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Executive Summary

Capital Community Radio Station will be set up as a community radio station for Capital City, Statesville.

All relevant licenses have been applied for and received and the station enjoys the support of the mayor and city authorities as well as local community groups who have offered support
The services that will be provided will achieve a level of quality previously reserved for the largest radio stations.

Capital Community Radio Station is a new company and as such, we will need to meet market acceptance. To that end, the company is working to determine trends in the industry, the needs of the customer, and how best to address the needs of the customer.

We will offer numerous new and emerging local broadcasters the chance to express their creativity and assist them move up the career ladder by offering them roles that wouldn't have been offered by other stations. We are about giving new, fresh talent a chance to express their skills and to give them a platform to showcase their work

It is vital that community stations are designed to provide specialist programs. We will strictly adhere to community broadcasting's guiding principles of access, diversity, localism and independence.

In our first year of operation we believe we can achieve $** in sales.

We believe that we can earn $** in our first year, rising to $** and $** in our second and third years, respectively. Our market strategy will be to advertise and capitalize on the services that our competitors do not offer.

There are several stations with whom we will be competing. We have a competitive advantage, however, as we are local and will focus on providing broadcasts by local people for local people.

The company is seeking a loan that will be used to purchase the equipment and start-up expenses. 

Capital Community Radio Station expects to achieve profitability within 3 months of beginning operations.

The Company

Capital Community Radio Station was founded John Smith. Capital Community Radio Station is a Limited Liability Company (LLC) with principal offices located in Capital City, Statesville.

Start-up expenses will cover

· Fictitious Name Filing/Trademark search

· Business Licenses

· Initial Brand and Graphic design

· Initial Web design

· Initial Letterhead, envelopes, labels/biz cards

· Theme music: composition/recording

· Field recorders

· Microphones

· Scanner

· CD-RW Burner

· Hard Drive

· Mic Stand, clip – universal

· Laptops

· Flashcards

· Digital Still Camera

· Speakers

· Computer screen

· Pistol Grip for microphones 

Start-up Expenses

Legal 







$500

Stationery etc. 





$500

Brochures 






$1,000

Insurance 






$1,000

Rent 







$1,000

Expensed equipment 





$10,000

Total Start-up Expense 




$14,000

Start-up Assets Needed

Cash Balance on Starting Date 



$30,000

Total Short-term Assets 




$15,000

Long-term Assets 





$41,000

Total Assets 






$86,000

Total Requirements 





$100,000

Funding Investment

John Smith 






$50,000

Loan 







$50,000

Total Investment 





$100,000

Mission

Our mission is to become the leading radio station in Statesville, utilizing the latest technology to shift market share from competitors to Capital Community Radio Station.

Services

Capital Community Radio Station will offer numerous new and emerging local broadcasters the chance to express their creativity and assist them move up the career ladder by offering them roles that wouldn't have been offered by other stations. We are about giving new, fresh talent a chance to express their skills and to give them a platform to showcase their work
Capital Community Radio Station is an independent radio station that will provide local broadcasters the opportunity to create innovative and groundbreaking projects that challenge, provoke and inspire.
Capital Community Radio Station will establish a strong talent base of broadcasters that are currently establishing themselves in radio. We also have great contacts with a large number of advisors who have been working in the industry for many years from companies in the US.
Strategy

We aim to rapidly develop alliances with new and emerging broadcasters to enable us to gain credibility as the best radio station. Our market strategy will be to advertise and capitalize on the products and services that our competitors do not have.

Strategic Relationships

The company plans to form strategic alliances with clients who will benefit from broadcasting to the local community. We will not just with advertisers, but will seek to do pieces on what is happening in Capital City, allowing citizens of all ages to debate on air the issues and concerns that affect our city.

Capital Community Radio Station will also develop strategic alliances with radio production companies and broadcast their work on our station.

Value Propositions

By using Capital Community Radio Station to work with them, local broadcasters will be able to save time.

We will have a setup that ensures that they can focus on their core competencies and the things that they do best. We are in business to provide a service that is second to none. As such, we guarantee that our listeners will receive first class service and a final product that is well worth the money invested. 

At Capital Community Radio Station, we take pride in our work and it is our aim to be the best at what we do. We will conduct our business in a professional manner from our methods and character to our standards and ethics.

