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December 9, 2003
110 East 17th Street 

Ellensburg Washington 

98926

Dear Mr. Gallagher:
It has been a pleasure to work with you in a management analysis of your firm. Your cooperation, patience, and enthusiasm made our job much easier and contributed to our learning. We feel you have given us a great opportunity to use our formal education in a real-world application.

Our report makes recommendations based upon your input and our analysis. We hope that the implementation of these recommendations will benefit your company.

The Small Business Institute® program is made possible through a cooperative agreement with the Small Business Institute Directors’ Association. Rather, the report contains the conclusions of the Small Business Institute® student team based upon our analysis of your business, Tight Lines Angling.

Any questions, comments, or other information you may need should be directed to the student team before our June 2004 graduation. Our SBI Director is Jim Bradley. His telephone number is (509) 963-2912. As a small business, you are eligible for assistance from the Small Business Development Center (http://www.sba.gov/sbdc/) or SCORE (http://www.score.org/). Through the SBA, SBDC, and SCORE a wealth of assistance and advice is available at no cost to you.

We hope this report will help you in the operation of your business. Again, thank you.

Sincerely,
Chris Peterson


Matt Thompson


Ryan Hahn



Student Consultant

Student Consultant 

Student Consultant

Preface

The attached SBI report is intended to help Mr. Gallagher & Tight Lines Angling. It is written by SBI team members, Chris Peterson, Matt Thompson & Ryan Hann. Every reasonable attempt has been made to present reliable and accurate information. Much of the analysis is, of necessity subjective in nature and is based on personal interviews and team observations. Accordingly, no warranties or promises of accuracy are made by the writers, the faculty, or staff of the Small Business Institute®. Furthermore, Central Washington University, its faculty and staff, and the writers assume no responsibility or accrue any liability for the contents of this report or any portion thereof.


This report has not been and will not be used by the student study team, for any other purpose without the written consent of Jim Gallagher and Jim Bradley.

EXECUTIVE SUMMARY

Tight Lines Angling Background Information 

Tight Lines Angling (TLA) was started as a sole proprietorship in 2002 by the Client. TLA was founded on one simple principle:  to catch some of the biggest salmon and trout on the planet. For over a year now, the Client has been professionally leading fly fishing expeditions into the Alaska bush and down the Yakima River. The slogan “fly in, float out” quickly describes TLA’s premier fishing adventure, Alaska river floats. Starting in Dillingham Alaska, TLA customers are whisked away on a float plane to the headwaters of any number of rivers in south east Alaska. From here expert guides lead the self-bailing rafts down river while TLA customers fish for anything from the five species of salmon to 10 pound rainbow trout. The typical fishing adventure lasts seven days and includes all the camping gear and meals for up to six people. All the customer needs to bring is clothes and a camera. TLA’s freight staff always leads the float and makes camp everyday. When the customer arrives they are greeted by a hot prepared meal and a roaring fire right on the banks of the river. The float comes to an end where the river meets the ocean. Here customers are picked up by a float plane and flown back to Dillingham where commercial flights will take TLA’s customers back to the lower 48. 

TLA also offers affordable fly fishing and bird watching day trips on the Yakima River. The fishing trips are designed for beginners and experts alike. A novice fly fisherman will enjoy the helping hand of the guide while learning secrets of the river, that only years of fishing can bring. Veteran fisherman will appreciate the expertise of the guides and the value of the trip. Birdwatchers will enjoy studying migrating and residential birds in hard to access areas of the riparian zone.

Those choosing to take one of these day trips will be lead down river in a wooden drift boat and provided with lunch and snacks. Fishing trips also include flies and fishing supplies. Upon finishing either of these trips customers will be shuttled back to their vehicles by the TLA’s staff. 

The Client, who is also the founder of Tight Lines Angling, was practically born with a fly rod in his hand. Having moved to Montana at the tender age of eight the client picked up fly fishing and never looked back. The client has been fishing rivers and lakes in Eastern Washington since his days as a student at Central Washington University. Upon completion of a graduate degree the client found work in the health care industry and as a college professor where he worked for 11 years. Unsatisfied with the work and longing for something more rewarding, the client thought about what they loved to do and what they were a master at. The only item on both lists was fly fishing. This led to one inescapable conclusion; “Why not fish and get paid?” From this Tight Lines Angling was born. 

