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CAMPUS ASSISTANT .CA 

Campus Assistant (CA) is a not-for profit organization that provides students with services that enable them to stand out and excel in their academic endeavours (Appendix 2). CA offers three core services:

1. Tutoring online and in-person

2. Seminars 
a. Seminars in popular core subject matters 
b. Study skills, such as speed reading or comprehension and memory recall 
c. Seminars designed for achieving in tests and professional designations such as the CFA, CMA, GMAT or LSAT 

3. Organizational Service 

Value Proposition (For quantitative analysis see Appendix 1) 
 CA has a comprehensive public data base that enables all potential customers to view and evaluate tutors and seminar instructors prior to hiring.  The data base will include CA verified credentials such as background checks, degrees earned, relevant experience, comprehensive ratings from CA, and also a cumulative rating from past parents and students. This along with not-for-profit status provides CA with a competitive edge as it can now provide substantial value to all customers and stakeholders involved.  
· Parents can save considerable amount of time because they no longer have to check the references of tutors hired and can feel confident leaving their child with an experienced and qualified tutor.  
· This convenience factor allows CA to charge going market price from the start

· Students will receive the tutoring community and resources they need to develop the skills and knowledge to help them reach their current and future goals. 
· Tutors will receive flexible part time work, income, reliable references, hours towards teachers college and credible employment history.
· This need for credible experience increases the demand for CA employment and allows CA to pay a slightly  lower hourly wage 
· Teachers and the educational system have limited resources and are often not able to help every student in need of assistance. CA will fill the gaps through its not-for-profit private tutoring as well as provide funding to educational programs and low cost (or free) tutoring for deserving students. 

· Teachers and school boards will be more inclined to promote CA as both individual students and the educational community as a whole will benefit. 
· Employers and colleges can attract the star tutors and keen students through advertising on CA website and can pay a small fee for contact information (at the discretion of tutors).
Marketing
In our first year, our marketing budget will be approximately $2500.  Our initial marketing will focus on personal effort (sales visits), low cost social and guerrilla marketing.

· Create flyers 
· Visit schools at end of the school days to hand out to students on their way home and/or provide directly to parents. 
· Deliver to local family-oriented neighbourhoods using a friend’s driveway paving company that employs students going door to door looking for sales.  This was arranged at no cost to CA.

· Book appointments with teachers, principals and school boards to explain our value proposition and how promotion of CA would be beneficial to them. Goal is to become the “Scholastic” of tutoring i.e. build credibility and prove value attractive enough for teachers to promote CA services. 
· Create posters 
· Place them in areas where there is a high amount of student and parent traffic (such as arenas, areas near schools, churches, etc.) 
· Prior to exam times, place posters in close proximity to the classrooms of subjects being presented.
· As we will be providing seminars to Carleton University Students and many of their classes are broadcast on Rogers Cable to a large amount of students, we will attempt to get posters situated in class rooms prior to taping.
· Website and Facebook page was created to help promote CA
· We will run web contests (current one has a prize of a net book) where in order for users to register they must press the “like” button. This will increase the take-home of the flyers and spread CA brand awareness. When the like button is pushed all of the user’s friends will see the company name on their wall and we can send messages and updates to the followers. 

· Twitter is another social networking tool that we will leverage. It enables CA to send messages to its followers about upcoming contents, seminars and events at zero cost.

Funding and Development (For quantitative analysis see Appendix 3, 4 and 5)
Campus Assistant is a web-based business completely self funded through bootstrap capital; our own savings, effort and other people’s efforts. CA’s major expense will be marketing, and as mentioned earlier the budget will be maximized through the use of social and guerrilla marketing. CA offers services on a prepaid basis so it enables CA to have a negative cash conversion cycle. This will enable CA to maintain a positive cash flow balance and not run into issues of liquidity. Although financial capital is not an issue in the start-up process, CA will leverage its human capital provided through its management team, their friends and families. CA’s current team has a diverse set of skills and contacts that will enable it to execute the business flawlessly, with the goal of being a three sigma company from the start. 
· Ken Le Clair, CEO has the vision, drive and passion to continue to push the company to succeed and expand.
· Anu Lindeman, GM has a solid track record for creative small business admin. She has a professional and personal connection to a programming community that will enabled CA to develop its initial website and database at virtually no cost. 
· Thibault Schubart, VP Marketing is our creative and has a talent for marketing and building a brand. 
· Harold Tenguia, CFO has a background in finance.  
CA’s intelligent and driven team will help ensure that CA’s business model and strategies are executed impeccably to support and elevate CA’s success. 
Appendix 1

