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EXECUTIVE SUMMARY

Venture Description
The City of Binghamton has entered into a joint venture with Plexicomm to provide a Wi-Fi
network accessible in downtown Binghamton.

Product/Service
The purpose of this project is to take one more step in making Binghamton an ideal location to
visit, do business, and live.

The Market

Many cities have implemented Wi-Fi networks; the most successful are in cities comparable in
size to Binghamton. Success appears to relate to the make up of ownership and responsibility.
Research shows that the most successful Wi-Fi networks are ones in which the public sector and
private sector have formed a partnership. Other internet service providers in the downtown
Binghamton area include Plexicomm (corporate accounts), Time Warner Road Runner, and
Verizon DSL.

Start-up Costs

The City of Binghamton has arranged to lease the necessary equipment to start the Wi-Fi
network from Plexicomm. This arrangement will cost the city about $44,000 annually. The City
of Binghamton went after and won a $29,000 Wireless Communities Grant from Empire State
Development. The grant will be used to offset project costs in the first year of operations.

Price & Profitability

Based on the team’s research, it is apparent that the most successful Wi-Fi networks are
advertisement-based revenue models that are joint ventures between the private sector and
communities. Size also appears to be a factor with smaller cities like Binghamton having enjoyed
the most success. Larger cities have experienced numerous problems and limited success. Best
practices of cities similar in size to Binghamton suggest that an advertisement-based revenue
model provides the City the best opportunity to maximize revenue. The strategy outlined in this
plan is designed to realize the goal of generating sufficient revenue to offset the total cost to the
City of the fee charged by Plexicomm for their service. Best scenarios likely offer the potential
for the City to realize surplus revenues that it is recommended be used to fund the future growth
of the network.




PRODUCT/SERVICE

Purpose of the Product/Service

The City of Binghamton has embarked on a venture to create a Wi-Fi corridor in its downtown
urban core. The purpose of this project is to take one more step in making Binghamton an ideal
location to visit, do business, and live. It is recommended that the City of Binghamton use an
advertisement-based revenue model that provides free wireless internet access to users in its
urban core. The availability of Wi-Fi will spur economic development by:

making Binghamton a better place to visit
o Ideal for on-the-go professionals; laptops and hand held devices easily access Wi-Fi
e Wi-Fi zone provides bonus to downtown hotels, differentiates them from Parkway
o Allows downtown cafes, restaurants, and bars to easily provide necessary perk

making Binghamton a better place to do business
e Outdoor wireless signal will encourage more foot traffic, ideal for retail stores
e Lowers internet costs for small business, differentiates downtown from other commercial
districts
e Wi-Fi corridor markets downtown as a technologically savvy district

making Binghamton a better place to live
e Addresses the digital divide in Center City by providing affordable internet access
e Makes downtown more conducive to young professionals, considered by many to be the
fourth public utility
e Wi-Fi provides a public safety benefit, allows city to more efficiently provide services



Product Description

Obtaining the Signal

The wireless network will be engaged through searching for open networks by potential users.
Whether through internal or external wireless cards, computers will have a network connection
management tool that will assist users in gaining access to the system. The following shows the
wireless manager for initiating a signal.
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Once the wireless connection is made and the user agrees to user agreement statement, the user
will be brought to a pass through page. Here we suggest the user be held captive for 15-30
seconds so that they are forced to watch advertising. This is a prime advertising space and
should command the highest value. The technology exists to do a stationary advertisement or
video advertisement. The following is an example of what a login/pass through page could look
like.

Login/Pass through page
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Home Page Website

The pass through page will bring you to the Binghamton Wi-Fi website. This page will be
designed to accommodate advertising while providing local interest items like news, sports, and
weather. Tier two and three advertisers will be shown on this page.

The items of interests will be links to websites as well as linked special interest banners. These
will change as content is added and subtracted. Initially we propose local news through Press
Connects, local menus, B-Commerce linkage through the City of Binghamton website, as well as
other items of interest definable by the city.

The goal of providing content of interest is to cater to the visitors to the website and to provide
value to the advertisers in increasing the chances that system users will view and potentially act
upon the advertising on the home page. The following shows a sample home page website.
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Advertising
Tier 1: Premier offering — these ads will have space on the pass through page. The pass through
page must be viewed when going from the home page to other sites on the internet.

Tier 2: Prime position on the homepage in ad space (top right) with an approximate size of
200X100 pixels.

Tier 3: Secondary positions on the homepage in ad space (middle to lower right) with an
approximate size of 100X 50 pixels. An alternative to a small ad on the home page is a pop-up
ad to alleviate crowding on the homepage.

Public Awareness

Understanding the customer is the most important aspect of creating public awareness for the
Wi-Fi network. In this case, the customer base is multi-tiered. Customers include downtown
residents and businesses, as well as the city itself. The customers can be further sub-divided into
those who currently have internet access and those who do not. In each subset we believe that
there is a set of customer needs that can be filled by the Wi-Fi network. Needs include cost
considerations, flexibility, convenience, etc. In order to show customers how the wireless
system can meet their diverse needs a variety of campaigns must be used to reach the customer




and create awareness. A Public Relations effort could include a buy in, a write in voting for
either naming the website, or suggesting content for the homepage.

To raise public awareness, the City should first and foremost use press releases, news
conferences, public announcement, and articles in the media. This type of publicity is much
more powerful than standard advertising because it is “real news” and not paid for information.
There should also be a plan to keep it in the public eye by making periodic updates regarding the
progress and success of the Free Wi-Fi project.

Additionally, depending on the desired length and budget to be used to reach the customer base,
one or a combination of the following ideas may be implemented for advertising. Additional
research should be conducted to determine the effectiveness of each advertising vehicle in
reaching the targeted consumer base.

1. Use traditional advertising —
a. Advertisements in local television programming
b. Advertisements in local newspapers
c. Development of a one-time or recurring newsletter/pamphlet

2. Website advertisement —
a. Advertise on other local business/agency websites
b. Develop the Wi-Fi website to be more than a pass through

3. Partner with other area causes —
a. Non-profit which helps supply free computer access to low income families in the
area
b. BCC or BU or a high school to provide educational seminars related to the uses of
Wi-Fi

4. Hold local public interest event to raise awareness such as a concert, art show, sporting
event, etc.

5. Develop the network in combination with an overarching campaign to make Binghamton
an ideal place to live.

Stage of Development

The City of Binghamton has reached an agreement with Plexicomm, the only fixed wireless
provider in downtown Binghamton. While the specifics of the lease agreement are still under
negotiation, Plexicomm has agreed to provide the network through the enhancement of their
current infrastructure for a price of $44,000/yr for 3 years to the city. Plexicomm has already
started installing much of the wireless infrastructure. A functional Wi-Fi network is targeted
launch in downtown Binghamton in early 2008.




