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1. Executive Summary 
 
Plan My Road Trip application and website is committed to provide a unique and personalized 
road trip experience that will let the users plan every aspect of their road trip and will also offer 
them promotions along the journey. It is an interactive “Exit sign” intended to bring the 
customers and the businesses together through a location based win-win marketing strategy. The 
users can earn prizes through using promotions and saving money, and the businesses can earn 
money and a larger customer base with only a small marketing budget. Give Plan My Road Trip 
a try for planning a life of adventure… 
 

1.1 Description of Opportunity 
 

More than one out of four Americans will embark on a road adventure this year, and more people 
are beginning to try out road trips [1]. In addition, 55% of Americans own a Smartphone, and 
more people are buying mobile devices each year [2]. Using these two numbers, an estimate of 
about 40 million Americans will try to plan a road trip using a mobile device this year, and there 
are currently no mobile applications that meet all the planning needs of road travelers. There are 
no mobile applications that allow planners to read reviews on possible routes or find local 
attractions that are not as well known. 
 
There are about a million hotels and restaurants, and about 80% of them are active in social 
media [3]. More businesses along the road will utilize new outlets enabled by the growth of 
mobile computing. Specifically, businesses along the road need ways to reach customers who 
will be traveling nearby, and Plan My Road Trip allows these businesses to target these 
customers through location-based marketing. 
 

1.2 Business Concept 
 
Road travelers would download Plan My Road Trip app onto their mobile devices by paying a 
very small fee of $0.99. Using the app, travelers can browse through possible grips, filter trips 
based on specific criteria such as cost and popularity, see reviews on routes, restaurants, hotels, 
and other businesses, share their experiences through social media outlets, and find deals and 
savings nearby. In short, Plan My Road Trip will meet all of the needs of road trip planners. 
 
Businesses would do marketing through Plan My Road Trip for a small commission fee. 
Potential customers who are traveling nearby or planning to will be able to locate the business. 
They will also be able to see deals and savings, which will lure them to the business. The value 
that Plan My Road Trip will provide for businesses will be the ability to specifically target 
customers who traveling on the road nearby. 
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1.3 Industry Overview 
 
In 2013, the travel and tourism industry generated $1.4 trillion in revenue [4]. By 2015, the 
mobile app market is expected to generate about $25 billion in revenue [5]. People are now doing 
most trip planning tasks through websites and mobile applications, and more businesses are 
starting to do marketing through new outlets such as social media. There are currently no mobile 
applications available, which allow businesses to specifically target road travelers nearby and 
allow road trip planners find all the necessary information in one place. 
 

1.4 Target Market 
 
Plan My Road Trip is targeting both road trip planners and businesses that rely on tourism. There 
is a wide range of road trip planners with a wide range of needs, and Plan My Road Trip is 
planning to meet all the needs of all the road trip planners who use smart phones. Plan My Road 
Trip is also primarily targeting smaller local businesses. Unlike larger businesses that are well 
known, smaller businesses have more difficulty reaching out to customers who have not heard of 
them. 
 

1.5 Competitive Advantage 
 
For road trip planners, the key differentiator between Plan My Road Trip and its competitors is 
the feature set. Users would be able to meet their entire road trip planning needs through Plan 
My Road Trip, and they would need to use multiple services if they relied on the competitors. 
Plan My Road Trip would also have additional features such as seeing reviews on specific 
routes, and finding savings and deal while on the road. 
 
For businesses, none of Plan My Road Trip’s competition allows them to target customers who 
are specifically traveling on the road nearby. Most of these customers would not have heard 
about small local businesses, and it would be mutually beneficial for customers to find less well-
known businesses that can provide their needs. 
 

1.6 Business Model and Economics 
 
Plan My Road Trip App seeks to generate revenue through three different revenue streams: 
commissions, advertisements and app download fees. Based on benchmarking other businesses, 
Plan My Road Trip estimates the total amount of transaction fees that a business will pay over a 
year to be approximately $207, and there will be about 2,000 new businesses seeking to offer 
deals through the application each year. Through advertising, an application with 100,000 
downloads can generate $9,200 per month, or in other words $110,400 per year. The tertiary 
revenue source will be through the app download fee of $0.99 per download. Based on 
benchmarking our business to another business, Plan My Road Trip projects that 50,000 
downloads will occur each year. 
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Plan My Road Trip will not be manufacturing, so it will not incur cost of goods sold. Operating 
expenses will be the source of costs that Plan My Road Trip will incur. Under operating 
expenses, there are three major sources of costs: workforce costs, IT operations costs and 
marketing costs. The total cost will start at $436,940 per year, and it will grow at 15% each year 
as Plan My Road Trip expands. 
 

1.7 Financial Snapshot 
 
Plan My Road Trip App requires an initial investment of $500,000 in order to get the business 
started and cover major expenses. Each team member will contribute $20,000 in order to get a 
percentage of ownership of the company, and the collective $100,000 will be used for urgent 
business needs until the remaining $400,000 of investment is acquired. The business will break 
even during the third year, and it will become profitable during the fourth year. After the 
business is profitable, it will be able to repay all investors. 
 
