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_ % INTRODUCTION

' ) ,g' * Y
How are you going to use ‘your job skills after you finish-

school?

¢
Y

¢
Have you ever thought about starting your own specilalty
food store? . - 3

< -

4

rd

This module describes people who have started, and managed
specialty_food stores. [t gives you an idea of what they
do and some of the special skil&s they need. . . .

-’

You will read about
plannhing a spécialty foo& store =
choosing a location ’
getting money to start
being in charge L,
buying and keeping track of supplies . \
setting prices ° ’
advertising and selling .

<  keeping financial records . T
keeping your business successful

~.

“

R

You willualso have a chance to practice some of the-things
that specialty food store owner$ do. :

3\ . . -
Then you will have a better Videa of whether a career-as a -
—speeialty food store owner is for you. . )
-
Before you. study this module; you might want to read .
« Module 1, Getting Down to Business: What s Ft All About?

.
A

When you finish this module, you might also want to read
Module 22, Getting Qown to Business: Restaurant Owner.

~.
This module.'is related tb another business in food services.
| §

~—
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UNIT 1

r , L 4 '
N . Planning a Specialty Food StqreJ//

. ' . &
\

'.~ .I

s

I3

: o . - Goal: Tg/help you plan your specialty food store.

~
- Objective 1: Describe the products, customers, and
competition of a specialty food store. )
’ Objective 2: List five helpful personal qualities of
v o a specialty food store’ owner.
e ) ) *r
’ . ' Objective 3: List three ways to help ybur business
, ¢ compete successfully.
.' Objeccive 4: List the legal requirements for opening,_
' , - and running a spécialty food store.
. 3 s
12 . r t]"~
. . B
<
N > s
v L 2 )
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' STANLEY PLANS

’ . - -
-~

. Stanléy Price came from a family of bagel bakers. The
secret recipe of the Price family-bagels had been passed
down for three generations. Threé generations of Prices
had owned and operated bagel bakeries in New York, and °° .
their bagels were known as the best in the city. And now

it was Stanley's turn ‘to take part in the family business.

Or at least that was'the way Stanley felt about it. .
Bagels, were not ‘just a round bread-roll, they were a way of
life! And a good bagel was hard to find. If Stanley had
stayed in New York, he would Jave simply joined the family
business. But Stanley wanted(ﬁo leave; he wanted to
‘explore new worlds. So he headed west--to California.

-

Wher Stanley arrived in California, he was amazed. He

. couldn't find a single bagel bakery. People at least knew’

what bagels were, but you just couldn't find one! And ~
flying ‘them in from New York was too expensive. Stanley
decaged right then to open his own ‘bagel bakefy. -

Bagél bakers who have tried and fafled geﬁefglly do nok
: know that a critical factor in making good bagels is the.’
water; what you need is well water that doe's not have
chemicals added. Stanley hunted up and down'the California
coast until he found a good water supply-—in Palo Alto,
t Californlafi And it was there he decided to open his bakery.

’

»

P

.-
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! Planning a Bagel bakery P ) ¢ '
' . . ) .
= -~ » ' . »
* Stanley Price wanted to start his own bagel bakery; anyone 4/ho wants ;

to start other kinds of specialty food stores will have to plan and deal
"with similar problems. As you wo‘rk through this module; you 'will see how-
Stanley Pg bagel bakery develops. ‘In this unit you will learn about four,

things involved in planning to open a specialty food store:

> ) o‘ deciding what products, customers, competition, and problems your
" store might  have; : . . ¢
' 2
e deciding what-personal qualities and skills you will need; e L
, ° knowing how to compete well; and o ) - " . /\
° learning -about the legal requirements for yunning the business. ,
. oy . . N - LS .
' A. . ¢ . h 4
v X - P N .o
- - 4
Products, Customers, and Competition, : . .

Products. * There are many kinds ‘of bakeries and specialty’food
stor&- For example, ‘there are bakeries that speciaflizé in cakes \pies,
or cookies ‘and stores that “specialize in cheesés, deli- items, and gourmet
,foods. Bagels are a kind of bread that originated ,among Jewish communi-
ties but have become increasingly ?qular throughout t{h:a United States.
.Bagels with cream cheese and lox have become a common sight on Sunday
b;unch menus. -But a 'baker/'y that specializes in bagels cannot succeed
unless the gustomers know what a bagel is and how delicious they are. -As
an owneﬁl of a speqialty food store your job will be’ edu'cating the custo-
‘mers ‘about yqur products and line of goods and then providing them with

* ~

what they’want. . . - ' ) ’

>

. - ' - S _ _—
Customers. JYour cthtomers wili be 'anyone who/ likes the kinds of food '

and products your store carries. Once you have decided what type of

3
store to open, yow must advertise and bring your customers in. A small
* specialty food store cannot gserve everyone. Your success will depend on ~— - * .
. 5 . ) /e .o - .
. ,' . . y ) ST .
6 O v : -
. 1
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choosing a particulan type of customer and then selling products the§

‘ prefer. \ .
. * -

>

Y Competition. Accordiné to Stanley: "I have no competition because I
make and sell.the best bagels'in'the area."” Even if this is true, there V
'usually 15 eome kind of competiﬁion to consider. When &ou open a(sﬁe;\
cialty food store, you will be competingnwith other sggres that carry the- s
same prdducts (even though they may not be as good as yours). ’There may
* .be other bakery stores and restaurants in the area. Supermarket and
~ 7 grocery chaine may carry the same or similar foods-—and at a discount
. price since they deal ,in larger quantitiés- In the specialty food etore
business, a unique product (like the bagel) or a distinctive inage will
. give'you a "competiﬁive edge.” It helps to have a "catqﬁ&"lname that

will ﬁelp people remember your store. You will learn more about store

image later.

o Personal Qualities and Skills
~

. ) . s
. . : -~ .
You don't have to be an expert in the kine of business that you are

thinking of going into, but you do have to be willing to learn. And

there are basic qualities which you must have--or be willing to develop-—

4

if you are going to start any business. . ) . v
§
N ~ .

) v .
k] v .

The mest impcrtant quality is the ability to organize your mind and

your 1ife. In running a small business .like a specialty_food store, ygu Y

will deal with many different people, keep schedules, meet .deadlines,

organize paperwork, pay bills, etc. These are part of every business.

- -
~
-~ t [ -

It is also imporrant to be ablé to read carefully. You will have to

.keep many_éritten records,. and you witl have to fill out a lot of govern-

‘ment forms. As a business owner, you can't be afraid of numbers either. ‘-
The math involved is mogtly simple arithmetic-—addition‘ subtraction, and

some multiplication--but you must be good at it for your business to ’

. spcceed- : . . .
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You must also:
° . like people and enjoy working with them; .
. be reasonable and nonjudgmental in dealing with people, ~

) have -patience with your customers and staff, and with ‘the prob-

1ems of waiting for a small business to grows; . and . )
e ° be willing to work very hard. . . .

. ‘. N\
- . »

- . . . ’ . . ey 4N
All these qualities are important for any .small business owngr.\.A ° ‘E"

knowledge of .nutrition; food storage, and preparation methods/is-helpful
for afspecialty food store owner too. But the real- secret to success is
3

building personal relations with customers. Customers appreciate a

friendly, low-key approach and .an owner who knowé them by name. These

are the customers who will come back to your store again*ahd again.- N
. < ¢ . EN ’
. A . i v . {s‘ . \ .
’ - . h . ¢ ) ’ - .
- b / ) ”-
How to Compete Well | - . . ‘ .
. e

. - J

i There are several things you can do to compete well. We will men-

tion them now, and you will learn more about them as you work through the*

~

-~

module. X "
1. Do research before sta{ting the business o he P Xou decide where
. . to locate and which specialty items you want to offer.

2, Try to be unique.’ Offer special products and items 'that other
. stores/do not offer. Develg; a special store image- : {,
3. Keep | thé quality of your products and your serviCe high., .

’
4. Establish an image that is professional, yet friendly. When you

> are smdll, you can offer more personalized service than the
larger stores. ) ‘ .o
y N— ’
. /‘ . \L :'
. . .
. 9 -
‘* Legal Requirements ) .

-
- \ *

] - N 2
apd where'you are located. To find out what licenses you will need, conJ

tact the Department of ebnsumer Affairs, the Small Business Administra-

?

. 4 - ~ . ¥

. ' . ” "
Legal requirementg vary according to the types of products you sell ~

[}
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tioé, or a trade association of wholesale and retail grocers. Here i§ a
listﬁbf permits and licenses that may ée required: /3 -
e a seller perm}t (also called a sales tax permit); .
e an employer identificaqion.(EI) number from the Internal Revenue
. .Service (IRS); . ' . ‘

® a business license\from the city hall or the county government
N X

—
o v o

center; and

d )

o a fictitious trade name registered with the city or couEty gov—"

<
A5

ernment if the name of your store i's not your name..
»

’
. » 4

Specialty food stores, and particularly those that make their products
(like bagels), will have to conform to local zoning laws, building.codes,

- health requirements, and fire and police regulations. If ycu pdy salaries
you must meet requirements f&r payroll deduttions and have necessary
employee insurance-such as Worker's Compensation and liability cgverage:
You will, need fire insurance, crime coverage, automobile insurance (for

company—owned Sérs), and business interruption insurance.

-~

- -

“

Summary

Specialty food stores are nisk& businesses to get iﬁﬁo. Make sure
you have the right personality.and know enqugh about the business before
you~gé§/;nto~it. “Your-competition may be tough. You can give yourself a
"coﬁpetitive‘edge" by developing a unique prd&uct line and store image,

by offering special sérvices, and by trying to meet the néeds of your

customers. Thereﬁaie many legal rejuirements you will have to meet -

before you can open a store. But a specialty food store that offers
quality and personalized service can succeed, if you have the patience

and energy for the work.




Individudl Activities

»e . / . ' - i <<

" 1. Look up a certain type of specialty food store (bakery, delicatessen,

Y

t cheese shop, etc. ) in the Yellow Pages of your phone book.

a. Count the number Jf stores 1isted- . /
. 7 3
*. b. Decide what type of store you would like to open. v

-

c. Which stores ﬂould probably ‘be your competition7 "
Cdt Csll one or more and ask about the special servi%gs or product

'°;_1ines they sell. .

’
o~

Think tip a “catchy name” for the store you would 1ike to open. “Why

would ‘this belp your business?

3. Wh& is it important to identify your customers and their needs
. | SRRRIE
you'open a specialty food: store? . e

- .
3 . : R R - an

3 ’ . B . .
4. What types of experiences or additional educgtion would be helpful .to
you in startimg your own‘spepiglty food store?

)

>

Discussion Questions

h
¢

1.‘ What are some ideas for making-your specialty food store unisg e?

What spe¢ial items or services might you offer?.

3
) ' AY
S

8

‘Do you think %taqieg Price will be successful in running his own
bagel bakkry? Why?

.
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t

3. How do you think the rgrowth of large supermarket clains might affect
©  the success of a specialty food store? v e
.“‘ - ‘. ) ) i i ¢ ) b
_ Group Activity ‘ ~

Locate an owner/manager of a specialty food store or bakery near you.
Choose a smdll business rather than a large chain-store. Invite that

person to visit your class to share her or his experiences in Opening and

running their store. (Use a personal contact in the community, if pos;J
~
sible; otherwise, use the Yellow Pages ) \) » )
' . . ' N ’ - I ) * -
Develop a 1list of questions to ask the visitor, such as: ~
a -, ’ * ’
1. Whay is. your hackground?
2~ Why did you choobse to_open, your store? . -
“y . - ' ’ x
] * -~

3.

s

4.

\

Hot% much time did you spend planning your ‘business before you

opened?

s

What did you do?,

o

A’

<

What kinds of experience or personal qualities have been the most

valuable to you?

L4

- Would you.do it again?

-

1

5. How did you-deoide'dn your location? A N
: . ‘6. What products and services do yow provide? , . .
7. How much money did it take to get startéd? Where Qid you get it? . -

-
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Goal:

. ¥
4 N ] rilp
UNIT 2 )
. ‘Choosiné a Location

.
2

\

.
.

L 4

To help you choose the right location for your g
business.

S
~

Objective 1: List two things to think about in.

deciding where to locate your business.
»

kel

Objectfve 2: Pick the best locatiqn for a specialty

food store. . .
]
Q
. .
N%. ’ . . } R
* o *
1]
. , .
¢ 3
‘ »
* -
Ty
&
N ,
. .
S ’
¢
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STANLEY PICKS A -LOCATION

v

F

Stanley chose to locate his Bagel Broker store in Palo
Adto primarily because the water in Palo Alto would enable
him to produce high-quality bagels. However, many other

factors also went into this decision.
* Y

+

Palo Alto Mes a large Jewish community, so Stanley, knew
that he would have an immediate and enthusiastic market for
his bagels. There is a large university tn’Palo Alto and a

number of -smaller colleges and schools ir the area. Bagels
are very popular and well known on the East Coast, and many
of bhesegstu&ents come from the East Coast.