The Client has the utmost respect for nature and the environment. Growing up in one of the most pristine places on earth and working in another one, he understands the role that conservation plays. One look at TLA website and it is immediately apparent that the Client’s respect for nature and conservation has rubbed off on TLA.   

Firm Objectives


In meeting with the Client, and discussing the short-term and long-term goals of TLA, the following key objectives for the firm were determined: 

· Compile research and construct a value comparison of TLA’s fishing adventures with that of the local competitors in the same market.  This objective will involve intense research and include a final product that clearly and thoroughly analyzes TLA’s products and services to competitor’s products and services. The Client established this objective in order to greater enhance TLA’s competitive strategy and build a solid clientele.  TLA wants to give each possible customer the most value for his or her money.

· Another objective identified is the desire to research and create a more prominit internet presence for  TLA.  The Client believes that a greater presence will attract more business and ultimately lead to larger profits and overall firm growth.   

· A third objective included assessing the advantages and disadvantages of opening a shop locally as well.  Through research, the Client hopes to assess all financial obligations and associations involved with the operation of a local pro shop including: rent/purchase prices, inventory, advertising, etc. The Client has currently conducted research in the Cle-Elum area and hopes, in the short term, to assess the Ellensburg area.  The Client believes that the presence of a local shop would increase customer awareness of TLA’s products and services and aid in the sale of the client’s hand made fishing boats.

· Determine the profitability of offering two or three day fishing adventures in the Central Basin and Yakima River areas. This is a priority objective for the Client.  The Client heavily relies on local trips to support TLA while demand for the Alaska trips is low.  The Client has a strong knowledge of these areas and plans to conduct research on how to make these trips profitable for TLA and still beat the competitors.

· The fifth and final objective involves the research of all relevant advertising methods available to TLA.  From the results of the research the Client will then choose the most cost effective media focusing on maximum circulation. 

The objectives listed above, are planned to be researched and if beneficial implemented within one year.

TLA  S.W.O.T.  Analysis:

· Strengths:

The Client has lived locally for many years and has developed a networking pattern with fellow business owners and locals.  As well the Client is very familiar and knowledgeable of the local areas where TLA’s services will be offered.  The Client also has a grounded understanding of how a business should operate and is not ignorant to the challenges that face a small business owner.  A firm understanding of the local fly-fisherman’s needs and wants is what the client works hard at relaying to current and prospective customers. 

· Weaknesses:

TLA can be considered a recently started business.  It is in the stage of start-up and establishment.  The Client is working with a limited amount of operating capital which makes any improvements requireing large amounts of capital difficult to implement.  The Client is currently researching profitability measures for opening a local shop.  The absence of a local shop reduces customer awareness of TLA’s goods and services.  As well, a limited amount of local advertising has put a damper on spreading the news of TLA.  

· Opportunities:

TLA’s possibilities and opportunities at the start up stage are looking bright.  TLA can take advantage of a large local market and strategically plan the best quality trips that will still remain profitable but undercut all competitors prices.  Maintaining the best quality and offering better prices will result in the building of a large clientele base.  

Another opportunity that exists for TLA is the opening of a local pro shop.  The shop will allow for customers to put a name to a face.  It will act as its own advertising device as well as offer the outdoorsmen a retail shop to satisfy their outdoor needs.  TLA’s custom hand made wooden fishing boats will be on display in the shop which will promote this new product that the client has decided to offer.

A greater emphasis on advertising and establishing the most profitable media for advertising will serve as an opportunity for TLA.  Greater advertising will draw more business and create mouth-to-mouth (networking) advertising as well.   

· Threats:

Few threats prohibit TLA from becoming a success in the Ellensburg area.  TLA must recognize that there are two main competitors, The Evening Hatch and The Worley Bugger, that is must learn to compete with.  Although TLA offers a high quality trip at a lower cost, the competitors have more experience as local guides and each has an established local clientele.  

