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[bookmark: toc_1_1]1.1  Business Overview
[image: ]Wrenfield Goldens is a small dog breeding kennel on the outskirts of Fort Collins, Colorado, founded by Claire and Daniel Ostrander. It breeds one breed, the Golden Retriever, from four breeding females whose hip, elbow, eye, heart and DNA clearances are public before any family pays a deposit.
Puppies are raised in the family home to eight weeks and placed through an application and deposit waitlist with families across the United States, most of them households with children and empty nesters replacing a dog. Alongside the puppies, the kennel sells a head start stay, starter kits and stud service to other breeders.


[bookmark: toc_1_2]1.2  Mission Statement
	To breed healthy, steady Golden Retrievers from fully screened parents, raise every litter in the home, and stay answerable to each family for the life of the dog.



[bookmark: toc_1_3]1.3  Market Opportunity
US dog and pet breeders took in about $4.0 billion in 2025 across 12,087 businesses, and no company holds more than 5% of that revenue. Demand sits underneath it: 71 million US households owned a dog in 2025, 53% of all households, and the Golden Retriever ranked third of 202 breeds by AKC registrations.
The trade is moving toward what Wrenfield is built on. Buyers expect transparency, genetic testing and a health guarantee, and a breeder that cannot show them loses families to shelters and to breeders who can. Fort Collins gives the kennel acreage for a whelping room and puppy yard, and sits a little over an hour from Denver International Airport, where families flying in to collect a puppy arrive.
[bookmark: toc_1_4]1.4  Unique Selling Points
Clearances first: every breeding dog's results are published before a family is asked for a deposit.
A certified veterinary technician runs the whelping room, from progesterone timing to the puppies' eight week vet check.
Puppies are raised in the house on a written socialization schedule, not in a kennel building.
A two-year written health guarantee and a lifetime promise to take back any Wrenfield dog.
An optional head start stay sends a puppy home already started on crate, house and leash manners.
[bookmark: toc_1_5]1.5  Financial Highlights
The model projects revenue of $98,560 in Year 1, $113,344 in Year 2 and $130,346 in Year 3 at a 64.0% gross margin. Year 1 closes with a net loss of $542 while the four females come into rotation; net income turns to $2,586 in Year 2 and $5,944 in Year 3.
Break-even revenue is $74,390, about 23 puppies a year. In the conservative case Year 3 closes with a loss of $1,417, and in the upside case net income reaches $17,407.
[bookmark: toc_1_6]1.6  Funding Requirement
Wrenfield needs $79,000 to open: the whelping room and puppy yard, kennel equipment, two breeding females and clearances on every breeding dog, licensing and legal work, the website and waitlist system, launch marketing and a working capital reserve. The founders put in $40,000 of their own savings and seek a $45,000 small business loan over six years at 10.5%. The loan is sized so the kennel's own cash covers its repayments from the first year, and no profits are distributed while it is repaid. No outside equity is taken, so the founders keep full ownership of the kennel.
The plan rests on screened parents, a trained hand in the whelping room and a waitlist that places puppies before they are born. It is aimed at families who will travel for a breeder they can verify, and the money buys the room, the dogs' clearances and the time to place the first litters.
[bookmark: toc_1_6_1]1.6.1  Income Statement (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Revenue
	$98,560.04
	$113,344.05
	$130,345.66
	$342,249.75

	Cost of Sales
	$35,481.61
	$40,803.86
	$46,924.44
	$123,209.91

	Gross Margin
	$63,078.43
	$72,540.19
	$83,421.22
	$219,039.84

	Operating Expense
	$47,609.61
	$53,671.05
	$60,641.72
	$161,922.38

	Total Expense
	$99,101.93
	$110,757.73
	$124,401.25
	$334,260.91

	Net Income
	($541.89)
	$2,586.32
	$5,944.41
	$7,988.84
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[bookmark: toc_2_1]2.1  Legal Structure
Wrenfield Goldens will be organized as a Colorado limited liability company owned by its two founders, electing to be taxed as a corporation. The company holds the kennel's licence, its contracts with buyers and stud owners, its insurance and its bank accounts, which keeps the breeding business apart from the household it shares a property with.
The company registers with the Colorado Secretary of State before applying for the state breeder licence, because a registered business has to give its Secretary of State ID on the application. The licence follows a qualifying education course and a pre-licence inspection of the whelping room, and no puppy is advertised until it is issued.
[bookmark: toc_2_2]2.2  Vision Statement
To be the Golden Retriever breeder families are sent to by their vet and their neighbors: a small kennel known for dogs that stay healthy, settle easily into family life, and come with a breeder who still answers the phone ten years later.
[bookmark: toc_2_3]2.3  Background & History
Wrenfield Goldens is a new business, and what follows is the founders' plan rather than a trading record. Claire Ostrander spent twelve years as a certified veterinary technician in small animal practice, the last five assisting with reproduction work: progesterone timing, ultrasound, whelping emergencies and cesarean recoveries. Daniel Ostrander will run the kennel's buyer relations, website and books.
The couple have kept Golden Retrievers for most of their marriage. Two of their own females, now past two years old, have completed hip, elbow, eye, heart and DNA clearances and become the first breeding dogs, joined by two young females bought from established screened lines. The idea came from the founders' view that a buyer who wants a Golden from health-tested parents has trouble finding a breeder whose claims can be checked.
[bookmark: toc_2_4]2.4  Future Goals
In the first 0 to 18 months the goal is to open on a firm footing: the company registered and the state licence issued, the whelping room built and inspected, the first litters whelped and every puppy placed with an approved family. Year 1 is planned to close with a net loss of $542, which is the cost of bringing four females into rotation.
Over 1 to 3 years, which the financial projection covers, the kennel settles into a rotation of five litters a year and grows revenue from $98,560 in Year 1 to $130,346 in Year 3. That growth comes from a waitlist that fills ahead of each breeding, more families choosing the head start stay, stud bookings from other breeders and a price review in the third year. The founders also aim to join a Golden Retriever Club of America member club and qualify for its puppy referral listing.
Over 3 to 5 years the founders will decide whether to add a fifth breeding female. Above four, any puppy sold without the buyer seeing it in person brings federal licensing, so the decision is as much about how puppies are handed over as about demand. They also plan to keep a puppy back from the strongest litters to continue the line.
[bookmark: toc_2_4_1]2.4.1  Business Owners
	Claire Ostrander
	Daniel Ostrander



Total ownership: 100%
	 (
55%
)55%

	Claire Ostrander
5,500 Shares

	 (
45%
)45%

	Daniel Ostrander
4,500 Shares



[bookmark: toc_2_4_2]2.4.2  SMART Goal
	[image: ]
Specific
Claire and Daniel Ostrander open a licensed Golden Retriever kennel outside Fort Collins.
Place at least 23 puppies in Year 1, the break-even count, with approved families.
Reach a steady rotation of five litters a year from four screened breeding females.
	[image: ]
Measurable
Puppies placed and revenue tracked monthly against the Year 1 projection of $98,560.
Approved applications held ahead of each planned litter.
Health guarantee claims and clearance results on every breeding dog.
	[image: ]
Achievable
Claire's twelve years as a veterinary technician cover breeding, whelping and neonatal care.
Two of the four breeding females already hold full clearances.
The property, the acreage and the outbuilding are already in the founders' hands.

