General Description of the Business

ITG Solutions Inc (ITG) develops cost-effective websites and Internet-based software applications for small business.   The company was formed in January 2003 when Livewire Communications Inc, decided to disband its web-based Interactive Technology Group.  

Company History

Livewire founded our Group in 1997 in order to position itself for the anticipated convergence of digital TV and web technologies.   Due to a variety of factors, including bandwidth issues and the ‘last mile
’ problem, convergence has been slow in coming and may not actualize in the way that was anticipated when Livewire first formed the Group.   In December 2002, Livewire decided to leave the web development market in order to focus on its core business in the digital TV industry.   Livewire wanted to disband the Group in a manner that caused the least disruption to both its clients and employees.   Due to the strong leadership shown by Melissa Raulston during her tenure as the Director of the Group, Livewire offered her the Group’s assets and customer base.   Melissa Raulston completed the purchase from Livewire in early February 2003 and holds 100% of the equity.    All former employees of the Group have joined ITG Solutions Inc.   ITG moved its offices to the Gainesville Technology Enterprise Center (GTEC) in March 2003.  

About InfoToGo

While employed by Livewire, the Group developed and began beta testing a moderately priced, website management tool designed specifically to fit the needs of small business owners.  This software is marketed by ITG under the trade name InfoToGo. The intellectual property underlying InfoToGo was included in the asset base acquired by ITG from Livewire.  InfoToGo websites only look unique – the functionality for each InfoToGo website is provided by our centrally managed code library that standardizes the development process.  Standardization allows us to create and manage our websites more efficiently than our competitors, resulting in lower costs, increased reliability and an ever-improving feature set that does not require versioning.   InfoToGo is currently in use on twenty-five websites and client feedback is very positive.  

We are currently seeking funding for the regional rollout of InfoToGo.  We will pursue a second round of funding within the next year in order to create a national network of partners who will build or improve their business model by licensing the InfoToGo product line.

Market History

After reaching critical mass in 1994, the Internet began to dramatically change the relationship between business and consumer.  Recent research by the Pew Internet and American Life Survey shows that the Internet has now become a mainstream information tool.   Almost two-thirds of all Americans have Internet access and they overwhelmingly expect to find information about current events, health, government and shopping online.
   American consumers are convenience-oriented and frequently prefer saving time to saving money.   Researching products and services from the comfort and safety of their home or office using the Internet saves both time and money.   While the purchase is often made offline, the purchase decision is increasingly made online.  This trend towards using the Internet as a purchase decision tool makes it vitally important for every business to have a website.   

While at Livewire, a typical website was created page-by-page with all work billed at the hourly rate. The average cost of a website was between $5000 and $10,000 and each website took weeks to months to complete. Our group realized that the high initial cost of custom website development was an insurmountable barrier for many small business owners who both wanted and needed a website. We set out to create a system that would streamline and standardize the development process in order to lower costs and create a product with a price point that is within reach of our target market. InfoToGo is the result, providing our clients with a professionally designed website that is easy to use, easy to manage and has a lower cost of ownership when compared to traditional web design.    

Product Strategy

Because InfoToGo is a standardized system, each site has low per-unit direct costs. This cost structure enables us to offer complete website packages starting at $799.   InfoToGo costs far less than traditional custom development and allows even the smallest business to maintain a professionally designed presence on the web.  Ease of use is very important to our target market. 

InfoToGo’s key benefit is the ability to edit website content using simple type-and-click forms that do not require knowledge of programming or HTML.   The editing interface is accessed using any web browser from any computer with Internet access – there is no software to install. Because customers update their own websites, there are no on-going maintenance costs, resulting in a lower cost of ownership over the long term.   InfoToGo’s flexible design allows the website to be rapidly reconfigured to meet changing business needs.   Text-based navigation speeds and simplifies the process of adding new pages – for a simple-to-understand flat rate of $100.  A site can be ready to accept content within a day of the design selection – eliminating long turn-around times and increasing customer satisfaction with the website development process.

 Market Share Projections
There are approximately 10,000 businesses with less than 50 employees in the Gainesville-Ocala MSA
. The 9 counties surrounding the MSA contain an additional 6,000 businesses of this size. By 2005 we will capture a market share of approximately 3% of our target market in Gainesville-Ocala MSA. The Jacksonville market, with approximately 24,000 businesses that meet our size criteria, will be opened in 2005. During 2005 and 2006, we will work to secure 3% of the Jacksonville small business clientele. We will open the Tampa Bay market, with  over 57,000 potential clients during 2007. 

Table 1: InfoToGo Market Share Projections

	
	Existing 

Clients
	New
Clients
	Share of Target Market 

	2004
	80
	223
	2% Gainesville-Ocala MSA

	2005
	293

	327
	3% Gainesville-Ocala MSA

         < 1% Jacksonville MSA 

	2006
	762
	327
	         4% Gainesville-Ocala MSA

2% Jacksonville MSA


Financial History

Our group generated average annual revenues of about  $320,000
 during our last two years at Livewire.   Hardware, networking and dial-up services provided about 40% of these revenues – services not provided by ITG Solutions.  We estimate that actual web development and hosting revenue during the period from 2001 until our separation in January 2003 was approximately $190,000 annually.   Hosting revenues for 2003 totaled about  $32,000. Livewire collected approximately $10,000 of these revenues during 2003 and ITG collected the remainder.   