Another threat that could possibly inhibit TLA from succeeding locally is that a wrong investment decision could be devastating to TLA. With limited operating capital, investment decisions must be made with discretion in order to avoid making a fatal mistake for the firm.

Comparison in value of TLA to local competition:

Tight Lines Angling is very competitive in the Alaskan Fly Fishing market, offering a full package, week-long guided float trip for $2850 ($475 per day).  This includes first night stay in a Dillingham bed and breakfast, a float plane chartered to drop you off at the top of the river, along with all the food, fishing, and most of the camping equipment that will be needed (Tight Lines, 2003).  

Compared to a lodge trip this is under half the price.  For example a lodge in Alaska called Mission Lodge has an all inclusive package with guided fishing, room and board, gourmet meals provided, and a few extras such as a sauna and hot tub for $6200 ($885 per day), and this lasts from Friday to Friday.  The customers of this lodge can be flown out to a different spot every morning in one of the lodge’s float planes (Mission Lodge, 2003).

Another company called B&B Fishing Adventures offers a similar seven day and six night guided float down the Kanektok River for $3500 ($500 per day) per person.  This includes charter flights to and from the river, use of equipment, as well as all meals including, New York strip and rib eye steak served in a dining tent set up each night.  The camp is loaded with other features such as a heated shower and portable toilet facilities (B&B Fishing, 2003).  This company like TLA has a catch and release policy and no take home or trophy harvesting is allowed.

Another competitor that Tight Lines has to compete with is Wild River Fishing.  Wild River Fishing offers seven to ten day packages, and charges $600 per day.  This includes the first and last nights stay in a Dillingham bed and breakfast, along with food customized to your diet and tastes, and all the necessary equipment.  Wild River Fishing keeps the groups between two to six people to emphasize the solitude of the experience, yet exceptions will be made for families (Wild River, 2003).   

Alaska Kingfishers is another competitor of Tight Lines; they have a camp that they have daily guided tours out of.  Alaska Kingfishers charge $2200 for four days and four nights of fishing or $4400 for eight days and eight nights of fishing, which works out to $550 per day.   This includes lodging at a deluxe camp site on the Nushagak River, along with home cooked meals (Alaska Kingfishers, 2003).  King Salmon Guides is another company that provides a week-long guided float tour.  They provide tours of the Moraine and Alagnak Rivers, charging $2600 and $2500.  This price includes transportation from Dillingham, a chartered flight to the drop-in point, the use of equipment, and food.  Alaska Trophy Adventures offers a similar 6 day, all inclusive raft trip for $2600 per person (King Salmon, 2003).

As the research shows the service provided by Tight Lines Angling is priced very competitively with the other businesses in the same market.  The features offered by Tight Lines such as, providing all the necessary equipment, food, and transportation to the drop point makes Tight Lines one of the best values of your dollar.  Another valuable option that a client with Tight Lines has, that some of the competitors do not offer, is the customization of the duration of the trip.  Tight Lines offers a three, five, or seven day trip.  Tight Lines also provides lodging on the first night at a bed and breakfast which is something most other companies do not offer.   One the other hand some of the conveniences offered by the other businesses are not offered at TLA, such as flexibility of the menu.  

Tight Lines could improve the service they provide to the Alaskan adventurer, by making a point about the trips being categorized, into different difficulty levels, such as beginner, intermediate and expert.  More than anything this will comfort the beginners so they know that the trip will be something they can handle, and the expert will know they he will not be bored on a novice trip.  Another option Tight Lines could offer would be to allow customers to bring their catches home.  Many people in the Alaskan Fly Fishing market want to bring home some fresh Alaskan Salmon, and this would be a way to increase Tight Lines potential market.

