Disclaimer

This Business Overview (the "Overview") has been prepared by JumpStart Business Solutions ("JumpStart") solely for informational purposes from information supplied by “The All Company”. (sometimes referred to herein as the "Company") and is being furnished solely for use by prospective parties in considering a financing transaction with the Company.

The information contained herein has been prepared to assist interested parties in making their own evaluation of the Company and does not purport to contain all of the information that a party may desire.  In all cases, interested parties should conduct and rely on their own investigation and analysis of the Company and the data set forth in this Overview.  JumpStart has not independently verified any of the information, including projections, contained herein; neither the Company, nor JumpStart, makes any representation or warranty, express or implied, as to the accuracy or completeness of this Overview and shall have no liability for any representations, express or implied, contained in, or for any omissions from, this Overview or any other written or oral communications transmitted to the recipient in the course of the recipient's evaluation of the Company.

The Overview includes certain statements, estimates and analysts' projections with respect to the anticipated future performance of the Company.  Such statements, estimates and analysts' projections reflect various assumptions, which assumptions may or may not prove to be correct.  No representations are made as to the accuracy of such statements, estimates or analysts' projections.  Neither the Company nor JumpStart undertakes any obligation to provide additional information or to correct or update any of the information set forth in this Overview.

Without limiting the generality of the foregoing: (1) the recipient will not reproduce this Overview, in whole or part; (2) if the recipient does not wish to pursue this matter, he or she will return to JumpStart as soon as practicable this Overview, together with any other material relating to the Company which the recipient may have received from JumpStart or the Company; and (3) any proposed actions by the recipient which are inconsistent in any manner with the foregoing agreements will require the prior written consent of JumpStart.

The Company reserves the right to negotiate with one or more prospective parties at any time and to enter into agreements with any such parties without prior notice to the recipient or other prospective parties.

The Company reserves the right to terminate, at any time, any further participation of itself or any party in the investigation and consideration process by any party.  Finally, JumpStart reserves the right to modify, at any time, any procedures relating to such process without assigning any reason therefore.  The Company intends to conduct business in the ordinary manner, however, it also reserves the right to take any action, whether in or out of the ordinary course of business, including but not limited to the sale of any property, which it deems necessary, prudent or desirable in the conduct of such business.

No person other than JumpStart has been authorized to give any information or to make any representations other than those contained in the Overview, and, if given or made, such information and representations must not be relied upon as having been authorized by the Company or JumpStart.  This Overview does not constitute an offer to sell or a solicitation of any offer to buy any securities of the Company.

The Overview is submitted solely for informational purposes and may not be reproduced or issued for any other purpose without the written authorization of JumpStart and is to be returned to us upon request.  Management of the Company should not be contacted directly without the approval of JumpStart.
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I. Overview

1.1 Mission

As the dot com lust succumbed to the reality of  a dot com bust, we have entered a renaissance of the standards used to evaluate new endeavors in the Internet.  No longer are grandiose visions in a still emerging industry accepted as viable economic models; rather, Internet entrepreneurs and investors must face the somewhat daunting responsibility of locating, developing, and building concepts that will quickly spawn profitable and sustainable companies, in challenging and rapidly changing environment.  The All Company will be the first entity to fully capitalize on the convergence of media and technology by leveraging popular forms of mainstream entertainment content against a unique, yet proven, multi-faceted e-commerce model that is specifically designed to match the inevitable, exponential growth of the sector.   
1.2 Internet Background

As the dust settles from the collapse of the myriad content and commerce sites, a host of invaluable lessons have become self-evident rules of the new economy, two of which are directly relevant to The All Company.  The first rule is that economic vitality in the pre-convergence era cannot be attained through advertising sales alone.  The second rule is that a company cannot survive (save a select few) as a standalone traditional B2C e-commerce enterprise.  

