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Executive Summary

Description of the Social Enterprise Venture - A Car Buying Service Program targeting local
service agencies as its initial strategic customer segment, creating a full disclosure, purchasing
advocacy center. The venture shall be name Automotive Buying Center (A.B.C.)

Industry and Market Analysis - Wheels of Success (WOS has observed the need of other
social service agency partners to provide reliable transportation to their clients. Most of these
agencies have stated that a clear demand exists for a FULL SERVICE CAR BUYING
PROGRAM and that many of their clients are willing to pay for this program. In conducting
research of the automotive industry, we have found that the consumer typically buys from a
dealer’s inventory. OQur program however wants to empower the consumer to select from a wider
inventory of available vehicles in the industry at a wholesale cost.

Marketing Plan - the Buying Service Program will be geared toward two demographics; P1 to
all recipients of the Earned Income Tax Credit (EITC) through social service agency/employer
community partnerships and P2 to the buying market at large, mainly but not limited to women.
Women spend $300 billion annually on used car sales, maintenance, repairs and service (Road
and Track Magazine, Female Buyer Study). A.B.C. is committed to obtain the trust of this
market thru honesty, advocacy and full disclosure.

Management Plan - WOS has successfully accomplished its mission for the last five years of
operation. We have provided personal transportation solutions by partnering with the community
in a circle of support to keep people working and sustaining their independence. Foliowing the
same vision, A.B.C. would serve to expand our services by offering our program to all
consumers interested in a pre-owned vehicle. Advocacy and full disclosure are two principles
that are not always present in the current used car business.

Operational Plan - W.0.S. has served the community for five years and is fully licensed,
insured and approved by the Division of Motor Vehicle as an Independent Car Dealer. WOS has
extensive reputable experience in working with people who have barriers to employment and
D.L.T. Wholesales is well established for over fifteen years in automobile sales, warranty,
diagnostic and service. .

Social Return on Investment - The Automotive Buying Center, A.B.C., will provide consumers
the best quality vehicles possible. Through A.B.C. consumers have the opportunity to purchase
better quality vehicles at wholesales prices inspected and repaired by a licensed mechanic.
Additionally, every car comes with a 90 day warranty and education on maintenance. This
model enhances the quality of vehicles that clients can afford while increasing employability and
in turn will create productive contributors to society.

Financial Plan - Existing assets, infrastructure and manpower of W.0.S. will assure a
successful startup and economic operations. The initial funds of this venture were provided by
grants and internal capital loan funds.

Business Goal and Objectives — WOS’ goal is not only to provide transportation solutions to
the working poor but also to increase the quality and durability of every vehicle by providing
additional services such as new tires and batteries. A.B.C. hopes to help the consumer avoid
buying a vehicle they cannot afford or is not in good condition, simply because it “looks good”,
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Description of the Social Enterprise Venture

Wheels of Success (WOS) is a community based 501-C (3) non profit organization founded in
2003. WOS is dedicated to providing personal transportation solutions by partnering with the
community in a circle of support to keep people working and sustain their independence. Qur
program supplies qualifying families in need with reliable vehicles and/or car-care services so
that they may arrive at work dependably, take their children to school, shop for groceries, and
participate in community activities. We offer resources necessary to prevent their lives from
skidding out of control. WOS obtains vehicles through purchase or donation, and restores them
to good running condition through the support of partners in the automotive industry.

DLT Wholesales Inc. (DLT) is such a partner, providing quality vehicle assessment and repair
service to WOS. The vision of DLT is to provide honest, accurate, and affordable service to the
community at large. In addition, DLT also provides WOS with a discount on repairs at or below
industry cost.

In alignment with the community service provided by WOS and its servicing partners we are
creating an Automotive Buying Center which is an Advocacy Based Full Service Car Buying
Program—hereby referred to as A.B.C.

