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It is our pleasure to welcome you to our 2nd New Venture Online Competition 
(NVOC). While the COVID-19 pandemic has resulted in the cancellation of 
in-person events, we are embracing the opportunity to extend our virtual 
connections with the multitude of student entrepreneurs and members of the 
entrepreneurial and business communities. 

A notable change in our program this year is a new Director for the Isabella 
Bank Institute for Entrepreneurship, Julie Messing. Julie joins our team after 
16 years at Kent State University where she led the development of the both 
college and university level entrepreneurship programs. She possesses a unique 
combination of experience in creating entrepreneurship academic programs 
and in working with multiple stakeholders to develop collaborative relationships 
and partnerships that improve the ability of a region’s entrepreneurial 
ecosystem to positively impact economic development, social well-being, and 
entrepreneurship education. Please join me in welcoming Julie to our team. 
Learn more about her experience on page 4.

We have grown since a year ago when our team was faced with a critical 
decision to move our Spring 2020 event to a virtual setting and remain mindful 
of the mission to support our students who work so hard to pursue their 
dreams. For NVOC 2021 we moved our workshop series and mentoring sessions 
to a virtual platform that connected students with a variety of mentors, advisors 
and faculty. Students have spent countless hours formulating and refining 
their ideas, value propositions, and ventures. We are greatly appreciative 
of the supporting group of CMU alumni, faculty, and other members of our 
entrepreneurial and business community who served as mentors and advisors 
throughout this journey.

It is exciting to share that we have several students returning from the 2020 
NVOC and we will be awarding two prizes specific to the returning student 
teams. Additionally, we will continue with both a 10-minute presentation track 
and 2-minute pitch track for students to compete. Once again, we also welcome 
student teams from Michigan Technological University (MTU) to compete in the 
2021 NVOC. In total, we have 31 teams competing for $100,000 in prizes this 
spring. See page 3 for a breakdown of the prizes.

We want to thank the many supporters and stakeholders who help make the 
NVC and NVOC possible. In addition to our generous sponsors, we also thank 
our mentors, advisors, faculty, and judges. Your generous efforts have made a 
true impact on our students and their success. 

Please keep an eye out for announcements and updates as we evolve from a 
purely virtual setting to a more widely connected marquee event as we exit the 
depths of this pandemic. 

We are steadfast in our appreciation for all of our supporters’ commitment to 
the success of our next generation of Michigan entrepreneurs and to Central 
Michigan University!

Julie Messing, Director
Isabella Bank Institute for 

Entrepreneurship
College of Business Administration

Central Michigan University

Chris Moberg, Dean
 College of Business Administration

Central Michigan University

Welcome to the 2021 New Venture Online Competition

Different Entrepreneurial Pathways  
The NVOC provides a real-world experience in developing an executive summary, projecting financial 
information, and creating either a two-minute video pitch or a ten-minute video presentation. Students 
from a variety of academic disciplines benefit from this transformational experience. Some of these 
students and teams are ready to start their own companies. Founding a start-up is exciting! However, 
becoming an entrepreneur is not just about going out and starting your own company. Many of our CMU 
graduates explore other entrepreneurial pathways – these paths include:

• Being change agents at established organizations

• Managing small businesses

• Working as employees at new ventures

• Advancing social enterprises

• Leading family businesses

We built our entrepreneurship courses and programs with these different pathways in mind.  
To learn more about these offerings, please call  989-774-3270 or visit cba.cmich.edu.  

• Building franchises

• Becoming independent inventors

• Finding self-employment niches

• Buying and running existing companies

Table of Contents

https://www.cmich.edu/colleges/cba/Pages/default.aspx
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Judging Approach
We are very fortunate to have so many experienced entrepreneurs, business leaders, and service 
providers who are willing to serve as judges for the NVOC.

These judges will use their discretion when evaluating the ventures. However, we have provided 
examples of questions judges can ask to help make their decisions: 

• Is the business concept convincing?

• Is this a business you want to know more about?

• Is this a team with the passion and capability of taking the business forward to the next 
milestone?

• Did the team conduct testing of their concept with potential customers?

• Is the video pitch/presentation believable and understandable?

• Is their implementation plan reasonable? 

• Did the team define their product/service and the problem it solves?

• Do they have a minimum viable product (MVP)? 

• Does the team explain how they will make money and/or fund their venture?

• Does the team know their points of differentiation? 

• Is there established validation of the team's competitive advantage?

• Is the financing model viable and sustainable?

• What would they do with the earned capital? 

We have two separate judging categories. One category will evaluate teams competing in the 
2-minute video pitch track while the other will evaluate teams competing in the 10-minute 
video presentation track. Each judge will be asked to review the executive summaries, financial 
projections, and videos, for teams competing in the track that they are judging.

Judges will also be able to see students in action, and ask questions, in the “LIVE” Student Gallery.  
In prior years, judges and other NVC guests enjoyed visiting with students at their assigned tables 
as part of the NVC Competition Day.  While this experience is difficult to replicate online, this year’s 
NVOC is utilizing the Airmeet platform to have the Student Gallery function as a virtual trade show 
of sorts.  Thus, in addition to reviewing executive summaries, projections, and videos, judges (and 
other guests) have the opportunity to actively engage with students during the competition.   

Ultimately, each judge will rank the teams they are evaluating. Those results will then be 
aggregated in order to determine the award winners.

 Awards
Each NVOC track has its own awards and teams on both tracks are competing in the Student Gallery 
Showcase. These awards are as follows:

10-Minute Presentations (2021)

• 2021 David and Janice Underwood Best Overall Venture Award – $25,000

• 2021 David and Susan Roberts Family Award for Best Social Venture – $10,000

• Korson Family Highest Growth Potential Venture Award – $10,000

10-Minute Presentations (2020)

Through the generous contribution of our sponsors, the teams that participated in the 2020 New 
Venture Online Competition were able to compete for two awards this year to recognize their hard 
work that was disrupted by Covid-19. These awards include:

• 2020 David and Janice Underwood Best Overall Venture Award – $25,000

• 2020 David and Susan Roberts Family Award for Best Social Venture – $10,000

Up and Coming Ventures (for all 10-Minute Presentations)

• First Place – $3,000 
Sponsored by Dr. Elham Asgari, Gates Professor of Entrepreneurship, College of Business, MTU

• Second Place – $1,500

• Third Place – $500

2-Minute Pitches 
Sponsored by Michigan Technological University and Central Michigan University

• First Place – $5,000

• Second Place – $2,500

• Third Place – $1,000

• Honorable Mentions (2) – $750 each

Student Gallery Awards 
Sponsored by Isabella Bank

• Up to 3 awards for a total of $5,000

While all judges have access to the Student Gallery to help evaluate their assigned ventures, a 
separate judging panel will also grant awards based on how ventures perform in the Student Gallery.
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Isabella Bank Institute for Entrepreneurship Team
Julie Messing
Director, Isabella Bank Institute for Entrepreneurship  
Faculty, Entrepreneurship Department, Campbell Fellow, College of Business 
Administration

Julie is an experienced entrepreneurship educator and ecosystem builder. She works 
closely with entrepreneurs and business leaders to bring opportunities to students as 
well as support entrepreneurial development across the region.

She joined the CMU team after 16 years at Kent State University where she led the 
development of the Kent State NEOLaunchNET program (originally Blackstone 
LaunchPad) that serves students and faculty from all disciplines. She also led the 
efforts in a grassroots initiative to create a connected innovation ecosystem across the 
university, and also designed, developed, and led the Center for Entrepreneurship and 
Business Innovation in the College of Business.

Julie is one of the founding directors of the Entrepreneurship Education Consortium, for 
which she accepted the USASBE Innovative Pedagogy Award in 2010 and the recipient 
of the Paul L Pfeiffer Creative Teaching Award and the Non-Tenure Track Teaching 
Award. Both awards recognize faculty for excellence in teaching. Julie and her team 
were recipients of the 2019 Deshpande Excellence in Student Engagement award. She 
also has presented at multiple conferences and economic development groups.

Before joining higher education, Julie was a senior officer in the private sector where 
she led the development of new product offerings and engaged in various merger and 
acquisition opportunities. She also is President of her own consulting organization, 
Transitions Advisory Group, Inc. and has served on a variety of economic development 
and community service boards.

Julie Baker
Program Manager, Isabella Bank Institute for Entrepreneurship 

Julie has launched several new ventures including Baker Communications, where she 
consulted on small business issues for state and federal agencies for more than 15 
years.  Her most recent startup, Fedora Malthouse, was a national finalist in the 2016 
Farm Bureau Rural Entrepreneurial Challenge. She also has experience advising on 
gaming industry issues, working with political PR firms in Lansing, and performing 
veterinary practice management services. Further, she has served on legislative 
committees for various trade organizations.

In her current role, Baker shares her varied experiences with student entrepreneurs 
to help them develop their entrepreneurial ideas and skills. She is particularly adept at 
assisting students with secondary research and customer discovery. Her motto is “Be 
Courageous, Be Persistent and Plan for Success.”  

Baker is a life-long learner with a degree in Business Management and Marketing from 
MMCC and a BS in Journalism/Public Relations/Political Science from CMU.  She is 
currently pursuing a Master of Entrepreneurial Ventures degree at CMU.

M
ENTORS &

 ADVISORS

Honorary Mentor in Residence

Curt White PhD Dow Corning Corp. (Retired) 

Mentors & Advisors

Team Mentors and Advisors

Joe Affholter Commercialization Program Director & Associate Director Technology Transfer, MSU; 
CMU Faculty, Entrepreneurship Department & Master of Entrepreneurial Ventures Program

John Bunch CMU Faculty, Management Department

Kevin Campbell CMU Faculty, Broadcasting and Cinematic Arts; President, Triple C Consulting, LLC

Lisa Casper Husky Innovate Program Manager, Michigan Technological University

Dr. Timothy A. Gates  Neurosurgeon, St. Mary’s Hospital in Saginaw MI

Denise Graves University Relations Director of Entrepreneurship & Innovation, Michigan Economic 
Development Corporation

Joe Green Counsel & Director of Client Experiences, Gunderson Detmer LLP; CMU Faculty, Master of 
Entrepreneurial Ventures Program 

Steve Hahn Research Fellow, The Dow Chemical Company (Retired)

Jonathan Leinonen MTU Faculty, College of Business

Kati Mora Vice President, Middle Michigan Development Corporation

Michael Morley Director of Technology Commercialization, Innovation & Commercialization, MTU

David Nows CMU Faculty, Entrepreneurship Department & Master of Entrepreneurial Ventures Program

Caryn Shick Founder and Chief Visionary Officer, Incuba8; CMU Faculty, Entrepreneurship Department

Robin Sosnow Partner, Sosnow & Associates PLLC; CMU Faculty, Master of Entrepreneurial Ventures 
Program

David Stairs CMU Faculty, Art and Design Department

Patrick Visser Chief Commercial Officer, MTEC SmartZone

Stephen Wakeling Founder/CEO, Phobio, LLC

Dan Ward Co-Founder and President, Detroit Labs

Dee Williams Founder and CEO, Identifize Consulting 

Ed Woelfert CMU Faculty, School of Accounting

Penny Woelfert CMU Faculty, Entrepreneurship Department

Susanne Wroblewski Co-Founder and COO, Elemental
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Jeffrey Bennett
Chairman and Co-Founder, Otterbase Technical Services 
Managing Partner, LUNA Research Collective

Jeff is the Chairman and Co-Founder of Otterbase Technical Services and is 
currently a Managing Partner in LUNA Research Collective. Jeff has served CMU 
as a member of the President’s Advisory Board and our college as a member of 
the former LaBelle Entrepreneurial Advisory Board. He and his wife Margaret 
’98 reside in Grand Rapids. Jeff joined the College of Business Administration 
Roundtable in 2021.

Thomas Coke
Chief Operating Officer, Palco

Thomas Coke is the Chief Operating Officer of PalCo Brands, a business 
incubation and branding & design firm in Grand Rapids.  Previously, he was the 
Chief Strategy Officer of BitLyft Cybersecurity, as well as having been the founder, 
CEO, or a member of the founding team at several successful startups that were 
acquired, and a couple of epic failures.  He has a BA in Economics from Kalamazoo 
College, a JD from the MSU College of Law and speaks around the Midwest on 
topics ranging from crowdfunding to fintech to anything entrepreneurial. 

Lynette Disberry
Associate Manager for Supply Chain, Bayer U.S. LLC

Lynette Disberry is currently an Associate Manager for Supply Chain at Bayer U.S. 
LLC located in Mishawaka, IN, where she is responsible for driving customer and 
organizational performance improvement through analysis, communication and 
process improvements.  Her primary focus is investigating and understanding 
customer specific supply chain goals, metrics and processes to design and 
implement business building execution plans working cross-functionally with 
sales teams.  

She has over 25 years of experience in consumer packaging goods and supply 
chain.  During this time, she has managed Bayer’s top drug accounts CVS and 
Rite Aid, focusing in areas of demand forecasting, transportation and Customer 
Managed Inventories.  She was instrumental in the SAP implementation at Bayer 
and several collaborative transitions with drug and grocery accounts.  She 
also spent part of her career in Bayer’s Diagnostics and Haarman and Reimer 
fragrance divisions.

Lynette is a graduate of Western Michigan University, Kalamazoo, MI and in her 
spare time enjoys spending time with family in Georgia, gardening and kayaking.

Jae Evans
Chief Executive Officer, Isabella Bank Corporation

Jae Evans is the Chief Executive Officer of Isabella Bank Corporation. 
Jae has been with Isabella Bank since 2008 and has more than 36 
years of banking experience. Prior to his current position, he served as 
the Chief Operations Officer of Isabella Bank. He is a graduate of Central 
Michigan University, The Graduate School of Banking at the University 
of Wisconsin-Madison, and the Dale Carnegie Executive Development 
program. Jae is an active volunteer. He is a board member for The 
Community Bankers of Michigan, Art Reach of Mid Michigan, and is 
chair of the EightCAP governing board. Jae also is a past vice-chair of 
the Carson City Hospital, was president of the Greenville Rotary Club, 
and was chair of The Community Bankers of Michigan. 

Lori Fischer
Assistant Director, Burgess Institute for Entrepreneurship and Innovation, 
Michigan State University

Lori has been working with Michigan State University entrepreneurs 
since 2012. Today, she is the Burgess Institute’s Assistant Director. Her 
mission is to cultivate and support a thriving entrepreneurial ecosystem 
at MSU and across Michigan.

Lori’s passion lies in supporting students, startups, and venturers, 
fostering entrepreneurial education that empowers venture creation 
activities across Michigan and beyond.

In merely a few years, together with the Institute’s team, MSU’s 
entrepreneurship program has been recognized by the Princeton 
Review as one of the top 25 Undergraduate Entrepreneurship programs 
in the country. For two years in a row, the Burgess Institute has received 
global acclaim at the Global Consortium of Entrepreneurial Centers 
conference. These achievements would not be possible without the 
ambition and dedication demonstrated by Spartans. These innovators, 
thinkers, and doers come to the entrepreneurship program from across 
all academic disciplines.

Lori feels deeply that life experiences have shaped who she is. The 
diversity of her experiences has allowed her to add value to any 
opportunity. As a small business owner, a TechStars Startup Weekend 
Facilitator, supervisor, employee, colleague, advisor, mentor, collaborator, 
mother, and friend, Lori is relatable and dependable.

Judges
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Cynthia Fitzgerald
Owner, TELAdjust, Inc

Cynthia founded TELAdjust, Inc. after several years in the 
telecommunications industry.  Where others saw limitations, she saw 
a business opportunity.  With more than 25 years leading her business, 
Cynthia is a business and community leader.  One of the ways she makes 
a difference is by offering her insight and experience to Central Michigan 
University.  She is a valued member of several advisory boards at her alma 
mater, including the CMU Advancement Board and College of Business 
Administration Roundtable.  Cynthia has received the Entrepreneur of 
the Year award as well as the Alumni Commitment Award from Central 
Michigan University.

Dominic Holmes
Administrator of Emerging Growth & Innovation, Oakland County 

Dom Holmes is the Administrator of Emerging Growth and Innovation for 
Oakland County. In this role, Dom is responsible for the development and 
implementation of new economic development initiatives, special projects 
and target market initiatives. Previously, he served as the Manager 
of Entrepreneurship and Innovation at Automation Alley, Michigan’s 
nonprofit Industry 4.0 knowledge center.

Michael Jakolat
CEO, The Beaconview Group, INC

Michael Jakolat founded his business advisory group in 2002 after nearly 
20 years of business experience starting with Ernst & Young followed 
by world-wide operational and M&A responsibilities in Fortune 500 
companies.  The BeaconView Group focuses on building enterprise value 
in both start-ups and established companies in a number of industries - 
most recently in healthcare, marketing services, and automotive - working 
with private owners and equity sponsors across the country.

Michael earned his Bachelor of Science degree in Business 
Administration, majoring in Accounting, in 1983 from CMU, and an MBA 
in 2001 from Kellogg Graduate School of Management at Northwestern 
University.  He is a CPA and an award-winning Certified Turnaround 
Professional.  Michael is the sponsor of the Jakolat Family Endowed 
Scholarship fund at CMU and has been actively involved with CMU’s 
entrepreneurship program since 2008.  Michael is a member of the 
College of Business Administration Roundtable.

Ira Kreft
Central Region Marketing Manager, Bank of America Merrill Lynch

Ira is a Senior Vice President and Central Region Marketing Manager 
with Bank of America Merrill Lynch in Chicago. He is part of the Business 
Capital Group leadership team in the Global Commercial Banking platform 
and manages new business origination in the Midwestern United States 
and Eastern Canada.  He also has industry expertise in the Metals & 
Mining sector. He returned to the Bank in September 2013 after five years 
as Region Executive for the Midwest Region of RBS Citizens. Ira has more 
than 25 years of leveraged-lending experience, ranging from asset-based 
to cash-flow lending. During his career, he and his groups have originated, 
structured and underwritten more than $10 billion of leveraged finance 
transactions, including those with complex capital structures with 
second-lien, mezzanine and high-yield debt. Prior to his time in lending, Ira 
worked in the audit and consulting groups of PwC. He received his B.S. in 
Accounting from Central Michigan University and M.B.A. from Michigan 
State University.  He also holds Series 7 and 63 securities registration. Ira 
is a member of the College of Business Administration Roundtable

Nick Krzyzaniak
General Manager, Danone North America (Retired)

Nick Krzyzaniak graduated with honors from Central Michigan University 
in 1986, earning his BSBA in Business Administration and Political Science.  
Recruited by Hall of Fame Baseball Coach Dave Keilitz, Nick was catcher 
from 1983-86 helping the team to three MAC title seasons. In 1986, he led 
as Captain of the 1986 MAC Championship Baseball Team. Recognizing his 
legacy of success, Nick was invited to serve as commencement speaker in 
December 2016 when he was awarded an Honorary Doctorate from CMU.   