Yakima River

Tight Lines Angling has many possible areas of expansion in the future.  One that is already under way, are day trips down the Yakima River.  This trip could be very profitable for Tight Lines, because of the huge local market for such an activity.  For example there are many people on the east side of Washington that are familiar with the Yakima and want to learn more through a guided tour.  Also many people that live on the west side of the mountains, that are looking for an exciting, close weekend getaway, and a day trip down the Yakima River would offer these “Weekend Warriors” just that opportunity. 

  Tight Lines charges $200 for one person and $220 for two, to enjoy a full day of fishing the Yakima River.  These full day trips include lunch, beverages, flies, fishing supplies, and shuttle service.  This is a market in which Tight Lines is very competitive as far as price goes (Tight Lines, 2003).  

Tight Lines was the cheapest guide service that offers Yakima River guided tours.  For example Cascade Angler offers this same trip for $300, and this is for one or two people, and Tight Lines provides the same equipment as Cascade Angler.  Yet one thing that Cascade Angler does offer is the option of five different rivers to choose from.  Cascade Anglers also provides a wide variety in the lengths of trips offered, everything from half day guided trips to two full days and nights (Cascade, 2003).  Blue Skies Fly Fishing provides a day log Yakima River trip for $300 (Blue Skies, 2003).  The Evening Hatch also offers full day trips on the Yakima for a price of $350, along with two and three day trips priced at $550 and $795, respectively (The Evening Hatch, 2003).


Tight Lines is the cheapest yet it offers the least amount of options as far as length of the trip.  For example The Evening Hatch offers half-day trips, full-day trips, and on up to five day fishing trips including trips in various local rivers.  The Cascade Angler also offers a variety of lengths from half-day up to a two full day excursion.  On the other hand there is one thing that Tight Lines offers that no other company offers, and that is bird watching as one floats down the Yakima River.  Tight Lines offers this at a $60 a person rate, and the trips vary from two to four people.


Tight Lines is definitely on the right track by offering one day Yakima River float trips.  Yet it would be beneficial to provide more flexible trips, which are different time lengths, such as a half day trip as well as a trip that is longer than one day.  This would increase the potential market that desires Tight Lines services.  Another option that Tight Lines should look into is giving guided tours on other local rivers.  This would also increase Tight Lines potential market because many people might already be familiar with the Yakima, and feel they don’t need a guide for it.  These customers wish to explore rivers they are unfamiliar with.

Central Basin Area

Another area of expansion for Tight Lines Angling is the possibility of short two to three day trips on the Columbia River and the surrounding Central Basin Rivers.  Right now there are many companies that do this type of outing on the Columbia River, yet there are few that do it here in the Central Basin.  For example there is a guide service out of Oregon, Bob Singley’s Guide Service, that only does day trips on the Columbia for $150, and this does not include transportation or lunch (Oregon Fishing Guides, 2000).  The one day trips are a highly competitive market, there are numerous companies that offer this package and the average price is anywhere from $135 to $175, depending on which company you choose.  Yet as far as multiple day trips in the Central Basin, there are few companies that offer this service.  Young’s Fishing Service is one of the companies that offer two and three day packages on the Deschutes River, which is similar to the Columbia.  The Deschutes offers a large amount of Rainbow Trout and Steelhead.  These rates are $340 per person for a two day and one night expedition, and they have a 3 day, two night expedition for $530 a person (Young’s Fishing, 2003).  There is another company called Kern Grieve and Son’s Guide service that offers 4 day Steelhead and Chinook trips down the Rogue River and they charge $1125 per person (Kern Guide, 2001).  The Evening Hatch also provides 5 day Upper Columbia fishing trip for $1995 per person (The Evening Hatch, 2003).

After extensive research there were few companies that offered two to four day trips throughout the mid-Columbia River region.  This could be a service that turns out to be very profitable and would help build a solid customer base.  This is an idea that could help differentiate Tight Lines Angling from all the other guided tours in this area.  

Creating a Bigger Presence on the Web


The Client is already off to a good start with the recently created website TIGHTLINESANGLING.com but there is much that can be done to create a bigger impact on customers and to attract new ones. Building a successful website is as simple as catching a fish, although both take a lot of planning.  



