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Executive Summary 

We live in a world where trees are carelessly cut down; where water is wasted as if it was 

not our most precious natural resource; where children die young from hunger and treatable 

diseases; and where lack of knowledge of sexual relations results in immature pregnancies or 

transmission of disease- the list goes on and on.   

  Luckily, these issues do not go completely unnoticed. There is a social movement of support 

through donations and volunteering, of awareness-creating journalism, and of direct issue tackling 

by nonprofit organizations. Still, the results are less than optimal and true awareness of these 

issues is far from common. Furthermore, nonprofit organizations that continuously struggle with 

these issues deal with budgetary and administrative constraints as a hindrance to reaching their 

maximum impact.   

  That’s where MaxImpact come in. If nonprofit organizations who currently in need 

assistance in carrying out their endeavors as efficiently and effectively as possible do not receive 

such help, necessary progress will not be made. This problem directly collides with our vision for a 

society wherein the potential of nonprofit organizations is realized in making progressive change.   

 However, in this problem, we find an opportunity to outsource solutions in the world of 

youth academia under the belief that a good solution might arise from a less expected source. In 

order to do so, we operate on a mission to provide an innovative low-cost consulting solution for 

nonprofit organizations through an online case study competition that will call students to action.  

  MaxImpact is a platform for collaborative change. Students will be empowered to put their 

skills into action in the nonprofit world while organizations find a plethora of solutions to effectively 

engage in their respective missions. We will combine the power of three sectors: nonprofit, 

academic, and corporate consulting to exploit the potential collaborative synergy at hand.  

 The strategic product we offer is a tri-monthly online competition. Every three months, a 

nonprofit organization with a compelling case will be featured on our website. Student teams 

(comprised of up to five members) will have the opportunity to compete in resolving administrative 

issues presented. Student groups will submit their solutions, which will be analyzed and judged in 

conjunction by the featured nonprofit organization and corporate consultants. During the third 

month, a solution will be selected and the winners will receive a monetary prize as well as the 

opportunity to implement their proposed solution. After a series of competitions, an online library 

of cases (with the winning solution included) will be available for the general public to research and 

educate themselves about these topics. MaxImpact presents a new way of creating awareness by 

presenting problems with actively developed solutions in order to trigger this kind of thinking in 

society.  

  This dynamic allows for nonprofits to solve pressing administrative problems (that directly 

hinder their impact) without affecting their respective budgets and for students to directly engage 

in the impact that the nonprofit world is making. The input of corporate consultants will guarantee 

an effective interaction between the latter in order to maximize the impact on society. Through this 

open-source method, general public will have the opportunity to be directly involved in the 

process. 
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 Our operations will encompass several stages: business development, relationship building, 

and running the venture. We will follow a three month model releasing the case in first month, 

enforcing a deadline at the end of the second month, and announcing the winners in the beginning 

of the third month (during this time, students will also begin to develop a relationship and potential 

partnership with the nonprofit).   

  The online platform allows MaxImpact to be a sustainable venture while hosting the 

interaction of the three main players. Our revenue stream is based on a series of fees: a service fee 

charged to the featured nonprofit organization for the analysis and proposed solutions they will 

receive; a membership fee for universities to sponsor the participation of their students; a 

participation fee for students who will take on the challenge and possibly a monetary prize; and a 

fee that will be charged upon download of the cases and their solutions.   

  The market is ready for our innovative approach. The world has shifted towards online 

participation, students are avidly looking for enriching opportunities beyond the classroom, and 

there is a growing need to express social responsibility. The above is sustained on both a notable 

online presence of case study competitions and a myriad of opportunities for students and 

corporations to collaborate in the social sphere.   

Our product will be promoted by means of buzz creation in the sphere of Social Media in order to 

reach universities, students, nonprofit organizations, and corporate consultants on a costless 

medium.  

 MaxImpact’s management team is highly committed to ensuring stable and effective 

development of the organization. Various factors of our team will contribute to the success of our 

initiative. Because each member is from a different national background, we will have input of 

multiple cultural points of view. In addition, each member specializes in a different field of study, 

which will add to our integrated approach. 

  To measure our results and assess our social impact, we have developed specific measures 

in accordance with our primary objective of providing low-cost and innovative solutions to 

problems in the social sector while calling students to action. We will use traditional measures such 

as financial ratios to determine the effectiveness and the profitability of our operations.  

 Our growth strategy is to start locally in September 2010 in New York City, where we are 

based, to generate buzz. We will then expand our marketing to the region in 2011, using the Annual 

Stuart Satter Conference in November as our venue for launch. In 2012, our competition will be 

available to students across the country before going global in 2013.  

  MaxImpact is based on an extremely low-cost business model, requiring little start-up 

capital, no overheads and minimum operating expenses. Our venture will require initial start-up 

costs of only $3,300, mainly due to legal costs for LLC set up and website development expenses. 

The largest operating expenses are represented by executive wages and the final prize awarded to 

winners of the quarterly competitions. The owners will provide the Initial start-up capital of 

$12,000; this investment will allow MaxImpact to maintain a positive cash flow balance from the 

first period of operations, with Net Income turning positive by the beginning of 2012. 

This will allow the company to become entirely self-sustaining, without a need for further 

capital injections. Our income stream estimates and assumptions are markedly realistic and 
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conservative, and we are confident that they can easily be obtained. 

 MaxImpact is a new millennium strategy to solve current administrative difficulties in order 

to tackle social issues as effectively as possible. We position ourselves as a collaborative platform 

for change and believe that engaging different sectors will result in the maximum impact. 
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Vision and Mission 

Vision 

Our vision is to live in a society wherein the potential of nonprofit organizations is realized in 

making progressive change. 

 

Mission 

Our mission is to provide a low cost consulting solution for nonprofits through a web-based 

competition that connects students with top corporate consulting firms, allowing nonprofits to 

increase their efficiency and effectiveness in solving society's most pressing problems.
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Problem and Opportunity 

We live in a world that is diseased with social inequality. Even in 2010, we face problems of 

poverty, hunger, poor education, disease, abuse, and ill treatment of natural resources, amongst 

others. There is a social sector composed of nonprofit organizations that aim to tackle societies 

most pressing issues. Yet, it is commonplace for most of these organizations to be well versed on 

their social duties but not to function most efficiently as enterprises. Furthermore, there is little if 

any communication between two organizations that aim to tackle at the same social issue, and 

there is a significant amount of capital (both economic and human) scattered in the social sector 

without accurate administration to achieve the best results. 

This lack of accurate administration can be attributed to insufficient strategic knowledge 

from part of these organizations on how to carry their endeavors in the most efficient of manners. 

This problem could be solved with consulting; yet, corporate consulting fees are relatively high. This 

is especially true for small and medium nonprofit organizations, which cannot afford to seek 

professional consulting, as they are generally dealing with budget constraints. 

The scarce budget that many times dooms nonprofit organizations can be traced back to 

their the lack of managerial expertise, but also to a low level of exposure to the public which results 

in poor general public support and limited contact with the student world. This limited contact is to 

ascribe to the unfamiliarity students have with the inner workings of the nonprofit world, 

organizations themselves, and most importantly the more likely direction of their training to 

traditional businesses. In addition to that, and mainly because of the lack of opportunities, those 

students who are in fact exposed and interested in the nonprofit world share the symptom of 

discussing issues rather than contributing to their tackling. 

The above discussion comes to the harsh conclusion that due to infrastructural inefficiency, 

lack of resources and low exposure to the student world, social issues are not being tackled with 

the maximum impact. 