 

2. Industry, Target Customer, and Competitor Analysis 
 
This section reviews the current state of our industry, describes our target customers and 
elaborates on the competition.  
 

2.1 Industry Overview 
 
Plan My Road Trip will operate within the intersection of the travel and tourism industry and the 
mobile app market. According to the U.S. Department of Commerce, the travel and tourism 
industry “generated nearly $1.4 trillion in economic output in 2011” [4]. In addition, The Pew 
Research Center estimated that more than 55% of Americans now use a smart phone [2]. 
Customers spent more than $10 billion in the Apple App Store in 2013, and Google Play 
generated $1.3 billion in revenue in 2013 [3, 4]. In 2010, the global mobile app market was worth 
about $6.8 billion, and by 2015, that number is expected to grow to $25 billion [5]. This insight 
suggests that more and more people are buying smart phones, and more people are creating and 
using apps. 
 
Initially, people used to plan their road trips by visiting a travel agency. After the Internet was 
introduced, travelers began to use online services to plan their trips, and online bookings became 
the norm. Since the introduction of the mobile app market, more people are starting to use apps 
from their mobile devices rather than visiting websites on their computers for road trip purposes. 
Travelers are now more inclined to do their road trip planning tasks through apps rather than 
visiting websites. 
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2.2 Target Customer  
 
Plan My Road Trip’s users are tech-savvy people who frequently go on road trips. Once again, 
more than 25% of Americans will go on road trips this year, and more than 55% of Americans 
use a smart phone [2, 1]. A variety of people go on road trips, and there is a wide range of needs. 
For example, a college student may prefer to do minimal planning, and he values having the 
freedom to explore. This customer would need tools that would allow him to spot less well-
known attractions near his route, and he also needs a way to share his experience with his friends 
after the trip. On the other hand, a family planning a trip may need to do precise planning to 
eliminate risks that may damage the family experience, and a family values being able to save 
time while planning all aspects of the trip. The family would want to have all their trip planning 
needs in one package, so they do not need to spend hours browsing through multiple websites 
and apps. Plan My Road Trip would be able to meet the need of all these customers. 
 
In addition, Plan My Road Trip also generates revenue from business owners who rely on travel 
and tourism to support their businesses. This includes gas stations, hotels, restaurants, and other 
places where travelers go to fulfill their travelling needs. Business owners who would be 
interested in Plan My Road Trip are those who seek ways to reach out to new customers, and 
they are also willing to utilize new technologies in order to do so. An example of a business that 
would benefit from Plan My Road Trip would be a restaurant located on a road in Texas. 
Airports are located far away, and the only way to reach the restaurant would be by driving. A 
business of this type would need Plan My Road Trip to specifically target those who are planning 
to travel by road nearby. 
 

2.3 Competitor Analysis 
 

The key differentiator between Plan My Road Trip and its competitors is the feature set. Users 
would be able to meet their entire road trip planning needs through the Plan My Road Trip app. 
They will most certainly need to use multiple services at a time if they rely on the competitors. 
Given this benefit, Plan My Road Trip will charge a reasonably small one-time fee to its users. 
Table 1 below shows a competitive profile matrix that draws a comparison of Plan My Road 
Trip’s features with its’ competitors. 
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Table 1: Summary of Competition 

Feature PlanMyRoadTrip Roadtrippers Orbitz Groupon GoogleMaps 

Route Mapping Yes Yes No No Yes 

Trip Filtering and 
Selection Yes Yes No No Yes 

Itinerary Generation Yes Yes No No No 

Trip Sharing Yes Yes No No No 

Reviews and Ratings Yes Yes Yes No Yes 

Deals and Savings Yes No Yes Yes No 

Booking and Reservations Yes No Yes No No 

Price $0.99 Free Free Free Free 

 
 

3. Company and Product Description 
 
This section describes our company, the opportunity and our product in detail. 

 

3.1 Company Description 

 
Plan My Road Trip is a start-up company based in Ann Arbor, MI that offers location based 
marketing services to businesses integrated into a road trip planning service, through a mobile 
application and a website. Five Industrial & Operations Engineering students from the University 
of Michigan founded plan My Road Trip in February 2014. Plan My Road Trip was founded to 
offer a solution that will incorporate the existing competitors’ features into a single platform to 
help people plan their road trips easily, spontaneously and less expensively, and let local 
businesses attract more customers through location based marketing services. The company 
designs, maintains and markets the application and the website, and offers them through the 
Internet and mobile app stores. The company is in the product development phase and the 
product’s alpha version will be ready on January 2015, beta version will be ready on April 2015 
and the final version will be launched in app stores on August 2015.  
 

3.2 Opportunity 
 
Insight provided by AAA statistics suggest that about 78 millions Americans will go on a road 
trip this year [1]. With the development of the GPS technology, the consumers started planning 
their trips using their phones and the Internet. Nowadays 55% of Americans own smart phone 
and application development industry is rapidly growing, helping people take care of their needs 
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in an easier way [2]. Plan My Road Trip takes advantage of this trend, and enables Americans to 
better plan road trips by using their mobile devices. Figure 1 below displays this opportunity. 
The total addressable market is based on the total number of Americans who take road trips each 
year. The serviceable addressable market is based on the percentage of the total addressable 
market that owns a smart phone. The serviceable obtainable market is based on benchmarking 
the users to GogoBot app, which is a similar app, and multiplying the number of users by the 
revenue per download. 
 
