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CAPTURED MEMORIES

MISSION
To preserve and capture those precious moments in time so they can be preserved in a visual archive
VISION
To provide high quality affordable photos and services to our community through school functions and those special events
THE ORGANIZATION: See Appendix 1	
Roles and Responsibilities
Jennifer Kuligowski:  Photographer, Sales, Marketing, and Customer Service.
Jennifer’s roles in the organization are primarily the main photographer, in which she employees here creative vision and outlook to capture those precious moments so they can be remembered in a visual contents.  In addition Jennifer is responsible for enlisting clientele scheduling shoots, marketing products through available means, determining price of products sold, and collecting payment.  Furthermore, Jennifer is responsible for handling customer concerns and providing premium customer services.
Ed Kuligowski: Operations Manager, Financial Planner, Product ordering and Delivery, Customer Service.
Ed’s role in the organization is to employ business skills obtained through experience and education in the form of budgeting, strategic planning, directing operations, and finance.  In addition Ed will ensure that products are order promptly and correctly, and ensure they reach the intended customer in prompted time frame.  Furthermore, Ed will assist Jennifer in the handling of customer concerns in order to rectify any situation quickly, while ensuring that only top notch customer satisfaction and services are provided.
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Experience
Jennifer Kuligowski:  
· Associates Degree in outdoor photography.  
· 4 years of field experience
· $12,000 sales year to date since start of company (2009)
· Sales and Marketing (DECA state award recipient)
· 15yrs sales experience
· 10yrs PTC member
Ed Kuligowski: 
· Associates Degree in Mechanical Engineering
· Bachelors of Science Business Administration
· Master of Science in Management with a Project Management Minor
· Sales and Marketing (DECA state award recipient)
· 15yrs Supervisory experience
Performance Monitoring
	Currently our performance is gauged from our strategy to infiltrate the school system market share with our cost leader / differentiation strategy.  The gauge will be the capturing of market share from the competition resulting in an increase in sales and net profit.  As this continues to happen through growth investments we will expand the organization and bring in new employees to better handle new work loads and meet additional needs of the organization. 



Product Flow Chart
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[image: ]Suppliers
[bookmark: C408917366666667I118138T408917377083333]Our main supplier of products is Nations Photo Lab located in Baltimore Maryland.  Nations Photo Lab is a leading supplier of photofinishing products for beginning photographers.  Nations Photo Lab uses top quality Kodiak® paper and provides fast turnaround economical prices and excellent customer service.  Nations Photo Lab offer 24hr customer assistance and fulfills orders to our state within 48hrs allowing us to get the product back to the customer quickly.  Nations Photo Lab offers a wide variety of products to complement our business from specialized packaging, sports memorabilia, to hand painted canvases. Nations Photo Lab offers ROES software supported by their IT department to stream line the ordering process and directly uploading your request to be processed in an efficient manner (http://www.nationsphotolab.com).
MARKET ANALYSIS: See Appendix 2 
	Captured Memories L.L.C. was founded in 2009 by my wife Jennifer and me.  We currently run the business from our home and have roughly $2500 in assets for the business.   For the past 3 years we have had profits ranging from $4000 - $7000 in a fiscal year.  Currently we are developing a business plan to expand the business and capture more of the current market share available in our local area of Lapeer County Michigan.  This market assessment will detail the target demographics, current suppliers, current market trends, competitors, and products offered by our photography business. 
Target Demographics
[bookmark: C408917044328704I118138T408917057986111]According to a census taken in 2009 Lapeer County has a current population of 90,000 individuals ("City-Data.com," 2009, figure 1).  Primarily children and family events are our primary target demographic.
Family Events:					Children:
Weddings						School Photographs
Graduations						Sporting Events
Senior Pictures
Births
     Within the county there are 4 school districts containing 16 elementary schools, 6 middle or junior-high schools, 8 high schools and 2 secondary high schools.  
     It is a tradition in Lapper County to have school photos taken at the beginning and end of each school year.  By targeting the schools as our primary demographic we can establish a long life customer base that will constantly refresh itself every year.  In addition to bi-annual photos the demographic base offers opportunities to take photographs of sports teams and other after school clubs and events. By targeting the children through fun poses and wide variety of appealing backdrops we can compel the parents of the children to purchase the variety of products we offer.  
Segmentation
Primarily the market is divided into two segments family events, and school events.