) Stanley chose a store site on a street not far Srom the
university and within walking distance from the downtown
area. In addition, two major roads through town ran close
to the store, and the bus and train stations were around
"the corner. The area was zoned for business. -

°

But to make sure that this location was the right
choice, Stanley first did his own traffic analysis. He
went tb the store and sat outside the entrance for three
days, and just counted. He counted the people who walked
by. He counted the number of cars that drove by and the
buses that stopped there. He counted the busirnesses in the
area and the people who worked in the businesses within
five blocks of the store. He dalso counted the number of
groceries, bakeries, and restaurants in the area (his com~
petition) and made notes of the types of foods anu services
they offered. ~, . - ) ’

s 4 5

)
"\ After he did all these things, Stanley decided the
location was a good place to open his store and signed the
lease with the landlord. o )

~




Choosing a Location

Once you have decided to oﬁen a specialty food store, you must decide

wheres to locate and what services and products to affer.

®

Things to Think About fn,Deciding Where to’Locate

- 3

Before you choose a location for your stere, you/will need to do.some
hﬁbeyﬁrk. First, think about the area where you will open your store.
Pick the area that gives you the best chance for success. St¥dy the area

and consider fhe following:

-

° the né}ghborhood's potential for growth; ,

»

° the characteristics of the residents (incomes, ages, in&erests,

and occupations); )
the number of similar stores in the area; and ,

the type of neighborhood--residential, commercial, industrial,

rural or ‘urban. - -
LS \ .

- »

’.Q, -
N " PR N * .
Perhaps you're thinking about moving out of the city to set up a
" .'small busine&s in-the countty. A large percentage’of Ehesg rural shops

« .
fail. Rural areas often do not have enough people who want énd-cgn

«

afford specialty items. .

} Business Location

-
.

0 [

Your choice of location will be one of the most important decisions
you make, so consider Tt carefull?. Many people would like to locdte in.

their own neighborhood, but is it a good business area? How many people

shop in ng} neighborhood? 1Is there "enough parking? Are there” already

similar businesses in the area? .




. ) C P
— - Look for a location whefe a "service gap” exists. For example, look

for an area with many businesses and joffices and a shortage of restaur-
. .
ants or specialty stores.

) Before you rent a sto;eﬁront, find out why it's vac%iit’ Talk to

nearby, shopkeepers and' learn as much as you can about t area.and its

[e]

‘- .shoppers. A nearby supermarket or specialty store can be either an
aévantage or disadvantage for youj people who go to the supermarket a;e
thinking about food. They may come to your shop for special items, bftén
they've bought their‘egeryday items wnt therfypermarkegf " But ifgthe
supermarket or specialty store carries the same items and products you

are selling, then you may not have any business. »

-

v .

’

Be carefu]l if there are several empty buildings foxy rent in the area.
Besides béing a sign of a poor business area, empty buildings make poor

neighbors——-shoppers tend to stay away from them. Spend a full day or two

’ studying the areg: A heavy flow of walking traffic.passing by or close

‘to the door is a sign of a good place to locate-

t  Look thé store over carefully. Is the buildiag right for you? Is it
\.\Targe enough, or is it perhaps too large? Will it need a lot of remodel-

ing? Can you afford it? What kind of rental agreement will you\q?ve\CO

sign? < \ , -

a ¢
o . .
Be sure to have the building examined by the local building inspector

« and, 1if you plan to prepare or serve food on.the premiiis, by the health

inspector. You don't want to learn after you've moved in that ygu must_’

.

spend $700 to bring the plumbing and teilet up to code. > .

In choosing your location, be alert for these trouble signs. Avoid:

. o areas with a 1arge nugber of existing Z\bd}successful) Gom~

- petitors; . ’ .
l ° sites where the insurance rates will be very high--such as next
! to restaurants and old buildings; and .
" o sites that arerdifficult for people t@!o: .
: : . . y 4

-
N /

A, B
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Where Can You Get the Facts? ) I ,

- . . . .

N . . . . - - |
. |

b ¢ N i

|

|

Like'Stanley, you can do your own “informal” market research. A pro- . ‘

fessional real estate agent can also help you choose a 1ocation for your ) S
specialty foods’store- Community. banks, newspapers, census information,
Chamber of Commerce and utility company reports, and city and county
planning councils all provide information on the area and the specific

site you choose for your store\_ This advance work will -hélp you choose

v

- °

the best site to locate.yoyr store. . . ‘

Renting and Leasing a Store Site .
. _) . ~ a . -

. . @

Rent is a major expense for specialty food stores. When you start -

looking at store gites, you should consider the amount of rent you can

afford to pay. T : : ,
. . _ ‘ -

" N - ] ._u' N -

Rent may be very high in a dSwntown area or an established shopping

- e
center., Shopping centers sometimes add area maintenance fees to the . ‘

monthly rent. An out-of-the~way location may Be less expensive, but will

your customers be able to get to your- store? Will you have to pay more

\

“for advertising in order to make your store known’ . - .

v - N - . P
Rent is normally paid in one of two ways‘ ) C .
° flat rental rate, which calls fdr a set monthly amount; or .l

- 4
° percentage of sales agreement, in which you agree to pay a base

amount and/or a percentage of the monthly sales.. .

. - [
o R T

The percentage ‘of sales agreement is often uséd by shopping centers.

Some 1andlords will also include an "escalator clause” in their rent’

.
-

agreements. is clause allows the landlord to raise the rent over a . .

period of time. ".‘ )

S S,

Rental agreements are usually very complex. For example, a rental

agreement from a shopping center may 'run from 40 to 60 p¥ges.s It would, , . ;
. | . 21 . ‘ . i 's.-
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. i . » A Y
be 'wise to have,your lawyer and an?insurance agent review the agreement
Y 2 ‘a,
before you sign. . . ,} .
. oo <. . - .
Fd
.~ . ~

A ’ . ‘. ‘

Summary
]

-
. <

Once you ﬁave deq{ded to open a épecialty food store, ydq~mgst analyze
the need for'your serviges and producgs, and the éiistihg'cpméetition;
and choose a §uitable general iocation. You should be centrally -and ‘con—
veniently locafed SO your cusfomers caﬁ_yisit you easily. You must also

consider the amount of rent you can afford _to pay before'you make a flnal

-

decision on where Lo kocate your store. . < . *
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N F Learning Ac;iyifies

v

Individual Activities

¢

[}

-~

. . ‘ s ¥
1. List fife sources of information (fordal and informal) used in ,

picking a business .location.

&e
b.
Ci .

d.

2. When you choose a 1ocation_fo§ your specialty

M &

’
a

(4

consider: Ny

8
b.
Ce

* d.

Qe

-

3. Put a chetk\by True or False for the followirg situatiqps, Then

parking. -

r

where your tgrget’épstomers live.

the neighboring  businesses.
the rent. .
‘all of the aboveaw

a reason for\your choice.

2

_—

.

¥

food

store, you should

%he\

LIS
a. Jim Warren has decided to locate his store in a central shopping

i center in an ur§an area% This decision should allow him to ~
o ) decrease his advertising expenses.
. ' " - ) ’ o g
N True- ‘;~: Fal < . , -
. Why?
N ‘ v )
. i 23 8
. . . T
. : ' 20 2
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b. Susan Elder is trying to find 4 good .area for the site of her new °
. store. Susan has® given much effort to analyzing the industry,
population, and competition in the location. She has not spent
much time anadyzing the parking and, traffic patterns. Suqan.has'
used her time well in's%;ecting @ location for her sfore.

True s False .

Why? .
4., You want to take a’'traffic cdunt to determine the suitability of a
.site where you plan to open a specialty food store. An average of
i~ 100 cars pass the site every hour. An averege of 75 pepple walk by

the site every hour. Explain whft further information you would 11ke‘

to get about the site before you make your final decision.

- 4 '

5. You plan to open an exclusive gourmet cheese 'store in town. There

are-three %uildings that would be suitable for' your oberation.

. e Site 1 is in a central shopping distsict. There are already two
— .
.. - cheese stores withim. the block. Rent would be high.
’

e :Site 2 is on ;he fringes ofeg central shopping district. Rent'is
.+ lowest of all sites. The building is two city blocks away f rom '

the central shopping district. AN
. . ) {

- .
Ny . 4 - -~ - hal

o Site 3 is in an older shopping center. Some of the original
? businesses in this center are moving into a newly developed

shopping mall. Rent is highest here.

[4

%

~

. 21
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Discussion Questions

y , v »

i’ Why is it iﬁportgnt to consider the area as well as the site -in

.
a

deciding where'to locate your épecialty food store?

I

[

What is‘the benefit of conducting a éraffic count before You

rental- agreement on a store?

©
”

Where in yourvéity or community would you choose to’locate a

specialty food store? Why? N

Group Activity

Make'a checklist that you'could use to evaluate-'a prospective site
for a’'spgcialty food store. You may consider including’ things like:
locatjion of the storefront within qhg,block;

y 3
busjnesses in the area;

E

condition of the building;

e -
-

conditions of surrounding ‘buildings and street; and
availability of parking and/or public transportation.

- ¢

-

-

Try to make your list as eompiéte as possible. When you have fiﬁished;
arrange the list in order of most important to least important concern.

There’is no one correct answer.-
© RD

-

22
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Getting Money to Start

3

Goal: To helg you plan How to get money to start your
specialty food store. ‘

S o~
o~ ¢ N ~ o
-~

Objectiye 1: Write a description and business plgn

for your store. -

-

' Objective 2:, Fill out a fonylshéwing how much money
' you need to borrow to start this bgsiness.

«
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STANLEY APPLIES FOR A LOAN

Stanley listed the money he thought he Would need to
open his bagel bakery. His list -looked like this:

H

Supplies $10,000
Security Deposit and Rent (first

and last’ month) : 3,000
Licgpse and Tax Deposits 400
Counters and Display Units . 400
Insurance . 800 '
Advertising and Promotion . 1,500
Utilities and Phone Deposit 2,000
Cash Register © 300
Machinery (New): '

* Dough Mixing Machine " 40,000
Ovens ' 20,000 .
Ketfles (to boil the bagels) 5,000
Refrigeration Units 18,000
Racks and Miscellaneous '3, 000

Salaries (3 months, 3 employees) 7,200
TOTAL §111,600

A

t -
He had about $%0,000 of his own, and his parents would
lend him $20;q00. He could buy the machines used, at half-
price, and save $43,000. In all, Stanley needed $68,600 to

" open hi% business. °‘He had $40,000, and he needed to borrow

an additional $28,600. His next step was to apply for a
loan and write out a business plan.’ The, first draft of his
business plan looked like this: -

“I plan to open a bagel bakery in downtown Palo Alto.
The name will be Bagel Brokers. There are no other bagel
bakerieg in the area, and Palo Alto's water supply will
contribute to the production of high—quality bagels using a
recipe that has beefi successful in New York. I have
arranged to buy the necessary equipment. My experience and
the past history of my family will contribute to the suc-
cess of this bakery.” . :




v

) * ’
All ‘new businesses need money to get started. Your own savings and

a’ loans from family or friends will likely be the 'm@in source for your new
bustnes;. However, you may also have“tb ,borrow some of your "sfarting
capital from a bank, loan office, or. government agency. 'In this unit

< you will learn something about how to apply for money to start a spe-

’

ty food store.

P

rs will want to know a lot>about you and your business plan

o

before they Will lend you money. You will have to show that you are a

good business risk. You will be ‘asked to provide the following infor-

Y

mation:
e personal background }njormation (a résumg);
e a description of your business (the business plan); and

¢ a statement’of financial need. N

4 -

t

Preparing a Busineas Plan-
‘% ) T,
ﬁhen you ask Eor a loan; the lender'wfll nant to know what kind of
store you want to start and how you plan to run it. The lender will be
looking at how carefully you have planned your business. This is a time .

>

™ for you to think carefully about what you: want to do. . ?

- o .

[y

‘Your busf;esq plan should be clearly andvsimply wfitten.h You shonld
include the following information: - o~

1. The kind (ann name) of store you want to open. ®

2. The items you will sell and the serviceSvyon will provide.

3. The-.area and 8ite of ,your ﬁusiness} and why ynn chose it. .

4> The target cugtomers (the market) you want to attract.

|
i 5. Your competition in the area..

‘ . ‘ A 29 ’ . ) ‘:.
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, .
6., Your management plan and strategy for success.
. ’ . a

7. The number and type of employees you plan to hire.

Financing: How Much Do You Need?
. . N
How much }ouLyill need depends on the type of business you are'start-
ing and the type of person you are. If you are willing to wgrk hard, to
make.a few sacrifices, to live on canned bears for a while, you can start
a successful business for relatively little toney. ﬁh‘

.

