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BUSINESS PLAN
Presented by:

Alex Iskandarian 

FILOLA
(fight for your love)

Purpose:  To raise approximately 18 million dollars of investment capital for the creation and operation of Filola.com.
Business Plan for: 
Filola.com

202 Palmer Dr.

Los Gatos, CA 95032

408-505-4017

fax 801-650-0940

e-mail aleksander@eudoramail.com
Principle Owners:

Alex Iskandarian-CEO






Dr. David Shtern VP of Technology






Dmitri Orlov VP of Operations

Raghu Yeluri PhD VP of Engineering

Contact person:  

Alex Iskandarian

Address: 202 Palmer Dr

Los Gatos, CA 95032

Phone 408-505-4017

E-mail: aleksander@eudoramail.com

Fax 801-650-0940

EXECUTIVE SUMMARY

Filola.com is the future brought to the present.  It incorporates the futuristic concept of a push button existence with the reality of  the 21st Century.   The impossibility of Buck Rogers and the Jetsons becomes possible with the aid of Filola.com.  Filola.com expands the concept of an on-line organizer to a different level, using the organizer as a browser, a search specialist and a secretary. Not only are you able to customize what information you want, but it’s ready at your fingertips when you want it.

Filola.com combines your browser  with your ticket reservation website, your favorite portal site, calendar and community areas. It adds an automation feature not yet used with these kinds of services.  Automation that brings us fully into the realm of the 21st century.

Filola.com will use a calendar type of interface.  Users will be able to:  

-browse the Internet, 

-request customized information to be found and sent to them at a particular time 

-schedule their daily events

-make reservations and purchase tickets, our automatic function sends you a memo upon                completion of the purchase or reservation

-send e-mail, direct mail, and set timed mailings

-use as a business interface with, online meetings, chats and presentations

-let patients or business associates set appointments, or check their accounts 

-let family members add to your personal calendar, 3 security levels possible

-and much, much more

It’s an internet portal hid behind an organizer.  An interactive prototype of the business model can be viewed at: http://melody.stanford.edu/filola/.  You will find a selection of prototype pictures in the appendix.

Filola.com plans to hire the best when it comes to our management team.  We are a company of the 21st century and realize the best and the brightest may be out side of our neighborhood or industry.  We have excellent people scheduled to join our management team and advisory board.  Along with this we will be searching far and wide for just the right people to compliment our workforce.

Projected revenues for the first 2 years total 4.5 million with projected expense of 20.5.  This gives us a funding need of 16 million to cover our first two years of operations, plus working capital expenses which we estimate at 2 million.  With this information we have estimated our investment needs at just over $18 million.

Common stock offered in this offering: (50%)

Outstanding Common Stock 2 million shares

Offered:  .....................................1 MILLION.. shares at .05 ....per share ........50,000.

INVESTMENT CAPITAL............................................................................18,000,000.

TOTAL CAPITAL Investment sought..........................................................18,050,000.

Management Investment........... 1 MILLION.. shares at .05 ....per share ........50,000

Projected Total Equity at Start Up..............................................................18,100,000
Our planned business structure is that of a private corporation, with public status a future consideration. The funding period spans two years. We will use the net proceeds from this offering to start up the business including: creating the prototype, product development, investing in labor, launching an advertising campaign, investing in technology, maintaining working capital and other general corporate purposes. By year three additional funding may be needed for our projected marketing strategies.
Highlights of financial forecasts

Filola.com should achieve market penetration by its third year.  At this time the company will be reaching the middle range of the market. Growth should continue until Filola reaches the upper quadrant of the market. 

(Based on Forecasted Year 3 Filola.com and 1999 Industry Figures. )  

{Forecasts are based on Industry Start Ups}
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As with any Internet start up profits on investment are a future consideration.  We see no reason why Filola.com can not reach the upper quadrant of the industry and start showing profits, in a few years, similar to those of the industry leaders Yahoo and AOL. 

As the Internet has grown, users and advertisers have started seeking more targeted content, information, and interaction.  Filola.com will fill a need created by their competitors:  namely organization, containment and interaction. Filola.com will have the distinct advantage of gaining market share by solving many of the problems created by its predecessors. Our company will stress adaptability.  

We have already started plans for the Filola.com model and will be progressing into establishing our design and company as soon as funding is complete.
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FINANACIAL FORECASTS

Attachments

THE OFFERING 

Projected Outstanding Common Stock 2 million shares

Common stock offered in this offering: (50%)

Offered:  ..................1 MILLION.. shares at .05 ....per share.................50,000.

INVESTMENT CAPITAL..................................................................18,000,000.

TOTAL Projected CAPITAL Investment ..........................................18,050,000.

Management Investment..1 MILLION.. shares at .05 ....per share ........50,000

Projected Total Equity at Start ........................................................18,100,000
PRIVATE
USE OF PROCEEDS 

We will use the net proceeds from this offering to start up the business including, but not limited to:

-creating the prototype

-product development

-investing in valuable labor

-launching an advertising and marketing campaign (building brand online and offline)

-investing in technology infrastructure

-maintaining working capital and other general corporate purposes 

We have not identified specific uses for all proceeds, and management will have discretion over their use and investment. We intend to invest the net proceeds from this offering in short-term, investment grade, and interest-bearing securities until they are used.

Based on our current operating plans, we anticipate that the net proceeds from this offering, together with expected revenues, will be sufficient to meet our anticipated needs for at least the next  24 months. We may need additional financing sooner if we: 

- decide to expand faster than planned; 

- develop new or enhanced services or products ahead of schedule; or

- need to respond more quickly than anticipated to competitive pressures 

FUTURE CAPITAL NEEDS 

We may need to raise additional funds in the future, you will notice this projected into year three of our financial plan.  This will be needed  to fund more aggressive brand promotion and more rapid expansion, to develop new or enhanced services, and  to respond to competitive pressures. If we raise additional funds through the issuance of equity securities, our stockholders may experience dilution of their ownership interest.  We will, of course, offer our shareholders the chance to maintain their investment position, through additional investment in the company.  Again, we currently anticipate that the net proceeds from this offering, will be sufficient to meet our anticipated needs for at least the next 24 months. 

FILOLA.COM

Company

Our principal executive offices are located at 202 Palmer Dr. Los Gatos, CA 95032 and our telephone number at that address is 408-505-4017. Our World Wide Web site address is to be www.filola.com. 

Filola.com is a private corporation

Board of Advisors
Plans are in progress now to create a board of advisors for Filola.com.  The CEO of Filola understands the need and advantages of having knowledgeable and experienced advisors. 

Support Services

Strong support services - including attorneys, accountants, advertising agencies, as well as industry-specific services, is a work in progress for Filola.  Having support services in place is a priority and the search has begun for the needed support. 

Management team 

The current members of the management group are the principals of Filola.com.

(Fuller resumes can be found in the appendix)

CEO: Alex Iskandarian   Filola.com's CEO needs insight, dedication and the ability to keep Filola.com on the path to continued growth.

Background and Abilities:

Filola.com's CEO has the success of two previous companies behind him.  He was founder and CEO of two thriving Russian Corporations before moving to the US.  This included responsibilities for 12,000 employees.  Filola.com's CEO has already had his business failure and has learned from the experience.  He is knowledgeable about business and knows his strengths as well as his weaknesses.  He plans to hire people strong in his weakest skills while concentrating on what he does best, which is building a successful corporation. The company CEO is full of commitment and dedication to this project.  He intends to devote all of his ability and has the tenacity to get the job done. Alex has a great vision for this product.  He envisions that Filola.com, combined with the use of wireless devices, will someday become a part of our everyday home appliances.

VP of Technology: Dr. David Shtern  Technology strength is very important for our company.  We needed someone that could create, maintain and improve our model. 

VP of Operations: Dmitri Orlov: This position demands dedication, persistence, the ability to make decisions and the ability to manage both employees and finances. 

Background and Abilities: Mr. Orlov has a strong management background.  He is a team leader as well as a technical leader, with a wealth of strategy and assessment skills. He is equipped to  gather disconnected information from multiple sources, assemble it into a coherent whole, and draw from it strategic and tactical implications.  With a proven track record of successful accomplishments in: Identifying, planning and implementing e-commerce technologies; software development management; software development and systems architecture; also short and long-term technology strategy formulation, he is accomplished in technological as well as managerial skills.  Mr. Orlov is very capable of leading the group and not above rolling up his sleeves and writing code if the need should arise.

VP of Engineering: Raghu Yeluri Ph.D.:  Engineering will be here for advice when things go wrong.   Contingency plans will be maintained at Filola.com

Background and Abilities:  

Having worked at both Intel and IBM, Raghu Yeluri has an extremely strong computer and Internet background.  He is rich in R&D as well as other kinds of group and personal work.  The experience and education Raghu brings to Filola will be of great benefit to the success of the company.
Marketing & Advertisement:  We will be searching for a Marketing Guru, who can create innovative and effective advertising campaigns or at least hire employees with this insight.  Someone who can run a smoothly functioning marketing team.

Research & Customer Relations:  An Internet business must keep up to date on current trends, it is important to know your customers needs before your competition. Research and relations is one of the most important, but quite often overlooked, areas in the virtual marketplace.

Human Relations: We will be seeking the best in our Human Resources Director.  We will need some one experienced in personnel management, benefits, mediation, recruiting and retention.

All individuals (with the exception or our advisory staff) are prepared to resign their present positions and make a full time commitment to Filola.com when financing has been arranged.

Why is Filola.com needed?

The predominant interface with the Internet and all it’s information, services, and products is through a search engine. Search engines allow you to browse information by category or search for specific topics, names, or products, but this activity is generally removed from the elements of your daily life. Even though you look up the weather and sports scores each morning when get up, you have to go and get this information from a web site or several sites.  Portal sites that allow for personalization of their content can create one place to go for updated information, but you are limited to what they will search for. What’s needed is a way to integrate the wealth of information and services on the Internet into your daily life.  This is what Filola.com is all about, the merging of the Internet and its advantages with our busy lifestyles.