Market Trends
	As photography has advanced over the past years digital cameras have surpassed the quality of a standard film camera.  The ability to capture images digitally and view it instantaneously has allowed photographers to utilize more photographic freedom, in addition to the ability to utilize several different editing and product options to offer the customer.  Many older photographers that still use film run into the added expense of development, possible film damage, missed moments, and EPA consideration when dealing with developing supplies.  While the cost of printing one’s digital photos is still a concerning factor, Captured Memories has enlisted its supplier to provide low cost high quality prints at a fraction of its competition prices.  
The primary focus of Captured Memories, being parents of four children ourselves, is to provide our customers with the same quality photographs without all the hidden fees and high per sheet charges and still remain profitable.  By not charging sitting fees and packaging our products with a price per sheet cost of $6-$8 dollars we can capture market share from our competition in a tough economy.   By keeping our cost below %10 of our package price we can maximize profit.  
Schools use photo’s as fundraisers for the PTA and sporting events.  The school usually sees %5 - %10 return of off profits generated from picture sales.  We intend to approach the PTA’s and school boards by offering a %15 return on all profits generated from the sales of our products.  With some pricing adjustments this return won’t cut into our profit margin because of our already lower per sheet pricing.  By remaining on the high end of our scale we can still pass the cost benefits on to our customers, remain profitable, and the school can benefit as well. With the aid of our supplier to handle the volume, we can remain completive in the market and offer even further discounts for special non-school related events.  


Competitors
	In the Lapeer area there are eleven registered photography businesses.  Nine of our competitors are freelance photographers that work from home and the majority still uses standard film type cameras during their shoots.  Their primary demographics are family events such as weddings, senior pictures, and other special occasions.  They primarily charge an initial sitting fee ranging from $45 - $100 for two poses and an additional fee per outfit change and pose.  Pricing after the sitting fee range from $12 - $25 per sheet based on size of package purchased and amount of poses.   Weddings and events begin with a $450 - $700 deposit and the further expense of the package chosen by the customer.  They remaining two competitors have devoted studies and target family events but offer a studio environment to shoot in as well.  Prices are similar to the freelance competition and can be higher based on the extra overhead associated with having a studio.   Currently the School districts are setup with a large photography studio based in a different county that is equipped to handle large volume accounts.
Products
	Besides our main product of photographs, and with the enlistment of our supplier we can offer a wide verity of products that our customers can incorporate their photographic memories on.  From key chains, sports button, flags, canvases, Christmas ornaments, to sports trading cards Captured Memories can offer a large line up of product to place your most precious moments on and enjoy where ever you like.  In addition to novelty product we offer photo enlargement, framing, black and white photography, metallic lithographs, color added black and white photography, and a vast array of editing option.
References
[bookmark: R408917044328704I118138]Lapeer County Mi. (2009). Retrieved from http://www.city-data.com/county/Lapeer_County-MI.html

