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EXECUTIVE SUMMARY

It is the recommendation of this analysis that Ms. Callahan not proceed with the business concept of
a “one-stop-shop” for easy business traveler information. Given the targeted market of business
travelers, who took 245 million business person-trips in 2007, and the financial resources needed to
start an internet based company, it has been found that there is little chance to break-even.
Furthermore, many viable competitors with creative designs and practical information already exist

and currently fill the needs of the busy business traveler.

TARGET MARKET

WHAT ARE BUSINESS TRAVELER NUMBERS AND WHERE DO THEY GO?

Approximately 210.5 million person-trips were taken by business travelers in 2003 [1] and that

number has steadily increased to its current all-time high. [2][3]

Year Millions (')f v Increase Millions of Bu:siness
Person-Trips Person-Trips

1995 1770

1996 1779.5 0.54%

1997 1792.4 0.72%

1998 1817.3 1.39%

1999 1856.7 2.17%

2000 1892.1 1.91%

2001 1869.9 -1.17%

2002 1919.1 2.63%

2003 1890.3 -1.50% 210.5

2004 1953.3 3.33% 217.5%

2005 1992.4 2.00% 221.9%

20006 0.7%[4] 237.4*

2007 3.2%[5] 245.0*

Table 1, Millions of Passenger Trips and Business Travelers. *Calculated, assuming same growth as total passenger travel. [1]



Table 1 shows the number of person-trips in the United States for all purposes and for business
purposes. A person-trip is defined as “one person traveling 50 miles (one way) or more away from
home and/or overnight.”” [1] The data for business person-trips taking in 2007 is not yet available.
To determine current numbers, the percentage increase in total person-trips for 2004 was multiplied
by total business person-trips in 2003. Likewise the same was done for the following years. The
assumption is made that business travel increases at the same rate as domestic travel. Current 2007

business person-trip levels are estimated to number 245.0 million.

Although there is no definitive average length of stay for business travelers, the average is estimated
at 2 - 3 days. American Express, who is considered the largest travel service provider agency [9] says
that in 2005 the average length of a rental car charged to an American Express corporate card was
2.9 days. [21] BostonUSA.com, a Boston travel website, puts its average length of stay at 2.35 days

for business travelers.[10]

With each state and municipality having different techniques for obtaining and reporting business
traveler numbers it is difficult to clearly rank and compare any city against another. However, using
secondary data such as Figure 1, and existing business traveler websites, it is reasonable to assume
the most popular business destinations are: (listed in alphabetical order) Atlanta, Boston, Chicago,

Dallas, Denver, Houston, Los Angeles, New York, Philadelphia, San Francisco and Washington DC.



Top Domestic Routes November 2006 - October 2007

New Yark, NY-Chicage, IL | ﬂ
Washingian, DC-Chicago, IL | ﬂ
Atlanta, GA-Orlando, FL_ ﬂ
Lo Angales, CA-Chicago, IL_ H
Atlanta, GA-New Yerk, NY | e ——
Atlanta, GA-Washington, oc | H
Fort Lauderdabe, FL-New York, NY | !
Demver, CO-Chicago, iL | H
Las Vegas, NV-Chicage, IL | 2
Las Viegas, NV-Los Angelss, CA | /

0 05 1 15 2 25 3 35

Passengers in milllons

Figure 1, Top Domestic Travel Routes [11)]

Figure 1 shows the most popular domestic aircraft routes from 2006 — 2007 according to the Bureau
of Transportation Statistics. Although worthy to note the most popular routes, the information
does not necessarily guarantee that this is the ultimate destination because of the hub/spoke system

of air travel.

WHO ARE BUSINESS TRAVELERS?

About 77% of business travelers are male and likely 30 — 49 years old. The 2003 National
Household Travel Survey found that “personal vehicle is the dominant travel mode for business

travel, comprising 81% of all trips.” Boarding a plane only occurs on 16% of business trips. [0]

Internet and online travel services continue to be highly utilized by all travelers. In 2004, 65% of

persons who had internet access booked their travel plans online. [1]

Business travel costs continue to climb with an estimate of 6-8% increase in 2008 [7] causing
companies and their corporate travel managers to clamp down on travel expenditures. Ballooning

travel budgets have even led some companies to resort to sharing hotel rooms. [§]



WHAT DO BUSINESS TRAVELERS DO ON THEIR TRIP AND HOW IS IT

PLANNED?