Valuation of Services to Customers
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Hours tutoring 3 Cost per seminar $20.00 cost per calendar $15.00

Cost per hour tutor $35.00 per hour & assignment scheduling

Total Cost $105.00 Time Saved/week by using calendar 2.5 hours

Additional hours spent studying * 9 Time to create calendar on average 1.5

Hours to spend checking references* 2 without seminar Value of students time $22.50 per hour

Value of Parents time** $60.00 per hour Value of students time $22.50

per hour

Opportunity cost of students time $33.75

Opportunity cost of parents time $300.00 Opportunity cost of students time $202.50 to create detailed calendar

Opportunity cost of students time 56.25

through time savings

Value to parents $195.00 Value to student $202.50 Value of creation $18.75

Value of use $41.25 per week

*Hours spent checking references is estimated based on * The average amount of study hours saved by student

  calling past employers and transcripts as well as completing    by attending seminar

  criminal checks.

** This is the opportunity cost associated with an average ** This is the opportunity cost associated with an average

      parent's free time.  As free time is a limited resource we       student ‘s  free time.  As free time is a limited resource we

     should expect a premium on a person’s average salary. In      should expect a premium on a person’s average salary. In

     this case we made the assumption that the average parent      this case we made the assumption that the average student

    makes 40 per hour and added a 50% premium.     makes 15 per hour and added a 50% premium.


Notes:

 Although a calculation was not done to evaluate the future value of CA’s services to the student, it is worth noting that the payoffs can be quite large. For example, CA tutoring provides a platform for the student to excel in their studies and stand out as high performers among their class mates. This can mean the difference of receiving scholarships, being accepted into well respected colleges and universities and ultimately receiving high pay employment. 
Appendix 2

Business Model
.
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Students

Campus Assistant:

Tutor matching

Seminars

Schedules

Rating System

Performance tracking

References

Alumni

Employment agencies

Headhunters

Employers

Graduate schools

Schools

Facebook

Web contests

Campus posters

School visits, flyers

Tutoring hours for teacher students

References, background check 

– Safety (esp. for parents)

Customers Suppliers

Website

Parents

Teachers


ECQ score (CEO): 70
Guerrilla Marketing Score: 53

Business Model Test Score: 82

Appendix 3

Financial Model and Projections
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2012

2013

2014

Revenue:

Tutoring

$215,250.00

$861,000.00

$2,152,500.00

Seminars

38400

211200

384000

Organization

12000

24000

57000

Total revenue

$265,650.00

$1,096,200.00

$2,593,500.00

Costs:

Tutoring

Wages paid

92250

369000

922500

Bonuses

7380

29520

73800

Seminars

Instructor fees paid

4800

13200

24000

Bonuses

384

1056

1920

Room rental

9600

35200

80000

Organization

Calendar creation

8000

16000

38000

CGS

122414

463976

1140220

Gross Margin

$143,236.00

$632,224.00

$1,453,280.00

Operating Expenses:

Marketing costs

2500

35000

100000

Internet costs

600

600

600

Telephone

360

360

360

PayPal commision

$7,438.20

$30,693.60

$72,618.00

Administration Costs

0

50000

200000

Total Operating Expenses

10898.2

116653.6

373578

Income before taxes

$132,337.80

$515,570.40

$1,079,702.00


Please see appendix for breakdown of cost and revenue structures

Appendix 4

Cash Conversion Cycle

As Campus Assistant is a pure service company CCC is calculated as follows:

“Cash Conversion Cycle = Accounts Receivable Collection Period – Account Payable & Compensation Payable Payment Period
”