According to the National Restaurant Association and the American Hotel and Lodging 
Association, there are about a million hotels and restaurants, and about 80% of them are active in 
social media [6,7]. Businesses are starting to use new ways to do marketing because of new 
marketing outlets enabled by technological advances. Plan My Road Trip takes advantage of this 
trend, and provides businesses with the opportunity to do targeted marketing. Figure 1 below 
displays this opportunity. The total addressable market is based on the total number of 
restaurants and hotels in the US. The serviceable addressable market is based on the percentage 
of the total addressable market that is active on social media. The serviceable obtainable market 
is based on benchmarking to the customer base of OpenTable, and multiplying the number of 
users by the revenue per user. 

 

 
Figure 1: Opportunity in Dollars for two customer segments 

 

3.3 Product Description 

 
Plan My Road Trip is a mobile application for Android and Apple iOS platforms as well as a 
website that brings the features of top performing tourism entities, marketing and coupon 
websites and applications together in a single platform. 
 
Please refer to Appendix A for a selection of screenshots from the product prototype. Plan My 
Road Trip greets the users with a homepage that allows the users to either create a trip or help 
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the company’s businesses database expand by adding an attraction the users visited on the road. 
On the “Create Trip” page, the users are asked to enter their start point and destination as well as 
their preferences about their stops, and details about the journey such as the chain 
restaurant/local business option or overnight stay option. Then the app creates route options that 
the users can choose from and provides feedback from other users who used the road before. 
People will get to opportunity to ask each other questions and check the reviews while choosing 
their route option.  
 
Another great function of this app is its virtual exit sign feature. As the user progress through 
their chosen route and they approach an exit sign, the application will give them the stop options 
based on their pre-set preferences and show them if there are any promotions or offers available. 
The promotions are presented in the format of coupons. Once the app users want to use a 
coupon, they will buy it upfront through the app. The website users will, however need to buy 
the coupons through the website before their trips and print out the confirmation page with the 
confirmation code.  
 
When the users sign-up for the application or the website, they will be asked to enter their credit 
card information and all the coupon purchases will be made through this credit card. Once the 
coupon is purchased, the user will be given a confirmation code that will be presented to the 
business. The business will be responsible for validating the code to get its share from the 
purchase. In this case, businesses have three options in validating the code: 
 

• Text the code to the validation hotline, +1734-867-PMRT (7678) 
• Call the hotline, +1734-321-PMRT (7678) 
• Validate through the Plan My Road Trip business account using the app or the website 

 
The code will be a one-time code and will be removed from the system once used. This will 
minimize the risk of fraud. Once the business validates the coupon, the transaction will take 
place. As soon as Plan My Road Trip receives the payment, the share of the business will be 
transferred into their bank account. Please refer to Appendix A for several screenshots of the 
mobile application. 
 
With each transaction, app users will collect points, in proportion with the transaction price.  
As an incentive for road trippers to use the Plan My Road Trip app as much as possible, Plan My 
Road Trip will award users with highest points every month. At the end of each month the 
company will awards top performing users with gifts such as Apple MacBooks, Apple iPads, 
Vespa Scooters and Beats Headphones. 
 
Knowing where to go, where to stop and how much to spend will help alleviate the stress or 
hassle related to road trips. Through using the promotions or offers, the users will be able to save 
money while the local businesses will attract new and more customers. Road feedback feature 
will let people get more information about the routes they don’t know about, and this will also 
create the special “club” feeling among the users. They will get to discuss the routes and get 
recommendations from each other. The users will also easily locate the places they want to stop. 
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4. Marketing Plan 
 
This section discusses the marketing aspects of our strategies on target market, product, pricing, 
distribution, marketing communication, sales, implementation target market, as well as 
explaining our sales and marketing forecasts. 
 

4.1 Target Market Strategy 
 
After establishing an initial target market based on our product, we found that our initial primary 
customers are tourists who don’t live within their location. After looking through our revenue 
channels and conducting customer interviews, we decided to add the local businesses as our 
secondary primary customers that will use our business as a channel to advertise their own 
businesses.  

 
Our primary market strategy is to advertise our product through social media to attract potential 
road trip planners and utilize our friends network to open up sales. We will first introduce it to 
our friends to obtain an initial customer base, and grow the customer from our friends network 
[8]. We will create a Facebook page to help promote our products by customers’ shares, likes, and 
reviews. We will use Twitter to spark conversations. We will also grow customer base through 
the positive reviews on App Stores or Google Plays. We consider paying Facebook and Twitter 
to help boost our contents as well as our website. We also consider paying influencers to tweet or 
share our app, and help us reach more customers [9]. 
  
In addition to our effort to enlarge our customer base, we will rely on customers’ help to grow 
customer population. If customers refer our app to their friends, they will receive promotions or 
rewards for their next trip. For instance, a customer may receive 15% off coupon code with our 
partner restaurants, usable within 6 months.  

