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Honors Thesis Statement 

The purpose of this thesis was to develop a viable, entrepreneurial startup business that was lucrative for 
investors and scalable with various exit opportunities. Essentially, the goal was to create a business and 
develop a business plan within one year through the McGuire Entrepreneurship Program. In effect, I 
learned how to build a business from the ground up, integrate various aspects of a successful company 
(including management, marketing, operations, accounting, and more), prepare the venture for launch, 
and interact with many community angel investors. 

The methodology of the program was very specific. Phase one of the program focused on understanding 
the importance of the “Problem, Customer, Solution” process and relationship. So, by the end of five 
weeks, the team was expected to conduct intensive market research, find our target market customer, 
and truly understand the “problem” our service or product could solve in society.  

The second phase of the program included alternate valuation, industry and environment analyses, and 
competitive advantage recognition for our specific venture. Throughout this phase, we identified the 
solution’s potential beyond conventional financial and economic measures and took into consideration 
the environment, society, etc.  For the industry analysis, the team researched competition, gaps, legal 
regulations, economic effects, and current, similar market products and services. In terms of competitive 
advantage, we learned to recognize that the value of our company includes the benefits we offer minus 
the price of our service. We also examined Porter’s Five Forces including threats of substitutes and 
barriers to entry. 

The third phase included marketing, sales, operations, and team functions. At this point, our company, 
College Clubhouse Co., was expected to interweave sales, communication, product management and 
strategic and tactical marketing into our concept. We developed sales forecasts, in-house and out-house 
management strategies, and process flow facility tactics. Finally, we learned the importance of forming 
an effective board of directors and advisors to complement our core team’s skills, abilities, and 
expertise. 

The fourth phase placed a heavy emphasis on business financials. At this point, we integrated a well 
thought-out business model, generated a plan for scope and scale, and learned the dynamic nature of our 
financial pro forma statements. Finally, and most importantly, we learned how to ask for funding from 
outside investors. From use of funds, to exit strategies, to initial valuations, to term sheets, we 
recognized that investors consider the financials an aspect that is just as important to our “business 
story” as the business plan itself. At this point, we engaged in many presentations (both small and large 
audience) and pitches to investors. 

The conclusion of the business plan and thesis resulted in a broad understanding of entrepreneurial 
endeavors. I learned that an initial idea will, without a doubt, evolve over time, and that a business man 
or woman must understand all of the aspects of business in order to launch a successful company. Also, 
it is essential to develop a milestone map in order to help the concept progress and prepare the team for 
launch. Finally, writing a business plan that is readable for investors and that articulately and effectively 
conveys the ideas and plans of the company is essential for product/service success. Without a well-
developed, working business plan that truly conveys the purpose and intentions of the company, it is 
much more difficult to build a successful product or service and raise the needed capital for launch. 
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College Clubhouse Co. Abstract 

 
For the past year, I have been involved in developing the startup company, College Clubhouse Co., 
through the McGuire Entrepreneurship Program of Eller College of Management. 
 
College Clubhouse Co. aims to develop a member-driven, collegial clubhouse for college students who 
are interested in learning, socializing, and networking in an academically-stimulating environment. The 
goal is to offer the perfect venue to foster genuine friendships and camaraderie among active and 
dedicated members.  
 
College Clubhouse Co. will incorporate all of the positive offerings of study rooms, coffee shops, and 
home environments to create a “fourth space” that will offer: 
 Intellectual interaction in a lively social lounge 
 Hi-tech study rooms 
 Appetizers and specialty drinks  
 Exclusive membership networking opportunities 
 Activities such as live music, guest lecturers, fine arts performances 
 Educational events  

 
So, the clubhouse will be a center where members can fulfill their main reasons for coming to college in 
the first place – learning and earning a degree, hanging out with friends, and working toward careers and 
job opportunities through networking. 
 
In effect, the vision is to be a first-mover organization that provides a study and recreational clubhouse 
to inspire and delight our customers within the attractive college marketplace. 
 

Group Roles and Responsibilities 
 
Marianne Bean, General Manager 
 
As the general manager of College Clubhouse Co., my job was very extensive. Essentially, I was the 
manager of the entire project. From networking and contacting Tucson business professionals, to taking 
notes during mentor meetings, to ensuring team progress, to creating professional PowerPoints, it was 
my job to make sure our team was functioning at the level required by the McGuire Center for 
Entrepreneurship. 
 
On top of these organizational-oriented responsibilities, I was also the main editor of the business plan 
and financial plan and was in charge of creating business slideshows and preparing my teammates for 
the yearly presentation events, including our Innovation Day Tradeshow, Academic Review 
Presentation, and Eller Venture Showcase.  These events were important milestones we needed to 
successfully reach, and it was my responsibility, as general manager, to make sure our team could 
compete well and truly develop a viable startup venture by the end of the year. 
 
Finally, I created the business logo, general blueprint of our business, membership contract, and 
business strategies for expansion and club offerings. 
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Robert Erikson, Finance Manager 
 
Robert was in charge of our overall team finances. He made sure that our financial pro forma statements 
made sense, that our financial model was scalable and accurate, that we had the funds to move forward 
with our venture, and that we could successfully create a company that would be lucrative and appealing 
for interested angel investors and/or venture capitalists. 
 
Robert also met with our finance mentor, Justin Cummins, who consistently provided us with 
information concerning our concept and ways to cut expenses and add value to our project.  Finally, he 
prepared our team for our final exam financial presentation in front of a panel of judges. It was his job to 
make sure the rest of the team understood the financials and could convey these financials (including 
valuation, pro formas, demand scenarios, business model, etc.) to an audience. 
 
Martha Girgis, Marketing Manager 
 
As the marketing manager, Martha’s job was to conduct initial marketing research for our team. She 
developed our surveys to students (both handouts and online questionnaires) as well as our focus groups, 
where we invited students to participate in an open discussion of our concept and its viability.  
 
Martha was also in charge of our company’s blogs throughout the year. Every week, she submitted 
reports on our team progress, service plans, and activities we were engaged in. 
 
Jordan Mara, Operations Manager 
 
Jordan worked on the feasibility and coordination of our concept. As a multifunctional facility, 
operations management was essential for company success. Thus, he made sure that the average size of 
our clubhouses corresponded with probable customer traffic and assumed room usage. He also took on 
the responsibility of developing a four year plan, or “CCC” program, for College Clubhouse Co., which 
would provide incentives for members to be part of our club every year. 
 
Finally, Jordan researched the industry our company falls under and estimated a reasonable scalability 
option for us. He looked up university and college information and statistics and determined which 
locations would be most profitable for College Clubhouse Co. as it expanded in the coming five years. 
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  May 1, 2011 
 
  

  

 COLLEGE CLUBHOUSE CO. BUSINESS PLAN  
 

General Manager 
Marianne Bean 

Email: mbean@email.arizona.edu 
Cell: 928-710-4813 

Undergraduate; Senior 
 

Finance Manager 
Robert Erikson 

Email: erikson@email.arizona.edu 
Cell: 602-505-3420 

Undergraduate; Senior 
 

Marketing Manager 
Martha Girgis 

Email: mgirgis@email.arizona.edu 
Cell: 480-370-9083 

Undergraduate; Senior 
 

Operations Manager 
Jordan Mara 

Email: jmara@email.arizona.edu 
Cell: 520-444-2155 

Undergraduate; Senior 
 

This document is for information only and is not an offering for sale of any securities of the company. Information disclosed herein should be considered 
proprietary and confidential. This document is the property of College Clubhouse Co. and its members and may not be discloses, distributed, and/or 

reproduced without the express written consent of College Clubhouse Co. or one of its members. 
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mailto:erikson@email.arizona.edu�
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EXECUTIVE SUMMARY 

Introduction 
 
College Clubhouse Co. aims to develop a member-driven, collegial clubhouse for college students who are 
interested in learning, socializing, and networking in an academically-stimulating environment. We will offer the 
perfect venue to foster genuine friendships and camaraderie among active and dedicated members. 
 
The goal is to incorporate all of the positive offerings of study rooms, coffee shops, and home environments to 
create a “fourth space” that will offer: 
 Intellectual interaction in a lively social lounge 
 Hi-tech study rooms 
 Appetizers and specialty drinks  
 Exclusive membership networking opportunities 
 Activities such as live music, guest lecturers, fine arts performances 
 Educational events  

Challenge and Solution 
 
There are many fraternal and membership organizations (such as Greek institutions on campuses or alumni clubs 
like the Union Club of New York), but there really are no member-driven establishments for college students that 
incorporate a clubhouse functioning as a study center and location for creative collaboration.  
 
We have identified a large group of students who are seeking camaraderie as well as alternatives to fraternities, 
sororities, and other forms of college hangouts. So, as the preeminent operator of clubhouses on college 
campuses, College Clubhouse Co. will bring to its members a higher and more dependable level of service and 
steady commitment to make the clubhouse the members’ “home-away-from-home,” a center where they can 
fulfill their main reasons for coming to college in the first place – learning and earning a degree, socializing and 
hanging out with friends, and working toward careers and job opportunities through networking. 

Financial Projections 
 
We have come up with the following financial projections for the first five years of operation. 

Note: We expect rapid growth starting in Year 4 due to adding new clubs across the country. 

Investment Opportunity 
 
The company will not be able to construct a working clubhouse before requesting capital from outside investors 
because of significant startup costs, the largest of which is paying for significant tenant improvements.  While it is 
likely there will be some sort of allowance for tenant improvements from the lessor, extra capital is needed to 
cover the $500,000 total estimated cost of tenant improvements. College Clubhouse Co. is looking for $500,000 
and our pre-money valuation is $2 million. 

Founders 
 
Each is a student part of the McGuire Entrepreneurship Program housed in the Eller College of Management. 
Marianne Bean is the General Manager, Robert Erikson is the Finance Manager, Martha Girgis is the Marketing 
Manager, and Jordan Mara is the Operations Manager.  
  

 Year 1  Year 2 Year 3 Year 4 Year 5 
Revenue (1000s) $701  $1,864  $4,773  $12,945  $37,461  
Expenses (1000s) $735  $1,751  $3,792  $9,689  $27,897  
EBITDA (1000s) $8  $229  $1,287  $3,941  $11,550  
Net Income (1000s) ($43) $64  $662  $2,154  $6,308  
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BUSINESS SUMMARY 
 
Country clubs, dining clubs, and alumni clubs have all done very well in their respective markets, so we 
are confident that a clubhouse designed expressly for college students will succeed as well. We aim to 
create a “fourth space” that combines all the positive elements of coffee shops, study rooms, and home 
environments. We will also capitalize on the atmosphere, design, and distinct branding our clubhouse 
will offer. Bringing these aspects together will create incredible opportunity for success and growth for 
our venture.  
 
Our vision is to be a first-mover organization that provides a study and recreational clubhouse to inspire 
and delight our customers within the attractive college marketplace. 
  

CUSTOMER OPPORTUNITY 
 
Primary focus group and survey research1 (Appendices 5 and 6) indicates that College Clubhouse Co. 
can serve a niche market of students who believe it would be worthwhile to be part of a community that 
values academics, participating in enriching activities, and meeting like-minded individuals. We plan to 
capitalize on this opportunity and service these students.  
 
There is a large demographic of students who would be willing and able to pay for our clubhouse. 
According to the University of Arizona, of approximately 38,000 students, 10% are enrolled in the 
Honors College — which boasts a mean student GPA of 3.86. In addition to this group, there are 
hundreds of National Merit Scholars, Flinn Scholars, and other scholarship recipients at the U of A. 
Also, outside of the Honors College, the collective mean GPA of U of A students is 3.4. This implies 
that many students at the U of A value education and the pursuit of knowledge. 
 
There is also an increasing trend to receive a college education in the United States. According to the 
U.S. College Board, the recession has pushed large numbers of people who would otherwise have full-
time, secure jobs into postsecondary education.2 It is also becoming increasingly difficult to find a job 
after school, even with an undergraduate degree. An NPR article explains that the current unemployment 
rate is close to 9.7 percent, which means that sustained unemployment is affecting even the most 
educated.3 Thus, College Clubhouse Co. will focus on educational development and methods for 
successfully transitioning students into the workplace.  
 
There is great of deal buying power among these students. A US College Market journal statement 
claimed that student discretionary income as a whole was over $16 billion in 2009. It also pointed out 
that this college market is growing in size and its customers have increasing abilities to purchase and 
spend.4 Along with these positive reports, students will not be the only ones purchasing from our 
clubhouse. We will focus on parents as well because the same report stated that over 25% of parents 
contribute significantly to their students’ education(s) and would very likely be willing to invest further 
in the success of their child.4  
 
For our starting target market at the U of A, we are encouraged to note that the U.S. Census median 
household income for Arizona families with student attendees in 2008 was $51,124.5 So, although some 
students receive scholarships, grants, or other financial aid services, most college students rely heavily 
upon their parents for financial support through school. And, according to FinAid.org, parents have the 
primary responsibility when it comes to wanting their children to go to college.6 Correspondingly, 
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families must make higher incomes in order to send their children to college without any other form of 
financial aid. Thus, they may be more willing to pay for a service that will enhance their children’s 
college and academic experiences.  
 
There is a real pain among students when it comes to where they study, socialize, and participate in 
learning outside of the classroom and, at this point in time, there are no collegial clubhouses designed 
expressly for high-performing college students. Not only this, The US College Market explains that 
students truly enjoy discovering and learning about new topics, especially when they are immersed in 
college life and experiences. Over 33% of students are self-proclaimed “geeks,” and like to collaborate 
outside of a classroom environment.4 A recent market research survey (see Appendix 7) shows that 60% 
of the 100 students surveyed would enjoy a hangout like College Clubhouse Co. This is an inspiring 
result because, to reach success in the marketplace, we only need to penetrate less than 1% of the U of A 
target market, and 1-2%, on average, at the other launch locations. 

