errors in the System(Error Frequency)
Page Load Times
Server Down Times

Service Oriented Measures

- Emails per day
Emails returned
Emails resolved
Number of transactions
Level of Customer Satisfaction
Success Rate of Online Speed Dating
Efficiency of Web Service
Number of people signing up versus people sticking around to pay

Financial Measures
Profits
Revenues

Using an automatic reporting system integrated with the software is the simplest and most
effective. The metrics identified above will be incorporated into the website during its
development. A dashboard/excel type interface will be used to extract and track these different
measures. These measures would then be checked once every 2 weeks by the staff member
responsible to monitor the growth of the company and to report any potential problems.

Website Design

The iSpeedDate website will feature a simple and yet very functional design. It will have a
top bar which has the company’s logo and graphics.
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The front end of iISpeedDate website will be designed after taking into consideration all
aspects of web-interface usability. The following is the prototype for the main webpage of

iSpeedDate:

- ———— — o ——
' ' i

Lets cut to the chase

Contact Us Policies

Join Testimonials

Search for speed daters FREE!

I'm aIMan 'I laoking far a IWDmEln vl
Between the ages |18 vl and I‘]a vl

Fram |— Select Ong ———— j

City | {Optional)

Search Now! |

Success ©C

| had a wonderful experience speed dating
on iSpeedDate. It was fun and | got to meet
my future husband. It was just great!

Jane, Toronto

Click here for more success stories ==

Already a member?

Usernamel

F'asswardl

Login Mow! |

i . P o
SOITINOW]
Join now and introduce yourself to a
whole new world of dating.

Figure 4 Prototype for iSpeedDate Main Webpage
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The following is the prototype of the webpage where the user accesses an online speed
dating event and dates other participants:

Figure 5 Prototype for an online speed dating eve nt webpage on iSpeedDate
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Financial Plan

Start-Up Funding

For this business plan, it is calculated that the company will need approximately $80,000
in start-up funding.

Start-Up Funding = $35,000 (Marketing) + $28,500 (Website/Web-Hosting) +
$940 (Telephone) + $4,000 (Legal Fees) + $2,400 (Insurance) +

$8,500 (Miscellaneous)

= $79,340.

The company has determined that it would be appropriate to have additional $10,000
cash on hand for any unexpected expenses. Therefore iSpeedDate needs $90,000 in start-up
funding.

The majority of this funding will come from the four executive members themselves. Each
member will contribute $10,000 of their own money, for a total of $40,000. Next the company will
obtain $20,000 from friends and family. As an initiative for the friends and family members to
contribute to iSpeedDate, there will be a written agreement stating the repayment of the initial
investment in full including an amount equal to the rate of inflation (approximately 3 percent per
annum) to be paid back at the end of second year of business operation. The remaining $30,000
will be attained through business investors. There will be an agreement in place such that the
company does not have to pay the investors any interest over the course of operations, however
the company will instead offer the investors a rate of return of 300 percent. This essentially
means that the investors will receive $90,000 for their $30,000 initial investment. The viability of
offering the investors three times the amount they investment in the company at start, is
presented in more detail in the exit strategy section, which is presented in a later section.

Important Assumptions

The income tax rate used for calculations in this plan is assumed to be 40 percent.
Furthermore, since a portion of our funding is personal resources including family and friends,
there will be a prior agreement such that we will pay back their initial investment plus inflation,
which is assumed to be a rate of 3 percent per annum.

Breakeven Analysis

With the current business plan iSpeedDate plans to break even during the second year of
operation, which justifies the exit strategy to sell the business off during the third year of
operations. The graph below outlines the break-even analysis.

Projected Profits/Losses
Presented below are the income statements for fiscal year ends in 2007 and 2008.