 
4.2 Product Strategy 
 
There is no a single product out there in the market that integrates all the functions our product 
has, but there are many competitive products having partially similar functions. Our product is 
all-in-one application as it incorporates the route planning, deal promotions, online reservations, 
customer rewards and sharing with friends into a single application. In marketing to businesses, 
we will essentially leverage the concept of dynamic location-based marketing service in 
marketing our application, as there is currently no noticeable initiative in this area. Through our 
location-based marketing services, businesses will be able to continuously target relevant 
customers very effectively. They will be able to invite nearby customers very easily. 
 
In marketing our application to app users, we will mainly leverage the value they can get through 
the deals and offers. If app users use our application on a continuous basis they will certainly 
save a lot of money. They will also get the opportunity to discover new places or local gems. 
Additionally, the customer rewards feature will incentivize them to use our application on a 
continuous basis, collect as many points as they can and earn gifts.  
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4.3 Pricing Strategy 
 
We will charge $0.99 per download for the application in the app stores, and the website will be 
free-to-use. We have tested if customers would be willing to pay a price of $0.99 in our customer 
discover interviews, and found out that $0.99 is among the cheapest prices offered, and most 
people are willing to pay this reasonably low price.  
 
For location-based marketing services to businesses, we will charge a 3% commission fee for 
each transaction that takes place through our application. Based on our calculations, this service 
will cost approximately $207 on average for a business per year. This amount will change 
depending on the transaction amounts and quantities. Based on our customer discovery 
interviews with restaurant owners, we determined that $207 is a very reasonable price and almost 
all businesses will be willing to pay this amount in order to attract more customers. Additionally, 
we will also have the option for businesses to directly advertise in our application or website 
through banner ads. For this service, we are going to charge a flat rate of $85 per month. 
 

4.4 Distribution Strategy 
 
Our main distribution channel will be the application stores such as iOS Store and Google Play. 
The application can function in all Android and Apple iPhones, as well as tablets. Since these 
stores are the primary source for downloading applications for these devices, we have chosen 
them as our primary sales channel. According to Nielsen’s study, Android operating system and 
Apple iOS are the top two smart phone operating systems with respective market share in the US 
of: 53% and 40% [10]. If the application is one of the top-downloaded apps, it can possibly get 
featured on the home page, attracting many users without spending any money on advertising. 
On the other hand, as long as an app does not contain any spam and does not interfere with any 
of the copyright and Intellectual Property (IP) laws, it can stay in the app stores forever.  
 
In addition to the mobile application, the website itself will be a channel to reach users. The 
website and the application will work consistently in parallel. Through our customer discovery 
interviews, we determined that people tend to use their computers before the journey due to 
convenience (to access multiple websites at once with a bigger screen). Also, older people tend 
to use computers more often than they use their smart phones. Although the smart phone usage 
in the US tops 60% nationwide according to Nielsen’s study, this percentage drops down to 18% 
for the 65+ age group as suggested by Pew Research Center [10, 11]. This insight suggests that 
utilizing two distribution channels increases our customer base, especially in the 55+ age 
segment. As long as the website is regularly updated and not get suspended by the authority, the 
website can stay forever.  
 
Our distribution strategy in reaching businesses and ensuring that they offer promotions or deals 
through our application is discussed in the Sales Strategy section. 
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4.5 Marketing Communication Strategy 
 
We will socialize with our customers mostly through social media. We will understand our 
customers’ needs and constantly improve our business based on that. We will listen to their 
opinions, respond to their comments or complaints, and give them a sense of fun. We will also 
identify our loyal customers, and send them personalized “thank you” emails, incentives, and 
coupon codes [12]. Besides, we will extensively market our customer rewards program on 
Facebook, Twitter and other social media sources. In awarding top users, and we will 
congratulate our top users in public on our Facebook page posting their photos opening their 
gifts. This will draw attention to our pages and create a sincere, fun and inspiring environment. 
Our customer representatives will mostly be in charge of realizing the marketing communication 
strategies. 
 
Our sales professionals will ensure marketing communications with businesses. They will 
directly travel to the sites of businesses and establish professional relationships as well as 
marketing our application. As we get more businesses in our application, businesses will start to 
reach out to us, which will facilitate our marketing communications efforts. Each sales specialist 
will be assigned particular businesses and he will be in charge of fulfilling the requests of the 
businesses as well as answering their questions. 

 
4.6 Sales Strategy 
 
An integral part of our company is the team of sales specialists. The sales team will play a 
critical role in reaching out to businesses, establishing relationships with the businesses and 
maintaining the relationships with the businesses. Initially, the sales specialists will individually 
travel to the locations of small-businesses and try to get businesses offer promotions through our 
application. As we increase the number of businesses in our application, businesses will start 
reaching out to us themselves. This will relieve our sales specialists slightly, and our specialists 
will then start contacting the chain restaurants and hotels or other businesses to provide offers or 
deals through our application.  
 