MARKET STRATEGY: See Appendix 3
Market Strategy
[bookmark: C409206886574074I118138T409206911342593]Research has suggested that advertisements have become increasingly ineffective in capturing the attention of consumers and compelling them to buy (Trusov, Bucklin, & Pauwels, 2009).  New forms of advertising have begun to take center stage as Americans become more involved in social media via the internet.  Therefore careful consideration must be taken when developing a marketing strategy that captures the intended demographics and is effective in motivating them towards purchasing of goods or services that utilizes the media most preferd by today’s markets.
At Captured Memories we rely heavily on the use of social media to spread the word of our products and services that we offer.  We have four children and my wife is actively involved with the PTA in the schools, therefore she meets a large amount of people within the school district.  She often interacts with them on a daily basses and is friends with them on social media outlets like Face Book.  Though the use of social media tools we have been able to promote our services and display them at low cost. In addition, we have received several referrals through the social media means.  We have posted several flyers and business cards in the local area business but have had little response to these types of campaigns.  With this type of industry word of mouth, price, and quality of work is everything.  If we can produce a satisfied client then by word of mouth they will usually recommend us to friends and family.  It has been our experience that our references through current customers have generated a large proportion of our business and most of those references have come from enlisted “friends” on social media sites.  
[bookmark: C409206886574074I118138T409277324189815]However it does remain important to realize that not all our target demographic is involved in social media.  Social media is a valuable tool but this fact can’t be ignored. Therefore we also advertise through references and word of mouth campaigns.  These campaigns contribute a small percentage of our customers but when used in conjunction with social media they will eventually reap larger results (Trusov et al., 2009).
[bookmark: C409257748032407I118138T409257762500000]One phenomenon that we have capitalized on in our endeavors was touched on by Porter in his article “Strategy and the Internet”.  We have noticed that by using the internet we don’t have to concentrate on advertising the quality of our work against our competitors (which we can simply display) but we can focus more on price.  Porter has demonstrated that as the competitive field begins to widen across the internet customers tend to focus more on pricing than the typical values that were placed on rivalries in traditional marketing settings (Porter, 2001).  For example, the average cost of senior photos by our local completion ranges from $800.00-$1200.00 per student.  We have an average purchase of the same quantity of photos and setting for $350.00 - $650.00 per student which nets us about 65% - 85% profit per sale.  Customers view this price as a value for the same product and chose us over the competition.   Internet marketing dose give the buyer more power because of this phenomenon; and to remain competitive and still retain our market share we have to focus on price to draw in our target demographic.  
Target Markets
Captured Memories resides in Lapeer county Michigan in a population of 90,000 residences with 4 school districts with an estimated 13,000 students spread thought 16 elementary schools, 6 middle schools, 8 high schools, 2 secondary high schools.
Captured memories primary marketing strategy involves capturing the market share from competitors involving annual school pictures (both fall and spring), sporting events and team photos, and senior pictures.  We chose this market because of its high rate of return, established tradition of needed photographs for these events, and the need for little public advertising.  Photos during these events are usually purchased without much consideration by consumers due to lack of options and the feeling of obligation to the student.
In order to achieve market entry, we must appeal to the individual school Parent Teacher Association boards.  School photos are revenue generating fund raiser that accounts for the majority of the PTA’s budget during the school year.  Typically the PTA receives 5-10% of the profits generated by the photo shoot.  Therefore by enlisting are supplier (Nations Photo Labs) Captured Memories can offer a payoff of 15% of revenue generated during the shoot to the schools due to the low cost of producing high quality photographs are suppliers offer us.  In addition in our current economy we can still offer low cost packages to the customers and still net a 40-50% profit from each packaged purchased.
Furthermore, by appealing to the PTA through means of financial channels we can market our company through the inexpensive means of the children in the school. Upon delivering of the product purchased for school purposes we can then notify parents of other services, such as our no setting fee low cost senior picture packages, wedding photos, family portraits, and sporting events.   
Sales Targets
	After initial entry into the market we plan on capturing one school at a time until we can convince the entire district to switch to our services.  There is an average of 450 students per elementary school in Lapeer ISD the graph demonstrates the anticipated profit from the photos taken from one school in the next year. As we begin to acquire more schools in our target range of three to five years we can begin to hire more staff to handle the accounts and workloads.  In addition to processing staff we would then allocate an additional photographer to handle the school accounts and then my wife can primarily focus on her passion of senior pictures.
FINANCIALS: See Appendix 4
[bookmark: C409428674421296I118138T409428699652778][bookmark: C409428674421296I118138T409428718171296][bookmark: C409428674421296I118138T409428746180556]Our strategy is to formulate a role of a cost leadership organization while keeping the traditions of quality, service, design, delivery, and variety of a differentiation strategy in mind to benefit our customers in all aspects (Little, Little, & Coffee, 2009).  According to the Du Pont Model a cost leadership strategy focusses on a relatively low profit margin but it is offset by high asset turnover (Little et al., 2009).  Unfortunately, goods sold in this manner often are of poor quality and lack characteristics of high quality items.  These items are purchased in large qualities and sold to consumers at discount rates benefitting the consumer but lacking the higher qualities (Little et al., 2009).  A differentiation strategy according to the DuPont model concentrates on commanding premium prices for higher quality good increasing the profit margin but resulting in low asset turn over.  Our organization plans to capitalize on the ability to provide high quality products at cost leadership prices allowing us to maintain a high profit margin and yield high asset turn over thanks to the alliance with our supplier National Photo Lab.
By utilizing this strategy we will be able to fund a growth budget that will allow us to handle the increases in orders and the volume of projected sales once we enact our positioning strategy with-in the Lapeer area school districts.  

