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April 10, 2003

1517-1260 Marlborough Court

Oakville ON  L6H 3H5

Kathryn Hughes

Representative

CIBC

1500 Upper Middle Road

Oakville ON  L6L 5G8

Dear Ms. Hughes:

I want to extend my appreciation for the advice and guidance you have provided me with the enclosed business plan.  

Written Fare is a freelance writing business that I will singly own and operate out of my home as of January 2004.  I would like to request a line of credit in the amount of $10,000 to be used for the purchase of a new computer, computer upgrades, reference material, the start-up of a website, and for use as working capital.  I will invest at least $2,500 into Written Fare before start-up operations in January 2004.

The projections demonstrate that Written Fare can generate $14,290 during my first year of operation, more than enough to amortize the requested funding.

Please feel free to call me if any questions or concerns arise.

Sincerely,

Nicole Hewitt

EXECUTIVE SUMMARY

Written Fare is a freelance writing business that I will singly own and operate as of January 2004.  I will work out of my home in Oakville ON aided by two computers, cable Internet, two telephone lines, and many types of reference materials.  I will concentrate on two markets, informational copy and promotional copy, for both online and offline Canadian publications.  By the start of the third year, I will expand and write for clients worldwide.  I will charge 20% less than the guidelines as stated by the Periodical Writer’s Association of Canada.  These prices will serve as my key promotion.  Business cards will also be prepared to distribute during seminars and training workshops.  A website will be established by a professional designer by January 2004, and will contain my contact information and samples of my work. 

I will graduate with Honours from Sheridan College in April 2003 with a Business-Administration Marketing diploma.  Over the summer months of 2003, I will be enrolled in several courses in both editing and corporate writing from accredited associations.  In September 2004, I will attend the Journalism Program at Ryerson Polytechnic University in Toronto ON.

Since freelance writing is a very competitive business, I will join two esteemed Canadian associations before January 2004: the Editors Association of Canada and the Halton Peel Communication Association.  After gaining meaningful exposure through these two associations, I will join the Periodical Writers Association of Canada in January 2004.  Joining these organizations will allow me to establish contacts and advertise Written Fare.  

The Canadian freelance writing market is growing rapidly, primarily due to the Internet.  There are thousands of online publications, as well as thousands of print publications with web pages.  The Internet also houses hundreds of directories of companies looking for freelance writers.   Email has given us the ability to transfer documents to others in a matter of seconds, either locally or around the world.  

Written Fare will target on-line or offline publications across Canada and worldwide online publications that require informational copy content and promotional content.   These clients can be publications such as newspapers, journals, magazines, etc.  Targeting these publications and writing these types of articles will allow Written Fare to become known as an above-average freelance writing service.  

As the number of Canadian freelance writers is growing, I will face vast competition.  My main competition is younger writers with the same skills that I possess.

My contact information will be found on the EAC, HCPA and PWAC master lists, the EAC hotline, and my website.  I will actively seek out online and offline publications that may be interested in my specialties using Writer’s Digest 2002 and online directories.  

Written Fare is not departmentalized, as I am the owner, the President and the CEO.  I will not be receiving a fixed salary, as any net income will belong to me.  My sole employee will be a Shaun Pennel, a website designer from Spentechnology, located in Oakville ON.  Any additional staff will be obtained on a subcontract basis in order to keep labour costs low.

I will enter into the business with $2 500 in my personal bank account.  I hope to receive a CIBC Small Business Credit Edge (SBCE) line of credit for $10 000 before my start up operations begin.  There will be no set-up fees for the loan, and I will choose from a variable-rate or fixed-rate loan.  This choice will be made when I apply for the loan, as the choice will depend on whether prime is high or low.  Revenue is derived from a sole source, my customers, and I have projected to generate $14 290 within the first year of operation.

                                                                Business Description
Written Fare is a freelance writing business that will operate as a sole proprietorship. This business will provide freelance writing to a variety of medium worldwide including magazines, trade journals, and manuals.  Start-up operations will commence in January 2004.  Written Fare will concentrate on two types of writing - informational copy content and promotional content.  I will concentrate on the offline traditional Canadian market and the online world market for the first two years of operation in order to establish my name and writing.  At the start of the third year, Written Fare will expand into the rest of the world market and write for clients worldwide.  

I am Written Fare’s principal.  I will graduate with Honours from Sheridan College in April 2003 with a Business-Administration Marketing diploma.  Over the summer months of 2003, I will be enrolled in several courses in both editing and corporate writing from accredited associations.  In September 2004, I will attend the Journalism Program at Ryerson Polytechnic University in Toronto ON.

Written Fare will operate out of my home, supported by two computers and the Internet.  As the business expands, I will continue to work out of my home.  

I will register the name of my business, Written Fare, with the Ministry of Consumer and Business Affairs.  As a sole proprietorship that carries on a business under a name other than the owners must legally register its name, I will register in December of 2003.  This will be done for the cost of $60 through the Ontario Business Application.

Since freelance writing is a very competitive business with many competitors having years of freelance experience, I will join two esteemed Canadian associations before January 2004 to gain valuable exposure.  Prior to start-up operations, I will pay the $149.80 annual fee to join the Editor’s Association of Canada (EAC) as an associate member.  This association will allow me to participate “in all programs and benefits (of the EAC) except for voting privileges, and is open to anyone with an interest in editing, and to editors who, for a variety of reasons, may not have worked 500 hours as editors in the past year.”(Editors Association of Canada, 2003) Once I have worked over 500 hours as an editor, she will become a voting member. As a voting member, Nicole will be “eligible to serve as and vote for members of the National Executive, serve as a branch chair or treasurer, and vote on national issues”(EAC, 2003).  Some associate members have a great deal of experience but many others, like me, are beginners. The EAC National Conference offers members the opportunity to attend workshops, participate in the annual general meeting, and to meet other editors and publishing professionals from across the country.  The EAC email discussion board allows members worldwide to discuss editing issues with other members.  “The Hotline, a phone service available in all branches, puts clients anywhere in Canada in touch with editors looking for work”(EAC, 2003).
I will also join the Halton Peel Communication Association (HCPA) prior to start-up operations.  The HCPA is a “networking group of independent business people who work in a variety of communications fields” (Halton Peel Communication Association, 2003).  Members provide freelance services such as writing, editing, public relations, proofreading, etc.  After paying the $100.00 annual membership fee, I can attend the meetings and attend guest speaker lectures.  HPCA members also receive HomeWork, a bi-monthly newsletter filled with tips and articles, a newsletter which members are encouraged to give ideas to and write for. 