Mission
The purpose of our business is to make life easier for the busy families, business people and organizations of the twenty first century and beyond.
The Vision

The vision of Filola.com creates the kind of push button automation we all crave.  With a push of the button we turn on our organizer.  We check our schedule to find a change, "our eldest child has a baseball game at 6pm", we can not forget so we schedule the day accordingly.  We request dinner reservations at the child's favorite restaurant for after the game.  We them request a reminder about the game, an update on the reservation status at 4:30pm and them it is off to work.   Filola.com is our personal robot, secretary  and gives us reminders, "like mom used to",  about our schedule. 

The features consist of the organization contained in the ordinary calendar most of us use to maintain our daily schedules, combined with the content of the large portal sites, and the advantages of our favorite information, and reservation web sites.  The vision of Filola.com combines these features taking them one step further by enabling the customization of your information, news, or financial reports, delivered to you at the time you request.  

With these features and the robot like ability to make our reservations and send out mailings according to our schedule, Filola  is definitely a step into the future and the imaginary era of "The Jetsons".  With imagination we can see  George Jetson accessing his schedule to see what his doctor, wife or boss added to his day. 
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Concept

It’s an interface with the Internet through your day!

Using a “DayTimer” type of interface, users will be able to:  

-browse the Internet, 

-schedule Internet information and services, deliverable at specified times

-have notices and updates sent to them. 

The interface is very much an interactive part of your day.  Your own personal secretary or robot to take care of the little details of your life.

It’s a big search engine hid behind an organizer.
It expands the concept of an online organizer to a different level, using the organizer as a browser. Not only are you able to customize what information you want, but it’s ready at your fingertips when you want it.

Scenarios of Use:

Calendar

Tom loves the Blazers.  During basketball season he scours the Internet for stories and statistics about the team. Using the Organizer, he is able to schedule an automatic search for information online and a “report” to be delivered to him at 10pm daily.  He is able suggest specific sites he likes, as well as letting the Organizer run a general search.  He could do the same with music, searching for MP3s and playing them through the Organizer. 

Seth could give his  physical therapist  a limited access to his calendar to add web site URLs that have exercises he needs for his therapy. Seth sets up his Organizer to page him at a particular time,  remind him to do the exercises and open the website.  

Pete wants to visit his favorite restaurant Friday evening at 6:00. He goes into his Organizer and selects 6:00 and the restaurant he wants to go to. The Organizer schedules a time for him and sends him a reminder message on Friday morning. He also sets the Organizer to add a link and  reminder message to what movies are playing that evening after 9:00 near his home. He can set reminders to make a call to his mom about her birthday or write e-mails and schedule a time to have them automatically sent.

Samantha has an Ameritrade account, a Janus mutual fund account, and does online banking through Bank of America.  She would like to have a common interface to the information instead of having to go to each site for a simple check of stock values, sales, etc. She doesn’t have to enter multiple passwords and user names because she enters one when she opens her Organizer.

The Organizer might be used to simplify banking, e-mailing, investing, bill payment, or shopping.  It can give you automatic reports on news, entertainment, weather, or music.  Paging, group collaboration, and messages, which could all be accessed with your Palm Pilot are simplified. You can also allow third parties (doctors, parents, and spouse) to update your schedule, if you wish.  You are able to set up to 3 levels of access security to your schedule, to enable family, co-workers or associates to add to your schedule.  You may set a low level for your family, a moderate level for your secretary and a high level for your doctor or real estate agent.  Your family might be able to see and change your schedule where your doctor or real estate agent could only leave you reminders, notes or messages.

App
Shopping lists can be automatically created, just list a particular item to be put on your shopping list every month or every 3 months. 

Bottom of Form 1

Having The Right List At The Right Time
Use App to: 

· inform 

· organize 

· prioritize 

· coordinate 

· synchronize 

your appointments, tasks and events in a way that makes sense to you. 

App is a tool that organizes and filters information for you, presenting it when, where, and how you need to see it. App gives you an entirely new method of turning the tidal wave of information coming at you from the Internet into immediately usable, welcomed information. 

Consider App your personal assistant who presents to you only what you want to know--when, where, and how you want to see it. It's like having a round-the-clock, intelligent personal advisor sorting through a world of information...just for you. 


Marketing
 
The only thing harder to do on the Web than finding the information you need is making sure your information reaches its intended audience.
App solves this problem by adding an entirely new dimension to the Internet: - the personalized delivery of time- and context-sensitive information to Internet users based on their expressed and observed preferences, as well as the on the current time, geographic location, and context in which they find themselves. At a fraction of the cost of undirected Internet banner advertising.

Traditionally, the Internet, like television, has been a one-size-fits-all broadcasting medium. It forces advertisers, sponsors, and programmers to send the same information to everyone. No wonder so few people act on these messages. 

App is the most effective way to deliver time-based marketing messages, event announcements, purchasing opportunities, and other information over the Internet because all information is presented in an engaging, highly personalized fashion. App dramatically increases the likelihood that Internet users will act on the information, because they see only what they want to see when, where, and how they want to see it. 

Summary

This product doesn’t compete with your Palm organizer or your Outlook calendar. It’s a different way of accessing the information on the Internet that fits into the way you live your life. This may or may not be a stand alone product. It might fit into an existing portal’s offering. 

Revenues 

We plan to derive revenues from two sources: (1) advertising and sponsorships and (2) affiliate revenue and transactional fees.  

Advertising and sponsorships. Advertising revenues consist primarily of sales of banner advertisements and sponsorships through strategic alliances.  Advertising agreements are generally short-term and provide that we will guarantee a minimum number of impressions or page views to be delivered over a specified period of time for a fixed fee. Advertising revenues are generally recognized, based on impressions delivered over the period in which the advertisement is displayed. Sponsorship revenues are derived from contracts that generally range from three-to-12 months in length. Sponsorship agreements typically provide for the delivery of impressions and market research, as well as strategic placement of advertisements in contextually relevant areas of our site.  Affiliate revenues and transactional fees are based on a per visit or per transaction basis and will be directly related to our traffic flow.

As Internet advertising makes the transition from an emerging to a more developed market, seasonal and cyclical patterns may develop in our industry that may also affect our revenues.  Similar to traditional media, this may result in our advertising sales being lower during such periods. In addition, we anticipate that revenues may increase during the fourth quarter as a result of the holiday season and may decline during other periods. Seasonality in the industry and in Internet service usage is likely to cause quarterly fluctuations in our results of operations.
Costs and Expenses 
Costs and expenses consist of technology expenses, advertising and marketing expenses, general and administrative expenses, depreciation and amortization expenses. 

Technology. Technology expenses primarily include personnel costs related to technical operations, design activities, productions of the various channels and member-tools incorporated in our site, the ongoing development and maintenance of our Web site and of course improvements . 

We will rely almost exclusively on a variety of third-party products for our hardware and software. We operate our network to ensure maximum uptime, to obtain, preserve and analyze customer data, and to enhance our members' experience. 

Our goal is to maintain the technological infrastructure required to handle heavy traffic, e-commerce and complex graphics on our site.

Advertising and marketing. Advertising and marketing expenses consist primarily of the costs of online distribution agreements, the costs of offline promotions and advertising, personnel-related costs and public relations costs. Online distribution agreements generally require a fixed monthly or quarterly fee paid by us in exchange for a guaranteed minimum number of impressions. The fixed fee is amortized as the guaranteed number of impressions is achieved. 

PRIVATE

We intent to have a direct sales force that targets advertisers.   Our internal advertising sales force will maintain close relationships with advertisers by consulting regularly with them on design and placement of their Internet-based advertising, by providing them with advertising measurement analysis and by providing a high level of customer support. We also intend to enter into agreements with some third-party advertising sales organizations. We will also have professionals that sell our service to companies. We intend to engage in a number of marketing tools to reach consumers, including online and offline advertising, public relations, direct mail, trade shows and ongoing customer communications programs.  

We intend to research our marketing efforts.  Any methods which do not give the full benefit of the money invested will be changed.  For example direct mailing has been used for years, but most of them end up in the physical or virtual trash bin.  We plan to alter our mailing, to benefit the reader as well as our company.   We will use a method such as games or comics to make our mailings of interest to the reader, while including our website promotion and link somewhere in the letter.  We hope using this method our mailings will be forwarded over and over, across the web (along with our link), instead of ending up in the virtual trash basket.

General and administrative. General and administrative costs primarily relate to personnel related costs, professional fees and facility costs. 

Depreciation and amortization. Depreciation and amortization expenses relate to computer equipment and fixtures owned by us and the related amortization of assets that may be acquired through capital leases. 

Breakeven

Due to the advertising and administrative fluctuations in this industry we have based our breakeven point on an average of the first two years forecasted costs.

BE=4,812,500 + .5625BE

.4375BE=4,812,500

BE=4,812,500/.4375

BE=11,000,000

BE=3,603,350 + .6207BE

.3793BE=3,603,350

BE=3,603,350/.3793

BE=9,500,000

BE average year 1 and 2

( 11,000,000 + 9,500,000 )/2=10,250,000.
Using this method we were able to establish the average breakeven figure per year, calculated for the two year funding period.

The Filola Strategy 

Our goal is to be one of the leading media companies. We intend to achieve this goal by pursuing the following strategies: 

Build Brand Awareness. 

We believe that continuing to build brand awareness for our site is critical to attracting and expanding our global member base and customer loyalty. Our strategy is to create and enhance the recognition of the Filola brand among our members, other users, customers and strategic partners through: 

- Traditional and Internet Advertising. We will continue to use traditional advertising, which may include print, television and radio, not only to continue to reach more advertising customers but also to publicize our brand to potential users. Also, we will use targeted online advertising on other Web sites, like Yahoo! or MSN, to promote our brand name to existing and potential members. 