There are a few notes about each of three income statements presented below. Since
iSpeedDate offers a service and does not retail any products, the COGS = 0 and the Gross
Margin will equal the Sales figure, which in turns means that the Gross Margin percentage is 100
percent. Also, there will be no salary expenses due to the fact that the original four owners will be
the only employees of iSpeedDate. The company will incur an initial expense of $20,000 for the
website design, and an annual expense of $8,500 for website maintenance and web-hosting. The
company is 100 percent web-based, and due to this virtual nature of the company, there are no
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rent expenses and no depreciation costs. Marketing accounts for the majority of the expenses for
the company. Therefore, during the first year, the company has allocated $100,000 for marketing
purposes, $35,000 of which are going to used for initial marketing, with the remaining $65,000 to
be used during the first year. The reason why the marketing expenses increase to $125,000 in
the second year is due to that fact that the company will expand its operations to all of Canada
during the second year. Certain expenditures such as telephone, legal and insurance expenses
will remain constant for both years of operations. Finally, the company has allocated $8,500 for
miscellaneous expenses which may arise during the course of operation for both years.

As mentioned above, there are in estimated 2500 and 5500 consumers that will sign up
for iSpeedDate in the first two years of operation, respectively. This number drops to 1000 and
2000 respectively, in the worst case scenario. For the best case scenario, we estimate that the
company will be able to sign up 3000 and 8000 respectively in the first two years of operations.

Expenses

Web-hosting and Website Maintenance Expenses
Marketing Expenses

Insurance Expenses

Legal and Consulting Fees

Taxes

Interest Expense

The three income statements presented in Appendix B for the Probable, Best and Worst
case scenarios. For the Probable case, we are assuming that 2500 new consumers will sign up
for iSpeedDate.com. The enrollment assumption then jumps up to 5500 in the second year of
operations. We believe this is reasonable because in the first year, the operations are focused
solely in Ontario, whereas in the second year of operations the company focuses on the rest of
Canada, therefore, attaining an additional 5500 consumers seems to be a reasonable estimation.

Projected Balance Sheet

The balance sheet for iSpeedDate is shown in Appendix C. The balance sheet is based
on the “probable” case. Since the exit strategy will be implemented after the second year of
operations, the balance sheets for only the first two years of operation are shown below.

Projected Cash Flow Statement

See Appendix D for a projected cash flow statement for the first two years of operation.
The cash flow statement is projected for the “probable” case only.
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Management Plan

Office and Staffing

Initially, the company will operate from Chief Executive Officer's existing home office.
Since the nature of business is mostly virtual, it doesn’t require a huge office space and a
customer support office. iSpeedDate will operate out of this home office for the first year of
business which will significantly cut down the operational expenses.

iSpeedDate will eventually need to staff a number of people to fulfill different roles in the
business to operate smoothly and effectively. However, since the company is just starting up, it
won'’t need to incur the staffing expenses right away as the founders of the business will divide
the business operating tasks among themselves. The company will also outsource a number of
tasks like web hosting, web designing and marketing to external companies. This will help the
company management to focus on the speed dating aspect of the business and to make
appropriate improvements without spending too much time on overhead activities. Outsourcing
these activities will also help ease the business operating load off the founders who will be
involved in performing a wide range of roles in the initial stages of the business. Following are the
roles which will be filled to effectively operate the business:

Web Master / Web Designer

An experienced web master and web developer will be responsible for maintain the web
site and addressing any technical web-related problems. The responsibility for this role will also
include overall web hosting management, web maintenance, error debugging and web
monitoring. Chief Operating Office for the business will assume this role in the beginning.

Customer Service Representatives

Customer service representatives will be needed to address customer problems and
general inquiries which would be through phone and by email. They will also act as a gateway to
forward more complex problems to other specialists. The founders of the business will share
these responsibilities among themselves in the beginning.

Account Management Specialists

These specialists will be responsible for checking the message traffic between different
customers on the site to limit abuse, spam, scam and harassment, etc. They will monitor live
speed dating events and handle customer complaints. The founders of the business will share
these responsibilities among themselves in the beginning.

Marketing Assistants

Marketing Assistants will be responsible for marketing the events hosted by iSpeedDate.
Marketing will be outsourced to an experienced marketing firm in the beginning of the business
and the marketing operations will be overseen by the VP Marketing.

Technical Support

Technical support expert will address customer’s complaints with any technical issues
that might arise from using the iSpeedDate services. The expert will attempt to address the
customer’s issue in real time. These responsibilities will be shared by the Chief Executive Officer
and the Chief Operating Officer in the initial stages of the business.