We believe that an Internet company’s e-commerce model must also reach far beyond linear thinking by utilizing mainstream, targeted content that fully exploits its user base via diverse revenue streams.  For example, it is now apparent that a music-oriented site targeted at generations X and Y cannot survive by simply selling CDs, MP3s, T-shirts, and music tickets.  By doing so, such a site ignores the bevy of shared interests of people in that demographic, while subsequently relinquishing ‘would be’ revenues to other more specialized web sites.  In order to both attain and maintain market share, profitability, and overall success, in the pre-convergence era, an Internet company must fully exploit the plethora of demographic, psychographic, and economic data located in its system in order to develop comprehensive product and service lines.
1.3 Company Description

The All Company, Inc. is a well-conceived start-up ‘clicks and mortar’ organization that will initially be directed towards filling the voids between content, e-commerce, and interactivity on the Internet by melding together highly engaging forms of each via our flagship web sites alltalkshows.com and allsoapoperas.com.  In addition to our Internet operation, we will launch a Television Production Division that will develop original talk shows, documentaries, and reality-based programming, as well as a Talk Show focused magazine, the Industry’s first!  The All Company’s savvy management team will utilize their vast network of entertainment industry relationships to form a series of partnerships, strategic alliances, co-branding arrangements and sponsorships in order to forge powerful barriers to entry, ensure a quick path to profitability, and to lay the foundation for significant and sustainable growth and expansion.  Once these goals have been attained, our initial properties will garner tremendous numbers of users, viewers, and readers, all of which will translate into very substantial revenues for the company.

The All Company will introduce to the Internet Direct-to-Consumer Streamed Programming (D2CSP); the web-equivalent of traditional Direct-to-Consumer programming found on television channels such as The Home Shopping Network (HSN) and QVC.  The D2CSP model was devised exclusively by the All Company after market analysis revealed a significant correlation in the demographic, psychographic, and economic profiles between the audiences of Talk Shows, Soap Operas, Home Shopping Broadcasters, and infomercial viewers; in effect, they are one in the same.    

The All Company anticipates securing a strategic partnership with a major home shopping broadcaster and several direct response companies, whereby we will stream two-minute audio/visual files to their computers via the alltalkshows.com and allsoapoperas.com portal sites in exchange for a percentage of the cost of the good.  The infomercial file will be streamed unbeknownst to the user while they are interacting with the site during the television broadcast of the soap or talk show, and will subsequently ‘pop up’ on their screen simultaneously with the standard broadcast commercial airing on their television sets.  As we track each user’s individual ‘web surfing’ habits and learn more about their interests through promotions and other data mining activities, we will be able to ascertain the precise types of products and services that peak each user’s interest, and our D2CSP model will continue to evolve into an increasingly effective revenue model.

In addition to our novel e-commerce strategy, we will naturally provide more traditional products specifically relevant to our niche.  These items will consist of programming related merchandise such as apparel (hats, tee-shirts, etc.), videos and DVD’s (e.g. Jerry Springer’s ‘Too Hot For TV’), and other synergistic products that will serve to complete the offering.  
II. Business/Growth Strategy
2.1 Overview

As it stands, our growth strategy has been carefully mapped to follow the forecasted evolution of the Internet over the next several years, specifically with regards to the convergence of Television and the Internet.  The initial functionality of the two flagship sites, however, will closely resemble the successful model used by the ABC Television Network called ‘Enhanced TV’, which supplements the Television broadcast of programs such as Monday Night Football with statistics, biographies, trivia, polls, promotions, games, and other engaging features via the ABC web site.  As our initial sites will be developed with the lower-speed (56k) modem user in mind, they will serve as a value-added supplement to All Soap Operas and All Talk Shows while they are airing (and as a resource in between), therefore reserving the majority of the available bandwidth for our D2CSP’s which will be transmitted to users during the broadcast, and played during commercial breaks.  Our initial services will include Chat, Message Boards, Personalization Tools, Promotions, show-relevant information, and other features designed to generate stickiness, site loyalty, and traffic, all of which will translate into substantial revenues to be derived from our primary revenue streams.  Our primary mission in the first two phases will be to cross-brand our two web properties with their respective content creators, thereby establishing a strong loyalty to the site.                

2.2 Phase I (Launch)

Upon capitalization, The All Company will commence its first phase of operations which will include hiring additional key management, filling out the Board of Directors, and securing the vital partnerships required to launch our two initial web properties.  We anticipate a very short development period that will spawn our hard launch within 3 months from completing our seed round of financing.  This short journey to inception will be accomplished via strategic partnerships, existing relationships of our management team, and our general phase 1 strategy of partnering with existing companies to provide content, commerce, and technology whenever possible.  During this first phase, our team will also launch the production company, and the talk show magazine.  This phase will last approximately 12 to 18 months and will serve to provide proof-of-concept for the company in a highly cost-effective manner, as well as time to position the company to enter the second phase.
2.3 Phase II (Growth)

Once we have achieved the goals set forth in our phase one strategy, The All Company will aggressively implement phase two of the growth strategy.  The milestones that were set forth in phase one will have provided the company with brand recognition, superior e-commerce models, and a large, active user base.  In this phase, we will launch a new web site designed for the early stages of Internet/Television convergence and broadband users.  We will expand our internal production company to create and include original ‘Reality TV’, ‘Talk Show’, and Documentary oriented programming (initially for syndication).  We will expand our e-commerce revenue models.  Finally, we will examine the feasibility of severing the partnership with our D2CSP content and fulfillment partner in order to launch our own direct-to-consumer operation.  