“One-third (34%) of business person-trips are made by those traveling for combined business and
pleasure purposes,” and “one in six (17%) of business trips include multiple adults from the same
household.” [1] The most popular general activities for Americans while traveling are dining,

shopping and being entertained.[1] Below shows activities further broken down.

Domestic Trip Activity Participation By U.S. Travelers, 2004
{% of personrips)

Shopping

Attend a SociallF amily event
Dutdoor

Citg/Urban Sightseeing

Rural Sightzesing

Beach Activities

Historic Places, Sites, Museums
Gambling

ThemelAmusement Park
NationaliState Park
SeminanCow ses
MightlifelDancing

Artend Sports Event
ZoolAquarivmiScience Museum
Water SpoisiBoating
Performing Amns

Cultur sl Event=iF estivals

Golf

Art MuseumsiGalleries

Winter Sports

[ :5 5% 103 153 203 253 kL HY

Percent of Person-trips
Poste: Puitiple esponses slowed

Sowree: Travelinsbrtie Arsocietion of Amecics, TravelSoone

Figure 2, Domestic Trip Activity 2005 [1]

It is assumed that in the case of social/family events that the event is the purpose of the trip, so this
is not a top activity of business travelers. Therefore it is found that dining, shopping and sightseeing
are the most popular activities for the American business traveler. How do travelers determine how

they should get to their destination and what they should do there?



Travelers use many different types of travel planning techniques, however friends and family at 43%
is the most widely used for recommendations on airlines and places to stay.[1] Roughly 32% of
travelers use the internet to access travel companies like hotels, rental car agencies or airlines to
obtain travel information. With more and more Americans using the internet to book travel, in
2002 only 26% used a travel agent, down from 32% in 1999. Travelers who use more than one

travel planning medium find internet websites most useful. [1]

THE PRODUCT

Given the information above and the problem statement by Ms. Callahan, the obvious product is
internet based. More members of the target market are making travel plans online. Empirically
what is being delivered to them is information. How do companies make money on information?
They put it on the internet. For the target market it is not solely about the volume of information,
as much as the guality, reliability and rapidity of the information. Might an off-line travel agency that
books travel, sets itineraries and distributes information to business travelers be a viable option?
There are two problems, financial numbers and existing perceptions. In a time when companies are
clamping down on travel costs, travel agencies are an expense that can be eliminated by booking
online. In addition, there is only a small subset of business travelers flying to their destination, the
main purpose of travel agents. Secondly, building a business based upon overcoming the paradigm

of poor phone operators and long wait times is a gigantic risk.

COMPETITION

Family, friends, word of mouth, hotel concierge, travel guides, all come with their own advantages
and disadvantages. And all are substitutes for the service that is being proposed. There is

tremendous competition that already exists on the market. The internet holds endless offerings; all



packed with libraries of information, different twists and varying aims. Given the shear enormity of
possible competitors and the multiple areas of information, a variety of the most likely competition

is examined below.
HOPSTOP

Hopstop.com’s main draw is its extremely user-friendly city directions. It literally provides door-to-
door directions, with an itinerary function that plans your desired trip around the actual schedules of
the subway or bus. Newsday, The New York Times and Frommers have all recommended its
service because of the ease of use and time-saving ability. Maps of the public transportation system,
sample trips and city guides are also available. City guides has professional insight, along with user
reviews of each city’s attractions, bars & clubs, beauty & body, hotels, restaurants, services and
shopping — all neatly organized with subcategories, locations and the ability to click and add to one’s
“trip” itinerary. If users are not interested in making their own trip itinerary using these tools, other
users offer their recommendations and experiences given their own trips around each city and
neighborhood. Hopstop currently offers 5 full city guides to New York, Boston, Chicago, San
Francisco and Washington D.C. They are also expanding to the tri-state region around New York

City with further expansion planned. [22]

BRADMANS

Bradmans.com specifically targets the business traveler offering information from 3 different
continents. The site offers information not for the typical leisure traveler including: car hire and
secretary services, the major newspapers and their placement in the political spectrum as well as
mobile phone rental agencies. Conventional insight is also suggested in their sections for: Dining,
Accommodations, Entertainment, Getting Around, and Shopping, along with unique city facts.