Billing Assistant

Billing Assistant will be responsible for handling credit card processing requests and
taking care of any problems that might arise from billing-related operations. Billing Assistant will
also be responsible for initiating contact with the customers in case of any billing-related inquiries
or issues. Chief Financial Officer of the company will assume this role initially.
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Accountant

Accountant will track the company’s finances such as revenues and net income.
Accountant will also be responsible for maintaining company’s accounting records for
bookkeeping as well as tax purposes. Chief Financial Officer of the company will take care of the
finances in the initial stages of the business.

Management
The management level employees will consist of the founders and they will be

responsible for looking after the welfare of the business to maximize profits. The management
staff has committed to spending at least 25 hours a week on overseeing different aspects of
iSpeedDate operations during the initial stages of the business. However, Chief Executive Officer
has agreed to work full-time starting April 2007. Following are the biographies and titles of the
management staff of the company:

Bilal Igbal, Chief Executive Officer

Bilal Igbal brings a unique mix of technical, project management and business
experience to iSpeedDate. He has worked on numerous real-life projects with cross-functional
teams as a team member as well as a project manager. He has held various positions at well-
reputed organizations like Research in Motion, McMaster University and Islamabad Chapter,
Project Management Institute. He has strong interpersonal communication, problem-solving and
coaching skills along with in-depth knowledge of technical processes. Igbal is also the founder of
CompuCraze Internet Services, a web hosting and web design firm established in 1998.

Hong Hao, Chief Operating Officer

Hong Hao has excellent technical and entrepreneurial skills. He possesses valuable work
experience in designing, implementing and programming GPS based advertising system. He has
also worked on other technical projects including design of projection systems and prototype
development of smartcard based transaction system. Hao is also a founder of two highly
successful businesses, Eastporters.com and Elune Vision, Inc. Both the businesses deal with
sales of projection systems.

Boby Multani, Chief Financial Officer

Boby Multani possesses strong accounting and negotiation skills which are
complemented by his vast work experience. He has worked in various positions at Stockpole
Limited PMC Division and Protocol Call Centre among other companies. He has gained strong
accounting experience working as a Financial Analyst for the family business, Multani Custom
Homes Ltd. As a financial analyst, he took full responsibility of finances for the company. Multani
has also developed strong communication and leadership skills by taking up volunteer positions
with professional associations such as IEEE.

Salman Alvi, Vice President Marketing

Salman Alvi has worked on various marketing projects and possesses exceptional
marketing and communication skills. He has recently completed a work term with Independent
Electricity System Operator (IESO) and obtained extremely valuable research and technical
experience. He has also worked as a teaching assistant and research assistant at McMaster
University. Alvi also has very strong interpersonal communication, negotiation and teaching skills.

See Appendix F for detailed resume of each member of the management staff.
Organizational Structure
The organization will be very organic, without extensive hierarchy in the initial stages of

the business since the founders will be responsible for all the business operating tasks and a
number of activities will be outsourced to external companies.
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The organizational chart for iSpeedDate is as follows:

Figure 6 iSpeedDate Organizational Chart

Board of Advisors

Board of advisors for iSpeedDate will consist of renowned experts in eBusiness.
Management of the company will seek their advice from time to time during the business start-up
as well as its operations. The board of advisors will include the following eBusiness consultants:

Dr. Brian Detlor

Dr. Detlor is a renowned eBusiness consultant with an extensive research on issues
pertaining to e-business and web site design. Specific interests include web portals, knowledge
management, community informatics, electronic government and a number of other eBusiness
initiatives. He is an author of various books and articles on eBusiness and currently teaches
undergraduate and graduate level courses at McMaster University.

Dr. Detlor has over ten years work experience consulting, designing, and managing
information systems. He received his PhD and MIS degrees in Information Science from the
University of Toronto and a BSc (Computer Science) from the University of Western Ontario.

Dr. Susan Sproule

Dr. Sproule is an associate professor at McMaster University and teaches e-Business
courses at both undergraduate and graduate levels. Her research interests include software
agents, information retrieval, and electronic commerce. She also has an extensive experience in
a number of engineering and management positions in the telecommunication industry.