We anticipate revenue this year in the range of $120,000.  The loss of revenue this year as compared to prior years is due to several factors: first, the loss of brand recognition associated with Livewire has meant that we have had to re-introduce ourselves to the business community and create brand recognition for ITG and InfoToGo. Secondly, we are not currently listed in the phone book because we became ITG after the advertising deadline had already passed. We have remedied this situation by purchasing listings in both the BellSouth Directory and the SourceBook, however the books are not slated for delivery until January.  Finally, the need to expend time and energy on the development of an entirely new business model built around InfoToGo reduced the amount of time devoted to sales.  

We could not market our product successfully until the business strategy and supporting materials were developed.  We have addressed each of these issues in our marketing plan are now ready to accelerate our growth well beyond our historical performance.

Other Risks

One of the greatest risks to the successful execution of this plan is the inability to ramp up staff and hardware rapidly enough to meet demand. There is also the possibility that local or regional competitors will spring up with a similar product at a lower price. These competitors may attempt to enter the national market before we are ready to compete on a large scale.  Good market intelligence will alert us to the presence of these threats so that we can take the appropriate actions to protect our investment in the company. 

Other risks include hardware failure and security breaches. These risks are potentially devastating and require close attention to hardware and software best practices.  Our servers are housed in a fully secured data co-location facility in order to minimize the physical risk to our equipment.  Redundancy is the best protection against data loss. Our backup and disaster recovery plan includes redundant, off-site data storage of all client data as well the proprietary InfoToGo code library.  This ensures that we able to recover gracefully in the event of an emergency.  Security issues are addressed in a timely fashion and software patches and updates are applied when released by the manufacturer. We take our responsibility for client data very serious; we take all reasonable and necessary steps to ensure the safety and reliability of our servers. 

COMPANY STRUCTURE 

ITG Solutions is Florida-based, sub-chapter S corporation wholly owned by Melissa Raulston.  

Key Personnel

Melissa Raulston, President :  Melissa Raulston served as director of Livewire’s Interactive Technology Group from August 2001 until the formation of ITG Solutions Inc in January 2003.  Melissa’s business management experience includes owning and operating as sole proprietorships several small retail and service businesses in the Florida Keys prior to relocation to North Florida in 1994.  While attending the University of Florida, she worked as a self-employed computer/web consultant and graduated Cum Laude from the Warrington School of Business in 2001.  Melissa currently manages all aspects of daily operations, including accounting and finances, developing and implementing marketing strategy and serving as a primary liaison between the clients and the technical staff for large custom development projects.  

Dave Moore, Senior Programmer:  Dave joined Livewire’s Interactive Technology Group in 1998 and quickly rose through the ranks to become the Group’s technical lead.  Dave’s background is in Architecture and his degree was almost complete when he realized he preferred building software to building houses.   His talent is in understanding and conceptualizing the over-arching structure of our software.  InfoToGo is based on Dave’s concepts of centrally managed, reusable code.   Dave is fluent in a number of programming languages, including Perl, PHP, ASP, VB and J Script and Java.   Dave is primarily responsible for research and development of new features and services for InfoToGo and for determining the long-term technical strategy of our products.  He is also responsible for the technical design and implementation of custom development projects.  

Jeff Sargent, Senior Programmer:  Jeff joined Livewire in December 2001, after spending a semester with us as an intern from the Computer and Information Science program at the University of Florida.  His understanding of accessible user interface design has resulted in AAA Bobby
 approval for InfoToGo.

Jeff is responsible for researching, designing and enhancing the user-facing portions of InfoToGo, search engine optimization and the technical design and implementation of custom development projects.  Jeff is fluent in Perl, PHP, ASP, VB and J Script and Java.  Jeff also serves as our system administrator and maintains our web and email servers.  

 

Rachel Murdock, Customer Service Manager:   Rachel joined Livewire in early 2002 as a programming intern from UF’s Computer and Information Science program.   Rachel quickly learned to set up InfoToGo websites and in the process, established an excellent rapport with our customers.  Rachel has the rare ability to empathize with the novice user and her caring support on any computer-related issue is highly valued by our clients.  Rachel is responsible for the setup and configuration of InfoToGo websites and for helping customers with questions they have about using InfoToGo or about their domain names, secure site certificates and email.  Rachel is interested in assuming a more sales-oriented role in the company.  Her deep understanding of both InfoToGo and the needs of our clients will make her a highly effective representative for our products and services.  

 

Eric Trammell, Graphic Designer:  Visual design is a key element in the perception of website credibility and the selection of a Designer was one of our most important decisions.  Most Graphic Designers are only interested in the superfluous aspects of website design and lack a strong understanding of HTML that is required by our philosophy of usability, accessibility and inclusiveness.  We tried using the work of various designers, but for many months we were not successful in finding the person that understood InfoToGo and could take it to the next level of visual sophistication.   Eric came to us as an intern from the Santa Fe Community College Graphic Design program in mid-2002.  He immediately showed a deep understanding of working within the constraints of HTML to achieve outstanding design that is attractive, fast-loading and free of what we call “dancing baloney” – graphical elements that serve no clear business purpose, create unnecessary site clutter and impede the visitor’s ability to understand how to use the site.   Eric joined us as a permanent staff member within weeks of beginning his internship.   Eric is responsible for all visual elements of our products, including site designs, icons, logos and printed materials.  