This phase will also mark the beginning of our diversified All network strategy.  We will begin to leverage the over 400 domain names currently owned by the All Company in order to establish a vast branded network of company owned Internet properties beginning with “All.”  We project the second phase of operations will commence during the second year of operations, and will culminate with the beginning of phase three by the beginning of year four.       

2.4 Phase III (Vertical Integration)

The third phase of The All Company’s strategy will begin upon satisfactory market penetration of Internet/Television convergence (whereby a significant portion of our target market is receiving their television content via the Internet).  At this time, we will direct our attention towards vertically integrating the various remaining operations that were previously outsourced to strategic partners, and terminating our syndication agreements so we will be able to broadcast our own original programming via our branded web properties.  We also believe that our Network of domain names will have become valuable, revenue generating enterprises that will ultimately position the company for an initial public offering or acquisition.  

III. Management Team
3.1 Management

Bill Liblick, Chairman of the Board, and President

Bill is a seasoned journalist, having run a chain of weekly newspapers, where he oversaw editorial, sales, and production staffs.  Mr. Liblick also has an extensive background in public relations, advertising, and marketing.  He was the founder of Ovation Public Relations and Publicity Inc., servicing small cap companies and political campaigns. Mr. Liblick also hosted a daily radio show.  He has served on the board of directors of many cultural, civic, and charitable organizations.  Mr. Liblick holds a dual BA in Political Science/Sociology and Journalism/Media.  Television viewers know him from his over 300 talk show appearances.  He has been featured on the front page of The Wall Street Journal, Dateline NBC, New York Magazine, and by every other major news outlet and talk show. Millions know Bill as the Judge on Ricki Lake, where he delivered her highest ratings.  Mr. Liblick also appeared on the ABC sitcom Maybe This Time, and has been named “The Spokesman of the People” by the media. 

Dr. Robert Reiss, Chief Operating Officer       

Dr. Reiss is a renowned lecturer on time management, stress reduction, and health related issues.  He currently manages Bronx Office Support, a multi million-dollar management company for medical practices.  Dr. Reiss oversees a staff of 150. He served in a similar capacity for New York Total Health Care Management.  The New York Chiropractic Council named Dr. Reiss “Chiropractor of the Year” in 1996.  He has been district representative and Executive Officer of the Council for the past 8 years.  Dr. Reiss served as Chairman of New York State’s most successful Chiropractic Convention.  His philosophy “that the success of any project is dependent on the communication amongst team members,” and his wide range of managerial experience will be a big asset to the Company.

Rose Mary Henri, Vice President Production
Rose Mary is respected and regarded as an authority on talk. She served as Executive Producer on Sally Jessy Raphael, delivering her highest ratings.  She was the head of the cable network NEWSTALK, Executive Producer for Lifetime Television, Jackie Mason, and many other popular television talk shows. Besides developing talk shows, Ms. Henri most recently was Vice President of International Reality Programming for Universal. Her insight and contacts will be a valuable asset to the Company. She is the recipient of two Emmys, among many other awards.

Derek Alger, Executive Editorial Editor

Derek is a seasoned journalist and writer spending over 20 years in the business.  Mr. Alger held the position of Editor In Chief for a chain of weekly newspapers.  His responsibilities included writing news articles and overseeing the editorial staff.  Mr. Alger is also a frequent contributor to several daily newspapers including New York Newsday, and has written news and feature articles for several popular websites including, tompaine.com and govWorks.com.   He is a graduate of New York University and has an MFA in fiction writing from Columbia University.
Timothy Lempke, Advertising and Marketing Director

Has spent over sixteen years in advertising and publishing.  Most recently Mr. Lempke serves as Marketing Director for a major national magazine.