In the automotive dealership industry, there are two types of business licenses: franchise dealers
(new vehicles) and independent dealers (previously owned vehicles). WOS is licensed as the
latter. As an independent dealer, WOS is able to reach the entire used vehicle purchasing market.
Initially, our program will provide a car buying service, working in conjunction with agency
partners such as Positive Spin and the Prosperity Campaign in Hillsborough and Pinellas
counties, who work with E.1.T.C. (Earned Income Tax Credit) recipients, as its beginning
strategic consumer segment, as well as our employer partner Caspers Company/McDonalds. We
will provide the opportunity for the consumers of our agency partners/employers (Attachment) to
purchase a reliable and economical pre-owned vehicle.
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The Goals and Objectives of A.B.C. are as follows:

¢ To advise and empower the consumer as to the most sensible solution for their
automotive needs through a custom based consumer profile.

o To assess the viability of potential vehicles (i.e. gas consumption, repair history, future
maintenance costs, etc).

e To provide a selection of top choices available in the entire automotive market at
wholesale cost---not limiting the consumer to specific brands.

¢ To provide mechanical certification to meet all safety standards and to ensure vehicular
longevity.

® To provide training (i.e.: car care clinics) in an effort to prevent larger repairs that could
have been avoided through regular maintenance.

* To provide personal budgeting support classes to help the consumer stay within their
financial means.

» To advise the consumer of insurance coverage protection costs, and assist them in
selecting the most economically appropriate plan for their needs.

A_B.C. will provide the consumer with advocacy and full cost disclosure to ensure that all of
these aforementioned goals and objectives are met and provide all consumers with a 90 day
warranty. Our philosophy is that NO VEHICLE SHOULD BE PURCHASED “AS IS”,
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Industry and Market Analysis

Market Analysis: For the A.B.C. Program there are two distinct demographics. The first
market will be people who are recipients of the Earned Income Tax Credit (EITC); this is our
primary demographic or P1. Our goal will be to target this population through community
partnerships with social service agencies and employers. Our second market will be the larger
market of consumers looking for assistance to purchase a new or used vehicle at a wholesale
price, through a buying service that charges a graduated flat fee to assess and purchase a car,
provide a warranty, and educate the consumer on financing options and vehicle maintenance.
This will be our P2 demographic.

Current Market Size is based on research from Scarborough in their 2008 Survey. Research
shows 190,100 adults in Hillsborough County alone plan to buy a new or used vehicle in the next
twelve months. The demographic split for the market is 56/44 men versus women respectively.

The success of single point, no-negotiation pricing is an automotive phenomenon. This market
shows that many consumers are uncomfortable negotiating the price of the vehicle. Our service
will allow the consumer to receive the best pricing, value and benefit for their dollar with a team
that will negotiate every area of the automotive purchase process.

Currently, there are automotive brokers whose business model is tied to a percentage of the
vehicle’s value. Our model is a graduated flat fee model that will provide to the consumer a
better value regardless of the price of the vehicle.

The market growth potential is based on several factors. Based on difficult economic times, we
feel that consumers need a buying advocate to allow them to get the best automotive value for
their dollar. In addition, with our P1 market, the urge to purchase a vehicle from a “buy here,
pay here” lot without a clear understanding of the vehicle history, financing and reliability can
cause a debilitating situation for the consumer. As more and more consumers qualify for the
earned income tax credit, we see an opportunity to advocate on behalf of the consumer.

Page 4



Marketing Plan

Our enterprise program has several distinct competitive edges including fixed pricing, and a
turnkey program where each aspect of the purchasing process is managed by our consultant
team.

Services will be marketed initially to partner social service agencies/employers, EITC programs
and to non-profits throughout Hillsborough, Pinellas, and Pasco Counties. We will provide
marketing collateral on our services to be given to potential consumers. In addition we will
develop grassroots programs in low to moderate income neighborhoods to educate consumers
about our program. One of our primary targets will be recipients of The Prosperity Campaign’s
assistance. We will continue to develop and enhance our partnership with non-profit and
government agencies through education such as “lunch and learn” seminars to educate their staff.

