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Executive Summary
This business plan has been written to help Habitat for Humanity Lake County (HFHLC) acquire $860,000 in donations to expand and relocate an existing Habitat ReStore, a warehouse-style resale center that accepts reuseable home improvement materials and supplies .
The primary purpose of the store is to serve as a self-sustaining funding source to HFHLC, and to provide the local community (particularly those of low income) with low-cost building and home improvement materials. A secondary but equally important benefit of the ReStore is the diversion and reuse of building materials, thereby reducing  waste in area landfills. The ReStore also serves as an alternative means for Habitat families to contribute sweat equity hours. 
Targeted customers for the ReStore are smaller contractors, "do-it-yourselfers," and people of low income who cannot afford new prices. It is estimated that people of low income represent about 25% of the existing ReStore's customers, and that proportion is expected to grow with a larger, better-appointed and more conveniently located space. 
Habitat's existing ReStore, started in 1992, operates from about 3,500 square feet of donated space located on Hwy. 41 in North Chicago, IL. The space is in need of improvements. However, even with major modifications, the space is too small and not well-configured for a resale center. Further, it appears increasingly likely the store will be asked to vacate its current space in favor of a paying tenant, probably with little in the way of advance notice. (The space is currently donated on a month-to-month basis, with little likelihood of the arrangement being formalized.) 

Recently, a long-time supporter of HFHLC has come forward to offer below-market sale  of a 12,800 square-foot warehouse located on Grand Avenue in Waukegan. The seller is willing to finance a portion of the sale, defer closing until a mutally agreed upon time, and permit occupancy and renovation of the space to begin as soon as June 1, 2004. 
The ReStore is a proven concept. As a business venture, it seeks new and used building supplies and materials for resale to the general public. Inventory is received on a donated basis from builders, homeowners, construction suppliers, manufacturers, and distributors. Net income from the ReStore is used to further the affiliate's mission of providing homeownership opportunities for families in need of simple, decent, affordable housing. Donors can receive a tax deduction for the value of the donated materials due to the affiliate's status as a 501 (c) (3) nonprofit organization.

The current ReStore grosses $3.14 per square foot on average per month, with a profit margin of about  50%. (The profit margin is made possible by heavy use of volunteer labor, including Habitat families,  and by the stocking of only donated inventory. Both practices will continue after the relocation and expansion.) Current projections require that the ReStore grow its revenue to $50 per square foot per month, while keeping expenses at or below the 50% benchmark. The revenue goal is expected to be achieved through a combination of an expanded customer base and an increase in donated inventory.  
The existing ReStore will temporarily finance the transition to new space. The components and timing of the start-up and relocation are estimated as follows:  

	Cost
	Activity
	Timing

	$120,000
	Perform warehouse modifications
	June 1, 2004- October 1, 2004

	    35,000
	Hire ReStore Manager
	As funding is acquired

	  115,000
	Set-up ReStore (equipment, inventory, supplies, utilities)
	October 1, 2004 (or sooner), for opening on January 1, 2005

	 390,000
	Purchase land and building from seller on contract
	June 1, 2004

	200,000
	Payoff contractual balance owed to seller
	As mutually agreed (probably 2007)


As is the case currently, the ReStore will operate as a program of Habitat for Humanity Lake County, a 501(c) (3) nonprofit organization. 
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Business Venture
This business plan has been prepared to assist Habitat for Humanity Lake County (HFHLC) acquire the start-up and transition funding for expansion and relocation of the Habitat ReStore, as well as to facilitate the orderly transition of the business to its new location. 

History and Background

The Habitat for Humanity Lake County affiliate was established in 1989, and since inception has built 75 homes in partnership with the families who become homeowners, and about 10,000 volunteers each year. Last year, the affiliate successfully launched Carter Woods, its first subdivision, which will house 23 families on completion in 2005. Soon, the affiliate will close on a complex land acquisition that has the potential by 2008 to make 30-50 more homes available to low-income families in need. Planning for the new and expanded Habitat ReStore is being developed as a response to the funding needs anticipated by HFHLC due to this planned growth. 