Growth Budget
[bookmark: C409407300462963I118138T409428832060185]Growth budgets are formulated with a few basic steps according to Charan.  First develop a list of sources for revenue and classify them as short, medium and long term.  Second, prioritize each type of growth and apply its source of revenue. Thirdly, spell out the cost of each project, and lastly, define responsibilities of the projects and track progress.  (Charan, 2004)


































	The major source of projected profits for our first year of operations is senior pictures ($19,500).  Using this profit to cover all budgeted operating expenses we can then invest the remaining profit into more equipment and eventually hiring additional personnel to handle the increased volume in sales once we begin to capture market shares via Lapeer community school district.   All additional funds will be allocated to the equipment cost of the operational budget until additional equipment requirements are meet.  Once requirements are meet a payroll category will be created and the addition of new employees will be added to the organization.
Operational Budget
There are many simple budget programs available on the World Wide Web.  I found this spread sheet that I felt was a good representation of an operational budget for our organization.   (Budget Spread Sheet)   Our operational budget will be funded by profits from the senior pictures taken thought the first year.  In addition with these projected profits we can pay off the initial startup cost of the business and purchase additional equipment for expansion and the chance to offer additional services.  
	Captured Memories
	January
	February

	Projected Income
	$3,400.86
	$3,400.86

	Actual Income
	$3,400.86
	$3,400.86

	Projected Cost
	$0.00
	$435.00

	Actual Cost
	$2,910.00
	$1,645.00

	Projected Balance
	$3,400.86
	$2,965.86

	Actual Balance
	$490.86
	$1,755.86

	 
	 
	January
	February

	 
	 
	Projected
	Actual
	Projected
	Actual

	Monthly Income
	 
	 
	 
	 

	Profit
	
	$2,750.86
	$2,750.86
	$2,750.86
	$2,750.86

	Cost of Packages Sold
	$650.00
	$650.00
	$650.00
	$650.00

	Other
	
	
	 
	 
	 

	Total
	 
	$3,400.86
	$3,400.86
	$3,400.86
	$3,400.86

	Equipment Cost
	 
	 
	 
	 

	Camera
	 
	$950.00
	 
	 

	Lenses
	
	$350.00
	 
	 

	Filters
	 
	 
	$35.00
	 
	 

	Flash
	
	
	$125.00
	 
	 

	SD Cards
	 
	$35.00
	 
	 

	Supplies
	
	$25.00
	 
	 

	Batteries
	 
	$50.00
	 
	 

	Other
	
	
	$45.00
	$250.00
	$250.00

	Total
	 
	$0.00
	$1,615.00
	$250.00
	$250.00

	Transportation
	 
	 
	 
	 

	Vehicle Payment
	 
	$150.00
	$150.00
	$150.00

	Insurance
	
	$35.00
	$35.00
	$35.00

	Fuel
	 
	 
	$100.00
	 
	$150.00

	Maintenance
	
	$0.00
	 
	 

	Other
	 
	 
	$0.00
	 
	 

