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SECTION I


EXECUTIVE SUMMARY
INTRODUCTION                                                                                   
French-American Television started in San Francisco in January 1987 as a half hour weekly show, and has aired continuously ever since.  In 1999, we made our appearance on the Internet. The concept of French American Television is to

 Provide French and American shows under the same “umbrella”, a concept that

 has proven to be very successful with French-American Schools where children

 learn both curriculums within the same day. It is a concept that no one has

 developped before on television. French American Television is the only show that provide french and american segments within the same show, separately or within the same half hour, sometimes within the same segment, where some guests are american and some are french, or where the guest is both french and american and speaks  both languages.

           As with any new concept, there needs to be an interest. And the interest

 is definitely there. In French American Schools, there are 26 or more nationalities

 within the student body. This is due to the changing demographics of all countries.

 English is usually the second language all children learn besides their first maternal

 language. We want to develop this concept on television where all will find

 a second language to listen to and with the internet, going global  is becoming

 a possibility. Soon the internet will be combined with cable and watching a show

 on your computer would be as current as watching it on a television set. 

           Trying a new concept is something that most people are reluctant to approach. A good example would be CNN where Ted Turner tried the concept

 of  “News Only” shows. It was an experiment and it worked. Ted Turner is 

 now the 10th weathiest man in the world.

The Internet is the key to profitability for French-American Television.  From our roots as a local cable TV program we anticipate becoming a highly profitable e-commerce business.  We show elsewhere in this Executive Summary and in Section III (Sales and Marketing Plan)  the different ways e-commerce can be profitable for French-American Television.

 For investors, the prospects of return on their investment make French-American Television very promising.  Our success is not just predicated on our cable TV offerings, it is about what we will create on our Internet website in the next two to three years.  Starting with our current video library, our contact list, and customer base, we will build upon what we already have.  We are still in the early stages of website development with many enhancements to come -- including advertising, links to other sites, a variety of video offerings, and exciting products and services.

COMPANY BACKGROUND                                                      

The company is owned and operated as a sole proprietorship by Aline Dinoia.  It is currently a corporation under the State of California.  

Our headquarters is located in San Francisco, California where we currently use local cable TV access to edit and produce many of our interviews and performances.  Everything else is taped on location throughout the Bay Area and sometimes in France.  French-American Television owns the copyrights of all the programs. 

COMPANY MISSION                                                               
Our mission is to enrich people with the vast array of French and American culture.  For those who are already Francophiles, we want to fulfil their demand for French cultural activities of all sorts.  For newcomers to the culture, we want to stimulate their interest and provide them with an easy introduction into exciting cultural activities of French-American Television. Since the beginning

the magic of the show has been that people on the set were able

to find something in common or something they were looking for.

This has allowed people to make contacts, network or simply discover

similarities in what they do even if they were in totally different fields.


Others have found answers to problems or questions they had. 

CURRENT OBJECTIVES                                                          
In order to achieve the financial goals outlined above, we have identified the

 following near-term objectives.  Our strategy is in four phases: 

· Phase One:  We will begin transferring the current television shows to our Internet website. As need develop, we can store progressively

· Previous productions on a server to be accessed through a video

· archive of all past years.

·  These shows have been produced from 1987 to the present, or about 600 shows.  This will give our site substantial content to attract all kinds of viewers, both French and American speaking, as some shows are in French, some in English, and some are bilingual.  The idea is to provide variety, so that people will come back every day and still find something new to watch.  

· Phase II:  As we develop a steady and repeat viewer base, we will seek advertising agencies to place ads on the shows or on the site creating an initial steady flow of income.  If we see a growing number of viewers,

We will offer memberships to our viewers. Unlimited access to our programs for a basic fee per year, very reasonably priced so everyone

Can access them. Most schools, teachers, are interested in this formula to get full immersion to french-american Culture.  

· Phase III:  A third revenue source will be exploited.  For each artist, writer or musician featured in our programs, we will have a subsection of their interview indicating how viewers can purchase their products, music, etc. with a percentage of sales returned to us for promotion.