Seasonality will affect the business in year one and year two. Since our model will be based on
support of populations who receive the Earned Income Tax Credit (EITC), the majority of
business in the first year will take place between January 1st and April 30" .

Our public relations strategy will be based on a “guerilia” PR strategy of persistent
communication to local media and stakeholders within the Hillsborough, Pinellas and Pasco
County communities to educate any and all residents about our ser- -~ We will develop a
media tour to launch the imtiative anc “nrrieg tO COL.. ~*- notential
consumers of the benefit of an auto purchase auve.
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Management Plan

Wheels of Success (WOS). founded by Susan Jacobs, is based on knowledge from both personal
experience and expertise running a staffing agency, which gave her insight into how critical
reliable transportation is to low to moderate-income workers and their families. Whether it is
raising funds or overseeing vehicle donations, Ms. Jacobs is a champion of the financially-
challenged working class, who WOS services.

Ms. Jacobs is not alone, acknowledging that it takes a village in order to be responsive to
community needs; a very dedicated group of committed volunteers from the local business and
social service sectors serve as members of the Board of Directors. The management team
biographies (Attachments) highlight six members committed to this venture. A description of
A.B.C.’s business needs, and how these individuals will ensure program success, as well as serve
as assets to A.B.C, is listed below:

1. Nonprofit Management. ... Susan Jacobs, Founder/CEO, is a socially driven, hands-on
executive with a proven record of implementing innovative programs.

2. Social Agency Partnership...... Jonathan Vanden, Manager of the Transitional
Housing Program at The Spring of Tampa Bay has served for over eight years in various
social service capacities and also personally has extensive automotive knowledge.

3. Finance...... Jonathan Browy, Vice President Fifth Third Bank has been a commercial
banker since 1994.

4. Industry Partnership......Luis A. de la Torre Sr., Advisor-currently retired has been in
the retail dealership business for 28 years.

5. Marketing and Advertising...... Elissa Nauful, Managing Partner—Ingenuity Group is
the owner of a unique marketing and advertising business.

6. Accounting...... Anthony Gonzalez, Audit Senior Manager, Ernst & Young, LLP has
served as a public accountant since 1996,

7. Business Development...... Karl Hoenecke, USB Financial Services has been a business
development advisor to franchise owners and business groups.

A.B.C. is totally complementary to the mission of WOS and fits within existing operational
functions. In providing a full disclosure, pro-consumer buying service to the community,
A.B.C. will ensure that all rights are protected as well as help prevent unfair selling techniques
and sub-prime lending.

Any consumers requiring financing will be pre-approved by A.B.C. financial partners at the best
possible rates (currently in negotiation with several finance institutions about partnership).
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Operational Plan

W.0.S. is already funded, licensed, equipped and operational to facilitate reliable transportation,
However, the program focus is securing donated vehicles and repairing them through automotive
partners to low-income families at a minimal cost. As a social entrepreneurship program to support
WOS, A.B.C. will be able to reach the next level of consumers with limited funds as well as those who
do not qualify for our program. Based on our experience working with families who qualify for the
Earned Income Tax Credit, they are now purchasing vehicles that often need repair soon after they drive
the car off the lot and must then choose between making the repair or making the car payment if they
have financed part of the vehicle cost. This often leads to repossession of the vehicle, thus leaving them
with no car and no money for another. By keeping this market financially solvent through reliable
transportation, other social services could be directed to a larger audience.

A.B.C. plans to help over 80 families in the first year; eighty families who will now have reliable
transportation and be able to continuing working, thus not being dependent on other social service
financial assistance. This is in addition to the more than 100 families that W.0Q.S. helps each year.