Services
InfoToGo revenue is augmented by graphic design and programming services.   Graphic Design work includes the development of logos and other brand identifiers, Flash movies, e-newsletters and printed materials such as business cards, stationery and brochures.   We currently derive about 5% of our total revenue from custom design work unrelated to InfoToGo. 

Custom programming services are a vital part of our business strategy as these projects provide many of the ideas and concepts that are later standardized and integrated into the InfoToGo product.  Opportunities often grow out of an initial contact about setting up a basic website and are almost always include an InfoToGo website as part of the total package.   Our custom programming methodology is tightly managed and includes a rigorous paper prototyping component.  Our goal is to derive 10% - 20% of our total revenue from custom programming. 

Business, non-profit and government entities are increasingly interested in moving processes to the web in order to save time and money and to create convenience.   We intend to position ourselves as a preferred partner for web-based business process re-engineering in both the private and public sectors by aggressively pursuing bidding opportunities that require custom programming services. We feel that our emphasis on accessibility and usability give us a competitive advantage, as government entities, universities and non-profit organizations tend to be particularly sensitive to access issues. 

Our status as a state-certified Minority Business Enterprise will be helpful to us as we bid on contracts in the public sector found through DemandStar, the MyFlorida.com Vendor Bid System and FedBizOpps.org.    We currently host the website of the Center for Entrepreneurship and Innovation at the Warrington College of Business, giving InfoToGo a highly visible presence within the University community.  We will combine the visibility of this website with a targeted outreach program to the purchasing managers at the University in order to create selling opportunities for InfoToGo and custom programming services.  

Website hosting revenue provides a steady and increasing portion of our revenue stream each year.  Clients are billed in January for the annual amount of website hosting using a 20%/ Net 30 system.   While still with Livewire, we found that the administrative overhead of monthly billing and collections for hosting was quite high.  We expended a lot of time and energy collecting checks of less than $100 each month.  Offering a discount in exchange for an annual lump sum payment has proven more cost-effective for us than invoicing and collecting hosting payments on a monthly basis.  

MARKET RESEARCH

“With over 60% of Americans now having Internet access and 40% of Americans having been online for more than three years, the Internet has become a mainstream information tool.  Its popularity and dependability have raised all Americans’ expectations about the information and services available online.  When they are thinking about health care information, services from government agencies, news, and commerce, about two-thirds of all Americans say that they expect to be able to find such information on the Web.  Internet users are more likely than non-users to have high expectations of what will be available online, and yet even 40% of people who are not Internet users say they expect the Web to have information and services in these essential online arenas.  Internet users are very likely to say that they expect the Web to be a source of information on health care, government agencies, news, and shopping.  About 80% of Internet users say they expect the Web to have information in these topic areas.”

Target Market 
Throughout the United States, small business owners are overwhelmingly white, middle-aged men
.   58% of these small business owners have no more than a high school education; another 27% have had some college.   83% of all small business owners have Internet access; the majority – about 68% - access the Internet via modem at speeds of 56K or less
.  35% of small business surveyed have a website, and 20% of these websites have been active for 3 or more years
.  

Our region mirrors the national demographics in most respects, although Florida is one of four states with the highest proportion of minority-owned businesses
.   Our own status as a minority business will make us more attractive than our com to this segment of the small business community.  Our primary focus is on firms with less than 50 employees.  These firms are less likely to have in-house technical expertise and generally outsource their website development projects.  

Recent census figures show approximately 16,000 businesses in the 11-country region surrounding the Gainesville-Ocala MSA, which meet our size criteria. The Jacksonville market contains 24,000 potential InfoToGo customers, with another 57,000 in the Tampa Bay area. Nationally, there are over 4 million businesses with less than 10 employees, comprising more than 78% of all small businesses in the U.S.
 As we expand the InfoToGo brand, our target market will grow to encompass the entire small business market, across all industries and geographic regions. 

According to a recent NFIB survey, 35% of small business currently have a website
. Against a backdrop of the increasing importance of the Internet as an information resource that influences offline purchase decisions, the remaining 65% of small businesses that already have a website must decide if they can remain competitive without one.   The 35% of small business owners that do have a website must decide if their existing website is cost-effective, easy to maintain and projects a professional, credible presence for their company.  The acceptance of the Internet as a mainstream information resource means that businesses without a website cannot remain competitive for much longer.  Because InfoToGo is designed to address the primary concerns of the small business market - cost and ease of use – we believe we can market our product successfully to the small business owner – whether or not they already have a website.  

Economic and Social Factors

A recent consumer confidence survey by the UF Survey Research center shows that although consumers are confident about long-term economic conditions, concerns have increased over personal finances and short-term economic conditions. 
 

These market conditions make it even more likely that consumers will want to save money by using the Internet to comparison shop for products and services.   The most recent statistics from the Economics and Statistics Administration show that in spite of slightly lower consumers confidence, online spending continues to grow, with an increase in spending of almost 5% from the same period in 2002
.  Current economic trends indicate that business websites will continue to be an important source of revenue generation, whether or not the actual transaction takes place online. 

