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I. Executive Summary 
 
 
 

Business Overview 
 
 
 

Product Overview  

iGPS is the worldôs smallest, most powerful GPS tracking device.  iGPS is a next-generation 

remote personal locator device used to locate immediately and aid in the timely rescue of 

missing children and the active elderly (including Alzheimer's patients). 

Â The product will be promoted at a retail price of $99.99 through TV, radio, internet, 

and public relations campaigns. 

Â The monthly subscription rate starts from $15.50 to $25.50.  

 
 
 

Market Overview  
 

Our relevant market size is the annual revenue that our company could attain if we owned 

100% market share. At this point, we have identified two markets:  

 
Â Children ages three to eight - $9.7 to $14.5 billion market size. 

Â People with Alzheimerôs Disease - $1.2 to $1.8 billion market size. 

 
In addition, in 2006, the global market for mobile technology devices reached $708 million of 

which: 

 
Â $300 million represents the U.S. GPS mobile phone system market. 

Â $78 million represents the global non-mobile people and animal tracking market. 
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Distribution Plan  
 

GPS, Inc. will use a multiple distribution channel strategy to promote iGPS in metropolitan 

areas starting with Boston, MA.  Some of our marketing vehicles include but are not limited to 

TV, radio, and internet infomercials, press releases, direct mail, and strategic alliances with 

charity and community organizations such as ABC Charity. 

 

 
Success Factors  
 

GPS, Inc. is uniquely qualified to succeed due to the following reasons: 
 

Â Marketing: We have unique marketing skill including TV, radio, internet, and public 

relations experience that enable us to attract new customers at a low cost.   

Â Services: Our Services are superior to our competitors because we typically seek 

exclusivity rights, which benefit our manufacturers from our sales commitment.   

Â Location: Our location allows us to serve our customers best because we are 

located in Boston, MA, close enough to our target markets such as New York. 

Â Operational Systems: We use state of the art call centers that enable us to offer 

high quality customer service to our customers. 

Â Intellectual Property (IP): Our products, such as iGPS, have patents that give us an 

advantage over other distributors without intellectual property.   

Â Successes achieved to date: We have already accomplished the following which 

positions us for future success.  

X We have a marketing plan which includes TV commercial production, TV 

media, and website design and production. 

X We also identified a high tech call center to answer customerôs calls. 

X We formed strategic alliances with key organizations such as ABC Charity. 
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Financial Plan  
 

Below is an overview of our expected financial performance over the next five years: 
 
To achieve these projections, we need to raise $250,000 in financing. 
 

Figure 1: Annual Financial Summary 

 

Assumptions  

 

 
 
* Zero Cancellation Rate;  

 
 

Exit Strategy  
 
By the end of year five, we expect to have sold near 18,500 units and having achieved an 

EBITDA of $15 million.  An exit strategy would be to sell our business to a strategic buyer at 3 

to 6 times EBITDA. 

 
 
 

Revenue Annual 
Growth 

 

Number of units to sell each month 10% 1,500 units 

Average price per unit  $99.99 

Average subscription per unit  $20.50 

Direct Costs per unit sold  $90.00  

Monthly Expenses   

Marketing expenses 5% $10,000 

Rent/utility expense 5% $3,000 

Office Supplies  $250 

Insurance 3% $300 

Capital Expenditures   

Year 1  $250,000 

Financing   

% of capital needed financed by debt  0 

% of capital needed financed by equity  100% 
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II. Company Overview 

GPS, Inc. is a new privately owned distribution company in the emerging field of personal 

tracking devices and is located in Boston, MA.   

GPS, Inc. was formed as a company committed to distribute iGPS, a next-generation 

remote Personal Locator Device in order to immediately locate and aid in the timely rescue of 

missing children and the active elderly (including Alzheimer's patients). 

The companyôs expertise in distribution and marketing enables it to effectively distribute its 

products through multiple channels.  This multi-channel distribution strategy is supported by 

launching comprehensive advertising and public relations campaigns.  In addition, GPS, Inc. 

has strategic alliances with key organizations such as ABC Charity. 
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III. Industry Analysis 
 

Market Overview 
 

In the 10 years since GPS became operational, sales of mobile location end-user solutions 

have grown to the point where they were worth nearly $19.3 billion in 2006, excluding 

satellites, ground transmitters, and other infrastructure necessary to make the systems work. 