OUR PROPOSED SERVICE 
 
The History of Clubs 
Before we provide the details of our venture concept, we want to briefly discuss the immensely 
interesting history of clubs – a history that sets the stage for modern clubs and clubhouse trends today. 

The origin of clubs started in old “Coffee Houses” in England during the mid-1600s. These Coffee 
Houses came into existence as a result of the introduction of coffee into England from Turkey. This 
beverage was rapidly successful and lent itself charmingly to social gatherings where social and 
academic conversation was promoted and prized. Without a doubt, Coffee Houses were an essential 
“London life” feature during that time. And, clearly, people frequented them for the conversation even 
more so than for the coffee. In fact, conversations at Coffee Houses generally revolved around business, 
public affairs, academic inquiry, etc. So, from businessmen, to politicians, to literary academicians, 
these clubs were hubs for social and serious conversations, idea generation, and entertainment.7 As time 
passed, Coffee Houses made way for specialized “clubhouses” where people with similar interests 
gathered for community and conversation. From golf, to academics, to politics, clubs now serve very 
specialized groups, and College Clubhouse Co. aims to serve college students in the same way. 

The Name and the Service 
College Clubhouse Company is the commercial, “umbrella” name for the many clubhouses we 
anticipate opening. The individual site names will reflect the university or college where they are 
located. So, for the University of Arizona, the clubhouse may be called “Wildcat Den: by College 
Clubhouse Co.” Or, for Arizona State University, it may be called “The Devil’s Den.” Much like Hilton 
or the Ritz Carlton, we definitely want to make sure that our company, College Clubhouse Co., is the 
well-remembered and reputable name of the nationwide locations. 

We will create a welcoming, entertaining, idea-generating, gathering place for college students. We 
recognize that students come to college for three main reasons – to learn and earn a degree, to network 
and prepare for future careers, and to socialize and enjoy the college experience. And, these reasons are 
core aspects our clubhouse will focus on.  

Clubhouse Offerings 
As a clubhouse, College Clubhouse Co. is, in its most basic sense, a facility that can be used for multi-
functional purposes. The theme will focus on the collegial, academic, literary, and imaginative aspect of 
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college and the classic college experience. When students become members after signing an initial 
membership contract (See Appendix 1), they will find themselves in a comfortable, distinctive, Ivy 
League-feeling environment. The following is a brief list and description of core offerings. Exhibit 1 
offers a small visual of basic facility areas. A larger picture is available under Appendix 8. 
 
Social Lounge 
The College Clubhouse Co. social lounge will be the main attraction and central point of our clubhouse. 
It will take up about 3,000 of our designated 10,000 square feet. Members will enter the clubhouse and 
be greeted by a receptionist at a desk. Once they slide a member card, they can move into the actual 
lounge area which will be filled with an assortment of comfortable chairs, coffee and regular tables, a 
recreation zone (including pool, darts, and ping pong), board games, magazines, and more. There will 
also be a performance stage. It is here that students can socialize, network, and meet people from many 
different backgrounds. It will act as a platform for discovery, idea generation, and entertainment.  
  

Hi-tech Study Rooms 
A specific “pain” students experience is having a 
place to study that best suits their study methods 
and also allows them to take breaks to socialize 
with friends.  
 
Our hi-tech study rooms will cater to this need. 
There will be three different forms of study 
rooms, all with sound-proof glass, speaker 
systems, and computers. The first form is a 
general, collaborative study room with desks and 
couches for students who don’t mind studying 
quietly with others. This will help us make sure 
that our members, at all times, have a place to 
work. The second form is a set of “group” rooms 
where members can specifically meet for 

teamwork and cooperative projects and have access to presentation projectors. Finally, the third form of 
study room will be designed for individuals who truly need a quiet place to study alone. Each computer 
will be equipped with standard software programs. We will also upload necessary software upon 
member request. So, for example, if an engineering student needs a specific program, we will install it. 
 
Appetizer and Specialty Drink Cafe  
Connected to the social lounge will be an appetizer and specialty drink café. This restaurant will be 
outsourced in order to provide revenues from rent while allowing us to focus on our core competency of 
clubhouse management. It will act in much the same manner as a Starbucks does within a Barnes and 
Noble and carry a wide array of appetizers – from specialty nachos, to taco plates, to pastries, etc. – and 
specialty coffees and teas. This will allow members to study and hang out in the clubhouse without 
having to drive elsewhere for breakfast, lunch, or dinner. Additionally, this restaurant will include an 
On-the-Go café strip for non-members. In this way, people can walk by and still get food and drinks 
from the restaurant, even if they are not members. 
 
Exclusive Membership Networking Opportunities 
We will hold annual job fairs inviting companies to interview and discuss career opportunities with our 
members. We also plan to conduct career seminars as well as writing, resume-building, and interviewing 

Social Lounge Blueprint 

Exhibit 1 
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workshops, business showcases, and one-on-one student-to-business interactions. This will help students 
understand the steps for successful career integration, the essential networking components that are 
involved in any job search, and the opportunities they can create for themselves by actively engaging in 
academic and career development.  
 
The goal is to maintain reputable clubhouses within these college communities. We want businesses to 
know that “cream of the crop” students are members of College Clubhouse Co. Businesses in the 
community will know where to look for high-performing students, and students will want to be part of 
an organization that is well-reputed. Finally, parents will also recognize the opportunities that can be 
afforded to their children by having them be active members of such a prestigious organization. 
 
Activities and Educational Events 
The clubhouses will provide live music, guest lecturers, fine-arts performances, field trips, and more 
throughout the school year. On the weekends, the social lounge will be open to the public, including 
members and their guests, and people can enjoy musical performances (for example, jazz). During the 
school week, guest lecturers will come in and discuss a wide array of subjects that students are interested 
in. Art and music competitions will be held among students to promote student ingenuity. Finally, 
interested members can go on field trips to places located within the state. In Tucson, this may entail an 
excursion to Kitt Peak or a play at Centennial Hall. 
 
Passionate Customer Service 
Passionate customer service is the essential key to our venture’s success. We will model ourselves on 
modern clubs that understand and cater to members’ needs. Our philosophy is that customers want to 
know that they are being taken care of at all times. Therefore, we will be as market-oriented as possible. 
From easy-access membership swipe cards, to free parking, to a friendly receptionist, to individual 
wooden lockers, to buzzers at tables which allow servers to come to hardworking students, to free meals 
on birthdays, to student interest cards that help us know what our members like (for example, we can 
give a member a chocolate bar on a given day if they mentioned that this is something they love – much 
like a five-star resort places small items on bed pillows), these details are what will truly set our 
clubhouse apart from any other option available to college students. For the price they pay, they will 
receive optimal customer service and genuine, zealous attention to their needs. 

TARGET MARKET 
 

For the first clubhouse, the target end users will be high-performing students between the ages of 
eighteen and twenty-three who attend the University of Arizona. The target market has been narrowed to 
10,000 students out of 38,000 U of A students. This number is derived from those students enrolled in 
University of Arizona’s Honors College, have GPAs of 3.5 or higher, are scholarship recipients, are 
involved in campus activities, and come from upper-middle income or upper-income families.  
 
We are also targeting the parents of our end users because many are highly invested in their children’s 
academic success. As a UCLA Newsroom article states, “Parental income for entering college freshmen 
is outpacing the national income by a 2-to-1 margin and accelerated during the mid-1980s, suggesting 
not only that students are from more economically advantaged homes than their predecessors but that 
the gap is widening.”8 Many parents recognize that college is not just about classes, but learning from 
community leaders and peers and creating lifelong connections. In addition, parents often support their 
children financially through college.8 With all of the additional expenses that go along with college aside 
from tuition and books, many parents are willing to invest more in their child’s education to ensure that 
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college is a positive experience for them. Breaking this market down, the higher end of the statistical 
bell curve indicates that these parents/families generally make between $75,000 and $100,000 annually.4  
 
2010 University Student Breakdown     From the entire college market down to our desired 650 member 

count, Exhibit 2 provides a visual target market funnel. The U.S. 
Census Bureau sets this college student population number at 19 
million in 2010. However, the first-year focus is currently on the 
University of Arizona which comprises 38,000 students. 
According to the University of Arizona, in the 2008-2009 school 
year, there were 29,719 undergraduate students and 8,338 
graduates.  Breaking this down, we expect the general target 
market to consist of around 10,000 undergraduate and graduate 
students. The main market focus is a segment of this number – a 
goal of about 500 to 700 members per semester. We will utilize 
different marketing tactics to appeal to incoming students, current 
students, and the graduate students to reach these numbers. 
 

INDUSTRY AND BUSINESS OVERVIEW 
 
We are confident in the market potential for our service. The social and civic organizations sector 
(NAICS Code 813410) is a mature market at $19 billion in annual revenue. And, despite its size, the 
market continues to grow. Since 1999, revenue has increased by an average of 5.4% annually.9 Breaking 
this down, the sector of the industry that includes alumni clubs, private clubs, golf and tennis clubs, 
dining clubs, etc. generates close to $9.9 billion per year. This is appealing because it shows that 
demand is not faltering and that there is room for growth. Furthermore, revenue has been increasing at 
the same rate as expenses, which means that profit margins are not decreasing. 
 
As we expand to other universities, their student bodies will serve as an expanding target market. In 
total, there are 19,103,000 students in the United States in either 4-year or 2-year institutions.9 This 
number has grown steadily as a university education has become an imperative step in preparing young 
men and women to enter the workforce. From 1987 to 1997, there was a 14% increase in enrollment 
from degree-granting institutions. And, from 1997-2007, this percentage increased from 14% to 26%.10 
These statistics indicate that the importance of higher education in the United States cannot be 
understated. Not only is the market growing, but the emphasis on continued learning is growing as well.  
 

Our venture will utilize two main revenue 
sources. Therefore, we have identified two 
yardstick companies. The first and major 
source of revenue is through membership 
dues. College Clubhouse Co. will use 
Mountain Oyster Club of Tucson as a 
benchmark to forecast sales and learn about 
creating a precise club culture. Our second 
source of revenue will be derived through an 

               outsourced café. We have researched Barnes 
and Noble’s creative incorporation of Starbucks within their store locations to generate consistent 
revenue flows. This is a convenient offering for customers and keeps them in the bookstores longer.11 

 
Type Of Cost 

 
% Of Cost (2008) 

Food & Beverage Purchases           36.5% 

Remuneration of Employees           27.7% 
Rental of Premises           15.1% 
Utilities             4.2% 
Royalties & Franchise/Management Fees             3.3% 

Depreciation             3.2% 
Maintenance & Repairs             1.8% 

Food and Business Costs for a Mall Location 

 

19,103,000 US Students 
 

38,057 UofA Students 
 

10,000 Target Market 
 

500 
Students 

 

 

 

Exhibit 2 

Exhibit 3 
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College Clubhouse Co. has used financial information gathered from mall restaurant rental spaces to 
decide upon rental charges and acceptable monthly sales percentage numbers. Exhibit 3 shows 
information from business.gov and indicates that the major costs for a mall restaurant are salaries and 
rent. We used this rental percentage to find out how much we could charge for an outsourced café to be 
located in our clubhouse. The financial section will delve into this further, but the rental charge for a 
business will be close to $4,000 and the monthly sales percentage request will be 15%.   

COMPETITORS 
 
Four Levels of Competitors 
 
I. Coffee Shops within the Tucson Market 
Currently, there are a number of coffee shops that university students frequent to get their work done. 
The largest competitors from this segment, as shown in Exhibit 4, include: 
 

Coffee Shop Location Radius from Campus 
Coffee Art University Blvd. 0 Miles 
Starbucks Campbell Road 1 mile 
Bentley’s Coffee House Speedway Blvd. 0.5 Miles 

      Coffee X Change Campbell Road 2 miles 
Avenue Coffee Campbell Road 1 Miles 

      Caffee Luce Park Blvd. 0 miles 
 

The negative aspect of coffee shops is that they are, generally, very loud and crowded. This was 
determined based on Bellisimo Coffee InfoGroup’s general information concerning coffee shops. Since 
a sit-down coffee shop is close to 1,200 square feet, students do not have much space to work with.12 
Also, because coffee shops are open to the general public, many people go to them to catch up with 
friends and family as well as socialize in a lively place. This causes distractions for students who are 
trying to be productive.  
 
II. University Libraries and Study Rooms 
Libraries are easily accessible to students. This is certainly where the many of the students go. They are 
appealing because of their convenient locations, individual study areas, and group study rooms. 
AcademicTips.org, an open site for students from all over the world to comment about study methods, 
provides an abundance of student comments concerning desirable and undesirable study conditions. One 
student mentioned the option of studying at a school library or Honors College.  
 
But, at the same time, many students confess that they find libraries and school study rooms to be cold, 
uninviting, and hard to book. In fact, after conducting a focus group to gauge student’s opinions of our 
potential competitors, many claimed that libraries on campus are places they want to spend as little time 
at as possible (See Appendix 5). Finally, many students stated that they liked to vary their locations 
because they got bored sitting in one place for too long.13  
 
III. Fraternities & Sororities  
A third group of competitors we will encounter are the established fraternities and sororities on campus.  
According to the FSP (Fraternity and Sorority Program) of the University of Arizona, roughly 20% of 
Arizona students are a part of the Greek system and only 13% are fully active, living within the houses 
or engaging in activities on a consistent basis. This leaves a large portion of the market for us to 
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potentially engage. We have identified a target market of 10,000 (and we are only aiming for 500 to 700 
students of that target market) who would like to be part of a community but are not necessarily 
interested in some of the aspects of Greek life – including well-acknowledged partying and 
entertainment that does not always root itself in academic pursuits.  
 