 

Problem 

The United States is saturated with nonprofits. However, their consequential social impact is far 

from sufficient: the majority of them, in fact, are not fully utilizing their resources, and do not 

possess the strategic knowledge needed to operate as effectively as possible during a time that is 

more critical than ever before. This problem can be solved with consulting; however, corporate 

consulting fees are far too expensive for nonprofits that have strict budgetary constraints. As a 

result, society’s most pressing problems are not being solved at the necessary rate and social 

change is happening at a snail's pace. 

Below is data relative to the Nonprofit world. Because MaxImpact will launch in New York City, 

the following data is targeted for the NYC area. (All information is provided, courtesy of 

www.nycnonprofits.org): 

 Currently, approximately 9,715 nonprofits are operating with revenues of more than $43 billion, 
including 3,699 that have been established in the past decade—the highest density of 
nonprofits of any city in the U.S. However, the entire nonprofit sector in New York City is 

http://www.nycnonprofits.org/
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comprised of 27,474 charitable organizations that have annual revenues generally over $5,000 
and are registered with the IRS as 501(c)(3)s. New York also has many other organizations like 
block groups, religious congregations, and other organizations that have not yet registered with 
the IRS. 

 Findings show that virtually all of the expansion in revenues occurred among the very largest 
organizations while smaller nonprofits grew hardly at all. (MaxImpact will aim to serve small to 
medium sized nonprofits). 

 Few nonprofits are moving rapidly enough to diversify their revenue sources 

 In addition to the 776 nonprofits that closed down in the past decade, a number are in financial 
distress because of drastic decline in revenues, income from program activities, net revenues, 
fund balance, or combinations of these trend. 

 Especially vulnerable are the smallest nonprofits and those in neighborhoods of concentrated 
poverty. 

 38% of organizations experienced some competition from for-profit firms. 6% faced a great deal 
of competition. 

 New York City nonprofits are a major economic force. The total expenditures of the 9,078 
organizations reached more than $43 billion in 2000, the equivalent of 11.5% of the Grow City 
Product. The annual payroll of the 9,078 New York City nonprofit organizations is more than 
$22.7 billion, including $1.4 billion in payroll taxes. 
As presented in the previous data, it is apparent that the nonprofit sector represents a good 

opportunity for youth civic involvement. New York City’s nonprofit universe is particularly large and 

dynamic. 

 

Opportunity 

Awareness about social issues is on the rise.  More than ever before, various technological 

and media outlets are contributing to the distribution of information about the dire need that exists 

in the world. We have the arena (social sector), the tools (consulting firms, the web), and the 

catalysts (students). By effectively connecting these already interconnected entities, we have the 

opportunity to accelerate massive social change. 

Second, the social sector is growing. Nonprofit organizations are receiving attention about 

their work to tackle society’s most pressing issues. They have gained credibility by offering an 

alternative to traditional mindsets towards socially-directed and sustainable solutions. 

Third, companies in the business sector in general (including consulting firms) are 

demonstrating a growing wish to express their social responsibility. Often so, by means of 

corporate social responsibility where they can utilize their professional skills to direct them into the 

aid of social change. We not only have the opportunity to change the way things are done, but also 

the mindset under which they are operated. Because of the unfortunate recent economic crisis and 

the increasing unemployment rate, there are many who find themselves in need of any type of free 

service they can obtain, which is increasing the immediate demand for the number of nonprofit 

locations and services. Consequently, at a time like this, there is a need for organizations to strive to 

become as effective and efficient as possible. However, during this crucial process, nonprofits 

instead often fall apart. We can channel the majority of our attention to strengthening the 

nonprofit sector or we can spend that time enhancing certain general models, which will naturally 
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strengthen the nonprofit sector. 

Fourth, there are more students attending 4-year accredited universities who have a will to 

change the world than ever before. The current generation is becoming increasingly concerned 

with social issues, avidly looking to pursue opportunities to interact with the social sector. 

Finally, the 2.0 web world we live in allows for virtually costless communication and integration 

from a number of different sectors at the same time. We will take advantage of these mentioned 

opportunities to create a solution that will integrate all of them in accelerating massive social 

change. 

The problem we face and the opportunity we see can be further understood by using Zahara’s 

five dimensions framework. 

 Prevalence: there are more than 50,000 Nonprofits that are functioning inefficiently in NYC 
only. The size of the problem is significant and calls for direct intervention. 

 Relevance: we aim at creating a platform for catalytic change by helping Nonprofits improving 
their operations while allowing students to gain experience and develop awareness for 
compelling social problems. 

 Accessibility: small Nonprofits are unable to afford traditional consulting services, and their 
problems are difficult to address through traditional welfare mechanisms. 

 Urgency: the economic crisis has led to difficulties in raising funds and to a need for optimizing 
resources; in today’s market landscape Nonprofits must eliminate the sources of inefficiencies if 
they want to thrive and maximize their impact. 

 Radicalness: our goal is to radically change the way Nonprofits impact their community while 

benefitting students and generate widespread awareness for social problems. 

Solution: MaxImpact 

The strategic product we offer is a tri-monthly online competition. Every three months, a 

nonprofit organization will be featured with a compelling case on our website. Student teams of up 

to five members will be called for the challenge of resolving the administrative issues presented. 

Students will have the opportunity to engage in the nonprofit world and discover which 

administrative issues translate into insufficient and ineffective solutions. By introducing corporate 

consultants as a third component of this formula, students will have an outlet where they can work 

hand in hand with professionals to develop problem-solving skills. Student will submit their 

solutions, which will be analyzed in conjunction by the nonprofit organization in question and 

corporate consulting judges. The third month, a solution will be selected and the winners will 

receive a monetary prize and the opportunity to work with the nonprofit in order to implement the 

proposed solution. After a series of competitions, an online library of cases and their solutions will 

be available for the general public to research and educate themselves on these topics. 

If we fail to see the big picture (recognizing long-term effects), how can we expect to 

produce sustainable short-term results? In a recent article published by McKinsey & Company, John 

Elkington argues that we must catalyze “the shift towards a Gaian paradigm built around 

transparency, compassion, reciprocity, intergenerational equity, accountability, evolution, 

resilience, and sustainability. And it means brokering fair and high-performance partnerships 

between innovators and those able to bring their solutions to scale.” We must strive to change, not 
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only the way we interact with the four entities mentioned above (Nonprofits, consulting firms, 

university students, and the web), but the mindset in which we operate. MaxImpact believes that 

creating a platform for Nonprofits to collaborate with millennials and corporate consultants will 

emphasize this ideal mindset and allow it to naturally arise. While nonprofits will benefit from this 

low-cost consulting solution, the students will be immersed in the nonprofit field/environment and 

will be able to network with professional consultants. 

By forming a triad between nonprofit organizations, students, and corporate consulting 

firms, we aim to create an outlet for tackling managerial issues. This will be done through a route 

that does not affect a nonprofit’s budgetary constraints, yet provides potential solutions that, if 

applied effectively, could support nonprofits’ mission and ultimately aid in maximizing their social 

impact on society. Under the belief that a good solution might arise from a less expected source, 

MaxImpact will utilize the web to outsource solutions to youth in academia. MaxImpact presents a 

new way of generating awareness, not only surrounding problems but also their solutions, 

jumpstarting this kind of solution-based thinking in society. 
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Theory of Change 

By providing a web platform through which Nonprofits can find solutions to hindering 

organizational problems, while providing an outlet for students to develop critical and analytical 

skills (and to receive coaching and mentoring from established professionals), we believe that we 

can have a significant and radical impact on society while fostering progressive change. 