Product/Service Limitations
While the Binghamton Wi-Fi network has yet to be unveiled for use, a few limitations exist with
the proposed Wi-Fi networks. These limitations include a weakened signal due to building
material, trees and other outdoor barriers, precipitation and distance from the access point. Other
devices that use the 2.4ghz spectrum such as microwaves, Bluetooth, and other Wi-Fi networks
can cause minor interferences.

Interference due to structural building materials means that Wi-Fi will be available
predominantly outdoors. To circumvent this, indoor repeaters will be sold or leased. These
devices take a weak signal and make an indoor space fully Wi-Fi accessible. Making these
devices readily available to downtown businesses and residents will expand the network into
more comfortable spaces. These devices should not cost more than $300.

Overuse of the Wi-Fi signal in specific area can cause the internet to function at a very low speed
to users in that location. Measures call for deploying the system in a fashion that it can respond
to an overload.

Logging onto the Binghamton Wi-Fi system presents the same security concerns as using a
wireless signal in your home. It is always important to trust the information you download and
keep anti-virus programs up to date. Enabling firewalls is another important measure. With that
said, no hacker should ever be able to access your hard drive. Personal banking information and
secure email accounts are also protected because users access these sites through an encrypted
connection.

Production
The physical construction of the Wi-Fi network will be handled by Plexicomm.



THE MARKET

Growth Potential of the Industry
The number of cities and metropolitan areas offering Wi-Fi are growing and Wi-Fi is being

added to the list of reasons a city is an ideal place to live.
e Over 400 cities currently setting up networks
e Growth rate of municipal broadband Wi-Fi networks projected at 33% annually

e Industry worth more than $900 million by 2010

The City of Binghamton has the opportunity to implement a Wi-Fi network that would aid in
efforts to make Binghamton known as an ideal place to visit, do business, and live.
e Initial roll-out in the Court Street Corridor
e Opportunities to cover larger areas of downtown, as well as working with the county to
expand to other areas such as Otsiningo Park, Main Street, Johnson City or Washington
Avenue, Endicott and the Vestal Parkway.
e As the service area grows, so will the demand for advertising from business
establishments within the service area.

Consumers are increasingly expecting to find Wi-Fi available wherever they go. Reference
exhibit 1, news article titled “In-Store Wi-Fi is Free, but Not Commercial-Free” that discusses
this phenomenon and the ad supported model businesses are using to provide it.



Geographic Locations

The Wi-Fi network will cover Binghamton’s downtown area. Beginning with an initial one
square mile corridor beta site referred to as the Court Street Corridor. The general boundaries
are the Chenango River on the west, the Susquehanna River on the south, the railroad on the
north, and Route 363 on the east. The following map illustrates the approximate coverage area.
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In place. Although an mcr’éaélng number ot cities have successfully implemented a Wi-Fi
network, many cities have failed. Success or failure most often seems to correlate to the size of
the network and the type of partnership established between the private company and the
municipality. Cities like Dayton, Ohio (population 156,000) have been successful because of
their small population and network footprint, therefore decreasing the up-front investment
required and reducing complications of politics. In addition, the private company takes a leading
role in the set-up, administration, and a management of the network, while the municipality
serves as an anchor tenant on the network. In contrast, cities such as Philadelphia have failed
because the private companies, such as Earthlink, have been unable to financially support the
capital expenditures required to roll-out a larger network.

Concord, North Carolina (population 56,000) is rolling out a no-fee ad-support network that
appears to follow our recommended model for Binghamton. The outcome of the research that
the city of Concord did matches that of our conclusions. Reference exhibit 3 for an article
describing the success of smaller city Wi-Fi networks in comparison to larger cities.

A common theme amongst success stories is the attitude cities take towards the network. Cities
need to view the network as the 4™ utility rather than just an internet connection. Casual users
will come to rely on it for fast access to information such as the hours of the café around the
corner. More critically, it is entirely possible that the network will be seen as a necessity after
the city utilizes it for public safety. The positive role the Minneapolis, MN Wi-Fi network
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played in the bridge collapse is becoming well documented. If information had been able to flow
to key people at the right time in NYC during the 9/11 crisis and New Orleans during Hurricane
Katrina as it did during the bridge collapse, the extent of the tragedies could have been lessened.

See exhibit 3 for detailed information of Wi-Fi networks in the cities studied in support of this
business plan.

Competition Profile

Other internet service providers in the downtown Binghamton area include Binghamton Wireless
by Plexicomm, Inc. (corporate accounts), Time Warner Road Runner, and Verizon DSL. The
Binghamton Wi-Fi network will target a market that does not require the high upload and
download speeds offered by the competition, and is not in direct competition with the private
sector since it is a lower bandwidth. It is not the intention of the City of Binghamton to compete
with the private sector however an ad-supported Wi-Fi network ensures accessibility to all users
and assures that there will be sufficient competition and choices for our residents and
businesses.

A price and download / upload speed comparison is provided below.

Download/Upload Cost per Month
Speed (Mbps) (Residential)

The new Binghamton Wi-Fi 3.0 / 0.768 No fee, ad supported
Network
Time Warner Roadrunner 4.75 [/ 0.368 $39.99
Verizon DSL 3.0 / 0.768 $29.99 promotion
Binghamton Wireless by 10.0 / 4.0—5.0 $29.95
Plexicomm

User Profile

The intended customers include but are not limited to:

1) Casual users browsing the web on their laptops or Wi-Fi-enabled device, such as PDA or
cellular phones such as iphones. These users may use the Wi-Fi while sitting on a park bench, or
in a cafe or restaurant to get information while on the go. Once people have gotten used to it in
big cities such as New York, they felt like they could not live without it.

2) Business people who schedule appointments with clients outside of the office, who prefer to
do business over lunch or at a cafe.

3) Business travelers staying at downtown hotels, looking to grab a bite to eat or see what is
going on around town.

3) Students attending classes at the SUNY Binghamton Downtown Center looking to access the
internet for school purposes.
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4) Residents of downtown Binghamton who have had little to no access to, or are light users of
the internet.

5) Local retail business owners accessing the internet for ordering purposes.

User Benefits

An overarching goal for the City of Binghamton is to make Binghamton known as an ideal place
to work, do business, and live. The existence of a Wi-Fi network that is free to users will help in
making Binghamton a desirable place to spend time. An inherent benefit of increasing
desirability is increasing foot traffic through retail shops, restaurants, cafes, etc, thereby helping
the overall economic development of the city.

Supporter Profile

As previously discussed, there are three tiers of advertisers that will be pursued. Tier one and
two advertisers would most likely be larger companies such as banks and large department stores
in the downtown area. These supporters would likely be willing to pay the fee to the city to build
good will rather than create business through advertising. The tier three advertisers will be small
businesses in the downtown area who are looking for an affordable alternative to traditional
advertising. Several small downtown business were interviewed such as Garland Gallery, Lost
Dog, and Little Venice. All of the business owners interviewed expressed excitement at the
project and some showed interest in advertising.