IV. Home Environment 
The final competitive arena identified is “home environments” of college students. If none of the 
available options mentioned appeal to college students, then they can always study at home where it is 
quiet and comfortable and there is access to refreshments. Article after article concerning student study 
habits and conditions indicates this. A Dartmouth article called “Where to Study/How to Study” states 
that students often do not wish, or are unable, to study in their homes, dorm rooms, or apartments. This 
Academic Skills Center commentary reflects that this may be due to noise, roommates, distractions, 
etc.14 However, if they are not studying at their homes, their options are limited.  

COMPETITIVE ADVANTAGE 
 
These competitors all have their distinctive strengths. However, each of them has a number of 
weaknesses as well. So, our goal is to create a “mash-up” service incorporating the strengths of each, 
while eliminating the weaknesses. Likewise, we understand that some consumers are content with the 
options offered by our competitors. But, we have identified many unsatisfied consumers.  
 
Along with our survey and focus group, we also talked with Merrilee Holmes, the Facilities Director of 
Eller College of Management, who stated that Eller students are constantly asking the college to open up 
a study location for them. She also mentioned that efforts have been made in the past to create 
collaboration centers for undergraduate and graduate students, but these attempts did not materialize. 
Finally, she provided us with information from Undergraduate Dean Pam Perry’s management class 
where students who were unsatisfied with current school study conditions wrote reports suggesting ideas 
for this very problem. With all of this research, College Clubhouse Co. can focus on increasing the 
quality of the options available to students in order to create a definitive competitive advantage. 
 
I. Limited Members 
College Clubhouse Co. will have a limited number of members every semester. Therefore, there will 
only be a certain number of students in each facility at any given time. This will serve as a competitive 
advantage because it will allow students to have access to open desks, computers, chairs, etc. 
 
II. Online Booking for Study Rooms 
The company will set up a clubhouse website that every member can access. After logging on to their 
account(s), they can reserve time slots for the individual and group study rooms. This will serve as a 
competitive advantage because many alternative library study rooms have no such service. Also, 
members will be guaranteed availability, especially if they utilize the online-booking option.  
 
III. Amenities 
To help downplay the membership cost incurred by the students, we will offer several “perks,” such as 
complimentary refreshments and printing capabilities. Drip coffee, soda, and small snacks will all be 
provided to our members. Additionally, there will be a café where students can purchase specialty 
drinks, meals, appetizers, etc. We will also offer complimentary black and white printing to all of our 
members and colored printing for Gold members. The membership tiers will be discussed in business 
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model section of the business plan. These small amenities should appeal to students because it will allow 
them to quantify their savings and receive satisfactory service from the clubhouse. 
 
IV. Networking Opportunities 
As members progress toward graduation, the clubhouse will offer a number of networking opportunities. 
Due to the growth of universities over the past twenty years, it has become a necessary requirement for 
students have internships and college jobs. In fact, Independent Business Network Incorporated 
estimates that 55% to 80% of jobs are found through networking.15 Therefore, College Clubhouse Co. 
wants to provide students with many opportunities to get a “foot in the door.” We hope to offer 
“honorary memberships” to local professionals and community. From this base, we will specify dates 
and times that these business men and women can interact with our high-performing students at the 
clubhouse. This interface will provide students with opportunities to meet and interact with business 
members and build relationships for future career prospects. These connections will, hopefully, generate 
higher membership numbers at each of our locations. 
 
V. High Startup Costs 
A final competitive advantage we have identified is, in fact, the high startup costs we will encounter as 
we progress toward College Clubhouse Co.’s initial launch. Following Porter’s Five Forces, these high 
costs can actually serve as an effective barrier to entry. Raising enough money to launch this venture and 
operate expansive locations takes time and effort. So, although this may not completely deter other firms 
from entering, it will give the company a good lead. Also, because of the nature of the business, firms 
will not be able to easily reengineer or imitate our concept. Each clubhouse will maintain core aspects 
such as a social lounge, study rooms, and activity centers. But, they will each be distinctive, 
incorporating themes associated with respective local universities as well as different restaurants and 
layouts. So, much like resorts that are well-recognized but possess inimitable locations (such as Hilton 
or Marriott), College Clubhouse Co. will attempt to do this as well. Therefore, once we are established, 
we will have a very strong hold on the emerging market.  

SCALABILITY AND SCOPE 
 

After a successful launch at the University of Arizona, we aim to expand College Clubhouse Co. to a 
number of new college campuses in the coming five years. The strength of our financial plan is to 
recreate this preliminary success experience at the University of Arizona to other campuses across the 
country, as the clubhouse schedule Exhibit 5 shows. We have identified a number of potential colleges 
to expand to after we launch at the U of A. We selected these colleges based on 3 major categories: 
 

i. Population 
The first factor is simply the population of the school. This 
is an important characteristic because the objective is to 
have 500 members at each clubhouse. With a higher total 
market population, we have to capture a smaller percentage 
of each market.  However, we have identified exceptions, 
especially at private colleges with higher income, highly-
academically focused students (an example is Hillsdale 
College in Hillsdale, Michigan). 
 

 
 

1

Year 1

3

Year 2

7

Year 3

19 

Year 4

55

Year 5

Clubhouse Timeline 
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ii. Ranking of College 
The second characteristic we analyzed was the ranking of the university. According to College Prowler, 
a website that provides college rankings, students scrutinize college rankings before selecting their 
college of intent, and the best high school students will want to be at the best college institutions.16 
Therefore, by focusing on Top 100 ranked colleges, our target market is yet again maximized in respect 
to the total market because we can capture a higher percentage of motivated and driven students.  
 
iii. Cost of Living 
Another variable examined is the cost of living expense within each college/university city. This is a 
crucial component for operation because the goal is to keep costs as low as possible without 
compromising the experience at the College Clubhouse Co. Therefore, we are not targeting some of the 
California colleges (such as UCLA, USC and Cal-Berkeley) because rental costs per square foot and 
rental taxes would increase dramatically. This would result in lower profit margins. With 4,352 total 4-
year and 2-year institutions in the United States, we can initially elude targeting campuses where we 
would incur lower profit margins without compromising our target market.  
 
Second Year Expansion 
In our second year of operation, we will expand to two new colleges. We have selected Arizona State 
University and the University of Texas-Austin as our two choices. Arizona State University is an 
appealing expansion option for two major reasons. The first is the population of the college; at 58,371 
students who physically attended ASU in 2010, this is clearly an incredibly large institution.17 
Additionally, the university has a number of nationally ranked programs, such as the W.P. Carey School 
of Business (#27 undergraduate) and the Ira A. Fulton School of Engineering (#41 undergraduate).18 
Moving on to our second choice, the University of Texas-Austin is ranked 45th out of the 262 “national 
universities” as identified by US News and World Report. This appealing overall reputation bodes well 
for us as students will be inclined to attend this college. Additionally, the university has an 
undergraduate enrollment of 38,168 and another 12,827 in post-graduate programs.18  
 
Third Year Expansion 
As we open another 4 clubhouses, we will target the University of Washington, University of 
Wisconsin-Madison, Pennsylvania State University and Texas A&M University. The University of 
Washington is ranked 41st overall nationally and has an enrollment of 29,574. The University of 
Wisconsin-Madison currently has 30,343 students and is tied for 45th in the country. Pennsylvania State 
University is the 47th ranked institution in the United States and has an undergraduate enrollment of 
38,630. Finally, Texas A&M is ranked 63rd overall and also has undergraduate enrollment of 38, 810.18 

 
Fourth and Fifth Year Expansion 
College Clubhouse Co.’s fourth and fifth years in operation are marked by rapid growth. The first three 
years will be relatively small in comparison to the last two years of our forecast. As mentioned above, 
the first three years are critical for working out all operational and strategic issues in order to make a 
smooth transition into a nationwide company with 55 clubhouses in operation by the end of Year 5. 
During the first three years, we will get a good “feel” for the process of identifying the most profitable 
colleges, identifying good locations, and renovating each facility to meet the needs of the students at 
their respective universities.  
 
We will use the same criteria to select colleges that we have used over the first three years of operations 
unless more useful criteria become evident. There are many schools that meet the criteria our company 
has developed, including the University of Florida, Ohio State University, Purdue University and the 
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University of Illinois-Champagne. In terms of expansion, our financial strength truly lies in the number 
of clubhouses in operation. So, it is crucial that when we do expand, we emulate our previous successes 
and re-create the same productive environments, coupled with great customer service and attention to 
detail for our students. 

 
There are other avenues of expansion for College Clubhouse Co. after 5 years within the college market. 
The following are a few possibilities: 
 High-school “Jr.” clubhouses that cater to high-school students and feed them into the existing 

college clubhouses 
 Young professional collaborative work centers that cater to 20 to 30 year old men and women 
 Professor clubs which offer high-end facilities for working college professors 
 Adult community clubhouses that offer the same core offerings of our college clubhouses  

STRATEGIES 
 
Sales and Marketing Communication Strategies 
College Clubhouses, Co. plans to engage in a variety of activities to reach sales goals, as Exhibit 6 
outlines. The first step is to create positive brand awareness and recognition. We plan to build credibility 
among local business and academic leaders to help legitimize our clubhouse. It is important to create 
positive brand awareness amongst community members to showcase the benefits of belonging to our 
clubhouses. 
 
             Basic Strategies             In the first year, we will create brand awareness by going through the 

University of Arizona itself and building a strong relationship with 
the school, specifically the University of Arizona Admissions and 
Events offices.19 In addition, support from professors and faculty 
members will be incredibly important for us. Professors have a great 
deal of influence over students and can help us build our brand. We 
plan to create relationships with faculty and administrators by 
sending a 3-D Press Release that goes out to Deans, Directors, and 
Department Heads.20 This release will give a basic outline and 
details of the clubhouse and reasons why students should join. 
Reaching out to these influential members of the academic 
community will help establish College Clubhouses Co. in the 
Tucson, Arizona market. 
 
There will be sales representatives on staff who will reach students 
and parents directly throughout the school year and they will have 
monthly sales goals and quotas. Sales representatives will offer 
students guest passes, weekend trials, facility tours, and more. 
 

After building a steady market share, we will rely heavily on member referrals and recommendations. 
Members will be incentivized by benefits such as discounted member dues, free drinks or appetizers, 
and membership benefits when they recruit new members. In addition, students can earn scholarships to 
our establishment when they donate art or services (such as music or live performances). 
 
Once the clubhouse is in full operation, the next step is to personally reach students at each stage of their 
academic career through a tiered program. We have devised a tailored plan for each class of students – 
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freshman, sophomores, juniors, and seniors – to keep students on track as they progress through college. 
This will be our CCC (College Clubhouses, Co.) Program. Of course, it is by no means a program that 
members must abide by but, rather, a guideline to help students maximize their college opportunities. 
The following is a program map that outlines the CCC Program. Exhibit 7 provides a visual overview. 
 
“CCC Program” 

 
i. Freshmen:  
We will start targeting freshman as early as high school graduation. We will send our mailers and 
brochures to high school seniors' households to inform students and parents about our clubhouses and 
how they can join. We will begin actively seeking students at all new student orientations. Parents and 
students will be invited to participate in our facility tours and informational seminars. We will give 
students a tour of the property, explain the benefits of belonging, and offer introductory rates at the start 
of the school year, as well as “value deals” for enrolling for one's entire college duration.  
 
This will be a premium method for freshman class outreach because many students who come to a new 
school and have no connections to any of the student body may find the clubhouse appealing. Parents 
will be drawn to the academic focus on our establishment and our ability to connect their students to the 
right community members. This is an ideal time to reach parents and students together. Other important 
times for us are the first week of school, parent weekends, homecoming games, and the start of second 
semester. 
 
ii. Sophomores: 
Many sophomores go into their next year of college surprised by how difficult the transition was to go 
from high school to college.21 Some of these students realize it is necessary to redirect their focus toward 
academics and form proper connections and friendships.21 We plan to seek sophomores at the end of 
their freshman year. We will market near dorms and student unions to reach freshman who are entering 
into their sophomore years.22 College Clubhouse Co. will distribute guest passes and invitations for 
these students.  
 
Sophomores are a large initiative for College Clubhouse Co. for several reasons. For one, some 
sophomores transfer to new schools after their first year, and need methods for making friends.23 Also, 
many sophomores realize the importance of academic success at this stage of college.21 Next, 
sophomores still have a three-quarters of their college experience ahead of them, so it is, generally, easy 
for them to add new clubs and activities to their schedules. Finally, sophomores are adjusting from 
campus-living to moving off campus which reduces university connectedness.21 College Clubhouse Co. 
can help sophomores maintain the feeling of unity to their school and peers. 
 
iii. Juniors: 
Juniors are at a pivotal stage of their college careers. Juniors need to focus on academics, internships, 
and setting themselves apart from their peers.24 Junior year is when students make strides towards their 
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future and realize the importance of career fairs, community connections, and good grades.24 This is why 
we plan to target juniors with a career-oriented approach. We will stress our tutoring services, 
networking sessions, guest lectures, and career fairs.  
 
iv. Seniors: 
Seniors are in a very transition-oriented phase of their lives. Many are making important decisions about 
their careers, where they will live, and where they will work. Seniors often research job opportunities 
and attend many interviews to determine what their next steps should be after college. So, much like 
juniors, College Clubhouse Co. will use a career approach.25 If seniors are interested, they can set up 
appointments with professionals within their desired fields through our networking options.  They can 
also attend career-focused lectures that can provide them with additional advice. 
 