· We would be open to syndicate some footage to other companies on

· The internet or on television. 
· Phase IV:  Finally, we will actively promote our website as a portal [A portal is a large website used as a launching pad for other sites] to attract other French-American Producers and to promote alliances.  Because of the volume associated with portals, advertising revenues can be sizable. We could branch out to other culture and create a

· Spanish American section, an Italian-american section a German-American section, a Russian-american section, etc. etc. as more and 
· More producers offer their footage to our portal.  
This four pronged plan, each successful step building on the previous step, is best seen as one continuous development plan.  The phases outlined above will in fact overlap to some degree.  In fact, some are currently in progress.  To some extent, they are chronological; for example, we cannot advance our portal positioning (Phase IV) until we have our first 500 volume library substantially installed (Phase I).  The source of revenue in Phase II also depends on 

Phase I.

PRODUCTS AND SERVICES OFFERED                                     

French-American Television has been theme oriented since its inception.  Its image has been nurtured by its founder Aline Dinoia.  As a non-profit cable TV program, its focus has been on public service -- in keeping with the original mission statement of public supported, public access TV.  We are now at the crossroads.  The Internet has made it possible for us to change our direction -- yet without changing what has always been part of our mission, public service.  We are now commercially driven -- on the Internet -- yet still adhere to the public service image of our origins.

The products we will offer are as follows:

· The 600+ TV programs in our library of videos will be available for viewing on the Internet (Copies will be available upon request, but the copyright remains with us);

· Books, videos, artwork and music presented in the interviews of our TV guests will be made available for purchase in a separate subsection;

· Productions by other TV producers -- Copies will also be available for sale, and in turn will promote new products.

French-American Television continues to produce its half hour weekly programs, which began in 1987, featuring members of the French-American community with events of interest happening in cultural centers, schools, theaters, galleries and concert halls, both outside or in private settings.  In the future other producers will be used to tape events on locations outside the Bay Area as the site expands its viewership.  Some tapes are of musicals and plays or performances taped as long as 13 years ago, but continue to be of interest. We expect them to maintain their timeliness for a long time.  

Tapes of past programs will be available directly on the Internet.  If someone requests a copy it will be available with the permission of the guest.  For the guests on our program, they will be able to offer their products or services in a subsection of the site connected to their interview or performance.  

Finally, links will be developed with sites of similar interest.  In order to increase the overall revenue potential of our site we will progressively ask other French-American sites to link to our site.  For example, we are linked to Alliance Francaise because we tape their events in the San Francisco bay area.  Le BAC (Bay Area Communique) lists our show in their events section.  Larger French‑American sites will list French-American Television, such as the French portal  "Chez.com", as well as any bilingual portals who have link sections.

The retail part of the site will be a key element of our strategy.  In developing our retail presence, we will seek out writers, artists and musicians or interview them.  We want to offer a product mix that will appeal to the viewer base we have already.  It’s a mixed bag, but one that demonstrably appeals to our particular audience.  It may be thought of as being analogous to a popular boutique with all kinds of interesting merchandise -- only located on the World Wide Web, rather than in a fashionable business district.

MARKETING STRATEGY                                                       
With the Internet, our audience is worldwide for French oriented programs for a predominantly English speaking audience.  We are no longer limited to the demographics of San Francisco, as with our local TV program.   

We can grow profitably through the medium of the Internet by:  (1) advertising our TV programs worldwide, (2) expanding the number of shows we post on the Internet, and (3) developing new productions to include profiles of people, conferences, art expos, plays, school classes and other programs produced by other producers outside the San Francisco Bay Area.  

As with other websites going after specialized niches, the key to success is creating a strong presence and rapid expansion.  We want to go after the first time visitor, and keep him/her coming back.  Heavy traffic will be stimulated by recommendations of friends to friends.  The way you get frequent visits is by offering something unique and of value.  The retails sales will take care of themselves.  Getting people “into the store” is the key.  In the short history of the World Wide Web, this has proven to be the winning formula for countless new profitable ventures.

Developing links and inducing word of mouth advertising is the way portals are known.  For this reason, we will seek to develop as many alliances as possible.  Expansion of French-American Television as a portal is a long term strategy, and is predicated on our meeting our other marketing goals.  We will of course be competitive with other portals.  But as we expand our numbers of links, we can position ourselves to take advantage of this very promising source of advertising revenue. 

TRENDS IN THE INDUSTRY                                                   
In its first five years of existence (1987-1992) French-American Television could not have contemplated the kind of expansion it is now undertaking.  In 1993 a whole new way of doing business began unfolding on the Internet.  A series of technological developments enabled the creation of the World Wide Web.  It has since created a revolution in doing business.   It has opened a whole new dimension for promoting, selling, shopping, and buying products and services.