From 1991 to 2017, Nick worked for global food company Danone, 
beginning in sales and rising to high-level management positions, 
including CEO in the UK, Ireland, USA, and Canada. As general manager of 
Danone North America from 2015 to 2017, he managed and led the seven 
business units, (unique companies).

In May 2017, Nick retired from Danone and began a new stage in his life.  
He attended Columbia University earning a Master’s in Executive Coaching 
degree in April 2018.  Nick then launched his new business called Kz & 
Associates, LLC, which focuses on executive coaching and consulting. 
Nick has served on several boards, including Food and Consumer 
Products of Canada (FCPC), Club Dejeuner (Breakfast Clubs of Canada), 
Dairy Producers Association of Canada (DPAC), Sambazon Inc., Danone 
Institute, NORAM Dairy Board, International Bottled Water Association 
(IBWA), and the EvianVolvicWorldwide Leadership Board.
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Art Kubert
CFO, Lakeview Capital

Art is the CFO of Lakeview Capital in Birmingham.  He is a proud CMU 
Alumnus and actively participates in Dialogue Days, judges for the New 
Venture Competition, and serves on the College of Business Administration 
Roundtable. He and his wife, Kim, reside in Novi. 

David Ladner
Founder & CEO, Transportation Cost Recovery

David Ladner is the founder and CEO of TCR, a global technology firm that 
specializes in Transportation Audit, Payment and Consulting Services since 
2003.  His career spans 36 years in Transportation, Supply Chain and 
Technology starting with Consolidated Freight Ways, American Airlines, UPS 
and his current position with TCR.  David has held many board seats with 
companies such as Arcot, PathFire, Tumbleweed and universities such as the 
University of Georgia, Emory University, Georgia Tech.  He also participates in 
philanthropic opportunities with Faith Medical Clinic and United Way.

Tim Magnusson
Partner and Senior Portfolio Manager, Garda Capital Partners

Tim Magnusson is a Founding Partner of Garda Capital Partners and the 
Senior Portfolio Manager of the Fixed Income Relative Value Opportunity Fund. 
He leads the Garda investment team and is responsible for implementation 
of the fixed income investment strategies. Prior to co-founding Garda, Tim 
spent his entire trading career at Black River Asset Management and its 
predecessor, Cargill Financial Markets. He assumed the role of Senior Portfolio 
Manager of the Fixed Income Relative Value Opportunity Fund in 2008. At 
Black River’s inception in 2003, Tim was based in London where he managed 
the Western European fixed income relative value activity. Upon moving back 
to the US in 2006, he continued to manage this activity for the Fund. From 
2000 through 2002, Tim served as portfolio manager for the US Fixed Income 
Relative Value team within Cargill’s Financial Markets Group. From 1996 to 
2000, Tim worked in Cargill’s Corporate Treasury group, primarily on the debt 
management desk. Tim graduated summa cum laude from Central Michigan 
University with a Bachelor of Science degree in Business and German. Tim 
also holds an MBA from the Thunderbird School of Global Management. Tim is 
a CFA® charterholder.   

Mustafa Mohamed
New Business Development Manager, The Dow Chemical Company

Mustafa joined Dow Corning 18 years ago, where early in his career he held 
positions in R&D, developing products for microelectronic device packaging 
materials, and solar encapsulants. In 2010, he moved into commercial 
organization where he held roles as NE regional business development 
manager, and strategic marketing manager for Dow consumer solutions 
business. Mustafa completed his B.Sc. from University of Toronto, and his 
Ph.D. from McMaster University in Organosilicone chemistry, and Masters of 
Liberal Art in Management from Harvard University.

Chris Moultrup
Business Development Manager,  Three Rivers Corporation

Chris Moultrup is currently the Business Development Manager at Three 
Rivers Corporation. He was one of the first employees of MMIC, where Chris 
led member engagement and worked with state programs and partners, 
including the Business Accelerator Fund and Pre Seed Capital Fund.

Chris serves on the board of directors of the Michigan Business Incubator 
Association. He also serves on the Entrepreneurship Curriculum 
Advisory Committee for Northwood University. Chris received his BBA in 
Entrepreneurship Management from Northwood University in 2007.

Troy Prill
Business Intelligence Architect, 365 Cannabis 
Owner/Consultant, Craft BI

Troy Prill is a Business Intelligence Architect for 365 Cannabis, based 
out of Denver, Colorado. His specialties are executive FP&A reporting 
and operational data analysis. Troy also owns Craft BI, a Power BI-based 
company aimed at developing financial and operational efficiency reports 
for small to mid-size organizations. Living in Denver, Colorado with his wife, 
Julie, and dogs, George and Jelly - they spend their time exploring the Rocky 
Mountains and living each day to the fullest.

Penny Queller
Advertiser to Chief Executive Officer, The Mom Project

Penny is the Advisor to Chief Executive Officer at The Mom Project. 
Previously, Penny has served as the Executive Vice President at Randstand 
and the Senior Vice President and General Manager of Enterprise Talent 
Solutions at Monster.com. Penny is a proud CMU alumna and currently 
serves on the College of Business Administration Roundtable. 
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Dave Roberts
Senior Vice President and President, U.S. Region, Medtronic, Inc.

Dave Roberts leads the Cardiac and Vascular Group’s commercial 
organization for the Americas. Dave has held various sales, marketing and 
leadership roles during his 35+ years with Medtronic. Dave has served on 
the Board of Trustees of The College of St. Benedict for over five years, and 
as a board member of Radia, a privately owned company, for over ten years. 
Dave holds a Bachelor in Business from Central Michigan University and an 
MBA from the University of Notre Dame. Dave is a member of the College of 
Business Administration Roundtable.

Susan Roberts
Retail Banking Industry, Chicago and Grand Rapids

Susan (Longsdorf) Roberts is a 1983 graduate of Central Michigan 
University. Susan worked in banking for a number of years before “retiring” 
to raise her daughters. Susan’s career was focused in the area of retail 
banking where she held senior leadership positions at Old Kent Bank (Fifth 
Third) in both the Grand Rapids and Chicago markets. Susan has been 
married to fellow CMU graduate, Dave Roberts, for over 35 years and has 
three daughters.

John Ruther
Managing Director, O’Keefe

Ruther’s broad business expertise specializes in the areas of enterprise 
consulting, and strategic advisory services.  His guidance has resulted in 
clients creating strong finance organizations that give better insight to 
cost and growth drivers, building customer focused target driven sales 
organizations, and achieving cost effectiveness through improvement 
and automation of business processes. Ruther is a Registered Certified 
Public Accountant in the State of Michigan (CPA), Is Accredited in Business 
Valuation (ABV), and is a Chartered Global Management Accountant 
(CGMA). He is a member of the American Institute of Certified Public 
Accountants (AICPA) and Michigan Institute of Certified Public Accountants 
(MICPA). Ruther serves as an adjunct lecturer at Aquinas College. 

Jerome Schwind
President & COO, Isabella Bank

Jerome E. Schwind was appointed to President and Chief Operations Officer 
of the Bank effective December 31, 2015. Jerome has been employed by the 
Corporation since 1999 and has over 25 years of banking experience. He 
served as Executive Vice President and Chief Operations Officer of the Bank 
from December 2013 to December 2015, Chief Integration Officer from 
December 2012 to December 2013, and President of the Mecosta Division 
of the Bank from December 2003 to December 2012. Jerome serves as 
the treasurer for the Middle Michigan Development Corporation and is 
a member of the Finance Advisory Board for the Ferris State University 
College of Business.  He is past chair of the Mecosta County Development 
Corporation, past vice-chair of the Mecosta County Medical Center, and a 
former member of the Friends of Ferris Board.

Erin Strang
President & CEO, Central Michigan University Research Corporation 

Erin Strang is President and CEO of Central Michigan University Research 
Corporation. CMURC is a professional and diverse coworking space with 
accelerator programs focused on product and strategic development 
for entrepreneurs to positively impact the economy in the Great Lakes 
Bay Region. It brings together local, regional and statewide partners to 
accelerate the success of entrepreneurs, professionals, and corporations 
growing businesses and jobs by leveraging the resources of Central 
Michigan University, the Mount Pleasant SmartZone District, and the 
Michigan Economic Development Corporation.  CMURC is committed to 
inclusive entrepreneurship with the ultimate goal of closing the opportunity 
gap because people from all backgrounds deserve access to business and 
entrepreneurial resources.

Strang has expertise in project management, providing due diligence and 
investor analysis to venture capital and angel investors, developing business 
process design and conducted strategic planning sessions in a variety of 
areas for emerging sector corporations and start-up companies.  

Dave Underwood
Co-Founder and VP Business Development, Qumulex, Inc.

Forward-thinking. Entrepreneurial.  Innovative.  These and more describe the 
incredible career and achievements of Dave Underwood.

Dave founded two companies — Integral Technologies and Exacq 
Technologies. His down-to-earth demeanor and business savvy helped 
shape the businesses from the ground up and earned both a place on Inc. 
Magazine’s list of the 500 fastest growing private companies in America.

While Dave and his partners sold Exacq Technologies in 2013, he remains 
active with the group. He also currently serves as the vice president and 
general manager of Johnson Controls. 

In 2019, Dave has started a new company.  Qumulex, Inc. is a technology 
startup established by successful entrepreneurial veterans of the physical 
security industry. Qumulex is offering commercial physical security customers 
a mobile-first unified access control and video security solution supporting 
traditional on-premises and cloud subscription deployment models.

Dave’s companies have employed hundreds of people. His teams have 
developed common products and technologies that many of us use today, 
including the first digital video recorder.

Dave credits his success to the opportunities that were available to him as 
a student at CMU. His belief that a good education is an avenue to future 
success has led him to remain engaged with CMU and the next generation of 
business students.
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Jon Voigtman
Managing Director, Royal Bank of Canada

Jon was appointed Senior Officer of Royal Bank of Canada - Bahamas in 
December 2014, and Head, Principal Finance to manage a multi-billion dollar 
fixed income and loan portfolio. He joined RBC Capital Markets in 2007 to lead 
the Mortgage Trading business in New York. In 2009 he was appointed Head of 
Structured Assets in the firm’s Fixed Income and Currency division – managing 
the Agency & Non Agency MBS, ABS and CMBS sales & trading desks. Jon has 
been a member of RBC Capital Markets’ US Fixed Income Operating Committee, 
Central Funding Operating Committee and RBC’s Investment Portfolio Committee.

He is currently on Central Michigan University’s Advancement Board serving as 
Chair of the Investment Committee, and a member of CMU’s College of Business’ 
Executive Roundtable. Jon previously served on the Board of Directors of the 
American Securitization Forum and the Board of Directors of Truelink – the first 
internet-based consumer credit reporting company.

He earned his Bachelor of Science degree in Business Administration from 
Central Michigan University in 1984 and passed FINRA’s Principal and General 
securities license exams (Series 24, 7, & 63). He and his wife currently reside in 
The Bahamas and have a grown son that resides in NYC.
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TEAM

Alter Eco

TEAM MEMBERS
Matthew Ednie
Christopher Giese
Jack Mertz

EXECUTIVE SUMMARY

Brief Summary: Alter Eco is an environmentally conscious clothing company that makes 
apparel using exclusively eco-friendly materials. We work to preserve the environment for future 
generations through our environmental service initiatives which help regrow our forests, clean 
up our oceans, and purify our air. 

The Problem: Consumers are becoming increasingly aware of the impact their choices have on 
the environment, but they are left with few options for eco-friendly clothing alternatives. 

The Solution: With each purchase, customers can select any one of three environmental causes 
to support. In addition to these three, each month we will feature a charity or nonprofit that 
customers will have the choice to direct their proceeds towards as well.

Underlying Magic/Value Proposition: We differentiate ourselves from our competition by 
letting our customers choose which environmental service initiative they want to benefit (10 
trees planted, 2 lbs of garbage removed from the ocean, or 150 lbs of carbon offset from the 
atmosphere). This allows our business to remain flexible in its socially responsible initiatives so 
we can continually capitalize on what is most important to consumers, allowing our product 
offerings and marketing angles to always be fresh and relevant.

The Business Model: We will offer an essential line of apparel that will always be available for 
sale. We will also sell our products by following the “Periodic Limited Release” clothing business 
model. We will focus our monthly “Drop” around a different environmental cause. Upon purchase 
of any “Drop” item the consumer will have the choice to direct their proceeds to either one of the 
three options laid out previously or towards our cause of the month.

Marketing & Sales Strategy: Our ads will evoke emotions from our target demographic by 
focusing on the negative impact environmental destruction brings, and how our brand combats 
these issues. We will generate “Hype” for our brand and our limited stock apparel offerings 
through digital marketing strategies (paid ads, influencer marketing, email & SMS). Our primary 
sales channel will be an eCommerce storefront hosted on Shopify. 

Competition: Ten Tree, 4 Ocean, Save Lands

Status, Timeline and Use of Funds: Currently in development.  Funds will be used for initial 
startup expenses.

Alter Eco
I. Key Indicators

 Alter Eco has the goal to scale the business to the point where we can purchase our own warehouse to operate the business 
out of and expand our team. Additionally, Alter Eco will know the idea is fruitful when we have a steadily growing following on 
social media with engaged followers. Lastly, we will know we are on the right track for success when we become cash flow 
positive.   

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $210,000 $567,000 $1,680,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $10,000 $0 $0 

Subtotal $220,000 $567,000 $1,680,000 

Cash Uses

Cost of Goods Sold (B) $50,000 $135,000 $400,000 

Wages $0 $50,000 $200,000 

Rent $0 $24,000 $24,000 

Utilities $1,000 $5,000 $5,000 

General and Administrative $10,000 $33,000 $36,300 

Marketing $50,000 $135,000 $400,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $24,125 $44,531 $150,550 

Capital Expenditures (D) $10,000 $27,500 $50,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $145,125 $454,031 $1,265,850 

Cash Flow $74,875 $112,969 $414,150 

Starting Cash Balance (sample prize amt) $50,000 $124,875 $237,844 

Cash Flow $74,875 $112,969 $414,150 

Ending Cash Balance $124,875 $237,844 $651,994 

III. Notes

A. Revenue: Revenue = Return on ad spend of 3.5 times budget, from those sales we will have a returning customer rate of 20%, which brings us to the revenue 
projections for each year. YR.1 Example (Marketing spend $50,000, ROA 4, Revenue from marketing = $200,000, Returning customer rate 25%, 25% * $200,000 = 
$50,000, Total revenue = $250,000). 

B. Cost of Goods Sold: Average COGS of 20% of rev. (In house MFG allows us lower COGS) 

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Heat press, vinyl cutting machine, renting embroidery & screen printing machine

E. Rent will be $0 for YR 1 because we will be operating out of parents basement to decrease overall required capital, risk, and align ourselves with our conservative 
lean ideology. Wages will be $0 for YR 1 because we will reinvest all profits. 

https://www.youtube.com/watch?v=Vg1xQ2fT44k
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TEAM

BomaLink

TEAM MEMBERS
Brittni Abiolu 
Co-Founder & CBDO                                                  

Shola Salako  
Founder & CEO

EXECUTIVE SUMMARY

Brief Summary: BomaLink was founded by two Nigerian Americans with a passion for 
technology and helping our people excel in the technology field at all costs. Our mission is to help 
underserved and overlooked job seekers find jobs with companies that are committed to hiring a 
diverse and inclusive workforce around the world. 

The Problem: Recent research shows 27 percent of Asian Americans, 31 percent of Native 
Americans, 33 percent of Latinos, and 56 percent of African Americans have experienced 
discrimination when applying for jobs. In Africa, almost 50% of college graduates (yearly) are not 
hired. Furthermore, 82% of Fortune 500 companies do not believe they recruit highly talented 
people. In addition, 10%-25% of new employees quit within 6 months. 

The Solution: That is why we created BomaLink, a career development platform that connects 
overlooked job seekers to the world’s most diverse and inclusive employers. 

Underlying Magic/Value Proposition: We focus on diversity, inclusion, and connecting 
companies to diverse, well-qualified candidates for jobs in technology. Additionally, we connect 
job seekers to the companies best suited for them based on their skills and interests. 

The Business Model: We charge a monthly fee to employers that want to use our platform for 
“self-service recruiting.” We will also offer “done-for-you” recruiting services where we earn 
commissions from direct hire or hourly wages from contract staffing.

Marketing & Sales Strategy: We successfully attract job seekers and employers to the platform 
through our memberships with business and professional associations and digital marketing.

Competition: Our top competitors include Hired.com, Zippia.com, Valence.community, and 
JazzHR.com. These platforms focus largely on jobs and recruitment in the United States. They do 
not place high emphasis on diversity and inclusion to attract job seekers and employers to their 
platforms. This gives us the opportunity to be branded as a top expert in this area. 

Status, Timeline and Use of Funds: We conducted a soft launch in February 2020 and have 
since attracted nearly 5,000 registered users to the platform. In the next 12 months funding 
will be invested into product development, multicultural marketing to attract users, and a sales 
campaign to secure contracts with employers.

I. Key Indicators

* Number of job positions filled

* Number of active users on the platform

* Number of repeat clients

* Number of filled positions exceeding 90 days

* Number of job applications/interested submitted

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $4,968,150 $13,623,000 $29,721,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $2,000,000 $2,000,000 $2,000,000 

Subtotal $6,968,150 $15,623,000 $31,721,000 

Cash Uses

Cost of Goods Sold (B) $240,000 $1,392,000 $2,784,000 

Wages $3,961,083 $7,383,000 $9,920,000 

Rent $100,500 $144,000 $160,000 

Utilities $10,926 $14,820 $16,000 

General and Administrative $0 $0 $0 

Marketing $114,000 $162,000 $206,000 

Other Cash Uses from Operations $869,647 $1,446,806 $2,700,000 

Estimated Income Taxes (C) ($182,002) $595,094 $3,183,750 

Capital Expenditures (D) $1,600,000 $1,200,000 $2,000,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $6,714,155 $12,337,720 $20,969,750 

Cash Flow $253,996 $3,285,281 $10,751,250 

Starting Cash Balance (sample prize amt) $25,000 $278,996 $3,564,276 

Cash Flow $253,996 $3,285,281 $10,751,250 

Ending Cash Balance $278,996 $3,564,276 $14,315,526 

III. Notes

A. Revenue: generated from three main services: 
* Premium Recruiting (Self Service): $500 monthly and projected 1,350 units sold in 2021. 
* Direct Hire Placement: average $16,000 in commissions per candidate placement and projected 252 units sold in 2021. 
* Contracting Staffing (Hours): average $25 per hour profit margin, and projected 12,000 hours sold in 2021.      

B. Cost of Goods Sold: this only applies to our contract staffing service (hours).  This is the cost to pay contract staffing.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Technology infrastructure build (Amazon, Google, Azure), other software tools and subscriptions, office buildout and infrastructure (USA, 
Rwanda, Kenya and Nigeria).

E.  Includes technology operations (AWS, GCP, Azure), travel, HR benefits, business insurance, supplies, external consultants and miscellaneous.