To reach seniors, College Clubhouse Co. will set up booths and information sessions at their respective 
colleges to explain how the clubhouse can help them as they transition out of college. Another point of 
emphasis will be that graduating seniors can cite membership with College Clubhouse Co. on resumes 
and in interviews to aid them in establishing a professional network. 
 
Customized Options for Members 
College Clubhouse Co. will cater to the needs of students on both personal and academic levels. To 
foster the pursuit of knowledge, personal growth, and learning, we will offer students access to a wide 
variety of accommodations and activities. We will address student needs by offering services that allow 
students to reach their current and future goals. We will customize our product offering specifically to 
each individual member, making sure that he or she receives a personally-tailored experience. We will 
offer tutoring options for students, travel planning, group events, and day-to-day activities that students 
can choose from. And, as we learn about our members, we will encourage them to participate in specific 
events that are relevant to him or her. 
 
College Clubhouse Co.’s strategy is to relate to the individual needs of our members and work to meet 
those needs. Whether a member desires to build friendships or wants to achieve high grades in classes, 
we plan to create a distinctive and individualized experience for each member that will make college a 
memorable and positive experience. 
 
Product/Service Description 
College Clubhouse Co.'s marketing plan combines organization strategies and product mix to achieve 
overall marketing objectives. We will penetrate the market by offering products and services that 
specifically appeal to our end users – college students. In addition to the previously mentioned services, 
members will also have access to a wide array of articles, databases, and journals, 24-hour access to 
computers and iPads, free printing, and an emphasis on student safety. These offerings will create the 
ideal environment for productivity, creativity, and building personal connections. 
 
Students will also have the ability to attend networking sessions, career fairs, and receive free tutoring 
upon request. Our goal is offer all the services that will allow students to have a better college 
experience and achieve greater success after completing their college careers. 
 
As students study and interact with peers, they will be able to place orders for food and beverage 
directly from their seats by the simple press of a button. All clubhouses will be open 24 hours, offer free 
parking, and be a safe place to visit at any time of night. There will be security guards paroling the 



 
19 

 

facility at all times and a heavy security system in place. This will keep students confident that this is a 
safe place to be in, and parents can be sure that their student is not risking his or her safety.  

 
DEVELOPMENT INITIATIVES 

 
As College Clubhouse Co. grows, it will engage in research and development initiatives. The focus will 
be on strategic business decisions – determining which markets are best suited for entry, the ideal 
locations within these markets, which students should be targeted as we expand, tailoring product 
offerings, and expansion and scalability options. It is a priority for us to stay current and relevant with 
target market needs.  
 
Research and development is a large aspect of our projected clubhouse growth. Before entering a new 
market, we will conduct thorough research on the demographics of students, schools, and income 
brackets of the area. Questions we will ask as we proceed to new locations will include: How large is the 
student body in the area? What is the nearest school? What are the academic statistics of the student 
body? How many honors students are enrolled at this campus? What are the average household earnings 
of students who attend this school? How many students are on scholarship? What services are not being 
provided by the school? How prevalent is Greek Life at this campus? What are the demographics of the 
student body? What are the majors of the student body? What other facilities or groups are available to 
students?  
 
Also, our research and development will shape our sales and marketing plans from campus to campus. 
Understanding the climate of each school and area is essential to ensuring we are well received by the 
community and student body. Advertising will also vary from location to location. For example, most 
campuses publish school newspapers and about 76% of all students have read their school’s student 
newspaper in the past 30 days.26 However, some campus newspapers have higher importance and 
readership levels than others.26 This will influence whether we use this method as an advertising route. 
Every college campus is different, so marketing and sales efforts will differ at each location. 
 

BRANDING 
 

Our branding strategy will vary from school to school. All of our clubhouses will be corporately-
branded with College Clubhouses Co.'s logo and corporate brand. However, each individual clubhouse 
will reflect the culture and feel of the schools we target.27 The branding and naming of each individual 
university may reflect the school mascot, history, folklore, sports teams, and other important aspects of 
the school. We will research what names are most positively received and are in accordance with the 
school. A large portion if our research and development will be devoted to branding each of these 
separate clubhouse names and logos. 
 
However, as small details will vary from clubhouse to clubhouse, large ones will remain constant.27 We 
will create an environment throughout each clubhouse that remains consistent throughout all of our 
locations. And, there will be a number of items that will be corporately-branded with College 
Clubhouses Co.'s corporate brand logo to maintain the value of the brand as we expand.27 This will help 
create credibility amongst new clubhouses and spread word of mouth quickly about all of our 
clubhouses.26 For instance, if a parent has two students who attend different universities, they will be 
able to easily associate our clubhouses with one another and thus increase repeat purchase potential.27 
Ultimately this will increase the power of word-of-mouth marketing. This will make us an important 
national brand among universities across the country.  
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BUSINESS MODEL 
 
Membership dues and an outsourced café are the two main components of College Clubhouse Co.’s 
business model.  Membership dues are $50 per month for Standard members and $75 per month for 
Gold members. Dues will be automatically charged to a student’s credit card at the beginning of each 
month. These dues entitle regular members to all of the club’s facilities and equipment, but do not 
include special events fees.  Gold, members will, in addition, have free printing capabilities, extra event 
and networking offerings, a free locker, and more as Exhibit 8 specifies. The corresponding chart 
indicates the possible differentiators between Standard and Gold members.    
 

The second aspect to the business model is 
the outsourced restaurant. We expect our 
social lounge to encompass 3000 square 
feet of the total 10,000 square foot facility. 
And, the kitchen and seating area will most 
likely be close to 1,000 feet (the other 
2,000 square feet will include recreational 
games including ping pong, foosball, and 
billiards as well as televisions, coffee 
tables, and seats. We will outsource at a 
monthly rental charge of $4,000 along with 
15% of the restaurant’s sales percentage. 
These numbers will be discussed in detail 
in the financial projections section of the 
plan. Also, important to note is the fact that 
the restaurant does not cater just to 
members. There will be an “on-the-go” 
café located at the side of the facility for 
non-members as well.  
 
Both of these elements of the business plan 

account for approximately 60% (membership dues) and 40% (restaurant income) of the clubhouse’s 
revenue.  College Clubhouse Co. also has sponsorship deals pending for several clubhouse rooms that 
will help defer expected expenditures. We also expect to realize a small profit by coordinating events 
that appeal to our customers such as weekend concerts and guest lectures. Based on a probable demand 
scenario, this business model will yield considerable profits (refer to Appendices 2-4). 

UNIVERSITY OF ARIZONA LOCATION 
 

The First Site 
For year one, College Clubhouse Co. plans to launch its first clubhouse on 6th Street near the main 
University of Arizona campus. In recent years, this area has been an important focus point for the 
university because of its land usage possibilities, Recreation Center remodeling, and new campus-
housing projects. The Planning, Design, and Construction branch of the University of Arizona states that 
the 6th Street expansion project’s new on-campus housing will accommodate 1,088 undergraduate 
students. According to the University of Arizona, the goal for these residence halls is to “be organized 
into learning communities to promote academic success and self-development.” These dorms and halls 
will keep more students on or close to campus and promote U of A community and student 
circulation/gathering and construction is set to be fully completed by April 2011.  For College 
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Free color printing

1 free appetizer each 
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Clubhouse Co., building a location near this growth area can help us attract more students and launch 
our business in a location that is becoming an entertainment center for university students.  
 
Finally, the buildings around this area are fairly affordable and near campus. If we can renovate a 
building near the Recreation Center – a high-traffic spot – we can generate more interest. Also, members 
can easily come in and out of the clubhouse (even after a workout), and non-members can stop at the 
On-the-Go Café for delicious food and drinks at any time of the day. 

FINANCIAL PROJECTIONS 
 

Note: Detailed pro forma financial statements available under Appendices 2 through 4 
Revenues (USD 1000s) Expenditures (USD 1000s)) Net (USD 1000s) Clubhouses Open 

701 735 (43) 1 
1,864 1,751 64 3 
4,773 3,792 662 7 

12,945 9,689 2,154 19 
37,461 27,897 6,308 55 

 
 
College Clubhouse Co. will begin producing revenue in August 2011 and begin marketing in June 2011.  
We will have a strong campus presence during incoming freshman orientations at the University of 
Arizona where we will take students on tours of the clubhouse.  We will begin accepting members with 
revenue collection beginning in August. At this time, we will only have one clubhouse in operation.  
This clubhouse number will more-than-double in each of the following four years, which accounts for 
the massive growth in revenue, expenditures and profit. Exhibit 9 shows these projections.  
 
Revenue from the University of Arizona clubhouse (clubhouse one) is composed of 62% membership 
dues and 38% from our outsourced restaurant.  Average membership dues are $62.5 per month, 50% 
standard members and 50% premium members, and demand is 650 students per month (See Appendix 
5) This number fluctuate seasonally with the heaviest demand occurring during final examinations when 
students need a quiet place to study and the lowest demand occurring over winter and summer breaks 
when most students are away from campus.   
 
The cost of membership is based on several benchmark services as well as focus group research with 
potential clubhouse members.  One of these benchmark services are cell phone bills, which are typically 
$50-$60 per month.29 While our service is unrelated to cell phones, our company provides a service that 
has a comparable value to our target market.  We also looked at the cost of fraternities and sororities 
because they are membership-based organizations that provide campus communities for students. 
According to the official Fraternity and Sorority Program of the University of Arizona, the typical 

membership cost is $2,100 for a member who does not live 
in the Greek houses and who does not have a meal plan.30 
These Greek members are able to engage in tight-knit 
communities and gain access to member houses where they 
can relax and spend time with peers. We have determined 
that Greek members pay $174 per month on average, while 
College Clubhouse Co. will only cost $50 or $75 per 
month, depending on the chosen membership level. 

64%

36%

Revenue Breakdown

Membership

Food

Exhibit 9 

Exhibit 10 
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The 36% of College Clubhouse Co.’s revenue that comes from our outsourced restaurant is made up of 
two components – monthly rent and a commission on sales.  Monthly rent will be $4,000 for a 2,000 
square foot location within the clubhouse, and the commission on sales will be 15%.  The $4,000 
monthly rent is based on a $26 per square foot yearly rent (this number was given to us during an in- 
depth interview with Jane McCollum of Main Gate Square).   
 
This is a premium rate in the Tucson commercial real estate market where the average price per square 
foot in 2010 was $17.52.31 However, we will provide our restaurant operator with a steady stream of 
customers 24 hours per day. Non-members will also be able to purchase restaurant items through the 
On-the-Go café feature. All of this will allow the restaurant operator to sell a large volume of food and 
beverages, which partially justifies the 15% sales commission.  Research also indicates that fast food 
restaurants like Burger King charge a 4.5% commission on their sales. These types of restaurants rely on 
high volume and lower profit margins.32 For the restaurant in College Clubhouse Co., there will still be 
high volume for the restaurant, but they will also be able to charge reasonably high prices for their 
entrees and big-ticket items. So, for us to charge 15% of sales for a high volume and high profit margin 
business is appropriate.  Exhibit 10 shows the basic revenue breakdown for the company. 

REQUEST FOR FUNDS 
Use of Funds 
 
Salaries 
Exhibit 11 provides the overall breakdown of funds for College Clubhouse Co. The largest portion of 
fund use is devoted salaries, which are projected to be $25,000 based on the company’s financial model. 
Salary expense is made up of salaries for a desk manager, outsourced IT, and a small salary for the 
executives. The company operating the restaurant will pay waiters and waitresses for the restaurant so 
College Clubhouse Co. does not include this as part of salary expense.  An outside vendor will also 
provide custodial services, so this is not part of salaries either.  Salaries also include $40,000 per year for 
each of the company’s four executives (See Appendix 2B). 
 
Building Improvements 
The second largest use of funds category is paying for building improvements.  These will be capitalized 
and depreciated over time, so they do not appear on our pro forma income statement.  $250,000 of our 
$600,000 startup capital (this includes the founder’s investment as well as financing by investors) will 
go into improving the future clubhouse location, which is based on a rough estimate using construction 
cost estimation software.33 Funds are also going to be used to purchase items like computers, furniture, 
and decorations. While these expenses are included in our burn rate, pending deals with sponsors may 

significantly reduce such expenses. The goal is for 
local businesses, including law and accounting firms 
and furniture stores, to sponsor individual rooms 
within our clubhouse. They will pay for the 
furnishings of the rooms in exchange for 
advertisement of their respective companies. In this 
way, College Clubhouse Co. and these businesses 
both benefit. Our core competency is to provide a 
collaborative, idea-generating atmosphere for 
college students, so $250,000 per clubhouse 
improvement is a good start for our venture.33 

 Exhibit 11 
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Rent 
Approximately 22% of monthly expenditures will be used to pay $26 per square foot in rent.  Rent is so 
high because the building will be 10,000 square feet and will be located on premium real estate within 
walking distance from the University of Arizona.  With the remaining seed money and cash from 
operations in Year One, we will build our next two clubhouses in Tempe, Arizona near Arizona State 
University at the University of Texas-Austin.  If available cash is not sufficient at this time, another 
round of financing will be required.  
 