There are five basic parts that make up a great website these include:  Content, Information design, compatibility, visual design and Interaction design. Each of these items are important and as the quality of websites overall continually rises none of them should be left out. 

Content

Content, the foundation of a successful website is the first attribute. Only the best, high quality information is acceptable. The Client only has 15 seconds or less to make an impact on a potential customer(). In its current state the Client’s home page is too plain to adequately do this. By putting more pictures and some text describing not only what the Clients business does but also what the website can do, customers will burrow deeper into the inner workings of the website. The best Alaska fly fishing sites  motivate prospective customers to fish, keep customers informed and up to date on fly fishing, and most importantly, get them to sign up for a fishing trip.(See Appindix) One way the Client can do this is by providing the customer with fishing strategies, stories, tips, techniques and the like. If successfully completed customers will place the Client’s website at the hub of their online fly-fishing resources. For example the Client could report on fish recently caught and recorded in and around areas that the floats are offered.  Or, since the Clients Yakima River day floats are at least in part aimed at beginners, he could create a few pages of information that beginners would find useful, such as fly fishing lingo or casting tips. This kind of information will not only give customers a reason to hang around the website but will also motivate them to schedule a trip. 

The hardest part of content is keeping information up to date and new. Some content is timeless but that is not what will attract customers to the Client’s website. New, informative and/or interesting information about fly fishing or Alaska, will not only keep visitors at the Clients website but will also encourage them to come back for more. With out new information there is not much of a reason for customers to come back to things that they have already seen. A great technique that successful websites use is posting how often the website gets updated. This can be a double-edged sword though. On the one hand, potential customers will grow to anticipate the Client’s updates and flock to the website on the day of the update. On the other hand, posting a regular update schedule will force the Client to come up with new content or disappoint potential customers. Since this may be difficult, the Client will need to determine an update schedule that will allow enough time for creating new content. 

Information Design
The second element of a successful website is information design. This has to do with the organization and clarity of the customer’s website. The website needs to be easy to navigate and should clearly define exactly what the Clients business is all about. Navigation on the Client’s site could be improved with either a site map or some type of header on each page that has links directly to the Alaska trips main page, the Yakima River float trip page and the Yakima River birding page. A site with great navigation will give users the ability to explore it in many ways. The Client should design the sites navigation to follow what is called a cognitive model.() This model should be based on what the Client wants potential customers to understand and remember about the website when it’s not in front of them. 

If visitors to the Client’s website have to ask themselves too many questions about what the trips offer or where they can go it’s a safe bet that they will just go to another site. To help alleviate these problems the Client should include an easily accessed frequently asked question (FAQ) page or a help section with answers to common inquiries. This would cut down on confusion about the Client’s services and the website’s information.

Compatibility
The next element of a successful web design is compatibility. Every page and every element of the Client’s site should look good on both, Netscape Navigator and Microsoft’s Internet Explorer.  For future expansion of the site, specifically with the addition of TLA video clips the Client must remember to post several versions of the downloadable files so that customers who use Macintosh and Windows can view the video clips. Apple using customers prefer QuickTime video files (those ending in .mov), PC users like .mpg, .avi and .wmv.  The most compatible sites will automatically serve up the right version of these files based on the type of system the request came from. This "smart serving" or "smart swapping" distinguishes a sophisticated website that cares about its customers from one that either can't or won't care about its customers.() 

Visual Design
Visual design is the next element of a great web site. While many sites are impressive to look at, once explored, they can leave a lot to be desired. The Clients site should look good, but not at the expense of quality content or information design. While a beautifully decorated website will entice customers, if they explore it and are not rewarded with something interesting or useful, the Client can be sure the potential customer will not be coming back. There are many sites-from respected companies that look so poor that one would wonder if the CEO's kids did it. These are often unoriginal and always inappropriate and send a message that quality is not very important.() Although the client’s site looks great, it lacks features such as credit card capabilities that full function business sites have. To deal with this problem the client should either obtain more powerful web design software or hire a firm such as AWEBPAGE.com to build a fully capable, affordable, small business website. (See Appindix)
Interaction Design
The final attribute of a popular website is interaction design. Although this is one aspect of the websites total package this can also be broken down into numerous parts. For the purposes of this report, the student SBI team will go over the four most important: creativity, productivity, communications and adaptivity