An Operations Manager will be hired in order to meet this goal; other support work will be
accomplished by the current staff of WOS. All potential prospects will be required to provide A.B.C.
with a complete personal and family profile in order to facilitate proper vehicle selection. Family size,
distance from work and schools, income, and other pertinent factors will be used to advise each
consumer on the best vehicle selection. Once the vehicle is purchased, a complete mechanical
inspection and necessary repairs will de done prior to delivery and all vehicles will carry a 90-day
warranty. Car care education programs will be made available on a monthly basis for all current and
potential consumers. A.B.C. believes that after-the-sale support is paramount in order to maintain
continuity and keep the buyer in a reliable vehicle.
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Social Return on Investment (ROI)

There are currently 4.4 million families with dependent children receiving aid from the social
agency, AFDC, at a cost of approximately $296 billion per year (Committee on Ways and Mean,
2002). The primary focus of welfare reform is for families receiving public assistance to become
gainfully employed. As this reform moves forward, it is imperative to the successtul
restructuring of the welfare system that employment is promoted.

However, we live primarily in a car driven society. The public transportation company, HART,
the only mass public transit system in Hillsborough County, has fares which range from $50.00
for monthly Local & Limited Express services to $80.00 for monthly Express service. These
charges are often accompanied by inadequate schedules and long wait times. This restricts
families by requiring them to live in the major cities thus increasing their residential costs and
forcing them to take jobs limited to the bus route. For example, if you reside in the
Seffner/Mango area, where rental prices are 9.80% lower than the Tampa area, it would take 2
hours and 11 minutes to get to a job in downtown Tampa. This includes 1 hour and 7 minutes

spent walking to the nearest bus stop.

A.B.C., will offer peace of mind by providing better quality vehicles at a lower cost for low to
moderate income working families. Worry-free transportation is one of the most important facets
of car ownership for low income families.. Consumers will be able to purchase wholesale
vehicles with the expertise of a mechanic on their side. The vehicles will be selected with
quality/safety in mind. Each vehicle will be inspected and repaired by a licensed mechanic.

Eighty-nine percent of the families receiving AFDC benefits are female-headed households
(Personal Responsibility and Work Opportunity Reconciliation Act of 1996). Our consumer
base will be highly impacted by these numbers and enable A.B.C. to provide assistance to
mainly, but not exclusively, women who are currently responsible for 65% of all new cars and
53% of used cars purchases and influencing 95% of all auto purchases (Road & Travel
Magazine). WOS.’ program consumer clientele is 95% female. Almost three-quarters (72%) of
the women drivers questioned, in a recent survey of 500 women, said they now take a male
partner, friend or family member with them for support and to help them get the best deal -
being afraid to ‘go it alone’ (Car Showroom Shake-up Report, 2007).
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Additionally, to support our consumer base we will provide free education in basic car
maintenance. Finally, every car comes with a 90-day warranty that provides our consumers
peace of mind not often achieved at a Buy Here, Pay Here car lot. Our primary goal is to keep
working families working and statistically, families that have transportation earn approximately
$1.50 more per hour and work 30 - 40 more hours per month (Work and Car Ownership Among
Welfare Recipients, 2001), enabling them to more consistently provide for their family’s needs.
A.B.C.’s buying program and full disclosure policy enhances the quality of vehicles that
consumers can afford while increasing employability and in turn will create productive
contributors to society.
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Financial Plan

The centerpiece of this plan is a recently-awarded grant from the Eckerd Family Foundation.
The intent of this grant is to help in creating financial independence for WOS by providing for
their infrastructure which will in turn help them to create a for-profit venture that will provide
them with long term sustainability. This funding will help provide for the labor startup costs.
The business monetary output for A.B.C. is minimal since we already have the proper licenses,
insurance and location for this venture. All of our projections are based on assuming a certain
number of facts:

e Positive Spin has over 200 prospects of which 25% normally purchase vehicles in the 1%
and 2™ Quarters of the year with their Earned Income Tax Credit (EIT.C).

e The Prosperity Campaign in Hillsborough and Pinellas Counties has over 2,000
prospects eligible for ELT.C. in 2009 (The Children’s Board alone had over 800
families apply at their location in 2008).