WORKING CAPITAL 
 
As a capital-intensive venture, especially in the first two years of operations when building 
improvements must be paid for with available cash, it is important we maintain a solid working capital 
position to avoid a liquidity crisis.  At the end of year one working capital is approximately $300,000 
and cash on hand is approximately the same (Appendix 2C).  If we are able to capture 450 recurring 
members, our break-even level, and be in this working capital scenario then we will be able to expand to 
our next two locations, Arizona State University and Northern Arizona University.  Otherwise, we will 
be forced to delay expansion until we meet these targets.  Achieving our forecasted working capital, 
membership base (450 breakeven), and cash targets in each of the following years will allow us to 
expand from 3 to 55 clubhouses over the next three years (Appendix 2C).   

INVESTOR OPPORTUNITY 
   
To realize our vision of creating College Clubhouses, we need $500,000 from outside investors.  College 
Clubhouse Co. requires this money to make improvements to the existing buildings where we will put 
College Clubhouse’s and to pay for year one expenses (Appendix 2). Each clubhouse remodeling costs 
$250,00033 and involves improving flooring, ceilings, fixtures, walls, restaurant facilities, and bathrooms 
to make the building fit the clubhouse’s theme.  The remaining investor capital, along with operating 
cash flows, will then be used to expand to two more locations in Arizona within a year and over 55 
locations within five years.  This rapid expansion plan is based on the model of other rapidly expanding 
businesses like Starbucks .There is strong student interest in college clubhouse’s, a motivated 
management team, and an experienced board of advisers behind this venture, which will allow us to 
achieve our rapid expansion goals.  However, we need this startup capital to make our concept a reality.  
An investment in this business entails certain risks, which we have mitigated considerably through 
research, but it also has the potential to transform the college experience and provide high profits to its 
investors. 

BOARD OF ADVISORS AND DIRECTORS 
 
Board of Directors 
Our board of directors is an essential aspect for College Clubhouse Co. Although the founders can relate 
well and understand the needs of college students, the company recognizes the need for business and 
professional experience within the intended industry. So, the board of directors will be appointed and 
will jointly oversee the company’s activities. The shareholders and investors will serve as an authority 
outside of the board and help determine the board’s powers and responsibilities. 
 
Number of Members  
After our team researched recommended board of director numbers (Disney has 16 members and 
Tiffany and Co. has 8), we decided that 5 directors (for now) will work best. This number is very 
flexible. We merely want to make sure that the directors we choose now are committed and effective for 
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our company. We also aim to implement a rotating system to make sure that the directors are always 
offering fresh viewpoints. 
 
Board of Directors Members: 
Most of the input of board of director selection will come from our shareholders and investors. The 
board will consist of independent members as well as a founder from our team. We do not have names 
for our board of directors at present, but the positions are as follows: 

 President 
o We would like the president to have a background in the social and civic services 

industry. Executives of the College Clubhouse Co. must answer to the president, so 
he/she should have experience leading people, projects, programs, or companies.  

 Vice President 
o The vice president should have broad knowledge of the service sector. So, we would like 

him/her to know about restaurant operations and clubhouse operations. 
 Treasurer 

o The treasurer must have extensive accounting experience in order to effectively 
understand the financial story of the company. If possible, we would like this person to 
have extensive financial management experience. 

 Secretary 
o The secretary should have note-taking experience, be able to read financial statements, 

and possibly offer suggestions and comments after board meetings.  
 Chairman of the Board:  

o This will be the CEO of the company, Marianne Bean. She will act as the liaison between 
the Board of Directors and the management of College Clubhouse Co. 

Note: This will be a rotating system, so we want to make sure and involve/include past members. Also, 
these past members can be elected again. The Board must be able to commit the time necessary to 
responsibly fulfill their commitment to College Clubhouse Co. This includes training, analysis of 
documents before meetings, and other clubhouse activities. 
 
Board of Advisors 
Our board of advisors is an outside group that will provide us with support and assistance. They do not 
have legally defined responsibilities and, thus, are purely offering expert advice.  
 
Number of Members  
Just as our board of directors will consist of 5 members, our advisory board will consist of 5 members as 
well. Of course, we will always be open to new (or more) members if there are experts who can help our 
company progress. 
  
Board of Advisors Members 
 Jesse Thorpe, General Manager of Skyline Country Club 

o Mr. Thorpe has been in the social and civic organization industry for close to 20 years. 
He has an immense amount of knowledge concerning clubhouses, country clubs, 
restaurant functions, etc. 

o He has also guided the formation of social clubs and taught classes on club functions 
 

 Pauline Loftus, Club Manager of Mountain Oyster Club 
o Pauline is a club manager of a clubhouse that mirrors our size and general operations 
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o She is knowledgeable about implementing superior customer service for members 
 

 Jane McCollum, General Manager of Main Gate Operations 
o Jane understands property options within college communities 
o She possesses useful business connections (realtors, architects, operations managers, etc.) 

 
 Bob Morrison, Angel Investor, Entrepreneur, McGuire Entrepreneurship Mentor 

o Mr. Morrison has successfully launched, owned, and operated a company 
o He has helped the team immensely with idea formulation, validation, and strategies 
o He truly understands the College Clubhouse Co. concept and vision 

 
 Arizona Inn Manager 

o The Arizona Inn, minus the lodging aspect, has a motif that we aim to emulate 
o The Arizona Inn Manager works with customers daily in the same manner we must work 

with members 

All of these members will add countless years of experience to the team and help College Clubhouse Co. 
reach its full potential. We are privileged to have these respected professionals on our boards. 

MANAGEMENT TEAM 
 
Marianne Bean 
Marianne Bean is a senior at the University of Arizona and will graduate in May of 2011 with a double 
major in Business Management and Entrepreneurship and a minor in Communication. Marianne has 
worked as a full-time intern for Favour, Moore, and Wilhelmsen Law Firm and has experience 
interacting with clients, creating extensive spreadsheets, and engaging in research-based case work. She 
has also been employed as a high school broadcast reporter and server at Chili’s. Academically, 
Marianne is currently a McCord Scholar, Flinn Scholar, and Louis-Schuette Scholarship winner as well 
as an active member of Eller Scholars. 
 
Robert Erikson 
Robert Erikson is a senior at the University of Arizona who will be graduating with a double major in 
accounting and entrepreneurship.  During college he ran a small and profitable business selling used 
books via the Internet.  Over a three-year period, this business grew from one hundred books in 
inventory and $70 in monthly sales to 5,600 books in inventory and $2,700 in monthly sales.  He was 
also an intern with NBC at the 2008 Beijing Olympics and during the summer of 2010 he worked as an 
intern at the Chicago Mercantile Exchange.    
 
Martha Girgis 
Martha Girgis is a senior at the University of Arizona and will graduate in May of 2011 with a degree in 
Marketing and Entrepreneurship. Martha has completed two sales internships and has experience 
marketing, relationship selling, and managing others. Martha is the president of an on campus charter of 
Orthodox Christian Fellowship and also sits on the executive board of University of Arizona's Students 
In Free Enterprise (SIFE) team. Martha is a Co-Chair for the 12th annual Career Expo, which involves 
working closely with students, recruiters, school administration, and devising marketing tactics.    
 
Jordan Mara 
Jordan, an undergraduate at the University of Arizona will be completing his Bachelor of Science in 
Business Administration with an emphasis on Marketing and Entrepreneurship in May 2011.  Over the 
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past 4 years he has gained extensive experience in sales and marketing with small businesses as well as 
in a corporate setting. He has been an integral employee with Hayden Painting Solutions, where 
revenues grew from under $100,000 to $383,500 after working with the company for two years. While 
interning with Nike Inc. during the summer of 2010, he developed several strategies that have since been 
implemented. Jordan will be in charge of sales and marketing strategy for Student Clubhouse Inc. 
 
Resumes for each of the founders can be found under Appendix 10. 
 

CONCLUSION 
 
College Clubhouse Co. has created a unique facility that offers a new and exciting way to experience 
university life, while also being profitable.  The origins of clubs such as ours can be traced back all the 
way to the 1600s and continue in organizations like fraternities and sororities, clearly indicating we are 
operating in a market with lasting appeal. Focus group and survey research also indicates a strong 
interest amongst our target customer base and a willingness to pay for the services we provide.  This is 
not surprising because we have taken elements of places students frequently visit, like libraries and 
coffee shops, and created a “mash-up” that is greater than the sum of its parts. This research allows us to 
create fact-based pro forma financial statements that indicate College Clubhouse Co. will be a 
financially successful company. Our management team is recently out of college, which gives us an 
excellent understanding of what students like and we have assembled a board of advisors that will 
provide us with the necessary experience to be successful.  The founders of College Clubhouse Co. have 
all invested considerable money because we are confident we have found a market and venture concept 
that will be highly profitable.   
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APPENDICES 
 

Appendix 1: Membership Contract 
 

MEMBERSHIP CONTRACT 
 

I agree to a minimum four month commitment with College Clubhouse Co. (“the Clubhouse”). I also agree to the Terms of Membership as listed 
on the reverse side of this application.  I have read and understand this Membership Agreement. I have received a copy of the Club Rules and 
Regulations and the Code of Conduct. I agree that I and any of my guests are bound by and shall comply with the rules and regulations of the Club 
as they may be amended from time to time.  In consideration of the Membership Rights granted hereunder, I accepts the Clubhouse’s services 
and facilities “as is” and agrees that all use of the Clubhouse services and facilities shall be undertaken at my sole risk. I understand there is risk 
involved in physical activities and I, as a member of the Clubhouse, shall not hold the Clubhouse liable for any injuries or damage to my person or 
property, or that of my family or guests, arising out of the use of the Clubhouse’s services or facilities, whether or not resulting from acts of active 
or passive negligence on the part of the Club, its officers or agents. I further understand that the Clubhouse shall not be responsible for any 
property which is lost or stolen in the Clubhouse. 
 
  

Applicant Date 
 
Student’s Name________________________________________________________________ Date of Birth _______________________________  
 
Home Address ___________________________________________________________________________________________________________  
 
Class:  Freshman  Sophomore  Junior  Senior 
 
Name of a Parent or Guardian (If student is under 18 years of age): ________________________________________________________________  
 
Address:________________________________________________________________________________________________________________  
 
 _______________________________________________________________________________________________________________________  
 
Phone: ___________________________________________________ 
 
 
This agreement is between the above student (student or member herein) and parent or guardian, if the student is under 18 years of age, and the 
Clubhouse.  The parties agree to the following: 
 
1. The Clubhouse does hereby agree that the student shall be entitled to all privileges of affiliation for the period commencing on 

____________________________, 20____.  
 
2. In consideration therefore, the student and/or his/her parent or guardian above agree to pay to Clubhouse the following financial 

obligations and recognize that these rates may change as the Clubhouse so determines and hereby agrees to any such changes: 
 
 The amount of your first payment: $ _________________________ 
 

Your monthly payment will be $_______________________ and is due on the first of each month. A $10 late charge will be added to 
account balances 30 days overdue. 
 
The full membership period lasts for four (4) months. At the end of each membership period, students must renew their memberships 
if they want to remain part of the Clubhouse. 

 
Each school term the student shall be informed of the rates for that billing period.  The student shall be responsible for all obligations to the 
Clubhouse so long as he/she is a member of the Clubhouse. 

 
3. Any damage caused by the student, beyond that arising from normal wear, must be paid for by the student in addition to the above regular 

charges. 
 
Membership Cancellation Agreement 
1. I hereby agree to abide by the Laws of the Land and all Rules and Regulations of the Clubhouse, which is incorporated herein by reference.  

In the event I violate any such provisions, rules or regulations, the Clubhouse reserves the right to terminate this agreement and remove me 
from the Clubhouse.  If I am expelled from the Clubhouse., this agreement terminates immediately. However, I am subject to all obligations 
of his membership dues unless and until the Clubhouse relieves me of those obligations prior to the last date of payment for each semester. 
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2. I may neither assign nor terminate this agreement or my rights hereunder except by means of the approval and written consent of the 

Clubhouse. 
 
3. In the event it shall become necessary for the Clubhouse to commence legal action to enforce this agreement, I agree to pay the Clubhouse 

any reasonable attorney’s fees and costs in connection therewith. 
 
 
 

In witness of the agreement of the parties hereto, this agreement is signed by the duly authorized staff of College Clubhouse Co. and by the 
student as of the ___________________ day of _____________________________________, 20__________. 

 

 
By: ___________________________________________________________________________________________________  
 Signature of Staff Member Date 
 
 
By: ___________________________________________________________________________________________________  
 Signature of Student Date 
 
 
By: ___________________________________________________________________________________________________  
 Signature of Accountant Date 
 
 
By: ___________________________________________________________________________________________________  
 Signature of Parent or Guardian Date 
 
For Office Use Only:  

Membership Type: Wait List Date: Down Payment Fee: Prorated Dues: Full Month Dues: 
Payment Method:  CH # CC Cash Init. Member # Initials 
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Appendix 2: Five Year Income Statement 
 

 
 

Appendix 2B: Salaries 
 

 
 

Appendix 2C: Ratios 
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Appendix 3: Five Year Statement of Cash Flows 
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Appendix 4: Five Year Balance Sheet 
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Appendix 5: Focus Group Transcript, Guide, and Consent Form 
 

Team Empire Focus Group Transcript 
 

Outcome: We based our focus group session on the focus group guide. Thus, the transcript is “woven” throughout the guide. 
Also, after conducting the session, we decided that it would be best to keep most of the dialog “raw.” In other words, we did 
not want to manipulate what the assistant moderator and transcriber, Marianne Bean, typed. Otherwise, the information could 
become biased. Thus, what is given below is organized by participant responses and, otherwise, has not been altered. 