If you start.a production business-—like a bagel bakery-~you will ,

need tools and machines (dough—making and bagel-rolling machines, ovens,

fefrigerators, etc.) as well as the raw materials (flour; salt, etc.) to
make your product. The machines may cost a lot, but on_ the other hand, i ,
you don't have to buy a 1arge amount of supplies at one time. And if you
hunt {round, you can alYaxs find good deals on -your materials.'

s _

" A retail store like ; cheese or a cookware store>—one that sells
products that are alreedy produced--requires a good stocksof inventory.

This may\cost at least $10,000.

N Y -
PN \\\
L] - -

Stalking the Elusive Business Loan
) ST 4

=

Loans are hard to get. Banks are less. willing?than ever to take

chances on new and untested businesses, and on new ‘and untested business

owners. b - . ’
> W N ' /

-

But the dopis are not cempletely closed. “Bagks still make business
loans, and a bank might just make one to you., hanks will generaliy 1enn
up to 30% of the uoney you need to start your business 1if thej~can be
convinced that your business has a good chanee_tq succeed, that you .are- ,
competent and reliable, and that you have. a good plan for runningd xéur‘

business. .

- A -
. . . »
. .

L

\
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Statement of Financialiﬁeed ! '

©

- M -

To open a specialty food store you may need to put down a fairly
large amount of money. This money will cover start-up costs, machingry,
- remodeling fees, beginning inventory, and t?;ee montfs' operating and

personal costs. °
4

w

Stanléy knew he did not have enough money of his own to buy the
. machines and equipment he needed to open his bagel store. He had to

- . agp;y for a bank loan to get the right machinery, equipment, and supplies.

; o . : '
. Stanley'irsted the items and eqpipmeni he needed to stért his store..
. i

-

"His largest expense was for his machinery and equipment. He needed the

!

following basic items for his store:

] free-standing baking racks; : =
. counter and-display case; )
2 *
. trdys and bins; : -
’ e cash register; ] s -

. refrigeration units;

' e dough mixers; . ' )

.

~ . ¢ ovens; ' ] ) N
e kettle (to boil the bagels); and

e bagel gachine (to form the bagels).
.o //’\

Thé se were the items Stanley needed to produce the bagels. ut what
, about the Jdngredient’s? Stanley also ngeded to buy’flour, malt, yeast,

and malt éyrup. \ , ) .
. &

e ~ L 4

e \ ) . . .
> You may consider either buying or renting equipment and furniture for

»

your storé:. Renting equipment may help keep start=-up costs low, but

ren{ing may be'more expensive in the long run. ) & ~

-

) Anothér start-up cost is the money.you will need to pay yoﬁr sales- .
people. Stanley {s planhing to'péy his empl;yees a low salary--about ,“

" $800 a month. He is not planning to take any salary for himself until
the store starts making_a ﬁﬁofit.

~




_ » . * v
* An iﬁitial inventory of $10,000 may be reasonable f9r a épqcialty
store. . If you expect many customers, you may have to resgock your inven-
tory oftego If you are jpét starting out, however, it may takg a while
to attract customers. JAnd your sales mai be slow--you may not need to .
restock quch at first. We will talk more about inventory and stdck turn-
over ih later uﬁ;tsg . ' T o

Y
Stanley's list of figures is actually 3ery Simple. . You will have to{

_do more .planning when_you“sthrt to figure out how much money you will

i

need to open your specialty food store.’ Here is an example qf a finan-

>
- -~

cial statement form. )
¢ > ’ L4 » »

STATEMENT OF FINANCIALvNEED
Starting Expenses ' M;ney ;n Hagd y
Salaries g . . ,
Building and Property . *
Repairs, and Renovations ) "Cash on Hand
Equipment and Furniture . Gifts or Personal Loans
Inyentory'br Supplies Investment by, Others t
Advertising o \ ) TOTAL “
Other !
»
‘ ‘ ' “ TOTAL STARTING E.XPENSES
‘ o ¢’ TOTAL MONEY,ON HAND
: TOTAL LOAN MONEY NEEDED

Thé stateﬁéﬁ; forms you will use-may be different. The items listed i
may not include all your needs. For example; Stanley has planned for
insurance expenses, money ghe will peed for phone and uéility aeposiﬁs, .
and/the coét of'supplies (flogf, salt, and ma;;). Stanley will list
these costs sepérately on his‘statemént of financial need.

o

: \ ~ .t
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Summa ry ’ . | " , . o & .
\ > \\\ C , T

When you apxly for a loan to start yggr specialty food store, you
will need to provide a buginess plan and statement of financial\need. A
business plan gives you a path *to follow. A business plan will give your
bankers the details of your ‘business. The banks will need to uﬂ\erstand.
your situation if they are to lend you money. As a general rule, banks
like you to provide about half the start—up money. The exact amount of
money you will need to start a specilalty food store will depend on the
cash you have available, the size of the store, the store s equipment
needs, operating ‘expenses, and the costs of your inventory. This figure

will be different for different types of specialty food stores.




Indiwidual Activities

-

-

Learning Activitiés

g

! ¢
LN

1. Review Stanley's case study. List two other items Stanley could add

to his business description. Describe how these items could help his

chances of getting a loan. »

»

i;//g;ll‘out a statement of financial need for Stanley. Include any

special categories you think are important. (For eiample, the ovens

™

are, electyic; Stanley may have underestimated the~amouni he will have

to pay for his electric bills.) What are some starting expenses

Stanley may have overlooked?

-

- 2

2 3

STATEMENT OF FINANCIAL NEED

.

Starting Expenses ‘ Moﬁey on Hand

Salaries
Building and Property

Repairs-and Renovations

Equipment and Furniture °

Inventory or Supplies

Advertisi;g
Other

°

ez

——————

Cash on Hand
Gifts or Personal Loans
~ " _Investment by Othegrs
‘ TOTAL

.,

.

TOTAL STARTING EXPENSES
» TOTAL MONEY' ON HAND
TOTAL LOAN MONEY NEEDED ‘!

+

3. What are three documents that a person seeking a loan should include

in an application’ to a bank?




most attention: the products or seryice you provide; .the business ‘

Explain your answer.

) . g : ‘
D Y4
. . / ¢
3 . < ' B v

Discussion Questions ' c A ' .
'y 0= . - o —\

1. How do you think a lender would react~to Stanley's busineéss plan? . -

2. 1In addition to his business plan and statemeﬂt of financial need; ¢
what other kinds of ‘information would a lender want to know before ‘e v

‘giving Stanley a loan?

\ -
> N

»

=
3. What are the expenses involved in operating a specialty food store?
In your opinion, what is the most important expense? How will this
affect the success of your store?

3

= {

Group Activity

4 ’ -

&« . :

In groups of three to five students, write a more detailed business’ .

description for Stanley s bagel bakery. Make your description’ at 1eas2
JR. - ¢

500 words' long. // < .
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UNIT 4
w
R ‘.,
Being in Charge '
i
, :
. o by , ‘

Goal: To'help you select ‘and .manage the people with wWhom

you work. .
: -
7 gy - “

Objective 1: Given the general requirements of é.
specialty food store, decide how to divide work
among the employees.

Objecfive 2: Describe the basic principles of
successful sales techniques. ,

Objective 3: Select from a 4dist of 'job applicants
the best person for your specialty food store.

"33

f"’:‘ ‘ ¥t = .

oo

“




b
) N
u‘ ‘w
- %
STANLEY'S STAFF
{ .
"There are about three people besides myself who work
here at the Bagel Broker," says Stanley. '"Two people are

full-time employees, and the ‘third is a high school kid who
comes ‘in the afternoons to help out w1th counter sales. We
are open to sell bagels from 7:30 in the morning until 5:00.
But we start making the bagels and de11ver1pg them to.the
local grocer1es at 5:00 in the morning. And we usually
don't finish up here until 11:00 at night.

B}

"1 mépﬁge the store. I'm here just about all the time,
making sure that things get done and that the business is
running smoothly. I also train all the new employee
They get training in everything--from mixing the batter, to
running the machines, to selling the bagels over the
counter. Everyone is taught all paxts _of the bus1ness, and
they mey end up doing a number of jobs. Why? Because
standing at a machine and doyng\oge job is boring. And
when you're bored, you get careless. Having people do
different jobs is g/way of keeping enthusiasm high.

"The staff:decide among themselves who is going to do
what jobs. If there's a problem, then I'l1l step in. We-
work in two shifts and people clock in and clock odt. I

‘ pay by the hour. |

+"I will start a new employee at minimum wage. There
are three performance reviews every year, and I give raises
based on the quality of work. I don't have a large turn-
over of staff because we're a pretty tight wirking group--
‘and jobs are hard to find."

.

N

.
N .
1’ . l
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#  Being in Charge
‘ .
~ ¢ \u//’* v
Owning and rhnning a specialty food storé involves many responsibili-
' %
ties, including hiring and being in charge of staff. 1In this unit you
will learn about:
° your responsibilities as a boss in managing and supervising your
employees; ’ -
. L]
e ways of recruiting and hiring:employees; and
e the basics of staff management.
Building an Effective Staff ‘
' ,r Y ‘ .-< » )
If you manage your embl%%ges well, they can-help build your business
by: .
! ° selling skillfully to your customers; .
. e doing the work efficiently and on time; and .
providing pquucts and services that are of the highest quality.

- .
-~
-

Se;écting_gob Applicants

.

In hiring new employees, 'yéu will have to screen applicants care- v

fully.
and reputation of your store depends on ydur‘doing this job well.

You will want to hire responsible and reliable people. TQe image

\

When you

sdreen'people_gor a job, have them
o fill out a detailed job applicatidfi; _
e come in for a personal interview; and
e glve you a list of"petapnal references.

«®

-t
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First, make a list of the qualities and attitudes you are looking for
in your employﬁ Hiring decisions begin with a detailed description of
the job to be led. Make sure the applicant gets a copy of this_Job
description-—-it tells what is expecteo. )

o .

You may want to use part—time help,to keep your costs down. If you
:re aware of customer shopping patterss, you can schedule your employees
effectively. More people may be needed at certain times, such as during
lunch hours, holidays, and sales. However, there may be a lot of turn-
over among part-time help. Fast turnover may harm good personal rela-

-

tions with customers. -

. Once you have decided what you want in an Employee, {alk to the
applieants--make an effort to find out what they are really like. Remen-
ber, the job they are expected to do involves dealing with people in ’
situations where firs&ressions are critical. Are they polite and
well groomed? Are they able to respond to customers in a helpful and
cooperative way? Can they follow instructions and take responsibility

v .

t
for their work? . ' .
e / ‘
Where will you find these people? .Many specialty féod stores depend
on walk-ins or referrals when hiring people. Other sources are‘the clas-
sified ad section of your newspaper, employment agencies, or placement

centers at schools.

3

Keeping Customers and Staff Happy

k4 ‘
] s | .
-~
. A large supermarket or ¢hain store may offer customers a wid selec-

tion of products or may sell the same items at a lower price. However,
your store can-offer customers something unique--personal service and

attention. Personalized service can help'yog outshine your competition
and attract a following. Shoppers dislike the impersonal atmosphere in
most big stores. fou may want to create a casual, intimate store envi-

¥ " .
ronment to keep your customers happy.

v
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. . ‘ ' ). ) - .

K . ’ LT . (-
. Developing a friendly atmosphere .requires sympathetic and interested
émployees. Encouragg your employees'to give shopperslgood service and &
expert shopping advice. ’, ' ’ » ) P N

¢ I

‘Regular staff meetings to discuss problems, new merchandiseb.staff
responsibilities, working hours, and” so.on are helpful in keeping your ‘

- employees well informed and enthusiastic. _ Also, if you hire an inexperi-,

ced employee, you will need to provide training-—in ‘sales, operating

ing tasks, or whatever responsibilities your. 5

- o -

Employee Benefits e . R ) ‘3

>

Employee salaries wiil be a la ge expense in operatiné your sRecialty
.food store. To attract top-notch help, the salary you 6ffer must be ‘com—
. petitive or slightly better'than similar stores in your-area. Employees .

3
should also be offered some kind of health insurance and retirement plan..

Let your employees know you are concerned about their job satisfaction._k .
v . . . - ( - . »
Some stores give their/employees discounts on itemg they buy there for
.. ~ X

themselves.

> Store Policies ) e »

. e
Give your staff enough traiﬂing and instruction to allow them to

carry out their jobs.‘ In addition, give them written information on your
store policies so-. that everyone will know what you expect of them., .
Include such things as employment requirements (health and insurance
coverage), work assignments and how they are made, dress code, fringe N
benefits, working hours, and;overtime compensation. Then, when everyone ‘

knows the “rules and regulations," follow them in a businesslike way.’