  By creating a point of contact between students and nonprofits that cannot afford 

consulting services, we aim to provide solutions to nonprofits’ problems and allow them to achieve 

higher impact. We provide students with a twofold opportunity: to make a meaningful contribution 

to achieving social change while 2) benefiting from training and mentoring from established 

professionals. Moreover, by giving students the opportunity to use their passion and knowledge to 

contribute to solving society’s most pressing problems, we are able to provide a unique 

professional and personal development opportunity that will increase their sense of personal 

fulfillment and awareness of social problems. 

 

 

 

 

MaxImpact’s business model features a strategy that allows each stakeholder to achieve 

value through the program; the table below summarizes the value created for each of these 

stakeholders. In particular, the opportunity to have a double social impact (on both students and 

society) through the nonprofits accessing the case competition represents MaxImpact’s leverage in 

fostering radical change. This opportunity will strengthen the on-the-job experience of the winning 

students, boosting their chances of being placed after graduation in a full time position at a 

nonprofit.   
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Students  Develop analytical and problem solving skills 

 Access to networking and mentoring opportunities 

 Increased awareness of social issues and problems That 

Nonprofits face in running their operations. 

Nonprofits  Access to low cost consulting-like services. 

Judges  Coaching and mentoring opportunities. 

 Concrete opportunity to have indirect social impact. 

Schools & 

corporations 

 Satisfy need for CSR. 

 Double social impact for students and for the community at large 

through Nonprofits 
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Strategy and Business Model 

The Players 

MaxImpact will host competitions on an online social platform that will allows and encourage 

students, professional consultants and nonprofit organizations to interact and benefit from each 

other in the collective effort to ultimately solve societal issues. 

 Students: Initially, we will target undergraduate college students. For the pilot project only 
students in the New York City area will be eligible, while from January 2011 the competition will 
be conducted on a regional level. In January 2012, we will expand nationally to the entire US. 
We are also considering having a high school division for the competition as well as a graduate 
division. 

 Professional Consultants: We will bring in consultants from reputable consulting firms such as 
McKinsey & Company, Boston Consulting Group, Bain and Company, Deloitte & Touche, etc. to 
pick the best solution for the provided case analysis alongside the management of the non-for-
profit organization that the case is based on. Professional consultants will also serve as mentors 
to teams during the competition process. 

 Nonprofit Organizations: The nonprofit organizations will provide material on which to base the 
case analysis. Prior to releasing the case, participating organizations will be required to look 
critically and their organization’s operations and structure in order to make the case as 
thorough as possible. After each deadline, the organization that the case analysis is based off 
will work with professional consultants to pick the best case analysis and solution, in order to 
integrate a corporate perspective with that of a nonprofit perspective. 

The summary above demonstrates the nature in which students, nonprofits and professional 

consultants will work together to generate maximum social impact. By bringing these three entities 

together, efficiently effective solutions can be provided to nonprofit organizations at a low cost. 

Value Proposition 

Value Proposition to Students 

 Exposure to nonprofit management: There are not many case studies available from the 

nonprofit world. Usually case competitions are based on corporate America and address issues 

that large well-known corporations faced many years ago. Often times, students spend their 

time analyzing cases and making recommendations that never reach the corporation. Of the 

cases that are available from the nonprofit world, the majority focus on large organizations that 

have already found some national success. By providing case studies of small to medium sized 

Nonprofits, students will have a better understanding of their management and operations. 

Aside from increasing their understanding, they will have the opportunity to directly advise the 

organizations, and cooperate with them to solve the issue at hand. 

 Opportunity to work with professional consultants and nonprofit organizations: Students will 

be connected with professional consultants to allow for mentoring and networking 

opportunities. The students will also get a chance to work with the Nonprofits to implement 

their ideas. 
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 Mentorship through Skype:  We will have an online mentorship program available for students 

who show additional interest in advance. Mentors will advise them throughout the case 

competition process via Skype. 

 Monetary prize: The winning group for the case competition will receive a monetary prize of 

$3,000. As above mentioned, winners will be selected jointly by the NONPROFIT and the 

consultants. The second and third place winners will receive honorary mentions. 

Value Proposition to Professional Consultants 

 Personal Brand Value: The consultants from the corporate consulting companies will have the 

chance to mentor college students and work alongside Nonprofits. This will increase their 

personal brand value and help them find more effectively fid candidates to recruit into their 

firm. 

 Corporate Social Responsibility: Consultants that work alongside the students and Nonprofits 

are exercising their firm’s corporate social responsibility. 

Value Proposition to Schools 

 Opportunity for students: Schools deciding to cooperate with our initiative by paying a $3,000 

annual fee will allow their students to take part in the competition at a reduced fare of $25 

instead of $50. 

 Advertising: Partner schools will be allowed to advertise for free on our website and can decide 

to host public networking events. 

 Corporate Social Responsibility: Partner schools contributing to our financial sustainability can 

satisfy their need for Corporate Social Responsibility in a proactive way that benefits both 

students and Nonprofits in an effective, tangible and direct way. 

Value Proposition to Nonprofit Organizations 

 Low cost solutions: In general, the majority of small to medium sized Nonprofits are unable to 

afford the consulting services that large consulting firms offer. By paying a small service fee and 

providing the information required to complete a thorough case for students to analyze, the 

Nonprofits gain a large amount of insight from bright young minds in the country vetted by 

professional consultants from top consulting firms. In addition, the winners will have the 

opportunity to choose if they would like to work alongside the Nonprofits to help implement 

the solution. 

 Better solution: Competition often leads to success. Having more students competing to 
generate the best solution, the quality of the product will improve and we will be able to 
provide the nonprofit with a top-of-line solution. 

 Greater exposure: Taking part in this case competition will create exposure for the Nonprofits 

name as well as create awareness around their mission. 

 Recruiting opportunity: The participating NONPROFIT can identify a pool of skilled and 

motivated candidates for recruiting in the organization's key positions. 
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Business model 

MaxImpact is a for-profit organization that generates its own earned revenue through a 

membership fee to universities, a participation fee to student teams, and a service fee to nonprofit 

organizations. 

Below is a detailed description of the revenue stream's components: 

 Schools: Partner schools will be asked to contribute a $3,000 annual membership fee to allow 
their students to take part in the competition at a reduced fare. This membership will allow 
them to be identified as the sponsor of a national social venture, thus satisfying their need for 
Corporate Social Responsibility. Moreover, they will be given the opportunity to organize on 
campus events and of advertising for free on our website. 

 Students: Each team will be asked to contribute a $50 fee for each competition in which it is 
participating. The fee will be reduced to $25 if the team is composed by students who are 
enrolled in partner schools. 

 Nonprofit Organizations: The NONPROFIT on which the case analysis is based will be required 
to pay a $300 service fee for the application submission and the case study development. 

 Advertising: We will be selling advertising space on our website, through which corporations 
and schools can reach the young, talented and motivated students taking part in the 
competition. Although this will not represent one of our main sources of earned income, it will 
contribute to the self-sustainability of the venture. 

 Downloadable Case PDFs: As we begin to collect a library of case studies and analysis, we will 
charge a fee for downloading these licensed case studies (cfr. Harvard Business School selling its 
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cases). This will represent another future revenue stream that will contribute to the 
sustainability of the organization. 

MaxImpact’s business model is set on the foundation of a strong and self-identified need for 

support from within the social sector (Over 70% of Non-profits identified strategic business support 

would be of significant value, Deloitte, 2008), and a business community that is willing and able to 

provide such support, with over 7 million individuals in the USA, identified as having the right skills 

and attributes “to be of-use to non-profits” (Deloitte, 2008). 