4.7 Implementation Target Market 
 
We will initially start reaching out to the small businesses in the Midwest region along the road 
I94 to attract businesses into our application. At Ann Arbor, MI some of our team members 
currently have well-established relations with some restaurant owners such as Ayse’s Café, Blue 
Leprechaun, Maize & Blue Delicatessen, Brown Jug. We are planning to attract some of them 
first into our application and use their network of restaurant, hotel or other businesses owners to 
reach out to more and more businesses. After building a solid customer base in the Midwest 
region both in terms of users and businesses, we will expand into the East Cost and then to the 
West Coast.  
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4.8 Sales and Marketing Forecasts 
 
We forecasted the number of our app users based on benchmarking to a similar travel planning 
application called Gogobot. Gogobot App has reached 2.5 million users in 2 years, and thus, 
their number of downloads per year was on average 50,000 [5]. Therefore, we assumed that our 
app store sales will grow at a speed of 50,000 downloads per year. As we will be devoting our 
first year to business development, we will not officially launch our application before August 
2015. Thus, we will reach 50,000 users by August 2016, and we will grow our app users 50,000 
every year from there. 
 
We forecasted the number of our advertising and commission customers based on benchmarking 
to Opentabe.com. Opentable.com is a business earning commission charge from restaurant 
reservations. There are 31,000 restaurants registered to Opentable.com over 16 years [13]. 
Therefore, we assumed that on average, Opentable.com added 2,000 businesses every year to its 
body. Therefore, we also expect our businesses clients to grow by 2,000 per year. As we will be 
devoting our first year to business development, we will not officially launch our application 
before August 2015. Thus, we will reach 2,000 users by August 2016, and we will grow our app 
users 2,000 every year from there, reaching to 8,000 by the end of year five. 
 
 

5. Operations Plan 
 
This section briefly describes operational strategies that Plan My Road Trip will apply, in 
addition to designating the scope of operations. 
 

5.1 Operations Strategy 
 

The key operational advantage Plan My Road Trip will have over the other road trip planning 
websites and apps is the Ann Arbor location. Being near the University of Michigan allows Plan 
My Road Trip to access human talent, workspace, funding, and other University resources. 
 
Software development will be the key aspect in delivering a product with all the key features 
road travelers need. Since Plan My Road Trip will be headquartered in Ann Arbor, there is an 
abundance of talent available from the pool of Computer Science students at the University of 
Michigan. In addition to software development employees, Plan My Road Trip will also need 
sales and marketing employees to reach out to potential app users as well as businesses who 
would want to advertise through the app. Ann Arbor location will also allow Plan My Road Trip 
to hire sales and marketing employees from a deep talent pool at the University of Michigan 
Ross School of Business. Given that the first employees will likely still be enrolled in the school, 
they will only be able to work part time. In addition, students will likely demand a lower wage in 
order to gain experience working with a startup. All these factors contribute to lower costs in 
hiring employees. 
 



 12 

In addition to human resources, the University of Michigan will also be able to provide 
workspace. TechArb is a student venture accelerator that provides workspace to University of 
Michigan student ventures as well as professional guidance. Students will be able to provide 
their own computers, and there is no charge to use the TechArb space for University students. 
After Plan My Road Trip grows, the TechArb space will no longer be sufficient. To rent an 
office space in Ann Arbor will cost about $650 per month [14]. 
 

5.2 Scope of Operations 
 
Figure 2 below visually represent the scope of operations Plan My Road Trip will conduct.  
 

 
Figure 2: Scope of Operations 

As seen from Figure 2, most of the operations will be kept in house. These include software 
development, marketing and sales, and finance and accounting. The key components that will be 
outsourced are legal services and server & networking services.  
 

5.3 Ongoing Operations 
 
Currently, the team has completed the business model and prepared the business plan. The team 
is now in the process of starting business plan execution phase. The first step in the execution 
phase is to start building the team. Plan My Road Trip will initially hire software developers in 
order to get the product development phase started. The team will also hire sales professionals in 
order to start business development.  
 

Plan	  My	  Road	  Trip	  
-‐Software	  Development	  	  
-‐Sales	  &	  Marketing	  	  
-‐Finance	  &	  Accounting	  

Customers	  

Server	  &	  
Networking	  
Services	  

Legal	  Counseling	  



 13 

6. Development Plan 
 
This section provides the strategies and growth plan that the company will follow, and a timeline 
and important milestones for the application’s development.  
 

6.1 Development Strategies 
 
The first step for the development of the application will be the creation of the software. This is a 
major step since finding the right people to create software for an application takes time and 
investment. While the software development process is underway, we will recruit a group of 
sales specialists who will be contacting local businesses and creating an initial customer base. 
After the software development and initial customer base creation process is completed, the 
application will be launched. We plan to enlarge the locations database with the help of the users 
themselves. Apart from using the available locations entered by our team, the users will be 
adding their own locations and thus creating a larger database for others. 
 
Finally, there are several future development plans the team discussed that could be implemented 
after the application is launched and has a significant number of users. In the long run, the team 
might contact sites like Yelp or OpenTable to discuss possible integration of softwares in order 
to create a more user-friendly application. 
 

6.2 Milestones 
 
The team has identified several key milestones for the business to measure performance and 
success. Table 2 below displays key milestones with corresponding due dates.  
 