-+

)

~

' . .o ¢ . -»
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Building and managing an effective sales staff can heip your specialty
store grow and profit. S¢reening and interviewing.job aoplicants, check-
ing their references, providing training when necessary, and defining
youqfftore policies are basic to the success of your stote. Keeping the

people you hire:and the customers you serve happy involves establishing

good relations and contributes to the positive reputation of your store.
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- ‘sLearning Activities C -

Individual Activities -

1. The following Statements are true or false. In the blank before each
statement, pnt T if the statement is true and F.if it is false. ¢

a. The store owner delegates responsibilities to the

——
b

. empfo}ees and gets what is left over.
b. Job candidates need not fill out applications for jobs in
small stores. ’
L c. Many store owners give their employées'discpqnts.on éoods
they bny in the store.
2. Lrst three qualities that confd show up in a_personal interview (but .
not on an application form) that might keep you from hiring someone. ’
- ‘ . ‘ ' | - ' ) ‘
3. When should a store owner consider hiring part time help?
—_____  a. When there are no other Veliable applicants for the S:;
_____  be To help.out in the store at peak times
——  C. .To do all the small and not-sp~important jobs.

v

~ 4. List at least three ways an effective'gtaff can contribute to the o
. .o [T N »
. success of your specialty food store. o ~ “
° ' ' ) J . 7 i s
Discussion Questions " )
L4 = : ‘ 4 '
o ’ [

) w
-

1. Many store owners would prefer to have their employees "specialize"

) . in a particular area. What are the advantages of this type of spe-

. cialization? The disadvantages? Why has Stanley decided to provi& ' -
training in all aspects of the. bagel business? . . ' ) | .
. ts , - L4 . ' . ] ~ ' ) ’ \.
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You own a gourmet food and cookware store. You have just interviewed
a job applicant. Your impression is that he is.very well qualified

" for the job. However, ong of his references tells you that he is not
very reliable-~he often comes in late and frequently calls in sick.
What should you do?

Why is it important to write a job descriptdon for gn employee's job?

Could doing .this prevent any prdblems later?
9

Group Activity

v

Selma Dewitt has applied for a sales position at the Coffee, Tea, and
Spice Hbuse. Her application shows that she has four years of work and
sales experience, and her references are good. However, she has been
unemployed for the past year because of "various health problems.” Have

two students role play. the store owner interviewing Selma. 2

3 4

In small groups discuss the performance #ou have jnst ﬁatched._JWhat .

could the store owner have done differently? ‘Was there any more informa-
tion that he or she should have requested? Wha\\could Selma have done
""differently?

After yon have completed this part of the exercise, develop a list of

. guldelines for store owners to follow when interviewing job applicants
» ‘ 0 \ N i
based on your discussions.

-~
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3 . . .
Buying and Keeping Track of Supplies

.
-

\
L4

Goal: ~To help you ptan your inventory and develésvén
inventory control system for your specialty food

store. . t

dbjective 1: -Select the best: supplier for your
. specialty food store.
Objective 2: Describe the basic’'steps in’
establishing an inventory control system.

)




%

Ve

* A4
INVENTORY CONTROL

¢

o .

Stanley describes how he manages his inventory: "I
keép track of all our supplies inmy head. I count -our
inventory each month so I have an idea of how much I havé
in stock. Then I fill out monthly purchase orders for all
the basi¢s.- 1 hate paperwork, and that's why I try to keep ’
on top of things. .But it's not a good system, and I .
wouldn't recommend it. It's the system I'm used to, but
I'm beginning to think maybeé I should change it.

"Keeping inventory in the bagel business is ea'sy.

There are only a few ingredients, and you don't have to
worry about spoilage. We have, only a few suppliers, but
you can be sure they are the best. We also have back-up
suppliers, just in case the first ones can't deliver.

“We also sell:foods that go well with bagels. We prob-
ably sell about 1,200 pounds of whipped cream cheeseteach
week. The cream cheese is flown in from Wisconsin; ‘there are-
really good cream cheese makers there, dnd-they give us the
best terms and prices. We used to buy lox" (smoked salmon)
from a place 'in New York for $18.00 a pound; we would, air
freight ity im each week. Then we found a group in San
Francisco Who .could 'sell it to us for $12.00 a pound.. You
can guess ‘whom® we' Te buying our smoked salmon from now.

‘;, i, ’

“Counting inventory is also a way of checking on theft..
I certainly don't mind someone taking a couple of bagels
every once in a while. ‘But over a month that can start
adding up--especially when they're also walking off with ~
cream cheese, butter,- hot Ydogs, and so on. By knowing what
should be in stock, and by noting what is missing, I know
.how reliable my employees are~—and who should be fired.”
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Buying and Keeping Track of Supplies

. Careful selection of the best goods from reliable suppliers is a key
concern for specialty food store owners.‘ Some may deal onl)‘with sps-
cific ingredients--yeast, flour, or malt. Some suppliers may specialize
in one whole line of items, like dairy products. Other supﬁliers handle g .
the full line of merchandise your store.will carry--all the‘cookware you
want to stock,/for instance. Your choice of supplier(s) will depend on . -
the merchandise, products, and services you ;ian to emphasize in your
store, the quality of inventory you want to maintain, and the extra ser-
vices the sﬁpplier offers. in,this unit ﬁgu will.- learn some of the basic

gteps of inventory selection as well as how ‘to manage and control your

inventory.
T @
Inventory Selection / ) ’ )
,
Here are some basic points to keep in mipd when buying merchandise or - -

ingredients for your specialty food store. .

&

e Buy what you know will sell in your ‘'store. "Each specialty food
What

will s€ll in one store may not sell in another. ' -

store sells to different customers wrth different needs.

Store owners know
To fight
;} this boredom and to add a little varity to your store, add_dif- - .

e Include a wvariety of items on yoor‘shelres.

thdt customers can get tired of the “same old stuff.”
ferent or unusual merchandise.

e Buy what you like, but keep your customers in mind. A specialty

food store owner may be- tempted -to. buy the items "and food he or
., she likess¢ -
¢ Be flexible.

But the customers tasteg must come first. - oo

You will have to keep.an open mind about your
store's iﬁrentory. When you buy sqpplies, You’ might see an item

1
o< -
* _you haven't noticed before that would appeal' to your customers. ‘
' < . f =
t L o * ) )

46 . :
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: ‘e Don't overbuy. Sometimes suppliers have sales on certain mer-

.:,, L chandise. You might be tempted to load up on these items. | . - ,
.. ) , Remember, howe%er, that what you caqft sell ends up sitting onm’
- the shelf.
: , e ..Buy in depth. Don't buy "a little of this and a little of that.”

Your store may end up 1ooking like a junk store. Pick a few
products, and stock them in*fairly large quantities. Buying in
depth tells your customers: “This .is what we believe in.”
Smart buying involves buying the right merchandise for your customers:
e in the right quantflty (not overstocking); .
e of the right qdal ty; ‘ ' . B .
e at the best,prices,‘ nd ' _
e from reliable suppliers who will give yod the best se:?ice_and

prompt delivery.

.
3

Supplier Terms .
A

. 7 .
B r ° - \

Most specialty food stores will have accounts with a number of sup—*

pliers--each specializing in different merchandise. When—you start look-
ing for suppliers, there are four basic considerations. when merchandise

%is to be’ shipped how merchandise is to be shipped how much tiime you

have before you pay the bill, and the discount you will be given for
paying in cash. . ‘ "

a2 Some sup\plier‘s offef “8/5.0 E_(_)_hi (end-of-month)"” terms. This means: N
that stores that pay within ten days after the'ehd of t onth may sub- « ‘
tract 8% from the bill. But if your payment is late, you yill owe the
full amount at the ernd of that month. For example, if you’ pay a bill
.dated October 5 by November 10, you can take an 8% discp/unt,. If you wait

until the end of the month, you will have to pay the full amount.
+ You will often have to arrange for delivery of the merchandise from
" the supplier s warehouse go your store. Studying shipping methods and
. ‘ rates will let You choose a delivery method that is economical and will

\ " t

4 4"

-
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‘get the goods' to you on time. You may consider trucks, the Postal Ser- e
vice, United Parcel Service, railway or air express. Your choice will ‘
depend on cost, distance, how fast you need the merchandise, and the size )

of your order. ) /

'

Many specialty food stores handle "perishable” items—-foods that need
AR to be refrigerated. For example, if’'you sell cheese and other dairy
products, fast: delivery in refrigerated trucks will be important. If you;

need nonperishables like flour, immediate delivery is not as essential.

: =)
Delivery time varies depending on the type of merchandise, shipping

point, and delivery method. Some dgliveries will take only a few days.

Others, especially imported items, ﬁay take weeks or months. You will
i

have to plan YQéf buying schedule carefully.

)

°

Store-Supplier Relations )

¢

1

L 'fhe number of suppliers you buy from should be small. A Suppliers ' ’
favor their more loyal customers, esﬁecially if they know you personally.
THey may- give you better Qelivery tiﬁe and buying terms. , Tﬁey wlll be - e
‘more heléful if, for any reason, you want to return an order. They will

also give you tips on special deals and industry news.” .

’ v ,//"\-.; :’

Inventory Control L, ‘ ) :

- .
Good management of your store's inventory is essential to keep your

foods and produce fresh and to give your customers what they want. There

are several reasons why you should have some kind.of\inventéry control -

’

system:

[

A

° td\keep track of the foods, merchandfse, and supplies that go
into and out of your store; ) -
[ . . ]
e to help you plan for future orders; - .o

e to give you an idea of the dollar value'of”yohr'inventbfy; and

§ - : . . i
1 -~

% TS

o " ' ' : h.48 418.

Q ) . . ' . . \

rg




~

° to let you know which foods, products, ;nd merchandise are popu-
\ . . . .

lar and which ones and do not sell well.

~

,Your best bet 1is to keep your inventory control system simple.

Personal observation is one way of keeping track of stock. By arrang’hg
‘-

your 1nventory, you can tell by looking what has been sold and what needs

to be reordered. You can take occasional physical inventory counts to

get a precise number of items sold, or unsold. This should be done on a

regular basis. Last, tnere is the "book" method (perpetual inventory). °

This is a way of petimating the stock on hand by using this formula: S

~

" Current Inventory = Inventory at beginning of period + owner pur-
chases made during period - sales during period.

.

Store owners must keep accurate records of their purchases and salei.
Purchase .order forms and inventory cards will help you.
. j e

-

Summary ) ’ ™

"In this unit you. wete introduced to the basic steps involved in

“inventory selection and control. . It is important to find reliable

suppiiers. Good relations with your suppliers will contribute to the

“success of your store. It is also very important to keep accurate and

up—t o—date records of your purchases and sales. You will be better off

if you take the time to fill out purchase orders and 1nventory cards .and

to develop an inventory control system. This way you will have an,

accurate record of what is on hand, what has been ordered, and what has . s

been sold. e -

e : .
gs -
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Learning Actiwities

" Individual Activities

»

1.

Consider the specialty food. store'you would like to

1‘4}7;’
i

open. Make a
'

list of the different types of food and merchandise you-would include

in your opening inventory.

-

®

~

Check your Yellow Pages and Jist,some of the suppliers in your area

that you would contact to purchase your initial -invengory.
- . ;*“‘

s . ¢ » * {
What are the advdptages of buying from only a few suppliers? The

N i -
B . 2
L - 4 -
N
5 ’% K
)

] . ~ . ~ - .

disadvantages? | -

R34 N

Call your local post office, ‘an air express service, or a trucking

service. Find out how much it- will cost to: ship 300 pounds of cook-

ware (non-perishable) from Chicagb to your'town. Aré thege anyISpe~

cial requirements? How long will it take fqr.the shﬁpmept to arrive?

. - * M ‘Qtﬂ
List three techmniques of inventory control: ’
g

ae

s
4

Discussion Questions

. .
/ (S

1. What additional benefir of inventory control does Stanley Qention .
that is not discussed in the text? " .
//. . . “ e

. I3
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. 2. When you are looking for suppliers for your specialfy food store,
‘ . what four factors should you consider? Why?

3. How does the type of specialty food store you choose to open affect
your choicg of suppliers and delivery methods? ™

4
. N -

Group Activity

»

Interview some specialty food store o‘wners in your comxm:mity. Here
are some questions you might ask. What type of inventories do they
carry? Where do they get their supplies? How do'they choose the_ir
supp‘liers, and what types of delivery methods and schedules,do they use?
D6 they count inv~e’ntory? How often? Do they use any special firms?

Make a presentation ofﬁr findings to the class. Discuss the
considerations that went into choosing suppifers and ordering supplies.

-
© How do their invertory contrel systems differ?
. kN

. -
‘ ’ : ‘
.
. P
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Settipg Prices

.
» ~

Tq help you decide how to set prices for your
merchandise and pgoducts. '

) . ‘. '

Objective 1: List three thing# to considen in‘*

setting your prices. .

. o

. . 2
Objective 2: Define stock turnéver and 'describe how
, 1t affects prices. ’

<& TR
]

. &
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. myself.