Two important social factors influence the acceptance of InfoToGo: the preference for convenience and the trend towards permission-based marketing.  The preference for convenience can be seen everywhere in American society – from fast food to shopping super-centers.  Americans feel time-constrained – a recent report by GartnerG2 suggests that companies should look at convenience as a way to add value to the products they sell. Speed and simplicity are the keys to creating a convenient online shopping experience. Gartner cautions that businesses “should not confuse shopping with entertainment. Content that does not improve functionality provides little value for online buyers.
”  InfoToGo provides businesses with fast, simple websites that create value by catering to consumer demand for convenience. 

There is an overall trend in society towards blocking unwanted content - no-call lists, TIVO and the popularity of spam filters and popup-blockers are just a few ways that consumers are dealing with an overwhelming amount of intrusive advertising. Internet users are tired of the incessant chattering of flashing, blinking, bouncing websites
 that do not ask their permission before displaying unwanted content.   Forcing users to view unwanted content is contrary to the Web's basic imperative, which is to let users go where they want, when they want and to get their information needs instantly gratified.    Businesses who continue forcing unwanted content onto their website visitors will be shunned in increasing numbers  - consumers will simply tune out their message and move on.  InfoToGo helps companies establish a trust relationship with their customers by creating websites that respect their right to avoid intrusive marketing messages. 

A Key Competitive Question: Who Controls the User Experience? 

The answer to this fundamental question underpins the difference in design philosophy between ITG and the majority of our competitors.   Our competitors use multimedia technology in a way that does not give the user control over their browsing experience.   The use of the word ‘interactive’ to refer to Flash movies, sound files and other multimedia content that is forced upon the user without their consent is misleading.   Website elements that force the user to accept unwanted content as part of the browsing experience are not interactive – they are intrusive, distracting and unwanted by the majority of users. We do not dismiss the usefulness of multimedia technologies - used correctly, they can be a helpful and enjoyable part of the browsing experience.  However, we feel that the choice to use these technologies should be made by the user, not by the website designer.  The ubiquitous presence of a ‘Skip’ button on this type of content demonstrates that the development community is aware this type of content is unwanted by a large number of users – and yet, they persist in forcing the user to opt-out rather than offering them the choice to opt-in. We advocate a website strategy that gives control of the browsing experience to the user by allowing them to view content by choice, not by force. 

The trend towards permissions-based marketing forces web designers to address a key question of human-computer interaction – should the user adapt to the programmer or should the programmer adapt to the user? Prior to the advent of the Internet, most software was developed in a corporate environment, where the users had no choice but to adapt to the interface presented by the programmers.   The software, though often poorly designed, was generally standardized and came with manuals and technical support personnel to help the user learn the interface.  Unfortunately, websites do not come with manuals.   Currently, website design is not standardized and users often have to learn how to use each new website through trial-and-error.   Users find this process monumentally frustrating and unlike corporate users, can make the choice to simply stop using the difficult website and move on.    User-centered design is a must for attracting and retaining website users.  

 200 Million Users Can’t Be Wrong!
The daily usage reports provided by the Pew Internet and American Life website indicate that the majority of users – 83% - go online to find the answer to a specific question or to find information about a product or service
.   80% of these users – over 200 million per day – turn to GoogleTM to find the information they need.   Users overwhelmingly prefer GoogleTM   because of its simple, text-based interface that is easy to use.  


“A single search reveals all three elements that separate Google from its competition: speed, accuracy and ease of use.  Almost as soon as the URL www.google.com is entered, the homepage appears on the screen.  The clean design of the site makes it abundantly clear how to proceed and offers little to distract the user in search of information.  
“

The success of GoogleTM  is reflected in the multitude of surveys that shows consumers want websites that are easy to use.    A survey conducted by Genex in June of this year shows that the most active consumer group is most attuned to usability.  In excess of 75 percent of Internet users between the ages of 25 and 34 say that usability is a very or extremely important factor in their online and offline purchase decisions, compared to 64 percent of those ages 45-54.  Additionally, Web site design matters most to the affluent.  More than 70 percent of those earning more than $75,000 per year say that they will not shop on a poorly designed site and may even discontinue offline purchases from a company with such a web site, compared to 60 percent of those earning less than $50,000.
   

Our sites are more usable than our competitor’s sites by design and philosophy.  We adhere to the design principles that makes GoogleTM  one of the 10 most popular sites on the web.
  Unlike our competitors, we avoid many of the design elements considered the most distracting and unusable by consumers, including “fly-out” menus, image-based navigation, flashing animations and content that requires a “plug-in” to be downloaded before it can be viewed.   Usability and design play critical roles in site credibility, as Consumer Web Watch
 found through in-depth studies.  Nearly half (46.1 percent) of survey participants ranked "design look" as the most important component when evaluating site credibility, followed by "design/structure." 

Notably, respondents said that a trustworthy site should have a polished, professional look, without being too slick.  Clearly, the empirical evidence points to usability as one of the key factors users consider when choosing to use a web site  – the 200 million daily GoogleTM  users certainly agree!