Table 2: Plan My Road Trip Milestones 

Milestone Date 
Software Development is completed January 2015 
Application launched in the Midwest August 2015 
50,000 users subscribed December 2015 
Application expands to the East coast November 2016 
Break-even May 2017 
100,000 users subscribed December 2017 
Return on investment May 2018 
Application expands to the whole US January 2019 
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6.3 Development Timeline 
 
The team has created a tentative action plan in order to track the progress on a continuous basis. 
Table 3 below provides the timeline for the short run. These dates are subject to change as the 
project starts developing. 
 

Table 3: Timeline for Plan My Road Trip 

Task Name Duration 
(days) Start Date End Date 

Company Founding      
    Offices & Equipment 30 10/1/14 10/31/14 
Product Development    
    Software Development 90 11/1/14 1/30/15 
    Database Creation 90 11/1/14 1/30/15 
    Alpha Testing 45 1/31/15 3/17/15 
    Redesign 1 30 3/18/15 4/17/15 
    Beta Testing 50 4/18/15 6/7/15 
    Redesign 2 30 6/8/15 7/8/15 
    Final Preparations for Market 45 7/9/15 8/23/15 
Company Relationship    
    Midwest Initial Locations - 8/24/15 - 
    East Cost Expansion - 11/1/16 - 
    Countrywide Expansion - 1/1/19 - 
Sales    
    First Sale - 8/24/15 - 
Company Staffing    
    Hiring Software Developers 20 10/10/14 10/30/14 
    Hiring Sales & Marketing Staff 20 10/10/14 10/30/14 
    Hiring East Coast Staff 20 10/1/16 10/21/16 
    Hiring Countrywide Staff 40 10/1/18 11/10/18 

 
 

7. Team 
 
This section outlines team roles, staffing needs and advisory board, displays team bios, and 
discusses compensation and ownership structure. 
 

7.1 Team Roles 
 
The Plan My Road Trip team currently consists of 5 senior Industrial & Operations Engineering 
students from the University of Michigan. Current team roles have been assigned based on skill 
set and experience of each individual founding member. 
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Current positions are as follows: 
  

Ø Chief Executive Officer - Yasemin Selek 
Ø Chief Financial Officer - Bertan Levi 
Ø Chief Technology Officer - Albert Lee 
Ø Chief Marketing Officer - Naz Ozen 
Ø Chief Sales Officer - Zhehui Wang 

 
Positions to be recruited for are as follows: 
 

Ø Software Developer 1 
Ø Software Developer 2 
Ø Marketing Specialist 
Ø Sales Professional 1 
Ø Sales Professional 2 
Ø Customer Representative 

 

7.2 Team Bios 
 

Yasemin SELEK is a senior in Industrial & Operations Engineering at the 
University of Michigan and is also completing a minor in History. She is from 
Istanbul, Turkey. Yasemin has previously worked at two separate companies in 
the shipping industry developing her managerial and customer relations skills. 
 
 
 
 
Bertan LEVI is a senior in Industrial & Operations Engineering at the 
University of Michigan. He is completing a minor in Entrepreneurship. Bertan 
has previously worked in the financial industry, at the largest investment bank 
in Turkey developing his accounting and finance skills. 
 
 
 
Albert LEE is a junior in Industrial & Operations Engineering at the University 
of Michigan with a minor in Multidisciplinary Design. He has been a part of 
multiple research projects that developed his ability to understand and 
communicate technical information through software development. 
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Naz OZEN is a senior majoring in Industrial & Operations Engineering and 
minoring in German Studies at the University of Michigan. Naz has previously 
worked at world's leading information technology company as a marketing 
intern and during her tenure she focused on marketing for a product series 
launch. She gained academic experience through Marketing courses from the 
Ross School of Business as well. 
 
 
Zhehui WANG is a senior in Industrial & Operations Engineering at the 
University of Michigan with a minor in Mathematics. She is from China. 
Zhehui has previously worked in the field of marketing and sales developing her 
skills in improve sales performance. 
 
 

 

7.3 Advisory Board 
 

We will leverage the extensive entrepreneurship network at the University of Michigan for 
advising purposes and expanding our business. We will specifically consult our entrepreneurship 
instructor Mr. David Tarver for guidance and support. 
 

7.4 Compensation and Ownership 
 

The founding members held a meeting at Duderstadt Library at the University of Michigan on 
April 13, 2014 to discuss the ownership structure of the company. The ownership structure of the 
company shares is as follows: 
 

Ø Yasemin Selek - 20% 
Ø Bertan Levi - 20% 
Ø Albert Lee- 20% 
Ø Naz Ozen- 20% 
Ø Zhehui Wang - 20% 

 
The founding members decided not to earn a salary until the 4th year, in order to cover other 
expenses and reinvest the profit into the company. Starting in the 4th year, each founding member 
will earn a salary of $70,000 per year, which is subject to change based on performance. 
 