. expensive.

-

STANLEY'S PRICES

[}
.

¢ . ~

Y

Stanleﬁi&alks about the pricing policy at the Bagel
Broker: . o : ’ -

'zﬁhe prices we charge for our bagels have to bring in
énOugh money to cover our costs.and give us a profit. I
think we might be higher than other bagel bakeries by a
penny or two, “but then again, we-are the best. And people

are willing to pay a litt]e mgre for quality(

“The prices we pay fer our ingredients are pretty
stable, although the price of flour' may go up and down
depending on, the wheat market. What really throws us is
our operating expenses. . '

"The equipmént and machinery we use are’ expensive and s
complex. If-a machine breaks down, I may be able to fix“1it
But ‘if I need a part, it has to be special.ordered
from the factory on the East Coast The cost for the part,
shipping costs, 4nd the money we lose because our produc-
tion schedule is thrown off all add up.

“You wouldn't believe our utility.bills. a"i'he elec-
tricity to run the machines-and.the gas for the ovens are
Last month we had a utility'pidl for $18,000. .
Can you believe that? o 4oy .

"I'm in this business for the monéy. Any ihcreaée in‘
my ¢osts is passed along to the customerg. The pagels we
don't sell at the end of the day are wrapped in plastic
bags, frozen, and.delivered to the local-grocery stores and
supermarkets as frozen foods. We don't make as much profit
on these bagels, but we don't lose money either." .

v
\ - \
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Setting Prices .

.

o

. ﬁ}icing is basically a matter of striking a balance. You want to set
) Y
your prices high enough that yourjgosts are covered and low enough that

you can stay in line with your conppetition.
- In setting your prices, there are four main things to consider: -
e the cost of goods sold (thé .amount of money you spend on the

goods you sell the customers); \ N

3

e your operating expenses; , . .
o the amount of profit you want to make on your sales; and
e your competition (the going pr%pes--and what people aré willing

to pay). g L,

. ) . In this unit you will learn about stock turnover .and how to set prices

& . ,
*  for merchandise. ’ i . -

. . SR ~
Turnover : . : -
¥ : '
.. . ‘D - »?\

Stock turnover is the number of times a store's inventory is. sold and -
y

replaced during the year. You will want to have a healthy flow of goods

in and out of your store. Frequent stock turnover is one.sign of a suc- ..

-

vcessful store operation. : e A L , v

Ry ' 0 } ’ P

* - ’

_ Most storés-try to sell their merchandise as fast as they ¢an. This - "
— . - : .
. way, perishable goods are not lost because of spoilage. The stores will //

also have ready cash to buy more .merchandise and products and to improve

. their inventory. ’ ' ‘- —_— i
. ‘ - ’ ' ° hY A ¢ . : ¢ )
: . . Turnover rates will ‘be d}éfereﬁg} depending on the type§.o¢;food and
L o meschandise your st@ke carries. A low turnover rate may tellAyah that
. . ’ kgo’much money 1 i up in slob*moving merchéndi§gg 1f your perishable
' ’ " items.are unsold, will have to thrBw_'t_h'em out and ']Tose money. When .

Aruitoxt provided by Eic:

-
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you have a low rate of turnover, you should Qﬂ%e/a close look atkbogh

your products and vour prices. ' .

. Pricing

. - . . . ?
A basic step in making a profit is selling goods for mote than they

cost you. You buy your supa&ies and inventory frofa your suppliers at
wholesale prices.” The difference between the wholesale cost of the

-
merchandise and the price you charge your customers (the retail price) is

.

celled markup. .

-

The sélling‘prices you .set on items shosld cover wholesale costs,

transportation costs, and operating expenses. Operating expenses may
include: 3

i

e rent payment for the store®
o selaries of employees; . : .
‘ ‘ e advertising and promotion costs;

e utilities, insurance fees, and taxes;

any necessary

.

e costs of operating, maintaini
' machinerv or equipment.

Your prices must be competitive.  There is ySually a "goiné rate” to
be eonsidered——the average price your comp tors charge.for.the,prod—
ucts. Take the time to find out your c mpetition's prices. Keep these
in mind when you set your own prices. Cust’mers Will not be happy paying
'highdr prices unless you also offer' extra” services. These services may

include free delivery, gift wrapping, or extra ﬁelp from saleSpeople.

- -~
’

,Things That Make Prices Go Bown

‘ N

Nines may improve with age, but other. products may get moldy and
your mercfiandise is not selling, you may consider marking it down for a’

quick sale before it spoils. If you hold on to slow—moving stock,’you

may end up having to throw it .out and take 'a loss on your investment.
' / 57 .o
. . . * 56
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stale. Stale bagels and greenish cheese, for exampley will not sell., If




\

- N
\ ‘

- Many stores.may have two to four big sales each year., There are many

different kinds of saleéisuch as grand opening sales, holiday sales,.and

’

end—-of-season sales:. N )

° ’

. oNa

- kN .
Some items may be priced very low in order to attract customers to

.

the store.” For example, if a serving plate that is usually priced to
sell at $15.99 costs you $8.00, you may consider offering a $5.00-dis-
%ount. Your profit will be much less than usual, but you' may attract
int8 your store more customers who will also buy other, more profitable

items. o

o LR - ,
© . s ' ©
” . b

If you reailybwant to clear out old merchanaise, you may even con- .

L

sider selling the serving plate at $6. 99——$1 00 below cost. Although you will

not be making money, you will clear the store for new merchandise, and you

&

will be maklng some surprised customers very happy. L -
& ) P [ . "

~
~

2 There are many other reasons to lower the prices of goods in your
store. You, may charge less if you decide you don't wapt your business to ]
expand at a “fast rate. If.you like things the way they are and a large )
profit is'not absolu}ely essential for you, you may louer your prices.

i

Prices may go down if operatipg expenses go down, -or if you can

figure out an especially efficient way of operating your stores
- M f‘

D -

r~ . 5 .
Prices may go down if your wholesale costs are reduced and you,can

afford to pass these ‘savings on to your customers.

4

. R4

Things That Make Prices Go Up
ST - X .
If you are planning to raise prices, you might want to ask for more

\]

money ‘now than you think you currently need. If the state of the economy

is such that expenses are constantly going up,‘adding more to.the price

° now will mean you won't have to raise prices again soon (and upset your
: P g P ur

‘

customers a second" time).
<

*




You_can\ask higher prices if your store is unique—~if you'ére the

“ ) only specialty fvod store of your kind in the area, i ’ &

- Yoﬁ can ask for more if you pro@ide special services——for examp;e,
catering and delivery services. This is because you will probably have
to put in more time'aﬁa effort in order to get the job done.

N ‘% | ~
" You ganiask for more if your whole;ale costs and ioqg operating é

-expenses go up. For example, as the price of gasoline goes up{ squwill )

your costs to deliver your goods; as. the pride of wheat goes up, so will'

the price of flour. ‘ ) .

R

- 9 - ) . .

You can ask for more if you need to hire /more employees to assist you
in your business or if you want to improve some aspect of your business.

For example, you may wish to replace your old refrigerator with a newer,

more efficient (and more expensive) refrigerator. ’ e
) /* A
‘l" Summary )

a . -
-

\Stock turnover tells you how many times in a given period‘an inven-
: tory is replaced.» Turnover rates are affected b} how you select>and
priCe your merchandise. A weli—planned pricing policy.ghould be cgypeti— P
tive and should help your store show a good profit. Pricing policy must
'allow ‘for changes in the market and must include-planning for sales.
) During’a sale, the prices on your goods #111 be lower than usual. You ~- \ ‘o
will not ke as muchyﬁrofit,hbut you will attract customers to your

store,. and you will clear out your inventory.

-

st s
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Learning Activities
v - ,
~ - .
Individual Activities *
t S
l. List five opZ%ating expenses of a specialty food'store. - =’
. . *
3 - )
2. The. specialty food store around the cofner carries a line of merchan- .
. dise that is similar to yours but sells it at a lower price. _List
three ghiggs you can do to chpnte act these discount prices.
| N ( )
3. Describe four situations in which you might consider reducing the
selling price of your‘merchandise. Whyb
- . 5 .
4. 'List three different kinds of store sales. When would it -be appro- , .
priate to have these sales? .. .

v 4
v # .

Discussion Questioﬁs -

. A .
. L
1. Discuss the turnover -problems that may be associated with specialty #*®

‘
~

food stores. .

2. Discuss the reasons wﬁy it may not_be wise to keep old, unsold .
merchandise around. How has Stanley handled the problem of unsold 3
‘bagels?

3. List and discuss the problems a store-owner might 'have thaty will

.reduce his or her profits. . . . <
R A :

4. Discuss.the advantages and disadvantages to .reducing the prices on

your merchandise. What are somé reasons store owners would do this?

I3

.
) ’ ’ ) ‘
N
. .



Group Activity

-,
Py
»

Bring in sdle ads from your

local néwsp%perg For one yeek keep a

_file of these ads. At\the end of the week, group the ads according to

¢

[

L
store type, type of sale, reason given for sale, an&aadvezzjfed

markdowss. What conclusions can you reach? ’

- \ .
- . .

]

ERI

Aruitoxt provided by Eic
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Ad&ertising and Seliing

v
13
> -
ta

£

Goal: To help you iearn ways to sell your merchandise and

. advertise your specialty food store.

. ~

Objective 1: Pi ne way to advertise your
alty fgod sto i :

' .

Objective 2: Design a printed ad for §Our sngiaity

food store.

-

[y

v
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STANLEY ADVERTISES .
This is how .Stanley advertised his Bagels. "When we

first opened, we organized a grand opening promotion with
classes to teach people about bagels. You know, there are
many people who don't’ know what a bagel is. Of course, we
advertised in the local paper, and we have a big ad in the
Yellow Pages.

) “We found we had to do less and less advertising as
. word started 'to spread about the Bagel Broker. Our custo-
mers do most of it’ for us. They tell their friends abolt
us, and the cuitomers keep coming.

w

d
v, "‘

%

"We still do.some advertising in the Jewish community’

and in the university newspaper.

People also dearn about

- us in grocery stores.

The bagels sold there are in plastic

‘z\ 20

bags with €£he Bagel Broker's 1ogo printed on them. It's ~
easier to buy‘bagels when you're doing your grocery shop—
ping, but the fresh bagels at our store are unbeatable.

. "Good public relations are important in any busin
We do a lot of public relations events. We will take
school classes on a tour of the bakery. When the city
workers went out on strike last year, we provided free
bagels to the strikers. We donate cash and bagels to local
- " charity events. We also sell gift coupons and T-shirts
- with our logo. Public relations and community involvement

. are ways of doiﬁg a goad advertising job without speading a g
to “~ lot of money.’

P .
. . s .
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v . -
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Advertising and Selling

. ’\ ' | '
_Every business needs customers. Advertising is a good way of getting

>

the word out and telling shoppers about your store, special events, ser-

vices, and prices.

. szfAdvertisef

The purpose of advertising is to attract customers. It is a way of

telling people’what you can do for them.

#~ ]

What .are the best wg}s to advertise your store? Take a, good look at
yourself and-}our'éﬁstomers. Ask yourself these questions.
e What business am I in? A ‘ Q
How is my store different fro> my competition?
What‘quality merchandise do I_éell? .
Whéf kind of store image do Iywant to, advertise? - °

What customer services do I offer? — ' _ . : . ~

«.

Who are my customers? ’

s

What are their tastes? ) ’ -

Why do they. buy from me? -

[y

In this unit you will learn about the qualities of- gooq advertising

and the best ways to get your message across to your customers.

J D) ‘ .

N ¢ )
Ways éo Advertise N

\

A good advertising campaignrcan be very expensive. But you can sub—-
stitute imagination and good public relations for money. The first thing .
* . ) ,‘.‘

R 63
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“«

to do is to find out what your customers read and listen to. .Then plan
your advertising. Here are ways you can advertise your store.
Although direct mail is expensive, it:' )
e reaches a‘selected audience (your target customerS);'
‘ e 1is effective for special uses such as a mail order business,
announcing new products“and/or services, welcoming new_customers,
- announcing special events and sales; and ’

. offers a great variety of formats (catalogs, letters, fliers,
coupons, brochures). -

.