After becoming a member of both the EAC and the HPCA and gaining exposure and experience in the freelance writing business, I will join the Periodical Writers Association of Canada (PWAC) as an associate member for the annual fee of $265.00.  To join the PWCA, I must “show proof of having had at least one non-fiction, freelance article of at least 300 words published for pay in a print or online magazine or newspaper within the last 12-month period”(Periodical Writers’ Association of Canada, 2003).  To qualify as a professional member, a total of 60 points from all categories must be met.  Figure 1, on page 2, displays these point categories.

Figure 1

Point Categories for PWAC Professional Membership
· A1: magazine or newspaper articles (print or online) over 500 words = 10 points each 

· A2: magazine or newspaper articles (print or online) under 500 words = 5 points each 

· (A1 and A2 articles must collectively represent at least two different publications) 

· A3: magazine or newspaper staff writing: two or more years full-time or equivalent part-time experience = 15 points 

· B1: major writing projects (e.g., annual reports, government reports, newsletters, speeches, radio or TV documentaries, film scripts) = 10 points each 

· B2: other writing projects (e.g., radio broadcasts, telecasts, press kits, brochures, information packages) = 5 points each 

· B3: published books = 10 points each (PWCA, 2003)

“Of the 60 points, at least 30 must be from category A, with the remainder from either A or B. All work must have been done as a freelancer for pay, except staff writing (category A3). All materials must have been published within the last 24 months, except staff writing (A3) and books (B3), which may pre-date this period.”(PWCA, 2003) There are many benefits to joining the PWCA including the opportunity to attend local chapter social events and workshops, attending the Annual General Meeting, and meeting fellow freelance writers to share ideas.  

Since I lack the freelance writing experience that my competitors possess, Written Fare will charge 20% less than the competition.  Appendix 1 displays the Professional Fee Guidelines.  

The majority of Written Fare’s advertising will come through the three associations that I will be joining.  The EAC publishes the Directory of Editors listing each members name and contact information.  This journal is published once a year and is sent free to members, all Canadian publishers, numerous government departments, and many other potential employers.  The EAC also offers members a chance to purchase an editor’s email address (your.name@editors.ca.)  The HCPA members are listed in its annual directory, which is sent to both corporations and non-profit organizations that hire freelance communicators.  An HCPA membership includes a web site for each member with the HCPA web site, as well as HomeWork, a bi-monthly newsletter filled with tips and appealing articles. Members can also write for the newsletter to gain more exposure within the group.  The PWAC offers members a free listing on the national Find a Professional Writer website (www.writers.ca). This online database is used every day by editors, publishers, and corporate clients to match writers with projects they need written. Clients are able to find PWAC members listed by name, region, areas of professional expertise or interest, or publishing credits. PWAC’s national office will also forward member’s listings to editors, publishers, etc. seeking writers with very specific qualifications.  

Written Fare will be positioned as a new, exceptional freelance writing service, with Nicole being a motivated, creative, self-started individual.  The business will also be positioned around writing informational copy and promotional content.  Written Fare will meet all client needs and wants, and initially charge less than the competition.  

THE MARKET

There are a vast number of Canadian markets for freelance writers including: articles on travel, computers, culture; page fillers; press releases; brochure writing, user manuals; and information directories.  Each of these may be written for newspapers, magazines or journals either online or offline.  During 1996 and 1997 there were 1,552 periodicals in print including general consumer periodicals, special interest consumer periodicals, business or trade periodicals, farm periodicals, religious periodicals and scholarly periodical.  The average circulation per issue was 31,282, with general consumer periodicals having the highest circulation at 117,920 (Statistics Canada 1998).  Macleans magazine, the Toronto Star, and The Globe and Mail are all well respected periodicals that rely on freelance writers for quick and accurate pieces of quality writing.  

“Freelance growth is most marked in the New Media sector according to TNG Canada”(International Federation of Journalists 2002).  The growth of the Internet has greatly affected freelance writing.  There are thousands of online publications, as well as thousands of print publications with web pages.  The Internet also houses hundreds of directories of companies looking for freelance writers.   Email has given us the ability to transfer documents to others in a matter of seconds, either locally or around the world. 
As the field of writing and producing and delivering products electronically grows, “enormous opportunities will be created for the work from home entrepreneur to create a profitable business selling a range of “how-to” and “where to” informational products and services for both online and traditional offline markets” (Net-Write Publish 2002)  

Target Customer

Written Fare will target on-line or offline publications across Canada and worldwide online publications that require informational copy content and promotional content.   Research shows that the “most successful freelancers maintain contact with market trends and requirements and seek those areas where they can fill the needs of potential clients” (Net-Write Publish 2002).  These clients can be publications such as newspapers, journals, magazines, etc.  These particular customers are primarily concerned with the quality of the written work and the writer’s fee.  Targeting these publications and writing these types of articles will allow Written Fare to become known as an above-average freelance writing service.  

THE COMPETITION

According to Statistics Canada, the numbers of men and women in self-employment situations has jumped 51.3% between 1976 and 2002 (Statistics Canada 2003).  Although the article does not differentiate among different ventures, it can be said that the number of freelance writers in Canada is growing.

Statistics Canada is currently completing a Survey of Writers, a voluntary sample survey of freelance fiction and non-fiction writers residing in Canada.  Once this survey is completed, it will give a recent view of the competition in this industry.

“The increase perceived in freelance growth patterns is most marked among younger journalists”(IFJ 2002).  These younger journalists would make up Written Fare’s main competition, as this is the same age group with the same skills (IT, research, etc) that I possess.

Figure 2, on page 8, outlines the services and prices of Tracy Allen compared to what I will offer. Tracy Allen is a freelance writer located in Charlottetown PE.  She specializes in advertising/marketing, advice columnist, fiction, government submissions/proposals, news/press releases, report writing, and research.  Tracy has been published in numerous publications including The Insider, The Annex, and Bookstore-cool.com. 
	
	Tracy Allen
	Nicole Hewitt

	Company
	· T. Allen & Associates Inc.
	· Written Fare

	Number of Writers on Staff
	· One

· The associates perform workshops and seminars
	· One

	Website
	· www.tallenassocaites.com
	· TBA (ideally www.writtenfare.ca)

	Education and Experience
	· Bachelor of Business Administration - Honours

· 12 years + of management experience
	· 3 year Business-Administration Marketing Honors diploma

· Accredited editing and corporate writing courses

· Journalism program at Ryerson University in September 2004

	Associations 
	· PWAC

· Association of Professional Communications Consultants 
	· EAC

· HPCA

· PWAC

	Writing Services and Prices
	· Email campaigns 

· Initial set-up $50

· Each email $0.06

· Online marketing plans

· Varies from hourly advice for $50 to tailored plans from $3000-$5000

· Online surveys

· $150 per survey 

· $500 for analysis of survey

· Research

· $75 per hour

· Press release writing

· $100 per release

· Article/Newsletter writing

· Varies from $.25 to $1 per word

· Promotional content

· Includes brochures, ads, etc.