 

8. Critical Risks 
 
Like any other start-up, Plan My Road Trip has its own risks. Founders aim to recognize and 
minimize these risks as much as possible, and take countermeasures against them. Below are five 
risk areas and the countermeasures that will be taken to minimize, if not prevent them. 
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8.1 Market Interest and Growth Potential 
 
The initial assumption of the founders in attracting the market may not be achieved completely. 
It is assumed that Plan My Road Trip will rapidly be recognized as a novelty in the market and 
be used by many users starting from the 1st month of the official launch. The founders predicted 
a constant rate of increase in the new users but it is also possible that the users may be reluctant 
at first so the rate could be slower in the beginning whereas higher in the peak period of the 
product. The founders will be dealing with this risk by increasing their marketing efforts, use 
some of the original investment to give advertisements to other applications and sources. 
 

8.2 Competitor Actions and Retaliation 
 
Since the product has similar features with its competitors, a legal examination on their 
Intellectual Property documents is needed. Plan My Road Trip wants to operate on a good faith 
and do not want to be accused of any copyright infringements or any legal actions risen from 
their operation. Therefore, a thorough examination will be made before launching the product 
and any competitive intellectual property will be secured through patents and IPs. It is also a 
possibility that there could be barriers in entering this market. To minimize this risk, the software 
development will focus on differentiating the product, and marketing will focus on stressing 
these features. The operating team will be in the constant search of finding differentiating ideas 
and will take successful businesses as their benchmark to continuously improve the operation 
model and the software. 
 

8.3 Time and Cost of Development 
 
The launch schedule is relatively tight, therefore the team has to stick to the timeline and make 
sure they learn lessons from each version of the prototype and apply them on time. On the other 
hand, there is always a possibility that the team may find a problem in the operation or a glitch in 
the technological side that may take more time to solve than they anticipated. If this happens the 
team needs to re-organize the timeline and focus on getting more users and businesses added into 
the platform through overcompensating on the sales and marketing side to make up for the 
financial loss rising from timeline shifts. It may also take more resources to develop the product 
such as talent and money. In that case, the company is planning to hire talent from the 
universities through unpaid internships, a practice followed by many startups. 
 

8.4 Operating Expenses 
 
Financial calculations and projections show that an initial investment of $500,000 is needed to 
develop and launch the product during the first years of operation. The calculations are made 
based on assumptions and there is always a chance that these assumptions may not end up to be 
true. In the event of such situation, additional sources of money will be sought through long-term 
bank loans. 
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8.5 Availability and Timing of Financing 
 
The investors may not accept the initial amount of investment requested. In this case, the money 
will be obtained, as planned, some from the main shareholders and the rest from long-term 
credits. The risk associated with this approach is high interest rates. The CFO will make an 
extensive research on the financial institution’s offers and will manage the company’s progress 
in paying the money back. He will take immediate measures to attract more users and businesses 
if he senses that the company is not on its way to pay the debts on time. On the other hand, the 
investment may be in another foreign currency, coming from a foreign country, such as Euros, 
Japanese Yens, Chinese Yuans… etc. Then a ForEx risk arises. Given the volatile picture of the 
current international money markets, the company will consult investment banks to make the 
best decision in controlling their debts and adjust their payments if the exchange rates drastically 
change. They will also focus on countries and currencies that are relatively stable than the others 
through analyzing rating agency reviews like Fitch and Moody’s. Due to the nature of this risk, 
the company will be seeking investments from the US and in US Dollars.  
 
 

9. Financial Plan 
 
This section discusses revenue streams, cost structures, offering terms, and assumptions in the 
financial statements. For monthly and annual income statements, balance sheets and cash flow 
statements please refer to Appendix B, C and D respectively. 
 

9.1 Revenues 
 
Plan My Road Trip App seeks to generate revenue through three different revenue streams: 
commissions, advertisements and app download fees. The primary revenue source will be the 
commission fees that will be charged to the businesses for every transaction that occurs via our 
application. We decided to charge a commission fee of 3% of the transaction based on what 
online travel agencies such as Expedia or Orbitz currently charge to their customers [15]. We 
estimated the total amount of transaction fees that a business will pay us over a year to be 
approximately $207, which we believe is a very reasonable number. Based on benchmarking our 
business to a business in a similar context, OpenTable, we estimate that there will be about 2,000 
businesses offering deals through our application in year 2, and the number will increase 2,000 
per year in the next 3 years, amounting to 8,000 businesses by the end of year 5. 
  
The secondary revenue source will be from direct advertisements that restaurants, hotels and 
other businesses will publish through our application. An application with 100,000 downloads 
can generate approximately $9,200 per month, or in other words $110,400 per year through 
advertising [16]. We assumed the amount of revenue that we will generate through advertisements 
to be constant over the years. 
  
The last revenue source will be through the $0.99 per download fee. Based on benchmarking our 
business to another business in a similar context, Gogobot, we projected that 50,000 downloads 
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will occur each year starting in year 2. We believe that a price of $0.99 is a very reasonable 
amount considering the amount of savings an app user will accomplish through the in-app offers. 
 
It is important to note that Plan My Road Trip App will not generate any revenues in the first 
year (2014), as we will be focusing on business development and attracting hotels, restaurants or 
other entities in becoming our clients. We will begin to book sales and revenues in 2015. 
  