Dr. Sproule completed her PhD at McMaster University in Management Science/Systems
focusing on the information systems subfield. Prior to that, she received her Civil Engineering
degree and MBA degree from McMaster University in 1977 and 1997 respectively.
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Issues analysis and critical risks

Critical Issues and Risks

There are many critical factors which may be considered key issues and risks for this company.
The major issues and risks are presented below and some contingency plans are also outlined.

The primary concern for iSpeedDate will be whether or not there is a true demand for the
services offered by the company. After performing analysis on the internet-dating industry, it is
evident that the industry is fairly large, approximately $600 Million USD, and it continues to grow.
This shows that consumers are more open to technology and are willing to use the internet from
such a personal activity, such as meeting people for the purposes of dating.

The success of the business will also be dependent on the willingness of consumers to
pay for the services that iSpeedDate offers. For the traditional speed dating events, where
individual attend an onsite location on a predetermined date, which are fairly popular in larger
metropolitan areas, cost approximately $80 per event, on average. Therefore, the company will
charge a fraction of this amount for the online speed dating events, in the hopes that consumers
will find this to be a more attractive and cost-effective method to traditional speed dating. Also,
since the speed dating events are conducted online and in the comfort of the individual's home,
this breaks down the barriers that were presented by the physical boundaries of traditional speed
dating.

This company also has many internal and external strengths and weaknesses, which are
presented below.

Internal

Strengths

One of the main strengths for the company exists in the design of the website and the
backend system. This includes all functional features of the front-end, all the things that
consumers sees themselves, including the website, which will be designed using the 7C's
framework. This also includes all the backend systems as well, including things such as the
database and security/encryption system. Since the company has allocated a significant portion
of its start-up funds for this purpose alone, the company is willing to pay to get the top of the line
systems implemented.

Another strength for iSpeedDate is the fact that we are only focusing on Ontario in the
first year of operations. By limiting our focus to only Ontario we can learn and gain experience,
and minimize expenses from mistakes which may arise. We will then move into the rest of
Canada during the second year of operation, after we have more experience and a better idea
exactly how to run an internet speed dating company. Furthermore by limiting our focus in the first
year, we also limit certain expenses such as marketing, and the company will need less money
for this purpose and will need less start-up money overall.

Weaknesses

One the major internal weakness for iSpeedDate is the lack of management experience
that the four executive members have. All four of us are still in university and have no real world
management experience. However, the four individuals have attained experience through various
group projects and various courses. Furthermore, many of us have had either summer co-op or
internship experience which can be implemented directly in order to run this company. Finally, the
company also has two very knowledgeable and reliable members on our Board of Directors, and
both of them can offer guidance and counseling during the course of operations of this company.
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External

Opportunities

There have been a growing number of consumers accessing the internet over the past
couple of years, and more recently, there has been an increase in the number of internet users
that use the World Wide Web for entertainment purposes. In addition, more and more adults are
finding that they have less and less time for leisurely activities, including going-out and meeting
people. It is this fact that has lead to the growing popularity of traditional speed dating. It is ideal
for the busy business professional who faces a real time crunch. There are two disadvantages to
traditional speed dating; cost and geographical limitations. Traditional speed dating events are
fairly costly, averaging $80 per event, as mentioned above, and also these events mainly take
place in only major urban centres, and therefore, individuals outside these regions are most likely
not willing to drive to these costly events. With iSpeedDate, our events are much more cost
friendly and these events are open to a larger geographical region.

Threats

There are many legal issues which threaten the company. There is new legislation being
introduced, mandating stricter policies for online dating sites including thing such as requiring the
company to perform criminal background checks, all of these policies will apply directly to
iSpeedDate. Therefore, we will have to ensure that we screen all the members who join and use
iSpeedDate. The company also faces various legal liabilities due to the fact that we will have a lot
of personal information about our clientele. The company must ensure that their database and
websites are equipped with the latest security and encryption features, which the company is
willing to pay for. Furthermore we must also ensure that we have the proper legal counsel and
agreements in place, to protect against any possible lawsuits which may arise.