MaxImpact's business model is based on a for-profit model, with three revenue streams 

from participating colleges, students and nonprofits, a need for initial startup capital (which will be 

provided by the owners), and an approach where the business is expected to reach the self funding 

status after the first year of operations.  
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Market Analysis 

Defining the Market 

In order to properly assess the market, we must first define the two industries in which 

MaxImpact falls in between: the online competition industry and the corporate consulting industry. 

Our venture positions itself in the overlapping region of these two seemingly distant sectors, given 

that our product consists in consulting services provided to nonprofits in a low-cost way through 

our students' case competition. 

The online competition industry consists, rather than online-advertised competitions, of 

competitions that are effectively based and conducted online. Therefore, these competitions would 

essentially allow anyone in the world to participate. There are a wide variety of competitions 

offered to the web 2.0 community that either awards a product prize or a monetary prize; these 

competitions provide an easy way for web-surfers to make money and win prizes with little effort 

or cost. 

Although the strategic consulting industry is arguably indefinable and vague as well, the 

most comprehensive definition of consulting is “collectively solving real world business problems.” 

A consultant is someone who lends professional expertise to solving an entity’s biggest problems or 

improving its results. Consultants seek to understand what can be as opposed to is. 

Several major players in the corporate consulting industry are: McKinsey & Company, The 

Boston Consulting Group (BCG), Bain & Company, and Deloitte Consulting. These large strategy 

firms are known to generate a significant increase in clientele’s business by shaping thinking. 

Besides these corporate giants, several "boutiques" and local consulting firms exists as well, each of 

which is specialized in a specific field of intervention or focuses on a small and well-defined regional 

area. 

Market Analysis 

External environment: In developing MaxImpact’s marketing plan, it is crucial that we assess the 

market in which we will operate, including the environment that will influence our operations. 

Although we are a web-based competition, we will target a specific community, interested 

in a specific sector. Rather than perceiving all online competitions as part of our market, we should 

narrow our focus to competitions that involve case studies and include a consulting approach 

(further examples are listed in the appendix). 

There are several external factors that are relevant to our market analysis: 

 MaxImpact will target students who are enrolled in a 4-year accredited university program. This 
younger generation (otherwise known as “Generation Y” or “Gen Y”) is thought to be the most 
civically minded generation since World War II. In other words, “Gen Y” is becoming increasingly 
interested in public affairs as well as the outcome of our future and the conservation of the 
World. They compose a generation of strong-willed, passionate, and optimistic youth. 
Therefore, they are more likely to become attracted to and interested in a competition through 
which they will make a lasting impact. 

 90% of young people in the United States own a computer, while 82% own a mobile 
phone. Broadband is becoming increasingly more accessible and Gen Y is 
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relying more and more on the internet to satisfy their every need. When young people are on 
the internet, most of their time is spent browsing such social networking sites like facebook and 
twitter. However, more must be done to engage young people to spend a larger majority of 
their time on the web in a productive and influential manner. 

 Young people are becoming increasingly eager to participate in opportunities beyond the 
classroom. They understand that, in today’s world, the definition of success is becoming 
narrower. Now students must pursue a larger variety of opportunities. Students will therefore 
be receptive to the idea of participating in a competition that is not necessarily university-
sponsored. 

 Various economic factors are putting significant pressure on students to focus on opportunities 
that will potentially provide a monetary-prize. Students will be willing to pay a small fee to 
participate in a competition that will potentially provide a very large monetary sum as well as a 
pool of relevant and focused career opportunities. 

 Consulting is becoming a more popular field. As one of the fasted-growing fields (according 
to www.employmentspot.com), consulting is becoming especially popular amongst the younger 
generation. In addition to the fact that more emphasis is being placed on the public sphere and 
the public voice, there are more opportunities in the consulting field. Large corporations as well 
as nonprofit organizations are beginning to trust consulting firms on strengthening their entity 
as opposed to over-extending resources and attempting to do that on their own. 

 The social sector is growing. According to Bill Drayton of Ashoka: “The social sector—which 
includes non-profit and non-governmental organizations—has gone through a dramatic 
revolution over the last 25 years, growing two to three times as quickly in the United States as 
other industries.” In addition, society now has a greater expectation for the millennial 
generation to act in a socially responsible manner. 

Marketing approach 

It is necessary that MaxImpact’s marketing approach is cohesive with the industries in which 

it operates. MaxImpact will be integrated within the online competition industry as well as the 

consulting industry. Although the organization will become increasingly integrated within the 

consulting industry as it scales, MaxImpact will be working directly alongside the corporate 

consulting world to fulfill its various duties in delivering a comprehensive final product (the best 

student group’s solution) to one nonprofit organization every three months. 

Although MaxImpact will be defined in the online competition industry as well as the 

consulting industry, the organization will exist to primarily serve nonprofit organizations. 

MaxImpact was formed under the belief that there are a large amount of like-minded nonprofit 

organizations in the United States. However, due to lack of efficient and effective management, a 

large majority of them are not exploiting their potential impact on pressing social issues that our 

society is facing. MaxImpact believes that, if correctly strategically influenced, these organizations 

have the potential to function at a much higher level and increase their impact. 

In sum, MaxImpact will be fully cognizant of the previously presented data as it forms it’s 

marketing plan and strategic approach. The organization will strive to offer a competitive web-

platform that will eventually serve, not only as a competition portal, but also as a platform for 

nonprofit case studies that are available for download, online mentoring services, and other use 

consulting career services. In maintaining its mission to integrate the corporate consulting world 

http://www.employmentspot.com/
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with the nonprofit sector by using university students as a catalyst, MaxImpact will strive to provide 

the best and most up-to-date web platform, top corporate consultants and nonprofit organizations 

that present the largest opportunity for growth. 
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Marketing Plan 

Product 

MaxImpact will offer undergraduate students the opportunity to take part in a case 

competition based on real problems and difficulties that small and medium nonprofits face in their 

day-to-day operations. 

Every three months, a new case will be developed in conjunction with a nonprofit, and 

students will be able to access the competition through our website. The competition will last two 

months and will be entirely web-based; the third month will be dedicated to the evaluation of 

submissions and announcement of the winning team, which will be awarded a grand prize of 

$3,000. The featured nonprofit will collaborate with corporate consultants to evaluate the 

submissions. This process will allow for a strategic collaboration between corporate and nonprofit 

perspectives, encouraging and exploiting synergy between sectors. 

At the end of each round, the winning team will be offered the opportunity to work directly 

with the featured nonprofit to implement their proposed solution. Students will have the 

opportunity to advise the organization as consultants, gaining a deeper understanding of the issues 

nonprofits face while increasing their awareness for pressing social problems. This will also be an 

outlet for students to become directly involved with the consulting industry in order to develop the 

skills and expertise necessary for future employment in the consulting industry. 

A library of downloadable cases will represent a by-product of our case competitions. Once 

a significant number of case analyses and solutions by participating students are collected, the 

general public will have the opportunity to download them directly from our website, similarly to 

the way the Harvard Business Review conducts case studies. The cases could represent study 

material, a basis on which to build recommendations for future case competitions, or a teaching 

tool for any course focusing on nonprofit organizations or social entrepreneurship. 

Pricing 

Our pricing structure is very simple and focuses on our three main customer segments: 

 Schools: Schools can decide to pay a $3,000 annual fee to become partner institutions. This fee 
will allow students to take part in the competition at a reduced fare, and will give colleges the 
opportunity to host events on campus and to advertise for free on our website. As above 
mentioned, moreover, schools will be associated with a national social venture and will be able 
to satisfy their need for Corporate Social Responsibility 

 Students: Students will be asked to pay a participation fee for each competition in which they 
will subscribe. Each competing group will be paying a fee of $50 (or a reduced $25 fee if 
enrolled in one of our partner schools) to access the case, submit one elaborate and compete 
for the grand prize of $3,000. The subscription fee will include mentoring services provided by 
professional consultants from affiliated corporations, possibility to cooperate with the nonprofit 
in the case of victory, and free download of the winning case for the intake. 