3.2 Board of Directors

· Bill Liblick, Chairman of the Board and President

· Dr. Robert Reiss, Chief Operating Officer
· Rose Mary Henri, Vice President Production

Keith Klein, Vice President

Keith will bring his vast knowledge in advertising, public relations, and marketing to the Company.  He is regarded as an authority in promoting and representing consumer and lifestyle products. Mr. Klein is a partner in MSA Advertising & Public Relations. His firm’s roster of well-known clients includes Brother Electronics, Sharp Watches, and HIP Health Plans. They bill out over $50 million annually. The company's Internet division represents many financial, entertainment, and lifestyle companies. Prior to his present position, he headed the company's public relations division. Mr. Klein also headed the communications division for one of America's largest wine and spirit distributors, Charmer Industries. He was also vice president and director of advertising for a leading wine and liquor trade publication, Beverage Market. Mr. Klein also served as Vice President of Public Relations for Samuel Krasney Associates, a publicity firm specializing in lifestyle products. 

David Keisman, Board Member

David has spent his entire professional life in business, publishing, government, and as a highly regarded political consultant.  He is presently President of Northeast Bronx Printing and Graphics and Co-Publisher of a chain of weekly newspapers in New York City.  Among his publications is The Bronx Times Reporter, the largest circulated newspaper in the Bronx.  Mr. Keisman also served as publisher of the Queens Tribune, with nine editions.  He was responsible for the daily and financial operations of the largest and most profitable property of publicly traded News Communications.  He was also a partner in the highly respected marketing firm Michael Corey Associates. 
Ruth Shanske, Board Member

Ruth is Chairman of the Board of webapplets.com, a firm specializing in applets for the Internet. These include but are not limited to chat, message boards, and scripts for web sites. Mrs. Shanske is also a faculty member for The New York City Board of Education.

Alan Eckers, Board Member

Alan Eckers is Chairman of SME Enterprises, a firm specializing in web design. Mr. Eckers has over 25 years experience in Computers. Chase Manhattan Bank has employed him since 1980, where his duties included Technology Manager for SDM Systems, Performance Specialist, Systems Architect, Network Designer, Technology Planner, Manager of Network Systems Programming, and Network and MUS Programmer.  He also served as Systems Programmer Operations Analyst for Brooklyn Union Gas, and Programmer for Sperry Rand Corp.  His vast computer knowledge will be a big asset to the Company. Mr. Ecker’s holds a Master of Science and Bachelor of Science Degree in Computer Science.

Dr. Gary Novestsky, Board Member

Dr. Novetsky has vast experience in private placements and various startup companies. He is Vice Chairman of Radiology at Rush North Shore Medical Center in Illinois.  Dr. Novetsky is a partner in the North Shore MRI/CT Centre, and Vice President of its Medical Staff. He is involved in numerous venture capital projects, and has extensive business experience.


IV. The Market

4.1 Overview

The All Company will operate in the following variety of large and exponentially growing markets:

· The Internet

· Production

· Publication

· Home Shopping

4.2 Target Market

Although The All Company will be operating in several distinct industries, our primary consumer target market profile is uniquely homogenous.  Generally defined as men and women between the ages of 25 and 54, our target consumer market can be further classified as those people in this demographic that have Internet access, have household incomes in the range of $40-75,000, and are viewers of Talk Shows, Soap Operas, and Home Shopping programming.   

4.3 The Internet Market

The U.S. Internet population is continuing to grow at an enormous rate.  In 1999, 81 million Americans surfed the Internet; this number is expected to grow to 177 million by 2003.  On a global basis, the number will increase from 142 million in 1999 to 502 million by 2003, while global e-commerce spending is expected to rise from $111 billion in 1999 to $1.3 trillion in 2003.  

Within the general Internet space, there are several very positive indicators that our target market is large and active:

	Share of US Web Population By Income

	Percent
	Under
$25K
	$25-40K
	$40-60K
	$60-75K
	$75-100K
	$100K +

	June 1999
	7.9
	16.2
	28.3
	13.0
	14.8
	19.7

	June 2000
	9.7
	18.7
	27.3
	12.7
	13.8
	17.9

	Source: Media Metrix


The All Company believes that our cost-conscious target customer base is responsible for the success of the top 5 rated department store sites, all of which appeal directly to their demographic and economic profiles:




The All Company will benefit by operating in the most active sector of the Internet:



Our target demographic groups hold four out of the top five positions in Internet access:



4.4    Television Production Market  

The Television production market is a highly competitive space in which success is primarily based on three concerns:

1. Timing

2. Relationships

3. Quality

In terms of timing, the company firmly believes that the market is open as never before for novel reality and talk show programming.  Hits such as Survivor,  Temptation Island, Jerry Springer, and our own Rose Mary Henri’s Sally Jesse Rafael, have primed the appetite of the Television viewing audience for increasingly more edgy and controversial programming.  The All Company is also the beneficiary of numerous industry relationships derived from highly acclaimed successes (such as the aforementioned)Sally Jesse Rafael Show that will facilitate the success of the division.  The All Company Production team is finely tuned in to the demands of the audience and is currently developing several compelling and provocative programs that are sure to be fan favorites in the Reality and Talk Show genres, which boast average daily viewers of over 35 million Americans according to Nielson ratings.

4.5  Home Shopping Market 

The Home Shopping Market, or consumer direct market, is rapidly growing, highly successful, and is generating billions of dollars each year among the three largest operators in the space (Home Shopping Netowork, QVC, and Value Vision).  Moreover, a new study by The Peppers and Rogers Group and Institute for the Future predicts that the “Consumer Direct (CD) channel will generate one of the largest scale shifts in economic history accounting for 12 percent of all U.S. retail sales by 2010…As a result, by 2010 the Consumer Direct channel is likely to affect more than 24 percent of all US retail sales.” 

This encouraging report becomes monumental when the fact that 57.9% of The Home Shopping Network’s and 62.1% of QVC’s audience is 25-54 years of age is taken into account.  

Additional evidence suggests that our D2CSP revenue model is perfectly suited for our target market:

· Eighty-three percent of U.S. consumers made a purchase through direct-to-home shopping channels during 1999, and 25 percent of this group bought products online. 

· Two out of five people who watch home shopping programs have made a purchase, according to research by the Aragon Consulting Group.

· Television-shopping consumers frequently are married and between 35 and 54 years old. Of households with incomes between $50,000 and $75,000, 57 percent have watched a television shopping channel and made a purchase. 
· In many cases, relevant personalities promote their own products on the home shopping channels (e.g. Susan Lucci of Days of our Lives’ skin care line).
4.6 Competitive Analysis

The All Company will enter a highly fragmented and underserved marketplace with regards to competition.  Currently, there are no sites specializing in talk show, soap opera, and reality TV programming, and only a few sites specializing in standalone soap opera content (such as SoapOperaDigest.com).  Because we strongly believe that our target audience’s collective genres of interest span all three aforementioned areas, we will have a distinct competitive advantage over the single-genre web sites from a content perspective as we will provide a one-stop destination for our target audience.  Additionally, all of our sites will boast interactive features and an innovative revenue model that further separates The All Company from Internet based competition.  
Our initial offline enterprises, the production company and the Talk Show magazine, are similarily in enviable positions.  While competition is steep in the production industry, there exists an omnipresent demand for the type of programming that our team has already successfully created and delivered.  With regards to our Talk Show magazine, no current competition exists.

Once all points have considered, it becomes apparent that even in its early stages, the All Company will possess unique competitive advantages rendered from superior and diverse services, content, products, and strategies. 


V. Marketing


5.1   Overview

The All Company’s initial web sites, alltalkshows.com and allsoapoperas.com will be marketed to potential users via a variety of methods.  

· Internet Advertising

· Traditional Advertising

· Promotions

· Publicity

The sites themselves will be marketed primarily as a convenient location to learn more about their favorite programming, interact with guests and each other, and get exclusive content, interviews, and products relating to their favorite shows.  As the company evolves, our users will kept informed of new products, services, and content via new marketing and promotional campaigns.

5.2   Internet Marketing

The All Company will employ several methodologies of Internet marketing, spearheaded by an aggressive sponsorship and banner campaign, a strong viral marketing program, and prominent search engine placement.  Whenever possible, the All Company will barter for advertising in lieu of a cash purchase in order to conserve funds.  

Banners and Sponsorships

The All Company will seek to place sponsorship buttons and banner advertisements on web sites with similar demographic target markets.  Examples of such sites include:

Internet Service Providers

· AOL

· NetZero

· MSN

Portal Sites

· Yahoo

· Excite

· Lycos

Entertainment Content Sites
· Eonline.com

· Official Program Sites

Commerce Sites

· Walmart.com

· Sears.com

· JC Penny.com

Banners and Sponsorships have become the standard method of Internet advertising, and are placed using ad-serving technology that inserts the ads according to the specific demographic desired by the advertiser.  Both will be purchased from the outset, as well as throughout the life of the company in order to reach as much of our target market as possible.  The most cost-effective way to purchase banners and sponsorships is through an advertising network, such as DoubleClick, which is a company that represents a large group of sites.  This lowers the cost of the ads due to the high volume of ads the network places.  By purchasing ads through the major networks and selected sites, The All Company’s sites will be promoted in a highly effective manner to our target audience.