Businesses similar to the HFHLC ReStore have been operated by other Habitat for Humanity International (HFHI) affiliates in the United States and Canada since the late 1980s. Many have been extremely successful, especially those in Texas which are widely regarded as the U.S. models. Research conducted for HFHLC’s own expansion efforts included in-depth interviews with five other ReStores in the U.S. and Canada, and personal visits to two other successful ReStores located in the upper Midwest. The research confirms that resale store expansion is a viable and beneficial means of procuring a permanent and renewable source of funding for an affiliate’s building program. One of the ReStores interviewed opened in an inner-city, depressed neighborhood in 2000, grossed $680,000 by 2003 and is projected to reach $1 million in gross revenue in 2006. Another of the interviewed affiliates opened a second ReStore to serve its growing customer base.  

Although ReStore-like businesses differ in many ways, there are nearly across the board similarities:
· Nearly all operate as a program of the local Habitat for Humanity affiliate. 

· All sell donated materials, solicited locally to the affiliate.

· Nearly all operate primarily with volunteer staff and a minimum of paid staff in order to keep costs of operation low, thereby maximizing profit. 

· All profits from the ReStore are used by the related HFH affiliate to build more houses with families in need of adequate, decent and affordable housing. 

The new HFHLC ReStore would be an expansion of an existing business, one that has been operating since 1992. The store is currently open 32 hours (winter) to 35 hours (summer) per week, spread across 5 days. The business employs two part-time staffers, with volunteers comprising the remainder of the necessary staffing. The affiliate’s Business Manager currently also serves as the ReStore Manager. The Executive Director holds ultimate responsibility because the ReStore operates as a program of HFHLC. 
The ReStore will continue to be a retail business that sells new and used building and home improvement materials to the public. All materials for sale will continue to be donated. These materials then are sold at 10% to 50% of retail new value. 

Following are specific objectives for the ReStore:

· Provide a funding stream that will, at minimum, fully pay HFHLC administrative costs three years after expansion/relocation. (In FY2004, the administrative expenses of the affiliate were $742,010.)
· Provide inexpensive building materials to the general public, specifically targeting small contractors, “do-it-yourselfers,” and people of low income. 

· Recycle used, surplus, or reuseable-but- damaged building and home improvement materials normally discarded into local landfills.

· Provide an opportunity for “sweat equity” hours by homeowner applicants, especially those disabled or otherwise uncomfortable working at the construction site. 

Strengths of the ReStore lie in the relationship to HFHLC, which is known as a progressive, grassroots nonprofit in Lake County;  staff and volunteer knowledge of the home building industry including materials, uses, pricing, and so forth; and existing relationships with construction suppliers for consistent donation of quality inventory. 

The most significant weakness of the ReStore may be unknown in terms of the overall size of the customer market. A related weakness may be HFHLC’s relative inexperience in retail business operation, since the primary mission of the affiliate is to further homeownership among low-income families. However, to address this weakness, a ReStore Manager with retail experience will be recruited as soon as funding permits. 
Products/Services

Although there is some variability in the products Habitat ReStores accept for sale, as a general rule most focus mainly on building materials and home improvement merchandise. Items such as clothes and toys, for example, are referred to Salvation Army or Goodwill. 

The HFHLC ReStore has had great success with kitchen cabinets (mostly used), windows, and trim and molding – essentially, “finish” materials. Kitchen cabinets are priced at $300-$1,000, depending on condition and tend to sell quickly.  Windows sell for $10-$300, while trim is priced at around $2 per piece. In combination, these three categories account for about 80% of sales. Add in doors, which represent about another 5% of sales, and approximately 85% of current sales derive from four product categories. 

The ReStore also accepts household appliances in working order, and generally no older than 8 years. Refrigerators are popular items, and when available, often sell in one day at an average price of $125. Gas stoves, priced around $100, also sell. Electric stoves do not sell. 
The Appendix contains a ReStore Products List, along with conditions for donation. (See Appendix __.)  