· Prices varies due to time involved from a minimum of $50
	· Research

· $50 per hour

· Periodical writing (on-line or traditional)

· $.20-$1.60 per word

· Newsletter writing (on-line or traditional)

· $.24-$1.20 per word

· Promotional content

· Includes brochures, ads, etc

· Price varies from $.20-$.48 per word or $80-$1600 depending on size pf project

· Press release writing

· $80 per release

· Website writing

· Varies widely as “business” sites pay more

· $.08-$1.60 per word


Figure 2

Comparison: Tracy Allan & Associates Ltd. and Written Fare

MARKETING STRATEGY

Written Fare’s clients will find my contact information on the EAC, HCPA and PWAC master lists, the EAC hotline, and my website.   I will actively seek out online and offline publications that may be interested in my specialties using Writer’s Digest 2002 and online directories.  Appendix 2 displays the PWAC’s standard freelance agreement that I will send to each client to ensure fair payment and publishing terms.  The letter may be modified to specifically suit each writing assignment.

Product

Written Fare will specialize in both informational copy and promotional content for both on-line and offline publications.  Editing services will follow as Nicole is trained in line editing, etc.  Appendix 3 presents a sales report entitled an Analysis of Buying Needs of the Boiler Room.  This report was completed in November 2001 for my Reports and Presentations class in which I received a grade of A+.

Price

Negotiations of exact fees will take place, but Written Fare will charge 20% less than the PWAC fee guidelines in order to attract more clients as outlined in the Business Description.

Place

Working from my home office, I will contract a professional web-page designer to develop a personal, two page website that will be able to be easily found by businesses seeking writers through various Internet search engines.  This website will include contact information, qualifications, and samples of my work

Promotion

Written Fare’s key promotion will be the reduced rates that I will be charging.  Since the gathered fee information does vary market to market, negotiations will take place between Nicole and her client to come to a fee agreement.  I will also create business cards for Written Fare to hand out to interested parties during training workshops, meetings, or seminars.  Appendix 4 displays a sample of my business cards.

LOCATION
Written Fare will operate out of my home in Oakville, ON with the help of two computers and the Internet.  As the business expands, I will continue to work out of my home.  Working from a home office will help to reduce many added costs for Written Fare such as furniture, heat and hydro costs, and rent.  I currently own one desktop and one laptop computer, a fax machine, copier, and printer. Cable Internet, reference materials and two phone lines will also be used for the business.

MANAGEMENT

Written Fare is not departmentalized, as I am the owner, the President and the CEO.  I will make all of the decisions, whether it is the price to charge a client or the choice of written work that I will complete.  Any additional staff will be obtained on a subcontract basis.  My marketing experience and education, along with the writing and editing courses I will be completing in the summer months, will allow me to make sensible, precise, and professional decisions.  Appendix 5 displays a copy of my current resume.

HUMAN RESOURCES

As I am the only employee of Written Fare, I will not be receiving a fixed salary.  All net income will be mine and will be placed in a bank account that will be specifically opened for Written Fare.

My sole employee will be a Shaun Pennel, a website designer from Spentechnology, located in Oakville ON.  He will design and maintain the basic upkeep of my website.  He charges $55.00 per hour of website design or maintenance and will be paid on a contract basis.  Any additional staff will be obtained on a subcontract basis in order to keep labour costs low.

Projected Cash flow

January 1 - December 31, 2004

	Details
	January
	February
	March
	April
	May
	June
	July
	August
	September
	October
	November
	December
	Total

	Cash beginning of year
	$2,500
	
	
	
	
	
	
	
	
	
	
	
	

	Sales
	$800
	$1,000
	$1,100
	$1,200
	$1,200
	$1,000
	$1,100
	$1,300
	$1,500
	$1,500
	$1,600
	$1,750
	$15,050

	Line of Credit
	$10,000
	
	
	
	
	
	
	
	
	
	
	
	$10,000

	Total
	$13,300
	$1,000
	$900
	$900
	$900
	$1,000
	$1,100
	$1,300
	$1,500
	$1,500
	$1,600
	$1,750
	$26,750

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Payments
	
	
	
	
	
	
	
	
	
	
	
	
	

	Telephone
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$360

	Internet
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$420

	Wages
	$2,200
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$2,805

	Office Supplies
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$600

	Interest on Loan (3% above prime)
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$1,200

	Rent (Utilities included)
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$3,600

	Depreciation
	$98
	$98
	$98
	$98
	$98
	$98
	$98
	$98
	$98
	$98
	$98
	$98
	$1,176

	Business name registration fee
	$60
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$60

	Membership Fees
	$515
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$515

	Total payments
	$3,388
	$668
	$668
	$668
	$668
	$668
	$668
	$668
	$668
	$668
	$668
	$668
	$10,736

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	$9,912
	$332
	$232
	$232
	$232
	$332
	$432
	$632
	$832
	$832
	$932
	$1,082
	$16,014


PRojected Income Statement

For the Year Ending December 31, 2004

	
	January
	February
	March
	April
	May
	June
	July
	August
	September
	October
	November
	December

	Sales
	$800
	$1,000
	$1,200
	$1,200
	$1,400
	$1,400
	$1,500
	$1,500
	$1,500
	$1,500
	$1,600
	$1,750

	Cost of Goods Sold

	Add: Line of Credit
	$10,000
	
	
	
	
	
	
	
	
	
	
	

	Less: Computer upgrades
	$2,500
	
	
	
	
	
	
	
	
	
	
	

	Gross Profit
	$8,300
	$1,000
	$1,200
	$1,200
	$1,400
	$1,400
	$1,500
	$1,500
	$1,500
	$1,500
	$1,600
	$1,750

	

	Expenses
	
	
	
	
	
	
	
	
	
	
	
	

	Telephone
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30
	$30

	Internet
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35
	$35

	Wages
	$2,200
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55
	$55

	Supplies
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50
	$50

	Interest on Loan (3% above prime)
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100
	$100

	Rent (Utililites included)
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300
	$300

	Business name registration fee
	$60
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0

	Membership Fees
	$515
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0
	$0

	Total Expenses
	$3,290
	$570
	$570
	$570
	$570
	$570
	$570
	$570
	$570
	$570
	$570
	$570

	
	
	
	
	
	
	
	
	
	
	
	
	

	Net Profit
	$5,010
	$430
	$630
	$630
	$830
	$830
	$930
	$930
	$930
	$930
	$1,030
	$1,180


Projected balance sheet

For the Year Ending December 31, 2004

	Fixed Assets
	
	
	
	Current Liabilities
	
	

	Computers
	$4,500
	
	
	Interest on Line of Credit
	
	$1,200

	Less Depreciation(10%)
	$450
	$3,950
	
	
	