Newspapers -are the most commonly used form of advertising. Pricis of
f

. ads will vary depending on the newspaper's circulation and the size

your ad. Although newspaper ads have relatively short lifespans, they:
< .

e are relative®y inexpensive flor the large number of people they

reach' . g

o are easily and quickly changed and can be placed in a particular
"™k newspaper or sections of a papgr to reach a select ‘audience; and
e are available:in variousafornats--as classified ads, inserts to

regular editions, and special shoppers' guides:

The cost of local radio and television ads can be expensive. But

radio and television ads can be very effective for telling people about
sales and other special store‘events. i -

«
-

) Public relations inplhdes the image you develop for.your store and \5\\*\'
all your dealings.with the public. It is simply the way people feel

about your store--the thing tlat makes people think of you when a friend
asﬁs then where to°‘buy sometﬁing. Two excellent busipness-getters for

your store are ®(a). its appearance fgom the outside and (b) word-of:nouth
advertising. These two public felat ons méthods will probably bring in

vertising methods combined. e

more customers than all your other,

In addition, directories such as the Yellow Pagé§ are very important
in adv rtising your store. This is usually the first place people look
when they are trying to finhd a partidular product. Directories'

+
~
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. . e have long lifespans; -
& .

e will list your store and/or product alphabetically so potential : ‘

customers can easily locate your ad; and

.

° are easily available to the public.
- - . o (
. 4 . .
* These are only a few of ‘the Whys stores tell the public about them~ 4

selves. In addition, you may consider transit advertising-on buses or

‘ trains and specialty advertising such as food and coqking shows, calen-

dars, T-shirts, ballodns, buttons, and matches. You can also design a .

" distinctive logo that:can be printed on shopping bags and fliers.

~
-~

Qualities of a,Good Ad 7 .o .
I Here are some tips you can use when you begin to plaﬂ your ads.
e Avgood ad should be simple, informative, and truthful. N
1 .

‘ e Make sﬁre your ads are easy to recognize. Give your ads a gégf .

sistent pgr%onality and style. Use a distinctive store logo. ' - '

e Show the benefit to thé reader of éhoppj;ng at your store. Cus-— ‘
tomers want to know."what®s in it for né?" - .

e Feature the "right” item. "Show‘nkfchandise that igftimely,’ ! - -
wanted, in stock, and typical of your store. Specify brand
merchandise whepever possible. ~ ) C )

e State a érice'éf range of prices. If prices are low, tell people
why--because of sales or special offers. ~ : : N

e . Include the stdre name, address, telephone\number, and hours.
» ° ‘ . “ . : _ N ’ ¢ 9
Ads that call for prompt action are very effective. Put aétion in

your Qbrds. Use terms your reader will dnderstand. Get fight to the

point. Make every word count. You may want to include discount coupons.
. . N
Mentioning limited quantities or a shorf¥time period for a special sale

will also encourage people to act quickﬁy.

°

Find out the costs of advertising before you decide what type of ad
you want to use., In One sense, your decision on how much to spend for |

) ’ advertising will come down to: how little can I ’%spend and still do the .

P .

"~ 65 . L .
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oo R
; job that ‘meeds fo be done? Don't skimp too much, however. Remember ‘that- . °
) e - :
_-‘ . advertising is an "investment"” you must make to Bring in sales. . T
. . . \ )
.\» ‘ . = o
- . , > . ’ ) ‘
. p . ‘ )
: . . { -
. ' Advertising should be well—plafned, distinctive, and consistent with
, ) : ’ & '
' . your store image. «You now 'know some way.s to-advertise. - .

*

ERIC

Aruitoxt provided by Eic:
.
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Individual Activities

Learning Activities

v

1. List at least four.qualities of a good ad. .« . ;

i
o
3
-
.
L ]
’
A ™
PR 2.
L3
b
Frd
o
*
s
«
€
!
.
« b
& -
.
\
» ¢
»
7

Look at these newspaper ads and answer .the following questions.

3
Indicate’ the letter o% the ad or ads that best answer the following

>

questions.

e

» | INTERNATIONAL
GOURMET

/ e COLD,CUTS
o CHEESES
o DELICACIES
* SALADS
o IMPORTED WINES
o LUNCH COUNTER

-

* SANDWICHES

& [ 591-4476 | =

v ¥

i

DUTC
PASTRY SHOP

OPEN MONDAYS -

|1 854-0883

SHOPPING CENTER

¥

a

HGIRL

70

- . EWEDDINGS & BIRTHDAYS

HOT FROM THE OVEN}
116 TOWN & COMNTRY VILLAGE
326-1627-.
215 TOWN & COUNTRY ViLLAE
7350186

1419 JURLINGAME AVE.
347-1900

» ‘

. . .
00000000000033VVTBITYE

.In-San Carlos
 TASTY
BAKERY

CAKES A SPECIALTY
COOKIES - DANISR PASTRY

cal. 5930288

RAARANRARNANN00ANAANOQAAOROD

A

.
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Which ad-includes the mo%t inf?rmatfen ag’ppecial'products and
services? R ~ . .
Which ad has the most distinctive 1ogoé
Which ad is the'least distinctive?
Which ad gives the least information? :

#wnich store would appear to be the most successful?
\ \ v h L ' B

Match the advertising method on the right with the phrase best
descrigfng it. ) T L
a. - Expensive- but perepnal. . Newspapef
b. Most-commonly used Eprm‘/ Yellow Pages

of adveraising ed Direct mailings

Good for reaching people Public relations

th are already in need V

of your steré:“jy e

Effectiveness is often

inifect and not obvious

Think abouE the specialty food store you would like to open. Design

a newspaper ad: for it. Include all the information you would want

to put into your ad. Even if your artwork is not petfect,.draw a
N N\

sketch to show your ideas. ~
R ] 3

-

;"v Discussion Questions

o

— ., 1l. Susan Manning owns and operates a very expensive gourmet food and

eookware store. Who do you thinklher customers would be¥=wHow eould -

she best advertise her_gpore-andﬂmerchandise? g

- L

-

v

Reread the section on public relations. Brainstomm ideas on how to
advertise your#&pecialty food store that would come under the head=
ing of publie relations. Remequr, publie relations can be anything

that makes people feel good about your store.




e
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gl A ruiimext provided by R

ad

“

-

~

v

. v ‘ ’
3. What are the things that. attract your attention whgﬂ’you look at

newspaper ads? How does this relate to the section on qualities

‘“a good ad?

5 .

I'd

« \ . , , ’i
' . >
Group . Activity- 1 ‘ ‘ .
Many ads show men and women in stereotyped roles——for' instance,
women as hougewives and men‘as-business executives. Bring in as many
- L
examples as you can find of ads showing people stereotyped in certain
N §
roles. Discuss the reasons why stereotyping frequently occurs in
s ’ Ve
advertising. - . .
o .
&‘l
;w 0 . LA
\ v -
. /“‘
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' i UNIT 8 -

Keépiqg Financial Records

Goal: To help you learn how to Eéep financial records’for

("’//-your specialty food store. S

Objective 1: Fill out a sales receipt for a
customer.

- Objective 2: Fill out a daily cash sheet that shows
money coming in and going out of the store.




R

KEEP TRACK OF 'YOUR MONEY

- » v
- [

Stan talks about finances:  °

“Everybody who runs a’ business should sit down and
figure out what it costs them to turn the key in that door
every morning--overhead; expenses; utilities. And they .
should keep track of expenses on a daily bagis. .

"I used to hate paperwork and- numbers. My problem was
that 1I'd look in the checking‘%Ecount and I'd see $1,000 in
there. So I'd buy all sorts of things we really didn't
need--a fancy cash register or a desk. And if I still had
$600 in the bank, I'd think I was in good shape. Then all
the supply and maintenance bills would start coming in, and
suddenly I would owe my suppliers over $800, not to mention
the landlord and the utility company. If in the, beginning
I had kept better track of that money, I would have known
exactly where I stood. Keeping records is not really hard.
It can be a real bummer, bt you have to do it. :

"Now I knew what my expenses are and what it costs me
to run the Bagel Brokegs. It's over $100 a day. When I
walk in there in the morning, I know the first thing I have
to do is to make $100 to pay my bills for that one day.
Then I can start making money fot myself.”




n

Keeping Financial Records -

Keebing financial records is a must for any business. Good records
will help you keep track of your income and expenses,‘spat problems, and
file financial statements and tax returns. In this unit you will learn

how to keep track of your money from sales on a day-to-day basis and how

-

R RN

Cash Sales

to fill out a daiIy cash sheet. .

Cash sales are.- usually recorded when customers pay.for their pur-
chases at the time of the sale. The salesperson fills out a saies slip.
Cash sa}es are then rung up on a cash register. Sales—slip receipts and
cash register tapes form the basis of any bookkeeping system. This
information will tell you the total amount of ‘sales for that day.

When a customer bnys something, he or éﬁg is given a receipt. The
receipt provides the -customer with proof of payment.,K This proof is
necessary in case the customer wants to return the nurchase. A second
copy of the sales slip is kept at the store. This is one way to keép

~ ’

track of store inventory.

-
To, keep your business running smoothly, you will need answers to

questions such as these. - ..

e How manylsales were made during the day?

e What types of merchandise were sold and how many of each?

° What was the dollar amount: of the sales? §!@

e Did the customer take advantage of any of the special services’

e What credit terms were given to the customer?

—

nl
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. .This is a copy of the sales slip that‘Stanley uses at the Bagel
’ Brokers. On this slip he describes how many and what kinds of things
' were .sold.  For example, if the customer buys é(dozen bagels, a 4—ounce
package of cream cheese, and a jar of strawberry jam, he lists them on
the receipt. Stanley also keeps a record of cgstomers' names and
addresses. This§ is used in developiné a mailing 1list of‘cu;tomérs.
Mere are also spaces to check ;hether the items were bought with cash

.

(money or ¥heck), or on credit. : Each sales slip is numbered.

A
’ No: 1123
) SALES SLIp S
’ _ DATE 6/18 - ;e
-CUSTOMER Joanha ﬁoward
ADDRESS . . 123 M;in Sé. :
‘ Description of Salé ) . Prig
1 doz. plain bagels 2.55
1 1 pkg. cream cheese . W21
1 pkg. hot dogs ‘ i ©1.23
_ Jcash X L . Subtotal ¢ 4.05
] . Charge : . . %ales Tax _.26
- - . f . TOTAL  $4.31

The sales slip that Stanley uses to record his sales of packaged
bageIls to the grodgry stores is.exactly'the same. You will need a
‘similar form to help you manage your store's sales.

«

»

"Keeping Track of Credit Sales

4

~ coe

*

¢

Most sbecialty food stores are retail stores. This means that their

business comes mainly from theifﬁ"over—the-counter" sales toé private

.

i 3
.

. i : 77

N 73
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individualsu For example, in’'Stanley's business 60% of the income comes

from cash sales to individuals. However, 40% of Stanley s business

-

comes from supermarkets that buy. '’ ontcredit and pay their bills at the

N

end of the monfh.

. .

Setting up a system to keep tragk of credit sales, then, is quite
.important. The important thing is to keep extra copies of your credit
receipts. You could file your copies of credit sales receipts in a
folder marked "Unpaid.” When you receive payment, pull the copy from
the "Unpaid” folder and file it in a "Paid; folder. The disadvantage of

. this method is that it involves a lot of pieces of paper-~which can be
easily lost; "Another way of keeping track’of sales is to set up a
credit book. Here is&an exampliﬂbf'a credit book.

- ; . M I

-

. Sale ’ Receipt Totel Date
Date ~ Customer N Number’ Amount Paid Memo
1/18  Scotts Grocery 113 53.12 2/10 .
- 1/23  North Market 128 17.92 Re-billed 3/1
,1/24 Brenneman ° 136 84.71 2/28 ‘ /

Each sale is recorded on’ a separate line. When the sale is made,.
fill in columns 1 through, 4. Fill in Column 5 when you get paid. Write
extra notes to yourself in, the memo column. Using this form, you can
easily look down the page and tell who has paid and who still owes you

money.

' ’ B .
Credit Cards ' 1 .

<

Accepting credit c;rds will eliminatg:nost of thé headaches of keep;
ing track of credlt'acconnts. You will not need credit books, and you ,
will never have to hound peoplé to pay their bills. The credit card
companies will handle all the paper work and will gudrantee payment of
the bill whether or not the/customer has paid them. The& will also

~

. 78'"‘74.‘ '
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charge a fee for this service. But for, most businesses, the fee is

' worth the savings in effort, paperwork and aggravation. -

"Credit cards are‘a popular way of buying. The advantages of accept-
ing credit cards are that: (1) it makes buying easy and convenient for
the customer; (2) it reduces tne risk of your giving credit and not get-
ting paid; and (3) your money is not tied up in debts and unpaid bills.

~

- N

When you accept credit cards, you should follow these steps:
(1) check the expiration date on the card and refuse to accept expired
cards; (2) have the customer sign the sales receipt and compare the
signature to the one on the credit card; and (3),telephone for approval

-

on sales over a certain amount“(usually'$50 or $100).
<l
57

Easy Come and Easy Go: The Daily Cash Sheet

A daily cash sheet can be used to keep track of the money coming in

and going out ef your business each day. All income information, taken
from each day's sales and credit receipts and cash register tapes,
should be added up and recorded on this form. Sales may be recorded by
the type of item sold. The sales are reg;rded on the left side of the
form and are added -up daily., On the rignt side you are to enter the

money you ‘paid out each day-—the money you spent on inventery and your

operating expenses. , .