	[image: ]
Relevant
Buyers increasingly choose breeders who can prove health testing.
Break-even in Year 1 lets the kennel's own cash service the loan.
	[image: ]
Time-Based
Licence and inspection completed before the first breeding.
First litter placed within six months of opening.
A full rotation of all four females within 8 months.
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[bookmark: toc_3_1]3.1  Overview
Dog breeding in the United States is a large trade made of small businesses. US dog and pet breeders took in about $4.0 billion in 2025, after revenue fell at an annualized 0.5% over five years. The industry counts 12,087 businesses, down 2.0% a year since 2020, and no company holds more than 5% of revenue. Employment of about 19,148 people across all of them describes a trade of family operations rather than companies.
The households buying are not shrinking. 71 million US households owned a dog in 2025, 53% of all households and 4% more than a year earlier, and veterinary care is now the largest share of what those owners spend on their dogs, at 29%. US pet industry spending reached $158 billion in 2025. A family that expects to spend that much on a dog's care has a reason to care how healthy its parents were.
[bookmark: toc_3_2]3.2  Market Segmentation
The market splits by who sells and how they sell, and the buyer chooses between them as much as between puppies:
Commercial kennels: large operations selling through brokers, online marketplaces and, where still legal, pet stores, at volume and with limited contact between buyer and breeder.
Online listing and backyard sellers: occasional litters advertised on classified and social sites, often without health testing, at the lowest prices.
Hobby and show breeders: a few litters a year from titled and screened parents, long waitlists and strict buyer screening.
Small screened kennels: Wrenfield's segment, breeding to breed club health standards at a steady rotation, with the buyer screening of a hobby breeder and enough litters to place a puppy within a year.
Shelters and breed rescues: the alternative to buying at all, adopting adult dogs and the occasional purebred.
[bookmark: toc_3_3]3.3  Market Trends
Transparency is becoming the price of entry: ethical practice, genetic testing and health guarantees are the trade's main trends, and breeders use them to build buyer confidence.
Adoption is gaining ground: about 2.8 million dogs entered US shelters and rescues in 2025 and about 2 million were adopted, with the dog adoption rate rising from 55% to 57%.
The Golden Retriever holds its place: it ranked third of 202 breeds by AKC registrations in 2025, unchanged from 2024, and was the most registered breed in Seattle, Raleigh, Austin and San Francisco.
The industry total is flat to falling, so a new breeder grows by winning families from less careful sellers rather than from a rising market.
[bookmark: toc_3_4]3.4  Market Size
The total addressable market is $4,000,000,000, the revenue US dog and pet breeders took in during 2025.
No published source sizes the segment Wrenfield sells into, households buying a registered Golden Retriever from a breeder who health-tests the parents. The serviceable addressable market of $600,000,000 is therefore an assumption, set at 15% of the total, and should be read as an estimate rather than a finding.
The serviceable obtainable market is $331,000, the average revenue of one US breeder business in 2025. That average includes larger commercial operations, and Wrenfield's Year 1 projection of $98,560 sits well under it, which is what a four-female family kennel should expect.
Read together, the three tiers say the opportunity is not the size of the market but the share of careful buyers a small kennel can win. Break-even revenue of $74,390 is about 23 puppies a year, a tiny fraction of the serviceable market. The constraint is supply rather than demand, because a screened female produces about one litter a year and a breeder cannot add females quickly without losing the care that justifies the price. That is why the plan grows through the head start stay, starter kits and stud service rather than through more breeding dogs.
For a breeder, the direction of the national figures matters more than their size. Industry revenue is flat while the number of dog-owning households grows, which suggests more families are finding dogs somewhere other than the breeders counted in the total: rescues, crossbreed sellers and online listings. A breeder that can prove what it sells has room to win some of those families back.
	[image: ]
		●
	Total Available Market (TAM)
US dog and pet breeders took in about $4.0 billion in 2025 (IBISWorld industry 4643), after revenue fell at an annualized 0.5% over five years, including an estimated 1.2% drop in 2025.
	4.0B

	●
	Served Available Market (SAM)
Estimated at 15 percent of the total market. No published serviceable market figure was found for this business, so this is an assumption.
	600.0M

	●
	Target Market (TM)
One US dog and pet breeder business took in about $331,000 in 2025 on average ($4.0 billion across 12,087 businesses); a national average that includes larger commercial operations, so a four-female family kennel sits well under it.
	331.0k






[bookmark: toc_3_4_1]3.4.1  PESTEL Analysis
	[image: ]
Political
Colorado licenses breeders that transfer more than 24 dogs or breed more than two litters a year.
Federal licensing applies above four breeding females when a puppy is sold sight unseen.
Eight states and many cities, Fort Collins among them, ban the retail sale of dogs in pet stores.
	[image: ]
Economic
A $3,200 puppy is a discretionary purchase that families delay when budgets tighten.
Veterinary prices rising faster than general inflation push up the cost of every litter.
A variable-rate small business loan makes interest cost move with the prime rate.
	[image: ]
Social
53% of US households owned a dog in 2025, and the Golden Retriever ranked third by registrations.
Buyers increasingly ask for proof of health testing and ethical breeding before they commit.
Rising shelter adoption reflects a public preference for rescue among some families.