 Nonprofits: The nonprofit on which the case is based will be asked to pay a $300 service fee, 
besides providing detailed information regarding its operations and structure. This will allow 
our team to develop a comprehensive case study addressing the issues the organization is 
facing. The fee will include the opportunity for the nonprofit to benefit from 
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the winning case and to directly cooperate with the winning team to implement the proposed 
recommendation 

Marketing Objectives 

Our marketing objectives for the short/medium-term, expressed in terms of participating students’ 

teams and partner schools are summarized in the table below. 

 

Pilot project: Sept-Dec 2010  NYC launch: 

 35 students teams 

 2 partner schools 

1st competition: Jan-Mar 2011  Regional Launch: 

 50 students’ teams (+ 43%) 

 5 partner schools 

2nd competition: Apr-Jun 2011  75 students’ teams (+ 50%) 

 5 partner schools 

3rd competition: Jul-Sept 2011  100 students’ teams (+ 33%) 

 5 partner schools 

4th competition: Oct-Dec 2011  125 students’ teams (+ 25%) 

 5 partner schools 

5th competition: Jan-Mar 2012  National Launch: 

 190 students’ teams (+ 50%) 

 10 partner schools (+ 100%) 

6th competition- onwards  Sustain a 10% growth rate in teams 

subscribing to the competition 

 10 partner schools 

Positioning 

MaxImpact positions itself as a unique company that simultaneously offers low-cost 

consulting to small and medium Nonprofits while empowering students and educating them on the 

nonprofit world. Lastly it will forge awareness about the issues that will be solved via nonprofits 

and call to both direct and indirect action. We will create a platform for Nonprofits to receive advise 

and counseling to solve pressing issues in an economic yet effective way; for students to contribute 

to social needs by providing good ideas with the potential of maximizing the impact of nonprofit 

enterprises; and for schools and corporations to satisfy their need for Corporate Social 

Responsibility while mentoring young, talented and motivated students. 

We want to position ourselves both as a source of valuable recommendation for Nonprofits 

seeking advice and as a network for students to share their ideas and develop problem-solving 

skills. We aim at creating awareness for social problems and fostering interest for the social 

environment, acting as catalysts promoting the direct involvement of students into community 

service, both in the short-term through the individual case analyses and in the long-term by 
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encouraging students to take positions in consulting firms or in nonprofit organizations. 

We aim to become the hub of student consulting for nonprofits: our intention is to create a 

national student consulting group for all the undergraduates interested in social issues and willing 

to give their direct contribution to solve compelling problems Nonprofits are facing. We can provide 

members not only with the access to an online network of other students interested in consulting 

for nonprofits, but most importantly we are giving them the opportunity to effectively impact the 

community through direct cooperation with Nonprofits organizations. 

This combination of low-cost consulting services, students' direct involvement, mentoring 

and networking opportunities differentiates us from all existing players and positions ourselves in 

an uncontested niche in the target market's perceptual map. 

Promotion 

Promotion to schools, corporations, students and nonprofit organizations will be a critical 

part of our success, especially in the initial phase of our business. Our start-up budget includes $500 

in advertising and promotion to local schools and corporations, and $200 for the quarterly expense 

for promoting the competition. 

We will primarily reach potential schools, corporate partners and nonprofit organizations 

with personal promotion to better explain the nature of our business and the unique characteristics 

differentiating our product from that of competitors. Given the reduced number of prospects this 

will be extremely feasible, at least until the national launch in 2012. Once we will expand, we will 

target them through traditional advertising channels. 

Our students' target market will be reached through four separate channels: 

 Partner schools will promote the competition within their students. This channel will entail 
no additional costs for us. 

 Advertising banners will be placed on social networks such as facebook or twitter. This 
channel will draw approximately 40% of our advertising budget in the first stage, but will 
progressively increase its share once general awareness has been generated. 

 Flyers and on-campus promotions and events will generate awareness for the competition. 
We will use 60% of our budget to create general awareness for our case competition and to 
generate buzz among the target market. Once this objective will be achieved we will 
progressively reduce the percentage of the budget allocated to this use. 

 Word-of-mouth and buzz by the students will help spreading the voice about our venture. 
This channel will entail no additional cost for us. 
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Competition 

Competitors Analysis 

There are a number of online case study competitions, which indicate public interest for 

such an initiative, making it a viable market operation. However, the topics of these other case 

study competitions vary from public relations to engineering. There are a number of consulting 

competitions but they are based on hypothetical situations or already resolved cases. Even though 

their presence in the field signifies the opportunity we have, it does not subtract from it, as we will 

be themed as consulting specifically for nonprofit organization's real problems. 

Competitive Advantages 

Encompassing three sectors, MaxImpact is a platform in which the academic, social, and 

corporate sectors can interact through our online case study competition. Even though there might 

be other case study competitions that focus on the nonprofit sector, they are held annually. 

MaxImpact will take place every three months allowing for various nonprofit organizations 

to receive consulting in the period of one year. Furthermore, it offers more opportunities to 

participate in the attempt of resolving issues of efficiency and getting in contact with the consulting 

world. We are the only online Case Study competition that will offer mentorship via Skype upon 

request. This will position us as a hands-on collaborative initiative in direct involvement during the 

entirety of the competition. Because college students are our exclusive target market, we will work 

closely with schools to promote possible sponsorship for their students to become involved with 

this extracurricular activity. When a University decides to sponsor their students by paying a 

membership fee, we will reduce the participation fee that the students are required to pay. We will 

design a template for case writing that we will offer to the nonprofit organization in order for them 

to be guided through case writing and problem identification. Hence, our cases will be focused on a 

problem and will arouse the necessary discussion for students to reflect on it. After a series of 

competitions, we will have began building an online library of cases with their solutions, which will 

serve the students participating or anyone interested in the administrative and managerial 

organization of the world of consulting for the social sector.   
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 College-organized 

Copenhagen Business 

School Case Competition, 

Marshall International 

Case Competition 

Firm-organized KPMG 

Global Green Case 

Competition, BCG Case 

Competition 

Middle man Approach MaxImpact 

Accessibility to 

competition 

Low 

Only the best teams from 

invited schools are 

allowed to take part. 

Low 

Competition held within 

selected schools for 

recruiting. 

High 

Everyone can take part, no matter 

where they come from, as long as they 

have internet access 

Connect to professionals 

in the consulting 

industry 

Low 

Main focus is to bring 

students from different 

schools together. 

Moderate 

Professionals join in the 

networking sessions and 

sometimes assist the 

groups. 

Moderate-high 

Participants are given the chance to 

apply for a mentor and the mentor will 

help them through the competition 

process via video conferencing. 

Expose students to 

NONPROFIT 

management 

Low 

Most of the cases are 

taken from well-known 

corporations. 

Moderate 

Some firms use generic 

cases while others choose 

to market their corporate 

social responsibility through 

this competition. 

High 

All the cases used in this competition 

will be based on real problems 

Nonprofits face in terms of 

management and operations. 

Give students a chance 

to act upon their 

recommendation 

Low 

There is no chance to 

implement the changes 

they recommend to the 

companies. 

Moderate 

Firms often give a small 

amount of money to 

empower the winning team 

to act upon their 

recommendations but do 

not follow through with 

them. 