All of the above mentioned issues and risks affect and threaten the long term
sustainability and success of iSpeedDate. However, by being aware of them upfront and having
the appropriate contingencies and frameworks in place, we can ensure that this company will
prosper for many years to come.
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Exit Strategy

iSpeedDate plans to sell the company off after the company has broken even and has
become a profitable company. With this current business plan, this means that the exit strategy of
selling the company to the highest bidder will occur after the second year of operations.

The valuation system used for this type of situation is regularly broken down as follows:
First the profits at the end of the last fiscal year are multiplied by a factor of five. Then the values
of the company’s tangible and intangible assets are added to the previous value. Therefore,
according to the above method, the valuation of iSpeedDate is presented below:

Fiscal year end profits (year 2) X 5

(~$60,000 X 5 = 300,000)

+

Valuation of tangible/intangible assets

(Website + Backend System + Domain Name + Goodwill + Brand Value = 300,000)

Sell-off Valuation = $600,000

After the company is sold for the value mentioned above, there will be outstanding
investments which will need to be paid in full, before profits can be claimed. First the initial
$40,000 investment from the four founders of the company will have to be paid back. Next the
$20,000 of funds which were raised from personal resources including friends and family will
have to be paid back in full. As per the original agreement, the company also owes an amount
equal to the amount of inflation (~$1,200) to the friends and family members.

Inflation Rate = 3 percent per annum.
Inflation calculation = $20,000 X 0.03 X 2
Inflation expense = $1,200

Finally, the investors must also be reimbursed. As per the initial agreement, the investors
were promised an amount equal to triple that of their investment, which means that the company
must pay back $90,000 to the investors.

Initial investment = $30,000
Amount promised to pay back to investors = $30,000 X 3
Amount owed to investors after exit strategy = $90.000.

After all the initial investments have been paid back, the remaining money will be
distributed evenly among the four executive members of iSpeedDate.

Total Profits = $600,000 — 1,200 — 90,000 = 508,800.
Profit per individual = $508,800/4 = $127,200.

Therefore, there will be approximately $508,800 in total profits or $127,200 profit per
individual, after the company is sold.

ROI Calculation = ($127,200 / 10,000) X 100

=12.71 X 100
=1271.0 percent ROI

Finally, according to the calculation shown above, the Return on Investment, per
individual is approximately 1271 percent over 2 years.

Page 24 of 24



Appendix A — Sample Promotional Material
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Appendix B — Income Statements

i-SpeedDate — Online Speed Dating Company
Income Statement — Probable Case

2007 2008
Sales 800,000 2,510,000

Cost of Goods Sold
Note: Since our company offers a service and does n ot sell a product, our
COGS = 0, therefore our Gross Margin = Sales.

Gross Margin 800,000 2,510,000
Gross Margin % 100.0% 100.0%
Expenses
Salaries - -
Website 20,000 -
Website Maintenance 7,000 7,000
Web-hosting 1,500 1,500
Rent - -
Depreciation - -
Marketing 100,000 125,000
Partnership payments 400,000 1,255,000
Telephone 940 940
Legal Fees 4,000 1,000
Insurance 2,400 2,400
Miscellaneous 8,500 8,500
551,840 1,401,340
Income from operations 248,160 1,108,660
Interest Expense 320,000 1,004,000
Profit Before Taxes - 71,840 104,660
Taxes - 28,736 41,864
Net Profit - 43,104 62,796
Net Profit as a % of Sales -5.4% 2.5%
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i-SpeedDate — Online Speed Dating Company
Income Statement — Worst Case

Sales

Cost of Goods Sold

2007

320,000

Note: Since our company offers a service and does n

Gross Margin

Gross Margin %

Expenses
Salaries
Website
Website Maintenance
Web-hosting
Rent
Depreciation
Marketing
Partnership payments
Telephone
Legal Fees
Insurance
Miscellaneous

Income from operations
Interest Expense

Profit Before Taxes
Taxes

Net Profit

Net Profit as a % of Sales

20,000

7,000
1,500

10,000
100,000
160,000

940
4,000
2,400
8,500

314,340
5,660
128,000
- 122,340

- 48,936

- 73,404

-22.9%

2008

940,000

ot sell a product, our
COGS = 0, therefore our Gross Margin = Sales.