9.2 Costs 
 
As Plan My Road Trip App will not be engaged in manufacturing, we will not incur cost of 
goods sold. Operating expenses will be the source of costs that Plan My Road Trip App will 
incur. Under operating expenses, there are three major sources of costs: workforce costs, IT 
operations costs and marketing costs. We project that as we grow the business, our operating 
expenses will grow in parallel, therefore we assumed a 15% increase year over year in our 
operating expenses. 
  
Workforce costs will cover all the expenses in paying salaries and business needs of one 
marketing specialist, two sales people, one customer representative and two software developers. 
Business needs include office related expenses such as office equipment. 
  

Table 4: Breakdown of Workforce Costs 

Source of Cost Amount per Year ($) 

One Marketing Specialist $60,000 

Two Sales People $81,000 

One Customer Representative $50,000 

Two Software Developers $91,000 

Office Expenses $12,940 
 
IT operations cost include commission fees to be paid to the app stores, licensing fees of the 
website and the app, costs related to servers and also the cost of developing an equipment to 
align our systems with our clients in processing transactions. We estimated IT operations cost to 
be approximately $77,000 per year with the following breakdown of costs:  
 
 
 
 
 
 
 
 
 



 20 

Table 5: Breakdown of IT Operations Costs 

Source of Cost Amount per Year ($) 

App Store Commissions   $1,000 

Licensing Fees $20,000 

Servers $30,000 

Systems Alignment $26,000 
  
Marketing costs in the first year will essentially come from the effort of attracting hotels, 
restaurants or other entities to publish offers or deals through our application. Our sales 
specialists will be dispatched around the country to engage with entities and build a client base. 
After building a decent client base and officially launching the application, we will also incur 
marketing costs in reaching potential app users and getting them to download our application. 
We estimated marketing costs to be approximately $75,000 per year with the following 
breakdown of costs: 

  
Table 6: Breakdown of Marketing Costs 

Source of Cost Amount per Year ($) 

Travel Expenses $20,000 

Online Advertising $30,000 

Promotional Supplies $25,000 
 

9.3 Profit/Loss Statement Overview and Graphs 
 
The chart below shows the projected revenue, costs and profits over five years. As the chart 
suggests, we will not generate any revenue in the first due to business development efforts. 
However, starting in year 2 we increasingly generate positive profits. By the end of year 5, we 
project that our annual revenue will approximately be $1.8MM with an annual profit of 
approximately $1MM. 
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Figure 3: Projected revenues, costs and profits over 5 years 

The chart below shows projected annual operating profit (loss) and cumulative profit over the 
five years. 
 

 
Figure 4: Projected profits and cumulative profits over 5 years 

As Figure 4 shows, we will break-even in Year 3, in other words we will cumulatively cover all 
the expenses up to Year 3 and finish Year 3 with positive profits. For monthly and annual 
income statements, balance sheets and cash flow statements please refer to Appendix B, C and D 
respectively. 
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9.4 Offering 
 
Plan My Road Trip App requires an initial investment of $500,000 in order to get the business 
started and cover major expenses. Each team member will contribute $20,000 in order to get a 
percentage of ownership of the company, and the collective $100,000 will essentially be used for 
urgent business needs until the remaining $400,000 of investment is acquired. We will reach out 
to potential investors to acquire a loan of $400,000 in one phase. The funding timeline is shown 
below: 
  

Table 7: Funding Timeline 

Event Date Required Funding Amount 

Founders’ Investment May 2014 $100,000 
Investor Loan Phase 1 June 2014 $400,000 

 
The investment of $400,000 will be used to cover workforce costs, IT operations costs and 
marketing costs discussed above in detail. The rate of return on investment will be 25% and will 
be payable in three periods. The payback timeline of the loan can be seen below: 
 

Table 8: Investor Payback Timeline 

Event Date Required Payback Amount 

Investor Payback 
May 2016   $50,000 
May 2017 $150,000 
May 2018 $300,000 

 
The investor will earn $100,000 on top of his investment at the end of the four years. Because 
Plan My Road Trip App will generate money through increasing volume, not through pricing, 
there is a grace period of two years where we will not be able to pay back to our investors. 
However, beginning with the third year we will start generating sufficient revenue and start 
paying back to our investors in larger amounts. 
  

9.5 Assumptions In The Financial Statements 
 

We made several assumptions in creating the financial statements. First, in projecting 
depreciation, straight-line method over five years with zero salvage value was used. Second, we 
assumed that collecting money from clients paying with credit might take up to 60 days. Third, 
we assumed the income credit tax to be 35% of the net income before taxes. Financial statements 
can be seen in the Appendix. 
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11. Appendices 
 

Appendix A: Screenshots of the Product Prototype 
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Appendix B: Income Statements 
 

Appendix B1: Monthly Income Statements 
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Appendix B2: Yearly Income Statements 
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Appendix C: Balance Sheets 
 

Appendix C1: Monthly Balance Sheets 
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Appendix C2: Yearly Balance Sheets 
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Appendix D: Cash Flow Statements 
 

Appendix D1: Monthly Cash Flow Statements 
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Appendix D2: Yearly Cash Flow Statements 
 

 
 