This explosive growth, though well known, bears repeating.  By March, 1999 the Internet reached over 240 countries and more than 159 million people.  Internet revenues of all types topped $300 billion in 1998.   Internet commerce exceeded expectations by topping $100 billion in 1999.  It is expected to account for 6% of the global economy by 2003.  Those statistics explain the furious merger activity among telephone, cable and Internet companies that we’ve seen recently.  This is not a passing fad, and Wall Street bears this out.  

In addition to the growth of the World Wide Web in the past ten years there has been exponential growth in the number of hosts (computer systems connected to the Internet).  In January 1999, there were about 45 million hosts.  Average annual growth rate has been 40 to 50% over the past three years.   Like TVS in the 1950s, and telephones before them, eventually there will be computers with streaming videos in every home, hooked to the Internet.

More than 45% of U.S. homes now have a personal computer.  What is driving PC sales is not just the interest consumers have in them, and in the Internet, but in their drop in prices.  Prices of PCS  have fallen so low that many homes (estimated 17%) have more than one computer.  Almost half of the homes with one computer have a modem.  These are fast modems; nearly two-thirds use 33.6 or 56 Kbps.  That means not only access to the Internet, it means with faster modems users can receive graphics and multimedia -- which is what French-American Television intends to offer.  Whereas the number of homes accessing the Internet in 1997 was 23%, this year it reached 36% (or 36.5 million homes)

As for buying on the Web:  About 26% of Web households reported purchasing something online in 1998, up from 19% in 1997 and 15% in 1996.  (Source: GVU WWWUser Survey)

The handwriting is on the wall.  All trends indicate explosive growth in computers, the Internet, the World Wide Web, and sales on the Web.  We need only a sliver of that huge potential market to bring profits to ourselves and big returns to our investors.

COMPETITION                                                                       
So far, we have not seen a television show similar to ours in the San Francisco area. Occasionally the local PBS stations offer French programming but we don’t regard any of this as potentially damaging to us from a competitive standpoint.  Nor would it be particularly detrimental if another French cable TV program appeared.  Unlike network programming, we do not fear our audience being diverted to a competitor.  We are not commercially supported.  Nor are we ratings driven; in fact, we do not look at ratings at all.

To speak of competition properly then, we need to focus on our Internet presence.  It is important to point out that the usual rules of competition don’t apply to Internet sites such as French-American Television.  If we were selling books, we would no doubt have to contend with Amazon.com, or Barnes & Noble.  If we were selling news and information, we would no doubt have to concentrate our strategy on CNN.com.

We must call the reader’s attention to the very nature of the World Wide Web, concerning specialty websites such as ours.  For unique companies in small niches like ours, competition is not a primary concern.  The WWW is simply “wide” enough to accommodate many disparate elements, each limited only by its own marketing abilities rather than competitive forces.

To a larger extent, competition is about market share.  Customers are not comparison shopping -- comparing our offerings with those of our competitors.  Market share in this case has more to do with the limited disposable income of consumers.  Growing numbers of websites are competing for that ever growing spending power.  That is why, as we more fully explain in Section III, we are concentrating our strategy on creating a strong presence to attract new customers, artists, producers and alliances.

Nevertheless, ours is not a regulated industry.  Anyone can enter.  But to offset “competition,” we will concentrate our attention on joining forces with them through alliances rather than out-spending them for customer allegiance.  They will willingly join us -- in fact several have already -- as it is to their advantage to do so.  We are not offering competing brands. Combined we can offer more of what our customers value and thereby help each other.

POTENTIAL RISKS AND OPPORTUNITIES                                    
RISKS
There are some risks associated with a company such as ours.  However, such risks are  not unique to our business.  We believe that by being aware of these risks we will be better prepared to respond to the  challenges they pose, and act accordingly.

French-American Television is developing a new concept in TV programming.  Our analysis shows that there is little of the traditional competition associated with companies such as ours.  But as far as risks are concerned, we feel that there is always some risk in introducing something new.  While risks of competition, at least in the beginning, will be minimal, there will be a challenge in introducing a new concept.  

Because we are developing something new in a relatively new market, there is a risk that our marketing strategy will need revising.  By careful attention to costing, including staffing costs, we can  assure ourselves that, even if projections must be  downscaled, this will not adversely affect our profitability.   