	Total
	 
	$0.00
	$285.00
	$185.00
	$335.00

	Expenses
	 
	 
	 
	 

	Personal Loans
	 
	 
	 
	 

	Credit Card
	
	$75.00
	 
	$75.00

	Supplier
	 
	$650.00
	 
	$650.00

	Other 
	
	 
	 
	 

	Total
	 
	$0.00
	$1,010.00
	$185.00
	$1,060.00





















RISK ASSESSMENT: See Appendix 5
External Risk
· Supplier price increase
· Supplier not available
· Underbid by competitors
· Customers Debt
Internal Risk
· Broken, missing, stolen equipment
· Loss of data
· Personal Illness
· Order mix-up
· Lack of sales

Crisis Plan
At Capture Memories we are prepared to address potential risk to our daily operations. The following list consists of the potential risks to our operations and plans to eliminate and reduce these threats as much as possible. 
Supplier concerns.  A major part of our business strategy is the ability to offer high quality photographs to our customers at an extremely affordable price.  The means by which we achieve this is through the prices set by our photo supplier.  In the event that the pricing of this supplier becomes uncompetitive or the supplier is no longer available for use, we a Captured Memories would divert all necessary printing to local photo printers to meet current demands until a new supplier can be acquired.  In addition we plan to research other labs and utilize their services so we can quickly transition to a different supplier if necessary.  
To protect our pricing abilities we have inserted a 10-15% cushion in our pricing that will allow use flexibility to adjust pricing without damaging profit margins and allow us to remain economically competitive in this environment.  
To protect ourselves against customer’s debt we require a minimum of 25% - 100% of the package price to be paid up front before ordering.  The minimum down payment will protect the organization from material loss and limit us to labor loss only.  
All of our equipment is insured to prevent permanent loss, and we are currently allocating funds to purchase back up equipment in the event of failure or damage.  In addition we have installed back-up data equipment to further ensure that original data is not corrupted or lost.
Our primary photographer is my wife Jennifer.  In the event she becomes ill or unable to perform her duties I have been taking lessons from her and from a formal training institution to provide backup services in the event this should occur.  We are both covered under the primary insurance carrier of the current organization I work for.  
We have developed an order numbering system to ensure the proper individuals are receiving the proper products during large bulk orders.  In the event there is a mistake we will directly work with the customers to rectify the situation and offer additional products and services to satisfy the mistake. 
We operate with minimum overhead and operational cost.  Therefore lack of sales although damaging to our profit margins will have little effect on the longevity of our organization. 


APPENDIX 1:
[bookmark: C409339528703704I118138T409339581481482][bookmark: C409339528703704I118138T409339606597222]Operations and operational effectiveness is the ability of an organization to perform its daily activities better than its competition (Porter, 1996).  Operational effectiveness concentrates on productivity, quality management, benchmarking, time-based management, outsourcing, reengineering, and partnering (Porter, 1996, p. 3).  These inputs can be easily imitated by competition but are a vital part of the overall profitability of the organization.  Therefore, the need for a strategy to differentiate your organization from its competition is equally important.
[bookmark: C409197277893519I118138T409358587731481][bookmark: C409358464467593I118138T409358624884259]Henry Minztberg compared the crafting of strategy to the actions of a potter begging to shape clay.  That potter having a plan in mind and the freedom (or strategic synthesis i.e. thinking) to react to that plan also had an innate knowledge of how the operations of the creation and distribution, and demand for certain products over others in mind when formulation an artistic strategy in the creation of its craft (Mintzberg, 1987).  An organization must contain a balance of planning and thinking in order to remain competitive and viable into today’s markets.  Many businesses focus on either strategy of positioning themselves apart from their competition and often neglect the operational requirements or the strategic analysis or planning part of the implementation process, or too much on the process and little on the positioning (Mintzberg, 1994).
With the fact of a well-balanced organization in mind it is important to establish an organizational structure with-in an organization in order to clearly define roles, develop a chain of command, establish relationships with suppliers, handle customer needs, and solve issues when they arise.  
References
[bookmark: R409197277893519I118138]Mintzberg, H. (1987, Jul/Aug 1987). Crafting Strategy. Harvard Business Review, 65(4), 66-75. 