	[image: ]
Technological
Public health databases let any buyer verify a parent's hip, elbow, eye and heart results.
DNA panels screen breeding dogs for known inherited diseases before a breeding is planned.
Progesterone testing and ultrasound make breeding timing and pregnancy confirmation more reliable.
	[image: ]
Environmental
Front Range winters require a heated, insulated whelping room for newborn puppies.
Summer heat limits outdoor exercise and puppy yard time to the cooler hours.
Waste from adult dogs and litters needs regular removal and disposal on a rural parcel.
	[image: ]
Legal
The state breeder licence requires a pre-licence inspection and annual renewal before 1 March.
Puppy contracts and the health guarantee must be written to stand up under consumer protection law.
Selling every puppy in person keeps a four-female kennel outside federal licensing.
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[bookmark: toc_4_1]4.1  Target Market
Wrenfield sells to households across the United States that want a Golden Retriever from health-tested parents and are willing to wait for one and travel to collect it. That is a small slice of a very large base: 71 million US households owned a dog in 2025, and the Golden Retriever ranked third of 202 breeds by AKC registrations.
The buyers who fit share three habits. They research before they buy, they ask for proof rather than reassurance, and they plan around a litter months ahead. Most come from the Mountain West and the cities where the breed is strongest; the Golden Retriever was the most registered breed in Seattle, Raleigh, Austin and San Francisco in 2025, and families from all four are a flight away from Denver.
What these buyers share matters more than where they live. They will pay more for a puppy whose parents are screened, wait months for a planned litter and accept being screened themselves; a buyer who wants a puppy this weekend is not Wrenfield's customer. Most first hear of the kennel from someone they trust, so the market grows through the families already placed. The Front Range is the nearest pool: families from Fort Collins, Denver and Cheyenne can drive in for a litter visit, while buyers from further away fly into Denver and collect in person.
[bookmark: toc_4_2]4.2  Customer Segments
Families with school-age children: the largest group, buying a first or second family dog, usually with the starter kit, and choosing a puppy by temperament for a busy house.
Empty nesters replacing a Golden: experienced owners who know the breed's health problems firsthand, read every clearance and often choose the head start stay to skip the hardest weeks of puppyhood.
First-time dog owners: careful researchers who need the most support before and after handover and are the likeliest to take the head start stay.
Therapy dog prospects: buyers and volunteer handlers looking for a calm, confident puppy picked on temperament testing.
Other breeders: Golden Retriever breeders booking stud service from the kennel's own cleared male.
The segments decide on different things. Families with children decide on temperament and timing, often around a school holiday; empty nesters decide on health and the breeder's record; first-time owners decide on support. Other breeders buy on pedigree and clearances alone. The persona stands for the largest group, a family with young children, because that household shapes how the waitlist, the litter visit and the handover are run.
[bookmark: toc_4_3]4.3  Customer Persona
	[image: ]
Jenna Morales
Demographics
Age: 36
Household: Married, two children
Location: Minneapolis, MN
Income: 145,000 dollars a year
Professional Role
Education: Master's degree in Nursing
Job: Nurse Practitioner at a regional hospital
	“We have waited two years for the right breeder. I want to see the parents' hips and hearts on paper before I send anyone a deposit.”
	[image: ]
	Identifiers / Personality Traits
Grew up with Golden Retrievers and lost the family's last one to cancer at nine
Reads clearance records and asks vets for breeder recommendations
Plans purchases months ahead and will fly in to collect a puppy


	[image: ]
	Goals
A healthy puppy from parents with public hip, elbow, eye and heart results
A calm temperament that suits two children and a busy household
A breeder to call with questions long after the puppy comes home


	[image: ]
	Challenges
Show breeders near home have waitlists of more than a year
Cannot tell which online breeders are real or screened
Both parents work, so the first weeks of house training are hard to cover






[bookmark: toc_4_4]4.4  Customer Purchase Journey
A Golden from a screened breeder is a purchase families make once a decade, so the journey is long and front-loaded with checking. It runs in the same order for almost every buyer:
Discovery: a vet's recommendation, a friend's Wrenfield dog, a breed club referral or a search for breeders who health-test.
Verification: the buyer looks up each parent's clearances in the public health database before making contact.
Application and interview: a written application, then a phone or video conversation about the household, the yard, work hours and past dogs.
Deposit and waitlist: an approved family pays a deposit that holds its place for a planned litter.
Updates and a visit: breeding, ultrasound and birth announcements, weekly photographs and video, and an invitation to meet the litter at five or six weeks.
Matching and handover: puppies are matched to families after a temperament evaluation at seven weeks, and each goes home in person from eight weeks with its records and contract.
After the sale: a call at one week, birthday check-ins and support for the life of the dog, which is where the next family's referral comes from.
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[bookmark: toc_5_1]5.1  Competitors
Wrenfield competes in a fragmented trade: 12,087 breeder businesses, none with more than 5% of revenue. No single rival sets the price, and a buyer compares a handful of sellers at a time, usually found through search, a breed club or word of mouth.
Commercial kennels: sell puppies year round through brokers and online marketplaces, often shipped to buyers who never see the parents. Available quickly, with health testing that varies and little contact after the sale.
Online listing and backyard sellers: occasional litters, frequently untested, priced below screened breeders and the easiest channel for a scam to imitate.
Hobby and show breeders: the most careful competitors, breeding from titled and fully screened parents, with waitlists that can run longer than a year and limited availability for pet homes.
Golden crossbreed breeders: doodles and other Golden crosses marketed to families who want a lower shedding or larger dog.
Shelters and breed rescues: about 2 million dogs were adopted in 2025, and a rescue is a real alternative for a family that does not need a puppy.
[bookmark: toc_5_2]5.2  Comparison
The comparison below sets Wrenfield against those groups on what a careful buyer actually checks. Commercial kennels win on availability and lose on verification; show breeders match Wrenfield on screening and lose on how long a pet home waits. Wrenfield's position is to carry the show breeder's health standard at a steadier rotation, so a family that applies is matched to a litter within a year.
	Feature
	Wrenfield Goldens
	Commercial kennels
	Online listing sellers
	Show breeders

	Full breed club health clearances on both parents
	✓
	✗
	✗
	✓

	Raised in the home on a socialization schedule
	✓
	✗
	✓
	✓

	Buyer meets the puppy before paying in full
	✓
	✗
	✗
	✓

	Written two-year health guarantee
	✓
	✓
	✗
	✓

	Lifetime take-back of any dog it bred
	✓
	✗
	✗
	✓

	Pet homes placed within a year
	✓
	✓
	✓
	✗



[bookmark: toc_5_3]5.3  Competitive Edge
The edge is in what can be verified before money changes hands. Every claim a Wrenfield buyer reads can be checked against a public record, every puppy is seen in person before it goes home, and the person who whelps the litter is trained to manage a difficult birth.
Price follows from that. At $3,200 a puppy, Wrenfield is priced above online sellers and commercial kennels and below the top show kennels, which is where a buyer who has done the checking expects a screened breeder to sit. The head start stay gives families a second reason to choose Wrenfield over a breeder with an earlier litter.
Where Wrenfield is weaker is history. Show breeders carry years of titled dogs and placed puppies, and Wrenfield opens with none, so it competes on what it can show from the first litter: published clearances, the whelping room, the contract and the people. The in-person handover is part of the edge too, because a family that has visited, met the dam and paid by a traceable method cannot be caught by a fake listing.
The founders also keep the kennel deliberately small. Four breeding females is the size at which one experienced person can attend every whelping and know every puppy, and it keeps the kennel outside federal licensing while every puppy is handed over in person. Growing past that point would trade away the care that makes the price credible.
Against shelters and rescues Wrenfield does not compete on price and does not try to. A family that wants an adult dog is well served by a rescue; a family that wants a puppy with a known pedigree, screened parents and an accountable breeder is the one Wrenfield is built for. The lifetime take-back means no Wrenfield dog ever adds to the shelter intake the rescues are working to reduce.
		[image: ]
	A Trained Hand at Every Whelping
A certified veterinary technician times each breeding and attends each birth, so a difficult delivery is caught early rather than discovered.