BomaLink

https://drive.google.com/file/d/1ZIJnv2u-Cpyf68233VAWxR9pq_1XzTmc/view
https://www.bomalink.com/member/brittni-abiolu
https://www.bomalink.com/member/shola-salako
https://www.americanprogress.org/issues/race/news/2020/04/14/483125/economic-fallout-coronavirus-people-color/
https://www.rwjf.org/en/library/research/2017/10/discrimination-in-america--experiences-and-views.html
https://www.mckinsey.com/business-functions/organization/our-insights/attracting-and-retaining-the-right-talent
https://www.hrdive.com/news/executives-10-to-25-of-new-hires-leave-within-6-months/438846/#:~:text=A%20Korn%20Ferry%20study%20found,hires%20leave%20within%20six%20months.
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BusyBody

TEAM MEMBERS
Maxwell Schulz 

EXECUTIVE SUMMARY

Brief Summary: Busy Body’s goal is to help the American consumer consume better, smarter, 
and faster. Our application is ideal for the go-getter or busybody that strives to minimize their 
time in the buying cycle. Whether it is just one product or filling a cart full, BusyBody organizes 
and citators to the shoppers every wonder and question to ensure fast, smart, and better 
consuming. 

The Problem: Consumer Buying Concerns. 

1. Overcrowded stores 
2. Missed savings opportunities 
3. Location of product/in-store location 
4. Lack of quality substitutes 
5. Lack of customer feed back 
6. Lack of product information 

The Solution: Our idea is to essentially establish a search engine to find products locally to 
help consumers get what they want and go about their day. Our app would show which stores 
carry the desired product, where in the store the product can be found, customer feedback and 
product information, a QR code-coupon if applicable and a reliable substitute option. Consumers 
deserve to have reliable information on the products they buy daily. 

Underlying Magic/Value Proposition: Giving consumers the ability to feel confident and 
appreciated, to maximize their money spent. 

The Business Model:

1. Paid Download: The user will be charged a fee of $8.75, which will give them open access to 
all the inquires of the consumer buying concerns. Paired with catered ads applicable to their 
buying trends.  

2. Removal of ads: The user can remove advertisements for a fee of $2.50.  As a result all 
advertising will be suspended on the account. 

Marketing & Sales Strategy: Our marketing will be done through social media advertising, 
promotional ventures and direct communication with customers to ensure satisfaction.  To make 
money, our app will use a Three Point application business model. 

Competition: DoorDash, Instacart, Google Store locator, Cupons.com, lozo.com, cnet.net, 
consumerreports.org 

Status, Timeline and Use of Funds: 

• Funds: Funding of app development. 
• Current Status: Est. Company, Est. Marketing Plan, Est. Software Engineers

TRACK:
10-Minute Presentations (2021)

BusyBody
I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $8,750 $30,625 $87,500 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $45,000 $0 $0 

Subtotal $53,750 $30,625 $87,500 

Cash Uses

Cost of Goods Sold (B) $120,000 $0 $0 

Wages $0 $0 $0 

Rent $400 $400 $400 

Utilities $400 $400 $400 

General and Administrative $2,500 $15,000 $15,000 

Marketing $15,000 $10,000 $10,000 

Other Cash Uses from Operations $5,000 $5,000 $5,000 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $15,000 $10,000 $10,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $123,725 $40,800 $52,788 

Cash Flow ($69,975) ($10,175) $34,713 

Starting Cash Balance (sample prize amt) $53,750 ($16,225) ($24,794)

Cash Flow ($69,975) ($10,175) $34,713 

Ending Cash Balance ($16,225) ($24,794) $9,919 

III. Notes

A. Revenue: In the first year we had 1,000 downloads. At a price of $8.75 x 1,000 yields 8,750. Additionally our prize money of $45,000 leaves BUSYBODY with $53,750 
in revenue. 

B. Cost of Goods Sold: For our first year the initial cost of operation was $120,000. To complete the application and make it consumer ready

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: The 15,000 is placed on hand to keep our database and customer service team up and running with zero complications. As well as to keep 
our software up and running properly.  

https://clipchamp.com/watch/5KWbinGhWdV
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TEAM

Corporate E-Learning Solutions

TEAM MEMBERS
Jean Lavaud Naval

EXECUTIVE SUMMARY

Brief Summary: This is a Michigan tech company that will be offering services through its 
Learning Management System (LMS) platform. Our platform will be built upon other companies’ 
platforms such as Blackboard, Design 2 Learn (D2L), or TalentLMS in the perspective to partner 
with them and grow our business without enormous challenges. Our company has committed to 
supporting and satisfying our customer’s needs by focusing on their requirements and providing 
them with top notch quality products and services. 

The Problem: The developing countries have faced difficulties to embrace the digital learning 
process. Also, across the United States, there are people who do not make good use of the 
opportunities offered by digital learning. 

The Solution: With the partners, our company will provide customers with an e-learning platform 
that will allow them to teach, learn, and train. Students will be able to enroll in universities in their 
own countries while living abroad. 

Underlying Magic/Value Proposition: We will not offer academic services, but we will be special 
because we will add a new feature where we will connect teachers, students, trainers, and 
institutions to each other. We will make it easier for people to keep studying in their own language 
back home while living abroad and learning a new language.  

The Business Model: A platform business model that will put its LMS platform at the service of 
teachers, students, academic institutions, and organizations. The company will be generating 
revenue by charging its customers a service fee. 

Marketing and Sales Strategy: We plan to use Promotional Marketing, Social Media Marketing, 
Content Marketing, Event Marketing, Email Marketing, Online Marketing and Relationship 
Marketing. Our sales strategy will be focusing on 1) Setting specific goals, 2) Targeting small 
markets, 3) Analyzing past sales, 4) Understanding the needs of our customers, 5) Strengthening 
customer loyalty and satisfaction (benchmarking). 

Competition: Our direct and indirect competitors should be Blackboard, Design to Learn 
(D2L), or TalentLMS. Fortunately, our company will be partnering with them to use their existing 
platforms. With those partners, we will offer stable and high-quality services to our customers. 

Status, Timeline and Use of Funds: A Limited Liability Company that will be launched right after 
the result of the competition. To launch the company, an amount of $30,000,000 will be needed 
to cover all of the startup costs. 

I. Key Indicators

Charging Fee: $250.00 

Cost of Goods Sold (unit): $100.00

Number of Customers:
• Year 1: 1100
• Year 2: 2500
• Year 3: 4000

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $275,000 $625,000 $1,000,000

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $30,000 $0 $0 

Subtotal $305,000 $625,000 $1,000,000 

Cash Uses

Cost of Goods Sold (B) $11,000 $250,000 $400,000 

Wages $46,080 $48,334 $50,688 

Rent $8,400 $8,400 $8,400 

Utilities $3,500 $3,500 $3,500

General and Administrative $4,000 $5,600 $6,500 

Marketing $5,600 $7,000 $7,700 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $76,250 $156,250 $250,000 

Capital Expenditures (D) $0 $0 $0 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $154,830 $479,084 $726,788 

Cash Flow $150,170 $145,916 $273,212

Starting Cash Balance (sample prize amt) $20,000 $150,170 $296,086 

Cash Flow $150,170 $145,916 $273,212 

Ending Cash Balance $170,170 $296,086 $569,298 

III. Notes

Corporate E-Learning Solutions

https://drive.google.com/file/d/1IF70SBsGjtU_z6jwWInwOsNFeVPtwcvL/view
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TEAM

Epilepsy Heroes

TEAM MEMBERS
Evan Horne 

EXECUTIVE SUMMARY

My Story: I was diagnosed with Epilepsy when I was 13 years old which is what has drawn me to 
start making an impact within the epilepsy non-profit community. Being able to personally relate to 
the everyday challenges of having epilepsy through the experiences I have had is something I want 
to use to positively impact the epilepsy community.

The Problem: Bridge the gap that lies between the rational uncertainty of the way epilepsy is 
portrayed. 

The Solution: Educating that epilepsy is more than just seizures, increasing awareness, sharing my 
story of living with epilepsy and using those experiences to inspire others with epilepsy that they are 
not alone. 

Underlying Magic/Value Proposition: I personally know the experience of what it is like to be 
diagnosed and what problems are associated with the epilepsy community.

The Business Model: Sponsors, Fundraising Events, Donations, Merchandise, and Partnerships.

Marketing & Sales Strategy: Creating a website with strong digital strategy with keywords like 
Epilepsy, seizures, first seizure, and awareness. Strong social media presence. Holding events 
through schools and potentially become a sponsor for teams, clubs, or Greek Life organizations. 
Forming support groups and specific scholarship programs.

Competition: 

• Epilepsy Foundation of America – A widely known variety of state foundations across the U.S. 
• Cure Epilepsy - Focused on spreading awareness
• Rarediseases.org - Spreading the awareness of a variety of conditions.
• Heartsofepilepsy.org - A wide range of resources and options to take part in.
• thenonprofittimes.com - Breaks down detailed summaries of non-profits for different 

conditions.

Status, Timeline and Use of Funds:

• Needs: Enhancing business model, website design team and funding in the developing stages.

I. Key Indicators

Startup funding. Donations received. Number of Foundation Events. Sponsorships. Research studies.    

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $83,738 $167,472 $251,209 

Loans/Other Debt Receipts $10,000 $10,000 $10,000 

Investments/Grants/Awards $15,000 $10,000 $50,000 

Subtotal $108,738 $187,472 $311,209 

Cash Uses

Cost of Goods Sold (B) $16,754 $33,509 $45,129 

Wages $7,500 $15,000 $55,000 

Rent $0 $2,000 $8,250 

Utilities $0 $0 $1,000 

General and Administrative $2,000 $2,000 $2,000 

Marketing $5,000 $5,500 $8,000 

Other Cash Uses from Operations $25,000 $5,000 $20,000 

Estimated Income Taxes (C) $6,559 $25,491 $26,708 

Capital Expenditures (D) $5,000 $5,000 $10,000 

Loans/Other Debt Payments $0 $3,000 $3,000 

Other Uses $0 $5,000 $40,000 

Subtotal $67,813 $101,500 $219,087 

Cash Flow $40,926 $85,972 $92,123 

Starting Cash Balance (sample prize amt) $3,000 $43,926 $129,898 

Cash Flow $40,926 $85,972 $92,123 

Ending Cash Balance $43,926 $129,898 $222,020 

III. Notes

A. Revenue: Donations from friends and family. NVC Reward. Sponsorships. Fundraising Events. Foundation clothing.

B. Cost of Goods Sold: Website development Contractor. Name and Logo Design. Epilepsy Foundation Merch. Funding for research studies. Scholarships for incoming 
college students. Advertisements. Bank loan payments for line of credit. Event costs. Social media outreach. Increased contribution to research studies and 
scholarships.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Event Equipment (Tents & chairs). Company truck. Office Computers and materials.

Epilepsy Heroes

https://chipcast.hosted.panopto.com/Panopto/Pages/Viewer.aspx?id=a1a24c3f-e61f-43bc-ad70-ad0501012507
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TEAM

EZ SKI

TEAM MEMBERS
Jill Muster

EXECUTIVE SUMMARY

Brief Summary: The next easy step in ski boots. EZ SKI’s mission is to provide every skier with 
their universal product that works with every type of ski boot. No matter how short or far the walk 
is, each skier will never have to worry again about being in pain from their ski boots while wearing 
their ski boots when NOT skiing. The product is small and compartmental so when the skier is on 
the mountain they are easily able to carry it with them. 

The Problem: Walking in ski boots is difficult because they are completely stiff and can cause 
pain in the legs, feet, and knees. Ski boots are stiff and take away the natural pivot of the foot. 

The Solution: Take pressure off the pain points and make walking easy and comfortable in ski 
boots. EZ Ski brings back the pivot that the boot prevents the foot from naturally doing. 

Underlying Magic/Value Proposition: Making ski boots easy to walk by providing a pivot to the 
foot. The product is small and portable while being compatible with all ski boots.

The Business Model: Start selling directly to consumers and as business expands start selling 
products to winter sports stores. 

Marketing & Sales Strategy: Sell to businesses that sell winter sports ski equipment. Example, 
Dicks, Backcountry, EVO, and local ski shops. The product will also be sold directly to customers 
through the EZ SKI website. It will be marketed heavily through social media to all skiers. Partner 
with a professional skier/Olympian to sponsor the product. 

Competition: Competition is low, there are products that go over ski boots that makes it so the 
ski boot doesn’t slip, but it doesn’t make it easy to walk. There are also ski boots that provide a 
small amount of bend, but they are extremely expensive. 

Status, Timeline and Use of Funds:

• Year 1: Create product, get utility patent, test run the prototypes to make sure they work well. 
• Year 2: Finish patent if not done yet, start selling to the businesses, expand sales to the public. 
• Year 3: Continue to grow business by selling to other businesses that sell skis, focus on 

marketing and making the product known. 
• Funds used for: patent, marketing, manufacturing, distribution, and salaries for employees. 

I. Key Indicators

An average of 400 million skiers every year. The price per unit for EZ SKI is $70.00. The first couple years while the business is 
starting off will be run out of a home using a 3D printer that has already been purchased keeping costs low. Year 1 the product 
will be sold to friends and family as testers for the product. Year 2 EZ SKI will start marketing to ski patrol and instructors heavily 
through social media on their website. Year 3 the product will be marketed towards all avid skiers on social media and working 
with winter sports stores to make the product more widely available to customers.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $7,000 $105,000 $315,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $15,000 $0 $0 

Subtotal $22,000 $105,000 $315,000 

Cash Uses

Cost of Goods Sold (B) $200 $15,000 $45,000 

Wages $0 $10,000 $30,000 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $0 $0 $36,300 

Marketing $0 $5,500 $6,050 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $1,075 $18,000 $48,725 

Capital Expenditures (D) $10,000 $0 $1,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $11,275 $48,500 $167,075 

Cash Flow $10,725 $56,500 $147,925 

Starting Cash Balance (sample prize amt) $10,000 $20,725 $77,225 

Cash Flow $10,725 $56,500 $147,925 

Ending Cash Balance $20,725 $77,225 $225,150 

III. Notes

A. Revenue: 100 units, only in prototype stage with people test trying the product. Year 2:1500 units, hoped to be finished with utility patent and sell units. Year 3: 4500 
units are hope to be sold.

B. Cost of Goods Sold: $5 per unit

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. This includes cost of patent and lawyer. 

E.  Units cost $70.00 a piece for consumer. Products cost $5 to make a piece.  

EZ SKI

https://www.youtube.com/watch?v=q-9Z33k3BcY
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TEAM

FiShare

TEAM MEMBERS
Jeff Moore

EXECUTIVE SUMMARY

Brief Summary: Recreational angler tagging and release of trophy fish caught can provide 
incentives for the release of fish and data to support conservation efforts.  FiShare provides an 
online community for fishing comradery and encouragement to get the fish back in the water. 

The Problem: The angler has no existing means to maintain a connection between themselves 
and released fish.

The Solution: Encourage the release of fish caught by sport fishermen through a fish tagging 
and tracking system. Use a dual coded Radio Frequency Identification (RFID) tag inserted in 
the fish by fishermen.  The tag has a public code for tracking and data analysis by anyone given 
access to the database and a “semi-secret” code for web data entry.  The semi-secret code is 
only known to those who purchased the RFID tag or catch the fish, and allows on-line entry of 
data on that fish.   

Underlying Magic/Value Proposition: FiShare extends the fish/fisherman relationship, and 
increases the overall recreational value of fishing by adding a conservation component to the 
fishing experience.  About 42% of the over 50 million US fishermen already practice catch and 
release fishing. 

The Business Model: Sell fish RFID tags and tag readers. Provide a web-based data platform 
for adding and tracking fish data that includes advertisement space and sponsor links.  The 
database and web presence add a revenue component.

Marketing and Sales Strategy: Build support for a Kickstarter campaign through tournament 
anglers, equipment manufacturers and veteran support organizations to build the software.  
Direct market with them for the initial early user customer.  Success to launch is about 15,000 
campaign participants spending $20. Buying 2 tags and a reader ($140) cuts the launch to 3,000 
participants.  Subsequently bring in fish management professionals from academia and state 
fisheries.  Also sell/team up with fishing tournaments interested in giving back and tracking fish 
caught as part of the tournament.    

Competition: State fishery managers consider fish tagging their domain. RFID tags are sold to 
state government tagging operations now.  Past private efforts lacked internet features, efficient 
communication, and attractive price points during the infancy of catch and release fishing.

Status, Timeline and Use of Funds: Ohio LLC established. Technical MVP should take less than 
six months and $150,000.  Three professional estimates have all been less than $100,000.  
Anticipate Kickstarter campaign to cost $20,000 to build, fund, and successfully execute.

I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $68,000 $172,000 $275,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $0 $0 $0 

Subtotal $68,000 $172,000 $275,000 

Cash Uses

Cost of Goods Sold (B) $45,310 $75,900 $51,020 

Wages $0 $0 $0 

Rent $0 $5,000 $5,000 

Utilities $1,200 $1,200 $1,500 

General and Administrative $5,000 $8,000 $15,000 

Marketing $15,000 $25,000 $75,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $60 $13,381 $30,401 

Capital Expenditures (D) $5,000 $8,500 $10,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $71,570 $136,981 $187,921 

Cash Flow ($3,570) $35,019 $87,079 

Starting Cash Balance (sample prize amt) $5,000 $1,430 $36,449 

Cash Flow ($3,570) $35,019 $87,079 

Ending Cash Balance $1,430 $36,449 $123,528 

III. Notes

A. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

FiShare

https://chipcast.hosted.panopto.com/Panopto/Pages/Viewer.aspx?id=abfd9489-7640-48aa-9861-ad0401068df3
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TEAM

Focus*
TEAM MEMBERS
Ranit Karmakar 

EXECUTIVE SUMMARY

Brief Summary: In a world where 80% of blindness is preventable, eye banks play a major role 
in collecting, preserving and distributing eye tissues for transplant. However, due to the current 
process involved, they end up wasting a large number of their resources to collect unhealthy 
tissues. Focus introduces a mobile microscope that can be used by eye bank technicians for 
holistic evaluation of the tissue without the complicated process.

The Problem: On average, eye banks spend around $3,000 to collect tissues from a single donor, 
but about 35-40% of these corneas get discarded due to poor tissue quality or donor medical 
history. This results in an annual cost of $81M to eye banks just in the United States.

The Solution: Focus will enable the determination of corneal health through the use of a mobile 
device which will allow technicians to assess and reject unhealthy donor corneas immediately 
without the cost associated with the traditional method of extraction and analysis with a 
microscope.

Underlying Magic/Value Proposition: Focus is a quicker, more accurate and mobile technology 
that requires little to no training. Along with the corneal images, our technology uses the donor’s 
medical history to make a holistic decision. The reports can be digitally shared with eye banks 
and doctors across the country immediately. All of this will save eye banks millions of dollars in 
cost every year.

Business Model: Majorly it is a SaaS business model sold directly to and used by the eye banks. 
We will generate revenue from the usage of the software. We will also sell a small piece of lens to 
accompany the software.

Marketing & Sales Strategy: We will directly connect with the eye bank directors and meet with 
them one-on-one to market our product. We also plan on collaborating with them to develop 
other necessary technology features and to maintain their status as our customers.