- Non-Traditional Events. We will promote our brand at events and gatherings, offline as well as online. We plan to incorporate a referral bonus for our members to keep memberships growing.  We will offer a gift,  for example, for every five referrals a member has join our community.

Develop a relationship with strategic partners and advertisers.

We intend to enhance our brand name and increase our customer base by creating strategic alliances and advertising relationships with online service providers and portals like America Online, the Go Network, and Yahoo, as well as traditional media outlets and retailers. In addition, we intend to create a relationship with advertisers by providing more targeted advertising and sponsorship opportunities to our partners. We also intend to invest in additional reporting tools to provide unparalleled service in tracking results of promotional and advertising campaigns on the site. 

Maintain and enhance our online features. 

We will continue to develop our content, community and product offerings to drive traffic to our Web site. We are always looking for innovative and exciting interactive tools and new technologies to enhance our users' experience. For instance, we intend to develop the ability to access the features and functions of Filola.com through as many electronic means as possible, including wireless phones and pagers. 

Keys to Success
Our strategy is to establish Filola.com as the leading organizational tool on the Internet. The key elements of our strategy are as follows: 

To Build our Brand. 

To enhance public awareness of our services, we will pursue an aggressive brand development strategy through mass market and targeted advertising, promotions and public relations.  We believe that building our brand will increase traffic and, as a result, increase revenues from advertising and transactions. We also believe that creating and enhancing our brand will increase sales to corporate customers.  

Instant interactivity is critical. In a world of instantaneous connection, there is a huge premium on instant response and the ability to learn from and adapt to the marketplace.  Winning companies accept that constant change is standard. They are willing to constantly break down and reconstruct their services and processes even the most successful ones. 

Information is easier to customize than physical products. The information portion of any good or service is becoming a larger part of its total value. Thus, suppliers will find it easier and more profitable to customize products, and consumers will begin to demand this sort of tailoring.

Achieve and Maintain a Strong Employment Team.

We believe that the strength of our management team has a direct correlation to our extended growth.  We have plans to hire a strong management team and other key personnel.  Maintaining this employment team will be a high priority at Filola.com.    We will be seeking the best in our Human Resources Director.  We will need some one experienced in personnel management, benefits, mediation, recruiting and retention.  Filola.com needs bright and hard working employees.  We firmly believe that the employees home life is number one and our employee will be given the work schedule and treatment that a hard working employee deserves.   Any weakness or missing pieces in our employment puzzle will be filled through the use of contractual or independent workers.  We believe in this age of technology help may be found in our office or anywhere across the country.

PRIVATE
INDUSTRY BACKGROUND 

Growth of the Internet 
The Internet has emerged as a significant global communications medium.  Both the number of Internet users and the amount of time they spend online are growing.  The rapid adoption of the Internet represents a significant opportunity for businesses to market and sell products and services online and for advertisers to market their products to highly targeted audiences. 

PRIVATE
The Internet has become an extensive communications medium, enabling millions of users to obtain and share information, interact and conduct business electronically. 

"International Data Corporation ("IDC") {http://www.idc.com} estimates that the number of Internet users will increase from approximately 97 million at the end of 1998 to approximately 320 million by the end of 2002, representing a compound annual growth rate of approximately 35%. "

"According to IDC, worldwide electronic commerce revenue is expected to increase from approximately $32 billion in 1998 to more than $425 billion in 2002, representing a compound annual growth rate of approximately 90%."

"IDC is projecting $7.5 billion growth in the next 5 years. "
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This shows the astounding growth we have experienced so far,  to be negligible compared to the potential growth still to be experienced in years to come.

PRIVATE
Evolving use of the Internet 

The Internet has evolved from an information resource to a powerful, personal, tool for managing important aspects of our lives. In addition to searching for information, individuals can, for instance, buy and sell products, maintain personal calendars and contact information, engage in personal securities transactions and communicate with others. In the future, individuals will have the opportunity to conduct more personal and professional activities through the Internet, creating more opportunities for businesses to reach users in a direct and focused manner. 

As the Internet has grown, many businesses have come to realize the commercial potential it offers. As advertisers have turned to the Internet as a new way to reach consumers, businesses have developed content-rich Web sites designed to hold users' attention for extended time periods. Technology has enabled commercial transactions to be conducted over the Internet, creating the opportunity for business-to-consumer and business-to-business electronic commerce.

The creation of highly intuitive and intelligent Web sites designed to manage a company's interactions with its customers is an emerging market opportunity. Properly developed, these consumer-friendly Web sites may alter the way businesses interact with their customers. 

Content Targeting and Community Needs:  Growth 

As the Internet has grown, users and advertisers have started seeking more targeted content, information, and interaction. Online content and community sites that provide a targeted environment have emerged. Targeted online communities provide users with the ability to access relevant content and to interact directly with other people with similar interests. Registered users, or members, are often eligible for additional services from a site.  A site will learn more about its members, as they register and spend more time online, it can tailor its features to meet the needs and preferences of those users or members. This information also provides advertisers and merchants with more focused demographic information that can be used to maximize direct marketing opportunities.

INDUSTRY ANALYSIS
Filola.com is a member of the Consumers Services Industry. Specifically the Information Retrieval Services Industry. The company sector would fall under the category of Internet & Online Content Providers which is classified under the technology or media areas. 

To find the listing for Filola.com's competition you may refer to Hoovers.com Industry Listing 

http://www.hoovers.com/industry/description/0,2205,6281,00.html 

Industry= Primary #7375 Information Retrieval Services 

Dow Jones Consumer Services 

Sector: Media > Industry: Media - Internet & Online Content Providers 

<div align="center">
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The consumers services industry has almost doubled since the start of 1999.[image: image8.wmf]FILOLA.COM    COMPETITIVE MARKET SHARE
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Ask Jeeves (ASKJ)

Lycos (LCOS)

Go2Net, Inc.  (GNET)

Bolt (BOLT)

CollegeClub.com, Inc.

iTurf Inc. (TURF)

Alloy Online (ALOY)

Snowball.com (SNOW)

ivillage.com (IVIL)

Crosswalk.Com, Inc. (AMEN)

Launch Media, Inc. (LAUN)

Ticketmaster Online-CitySearch, Inc. (TMCS)

Yupi Internet, Inc. (YUPI)

AltaVista (ALTA)

Filila.com


</div>
Industry/Sector Considerations from Quicken.com

	
	Look more closely at recent quarterly and projected sales growth than its bottom line. Internet companies tend to sacrifice near-term earnings for future sales growth by investing heavily in advertising, infrastructure, and people, which makes recent profits or losses a poor indicator of near-term stock movements. Review sales and marketing costs in recent 10Q and 10K filings or earnings releases to see whether the company is spending more or less than competitors. Also look at annual proxy statements to see how much stock and salary is doled out to attract and keep key executives. With so little history to go on, the management of an Internet company becomes doubly important. Read annual reports and 10K filings to gauge the track record and experience of its Board of Directors, CEO, CFO, and other key executives.


According to Frank Barnako, "Net ad sales strong at start of year claims"

"The Internet Advertising Bureau reported that first-quarter Web ad revenue totaled $1.95 billion, a nearly 10 percent rise from the fourth quarter of last year and 182 percent greater than in the first quarter of 1999."(see appendix for full article)

Ad sales are the revenue of this industry and strong ad revenues mean potential profits for the industry.

MARKET ANALYSIS 

Market Needs  

While the growth of the Internet has drawn users at an unprecedented pace, the volume of online information has made it increasingly difficult for users to navigate effectively. According to Forrester Research {http://www.forrester.com/Home/0,3257,1,FF.html}, 1.5 million new Web pages are added to the Internet every day. To take full advantage of the Web, users must be able to successfully navigate a network of dispersed Web sites, which are generally not connected in a logical fashion. 

Market Trends
Users currently rely on Internet search engines or directories to locate information and make online purchases. Search engines typically result in hundreds or thousands of irrelevant "hits". As the Internet grows, consumers are finding that locating the information they need is increasingly difficult and e-commerce vendors are losing sales. 

PRIVATE
The difficulty of online navigation does not end with finding the desired Web site. Once there, users are faced with the difficulty of searching through an overwhelming amount of information.  Major corporate Web sites now have thousands of pages, which often makes finding relevant information a frustrating and time-consuming experience.  Unable to find answers to their questions consumers often give up entirely and leave the site.  While online shoppers cite convenience as the reason for choosing electronic commerce, according to IDC, "over 70% abandon their "shopping carts" because they have problems or questions." "The online conversion rate (the percentage of visitors who complete a purchase) is 2.7%", according to Forrester Research, similar to that of unsolicited direct mailings through conventional mail.

We believe that to fulfill the promise of the Internet, access to relevant information, and services must improve.  We also believe that a more direct and personal means of interacting with the Internet will improve the user's experience and improve companies' returns from Internet investments. This will, in turn, make the Internet more valuable to consumers and companies alike.  This is the area where Filola.com will gain market share.

Market Growth 

The Market growth in this Industry is astonishing.  Companies are averaging between 20% and 136% growth rates.  Many companies far exceed this amount.  We feel Filola .com will be one of those companies.   A good amount of the market is divided up between a few large companies with niche companies in the low to mid portion of the market.  Filola.com will be a major player in the market for Internet market share. 

According to Lauren Keyson the market growth has barely started:

"There is a convergence industry, and it's comprised of companies that have a hand in these four businesses: media/content, the Internet, telecommunications and computers."  "As an investment opportunity, just two years ago was far too early to consider convergence as a theme or strategy. In another two years, some of the companies at the forefront of convergence might be just beginning to pull all of the parts together. But right now there is a tremendous growth opportunity in the right places for people to invest." Michael Hirshland of Polaris Venture Partners, a v.c. firm that specializes in Internet, e-commerce and network companies, said that, "in terms of users and subscribers, it's still going to be a year or two before we start seeing the numbers we want. But in terms of getting in at the very early stages of formative technologies and platforms, right now is really the sweet spot in the curve." (see appendix for full article)

With the service mix Filola.com will be offering they touch upon several industries.  Above you will see a sample 1999 growth for each industry compared to Filola.com's projected growth.
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Market Share 

Filola.com has plans to include some of the best features of their competition. They have also included many original, and much needed, organizational and time saving capabilities. With these features Filola could well soar to the upper quadrant of their market. 