High 

After each competition, the winners 

are encouraged to work with the 

NONPROFIT to implement the changes 

they recommend in their analysis. This 

emphasizes the importance of actions 

above words. MaxImpact will help 

make the connection and do the follow 

up. 

Prize money Low 

Usually a trophy and 

honorary mention. 

Moderate 

Mostly honorary mention 

and prestige, but in the case 

money is given, there is a 

limitation given to where 

the money can be spent. 

High 

The winning team of each round will 

receive a cash prize of $3000 which 

they can use whatever way they like. 
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Team and Operations 

Management team 

 Bethany Halbreich, CEO 

Bethany is a junior at New York University's Gallatin School of Individualized study 

concentrating in "Sustainable Development and Global Initiative" and minoring in Social 

Entrepreneurship. Having a sushi business in elementary school was only the beginning of her 

eclectic range of entrepreneurial endeavors, which has included running a successful luxury 

dress company, and producing two television pilots. Bethany has most recently worked in 

Marketing and Business Development at dosomething.org, the website that helps young people 

take action in their communities. She strongly believes in the power of the web to mobilize 

social change and is passionate about using her life to positively influence as many people 

around the world as she possibly can. 

 Andrea Balestrino, CFO 

Born in Cosenza, Italy on the 31st of October 1988, he has a bachelor in International Economics 

and Management in Bocconi University, Milan. He is currently enrolled in the 2010/2012 Master 

in Management- Grande ecole at HEC, Paris. He firmly believes in the importance of social 

entrepreneurship for the future of the business world and he is very concerned with improving 

the sustainability and impact of social ventures. 

 Derrick See Fu Yuan, COO 

Derrick is a junior at New York University majoring in Finance with specialization in 

Entrepreneurship and a minor in Media, Culture, and Communication. Currently serving as the 

director of a nonprofit bakery, Love Kitchen Bakery, he is leading a team in getting the bakery 

started to create a financially sustainable model for a soup kitchen while hiring the 

underemployed in the community of Inwood, New York City. With a passion for small 

businesses in local communities, he strongly believes that social entrepreneurship can solve 

many of the world's problems. 

 Stefany Cohen, CCO 

Stefany is a junior at New York University majoring in Media, Culture, and Communication, and 

minoring in Social Entrepreneurship. Her future plans center around running and developing a 

series of entrepreneurial social change initiatives. Aside from the academic preparation, 

her internships as a "Moderator of Internal Communications in a Department Store", reporter 

for two newspapers, and "Social Media Director " for two nonprofit organizations have allowed 

Stefany to acquire a set of skills which will help her to effectively serve as a Chief 

Communications Officer. She is currently serving as CEO for the "LoveLifeLead" webstore. 
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Operations 

We will engage in the following activities: 

1. Stage A: Business Development (0-4 months) 

April 1, 2010 – July 31, 2010 

 Identify partner corporate consulting firms to co-sponsor and provide judges 

 Identify universities to sponsor their students to compete in the competition at a cheaper 

cost 

 Use seed money to work with a web developer to construct web platform that will include: 

o Information about the competition, incentives, benefits 

o Steps to participate 

o Payment options for students (shopping cart with credit card) 

o Payment options for universities (shopping cart with credit card) 

o Advertisements to generate revenue 

o Downloadable cases of previous winners (Harvard Business Review style) 

 Test the User Interface (UI) 

 

2. Stage B: Relationship building (5 months-ongoing) 

August 1, 2010 – ongoing 

 Launch web platform 

 Launch social media 

 Reach out to universities and students to participate 

 Seek corporate partners 

 

3. Stage C: Running the venture (August 1, 2010 – ongoing) 

 Secure a nonprofit for each session and develop the case 

 Secure judges for each session 

 Secure groups to participate in each session 

 Establish students-nonprofit partnership 

 

Generic Model: 

 Month 1 Month 2 Month 3 

 NONPROFIT 

recruiting 

 Judges Recruiting 

 Students’ 

application 

Case to be 

released 

Work in progress 

and submission due 

Winner announcement and 

beginning of students-NONPROFIT 

partnership 
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Timeline: 

August 2010  Launch web platform 

 Secure schools and corporate partners 

Period 1: September 2010- October 2010  Evaluative Case Competition 

 Pilot project and market testing 

 Stuart Satter Official Presentation 

Period 2: November 2010- December 

2010 

 Evaluation of results 

 Potential changes & improvements 

 NONPROFIT recruiting for 1st competition 

 Judges recruting for 1st competition 

Period 3: January2011- March 2011  First case competition 

 NONPROFIT recruiting for 2nd competition 

 Judges recruiting for 2nd competition 

Period 4: April 2011- Onwards  3-monthly model replication 
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Measuring Results 
In order to measure our results and asses our social impact, we have developed specific 

measurables related to our three primary objectives: provide effective low-cost services to 

Nonprofits, increase students' interest and expertise in the nonprofit world, and provide mentoring 

opportunities for professional consultants. 

The table below summarizes these measures, how we will measure the results, what is the 

target outcome we aim to reach and the time frame in which the effectiveness is to be measured. 

 

 Primary Objective Time 

Horizon 

Primary Measures Evaluation Target Outcome 

Nonprofits Low cost consulting 

services provided 

Short-

term 

Satisfaction level for 

analysis/recommendations 

provided 

Survey 80% satisfaction in 

Year 1, 90% 

satisfaction in 

consecutive years 

Effective implementation of 

recommendation 

Monitor 

NONPROFIT’s post 

competition activity 

80% satisfaction in 

Year 1, 90% 

satisfaction in 

consecutive years 

Long-

term 

Return to submit another case 

for consulting service 

Rate of return of 

clients 

20% return rate 

Students Increase interest in 

Nonprofits, especially 

in the field of 

consulting 

Short-

term 

Return to take part in another 

round of competition 

Rate of return of 

participation 

20% return in the 

same year 

Help NONPROFIT with the 

implementation of 

recommendation 

Monitor 

NONPROFIT’s post 

competition activity 

50% of winning team 

Long-

term 

Go on to start their own 

initiatives 

Post competition 

surveys 

20% of participants 

Pursue a career in consulting Post competition 

surveys 

20% of participants 

Consultants Mentoring 

opportunities 

Short-

term 

Provide help and feedback to 

students on the cases 

Survey 100% of participants 

connected to mentor 

Long-

term 

Continue to stay in contact with 

mentees 

Post competition 

Survey 

35% retention rate of 

mentees 

 

Aside from the above-mentioned custom-developed evaluation measures, we will also 

determine the effectiveness of our operations using more traditional means. 

Our financial performance will be measured through standard financial ratios and 

performance indicators, with main competitor's figures as a benchmark against which to evaluate 

performance. Our short-term goal is to outperform direct web-based case competition providers 

after the second year of operations, and to sustain our performance in the medium/long-term. 
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Growth Strategy 

With seed funds provided by the owners, we will launch the first case competition in New 

York City. We will use the "Upper Manhattan Mental Health Center, Inc." as the nonprofit on which 

the case will be based, and we will target 30 teams to take part from colleges around Manhattan 

such as New York University, Columbia University, Pace University, and Baruch College. 

For the next competition, we will use a nonprofit that is regional and bigger. Taking 

advantage of the Annual Stuart Satter Conference in November, we will launch the competition on 

a regional scale. We believe that this conference attracts a good mix of social investors, university 

faculties, nonprofits management and social entrepreneurships; all of whom can expect benefits 

from working with us. During this conference, we will form partnerships with schools from across 

the country and pursue more funding from investors. 