Bradmans’ slogan is “Making Business Travel Easy”, but beyond the gimmicks and Jeopardy-type



trivia there is not much substance to make the business traveler have a smoother more enjoyable

trip. [23]
ECONOMIST

Economist.com/cities offers business city guides for nearly 30 cities on 5 continents with customary
Economist style and wisdom. Clean, well-thought-out single city pages are packed with information
on hotels, restaurants, sightseeing, shopping, nightlife, city history and facts. The restaurant section
splits Economist recommendations into sections like Business Lunch, Working Breakfast or Brunch
and Chic Eats. The site also offers “Insider Tips”, a city guide with updated economist articles on
the city and “Catch If You Can”; a revolving set of recommendations for entertainment with
reviews on the shows or events and their running dates. Economist also has a sightseeing section

with subsets of information like “Kill an hour,” “History lessons” and “Serenity in the city.” [24]
ZAGAT

Zagat.com does not solely target the business traveler. However by accessing its easy-to-use
searches, the business traveler can find a wealth of information. Zagat is driven by its users’
unbiased ratings and reviews which have been collected over 29 years. The site has 4 main areas of
review; Restaurants, Nightlife, Hotels and Attractions. Given that subscribers are the reviewers,
Zagat has a real-time information stream on the latest and greatest offerings of all of its cities. Not
only does Zagat offer this information to locals and visitors in big cities alike, but it also spans over

all smaller US cities in printed guides, online and mobile phones. [25]
BUSINESS TRAVELLERS

Similarly to Economist, Business Traveller was originally a subscription based magazine but has
expanded to the internet. It contains both City Guide and Tried and Tested sections with articles of

complete reviews of airlines and hotels. The city guides contain over 60 cities with explanations of



things to do and areas to visit within the city. Unlike the other sites, Businesstraveller.com has a
“Plan and Book™ section where one can book a flight, hotel, exchange currency and get live updates

on flights and weather. [20]
CITY BUZZ

Citybuzz.com is the “Insiders guide to the city.” Concentrating specifically on American cities the
website is built around video reviews to provide proof of how each restaurant, hotel or experience
stacks up against the rest. However by digging deeper into the site, unlike the other internet
offerings discussed who provide unbiased reviews, City Buzz works as a front for advertisers. Their
“clients” are not the persons utilizing the information provided but rather the establishments who

want to see their attendance and revenues increase. [27]

These competitors ate all established, diverse, and desperate for the use of their site and/or setvices.
Entering this market poses multiple challenges in both drawing customers away from their preferred
sites or gaining new customers and should be taken into consideration when developing the
proposed product. Nonetheless the site that is most tailored to the business traveler, has most
relevant information and therefore the model that the proposed website should mimic is
economist.com/cities. To differentiate itself a more complete and updated set of recommended
events and happenings should be offered to the user, as well as a “shallower” user interface where

the business traveler can literally glance at the desired city page and set an itinerary for the day.

TYPES OF REVENUE GENERATION

Because the proposed product is an internet website, there are a number of potential avenues for

internet-based revenue that must be taken into account.

SUBSCRIPTION ONLY
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Examples: Napster.com, eHarmony.com, Match.com

Subscription-based websites only generate revenue from the subscription fees consumers must pay
to access the site. These websites are becoming rarer as the internet ages. Economist in its
Technology of 2008 article contains a heading stating: “Surfing — along with everything else
computer-related — will open up.” [12] “Open up” means that in information and internet serviced

that were once subsctiption or fee based will now be offered to the consumer for free.

ADVERTISING ONLY

Examples: NewYorkTimes.com, Sportslllustrated.com

The websites in this category are generally media-related and create cash flow from the advertising
they sell on their websites. Further evidence of the opening of the internet is the evolution of The
New York Times website. In 2005 the Times created TimesSelect, a subscription based area of
content by columnists such as Maureen Dowd and Thomas Friedman. Charging $7.95 a month or
$49.95 a year, TimesSelect was closed down 2 years later and all website content became free. The
Times determined that it could make more money by increasing page views and ad revenue than the
$10 million it currently was making on TimesSelect. They have been proven correct.[13] Similatly,
since the acquisition of The Wall Street Journal, Rupert Murdoch has made it no secret that he
would like to turn www.wsj.com into an open site, thus turning away the rumored $70 million per
year it makes on its subscription services. Murdoch’s vision is to increase readership “instead of
having 1 million, having at least 10-15 million in every corner of the earth,” to increase revenue

through advertisements. [14]

CONCIERGE ADVERTISING

Examples: CityBuzz.com, ConciergePreferred.com
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Although not an established term, it is used here to describe how some operations like citybuzz.com
and other websites offer information. These sites have a set of clients who pay citybuzz.com to
“review” their hotel, restaurant or club. Given that the website primarily lives off of the clients’ fees,

honest reviews are unattainable. However revenue stream is achieved.