InfoToGo and The Broadband Revolution
Many web designers continue to develop intrusive websites designed for passive consumption in the mistaken belief that most users want to have a TV-like experience on their personal computer.  Although the number of users accessing the Internet with a broadband connection is expected to exceed the number of dialup users for the first time in 2005,
 the wide-spread adoption of passive, TV-like interfaces for website browsing does not naturally follow as a consequence.   

"Everyone expects broadband to grow rapidly and create a market for new types of high-speed enhanced content," said Bruce Kasrel, senior analyst at Forrester Research.  "What is unexpected is that most of broadband's impact will be directed to other devices besides the PC.  As all types of devices connect to the high-speed Internet, content will shift to the most appropriate device, like digital music files being played back on the stereo system…..  

Entertainment content will flow away from uncomfortable PCs in the den toward comfy couches in front of the living room TV set," Kasrel said.  "PCs will be left for practical, task-oriented activities.  Broadband content will split into two streams -- visuals with minimal interactivity on the TV screen and interactive content enhanced with visuals on the PC." 

It is clear that the growth of broadband will accelerate the divide of Internet content into two primary channels –  a user-controlled, task-oriented information channel, accessed through the personal computers and a programmer-controlled, relaxation-oriented entertainment channel, accessed  through television, stereo systems and game consoles.  The InfoToGo interface is designed for the 200 million or more users per day who are using a computer to search the Internet for specific information about a product or service.  The GoogleTM model provides ample evidence that users want to come to a website and quickly find the information of interest – without being forced to accept unwanted content that is better suited to the entertainment channel.  

The current public outcry over spam, spyware and the pop-up ads make it obvious that advertising content that would be passively accepted in the entertainment channel is vehemently rejected on the information channel.  In an age of growing consumer power
, unwanted content will remain unwanted – no matter how quickly it is delivered.

Competitive Environment

There are several smaller competitors in the regional market such as Amantez Designs and Big Media, as well as a many one or two-person operations such as Endless Loop Software and QuickMax .  These small web design companies often have difficulty attracting new business due to a variety of factors that include insufficient portfolio content, a home-based office that seems unprofessional or irregular business hours.  

ITG has an extensive portfolio of highly credible websites as well as a professional office setting with regular business hours.   Our smaller competitors are limited in the amount of work that they can accept, due to their size.  They are frequently at capacity working on only one website.  We have the capacity to work on many websites at once.  Although these small companies are always nibbling around the edges of our market, our primary competitor is 352 Media Inc.
 Only 352 Media has the existing infrastructure, portfolio and level of professionalism to compete with ITG on an equal footing.  

Competitor Analysis
352 Media claims on its website that it has developed over 400 websites, with some number of these websites either out of state or out of country.   This gives them financial stability, which frees them from the daily struggle for survival that ITG is currently experiencing.   They are now focused on growth and towards that end, recently opened an office in Atlanta, Georgia.  This move will expand their sales territory into the more lucrative, but harder to capture, metropolitan market – giving them a head start on urban marketing intelligence.   This Atlanta move, if successful, will certainly increase their economic power, but may also divert their time, money and energy away from our shared regional market.  

352 Media’s primary advantage is an existing staff of 3 sales people and stronger name recondition.  We are severely handicapped in our ability to catch up to 352 Media until we can hire a sales staff.  352 Media’s flashy ‘techno-geek’ image is a definite disadvantage among our demographic - middle-aged business owners - who tend to prefer simplicity and speed over bells and whistles.  This is especially true outside the metro area where dialup access to the Internet is the norm.  Potential customers in these areas are the most likely to be annoyed by the long wait times associated with Flash movie “splash” pages that are a staple of their web design offerings.

Our pricing is very competitive. An analysis of the cost of three websites based on the use of the 352Express package versus InfoToGo is attached as Appendix F.  In every instance we are able to produce the website for several hundred to several thousand dollars less than 352.   

Our smaller competitors, who have less overhead, are able to offer lower prices, however, these lower prices are offset by other factors including lack of web design experience and an inability to offer a full range of services, such as hosting and technical support, that are important to our target market.   The giant corporate competitors such as Network Solutions have economies of scale that enable them to offer very inexpensive pricing, but their impersonal service is driving a new phenomena of  ‘customer rage’ that makes our personalized services more attractive to customers in spite of the higher cost.  We will always lose a small number of customers who are shopping solely on price to these lower-priced competitors at both ends of the size spectrum.   Our target customer values service and understands that they must pay more than a few dollars a month in order to receive the support they need to successfully manage their website.  

Competitive Advantage
InfoToGo sites are more than just simple to use and manage  - they are also simple to assemble.  InfoToGo is managed using settings files that require no programming knowledge to alter.  An inexperienced programmer or a technically literate ‘power user’ can be trained to assemble InfoToGo sites in just a few weeks.  This gives us a key competitive advantage, as we are not required to recruit highly technical – and expensive - web programmers in order to ramp up the production of InfoToGo websites.  There are hundreds of potential candidates for these positions that can be hired quickly and inexpensively from the student bodies of the University of Florida and Santa Fe Community College.   This standardization of the production process is the heart of our profit potential - we can produce more websites, faster and at a lower cost than our competitors.