	

	Office Equipment
	$1,200
	
	
	Long Term Liabilities
	
	

	Less Depreciation(10%)
	$120
	$1,080
	
	Line of Credit
	
	$10,000

	Reference Materials
	$1,000
	
	
	Wages
	
	$2,805

	Furniture
	$1,500
	$2,500
	
	
	
	

	Automobile
	$6,000 
	
	
	Total Liabilities
	
	$14,005

	Less Depreciation(10%)
	$600 
	$5,400
	
	
	
	

	Total Fixed Assets
	
	$14,820
	
	Owner's Equity
	
	

	
	
	
	
	Capital
	
	$3,315

	Current Assets
	
	
	
	
	
	

	Cash at bank
	$2,500
	
	
	
	
	

	Total Current Assets
	
	$2,500
	
	
	
	

	
	
	
	
	
	
	

	Total Assets
	
	$17,320
	
	Total Liabilities & Owner's Equity
	
	$17,320
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APPENDIX 1

These guidelines are based on fee information that was collected from PWAC members across Canada as well as various industries that regularly hire Canadian writers on a freelance or contract basis.  The fee information does vary largely between markets and locations.  

Professional Fee Guidelines

	Periodical Writing
	General Interest/Consumer Magazines
$0.50 to $2 per word
$200 to $8,000 per article
$150 to $400 per column
Trade/Special Interest Magazines
$0.25 to $1 per word
$200 to $1,000 per article
$100 to $250 per column

	Newspaper Writing
	Large Daily Newspapers
$0.20 to $0.50 per word
$100 to $1,000 per article
$150 to $400 per column
Smaller Community Newspapers
$0.10 to $0.40 per word
$50 to $300 per article
$50 to $300 per column

	Online/Web Site Writing
	Varies widely; "business" sites pay higher
$0.10 to $2 per word
$50 to $5,000 per article
$50 to $400 per column

	Advertising Material
	Copy/Scripts/News Releases
$0.25 to $0.60 per word
$100 to $2,000 per project
$40 to $100 per hour
$3 per second of script
Advertorials
(articles commissioned by advertisers)
$0.40 to $2 per word
$100 to $3,000 per article
$40 to $100 per hour


	Corporate/Business Writing
	Reports/Marketing Plans/Technical Writing
$1 to $2 per word
$300 to $12,000
$50 to $125 per hour

	Editing
	Varies according to publication/project
$30 to $60 per hour
$500 to $20,000 per project

	Ghost Writing
	Articles
Generally 2-3 times the usual rate
Books
$10,000 to $50,000 flat fee
Entire advance + 50% of royalties

	Government Writing
	News Releases/Studies/Reports
$1 to $3 per word
$500 to $100,000 per project
$50 to $125 per hour

	Newsletters
	Writing only; layout extra
$0.30 to $1.50 per word
$400 to $6,000 per issue
$50 to $80 per hour

	Scripts
	Radio (highly variable)
$40 to $80 per minute of script
Television (highly variable)
$60 to $130 per minute of script

	Speech Writing
	$500 to $8,000 per speech
$60 to $130 per hour

	Teaching/Instruction
	$25 to $80 per hour
$200 to $800 per day

	Translation/Adaptation
	Literary
$0.10 to $0.20 per word
Other
$0.25 to $0.60 per word
$40 to $80 per hour (Professional Fee Guidelines 2002)
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Periodical Writers Association of Canada

STANDARD FREELANCE PUBLICATION AGREEMENT
This agreement is between

________________________________________________________________   (“the Writer”)

and
________________________________________________________________   (“the Publisher/Client”)

DESCRIPTION OF ASSIGNMENT:

_________________________________________________________________

WORKING TITLE:


_________________________________________________________________

BYLINE TO READ:


_________________________________________________________________

SOURCE OF IDEA (“Writer” or “Editor”):
_________________________________________________________________

APPROXIMATE LENGTH OF ARTICLE:
_________________________________________________________________

DEADLINE:



_________________________________________________________________

TENTATIVE PUBLICATION DATE:

_________________________________________________________________

PRINT RIGHTS LICENSED (check):
___________
One-Time First Canadian Serial Rights





___________
One-time First North American Serial Rights





___________
English Language   ___________
French Language

FEE FOR PRINT RIGHTS LICENSED:
$ __________

WEBSITE RIGHTS LICENSED:

The right to publish the work in the original language on the following website:






Name: ___________________________________ URL: ___________________





Such right is (check one):  exclusive: _________   non-exclusive: __________





And is granted for a period of (check one):  24-hr day of publication: ________






7 days: ________   15 days: ________   30 days: ________






1 year: ________   6 months: ________   3 months: ________





After which such right (check one): 






becomes non-exclusive: ________   reverts to the Writer: ________

FEE FOR WEBSITE RIGHTS LICENSED:
$ __________

GENERAL EXPENSES:


The Publication agrees to reimburse the Writer for direct expenses incurred in






fulfilling this agreement. Such expenses shall include photocopying, fax, long-






distance telephone calls, internet charges, couriers, and





_______________________________________________________________.





Such expenses will not exceed a maximum amount of __________________.

TRAVEL EXPENSES:


The Publication agrees to reimburse the Writer for travel expenses to a





maximum amount of ________________. Travel expenses will include:





_______________________________________________________________.

The Writer agrees to write, and the Publication agrees to publish, a manuscript in accordance with the following Terms of Agreement. This agreement includes any attached materials initialed by both parties. The fee specified in this agreement does not include Goods and Services (GST) or other applicable national or provincial sales taxes. 

TERMS OF AGREEMENT
PART I:
THE WRITER’S OBLIGATIONS
1.
TRUTHFULNESS AND ACCURACY
1.1
The Writer will not deliberately write a dishonest, plagiarized or inaccurate statement into the manuscript. The Writer shall reveal any conflict of interest or possible conflict of interest to a representative of the Publication, hereinafter called Editor, upon receiving the assignment.

2.
SOURCES
2.1
The Writer will be prepared to support all statements in the manuscript and to assist the checker in verifying statements of fact.

2.2
In stories involving trials, public hearings or other controversial disputes, the Writer will try to check all sources against a transcript of the proceedings, if one is available.

3.
LIBEL
3.1
The Writer shall alert the Editor to special circumstances regarding a story that could present legal risks to the Publication. In the case of a libel action, the Writer shall support the Publication morally and by appearing for the defense, if requested.

4.
DEADLINES
4.1
The Writer shall deliver a clean, typed or word-processed manuscript on or before the agreed deadline. If the Writer cannot meet the deadline, the Writer shall give the Editor reasonable notice in advance of the agreed deadline. The Writer may not set a new deadline without the Editor’s permission.