 
Roles: 
 
Moderator: Jordan Mara 
Assistant Moderator and Transcriber: Marianne Bean 
Observer: Martha Girgis 
Observer: Robert Erikson 
 
Guide and Outline: 
 
Total time planned: about 90 minutes 
 
• PREAMBLES (5 MINUTES) 
 
– Thanks and welcome 
– Nature of this focus group (informal, multi‐way, expansive, all views) 
– May ask obvious questions 
– There are no “right or wrong” answers‐all about finding what people think 
– Help self to refreshments  
– Going to be talking about a social and academic establishment for students 
– Questions or concerns? 
 
• INTROS AND WARM‐ UP (5 MINUTES) 
 
– Go around the room and have respondents introduce themselves (by first names). 
 

- Respondent 1: Ainsley 
- Respondent 2: Anna 
- Respondent 3: Jonathan   
- Respondent 4: Keegan 
- Respondent 5: Nathanael 
- Respondent 6: Tanh 

 
– For rapport: Where are they from and what was the best birthday present they ever received…  
 
This section was not recorded. The questions were purely intended for rapport. 
 
• COLLEGE ENVIRONMENT (5 MINUTES) 
 
– When you were in high school, what did you think of when you thought about college? 
 
Tanh:  

Independency was very new to me. College, in this way, was different. High school was very constrained. 
Keegan:  

I viewed it as a time to grow up…lots of responsibility…time to focus…game time…first step toward getting a good 
job 

Jonathan:  
As Keegan said, you are stepping into a lot of responsibilities…having to feed myself, do my own 
laundry…freedom to do whatever, but also responsibility 
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Ainsley:  
It was a new adventure…high school was more structured. In college, we must stay structured, but now you are 
focusing in on exactly what you want to do with your life 

 
– What would you consider to be the best colleges in the United States and why? 
 
Everyone:  

Ivy League colleges as a whole are very desirable: there is a general stigma, history, and strong tradition 
Jonathan:  

I actually think state universities are the best because, at least for undergrad, the phenomenal cost of attending Ivy 
League school isn’t worth it. State universities provide you with opportunity to get education at an affordable 
expense. Plus, you can go to an Ivy League for graduate work. It is then that you can go to a nicer college. 

Anna:  
I think it depends on your degree. I am an Early Family Studies major, so it wouldn’t have made sense to go to an 
Ivy League for undergrad. 

Keegan:  
A lot of it has to do with the return on investment. Basically, a study showed that some Ivy Leagues didn’t pay off. 
However, many of the Ivy Leagues did pay off. So, if I could go to one, I would. 

Nathanael:  
  I really like the impression of an Ivy League school. The standards appear to be higher. 
Keegan:  

The people I interacted with at Ivy Leagues while I was at Wheaton was phenomenal! 
WHITEBOARD 
– In your opinion, what makes these colleges stand out (whether geographically, academically, architecturally, etc.)? 
 
Nathanael: 

It is all about the people. If you are a dedicated student, you will work hard. At these schools, there is a larger 
gathering of good students. 
 

• UNIVERSITY OF ARIZONA ENVIRONMENT (10 MINUTES) 
 
– How did you go about choosing to come to the University of Arizona? 
 
Jonathan:  

The finances were a big reason. It is in-state, which means tuition is less. It offered good scholarships. Also, it has 
strong programs in my field of interest. 

Nathanael:  
Well, my family was already here. Like Jonathan said, it offered good scholarships and made sense financially. 

Tanh:  
For me, it was the in-state tuition. My parents were willing to pay in-state. 

Anna:  
My major dictated it. Also, ASU was unappealing due to closeness.  
Plus, my brother goes here. 

Ainsley:  
I wanted a place that met my athletic needs. I liked the scholarship opportunities. I felt the campus was amazing. I 
liked the academic side of things. The major matched what I wanted. 

Keegan:  
I transferred from a number of schools and decided I wanted to go home. I also decided to go to Eller for MIS. 

 
– What are some pros about the U of A? What are some cons? 
 
Jonathan:  

It is a top of the line research university. 
Anna:  

It is a big enough university where there is something for everyone to get involved in (many clubs). You can find 
your niche within the big scheme. 

Tanh:  
Definitely the diversity. Also, everyone is down to earth. I think the East Coast can be very pompous 
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Shortcomings: 
 
Tanh:  

It’s in Tucson! 
Keegan:  

I don’t like the bureaucracy. You must go through so many people to get things done. Also, there is very little 
contact with people – the relationship aspect. Also, in terms of faculty, administration, it was difficult to get things 
done when I needed help with school. 

Ainsley:  
Large class sizes are definitely a con!  

Nathanael:  
Yep. You don’t get the opportunity for as much one-on-one contact. 

Tanh: I think many of the budget cuts are affecting students’ experiences. 
Jonathan:  

Yeah, and funding for graduate students is lacking. 
 
WHITEBOARD 
 
– How could the University of Arizona distinguish itself more and “step up,” if you will, to the level of some of the 
colleges mentioned a few minutes ago? 
 
Jonathan: 

I think it has to do with the people. As a student body collectively, we must develop academic goals. So, it has to do 
with the individual. 

 
– When you are on campus, do you utilize any of the available study rooms or libraries?  
 Which ones? 
 When (weekday or weekend)? 
 How long? 
 Comfort level? 
 
Tanh:  

I use a lot of the graduate study rooms. In fact, I use them very often (close to 4 to 5 times per week) 
Keegan:  

I go to the Med Library, Honors Lounge, Kachina Lounge 
Moderator:  

What draws you to Med Library vs. other study rooms?  
Tanh:  

It is quieter. You can check out rooms; it’s more exclusive in a way. 
Nathanael:  

I personally use the music library or the engineering library. Like everyone is saying, it is quieter. Also, the music 
library is close to where I live, which is very convenient. Plus, places like the ILC are so loud! 

Tanh:  
Well, I go to the Law Library if I’m working close to Eller. But, if I need to do a big project, I go to the Med library.  

Anna:  
I like going to the main library in groups (I don’t have to be as quiet!). If not there, study rooms in dorms or in my 
dorm! 

Ainsley:  
I use the Student Athlete library. It is pretty much my “second home.” I also base my studying on the proximity and 
convenience 

Jonathan:  
Well, home…it is the most comfortable! 

Anna:  
In the dorm study rooms, there are couches and tables so you can switch it up. I personally think my room can be 
distracting at times 

Moderator: Any negatives? 
Everyone: Main library is loud 
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Grad study room negatives: You can’t check them out unless you are IN the college 
Honors Lounge/Kachina Lounge: It is almost too quiet! 
Nathanael:  

There are not too many negatives where I study. Some of them do close early, however. 
Ainsley:  

In the ILC, it is too loud and you have to be competitive to get private rooms 
Tanh:  

I don’t like the Law Library when they kick you out! 
Anna:  

You can get very distracted in the dorms!!! It is almost too casual at times… 
Ainsley:  

The student athlete library can be fairly loud…too much music 
Jonathan:  

At home, sometimes you don’t have the resources you need. And for my major, I need pretty specific software 
  
Moderator Deviation: What resources do you need in a study environment to make it fit all your needs? 
 
Nathanael: need specific programs  
Tanh: Needs things to eat… 
Ainsley: good lighting (brighter at time) 
 
Jonathan: A lot of “desk real estate” 
Everyone: printers 

For group study rooms, you definitely need: 
- White board, markers 

  - Big table 
  - Chairs (not too much of a preference) 
  - Power outlets 
  - Food… 
  - Caffeine 
  
EXPLORE 
 
– Do you think there are many students at the U of A who have the same views as you in regards to studying? 
 
Keegan:  

Of course. I think there are many students who are looking ahead to their future and know they must work hard now 
in order to reap the benefits later 

 
Are there some students with any different needs that what you have? 
 
Everyone: 
 Not too much of a response. 
 
– What kinds of clubs are you currently involved in?  

Where do they meet? 
Focus/goal of the club(s) you are involved in… 

 
Jonathan: 
 I am involved in a club for engineers. Also, I am part of an honorary society.  
Nathanael: 

I am part of InterVarsity as well as a music club. They are all very academic focused and meet on campus. 
Anna: 
 I’m in a sorority. 
Ainsley: 
 I’m very involved in athletics. It’s pretty much a huge club.  

Do you feel like you are a part of a community/family at the University of Arizona?  
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Everyone:For the most part, yeah. Especially once you meet close friends. 

SUBJECT SWITCH 
 
• COFFEE SHOPS AND OTHER ENVIRONMENTS (5 MINUTES) 
 
– When studying at a coffee shop or place like Borders or Barnes and Noble, I’d like to understand a bit about how 
you typically use your time, get your homework done, etc… 
 
BRIEFLY EXPLORE 
 
Tanh:  

I go there more there to socialize than to study 
Anna:  

I would get distracted. Also, I don’t drink caffeine. 
Jonathan: 

It is more relaxing than a study room and I feel more rested when I am there 
Ainsley:  

It is a good group place to go but not a place where you are studying for, say, a test 
 
– When studying at a coffee shop or other lively environment, what kinds of homework do you bring to work on?  
 
Jonathan:  

I like going if I have studying to do that doesn’t require 100% involvement, like typing up notes. 
 
– Do you usually go to a coffee shop or location like this for their food and drinks, or specifically to study? 
 
Keegan:  

I would choose a coffee shop over study room because of the coffee 
Ainsley:  

I like going for the change of environment – you are out of your house  
Tanh:  

Hours at coffee shops are better. I would study at home otherwise. 
 
SUBJECT SWITCH 
 
• HANGOUTS (15 MINUTES) 
 
– What do you usually do when you “hang out” with friends during the day or early evening? 
 
WHITEBOARD  
 
Jonathan:  

I like the lawn on University right in front of Arizona State Museum 
o It is a really chill place to lean up against a grassy slope and hang out 

Keegan:  
Definitely people’s houses. There’s TV. Everyone goes to “the old house” to watch sports or play games. It’s super 
relaxing. 

Tanh:  
Me personally, I go to sports bars. There is billiards, games, and beer. 

Keegan:  
Also, No Anchovies is a pretty good place to watch a game. And I totally agree with Tanh. Playing games and a good 
drink makes everything more enjoyable 

Nathanael:  
I like the Mall because you can play sports and hang out with friends. Plus, you are close to everything. You can go 
from one activity to another. 

 
– What, in your opinion, is the best kind of environment to hang out in and why? 
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Anna:  
 A place that is relaxing, where your friends are there too. 
Keegan: 
 I like houses because you feel more at ease. Plus, you can invite tons of people. 
 
– When you are hanging out, what makes your time most enjoyable? The food, the conversations, the environment…? 
 
BRIEFLY EXPLORE 
 
Jonathan:  

Oddly enough, I like when there are plants around and it’s a chill environment 
Tanh:  

The alcohol 
Nathanael:  

I like the environment on the mall. There are always other things going on that you can easily go to 
Keegan:  

Again…houses. There is food and anyone can come over…you can relax and do anything 
 
SUBJECT SWITCH 
 
• MEMBERSHIP ORGANIZATIONS AND CLUBHOUSES (5 MINUTES) 
 
– What are your thoughts on membership organizations? 
 Have you ever been part of a membership organization? 
 
Ainsley:  

It depends of course. I kind of think of my athlete experience as being part of a membership 
Tanh:  

It depends on the organization. I would only do it if parents paid for it 
 
– What are your thoughts on clubhouses and country clubs (minus the golf aspect)? 
 Have you ever been to one? If so, where?  

What is your favorite aspect of a clubhouse? What is your least favorite aspect of a clubhouse? 
 
Jonathan:  

Those I belong to, you pay dues and become a member. Then, they have resources available for you to work on 
projects together. It can be really nice to get access to tools that you couldn’t afford on your own. 

Anna:  
I am part of Tri Delta and like it a lot. It is fun to have a group of people you can always count on. I go there to hang 
out for dinner and lunch every day. It is exclusive, but it is not as if people CAN’T get in 

Jonathan:  
Networking is a great part of clubs (honorary societies). I like being around like-minded people 

Tanh:  
I am part of the Flying Samaritans. There is a lot of group building, helping people, activities you can take part in 

Keegan:  
I agree with Jonathan about networking and wanting to stay in contact with people. It is nice to bounce ideas off of 
each other 

Ainsley:  
I like the benefits you get being a part of it! I’ll say it again. I consider the athlete world my own “little clubhouse” 
 

Moderator: What are the negative aspects of membership clubs? 
 
Ainsley:  

Definitely the fees. Also, sometimes the people aren’t the greatest…or maybe you are joining to be part of “the 
people” 

 
SUBJECT SWITCH 
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• FINE ARTS AND ENTERTAINMENT (5 MINUTES) 
 
– What are your favorite activities (art, music, playing games, etc.)? 
 
Jonathan:  

I am a big fan of art and music 
Tanh:  

I love plays and musicals 
Anna:  

Definitely going to Broadway plays as well as plays the school puts on. I like smaller venue concerts. For example, I 
went with my brother to Realto. 
 

– Do you enjoy places that offer music and other entertainment? 
 
Jonathan:  

Yes. I like having my friends there though. 
Anna:  

For me, it depends what kinds of entertainment. 
 

Tanh:  
I agree with Anna 

 
– What are your thoughts on guest lecturers/speakers? 
 