Long-Term Opportunities

Web sites have become as fundamental to a business as a listing in the yellow pages.  There are approximately 8.6 million small businesses in North America
 – and they all need a cost-effective web presence in order to remain competitive.   We intend to redevelop the code library underlying InfoToGo into compiled Java code in preparation for a model of business expansion that will allow us to extend the InfoToGo brand across the United States and Canada.   We are currently investigating the possibility of acquiring early stage or angel venture capital for this project.  

Geographic Market
ITG Solutions Inc is located in Gainesville, Florida.  Our physical market is currently defined as the 11-county region surrounding Alachua County, extending southward to Ocala and northward to Baker and Columbia County.   Our virtual market is unlimited  - InfoToGo websites can be created and launched without meeting personally with the client. Our market will expand to include the Jacksonville MSA in 2005 and the Tampa Bay MSA in 2006. In addition to increasing revenue, this strategy will help us understand the needs and concerns of our future franchise owners, who may be operating in similar metropolitan markets.

Market Opportunities 

The continuing trend towards an informational model of Internet use favors InfoToGo over other website development products in the long run.  We are unique in our approach to web development and while other companies can copy our philosophy, it is not likely that many will do so at this time.    Most web design companies have not grasped that the emerging paradigm is permissions-based marketing and will continue to act as though the wishes of them user do not matter.    This lack of foresight on the part competitors will create an opportunity for InfoToGo to take a part of their market share before the trend fully emerges and they grasp that users have taken control of their browsing experience.  Our user-centered philosophy places control of the interface firmly with the user and creates a tremendous opportunity to reach out to the millions of small business owners – and their customers - who want to take control of their website away from the  ‘techies”.  

Large companies such as Network Solutions who are attempting to enter the small business web development market are plagued by problems such as impersonal, unattractive and unusable website design, lack of cross-browser compatibility and poor technical support services. These factors reduce their acceptance by the small business market as an alternative to a locally-owned web design company.   There is tremendous opportunity for ITG to position itself as the alternative to both the locally owned but technically intimidating web design companies and the large, impersonal and unsupportive company that by virtue of their size are hopelessly out of touch with the needs of the small business owner.

BUSINESS STRATEGY

The NFIB  Webpoll: The Use and Value of a Website states that the most frequently cited reason for not having a Web site (by those on the Internet, but not having one) is that their products or services don’t lend themselves to sale on the Internet.  The next most frequently mentioned reason is that they simply don’t see any benefit in having a site
.  Our marketing efforts will employ a strategy that creates concern among small business owners they will be less competitive without a professionally designed website.   The main idea embedded in this message is that even if the purchase itself is not made online, increasingly the purchase decision is made there.   The secondary message is that since small businesses must have a website in order to keep up with the changing preferences of consumers, the most cost-effective, easy-to-use, easy-to-manage solution to their website problem is InfoToGo.  

Customer Relationship Management

According to a census report on the characteristics of small business owners, approximately 75% of small business owners have been in business for four or more years.
 Increasingly, a website is an integral part of almost every business model and it is reasonable to expect that a website will have a lifetime equal to the business that it represents.  

Our personal experience with our client base bears out this fact: 65% of our clients have hosted a website with Livewire/ITG for 3 or more years; 79% have hosted websites for 2 or more years.  There is no reason to expect that our clients will suddenly stop finding value in their web presence; in fact, most of our clients feel that their website is as vital to their business as a telephone directory listing.  Based on national averages for business ownership as reported by the US Census Bureau, we feel confident projecting that at least 75% of our clients will host their website with us for 4 or more years. 

In order to retain our customers over the lifetime of their website, we are focusing on customer relationship management as the key to our long-term success.  Because of our reliance on recurring revenues for profitability, we must maximize customer loyalty in order to maximize profit.   It is our goal to retain each new client over the lifetime of their involvement in their business.   Moving a website to a new hosting server is a moderately difficult task that creates an exit barrier for our hosting clients; they are not inclined to leave unless there is a strong motivating factor, such as poor customer service.   Our focus on personal, friendly and highly available customer service is key to ensuring our long-term success.

Simple things such as how the phone is answered or how long it takes to receive a response to an email contributes a great deal to the perception of friendly, helpful customer service.  Our clients will never be asked to run the gauntlet of automated answering systems when they call us on the telephone.  It is our mission to personally answer our incoming phone calls within three rings.  Currently, a small number of clients may encounter a busy signal and need to leave a message for us – these calls are generally answered in an hour or less.  

Emails from our clients are answered almost instantly and we receive a steady stream of compliments from our customers on our fast, friendly customer service.  It is our experience that most people are hungry for good customer service and are happy to pay for it.   Our attention to prompt, courteous service helps ensure future profitability by showing our clients how much we value their business.

Customer relations are managed using SalesForce.com, which allows us to effectively aggregate and monitor all communication with our clients.  Management, sales and customer service staff use this tool in order to provide continuity of interaction for the client as they establish a relationship with our company.   