4.2
If the Writer fails to complete the assignment on deadline without the Editor’s agreement to an extension, the Editor has the right to terminate this agreement and owe the Writer no further payment.

4.21
If the article proposal originated with the Editor, the Publication has the right to pay a kill fee in accordance with Section 15, and receive a copy of any draft manuscript and copies of any research material the Writer obtained. However, payment of the kill fee does not give the Publication the right to publish the manuscript.

5.
REVISIONS
5.1
The Writer and Editor will discuss the content, style, revisions, focus and point of view to be used in the manuscript. The Writer will then use his or her best efforts to write the manuscript within the agreed parameters and will obtain the permission of the Editor before departing from any of them.

5.2
If the manuscript, as submitted, fails to fall within the agreed parameters, the Editor may require the Writer to revise the manuscript. The Writer and Editor will agree on the suitable time for making these revisions.

6.
UPDATING
6.1
If delays in publication or changes in the circumstances surrounding a subject make extensive updating or a manuscript necessary, the Writer will update the manuscript, for a fee to be negotiated, if his or her other commitments permit.

6.2
If unable to update the manuscript, the Writer retains his or her rights under Section 12.

7.
EDITORIAL CHANGES
7.1
The Writer will be available for discussion and consultation during the editing process.

7.2
The Writer will notify the Editor in writing if, after reading the final edited version of the manuscript, he or she wishes to withdraw his or her name from the manuscript before its publication.

8.
EXPENSES
8.1
The Writer will not incur any extraordinary expenses without prior agreement of the Editor.

8.2
Within 60 days of acceptance of the final manuscript, the Writer shall claim reimbursement for expenses and/or account for any expenses paid in advance, and the Publication shall make such reimbursement within 10 days of the receipt of such claim.

Page 2

PART II:
 THE PUBLICATION’S OBLIGATIONS
9.
SOURCES
9.1
The publication will respect any promises of confidentiality the Writer has made in the course of obtaining information.

10.
LIBEL
10.1
Where advisable, the Publication will hire a lawyer to review the manuscript for libel implications.

10.2
In the case of a libel action, the Publication will morally support the Writer. If the Writer requests it, the Publication will pay the costs of the Writer’s defense. Where possible, the Publication will provide the Writer with a separate lawyer.

11.
REVISIONS
11.1
In requesting revisions to a manuscript, the Editor will give reasonable, detailed instructions as to the nature and extent of the required changes.

11.2
If the Editor requests revisions that involve significant departure from the previously agreed upon approach or treatment, the Writer may refuse to revise the manuscript and still be entitled to full payment. If the Writer agrees to do the revisions, he or she will be paid for the time spent rewriting at a rate to be negotiated.

11.3
“Significant departures” include: (a) new research; (b) change of focus; (c) change of style; (d) change of opinion or point of view.

12.
UPDATING
12.1
If the manuscript requires extensive updating for the reasons mentioned in Section 6, the Editor will offer the Writer first opportunity to do the updating.

12.2
The Publication will pay the Writer for updating at a rate to be negotiated.

12.3
If a person other than the Writer does the updating, the Editor will give the Writer an opportunity to review the changes and to remove his or her name from the published manuscript in accordance with Section 13.

13.
EDITORIAL CHANGES
13.1
The Editor shall inform the Writer of changes in the edited version of the manuscript while there is still time to discuss and reach an agreement on such changes.

13.2
The Editor will give the Writer an opportunity to read the final edited version of the manuscript reasonably in advance of its publication.

13.3
The Publication must withdraw the Writer’s name for use in connection with the published version of the manuscript, if the Writer so notifies the Editor in writing.

14.
ACCEPTANCE AND PAYMENT
14.1
The Editor will notify the Writer of its acceptance or rejection of the manuscript within 15 days of (a) receipt of the manuscript, or (b) the deadline, whichever is later; otherwise the manuscript shall be considered accepted by the Publication.

14.2
The Publication will pay the agreed fee to the Writer within 10 days of acceptance of the manuscript and will pay expenses in full within 10 days of receiving the Writer’s account of expenses.

14.3
If for any reasons unrelated to the requirements of the assignment, the Publication decides not to use the manuscript, the Publication will pay the Writer the agreed fee and expenses in full.

14.4
If the manuscript is accepted by an editor or another person with apparent authority to do so and is later deemed unacceptable, the Publication will pay the Writer the agreed fee and expenses in full.

14.5
If under this agreement the Publisher licenses the website rights to a work previously or simultaneously published in either print or electronic format, either by the Publisher, Writer, or a third party, such licence shall commence upon the Writer’s receipt of the agreed on website fee.
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15.
KILL FEE
15.1
If the Writer delivers a manuscript that fails to meet the requirements of the assignment and if the Publication considers that the manuscript cannot be made acceptable through rewriting, the Editor may terminate the assignment by providing the Writer with written notice and paying the Writer not less than one half of the agreed fee, plus the Writer’s expenses to date, in which case all rights to the manuscript shall revert to the Writer.

15.2
If the Editor requests a rewrite that requires the Writer to express opinions that are not the Writer’s own, to include information that, in the opinion of the Writer, will falsify or distort the story, or to write a substantially different manuscript, the Writer may withdraw the manuscript and terminate the assignment. In this case, the Publication will pay the Writer no less than one half of the agreed fee plus his or her expenses to date, in which case all rights to the manuscript shall revert to the Writer.

15.3
If, in the course of research or during the writing of a manuscript, the Writer concludes that the information available will not result in a satisfactory story, the Writer will inform the Editor and give reasons to discontinue the assignment. If the Editor agrees, the assignment is terminated. The Publication will pay a fee, to be negotiated, to compensate the Writer for work done prior to termination, on presentation of the Writer’s research documentation.

15.4
If the Writer or Editor wish to cancel this agreement after work has begun, the Publication will pay a fee, to be negotiated, to compensate the Writer for work done prior to cancellation.

16.
EXPENSES
16.1
If no limitation is specified in writing, the Publication will reimburse the Writer for all customary and normal out-of-pocket expenses incurred in completing this assignment.

PART III:  COPYRIGHT
17.
COPYRIGHT IN PUBLISHED MANUSCRIPTS
17.1
Unless the parties agree otherwise in writing, this agreement licences the Publication only the rights indicated on the first page of this agreement. The Publication has the right to enter the manuscript into and retrieve the manuscript from a computerized information storage and retrieval system only for the purpose of preparing the manuscript for publication, and may store the article in its database for legal and historical purposes only. The Writer retains the copyright.

17.2
All other rights are the Writer’s exclusively. These rights include reprint rights, electronic rights, photocopying and other reprography rights, and the right to enter the manuscript into or retrieve it from a computerized information storage and retrieval system for purposes other than publication under the terms of this agreement.