A major risk which no start‑up company, or even a major  corporation, can completely avoid, involves unforeseen changes in  the business cycle.  Currently the economy is very strong.  But even if the economy slows, or even declines, we will not be adversely impacted, given our comparatively small capital expenditures and low overhead.  We will not lose money, but simply enter a period of slow growth along with the rest of the economy.

A major risk ‑‑ one that affects all companies in the early  stages of development ‑‑ involves fluctuations in cash flow.  To  prevent an adverse cash flow condition, and avoid problems  associated with it, our company will seek sufficient funding that will carry it through its early stages, that is, the time in which it is most likely to experience cash flow difficulties.

Problems, of course, can be anticipated, but cannot be  entirely eliminated.  We believe that the combined skills,  managerial experience and business knowledge of the management  team we plan on developing will be more than sufficient to allow the company to  meet all of its short‑term and long‑term objectives.

Opportunities
We believe the opportunities far outweigh the risks.  As we stated at the beginning of this Executive Summary, the prospects for return for investors is very promising.  We reiterate, by stating what the experts have been telling everyone who will listen:  the Internet is one of the biggest technology breakthroughs of the last 100 years.  More than that, it is a marketing revolution.

What that means is that companies like ours who seize the opportunity can make history.  First, the time is right.  The economy is booming.  You don’t have to be a genius or seer to make money in this economy.  Secondly, all the recent statistics bear this out, especially those concerning computer proliferation.  Computers are cheap.  People are buying powerful computers.  They are going to the Internet, and they will be using all those fancy accessories to do the kinds of things we will be offering at our website.  Finally, the Internet is at last delivering in a big way.  What the Internet can provide is for a multiplicity of choices, to a wide range of demographic groups.  For the last thirteen years we have targeted our customers, and now with the Internet we can expand our reach.  That means customers, it means sales, and finally it means profitability.


SECTION II


THE PRODUCT LINE AND 


PRODUCT SUMMARY


Introduction                                                                              
French-American Television is both a television program and an Internet website.  

· Our cable television program has been broadcasting to cable subscribers in the San Francisco Bay Area since 1987.  It consists of events and interviews on French-related subjects.

· Our website (french‑american‑tv.com) was opened in 1999.  It was developed and is currently maintained by Philippe Cailloux, an Adobe engineer who was a guest on the show and volunteered to help us create it. 

The key to our product offerings is the amalgamation of our TV program with our website.  We plan to transfer all of our programs produced since 1987 to our Internet site and make them available for viewing.  Future shows will be produced directly on digitized form.  Once all the technical details are in place, the marketing department will promote the site’s content and benefits. (See Sections C and D for discussion of marketing and technical issues.)

The programs will be accessible for viewing for free on the site, just as they are essentially free on television for those with cable access.   If viewers would like copies of tapes, they will be available for a fee.  In Section D we discuss how viewers can obtain copies of the programs.  

Products / Services                                                                    
Our core “product” -- from the company’s inception -- has been our weekly television show.  The show has evolved over the past 13 years.  It started as a three segment program with one segment devoted to interview, one for children’s topics, and one for music or art. Now we often spend entire half hours on each of these segments. The interviews are not rigidly timed, so if an interview lasts 19 minutes, for example, the remaining 8 minutes are filled with something else, such as an event taped outside the studio or even another short interview.

On a particular production of three hours, we interview two, three or four individuals.  These people are on the set at the same date and time and usually have something  in common or something that connects them.  They exchange ideas, connections or simply establish a friendship.  Although we do not usually seek out celebrities, we will sometimes tape celebrities who happen to be passing by or near our outdoor set.  

With teleprompters and other advanced film technology, interviews in the future could have subtitles and be shown in either French or English.  We believe this would have a strong impact on viewership because those with a limited understanding of French would not be precluded from our reach. 

TV Program Content                                                                 
Each of our shows is different and therefore each offers a different perspective or content to the viewer. The participants in our shows are unique and therefore each show is unique.  The products they offer would satisfy all kinds of tastes and there is always something of interest to everyone.

What we offer is a look at the different personalities we encounter throughout the month and invite them for an interview, or the opportunity to perform, on the set or outside in a location of their choice. People who appear on the show are rarely celebrities. Often they are regular citizens or visitors.  