This figure is projected to increase to $23.2 billion in 2007 and $48.8 billion in 2012, at a 

compound annual growth rate (CAGR) of 16.1% from 2007 to 2012. 

 

 
Below is the breakdown ($USD millions) of this $48.8 billion market: 
 

 
 

Other major market segments included are machine control ($990 million or 

5.1%) and people and animal tracking ($782 million or 4.1%). The firms that constitute the 

people and animal tracking market are generally small niche companies, with annual sales of 

$50,000 to five million.  

 

Below are the global market projections for mobile location technology-enabled for people and 

animal tracking device by region, through 2012: 
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Mobile location devices have a wide range of applications for tracking people and animals.  For 

instance, iGPS technology can be used to track: 

 
Â People: parolees, police, fire, EMS first responders, children, repair crews, blind 

people, elderly persons, hospital staff and patients, field engineers in factories and 

other industrial sites, and warehouse staff. 

 
Â Animals: pets, livestock, wildlife 

 
Some facts are listed below: 
 

Â Approximately, 750,000 children are reported missing in the U.S. each year. 

Â Every year, 359,000 children in the U.S. are kidnapped. 

Â Approximately, 5 million Americans currently suffer from Alzheimerôs disease, of 

whom 60% will wander at least once during their illness. 

Â There are more than one million people in U.S. correctional systems, who are 

subject to some type of movement restriction; an estimated 11% of them fails to 

report and cannot be found again. 

Â There are approximately 59 million cats, 52 million dogs, and six million horses in 

the U.S. 
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Relevant Market Size 
 

Our relevant market size is the annual revenue that our company could attain if we owned 

100% market share: 

 
Â Monthly subscription gross revenue per person ranges from $15.50 to $25.50. 

Â Annual gross revenue per person ranges from $186 to $306. 

 
At this point, we have identified two markets:   
 

Â Children age three to eight - $9.7 to $14.5 billion market size. 

Â People with Alzheimerôs disease - $1.2 to $1.8 billion market size. 

 

People with Alzheimerôs Disease 
 

Â Most people with Alzheimerôs disease are 60 or older & one in eight has it.   

Â Five million people aged 60 and older have Alzheimerôs disease in America.  

Â Our relevant market size is $1.2 to $1.8 billion (annual revenue x population). 

Â We expect a high penetration rate for this market. 

 

Children ages five to fourteen 
 

Â There are ten million children ages three to eight in the US   

Â Our relevant market size is two to three billion per year (revenue x population). 

Â We expect a low penetration rate for this market 

 

As the analysis shows, our relevant market is large enough for our company to enjoy 

considerable success. 
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IV. Customer Analysis 

Target Customers 
 
Below is a profile of our target customers: 
 

Â Age: Children of ages three to eight. 

Â Income: Middle Class Families with children ages three to eight. 

Â Gender: both, male and female children.  

Â Location: Metropolitan areas. 

 
Below is a snapshot of the size of our target market for children aged three to eight: 
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Below are the top 10 states ranked by the number of people with Alzheimerôs disease:  
 

  

 

Customer Needs 
 

Below is a profile of the needs that our target customers have: 
 

Â Value: The value of this product is very high to a parent, since they greatly value 

their children. 

Â Ease of Mind: Parents want to know that their kids can be found if missing. 

Â Convenience: The user will be able to use a cell phon conveniently to track the 

device. 

Â Reliability: Once charged, iGPS is reliable throughout a 72 hour period. 

Â Ease of use: iGPS is a very user friendly device that anyone can use. 

Â Quality: Our iGPS device meets high quality standards. 

Â Comfort: Our product is small enough to fit easily into a pocket. 

State

Projected - # of People with 

Alzheimer's

% Change from 

2000

2010 2025

California 480,000                                  50

Florida 450,000                                  64

Texas 340,000                                  74

New York 320,000                                  6

Pennsylvania 280,000                                  0

Ohio 230,000                                  25

Ill inois 210,000                                  14

Michigan 180,000                                  12

North 170,000                                  62

New Jersey 150,000                                  13
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Â Price: At a retail price of $99.99 and a monthly subscription fee as low as $15.50, 

iGPS is quite affordable to the average American family. 

Â Location: Through our multi-channel strategy, our product will be easily available 

through the phone, the internet and other distribution channels. 

Â Customer Service: We will have a trained customer service team to provide the 

best customer service experience. 
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V. Competitive Analysis 
 
We have two types of competitors: other distributors looking for exclusivity rights to sell this or 

other similar GPS tracking product. Our other competitors are manufacturers, other than iGPS, 

who manufacture substitute products. 