Competition: Currently, our only competition is the status-quo and no other company is working 
on similar technology. However, current microscope manufacturers can be considered as our 
potential customers who might want to enter this market.

Status, Timeline and Use of Funds: Team Focus completed the I-Corps site program and will be 
attending I-Corps National this Fall for further research and networking. The funds will be utilized 
to match the MTRAC Life Sciences’ fund requirement for prototype development.

I. Key Indicators

“Number of eye bank partners (% age market share) (Year) - 1 (1.6%) (1), 5 (8.8%) (2), 15 (26.3%) (3) 
Use and retention rate - The usage per year is calculated as 50% for year 2 and 75% for year 3 
Revenue model - $10,000 for the hardware (h/w) lens and $200 per use of the software 
Revenue = #eye banks x #donors per eye bank x usage percentage x cost per usage + h/w lens”

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $0 $800,000 $3,025,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $250,000 $0 $0 

Subtotal $250,000 $800,000 $3,025,000 

Cash Uses

Cost of Goods Sold (B) $0 $77,500 $221,250 

Wages $150,000 $310,000 $529,000 

Rent $0 $9,000 $10,000 

Utilities $0 $2,400 $3,000 

General and Administrative $25,000 $50,000 $50,000 

Marketing $5,000 $10,000 $10,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $50,000 $5,000 $5,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $181,875 $463,900 $1,374,938 

Cash Flow $68,125 $336,100 $1,650,063 

Starting Cash Balance (sample prize amt) $0 $68,125 $322,388 

Cash Flow $68,125 $336,100 $1,650,063 

Ending Cash Balance $68,125 $322,388 $1,972,450 

III. Notes

A. Revenue: 
• Year 1: 0
• Year 2: 5 x 1500 x 0.5 x 200 + (5 x 10000) = 800000
• Year 3: 15 x 1500 x 0.65 x 200 + (15 x 10000) = 3025000

B. Cost of Goods Sold: lens system cost + cloud/software infrastructure cost ($10)
• Year 1: none for the prototyping phase, Year 2- $8000 per device, Year 3- $7500 per device

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures:
• Year 1: prototyping cost
• Year 2: onwards minimal expenses for office spaces.

Focus*

https://www.youtube.com/watch?v=MyospNGVqGU


33333232

CO
M

PE
TI

TI
ON

 T
EA

M
S COM

PETITION TEAM
S

TRACK:
10-Minute Presentations (2021)

TEAM

Forged, INC

TEAM MEMBERS
Carter Ballinger - CEO 

EXECUTIVE SUMMARY

Brief Summary: I have always cared deeply about lifestyle businesses. There is just something 
about small business that excites me. When I was young, I dreamed of being a serial 
entrepreneur. Last summer I decided to turn my dream into a reality. I started by returning to 
CMU to get my Master’s in Entrepreneurial Ventures. I took a course in Seed Financings and 
Securities Regulation where we studied accelerators. I then wondered why no one was doing this 
for lifestyle businesses. That is where Forged, INC was roughly hewn together and over time, has 
been polished. Our mission is to help small businesses succeed.

The Problem: 50% of small businesses close their doors permanently within 5 years of opening.  

The Solution: We provide entrepreneurs of lifestyle businesses with the resources needed to 
fight the most common reasons for small business failure.

Underlying Magic/Value Proposition: Lifestyle businesses are often overlooked by investors 
because they do not have the home run potential of corporations. We help the little guy get 
started and do everything we can to keep him running the bases.

The Business Model: We help founders do market and competitor research as well as help build 
a team. We also provide startup cash in exchange for revenue loan agreements. Further, we will 
set up discounted service agreements with lawyers and accountants due to our referral. They will 
help with formation documents, lawsuits, taxes, and financial advice.

Marketing & Sales Strategy: A strong internet presence will be our initial marketing strategy. We 
will also use word of mouth for our first few businesses. Once we start to have success, we will 
partner with Universities and connect with their Entrepreneurship departments.

Competition: Our main competition is the Small Business Development Center. They provide 
many resources such as business development plans, strategic planning, and market research 
to small businesses for free. While I think their services are great, I also believe that there is room 
for improvement due to the 50% failure rate of businesses within 5 years.

Status, Timeline and Use of Funds: We are currently in the startup phase seeking our initial 
seed round funding. That money will go towards formation cost and funding our first lifestyle 
businesses. I will bootstrap everything I can to save cost and help as many businesses as I can. 
We should be profitable in 3 years.

N E W  V E N T U R E  O N L I N E  C O M P E T I T I O N  2 0 2 1

I. Key Indicators

The only Key Indicator I will be tracking is success rate of the businesses I work with. As the industry typically sees a success 
rate of 50% after 5 years, I would like to see this number stay above 80% for our clients.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $0 $130,000 $150,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $150,000 $0 $0 

Subtotal $150,000 $130,000 $150,000 

Cash Uses

Cost of Goods Sold (B) $200,000 $0 $100,000 

Wages $0 $0 $50,000 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $1,000 $0 $0 

Marketing $1,000 $5,000 $5,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $0 $0 $0 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $202,000 $36,250 $153,750 

Cash Flow ($52,000) $93,750 ($3,750)

Starting Cash Balance (sample prize amt) $10,000 ($42,000) $51,750 

Cash Flow ($52,000) $93,750 ($3,750)

Ending Cash Balance ($42,000) $51,750 $48,000 

III. Notes

A. Revenue: Revenue is based on a combination of revenue loan repayments and existing companies that utilize our services. We are predicting funding 10 companies 
in year 1 that will pay back at an average of $10,000 per company with an 80% success rate. We will pick up another 5 companies in year 3. We are also predicting 
5 existing companies in year 2 and 7 in year 3 once the word gets out.

B. Cost of Goods Sold: Our “product” is a revenue loan agreement with our customers each paid out $20,000. As you can see, there are no other expenses for the 
first few years, as I will be bootstrapping this idea in order to put more into the businesses that we help form.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: As we are bootstrapping the first few years, large capital expenditures are expected towards year 5 when we build a facility.

Forged, INC

https://www.youtube.com/watch?v=PWBZol6shnw
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TEAM

Form Further

TEAM MEMBERS
Philip Mundt
Justin Ashman 

EXECUTIVE SUMMARY

Form Further is a rapid prototype and small-volume production firm that aims to bridge the 
gap between product development and full-scale manufacturing.

Like many other startups face, entrepreneurs Philip Mundt and Justin Ashman have both 
dealt with the same roadblock. When it’s time to make the product, most manufacturing firms 
have high upfront costs or minimum order requirements of thousands of units. This creates 
a barrier to entry for start-ups stuck between the product development phase and full-scale 
production.

With 3D Printing capabilities, the bridge-to-production process eliminates that barrier. This 
process is completed in four stages: 

1. A product will be rapid prototyped 

2. It will be market tested 

3. Followed by a small production run 

4. It will be transferred to a full-scale manufacturer

Primary consultation will be part of the freemium offering. Any prototyping/CAD development 
for the client will be charged by an hourly rate, including revisions to the prototype. Bridge 
production runs are charged by material and machine hour. When deemed to be production 
ready, the product can then be sent to a partnered manufacturer for full-scale production.

Form Further’s marketing focus will be primarily through social media and a direct approach, 
targeting entrepreneurial startups who are looking for prototyping services. Social media 
will be used as a platform to grow a community that circulates product development content, 
which can be converted into a sales funnel. 

Rapid prototyping firms such as Protojet and Protolabs offer similar services but direct their 
attention to larger industries such as automotive, aerospace, medical, or consumer electronics.

Currently, Form Further is able to provide small batch runs of up to 100 units as we own four 
commercial-grade and hobbyist-grade 3D Printers. With the use of the $25,000, additional 
commercial grade printers can be acquired to speed up printing and increase production run 
capabilities up to 1,000 units or more. As we grow, we would like to offer higher production run 
capabilities through small-scale injection molding and CNC machining services. 

I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $68,750 $220,000 $637,500 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $25,000 $0 $0 

Subtotal $93,750 $220,000 $637,500 

Cash Uses

Cost of Goods Sold (B) $10,500 $36,000 $60,000 

Wages $60,000 $90,000 

Rent $24,000 $24,000 

Utilities $1,000 $2,000 $5,000 

General and Administrative $2,000 $5,000 $7,000 

Marketing $5,000 $13,000 $38,000 

Other Cash Uses from Operations $1,000 $2,000 $2,000 

Estimated Income Taxes (C) $12,125 $17,438 $99,563 

Capital Expenditures (D) $3,000 $30,000 $20,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0

Subtotal $34,625 $189,438 $345,563 

Cash Flow $59,125 $30,563 $291,938 

Starting Cash Balance (sample prize amt) $10,000 $69,125 $99,688 

Cash Flow $59,125 $30,563 $291,938 

Ending Cash Balance $69,125 $99,688 $391,625 

III. Notes

A. Revenue: Comes from two main offerings: Small Scale Production and Prototyping/Consulting Services. In year one: 35 Production orders (average cost of $1,000) 
and 45 Prototyping/Consulting orders (average of $750) which equals out to $68,750 in sales revenue. In year two: 80 Production orders (average cost of $1,500) 
and 100 Prototyping/Consulting orders (average of $1000) which equals out to $220,000 in sales revenue. In year three: 150 Production orders (average cost of 
$2,000) and 225 Prototyping/Consulting orders (average of $1,500) which equals out to $637,500 in sales revenue.

B. Cost of Goods Sold: The average cost of goods sold for a 3D printed production run is around 30%. Since prototyping/consulting are services they have no cost of 
goods.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: 
• Year One: Capital Expenditure: More 3D printers bought to increase production capabilities. 
• Year Two: Investment in a CNC machine for molds and other uses. 
• Year Three: Injection Molding Machine to further increase production capabilities.

Form Further

https://www.youtube.com/watch?v=oYxwUQXs_m8
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TEAM

Frame Finder

TEAM MEMBERS
Michael Whitford 
Tommy Muth
Andrew McLeod

EXECUTIVE SUMMARY

Brief Summary: Welcome to Frame Finder, the innovative approach to eyeglass tracking. Our 
tracking technology makes your days of searching for sunglasses no more. Frame Finder is a 
compact adhesive chip that can be attached to the frame of your sunglasses and prescription 
eyeglasses. This chip is compatible with our mobile app available in the Apple and Android store, 
in this app you will be able to have 24/7 location monitoring while also having the ability to view 
the last known location of your frames. 

The Problem:  Roughly 90% of the U.S. wears sunglasses daily, leading the U.S. population to 
lose over 1.6 billion pairs of sunglasses a year, or roughly 50 pairs a second according to 
the Bureau of Accessory Statistics. Ask yourself, have you lost a pair? 

The Solution: In 2019 the average price spent on a pair of sunglasses ranged from $150-
$500. Frame Finder not only is in the business of tracking your eyewear, we also provide 
“insurance” on your investment. We are giving our customers peace of mind and security 
knowing that the predicament of losing your sunglasses is just as simple as opening an app.  

Underlying Magic/Value Proposition: Frame Finder provides the ability to accurately track, link, 
and map all of your eyeglasses. Using our innovative app, Frame Finder seamlessly connects you 
and your frames wherever life may take you.  

The Business Model: Frame Finder will use two avenues to bring our product to consumers. 
Customers can purchase the chip from our website or they will have the option to purchase one 
as an add on when checking out at popular sunglass franchises across the nation.  

Marketing & Sales Strategy:  Frame Finder will use multiple forms of online advertising to find 
customers, the largest being social media. By taking advantage of cookie tracking, we aim to 
target our ads towards potential customers who may have just purchased a pair of sunglasses or 
have been searching topics related to GPS tracking and wearable smart technology. 

Competition: Frame Finder has one direct competitor. Orbit is a small startup who has been in 
the frame ware tracking market since 2017.  Although many reviews state that the interface is 
confusing as well as the adhesive stick beginning to peel off after daily use.

 Status, Timeline and Use of Funds: We have just finished our app, and now are looking into the 
feasibility of this product in depth. Funds would be used to build our first prototype, as well as 
obtaining a patent suited for our needs.

I. Key Indicators

# of sunglasses bought / How much the sunglasses were purchased for / # of previous lost sunglasses 

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $159,960 $183,954 $220,745 

Loans/Other Debt Receipts $5,000 $5,000 $0 

Investments/Grants/Awards $25,000 $0 $0 

Subtotal $189,960 $188,954 $220,745 

Cash Uses

Cost of Goods Sold (B) $0 $0 $0 

Wages $5,000 $5,000 $10,000 

Rent $4,800 $4,800 $4,800 

Utilities $3,000 $3,000 $3,000 

General and Administrative $3,999 $4,599 $5,519 

Marketing $11,197 $9,198 $8,830 

Other Cash Uses from Operations $1,000 $1,500 $2,000 

Estimated Income Taxes (C) $39,990 $45,989 $55,186 

Capital Expenditures (D) $7,000 $10,000 $10,000 

Loans/Other Debt Payments $250 $500 $500 

Other Uses $0 $0 $0 

Subtotal $76,236 $84,585 $99,835 

Cash Flow $113,724 $104,369 $120,910 

Starting Cash Balance (sample prize amt) $5,000 $118,724 $223,093 

Cash Flow $113,724 $104,369 $120,910 

Ending Cash Balance $118,724 $223,093 $344,003 

III. Notes

A. Revenue: For products sold we were conservative on our estimations, stating that we sold 4,000 units the first year with a 15% rise our second year leading to a 
20% rise our third. This meaning we sold roughly 11 units a day which is a fair estimation due to both of our revenue streams. For our sales price we went with our 
direct to consumer price of $39.99 which is competitive in the current tracking market. As stated earlier we have two different revenue streams, the first being 
through our e-commerce website and the second coming from our sunglass franchise agreements. Our success drivers will come from the three founders limiting 
their salary for the betterment of the company, while also finding less expensive ways to build our tracker for the future.

B. Cost of Goods Sold: Our cost per unit is $18 landed in the U.S which correlates roughly to 45% of our sales price. This number will lower over time due to the 
amount of orders we receive and how many chips we are able to order in bulk.

C. Estimated income taxes: With a 21% federal income tax for small businesses added to a roughly 4% tax for Michigan businesses we made our estimation of the tax 
rate to be 25%. 

D. Capital Expenditures: Due to our manufacturing and packaging being done overseas by a third party we have very little if any capital expenditures. We factored in 
the warehouse storage upkeep and maintenance cost each year to keep our operations as modern as possible while also repairing any problems with our current 
facility.

Frame Finder

https://www.youtube.com/watch?v=fyiYg_woXKo
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I. Key Indicators

Shipping industry, consumer purchases, social/local attitudes towards reducing plastic, mushroom production, mushroom 
consumption by consumer, and online shopping32

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $13,850 $43,333 $80,400 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $0 $0 $0 

Subtotal $13,850 $43,333 $80,400 

Cash Uses

Cost of Goods Sold (B) $112 $300 $600 

Wages $0 $10,000 $25,000 

Rent $3,000 $6,000 $1,200 

Utilities $1,120 $2,240 $4,000 

General and Administrative $0 $0 $6,000 

Marketing $500 $600 $1,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $2,248 $5,955 $10,506 

Capital Expenditures (D) $500 $1,000 $800 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $2,000 $4,000 $6,000 

Subtotal $9,480 $30,095 $55,106 

Cash Flow $4,370 $13,239 $25,294 

Starting Cash Balance (sample prize amt) $10,000 $14,370 $27,608 

Cash Flow $4,370 $13,239 $25,294 

Ending Cash Balance $14,370 $27,608 $52,902 

III. Notes

A. Revenue: Year 1: We will start with a small company (Moongarden Mushrooms) in Traverse City, MI. They produce 120 blocks of mycelium every three weeks. It 
takes three blocks to make 5lbs of finished product (i.e. packing material). 5lbs of packaging material (1 unit) can be sold for $20. Every three weeks, 40 units can 
be sold, at $20 a sale, equaling $13,850.00 annual revenue working with one small mushroom company. The following year we will expand to a medium-sized 
company (Southwest Mushrooms) in Phoenix, AZ which produces 500 blocks every three weeks. This trend will continue in an upward progression as we expand.

B. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

C. Capital Expenditures: $500-$1000 will be used to upgrade sensors and equipment. Learning curve: I anticipate that more money will be spent in the beginning of 
our venture and as we perfect our process over time we will need to spend less money.

D.  Our cost of goods sold is low because mycelium is often deemed a waste product and is discarded. The amount shown is the annual cost for reusable containers

E. Our wages for the first year will be 0 as management will be doing the leg work. In years following, we will pay the partnering mushroom company employees to 
process the mycelium as we can not be in more than one place at a time.

F. Rent will remain low as we only use 18 square feet within any given mushroom facility.

G. Utilities: our process requires little to no electricity or water to operate.

Freight Fungi 
TEAM

Freight Fungi 

TEAM MEMBERS
Christopher Rasschaert  
Claire Laurenz

EXECUTIVE SUMMARY
Brief Summary: Freight Fungi is a new venture manufacturing eco friendly packaging. Our methods turn 
mycelium (mushroom root structure) into a viable alternative to plastic packaging. Within the mushroom 
industry, mycelium is considered a waste product and is often thrown away or composted. Freight Fungi 
works with pre-existing mushroom manufacturers to process and distribute mycelium packaging material 
to local businesses. Our mission is to “reduce the use of plastics while cultivating relationships.”

The Problem: In 2018, plastics used as packaging materials and containers made up the largest category of 
plastics in the U.S. weighing over 14.5 million tons (EPA, 2021). 91% of packaging waste is sent to landfills or 
becomes litter (SCSC, 2019). 

The Solution: Freight Fungi produces a sterile packaging material that replaces plastic packaging. Our 
services provide a product that will lower the amount of plastic produced and transported resulting in less 
pollution. 

Underlying Magic/Value Proposition: Our process takes little to no water, electricity, or space. In a week, 
mycelium goes from waste to a viable packaging material. Freight Fungi reduces the mushroom industry’s 
carbon footprint while also reducing the global production of plastic packaging.

The Business Model: Freight Fungi utilizes a business-to-business model. 

Marketing & Sales Strategy: We focus on locations surrounding partnering mushroom growing facilities. 
Before arriving onsite, businesses are contacted individually to set up visits with each potential client. Phone 
calls, emails and traveling by word-of-mouth has proven successful in advertising our services. Continuing 
to grow our influence via social media will also increase our platform. #local #sustainable #renewable 
#organic #LessPlastic #biodegradable #ConsciousBusiness #FreightFungi #GreenMovement 

Competition: Ecocative Design: produces mushroom molds for packaging, car parts and leather for clothes.  
ULINE: sells an array of organic plastic packaging supplies in bulk

Status, Timeline and Use of Funds: Freight Fungi is in the development phase. Funds accumulated will 
be used to invest in marketing strategies, purchase materials, open branches in preexisting mushroom 
facilities. 