Creativity and productivity deal with creating experiences that allow the customer to do something or to make something at the client’s site. There are a lot of good examples out there. Some are frivolous and fun, others are more "useful" and productive. All encourage customers to actively participate. With the help of a professional webmaster, the Client could enable potential customers to design there own custom trips. This could include the ability for the customer to pick there own menu from a master list, or allow them to pick and plan aspects of the trip like how many people, what river, and for what length of time the customer would like to float. In the end the customer could get a price automatically quoted for a custom fly-fishing adventure.

Communications is arguably the most important element of interaction design. Anything the Client can do to allow customers to talk, listen, identify themselves, share things, and tell their own fishing stories will make the website more successful and may begin to build a community. It may be as simple as creating or linking to discussion groups (like USENET), bulletin boards, IRC chat channels, or merely giving the customers feedback forms, and email access to the Client or each other.(See apindix)
A website with great communications has these four elements

· a way for people to talk to each other 

· a way for people to consistently identify and describe themselves and each other (whether anonymously or not) 

· a topic around which to start a conversation 

· audience-generated content 

The final element of a website with heavy traffic is adaptivity. This means that the site will change for each member of the audience to meet their specific needs, interests, skills, and behaviors. For example; where are the Clients customers? If they come from Canada are there things the client would tell them differently than if they came from the USA? If so, the Client should send them different pages based on their domain extension. These do not have to be completely new webpage but can be minor modifications to existing ones.  For example, the Client could use the exact same site but quote prices in Canadian dollars for Canadian customers. Or, post information about fly fishing in the Canadian provinces. Severing people as individuals will not only make the Client’s site interesting and comfortable but will also show that the Client cares about personalized high quality service.

Start Up and Operation of a Local Shop 


TLA would benefit greatly from the exploration of opening a local shop in the Ellensburg area.  Although there are many perks for having a shop that provides community presence and publicity for TLA’s goods and services there are also many limitations that TLA will have to endure.  


The client, owner and operator of TLA has primarily been operating out of a home via telephone and the use of the World Wide Web.  This of course is the least expensive option of operating a business.  The client avoids many overhead expenses including: rent or lease payments, utility bills, insurances and man-hours to staff the shop.  

Budget Information


One of the most important factors to consider when opening a shop is what the current and future budget situations are. Since a current budget does not exist because TLA is in the start-up mode, a projection by the client expects to be around 68k-75k gross profit annually. This figure only includes projected guided fishing trips to Alaska and around the Central Washington area.  It does not include possible revenue from the sale of the clients’ drift boats or fly fishing equipment from the future pro shop.


A recent budgetary analysis completed by the client in reference to opening a pro fly-fishing and accessories shop in Cle Elum, WA shows estimated annual revenue of $71k and expenses estimated at $76k annually.  (see Appendix ) Operating a shop in Cle Elum would most likely require outside capital sources to offset expenditures in the first few years.  These projections are also communicating a full guide schedule for the spring and summer months. To make accurate predictions and recommendations it was necessary to review TLA’s leading local competitors and their strategies regarding operating a pro-shop. 

(See Revised Pro Shop budget Figures in Appendix)  Table 1A Justifications will follow…

Local Pro Shop Competitor Background and Strategy


A recent visit to TLA competitors in the Ellensburg area, The Evening Hatch and The Worley Bugger by SBI consultant team members, indicate that the task of owning and operating a small seasonal business used primarily by hunters, fisherman and vacationers relies highly on extremely busy spring and summer months (peak times). The establishment of a particular special niche (companies mission statement) is required as well.  To help offset the costs of operating a shop year round, Jack Mitchell, owner of The Evening Hatch has chosen to reduce his hours to a minimum in the winter months (until February 15) and offer a drive-thru espresso service year round.  A member of the SBI student consultant team went to visit The Evening Hatch and asked general questions regarding how to own a year round business in Ellensburg.  Information was shared by Mr. Mitchell stating that his location, being close to I-90, on the property of a high traffic truck stop, and on Yakima River Canyon Road, is able to supplement even during the off-seasons.  Mr. Mitchell has been in the Ellensburg for years.  He primarily operates on word-of-mouth, which has helped him to build a rather large clientele that comes back each year for another trip. From an outside perspective, Mr. Mitchell’s primary strategy for operating a pro-shop is to make The Evening Hatch experience convenient for everyone.  