All products sold are materials that are new or useable and appeal to the targeted customer – small contractors, do-it-yourselfers, and people of low income – as a good to excellent value. These are customers who are looking for discounted, undervalued building/home improvement materials in order to maximize their earnings or to stretch their budgets. 

Products sold tend to be little affected by outside negative and changing trends as the ReStore depends on donated materials for inventory. Therefore, the ReStore necessarily follows trends in products, being at least one year behind (e.g., discontinued items from retail businesses) as well as stocking older items (e.g., used but still serviceable kitchen cabinets). Customers seeking new, up to date items tend not to be ReStore customers, and these customers are not projected to be targeted customers. 
A changing downward economy is likely to be a business positive for the ReStore. First, the ReStore provides an outlet for retail businesses to contribute home improvement materials they cannot sell in return for tax deductions, therefore gaining some value from the material. In essence, the ReStore is a service to local businesses. Second, the ReStore provides building and home improvement materials at significant cost savings, allowing the pursuit of home improvement in tight economic conditions. 

The Market

In total, the Habitat ReStore has as its market territory all of Lake County, plus portions of northern Cook County and SE Wisconsin.  

The market for building and home improvement materials appears to be good, as evidenced by the number of home stores locating here, the level of new construction and rehab activity taking place, and the emphasis on revitalization in cities like Waukegan and North Chicago. 

Finally, surveys of ReStores in similar size communities as Lake County indicate excellent potential for revenue growth. Of the six ReStores visited or interviewed for this business plan, all indicated that the stores are a “destination” shopping trip (not requiring a high-visibility retail location to generate customers), and that sourcing of product (inventory) was a larger potential barrier to growth than size of the marketplace or area demographics.  

Customers

Customers of the HFHLC ReStore are consistent with the customers of other Habitat affiliates’ ReStores. The market typically is made up of low- or middle-income, budget- conscious homeowners and other groups involved in building or home repair. 

In November 2003, the ReStore planning team developed a profile of existing high-value customers and their contribution to gross sales for the ReStore.  Key insights on Customer Profile include: 
Do-It-Yourselfers (DIYers):

· Do-It-Yourselfers are the key customers for the ReStore. This group is thought to contribute approximately 80% of annual ReStore sales (roughly $100,000 per year, or $1,800 in weekly shopping purchases).
· These customers travel from a broad area stretching north into southeast Wisconsin and south into Chicago, indicating that the existing ReStore is considered a “destination” location for their shopping. 

· These customers purchase for their own homes and seek out a variety of merchandise, including solid core doors, gas stoves, refrigerators, kitchen/bath cabinets and sinks, and windows as well as less costly items (e.g., hardware, trim, paint). 
· Typical purchases range from $25 to $500 per shopping visit. 
· Competition for the DIY-ers is classified ads for used merchandise and estate sales. Other retailers (such as Home Depot or Hobo) are not considered to be direct competitors of the ReStore.  

· One of the primary motivations for shopping the ReStore is a concern for the environment, here expressed by purchasing recycled merchandise. 
Small Landlords:

· Small contractors also constitute an important customer group. Two or three purchases totaling approximately $800 per month suggest this group contributes around $10,000 or 8% of annual ReStore sales. 
· The small contractor/landlord group travels from a more local area centering in North Chicago and Waukegan, but extending into SE Wisconsin as well.

· These customers purchase for their own account to rehab older homes, or for landlords who rent properties. Their preferred merchandise is similar to the DIYer.

New Home DIYer:

· An emerging customer profile is the New Home Do-It-Yourselfer. The current store serves three or four such customers per year, each purchasing $2,000-$4,000.

· The profile of this customer is a younger purchaser, often employed in the construction trades, who seeks a “great deal” to substitute for a lack of capital. This customer will shop the ReStore several times a year, often buying the “right stuff” and warehousing it until ready for use (e.g., breaking ground on a new home).

Minorities, especially Hispanic and immigrant groups remodeling for extended families, represent a component of each customer segment. 
The draw of the ReStore is based on certain fundamental consumer needs, including: low price, convenient location, immediate availability.