OPERATIONS
Premises

We moved our offices to the Gainesville Technology Enterprise Center
 in March 2003.  We recently moved into a larger suite to accommodate our anticipated growth and signed a new 12-month lease
, effective October 1, 2003.   We will move to month-by-month occupancy beginning November 2004, however we have the option of remaining in the GTEC for up to 3 years at the rates specified in our lease.   Our rent is currently $680 monthly and includes all utilities except telephone and Internet service. Our rent increases at the rate of $1 per square foot per year.  Telephone and T1 Internet connectivity are provided by GRU at well below market rates – our average bill for both services is less than $200 per month.   The GTEC is a business incubator designed specifically to assist start-up technology businesses such as ITG and provides a multitude of counseling and small business assistance services available to us at no cost.  We intend to remain in the GTEC for as long as possible and have expressed interest to management in negotiating a permanent tenancy agreement at the end of our 36-month incubation period.   

Hours of Operation

The ITG Solutions office is open Monday through Friday from 8:30 a.m. to  6 p.m.  Email is checked frequently at night and on the weekends and our answering machines provides an emergency number where a staff member can be reached in the event of an off-hours emergency.   We make every effort to be highly available to our customers should they have an issue that simply cannot wait for regular business hours to be resolved.  

Equipment

We received a large amount of equipment from Livewire as part of the transfer of business assets
.  After taking possession of the equipment in February, we invested in processor and memory upgrades for our web-hosting servers in order to extend their life and usefulness.  Our web sites are stored on a Dell Power Edge 2550 rack-mounted server running Microsoft Advanced Server on dual Intel 1130 mhz processors.  The computing capacity is adequate for our purposes for at least another year, however an investment of approximately $1000 must be made in our drive capacity in order to meet our current needs.   Our backup and disaster recovery strategy requires that we purchase an additional server in order to create a mirrored backup of our web-hosting server – this will require an investment of approximately $4000.  The mail-hosting server – a Dell PowerEdge 2450 rack-mounted server running Microsoft Advanced Server on dual 662 mhz processors – will not require additional investment until 

mid-to-late 2004.   

Our hosting servers are housed in a secure co-location facility owned by Atlantic.Net.  Atlantic.Net is connected directly to the Internet backbone and has the economies of scale to provide a fully redundant suite of Internet connectivity and electrical power services to us.   Atlantic.Net personnel monitor our servers 24 hours a day and if technical problems arise, Melissa Raulston is notified immediately.   In addition to co-location services, Atlantic.Net provides backup services that include secondary DNS and email caching.  In the event of a software failure, these backup services will temporarily take over the work on the server that manages our email services and domain name requests.  

Backup and Disaster Recovery
Both the mail and web servers are backed up nightly to tape.  Atlantic.Net personnel are responsible for placing a new tape in the drive every evening and storing the removed tape until the next week.   Backup tapes are stored in the co-location facility and overwritten once per week.  We intend to modify our backup strategy after funding has been secured in order to give us greater control over the process and to be better prepared for disaster recovery.

Because of the location and secure nature of the co-location facility, gaining access to retrieve backups is time-consuming and frustrating.  We are uncomfortable storing our archived data in the same physical location as the servers, however, gaining access to the facility on a daily basis is problematic.   We asked for permission to enter the facility on a daily basis to perform backups during the contract negotiations with Atlantic.net, however they made it clear that they prefer we do not come every day. Instead, they offered to perform backup services for us for a fee of $125 per month.   We are not satisfied with this service for a number of reasons and feel that our disaster recovery preparations are better served by adopting a different strategy that both eliminates the need to pay a fee to Atlantic.Net and increases the safety of our data. 

Our new backup strategy includes the purchase of a server that is comparable in speed and drive space to our current web-hosting server.  The backup server will be configured as a web server and all contents of the live web hosting server will be copied (‘mirrored’) to the back up server.  The live server and the backup server will synchronize several times daily, ensuring that the data stored on the mirrored server is never more than 10 hours old.   Because this server will be stored in our suite at GTEC, both the access problem and the offsite storage problem will be solved in one stroke.  Furthermore, tape backups will continue to be made from the mirrored server and placed in a secure off-site location – increasing our ability to recover gracefully from a data disaster by both doubling the amount of backup data and by placing  the data sets in two separate physical locations.  In the event of a disaster in the co-location facility, we simply remove the server from our suite in the GTEC, drive it across town to the co-location facility and install it – a process that can be completed within 4 – 6 hours.  

Security Issues
We are exposed to several types of risks that could prove harmful to our corporate health.  Security issues, including the possibility of hacking or viral infection on our servers pose the greatest danger, followed by equipment failure.  The primary risk to us results from excessive downtime or data loss, which leads to a loss of customer confidence.   This could, in turn, lead to unrecoverable damage to our reputation and result in a mass exodus of client accounts to our competition.  

We address security issues as aggressively as possible, however, the fact that we rely on third-party server products reduces the amount of direct control we have over some of these issues.   Our servers are protected by anti-virus software protection that is updated continuously, with real-time scanning on both our hosting and email servers.  We belong to the most respected security group in the nation, SANS
, and act immediately on their alerts about security risks and vulnerabilities.  We download and install patches from MicrosoftTM   and other third-party software vendors as soon as they are released.  In spite of our efforts to protect our servers, there is a possibility, advanced by many security experts in the wake of the current round of cyber-attacks, that a virus could be released before the security community is aware of its presence.  Under this scenario, our servers could be infected before the new virus definitions or patches are released and we could suffer from downtime or data loss as a result.  Professional Liability insurance will be purchased from the proceeds of our debt financing in order to protect us from the risks from those events that are beyond our control.  