[bookmark: R409358464467593I118138]Mintzberg, H. (1994, Jan/Feb 94). The Fall and Rise of Strategic Planning. Harvard Business Review, 72(1), 107-114.
[bookmark: R409358514120370I118138]Porter, M. (1996, Nov/Dec 96). What is Strategy? Harvard Business Review, 74(6), 61-78.
[bookmark: C409498400347222I118138T409498412152778][bookmark: C409498429513889I118138T409498442939815]Mintzberg describes leadership as an individual who stimulates work, builds trust, and viewing the entire picture (Mintzberg, 2004)  (Bassi & McMurrer, 2007).  Therefore, it is becoming more and more important that leaders in organization reap the benefits that their employees have to offer. Not only should organization practice maximization to benefit the organization through longevity and profitability, but it should contribute to the overall satisfaction, and wellbeing of the employee.
[bookmark: C409498429513889I118138T409498534953704][bookmark: C409498429513889I118138T409498636574074]Bassi and McMurrer outlined this phenomenon that drives Human Capital Management.  First, Leadership Practices which can be summed up as the abilities to communicate, collaboration or inclusiveness with fellow employees, supervisory skills, executive skills, and systems (Bassi & McMurrer, 2007).  Communication is key element to the success of any organization.  Effectively delegating responsibilities, directives, instruction, and providing feedback will result in superior operational performance.  Engagement with employees: by involvement in job design to increase efficiency and productivity, demonstrating commitment to provide a sense of security, allow sufficient time to complete task, and continually evaluating employee’s performance. Knowledge accessibility: provide job training and information, collaboration and encourage team work, share information, make information easily accessible.  Workplace optimization: provide top quality working conditions, define work processes and responsibilities, reward performance and enforce accountability, hire based on skill, and evaluate employee performance.  Learning capacity: provide and accept innovation and strategy, training, employee development, value and support advancement and training (Bassi & McMurrer, 2007).  
[bookmark: C408018745138889I118138T409498646180556][bookmark: C408018420023148I118138T409498687731481]Organizations are becoming more dynamic in nature and human capital is being regarded as an asset instead of a cost (Stanley, Feb 2005).  Supervisors now have to build social capital and trust with employees in order to achieve optimal operational success.  In return employees repay this form of supervisor with forms of citizenship behavior which greatly benefits an organization even further.  By building these social credits employees repay their superiors through social exchanges like going above and beyond job requirements, increase job loyalty, established trust, and extended innovation energy and time spent on task (Konovsky & Pugh, June 1994).
In this paper I plan to demonstrate the human capital requirements and operational structure of me and my wife’s small photography business Captured Memories. Keeping the guidelines in management and organizational handling of human capital set by Bassi and McMurrer we plan to implement these principle thought our organization as we continue to grow.  Unfortunately at the current time we are only a small organization with two employees.  Although we wear many hats, we both are in agreement that human capital is an “asset” and not a cost to an organization; in addition we feel it helps shape and define the culture of an organization. 
References
[bookmark: R409498429513889I118138]Bassi, L., & McMurrer, D. (2007, Mar 2007). Maximizing Your Return on People. Harvard Business Review, 85(3), 113-123.
[bookmark: R408018420023148I118138]Konovsky, M. A., & Pugh, D. S. (June 1994). Citizenship behavior and social exchange. Academy of Management, 37.3, 656. Retrieved from http://search.proquest.com.ezproxy.bellevue.edu/docprintview/199808812?accountid=28125
[bookmark: R409498400347222I118138]Mintzberg, H. (2004, Nov 2004). Enough Leadership. Harvard Business Review, 82(11), 22-22.
[bookmark: R408018745138889I118138]Stanley, T. L. (Feb 2005). Trust : A Management Essential. SuperVision, 66.2(6-8), 6-8. Retrieved from http://search.proquest.com.ezproxy.bellevue.edu/docprintview/195602445?accountid=28125