Because we are based in San Francisco, we feature mostly people in the San Francisco area and Silicon Valley.  We cover the French cultural community, the schools, galleries and concert halls.  If someone wants to be filmed on location, we go to that location.  If they have a restaurant, for example, we usually tape the chef in his kitchen.

Currently the people we feature are mostly French or other Europeans who have migrated to the United States and have a story to tell. We sometimes feature Canadians who come through the SF Bay area, French speaking persons from other countries like Senegal or Algeria, Tunisia, Morocco, and sometimes Americans who have something we feel will interest our multi-cultural audience.  As we host other producers’ shows, their content might have a different aspect or theme.

Our product is uniquely presented.  Often the guests we feature are personal contacts of the producer or referrals from past guests or from friends.  For the products our guests offer for sale on our website, often the artist is not mass commercialized.  So they are "rare" items or unpublicized items. The products often will not be sold anywhere else.

French-American Television will not accept shows of adult content, however.  Shows will stay cultural, educational and instructive. We will not post anything violent or offensive to any group. 

Our Philosophy                                                                         
Our philosophy, then, is to continue bringing the quality entertainment and cultural activities that have been our hallmark as a cable TV alternative these past 13 years.  We fully ascribe to the original philosophy that has guided Cable Access TV (CATV) since its inception -- of providing quality TV programing that is not ordinarily found on the major TV networks.  It is most definitely a niche as we are not going after the broad mainstream audiences that commercial TV demands.

That guiding philosophy equally applies to our current endeavor on the Internet.  We regard it as a good fit, and a smooth transition.  The content of our product offering is not new, only the delivery.  For we regard CATV and the Internet as both ideally suited to niche companies such as ourselves.

The Key to Success: WWW                                                        
What makes this company, its products, its offering possible is today’s personal computer and the Internet.  Technology has advanced considerably in recent years, and, for a very low outlay, consumers can have the latest in computer technology.  Moreover, the Internet has gained in popularity.  A few years ago, we could not have brought the consumer the kind of content we foresaw on cable television thirteen years ago.  Now cable TV programing is being surpassed by the Internet.  People can get the content on demand, without waiting for the cable station to provide the programing or scheduling they want.

Right now with thousands of new websites appearing every day there is a great need for content for advertisers to place ads on.  (If you look at the major websites you will see many have ads on them.  It is analogous to taking a driving trip and seeing billboards on the roadside.)

The competition is everywhere as many businesses are branching out to the Internet.  The key to any business success is to supply for a need. We are the only TV show that doesn't target celebrities. Our show is for the beginning artist as well as well known artists.  There is a need for a show to give all people a chance to present what they are doing or what they have done in the past in the case of retired people.  Everyone has a story to tell. To gather people of different backgrounds and occupations who have something in common, is what the producer does during studio productions. All other shows are taped individually on location to complete shows produced in the studio.  

Since the Internet is a forum for everyone and not limited to a certain segment of the population, our show is exactly that:  a show for everyone to be seen and heard.  Everyone who has been part of French-American Television is our “content.”  Viewers become our word-of-mouth helper. We are not targeting only the rich and famous to look at the site and consume its content.  The best artist, painters, musicians, writers have appeared on the program.  We are proud to be able to share with everyone their talents, insight and productions.

As we state at our home page, French-American Television is a place where people can meet, exchange ideas and make connections.  Towards that end, we want to provide our visitors a place to leave feedback and offer commentary.  Ideally, they will go there frequently to read what others have said and post their own comments.  There will be a section at the site where people can submit their email address to be on our mailing list.  Among other things, they can receive program updates by mail.  We have a dual purpose here:  First, by providing for commentary, we give a reason for people to return time and again.  Secondly, often people are the source of good ideas -- some of which we might even incorporate into the website.

Originally, computers on the Internet could exchange only text messages.  Now the Web portion of the Internet allows users to exchange graphics, still photos, animation, voice and video.  The possibilities for FATV seem unlimited.

Products For Sale                                                                      
Viewers have a variety of reasons for accessing and perhaps purchasing copies of our programs.  It depends on their interests.  The products available for sale would include:  videos, photographs, paintings, all offered through guests or galleries, schools, and cultural centers visited.

We will offer programs and products for both French and English native speakers.  We will appeal to people interested in improving their foreign language skills and understanding, and interested in listening or viewing videos in either language.  