Mr. Steve Worley, owner of the Worley Bugger has taken a little different approach to operating his pro-shop.  The Worley Bugger actually has two locations, a pro shop on Main Street in Ellensburg and a trip guide center and snack mart in the Yakima River Canyon.  Mr. Worley has not been in the valley nearly as long as Mr. Mitchell from The Evening Hatch but took the plunge anyway and went into great debt opening his shop.  From the perspective of the student SBI consultant team, Mr. Worley’s primary strategy for operating a pro shop in the Ellensburg area is to provide customers with a wide-array of products to fit any fisherman’s needs.  After browsing through both Worley and Mitchell’s inventories it appears that Mitchell is an Orvis dealer while Worley carries many brands and styles of equipment including those of local manufacturers.     

Location

An SBI student consultant team member researched the current real estate market in Ellensburg by means of a current licensed realtor employed at Kittitas Valley Realty, local real estate advertising publications and current rental and lease options for the Ellensburg downtown area through contact with Larry Nickel. After researching it became apparent that TLA has to strictly define what it wants in a pro shop location. By looking at competitors’ pro shops that no more than 1,000 square feet of retail floor space is required.  However, because the client would like to promote his hand-made wooden boats and possibly rent and store his guide boats on site an outside fenced/enclosed parking/storage area will be required as well. It would be far less expensive to store the guide boats at an off-site location such as a residential shop/garage or fenced area currently owned by the client.  If that option is not available initial monies may have to be spent to enclose a secure area. 

A shop previously occupied by a retailer would be preferred because much of the shelving and fixtures could be easily modified and used to fit the client’s needs. 


With viewing competitors’ shops a pro shop will need to have adequate lighting for display of merchandise as well as wall art appropriate for a pro shop.    For technological and convenience issues the store will need to be internet ready and have access to local cable or satellite and telephone services.  

 The new shop would have to be near where customers would be looking for its goods or services but not next door to one of its two primary competitors.  This of course leads to the possibility of having a shop either in the canyon on SR 821 or along the busy traveled Main Street or University Way of Ellensburg.  To provide the client with some Real-Estate Options concerning possible leases, purchases or rentals Ms. Kimberly Parsel of Kittitas Valley Realty was called to aid in the hunt for prospects.  Ms. Parsel was able to provide current local listings of lease and purchase options. (See Appendix __)


It is necessary to note that most rentals/leases are much more expensive than Mr. Gallagher’s rental budget for the Cle Elum store.  This may because of location but $550 a month is rather modest.   Payments on a purchase option will vary on credit score, interest rate, sale price and amount of money put down on the purchase, leases and rentals could not be found under $800 a month for a location needing minor repair and $1,000-$1,200 a month for a clean and rather re modeled location.   


It is the recommendation of the SBI student consultant team that TLA rent a location that is not in need of grave repair.  If terms are available on month-to-month or annual bases this would be optimal.  This would allow a short-term agreement resulting in freedom from a lease/rent payment if the shop did not self-support its financial needs.  Advertising


For the promotion and advertising of the TLA pro shop a number of medias are suggested.  Advertising should be done in local area newspapers such as the Daily Record and Yakima Herald Republic.  As well advertisements through the Ellensburg chamber of commerce and through various magazines such a Field and Stream can be inexpensive means of letting the word out.  Brochures explaining the services and offering possible specials or discounts would be effective marketing tools to bring customers into the pro shop for the first time.  (See Appendix for Pricing Information on Advertising options) 