Competition 

There are no known surplus or recycled building/home improvement sales operations in the immediate area. Thus, there is no primary competition for the ReStore. 
As mentioned in the Customer Profile, secondary competition for the ReStore is most likely to exist in the form of estate sales and classified ads for used merchandise. 
Competition from local retail building and home improvement stores (Home Depot, HOBO and the like) is believed to be limited. The reasons include:  
· Most larger stores sell only new merchandise.

· Most sell large amounts to larger contractors, typically not a ReStore market

· Projected sales revenues of the ReStore will be sufficiently low to have little material impact on the retail stores. 

· Larger retail stores rely on a much wider variety of merchandise for sale than the ReStore – for instance, tools, lawn and garden supplies, and specialty items.

· The ReStore offers a service to larger retail stores, offering them the opportunity to donate useable damaged and/or closeout unsaleable items in return for a tax deduction rather than paying to discard the materials. 

The competitive advantages and disadvantages of the ReStore can be summarized as:

1. Advantages

· Low cost of merchandise, 10% to 50% of new value

· Low overhead and simple transactions

· Promotes recycling of useable material; especially attractive to upper-end homeowners remodeling mainly for cosmetic reasons

· Location is near a concentration of targeted customers, contractors and individuals doing rehabs as well as people of low income

· Profits support Habitat for Humanity Lake County

2. Disadvantages

· Not a “one-stop shop” store. A customer may not be able to purchase everything he/she needs
· Variety as well as newness of materials depends on donations
· Quality. Most materials for sale are used.

· Returns are not accepted (except on a very limited basis).

· Volunteer staffing. Service provision to the customer may be more difficult as many volunteers are not well versed in construction or home improvement. The ReStore tends to be a self-service operation. 

Marketing 

The promotional plan was developed from answers to the following questions: 

A.   Whom are we trying to reach?
B.   Where are we going to find them?
C.   What message(s) will induce them to visit the ReStore?

The sources used to answer these questions were interviews with the current ReStore manager and observations in the store itself; in-depth interviews of five other ReStore managers in the U.S.and Canada; personal visits to two other successful ReStores; the HFHI ReStore manual; and input from HFHLC’s task force. 

Assumptions

This plan assumes that our sources of increased sales will be both new customers and existing customers. The goal of the plan is to increase sales/sq ft by: (1) increasing the average amount sold per transaction and (2) increasing the population of regular customers.

The promotional plan is mindful of the limited affiliate resources available to conduct a campaign and handle a grand opening; priority is given to no cost/low cost measures. Also, because the Lake County ReStore does not have the ability to pull personnel from other stores, the plan must be implemented such that the resulting increase in customer volume will not overwhelm the store and cause disappointment during the important first visit.

This document outlines only a promotional plan for the larger/relocated store, and does not address the product, pricing or operating measures that can be undertaken to grow sales.

Whom Are We Trying To Reach?

What we say in our promotional messages, and where we target those messages, should bedetermined by the relationship to the ReStore of the potential customers we are trying to reach. From our in-store sampling, observations from our own ReStore manager, plus the interviews, surveys, and benchmarking, the following characteristic categories have been identified:
                                                                 
1.   Existing customers who would purchase more product if it was available
2.   Existing and new customers who will purchase more product if a credit card could be used
3.   Previous customers who don't shop the ReStore because of a disappointing earlier visit (didn't find what they needed, inventory too narrow, pricing not right, stale inventory, etc)
4.   Previous customers who did not return because store was uncomfortable or unattractive
5.   Property owners who don't shop the Restore because they are not aware its existence
6.   Trade area fringe dwellers who are concerned that a visit won't be worth the drive
7.   Commercial contractors who don't shop the ReStore because they don't expect the
     savings to compensate for the production time lost
8.   Self-employed individuals who perform handyman work for compensation
9.   Lower income homeowners who are driven by economic need to find low prices
10.  Trade-area minority residents who do not shop the ReStore due to language difficulties
11.  Committed experienced DIYers who are always interested in a bargain
12.  Inexperienced DIYers who will shop if they can obtain technical assistance
13.  Property owners living well beyond a normal trade area
14.  Individuals who would support the ReStore because of their commitment to recycling
15.  Individuals who would support the ReStore because of its social good

Where are we going to find them?