Risks

The company recognizes that it is subject to both market and industry risks. We face all the risks associated with being a start-up company. We feel that we can overcome these with our experience in the industry and by quickly establishing desired relationships. The economy in Statesville is based on the oil and gas industry, which is very unstable. 

Operations

Top-Notch Production Values: 

Just because we all call it public radio, it isn't automatic access radio. Today's marketplace is fiercely competitive. Listeners have choices. Most listeners in Capital City can access 2,000 hours of radio every day.

It is vital that we spend a fair amount of time critiquing production values. Any production has to be clean from top to bottom: top-notch radio-friendly, engaging voices; solid transitions, forward promotion, back promotion, appropriate and wonderful music, clean mikeing, etc. A show must also be produced with clear cognizance of a station's need to identify/brand itself, and be an important, highly visible player in its own community. 

Knowledge:

In order to insure that the programs have an audience we must first have knowledge. Long before our show ideas ever become a demo; we will want to collect this knowledge to help us determine the marketability of the program and the roadblocks. Once the demo is a reality, our knowledge of the marketplace will then guide us in positioning the program at an appropriate time and focuses us on any promotional strategies and materials.
A Branding Position:

We need to make the story of our radio station extraordinary.

We will set out a clear brand, an editorial picture, and a promotional story that sets our station apart from anything else out there. 

Accomplishable Goals and a Clear Strategy:

We will ask ourselves a lot of questions to ensure that we have a clear strategy with accomplishable goals.

One of the first questions we will ask is what we hope to accomplish by broadcasting each show. The answers do vary considerably and ultimately dictate the strategy for marketing both the show and the station as a whole. 

In today's market, niche programs can gain a lot of visibility on the Internet for example. An on-line presence will be part of our strategy. We will need to ensure that we have strategic partners involved with our programs who can help us attain visibility

Gaining and Maintaining an Audience

We need to catch the attention of our audience immediately, and help them promote our station by word-of-mouth.

Stations are becoming more format focused in an effort to increase core listenership. Although this trend toward more focused formats may limit carriage for particular programs, such as specials and limited series, there is an opportunity to target messages to program decision-makers more effectively.

Public Radio News Listeners are coveted. Many public radio program directors have been and continue to be interested in attracting the younger news audience. Programs that can demonstrate appeal and affinity to this group are of great interest. Social documentaries also carry a strong appeal to baby boomers, the main public radio audience. 

Underwriting possibilities are becoming increasingly important as government grants decrease and other sources of funding are more competitive. Programs that provide excellent opportunities for stations to seek and gain underwriting will be attractive to stations.

We will produce high quality programs and our programs must be wonderfully produced. We can have the best idea for a program, but in this day and age with so many listening choices, if the quality is not good we will lose your audience. 

Besides being a good idea, it needs to be radiophonic. Our station must have

· Clean sound

· Compelling hosts

· Inviting, intelligent radio voices

· We must draw audiences in within the first minute

· Excellent editing

· Well-written scripts

· Good use of transitional and background music

Our content must

· Have a unique perspective

· A good story

· Push the envelope

· Have niche programming

We must meet station-scheduling needs. Each program must be clear in its

· Format

· Length

· Music/talk ratio

We must encourage our listeners to stay tuned. No matter how many types and styles of programs we broadcast, we must schedule them carefully. A science program could follow a show about computers, then environmental issues, then mellow jazz. 

We will be diverse, but not disjointed.

We will cross-promote, using pointers during and after each program to create interest in other shows that might appeal to the same audience. We will lure our listeners to our "Local Theatre News" and our "Women Today" devotees will be invited to listen in to our "Alternative Health" show.

We must aim to do more than just "fill" airtime. A daily or weekly program should sustain listener interest from one show to the next. If it doesn't, we will reduce the length of the show. Fifteen or thirty minutes of top-notch listening beats sixty bland ones every time.

We must budget wisely

Make sure our budget will produce the programs we want. Marketing of the station is vital and we must budget for it

We must provide promotional and press value for our station this area is very important, we must do anything to help others promote our station, both to potential advertisers and listening audience. We will have

· Photos

· Additional written information that can be sent electronically

· Press releases

· Outreach possibilities

· Ancillary product possibilities 

Market Analysis

We expect to compete as a freelance radio station in the broadcasting industry.

We will look at what other stations are doing. We have collected over 100 community radio program guides from around the country and we have been amazed by some of the innovative programs that community broadcasters come up with.