18.
COPYRIGHT IN UNPUBLISHED MANUSCRIPTS
18.1 The Writer owns all rights in a rejected manuscript and may submit the manuscript elsewhere for publication.

18.2
If the Editor rejects a manuscript and pays the Writer a kill fee in accordance with section 15, the Publication may not publish the manuscript but may retain a copy only for purposes of documenting the assignment.

19.
REVERSION OF RIGHTS
19.1
If the Publication accepts a manuscript but does not publish it within 12 months of acceptance, the Writer shall have the option to revert all rights licensed herein without penalty or cost.

19.2
If under this agreement the Publisher licenses the website rights to a work previously or simultaneously published in either print or electronic format, either by the Publisher, Writer, or a third party, and does not publish it on its website within 6 months of the signing of this agreement, the Writer shall have the option to revert such rights without penalty.
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PART IV: MEDIATION AND ARBITRATION
20.
MEDIATION
20.1
When the Writer and Publication disagree over the interpretation of this agreement, they may each appoint one representative who will endeavor to settle the dispute by mediation.

21.
ARBITRATION
21.1
When such a dispute cannot be resolved by this means, if both Writer and Publication agree, each may appoint one representative to a three-member arbitration board.

21.2
The third member, who will chair the arbitration board, will be appointed by agreement of the first two members. If the two members cannot agree, the third party will be appointed by the court in accordance with provincial laws governing arbitration.

21.3
Neither the Writer nor an employee of the Publication may act as representative or sit on the arbitration board.

22.
DUTIES AND POWERS OF THE ARBITRATION BOARD
22.1
The arbitration board shall investigate and arbitrate only those disputes that are referred to it by the Writer or Publication.

22.2
The arbitration board shall rule on the dispute by a majority vote. That ruling shall be binding on both the Writer and the Publication and is not subject to appeal.

22.3
If arbitration involves costs, the arbitration board shall rule by majority vote on what percentage of costs will be paid by each party. That ruling shall be binding on both the Writer and the Publication and is not subject to appeal.

23.
ACTION AT LAW STILL ALLOWED
23.1
This part does not prevent either the Writer or the Publication from pursuing an action in law subject to the following limitation: both parties agree that once an arbitration board has been established, its ruling shall be binding in all disputes referred to it, and there shall be no appeal by either party.

AGREED AND CONFIRMED:
____________________________________________________

_____________________________________

Name and Signature of Writer





Date

____________________________________________________

_____________________________________

Name, Title, and Signature of Publication/Client Representative

Date

APPENDIX 3

ANALYSIS OF THE BUYING NEEDS OF THE BOILER ROOM

Presented to

Sean Stewart

Owner

Everest

Prepared by

Nicole Hewitt

Sales Representative

Everest

November 30, 2001

MEMORANDUM

TO:

Sean Stewart, Owner



Everest

FROM:
Nicole Hewitt, Sales Representative

DATE:

November 13, 2001

SUBJECT:
PRE-CALL REPORT FOR THE BOILER ROOM


Here is the report you requested October 1 concerning the needs of the Boiler Room.  The report includes facts on the Canadian plastics industry, a brief outline of our company and key features of our products, comparisons between our products and our competitors, customer knowledge and an analysis of our achievable future relationship with the Boiler Room.


Although our company can meet each key buying need of the Boiler Room, there are two significant recommendations to focus on to make the sale.  First, design a small brochure of our basic products to present to the buyer; secondly, offer the Boiler Room a complete set of holds for a free two-week trial period before we close the sale.

Thank you for the opportunity to develop this report.  If you have nay questions, please call me at (905) 555-4567.
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vs. Competition 

                                                     EXECUTIVE SUMMARY

Through research and analysis, the purpose of this report is to evaluate the buying needs of the Boiler Room, and to determine if Everest can meet these needs and gain a satisfied and loyal customer.


Primarily due to the energy efficiency of plastic, the growth of the Canadian plastic industry has steadily increased since 1996.  Everest is just one of many companies to use this efficiency advantageously to manufacture lightweight indoor rock climbing holds.  It’s custom-made holds come in 15 different sizes and 20 different shapes.  A variety of paints are offered, the most unique being a black light reactive paint.  Hassle-free guarantees and various product choices help Everest to build a trusting and lasting relationship with their buyers.  Everest’s two main competitors, Nicros and Passe Montagne, manufacture similar holds but do not offer as many colours, sizes, and shapes as does Everest.

The Boiler Room is a popular indoor rock climbing gym that offers many climbing walls with varying levels of difficulty.  The gym’s need for both different sizes and different coloured holds make it an ideal customer for Everest.  Some objections that they Boiler Room may have include:

· Everest’s lack of a product catalogue

· Delivery costs

· Texture of holds

To make the sale, the following two recommendations are made.

1.  Develop a small catalogue complete with pictures and descriptions of each product we offer

2.  Send a set of black light reactive holds to the Boiler Room for a free two-week trial period.

By addressing these concerns prior to the sales call, Everest will be able to overcome all objections that the Boiler Room may have by presenting it with a small product catalogue, as well as letters of testimonials from satisfied customers.  Providing the Boiler Room with the holds they need and want will make possible a long lasting, trusting relationship that will ultimately benefit both companies.  


This report explores industry, company, product, competitive and customer knowledge as well as any anticipated objections about the holds that the Boiler Room may have. The information included in this report has been gathered from the websites of both Everest and the Boiler Room, an interview with the owners of Everest, an information package from the Boiler Room, and various rock-climbing magazines and websites.

INTRODUCTION

Statement of the Situation

Due to society’s fixation with becoming and staying fit, the interest in indoor rock-climbing has steadily increased over the past five years.  Indoor rock-climbing is an enjoyable and accessible way to stay fit and have fun.  The number of gyms that offer this service is rising, and so are the numbers of thrill seekers that take advantage of it.  One of the most significant products in indoor climbing is the hold, or rock, as it is the most easily altered determinant in the climbing wall’s level of difficulty.  Everest, a year-old company located in Oakville Ontario, manufacturers these holds in many shapes, sizes and colours, and sells them to indoor gyms and daycares.  The Boiler Room, a popular indoor-climbing gym in Kingston Ontario, is looking for a hold manufacturer to re-fit all of their climbing walls with newer, more colourful holds.
Statement of Purpose

Through research and analysis, the purpose of this report is to evaluate the buying needs of the Boiler Room, and to determine if Everest can meet these needs and gain a satisfied and loyal customer.  

Statement of the Scope and Sources Used

This report will explore industry, company, product, competitive and customer knowledge as well as any anticipated objections about the holds that the Boiler Room may have.  The information included in this report has been gathered from the websites of both Everest and the Boiler Room, an interview with the owners of Everest, an information package from the Boiler Room, and various rock-climbing magazines and websites.