Market Penetration

The goal of this plan is to provide wireless service free to users by selling advertising placed on
the homepage of the wireless network, visited by users each time they log in. Advertising sales
are essential to the success of this model with potential advertisers seen as "the market”. By
securing one anchor advertiser (Tier 1) at approximately $5000 per year, and four Tier 2
advertisers at $3000 per year, the city can reach its break-even point by selling ads to small
business on the order of $420 each per year. This pricing is comparable to, if not better than,
other forms of traditional advertising. The ads will also reach the targeted consumers more
effectively than traditional forms of advertising.

Radio and television are becoming less and less effective advertising vehicles. Consumers are
increasing listening to satellite radio, or can simply change the station when ads are being
played. Likewise, TiVo and DVRs are allowing consumers to fast forward through television
commercials. The Binghamton wireless homepage provides businesses with a captive audience
because each Wi-Fi user has no choice but to see the ad in order to use the network.
Furthermore, advertisers have the advantage of the viewer physically being in the vicinity of
their store or restaurant, therefore increasing the possibility of turning the view into a sale.

For reference, typical advertisings fees are as follows:
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' Medium / Ad Specfications | Cost
4”x2” inch black and white ad in one issue of | $40
Binghamton University's ‘The Pipe Dream’

Full page ad (10.25”°x16”) black and white in one issue of | $550
Binghamton University's ‘The Pipe Dream’

1 column-inch of black and white advertising in one | $108
issue of The Press & Sun Bulletin

60 second radio ad range from $5 to $105
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MANAGEMENT AND OPERATIONS

Remaining to be addressed is who will be responsible for selling ads, developing advertisements,
running the website, and managing the overall system. Based on the operation of other
successful Wi-Fi networks, we recommend that Plexicomm take a more active role in the sale of
ads to small businesses and running the website. Additionally, Plexicomm should take
responsibility for supplying repeaters either by sale or lease. An agreement will have to be
reached with Plexicomm as to the details of their role and responsibilities. Anchor advertising
sales should however be solicited by an authority figure at the City office who may have more
influence than Plexicomm. The City of Binghamton is not staffed to manage the advertising
sales for small businesses.
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PRICE & PROFITABILITY

Price and Profitability Analysis

Financially, the goal of this project is to make sure that the city can breakeven or incur only
minimal loss. After careful planning and analysis, it has been recommended that an advertising-
based model be implemented. A fee-based model is not encouraged because it may drive many
potential users away. With a free advertising-based model, the customer base should be large
enough to warrant revenues from advertisers. As the system builds, a larger consumer base will
then allow for larger revenues from advertisers. This means that the advertising-based model is
self-sustaining and any growth would allow for financial growth.

We recommend that advertising be sold at three tiers and a yearly fee charged as follows.
Tier 1: $5,000
Tier 2: $3,000
Tier 3: $420

Assumptions

Tier 3 ads will not be sold in first year

Maximum of 81 Tier 3 ads sold per year in years 2 and 3

o Sale of ads will depend on promise of fraction of users who will view the ad. Number of
users cannot be accurately estimated. With 9 ads per page, advertisers can be promised
their ad will be viewed by every 9" user. We felt it was important to keep the number
under 10 from a psychological standpoint.

Plexicomm will manage the sale of tier 3 ads. Plexicomm will not charge a fee, but will be

entitled to advertising revenue above breakeven.

Ads can be sold to small businesses for $420 per year. (Market research project data should

confirm this.)

The City will be able to achieve sales of $3,000 to $5,000 ads

Cost of Product/Service

The wireless internet will cost the City of Binghamton $15,000, $44,000, and $44,000, for years
1, 2 and 3, respectively. Costs could increase during this time or after, if the service is
expanded. This however, would increase revenues from advertising. Only initial costs can be
presented at this time. It is important to remember however, if the service is expanded, potential
profits for the City of Binghamton are likely to increase due to a larger customer base.

Profit Margin
It is projected that there is the potential for this project to generate surplus revenues in excess of

the cost to the City of Binghamton or at worst a minimal deficit (see financial scenarios). The
accuracy of projected revenue is limited until contracts are secured however based on the
positive feedback of potential advertisers it is anticipated that the service will provide surplus
funds to the City. It is recommended that these funds be utilized to fund future growth of the
network.
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Financial Projections

The main cost to the City of Binghamton is the annual fee charged by Plexicomm. Therefore,
any additional revenue beyond $15,000 and $44,000 (Plexicomm’s fee for years 1 and 2) will
result in a surplus for the City of Binghamton. The attached spreadsheet gives a breakdown of
financial scenarios that are possible. It shows that the projection for year 1 varies considerably
(depending on the success in securing advertisers) from a break-even situation to a surplus of
$22,010. For years two and three, the projection varies from a break-even to a surplus of $4,515,
again depending on the success of securing and maintaining advertisers. See exhibit 4 to view
three different financial scenarios based on the number of advertisements need to breakeven,
profit slightly, and profit significantly. Reference exhibit 5, which is a detailed projected
statement of cash position.
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FINAL RECOMMENDATIONS

After careful review of many different municipal Wi-Fi networks, we have come to the
conclusion that models offering free service to users have been the most successful.
Additionally, the successful models generally are found in smaller cities where the city acts in a
partnership with a private network provider. In order for the City of Binghamton to breakeven or
incur minimal loss, we recommend the following for Binghamton’s Wi-Fi network based on our
findings.

Offer Wi-Fi network at no cost to users in downtown Binghamton

Recoup fee to Plexicomm using an advertising supported model

Plexicomm should take ownership of website management and tier 3 advertisement
sales

City of Binghamton should be responsible for sale of tier 1 and tier 2 advertisements

Municipal Wi-Fi networks are becoming known as the “Fourth Utility” alongside telephone,

cable, and electrical. A successful Wi-Fi network will allow Binghamton to be on the cutting
edge and take one more step in becoming an ideal location to visit, do business, and live.
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APPENDIX

Exhibit 1: In-Store Wi-Fi is Free, but Not Commercial-Free
http://www.nytimes.com/2007/11/27/business/media/27adco.html? r=2&ref=business&oref=slo
gin&oref=slogin

In-Store Wi-Fi Is Free, but Not Commercial-Free

By LIAMILLER
Published: November 27, 2007

PEOPLE who like to use their laptops, iPhones and other devices in public are always so
delighted when they stumble on a wireless hot spot in an unexpected place. Will they be pleased
enough to look at ads before getting their broadband fix?

AnchorFree, a company in Sunnyvale, Calif., that is two and a half years old, has introduced a
service that lets merchants of any size — from a large bookstore chain to a mom-and-pop
restaurant — offer free advertising-supported Wi-Fi to customers on the store premises. People
who are shopping or eating in an AnchorFree location will see banner ads on their screens or
short video spots or both before their browsing session.

Among the major companies that have signed up to advertise are American Express, Circuit
City, Clorox, Ford, Kaiser Permanente, McDonald’s, Toyota and Major League Baseball.