We will do our own surveys and we have already attended three public meetings. 

Volunteers have been into local shopping malls with a simple survey form. We have been at local sporting events and Capital News ran a free questionnaire. Our station's programming is therefore based on what our community wants to hear.
Companies in the industry are involved in the creation and delivery of various types of programming. Much of that programming is recorded and can be heard repeatedly by both new audiences and those that are familiar with it. Within this national market, Capital Community Radio Station will initially focus on supplying its services to new local broadcasters. We intend to be the only freelance radio station in the city to offer our services to local broadcasters of any size. 

Our goal is to be on the freelance list for all broadcasters in the Eastern United States.

Target Markets

We must balance our programming to appeal to underwriters and grant funding bodies as well as advertisers.

Our target market is the people of Capital city and we must concentrate on appealing to them. By doing this we should attract further funding and advertising.

Advertisers Buying Criteria

Advertisers are expected to use our services based on traditional factors:

· Price

· Performance

· Flexibility

· Expertise

Marketing Strategy

We plan to market our services through diverse channels including print advertising, and television. These channels are most appropriate initially because we are seeking to gain recognition in the industry. 

Marketing of our station is important! The marketplace is tight. We have to catch the attention of your audience, and get them to consider listening. We must

· Provide creative, eye-catching & informative mailings

· Have a presence at local events

· Advertise in local publications

Competitive Analysis

The major companies that compete in the market are:

· Energy Productions

· Specialist Radio Stations

· National stations

We are a local company and we believe that there will be a demand for us. We will broadcast throughout the year. With our local positioning, we will be able to attract the local organizations that like to promote themselves locally.

Possible Barriers to Entry

Capital Community Radio Station will benefit from several significant barriers to entry which includes: 

· Equipment

· Strategic Alliances

· Experience in the field

Marketing and Sales

We plan to initially market our products and services as a solution for local broadcasters. This is based on our experience, our industry contacts, and an overall belief that they are most appropriate to initially target.

Channels

Sales and Marketing Channels

In marketing our products and services, we will rely on a combination of the following channels:

· Direct approach

· Yellow pages

· Website

· Television

· Mail order

· Word of mouth

· Trade shows

The message associated with our station is national quality in a local station. Our promotional plan is diverse and will include a range of marketing communications.

Pricing Strategy

We plan to set our advertising rates based on market value. Our actual price will be based on the length of the campaign and the timing of the advertising. As a new station we will need to quickly identify listeners’ habits and approach potential advertisers accordingly.

We expect our charges will be very competitive with other forms of local advertising.

Management

The company's management philosophy will be based on responsibility and mutual respect. 

Capital Community Radio Station will maintain an environment and structure that will encourage productivity and respect for customers and fellow employees. Additionally, the environment will encourage employees to have fun by allowing creative independence and providing challenges that are realistic and rewarding.

Capital Independent Film’s management team is highly experienced and qualified. The management team is lead by Mr. John Smith.

John Smith, 44, began working in radio in …

{Your details}

We will form sub-committees to handle technical issues, station operation, administration, training, promotions, programming and fundraising.

We will form a programming committee ensuring that each committee member is dedicated to responding to your community's needs and interests, rather than focusing on their own.

Codes of Practice

We will learn the Codes of Practice. We must memorise them and comprehend them. Understanding and adhering to the Codes of Practice should play an integral role in every community broadcasting station's programming procedure.

We will

· We will have policies and procedures in place, relating to the licensees community of interest, ensuring access and equity and encourage participation by those not adequately served by other media. 

· Be controlled and operated by an autonomous body which is representative of the licensees community of interest.

· Have organizational mechanisms to provide for active participation by the licensees community in its management, development and operations.
· Incorporate policies that apply to all station activities, which oppose and attempt to break down prejudice on the basis of ethnicity, race, chosen language, gender, sexual preference, religion, age, physical or mental ability, occupation, cultural belief or political affiliation.
Our station will not

· Broadcast material that may incite, encourage or present for their own sake violence or brutality

· Simulate news or events in such a way as to mislead or alarm listeners 

· Present as desirable the misuse of drugs including alcohol, narcotics and tobacco. 

We will

· Avoid censorship wherever possible, however, consideration shall be given to the audience; the context; the degree of explicitness; the propensity to alarm, distress or shock; and the social importance of the event. 