		[image: ]
	Proof Before Payment
Every parent's clearances are public before a deposit is asked for, which no online scam can imitate.




		[image: ]
	A Year, Not Two
Five litters a year from four screened females place a pet home within a year, where many show breeders cannot.



		[image: ]
	Puppies That Arrive Started
The head start stay sends a puppy home already on a crate, house and leash routine, which few small breeders offer.






[bookmark: toc_5_4]5.4  SWOT Analysis
	Strengths
A certified veterinary technician runs every breeding and whelping, cutting the risk of losses at birth.
Every breeding dog's clearances are public, which answers the question careful buyers ask first.
Running from the founders' property means no rent, so break-even sits at about 23 puppies.
Home-raised litters on a written socialization schedule give families a steadier, easier first year.
	Weaknesses
A new kennel has no placed puppies, reviews or referrals when the first litter is announced.
Four breeding females make revenue depend on each litter arriving on schedule and at full size.
Two founders carry the whole operation, with little cover during a litter's first weeks.
Net income stays thin in the first three years, leaving little margin for a bad litter.

	Opportunities
The Golden Retriever ranked third by AKC registrations in 2025, keeping demand for the breed steady.
Buyers increasingly expect genetic testing and health guarantees, which favors screened breeders over listing sellers.
Head start stays and stud service can raise revenue per litter without adding a breeding female.
Breed club referral listings can bring families who are already looking for a screened breeder.
	Threats
Shelter adoption is rising, drawing some families away from buying a puppy at all.
Online puppy scams make buyers wary of paying any breeder a deposit before meeting them.
Veterinary costs rising faster than general prices squeeze the margin on every litter.
Tighter state or federal rules on breeders could add licensing cost and inspection.



	[image: ]  Strategic Summary
Wrenfield should sell what it can prove: public clearances, a trained whelping hand and a puppy placed within a year. Growth should come from add-ons and referrals, not more females, until the rotation is reliable.
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[bookmark: toc_6_1]6.1  Our Offering
[image: ]Wrenfield sells one thing at its center: a registered Golden Retriever puppy from fully screened parents, raised in the house and placed with a family the kennel has screened in turn. Around it sit three smaller lines sold to the same buyers and to other breeders: a head start stay, a starter kit and stud service. Puppies carry 90% of revenue; the add-ons are planned at 10% on top.


[bookmark: toc_6_2]6.2  Signature Items
The signature item is the litter itself: about five a year, each announced with both parents' results before a deposit is taken and followed week by week by the families waiting for it. Each puppy leaves with its records, its socialization log, a week of the food it was raised on and a blanket carrying the litter's scent.
[bookmark: toc_6_3]6.3  Additional Services
Head start stay: two or four extra weeks of crate, house and leash manners at the kennel, from $900 to $1,600.
Starter kit: a crate, bed, collar, leash, chews and toys chosen for the breed, packed ready for the trip home.
Stud service: breedings to the kennel's own cleared male for screened outside females, at about the price of one puppy.
[bookmark: toc_6_4]6.4  What Sets Us Apart
A Wrenfield puppy is never a final sale. The contract obliges the family to return the dog to the kennel rather than sell or surrender it, at any age, and the kennel rehomes it. Families keep a direct line to the person who whelped their puppy for the life of the dog, which is why a returning family applies again.
[bookmark: toc_6_5]6.5  Breeding Program & Health Testing
Every breeding dog meets the breed club's health recommendations, published in the public health database:
Hips evaluated by the Orthopedic Foundation for Animals or PennHIP, and elbows by the Orthopedic Foundation for Animals, at 24 months or older.
Eyes examined by a board-certified veterinary ophthalmologist within 12 months before each breeding, and every year after.
Heart examined by a board-certified veterinary cardiologist at 12 months or older.
DNA tests for neuronal ceroid lipofuscinosis (NCL), two forms of progressive retinal atrophy and ichthyosis, so no puppy can inherit two copies of a known disease gene.
A female is first bred after her clearances are complete, usually at two to two and a half years, has no more than four litters and retires by six or seven. Most litters are sired by outside males with complete public clearances, chosen for temperament and genetic diversity. Each breeding is timed by progesterone testing, confirmed by ultrasound and counted by x-ray before the due date.
[bookmark: toc_6_5_1]6.5.1  Golden Retriever Puppy
A registered Golden Retriever puppy from parents with hip, elbow, eye, heart and DNA clearances, raised in the house to eight weeks on a written socialization schedule. Each puppy is matched to its family after a temperament evaluation and handed over in person.
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	$3,200 per puppy
The price covers the puppy, its veterinary exam, first vaccinations, deworming and microchip, an AKC limited registration and the two-year written health guarantee. A family pays a $500 deposit to hold its place on the waitlist, credited against the price, and the balance before pick-up. Every puppy in a litter carries the same price, whatever its coat shade or sex, because each is placed on temperament rather than looks. A starter kit or a head start stay can be added at reservation, and a lifetime take-back promise comes with every puppy.



	Specifications

	Both parents carry hip, elbow, eye and heart clearances and DNA results published in the public health database.
Goes home at eight weeks or older, never before 56 days.
Leaves with a vet exam, first vaccinations, deworming and a registered microchip.
Covered by a two-year written health guarantee against hereditary hip, elbow, eye and heart disease.