 

Direct Competitors 
 

Distributors  
 

Â Large distributors who own widespread distribution channels that could be used to 

market our products. 

Â Market niche distributors who would be interested in marketing our product. 

Â Other start-up companies looking for financing to distribute our products. 

 
 

Manufacturers  
 
The largest companies in this market segment, together with their estimated market shares, 

are shown in the figure below. 

 
People and Animal Tracking ï Non-Mobile Phone Systems: 
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The following companies are our direct competitors in the non-mobile phone system people 

and animal tracking market:  

 

 

 

Indirect Competitors 
 

Distributors  
 

Â Companies or individuals interested in buying our manufacturers, thus, risking our 

exclusivity rights for a particular product 

Â Marketing and public relations firms that could help our manufacturers distribute 

their products themselves. 

 
 

Manufacturers  
 

 

Our indirect competitors include: 
 

Â Mobile phone system chipsets and software providers who represent the majority of 

the $782 million market ($704 million); the phone itself becomes the tracking 

device.   

Company 
(Non-Mobile Phone System) 

$ Millions ï 
2006 

Market Share 
% 

Country 

GPS1 $8 12% U.S. 

GPS2 $8 12% Germany 

GPS3 $5 7% U.S. 

GPS4 $5 7% China 

GPS5 $41 62% U.S. 

GPS6   Japan 

GPS7   China 

TOTAL $78 100%  
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Â Other tracking device providers who donôt necessarily focus on the people and 

animal tracking market, but they could develop the technology to enter our market; 

this includes: 

 
V Aviation 

V Vehicle Navigation Tracing 

V Machine Control 

V Marine 

V Military 

V Recreation 

V Surveying/Mapping 

V Asset Management 

 

Competitive Advantages 
 

GPS, Inc. is positioned to outperform competitors for the following reasons: 
 

Â Marketing: We have unique marketing skill sets that enable us to attract new 

customers at a low cost. These skill sets include experience across distribution 

channels, including: TV, radio, the internet, and public relations.   

Â Services: Our service is superior to our competitors' because we typically use 

exclusivity rights, which benefit our manufacturers from our sales commitment.  

Exclusivity rights also provide us with more control to better market our products. 

Â Location: Our locale enables us to serve our customers efficiently because we are 

located in Boston, MA, near our target markets, including New York. 

Â Operational Systems: We use state of the art call centers that enable us to offer 

high quality customer service to our customers. 
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Â Intellectual Property (IP): Our products, such as iGPS, have patents that give us an 

advantage over other distributors without intellectual property. 

Â Successes achieved to date: We have already accomplished the following which 

positions us for future success.  

X We have a marketing plan which includes TV commercial production, TV 

media, and website design and production. 

X We also identified a high tech call center to answer customerôs calls. 

X We formed strategic alliances with key organizations such as ABC 

Charity. 
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VI. Marketing Plan 
 
Our marketing plan, included below, details our products and/or services, pricing and 

promotions plans for iGPS. 

 

Products, Services & Pricing 
 

Description  
 
iGPS is the worldôs most powerful GPS tracking device.  Tracking a person is as simple as 

placing a call or sending a text.  This device can be placed in a pocket, purse, backpack or car, 

or attach to a wrist, ankle, or belt.  Also, by calling or texting the device, within seconds the 

caller will receive a detailed map and address of the exact location of the device right on a web

-enabled phone.   

   
 

Specifications for iGPS  
 

Â Size 

Â Weight  

Â Battery 

Â External Power Supply 

 
Price  

Â Device: $99.99 

Â Monthly Subscription: $15.50 to $25.50 

 

 

Promotions Plan 
 

GPS, Inc. will use the following tactics to attract new customers in Boston, MA: 
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TV Infomercial  
 
Length: 30 second infomercials shown on the following networks: 
 

Â NBC 

Â FOX  

Â CBS 

Â ABC 

 
Website  

Â High-tech website with professional image and design 

Â Flash Development 

Â Video Integration 

Â Content Management System (CMS) 

 

Distribution Plan 
 

Customers can buy from us via the following methods: 

Â Phone: 1-800 number which goes to a call center to close sales on the spot. 

Â Company website: People will be able to order and pay through our website. 

Â Direct mail: We will also target our market through direct promotion. 

Â Partners: ABC Charity. 