Ainsley:  

If it is an interesting topic and inspirational, or the speaker is acknowledged in society, I would go 
Jonathan:  

If I wanted to know more about it 
Nathanael:  

Same  
Keegan:  

Definitely. I like going to places with guest speakers. 
Anna:  

If there was anything better to do, then I might not 
 
SUBJECT SWITCH 
 
• OUR SOCIAL AND ACADEMIC ESTABLISHMENT CONCEPT (25 MINUTES) 
 
– If you haven’t guessed yet, we envision a high-end, sophisticated social and academic establishment for college students 
interested in learning as well as socializing in an academically stimulating, exclusive environment.  
 
Our goal is to develop a carefully orchestrated concept that provides our target market with: 

 Intellectual interaction in a lively social room 
 Hi-tech study rooms 
 Appetizers and specialty drinks  
 Exclusive membership opportunities 
 Music, guest lecturers, fine arts performances 
 Educational activities  
 And more… 

 
After hearing this, what do you think? 
 
EXPLORE 
 
– Would you enjoy a multi-functional facility where you can hang-out, socialize, and interact, but also have access to high-
end study rooms and a large array of appetizers and specialty drinks and teas? 
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– If such a hangout existed and its intention was to give like-minded, dedicated students a nice place to engage in 
conversation, eat, and study, would you hang out there often? Why or why not? 
 
– Would you prefer another form of academic environment for students? 
 
Social area: we planned for the establishment to have an ivy-league feel (wood-panels, plush, comfortable seats, coffee 
tables, games, lively, intellectual discussion, etc.) that is distinguished and gets students excited about college and the 
environment as a whole. What do you think about this?  

 
EXPLORE 
 
Jonathan:  

So, this is kind of like a coffee-shop bringing in live music with study rooms? It kind of sounds like “the Masons” 
Keegan:  

Well, It really depends on having good members and the appeal of “wanting” to go to one place to get tasks done. If you 
don’t have members, it will dive fairly quickly 

Anna:  
It depends how much the membership fee is. How much is the membership fee, by the way? Is it expensive? 

 
Ainsley:  

For me, a huge thing would be location and convenience. Is it close to the university…walking distance…? 
Tanh:  

The social aspect isn’t, right now, very differentiated from a coffee shop. I wouldn’t go just to hang out right now. You 
need to offer live music maybe - but not between classes. 

Ainsley:  
Greek life is so strong, so that could be a hindrance…they go to their frat/sorority houses for food, social hour, mingling, 
and other stuff 

Anna:  
Greek life is only 13% of campus…it depends on how cool it ends up being… 
 

What do you think about just offering specialty appetizers, coffees, teas, and drinks ranging from $3 to $15? 
 
Tanh:  

You should definitely expand the menu…at least a sandwich or something… 
Jonathan: I’m not sure 
Nathanael:  
 Well, for me it’s still about the cost 
Tanh:  

Again, live music is what would be cool. Moreso for me than appetizers. But, people may still not go there on the 
weekends 

 
Moderator: Would you pay for anything like a library? 
 
Nathanael:  

No 
Anna:  

No 
Ainsley:  

It’s a convenience factor. Also, one thing I hate about the library is that, if you want a snack, you have to pack 
everything up 

 
If, by becoming a member, we provided free drip coffee and/or fountain drinks, would this increase the likelihood of 
you becoming a member? 
 
Ainsley:  
 Maybe. 
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What do you think about different levels of membership (i.e. standard, gold star, executive…)? 
 
Nathanael:  

I think it could be a good thing. Students would like options…if someone really wanted a place to go but couldn’t 
afford it, they could get a regular membership 

Keegan:  
I disagree. I think that having memberships puts people on different levels and divisions within the club. So, if I met 
a cool guy and told him to go with me upstairs to the executive room, but he doesn’t have the membership for it, it 
might hurt our new relationship 

 
If there was a membership fee…what would you hope we would have there for you? 
 
EXPLORE 
 
Jonathan:  

Definitely studying tools. There should be high-quality computers. If I could install software that I needed onto my own 
account, this could be cool. So, the computers would have to have everything I needed. Of course, this would be what I 
would want 

 
Nathanael:  

Free printing 
Anna: 
 Free parking for sure 
Keegan: 
 It’s all about the members….so I would want to be around interested students. 
 
What about this concept could be a setback for students? 
 
Nathanael:  

Location 
Tanh:  

The fee 
Anna: 
 I agree with Nathanael…the location 
Ainsley: 
 You need to differentiate yourselves more 
  
What, in your opinion, would be the ideal size for a place like this (ballpark guesses)? 
 More intimate and exclusive or bigger with more members? 
 
Tanh:  

I feel you should scale it…try to get the best of both worlds 
Jonathan:  

I have to tell you the truth. Something difficult for me about all of this is that I don’t really study much in libraries or 
places other than home. Also, since I have been here a few years, my social group is formed (so it would be hard to 
draw me there for social reasons). So, for me, the study environment would have to be great. I wouldn’t be going 
there to meet friends. 

Anna:  
It may be more appealing for freshman. Also, if I wasn’t in Greek life, this might be very appealing. 

Tanh:  
I actually would more likely do this toward the end of my schooling…so, now! So, it depends on the way we want 
to steer or market it 

Keegan:  
You guys may be in a tough market…in between two separate extremes…one is free…one you can go to a fraternity 
to get similar offerings. So, tiered membership is tough because you generate a hierarchy. Like I mentioned before, 
if I want to meet impressive people, tiered memberships could be an issue 
It is really about capturing the right people…high GPAs…high goals…interested in a future. I am most interested in 
the social, networking aspect 
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Jonathan:  
You may want to try tapping into honorary societies 

Ainsley:  
Knock down Hopi Lodge…and start there! 

Anna:  
You need to target the right market…maybe look for people who WANT to get high GPAs 

 
We are trying to figure out what price to charge members…the higher the price, the more we can offer.  
 Can you discuss the range of numbers between $30 a month and $100 a month?  
 
Ainsley: 
 Well, like Tanh mentioned, it kind of depends on who you are targeting. 
Tanh: 
 Also, I’m kind of broke. So, I don’t know if I can answer the question 
Keegan: 
 It’s too preliminary to know for me. 
 
Would your parents be willing to pay for your membership if they felt it was a worthwhile, college option and 
experience?  
Nathanael: 
 I’m not sure. But possibly 
Tanh: 
 I think you could get parents to pay for the membership more easily than students 
  
BRIEFLY EXPLORE 
 
What do you think about free parking and personalized, clubhouse lockers as part of our offering? 
 
Issue not discussed much (moderator did not bring it up) 
 
SUBJECT SWITCH 
 
• Closing Exercise (10 minutes) 
– Finally, I’d like your creativity for a few minutes – to come up with ideas … 
– Don’t worry about whether it’s a good idea or a bad idea. 
– Suppose we could build this clubhouse without having to consider costs or restrictions… 
– What would you love to see as part of it? 
– What could we do to differentiate our services further? 
 
We are going to hand out blank pieces of paper that you can do this exercise with. Please, write any creative thoughts or ideas 
that come to your head. We will collect them in five minutes and then close the session. 
 
This section was quiet…their creative ideas will be included in the report 
 
EXPLORE AND REFINE 
 
• Thanks the respondents and close the session 
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Appendix 5B: Focus Group Consent Form 
 

CONSENT TO PARTICIPATE IN A RESEARCH STUDY  
Eller College of Management 

McGuire Center for Entrepreneurship 
 

*TITLE OF PROJECT: Focus Group: Social and Academic Establishment  

*RESEARCHER'S NAME(S) AND CINTACT INFORMATION: I have been asked to participate in a research study conducted by 
Martha Girgis (mgirgis@email.arizona.edu), Marianne Bean (mbean@email.arizona.edu), Jordan Mara (jmara@email.arizona.edu), and 
Robert Erikson (erikson@email.arizona.edu) 

*INTRODUCTION: Below is a description of the research procedures and an explanation of my rights as a research participant. In 
accordance with the policies of The University of Arizona and The McGuire Center for Entrepreneurship, I have been asked to read this 
information carefully. If I agree to participate, I will sign in the space provided to indicate that I have read and understand the information 
furnished on this consent form. I am entitled to and will receive a signed copy of the form.  

*PURPOSE: The purpose of this research study is to better understand the success of a venture concept that brings together the aspects of 
a social clubhouse and an academic learning establishment. The results of the study will assist in evaluating whether this is a viable venture 
concept and further develop ideas towards the concept. 

*DURATION AND LOCATION OF STUDY: My participation in this study will last for approximately 2 hours and will take place at 
The University of Arizona, McClelland Hall.  

*PROCEDURES: During this study, students will be invited to participate in focus groups of their peers. Students will be asked to discuss 
their thoughts, feelings, and concerns towards this venture concept. They will be asked to further elaborate on their opinions and the 
opinions of others to help explore the possibilities of the business venture. The study will require that students express their ideas and share 
their experiences with the group.  

*POTENTIAL RISKS AND DISCOMFORTS: I understand there are no known or anticipated risks associated with participation in this 
study.  

*BENEFITS: The possible benefits of participating in this study include awareness of a new business concept, introduction to the 
McGuire Center of Entrepreneurship, and the ability to contribute to a new start-up business venture.  

*CONFIDENTIALITY: I understand that I am not to repeat or discuss any of the information or ideas shared in this room. All 
information shared will be used for academic purposes and will not be linked to any one individual.  

*COMPENSATION FOR PARTICIPATION: I will receive no compensation for my participation in this study.  

*RIGHT TO REFUSE OR WITHDRAW: Participation is voluntary and I may refuse to participate without penalty. I also understand 
that the researcher has the right to withdraw me from participation in the study at any time. 
 
*OFFER TO ANSWER QUESTIONS: 
If I have an questions concerning this study, I may contact Martha Girgis, Marianne Bean, Jordan Mara, or Bobby Erikson via email.  

*I AGREE TO PARTICIPATE IN THIS RESEARCH PROJECT AND I WILL RECEIVE A COPY OF THIS CONSENT 
FORM.  

PARTICIPANT'S SIGNATURE DATE                

______________________________________________________________           

*PERSON OBTAINING CONSENT: I have explained to the above named individual the nature and purpose, the potential benefits and 
possible risks associated with participation in this research. I have answered any questions that have been raised and I will provide the 
participant with a copy of this consent form.  

RESEARCHER'S SIGNATURE DATE 

Marianne Bean 
 
______________________________________________________________ 
 
Martha Girgis 
 
______________________________________________________________ 
 
Jordan Mara 
 
______________________________________________________________ 
 
Bobby Erikson 
              
______________________________________________________________ 

mailto:mgirgis@email.arizona.edu�
mailto:jmara@email.arizona.edu�
mailto:erikson@email.arizona.edu�
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Appendix #6: Survey Questionnaire 

 
McGuire Entrepreneurship Venture Concept Questionnaire 

Today, we are asking you to take a brief opinion survey. The results of this survey will be used by students from the McGuire 
Center for Entrepreneurship in the Eller College of Management to help develop our startup company. Please read the 
instructions for each question carefully and give your honest opinion. Thank you for your participation. Your responses are 
important to us. 
* Required 
 
1) *Please indicate your degree of liking for each student study location on the following list by checking the appropriate 
position on the scale. 

  Dislike a Lot Dislike Like Like a Lot  

Coffee shop(s)       

Integrated Learning Center 
(ILC) 

      

U of A Main Library       

Home       

Student Union       

Outdoors       

College-Specific Buildings       

 
2) *Which of the following activities do you enjoy? Check all that apply. 

 Live Music 

 Guest Lectures 

 Sports 

 Outdoor Activities 

 Movies 

 Video Games 

 Reading 

 Theater 

 Arts 

 Other Activities 
 
3) *Please select the space that best describes the environment in which you like to study. 

 1 2 3 4 5  

Food/Drinks Offered      Food/Drinks Not Offered 

 
4) *Please indicate the level of usage for each of the following transportation options. 
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  Do Not Use Use Rarely 
Use 

Sometimes 
Use Often  

Walk       

Bike       

Bus       

Vehicle       

Car Pool       

Other       

 
5) *How far are you willing to travel, on a regular basis, to a coffee shop, library, or similar location? 

 Less than 0.5 miles 

 0.5 – 0.9 miles 

 1 – 1.4 miles 

 1.5 – 1.9 miles 

 2 miles and over 
 
6) *Please indicate your level of agreement (disagreement) with each of the following statements. 

  
Strongly 
Disagree 

Disagree 
Neither 

Agree nor 
Disagree 

Agree 
Strongly 

Agree 
 

Networking with peers 
is important to me 

       

I enjoy being a member 
of student 

organizations 
       

I frequently spend 
money while out with 

friends 
       

I enjoy doing my 
schoolwork around 

friends 
       

 
7) *Have you or any member of your immediate family been a member of a country club? 

 Yes 

 No 

 Unsure 
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8) *In general, what is your opinion of clubhouses at country clubs?

 
 

9) *About how much do you spend on entertainment per week? Please indicate the dollar amount below.  
 
10) *Please indicate your level of agreement (disagreement) with each of the following statements. 

  
Strongly 
Disagree 

Disagree 
Neither 

Agree nor 
Disagree 

Agree 
Strongly 

Agree 
 

I work to pay for my 
college expenses 

       

Scholarships cover or 
help with my college 

expenses 
       

My family helps with 
college expenses 

       

I have extra money to 
spend each month on 

entertainment 
       

 

11) *When eating out, how much do you typically spend on a meal? Please indicate the amount below.  
 
12) *If you had the option to join a clubhouse geared toward U of A students which provided a social lounge and restaurant, 
high-tech study rooms, and networking opportunities, would you be interested in becoming a member? 