HYBRID: ADVERTISING AND SUBSCRIPTION

Examples: WallStreetJournal.com, Zagat.com, ESPN.com

Currently the Wall Street Journal online is a hybrid, offering subscription content while also placing
advertising on its articles. [14] Zagat.com is subscription based but has placed ads on its site and tells
its possible advertisers that it “offer|[s] you national and city-specific placement of your ads, enabling
you to target the specific geographic audience you want to reach.” [15] Zagat also has other sources

of revenue which will be discussed later.

HYBRID: ADVERTISING AND FEES

Examples: BusinessTraveller.com, Expedia.com, Orbitz.com

Each website offers services which can be utilized for a fee such as airplane or hotel reservations.

The websites also sell ad space as another source of revenue.

The advertisement only business model is chosen for the proposed website as it is the easiest to
create. This model has the most evidence of generating strong revenue streams without
compromising the integrity of reviews, discouraging readers because of viewing fees, or requiring

advanced and complicated technology for booking capabilities.

12



FINANCIAL ANALYSIS

START-UP COSTS

In March 2000, in the dash to become number one in the internet dinner reservations market,
foodline.com received an estimated $26.5 million of first round financing for its venture.
OpenTable.com, in a parallel move, raised $13 million. Not to be outdone zagat.com obtained $31
million. [16] However, those days are long gone. Private companies no longer need to set out on
expeditions to raise tens of millions of dollars to start an internet company, according to Jeremy
Liew. Jeremy Liew is a partner at Lightspeed Venture Partners, which specializes in early-stage I'T
investments and has $1.6 billion of capital actively on the market. At the Web 2.0 Expo in April,
2007, Mr. Liew gave a presentation entitled “Show me the money” outlining the current financial
numbers of starting an internet based company. “It’s cheaper than ever to start an internet
company...” Examples of this are: Wesabe.com $200 thousand; Maya’smom.com $70 thousand;
Mobissimo.com $60 thousand; freshbooks.com $20 thousand. [30] These examples of low start up
costs are favorable for any entrepreneur, including Ms. Callahan to create a website quickly without

substantial financing,.
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REVENUE GENERATION THROUGH AD SALES

=3 Total Page Views g4 Total Page R.P.M.
L= & Specific Ad Rate

L= & \Vebsite Appeal

Figure 3, A flow diagram depicting how an advertising only website determines its revenue generated

Revenue is generated by the number of times a specific ad is viewed on a website and the total page
RPM. The industry term is RPM or revenue per thousand impressions where an impression is a
single page view. The total page RPM is a function of the number of ads on the site and their
specific ad rate. Ad rates, the amount a client pays for the ad space on a website, is a factor of ad
size and the website appeal. Defined in 1996 by the Internet Advertising Bureau there are 8 standard
banner ad sizes, 2 examples are the typical banner ad (728x90 pixels), or the skyscraper (160x600
pixels)[17]. Reputable mainstream sites have about the same amount of ads on them so as not to
displease the eye. Website appeal relates to the website’s demographic draw. The broader the
website’s content the lower the advertising RPM. Examples of these sites might be Real.com,
Whitepages.com or Tagged.com who get over 200 million page views per month but have an RPM
of around $1 per thousand page views. “How Do Banner Ads Work™ article demonstrates that “run
of the mill” sites’ ads make a RPM of about $5. [18] With a narrow target market like WinAmp.com,
UFC.com or Digg.com, comes advertising coined “endemic advertising” which have RPMs of $10+

but only slightly over 10 million page views per month. As a result, Whitepages.com who has 230
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million page views per month, makes about the same as UFC.com who only has 12 million pages

views per month.

COMPETITORS’ RPM

An email exchange with the “dot.com Advertisers” at Economist gave back up to the numbers
above. Economist.com’s published rates are $110 RPM for 728x90 (leaderboard), 300x250 (MPU),
160x600 (skyscraper). While viewing the economist.com/cities page, 5 ads are displayed: 1
leaderboard, 2 skyscrapers and 2 smaller rectangle ads. As stated by multiple Economist employees,
their rates are “flat out high.” They demand top dollar in the US and even higher abroad. However
published rates do not equal the true revenue generated by an ad. Most companies including
Economist use ad agencies as the middle man, who always takes a portion of the published rates.
This is how Google, an ad middle man, makes the vast majority of its money, and why it is so
profitable. In addition these rates are negotiated down from their published value to what is
considered their market value. Economist.com expects an actual RPM of about $40 domestically.
[19]

Taking economist.com/cities as a single entity it earns revenues of “about $100,000” per month. It

has 450,000 page views per month. The breakdown of economist.com/cities’ revenue is:

$100,000  Revenue Generated Per Month From economist.com/cities
450,000 Page Views Per Month
$222 Total Page RPM
_Or_
$0.22 Per Page View of economist.com/cities [19]

These numbers seem slightly high compared to Mr. Liews endemic advertising RPM range of $10-
$40, given the fact that $222 /5 ads = $44.40 RPM per ad. Nonetheless, comparing these values to

the 2007 advertising rate card of vault.com, a website dedicated to professional career advice who is
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a private company in the endemic advertising market, shows that the economist.com/cities ad RPM

Total is within reason.