For our Internet presence, our main products are those provided by our guests.  For example, a guest releasing his/her first CD would let us show it in a subsection of his/her concert and it will be available on the site for sale.  An artist doing an expo would let us show some of his creations in a subsection with the option to buy.  It would have a contact number for information if negotiation is necessary.

If I interview a writer and he brings his book, he will have the opportunity to post his book for sale behind the description of this interview.  This would be a very good opportunity for a self-published, first-time author, or limited printing.

Each featured artist or writer then will offer his work for sale on a sub section of the site.  They might also want to advertise that their product is available through the site by whatever means they choose.  That would of course benefit us.  We think of ourselves as allying with them to promote their products featured on the site. 

For sponsors and advertisers on our show, we offer visibility in many ways.  Their names can be listed at the end of the program or they can provide us with a banner or video tape of their ad to insert in the program. Another way we can offer them visibility is to discuss their topic of work through an interview and examine their way of doing business in the US or France.  The website is a medium for marketing their product.  

Each artist presenting his work for sale on the site would do his own advertising since it is his/her product that is for sale.  For us, presenting the product well and bringing visitors to the site is our primary concern.  If they have their own website, we can link their interview to their website or create a subsite on our site for them.  The guests would set their own terms for how much they want items or productions for sale. Paintings or sculptures are negotiable or even auctionable.

We don’t usually seek out infomercials.  But if a company wants us to tape an infomercial for them, we can do it but it won't be part of the show.  We would be able to produce the video for them and of course charge them a fee for that service.  It would be done separately and for them to promote on other stations.


SECTION III


SALES AND MARKETING 


STRATEGY
Introduction                                                                              
At French-American TV we have a unique vision of how best to promote French-American cultural exchange.  Innovation and diversity are the watchwords.  But innovation is not just about selling products.  The current state of Internet commerce is about creating and meeting demand for cultural enrichment, as well as entertainment.  It is about identifying niches in a wide open marketplace.  Those companies that excel at identifying new opportunities, and creating and meeting demand, will thrive in 2000 and beyond.  We plan to be such a company.  This marketing section outlines the steps we are taking to organize French-American TV for the future, as well as identifies market trends we feel could lead to significant profits.  Finally, we state in this business plan our sales and marketing objectives and strategy for making French-American TV a major force in the coming years.

Sales Objectives                                                                        
Our sales objectives for the next five years are as follows:  

· For the next year, distribution will begin of videos of all past and current programs.

· In the next three years we intend to have all of our past programs online for ecommerce, plus other producers, and our interviewees, would be able to post their products.

· In the next five years, FATV will be a thriving portal of state of the art streaming programming.

The key to our strategy is the Internet.  The Internet delivers high speed, electronic information to millions of potential consumers daily.  The World Wide Web offers small businesses such as us, and those who will be in alliance with us, a way of promoting and servicing customers we could not do by conventional means. 

The strategy is to first put all our shows on the Internet and make the content available both to viewers and advertisers.  The key is good marketing of both the website and the shows featured. Each individual guest selling something can also advertise that their production or product is available for sale on our site.  

A guiding rule in Internet marketing is that a site needs traffic to become profitable. Even if viewers don’t buy anything, site visit volume will eventually have a positive effect on advertising rates.  One way of promoting heavy traffic at our site is for French-American sites to link to our site. As we identify websites interested in linking to us we will seek to form an alliance with them.   

But, to be profitable a site cannot limit its revenues to advertising alone.  All sites need something to sell.  We will identify these products through our guests on the show or through other alliances we think would fit the overall purpose of the site.

Customer Profile                                                                       
Our TV viewers are usually literate and interested in the arts.  They are interested in people in a variety of professions and artistic endeavors.  The age range is a broad cross section of adults, including young adults.  Thus, we are not restricted by age group, sex, or income levels.  Nor are we restricted by political affiliation.  Broadly speaking, our target audience is middle to upper middle class.  There is some tendency toward upward social mobility.  Viewers tend to be college educated.

When we look at the guests we interview, a magical mix seems to occur automatically.  Ultimately, when we do the editing, we can make further refinements.  As we allow more producers to join the site, the audience will vary with each production. 

Because we will be in cyberspace, our customer profile need not be restricted by geographical or demographics considerations.  Our market niche does have some specific psychographic or behavioral characteristics.  Most of our customers would define themselves as culturally aware.  They are open to new cultural activities.  They tend to have active lifestyles.  Their leisure activities involve not just the arts but also outdoor and sports activities.  