APPENDIX 2:
[bookmark: C409197294328704I118138T409277107407407][bookmark: C409197277893519I118138T409277148148148][bookmark: C409197294328704I118138T409277185648148]Henry Minztberg iterates the importance of the distention between strategic planning and strategic thinking.   Mintzberg’s states that “strategic planning isn’t strategic thinking. One is analysis, and the other is synthesis” (Mintzberg, 1994, p. 107).  Using the synthesis approach to developing a marketing strategy one can establish a vision or direction for their organization and then formulate a plan to put that vision into effect.  Strategies need to be dynamic in nature.  Minztberg further demonstrates this by comparing a strategic thinking to a craftsman or in his case a potter.   Using his metaphor he describes how an organization must remain open and flexible to possible deviations from intended plans in order to capitalize on new opportunities that may arise when they are least expected (Mintzberg, 1987).  In addition an organization must have the analysis aspect of strategic planning as well.  As with many visions economic restraints, lack of technology capabilities, and countless other restriction may prevent a vision from coming to fruition.  Therefore a strategic planner must have the mindset of the thinker and the outlook of the analyzer in order to provide a sound plan to direct an organization (Mintzberg, 1994).  
References
Mintzberg, H. (1987, Jul/Aug 1987). Crafting Strategy. Harvard Business Review, 65(4), 66-75. doi: Retrieved from
[bookmark: R409197294328704I118138]Mintzberg, H. (1994, Jan/Feb 1994). The Fall and Rise of Strategic Planning. Harvard Business Review, 72(1), 107-114. doi: Retrieved from
[bookmark: R409257748032407I118138]Porter, M. E. (2001, March 2001). Strategy and the Internet. Harvard Business Review, 79(3), 62-78. doi: Retrieved from
[bookmark: R409206886574074I118138]Trusov, M., Bucklin, R. E., & Pauwels, K. (2009, September 2009). Effects of Word-of-Mouth Versus Traditional Marketing: Findings from an internet Social Networking Site. Journal of Marketing, 73(5), 90-102. doi: Retrieved from




APPENDIX 3:
Research has begun to suggest that advertisements have begun to become increasing ineffective in capturing the attention of consumers and compelling them to buy (Trusov, Bucklin, & Pauwels, 2009).  New forms of advertising have begun to take center stage as Americans become more involved in social media via the internet.  Therefore careful consideration must be taken when developing a Marketing strategy that captures the intended demographics and is effective in motivating them towards purchasing of goods or services that utilizes the media most preferd by today’s markets.  
References
Trusov, M., Bucklin, R. E., & Pauwels, K. (2009, September 2009). Effects of Word-of-Mouth Versus Traditional Marketing: Findings from an internet Social Networking Site. Journal of Marketing, 73(5), 90-102.