2020

• October: Started growing gourmet mushrooms
 - Mycelium was analyzed for packaging use
 - North Spore became a research partner 

• November: Research materials obtained
• December: Began obtaining patent
• December: Finished mushroom harvest and processed materials

2021

• January: Research report sent to North Spore
• January: Independently purchased additional materials
• February: Concluded second round of mycelium processing

https://www.youtube.com/watch?v=OkNw2YCCRP0
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TEAM

Hot Rods*
TEAM MEMBERS
Austin Schondel
Shane Graves
Tim Dougherty
Thomas Graham

EXECUTIVE SUMMARY

Problem

Over a million people participate in the activity of ice fishing every year and a problem they all 
share is ice coating the eyelets of their fishing rod, making it difficult to reel line in or let it out. This 
can be extremely burdensome as the lures commonly used for ice fishing are quite small and 
don’t have much weight to pull the line out of the reel. If ice coats the eyelets of the rod and clogs 
them, it is nearly impossible for the line to freely release from the reel without picking off the ice 
every couple of minutes. Hot Rods is a line of ice fishing rods that are battery powered to heat up 
and keep ice from coating the eyelets of the rod. 

Market

The target market for Hot Rods is the ice fishing community. The ice fishing community includes 
millions of people world-wide. Another market that is accessible in the future for Hot Rods would 
be fly fishermen. There are many fly fishermen who fish in northern rivers during the winter for 
steelhead as well as resident rainbow and brown trout.

Competitors

Although the fishing rod market is quite populated and competitive with brands such as St. 
Croix, Abu Garcia, and Quantum, there are no fishing rods in existence at the moment that are 
thoroughly heated. There have been some similar patents filed in the past but none are currently 
on the market that are able to keep the eyelets of rods from freezing up, so the competitive 
market for heated fishing rods is very low. 

Business Model

Our initial business model will be a business-to-customer model as we could market our product 
on Etsy.com to gain capital for future growth. Next, the business model that we will be using is a 
business-to-business model as we would like to sell the Hot Rod fishing rod to large businesses 
like Cabela’s, Dunham’s, Bass Pro, Dick’s Sporting Goods, and Wal-Mart. 

Team

The team members for the Hot Rods business venture are all avid outdoorsmen who enjoy 
spending a lot of their time fishing. Hot Rods’ team members all came together to find ways to 
make being in the great outdoors an even better experience for everyone. 

I. Key Indicators

Some key indicators for Hot Rods venture include the rise of the amount of outdoorsmen in the country compared to past years. 
Due to COVID-19, sales at sporting goods stores have increased exponentially with fishing having one of the highest growth rates 
of sales. That shows that there are many new fisherman and/or experienced fisherman spending more time partaking in fishing 
activities. Another key indicator is that comfort attracts a lot more people into outdoor activities. The Hot Rod would increase 
comfort and efficiency for ice fisherman bringing more people into the sport.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $477,500 $568,500 $790,275 

Loans/Other Debt Receipts $15,000 $15,000 $0 

Investments/Grants/Awards $20,000 $100,000 $150,000 

Subtotal $512,500 $683,500 $940,275 

Cash Uses

Cost of Goods Sold (B) $327,500 $391,200 $545,430 

Wages $60,000 $69,000 $79,350 

Rent $6,000 $6,000 $6,180 

Utilities $1,000 $1,000 $1,030 

General and Administrative $30,000 $30,900 $31,827 

Marketing $4,000 $4,120 $4,244 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $11,938 $15,633 $29,616 

Capital Expenditures (D) $5,000 $10,000 $0 

Loans/Other Debt Payments $1,000 $3,000 $0 

Other Uses $0 $0 $0 

Subtotal $446,438 $530,853 $697,677 

Cash Flow $66,063 $152,648 $242,598 

Starting Cash Balance (sample prize amt) $70,000 $136,063 $288,710 

Cash Flow $66,063 $152,648 $242,598 

Ending Cash Balance $136,063 $288,710 $531,308 

III. Notes

A. Revenue: The estimated number of products sold over 3 years are 7,150, 8,550, and 11,933 with an average sales price of $66.78, $66,49, and $66.23 respectively. 
These amounts were calculated by estimated sales through online and in-store sales at sporting goods stores. Some growth drivers include the COVID-19 
pandemic which increased the amount of revenue of sporting goods and outdoor stores by introducing more people to the sport. 

B. Cost of Goods Sold: In order to find COGS of product #1, we produced 7,000 in year 1, 8,400 in year 2, and 11,760 in year 3 with a cost of $45.50 per product. To find 
the COGS for product #2, we produced 150 in year 1, 150 in year 2, and 173 in year 3 with a cost of $60.00 per product. 

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Some of our large capital expenditures include warehouse, computer equipment, office equipment, patents, and machinery to produce the 
product.

Hot Rods*

https://www.youtube.com/watch?v=wdbVSQuyp2Y
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TEAM

Indinae Naturals

TEAM MEMBERS
India Riggins
DeNazeja Taylor 

EXECUTIVE SUMMARY

Brief Summary: This is a natural hair care company that was created to help men and women 
with curly textured hair. Our goal is to eventually create an entire line of products that will provide 
our hair the nutrients it needs for health and flourishment.

The Problem: Individuals with curly textured hair struggle to find products that tend to multiple 
different hair and scalp issues. It causes the need to buy multiple different products for 
treatment.

The Solution: Our company provides a natural hair deep conditioner that hydrates and 
moisturizes the hair while stimulating the scalp in order to promote healthy hair and scalp for 
growth and thickness.

Underlying Magic/Value Proposition: We will formulate multi benefit hair products using 
natural herbs, butters, and oils specifically for scalp and hair nourishment. It will allow individuals 
with textured hair the opportunity to treat their different hair issues using less products.

The Business Model: Starting out, our company will generate revenue through business to 
consumer transactions, then make our way to business to business and wholesale to salons and 
barbershops. We have one product that has already been selling. From June 2020 to March 2021, 
we have sold 213 containers of product just by word of mouth. We have been in contact with two 
barbershops waiting to do wholesale business to sell our product in their establishments. 

Marketing & Sales Strategy:  Word of mouth has helped get our product known a little, but social 
media marketing and ads will be our way of advertising. Once more people use our product and 
we get reviews online, more sales will start to generate.

Competition: In the hair and beauty industry there is a lot of competition. The biggest ones for 
us in the natural hair world are Shea Moisture and Mielle Organics. They have amazing products 
that work well for many different hair types and textures.

Status, Timeline and Use of Funds: Indinae Naturals will be a Limited Liability Company that will 
launch summer 2021. The funds to launch are already secure. 

I. Key Indicators

Number of customers, repeat customers, and number of product sales.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $14,000 $30,298 $44,596 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $10,000 $0 $0 

Subtotal $24,000 $30,298 $44,596 

Cash Uses

Cost of Goods Sold (B) $2,500 $7,000 $12,000 

Wages $2,000 $5,000 $7,000 

Rent $0 $0 $0 

Utilities $300 $300 $300 

General and Administrative $3,000 $5,000 $8,000 

Marketing $1,000 $2,500 $5,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $1,225 $2,443 $2,755 

Capital Expenditures (D) $1,200 $1,700 $2,200 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $11,225 $23,943 $37,255 

Cash Flow $12,775 $6,355 $7,341 

Starting Cash Balance (sample prize amt) $500 $13,275 $19,630 

Cash Flow $12,775 $6,355 $7,341 

Ending Cash Balance $13,275 $19,630 $26,971 

III. Notes

A. Revenue: For the first year we will sell our 1 product for $20. Our goal is to sell at least 500 in the first year. For the second year I plan to add an additional product 
for about $11.49 if our sales are good for the first year. For the second year our goal is to sell a minimum of 1000 containers of our first product and 200 of our 
second. The third year, the goal is to double our sales for both products 

B. Cost of Goods Sold: It costs approximately $1500 dollars to make 375 16oz containers cost $4 each

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Expenses for larger equipment to make products (mixing bowls, heavy duty mixers) I will more than likely be working out of my home in the 
beginning stages

Indinae Naturals

https://chipcast.hosted.panopto.com/Panopto/Pages/Viewer.aspx?id=8f3c427b-4527-4e0c-aee8-ad0500326cb0
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TEAM

Khontec*
TEAM MEMBERS
Ethan Hewitt

EXECUTIVE SUMMARY

Brief Summary: Khontec is revolutionizing the way Electric Vehicles (EV) operate. We have 
developed cargo racks with integrated batteries that allow further EV range and limit recharge 
periods. The batteries fitted for the rack can easily and quickly be swapped for a freshly charged 
battery at roadside stations. Our cargo racks will allow coast to coast travel of EV’s eliminating 
the fear of never having enough charge to reach your destination. 

The Problem: Most of us have considered the thought of purchasing an electric vehicle because 
of their recent popularity and benefit to the climate. The reason we likely never make the 
purchase is because of convenience. No one wants to run out of battery or coordinate charging 
stations stops.  Their limited range also prevents customers who want something more than a 
daily commuter from making the purchase.  

The Solution: Khontec provides eco-friendly technology solutions for travelers that seek to limit 
their carbon footprint. Beginning with the Watt Rack, a roof rack for EV’s that has an integrated 
battery that extends the range and nearly doubles the single charge drivable distance. The 
battery in the rack can also be quickly swapped for a fully charged replacement at select roadside 
stations providing a new method for “filling up your tank.”

Underlying Magic/Value Proposition: Electric vehicles have been so limited for years and an 
inconvenience to the alternative gas-powered options, but now we are changing the landscape 
when it comes to fueling up your EV. Our technology is patent pending as we continue to work to 
develop the MVP. We make zero emission travel sustainable and endless. 

The Business Model: Initially we will sell directly to consumers to prove market and run a field 
test. Following proof of concept and sales funnel we hope to transition to B2B sales with the 
manufacturer and roadside stations.  Licensing the technology may also be considered. 

Competition: Electric Vehicle manufactures like Tesla and Rivian could perhaps develop a 
similar product if they are able to work around our pending patent. We hope to develop strong 
relationships with EV manufacturers to establish partnerships with them as customers. 

I. Key Indicators

Battery Charge Times (1Hour - 12 Hours). 2 Million EV Sales in the US in last 2 years. Gas prices. EV range and charging systems. 

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $0 $1,000,000 $9,000,000 

Loans/Other Debt Receipts $0 $25,000 $0 

Investments/Grants/Awards $150,000 $1,200,000 $3,400,000 

Subtotal $150,000 $2,225,000 $12,400,000 

Cash Uses

Cost of Goods Sold (B) $75,000 $750,000 $7,000,000 

Wages $30,000 $240,000 $750,000 

Rent $0 $8,000 $22,000 

Utilities $0 $3,400 $7,850 

General and Administrative $30,000 $51,000 $72,000 

Marketing $6,000 $6,500 $10,000 

Other Cash Uses from Operations $10,000 $20,000 $30,000 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $10,000 $500,000 $1,350,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $161,000 $1,527,300 $9,402,638 

Cash Flow ($11,000) $697,700 $2,997,363 

Starting Cash Balance (sample prize amt) $0 ($11,000) $686,700 

Cash Flow ($11,000) $697,700 $2,997,363 

Ending Cash Balance ($11,000) $686,700 $3,684,063 

III. Notes

A. Revenue:
• Year 1: R&D for 10 Functional Units. 
• Year 2: 1,000 Deposits ($1000) Crowd/Pre-Order. With Pre-order and investment make a market run for 100 Units. 
• Year 3: Fulfill 1,000 unit order and deliver to customers.   

B. Cost of Goods Sold: $7,500 Per Unit (50 Kilo Watt) Price Expected to reduce by 30% over next 3 years.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Need Test Vehicles (Tesla, Rivian) also Explore Machine(s) to swap battery rapidly. Lead Factory towards vertical integration. 

Khontec*

https://www.youtube.com/watch?v=0ku5GmyCHtc
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I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $864,295 $2,766,366 $4,673,752 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $15,000 $0 $0 

Subtotal $879,295 $2,766,366 $4,673,752 

Cash Uses

Cost of Goods Sold (B) $463,837 $1,218,944 $1,941,604 

Wages $55,212 $113,368 $223,755 

Rent $2,760 $9,600 $9,600 

Utilities $1,387 $5,047 $5,047 

General and Administrative $51,405 $53,796 $62,936 

Marketing $25,507 $32,600 $45,600 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $333,253 $595,678 

Capital Expenditures (D) $0 $0 $10,000 

Loans/Other Debt Payments $112,803 $0 $0 

Other Uses $0 $0 $0 

Subtotal $712,911 $1,766,608 $2,894,220 

Cash Flow $166,384 $999,758 $1,779,533 

Starting Cash Balance (sample prize amt) $10,000 $176,384 $1,176,142 

Cash Flow $166,384 $999,758 $1,779,533 

Ending Cash Balance $176,384 $1,176,142 $2,955,675 

III. Notes

MESA Enterprises, LLC
TEAM

MESA Enterprises, LLC

TEAM MEMBERS
Tracy Anderson
Tyrone Jones
Stephanie Meyering

EXECUTIVE SUMMARY
MESA will revolutionize customer engagement within the advertising and marketing industry by providing a 
kiosk space in high traffic areas that provides real-time data and customer-driven engagement through use of 
our hand-gesture technology. 

The Problem (Focus on the Pain): Businesses and customers are tired of invasive advertising and marketing. 
Traditional companies within the industry continue to follow the methodology of increased impressions to 
capture new clients versus customer-driven engagement to secure loyal clients. 

The Solution: MESA’s Software, Central Hub and Resource LinkTM, allows for customer-driven interaction 
through gesture-control, which increases memory and recall - a winning formula for customers and 
businesses. QR codes provide a means for customers to repeat engagement from their personal device. Visit 
mesaent.net for more information. 

Underlying Magic/Value Proposition: MESA’s gesture-controlled software application allows messages 
and information to come alive. People automatically experience a sensation of FUN because of its link to 
the gaming world. This technology and software system allows people to engage kinesthetically. We bring 
together sight, sound, and motion to enhance this multi-sensory experience, which activates more of the brain 
and allows information to be more easily accessible. By activating more of the brain, the benefits of gesture 
control also include increased memory and recall—thereby increasing the overall engagement experience.

The Business Model: MESA utilizes the subscription revenue model for businesses/individuals to advertise on 
the software. MESA also licenses their software, CHRL, for other businesses to implement as they see fit for 
their business model. 

Marketing & Sales Strategy: MESA is currently looking for strategic partners that would benefit from 
placement of our kiosk (CHRL) and use of our software. MESA is seeking strategic partners that have access to 
high-traffic locations where a kiosk could be placed and the software would show benefit to the community. 

Competition: Depending on subscription length, MESA has set target Cost per Thousand pricing between $2 
and $7 per thousand people to remain competitive with national billboard CPM pricing. We offer the lowest 
CPM option in high-traffic areas. This pricing strategy supports the new system of MESA in the marketplace as 
well as local advertising companies. 

Status, Timeline and Use of Funds: MESA has assembled a team with a history of proven success, excelling 
in project management (Stephanie), business and financial management (Tracy, Tyrone, Stephanie), software 
development (Tracy), advertising and marketing (Tyrone and Stepahnie), sales (Tyrone), customer service and 
training (Tracy, Tyrone, Stephanie) and technical support (Tracy). 

With the award of funds in the amount of $25,000 MESA would be able to make software improvements and 
build inventory of its kiosks that are ready for placement. 

https://www.youtube.com/watch?v=LGsJiZtHBlE
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TEAM

Nottawa Docks, LLC

TEAM MEMBERS
Josh Wright
Abigail Palmateer

EXECUTIVE SUMMARY

Product/Company Description 

Nottawa Docks, LLC is a boat dock manufacturing company that builds and sells money saving, semi-
custom, retractable boat docks. Our innovative dock system design eliminates the need for owners to 
enter the water to remove and reinstall their docks or pay a company thousands of dollars per year 
to do the job for them. Our patent pending design is built into the property, increasing the property’s 
value. Nottawa Docks will offer customers a wide range of options, such as integrated bumper 
systems, custom color decking, theme options, mechanical and electrical options. Our clothing line, 
Charlevoix Apparel is designed around lake life imagery and sea life. This clothing line will help create 
a large brand identity to build from and add a revenue stream while building a customer base for 
Nottawa Docks as a lifestyle brand.  

We will primarily sell the docks to residential waterfront property owners though dealers such as 
seawall construction companies and they will be responsible for the installation. Charlevoix Apparel 
will be sold at local lakeshore boutiques and marinas.   

Our experiences combined from growing up on the water and working for a marina as a boat 
salesman, assistant service manager, and working at local lakeshore boutique like G’licks has helped 
tremendously with designing this dock system and lake life apparel which inspired us to create 
Charlevoix Apparel. We have seen the inefficiencies of both the residential and commercial sides and 
have integrated improvements into the design of our dock systems and lake lifestyles apparel line. 

Selling points: 

• The investment pays for itself in as little as 10 years 
• Better protection from storm damage 
• Charlevoix Apparel fast to gain capital and brand name 

Target Audience 

Our goal is to have dealers/retailers in 34 select states with expansion into international markets. Our 
target market is residential waterfront property owners in northern regions. Nottawa Docks, LLC will 
also target coastal areas affected by hurricanes and storm surges. Additionally, we will target the 
12,000 plus marinas in the United states, in addition to marinas in international markets. Charlevoix 
Apparel will mainly target families that come to Michigan in the summer for the experience of lake 
living and will be targeting small boutiques on the water front as well as online sales.  

Competition 

Our closest competitor will be Pier De nort, a dock manufacturing company based out of Minnesota. 
Most of our competitors are small dock manufacturers that sell traditional docks, primarily within the 
specific region or state in which they are located.  Competitors for the apparel line is outdoor brands 
like Yeti and Vineyard Vines.

TRACK:
10-Minute Presentations (2020)

I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $210,000 $630,000 $1,680,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $235,500 $0 $0 

Subtotal $445,500 $630,000 $1,680,000 

Cash Uses

Cost of Goods Sold (B) $76,500 $206,550 $495,720 

Wages $15,000 $45,000 $120,000 

Rent $51,000 $51,000 $127,500 

Utilities $14,225 $14,225 $14,225 

General and Administrative $44,200 $52,600 $73,600 

Marketing $12,600 $37,800 $100,800 

Other Cash Uses from Operations $900 $2,700 $7,200 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $0 $0 $0 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $213,319 $464,906 $1,124,284 

Cash Flow $232,181 $165,094 $555,716 

Starting Cash Balance (sample prize amt) $50,000 $282,181 $447,275 

Cash Flow $232,181 $165,094 $555,716 

Ending Cash Balance $282,181 $447,275 $1,002,991 

III. Notes

A. Revenue: Product priced at 14,000 multiplied by quantity sold - Will need where you got your product pricing, projected quantity sold, and assumptions of the 
growth you have provided.

B. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

C. Capital Expenditures: I noticed in year 3 on sheet 2.25 there was a note about investing in a building, might want to include this in the “Other Cash Uses From 
Operations” but let me know.