As the number of teams participating increase, we will increase the number of Nonprofits 

we can serve per competition. Instead of offering just one case, we will offer multiple cases of 

Nonprofits tackling different social issues that will interest different students. For example, for one 

competition, we will have one nonprofit interested in environmental sustainability, one in poverty 

alleviation and one in providing accessible healthcare. Not only will this allow us to provide more 

nonprofits with low cost consulting solution, students will also be exposed to a wider variety of 

nonprofits and get the choice to dive deeper into a social problem of their interest. 

In the summer of 2011, we expect to start making a profit. On top of that, we foresee 

addition funding coming in and a second capital infusion by the owners: with these resources, we 

prepare to go national in the beginning of 2012. The global launch is expected to take place by the 

beginning of 2013, upon hiring of additional full-time staff. The competition will be open to college 

students in countries in Europe, South America and Asia. We believe this will draw in a large 

number of participants from across the world. We will continue to expand nationally and 

internationally, forming partner universities all around the world, working with nonprofits 

internationally to provide low cost consulting services. 

On the global scale, we will begin by using the same cases prepared in the U.S. However, 

once we have sufficient resources, we will start working with local Nonprofits to create cases with a 

local context. Not only will this benefit the country more, it will also increase students' awareness 

of local Nonprofits and encourage them to work locally to create social change. 

By 2014, our archive of nonprofit cases and model analysis would be large enough to begin 

to license. We will then serve as the Harvard Business School case collection for small to medium 

sized nonprofits. There will be a fee incurred to download these cases and solutions. As social 

entrepreneurship become more prevalent in colleges around the U.S. and the world, we believe 

that this case collection has the potential of becoming the standard university curriculum due to 

first mover advantage. This will generate a massive amount of revenue and create a highly self 

sustainable model. 
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Financial Plan 

MaxImpact is based on an extremely low-cost business model, requiring little start-up capital, 

no overheads and minimum operating expenses. 

Our operations will require initial start-up costs of only $3,300 mainly due to legal costs for LLC set 

up and website development expenses. 

Assumptions and estimates made concerning the company start-ups are listed below: 

 We will not need any office space or computer, since we will run the business with our 

personal means. 

 Initial expenses for office supplies & miscellaneous have been (over)estimated at $300. 

 Advertising and promotion to schools and corporate partners have been (over)estimated at 

$500. 

 Legal costs for the LLC set up have been estimated at $1,500. 

 Website development costs have been (over)estimated at $1,000. 

Seed capital of $12,000 (i.e. $3,000 per capita) will be injected by the owners themselves 

through personal funds and contributions from friends and family, and will cover the entirety of the 

initial start-up costs. No additional capital injections will occur, and this investment will allow 

maintaining a positive cash flow balance from the first period of operations, while Net Income will 

turn positive by the beginning of 2012. 

The largest expense together with executive wages is represented by the $3,000 prize offered 

to the winners of the quarterly case competition, while all the other costs are negligible and could 

easily be reduced at the will of the management team. 

Moreover, both start-up and operating costs have voluntarily been overestimated in order to 

provide extremely conservative projections. 

Assumptions for operating expenses: 

 Executive wages $1000 per quarter per person. 

 Supplies & miscellaneous costs have been estimated at $100 per quarter. 

 Advertising expenses have been estimated at $200 per quarter 

 We assumed to be able to get ordinary legal expenses pro bono 

 Web maintenance expenses have been estimated at $100 per quarter 

 No phone and internet expenses will be needed, since we will run the operations with our 

personal means. 

As discussed earlier in the business plan, MaxImpact will organize quarterly case competitions 

featuring a final prize of $3,000 for the winning team. Starting from its first intake, the firm will be 

able to entirely cover this cost through students’ subscriptions, school contributions and nonprofit 

service fee. 

We have realistically assumed to be able to secure two schools for the September 2010 pilot 

project (New York University and Columbia), and to increase the number of partner institution to 

five by January 2011, after the official launch of the project. Given our plans to go national by 2012, 

the estimate of partner schools in the entire US has been set at ten. As explained earlier in the 

document, each associate school will contribute $3,000 per year to the 
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organization, in exchange for free advertising and the possibility of students to take part in the 

competition at a reduced fare. 

For what subscriptions are concerned, also in this case we have been realistic and conservative. 

We have assumed 35 teams to compete in our pilot project, and this number will increase to 50, 75, 

100, 125 in the four subsequent intakes. We have assumed that 75% of the participants will come 

from partner schools, hence will pay the reduced fee of $25; the remaining 25% will be enrolled in 

non-partner institutions and will be paying the entire $50 inscription. We expect a 50% increase in 

subscriptions by the beginning of 2012 (when we first go national), and we have assumed a 10% 

growth thereafter for 2013. 

An additional source of revenue will be represented by advertising on our website. This has 

been estimated at $500 per quarter. 

Our estimates and assumptions concerning income streams are markedly realistic and 

conservative, and we are confident that they could easily be outreached. 

By the second year the projected profit will turn positive at almost $1,000 and will allow 

MaxImpact to be entirely self-sustaining without need for further capital injections. 
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Appendix 

Pro-forma Financial Statements 

Startup Expenses     

MaxImpact     

Capital Equipment     

Office space  $                -   

Total capital equipment  $                -   

     

Equipment     

Computer  $                -   

Supplies & other equipment  $              300   

Total Equipment  $              300   

     

Marketing     

Advertising expenses  $              200   

Promotion to schools & corporations  $              300   

Total Marketing  $              500   

     

Administrative Expenses    for LLC set up 

Legal  $           1,500   

Government Permit/Professional Fees  $                -   

Total Admininstrative Expenses  $           1,500   

     

Other Expenses     

Website development  $           1,000   

Total Other Expenses  $           1,000   

     

Summary Statement     

     

Startup Expenses     

Capital equipment  $                -   

Equipment  $              300   

Other expenses  $           1,000   

Administrative Expenses  $           1,500   

Marketing  $              500   

Total Startup Expenses  $           3,300   
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Pilot project & Twelve-Month PnL    
MaxImpact      

 Sept/Dec 10 Jan/Mar 11 Apr/Jun 11 Jul/Sept 11 Oct/Dic 11 

Revenue (Sales) Colonna1 Colonna2 Colonna3 Colonna4 Colonna5 

Subscription $      1,093.75 $      1,562.50 $      2,343.75 $      3,125.00 $      3,906.25 

NONPROFIT contribution $         300.00 $         300.00 $         300.00 $         300.00 $         300.00 

Schools contribution $      1,500.00 $      3,750.00 $      3,750.00 $      3,750.00 $      3,750.00 

Advertisement income $         500.00 $         500.00 $         500.00 $         500.00 $         500.00 

Total Revenue (Sales) $      3,393.75 $      6,112.50 $      6,893.75 $      7,675.00 $      8,456.25 

      

Expenses      

Prize $      3,000.00 $      3,000.00 $      3,000.00 $      3,000.00 $      3,000.00 

Supplies $         100.00 $         100.00 $         100.00 $         100.00 $         100.00 

Wages $      4,000.00 $      4,000.00 $      4,000.00 $      4,000.00 $      4,000.00 

Payroll taxes (10%) $         400.00 $         400.00 $         400.00 $         400.00 $         400.00 

Website maintenance $         100.00 $         100.00 $         100.00 $         100.00 $         100.00 

Depreciation $                   - $                   - $                   - $                   - $                   - 

Advertising $         200.00 $         200.00 $         200.00 $         200.00 $         200.00 

Accounting and legal $                   - $                   - $                   - $                   - $                   - 

Telephone/Internet $                   - $                   - $                   - $                   - $                   - 

Total Expenses $      7,800.00 $      7,800.00 $      7,800.00 $      7,800.00 $      7,800.00 