[bookmark: toc_6_5_2]6.5.2  Head Start Stay
Two or four extra weeks at the kennel after a puppy turns eight weeks old, spent on crate training, house training, early leash manners and short car rides. The puppy goes home with a routine already started.
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	$900 to $1,600 per puppy
The two-week stay is $900 and the four-week stay $1,600, paid with the puppy's balance before the stay begins. The price covers daily training sessions, food, supervision overnight and, on the four-week stay, the puppy's next round of vaccinations at the vet. Families receive a short video of their puppy each week and a handover session covering the routine it has learned. It suits first-time owners, families where both adults work and buyers flying in who want an older, steadier puppy for the trip home.



	Specifications

	Available in two-week and four-week stays, starting at eight weeks old.
Daily crate, house and leash sessions using positive reinforcement only.
The four-week stay includes the next round of vaccinations.



[bookmark: toc_6_5_3]6.5.3  Features
		[image: ]
	Public Health Clearances
Every parent's hip, elbow, eye, heart and DNA results are public before any deposit.
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	Raised in the House
Litters are whelped beside the family home and handled every day from birth.
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	Two-Year Health Guarantee
A written guarantee against hereditary hip, elbow, eye and heart disease.
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	Lifetime Take-Back
Any Wrenfield dog can come back to the kennel at any age to be rehomed.






[bookmark: toc_6_5_4]6.5.4  Pricing
	Companion Puppy
$3,200
per puppy
Vet check and first shots
Microchip and registration
Two-year health guarantee
Lifetime take-back
	
	 Most Popular 
Puppy & Starter Kit
$3,450
per puppy
All of Companion Puppy
Crate, bed, leash and collar
Chews, toys and food
	
	Puppy & Head Start
$4,800
per puppy
All of Companion Puppy
Four weeks of training
Next vaccinations included
Weekly video updates
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[bookmark: toc_7]Marketing & Sales Strategies
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[bookmark: toc_7_1]7.1  Market Positioning
[image: ]Wrenfield is the screened breeder a family can verify and still get a puppy from within a year: show breeder health standards, a home-raised litter, and a price of $3,200 that sits between online sellers and the top show kennels.


[bookmark: toc_7_2]7.2  Marketing Objectives
Hold more approved applications than puppies for every planned litter before the breeding takes place.
Place at least 23 puppies in Year 1, the break-even count, and reach a steady rotation of five litters a year from Year 2.
Draw at least half of new families from vet and owner referrals by the end of Year 2.
Keep the marketing budget at 5% of revenue, spent mostly on the website and on recording every litter.
	Website and Waitlist System
$144
per month
Hosting, the application and deposit system and the clearance pages for each dog.
	
	Litter Photography and Video
$103
per month
Recording every litter for waitlisted families and social media.

	
	
	

	Breed Club and Breeder Listings
$82
per month
Memberships and listings that reach buyers already looking for a screened breeder.
	
	Social Media Promotion
$82
per month
Boosting litter announcements to buyers interested in the breed.



Total marketing budget: $4,928 a year, $411 a month.
[bookmark: toc_7_3]7.3  Online Marketing
The website is the shop window and the proof: each breeding dog has its own page linking to its public clearance records, every planned litter is announced with the sire and dam's results, and the application form sits beside them. Weekly photographs and video of each litter go to waitlisted families first and then to Instagram and Facebook, where a litter growing up is the most persuasive thing the kennel publishes. Breed club listings and the AKC's breeder marketplace bring buyers already searching for a health-tested breeder, and search pages answer the questions those buyers type, such as what clearances to ask for.
[bookmark: toc_7_4]7.4  Public Relations and Branding
The brand is calm and evidential: the dogs' real names, real results and real photographs, never stock images or pressure to book. Families are welcome to visit by appointment, and the kennel's local reputation is built with Fort Collins vets, trainers and the Golden Retriever community through breed club events. Stories of Wrenfield dogs working as therapy dogs or settling into their homes are shared with the families' permission.
[bookmark: toc_7_5]7.5  Partnership & Collaboration Strategy
Veterinary practices: a reproductive vet for timing and emergencies, and general practices near buyers who ask where to find a screened breeder.
Other screened breeders: stud arrangements, co-ownership of promising females and referrals of families when a litter is full.
Trainers: a positive reinforcement trainer who reviews the head start program and takes referrals for puppy classes.
Therapy dog organizations: guidance on which temperaments suit therapy work and a route for prospects to be evaluated.
[bookmark: toc_7_6]7.6  Customer Loyalty & Retention
A family buys from a breeder once a decade, so loyalty shows up as referrals and as the second dog. Wrenfield keeps in touch with a call at one week, a check-in on each birthday and a summer gathering for families within driving distance. Returning families go to the front of the waitlist, and a family whose referral places a puppy receives a starter kit for its own dog's next stage. The lifetime take-back means no Wrenfield dog ends up in a shelter, which is the promise most often repeated when families recommend the kennel.
[bookmark: toc_7_7]7.7  Sales Channels
Almost every sale arrives through the waitlist, by one of the routes below, ranked by what each is worth to the kennel:
		[image: ]
	Website Application and Waitlist
Carries most placements, and depends on the clearance pages and litter updates that persuade a researching buyer to apply.



		[image: ]
	Vet and Owner Referrals
Grows with every litter placed, and depends on puppies that stay healthy and families that are looked after once the puppy is home.
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	Breed Club and Breeder Listings
Brings buyers already looking for a health-tested breeder, and depends on keeping every clearance current.



		[image: ]
	Add-Ons at Reservation
Head start stays and starter kits sold with the puppy, worth about a tenth of revenue together with stud service.
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	Stud Service Bookings
A small stream from other screened breeders, which depends on the kennel's male keeping full clearances.



	