D.  Other: COGS is $5100 per unit, 10% decrease in COGS from raw materials and or increased efficiency (will need to know where you got these numbers). Wages are 
$1,000 per unit sold, are there any other wages I need to consider? Rent is based on avg warehouse rental pricing ($.85/sq. ft/mo.) and a warehouse size of 12,500 
sq.ft with an increase of space in year 3. Utilities are based on average warehousing (10,000 sq. ft) and office (2,500 sq. ft) utility costs. General and Admin is based 
on part time administrative duties ($25,000), and 2% sales commission on sales revenue in years 2 and 3. Marketing is based on 6% of sales revenue. Other Cash 
Uses is based on shipping, which is 10 units at $3/mi. on an estimated 200 miles per delivery in state.

Nottawa Docks, LLC

https://www.youtube.com/watch?v=aO-JqiwM5zs
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TEAM

P.A.C.T.

TEAM MEMBERS
Pamela Watkins

EXECUTIVE SUMMARY

Brief Summary: P.A.C.T (Parent Autistic Children’s Tools). is an app created for parents with 
Autistic Children to offer tools right at their fingertips to help parents learn different ways to 
help their children cope with some of the behavioral challenges they may face because of being 
Autistic. It is my Mission as a Parent of a child with Autism to help other Parents navigate through 
these challenges by providing tools to help them. 

The Problem: There is a lack of tools and resources available within a 24/7 reach for parents to 
access to help with the challenges of raising a child with Autism.

The Solution: To have an App that is accessible 24/7 for Parents to access the tools and help they 
need with raising children with Autism.

Underlying Magic/Value Proposition: P.A.C.T brings easy access tools 24/7 for Parents to utilize 
in helping with their Autistic children’s behaviors and challenges for a nominal fee of only $4.99 a 
month. We are satisfying the needs of Parents with Autistic Children everywhere.

The Business Model: Customer relationship is our top priority. Our customer is facing the same 
challenges I have faced and am facing as a Parent of a Child with Autism. This app is being 
created for us. I personally know our customers’ challenges; therefore, this app is so vital and 
important. Our most expensive resource will be getting our app built and produced. Our revenue 
will be generated through our monthly subscriptions.

Marketing & Sales Strategy: For marketing we plan to use various social media platforms to 
advertise, offer a free trial subscription for 30 days with a discount of $3.99 a month with each 
yearly sign-up. We would also like to meet with various schools and host a Special Needs parents 
meeting to demo our App and its function and offer specials for Parents who sign-up that day.

Competition: Birdhouse is an App that serves many of the same purposes as P.A.C.T does they 
would be our biggest competitor.

Status, Timeline and Use of Funds: P.A.C.T. is still in the developmental stage. We look to have 
our App up and running in 12-24 months. These funds will be used to advertise, seek out a tech 
company to assist with development and host Parenting meetings to show and demo our 
creation.

I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $50,000 $60,000 $70,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $25,000 $30,000 $40,000 

Subtotal $75,000 $90,000 $110,000 

Cash Uses

Cost of Goods Sold (B) $20,000 $25,000 $35,000 

Wages $30,000 $30,000 $30,000 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $1,000 $1,500 $2,000 

Marketing $5,000 $5,000 $10,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $2,000 $25,000 $30,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $3,000 $0 $0 

Subtotal $59,375 $84,563 $103,375 

Cash Flow $15,625 $5,438 $6,625 

Starting Cash Balance (sample prize amt) $50,000 $65,625 $71,063 

Cash Flow $15,625 $5,438 $6,625 

Ending Cash Balance $65,625 $71,063 $77,688 

III. Notes

P.A.C.T.

https://www.youtube.com/watch?v=vax-ajKjAqo
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TEAM

RaiseCo.

TEAM MEMBERS
Michael Torres
Meghan Ols
Logan Peters

EXECUTIVE SUMMARY

RaiseCo is an acronym for “Raise Awareness and Inspire Social Empathy and Change in 
Others.” This business is a social platform that connects businesses and advocates to injustices 
around the world. RaiseCo strives to be the platform for change in the desire to be charitable. 

Our company’s goal is to build a platform where we can have a portfolio of charities and create 
a space where profitable businesses and young advocates can streamline their social missions 
and develop more hearsay for their movements. The social aspect of the company will rely on the 
posting, direct messaging, event planning, and fundraising through our mobile network. 

Nonprofits struggle to generate funds to pursue their missions.  RaiseCo wants to create a 
service that attacks that problem. We will target young, recently graduated activists to join 
RaiseCo and advocate their journey through our network. In addition, we will reach out to 
profitable companies to help build their social reputation in society and allow them to fund 
missions of their choice.

We seek to be a for-profit B-Corp that will evolve into a multi-stake owner Co-Op with three 
types of memberships: individual advocates, commuter/company supporters, and nonprofit 
organizations. Building a clientele of nonprofits and establishing a network of advocates is the 
first step to get this business into the eyes of supporters. Our initial revenue will be from paid ads 
and views, member subscriptions, fundraising and marketplace center, and corporate funding.

The sales marketing strategy is to find passionate individuals and form connections with them 
where they are using RaiseCo as one of the platforms advertising their movements.

Our competition regarding independent charity evaluators is GuideStar and Charity Navigator. 
These companies have similar mission statements to ours and provide essential information 
to connect individuals to the foundation of their choice. Socially, our competitors are networks 
like Instagram, & Facebook. Our company is attempting to be one-of-a-kind by merging these 
normally separate worlds with social connection and conversation.

The funds will help with the initial steps in reaching out over the next year to build a directory 
of quality organizations. We will also be in the design phases of a website to build a platform of 
advocacy that companies benefit from.

I. Key Indicators

Number of products and profiles on the app, the amount of streaming ad revenues, amount of charities investing time 
with RaiseCo, the amount of views on videos and posts, the number of clicks on the website and use of the search engine, 
republishing on other networks

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $15,000 $50,000 $200,000 

Loans/Other Debt Receipts $0 $10,000 $0 

Investments/Grants/Awards $10,000 $0 $0 

Subtotal $25,000 $60,000 $200,000 

Cash Uses

Cost of Goods Sold (B) $5,000 $15,000 $30,000 

Wages $500 $5,000 $20,000 

Rent $0 $1,000 $20,500 

Utilities $5,000 $5,000 $5,000 

General and Administrative $2,000 $2,000 $36,300 

Marketing $4,000 $5,000 $10,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $8,000 $15,000 $70,000 

Loans/Other Debt Payments $0 $12,000 $0 

Other Uses $0 $0 $5,000 

Subtotal $23,625 $62,813 $210,538 

Cash Flow $1,375 ($2,813) ($10,538)

Starting Cash Balance (sample prize amt) $10,000 $11,375 $8,563 

Cash Flow $1,375 ($2,813) ($10,538)

Ending Cash Balance $11,375 $8,563 ($1,975)

III. Notes

A. Revenue: Ads, Subscriptions, Product Revenue Percentage of Small Business Sales

B. Cost of Goods Sold: Website Build, Ad Placement, Product material cost

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

RaiseCo.

https://www.youtube.com/watch?v=iw5KpKXqc5g
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Reed Wolf Inc

TEAM MEMBERS
Xavier Reed
Aubre Thomas
Jada Grandy 
Karl Chatman 

EXECUTIVE SUMMARY

Reed Wolf Inc is a product manufacturing company derived from the ideas of engineers Henry 
Reed and Kevin Wolf, who, 15 years ago, created the idea for Lightway, a solar-battery-powered 
LED address sign. In paying homage to the original idea founders, our current team brought 
the long-abandoned project idea to life and created the company Reed Wolf INC. Reed Wolf is 
dedicated to providing technology that creates safe, lit environments for customers and their 
families. Looking for houses at night can be a daunting and even dangerous task, especially in 
unfamiliar territory. In the dark, address visibility can be restricted from friends, delivery workers, 
or emergency services who may be looking for a particular establishment. 

Reed Wolf Inc. has created Lightway,  a solar-battery-powered LED address sign that illuminates 
to make a location’s address more visible in the dark. Lightway is customizable to fit the design of 
the homeowner’s discretion and runs off of environmentally-friendly energy. Lightway uses light 
to project through the address number making it more visible.

Middle and upper-class homeowners will buy Lightway to enhance the safety, security, and 
visibility of their homes. Customers can be reached through our website until retail distribution 
is available. Our business will generate revenue through sales of the product, installation 
services, and additional accessories. Expenses will be incurred mainly through the production 
of the sign itself. Our key partners will be our plastic, LED, circuit board, solar panel, and battery 
manufacturing companies.

We will use internet marketing and customer referral strategies. We will also target real estate 
developers, contractors, and the National Builders Association. Lightway will be displayed at 
vendor trade shows. Smart Signs, Road Traffic Signs, and Nitebrite are a few companies that 
specialize in reflective-coated address signs. There are independent services on platforms like 
Etsy and Amazon, and existing signs with blacked-out letters and a dull white black light.

Reed Wolf Inc. is in the process of developing a prototype to display to investors and potential 
customers. This prototype will be complete within the next 30 days. Funds will go towards 
marketing, advertising, and sign production. We will use money from our sales to create more 
solar-powered LED products. 

I. Key Indicators

Our key indicators will consist of the amount of Units sold, and a decrease of manufacturing costs.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $6,998 $14,636 $29,272 

Loans/Other Debt Receipts $30,000 $0 $0 

Investments/Grants/Awards $37,500 $3,500 $0 

Subtotal $74,498 $18,136 $29,272 

Cash Uses

Cost of Goods Sold (B) $2,000 $4,000 $8,000 

Wages $9,500 $9,500 $9,500 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $3,000 $3,000 $3,000 

Marketing $4,000 $4,000 $4,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $20,000 $0 $0 

Loans/Other Debt Payments N/A N/A N/A

Other Uses $0 $0 $0 

Subtotal $38,500 $20,500 $25,693 

Cash Flow $35,998 ($2,364) $3,579 

Starting Cash Balance (sample prize amt) $0 $35,998 $33,634 

Cash Flow $35,998 ($2,364) $3,579 

Ending Cash Balance $35,998 $33,634 $38,679 

III. Notes

A. Revenue: Total revenue is calculated by sales of the product at $34.99 and installation which is an added $8 service. The amount of estimated installation service 
requests is at 20% of paying customers. Revenue growth can be attribtued to an increase in sales and decrease in production costs.

B. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

C. Capital Expenditures: $20,000 will be allocated toward the purchase of injection mold.

D. Each unit costs $9.79 per unit at 200 estimated units to be sold. Extra labor costs are to be expected.

E. Investor and Small business Loans.

F. We will continue to compete for grant monies in year 2.

Reed Wolf Inc

https://chipcast.hosted.panopto.com/Panopto/Pages/Viewer.aspx?id=76da86fa-49ed-4c66-9e6e-ad0500257085
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I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $500,000 $2,000,000 $7,000,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $200,000 $100,000 $0 

Subtotal $700,000 $2,100,000 $7,000,000 

Cash Uses

Cost of Goods Sold (B) $465,000 $1,860,000 $4,650,000 

Wages $80,000 $150,000 $300,000 

Rent $6,000 $12,000 $20,000 

Utilities $1,500 $3,000 $6,000 

General and Administrative $20,000 $30,000 $100,000 

Marketing $60,000 $100,000 $150,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $406,000 

Capital Expenditures (D) $200,000 $100,000 $300,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $832,500 $2,255,000 $5,932,000 

Cash Flow ($132,500) ($155,000) $1,068,000 

Starting Cash Balance (sample prize amt) ($132,500) ($287,500)

Cash Flow ($132,500) ($155,000) $1,068,000 

Ending Cash Balance ($132,500) ($287,500) $780,500 

III. Notes

A. Revenue: We anticipate selling about 17,000 commodities at an average cost of $30 per item in the 1st year, 50,000 commodities at an average cost of $40 dollars 
in the 2nd year and about 140,000 commodities in the 3rd year at an average price of $50. Our assumptions include: 
1. We hope to get seed funding from NVOC, personal savings and friends and family as well as other competition we hope to enter to raise a sum of $200,000 in 

our 1st year. 
2. We believe that the average cost of the goods that are purchased on the platform will increase because of inflation and people trusting the platform enough to 

spend more on it. 
3.  We anticipate that our sales will increase as we do more marketing, which is why our administration and marketing cost will grow annually.           

B. Cost of Goods Sold: We will not make any product, we hope to earn a 7% commission on every transaction that is done on our platform. So, our revenue will be 
about 7% of the total money we receive from customers, while the other 93% goes to our vendors.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: We expect to spend about $200,000 on our webapp development in the 1st year, improve it in the 2nd year and do another major upgrade in 
the 3rd year.

Silk and Purple Worldwide*
TEAM

Silk and Purple Worldwide*
TEAM MEMBERS
Olusiji Fadile   
Olawale Azeez

EXECUTIVE SUMMARY

Brief Summary: Silk and Purple is the access to worldwide tailor-fit fashion, bringing together 
on the same platform, vendors specialized in tailor-fit fashion from participating countries. Our 
mission is to enable people to design and customize their own fashion (clothes, shoes, bangles, 
etc.) and order them from anywhere to be delivered at their local addresses.

The Problem: Inability to access cultural and native attires and the international fashion market.  
Lack of access to affordable, customized fashion.  Additional costs to alter generic fashion.

The Solution: We will be an online marketplace for tailor-fit vendors and customers with a 
platform that connects customers to tailor-fit vendors around the world, thereby giving the 
consumers the power to decide what to wear. 

Underlying Magic/Value Proposition: The platform will facilitate an intuitive co-creation 
environment where customers can do the following: Tweak fashion designs to their specification 
virtually. Pay similar amounts paid for mass-produced fashion for tailor-fit products.  Access and 
order fashion specific to different countries and regions from anywhere.  Customers can take 
their body measurement, including other specifications and send it to vendors virtually.

The Business Model: We anticipate mostly customers between 22 and 50 years of age who are 
particular about their appearance and earn enough to afford what they want. We hope to start 
by launching in developing countries like India and Nigeria where tailor-fit fashion is currently 
mainstream. We will then harness the market locally and then expose the market to select 
developed societies like the USA, UK, and Europe which usually host a lot of internationals and 
immigrants. We hope to generate revenue by earning 7% of every transaction on the platform, 
from internal and non-competing external advertisements, and big data. 

Marketing & Sales Strategy: Advertisements to online and physical groups of people in 
diaspora.  Campaigns in countries that are mostly known for tailor-made fashion.  Targeted 
campaigns towards tailor-fit enthusiasts.  Take advantage of the new normal and people’s 
hesitation for in-person measurement.

Competition: E-commerce website offering fashion sales e.g., Amazon.  Physical and online 
fashion vendors offering tailor-made services e.g., M Tailor, Macy’s etc.

Status, Timeline and Use of Funds: 
• Status: Preliminary development stage.  
• Achievements: Prototype.  
• Funds Utilization: Webapp development 

https://www.youtube.com/watch?v=gb6Vmnfu6Zk
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I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $85,000 $200,000 $300,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $50,000 $150,000 $200,000 

Subtotal $135,000 $350,000 $500,000 

Cash Uses

Cost of Goods Sold (B) $0 $0 $0 

Wages $0 $150,000 $250,000 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $10,000 $30,000 $50,000 

Marketing $5,000 $10,000 $10,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $14,375 $0 $0 

Capital Expenditures (D) $50,000 $100,000 $25,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $79,375 $290,000 $335,000 

Cash Flow $55,625 $60,000 $165,000 

Starting Cash Balance (sample prize amt) $25,000 $80,625 $140,625 

Cash Flow $55,625 $60,000 $165,000 

Ending Cash Balance $80,625 $140,625 $305,625 

III. Notes

A. Revenue: Premium Phone App fees, Organization, Business, School Contracts & Paid Advertisements on Portal. Investments/Grants/Awards: $50,000.00 in 
Crowdfunding and Social Entrepreneurship Grants   

B. Cost of Goods Sold: No physical product, low-overhead. Intermediary website/portal

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Website and phone application development, advancement, and maintenance

E. Starting Cash Balance: Competition Awards, Personal Contribution

The Community Help Hub

TRACK:
10-Minute Presentations (2021)

TEAM

The Community Help Hub

TEAM MEMBERS
Anne Moritz 

EXECUTIVE SUMMARY

Brief Summary: TCHH is a one-stop shop portal connecting individuals looking to volunteer with 
organizations looking for volunteers. It’s all about connection and helping others, while making good deeds 
easy and convenient for those seeking a purpose or fulfilling obligations. 

The Problem: People shy away from volunteering because there’s no simple interface in which to do so. I 
have experienced that challenge and have spoken to others who have faced those same frustrations. 

The Solution: TCHH is a one-stop-shop portal that gives its members a home base to see quick, available 
ways to volunteer. You can filter whatever opportunities are available in your area/s of interest. With the 
premium version of the application, you can schedule and secure your volunteer spot directly on the 
application. 

Underlying Magic/Value Proposition: The magic is simply creating the opportunity for kindness, good 
intention, and fulfillment by helping others. That is absolutely priceless and leaves people wanting to come 
back.

The Business Model: TCHH will have low overhead and has substantial opportunity to grow and be used 
anywhere around the world.

Due to the convenience and time-saving proponents fees are as follows: 

• Individuals:    
 - $2.99 on-time premium phone application fee for individuals 
 - ($0.99 donated to a charitable organization of your choice)

• Organizations/Schools: 
 -  $100/month or $1,000/year 

• Businesses: 
 - $150/month or $1,500/year

Marketing & Sales Strategy: We will harvest contractual partnerships with organizations seeking 
volunteers or with businesses and schools who want to utilize the functionality of our portal for their 
employees and students.

We will hype the portal through social media drawing an empowered generation looking to get involved 
in their communities into the website and the interactive member portion of the website and application 
called, “The Good Deed Feed ™” Getting people involved by sharing the good deeds that they have done each 
day. #TheGoodDeedFeed #TheCommunityHelpHub.

Competition: TCHH targets a niche market and is going to be more expansive than any other volunteer 
website available. They will reach globally offering incentives and a convenient scheduling portal partnering 
with communities everywhere.

Status, Timeline and Use of Funds: The current status of the business is still in its concept and development 
phases, but is progressing rather quickly. Soon we will be focus on application development and partnering 
with local organizations and expanding from there within the next 12 months.

https://chipcast.hosted.panopto.com/Panopto/Pages/Viewer.aspx?id=6a5f910e-ab6a-4b51-9571-ad05003c739c
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TEAM

The Embers Initiative

TEAM MEMBERS
Casey Croad

EXECUTIVE SUMMARY

Central Michigan University has the capability of making Mid-Michigan one of the most 
prosperous areas in the state. However, the University is struggling in both retention and 
graduation rates among undergraduate students. In the past decade roughly 57% of first year 
students have graduated from CMU, and only 77% returned for their second year. Students are 
looking for more value-added experiences that line up with their academic degree. 