Our research of Internet users as a whole indicates a strong correspondence to FATV’s customer profile.  Internet shoppers view convenience and time management as key elements in their active lifestyles.  They tend towards affluence, and are well‑educated, according to a recent study by Scarborough Research.  The key element is active life style and above average income.  We believe that they may initially purchase on the Internet for reasons of convenience, but, once there, a portion of their disposal income will go towards satisfying their diverse interests.  

	
Internet User Profiles

                                                                        Percent

       Demographic          E-shoppers    Wired but wary  Unwired

	Men
	
57
	
50
	
45

	Women
	
43
	
50
	
55

	Ages 18-34
	
40
	
37
	
27

	Ages 35-49
	
41
	
37
	
26

	Age 50+
	
18
	
26
	
46

	High School or less
	
30
	
35
	
59

	Some College (1-3 years)
	
34
	
35
	
27

	College Graduate or More 
	
35
	
30
	
15

	White Collar
	
65
	
61
	
33

	Blue Collar
	
19
	
21
	
24

	Household income (less than $50,000)
	
41
	
49
	
72

	Household income $50,000 - $74,999
	
22
	
22
	
14

	Household income $75,000+
	
36
	
29
	
14


Nearly 60 percent of e‑shoppers are male, with signs that the bridge between male and female Internet users is narrowing.  Seventy percent attended college, and 65 percent have white‑collar jobs. More than a third (36 percent) have a household income of $75,000 or more.  Interestingly, Three‑quarters of Internet users are not yet shopping online.  (See “Wired but Wary” in the charts above and below.)  This group has similar habits and lifestyles to e‑shoppers, but their Internet usage patterns aren't as diverse.  But trends indicate that, over time, and especially as security concerns give way to convenience, more and more Internet users will become Internet shoppers, not just for basic purchases but for the kind of products we offer.

Active lifestyle includes traveling and a range of other leisure activities. More than  have taken a trip abroad in the past year, and 37 percent belong to frequent flyer programs. Other lifestyle activities include photography (34 percent), swimming (52 percent), biking (40 percent), and camping (24 percent). 

	
Lifestyle Activities       

                                                                        Percent

                                            E-shoppers    Wired but wary    Unwired

	Bicycling
	
40
	
37
	
23

	Camping
	
24
	
22
	
17

	Swimming
	
52
	
46
	
31

	Hiking/Backpacking
	
20
	
17
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	Photography
	
34
	
26
	
18

	Seen 3+ movies in past month
	
36
	
31
	
20

	Belong to health/exercise club
	
24
	
20
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	Used ATM card
	
75
	
65
	
41

	Made foreign trip in last 3 years
	
54
	
49
	
34

	Belong to Frequent Flyer Program
	
37
	
28
	
11

	Household owns cell phone
	
64
	
59
	
36

	Bought from TV shopping show
	
19
	
12
	
11

	Bought from Direct Mail
	
75
	
61
	
56


	
Ways in Which Internet is Used

                                                                        Percent

                                               E-shoppers    Wired but wary  

	Automobile information
	
39
	
19
	


	E-mail
	
94
	
80
	


	Financial Services/Information
	
47
	
25
	


	Games
	
43
	
31
	


	Medical Services/Information
	
30
	
16
	


	News
	
67
	
37
	


	Real Estate Listings
	
21
	
10
	


	Research/Education
	
67
	
42
	



Since its beginnings, the Internet has been dominated by the United States.  But that seems to be changing.  The online population of Europe will overtake that of the US for the first time in 2003.  By 2003, Europe will have 170 million Internet users, up from a current estimate of 44 million. 

International Data Corp found that in 14 nations, 40 percent of the population will be online by 2003, and together they will account for 50 percent of the world's economy. In the US alone, the Internet will account for 7 percent of the gross domestic product by 2003.  Sixty‑two percent of US adults will have Internet access by that time. 

Computer Industry Almanac found that North America will remain the leading region for Internet users until at least 2005. It will grow from about 83 million Internet users at the end of 1998 to nearly 230 million by year‑end 2005. 

Western Europe is growing faster than North America and will be a close second by 2005, with more than 202 million Internet users, according to the Computer Industry Almanac (The Asia‑Pacific region is growing even faster and will have more than 170 million Internet users in 2005.) 