[bookmark: toc_7_8]7.8  Waitlist, Deposits & Buyer Screening
Every puppy is sold through one process, and it is deliberately slower than buying a puppy online:
Application: a written form covering the household, the home and yard, work hours, past dogs and what the family wants from a Golden.
Interview: a phone or video call with Daniel, and with Claire for first-time owners, before any money is taken.
Deposit: an approved family pays a $500 deposit that holds its place for a planned litter, credited against the price and refundable if the litter does not produce a match.
Matching: families choose in deposit order within the puppies the kennel matches to them after the seven-week temperament evaluation.
Handover: the balance is paid before pick-up, and every puppy is handed over in person at the kennel or by a family member, with the contract signed on the day.
The kennel turns families away when the fit is wrong: no puppies are sold to resellers, as gifts to someone not in the interview, or to homes that will keep a dog outdoors. Handing every puppy over in person keeps the sale face to face, which is also how a breeder keeping four breeding females stays outside federal licensing.
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[bookmark: toc_8_1]8.1  Daily Operations
The kennel runs on a fixed daily routine that changes with the litter calendar. Mornings start with cleaning and disinfecting the whelping room and puppy pens, feeding the adult dogs and any litter on the ground, and exercising the adults in the fenced runs. When a litter is under three weeks old, puppies are weighed twice a day and the dam is checked every few hours, including overnight in the first week.
Afternoons are for socialization sessions, vet visits and buyer calls, and evenings for updates to waitlisted families, records and the next day's preparation. Every feed, weight, vaccination and medication is logged per dog, which is what the state inspection and the health guarantee both rely on.
[bookmark: toc_8_2]8.2  Staffing & Training
Claire runs the kennel full time and handles all whelping. Daniel covers buyer relations, the website and the books in the evenings and at weekends. A part-time kennel and puppy care assistant joins before the first litter at about 20 hours a week, paid near the Fort Collins animal caretaker mean of $19.03 an hour, with cleaning, feeding, exercise and supervised socialization as the core of the role.
Everyone completes the state's qualifying education course for licensed facilities, pet first aid and the kennel's own disinfection and visitor protocol. The assistant is trained on neonatal handling by Claire before working with a litter alone.
[bookmark: toc_8_3]8.3  Inventory & Equipment Management
The kennel keeps about two weeks of food, whelping supplies, cleaning products and vaccines on hand. Vaccines and medications are held in a dedicated refrigerator with a temperature log, and supplies are reordered against the litter calendar so that each whelping starts fully stocked.
Whelping room: two whelping boxes with rails, heat mats, a scale and an oxygen concentrator for newborns.
Puppy room and yard: washable pens, crates, enrichment equipment and surfaces for socialization.
Laundry: a dedicated washer and dryer for bedding, run daily during a litter.
[bookmark: toc_8_4]8.4  Location and Facilities
Wrenfield operates from the founders' home on acreage in unincorporated Larimer County outside Fort Collins. An insulated outbuilding beside the house is converted into a heated whelping room with washable floors and walls and a separate puppy room, opening onto a gated puppy yard and fenced exercise runs. The adult dogs live in the house.
The location gives the dogs space and quiet, keeps the puppies within earshot of the house at night, and puts the kennel a little over an hour from Denver International Airport for families who fly in. Outdoor animal areas on rural parcels go through the county's land use review, which is completed before the build-out starts.
[bookmark: toc_8_5]8.5  Milestones & Timeline
The months before the first litter are spent on licensing, the build-out and the first breeding, and the timeline below runs from there to a full rotation:
	Jan 2027
Setup
	[image: ]
	
	Licence and Whelping Room
Company registered and state breeder licence issued.
The whelping room and puppy yard are finished and pass the state's pre-licence inspection.

	
	
	
	

	Feb 2027
Setup
	[image: ]
	
	First Breeding
First female bred to an outside cleared male.
The breeding is timed by progesterone testing and the waitlist opens with the litter announcement.

	
	
	
	

	Apr 2027
Launch
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	First Litter Born
First litter whelped in the new room.
Waitlisted families receive weekly photographs and video and visit at five to six weeks.

	
	
	
	

	Jun 2027
Launch
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	First Puppies Go Home
First placements and head start stays.
Puppies are matched after temperament evaluation and handed over in person from eight weeks.

	
	
	
	

	Oct 2027
Growth
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	Full Rotation
All four females bred once.
Litters arrive on a steady rotation and the waitlist fills ahead of each breeding.

	
	
	
	

	Mar 2028
Growth
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	Breed Club Referral Listing
Kennel joins a breed club member club.
With a year of placements, the kennel applies for the breed club's puppy referral listing.



[bookmark: toc_8_6]8.6  Whelping & Puppy Socialization
A Golden Retriever pregnancy runs about 63 days from ovulation. The dam moves into the whelping room a week before her due date, and an x-ray in the final week tells the kennel how many puppies to expect, so a stalled delivery is spotted rather than guessed. Claire attends every whelping, with the reproductive vet on call for a cesarean section.
Weeks 0 to 2: puppies weighed twice a day, each identified with a colored collar, and handled briefly every day from day 3 to day 16.
Weeks 3 to 4: eyes and ears open, puppies move to the puppy room, start on soft food and meet new sounds and surfaces.
Weeks 5 to 6: first visitors and children under supervision, short crate sessions, car rides and the puppy yard.
Week 7: a structured temperament evaluation, used with each family's interview to match puppies to homes.
Week 8: vet examination, vaccinations, microchip and handover, never before 56 days.
Litters are planned so that no more than one is under three weeks old at a time, which keeps overnight checks manageable for two people. Health care follows a written protocol agreed with the kennel's vet: puppies are dewormed every two weeks from two weeks old, the adults' vaccinations and parasite prevention are kept current, and each litter has its own bedding, bowls and towels, washed daily. Visitors remove their shoes, wash their hands and stay away if they have been to a shelter or dog park that day, which protects puppies before their first vaccinations.
Every event is recorded: weights, feeds, deworming, vaccinations, vet visits and each puppy's socialization sessions. The records travel with the puppy, support the health guarantee if a claim is ever made, and are what the state inspector asks to see. Breeding dogs have their eyes examined every year and retire by six or seven, when they are spayed or neutered and placed in pet homes chosen from families the kennel already knows.
Each litter is reviewed once its puppies are home. The kennel compares birth weights, growth, temperament evaluations and any health questions families raise in the first months against the pairing that produced them, and the mentor breeder and the theriogenologist see the summary before either parent is bred again. That review decides whether a pairing is repeated and which puppy, if any, is kept back, and it lets a family asking for a calmer or a more active puppy be matched against what a pairing has actually produced.
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[bookmark: toc_9_1]9.1  Key Members
Accountability is split by what can go wrong. Everything that happens to a dog, from the choice of stud to a puppy's eight-week vet check, sits with the kennel side and is measured by outcomes: puppies weaned per litter, clearance results on the breeding dogs and the number of health guarantee claims. Everything a buyer touches sits with the business side and is measured by approved applications ahead of each litter, the time from deposit to placement, and cash against the plan.
Neither founder signs off on the other's area alone. A breeding decision and a buyer's approval each need both of them, which is how a two-person business keeps a second opinion on the decisions that matter most.
	[image: ]
	Claire Ostrander
Co-Founder & Kennel Director · claire@wrenfieldgoldens.example
Certified veterinary technician with twelve years in small animal practice, five of them assisting with breeding, whelping and neonatal care.
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	Daniel Ostrander
Co-Founder, Business & Buyer Relations · daniel@wrenfieldgoldens.example
Has run two small side businesses and the household's finances, and manages the waitlist, contracts, website and books.
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	Maya Lindqvist
Kennel & Puppy Care Assistant · maya@wrenfieldgoldens.example
Former shelter animal care attendant with experience in cleaning protocols, feeding plans and calm handling of young dogs.