SITUATIONAL ANALYSIS

Industry Knowledge

Plastics are modern, synthetic materials that consume “less than 3% of the world’s oil and gas reserves.”(Canadian Plastics Industry Association, 2001)  Hygienic barrier properties, its light weight, and its process ability are the superior properties of plastic in many applications which significantly contribute to our quality of life and health.  These properties protect our food from contamination and many products from damages in packaging applications; offer light weight performance which in turn greatly improves gas mileage in automotive applications; are used to save lives through IV and blood bags, artificial limbs and disposable syringes in medical applications; and are used extensively in electrical and plumbing applications.  These “three unique attributes have made plastic displace paper, glass, and metal from traditional applications.”(CPIA, 2001)

While there is a wide range of plastic products, three major product lines dominate: packaging, building and construction, and transportation.  Figure 1, below, shows the 2001 market share of the twelve product lines.

Figure 1

2001 Market Share of the Twelve Plastic Product Lines


[image: image1.wmf]End-Use Markets

0%

5%

10%

15%

20%

25%

30%

35%

40%

Packaging

Building

Transportation

Furnishings

Agriculture &

Environment

Electronics

Serviceware 

Recreation

Apparel 

Housewares

Advertising &

Publications

Other

Product Line

Market Share



[image: image2.wmf]
Plastics are reusable, recyclable, and “they make a significant contribution in reducing our dependence on our precious natural resources.” (CPIA, 2001)  Since the Second World War, the plastic industry has grown significantly; in Canada the plastic industry has “sustained a growth rate of five times greater than the manufacturing sector since 1961,” (CPIA, 2001) and this trend is expected to continue.  Figure 2, below, displays the growth of the gross domestic product of the Canadian plastics industry from 1996-2000. 

Figure 2

Gross Domestic Product of the Canadian Plastic Industry: 1996-2000
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The main factor contributing to the growth of this industry is the energy efficiency of plastic.  Each study conducted on this subject concludes that it takes less energy to make an object out of plastic than nearly any other material.  For example, it takes less energy to make a plastic bottle than a glass bottle.

Economics

A key hindrance in the plastic industry is that it must pay duties or tariffs.  Under the terms of the Free Trade Agreement, Canadian and American tariffs on plastic products shipped between the two countries were completely eliminated in 1998.  Under the North American Free Trade Agreement, tariffs between Canada and Mexico will be eliminated by 2003.  The elimination of this tariff will “increase the 6% of the North American plastic market the Canadian industry currently supplies.” (Industry Canada, 2001) 

Technology

In addition to their own product and process technologies, plastic processors profit from the many innovations made in moulds, machinery and synthetic resins.  Compared with all other types of manufacturing, the plastic product’s industry rate of research and development has been very low; the plastic industry greatly relies on the innovations of other industries.  However, as plastics continue to demonstrate that they are a safe and reliable alternative to traditional materials, new applications will emerge and contribute to the growth and prosperity of this dynamic industry.

Company Knowledge

Everest, located on Speers Road in Oakville, Ontario, opened early in 200 and has evolved over the past eighteen months.   The owner of Everest, Sean Stewart, also owns the Ontario Centre for Martial Arts which houses and indoor rock climbing gym.    Everest manufacturers both portable walls and indoor climbing holds; this report will focus on the sale of the company’s holds.  

The principal component of Everest’s hold is fibreglass resin at 50%.  The powdered fibreglass component makes up 35% while the remaining 15% of the hold is made up of both sand and colour.  Everest manufacturers its own fibreglass molds and uses these to construct its holds; therefore, the company can sell the holds at a substantially lower cost than their competition.  

PRODUCT KNOWLEDGE

Everest charges $3000 for a standard wall set of 125 holds, of which the customer can choose colour, size, and shape.  The company can also manufacturer and sell sets according to a customer’s wants and needs, whether the need is for 10 holds or 1000 holds.  Customers are able to choose from a large variety of paint colours. One type of paint, unique to Everest, is its black-light reactive paint that makes the holds glow in the dark.  Everest is able to manufacture holds of 15 sizes and 20 shapes.  The size and shape of the hold depends on where the customer will be placing them; it is very 

important to consider the type of climber that will be using the holds.  For example, beginner climbers use large, round holds, as they are easier to grip and stand on.  

Everest accepts cash, cheques or credit cards, with a down payment of 25%.  It delivers the product free of charge in the Greater Toronto Area, but charges any customer outside of the GTA shipping costs.  During the manufacturing process, Everest uses NAFTA-based products, which means customers in the United States do not have to pay any duties.  

Figure 3, below, illustrates the five key features of indoor rock climbing holds and the advantages and benefits of each feature:

Figure 3

Key Features of Indoor Rock Climbing Holds

	Key Features
	Advantages
	Benefits

	1. Texture

2. Size

3. Colour

4. Shape

5. Price


	1. Different textures, different levels of difficulty

2. With different sized holds, able to target many climbers

3. Colour code each size of hold

4. With different shaped holds, able to cater to beginners thru to expert

5. Low price, high quality
	1. Varying levels of difficulty – smoother holds harder to grab and place feet on

2. Dictates to climbers the difficulty of the climb – bigger holds, easier climb

3. Easy for climbers to interpret climbing route

4. A large, varied customer base

5. Gain a large customer 

      base


Figure 4, below, illustrates the advantages and benefits of both Everest’s holds, using the same criteria, and also identifies its product support/services:

Figure 4

Advantages and Benefits of Everest’s Holds and Products/Services

	Everest
	Key Features
	Advantages
	Benefits

	Indoor Climbing Hold


	1. Texture

2. Size

3. Colour 

4. Shape

5. Price
	1. Holds only offered in one texture

2. Offer 4 different 

      sizes  

3. Come in all paint

      colours as well as

      glow in the dark

4. Offer 20 different

      shapes 

5. 30% lower than

      competitors 
	1. Easier to mass produce therefore less expensive for customer

2. A variety to choose from

3. Unique – very popular

4. A variety to

     choose from

5. Customers can buy more for less money



	Product Support/Services
	1. Return hold if not satisfied – 5 year guarantee

2. Free delivery in GTA


	1. Customer knows they do not have to keep the product if they aren’t satisfied – with no hassles

2. Customer doesn’t have to worry about delivery


	1. Builds a trusting relationship with customer

2. No extra costs

      for Everest or

      customer


  Competitive Knowledge

	
	Everest
	Nicros
	Passe Montagne

	Key Features of Hold

1. Texture

2. Size

3. Colour 

4. Shape

5. Price


	1. Offers one texture

2. Offers 4 sizes

3. Offers 15 colours

4. Offers 20 different shapes

5. $3000 for 125 holds
	1. Offers 5 different textures – many choices

2. Offers 3 sizes

3. Offers 3 colours

4. Designed by a product development team - 4 shapes

5. Apx. $1600 U.S. for 125 holds – large orders warrant discount
	1. Offers one texture – inverted; gentle on fingers, strong enough for intensive use