Mark Smith, executive vice president for marketing and strategy at AnchorFree, said that
advertisers could tailor their ads to reach people at specific locations in the network. For
example, an ad for a Lexus might be shown to customers staying at a four-star hotel, but not to

guests at an airport motel. “Advertisers could target airport travelers versus vehicle travelers, for
instance,” he said.

Considering the growing number of hand-held devices that offer Web browsing, Mr. Smith said
he viewed the Wi-Fi network as an untapped market of virtual billboards. Controlling this
valuable bit of real estate, he said, gives companies “the ability for them to have their own
branded relationship” with people “while they are their point of consumption.”

Until recently, the two most widespread options people had for using wireless broadband at
public hot spots have been either paying a subscription fee to their cellphone carrier or paying a
daily or hourly rate to the retailer that is host of the site. AnchorFree is one of a handful of
companies offering an alternative business model, one in which the advertiser pays but the
retailer and the Web surfer do not.

Businesses that traditionally offer Wi-Fi to customers — hotels, for example — can sign up with
AnchorFree at no cost and collect a share of up to 50 percent of the advertising revenue. For
small businesses, which might not be able to afford Wi-Fi service, AnchorFree will supply the
necessary router and other technology at no cost.

18


http://www.nytimes.com/2007/11/27/business/media/27adco.html?_r=2&ref=business&oref=slogin&oref=slogin
http://www.nytimes.com/2007/11/27/business/media/27adco.html?_r=2&ref=business&oref=slogin&oref=slogin
http://query.nytimes.com/search/query?ppds=bylL&v1=LIA%20MILLER&fdq=19960101&td=sysdate&sort=newest&ac=LIA%20MILLER&inline=nyt-per
http://topics.nytimes.com/top/news/business/companies/american_express_company/index.html?inline=nyt-org
http://www.nytimes.com/mem/MWredirect.html?MW=http://custom.marketwatch.com/custom/nyt-com/html-companyprofile.asp&symb=CC
http://www.nytimes.com/mem/MWredirect.html?MW=http://custom.marketwatch.com/custom/nyt-com/html-companyprofile.asp&symb=CC
http://www.nytimes.com/mem/MWredirect.html?MW=http://custom.marketwatch.com/custom/nyt-com/html-companyprofile.asp&symb=CC
http://www.nytimes.com/mem/MWredirect.html?MW=http://custom.marketwatch.com/custom/nyt-com/html-companyprofile.asp&symb=CLX
http://topics.nytimes.com/top/news/business/companies/mcdonalds_corporation/index.html?inline=nyt-org
http://topics.nytimes.com/top/news/business/companies/toyota_motor_corporation/index.html?inline=nyt-org

The retailer can then promote its free wireless service, which could prove to be a competitive
advantage. Some hotels, for instance, charge guests $10 to $15 a night for Wi-Fi access.

Mr. Smith said that AnchorFree’s technology created a “persistent messaging frame” by pushing
down the Web page on a device’s screen and inserting a space for a banner ad. The space is
independent of the Web pages being viewed and does not change based on where the user is
surfing.

AnchorFree offers several options to retailers and advertisers. With the open network option, a
retailer agrees to run any ad from the AnchorFree rotation, and in the closed network option a
company with multiple locations (like a bookstore chain or hotel) can run its own advertising or
other messages within that network.

Brad Agens, senior vice president for advertising sales at Gorilla Nation, a company that
connects online advertisers to more than 500 Web sites, said that AnchorFree was the first
network it was representing. He said that companies seeking to buy ad space online were
“looking beyond the portals and the large, branded destinations, the ESPNs, the MTVs.”
AnchorFree is not the only company to offer an advertising network for mobile broadband.
JiWire, based in San Francisco, has a similar system, though a different technological approach.
Analysts in the wireless industry say they expect that this sector will evolve and mature along
with the growth of wireless Internet use.

“The real key is whether advertisers will embrace this model and drive online advertising
revenue toward Wi-Fi hot spots,” said Berge Ayvazian, chief strategy officer with the Yankee
Group, atechnology research and consulting group.

He said it was too early to evaluate whether wireless advertising would emerge as a distinct and
robust market, separate from the more established realm of online advertising.

“New economic models around advertising are disruptive,” Mr. Ayvazian said. “If companies
like AnchorFree can add a new layer of innovation around free broadband access, they can be

disruptive again and take market share.”

Exhibit 2: PC World Article

What's the Future of Municipal Wi-Fi?
Community wireless service will thrive in smaller cities and is making international headway,
an analyst reports.

Bert Latamore, Computerworld
Saturday, November 24, 2007 04:00 PM PST
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Despite EartLink Inc.'s exit from the market, municipal wireless is alive and well in the U.S.,
mostly in small-to-midsize cities, and it's beginning to spread to Europe, said Esme Vos, founder
of MuniWireless LLC, the self-styled "voice of municipal broadband."

In MuniWireless' "2007 State of the Market" report, released earlier this month, she said, "We
estimated the U.S. wireless market would experience year-to-year growth rates of around 33%
from 2007 through 2010." At that rate, the U.S. market for municipal broadband wireless, mostly
Wi-Fi, including equipment and set up costs, will exceed US$900 million by the end of the
decade. That is down from the 2006 projection, mainly because of EarthLink's withdrawal, but
the market is still growing.

EarthLink, Vos said, was focused on very large cities and has pledged to finish its wireless
project in Philadelphia. With its withdrawal, the large-city market has become quiescent, in part
because projects the size of Philadelphia are beyond the financial reach of the vendors building
the systems. "If you don't have the entire city of Philadelphia to cover, it's faster and easier to roll
out,” she said. "You also don't have the big city politics, as we've seen in San Francisco. Smaller
communities don't have that dynamic."

Smaller Communites Lead the Charge

However, many smaller cities and even rural counties are going ahead with their own plans for
municipal, public Wi-Fi. As of Vos' last count in August, 400 U.S. communities were in some
stage of broadband service creation, from the pioneers with systems running to communities
selecting a vendor. Many, she said, such as the farming community of Highland, Ill., are
motivated by the lack of high-speed Internet connectivity or a lack of competition, allowing a
single provider to charge high fees for services that many need for their small businesses and
agribusinesses.

Initially, the economic model for municipal Wi-Fi installations was for the supplier to install and
run the service on speculation. The municipality provided space on utility poles for the Wi-Fi
antennas and received free access to the network. The vendor recovered its costs from a
combination of fees charged to local businesses and private subscribers and advertising. That
model proved economically nonviable and has almost disappeared, although WildFire
Connections has announced that it will go ahead with an advertising-supported municipal Wi-Fi
service in Concord, N.C., a city of about 56,000 people.

New Economic Model

Vos said the predominant economic model today is for the municipality to guarantee a minimum
annual contract for municipal services to provide an economic anchor for the network. It then
can sell excess connectivity to businesses and private individuals. She said that municipalities
find this attractive because they can realize several benefits from municipal Wi-Fi with bottom-
line efficiency improvements that save money in normal operations, as well as top-line service
improvements, particularly to public safety and emergency services.