· Not broadcast material which may stereotype, incite, vilify, or perpetuate hatred against, or attempt to demean any person or group on the basis of ethnicity, nationality, race, chosen language, gender, sexual preference, religion, age, physical or mental ability, occupation, cultural belief or political affiliation. The requirement is not intended to prevent the broadcast of material which is factual, or the expression of genuinely held opinion in a news or current affairs program, or in the legitimate context of a humorous, satirical or dramatic work. 

· Establish programming practices that protect children from harmful program material. 

· Respect each persons legitimate right to protection from unjustified use of material, which is obtained without an individuals consent, or other unwarranted and intrusive invasions of privacy

· Not broadcast the words of an identifiable person unless that person has been informed in advance that the words may be transmitted or in the case of words which have been recorded without the knowledge of the person, the person has subsequently, but prior to the transmission, indicated consent to the transmission of the words or the manner of the recording has made it manifestly clear that the material may be
We will handle complaints and other comments from members of the public by ensuring

· Compliance with the Codes of Practice or a condition of the license; 

· A minimum of 50 on-air announcements every year containing information about Community Broadcasting Codes of Practice and how audiences may obtain them. 

· Every reasonable effort to resolve complaints, except where a complaint is clearly frivolous, vexatious or not made in good faith. 

· Complaints will be received by a responsible person in normal office hours; 

· Complaints will be conscientiously considered, investigated if necessary and responded to as soon as practicable; and complaints will be responded to in writing within 60 days of receipt 

· Complainants are advised in writing that they have the right to refer their complaint to the ABA provided they have first formally lodged their complaint with the licensee or received a substantive response from the licensee and are dissatisfied with this response 
· A responsible officer of the licensee will maintain a record of complaints in a permanent form, for a period of at least 2 years. 

· The record of complaints will be made available to the ABA on request, in a format advised by the ABA. 

Strategic Direction 

SWOT Analysis 

This is a summary of the business's most important strengths, weaknesses, opportunities and threats.

Strengths of the Business
Excellent quality product 
"Which means that" Adds to reputation.
Good management skills. 

"Which means that" Well run business

Good ability to extract information. 

"Which means that" Can control the business.-

Weaknesses of the Business
New Player. 

"Which means that" Credibility problem may affect initial sales

Lack of systems 

"Which means that" The company needs to develop systemised operational & sales techniques or sacrifice profits

Opportunities in the Marketplace
Add-on products such as **

"Which means that" A potentially enormous market for {YOUR COMPANY NAME} to tap into.

Growing market segments. 

"Which means that" {YOUR COMPANY NAME} should target these segments.

Threats in the Marketplace
Increasing supplier prices. 

"Which means that" Resulting in reduced profitability.

Declining size of the ** segment. 

"Which means that" Need to focus on growing segments to spread the company's portfolio

The Actual Plan 

Business Objectives 

Corporate Objectives (Goals)

Short Term Corporate

To achieve a sales level of $xxxxx

To achieve profit level of xx%

Long Term Corporate

To achieve sales in 201B of $xxxxx

To achieve sales in 201C of $xxxxx

To achieve sales in 201D of $xxxxx

Marketing Objectives (Goals)

{your product}

#1 Segment: 

To achieve sales to $xxxxxx

#2 Segment: 

To achieve sales to $xxxxxx

#3 Segment: 

To achieve sales to $xxxxxx

Other: 


To achieve sales to $xxxxxx

New Products

To evaluate and launch new products or services which will turn over $xxxxxx in the first year.

Other Objectives (Goals)

To not exceed a marketing budget of $xxxxxx

To not exceed a payroll budget of $xxxxx

To not exceed a general overhead budget of $xxxxxx

The major task objectives for each area of the organisation, together with responsibilities and timings are detailed in the Roll-Out Plan.

Marketing Plan 

MARKETING OBJECTIVES 

Sales Objective


To achieve sales by XX% to $XXX

Sales Objectives by Market Segment.

#1 Segment: 



To achieve sales to $xxxxxx

#2 Segment: 



To achieve sales to $xxxxxx

#3 Segment: 



To achieve sales to $xxxxxx

Other 




To achieve sales to $xxx

PROMOTIONAL STRATEGIES

Print Advertising


Develop a corporate brochure.