Our target market primarily consists of heads of household between the ages of 35-54 years old with moderate to high household incomes.  They have modern busy lifestyles. Secondary markets include the younger potential members. They have school, work, friends and families to co-ordinate, as well as research to perform. 

Based on the following factors, we believe that we will be able to grow our business in a rapid and cost efficient manner: 

- Global demographic: globally, people share many interests and needs, which should allow us to readily expand on an international basis. 

- Member-generated content: substantially all of our content is generated by our members, minimizing the need for us to hire additional staff or pay third parties to generate additional content. 

- Critical mass: as one of the first entrants in this market, we will develop a large and loyal member base, which we believe is an important asset to continue our growth.

We feel that within 3 years Filola.com will be reaching the middle area of the market. There is no reason the company can not continue to grow steadily in to the top of its market in the following years.

<div align="center">
	PRIVATE
<div align="center">
Internet - INFORMATION SERVICES Market TO Industry Average

</div>


The Internet Information Services Market

started overtaking the industry averages in mid 1998.

Since then this market sector has averaged 3.5% to 8% above industry average.</div>
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COMPETITION

Competitive Factors

The market for Internet traffic, registered users and Internet advertising is rapidly evolving, and competition is intense. With no substantial barriers to entry, we expect that competition will continue to intensify. 

We believe that the primary competitive factors in creating a community on the Internet and attracting advertisers are: 

- functionality; 

- brand recognition; 

- user affinity and loyalty; 

- the ability to target a specific demographic group; 

- variety of value-added services; 

- ease-of-use; 

- quality of service; 

- reliability and 

- the overall cost-effectiveness of the advertising medium. 

We will likely face online competition in the future from: 

- search engine providers; 

- content sites; 

- organizer programs and websites; 

- sites maintained by Internet service providers;

-local community and ticket reservation sites 

- traditional media companies and 

- other entities that attempt to establish communities on the Internet by developing their own or purchasing one of our competitors. 

We also compete with traditional forms of media, such as newspapers, magazines, radio and television, for advertisers and advertising revenues. 

Competition:  Naming Names

We have provided a list of the companies that are in direct competition with Filola.com, with a description to explain the area of competition. Filola would be in competition with these companies in the areas of information retrieval, community potential, information sharing, ticket reservations, address book features, personal and business services. 

	
	Competition
	
	

	Company
	Features
	1999 Sales in millions
	Growth

1999

	Yahoo
	e-mail, chat rooms, and shopping, personal web pages, web-based audio and video, and free ISP. 
	$588.60 
	189.50%

	AOL
	Netscape Netcenter portal, AOL Instant Messenger, AOL.com portal, Digital City, and AOL MovieFone properties. 
	$6,886.00 
	2000 

44.1%

	Ask Jeeves 
	question-and-answer search format 
	$22.00 
	3566.70%

	Lycos
	Web searching, chat rooms, e-mail, news, and auctions 
	$135.50 
	141.50%

	Go2Net
	search services; small business, e-commerce, and personal finance content; and games
	$22.40 
	366.70%

	Bolt
	teen-oriented content, e-mail, instant messaging, day books, and calendars, market research coming 
	$4.40 
	63.90%

	CollegeClub
	free e-mail, voice mail, paging, instant messaging, and access to e-mail via the phone
	$2.90 
	777.40%

	iTurf Inc
	online magazine, free home pages and e-mail, chat rooms, and message boards for young users
	$24.80 
	2000 

520%

	Alloy
	free e-mail, chat rooms, and home pages, music and fashion trends 10-24 yr. olds
	$31.20 
	2000 

205.9%

	Snowball.
	content, (free e-mail, home pages), and shopping
	$6.70 
	105.80%

	ivillage
	women ages 25-54 health, food, and money, e-mail, message boards, and chat rooms
	$44.60 
	197.30%

	Crosswalk
	Christian-oriented careers, entertainment, finances e-mail, community, personalized start pages, chatting, and a search engine. 
	$6.90 
	527.30%

	Shared Medical Systems 
	 allowing medical clients ability 

to share its powerful mainframe computers and extensive databases


	$1,217.10 
	7.20%

	Launch
	downloadable music, streaming audio and video, and community features such as personal home pages, instant messaging, and chat rooms. 
	$16.60 
	232.00%

	Ticketmaster Online
	local information, buy tickets online 
	$105.30 
	277.40%

	Yupi
	a search engine, free e-mail service, Web community 
	$3.20 
	4064.90%

	AltaVista
	a search engine, chat rooms, free Internet access, instant messaging, and online shopping
	$73.60 
	98.20%

	Others: 
	
	
	

	These companies where not used for market compilation due to unavailability of data. 

	HotOffice.com 
	
	
	

	Web Address Book.com 
	
	

	Anyday.com 
	
	
	


PRIVATE
Our ability to compete depends on many factors, many of which are outside of our control. These factors include: the quality of content, the ease of use of online services, the timing and market acceptance of new and enhanced online services, and sales and marketing efforts by us and our competitors. 

Many of our competitors, have long operating histories, great name recognition, large customer bases and significantly greater financial, technical and marketing resources. This may allow them to devote greater resources than we can to the development and promotion of their services.  Filola.com is counting on our competitive edge to offset some of these resources.

Competitive Edge

Filola.com will be offering novel services.  Our services are only offered in part by other websites. Our combination of services is totally unique to the web. 

-Day Time Organizer with 3 level password protection

-Reservation and mapping Convenience Capabilities 

-Meeting Planner

-Search and Retrieval services

-Automatic messages

-Access all your accounts with one only interface 

-Compatible to use alone as a browser or with other programs
 (see the appendix for a complete list)

Our success will be due to our users who will come to rely on our services.

RISK FACTORS 

This investment in our common stock involves a high degree of risk. You should carefully consider the following risk factors and the other information in this business plan before investing in our company. Our business and results of operations could be seriously harmed by any of the following risks. Any of these risks may cause a loss in revenues and you could lose all or part of your investment. 

Risks related to our business
We may face difficulties encountered by new companies in any new and rapidly evolving industry. 

Risks inherent to the Internet and e-commerce such as sudden changes in market share and customer base. Some of these risks and uncertainties relate to our ability to: 

- implement and successfully execute our business strategy, sales and marketing initiatives; 

- increase traffic to our Web site; 

- increase our brand recognition among our targeted audience and advertisers; 

- increase revenues; 

- anticipate and adapt to our evolving market; 

- enhance and expand our products and services; 

- respond effectively to competitive developments; 

- attract, retain and motivate qualified personnel; and 

- effectively manage our anticipated growth. 

A number of factors, many of which are outside our control, may cause variations in our results of operations, including: 

- fluctuations in the demand for Internet advertising or e-commerce; 

- changes in the level of traffic on our site; and 

- fluctuations in sales and marketing expenses and technology infrastructure costs. 

Our ability to generate significant advertising revenues depends upon several factors, including: 

- the acceptance and effectiveness of the Internet as an advertising medium; 

- the development of a large base of members on our Web site; 

- the desirability of our member base to potential advertisers; 

- our ability to continue to develop and update effective advertising delivery and measurement systems; and 

- our ability to maintain and increase our advertising rates given the growing number of outlets for advertisers on the Internet. 

Our success depends on the continued services and on the performance of our senior management and other key employees.

Market Risk
Our exposure to market risk will be principally confined to our cash and cash equivalents and any available-for-sale securities, which would have short maturates and, therefore, minimal and immaterial market risk.

Forecast Limitations
The financial information included in this business plan is a forecast based on potential competitors in the marketplace.  Our results of operations will be lower, or higher, than those forecasted.  This forecast does not represent any significant changes that may occur in our operations. Accordingly, you should not rely on our forecasted information as an indication of our future operating results or financial performance. 

If our revenues fail to grow at anticipated rates, our operating expenses increase without an equal increase in our revenues or we fail to adjust operating expense levels accordingly, our business, results of operations and financial condition will suffer.

Although our revenues may grow, we expect to have increasing net losses and negative cash flows for the foreseeable future. The size of these net losses will depend, in part, on the rate of growth in our revenues and on our expenses. It is critical to our success that we continue to expend financial and management resources to develop our brand loyalty through marketing and promotion, enhancement and expansion of our services.

Exit Strategy

There are two possible exit scenarios:

1. Direct Public Offering

If a Direct Public Offering is agreed upon, Filola.com will seek capital to support business expansion and cash out investors. Each investor would have the choice of retaining some or all of their ownership. The exact amounts involved would have to be agreed upon at that time. 

2. Buy Out

The buyout option may present itself in Filola.com's future. Currently there is a convergence taking place in the industry. Large companies are acquiring existing companies and converging into large media moguls (see:  "Playing the Devil's Advocate" in the index.)  In either scenario, owners of Filola.com  will be able to cash out handsomely.
INVESTMENT RISKS VERSUS VALUE

Any investment in our company must be considered in light of the problems frequently encountered by companies in an early stage of development, in new and rapidly evolving markets. 

Risk Counteracting Tactics

To address the risks we face, we must, among other things: 

- maintain and enhance our brand; 

- expand our service offerings; maintain and improve our model

- constantly increase the amount of traffic to our site.

- increase the number and types of individuals and businesses that use the services we offer; 

- increase the value of our services to our users, customers, electronic commerce partners and advertisers; 

- attract, integrate, retain and motivate qualified personnel; and 

- maintain the leadership we gain and the quality of our services. 
-we will also work on contingency systems and programs.