It's common, for example, for municipalities to install wireless water and sewer meters and
eliminate the expense of sending out meter readers. Burbank, Calif., is taking that to the extreme,
getting residents and businesses to allow the city to install wireless environmental controls in
their homes and businesses in exchange for a discount on their electric bills. Burbank then can
manage power use across the city to optimize use.
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Public Safety is Job No. 1

"The No. 1 application that all cities want is public safety,” Vos said. "Wi-Fi has more capacity
than cellular digital, and second, it's cheap -- you don't have to pay Verizon every month for all
those connections.” In San Antonio, a municipal Wi-Fi pioneer, ambulances send live medical
readings directly from medical monitors to the hospital via the Wi-Fi system as they transport the
victim.

Police need to send information and photos. "In the aftermath of the Underground bombing in
London, the police and ambulance personnel at the scene had no idea what they would find when
they went into the tunnels,” Vos said. "But people on the scene started taking photos and film
clips with their cell phones and sending them to the police." These were forwarded to the first
responders, who used the information to better focus their efforts, she added.

"Looking back over the last couple of years, the main lesson | learned is that when a city sets up
a citywide Wi-Fi network, they have to look at it as an infrastructure that carries a variety of
services and applications,” Vos said. "They can't look at wireless itself as a service.” Once it's
available, it quickly becomes a necessity in people's lives. In large cities such as New York, she
said, "there is a lot of free Wi-Fi available that all those people walking around with iPhones and
iPod Touches can use. So if you want to go to a particular bar in SoHo and can't remember its
name, you can Google it right on the street. Once you get used to that, you never want to go back
to living without it."”

Bert Latamore is a journalist with 10 years' experience in daily newspapers ama &
computer industry. He has written for several computer industry and consumer publications. He
lives in Linden, Va., with his wife, two parrots and a cat.

Exhibit 3: Wi-Fi network research by City

Minneapolis, Minnesota
Coverage Footprint — 59 square miles began roll-out in 2005
Service - WiFi coverage would include outdoor municipal and residential areas within the
59 square mile area, as well as 90% coverage indoors for multi-family and high-rise
residential buildings, at 1-3 Mbps.
Roles and Responsibilities - public/private partnership arrangement. City signed 10 year
contract with US Internet. US Internet to fund, build, and manage the network. City
owns fiber optic cable, US Internet leases buildings and poles to mount their equipment.
Users, including city, pay access fees directly to US Internet.
Pricing - Users can pay US Internet for 15 minutes, unlimited 1-day, or monthly access
plans. Monthly rates vary from $19.95 to $35.95 per month depending on the desired
download speed.

Philadelphia, Pennsylvania
Coverage Footprint — 135 square miles began roll-out in May 2007
Service - $100 antennae available in locations where signal doesn't reach
Roles and Responsibilities - Earthlink responsible for financing, building, and managing
the wireless network. Earthlink pays fee to city for use of lightpoles to mount
equipment. Earthlink to share revenues with city's non-profit, Wireless Philadelphia.
« Note: Earthlink President and CEO has publicly stated that no new capital will be
expended on models like the Philadelphia Wi-Fi model where all of the risk is
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placed on the private company, who fronts all of the capital and then has to share
revenues with the city.
Pricing - Users pay Earthlink monthly access rates of $19.95 or $29.95 per month
depending on the desired upload/download speed. Reduced rates for qualifying low-
income households. Earthlink also required to provide free-access points at specific
locations within the city.

Cambria County, Pennsylvania
e Coverage Footprint — 693 square miles with roll-out completing in December 2007 when
current public safety system is dropped from current frequency to be picked up by new
wireless network.
e Service - Indoor and outdoor hotspots throughout the county. Individuals and businesses
in non-hotspots will need to attach antennaes to rooftops in order to receive service.
Roles and Responsibilities - County signed $10M deal with private company, Conxx, to
be responsible for the operation, marketing, and legal issues surrounding the wireless
network. This was decided after realizing that service to the entire county would cost
only $5.5M more than original project scope of upgrading their public saftey system. The
$10 million cost is for the development of the network and any ancillary infrastructure
needed to run the network, including a 3 years of warranty and maintenance. Conxx will
also receive $100,000/yr for marketing. Initially, revenues will be split between the
county and Conxx 70%/30%. As revenues increase, revenues will be split 50%/50%.
Pricing - Users pay Earthlink monthly access rates of $19.95 or $29.95 per month
depending on the desired upload/download speed. Reduced rates for qualifying low-
income households. Earthlink also required to provide free-access points at specific
locations within the city.

Dayton, Ohio
Coverage Footprint
e 2007 - 1 Square Mile, 2009 - 55 Square Miles
Service: Free wireless service, advertising supported
Roles and Responsibilities: Harborlink responsible for hardware installation and service.
They are also in charge of advertising.
Pricing: Free to users, Ad supported for hardware, support, and web hosting

Concord, North Carolina
Coverage Footprint — downtown area began roll-out in 2007
Service - WiFi coverage would include outdoor municipal areas within the downtown
area.
Roles and Responsibilities - public/private partnership arrangement. City partnering
with WildFire Connections fund, build, and manage the network.
Pricing — No fee to users, advertising supported, advertising managed by WildFire-
Concord.
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Exhibit 4: Financial Scenarios

Scenari o 1 i Break Even
Year 1

Revenues:

Tier 1 1 x $5,000 = $5,00(
Tier 2 4 x $3,000 = $12,00(
Tier 3 0 x $420 = 30
Total $17,00(
Expenses:

Yearly Fee $15,00(
C ommission] -
Surplus | $2,00d
Scenari o 2 1 Practical
Year 1

Revenues:

Tier 1 1 x $5,000 = $5,00(
Tier 2 5 x $3,000 = $15,00(
Tier 3 0 x $420 = $0
Total $20,00(
Expenses:

Yearly Fee $15,00(
C ommission] -
Surplus | $5,00(
Scenario 3 1 Potenti al
Year 1

Revenues:

Tier 1 1 x $5,000 = $5,00(
Tier 2 5 x $3,000 = $15,00(
Tier 3 54 x $420 = $22.68(
Total $42,68(
Expenses:

Yearly Fee $15,00(
C ommission] 7
Surplus | $22,01%I

Years 2-3

Revenues:

Tier 1 1 x $5,000 = $5,00(
Tier 2 6 x $3,000 =] $18,00(
Tier 3 63 x $420 =] $26,46(
Total $49,46(
Expenses:

Yearly Fee $44,00(
C ommissiof 6,614
Defic it $1,15
Years 2-3

Revenues:

Tier 1 1 x $5,000 = $5,00(
Tier 2 5 x $3,000 =] $15,00(
Tier 3 72 x $420 = §§9324g
Total $50,24(
Expenses:

Yearly Fee $44,00(
C ommissiof 7
Deficit $1,32
Years 2-3

Revenues:

Tier 1 1 x $5,000 = $5,00(
Tier 2 6 x $3,000 =] $18,00(
Tier 3 81 x $420 = §34:02(
Total $57,02(
Expenses:

Yearly Fee $44,00(
C ommissiof g
Surplus $4,51
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Exhibit 5: Projected Statement of Cash Position

Scenario 1 - Breaking Even

Downtown Wi-Fi Projections

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Pre-Opening

$29,000.00
$29,000.00
$5,000.00

$63,000.00
$63,000.00

$0.00

$63,000.00

$5,000.00
$21,420.00

$26,420.00
$26,420.00

$5,355.00
$5,355.00

$52,320.92

$5,000.00
$21,420.00

$26,420.00
$26,420.00

$5,355.00
$5,355.00

$51,421.84

Jan-08
$63,000.00

$3,000.00
$3,000.00
$66,000.00

$3,645.34

$3,645.34

$62,354.66
-$645.34

Jan-09
$52,320.92

$3,000.00
$420.00
$3,420.00
$55,740.92

$3,645.34
$105.00
$3,750.34
$51,990.58
-$330.34

Jan-10
$51,421.84

$3,000.00
$420.00
$3,420.00
$54,841.84

$3,645.34
$105.00
$3,750.34

$51,091.50
-$330.34

Feb-08
$62,354.66

$3,000.00
$3,000.00
$65,354.66

$3,645.34

$3,645.34

$61,709.32
-$645.34

Feb-09
$51,990.58

$3,000.00
$420.00
$3,420.00
$55,410.58

$3,645.34
$105.00
$3,750.34
$51,660.24
-$330.34

Feb-10
$51,091.50

$3,000.00
$420.00
$3,420.00
$54,511.50

$3,645.34
$105.00
$3,750.34

$50,761.16
-$330.34

Mar-08
$61,709.32

$3,000.00
$3,000.00
$64,709.32

$3,645.34

$3,645.34

$61,063.98
-$645.34

Mar-09
$51,660.24

$3,000.00
$420.00
$3,420.00
$55,080.24

$3,645.34
$105.00
$3,750.34
$51,329.90
-$330.34

Mar-10
$50,761.16

$3,000.00
$420.00
$3,420.00
$54,181.16

$3,645.34
$105.00
$3,750.34

$50,430.82
-$330.34

Apr-08
$61,063.98

$3,000.00
$3,000.00
$64,063.98

$3,645.34

$3,645.34

$60,418.64
-$645.34

Apr-09
$51,329.90

$3,000.00
$420.00
$3,420.00
$54,749.90

$3,645.34
$105.00
$3,750.34
$50,999.56
-$330.34

Apr-10
$50,430.82

$3,000.00
$420.00
$3,420.00
$53,850.82

$3,645.34
$105.00
$3,750.34

$50,100.48
-$330.34

May-08
$60,418.64

$0.00
$60,418.64

$3,645.34

$3,645.34

$56,773.30
-$3,645.34

May-09
$50,999.56

$3,000.00
$420.00
$3,420.00
$54,419.56

$3,645.34
$105.00
$3,750.34
$50,669.22
-$330.34

May-10
$50,100.48

$3,000.00
$420.00
$3,420.00
$53,520.48

$3,645.34
$105.00
$3,750.34

$49,770.14
-$330.34

Jun-08
$56,773.30

$0.00
$56,773.30

$3,645.34

$3,645.34

$53,127.96
-$3,645.34

Jun-09
$50,669.22

$3,000.00
$420.00
$3,420.00
$54,089.22

$3,645.34
$105.00
$3,750.34
$50,338.88
-$330.34

Jun-10
$49,770.14

$3,000.00
$420.00
$3,420.00
$53,190.14

$3,645.34
$105.00
$3,750.34

$49,439.80
-$330.34

Jul-08
$53,127.96

$0.00
$53,127.96

$3,645.34

$3,645.34
$49,482.62
-$3,645.34

Jul-09
$50,338.88

$420.00
$420.00
$50,758.88

$3,645.34
$105.00
$3,750.34
$47,008.54

-$3,330.34

Jul-10
$49,439.80

$420.00
$420.00
$49,859.80

$3,645.34
$105.00
$3,750.34

$46,109.46
-$3,330.34
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Aug-08
$49,482.62