2007 Advertising Rate Sheet
VAULT > Web Display Advertising

WEB DISPLAY ADVERTISING PLACEMENT NET CPM m

In-Between Page Interstitial Content Channels 540 Various Sizes

Video Pre-Roll Content Channels 540 15 seconds.

Site, Page, Section Takeover

{Roadblock) Select Pages $30 All Ads On Page

Half Page Content Channels $30 300x600, 35k, Flash 60k, 3 loop max.
Rich Media Over page. Content Channels $25 Variable:

Big Box / Rectangle Home Page $35 300%250, 20k, Flash 45k

Big Box / Rectangle Content Channels 525 300x250, 20k, Flash 45k
Skyscraper / Wide Content Channels 520 160x600, 20k, Flash, 45k
Skyscraper Content Channels 520 120x600, 20K, Flash, 45k
Pop-Under, Frequency Capped Selsct Channels 520 720X300, 320x480, 40k max file size

Fignre 4, Vault 2007 Web Adpertising Rate Card For www.vault.com [20]
The homepage of vault.com has 6 large ads. Mixing and matching varying types and sizes of ads,
total page RPM can add up to over $200 or about $35 RPM per ad. Comparing vault.com’s

numbers with the Economist’s shows a further positive check to Economist.com/cities rate validity.

As a start-up company, it is unlikely the proposed website will initially achieve rates similar to Vault
or Economist. Therefore it is estimated that the obtainable published RPM of the proposed website
will be $200 total page RPM.

EXPENSE BUDGET AND BREAKEVEN

Mr. Liew incorporates a sample budget into the presentation at the Web 2.0 Expo:
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SAMPLE EXPENSE BUDGET

Annual Fixed Costs

Lightspeed Confidential - Not to be copied, distributed or referred to without the prior written consent of Lightspeed Venture Partners

... and cheaper than ever to run an internet company VENTURE PARTNERS

Assumptions

Staff Costs $1.0m
Infrastructure Costs $0.2m
Other Costs $0.2m
TOTAL $1.4m

=8 employees
=$120k fully loaded

=$15k/month

=Rent, Legal, etc

Figure 5, Sample internet start-up budger [30]

It is reasonable to assume that the proposed website will follow the lead of hopstop.com or
Zagat.com who rolled out usage city by city. There is no doubt that trying to tackle too much at
once is a recipe for disaster for any start-up. Therefore the numbers shown above lend themselves

well to a single city roll out. Eight employees are needed for: infrastructure and I'T, graphic design

and information gathering for the content.

As a result, getting to breakeven isn’t too hard...

Lightspeed Confidential - Not to be copied, distributed or referred to without the prior written consent of Lightspeed Venture Partners

ustrati®

N LIGHTSPEED
VENTURE PARTNERS

E-Commerce

* Assumes ad sales by an ad network or ad rep firm

$ '000s % $'000s %

Revenue 2,800 100% 7,000 100%
Cost of Goods 1,400 50%" 4,900 70%
Marketing - 0% 700 10%
Staff Costs 1,000 36% 1,000 14%
Infrastructure Costs 200 7% 200 3%
Other Costs 200 7% 200 3%
EBITDA - 0% - 0%

Figure 6, Revenue and expense break down [30]
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The relevant numbers in Figure 5 are the percentages under the media driven site. Although falling
under the media end of the spectrum the proposed website does not have all of the typically
characteristics of websites in that category—it will have to market itself at a cost. For example
UCF.com can easily place its URL on the numerous broadcasts and merchandise that it offers. For
the proposed website it is estimated that marketing costs should be about $500,000 per year. The

formula to break even is:

Revenue — Fixed costs — Marketing costs — Cost of goods sold = 0

RUNNING THE NUMBERS: PART 1

It is always an unknown to predict exactly when a company will hit its breakeven point. As a result
Mr. Liew’s analysis must be extended slightly. For the proposed website, three different sets of
numbers were created. One assuming Year 1 is break even, one assuming Year 2 is break even and
the same for Year 3. It is assumed that expenses will be incurred in full on day 1 of the company
but revenue will not be seen until month 6, due to the time necessary to build the site, gather
information, and market it in order to build a customer base to show advertisers the number of

pages views the proposed site is capable of.