APPENDIX 4:
[bookmark: C409407300462963I118138T409407342013889][bookmark: C409407300462963I118138T409407376388889]Budgets are a vehicle use to direct cash flow and growth in an organization.  Growth budgets are the vehicle in which an organization funds the implementation of strategic plans   (Charan, 2004).  Growth budgets provide the necessary capital investments to implement improvements with-in and outside an organization to position itself for future growth and captured market share.  Growth budgets break down the funding for individual projects with-in divisions of an organization assigning specific task to individuals or groups and allocating the funds in which that group requires to meet its new goals (Charan, 2004).  Unlike operational budgets, growth budgets focus more on the eventually implementation of future strategy which will position an organization apart from its competition.  One could state that operational budgets are geared more for current strategic process and growth budget are for future planning and strategies.
Budget planning is the basic steps taken by management to fund the day to day operations of their organization or department, and act as a tool to determine where funds should be allocated and that fundamental needs of the operation are being meet.  Budgets also become the most important because they help determine the profit an organization will receive in a given fiscal year.  
[bookmark: C409407300462963I118138T409428625810185]As Charan States a growth budget and an operational budget are how the organization funds its particular quest (Charan, 2004).  Once an organization has determined a strategy; in order for it to become realized in an organization some sort of funding has to be allocated to it before its implementation and growth budgets are those vehicles.  
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http://dotxls.com/free-excel-templates/free-excel-templates---finance-and-accounting-templates
Charan, R. (2004). Profitability Growth Is Everyone’s Business: Ten Tools You Can Use Monday Morning [http://site.ebrary.com/lib/bellevue/docDetail.action?doc=10048884]. Retrieved from http://site.ebrary.com/lib/bellevue/docDetail.action?docID=10048884
[bookmark: R409428674421296I118138]Little, P. L., Little, B. L., & Coffee, D. (2009). The DU Pont Model: Evaluating Alternative Strategies in the Retail Industry. Academy of Strategic Management Journal, 8(1), 71-80. 
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APPENDIX 5:
[bookmark: C409658188773148I118138T409658221643519][bookmark: C409658188773148I118138T409658249652778][bookmark: C409658188773148I118138T409658259953704]According to Carter and Chadwick a crisis or risk can be defined as an incident that can have a high level of impact, a low level of probability, which results in high levels of uncertainty followed by the necessity for quick decision making (Cater III & Chadwick, 2008).  In today’s business world it is becoming ever more important to prepare for risk and crisis that may arise and disrupt the day to day operation of an organization.  Crisis prevention is the ability of an organization to identify and recognize all aspects of internal and external environmental risk that could influence the daily operations of the organization (Cater III & Chadwick, 2008).  This recognition should include prevention techniques, response techniques, and recovery techniques.  (Cater III & Chadwick, 2008)
[bookmark: C409658346180556I118138T409658364467593][bookmark: C409658346180556I118138T409658408101852]Crisis prevention can in several steps can assist an organization to ensure its survivability in the event of an unforeseen incident occurring. Formulating risk scorecards is one way to identify and categorizes a list of potential threats and there relevance to a particular organization (Champion, 2009).  Identifying risk like recessions, economic hardships, new and current competitors, replacement products, and consumer loyalty are all valid concerns that any organization must prepare and consider when planning future strategy and prosperity.   Some issues may be addressed by purchasing insurance, but Kaplan warns that this is just placing the risk of loss on another entity hoping that they will be able to sustain and cover your risk as well  (Champion, 2009).  
[bookmark: C409658188773148I118138T409658434722222][bookmark: C409658188773148I118138T409658452546296][bookmark: C409658504050926I118138T409658528703704]Response to a crisis is important for an organization to define in order to abate the situation and bring the organizations disruption back under control and focus.  These processes involve the implementation of certain duties such as communication, decision making, and planning procedures (Cater III & Chadwick, 2008).  Formulating teams of various individuals with in a firma and assigning them certain well defined roles in the event of a crisis to coordinate activities, responses, distributing information and making important decisions is extremely important to abate any crisis that may arise (Cater III & Chadwick, 2008).  Risk and crises may come from many different sources like environmental disasters, failed suppliers, economic recessions, and lack of consumer confidence.  These events can cause an organization to reallocate resources to counter act the incoming threat and reformulate their current strategic position (Ma & Karri, 2009).  
[bookmark: C409658188773148I118138T409658548726852][bookmark: C409658188773148I118138T409658569212963]Recovery after a crisis occurs when an organization begins to prioritize what needs to be done and no further damage is being incurred after the event (Cater III & Chadwick, 2008).  According to Carter and Chadwick the goals during the recovery stage should include learning from the event, getting back to pre-crisis status, and implementing changes to allow the organization to become more resistance to future crisis (Cater III & Chadwick, 2008).
[bookmark: C409658188773148I118138T409658603356481]Furthermore, since we are a small organization we can capitalize on our ability to react quickly to situations, respond with quick decisions due to fewer layers of management, and respond directly to our customers by bringing the top directly to them in the event of a crisis (Cater III & Chadwick, 2008).
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