June 201A

Advertise in local publications






Jan 201A

Advertise monthly in magazines that are specifically targeted to the ** and ** segments.






Jan 201A

Advertise monthly in magazines that are aimed at the general industry.






Jan 201A

Lead Generation Program

Conduct monthly on-going lead generation program. Send out monthly direct mail leaflets with response coupons. Qualify leads and make appointments by using telemarketing staff. 






Oct 201A

"Centres Of Influence" Program

Personally contact at least ten potential partners each week.

Produce a monthly newsletter that shows examples of (your products) and how customers have benefited from using them.






Oct 201A

PR Program

PR release to be initiated each month to various trade journals and magazines.






Jul 201A

Sales Force

Employ telemarketing staff.






Sep 201A

Employ sales specialist for ** segment.






Mar 201A

Implement a new structural program for the sales force, allocating sales reps to accounts and segments rather than area.






Jan 201A

Organise training program to be implemented.






Jan 201A

Lost Customers

Contact monthly all past customers that have not re-ordered to ask why not and see whether we 

can win back their business.






Dec 201A

Follow up Enquiries

Contact all enquirers monthly and determine if they have purchased from a competitor and, if so, why.






Dec 201A

Existing Customers

Follow up all new customers two weeks after they purchase to ensure they are satisfied with the product.






Jul 201A

Send quarterly newsletter to existing customers to keep them informed of our other products. 






Jan 201A

Try and up-sell all enquiries for our standard range to our premium range.






Feb 201A

Sales Promotion

Develop an ongoing sales promotion to target existing customers.






Aug 201A

GENERAL MARKETING STRATEGIES

Competitor Profile

Keep updated competitor profile.






Jun 201A

Marketing information system


Document on every enquiry "How did you hear about us?"






Jul 201A

Document on every order "How did you hear about us?"






Jul 201A

Produce monthly sales reports by product, by market segment, by territory and by sales representative.






Mar 201B

Financial Plan 

FINANCIAL 



Next Year's Objectives

Net Profit



To achieve forecast net profit of $xxxxx.

Gross Profit
To increase the average gross margin for all products from xx% to xx%.

Budget
To not exceed the following expense budgets.

Marketing Budget


$ xxxxxxx

Payroll Budget


$ xxxxxxx

Management Overheads

$ xxxxxxx

FINANCIAL STRATEGIES

Cash Flow

Eliminate cash shortage in the traditional tight periods of December to January




Jun 201A

Collection Days

Reduce the average collection days from xx days to xx days.






Jun 201A

Payment Days

Maintain payment of bills, on average, to xx days.




Jun 201A

Expenses

Develop and implement new policies on approval and signatories on expenses.






Mar 201C

Leases

Pay off the existing lease on capital equipment, thus reducing the monthly financial burden.




Jun 201A

Overdraft


Reduce the overdraft from $xxxxxx to $xxxxxxx






Jun 201A

Wages

Pay all wages on a monthly basis instead of weekly.






Jan 201A

New Equipment

Organise funding for the $xxxxxxx expenditure on new equipment.






Jan 201A

Payback

Ensure a payback on new equipment through sales of one year.






Jun 201B

Inventory

Improve the number of stock turns to xxxxx a year.




Jun 201A

Rent

Negotiate new terms on the premises and reduce existing payments by xx%






Aug 201B

Bank Charges

Renegotiate with the bank and consolidate some outstanding loans with lower interest rates.




Aug 201B

Organisational Plan 

ORGANISATIONAL AND MANAGEMENT 

Next Year's Objectives

Budget



To not exceed the payroll budget of $xxxxxxx

Staff
To employ or re-deploy a total of xxxxx full-time and part-time staff over the next year.

HUMAN RESOURCE STRATEGIES

Organisational

Draw organisational chart.



Aug 201A

Develop incentive scheme related to job requirements.





Aug 201A

Policies and procedures

Develop policies and procedures manual.





July 201A

Employ or re-deploy staff

Employ two operators.



Mar 201A

Employ telemarketers.





Sep 201A

Employ one specialist ** salesperson.



Mar 201A

Employ one marketing assistant.




Feb 201A

Employ one accounts receivable person.




Jul 201A

Training

Carry out training needs analysis.



Jan 201A

Morale

Install suggestion box.



Jan 201A

Organise monthly meetings to follow up tasks




Jan 201A