The All Company will also register with all of the major search engines and utilize key words effectively to attract interested users.  We will employ an outside firm such as PerfectMarketing.com in order to ensure optimal placement and effectiveness in this repspect. 

Electronic Mail Advertising
The All Company will use e-mail to directly invite and solicit potential customers that represent the profile of our target market.  We will acquire e-mail lists from:

· Direct Mailing List companies

· Our Partners

· Talk Show Data Bases

Our e-mails will be designed to invite these prospective customers to our site in a friendly, non-intrusive manner.  The simple acquisition of e-mail lists presents a virtually free opportunity for The AllCompany to invite millions of prospective users to enjoy the benefits of our various web sites.  

5.3  Traditional Advertising

Radio Advertising

Once The All Company achieves set traffic and client goals, and has sufficiently saturated the web medium, we will begin a limited and specialized radio campaign.  A successful radio campaign fulfills two general concepts: reach and frequency.  Reach refers to the number of people who heard the message, while frequency indicates the number of times those people heard the message.  While the Internet has sparked a dawn for the American economy, it has also created problems for advertisers in traditional media.  With a limited amount of inventory, the broadcast companies in both radio and television have been able to raise the rates 2-10 times from previous levels.  While radio remains an important part of a marketing campaign, the buys must be made in accordance with standard reach and frequency goals.  In effect, the buy may be limited to fewer markets, radio stations within a market, or both.  Radio traffic report sponsorships, once considered a supplement to radio advertising, have increasingly become a popular alternative to radio for smaller brick and mortar businesses, as well as Internet companies (including buy.com, AOL, and a host of others).

Print Advertising

TheAllCompany will market its properties in various entertainment-oriented print publications.  While this is very important to reach the end-user, it is also crucial to promote exposure to media streaming viewers.  Print Advertising will further promote brand awareness, which will help persuade industry executives to advertise on TheAllCompany’s site.  A well-branded Internet site can command significantly higher advertising rates than a lesser-known web site.

Trade publication advertising also reaches media persons that follow the entertainment industry.  The media may provide more press coverage if TheAllCompany appears to have a presence in the mind of the conventional media rather than sticking solely to web advertising.

TV Advertising

Television advertising will become an option once TheAllCompany has grown significantly in a few years.  The best programming to advertise on will be entertainment shows that are broadcast via both traditional television, as well as the Internet.  We will advertise on the shows that appeal most to our 12-34 year old target demographic.

5.4 Promotions

Contests are a great way to persuade users to visit the site.  Similar to radio and music television promotions, contests like winning a trip for two to the set of a show or even a part as an ‘extra’ on a broadcast program would create word-of-mouth and help drive brand awareness and site loyalty.  They are also an excellent way to gather the demographic information, such as e-mail addresses of our users.  The All Company can use these responses to better target its advertising as well as constantly improve the product quality.  Think of other promotional vehicles.

5.5 Publicity

TheAllCompany.com will engage a Public Relations firm to promote its service and drive brand awareness through consumer and trade press.  Large metropolitan newspapers and radio stations and entertainment print publications are ideal media outlets to expose articles and stories concerning TheAllCompany.


VI. Revenue Model


6.1 Overview

In addition to our product and service offering, The All Company will have a variety of other revenue streams:

· Advertising Sales

· Production/Publishing Content Syndication

· Data Mining

6.2 Advertising Sales

Sales from Internet advertising available on our web sites will be generated from:

· Banner Advertising

· Sponsorship Advertising

· Pop-up Advertising

E-Mail Sponsorship Advertising
The All Company plans to generate additional revenue by distributing advertiser-supported updates to our user base.  

Rich Media

Partnering companies will be given the opportunity to market products through a new and innovative form of advertising technology called ‘rich media’.  This multimedia format allows sponsors to use audio/video clips presented on ad banners on The All Company.com.