BUSINESS CONTROLS
Accounting System
Our financial information is managed using QuickBooks.  Julie Jackson of James Moore and Company  reviews our financial data on a monthly basis at no cost to us as part of our advisory services provided by GTEC. 

Quality Control
We thoroughly test new InfoToGo features before rolling them out to our clients, but occasionally, the software misbehaves and a client will report a bug to us, either via phone or email.  All websites on our hosting servers are programmed to automatically notify us via email when any user-generated error occurs.  Due to this automatic notification, we frequently resolve problem before the client notifies us that there is an issue. 

All bug reports are investigated and resolved promptly – because our code library is centralized, bug fixes are automatically rolled out to every InfoToGo website, even if only one customer has experienced the issue.   Because only one centrally managed instance of our code library, we are able to maintain a higher level of quality control using less resources than our competitors.  

�  The “last mile problem” is defined by http://netlingo.com as “The inability of homes or businesses to access superfast � HYPERLINK "http://www.netlingo.com/lookup.cfm?term=fiber-optic+cable" �fiber-optic cables�, due to the high cost of building such a � HYPERLINK "http://www.netlingo.com/lookup.cfm?term=network" �network�.“


� The Pew Internet and American Life Project, Counting On The Internet


    http://www.pewinternet.org/reports/toc.asp?Report=80





�  Appendix B: US Census Bureau economic survey data


�   Appendix D: Financial projections 2003 – 2006, Annual InfoToGo Revenue projections 2004, 2005 and 2006


�  Attrition rate of 3% applied to existing client base each year


�  See Appendix E for Livewire  Income statements for 2001 and 2002


� Bobby  is a service of Watchfire which tests web pages for compliance to the guidelines established by the World Wide Web Consortium's (W3C) Web Access Initiative (WAI), as well as Section 508 guidelines of the U.S.  Federal Government.  � HYPERLINK "http://bobby.watchfire.com/bobby/html/en/about.jsp" ��http://bobby.watchfire.com/bobby/html/en/about.jsp�. Only pages meeting the highest level of compliance are awarded the AAA designation.
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�  Small Business Administration Small Business Research Bulletin, Self-employment and Computer Usage http://www.sba.gov/advo/stats/rbsepc.pdf 


� National Federation of Independent Business, The Use and Value of Websites http://www.nfib.com/PDFs/sbpoll/webpoll.pdf


� SBA Office of Advocacy, 2003 State Small Business Profile: Florida http://www.sba.gov/advo/stats/profiles/03fl.pdf
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� NFIB National Small Business Poll, The Use and Value of the Inherent,  http://www.nfib.com/PDFs/sbpoll/webpoll.pdf


� University of Florida Bureau of Economic and Business Research, Florida Consumer Confidence Index, August 25, 2003  http://www.bebr.ufl.edu/Publications/cci_08_2003.pdf


� US Census Bureau, Quarterly Retail E-Commerce Sales, August 22,2003  http://www.economicindicators.gov/


� Ecommerce Times, Survey: Online Shoppers Want Convenience More Than Low Prices http://www.ecommercetimes.com/perl/story/14499.html


� Internet.com Marketing: It’s a trust game. http://www.clickz.com/media/cross_strat/article.php/836941


� Pew Internet & American Life Internet Activities chart http://www.pewinternet.org/reports/chart.asp?img=Internet_Activities.htm


� What makes Google Different, http://www.google.com/corporate/features.html


� Genex, Web Site Design Affects Consumer Sales, http://genex.com/Company/News/Web_Site_Design_Affects_Consumer_Sales.html


� Google At A Glance, http://www.google.com/corporate/facts.html


� http://www.consumerwebwatch.org/


� CyberAtlas, High Speed Access to Pass Dial-Up in 2005, http://cyberatlas.internet.com/markets/broadband/article/0,,10099_567101,00.html


� CyberAtlas, Broadband Content Leaving PC’s for TV and Stereos http://cyberatlas.internet.com/markets/broadband/article/0,1323,10099_498571,00.html


�  MIT Sloan School of Management Online, Why is Consumer Power Growing and How Should Companies Respond?


http://mitsloan.mit.edu/50th/consumer.pdf


� http://www.352Media.com


� Entrepreneur.com, Small Business’s Internet Usage http://www.entrepreneur.com/Your_Business/YB_SegArticle/0,4621,298388,00.html


�NFIB National Small Business Poll, The Use and Value of the Inherent,  http://www.nfib.com/PDFs/sbpoll/webpoll.pdf


� Small Business Administration Office of Advocacy, Characteristics of Small Business Employees and Owners 1997 http://www.sba.gov/advo/stats/ch_em97.pdf


�  http://www.GTECFlorida.com


� See Appendix G for GTEC lease agreeement


�  See Appendix H for sales contract and associated documentation relating to purchase of Livewire assets.


�  SANS is the trusted leader in information security research, certification and education. The SANS (SysAdmin, Audit, Network, Security) Institute was established in 1989 as a cooperative research and education organization. http://www.sans.org/aboutsans.php