2. Offers 3 sizes

3. Offers 5 colours to choose from

4. Designed by climbers – 5 shapes

5. 20% discount for all institutions – prices not listed

	Product Support/Services

1. Return policy

2. Delivery

3. Methods of Advertising

4. How to Order

5. How to Pay

6. Catalogue of Products
	1. Lifetime guarantee

2. Free delivery in GTA – outside area customers pay for shipping

3. Word of mouth

4. Call shop

5. Cash, cheque, credit card

6. No catalogue offered
	1. Lifetime guarantee

2. Delivery paid for by Nicros

3. Website, catalogue 

4. Toll-free number, online, fax

5. Credit card

6. 100 page full colour catalogue offered
	1. 3 year guarantee

2. Customers must pay delivery costs

3. Website, catalogue

4. Online, toll-free number, fax

5. Purchase order, credit card

6. 25 page full colour catalogue offered



The key differentiation between Everest and its competitors is that Everest offers many more choices for the colours, sizes, and shapes of its holds.  Everest is the only manufacturer that offers a black light resistant paint.  Everest also offers holds in 14 other colours, as well as 4 sizes and 15 shapes; more than any of its competitors.  

Customer Knowledge

Located in Kingston, Ontario, the Boiler Room is one of Eastern Ontario’s most popular indoor rock climbing gyms.  “The Boiler Room, as the name suggests, once housed the heating plant for a Woolen Mill located on the west bank of the Cataraqui river.” (The Boiler Room, 2001)  The mill’s original chimney has been transformed into a 100 feet tall climbing tower, with holds covering all four indoor walls.  The two other climbing walls are located in separate rooms, and boast more than 30 routes covering a wide range of skill levels and containing a variety of shaped and coloured holds in various sizes.  
Description of the Buying Authority

· Martin Honig, owner of the Boiler Room 

Description of the Buying Needs

· Key buying need is to fill holes in their existing supply of holds

· the gym’s primary need is at least one hundred large holds 

· these large holds will be used to build less difficult climbs for beginners and children 

· Want to provide a variety of coloured holds

· Holds that are designed to reduce the chance of tendon injury 

Description of the Major Buying Motives

· Budget considerations 

· The opinion of the gym’s staff

· The opinions of the route setters (the people who actually plot and build the climbing route)

Description of the Major Influences on the Buyer Behaviour

· Nationality of supplier

· Gym prefers to buy from a Canadian supplier to reduce cross-border aggravations (currency conversion, duty, brokerage, and shipping fees)

· Gym also prefers to buy Canadian as it promotes the domestic industry

· Cost – quality ratio
According to the Boiler Room, their basic need is a set of large holds that is suitable for children and beginner climbers.  The colour is important, as the gym wants the climb to appeal to children.  Large holds that reduce tendon injury possibility and painted with black light reactive paint will meet all of their needs.
ANTICIPATED OBJECTIONS

1. Why don’t you offer a catalogue or brochure of your holds?

Everest is a relatively new company, and is just starting to build a loyal customer base.  Since the owner of Everest also owns the climbing gym in the O.C.M.A, he uses the gym to build the awareness of Everest’s holds. The majority of customers are climbing gyms that already know which kinds of holds they need.

2. Why do you charge your customers shipping costs if the customer is located outside of the Greater Toronto Area?

Since Everest is a relatively new company, they do not have the capital to pay for shipping costs farther than the GTA.  The company will gladly store the purchase if the buyer is willing to come pick it up.

3. Why don’t you offer different textures for your holds as your competition does?

By mass-producing holds of one texture, Everest can save money and is able to sell their holds at a price that is 30% less than their competitors.

4. If clients were to buy a wall set of glow in the dark holds and the customer response was negative, could the client exchange the holds or get a full refund?

Everest will gladly exchange any holds you may be unsatisfied with.

5. Why don’t you offer any sort of discount?

The majority of Everest’s customers are climbing gyms which means they usually do buy in large quantities.  Everest does not give any discounts because they are already selling their holds at a price that is 30% lower than their competitors.

PRE CALL FOCUS


The focus of this pre call is to express that our holds are competitively priced, colourful, and climber-friendly.  Everest will obtain a commitment from the Boiler Room to purchase a set of 125 black-light reactive holds, after a two-week trial period.  Using the Features, Advantages and Benefits (FAB) approach, the Boiler Room will recognize that Everest has the solution to their buying needs.

CONCLUSIONS

1. Plastics greatly contribute to our quality of health and life.  The use of plastics in building and construction holds a 27% market share, due mainly to the energy efficiency of plastic.  The growth of the Canadian plastic industry has steadily increased over the past five years, and this growth is expected to continue.

2. Everest is a Canadian company that charges 30% less for its holds than its competitors, and offers many choices of colour, size, and shape to fit the customer’s needs.

3. The Boiler Room would like a Canadian company to outfit its climbing walls with many different shaped, coloured, and sized holds for a reasonable price.

RECOMMENDATIONS


Supported by the findings and conclusions of this report, the following recommendations are offered in an effort to further the responsiveness of the Boiler Room:

1. Develop a small catalogue complete with pictures and descriptions of each product we offer.

2. Send a set of holds to the Boiler Room for a free two-week trial period.
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Objective:  To become a successful freelance writer

Skills

Business Administration

· Interact with people in an efficient, friendly manner

· Efficiently answer questions and handle complaints through strong communication skills

· Maintain a calm demeanor and facilitate solutions for challenging customers 

· Prioritize and co-ordinate flow of activities

· Use discretion to independently resolve issues

· Work well under pressure independently or as a team member

Marketing

· Research, organize and communicate complex ideas clearly and persuasively through written reports and presentations

· Ability to meet deadlines under pressure

· Develop comprehensive marketing plans 

Financial

· Perform general accounting functions 

· Balance accounts efficiently and accurately 

· Work with cash, debit and credit

Computer

· Educated in Microsoft Office 2000 (Word, Excel, PowerPoint)

· Adept at Email and Internet

Work History

Clerk, Academic Services

  

Sheridan College, Oakville ON  
Sept 2002-present  

Junior Accountant, Financial Services       

Sheridan College, Oakville ON  
April 2002-August 2002 

Assistant Secretary, School of Business   

Sheridan College, Oakville ON  
Sept 2000-April 2002   

Education

Business Administration-Marketing Diploma

Sheridan College, Oakville ON 
September 2000-April 2003

Activities

November 2002   
Representative of Sheridan College at the Ontario College Marketing Competition-Direct Marketing Event

*References Available Upon Request*
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