Increase productivity by investing in employee training and education.

1.
Budget for complete computer training for appropriate applications.

2.
Set up, Maintain employee benefit program for continuing college education.

3.
Budget for necessary seminars and/or continuing job-specific education.

4.
Maintain state-of-the-art accounting system for careful tracking. 

5.
Monthly reports on financial status vis-a-vis the industry. 

6.
Aggressive recruitment of the best technical staff in the industry. 

7.
Support company involvement in various local and national charity events.

Anticipated Profits 

As with any Internet start up, profits on investment are a future consideration.  We see no reason why Filola.com can not reach the upper quadrant of the industry and start showing profits, in the next few years, similar to those of the industry leaders Yahoo and AOL.

	COMPETITORS-NET INC. (MIL)
	2000
	%
	1999
	%
	1998

	
	
	
	
	
	

	Yahoo (YHOO)
	u/n
	u/n
	61.1
	138.7
	25.5

	
	
	
	
	
	

	AOL (AOL)
	1,232.00
	61.7
	762.0
	728.3
	92.0

	
	
	
	
	
	

	Shared Medical Systems Corp
	u/n
	u/n
	76.0
	0.073
	70.8

	
	
	
	
	
	

	Average Competitors Revenue Growth 
	1,232.00
	61.7
	299.7
	289.0
	62.8

	
	
	
	
	
	


Value
Our services are novel. We will be successful if Internet users begin to rely on our services.  It is the goal of Filola.com to create a service which can and will be relied upon.  From organization of Internet information to organization of every day life.  We intend to become an Internet leader in our market and industry. 

Processing information is dramatically more powerful and cost effective than moving physical products. Increasingly, the value of a company is to be found not in its tangible assets, but in intangibles: people, ideas, and key information driven assets. 

As the Internet has grown, users and advertisers have started seeking more targeted content, information, and interaction.  Filola.com will fill a need created by the entry of their competitors into the marketplace:  organization, containment and interaction. Filola.com will have the distinct advantage of gaining market share by solving many of the problems created by its predecessors. Our company will stress adaptability.

Filola.com's strongest asset will be its employees.  Besides hiring and maintaining an excellent family of employees, we will supplement by outsourcing where needed, creating shared services and maximizing connections with partners

In the Network Economy, the limitations of space no longer apply. Firms can reach their customers directly without regard to their physical location. In a world where everyone and everything is connected, the shortest distance between a customer and a firm is one mouse click. 

What the customer has gained in the convenience of the web, they seem to have lost in increased search costs. These search and evaluation costs continue to increase.  The bundling of functions and services can provide a "one location" convenience for people.  This is the area in which Filola.com is concentrating.  Creating loyalty happens two ways: either it's too difficult for customers to switch, or they don't want to switch.   Filola plans include the ingredients for both scenarios, this will create a dedication and "stickiness" for our site.
We provide personalized tools. Our members will be able to use our  tools to help them manage their lives, making the site more valuable to them the more they use our services. 

"Unless the proposition appeals to their

INTEREST, unless it satisfies their

NEEDS, and unless it shows them a

BENEFIT--then they will not buy!"

At Filola.com we plan to appeal to their interest,

We will satisfy their needs,

They will benefit.

And so will we!

Forecasted Financial Statements
<!-- The following table was generated by the Internet Assistant Wizard for Microsoft Excel. --><!-- ------------------------- --><!-- START OF CONVERTED OUTPUT --><!-- ------------------------- -->
	PRIVATE
Filola.com
Results of Operations

	[image: image1.png]eeeeeee






	Annual Financials

	Income Statement
	YEAR 3
	YEAR 2
	YEAR 1

	All dollar amounts in million
	
	
	

	
	
	
	

	Revenue
	8.7
	2.9
	1.6

	Cost of Goods Sold
	8.2
	1.8
	0.9

	Gross Profit
	0.5
	1.1
	0.7

	Gross Profit Margin
	0.1
	0.4
	0.4

	

	S G & A Expense
	32.1
	7.7
	10.1

	

	Operating Income
	-31.6
	-6.6
	-9.4

	Operating Margin
	0.0
	0.0
	0.0

	

	Total Net Income
	-31.6
	-6.6
	-9.4

	Net Profit Margin
	0.0
	0.0
	0.0

	Notes to the financial statements:
	
	
	

	1 These statements involve known and unknown risks, uncertainties, and other factors that may cause our industry's actual results, levels of activity, performance or achievements to be materially different from any future results, levels of activity, performance or achievements expressed or implied by these forward-looking statements. The forecasted amounts are estimates based on our potential market and competition and as estimates can not be considered to be potential results of business operations and activities. These forecasted statements are un-audited estimates and are meant solely as a management and investment tool.

	Balance Sheet
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	Balance Sheet
	Year 3
	Year 2
	Year 1

	

	Cash
	18.7
	1.1
	0.6

	Net Receivables
	2.6
	0.9
	0.7

	Short Term Investments
	37.6
	2.1
	8.9

	Total Current Assets
	58.9
	4.1
	10.2

	
	
	
	

	PP & E
	0.5
	0.8
	0.7

	Other Assets
	0.4
	0.6
	0.5

	Total Assets
	59.8
	5.5
	11.4

	
	
	
	

	Accounts Payable
	7.0
	1.7
	2.6

	Other Short Term Liabilities
	0.9
	1.2
	0.0

	Total Current Liabilities
	7.9
	2.9
	2.6

	
	
	
	

	Long-Term Liabilities
	1.5
	0.6
	0.1

	Total Liabilities
	9.4
	3.5
	2.7

	

	Total Equity
	50.4
	2.0
	8.7

	

	Shares Outstanding (mil.)
	10
	2
	2

	
	
	
	

	*Year 1
	Includes Market Entry & Start Up Costs
	
	

	


	Forecasted Cash Flow Statement

	Cash flows from operating activities:
	Year 3
	Year 2
	Year 1

	Net loss
	-31.6
	-6.6
	-9.4

	Adjustments to reconcile net loss to net cash used in operating activities
	
	

	
	
	
	

	+ Depreciation and amortization
	0.3
	0.6
	0.5

	
	
	
	

	Increase (decrease) from changes in assets and liabilities
	
	

	Rounding changes
	
	-0.1
	

	Decrease (increase) in A/R
	-1.7
	-0.2
	-0.7

	Decrease (increase) other assets
	0.2
	-0.1
	-0.5

	(Decrease) increase in A/P
	5.3
	-0.9
	2.6

	(Decrease) increase ST Debt
	-0.3
	1.2
	0.0

	(Decrease) increase LT Debt
	0.9
	0.5
	0.1

	Net cash used in operating activities
	-26.9
	-5.6
	-7.4

	
	
	
	

	
	
	
	

	Cash flows from investing activities
	
	

	Decrease (increase) in short-term investments
	-35.5
	6.8
	-8.9

	(Purchases) of property and equipment
	0.0
	-0.7
	-1.2

	
	
	
	

	Net cash provided by (used in) investing activities
	-35.5
	6.1
	-10.1

	
	
	
	

	
	
	
	

	Cash flows from financing activities
	
	

	Net proceeds from investment capital
	79.2
	0.0
	18.0

	Proceeds from issuance of stock
	0.8
	0.0
	0.1

	
	
	
	

	Net cash provided by financing activities
	80.0
	0.0
	18.1

	
	
	
	

	Increase (decrease) in cash and cash equivalents
	17.6
	0.5
	0.6

	Cash and cash eq., beg. of year
	1.1
	0.6
	0.0

	
	
	
	

	Cash and cash equivalents, end of year
	18.7
	1.1
	0.6


	Filola.com Financial Statements

	Supplementary disclosure of assumptions: cash flow information:

	
	
	
	

	Assumed cash paid during the period for:
	
	
	

	Taxes
	0.003
	0.004
	0.012

	
	
	
	

	Assumed non-cash transactions:
	
	
	

	Equipment acquired
	$16,491
	$682,560
	$1,195,190

	
	
	
	

	P P & E
	$856,295.4
	$1,399,674.
	$1,195,190.0

	less depreciation.
	342518.16
	559869.6
	478076.000

	Book
	$513,777.2
	$839,804.4
	$717,114.000

	
	
	
	

	
	
	
	

	BASIS

	

	Forecasts are based on an average of the initial years of business by Filola.com's potential competitors. The competitors were chosen by their placement in the business cycle and market quadrant(see calculation spreadsheets and market chart), as well as employee count and other expense criteria. Changes were made in these averages for various assumptions about the projected business of Filola.com. These are forecasts and as such are just estimates. Actual business activities will most likely be higher (or lower) than the forecasted amounts shown. Please take this into consideration and do not rely upon these projections in making an investment decision.

	
	
	
	


	FILOLA.COM RATIO ANALYSIS

	*Industry averages are based on actual competitors in this industry.
	
	
	

	
	YEAR 1
	YEAR 2
	YEAR 3

	Liquidity/Solvency Ratios
	
	
	

	Current Ratio
	3.92
	1.41
	7.46

	industry ave=.018 to.047
	Better than industry- Very Strong
	
	

	This ratio gives you a sense of a company's ability to meet all short-term liabilities with liquid assets, should it need to. A ratio of 1 implies adequate current assets to cover current liabilities, and the higher above 1, the better. This ratio is an adequate measure of financial strength in the short term.
	
	
	

	Working Capital
	$ 7.60
	$ 1.20
	$ 51.00

	This ratio gives you a sense of a company's ability to meet all short-term liabilities with liquid assets, should it need to using an absolute ($) measure.
	Strong-Liquid
	
	

	Not comparable to industry.
	
	
	

	Activity Ratios
	
	
	

	Asset Turnover Ratio
	0.14
	0.53
	0.15

	industry ave=.04 to .90
	Well within industry range.
	
	

	This ratio measures the level of capital investment relative to sales volume. The higher the better because it implies effective use of assets to generate sales.
	