6.3 Production/Publishing Content Syndication

There will be an aggressive campaign to syndicate TheAllCompany content including a media streaming news package and media streaming listings to online newspapers, search engines, Internet Service Providers (ISP’s), Portals and to any site interested in providing media streaming information to their users.  Furthermore, TheAllCompany will solicit this content to traditional broadcast outlets including TV, Print, and Radio.  This content could be offered on a daily or weekly basis to help drive revenue, brand awareness, as well as a link back to TheAllCompany.com.
6.4 Data Mining

As target marketing is an important criterion for many sponsors, TheAllCompany will gather data on its users.  This data includes demographic information, tracking where users go on the site as well as what streams and sites users are visiting.  With this data, advertisers will be able to tailor campaigns to time zones, demographics, and more.

VII. Products and Services

7.1 Website Description

The guiding principles of every web property in the All Company’s network will be threefold:

1. Simplicity

2. Aesthetic Appeal

3. Full Range of Features

We believe we can establish an unparalleled level of customer satisfaction that yield strong brand loyalty which will directly translate into tremendous revenues.   As our initial two web properties share many of the same attributes and both focus on a television format, both alltalkshows.com and allsoapoperas.com will be designed with a virtually identical format and will offer the same user-friendly features.

7.2 Talk Show/Soap Opera Related Merchandise

Provide a paragraph that prefaces these bullet points.

· Apparel

· Collectibles

· Videos

· Books

7.3 Direct-to-Consumer Goods

· Jewelry

· Collectibles

· Home Fitness

· Weight Loss Products

· Clothing

· Novel Products

· Psychic Advice

7.4 “TV Companion” 

The “TV Companion” will allow users to engage in a variety of interactive real-time chats, quizzes, polls, and promotions which will enhance the experience of the TV viewing experience, boost TV ratings, and create the vital web site “stickiness” for the company to generate revenues from our D2CSP model.  The TV Companion is based on the popular ‘Enhanced TV’ web site introduced by ABC.  We hope to be able to provide additional benefits to the consumer for Talk Show Programming whereby they will be able to send instant messages to the individual shows, who would then air the comments on television during the course of the show’s broadcast.  This is rapidly becoming a popular feature on many talk oriented programs in other spaces such as political shows including “Talk Back Live” and “The Spin Room”, both airing on CNN.  We believe this allows the viewer to feel as though he or she were in the studio audience, thereby making the viewing experience more ‘real’ and enjoyable.  

7.5 Chat

In addition to the chat options available via the TV Companion feature, we will also allow our users to participate in a variety of different specialized Chat Rooms throughout the site.  We will also allow our users to create their own chat rooms within the site in order to promote a fully customizable and enjoyable environment.

7.6 Message Boards

Our web sites will also allow users to create and post their own message boards which will be similar to our Chat Rooms, however the content posted will remain on the site so that our users can post replies and meet new fans with similar interests.  

7.7 Contests and Promotions

In order to further establish brand loyalty, and to increase the frequency and length visits, we will frequently host a variety of Contests and Promotions.  These features will also provide us, and our advertisers with the opportunity to gather valuable user data, and will be designed with a strong relevance to our Talk Show and Soap Opera Content.

7.8 Video Clips

The All Company’s web sites will gather and store a variety of highlights, celebrity interviews, and unreleased video from our content providers.  We will eventually develop original programming via our Production Division that will provide our users with a daily recap of soaps and talk shows in a hosted format similar to E! Television’s ‘Talk Soup’.

7.9 Guest Updates and Chats

The All Company’s alltalkshows.com web site will also feature updates and interactive guest chats so our users always up to date and informed on the latest news on previous guests of their favorite Talk Shows.  

7.10 Links

Our Links section will allow users to learn more about popular show subjects quickly and easily.  This value-added service will cover areas such as health, relationships, and self-improvement.   

7.11 Direct Show Interaction

Our web site will also facilitate communication between the producers of the soaps and talk shows by presenting our users with the opportunity to submit show ideas and feedback, get tickets to tapings, and information on how to become a guest on a talk show.