18



Liew Breakeven Analysis

ASSUME: First sixth months of proporsed website no revenue -- time used for development and marketing

The Year Desired To Break Even
1YEARB.E. 2YEARB.E. 3 YEARB.E.
$ 3800000 § FRO00000 % 11.400.000
Cost goods sold (50% Revenue) § 1900000 § 3300000 § 5700000
harketing Costs (Fixed) 5 S00000 % 1000000 % 0 1,500,000
Staff Costs $ 1000000 § 2000000 % 0 3,000,000
Infrastructure Costs 5 200000 % 400000 % B00,000

§ § §
$ 5 5
E ] ]

Total Revenue (sum all years)

Other Costs 200 000 400,000 600,000
Total Expenses
Break Even Revenue Per Manth

3,800,000
533,333

7 B00,000
422 212

11,400,000
380,000

STANDARD RPM
§200 per RPM
$0.20 per page view 3,166 67 2111111 1900000 Total Page “iews Per Month

B04% 369% 322% Maore page wiews per rmonth
Compared to Econorist. com/cities

Figure 7, Financial Analysis 1

The published RPM is set at a value of $200 for the total page. In order to align with its
competitors, it is recommended that the proposed website use an ad agency. Consequently the cost
of goods sold is 50% of the revenue due to the ad agency’s take away and rate negotiations. To
break even in Year 1 the proposed website must make $633,333 per month for the 6 months
revenue is seen. To make this amount at $200 total page RPM, the page would have to be viewed
3,166,667 times per month —a 604% increase to the number of times economist.com/cities is seen
each month. Keep in mind that economist.com/cities has complete information on 27 cities
wortldwide while the proposed website has only 1! Likewise if Year 2 is the desired breakeven point,
2.1 million page views per month in the 18 months of revenue which is 369% above the page views
for economist.com/cities. And Year 3 follows with extremely large page view per month numbers.
In fact the fixed costs of staff and infrastructure are just too high to ever converge with the numbers
from economist.com/cities. Might the infrastructure and other costs be exaggerated? According to

an employee at the economist.com/cities Mr. Liew’s estimated numbers seem “right on.” The other
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budgeted costs for the proposed website such as, employee salaries are believed to be valid and

realistic given the nature of the website and its need for a reasonably-sized and skilled workforce.

This first financial analysis does not present a viable business venture due to the unachievable levels
of necessary page views. Consequently a second financial analysis has been run. This time the

numbers needed to obtain revenue are not built from the expenses, but from possible page views.

RUNNING THE NUMBERS: PART 2

For the purposes of this financial analysis, it is assumed that of the estimated 245 million business
person-trips in the US, all of them are split between the 10 largest domestic cities. That means
roughly 24.5 million business person-trips per year are taken to each of these cities. Again, $200
total page RPM is assumed and the same fixed costs and costs of goods sold percentagse are used as
in the previous example. However now the number of page views varies, and the proposed
website’s revenue, breakeven point and ultimate loss or profit is found. Under this scenario, the

website will be introduced to 1 of the 10 cities.

245 Million Business Travelers Per Year Nationwide
10 Major cities
24.5 Million Passengers Per Year @ Each Major City

ASSUME 1) BEVERY BUSINESE TRAVELER |5 DISTRIBUTED TO OME OF THE 10 MAJOR US CITIES
2 EVERY BUSINESS TRAVELER USES A TRAYEL WEBSITE ONCE ON EACH TRIP

Revenue = {Page Views) X ($0.20) - {CGS) - (Fixed Costs)

5 200 RPM Cost goods sold = 50% Revenue
5 0.20 Per Page Wiew Fixed Costs = Marketing, Staff, Infrastructure, Other Expenses = $1.9 Million/Y ear
S0, # Page/Year Revenue
1] $ (1,900,000
24500000 | % 550,000

Figure 8, Financial Analysis 2
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Revenue Generation Given Number of Page Views, Single City Full Year
$1,000,000 A\

$500,000

o . .
5,000,000 10,000,000 15,

20,000,000 25,000,000 30,000,000

-$500,000

Revenue

-$1,000,000

-$1.500,000 /

-$2.000,000

Page Views Per Year

Figure 9, Graph of possible revenue generation

With fixed costs of $1.4 million, if zero of the 24.5 million person-trips visit the website, a loss of
$1.4 million dollars is seen. If all 24.5 million person-trips visit the website -- a 100% market share,
profits amount to $550,000. What is most frightening about this scenario is that the website must
have a 71% market share in each specific city to break even! (Google only has a 65% share of then
internet search market.)[29] This is in addition to the absurdly favorable assumptions that were also
made: persons only travel to the 10 US cities, and every business person-trip taken results in a vist to
the proposed website or a competitor’s. The National Household Travel survey, the US
Department of Transportation and TIA.org all list research which proves these assumptions to be
implausible. Increasing the scale of the website to regional or national levels proves no better an option.