Property owners already shopping at the HFHLC ReStore
Friends and family of property owners currently shopping the HFHLC ReStore
Congregations of churches and synagogues in the trade area
Members of rental apartment owners associations
Listings and networks of for-hire self-employed handymen
Contractors obtaining building permits for remodeling and renovation work
Participants in local and national recycling initiatives
Members of local craft and woodworking clubs
Individuals enrolled in DIY classes in local continuing education classes
Enrollees in other social programs assisting low income families
Trade area subscribers to Home Handyman, This Old House, Fine Homebuilding, etc.
Customers of residential real estate brokers in the trade area
Municipalities with high percentage of home ownership and median income below Lake County  

What message will induce each category to visit the ReStore?

As much as possible, the message of the promotional campaign should include all or some combination of the following points:

You'll be doing well (saving money) while doing good (helping Habitat, increasing recycling)
The new store has a much broader range of merchandise than the previous location
The new location is convenient to reach, attractive and comfortable
If you have shopped at the old ReStore, you're in for a pleasant surprise
New product arrives almost every day
Customers can count on expert help with their product selections
Assistance in the Spanish language is available (targeted message)
Mastercard, Visa and Discover are now accepted
Call our Restore hotline to hear a recorded message of new arrivals and specials
Examples of the products you'll find: example, example, example

Media to convey our message

Public service announcements on local radio stations
Remote broadcast by radio personality from the site of the Grand Opening
Press releases or in-depth articles in local newspapers
Publication in church and synagogue bulletins
Publication in local municipality newsletters (recycling theme)
Display listing in yellow pages directories

Tie-in's with aligned special events (America Recycles Day)

Informational handouts to customers currently shopping the store
Informational handouts by other resale shops serving the same potential customers 
Informational handouts by other entities with aligned goals (SWALCO)
Information handouts via bag stuffers by other resale stores
Information handouts by realtors to budget-minded purchasers of homes (especially fixer-upper's) 

Incentive offer to existing customers who bring in a new customer

Direct mailing (postcard) to handyman providers listed in Yellow Pages and internet directories
Direct mailings (envelope stuffer) to church and synagogue membership
Direct mailings (postcard) to subscriber lists of DIY publications

Radio advertisements on Spanish language radio stations
                                                            
Preparations in Advance of Campaign

Identify product categories with the strongest customer draw, for targeted product solicitations 
Implement collection of existing customer names and mailing addresses.
Secure the necessary arrangements to accept credit cards.
Recruit Spanish-speaking volunteers to staff the store.
Identify Spanish language radio station with a listener base in our trade area
Recruit current and ex-tradespeople to staff the store
Assemble a list of all churches and synagogues in the trade area
Assemble a list of all apartment owners' associations in the trade area
Identify craft and DIY clubs in the trade area
Identify other resale shops in the trade area
Make contacts with private and public recycling advocates to explore promotional support
Draft language for a press release, a promotional mailing, and in-store flyers
Contact radio stations serving our trade area for p.s. announcements and/or remote broadcast 
Contact the various DIY magazines to ascertain cost of target zip code subscriber mailings
Investigate the availability and cost of a pre-recorded message system
Determine whether a bulletin-board service operates in our trade area
Price out free take-with's containing the ReStore address, telephone, and hours


Multiple grand openings are recommended (i.e., narrowly-promoted “soft" openings preceding the public grand opening) to prevent the store from being overwhelmed by too many new customers,and create several days during which staff can dialog with customers in a specific category to gauge their reactions to the new store, understand any special needs they have, and obtain their suggestions.      