$0.00
$49,482.62

$3,645.34

$3,645.34
$45,837.28
-$3,645.34

Aug-09
$47,008.54

$420.00
$420.00
$47,428.54

$3,645.34
$105.00
$3,750.34
$43,678.20
-$3,330.34

Aug-10
$46,109.46

$420.00
$420.00
$46,529.46

$3,645.34
$105.00
$3,750.34

$42,779.12
-$3,330.34

Sep-08
$45,837.28

$0.00
$45,837.28

$3,645.34

$3,645.34
$42,191.94
-$3,645.34

Sep-09
$43,678.20

$420.00
$420.00
$44,098.20

$3,645.34
$105.00
$3,750.34
$40,347.86
-$3,330.34

Sep-10
$42,779.12

$420.00
$420.00
$43,199.12

$3,645.34
$105.00
$3,750.34

$39,448.78
-$3,330.34

Oct-08
$42,191.94

$0.00
$42,191.94

$3,645.34

$3,645.34
$38,546.60
-$3,645.34

Oct-09
$40,347.86

$420.00
$420.00
$40,767.86

$3,645.34
$105.00
$3,750.34
$37,017.52
-$3,330.34

Oct-10
$39,448.78

$420.00
$420.00
$39,868.78

$3,645.34
$105.00
$3,750.34

$36,118.44
-$3,330.34

Nov-08
$38,546.60

$0.00
$38,546.60

$3,645.34

$3,645.34
$34,901.26
-$3,645.34

Nov-09
$37,017.52

$420.00
$420.00
$37,437.52

$3,645.34
$105.00
$3,750.34
$33,687.18
-$3,330.34

Nov-10
$36,118.44

$420.00
$420.00
$36,538.44

$3,645.34
$105.00
$3,750.34

$32,788.10
-$3,330.34

Dec-08
$34,901.26

$0.00
$34,901.26

$3,645.34

$3,645.34
$31,255.92
-$3,645.34

Dec-09
$33,687.18

$420.00
$420.00
$34,107.18

$3,645.34
$105.00
$3,750.34
$30,356.84
-$3,330.34

Dec-10
$32,788.10

$420.00
$420.00
$33,208.10

$3,645.34
$105.00
$3,750.34

$29,457.76
-$3,330.34

TOTAL

$29,000.00
$29,000.00
$5,000.00
$12,000.00
$0.00
$75,000.00

$43,744.08
$0.00
$0.00
$43,744.08

TOTAL

$0.00
$0.00
$5,000.00
$18,000.00
$26,460.00
$49,460.00

$43,744.08
$6,615.00
$0.00
$50,359.08

TOTAL

$0.00
$0.00
$5,000.00
$18,000.00
$26,460.00
$49,460.00

$43,744.08
$6,615.00
$0.00
$50,359.08



Scenario 2 - Practical

Downtown Wi-Fi Projections

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment

Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Pre-Opening

$29,000.00
$29,000.00
$5,000.00

$63,000.00
$63,000.00

$0.00

$63,000.00

$5,000.00
$25,200.00

$30,200.00
$30,200.00

$6,300.00
$6,300.00

$58,155.92

$5,000.00
$25,200.00

$30,200.00
$30,200.00

$6,300.00
$6,300.00

$57,091.84

Jan-08
$63,000.00

$3,000.00
$3,000.00
$66,000.00

$3,645.34

$3,645.34

$62,354.66
-$645.34

Jan-09
$58,155.92

$3,000.00
$420.00
$3,420.00
$61,575.92

$3,645.34
$105.00
$3,750.34
$57,825.58

-$330.34

Jan-10
$57,091.84

$3,000.00
$420.00
$3,420.00
$60,511.84

$3,645.34
$105.00
$3,750.34

$56,761.50
-$330.34

Feb-08
$62,354.66

$3,000.00
$3,000.00
$65,354.66

$3,645.34

$3,645.34

$61,709.32
-$645.34

Feb-09
$57,825.58

$3,000.00
$420.00
$3,420.00
$61,245.58

$3,645.34
$105.00
$3,750.34
$57,495.24

-$330.34

Feb-10
$56,761.50

$3,000.00
$420.00
$3,420.00
$60,181.50

$3,645.34
$105.00
$3,750.34

$56,431.16
-$330.34

Mar-08
$61,709.32

$3,000.00
$3,000.00
$64,709.32

$3,645.34

$3,645.34

$61,063.98
-$645.34

Mar-09
$57,495.24

$3,000.00
$420.00
$3,420.00
$60,915.24

$3,645.34
$105.00
$3,750.34
$57,164.90

-$330.34

Mar-10
$56,431.16

$3,000.00
$420.00
$3,420.00
$59,851.16

$3,645.34
$105.00
$3,750.34

$56,100.82
-$330.34

Apr-08
$61,063.98

$3,000.00
$3,000.00
$64,063.98

$3,645.34

$3,645.34

$60,418.64
-$645.34

Apr-09
$57,164.90

$3,000.00
$420.00
$3,420.00
$60,584.90

$3,645.34
$105.00
$3,750.34
$56,834.56

-$330.34

Apr-10
$56,100.82

$3,000.00
$420.00
$3,420.00
$59,520.82

$3,645.34
$105.00
$3,750.34

$55,770.48
-$330.34

May-08
$60,418.64

$3,000.00
$3,000.00
$63,418.64

$3,645.34

$3,645.34

$59,773.30
-$645.34

May-09
$56,834.56

$3,000.00
$420.00
$3,420.00
$60,254.56

$3,645.34
$105.00
$3,750.34
$56,504.22

-$330.34

May-10
$55,770.48

$3,000.00
$420.00
$3,420.00
$59,190.48

$3,645.34
$105.00
$3,750.34

$55,440.14
-$330.34

Jun-08
$59,773.30

$0.00
$59,773.30

$3,645.34

$3,645.34
$56,127.96
-$3,645.34

Jun-09
$56,504.22

$420.00
$420.00
$56,924.22

$3,645.34
$105.00
$3,750.34
$53,173.88

-$3,330.34

Jun-10
$55,440.14

$420.00
$420.00
$55,860.14

$3,645.34
$105.00
$3,750.34

$52,109.80
-$3,330.34

Jul-08
$56,127.96

$0.00
$56,127.96

$3,645.34

$3,645.34
$52,482.62
-$3,645.34

Jul-09
$53,173.88

$420.00
$420.00
$53,593.88

$3,645.34
$105.00
$3,750.34
$49,843.54

-$3,330.34

Jul-10
$52,109.80

$420.00
$420.00
$52,529.80

$3,645.34
$105.00
$3,750.34

$48,779.46
-$3,330.34
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Aug-08
$52,482.62

$0.00
$52,482.62

$3,645.34

$3,645.34
$48,837.28
-$3,645.34

Aug-09
$49,843.54

$420.00
$420.00
$50,263.54

$3,645.34
$105.00
$3,750.34
$46,513.20

-$3,330.34

Aug-10
$48,779.46

$420.00
$420.00
$49,199.46

$3,645.34
$105.00
$3,750.34

$45,449.12
-$3,330.34

Sep-08
$48,837.28

$0.00
$48,837.28

$3,645.34

$3,645.34
$45,191.94
-$3,645.34

Sep-09
$46,513.20

$420.00
$420.00
$46,933.20

$3,645.34
$105.00
$3,750.34
$43,182.86

-$3,330.34

Sep-10
$45,449.12

$420.00
$420.00
$45,869.12

$3,645.34
$105.00
$3,750.34

$42,118.78
-$3,330.34

Oct-08
$45,191.94

$0.00
$45,191.94

$3,645.34

$3,645.34
$41,546.60
-$3,645.34

Oct-09
$43,182.86

$420.00
$420.00
$43,602.86

$3,645.34
$105.00
$3,750.34
$39,852.52

-$3,330.34

Oct-10
$42,118.78

$420.00
$420.00
$42,538.78

$3,645.34
$105.00
$3,750.34

$38,788.44
-$3,330.34

Nov-08
$41,546.60

$0.00
$41,546.60

$3,645.34

$3,645.34
$37,901.26
-$3,645.34

Nov-09
$39,852.52

$420.00
$420.00
$40,272.52

$3,645.34
$105.00
$3,750.34
$36,522.18

-$3,330.34

Nov-10
$38,788.44

$420.00
$420.00
$39,208.44

$3,645.34
$105.00
$3,750.34

$35,458.10
-$3,330.34

Dec-08
$37,901.26

$0.00
$37,901.26

$3,645.34

$3,645.34
$34,255.92
-$3,645.34

Dec-09
$36,522.18

$420.00
$420.00
$36,942.18

$3,645.34
$105.00
$3,750.34
$33,191.84

-$3,330.34

Dec-10
$35,458.10

$420.00
$420.00
$35,878.10

$3,645.34
$105.00
$3,750.34

$32,127.76
-$3,330.34

TOTAL

$29,000.00
$29,000.00
$5,000.00
$15,000.00
$0.00
$78,000.00

$43,744.08
$0.00
$0.00
$43,744.08

TOTAL

$0.00
$0.00
$5,000.00
$15,000.00
$30,240.00
$50,240.00

$43,744.08
$7,560.00
$0.00
$51,304.08

TOTAL

$0.00
$0.00
$5,000.00
$15,000.00
$30,240.00
$50,240.00

$43,744.08
$7,560.00
$0.00
$51,304.08



Scenario 3 - Potential

Downtown Wi-Fi Projections

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Cash In Hand

Income

City/BLDC Allocation
Grant Allocation
Premier Sponsor
Anchor Sponsors
Advertisements
Total Income