7.12 Additional Features

· TV Listings Chart

· Weather Information

· News

VIII. Financial Assumptions

8.1 Growth Assumptions

 Unique user growth is directly related to the following factors:

(1) Advertising

(2) Word-of-Mouth

(3) Brand Recognition

(4) Brand Loyalty

(5) Perceived Quality

Unique User Growth is highly dependent upon the advertising budget, as advertising is what attracts new unique users, who in turn, refer the site (word-of-mouth) to new people.  The increased brand recognition and perceived quality that come as a result of time and increased exposure to advertising (and the content) will further convince people to visit our site.  User Growth inherently has diminishing returns with time because (1) growth decreases on the percentage basis given increasingly larger audience bases and (2) both brand recognition and perceived quality eventually level off.  The following chart details the AllTalkShows/AllSoapOperas advertising budget and projected user growth rate by month for Years 1 – 5:


  Year 1
Year 2
Year 3
Year 4
Year 5


Advertising
  $2 million
$2 million
$3 million
$3 million
$4 million
User Growth  20%/month
10%/month
4%/month
4%/month
3%/month
8.2 E-commerce Assumptions

Conversion rates refer to the percentage of unique users that get converted into shoppers (make an online purchase) per month.  For example, a 1% conversion rate signifies that for every 100 unique users that visit an Internet site in a given month, 1 made a purchase.  Currently, the conversion rate largely depends on both the structure of the site and the nature of the item for sale.  Amazon.com, the largest and most popular e-commerce destination, obtained an average conversion rate of approximately 9% per month in 2000.  While AllTalkShows and AllSoapOperas can expect to have a consistently lower average conversion rate than Amazon.com, conversion rates will steadily increase because (1) people are becoming more comfortable with the Internet and e-commerce and (2) technology is improving the shopping process.  We forecast the following conversion rates among AllTalkShows and AllSoapOperas users.  





Year 1
Year 2
Year 3
Year 4         Year 5

Conversion Rate
6%

7%

8%

9%

10%
8.3 Revenue Assumptions

E-commerce Sales

As we will provide an intermediary link between AllTalksShows and AllSoapOperas users and our e-commerce partners, we will collect a standard affiliate fee (% of sales) for each transaction facilitated via one of our e-commerce links.  The typical affiliate fee is 5-20% of sales.  We will assume that, on average, we collect 10% of all sales facilitated by our e-commerce link.  We will also assume that the average converted shopper makes $30 of purchase(s) for the month.

                                   Years 1-5

E-commerce Affiliate % = 
10%

Average Purchase(s) =  

$30
Banner Advertising Sales

Banner Advertising rates currently vary from $2 - $10 per 1000 impressions per 60 seconds.  This figure depends upon how narrow the demographic profile is of the Internet host site’s users.  Most industry professionals believe this figure will remain fairly constant over upcoming years.  A banner ad must appear for 60 seconds (unless the user leaves the page or site first) in order to count as an impression, at which time, a new ad will replace the previous ad (or the advertiser will pay an additional fee).  As the typical user will represent a fairly specific demographic profile, we will assume that AllTalkShows/AllSoapOperas will charge $5 per thousand impressions.

                                        
    Years 1-5

Advertising Sales CPM = 
$5
Member List Sales

AllTalkShows and AllSoapOperas will capitalize on the opportunity to sell the contact and user information of its members to sites with a similar target market.  The typical rate paid for this type of information ranged from 25 cents to two dollars, depending upon the industry and how specific the demographic profile.  We will assume that AllTalkShows and AllSoapOperas will receive an average of 60 cents per user and will sell this information on average to 10 advertisers.

                                        
       Years 1-5

Member List Sales per User = 
60 Cents

# Advertisers per User = 

10
Magazine Sales

TV Production Sales

8.4 Cost Assumptions

Hardware Costs

We will use either an Akamai or Broadcast streaming solution, which will allow us to scale our streaming costs and hardware requirements at minimum costs.  In order to use this solution, we will need a minimum configuration of 5 Web Servers, 1 Storage Server, 1 Router, and 2 Cyberguard firewalls (see attached proposal).  This requirement will satisfy 1000 simultaneous users that average 20 minutes per visit, which would satisfy a unique user base of 50,000 individuals.  The Akamai or Broadcast streaming solutions will be required to handle all growth beyond 50,000 unique users.  .

8.5 Miscellaneous Assumptions

Page Views/ Unique User

We will assume that the average AllTalkShows and AllSoapOperas online user visits our site 4 times per month and views 5 pages per visit.  Therefore, every 20 page views per month will signify 1 unique user per month.

Collection Period

AllTalkShows and AllSoapOperas will use a 45-day collection period for Accounts Receivable and Accounts Payable.

Taxes

AllTalkShows and AllSoapOperas will assume the standard corporate tax rate of 35% for Net Income before Taxes.
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