Suppliers/Material Acquisition
The HFHLC ReStore has been blessed with a loyal group of construction suppliers as regular donors, especially window manufacturers with close-outs or leftover custom windows. It is viewed as a relatively straightforward undertaking to “firm up” these supply lines. See list of HFHLC ReStore Current and Potential Corporate Suppliers. 
Individual homeowners from some of the wealthier communities in particular have also discovered the ReStore, and are an especially good source for kitchen cabinets and some appliances. To this end, members of the ReStore task force have met with city officials in an adjacent community and arranged to have information about the ReStore distributed along with permits for demolition. The city was enthusiastic about the potential for salvage from its homeowners considering remodeling or teardown, and the task force is hopeful about similar receptivity in other communities. 
National home improvement retailers with useable damaged or close-out goods also represent a target donor market, and one that has largely gone untapped due to the availability of materials from smaller local operations, and because of space constraints at the ReStore. Home Depot is a national partner of HFHI and is expected to be receptive to local outreach to one or more of its area stores. 
The HFHLC ReStore currently does some work in the area of deconstruction, stripouts and salvage. However, the work is viewed as labor intensive both in terms of requiring volunteers who know what they’re doing so as not to destroy the materials, and in terms of supervision so that only what can be sold is taken. The Business Manager is the only one overseeing this effort at the present time. However, future growth plans include an even larger component of this kind of work, and an experienced construction volunteer is expected to be recruited to provide leadership.  (In fact, in the benchmarking with other ReStores, it was discovered that one uses an “on-call” team of 30 experienced volunteers who can be assembled on 24-hour notice to handle a demolition/teardown.) Also, an important benefit of the ReStore is to serve as a larger recycler of building materials, in order to keep re-useable waste out of the landfills. To this end, the ReStore task force has recruited a volunteer with a Masters in Public Health who specializes in waste reduction at a Fortune-listed manufacturer in the county. The planning team’s charge to this key volunteer is to develop a waste diversion/recycling tracking system to provide documentation of the store’s beneficial impact on the environment.  

To reiterate, all materials to the ReStore are accepted on a donation basis. This enables the contributor to take a tax deduction for the items as contributions to a charitable organization. The ReStore has no plans to purchase items for inventory. 
Pricing Policy
In general, the ReStore sells all merchandise at 10% to 50% of new value. New items are priced at 50% of new value, and used items at one-third of new. The remainder of the items are priced based on the condition of the item for sale. There has been little in the way of price resistance, and it is likely that some price points may be moved upward – especially for used items where the resale price is hard to establish and the item is desirable (e.g., refrigerators). 

In general, all items are priced before being sold. Prices are listed on the item or groups of items. Prices for items are firm; “haggling” is discouraged.
All sales are final, with few exceptions. See ReStore Products list.

Every effort is made to turn over inventory once every three months. Sales are used to move inventory and to minimize the amount of material that has to be discarded. For the relocation to new space, the ReStore will make every effort to avoid the appearance of a “liquidation.” 
Site 

The new site selected for the ReStore is located on Grand Avenue in Waukegan. The site was selected because: the owner is a long-time supporter of HFHLC willing to work out terms of an acquisition; the property is currently vacant and therefore immediately available for occupancy; and the location is nearer the store’s concentration of targeted customers and easily accessible from almost any direction.

However, the site requires modification. It was constructed as a warehouse and needs changes to operate as a retail sales facility. These changes include: expansion of parking lot (and landscaping to obscure from neighboring residential), creation of an entranceway, and revamping of the HVAC system. The modifications are currently being detailed, and once finalized will be attached to this material. At present, the cost to modify is estimated at $120,000. HFHLC will seek to have as much of this work donated on an in-kind basis as possible.    

Equipment 

Major capital equipment purchases are necessary for the ReStore operation. The two primary items are a forklift and a truck with a covered bed and hydraulic liftgate.

Racks for display of inventory for sale will also be necessary. A cash register, supporting software and some office equipment also will be needed. 
For a complete listing of necessary equipment and estimated costs, please see ReStore Expansion Expenses. 

Staffing
Initially, the ReStore will open with two paid staffers – the existing part-time cashiers. A ReStore manager will be recruited as soon as funding permits. In the meantime, volunteers will complete the staffing model.
Volunteer staffing will present challenges to the ReStore operation. Among these challenges are:

· Training the volunteers in retail operations, customer relations, marketing,  and so forth

· Scheduling and keeping the work schedule 
However, HFHLC is proven in recruitment and management of volunteers and will use staff expertise to provide volunteer support for the ReStore. 