Total Cash Available

Expenses
Plexicomm Payment
Commission Pay Out
Marketing/Promotion
Total Expenses

Cash Position
Cash Flow

Pre-Opening

$29,000.00
$29,000.00

$5,000.00
$17,640.00

$80,640.00
$80,640.00

$4,410.00
$4,410.00

$76,230.00

$5,000.00
$28,980.00

$33,980.00
$33,980.00

$7,245.00
$7,245.00

$78,000.92

$5,000.00
$28,980.00

$33,980.00
$33,980.00

$7,245.00
$7,245.00

$82,771.84

Jan-08
$76,230.00

$3,000.00
$420.00
$3,420.00
$79,650.00

$3,645.34
$105.00

$3,750.34

$75,899.66
-$330.34

Jan-09
$78,000.92

$3,000.00
$420.00
$3,420.00
$81,420.92

$3,645.34
$105.00
$3,750.34
$77,670.58
-$330.34

Jan-10
$82,771.84

$3,000.00
$420.00
$3,420.00
$86,191.84

$3,645.34
$105.00
$3,750.34

$82,441.50
-$330.34

Feb-08
$75,899.66

$3,000.00
$420.00
$3,420.00
$79,319.66

$3,645.34
$105.00

$3,750.34

$75,569.32
-$330.34

Feb-09
$77,670.58

$3,000.00
$420.00
$3,420.00
$81,090.58

$3,645.34
$105.00
$3,750.34
$77,340.24
-$330.34

Feb-10
$82,441.50

$3,000.00
$420.00
$3,420.00
$85,861.50

$3,645.34
$105.00
$3,750.34

$82,111.16
-$330.34

Mar-08
$75,569.32

$3,000.00
$420.00
$3,420.00
$78,989.32

$3,645.34
$105.00

$3,750.34

$75,238.98
-$330.34

Mar-09
$77,340.24

$3,000.00
$420.00
$3,420.00
$80,760.24

$3,645.34
$105.00
$3,750.34
$77,009.90
-$330.34

Mar-10
$82,111.16

$3,000.00
$420.00
$3,420.00
$85,531.16

$3,645.34
$105.00
$3,750.34

$81,780.82
-$330.34

Apr-08
$75,238.98

$3,000.00
$420.00
$3,420.00
$78,658.98

$3,645.34
$105.00

$3,750.34

$74,908.64
-$330.34

Apr-09
$77,009.90

$3,000.00
$420.00
$3,420.00
$80,429.90

$3,645.34
$105.00
$3,750.34
$76,679.56
-$330.34

Apr-10
$81,780.82

$3,000.00
$420.00
$3,420.00
$85,200.82

$3,645.34
$105.00
$3,750.34

$81,450.48
-$330.34

May-08
$74,908.64

$3,000.00
$420.00
$3,420.00
$78,328.64

$3,645.34
$105.00

$3,750.34

$74,578.30
-$330.34

May-09
$76,679.56

$3,000.00
$420.00
$3,420.00
$80,099.56

$3,645.34
$105.00
$3,750.34
$76,349.22
-$330.34

May-10
$81,450.48

$3,000.00
$420.00
$3,420.00
$84,870.48

$3,645.34
$105.00
$3,750.34

$81,120.14
-$330.34

Jun-08
$74,578.30

$420.00
$420.00
$74,998.30

$3,645.34
$105.00

$3,750.34

$71,247.96
-$3,330.34

Jun-09
$76,349.22

$3,000.00
$420.00
$3,420.00
$79,769.22

$3,645.34
$105.00
$3,750.34
$76,018.88
-$330.34

Jun-10
$81,120.14

$3,000.00
$420.00
$3,420.00
$84,540.14

$3,645.34
$105.00
$3,750.34

$80,789.80
-$330.34

Jul-08
$71,247.96

$420.00
$420.00
$71,667.96

$3,645.34
$105.00
$3,750.34
$67,917.62

-$3,330.34

Jul-09
$76,018.88

$420.00
$420.00
$76,438.88

$3,645.34
$105.00
$3,750.34
$72,688.54
-$3,330.34

Jul-10
$80,789.80

$420.00
$420.00
$81,209.80

$3,645.34
$105.00
$3,750.34

$77,459.46
-$3,330.34
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Aug-08
$67,917.62

$420.00
$420.00
$68,337.62

$3,645.34
$105.00
$3,750.34
$64,587.28

-$3,330.34

Aug-09
$72,688.54

$420.00
$420.00
$73,108.54

$3,645.34
$105.00
$3,750.34
$69,358.20
-$3,330.34

Aug-10
$77,459.46

$420.00
$420.00
$77,879.46

$3,645.34
$105.00
$3,750.34

$74,129.12
-$3,330.34

Sep-08
$64,587.28

$420.00
$420.00
$65,007.28

$3,645.34
$105.00
$3,750.34
$61,256.94

-$3,330.34

Sep-09
$69,358.20

$420.00
$420.00
$69,778.20

$3,645.34
$105.00
$3,750.34
$66,027.86
-$3,330.34

Sep-10
$74,129.12

$420.00
$420.00
$74,549.12

$3,645.34
$105.00
$3,750.34

$70,798.78
-$3,330.34

Oct-08
$61,256.94

$420.00
$420.00
$61,676.94

$3,645.34
$105.00
$3,750.34
$57,926.60

-$3,330.34

Oct-09
$66,027.86

$420.00
$420.00
$66,447.86

$3,645.34
$105.00
$3,750.34
$62,697.52

-$3,330.34

Oct-10
$70,798.78

$420.00
$420.00
$71,218.78

$3,645.34
$105.00
$3,750.34

$67,468.44
-$3,330.34

Nov-08
$57,926.60

$420.00
$420.00
$58,346.60

$3,645.34
$105.00
$3,750.34
$54,596.26

-$3,330.34

Nov-09
$62,697.52

$420.00
$420.00
$63,117.52

$3,645.34
$105.00
$3,750.34
$59,367.18

-$3,330.34

Nov-10
$67,468.44

$420.00
$420.00
$67,888.44

$3,645.34
$105.00
$3,750.34

$64,138.10
-$3,330.34

Dec-08
$54,596.26

$420.00
$420.00
$55,016.26

$3,645.34
$105.00
$3,750.34
$51,265.92

-$3,330.34

Dec-09
$59,367.18

$420.00
$420.00
$59,787.18

$3,645.34
$105.00
$3,750.34
$56,036.84
-$3,330.34

Dec-10
$64,138.10

$420.00
$420.00
$64,558.10

$3,645.34
$105.00
$3,750.34

$60,807.76
-$3,330.34

TOTAL

$29,000.00
$29,000.00
$5,000.00
$15,000.00
$22,680.00
$100,680.00

$43,744.08
$5,670.00
$0.00
$49,414.08

TOTAL

$0.00
$0.00
$5,000.00
$18,000.00
$34,020.00
$57,020.00

$43,744.08
$8,505.00
$0.00
$52,249.08

TOTAL

$0.00
$0.00
$5,000.00
$18,000.00
$34,020.00
$57,020.00

$43,744.08
$8,505.00
$0.00
$52,249.08
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