The Embers Initiative is a student co-op program that provides students with the practicality they 
seek through experience, a direct networking hub, and more career opportunities. This is a multi-
department program, which pays students a wage while they earn college credit. After speaking 
with most of the Department Chairs within the College of Business, the Dean, the President, and 
many others, we decided to organize this as an internship course. This internship will partner 
with Ignite Donuts, LLC which is a local student run venture founded at CMU. 

Since this is an academic internship, The Embers Initiative will receive 50% of the current 
class fees associated with it which will cover our operating expenses of the model and the 
labor involved for the facilitation of the program. It helps the University by creating a brand 
image expressing the opportunities that are available for both parents and students. It helps 
the community by utilizing local partnerships by becoming more synced with one another. The 
program is marketed through University faculty, recruiters, and The Embers Initiative team- by 
providing materials and events to discuss the experience in detail.

Some of our competitors are from other programs at universities such as ASU, and University 
of Dayton, but none of these provide the connectedness and practicality of a business and 
academia working together.

Our team is made up of dedicated CMU students and alumni that have the necessary skills to 
mentor both students and faculty. We are hoping to begin this initiative as early as January 2022. 

I started my own business while at CMU, and now am a proud Alum. Through my business I have 
been able to successfully create this model, mentoring students as they embrace opportunity. 
Our goal is to grow this University wide.

The merit of winning the NVOC this year will give me a much higher return than any financial 
prize. It will make the statement of doing. The statement that CMU does, because that is what 
“We do”.

I. Key Indicators

Credit Hours: 6 x 30 students (6 departments * 5 students each)= 180 credit hours * Tuition ($432/hour) = $78,000/ 50% fee 
= $39,000 in year 1  Business Camp: $500 for week long camp * 25 high school students * 3 global campuses * 3 summer 
sessions = $112,000

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $39,000 $203,000 $550,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $75,000 $100,000 $0 

Subtotal $114,000 $303,000 $550,000 

Cash Uses

Cost of Goods Sold (B) $0 $25,000 $75,000 

Wages $130,000 $210,000 $400,000 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $1,000 $5,000 $10,000 

Marketing $10,000 $25,000 $50,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $0 $0 $50,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $141,000 $265,000 $585,000 

Cash Flow ($27,000) $38,000 ($35,000)

Starting Cash Balance (sample prize amt) $50,000 $23,000 $76,500 

Cash Flow ($27,000) $38,000 ($35,000)

Ending Cash Balance $23,000 $76,500 $40,875 

III. Notes

A. Revenue: Year 1 focuses on the student fee, then business camp gets involved beginning year 2, and steadily grows for the next several years

B. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

C. Capital Expenditures: An app in year 3 to expand marketing reach and better serve the students

D.  Since this is a service business our main measures are the amount of students taking this class, plus the number of students going to the camp. Our costs are high 
in the wages section due to the salary of my core team. We will offset our expenses by creating an agreement with the University that provides office space and we 
will have the University pay the students similarly to the current systems in place for businesses like Starbucks, etc.

The Embers Initiative

https://www.youtube.com/watch?v=I07KFImx6MA
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TEAM

Tower Planter

TEAM MEMBERS
Alexandria Habra 
Caleb Kolenko     

EXECUTIVE SUMMARY

Brief Summary: A father took his daughter to the Science and Industry Museum in Chicago 
Illinois where they visited the Smart Home exhibit. While there, a simple PVC pipe planter utilized 
roof space for the house’s “occupants”.  Throughout high school and her mechanical engineering 
college career, the girl wondered how that design could be improved.  She finally has an answer; 
the Tower Planter, which provides affordable and efficient garden spaces.

The Problem: In the urban civilization of today, gardeners are becoming absent. People simply 
can’t grow plants well in limited spaces. Large windows are useless for keeping plants without a 
windowsill or room for tables, and you certainly can’t leave plants on the ground.

The Solution: With its vertical and segmented design of the Tower Planter, plants can utilize the 
entirety of window spaces, and be easily moved from window to window or rotated to catch the 
sunlight they need or receive specialized watering.

Underlying Magic/Value Proposition: The locking mechanism within each segment of the 
planter allows for the passage of water while maintaining the soils integrity for each segment’s 
plants. Plants can be moved from tower to tower should sunlight not be adequate, without fear of 
soil falling out from the moving sections.

The Business Model: The model will be focused on selling planters that could stack on each 
other. The customer base will be individuals who like to plant. The financing will come from the 
funding from the New Venture Competition to start-up the business. The production will be 
outsourced. Gain exposure through advertisements and enter flower and novelty shops. 

Marketing & Sales Strategy: Using psychographic segmentation to market to individuals who 
like to plant. The tower planter will target individuals who support a green lifestyle. The planters 
will be sold in kits of three. Advertised in novelty magazines to attract target audience. Position 
product as affordable planter that can be used in small space. 

Competition: Bloem Living. Butler Box and Stake, Inc. (Injection molding). Mr. Stacky (Planters 
can stack). Washington Pottery Company. Green Stalk (Planters can stack)

Status, Timeline and Use of Funds: Currently prototypes are made. Finish product and build up 
inventory in years one and two. The funds will be used to finance materials, operating expenses, 
and capital expenses to manufacture product. 

I. Key Indicators

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $80,000 $902,500 $2,205,000 

Loans/Other Debt Receipts $0 $0 $75,000 

Investments/Grants/Awards $45,000 $0 $0 

Subtotal $125,000 $902,500 $2,280,000 

Cash Uses

Cost of Goods Sold (B) $460,550 $508,597 $839,524 

Wages $0 $50,000 $60,000 

Rent $34,003 $34,003 $50,000 

Utilities $5,000 $7,000 $8,800 

General and Administrative $30,000 $33,000 $36,300 

Marketing $30,000 $40,000 $50,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $100,000 $100,000 $100,000 

Loans/Other Debt Payments $0 $0 $25,000 

Other Uses $0 $0 $0 

Subtotal $533,415 $823,825 $1,169,624 

Cash Flow ($408,415) $78,675 $1,110,376 

Starting Cash Balance (sample prize amt) $50,000 ($358,415) ($279,739)

Cash Flow ($408,415) $78,675 $1,110,376 

Ending Cash Balance ($358,415) ($279,739) $546,792 

III. Notes

Tower Planter

https://drive.google.com/file/d/1KpnyFg4ZogToRNnalFBIbPZ06AOaCsMN/view
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TEAM

Uncaged Solutions 

TEAM MEMBERS
Aaliyah Cupil
Summer Tolbert
Chloe White        

EXECUTIVE SUMMARY

Uncaged Solutions is a brand consultancy firm offering services to promote economic equity 
for small, Biracial & People of Color (BIPOC) retail businesses in the Midwest and Southeastern 
region. With recent 2021 studies, the BIPOC community contributes 1.3 trillion dollars to the 
advancement of the United States economy, but lacks economic resources within their own 
communities. Started by three passionate black women, Uncaged Solutions is dedicated 
to bridging the racial wealth gap through the advancement of BIPOC communities in the 
entrepreneurial realm. Through the guidance of Uncaged Solutions, we will offer businesses 
the skills and knowledge to successfully navigate the personal journey of entrepreneurship and 
cultivate lucrative businesses that challenge the current competitive landscape. Recognizing 
the need for sustainability, Uncaged Solutions has pinpointed several services that would be 
beneficial in helping these businesses progress. 

Uncaged Solutions will offer personalized brand audits with the follow-up option of choosing 
from a la carte service offerings that include logo packages, web design, mobile application 
development, company development training, and brand direction with Aaliyah Cupil, Summer 
Tolbert, and Chloe White. With their unique backgrounds, businesses will have access to 
personalized website development, content creation, social media marketing strategies, data 
analysis and forecasting, company development training, and project development information. 
Uncaged Solutions recognizes that these skills have a rooted history of challenges within BIPOC 
businesses and aims to be an anchor for beneficial business development. In addition to these 
services, Uncaged Solutions’ main source of income will stem from our VIP membership. 
BIPOC businesses will be able to network amongst other businesses, utilize unlimited consulting 
opportunities, access premium training, attend tailored workshops, and receive continuous 
website optimization through monthly membership. 

Through our research of other consulting businesses, there is a lack of representation within 
entrepreneurship that supports BIPOC businesses efforts to sustain and build generational 
wealth. Uncaged Solutions is determined to not only build wealth, but build and strengthen 
the communities that we serve. Through our services, we place value on accessibility and 
transparency for building community and staying socially engaged. Through our current work 
with BIPOC small businesses, social media marketing, and networking, we expect to market 
and gain additional customers. Within the next five years, Uncaged Solutions is expected to be a 
central hub resource that houses a collective of BIPOC businesses with intentions of community 
collaboration. This community will serve as a database for businesses to utilize in their journeys 
towards growth. 

I. Key Indicators

Meeting our service goals each month, and year; number of brand audits, logo packages, consultations, web design projects, 
and number of company training sessions, customer retention, customer business growth, attendance to trainings and 
workshops, website traffic, and business partnership

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $137,300 $267,400 $527,600 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $4,500 $0 $0 

Subtotal $141,800 $267,400 $527,600 

Cash Uses

Cost of Goods Sold (B) $2,625 $1,575 $1,050 

Wages $0 $116,640 $116,640 

Rent $1,980 $1,980 $480 

Utilities $5,631 $0 $0 

General and Administrative $1,823 $1,799 $1,799 

Marketing $595 $604 $604 

Other Cash Uses from Operations $200 $400 $600 

Estimated Income Taxes (C) $31,111 $36,101 $101,607 

Capital Expenditures (D) $0 $0 $0 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $1,105 $1,225 $1,425 

Subtotal $45,071 $160,323 $224,205 

Cash Flow $96,729 $107,077 $303,395 

Starting Cash Balance (sample prize amt) $25,000 $121,729 $228,806 

Cash Flow $96,729 $107,077 $303,395 

Ending Cash Balance $121,729 $228,806 $532,202 

III. Notes

A. Revenue: Brand Auditing ($2,500-$4,000): 7 per year at lower range, Consultations ($50 per hour; 1 hr per client): 3 per month, Logo Packages ($60-$500): 2 
premium per month, 3 standard per month, 5 basic per month, Web Design ($350-$1,000):  2-3 per month, 2 lower end prices, 1 higher end, Company Development 
Training Sessions ($500-$5000 *Prices may vary depending on the labor of sessions): Average 4 clients in the lower range $500 per month, 4 contracts per year 
at higher end 

B. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

C. Software:  Technology software Adobe, Canva, and Google Drive to carry out creative projects

D. We will not pay ourselves the first year; the focus will be development to ensure our services are up to par for upcoming projects

E. We will invest $4,500 of our personal money  

Uncaged Solutions 

https://www.youtube.com/watch?v=XMveatlNwPE
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TEAM

Voice Search MarketingTM*
TEAM MEMBERS
Priscilla Nuñez
Aaron Cheng

EXECUTIVE SUMMARY

Voice Search Marketing™ is a brand Consulting Agency offering metric tools for Voice Influencers™ 
to showcase their impact to brands from our Social Audio Networks. In turn, we help Voice 
Influencers™ advertise, market, and share information regarding products and services via 
networks and instant social audio outlets for revenue increase, activations, and long-term 
campaign performance. 

The Problem. Currently, 89% say ROI from influencer marketing is comparable to or better than 
other marketing channels. The future of marketing is changing and conforming to instant audio AI 
technology (bigcommerce.com). The problem is that influencers are not paid their hard-working 
value and many times are compensated via gifted items. 

Our Solution. Our proprietary voice AI software tools assist companies with branding solutions and 
instant social audio marketing partnerships with business professionals. We do this by improving 
influencer experiences and engagement. Our software will help increase customer acquisitions; 
integrate automation; eliminate inefficient marketing processes and eliminates product launch wait 
time. This saves companies time and money and pays the influencer their value. 

Underlying Magic. Voice Search Marketing™ tools processes the influencer data in real time while 
encouraging long-term engagement with brands, customers, and influencers providing multiple 
ways to interact with influencers and in turn successfully launching call to actions for purchases to 
be made. 

Business Model. We license our software to Digital Marketing companies to serve their branding, 
business professionals seeking influencers, and independent influencers. We will use pay per 
performance model for influencers and Digital Marketing companies will pay upfront. 

Marketing & Sales Strategy. We will generate leads by utilizing pay-per-click (PPC) campaign 
marketing and organic Search Engine Optimization (SEO) and Social Audio networks. We also 
anticipate launching a reward crowdfunding campaign.

Competition. Our competition includes Launch Pad, Audiobrand, VoiceNet services. 

Team. Our team includes our Founder - Priscilla Nuñez, Co-Founder - Aaron Cheng

Advisory Council: The advisory council is made up of five extremely talented business executives 
with backgrounds in business leadership, entrepreneurship, artificial intelligence patents, mergers, 
and acquisitions. 

I. Key Indicators

Voice Search Marketing™ Key Indicators are as follows: brand awareness, engagement rates, website traffic, influencers, 
influencers’ social audio KPIs, lead generations, partnership campaigns, sales, and return on investment. 

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $268,500 $747,495 $955,500 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $25,000 $0 $0 

Subtotal $293,500 $747,495 $955,500 

Cash Uses

Cost of Goods Sold (B) $79,200 $220,500 $286,650 

Wages $7,500 $15,000 $30,000 

Rent $3,000 $7,500 $8,250 

Utilities $5,000 $8,000 $8,800 

General and Administrative $30,000 $33,000 $36,300 

Marketing $5,000 $5,500 $6,050 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $34,075 $110,749 $140,488 

Capital Expenditures (D) $10,000 $50,000 $10,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $173,775 $450,249 $526,538 

Cash Flow $119,725 $297,246 $428,963 

Starting Cash Balance (sample prize amt) $10,000 $129,725 $426,971 

Cash Flow $119,725 $297,246 $428,963 

Ending Cash Balance $129,725 $426,971 $855,934 

III. Notes

A. Revenue: Calculated based off of potential sales of brand consulting, partnerships and tool services provided.

B. Cost of Goods Sold: 30%  is allocated to services and marketing. Much of the work is performed by Aaron and myself. $80,500 paying for coding skills, efforts, 
energy and the service tools created. Once the tools are automated costs of Goods will go down significantly to 15% after year 3.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: information here

E.  No large capital expenditures anticipated. 

Voice Search MarketingTM*

Pitch Not Submitted

 https://www.bigcommerce.com/blog/influencer-marketing-statistics/#10-most-important-influencer-marketing-statistics-for-2020
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TEAM

Electron Virtual Reality

TEAM MEMBERS
Chris Eakin                                   

EXECUTIVE SUMMARY

Brief Summary: Virtual Reality (VR) gaming is the future of entertainment. However, it remains 
a costly investment only available to affluent gamers and businesses. I discovered this first 
hand after experiencing my friends VR headset, only to discover I couldn’t afford my own. This 
experience inspired me to create Electron Virtual Reality (EVR).  

The Problem: VR solutions currently on the market are too expensive for most gamers and 
small businesses. Initial investments for VR range from $500 to over $1,000. Do-it-yourself (DIY) 
solutions exist, but they are too complex.

The Solution and Value Proposition: EVR is an affordable (under $100) VR solution for gamers 
and small businesses. EVR turns the user’s smartphone into a VR headset. It comes with 
everything you need to start playing VR games: controller, cords, software, and the headset for 
your phone.  EVR will be compatible with existing online video game marketplaces, enabling users 
to play the same VR games as other expensive VR systems.

The Business Model: We will utilize original equipment manufacturers (OEMs) and wholesalers 
to lower the COGS of the EVR.  This includes licensing existing software. This strategy will save 
us thousands of dollars in R&D. Electron VR will use a B2C model, selling the VR system online 
directly to gamers aged 16-25. We will also sell to smaller businesses, who need VR for other 
applications like training or tours, utilizing a B2B model.

Marketing & Sales Strategy: EVR has a two-pronged marketing strategy.  The first prong is a 
crowdfunding campaign.  A successful crowdfunding campaign will cause EVR to go viral and 
attract potential customers. The second prong is to distribute the prototype headset to online 
influencers.  

Status, Timeline and Use of Funds: EVR’s Kickstarter campaign is currently being developed with 
a target launch date summer 2021. This takes place in “Year 1”. Units will ship to backers about a 
year after the conclusion of the campaign in “Year 2”. EVR units will be sold online in “Year 2 and 
3”. Funds raised from NVC will be used to help launch the Kickstarter campaign in “Year 1”.

I. Key Indicators

“Year 1” of the venture is focused on the Kickstarter campaign. The funding goal will be $5,000. This will require 67 backers 
contributing $75, or more backers contributing smaller amounts. The main reward on Kickerstarter will be the Electron VR 
system. Smaller rewards will be available as well.   
In Years 2 and 3, Electron will be sold online through marketplaces like Amazon and Ebay.    

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $5,000 $35,000 $140,000 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $5,000 $10,000 $0 

Subtotal $10,000 $45,000 $140,000 

Cash Uses

Cost of Goods Sold (B) $3,350 $17,500 $70,000 

Wages $1,000 $10,000 $35,000 

Rent $0 $3,000 $6,000 

Utilities $0 $2,000 $4,000 

General and Administrative $1,000 $2,000 $5,000 

Marketing $2,000 $5,000 $6,050 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $1,000 $2,000 $3,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $7,700 $40,188 $132,163 

Cash Flow $2,300 $4,813 $7,838 

Starting Cash Balance (sample prize amt) $100 $2,400 $7,213 

Cash Flow $2,300 $4,813 $7,838 

Ending Cash Balance $2,400 $7,213 $15,050 

III. Notes

A. Revenue: “Year 1” revenue is derived from the Kickstarter campaign that will occur in “Year 1”. In subsequent years revenue will be derived from the sale of the 
product.

B. Cost of Goods Sold: In “Year 1” Electron VR will sell for $75 with COGS of $50. Profit will be $25 per unit sold with a 33% margin. In Year 2 and 3, COGS will decrease 
to $35 per unit. The sale price of the product will be reduced to $70. This will yield a profit of $35 per unit and a 50% margin.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: No substantial Capital Expenditures are required.

E. In “Year 1” $5,000 will be gained from winning best 2 minute pitch at NVOC. In “Year 2”, the company will gain a $10,000 investment. In “Year 1” the operation will be 
small, so there is no need to rent a dedicated space for the business.

Electron Virtual Reality

https://www.youtube.com/watch?v=7t7qjpm7tyc
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I. Key Indicators

First Year = 750 accounts and 23,000 ad money. Second year 1,343 accounts with 40,300  ad money. Third year 2,082 accounts 
with 62,465 ad money. We plan for our revenue to make up 80% premium accounts cash and 20% ad money. Our premium 
accounts will be $12 a month and ad price will vary on exposure / client segment. (location where rev comes)

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $115,000 $201,500 $312,325 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $15,000 $0 $0 

Subtotal $130,000 $201,500 $312,325 

Cash Uses

Cost of Goods Sold (B) $17,000 $28,500 $34,500 

Wages $65,000 $91,000 $127,400 

Rent $3,000 $8,000 $13,500 

Utilities $1,800 $3,500 $5,500 

General and Administrative $20,000 $24,000 $28,000 

Marketing $25,000 $35,000 $50,000 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $0 $0 $0 

Capital Expenditures (D) $10,000 $50,000 $10,000 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $136,975 $239,125 $277,881 

Cash Flow ($6,975) ($37,625) $34,444 

Starting Cash Balance (sample prize amt) $10,000 $3,025 ($34,600)

Cash Flow ($6,975) ($37,625) $34,444 

Ending Cash Balance $3,025 ($34,600) ($156)

III. Notes

A. Revenue: Revenue comes from our premium and advertising sales. Customers wanting a better platform and higher ranking among peers will pay for ads and 
premium to get a better search result on our website. Numbers are from 1 year premium accounts / Ad Money. Premium accounts make up 80% of our income / 
the other 20% being ads.    