There will be no reduction of risk and most importantly, it will not give the proposed website a better chance

at success. Investors look for one of two things: low risk and near guaranteed return or, high risk with
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chance of high returns. The proposed website venture is neither; it is high risk and shows only a chance of

low returns.

ANALYSIS SUMMARY

It is quite clear that this venture will be extremely difficult to succeed in if the project is undertaken.
The proposal was analyzed under the most favorable market conditions yet the numbers did not
project success. With a specific target of only business travelers a significant portion of the site’s
content will not be pertinent to the average American traveler. To analyze the potential for a broad

appealing travel website is an additional feasibility study in itself.

But the question remains, how are the competitor’s successful? Bradmans is not updated and
information is simply trolled from other sites with nothing reveling, unique or useful. Consequently
the viewership is low — shown by the fact they only have one ad per page, a sign that ad agencies will
not advertise with them. Bradmans is a business travel website but solving the Crummer Challenge

with a solution like Bradmans is not in the spirit of creativity.

Hopstop.com appeals not to a specific audience but to the entire market where it is located. New
York City has over 10 million residents and Boston another 1.5 million to draw from each and every
day. Hopstop appeals to residents, business travelers and leisure travelers which makes the site’s

success possible.

Economist.com/cities is just a tiny subsection of a vast network of information from the
Economist. Many viewers of the page are economist readers and utilize its content because of the
draw to the entire website. A revenue stream of $100,000 is a lot for some, but not huge for the

economist and most likely could not keep other independent entities alive.
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OTHER POSSIBLE VENTURES

This month, January 2008, the FCC will auction off a block of “700-megahertz wireless spectrum.”
Why is this UHF once used for TV broadcasts so important? The frequency will be for super-fast
long range wireless internet broadcast, opening up wifi access nationwide to the highest bidder.
AT&T and Verizon have bid, but the front runner is clearly Google who intends to bid well north of
$5 billion. Parallel to the bidding war, Google has announced its own smart phone which will be a
rival to Blackberry and iPhone. The only thing missing is a super fast network to run on. Beneficial
to the consumer and entrepreneur is Google’s smart phone open source configuration. Meaning, if
there is an application that people might be interested in, this will provide an opportunity for the
developer to jump ahead on the market. What is lacking in the Crummer Challenge proposal is the
market “opportunity.” The Google phone may provide this. For now, it is wait and see to
determine who will be granted rights to this bandwidth. At that point, the proposal and feasibility of

that venture should be analyzed again.[18]

CONCLUSION

Given the fact that in 1 hour’s time all of the aforementioned “competition” websites along with
many more viable candidates were found, it is believed the business traveler’s needs are met.
Despite the relatively low start up costs, there are too few business person-trips in America to
support a profitable balance sheet, even if the strong cast of competitors is ignored. Itis the
recommendation of this analysis that Ms. Callahan should forgo a more detailed study of this

concept given the research and evaluations stated above.

23






WORKS CITED

[1] "TIA - Travel Statistics and Trends." Travel Industry Association. 26 Dec. 2007
<www.tia.org/ travel/ traveltrends>.

[2] "Research and Publications." Travel Industry Association. 30 Dec. 2007 <2.
http://www.tia.org/researchpubs/eNewsline_february24_2005.html>.

[3] Garcia, Jason. "Number of Visitors to Orlando Down in 2006, New Report Says." Orlando Sentinal. 20
Dec. 2007. 8 Jan. 2008 <http://www.otlandosentinel.com/business/otl-visitors2007dec20,0,6666302.story>.

[4] "Quick Answers." Bureau of Transportation Statistics. 6 Jan. 2008 <http://www.transtats.bts.gov/>.

[5] "November 2006 Airline Traffic Data." Bureau of Transportation Statistics. 26 Dec. 2007
<http:/ /www.bts.gov/press_releases/2007 /bts007_07 /html/bts007_07. html#table_01>

[6] America on the Go... Bureau of Transportation Statistics. U.S. Department of Transportation, 2003.