At the end of each month, or at the end.of the year, these daily
figures are added up to show your income and expenses. It will also
show you the days and the months that are slow and busy so that you can
better plan for your buying, advertising, promotional Sales, etc. Good
daily records will help you fill out an income statement (also known as

a profit/loss statement). The next unit covers profit/loss statements.

This is Stanley's daily cash sheet.




Cash Receipts

Cash Sales
Credit Sales

»

-

DAILY CASH SHEET

A

Cash Payments

Salaries

* Building Expensés

Equipment and Furniture
Inventory or Supplies
Advertising

Other '

" TOTAL CASH RECEIPTS . TOTAL CASH PAYMENTS

e

Summarz

>

r

Keeping good finaﬁciél records is a neces§ary part of owning and
operating a specialty food store. Cash and credit sales should-be
recorded on sales slips. These sales slips will form the basis of a
good bookkeeping system. ?A bookkeeping‘system can be simple. éillihg
out daily cash sheets will help you keep track of sales (money in) and
expgnses;(money out;fv:Ypu will be able to base business decisions on
sé}id information rafher than guesswork. Good financial records will

help yoﬁ plan for the success of your store.

4
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. Learning Activities

) | .

Individual Activities

1.

What are the advantages and disadvantages of

accounts” for credit custome{ﬁ?

What are the' advantages and disadvantages of accepting major credit

.

cards?

A
v

.

keeping "store

Us¥3§ the information below, fill 8ut fhe daily cash sheet in this

unit.

Money Coming In: ~ . ‘ 4

Total "over the counter” cash sales

Starlite Supermarket (credit payment)

Homefront Grocery (credit payment) —

Ideal Market (credit payment)

Money Going Out:

NeWSpéper ad
Electric company
Equipmentvrepair
Office sugplies

.

O

. $337.52
738.92
22.97
153.04

80.43 ¥
519.14

47.23
- 15.99

Why should you itémize all, sales on a customer receipf?

JUER,
LY

Why do you need to keep extra coples of all sales receipts?

- o

}
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Discussion’ Questions

1.

2.

3.

’ . . .

e

°

A local érocery store %wqer called énd wanted to order, $200 wqrph of
bagels. The store owner is not.one of your regular customers, and
you are unsure whether you’sﬁouid‘open a credit account for him.
What .would you do? What are the advantages and.hisadvantages of .

3

keeping customer credit.accounts? 2

‘Tight Tilly never-lets ;;ople buy things on credit in her cheese
store. She says that the bookkeeping and bad accounts are not warth
it. On thé other hand, Geﬁérous Gary gives credit to anyone who
asks for it. He says,it makes people feel good about the store and
brings in lots® of business. Whatydo you think? What are the things

you would look for in a person before you give him or her credit?

<

You decide that kéepiﬁg a daily cash sheet ié too much trouble for
your specialty food store right now. You have just opened up, and
business ié sgill pretty slow. Instead, ydu decide that you will
£ill out the-form oniy once a wé:zﬁ-eVery Fr}day after work. When
business picks up, then you wili start £filling out a daily sheet.
What are the advantageg of filling out a daily cash sheet rather

than a weekly. one? " The disadvantages?

.
.

Discuss some of the different types of records a store owneg should

keep and give reasons why each record should be kept.
i

Group Activity ' &—— N

~

x
¢

-

Many times people are refused crédi; just because they'don't "fit

the picture.” Women and minorities have had a particularly hard time |

getting stores to give them credit. What effect'do you think this has

on

people who are refused credit? , ' -




'Keeping Your Specialty Food Store Successful

. . . ’

N

Goal: To help you learn how to stay successful.

*
° . v

Objective 1: Given information about a store's
income and expenses, complete a profit/loss
statement.

Objective 2: ' Given a decline in profits, state one
* way to increase profits.

' Objective 3: Given a specific problém of low sales,
suggest a way to clrange your business to increase
sales. . -
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STANLEY'S SUCCESS
e |
~ ! ‘” »

“I think we've done pretty well.over the past few
years. We get a lot of over—the-counter business here at
the sSQIE, but lately we've begtn to get more orders from i
local/groceries than we can handle. We're thinking about ‘
opening a branch of the Bagel Brokers in the East Bay, Rut
(:\‘that will come within the next few years. .

’

“Next year, however, we're going to be opening a real

de11 section at the Bagel Brokers. We sell some deli foods

now, but next year we'll have a whole line of foods, sand—
wiches, salads, the works. We'll be expanding into 'the '
.store next door. We've already started work on it, clear-
ing out the space and trying to figure out how we're going
to remodel.

“What I would really like to do is to make this a
kosher deli. There are no kosher delicatessens on the

Peninsula, so'this would make us unlque.\/We would‘have no .

competition. The problem here is that the cost of koshef
food is pretty high. I'm going to have to figure ouw if
opening a kosher deli will brlng in the customers even
though the food is pretty expens1ve.

"All-in all, business has beén good. But I can't
recommend it to everyone—-only to people like myself who
are crazy enough to work 15 hours a day." SN .

- o
*

EX




Aruitoxt provided by Eic:
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\\\‘-~_Ju——” Keeping Your Business Successful

Every small business owner wants to be successful. This i% obvious.

But how to be successful is not alwayg as obvious.

There are three important ways to keep your.hu?igg;s successful:
)

® make-sure you have enough cash; .
‘e keep your 1profits up and costs down; and , ‘ ’

. e improve or change your business practices when necessary.

In the last unit you learned how to keep ‘frack of your cash flow on a
daily basis. This same system can be used on a monthly or yearly basis.
3 . ,/’ 3 - 3 3
In this unif you will also learn ways to change: your business tb increase

sales and show more profit.

Keeping Track of Profits

Profit is a reward for your h;rd:hork. Net profit is Qefined as the
amount of money left over from ygur sales (revenues) a*ter all your busi-
nggs expenses have been paid (Net profit = gross profit - expenses)".
Keeping careful records of your sales and expenses is 5 necessarygetep in
figuring out your profits., When you 'add all the figures over the whole

year, you will come up with a profit/loss (P/L) statement. A P/L state-

‘ment will tell’you what your business_has taken in and spent and how much

profit you have made over. the year. Yearly P/L statements will tell you

the direction your business is‘g%king from year ‘to year.

-

@ *

- .
S - N

HOw to Calculate a Profit/Loss. Statement

»
.

A profit/loss statement consists of five main parts:

' -
-
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J i‘ Revenues: the money coming into your store froufbagh and credit

sales:

e Cost of GoAds Sold: the inventory you start with at the begin-

N 13
ning of the year plus purchases during the year minus the amount

of inventory on hand at year end

s

e Gross Profit: the amount of money brought’ in minus the cost of

. goods 3013‘

¢ Expenses: the mopey you spent on operating expenses for your

store. This includes employees' salaries, rent, utilities, sup-

- -

plies, advertising, and so on

: L
o Net Profit: the amount of money left over from your gross profit

ul

after all the store's expenses have been paid, or gross profit

minus expenses

t

Here is an example of a P/L statement--Stanley's fiéures for his

first two years.

®

L]

PROFIT/LOSS STATEMENT

3

Year 1 ) 'Year 2 .
. —=ar o tear < .
Revenues
Cash Sales N $ 74,000 $ 92,000
Crédit Sales ‘e, . § 31,000 - $ 60,000
R TOTAL "~ $105,000 \%, $152,000
Cost af Goods Sold $ 42,000 $ 60,800
Gross Rrofit $ 6%&P00 $ 91,200
ExgéﬁSes - ° , . '
Salaries $ 24,000 . $ 29,000
Building Expenses _’_~;//6,000 $ 9,840
Supplies 2,150 $ 3,000
 Advertising . $§ 1,000 - $ 2,000
. Utilities $ 10,000 $ 16,000
Insurance . $ 2,000 "$_ 4,000
/~ TOTAL. $ 45,150 $ 63,840
£
Net Profit $ 17,850 $ 27,360
. <
y .-
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.Profit and expense ratios can be used to help you compare your
store's performance over a few years. The information on your P/L

statement is used to calculate the ptofit ratio and the expense ratio of

- . N ! .
your store. You can use the following. formulas to compute these ratios:

. , . ' Net Profit
.\ . Profit.Ratio = Net Profit
. Revenues
“ .
’ ‘ﬁx ense Ratio'= Expenses
P . Revenues T ) .-

¥ - . . .
If we compute the preofit and expense ratios for the Bagel Brokers

for Years 1 and 2, they look like this:

. v e
. ", Year 1 , ) Year 2 .
, = - iear <
. . _ 17,850 _ 9 * . s . 27,360 _ 26
Pi?fft Ratio = IEETBBE_ ‘ 17% Proflt Ratio 1357666 18%
' . _ " 45,150 p . _ 68,840 .
= = % =——, = .
Expense Ratio 105,000 43% . ‘;Expense Ratlo "~ 152,000 42,4~

S

What do these figures mean? « As you can see, in Year 2 the Bagel

" Broker$ earned more profit dollars and had -a slightly-higher profit ratio
: g .

.

than inkxgar 1. v -

“
-

’

By Year 2 the word;had.gotten arbund about the Bagel Brokers,” and

more people and groceries were buying bagel's. Even though the costs of .

inventory (cost of goéds sold) had increased, sales had also increased.
! A )

ks ) - . . ~ .
By this time the costs of salarles, rent, and all other expenses had
also increased. But they had not increaséd as fast as revenues. There—

‘ L]
fore, in Year 2 a larger percentage of. revenues was 301ng into- the store's

: prof1t than 1nto expenses as compared to Year 1. f g ‘
1 .
. /} . ., .
{e o '\\ ’ 80
’ . ; 9 . e

Profit and Loss Ratios . . ‘ -
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Improving Profits ‘ -

If you feel your profits are too low, or that your store is dot
growing quickly enough, you can try to improve your business. There ‘are
three basic ways to increase profits in any business:

® increase sales;

R

° raise prices; or y
. .

)

° reduce expenses.

1

Profits and sales may be low for any number of reasons. You must try

to find out why your sales are down before you decide what tp do. There

" are two ways to go about increasing sales in order to raise /your profits:
- v 4
e improve the visibility of your store (more advertising);
‘ /

—

® change your image and the merchandise you sell.
M i

More advertising is$ an increased expense. But this is an example of
spending money in order to maké more money. You may consider changing

the image of your store and developing a new theme. Your inventory will

reflect your new store image. .

°

Expanding’ Your Business .« g .

- .
Many people fimi that the best way to increase their sales is to/’//
offer new services. Find oput what else your customers want; then figure
out what you c#n _do and if .you can afford to do it. For examplé, adding
new and mope.convenient services for your customefs (like a new store in
a different location T 3 deli service in your present store) is one way
to bring in custemers and‘expand your business.

Time does not stand still; neither do yourléompetitots or the tastes
and demands of Ehé éusyomers you serve. Unless you stay on your ﬁoe;,
you may fiéﬁ yourself with an empty store and no'éustomers. Eﬁt you

’ shouid'remembe; that if you expand your store, you will also be increas-

M B — o
J ing your workload. You wyll have to consider hiring more employees. And
/,

f?‘

I




the larger your store gréws, the fess_you will be able to supervise all

- ‘the details. . - ‘ . ‘
N - C,b

You should make the decision to expand your store very carefully by

taking a close look at how much you like the specialty food store busi-

ness, what type of image’and personality you want for your store, and (\‘
*

what your future plans are. ’

4 ) | ~

N

. Summary . , {
- a0
“ _You can calculate your store' s profits and compare them year—to—year

by recording income and expenses on a profit/loss statement. If you want *
to igcrease profits you must increase sales, ise prices, or Yreduce your [ ‘
. ] s
v /
'l

. Today, more than ever, price-conscious customers are buying caref?lly '

operating expenses.

and holding back on spending until they find -thé right:item at the right
price. But an efficient and imaginatiwve store owner who is in toucht with ‘
customer tastes can be successful in the specialty food.store business. ' )

By maintaining a distinctive store image, a reputation for-quality, and a

concern for cd/tomer satisfaction, a small‘gpecialty food store can

: , J : |

always attract shoppers who are looking for "something special”, to buy.’
i? ’ . -

N \
o v
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Learning Activities ’ N

[ . . P

- Individual Activities

1. You can increase your sales by improving the quality of the-serviges -]
you offer in yoﬁr store. List three ways a stdre can improve the

quality of *its sérvice.

1
2. Define the terms gross profit and net profit.

? >

3. What aisadvantages are there to raising the prices of your merchan—
€

dise and produets as 4 way of improving sales?