See the table below for initial staffing requirements. 
	Staff 
	Hours Per Week
	FTEs
	Notes

	Management:

-ReStore Manager

-Bookkeeper 

-Cashier (2)


	30

10

44
	
	In-kind (HFHLC)

In-kind (HFHLC)

Paid staff



	Operations (volunteer):
-Driver

-Salvage Leader 
	
	
	


Sales, Expense and Net Income Forecast 

At this time, the financial framework of the new ReStore is still being worked.

What is known is that the ReStore posted sales of $93,000 in the 12 months preceding interruption of the business for landlord improvements, and operated out of 3,500 square feet of retail space. On that basis, the ReStore produced sales of $18.60 per square foot ($93,000/5,000). 
It has been reported that retail businesses generally produce sales of $400 per square foot, with a retailer like Wal-Mart reportedly doing $600 per square foot. It has also been proposed that $200 per square foot be used as a benchmark for the HFHLC ReStore. 
A Habitat ReStore selling a mix of new and used donated building materials probably cannot be held to the same standards as a conventional retailer. A benchmarking survey of other Habitat ReStores is planned, with the intent being to uncover a “reasonable” square footage sales target. 
A developing consensus within HFHLC seems to be that intensifying the sales per square foot of the ReStore is achievable. Over the years, the ReStore has made a concerted effort to secure more quality, new merchandise – for instance, new windows and doors v. buckets of old paint. So, the quality of the inventory (together with a quicker turnover of merchandise) is expected to be a substantial aid in boosting sales. As a result, the multiplier proposed for planning purposes is a three-fold increase in current sales -- $55.80 per square foot, up from $18.60 currently. 

Another factor with significant bearing on the revenue picture is size of the store. Presumably, the bigger the facility, the higher the sales potential.

Expense information also is being worked at this time. Until actual numbers have been confirmed, a 50% expense ratio is assumed. 

The simple table below was developed to illustrate a range of possibilities for the ReStore to meet HFHLC funding objectives. 
Space, Sales and Net Income Worksheet
	
	Actual
	2x
	3x
	4x
	5x

	Sales/sf
	$18.60
	$37.20
	$55.80
	$74.40
	$93.00

	
	
	
	
	
	

	Space-5000
	
	
	
	
	

	Revenue
	$93,000
	$186,000
	$279,000
	$372,000
	$465,000

	Expenses* 
	  46,500
	    93,000
	  139,500 
	  186,000
	  232,500

	Net Income
	  46,500
	    93,000
	  139,500
	  186,000
	  232,500

	
	
	
	
	
	

	Space-10,000
	
	
	
	
	

	Revenue
	 186,000
	372,000
	558,000
	744,000
	930,000

	Expenses*
	   93,000
	186,000
	279,000
	372,000
	465,000

	Net Income
	   93,000
	186,000
	279,000
	372,000
	465,000

	
	
	
	
	
	

	Space-15,000
	
	
	
	
	

	Revenue
	279,000
	558,000
	837,000
	1,116,000
	1,395,000

	Expenses*
	139,500
	279,000
	418,500
	   558,000
	  697,500

	Net Income
	139,500
	279,000
	418,500
	   558,000
	  697,500


*For illustrative purposes only, expenses assumed to be 50%. (Actual % not presently known.) 
Other Financial Issues

The current HFHLC financial position requires that the affiliate seek full start-up funding for the relocation. Specific funding sources are being identified and are expected to include: individual donors, foundations, corporations and to some extent state, county and municipal entities.  
Consistent with the model of the affiliate, the ReStore will be expected to operate in a debt-free manner. Loans will not be pursued to start the new ReStore operation. After start up, the affiliate may pursue line of credit options to deal with short-term ReStore cashflow issues. 

The ReStore is expected to have a separate general operating account. Closer to implementation, various parties including the Business Manager and Board Treasurer will develop policies and procedures for managing ReStore accounts, including transfer of ReStore profits to HFHLC.  
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