EBT $    (4,406.25) $    (1,687.50) $       (906.25) $       (125.00) $         656.25 

Taxes (35%) $                   - $                   - $                   - $                   - $         229.69 

Net Profit $    (4,406.25) $    (1,687.50) $       (906.25) $       (125.00) $         426.56 
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Pilot project & Twelve-Month Balance Sheet  

MaxImpact   
 

Assets Beginning Balance, Day 1 of company Ending Balance, Dec 2011 
 

Cash $      12,000 $           731 
 

Account receivable, net $             - $        3,570 
 

Current assets,net $             - $             - 
 

Non-current assets, net $             - $             - 
 

Fixed assets, net $             - $             - 
 

Website  $        1,000 
 

Total Assets $      12,000 $        5,302 
 

   
 

Liabilities and Shareholders' 
Equity 

  
 

Liabilities   
 

Current liabilities   
 

Long-term liabilities $             - $             - 
 

Total liabililties $             - $             - 
 

Shareholders' equity   
 

Common stock $      12,000 $      12,000 
 

Retained earnings $             - $       (6,698) 
 

Total owner's equity $      12,000 $        5,302 
 

   
 

Total Liabilities and Owner's 
Equity 

$      12,000 $        5,302 
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Pilot project & Twelve-Month Cash Flow 

    

MaxImpact       

. Pre-Startup EST Sept/Dec 10 Jan/Mar 11 Apr/Jun 11 Jul/Sept 11 Oct/Dec 11 

Cash on Hand (beginning of month) $                         - 
$         
8,700.00 

$     17,793.75 
$     
12,356.25 

$       
7,700.00 

$        
3,825.00 

       

CASH RECEIPTS       

Schools contribution $                         - 
$       
15,000.00 

$                  - $                 - $                 - $                  - 

Subscriptions $                         - 
$         
1,093.75 

$       1,562.50 
$       
2,343.75 

$       
3,125.00 

$        
3,906.25 

NONPROFIT contribution $                         - 
$            
300.00 

$          300.00 
$          
300.00 

$          
300.00 

$           
300.00 

Advertising $                         - 
$            
500.00 

$          500.00 
$          
500.00 

$          
500.00 

$           
500.00 

Equity/cash in $            12,000.00 $                    - $                  - $                 - $                 - $                  - 

TOTAL CASH RECEIPTS $            12,000.00 
$       
16,893.75 

$       2,362.50 
$       
3,143.75 

$       
3,925.00 

$        
4,706.25 

Total Cash Available (before cash out) $            12,000.00 
$       
25,593.75 

$     20,156.25 
$     
15,500.00 

$     
11,625.00 

$        
8,531.25 

       

CASH PAID OUT       

Prize  
$         
3,000.00 

$       3,000.00 
$       
3,000.00 

$       
3,000.00 

$        
3,000.00 

Purchases (Capital Equipment) $                         - $                    - $                  - $                 - $                 - $                  - 

Gross wages $                         - 
$         
4,000.00 

$       4,000.00 
$       
4,000.00 

$       
4,000.00 

$        
4,000.00 

Payroll expenses (taxes, etc.) $                         - 
$            
400.00 

$          400.00 
$          
400.00 

$          
400.00 

$           
400.00 

Advertising/promotion $                 500.00 
$            
200.00 

$          200.00 
$          
200.00 

$          
200.00 

$           
200.00 

Accounting & legal $              1,500.00 $                    - $                  - $                 - $                 - $                  - 

Telephone/internet $                         - $                    - $                  - $                 - $                 - $                  - 

Supplies $                 300.00 
$            
100.00 

$          100.00 
$          
100.00 

$          
100.00 

$           
100.00 

Website $              1,000.00 
$            
100.00 

$          100.00 
$          
100.00 

$          
100.00 

$           
100.00 

SUBTOTAL $              3,300.00 
$         
7,800.00 

$       7,800.00 
$       
7,800.00 

$       
7,800.00 

$        
7,800.00 

Dividends $                         - $                    - $                  - $                 - $                 - $                  - 

TOTAL CASH PAID OUT $              3,300.00 
$         
7,800.00 

$       7,800.00 
$       
7,800.00 

$       
7,800.00 

$        
7,800.00 

Cash Position (end of month) $              8,700.00 
$       
17,793.75 

$     12,356.25 
$       
7,700.00 

$       
3,825.00 

$           
731.25 
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Profit and Loss Projection (3 Years)     

MaxImpact        

 2011 Go national  2012   2013 

  g   g   

Revenue (Sales)        

Subscription $    10,937.50 50%  $    16,406.25 10%  $    18,046.88 

NONPROFIT contribution $      1,200.00 0%  $      1,200.00 0%  $      1,200.00 

Schools contribution $    15,000.00 100%  $    30,000.00 10%  $    33,000.00 

Advertisement income $      2,000.00 50%  $      3,000.00 0%  $      3,000.00 

Total Revenue (Sales) $    29,137.50   $    50,606.25   $    55,246.88 

        

Expenses        

Prize $    12,000.00 0%  $    12,000.00 0%  $    12,000.00 

Supplies $        400.00 20%  $        480.00 0%  $        480.00 

Wages $    16,000.00 100%  $    32,000.00 0%  $    32,000.00 

Payroll taxes (10%) $      1,600.00 0%  $      1,600.00 0%  $      1,600.00 

Website maintenance $        400.00 50%  $        600.00 0%  $        600.00 

Depreciation $               - 0%  $               - 0%  $               - 

Advertising $        800.00 200%  $      2,400.00 0%  $      2,400.00 

Accounting and legal $               - 0%  $               - 0%  $               - 

Telephone/Internet $               - 0%  $               - 0%  $               - 

Total Expenses $    31,200.00   $    49,080.00   $    49,080.00 

EBT $    (2,062.50)   $      1,526.25   $      6,166.88 

Taxes (35%) $               -   $        534.19   $      2,158.41 

Dividends $               -   $               -   $               - 

Net Profit $    (2,062.50)   $        992.06   $      4,008.47 
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Upper Manhattan Mental Health Center (UMMHC) Case 

The first nonprofit we will collaborate with to create a case study is the Upper Manhattan 

Mental Health Center, Inc. Established in 1986, it is a community-based organization that seeks to 

enable individuals and families to effectively and productively meet the many challenges within 

today’s scope of “problem of living”. It provides comprehensive community service to people with 

emotional, psychiatric and substance abuse illnesses. 

William S. Witherspoon, Jr., executive director of the Upper Manhattan Mental Health 

Center, has been managing the organization for a while. Recently, the organization has been 

running low on cash due to the economic downturn. The operation of the organization has been 

financially sustainable with the service fees they charge. They never had the need to rely on 

donations. However, looking forward, Witherspoon is beginning to worry with the current business 

model and whether it is viable in the years to come. 

After some brainstorming, he came up with an idea of starting a for-profit subsidiary, also 

known as the “B Corporation.” Leveraging on the infrastructure and the skills they have developed 

over the years in the organization, the B Corporation can provide support and solutions to small 

businesses around the community. A fee will be charged to the small businesses that are using this 

service. With the number of small businesses in the community, Witherspoon believes that this is 

large profitable market that has yet to be tapped into. The more Witherspoon thinks about this, the 

more excited he becomes. However, he realizes that there is much to consider before 

implementing such change. 

This case will require participants to do research on the organization, understand the 

community it is situated in, and think critically using the information they have. They will discuss 

the feasibility of the B Corporation and its pros and cons. Finally, they will give recommendations to 

what the Upper Manhattan Mental Center should do to solve its financial problems as well as steps 

to take to expand its operations. 

 

 

 

 

 

 

 

 

 