	
	

	Leverage Ratios
	
	
	

	Debt to Equity
	0.19
	1.75
	.31

	industry ave=.50 to .76
	Median Ave.
	
	

	This debt to equity ratio determines the long term debt payment ability, or resources provided by creditors to equity resources.
	Debt is usually lower for an investment funded start up. Debt will climb if investment capital is not found in year 3.

	Equity Ratio
	.84
	.36
	.76

	industry ave=.5 to .9
	3 year Ave. = .65

	This determines the amount of assets financed by stock holders.
	
	
	

	Leverage Factor
	1.19
	2.75
	1.31

	industry ave=1.1 to 1.8
	Normal for Industry.
	
	

	This measures the extend to which debt financing enhances equity financing.
	
	
	

	Debt Ratio
	0.23
	0.53
	0.13

	industry ave=11% to 25%
	Solidly within industry range.
	
	

	This measures the percentage of funds provided by creditors. Measures the extend to which creditors are protected from the firms insolvency. 
	Creditors prefer a low debt ratio.
	
	

	As you can see all ratios for Filola.com are strong. Liquidity and coverage should not be a problem. As is normal with companies in this industry, income is usually negative for several years, therefore income ratios are meaningless.


APPENDIX

FILOLA.COM

Capabilities and Attributes
Day Time Organizer 


WITH:  Three levels of access security for your schedule



Let third party update your schedule (doctors, trainers, wife, boss...)




a. Full access (family)




b. Moderate Access (Friend)




c. Minimal Access (Business associates, doctors etc.)

Convenience Capabilities

Entertainment planning (restaurant, movie…)Reserve tables or purchase tickets, 


Travel planning, reservation and purchasing


Select and download music on your test


Get directions to your event

Meeting Planner


Auto Notification:  via email, pager, fax or even phone (auto voice)


Business meeting potential through chats or phone


Schedule paging (set to page at specific times)

Search and Retrieval services


Weather


Horoscope


Stock market viewer


Stock market portfolio viewer 


Bank account viewer


News (you customize)by key words or source 


Automatically send cards for holidays & birthdays


Uses your address book (set for automatic)

Access all your accounts with one only interface 

Consolidate your personal information on the Web (Log in with one password) 



Banks


Mail


Investments


Credit card


Shopping


Photo galleries

Will be compatible to Palm and Outlook


Sync your details onto your Palm or Outlook



So that all that info will combine in one interface 



(assessable from anywhere) and will organize all your daily activities.
Attributes and capabilities may grow and change with future needs and use.

PRIVATE "TYPE=PICT;ALT=ChartObject Revenue"
ARTICLE #1
"Many estimates about future market and Economy growth are given online and in text.

This is a copy of an article stating that companies in the area of Internet, and media/content are ripe for convergence and future growth."

Playing the Devil's Advocate 
By Lauren Keyson 

There is a convergence industry, and it's comprised of companies that have a hand in these four businesses: media/content, the Internet, telecommunications and computers. We are tracking a group of 28 companies that fit our definition of convergence. But now I am going to play the devil's advocate and say that there are not really any fully converged companies – yet. What I'm saying is that it's going to be a while before the promise of convergence is realized. 

As an investment opportunity, just two years ago was far too early to consider convergence as a theme or strategy. In another two years, some of the companies at the forefront of convergence might be just beginning to pull all of the parts together. But right now there is a tremendous growth opportunity in the right places for people to invest. Michael Hirshland of Polaris Venture Partners, a v.c. firm that specializes in Internet, e-commerce and network companies, said that, in terms of users and subscribers, it's still going to be a year or two before we start seeing the numbers we want. "But in terms of getting in at the very early stages of formative technologies and platforms, right now is really the sweet spot in the curve." 

He feels that two obvious examples of convergence are AMERICA ONLINE (AOL) and AT&T (T), because it's clear where they were trying to head. We don't include AOL in the Convergence Index, because we are waiting to see what is going to happen with the TIME WARNER (TWX) merger. But we do list AT&T, because of its telecom, Internet, computers and cable TV components. The company seems to be focused on its broadband business, upgrading its cable network technology to deliver broadband Internet access, telephony and high-speed data initiatives. 

On Aug. 4, Merrill Lynch said that the cable network upgrade run rate of 400,000 subscriptions a month should be sustained for the foreseeable future. The brokerage feels that 90% of all homes it supplies will be upgraded to telephony capability. It also said that management indicated they were on track to exceed its year-end target of 1.1 million cable-modem subscribers. But Merrill Lynch conclude its analysis by cutting its long-term rating on AT&T because of concerns over the long-term growth of the company now that it has spun off AT&T WIRELESS (AWE). 

Dresdner Kleinwort & Benson also recently reduced its rating on AT&T, saying that the long-distance business can't be ignored. "AT&T is struggling in its core business, which we argue herein is too important for investors to overlook," said the report. "Excluding wireless, AT&T trades at 3.9-times 2001 estimated EBITDA, a business with a 4.1% cash flow rate. We are downgrading our rating on AT&T to REDUCE from HOLD." 

AT&T's plight is an example of the riskiness of investment in convergence industry companies. I talked with Cary Joshi, the chairman, president and chief executive officer of a privately-held company called Cl@rity, about the risk factor. His company is just on the path to convergence, in that it is building a next-generation broadband network. The company's goal is to provide seamless integration from the network, infrastructure and equipment, so that small and mid-sized companies can be self-provisioning. Cl@rity's main competitors are the RBOCs, which now own 95% of the market. 

I asked him if he felt investors really were interested in companies that seem to have so many applications and "moving parts." He said, "There is a tremendous growth opportunity in some of the right places for people to invest. If you think about it, radio took 50 years before it hit 50 million people in terms of acceptance. TV took about 16 years before it reached 50 million people. The Web only took four years. Because of the fact that it's an open architecture, the Internet really gives users of the network the ability to build on it. 

"The telecommunications industry of the past has really been proprietary in nature, driven by vendors. Take any RBOC, they have never, ever, developed a new service. Voice mail – all those things – really have come from an independent service provider. So I think it would be very prudent for investors to seek out companies, like ours, that are moving towards convergence and building the network for the next millennium." 

Mr. Hirshland's Waltham, Mass.-based firm recently invested $10 million in Ucentric Systems, which is a player on the edge of the convergence space. Maynard, Mass.-based Ucentric's technology connects any wide-area network – DSL, cable, satellite – with any local-area network – wireline, powerline, wireless – to create a home-area network that is a platform for shared broadband access and distributed computing. Think of it as the "last yard" in the "last mile." Mr. Hirshland didn't want to reveal too much – "you're early," he said. "The good news is you're catching them at a great time – they're just coming out of stealth mode." 

Another company that is nearing convergence is WORLDGATE COMMUNICATIONS (WGAT), a technology and services company that provides high-speed Internet access through the TV. In fact, a lot of readers have wondered why we haven't included the company in the Convergence Index. WORLDGATE recently reported what SG Cowen called "solid" second-quarter results. Revenue of $3.6 million was ahead of the firm's estimate of $3.2 million, and Internet subscribers more than doubled in the quarter to 43,000 from 19,000. SG Cowen reiterated its STRONG BUY rating on WORLDGATE, noting that the company recently signed an agreement with four large cable operators. The cable operators are going to deploy WORLDGATE's Internet access product and will license its technology with the goal of launching an interactive program guide service. We'll be watching the company closely. It does have the Internet and telecommunications locked down, but we're not so sure about media/content and computers. 

So, even if fully converged companies are still a ways off, convergence is a very hot investment opportunity. "I think the key thing is that there's enough momentum," says Mr. Hirshland, the venture capitalist. "There are enough efforts underway by a lot of very large players in these markets, and they very clearly see their future paths as a converged one." 

Let me know what you think about investment in the Convergence Industry, and keep those nominations coming. Every one who sends us a new convergence idea receives The Internet Analystsm clock. Write to Lkeyson@multex.com. 

ARTICLE #2
Net ad sales strong at start of year 
	PRIVATE
By Frank Barnako, CBS.MarketWatch.com
Last Update: 4:56 PM ET Aug 8, 2000 


The Internet Advertising Bureau reported that first-quarter Web ad revenue totaled $1.95 billion, a nearly 10 percent rise from the fourth quarter of last year and 182 percent greater than in the first quarter of 1999. But IAB Chairman Rich LeFurgy cautioned Tuesday that the second-quarter tally, being collected by PricewaterhouseCoopers, may not tell the same story.

Net stocks' weakness, and Internet companies' layoffs, closings and spending reductions have caused some Net firms to reduce marketing efforts. "The continued and growing numbers of large traditional advertisers expanding their budgets for Internet campaigns are really the news here (in the first quarter)," LeFurgy said. "Time will tell what effect, if any, recent developments will have on the growth of online advertising, but the combined brand-building, targeting, one-to-one marketing and e-commerce capabilities of the Internet will continue to fuel revenue growth throughout the year."

According to the report, the categories that lead online spending during the first quarter were consumer-related (31 percent), financial services (15 percent), computing (15 percent), new media (12 percent) and business services (10 percent). The IAB report represents data from more than 200 companies and includes thousands of Web sites.

<div align="center">
	PRIVATE
<div align="center">
FILOLA.COM Sales Calculations
</div>


</div>
	PRIVATE
COMPETITORS-REV. (MIL) 
	2000
	%
	1999
	%
	1998
	%
	1997
	
	Empl.

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Yahoo (YHOO)
	 
	 
	588.6
	189.5
	203.3
	201.6
	67.4
	 
	1992

	AOL (AOL)
	6,886.0
	44.2
	4,777.0
	83.7
	2,600.0
	 
	 
	 
	12,100

	Ask Jeeves (ASKJ)
	 
	 
	22.0
	3566.7
	0.6
	 
	 
	*
	416

	Lycos (LCOS)
	 
	 
	135.5
	141.5
	56.1
	151.6
	22.3
	 
	785

	Go2Net, Inc. (GNET)
	 
	 
	22.4
	366.7
	4.8
	1500.0
	0.3
	*
	225

	Bolt (BOLT)
	 
	 
	4.4
	63.9
	2.7
	440.0
	0.5
	*
	16

	CollegeClub.com, Inc.
	 