[bookmark: toc_9_2]9.2  Organization Chart
The kennel and puppy care assistant reports to the kennel director and works to a written daily schedule. During a litter's first two weeks the two founders share overnight checks, and a trained relief helper covers weekends and the founders' time away.
[image: ]
[bookmark: toc_9_3]9.3  Advisory Board Members
A board-certified veterinary theriogenologist, retained for breeding timing, high-risk pregnancies and emergency cesarean sections.
A mentor breeder with decades in the breed and a breed club membership, consulted on pedigrees, stud choices and which puppies to keep back.
A small business accountant who prepares the company's taxes and reviews the books each quarter.
The advisors are paid for their time rather than given a stake. The theriogenologist reviews each female's progesterone results before a breeding and is on call for every whelping; the mentor breeder reviews proposed pairings before a stud is booked; the accountant prepares the quarterly figures the founders measure against this plan. None of them makes decisions for the business, and the founders keep the final say on every breeding and every placement.
The structure is sized to four breeding females and is not expected to change within the projection. If the waitlist outgrows the rotation, the first addition is a second trained relief helper rather than another manager, so that no litter's first weeks rest on one person.
[bookmark: toc_9_3_1]9.3.1  Hiring Plan
	2
Filled
	
	1
Hiring This Year
	
	2
Open



	Group By Department
	Position Filled
	Time of Hire
	Time of Start
	Filled

	Breeding & Whelping
	1 of 1
	0 days
	0 days
	100%

	Kennel & Puppy Care
	0 of 2
	45 days
	60 days
	0%

	Business & Buyer Relations
	1 of 1
	0 days
	0 days
	100%
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[bookmark: toc_10_1]10.1  Key Assumptions
Revenue follows one formula: Litters per Year × Puppies per Litter × Average Puppy Price × (1 + Add-On Revenue %). Each input is set conservatively for a new kennel:
Litters per year: 5.0, from four breeding females bred about once a year, staying at four to remain under the federal licensing line.
Puppies per litter: 7.0 sold, allowing for a puppy kept back, a puppy lost or a small litter.
Average puppy price: $3,200, for a registered puppy from fully screened parents with a written health guarantee.
Add-on revenue: 10.0% on top, from head start stays, starter kits and stud service.
Gross margin: 64.0%, after stud fees, reproductive vet work, the puppies' care and supplies, about $8,900 a litter.
Payroll at 30.0% and marketing at 5.0% of revenue; no rent, because the kennel runs from the founders' property.
A ramp that starts at 40.0% and reaches a full rotation in 8 months, and growth of 15.0% a year after that.
On those inputs revenue rises from $98,560 in Year 1 to $113,344 in Year 2 and $130,346 in Year 3. Net income moves from a loss of $542 to $2,586 and then $5,944. Break-even revenue is $74,390, about 23 puppies. The conservative case ends Year 3 with a loss of $1,417 and the upside case with net income of $17,407, so the plan depends most on keeping litters on schedule.
[bookmark: toc_10_2]10.2  Capital Requirements and Use of Funds
The total startup cost is $79,000. It is funded by $40,000 from the founders' own savings and a $45,000 small business loan at 10.5% over 6.0 years, secured on the equipment and the founders' guarantee. No outside equity is raised, and no profits are distributed in the first three years, so cash stays in the business to fund the next breeding female's clearances.
The largest uses are the whelping room and puppy yard build-out, the two young breeding females with clearances on every breeding dog, and the kennel equipment, followed by the working capital reserve that carries the kennel through the first litter's nine weeks of gestation and eight weeks of rearing.
[bookmark: toc_10_2_1]10.2.1  Use of Funds
	[image: ]
	●  Breeding Stock & Health Clearances	17.7%
●  Whelping Room & Puppy Yard Build-Out	35.4%
●  Whelping & Kennel Equipment	10.8%
●  Licenses, Insurance & Legal	4.4%
●  Website, Photography & Waitlist Software	7.6%
●  Launch Marketing	5.1%
●  Working Capital Reserve	19.0%



	Use Of Funds
	Amount

	Breeding Stock & Health Clearances
	$14,000.00

	Whelping Room & Puppy Yard Build-Out
	$28,000.00

	Whelping & Kennel Equipment
	$8,500.00

	Licenses, Insurance & Legal
	$3,500.00

	Website, Photography & Waitlist Software
	$6,000.00

	Launch Marketing
	$4,000.00

	Working Capital Reserve
	$15,000.00



[bookmark: toc_10_3]10.3  Income Statement (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Revenue
	$98,560.04
	$113,344.05
	$130,345.66
	$342,249.75

	
	
	
	
	

	Cost of Sales
	$35,481.61
	$40,803.86
	$46,924.44
	$123,209.91

	General Costs
	$0.00
	$0.00
	$0.00
	$0.00

	Revenue Specific Costs
	$35,481.61
	$40,803.86
	$46,924.44
	$123,209.91

	Personnel Costs (Direct Labor)
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	

	Gross Margin
	$63,078.43
	$72,540.19
	$83,421.22
	$219,039.84

	Gross Margin (%)
	64.00%
	64.00%
	64.00%
	64.00%

	
	
	
	
	

	Operating Expense
	$47,609.61
	$53,671.05
	$60,641.72
	$161,922.38

	Payroll Expense (Indirect Labor)
	$29,568.01
	$34,003.21
	$39,103.70
	$102,674.92

	General Expense
	$18,041.60
	$19,667.84
	$21,538.02
	$59,247.46

	Bad Debt
	$0.00
	$0.00
	$0.00
	$0.00

	Amortization of Current Assets
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	

	EBITDA
	$15,468.82
	$18,869.14
	$22,779.50
	$57,117.46

	
	
	
	
	

	Additional Expense
	$16,010.71
	$16,282.82
	$16,835.09
	$49,128.62

	Long Term Depreciation
	$11,285.71
	$11,528.59
	$11,807.91
	$34,622.21

	Gain or loss from Sale of Assets
	$0.00
	$0.00
	$0.00
	$0.00

	EBIT
	$4,183.11
	$7,340.55
	$10,971.59
	$22,495.25

	Interest Expense
	$4,725.00
	$3,937.50
	$3,150.00
	$11,812.50

	EBT
	($541.89)
	$3,403.05
	$7,821.59
	$10,682.75

	Income Tax Expense / Benefit
	$0.00
	$816.73
	$1,877.18
	$2,693.91

	
	
	
	