940,000

100.0%

7,000
1,500

10,000
125,000
470,000

940
1,000
2,400
8.500

626,340

313,660

376,000
62,340

24,936

- 37,404

-4.0%

Page 28 of 28



iSpeedDate — Online Speed Dating Company
Income Statement — Best Case

Sales

Cost of Goods Sold

2007

960,000

Note: Since our company offers a service and does n

Gross Margin

Gross Margin %

Expenses
Salaries
Website
Website Maintenance
Web-hosting
Rent
Depreciation
Marketing
Partnership payments
Telephone
Legal Fees
Insurance
Miscellaneous

Income from operations
Interest Expense

Profit Before Taxes
Taxes

Net Profit

Net Profit as a % of Sales

20,000

7,000
1,500

10,000
100,000
480,000

940
4,000
2,400
8,500

634,340
325,660
384,000
- 58,340

- 23,336

- 35,004

-3.6%

2008

3,460,000

ot sell a product, our
COGS = 0, therefore our Gross Margin = Sales.

3,460,000

100.0%

7,000
1,500
10,000
125,000
1,730,000
940
1,000
2,400
8.500

1,886,340

1,573,660

1,384,000
189,660

75,864

113,796

3.3%
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Appendix C — Balance Sheet

iSpeedDate - Online Speed Dating Company
Balance Sheet Projections

ASSETS
Cash & Equivalents
Accounts Receivable
Inventory

Other Assets

TOTAL ASSETS
LIABILITIES

Accrued expenses & taxes
EQUITY

Capital Stock

Retained Earnings

Total Equity

TOTAL LIABILITIES & EQUITY

2007 2008
90,000 400,000

800,000 2,510,000
7,500 -
10,000 -
907,500  2.910.000
507,500 2,467,204
400,000 442,796

400,000 442,796

907,500  2.910.000
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Appendix D — Cash Flow Statement

2007 2008
Cash From Operations
Net Profit (Loss) -44,604 56,796
Add Back Depreciation 17,500 10,000
Cash from (used in)
operations -27,104 66,796
Cash From Investing Activities
Purchase of equipment 7,500 0
Sale of equipment 0 0
Sale of business - 600,000
Cash from (used in) invest act -7,500 600,000
Cash From Financing Activities
Cash from debt 90,000 0
Cash from shareholders 0 0
Payment of debt 90,000 95,400
Payments to shareholders - -
Cash from (used in) fin
activities 0 -95,400
Net Cash Inflow (Outflow) -34,604 571,396
Cash (Debt) Begin of Period - - 34,604
Cash (Debt) End of Period - 34,604 536,792
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Appendix E — Ratio Analysis

2007 2008
Liquidity
Current Ratio = Current Assets/Current Liabilities
1.79 1.18
Quick Ratio = (Current Assets - Inventory)/Current Liabilities
1.77 1.18
Stability
Debt to Equity Ratio = Total Liabilities/Total Equi  ty
1.27 5.57
Total Debt/EBITDA = Total Liabilities/EBITDA
2.07 2.25
Debt
Service
Interest Coverage = EBIT/Annual Interest
0.91 4.07
Debt Service Coverage = EBIT/Annual Principal and |  nterest Payments
0.91 4.07
Profitability and Cash Flow
Gross Profit % = Gross Profit/Sales x 100%
30.7 43.8
Net Profit % = Net Profit/Sales X 100%
5.6 2.3
Return on Equity = Net income/Shareholders Equity x 100%
61.0% 24.8%
Return on Assets = Net income/Total Assets
27.0% 38.0%
Efficiency

A/R Collection = Accounts Receivable/Sales x 365 (#  of days)
365.0 365.0

Inventory Turnover = Cost of Goods Sold/Average In  ventory
NA NA

A/P Settlement = Accounts Payable/Purchases x 365
NA NA
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Appendix F — Resumes of iSpeedDate Management Staff

Please find attached the detailed resume for the following members of iSpeedDate
management staff:

Bilal Igbal, Chief Executive Officer (CEO)
Hong Hao, Chief Operating Officer (COO)
Boby Multani, Chief Financial Officer (CFO)
Salman Alvi, Vice President Marketing

el
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