	 
	2.9
	777.4
	0.3
	 
	0.8
	*
	255

	iTurf Inc. (TURF)
	24.8
	520.0
	4.0
	0
	4.0
	 
	0
	 
	153

	Alloy Online (ALOY)
	31.2
	205.9
	10.2
	466.7
	1.8
	 
	 
	*
	120

	Snowball.com (SNOW)
	
	
	6.7
	105.8
	3.3
	266.7
	0.9
	*
	260

	ivillage.com (IVIL)
	 
	 
	44.6
	197.3
	15.0
	150.0
	6.0
	 
	346

	Crosswalk.Com, Inc. (AMEN)
	
	
	6.9
	527.3
	1.1
	266.7
	0.3
	*
	81

	Shared Medical Systems Corp
	 
	 
	1,217.1
	7.2
	1135.4
	26.7
	896.2
	 
	7634

	Launch Media, Inc. (LAUN)
	 
	 
	16.6
	232
	5.0
	61.3
	3.1
	*
	209

	Ticketmaster Online (TMCS)
	
	
	105.3
	277.4
	27.9
	181.8
	9.9
	
	1,172

	Yupi Internet, Inc. (YUPI)
	 
	 
	3.2
	3200.0
	0.1
	 
	 
	*
	263

	AltaVista (ALTA)
	
	
	73.6
	98.4
	37.1
	168.8
	13.8
	
	635

	Average Industry Growth (Based on Revenue)
	2314
	256.7
	379.55
	643.85
	229.13
	292.14
	79.51
	
	397.56

%inc. yr 

	Estimated Starting Sales
	Sales are an ave. of start ups * 
	
	
	
	
	
	0.93
	
	

	 
	
	
	 
	 
	 
	 
	 
	 
	 

	ave. % increase for start ups
	OUTLYERS EXCLUDED*
	
	
	325.6
	
	300.3
	
	*
	

	  Projected Sales (first 3 years)
	
	
	Year 3
	
	Year 2
	
	Year 1
	
	

	  Filila.com
	
	
	9.7 
	
	2.9 
	
	0.93 
	
	


<!-- ------------------------- --><!-- END OF CONVERTED OUTPUT --><!-- ------------------------- -->
 
 
PRELIMINARY

FORECAST CALCULATIONS<!-- The following table was generated by the Internet Assistant Wizard for Microsoft Excel. --><!-- ------------------------- --><!-- START OF CONVERTED OUTPUT --><!-- ------------------------- -->
	PRIVATE
CollegeClub.com Inc.
	 
	 
	 
	 
	Launch Media, Inc.
	 
	 
	 
	 
	Snoball.com, Inc.
	 
	 
	 
	 
	Filola.com Forecasted
	 
	 
	 
	 

	Annual Financials
	 
	Annual Financials
	 
	Annual Financials
	 
	Annual Financials
	 

	Income Statement
	Dec 99
	Dec 98
	Dec 97
	
	Income Statement
	Dec 99
	Dec 98
	Dec 97
	
	Income Statement
	Dec 99
	Dec 98
	Dec 97
	 
	Income Statement
	Dec 99
	Dec 98
	Dec 97
	

	All dollar amounts in million
	
	
	
	
	All dollar amounts in million
	
	
	
	
	All dollar amounts in million
	
	
	
	 
	All dollar amounts in million
	
	
	
	

	except per share amounts.
	
	
	
	
	except per share amounts.
	
	
	
	
	except per share amounts.
	
	
	
	 
	except per share amounts.
	
	
	
	

	 
	
	 
	
	 
	 
	 
	

	Revenue
	2.9
	0.3
	0.8
	
	Revenue
	16.6
	5
	3.1
	
	Revenue
	6.7
	3.3
	0.9
	 
	Revenue
	8.7
	2.9
	1.6
	

	 
	
	 
	
	 
	 
	 
	

	Cost of Goods Sold
	3.5
	0.8
	0.9
	
	Cost of Goods Sold
	16.4
	3.2
	1.7
	
	Cost of Goods Sold
	4.8
	1.3
	0.2
	 
	Cost of Goods Sold
	8.2
	1.8
	0.9
	

	 
	
	 
	
	 
	 
	 
	

	Gross Profit
	-0.6
	-0.4
	-0.1
	
	Gross Profit
	0.2
	1.8
	1.4
	
	Gross Profit
	1.9
	1.9
	0.8
	 
	Gross Profit
	0.5
	1.1
	0.7
	

	 
	
	 
	
	 
	 
	 
	

	Gross Profit Margin
	--
	--
	--
	
	Gross Profit Margin
	1.20%
	36.00%
	44.70%
	
	Gross Profit Margin
	28.40%
	59.40%
	81.60%
	 
	Gross Profit Margin
	5.75%
	37.93%
	43.75%
	

	 
	
	 
	
	 
	 
	 
	

	SG&A Expense
	19.5
	1.8
	2.1
	
	SG&A Expense
	39.7
	15.6
	--
	
	SG&A Expense
	37.1
	5.6
	2
	 
	SG&A Expense*
	32.1
	7.7
	2.1
	

	 
	
	 
	
	 
	 
	-1.4
	

	Operating Income
	-25.7
	-3.7
	-4.1
	
	Operating Income
	-39.5
	-13.8
	--
	
	Operating Income
	-35.2
	-3.7
	-1.3
	 
	Operating Income
	-31.6
	-6.6
	-9.4
	

	 
	
	 
	
	 
	 
	 
	

	Operating Margin
	--
	--
	--
	
	Operating Margin
	--
	--
	--
	
	Operating Margin
	--
	--
	--
	 
	Operating Margin
	0.0
	0.0
	0.0
	

	 
	
	 
	
	 
	 
	 
	

	Total Net Income
	-25.8
	-3.8
	-4.2
	
	Total Net Income
	-37.5
	-13.4
	-6.7
	
	Total Net Income
	-34.8
	-3.7
	-1.3
	 
	Total Net Income
	-31.6
	-6.6
	-1.4
	

	 
	
	 
	
	 
	 
	 
	

	Net Profit Margin
	--
	--
	--
	
	Net Profit Margin
	--
	--
	--
	
	Net Profit Margin
	--
	--
	--
	 
	Net Profit Margin
	0
	0
	0
	

	 
	
	 
	
	 
	 
	 
	

	 
	
	 
	
	 
	 
	 
	

	CollegeClub.com Inc.
	
	Launch Media, Inc.
	
	Snoball.com, Inc.
	 
	Filola.com Forecasted
	

	Balance Sheet
	Dec 99
	Dec 98
	Dec 97
	
	Balance Sheet
	Dec 99
	Dec 98
	Dec 97
	
	Balance Sheet
	Dec 99
	Dec 98
	Dec 97
	 
	Balance Sheet
	Dec 99
	Dec 98
	Dec 97
	

	 
	
	 
	
	 
	 
	 
	

	Cash
	29.7
	0.4
	--
	
	Cash
	0.9
	1.7
	0.6
	
	Cash
	25.5
	0
	0
	 
	Cash
	18.7
	1.05
	0.6
	

	 
	
	 
	
	 
	 
	 
	

	Net Receivables
	1.2
	0.2
	--
	
	Net Receivables
	4
	0.6
	0
	
	Net Receivables
	2.6
	0.9
	0.7
	 
	Net Receivables
	2.6
	0.85
	0.7
	

	 
	
	 
	
	 
	 
	 
	

	Inventories
	0
	0
	--
	
	Inventories
	0.3
	0.1
	0
	
	Inventories
	0
	--
	--
	 
	Inventories
	0
	0
	0
	

	 
	
	 
	
	 
	 
	 
	

	Total Current Assets
	31.2
	0.6
	--
	
	Total Current Assets
	64.2
	8
	4.8
	
	Total Current Assets
	38.3
	1.1
	0.7
	 
	Total Current Assets
	21.3
	1.9
	1.3
	

	 
	
	 
	
	 
	 
	 
	

	Total Assets
	56.4
	1.3
	--
	
	Total Assets
	94.2
	13.2
	1.8
	
	Total Assets
	46.7
	1.2
	0.8
	 
	Total Assets
	65.8
	5.2
	3.8
	

	 
	
	 
	
	 
	 
	 
	

	 
	
	 
	
	 
	 
	 
	

	Short-Term Debt
	0.6
	1.6
	--
	
	Short-Term Debt
	0.9
	0.8
	0
	
	Short-Term Debt
	1.2
	--
	--
	 
	Short-Term Debt
	0.9
	1.2
	0
	

	 
	
	 
	
	 
	 
	 
	

	Total Current Liabilities
	6.5
	4.6
	--
	
	Total Current Liabilities
	7.2
	3.6
	4.8
	
	Total Current Liabilities
	10
	0.4
	0.3
	 
	Total Current Liabilities
	7.9
	2.9
	2.6
	

	 
	
	 
	
	 
	 
	 
	

	Long-Term Debt
	1.4
	0.6
	--
	
	Long-Term Debt
	1
	0.6
	0.1
	
	Long-Term Debt
	2
	--
	--
	 
	Long-Term Debt
	1.5
	0.6
	0.1
	

	 
	
	 
	
	 
	 
	 
	

	Total Liabilities
	7.8
	5.4
	--
	
	Total Liabilities
	8.2
	4.2
	4.9
	
	Total Liabilities
	12
	0.4
	0.3
	 
	Total Liabilities
	9.4
	3.5
	2.7
	

	 
	
	 
	
	 
	 
	 
	

	 
	
	 
	
	 
	 
	 
	

	Total Equity
	48.6
	-4.1
	--
	
	Total Equity
	86
	8.9
	-14.2
	
	Total Equity
	34.7
	0.8
	0.5
	 
	Total Equity
	56.4
	1.7
	1.1
	

	 
	
	 
	
	 
	 
	 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Shares Outstanding (mil.)
	--
	--
	--
	
	Shares Outstanding (mil.)
	12.8
	0.9
	--
	
	Shares Outstanding (mil.)
	5.6
	--
	--
	 
	Shares Outstanding (mil.)
	10
	2
	2
	

	 
	 
	 
	 
	 


<!-- ------------------------- --><!-- END OF CONVERTED OUTPUT --><!-- ------------------------- -->
 

Calendar in Small and Large Views
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Means Competing at a New Scale




 

You can check your calendar in many different views.
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View a particular day with a click of the mouse.
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Alex Iskandarian-CEO Filola.com

Strengths

Strong Commitment

Dedication,

Leadership Skills

Ability to Motivate Employees

Hard Working

Strong Work Ethic

Instincts for Hiring Quality Employees

Experienced

Work Background

2000 
Department manager- computer engineering 

EXP.com

1997 
Computer Engineering & Internet Development 

Intel. 