Â Other: Schools and community centers. 
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VII. Operations Plan 
 
 

Our Operations Plan details: 
 

1) The key day-to-day processes that we perform to serve our customers. 

2) The key business milestones that our company expects to accomplish as we grow. 
 

Key Operational Processes 
 
The key day-to-day processes that our business performs to serve our customers are as 
follows: 
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Â Finance: GPS, Inc. 

Â Purchasing: iGPS 

Â Manufacturing: iGPS 

Â Distribution: GPS, Inc. 

Â Marketing: GPS, Inc./iGPS 

Â Sales: GPS, Inc. 

Â Customer Service: GPS, Inc./iGPS 

Â Administration: GPS, Inc. 

Â Accounting/Payroll: GPS, Inc. 

Â Human Resources: GPS, Inc. 

Â Legal: GPS, Inc. 
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Milestones  
 
The key business milestones that our company expects to accomplish as we grow, include the 

following: 

 
 
 

I. Distributorship and Partnership with iGPS  
 
To Be Completed By: September 15, 2010 
 
 

II. Marketing Campaign Launch  
 
To Be Completed By: December 15, 2010 
 
Accomplishments:  
 

Â Accomplishment #1: Website Launch 

Â Accomplishment #2: TV Infomercial 

Â Accomplishment #3: Partnership with ABC Charity 
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VIII. Management Team 
 
Our management team has the experience and expertise to successfully execute on our 

business plan. 

 

Management Team Members 
 

John Smith, Founder and Chief Executive Officer  

Â Expertise: Sales and Marketing including radio, advertising, telemarketing, and e-

commerce 

Â Former Positions: Owner of Smith Marketing Concepts; Marketing Director, ABC 

Travel  

Â Education: MBA from Emory University; Bachelor in Economics from the University 

of Florida. 

 

Mary Johnson, CPA, Chief Financial Officer  

Â Expertise: Accounting, finance operations, compliance, and risk management. 

Â Former Positions: CFO of ABC Market Force; Owner of Jonson CPA P.A.  

Â Education: Bachelor in Accounting from the University of Florida 

 

Jose Martinez, Chief Operating Officer 

Â Expertise: Product development, Product management, Inbound/Outbound Call 

Center Operations 

Â Former Positions: Product Manager for ABC Electric; COO of ABC Distributors 

Â Education: Bachelor in Engineering from MIT. 
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IX. Financial Plan 
 

Revenue Model 
 

GPS, Inc. generates revenues via the following: 
 

 

¶ Sales of products: $99.99 per device 

¶ Monthly subscription: $15.50 ï $25.50 per month per device 

 

Financial Highlights 
 

Below please find an overview of our financial projections. See the Appendix for our full 

projected Income Statements, Balance Sheets and Cash Flow Statements. 

 

Figure 2: Financial Highlights 
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Figure 3: Projected Expenses 

 
 

Funding Requirements/Use of Funds 
 
To successfully execute on our business plan, we require $250,000 in funding. The primary 

uses of this funding include: 

 

¶ Promotional Campaign: $100,000 

¶ Working Capital: $150,000 

 

Exit Strategy 

 

We expect that members will be able to cash out on their investment in our company when we 

are acquired.  We expect to achieve this goal within the next five years. 

 
 

Total Direct 
Costs 

Salaries

Marketing 
Expenses

Rent/Utility 
Expenses

Other Expenses
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X. Appendix 
 

Figure 4: 5 Year Annual Income Statement 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FY 1 FY 2 FY 3 FY 4 FY 5