· As all CA’s services are prepaid our accounts receivable period is zero

· All wages and salaries will be paid on a bi-monthly basis so the accounts payable period is 365.25/26=14.04 days

· Therefore we will have a negative cash conversion cycle of 14.04 days
Financial Highlights
· Gross margin over the three years is 53.92%, 57.67%, 56.04% respectively

· 2013 profit increases by 289%. This large growth is due to 4 main factors. First we believe CA will gain traction in the Ottawa area through our guerrilla marketing and word of mouth done in 2012. Second in 2013 we will expand operations to the Montreal area. Not only does this expansion increase the size of our market for tutoring but it also offers CA substantial opportunity to increase its seminars and organization sales.  Third we will be introducing specialized seminars to our mix of seminars such as CFA, CA and LSAT preparation. This will enable CA to provide more seminars while increasing the average price charged. Finally, our 2012 profit will enable CA to increase its marketing budget so that we can experience higher penetration in the market

· 2014 profit increases by 109%. This is due to further expansion into the Toronto area. This area offers significant growth opportunities as it is the largest student market in Canada.  Although growth is still very high, higher admin costs curtailed some of the growth.  We expect that a significant investment will be needed in management personnel to be able to deal with the large increase in volumes.  This includes having staff in each of the major cities to manage seminars and maintain quality control. 

· As CCC is negative CA should never have an issue with liquidity in the company.

	
	
	


	
	
	


Appendix 5
Revenue and Cost structure:

	Revenue:
	
	
	

	Weeks in School year
	41
	41
	41

	Average # of Students/week
	50
	200
	500

	Average tutoring session
	3
	3
	3

	Billable hours/year 
	6150
	24600
	61500

	Cost per hour
	35
	35
	35

	Seminars per year
	32
	88
	160

	Students per seminar avg.
	60
	60
	60

	Seminar cost to student
	15
	15
	15

	Cost per organizer
	15
	15
	15

	Purchases
	800
	1600
	3800

	Costs:
	
	
	

	Base wage
	15
	15
	15

	Bonus
	10.00%
	10.00%
	10.00%

	Bonus amount
	1.5
	1.5
	1.5

	Est. % qualify for bonus
	80.00%
	80.00%
	80.00%

	Cost to students
	20
	20
	20

	Wage/seminar
	150
	150
	150

	Bonus
	10.00%
	10.00%
	10.00%

	Bonus ($)
	15
	15
	15

	Est. % qualify for bonus
	80.00%
	80.00%
	80.00%

	Room rental average
	300
	400
	500

	Cost per calender
	10
	10
	10

	Marketing costs
	
	
	

	Flyers , posters, lawnsigns
	2000
	6000
	18000

	Newspaper &  local media
	0
	20000
	40000

	Facebook page
	0
	0
	0

	Twitter
	0
	0
	0

	Blog
	0
	0
	0

	Ottawa forum posts
	0
	0
	0

	Contest
	300
	1000
	1000

	Tshirts
	200
	600
	600

	Internet cost/month
	50
	50
	50

	Telephone cost/month
	30
	30
	30

	Admin Costs
	
	
	

	Website Maintenance
	0
	5000
	10000

	Managment
	0
	50000
	150000

	PayPal cost
	$7,169.40
	$26,997.60
	$65,898.00

	Growth Estimates:
	
	
	

	Analysis of Average Students per location
	
	

	Year
	1
	2
	3

	
	
	
	

	Tutoring
	
	
	

	Ottawa
	50
	100
	150

	Montreal
	
	100
	150

	Toronto & Surrounding Area
	
	
	200

	Totals
	50
	200
	500

	
	
	
	

	Seminars
	
	
	

	Ottawa
	32
	40
	40

	Montreal
	
	48
	60

	Toronto & Surrounding Area
	
	
	60

	Totals
	32
	88
	160

	
	
	
	

	Organization
	
	
	

	
	
	
	

	Ottawa
	800
	1200
	1600

	Montreal
	
	800
	1400

	Toronto & Surrounding Area
	
	
	800

	Totals
	800
	2000
	3800


� http://www.loanfinancingguide.com/Unveiling_mystery_of_cash_conversion_cycle.html
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