1993
CEO and Founder Velta Lingotronics



English Russian dictionary and CD about 2 million words

Lost due to lack of marketing skills.  Gained a learning experience.   Area of weakness which will be compensated for in future projects with further education and use of advisory personnel. To gain that knowledge went to school to learn computers and started working for Intel

1990     Moved to US.  Initial years took small jobs and learned English.

1989
CEO and Founder Yerevan Consolidation 

3 manufacturing companies, 12,000 employees.

Operations expand overseas to Japan, Germany, Sweden and Bulgaria. Reached 200 million ruble in revenues {3 million USD}.

1988
CEO and Founder
Founded first Armenian private bank of Yerevan 

30 million ruble operation

1986 
Mikhail Gorbachev  started Private Industry

1981-88 
Chief Engineering Manager
Subway Construction, Yerevan, USSR

Education
1981
Armenia Polytechnical University 

Construction Business Management with honors 

1993
Computer Technology

Dmitri Orlov VP of Operations
Experience and Strengths
LEADERSHIP
Prior experience working in a small company/start-up environment.

More than 15 years of business development experience, focused in the technology or software industries. 7 years experience managing large budgets/complex projects. 10 years of C/C++ engineering experience, with substantial engineering management experience.

Good communication skills. Able to make independent strategic decisions and carry them out, while seeking consultation as needed. Good team focus. 

Experience managing all aspects of web site maintenance and support.

Controlled: configuration and maintenance of web servers for development and back-up of the web site organization.  Developing the structure of the site, Windows NT/UNIX system administration, MS SQL Server administration and application development.  Creating guidelines for content developers in relation to optimizing their ASP projects.  Developing ASP classes and database schemas.  Testing and installing new applications.  Research and development of tools to aid in web site administration.  Managing webmaster, MS SQL Administrator, web developers and working with hosting ISP to ensure site is properly maintained and supported.  Experience bringing a software product through the full life cycle, including the ability to schedule tasks and to make proper adjustments to deliver product.

Team Leader, System and Network Administrator, Web Developer, Professional Programmer

Technical leader, capable of rolling up sleeves and coding if necessary.  Long history of leadership experience in large-scale development projects. 

The ability to gather disconnected information from multiple sources, assemble it into a coherent whole, and draw from it strategic and tactical implications.

Strong project management experience (ie, great communication with various engineering marketing and SQA teams).

Proven track record of successful accomplishments in: Identifying, planning and implementing e-commerce technologies; software development management; Software development and systems architecture; short and long-term technology strategy formulation

TECHNOLOGY
Strong technology strategy and assessment skills. Comprehensive C, C++ and OO design principle understanding.

Master's degree in Computer Science, 1986, Moscow Engineering and Physics University

Previous responsibility for specification development, project planning, project management, resource allocation, subordinate engineer performance and management of consultants (as required).

Information analysis and modeling in support of systems development efforts with the goal of maintaining consistent data definitions and data use across systems and computing environments.

Experience with networking or DBMS-oriented software products. Previous experience working in a software development company.

Languages such as C, C++, SQL, ASP, PHP, HTML, object-oriented design and relational database design.

Closely working with the senior management team for the planning, design, development, implementation and scaling of all technology aspects of our products. 

Make decisions regarding design and development of all key application areas – workflow, content management, customer information & profiling, syndicated commerce, and media convergence applications

Establish product development processes and related organizational structure that will ensure timely product development and high quality releases.

Front End Technical Expertise in information architecture (navigation, organization, restructuring), visual design, content management, transactions, multi-media streaming & storage, personalization/customization, search engine.

Work Experience:

1997-2000  WSGR, Inc. 

Team Leader, Main Developer in C,C++, Web Programmer in PHP, ASP and SQL, System Administrator for WinNT, SQA Team Leader, Sys Admin Teaching in Portnov's SQA School.

1996-1997  Data Integrity, Inc, San Jose 

(startup to develop and sell high-encryption products for MS Office programs and E-Mail encryption)

1993-1996 McAfee, Inc Senior Software Developer, developed main product VirusScan, deep knowledge of Windows OS and low-level software and hardware development.

1986-1993 Various software development companies in Russia: spellchecker, RDMBS's.

EDUCATION 


MS in CS 1986 Graduate from MIFI 

RESUME:

VP of Engineering: Raghu Yeluri Ph.D.
Background Experience:

Computers and Internet






Leadership






Organization






Group Projects






R & D






Media Technology






Internet Information Services






Corporate Experience






Lab Work

Work Background:
IBM Labs:   Raghu Yeluri began his career at the prestigious labs.  

Intel Corporation:  He several years at Intel, where he directed and led R&D programs in media technology and Internet information services. 

EDUCATION: Ph.D.
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		COMPETITORS-REV. (MIL)		2000		%		1999		%		1998		%		1997		%				Empl.		%		Traffic

		Yahoo (YHOO)						588.6		189.5		203.3		201.6		67.4						1992		148.1		48m

		AOL (AOL)		6,886.0		44.2		4,777.0		83.7		2,600.0										12,100		42.4		23m

		Ask Jeeves (ASKJ)						22.0		3566.7		0.6								*		416		108.0		11m

		Lycos (LCOS)						135.5		141.5		56.1		151.6		22.3						785		72.1		32m

		Go2Net, Inc.  (GNET)						22.4		366.7		4.8		1500.0		0.3				*		225		226.1

		Bolt (BOLT)						4.4		63.9		2.7		440.0		0.5				*		16		81.8		3m

		CollegeClub.com, Inc.						2.9		777.4		0.3				0.8				*		255		0		2m

		iTurf Inc. (TURF)		24.8		520.0		4.0		0		4.0				0						153		283.5

		Alloy Online (ALOY)		31.2		205.9		10.2		466.7		1.8								*		120		380.0		400,000

		Snowball.com (SNOW)						6.7		105.8		3.3		266.7		0.9				*		260		12.1

		ivillage.com (IVIL)						44.6		197.3		15.0		150.0		6.0						346		73.0

		Crosswalk.Com, Inc. (AMEN)						6.9		527.3		1.1		266.7		0.3				*		81		118.9		1m

		Shared Medical Systems Corp						1,217.1		7.2		1135.4		26.7		896.2						7634		-0.3		1000 clients

		Launch Media, Inc. (LAUN)						16.6		232		5.0		61.3		3.1				*		209		186.3		3.5m

		Ticketmaster Online-CitySearch, Inc. (TMCS)						105.3		277.4		27.9		181.8		9.9						1,172		92.8

		Yupi Internet, Inc. (YUPI)						3.2		3200.0		0.1								*		263		37		3m

		AltaVista (ALTA)						73.6		98.4		37.1		168.8		13.8						635				14m

																						% annual average increase

		Average Industry Growth (Based on Revenue)		2314		256.7		379.5529411765		643.84375		229.1294117647		292.1454545455		79.5083333333						397.5630681818

		Estimated Starting Sales		Sales are an ave. of start up firms noted to right *												0.9333333333

				Companies with with high

		ave. % increase for start ups		% increases are not included.						325.6				300.3

		Projected Sales (first 3 years)						Year 3				Year 2				Year 1

		Filila.com						9.7				2.9				0.93

		COMPETITORS-NET INC. (MIL)		2000		%		1999		%		1998		%		1997		%

		Yahoo (YHOO)						61.1		138.7		25.5				-22.9

		AOL (AOL)		1,232.0		61.7		762.0		728.3		92.0

		Ask Jeeves (ASKJ)						-52.9				-4.3				-0.4

		Lycos (LCOS)						-52.0				-96.9				-6.6

		Go2Net, Inc.  (GNET)						-10.8				-2.4				-1.7

		Bolt (BOLT)						-12.9				-0.5				-1.2

		CollegeClub.com, Inc.						-25.8				-3.8				-4.2

		iTurf Inc. (TURF)						-14.3				0.5				0.5

		Alloy Online (ALOY)						-14.8				-6.4				-1.9

		Snowball.com (SNOW)						-34.8				-3.7				-1.7

		ivillage.com (IVIL)						-93				-43.7				-21.1

		Crosswalk.Com, Inc. (AMEN)						-10.7				-3.5				-4.1

		Shared Medical Systems Corp						76.0		0.073		70.8		17.22		60.4

		Launch Media, Inc. (LAUN)						-37.5				-13.4				-6.7

		Ticketmaster Online-CitySearch, Inc. (TMCS)						-121.4				-17.2				2.3

		Yupi Internet, Inc. (YUPI)						-35.3				-1.9				0

		AltaVista (ALTA)		-230.3				-72.1				-5.7

		Average Competitors Growth (Based on possitive Income)		1,232.0		61.7		299.7		289.0243333333		47.2		17.22		63.2
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