*  WOS. is committed to covering the necessary funds for A.B.C.’s initial twelve month
cash flow as needed

e The funding for the Operations Manager will be provided by a matched grant.

Funding through the Children’s Board as a resuit of winning this business plan competition will
enable A.B.C. to obtain additional advertising, develop additional marketing materials and to
create a vehicle inventory for the P1 core of our marketing plan.

The attached 12 month Profit & Loss Projections are based on one person attending the auction
three days per week and two days for product availability, cost analysis and on-line consumer
profiling. In addition, all contracts, registration and title work will be handled by a full-time
WOS administrative assistant. All other expenses such as auction fees, transportation,
mechanical repairs, purchase fees, all taxes, title and registration will be paid by the consumer.
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Cost Structure:

One fee based on automobile value:

$500 for vehicles priced less than $5,000

$700 for vehicles priced between $5,001 and $7,000
$1,000  for vehicles priced between $7,001 and $10,000
10% for vehicles priced at over $10,001

Estimated Sales for Year One: 88 cars.

Revenue per car: $500 flat fee
Total estimated revenue: $48,120

Estimated Sales for Year Two: 120 cars.

Revenue per car: $500 for 120 cars and $700 for 30 cars

Total estimated revenue: $81,000

Total sales volume cannot be estimated, as dollar volume will vary for each consumer: only our
rates stay constant based on the dollar amount purchased. During the first 6 months of 2009,
Eamed Income Tax Credit consumers will most likely account for over 90% of all sales as our
Marketing Plan indicates. It is imperative that a marketing campaign be ongoing during the first
six months in order to assure success during the second half of the year.
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ATTACHED FINANCIAL STATEMENTS

Startup Expenses
Breakeven Analysis
Profit and Lost Projections (12 Months)
Profit and Lost Projection (3Years)

Cash Flow (12 Months)
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A.B.C, Startup Expenses

Capital equipment cost

Location and Admin. Expenses
Rental

Utility

Legal and accounting
Insurance

Wages

Vehicle fuel

Total

Advertising and Promotional cost
Advertising

Printing

Total

Reserve for Contingencies

Total

Working Capital

Summary Statement

Source of Capital
Grant and other investors

Total source of funds

Total startup expenses
Location & Admin. Expenses
Advertising and Promotional
Reserve for Contingencies

Total Expenses

First month

$§ 0.
$ 650.
$ 310.
$ o
$ 150.
$ 2,500
$ 200.
$3,810.
$ 0.
$ 50
h 50.
$ 150
$ 150
$
$10,000.
$10,000.
$ 3,810.
3 50.
$ 150
$ 4,010

12 months

$ 0.

$ 7,800.
$ 3,720.
$ 0.
$ 1,800,
$30,000.
$ 2,400,

$45,720.

$ 1,500 (starting 3™ Qtr)

$ 600
$ 2,100

$ 1,800.

$ 1,800.

$

$ 10,000.

$ 10,000.

$ 45,720,
$ 2,100,
$ 1,800.

$ 49,620.
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3 Year Profit and Loss Statement

WOS Car Buying Program

Year 1 Year 2 Year 3
Revenue (Sales) ' R B
Buying Service: # Units 88 150 150
Buying Service Fees 44,000 81,000 81,000
Extended Warranty: # Units 0
Extended Warrany -
Insurance: # Units 0
Insurance -
Other Saies

Total Revenue (Sales)

Cost of Sales
Purchase Fees
Extended Warranty
Insurance

Other Cost of Sales
Total Cost of Sales

Gross Profit

Expenses . = ¥

Salary and related expense ‘

Car Repairs
Advertising

Printing

Fuel

Accounting and legal
Rent & Maintenance
Telephone

Utilities

insurance

Taxes (real estate, etc.)
Interest

Depreciation
Contingencies

Misc. {unspecified)
Totat Expenses

Net Profit

30,000

1,500
600
2,400

7,800

3,720
1,800

30,000

1,600
800
2,400

7,800

3,720
1,800
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