Revenues

Revenue 1 $1,133,600 $1,251,200 $1,381,100 $1,524,400 $1,682,700

Revenue 2 $1,891,700 $5,152,600 $8,752,100 $11,714,100 $16,093,500

Total Revenue $3,025,300 $6,403,800 $10,133,200 $13,238,500 $17,776,200

Direct Cost 

Direct Cost 1 $1,164,800 $1,419,200 $1,729,100 $2,106,900 $2,566,900

Total Direct Costs $1,164,800 $1,419,200 $1,729,100 $2,106,900 $2,566,900

GROSS PROFIT $1,860,500 $4,984,600 $8,404,100 $11,131,600 $15,209,300

GROSS PROFIT(%) 61% 78% 83% 84% 86%

Other Expenses 

Salaries $72,000 $72,000 $72,000 $72,000 $72,000

Marketing Expenses $122,300 $128,400 $135,000 $141,900 $149,200

Rent/Utility Expenses $36,400 $37,500 $38,700 $39,800 $41,000

Other Expenses $6,800 $7,100 $7,400 $7,800 $8,100

Total Other Expenses $165,500 $173,000 $181,100 $189,500 $198,300

EBITDA $1,695,000 $4,811,600 $8,223,000 $10,942,100 $15,011,000

Depreciation $50,000 $50,000 $50,000 $50,000 $50,000

Amortization - - - - -

Preliminary Exp Written off - - - - -

EBIT $1,645,000 $4,761,600 $8,173,000 $10,892,100 $14,961,000

Interest Expense - - - - -

PRETAX INCOM E $1,645,000 $4,761,600 $8,173,000 $10,892,100 $14,961,000

Net Operating Loss - - - - -

Use of Net Operating Loss - - - - -

Taxable Income $1,645,000 $4,761,600 $8,173,000 $10,892,100 $14,961,000

Income Tax Expense $575,800 $1,666,600 $2,860,500 $3,812,200 $5,236,400

NET INCOM E $1,069,200 $3,095,000 $5,312,500 $7,079,900 $9,724,600
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Figure 5: 5 Year Annual Balance Sheet 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FY 1 FY 2 FY 3 FY 4 FY 5

ASSETS

Cash $1,401,862 $4,180,862 $9,142,062 $16,112,562 $25,421,962

Other Current Assets $471,200 $860,600 $1,290,400 $1,470,900 $1,975,100

Total Current Assets $1,873,062 $5,041,462 $10,432,462 $17,583,462 $27,397,062

Intangible Assets $0 $0 $0 $0 $0

Acc Amortization $0 $0 $0 $0 $0

Net Intangibles $0 $0 $0 $0 $0

Fixed Assets $250,000 $250,000 $250,000 $250,000 $250,000

Accum Depreciation $50,000 $100,000 $150,000 $200,000 $250,000

Net fixed assets $200,000 $150,000 $100,000 $50,000 $0

Preliminary Exp $0 $0 $0 $0 $0

TOTAL ASSETS $2,073,062 $5,191,462 $10,532,462 $17,633,462 $27,397,062

LIABILITIES & EQUITY 

Current Liabilities $118,400 $141,800 $170,300 $191,400 $230,400

Debt outstanding $0 $0 $0 $0 $0

Total Liabilities $118,400 $141,800 $170,300 $191,400 $230,400

Share Capital $885,462 $885,462 $885,462 $885,462 $885,462

Retained earnings $1,069,200 $4,164,200 $9,476,700 $16,556,600 $26,281,200

Total Equity $1,954,662 $5,049,662 $10,362,162 $17,442,062 $27,166,662

TOTAL LIABILITIES & EQUITY $2,073,062 $5,191,462 $10,532,462 $17,633,462 $27,397,062
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Figure 6: 5 Year Annual Cash Flow 

 

 
 
 
 
 
 
 
 
 
 
 
 

 

FY 1 FY 2 FY 3 FY 4 FY 5

CASH FLOW FROM  OPERATIONS

Net Income (Loss) $1,069,200 $3,095,000 $5,312,500 $7,079,900 $9,724,600

Change in Working Capital ($352,800) ($366,000) ($401,300) ($159,400) ($465,200)

Plus Depreciation $50,000 $50,000 $50,000 $50,000 $50,000

Plus Amortization $0 $0 $0 $0 $0

Plus Preliminary exp w ritten off $0 $0 $0 $0 $0

Net Cash Flow from Operations $766,400 $2,779,000 $4,961,200 $6,970,500 $9,309,400

CASH FLOW FROM  INVESTM ENTS

Fixed Assets ($250,000) $0 $0 $0 $0

Intangible Assets $0 $0 $0 $0 $0

Net Cash Flow from Investments ($250,000) $0 $0 $0 $0

CASH FLOW FROM  FINANCING

Cash from Equity $885,462 $0 $0 $0 $0

Cash from Debt f inancing $0 $0 $0 $0 $0

Net Cash Flow from Financing $885,462 $0 $0 $0 $0

Net Cash Flow $1,401,862 $2,779,000 $4,961,200 $6,970,500 $9,309,400

Cash at Beginning of Period $0 $1,401,862 $4,180,862 $9,142,062 $16,112,562

Cash at End of Period $1,401,862 $4,180,862 $9,142,062 $16,112,562 $25,421,962
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