Utilities and Services  


Utilities including electricity, cable, telephone, internet, water and garbage can be derived from few sources in Ellensburg.  Electricity with in Ellensburg city limits is generally provided from the Ellensburg Public Utility District.  However, Puget Sound Energy, a much more costly provider may service out of town locations such as those in the Yakima River Canyon.  Cable is available most inexpensively from Charter communications that offers a basic and extended cable service for under $35 a month.  Telephone service is solely provided via Ellensburg Telephone Company.  Local service is rather inexpensive however long distance charges can add up quickly.  It may be wise to have cellular telephone for TLA for long distance communication, because it is no additional charge.  Internet service providers are many and can intertwine other utility services with them.  For example through research it is much cheaper to have telephone service through Ellensburg Telephone and as well their DSL services.  This will be a monthly cost of $70.  If TLA wanted to have cable and cable internet through Charter Communications the bill would be roughly $80 a month.  Water is supplied by the City of Ellensburg at a minimum rate of $22 a month.  However depending on whether the shop used city water to clean fishing boats and supplies this bill will most likely be around $35-45 a month.  If the pro shop is located outside city water service areas then a well will be used and only electricity charges will be incurred to pump the water to the tap.  Garbage services are available from Waste Management of Ellensburg.  Services for one, two and three cans a week are available for $8, $16, and $24 a month.  If TLA would need a small dumpster it would cost $32-37 dollars a month depending on location.  (See Table in Appendix) Because the pro shop’s location has not yet been determined both in town and out of town utility price structures and options are listed.  It would be recommended that Tight Lines Angling try to keep many of these costs to a minimum because overhead costs can be a major disadvantage to operating a shop.

Inventory Acquisition and Control


Due to the client’s lack of knowledge regarding sales patterns it would be wise to purchase as minimal amount of merchandise as possible.  Establishing payment schedules with suppliers is very important and should be structured to meet both TLA’s and the suppliers’ needs. Schedule payments with suppliers around the time in the month when payments are not due on the building or other services.  This will free up more cash in the interim allowing for a less stressful situation and ability to purchase or change products/services if needed.  It is apparent by store start up projections that the client is choosing to offer Orvis, Loon, and BITE companies products. (See Sample Inventory List in Appendix) 


To aid in the management of product and inventory, a management information system should be implemented.  Both manual counts as well as computer generated counts should take place monthly, weekly or daily. This shall be at Mr. Gallagher’s choosing.  A suggested Management information system to keep track of inventory, ordering and accounts payable/receivable should be something simple and inexpensive such as Quicken and Microsoft Office products such as Microsoft Money.  These products will need a computer and a printer, which are outlined in the start-up costs.    

Staffing the Pro Shop


Due to budgetary constraints it will be necessary for the client to be the primary employee of TLA.  Suggested hours of operation should be similar to competitors.  Most likely 8am-6pm, seven days a week during peak season times and 8am-2pm Tuesday-Saturday would be acceptable during non-peak times. (See Hours of Operation Table in Appendix)


The client has outlined a modest to fair salary of $2,500 a month for them self.  The client has also budgeted a part time hourly employee at $800 a month.  Most likely the best way to structure the payroll schedule would be to have the client there at open and close.  Around 10am have the part time staff member come and in and work 3-4 hours a day, three days a week and one full 8 hour day on the week end, at $8.00 an hour.  This is a reasonable wage for part time work in Ellensburg.  It would be wise to acquire a pool of applicants and have a part time employee that only wanted to work weekends to help out on weekends when the busy season peaks.  The SBI student consultant team recommends that no more that $800 should be spent on part time labor per month. This of course can be adjusted if the TLA pro shop becomes busy and needs additional help.  Keeping employee costs low will help free up cash that can pay other bills or be saved for times of need.  The salary for the client is suitable for the businesses’ current budget situation.  

Taxes and Insurances


As with any new business that employs people, a human resources handbook should be developed to clarify and explain employee rights, rules and procedures.  Employee insurance can be expense.  The client informed the team that it costs nearly $1,500 dollars a year to cover the insurance costs of using guides.  Talking with an Allstate agent 