 Yes 

 No 

 Unsure 
 
13) The following questions are designed to give us a better understanding of the student population at the University of 
Arizona. *Sex: 

 Male 

 Female 
 
13) Continued *Age: 

 under 18 

 19 - 20 

 21 - 22 

 23 - 24 
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 25 or older 
 
13) Continued *Are you currently working? 

 Yes 

 No 
 
13) Continued *Year in school: 

 Freshman 

 Sophomore 

 Junior 

 Senior 
 
13) Continued *What is your major(s)? Check all that apply. 

 Music/Arts 

 Science/Health 

 Mathematics 

 Business 

 Architecture 

 Engineering 

 Journalism 

 Other Bachelor of Arts 

 Other Bachelor of Science 
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Appendix #6B: Survey Results 
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Appendix #7: Timeline 
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Appendix #8: Blueprint Diagram 
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Appendix #9: Clubhouse Visuals 
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Appendix #10: Management Team Resumes 
 

Marianne Kathleen Bean 
mbean@email.arizona.edu 

Cell: (928) 710-4813 
 

 
Permanent Address                  Current Address  
10671 Oxbow Drive                    41 South Shannon Road 
Dewey, AZ 86327                   Apartment 22206 
                   Tucson, AZ 85745 
 
EDUCATION:   
 
The University of Arizona, Tucson, Arizona│ GPA: 4.0                              Graduation: May 2011 
   
        Double Major:  Business Management: Eller College of Management 
                                    Entrepreneurship: McGuire Entrepreneurship Program  
        Minor:                Communication: College of Social and Behavioral Sciences 
        Honors:              Honors Thesis completed through UA Honors College                 
         
EXPERIENCE: 
 
    Intern: Favour, Moore, and Wilhelmsen Law Firm  
    Prescott, Arizona; June 2010 – August 2010 

• Interned for civil law firm that serves Northern AZ and consists of 4 attorneys and 10 employees 
• Worked with attorneys on current family law cases  
• Developed official internship guidelines on request of the firm. 
• Learned how to handle confidential records and helped paralegals structure client files (discoveries, 

pleadings, petitions, etc.) using Excel spreadsheets and client records. 
 
    Intern: North Sky Homes Construction  
    Prescott, Arizona; July 2009 – August 2009   

• Worked with a team of three to consolidate and improve existing office spaces after downsizing 
• Helped organize property files  

 
    Broadcast Radio Announcer: Yavapai Sports “Bear Facts”  
    Prescott, Arizona; July 2007 – January 2008   

• Yapavai Sports is a county-wide sports television and radio station that reports high school and college 
sporting events and activities 

• Worked with Yavapai Sports announcer, Matt Showalter, to compile data on sports teams and write 
announcements for a weekly halftime radio show 

• Announced local sports statistics for ten minutes every week for athletic events and games 
 
AWARDS 
 

• Beta Gamma Sigma: Selected Member – Spring 2011 
Available only to those students that rank in the top 10% of their senior class 

• Louis Schuette Scholarship in Business – Fall 2011 
Chosen for scholarship by a panel of professors and faculty of Eller College of Management 

• McCord Scholarship in Business – 2009, 2010 
Scholarship required Honors standing, Arizona residency, and GPA above 3.75 

• Flinn Scholarship Finalist – August 2007 to present 

mailto:mbean@email.arizona.edu�
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Selected as a “Top 50” Arizona student from over 500 applicants to receive a four-year scholarship in-
state  

• Elks Scholarship Recipient – August 2007 to present 
Multi-year scholarship for outstanding college students 

• U of A Dean’s List with Distinction; Honorable Mention – Fall 2007 to present 
Awarded to students who maintain a 4.0 GPA every semester while taking four or five classes 

• Bradshaw Mountain High School Valedictorian  – May 2007 
Received this honor out of 425 graduating students 

• Phoenix Suns Statewide Scholarship Recipient  – May 2007 
Chosen for this scholarship based on athletic and academic honors 

• Arizona Every Day Heroes Scholar Athlete of the Year – Spring 2007 
Nominated for this award by the high school athletic director as the all-time leading basketball scorer and 
valedictorian for Bradshaw Mountain High School  

 
ACTIVITIES: 
  

• Eller Scholars: Selected Member – Spring 2009 to present 
Engaged in academic business club through Eller College for students with 3.5 GPAs or higher  

• University of Arizona Intramural Basketball: Point Guard – Spring 2011 
Played basketball for Eller Scholars in U of A’s organized basketball league 

• McCord Scholarship Selection Committee: Interviewer  – Spring 2010 
Nominated onto the McCord Scholarship panel of four to interview and delegate $110,000 to 11 
outstanding Honors Eller College Students 

• Brain Cancer Research Walk: Volunteer – Spring 2010 
Helped at annual event and marathon to promote brain cancer awareness among college students 

• World Refugee Project:  Class Manager – Fall 2009 
Managed a food and diaper drive to aid Nigerian refugees in the Tucson area 

• Oceanography 212: Preceptor – Spring 2009 
Selected as an honors student from a class of 400 to teach classes and tutor every week 

• Carondelet Children’s Action Alliance: Volunteer – Spring 2008 
Involved in annual Tucson “Phone-a-thon” to raise awareness for affordable children’s healthcare 
 

SKILLS: 
 

• Microsoft 2010 Excel, Word, Access, Project, and PowerPoint 
• Movie and photo –editing skills – Adobe Premiere and Photoshop 
• Communication and business writing skills gained through Honors and AP courses 
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M ar tha G ir gis 
mgirgis@email.arizona.edu 

Current Address:                             Permanent Address: 
1030 E Lee Street, Unit 9                    13075 East Shangri-la Road 
Tucson, Arizona 85719                                     Scottsdale, AZ 85259 
(480) 370-9083                 (480) 657-2040 
 
EDUCATION:  

The University of Arizona                         Tucson, AZ 
   Bachelor of Science in Business Administration, May 2011 
   Majors: Marketing and Entrepreneurship  
   GPA: 3.7 
 
EXPERIENCE: 
05/10 – 08/10  Nordstrom Retail Sales Management Summer Internship                      Scottsdale, AZ 

Summer Intern 
• Participated in a 10 week learning program; developed strong managerial and leadership skills 
• Maintained customer relationships, cultivated strong customer service skills; $280 average 

sales/hr 
• Shadowed department managers, support departments, and the store manager to gain a strong 

understanding of retail management 
 

08/08 – 05/10  The University of Arizona, Teacher’s Assistant                                   Tucson, AZ 
Teacher’s Assistant to Professor Alexander Nava 
• Graded exams for RELI 335, Rap, Culture and God, and for TRAD 104, Love in World Religions 
  

05/09 – 08/09  University Directories Outside Sales Summer Internship                            Tucson, AZ 
Tucson Sales Representative 
• Completed intensive sales training in Chapel Hill, North Carolina 
• Returned to Tucson to sell advertising for The U of A campus directory and student daily planner 
• Completed a minimum of 30 sales calls per day, working full time Monday through Friday 
• Honed leadership, networking, and communication skills 

 
10/04 – 08/08  Courtyard by Marriott Scottsdale Mayo Clinic                              Scottsdale, AZ 
   Server, Courtyard Cafe 

• Performed typical restaurant tasks for lunch and dinner shifts including: welcoming guests, 
serving food and beverage, daily housekeeping duties, and closing shift responsibilities 

• Required outgoing, accommodating and friendly personality 
• Involved the handling and management of cash 
• Average sales per shift ranged from $400.00 to $900.00 

 
ACTIVITIES: 

• President–  Orthodox Christian Fellowship; August 10 – present 
• SIFE Executive Board Member – Career Expo Co-Chair– August 10 – present  
• Member – Students in Free Enterprise; September 09– present 
• Member – Orthodox Christian Fellowship; August 07 – present  
• Vice-President – Orthodox Christian Fellowship; August 08 – August 10 
• Member – Campus Crusade for Christ; August 07 – May 08  
• Volunteer – Note taker for the UA DRC (Disability Resource Center); January 08 – December 08 

 
AWARDS: 

• 2009-2010 Academic Distinction 
• Wildcat Excellence Scholarship recipient; May 07 
• Regents High Honors Endorsement Scholarship recipient; May 07 
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SKILLS: 

• Proficient in Microsoft Office and Adobe Photoshop 
• Intermediate Spanish language ability  
• Conversational Arabic language ability 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
65 

 

Robert Erikson 
erikson@email.arizona.edu 

Current Address:                Permanent Address: 
1803 E. Miles St.               12845 N 54th Drive 
Tucson, AZ 85719             Glendale, AZ 85304 
602-505-3420                        623-412-0287 
 
EDUCATION: 
   The University of Arizona             Tucson, AZ  
   Bachelor of Science in Business Administration, May 2011 
   Majors: Accounting, Entrepreneurship  
   GPA: 3.78 
EXPERIENCE: 
10/08 – today             Independent Online Media Retailer            Tucson, AZ 
   Owner 

• Manage an inventory of 5,600 books and create monthly budgets using excel 
• Developed relationships with suppliers to insure constant inventory levels 

 
6/10 – 7/10  Chicago Mercantile Exchange                         Chicago, IL 
   Intern 

• Evaluated fundamental market conditions to determine the future market 
direction 

• Analyzed technical levels of the market, then evaluated strategies based on 
the levels 

  
6/10 – 6/10  Heinfeld, Meech, & Co., P.C.                       Phoenix, AZ 

  Extern 
• Audited City of Glendale documents to ensure proper financial reporting 
• Interviewed a staff member to discuss accounting procedures 

   
6/06 – today  JoJo’s Pizza and Family Restaurant                     Glendale, AZ 

  Phone/Counter Clerk and Advertiser  
• Handled standard restaurant duties during lunch and dinner shifts 
• Created, designed and maintain the JoJo’s Pizza website and manage online 

advertising 
 
8/08-8/08  NBC - 2008 Beijing Olympics                                          Beijing, China 
   Intern 

• Analyzed Olympics footage to assist the editors in my department 
• Created a library catalog for the 400+ videos produced in my department 
• Researched information to help develop athlete profile TV segments 

ACTIVITIES: 
• Team member - Arizona Intramural Basketball; Winter 2008 
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• Captain – Ironwood High School Cross Country; August 2007- November 
2007 

• Member – National Honor Society; – August 2006 – May 2007 
AWARDS: 

• Wildcat Excellence Award; August 2007 – Present 
• Wells Fargo Team Member Dependent Scholarship; August 2007 – August 

2009 
• International Baccalaureate Scholar – May 2007 

SKILLS:   
• Extensive Excel, Access, Word, and PowerPoint knowledge 
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Jordan Mara 
jmara@email.arizona.edu 

 
Current Address:         Permanent Address: 
4351 E Bryn Mawr Rd.         2842 140th Street 
Tucson, Arizona 85711         South Surrey, B.C., 
(520) 444-2155          Canada, V4P 2H9 
           (604) 531-139  
  
Education: 
  The University of Arizona, Eller College of Management   Tucson, AZ 
  Bachelor of Science in Business Administration, May 2011 
  Major: Marketing   Second Major: Entrepreneurship  
  Overall GPA: 3.745   Foundation GPA: 3.71 
 
Experience: 
Jun. 10- Aug 10       Nike Internship 
         Sports Marketing: Athletics 

• Integral member in the execution of the inaugural Nike Track Nationals. 
• Organized the day to day activities of the Nike Elite Camp. 
• Developed a survey for our professional athletes to express feedback. 
• Presented the findings of this survey, highlighting areas for improvement. 
• Outlined a number of solutions; several of which have been implemented. 

Dec. 07- Present      Hayden Painting Solutions    South Surrey, B.C. 
         Assistant Manager 

• Developed operational plan for business launch with owner. 
• Managed a 3-4 man crew daily and handled customer relations. 
• Achieved sales of $154,837 from June-September 2008, monthly high of $56,066 in July 2008. 

Achieved annual net revenue of $383,000 for the year ended Dec. 31st, 2009 
• Identified an $8,000 business opportunity.   

Jun. 06- Aug. 07        Matador Communications    South Surrey, B.C. 
         Co-owner, Video Producer 

• Digitally created family and sports highlight videos. 
• Assumed responsibility of company following the departure of my brother who founded the 

company. 
• Retained nearly 100% of revenue on each video, ranging from $250-$500. 

Awards: 
• University of Arizona Dean’s List each semester. 
• 2010 IMG Pac 10 Student-Athlete of the Week. 
• 2009 Pac 10 All-Academic First Team Cross Country, Indoor Track & Field, All-Academic 

2nd team Outdoor Track & Field. 
• 2010 Pac 10 All-Academic First Team Indoor Track & Field and Outdoor Track & Field 
• 2006, 2007 B.C. High School 800m Champion. 
• 2006 U-17 Canadian National 800m Champion and 4x400m Champion. 

Leadership: 
• 2009, 2010, 2011 Track & Field Team Captain. 
• 2010-2011 Student Athlete Advisory Committee (SAAC) President; member of StepUp! 

And PAL. 
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• Complete on average 15 hours of community service per semester speaking to 
elementary and middle-school students about the importance of staying in school and 
higher education. 

Events: 
• Organized the first annual “Cats Give Back Week” (Jan. 2011) where 17 of 19 Arizona 

Athletics teams completed 377.5 hours of service in the Tucson Community 
• Organized the inaugural “Arizona Track & Field” Day (Jan. 2011), where 60 inner-city 

elementary students participated in 5 Track & Field events and learnt the importance of 
education and participating in sports 
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