	

	Total Expense
	$99,101.93
	$110,757.73
	$124,401.25
	$334,260.91

	Net Income
	($541.89)
	$2,586.32
	$5,944.41
	$7,988.84

	Net Income (%)
	-0.55%
	2.28%
	4.56%
	2.33%

	
	
	
	
	

	Retained Earning Opening
	$0.00
	($541.89)
	$2,044.43
	

	Owner's Distribution
	$0.00
	$0.00
	$0.00
	$0.00

	Retained Earning Closing
	($541.89)
	$2,044.43
	$7,988.84
	$7,988.84



[bookmark: toc_10_4]10.4  Balance Sheet (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Assets
	$78,416.26
	$73,925.48
	$72,886.54
	$72,886.54

	Current Assets
	$10,701.97
	$16,039.62
	$24,853.41
	$24,853.41

	Cash
	$9,341.03
	$14,474.54
	$23,053.57
	$23,053.57

	Accounts Receivable
	$0.00
	$0.00
	$0.00
	$0.00

	Inventory
	$1,360.94
	$1,565.08
	$1,799.84
	$1,799.84

	Other Current Assets
	$0.00
	$0.00
	$0.00
	$0.00

	Long Term Assets
	$67,714.29
	$57,885.86
	$48,033.13
	$48,033.13

	Gross Long Term Assets
	$79,000.00
	$80,700.16
	$82,655.34
	$82,655.34

	Accumulated Depreciation
	$11,285.71
	$22,814.30
	$34,622.21
	$34,622.21

	
	
	
	
	

	Liabilities & Equity
	$78,416.26
	$73,925.48
	$72,886.54
	$72,886.54

	Liabilities
	$38,958.15
	$31,881.05
	$24,897.70
	$24,897.70

	Current Liabilities
	$8,958.15
	$9,381.05
	$9,897.70
	$9,897.70

	Accounts Payable
	$1,458.15
	$1,676.87
	$1,928.40
	$1,928.40

	Income Tax Payable
	$0.00
	$204.18
	$469.30
	$469.30

	Sales Tax Payable
	$0.00
	$0.00
	$0.00
	$0.00

	Short Term Debt
	$7,500.00
	$7,500.00
	$7,500.00
	$7,500.00

	Long Term Liabilities
	$30,000.00
	$22,500.00
	$15,000.00
	$15,000.00

	Long Term Debt
	$30,000.00
	$22,500.00
	$15,000.00
	$15,000.00

	Equity
	$39,458.11
	$42,044.43
	$47,988.84
	$47,988.84

	Paid-in Capital
	$0.00
	$0.00
	$0.00
	$0.00

	Common Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Preferred Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Owner's Contribution
	$40,000.00
	$40,000.00
	$40,000.00
	$40,000.00

	Retained Earnings
	($541.89)
	$2,044.43
	$7,988.84
	$7,988.84

	
	
	
	
	

	Check
	$0.00
	$0.00
	$0.00
	$0.00



[bookmark: toc_10_5]10.5  Cash Flow Statement (3 Year projections)
	
	Year 1
	Year 2
	Year 3
	Total

	Cash Received
	$101,418.28
	$116,631.03
	$134,125.68
	$352,174.99

	
	
	
	
	

	Cash Paid
	$90,577.25
	$102,297.36
	$116,091.47
	$308,966.08

	COS & General Expenses
	$53,426.00
	$60,457.12
	$68,445.69
	$182,328.81

	Salary & Wages
	$29,568.01
	$34,003.21
	$39,103.70
	$102,674.92

	Interest
	$4,725.00
	$3,937.50
	$3,150.00
	$11,812.50

	Sales Tax
	$2,858.24
	$3,286.98
	$3,780.02
	$9,925.24

	Income Tax
	$0.00
	$612.55
	$1,612.06
	$2,224.61

	
	
	
	
	

	Net Cash From Operations
	$10,841.03
	$14,333.67
	$18,034.21
	$43,208.91

	
	
	
	
	

	Assets Sell
	$0.00
	$0.00
	$0.00
	$0.00

	Assets Purchase
	$79,000.00
	$1,700.16
	$1,955.18
	$82,655.34

	Net Cash From Investments
	($79,000.00)
	($1,700.16)
	($1,955.18)
	($82,655.34)

	
	
	
	
	

	Amount Received
	$85,000.00
	$0.00
	$0.00
	$85,000.00

	Loan Received
	$45,000.00
	$0.00
	$0.00
	$45,000.00

	Common Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Preferred Stock
	$0.00
	$0.00
	$0.00
	$0.00

	Owner's Contribution
	$40,000.00
	$0.00
	$0.00
	$40,000.00

	
	
	
	
	

	Amount Paid
	$7,500.00
	$7,500.00
	$7,500.00
	$22,500.00

	Loan Capital
	$7,500.00
	$7,500.00
	$7,500.00
	$22,500.00

	Dividends & Distributions
	$0.00
	$0.00
	$0.00
	$0.00

	
	
	
	
	

	Net Cash From Financing
	$77,500.00
	($7,500.00)
	($7,500.00)
	$62,500.00

	
	
	
	
	

	Summary

	Starting Cash
	$0.00
	$9,341.03
	$14,474.54
	

	Cash In
	$186,418.28
	$116,631.03
	$134,125.68
	$437,174.99

	Cash Out
	$177,077.25
	$111,497.52
	$125,546.65
	$414,121.42

	Change in Cash
	$9,341.03
	$5,133.51
	$8,579.03
	$23,053.57

	Ending Cash
	$9,341.03
	$14,474.54
	$23,053.57
	$23,053.57



[bookmark: toc_10_6]10.6  Break Even Analysis
	
	Year 1
	Year 2
	Year 3
	Total

	Starting Revenue
	$0.00
	$98,560.04
	$211,904.09
	$211,904.09

	Net Revenue
	$98,560.04
	$113,344.05
	$130,345.66
	$130,345.66

	Closing Revenue
	$98,560.04
	$211,904.09
	$342,249.75
	$342,249.75

	
	
	
	
	

	Starting Expense
	$0.00
	$99,101.93
	$209,859.66
	$209,859.66

	Net Expense
	$99,101.93
	$110,757.73
	$124,401.25
	$124,401.25

	Closing Expense
	$99,101.93
	$209,859.66
	$334,260.91
	$334,260.91

	
	
	
	
	

	Is Break Even?
	No
	Yes
	Yes
	

	Break Even Month
	-
	Mar '27
	-
	

	Days Required
	-
	15 Days
	-
	

	Break Even Revenue
	-
	$126,896.05
	-
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