[7] Sharkey, Joe. "Bunking Up, Business Class." New York Times. 4 Dec. 2007. 30 Dec. 2007
<www.nytimes.com/2007/12/04/business/04road.html>.

[8] Grossman, David. "Why Corporate Travel Managers Care So Much About Compliance." USA Today. 27
July 2007. 30 Dec. 2007 <http://www.usatoday.com/travel/columnist/grossman/2007-07-22-travel-policy-
compliance_N.htm>.

[9] Burton, Virgil L., ed. Market Share Reporter 2008. Vol. 2. Farminton Hills, MI: Thomson Gale, 2008. 726-
731.

[10] "2006 Visitors Statistics." Boston USA. 10 Jan. 2008
<http:/ /www.bostonusa.com/images/admin/logos/TourismStats.htm>.

[11] "Data Library: Aviation." Bureau of Transportation Statistics. 30 Dec. 2007
<http:/ /www.transtats.bts.gov/databases.asp?Mode_ID=1&Mode_Desc=Aviation&Subject_ID2=0>.

[12] "Technology in 1008." Economist. 23 Dec. 2007. 5 Jan. 2008
<http:/ /www.economist.com/science/displaystory.cfm?story_id=10410912>.

[13] Macmillan, Robert. "New Yotk Times to End Paid Internet Setvice." Reuters. 17 Sept. 2007. 26 Dec.
2007

<http:/ /www.reuters.com/article/internetNews/idUSWEN101120070918?feed Type=RSS&feedName=inte
rnetNews&rpc=22&sp=true>.

[14] Perez-Pena, Richard. "Murdoch Said to Stress Free Access to Wall St. Journal's Web Site." New York
Times. 14 Nov. 2007. 26 Dec. 2007 <www.nytimes.com/2007/11/14/business/media/14murdoch.html>.

[15] "Advertise with Us." Zagat. 5 Jan. 2008 <www.zagat.com/advertise>.

[16] "Zagat Web Upgrades Poised to Ignite Internet-Reservation Skirmish." BNET.Com. 26 Dec. 2007
<BNET.com Zagat Web Upgrades>.



[17] Liew, Jeremy. "New Forms of Advertising are Hard." Lightspeed Venture Partners. 19 Feb. 2007. 10 Jan.
2008 <http://Isvp.wordpress.com/2007/02/19/new-forms-of-advertising-are-hard/>.

[18] Hartis, Tom. "How Banner Ads Work." Howstuffworks. 6 Jan. 2008
<money.howstuffworks.com/banner-ad.htm>.

[19] Kumat, Sam. "Economist.Com/Cities Web Info." Email to the author. 11 Jan. 2008.

[20] "Vault 2007 Rate Card." Vault. 5 Jan. 2008 <http://www.vault.com/ratecard.pdf>.

[21] "BUSINESS TRAVEL COSTS CONTINUE STEADY CLIMB IN THIRD QUARTER." American
Express. 26 Dec. 2007 <http://home3.americanexpress.com/corp/pc/2005/aebt mon.asp>.

[22] "Hopstop You Way to Go." Hopstop. 2 Jan. 2008 <www.hopstop.com>.

[23] "Making Business Travel Easy." Bradmans. 2 Jan. 2008 <www.bradmans.com>.
[24] "Cities Guide." Economist. 2 Jan. 2008 <www.economist.com/ cities>.

[25] "Zagat." Zagat. 2 Jan. 2008 <zagat.com>.

[26] "Business Traveler Information." Business Traveller. 2 Jan. 2008 <www.businesstraveller.com>.

[27] "Your Online Video Guide..." City Buzz. 3 Jan. 2008 <www.citybuzz.com>.

[28] Liew, Jeremy. "Three Ways to Build an Online Media..." Lightspeed Venture Partners. 26 Feb. 2007. 3
Jan. 2008 <lIsvp.wordpress.com/2007/02/26three-ways-to-build-an-online-media... print article>.

[29] Graham, Jefferson. "Google Search Chips Away At Rivals' Market Share." USA Today. 13 Jan. 2008
<http:/ /www.usatoday.com/tech/webguide/2007-04-11-google-market-share_ N.htm>.

[30] Liew, Jeremy. Show Me the Money. Web 2.0 Expo, 18 Apr. 2007. 7 Jan. 2008
<http://Isvp.files.wordpress.com/2007/04/web-2dot0-presentation-show-me-the-money.ppt>.





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