B. Cost of Goods Sold: Our service will need around 65,000 to start. 

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate. Our service will need around 65,000 to start.

D. Capital Expenditures: Fully digital online company, small capital expenditures will be needed unless fast growth.

E.  We offer an online platform for the For Sale By Owners real estate market. We aim to connect to Appraisers, Inspectors, Home workers / Builders / Landscapers to 
a bidding process to have the FSBO find the best service for selling their home on their own. Our customers will be able to meet through a one stop shop for the real 
estate industry. We generate cash by charging users premium accounts and ads to reach more clients / workers / home owners. 

(RealBid) Real Estate Online BrokerTEAM

(RealBid) Real Estate Online Broker

TEAM MEMBERS
Jake Debeau
Skyler Brown   

EXECUTIVE SUMMARY

Service Description 

Offering an online platform connecting Real Estate For Sale By Owners to a bidding platform to 
meet brokers, agents, appraisers, inspectors and home workers through an online hub for the 
real estate industry. We find brokers, agents, appraisers, inspectors and home workers for you, at 
the cheapest price possible, in order to put money back in your pockets. We aim to make the For 
Sale By Owner process of selling and buying homes much easier in the real estate industry today. 
Consumers will be able to find new connections to home workers that will be able to bid jobs 
through our website and meet potential clients.

Problem / Solution 

Two problems we plan to attack within the real estate industry is to connect For Sale By 
Owners to all the connections they need in order to sell their home through the internet. 
The other problem involves a lack of competition and awareness for homeowners and real 
estate companies to find the best price for selling their homes, quoting appraisals and home 
inspections that are needed before consumers or companies can sell. 

Target Audience 

FSBO / Realtor Agents / Brokers / Appraisers / Inspectors / Home improvement work sector 

Conclusion 

This one stop shop will bring a new online way to sell your home by owner. We aim to make 
the process of selling homes easier for the homeowners by connecting them with agents, 
appraisers, inspectors, and home workers through a bidding process online. We aim to give our 
clients the easiest and most financially beneficial way to sell their home on their own through 
the internet. We plan to bring a competitive landscape to the real estate industry and will help to 
make the FSBO selling model simpler in the near future. 

Our website creates an online hub for buyers and sellers to meet agents, brokers, appraisers, 
inspectors and home improvement workers to all bid on jobs / homes, bringing the best price to 
their clients and connecting agents, brokers, inspectors, appraisers through an online hub. This 
will result in saving time and money for all For Sale By Owners using our platform. This will also 
increase business for brokers, agents, appraisers, inspectors and home workers in order to gain 
new clients and jobs. 

https://www.loom.com/share/26c707aa0b6f4715b282947fcf6150c6
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TEAM

Recirculate

TEAM MEMBERS
Hunter Malinowski

EXECUTIVE SUMMARY

Brief Summary: I was a gymnast for 12 years – and accumulated t-shirts through that whole 
time. Even with donating many of them, I still have bins left. I’ve also recently witnessed a shift 
towards sustainability on social media, and it made me question myself. Instead of donating all of 
these t-shirts, where many of them end up thrown out, what if there was another use for them? 
Recirculate takes old shirts and upcycles them into new garments.

The Problem: Over the years, people tend to accumulate A LOT of t-shirts – I personally have bins 
and bins full of old shirts. Most of these shirts end up thrown away or donated. In fact, an average 
consumer throws away 70 pounds of clothing every year. 

The Solution: Recirculate takes old t-shirts and upcycles them into fresh, wearable garments.

Underlying Magic/Value Proposition: To reduce waste, Recirculate takes t-shirts that would 
likely be discarded and turns them into new garments that are sustainable and one-of-a-kind.

The Business Model: Selling through Depop, then moving to our own website, and establishing 
distributer relations with sustainability stores.

Marketing & Sales Strategy: Focus heavily on Instagram marketing as that is where the shift to 
sustainable fashion is occurring.

Competition: T-shirt blanket, t-shirt dress, recycled water bottle clothes, and crochet fashions

Status, Timeline and Use of Funds: Currently in the prototyping phase. A year will be spent 
prototyping and researching to develop a collection of garments. During this year, we will meet 
with thrift and secondhand stores to discuss the possibility of using donations that they would 
throw away for our business instead. Marketing on Instagram will also occur. Then, we will 
begin selling through Depop, and move to our own website once a consumer base has been 
established.  From there, we will discuss distributer relations with sustainable stores.

Funds will be used to purchase (in priority order): Juki industrial sewing machine ($629), knitting 
machine ($70), Brother ScanNCut Fabric Cutter ($239), packaging, employees to help create and 
package goods, dress form ($100), research and development, DSLR Camera for product photos 
($700), large weaving loom ($70), Adobe Creative Cloud Subscription ($600/yr).

I. Key Indicators

Number of goods sold; number of repeat customers; number of social media followers

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $8,077 $20,580 $25,390 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $6,500 $4,000 $0 

Subtotal $14,577 $24,580 $25,390 

Cash Uses

Cost of Goods Sold (B) $312 $891 $1,040 

Wages $3,840 $8,640 $11,520 

Rent $0 $4,200 $4,300 

Utilities $0 $2,400 $2,500 

General and Administrative $136 $170 $120 

Marketing $400 $500 $550 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $789 $867 $1,247 

Capital Expenditures (D) $938 $309 $239 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $6,415 $17,977 $21,516 

Cash Flow $8,162 $6,603 $3,874 

Starting Cash Balance (sample prize amt) $5,000 $13,162 $19,766 

Cash Flow $8,162 $6,603 $3,874 

Ending Cash Balance $13,162 $19,766 $23,640 

III. Notes

A. Revenue: 270 products sold in the first year; average of $47.15 paid per product ($29 per shirt; $99 per cardigan); sold through an online marketplace (Depop) and 
our website

B. Cost of Goods Sold: Costs $0.99 for material to make the shirts; costs $4.95 for material to make the cardigans; 200 shirts made; 23 cardigans made; labor to 
make garments included in wages

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. Capital Expenditures: Juki Industrial Sewing Machine ($629); Brother ScanNCut Fabric Cutting machine ($239) (buy one more every year); King Size Knitting 
Machine ($69.99) (buy one more year 2)

Recirculate

https://www.youtube.com/watch?v=g___jY83iXk
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TEAM

The Fitting Room

TEAM MEMBERS
Jordan Craven

EXECUTIVE SUMMARY

Brief Summary: With North America accounting for 363 billion dollars in retail returns a year, 
there is a major opportunity to decrease the number of returns nationwide.  The mission of this 
application is to cut back on profit loss, fabric consumption, and fuels used to ship returns. As 
well as provide an exceptional experience for the end users.

The Problem: When consumers buy clothing online, the product descriptions are vague, and 
most users have to guess on how the piece of clothing will look on them based off of models who 
may not be the same size or even be wearing the same piece of clothing being marketed.

The Solution: I want to create a 3D modelling application where users input just a few body 
measurements, pick the article of clothing they want, and it will model exactly what that article of 
clothing looks like on their specific body type.

Underlying Magic/Value Proposition: With this app, users will have the options of online clothes 
shopping, with the benefit of a virtual fitting room.  They will get the correct size, type of material, 
and can have confidence that their purchase will be exactly what they want.

The Business Model: This E-commerce business model is a Business-to-Consumer model and 
relies primarily on partnerships with retail organizations in the U.S.

Marketing & Sales Strategy: The main marketing would come from the retail partners who 
would partner with the fitting room application and point users to the application. The secondary 
marketing would be mainly through social media advertising.

Competition: There is some competition in the market, but most are applications that give the 
users 2D models or have less measurements to discern their ‘true fit’. There is only one company 
that has 3D modelling software like The Fitting Room.  What sets us apart from the competition is 
that we would be selling our product straight to the consumer.  A survey with over 100 responses 
in the designated target market determined that full access to this service would be worth up to 
$10 a month.

Status, Timeline and Use of Funds: This application is still in the initial stages of production, and 
the focus right now is to finish the customer discovery process and complete the beta versions 
of the modelling software. The funds, when won, will go towards the software development and 
testing process so a beta version of the code can be released in January of 2022. 

I. Key Indicators

Our key indicators are the number of companies that sign up to be a part of this service, the number of customers, and the 
articles of clothing modeled per year.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $165,903 $331,806 $663,612 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $0 $0 $0 

Subtotal $165,903 $331,806 $663,612 

Cash Uses

Cost of Goods Sold (B) $49,771 $99,542 $199,084 

Wages $15,000 $25,000 $75,000 

Rent $2,500 $3,000 $5,000 

Utilities $3,000 $3,200 $4,000 

General and Administrative $3,318 $6,636 $13,272 

Marketing $16,590 $33,181 $66,361 

Other Cash Uses from Operations $0 $0 $0

Estimated Income Taxes (C) $8,295 $16,590 $33,181 

Capital Expenditures (D) $10,000 $10,000 $30,000 

Loans/Other Debt Payments $0 $0 $0

Other Uses $0 $0 $0

Subtotal $108,474 $197,149 $425,898 

Cash Flow $57,429 $134,657 $237,714 

Starting Cash Balance (sample prize amt) $5,125 $62,554 $197,211 

Cash Flow $57,429 $134,657 $237,714 

Ending Cash Balance $62,554 $197,211 $434,925 

III. Notes

A. Revenue: Average about 1350 users during year 1, double in year 2 and again year 3. A survey with over 100 responses in the designated target market determined 
that full access to this service would be worth up to $10 a month.

B. Cost of Goods Sold: The costs of this product would be the website and application costs.

C. Estimated income taxes assumes 25% depreciation each year over four years and a 25% income tax rate.

D. $5,000 for winning first place at the 2021 NVOC and $125 from the 2021 Bob Mark Business Model Competition.

The Fitting Room

https://drive.google.com/file/d/1pRrKbeUleyUCnJ_AWwVbWNCYfcSnT301/view
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TEAM

Tyler’s Backyard Lip Balm

TEAM MEMBERS
Jesse Ballard
Ali Dabak
Patrick Jones
Nikole Podsiad

EXECUTIVE SUMMARY

Brief Summary: Tyler’s Backyard Lip Balm started as a project by Patrick Jones and his son Tyler. 
Tyler asked his dad one night if they could make their own lip balm that was good for people and 
good for the environment. The corporate mission statement is “Saving the world, won lip balm at a 
time.”  The use of “won” is deliberate to make people question it and remember it.  In remembering 
it, they will be left with positive feelings (winning, victory).

The Problem: There is a lack of environmentally friendly products on today’s lip balm market. Most 
offerings are made with petroleum-based products, either through their plastic tubes, plastic 
packaging, or petroleum-based ingredients, such as petroleum jelly and petrolatum. 

The Solution: We are offering a lip balm made with 100% USDA approved organic ingredients 
packaged in a biodegradable tube wrapped in biodegradable packaging. 

Underlying Magic/Value Proposition: Our value proposition is having the entire package the final 
customer is purchasing made with all natural and organic ingredients, from the ingredients to the 
packaging. 

The Business Model: With both direct and indirect sales, we will generate revenue by charging 
customers and retailers for our products. 

Marketing and Sales Strategy: One way we plan on reaching out to this demographic is by 
partnering with local nonprofit groups. By offering an exchange of advertisement space or 
potentially paying them to advertise in their newsletters or on their social media accounts, we can 
reach our targeted market. Another method is to provide free samples to social media influencers 
for their reviews or as “swag bags” to give out at eco-conferences to spread our name. 

Competition: The main competition we have identified are Earth’s Daughter, Sky Organics, eos, Art 
Naturals, and Dr. Bronner’s.  

Status, Timeline, and Use of Funds: We are currently in the development phase. We have a 
working prototype and are aiming to have our final logo design and website operational by June 1, 
2021, distribution channels and LLC paperwork complete by July 1, 2021, and to be USDA approved 
for 100% organic ingredients, as well as certified for no animal cruelty/testing in our products 
by January 1, 2022. We are planning on using the funds from the competition for legal fees and 
marketing/distribution costs.

I. Key Indicators

Our key indicators are the number of tubes sold, rate sold per week, sales growth rate, net income, gross income, 
manufacturing/distribution costs, sales by channel, new distributor penetration rates, and returning customer rates.

II. Cash Flow & Balance Year 1 Year 2 Year 3

Cash Sources

Revenue (A) $14,040 $37,440 $70,200 

Loans/Other Debt Receipts $0 $0 $0 

Investments/Grants/Awards $0 $0 $0 

Subtotal $14,040 $37,440 $70,200 

Cash Uses

Cost of Goods Sold (B) $4,680 $12,480 $23,400 

Wages $0 $0 $0 

Rent $0 $0 $0 

Utilities $0 $0 $0 

General and Administrative $1,404 $3,744 $7,020 

Marketing $5,616 $7,488 $14,040 

Other Cash Uses from Operations $0 $0 $0 

Estimated Income Taxes (C) $585 $3,432 $6,435 

Capital Expenditures (D) $0 $0 $0 

Loans/Other Debt Payments $0 $0 $0 

Other Uses $0 $0 $0 

Subtotal $12,285 $27,144 $50,895 

Cash Flow $1,755 $10,296 $19,305 

Starting Cash Balance (sample prize amt) $10,000 $11,755 $22,051 

Cash Flow $1,755 $10,296 $19,305 

Ending Cash Balance $11,755 $22,051 $41,356 

III. Notes

A. Revenue: Based on sales target per year. Our year 1 target is $14,040 dollars. Our year 2 target is $37,440 dollars per year. Lastly, our year 3 revenue target 
is $70,200 dollars. We assumed increases in mostly online purchases with some being local affiliates. In regards to how these amounts were calculated, we 
multiplied our target unit sales/yr by the expected sales price/unit.

B. Cost of Goods Sold: Our product will cost on average $4.50 to our consumers and be around 30 cents to manufacture 10000 products.

C. Our estimated income tax is $580 dollars, which equates to around 25%. Regarding tax depreciation, we have accounted for that as well in our marketing plan.  

D. Capital Expenditures: We have no expected capital expenditures.

Tyler’s Backyard Lip Balm

https://vimeo.com/534696527
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Recognition
Thank you to all of those who helped host the 2021 New Venture Online Competition!

Joe Affholter CMU Faculty, Entrepreneurship Department

Julie Baker Program Manager, Isabella Bank Institute for Entrepreneurship

Kurt Baringer Multimedia Manager, CMU College of Business Administration

Melodie Boling Senior Director of Development, CMU College of Business Administration

Jim Bollella CMU Faculty, Broadcasting & Cinematic Arts Department

Ajay Caal Audio, NVOC Awards Broadcast

Kevin Campbell CMU Faculty, Broadcasting & Cinematic Arts Department

Lauren Creighton Host, NVOC Awards Broadcast

Giovanni DeAgostino Host, NVOC Awards Broadcast

Christian Grant Floor Director, NVOC Awards Broadcast

Lauren Graves Reporter, NVOC Awards Broadcast

Katherine Hadar CMU Faculty, Broadcasting & Cinematic Arts Department

Emma Hug Reporter & Technical Director, NVOC Awards Broadcast

Christina Kallis Camera Person, NVOC Awards Broadcast

Chris Kazor Producer & Host, NVOC Radio Broadcast

Matt Kelley Camera Person, NVOC Awards Broadcast

Jack Labounty Producer, NVOC Awards Broadcast

Justin Lyle Director, NVOC Awards Broadcast

Julie Messing Director, Isabella Bank Institute for Entrepreneurship

Jessica Meyers Marketing, Communications and Social Media, CMU College of Business Administration

Chris Moberg Dean, CMU College of Business Administration

Chase Montague Host, NVOC Radio Broadcast

David Nows CMU Faculty, Entrepreneurship Department

Allison Osterdale Graphic Designer, CMU College of Business Administration

Brenda Pung Executive Secretary, Entrepreneurship Department

Rachel Rademacher Reporter, NVOC Awards Broadcast

Russell Shellburg Graphics, NVOC Awards Broadcast

David Stairs CMU Faculty, Art & Design Department

Jeff Thomas Chairperson, Entrepreneurship Department

Sara Trine Graduate Assistant, CMU College of Business Administration

Ed Woelfert CMU Faculty, School of Accounting

Penny Woelfert CMU Faculty, Entrepreneurship Department

Central Michigan University’s College of Business Administration is the home of the Isabella Bank 
Institute for Entrepreneurship and the first Department of Entrepreneurship in the state of Michigan. 
Our goals are to teach practical skills, inspire innovative thinking, and connect students with mentors and 
other resources. We accomplish this through activities such as workshops, the New Venture Competition, 
Pitch to the Pros and Make-A-Pitch event, where students from all disciplines interact with experienced 
alumni, faculty, entrepreneurs, investors, and other leaders to become better prepared to DO!

Next year, we are excited to integrate the NVC into a course that will serve as an idea accelerator for 
students from all across campus. Specifically, ENT 497G (Freelancing Ventures) will be a 3-credit course 
offered in the fall and spring terms on Tuesdays and Thursdays from 3:30 to 4:45 pm. Students will, 
among other things, examine self-employment opportunities and develop their ideas while leveraging 
mentors and other resources available through the NVC.  ENT 497G will not have prerequisites. We also 
offer several other curriculum options in entrepreneurship, including:

• Several à la carte Entrepreneurship Courses  – where undergraduate and graduate 
students from various programs enroll in individual entrepreneurship courses

• Certificate in Entrepreneurial Studies – where undergraduate students complete 12 
credits of entrepreneurship and business-related coursework

• Minor in Entrepreneurship – where undergraduate students complete 21 credits of 
entrepreneurship and business-related coursework

• Major in Entrepreneurship – where undergraduate students pursuing a B.A.A. degree 
complete approximately 45 credits of entrepreneurship and business-related coursework

• Master of Entrepreneurial Ventures – where graduate students earn a practical and an 
online master’s degree in one year (if full-time) or two years (if part-time)

• Accelerated Master of Entrepreneurial Ventures – where students can earn both an 
undergraduate degree and a master’s degree in four years plus one additional summer

• Entrepreneurship Area of Emphasis – where MBA students complete 9 credits of 
600-level entrepreneurship coursework

Entrepreneurship at CMU 

To learn more about these offerings or upcoming offerings through the institute,  
please call 989-774-3270 or visit cba.cmich.edu.  

https://www.cmich.edu/colleges/cba/Pages/default.aspx
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