- ) M
\,,
4, List ‘some of the actions a specialty food store -owner may take to. ‘
. - e -
‘ ' reduce expenses.
*

. . : a * &

Discugsion Questions : . . ’ -
. \ _ [

»

1. List as many reasons as you can tfhink of why sales in a speci,alty v
- food store might decline. .

<
Y

k . ' . ."' ’ . '( N 3
) . 2. "What -are the five main piece-s of information’ given in a profit/loss ' .
statement? Discuss the importance of knowing each piece of informa- '

tion in order to manage a gpecialty_ food store successfully. e
.. I ‘. .- /
g 3. 'What types of information do you get from expense ratios and profit .
. rat.ios? How -can this information change the operating and management
’ o . N - .
¢ ’ practites of your specialty food store? _ . , s
: . ' < T .
. . , » " N ) " N . ,, ® ..
4. Braimstorm and list some action steps that a spectalty foed store .
‘ < owner can take to improve profits and: increase sales, :
« . . ”~ _ R . \
Y - . . - . N
. ? . . Y . -
) ' 91 86 .
¢ ’ \ -~ . ' . s ¥ v
. ‘ . AN - v
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Aruitoxt provided by Eic:
.

A a_
. v /
\ .
Group Activity N .
¢ ¢ . ! = N -
. As a class, list at least 15 different activities that you would have
r . v e
to do if you were starting a specialty food §tore.f Here are some exam-
N - [
. ’
ples to. get you started: « . .

S - *

- v .

Call the telephone company to get hooked.up : ' "

Check out several places for the best locatlon.

D

~ Interview peopI‘*;o “hire. — . -

s

Order paper and supglies. ’

Afterﬁyou have your list,

see how you feel about aoing them. Give

yourself 3 points if you enjoy doing that activity, 2 points ifmyou -

wouldn't mind doing it, 1 poxnt if you would do it, but wouldn't like it g

and 0 if you wouldn't do it no matter what! .

b4

. N
-

There are no "correct an

ers.” . And the person with the most points

doesn't "win.”

It is a??exercise for you to see if owning and operating
%3 specialty food store might be for you.‘

. ' & ’ |
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SUMMARY

2 * - [
.

‘This module has been about owning-a specialty food

store. To start a small business, you need to do lots of

planning.”FIfét you have to be sure that owning a small——--—-

® [y

.

business is right for you. Then you have tqg decide what

.

services to offer, "how to coﬁpete, and what legal requirejl

ments to meet. ) : N

. . . .
Intﬁibking aylocation, you have to(find out where your
customers and competition are and what stores are for
rent. Based on this information and -some good advice, you
ébould choose a pggce to set up shép. Thén-you\tive to .

That' means showing a banker“that your

’ .

get money to .start.
idea 1s a good one. ,

Being in charge means dividing‘the work and hiring

. T
- .good workers. Then you must keep track of jobs to be done
. e Al

L ]

and who will do-them.
. P .

- . . - g

‘ . . ‘

Setting prices means figuring out the lowest price you -

* can charge and also the highest price: To do this, you ‘
need information on your expenses and on your competi-

tion's prices. s~ ¢ . ‘
l)a‘)’ "

¢ -~

< ' . ' t

’Ad%ertising and selling are the ways you get cuéto-
mers. The good things your business does in town are ’
called fftromotion. These are all important ways to help

your business sutceed. .




] -

’

IS P

»
»

, & You sﬁoqﬂd keep good financial jecords so you will
know how the business’ is doing. Then you can decide 1f

you can expand your business or if you need to cut it back. .

o -d ” K ) ° \
In order to own and oper?te a successful specialty . //}

food store, you,neea'training, work-experience, and the - ‘\K . -
special business management skills we have covered in this
module. If yéu have not ;;d a course in food mapagemeﬂ%; !
. you should take one before deciding to qwn‘a specialty"
food store. You c@m learn business managemené skills . ’ .
ﬁthrough business‘classeq,'experience, or by using the .

advice and example of an expert.

«
4
A

ggou may not make a lot of-mdhey by owning a specihlty

food stores However, you will "have the personal satisfac-

tion of beiﬁg responsible for your business.and making

. your own decisions. Think about how jmportant thése : .
. . N . LY
things are to you in considering whether you should start - . '§§$
-1’ "your own store. , ' ﬁ

~.
. N
~ e
- s '
hd d s
.
- .
' .
‘

P
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QUiz _ '

Your chances of pleasing your%storé's- customers are °
@ > ) ~
greatly inA'eased if you: . <

N
.a. can offer a variety of inexpensive products of
- . *

P

‘differing quality.
b. zero_ in on a target customer. .

c. constantly change your store image.

d. try to please as mahy’ different t)rpe‘s of customers

“ !
H

-~

) a~s 'possi ble.

List three personal qualities.an owner o‘ a specialty

foad store shoutd have:'_ ’
ae T o ) ! i . s l{‘ Ia
b . . {
: ;. “ / : ) . ) ’
c, ) . . ; . .
List three d‘ecisior‘ an owner of a speciali:y food ' K4 T
. &
store must make when starting out: J ‘
Q. . b N
. bo‘ * . / 0 /
- I
Ce . ] A
: l * ' .3 ¢ 9
List at least two legdl requirements you will have to

meet to open your‘specfalty food store:

s . . .
/ . . -
a/‘) ) ) a ’
- D + 3
> .
. A N

\_,bo N ,~
o . e e 7
. .
- N
. R R .
[ rd
D -
. \ . -
2 9 ' . ' -
L] Py <
b -
—
» 4 , -




B - a

v 5. When you choose a site for your specialpy'fopd store;
5

i . you should consider:

a. parking.
be where‘your customers live.

1 'c. .the buginess history of the area.

. d. fﬁfﬁie_gﬁiiaing—giens 1in the area. .
e. all of the above: -~

» " .
e bl

6. .List five things to think about when you choose the

4

{location of your specialty food store: oL
- ’ . ._a, ‘ ‘ ° *
* S U A N - -
t‘b.: oy
! c. - : -
*d. ’ ) ) ' v

- ep o
E ' 7: Information that does not, geed to be incluged in your ¢
busthess plan is; . -
-t a. fthe number of employees you‘plan to hire. . - . ” ‘
’ b. the target customers. ‘
c:__i_giinﬂgnﬁbgw you will expand when the bnsfness\

‘proves to be successful. . .,

[

d. your management and advertisingfplan. »
' \\~Tf ) . 8. Bob Garcia s starting expenses for his new cheese . ‘ . )
. s store. are $63,000., He h<§1;17 000 of his own to . ) .
invest and $10,900 from his ﬁamily and f%iends. How ‘ . )
much monef will Bob need to borrow? - : N ‘ )
| . . . ~ . ) _ JN
! / ' X . .

9. The written .job description is: . .

\.- ' .. a. an informal agreement stating who‘does what in a

. business. L “o

' -

. a means of advertising for new workers.

‘\\*<\ . .a binding contract signed -by employer and employee . .

. \\\&ﬁ_ at the time of hiring. | - : ; ]

P . : -
C - ' - 91 | . ®.

‘e
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W qualified? "' S
Ne . = . M
a. David MoWer--one year sales experience in the v
1 % = ) i /! .
i- computer field; good first impression, but
- ‘*’ referencés suggest that he needs constant -
supéfvision. ) '

* 13. .When you develop 3 pricing policy for
.

A . . .
10. The following people applied for ;he‘salesperson-job

e in John Kahn's Bakery and Breads store. On the basis

of John's interview notes, which person was the least

b. Clarente Mindr--previous®experience with an
advertising firm; chain smoker; unkempt appearance.

¢. Thelma Hutton-—three years past experience in a L. e
bakery; attractive appearance; good listener.

d. Susan Barkow-—outgoing and -lively; recent high . I3

school graduate; good listener, but very nervous.
. :

11. What factor is least impoftant in\selecting suppliers
. for your store? e
a. Pricés and discounts
b~ Quality of the merchandise
T a cs Reliability

d. The suppliérs' own truck delivery system *

-~

-

12. List -the three types of imformation a good invent'§y
control system will give you:
ae ° . ) ) ’ R - .

{

L) N P

be . T
Coe .,:‘ y r !

he items and

, the factor

merchandise invyour specialty food sto

that isl}ggg& i@gortént is:

a. the wholesale costs of the goéds.
’ S.- yohr opeyatiq"ex;enses. .

c. your competitors'-prices.

e

d. ~retail prices 'in other areas.




7 : >
2 ,‘; /-\
~ e R - ') \ ' \
- o .
\.‘ _ . 14. Stock turnover may be defined as (choose one):
. ‘ a. « the number of times a store's inventory is sold
: and replaced.
)
k. the number of times you count your inventory.
. c. thp number of" shipments you receive from your
¢ - suppliers. -
- - : / P . » .'3
d. the number .of «times you Qomplﬁ%e purchase orders
-~ \' v ». .
: " 'and inventory cards.'
<
¢ _ 15. List three advertising methods that can be used to
' ' reach local shoppers:
- oA o~ T _
o g
2 - ~ .
. ’ b . Lo
Co '
£, A
N O' * . : . l‘ ‘L
— '16. Which one of these suggestions would be least effec-
- tive -in designing your store ad?
- ' a. Write a paragraph describing th*uts,tanding
. . ' qu.,alities .of your store . ¢ s
. [} 1)
b. Put action into«your words
. .c+ Include a distinctive 1ogo or desig
v. d. Explain_your price range and annougce mark*-down 4
' sales ‘ . . .
X ) 17. &ist‘four types of information included on a cugtomer,
g ’ . sales ‘receipt: - d
N . . [ L
Y L :
V! b. .
~» . &
i 'c % ) < ' LN
. d. '
v ) . ’
A o . . ‘ . %
. - $ (
. . ¢ - o 4 -
- - " L
4 ¢ . % v
» ! . / ,.\ _ i
. o 98
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. 19.
¢ N——
20.
7/
' 21,

: El{lCz

Aruitoxt provided by Eic:

Which of the following informat:ion< does a daily cash
sheet include? ' « .

a: Cash sales and payments ) . —
Cash sales sayments, and proflts .

c. Cash sales, payments, and money owing

d. Cash sales, p#yments, proflts,‘ and money owing - -

Dan1e11e s 1981 records show total sales of $250:000,

cost of goods sold of $100 000, and total expenses of : \
L]
$105,009: Compute the foIlovung ‘
a. Net Proflt =§ .o .
b. Profit Ratio = —_
c. Expense Ratio = .
Danielle's ptofits went down in her second year. List~ - «
three things she can do to increase profits. . v
a. :
b. - ' S . - - '
" c. , .
. . . )
‘ . . L. * i [RY ) s
List two things Danielle can do to increase sales A\
b. ; ' o 3
"v . “‘i ‘. v " 8 L ‘<
A N L : )
. » o _". o - S R .
- v : . 1-:':‘-_ > ; . ,
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Vocational Discipline

General

s Agriculture

3

.

N Marketing and -
Distribution

'

an . -

Business and
Office -

3

- Occu'pa‘tional
Home Economics

Qf e

Trades and
Industry

.
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" Resource ,Guide of Existing Entrepreneurship’} %aterials -,
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PROJECT PRODUCTS ‘

- @

Entrepreneurship Training Components.\~

Technical \\\\ /

Module Number and Title ' .

<

What's It All About?

Module 1 Getting Down to Business:

’
‘

Module_ 2 - Farm Equipment Repair «
Module 3 ’
Module 4
Module 5

Module 6 -

Tree Service
Garden Center .
Fertilizer and Pesticide Service.

Dairy Farming Cod .

Module 7
" Module 8
Module 9
Modgig 10
Module 1l -
Module.}2
“Module 13

Apparel Store
Specialty Food"Store
Travel Agency - R
Bicycle Store .

Flower and Plant Store
Business and PersonaI.Servlce
Innkeeping

Module 14 -

Module 15
Yodule 16
¢

Nursing Service
Wheelchair Transportation’

Heaith.Spa

Service

Module 17 -

Module 18 -

Module 19 -
”

Module 20

Module 21

Answering Service -
Secre:arial Service
Bookkeeping Service

Software Design Company

-

WOrd-Précessing Service ' -

Module 22
Module 23
%odule 2&
Module’ 2
Module 26. -

Restaurant Business

‘fray Care Center .

Housecleaning Service .

\ﬁ ce
&
&

Sewing Serv!ce-

c~t—

'Home Attendant Pe
Cw T e

" Module }7.- Guard Service
Module 28 --

Module 29

Pest Control Service ‘s -

Energy Speaiallst Service
- —
Module 30 Hair Styling Shop - v o
s Modulé 31 -
. Module 32 -
Module 33:-

\o»
Module 34 -
Module 35 -

ﬁodule 36 - Alr Coﬁditioning and\ﬁeéting Servigce

Y

¥

Auto Repair Shop-
Welding Business

Construction Electrician Business

Carpentry Business . Yo ' L

Plumbing Busine;s . ' :

-~ .

.

-

\ Related Resources

™~

Handbook on Utiiization of the Entrepreneurship Training COmponents

‘e
o

LY .

-
-