Computer Industry Almanac predicts there will be nearly 320 million Internet users or 52.5 per 1,000 people worldwide at year‑end 2000 and nearly 720 million users, or 110 per 1,000 people by year‑end 2005. North America will have 32 percent of the Internet users with 230 million at year‑end 2005. 

	
Internet Users By Region

	
	
Users (000)

	
Users/1000 People

	
Region
	1995
	1998
	2000
	2005
	1995
	1998
	2000
	2005

	Worldwide
	39,479
	150,887
	318,650
	717,083
	6.94
	25.44
	52.45
	110.52

	North America
	26,217
	82,989
	148,730
	229,780
	89.4
	275.7
	479.1
	715.4

	Western Europe
	 8,528
	34,741 
	86,577
	202,201
	21.67
	87.54
	217.5
	501.4

	Eastern Europe
	    369
	 2,983
	 9,487
	43,767
	1.26
	10.2
	 32.7
	151.8

	Asia-Pacific
	 3,628  
	24,559
	57,607
	171,098
	1.11
	7.24
	16.57
	45.90

	South/Central America
	    293
	 2,722
	10,766
	43,529
	0.62
	5.48
	21.1
	78.6

	Middle East/Africa
	    444
	 2,893
	7,482
	26,708
	0.48
	2.89
	7.22
	23.6


Market Potential and Market Share                                              
Currently, as the chart above indicates, the market for Internet goods and services is worldwide.  People interested in art, music and books are everywhere and not limited to the United States and Europe.

In the near term, the industry is moving rapidly to streaming media. In other words, the television and the computer will become one machine.  Bill Gates stated in Microsoft’s recent annual stockholders meeting that videos on the Internet will be in every U.S. home within two years and the television would become an obsolete object.  All TV networks will eventually participate in the Internet revolution.  We are already seeing signs of the blending of the two.  Just watch PBS, or Discovery or the History Channel, and viewers are constantly reminded to check websites associated with the program they are watching.  Keeping in mind recent mergers between major media corporations and Internet companies, it is safe to say that the further blending of the two is taking place right now, not in some dim future.  Add to that that all video productions can be posted on the Internet for a relatively small cost, and it is only a matter of time before Bill Gates’ prediction comes true.  Within two to three years we predict streaming media will be in all homes in the United States.

The distribution of a television show is usually done through satellite, cable or regular television.  With the introduction of the Internet, broadcasting access is expanded to all people who have access to a computer on line but don't have access to satellite or cable. 

Sales and Marketing Strategy                                                      
As the previous discussion indicates, the World Wide Web as a whole shows tremendous promise for growth.  Our goal is a modest 5% market share of the market for specifically French-American cultural activities.  In order to achieve this goal, we must launch a concerted sales plan.  It involves several elements.  As the potential market is still wide open, we must make potential customers aware of the benefits of our programming.  

We have segmented our targeted customers into the following groups:

· Persons interested in developing their French language skills.

Our programs are bilingual.  They appeal to the beginning French speakers, as well as the advanced.  As times goes on, we plan to offer subtitles to our programs.

· Persons interested in French-American culture.

Beyond the French speaker, we focus on the English speaking person interested in French culture.   We concentrate on those who are interested in travel, and perhaps plan, or have taken, a trip to France.

· Persons interested in alternative TV, and/or alternative musical and artistic expression.

The Internet has already shown itself to be a successful venue for those who show an alternative interest in music, art and culture.

From time to time, we may need to re-evaluate strategy.  Given that this niche is still in its early stages of development, this is to be expected.  Our mission will always be to provide alternative television programing.  But, as a participant in a relatively young medium (the Internet), we must expect the market to change.  We must be prepared to respond to new opportunities as they arise. 

 
We believe that with a strong management team in place we will be well equipped to respond to changes in the marketplace.  With careful monitoring, and a resilience to changing conditions, we will respond to marketing challenges, or any other conditions that may face us.

Advertising on the Net                                                               
In a growing trend in advertising, some advertising agencies are beginning to specialize in placing ads on the Internet. We will thus seek, as other WWW businesses are doing, to offer content to place advertising on.  Recent advertising trends indicate that the possibilities for that content are virtually unlimited.  Surveys that track ad dollars show that advertisers are switching from print to online advertising, a category that didn’t exist five years ago.  Estimates of Web advertising revenues currently exceed $3 billion annually, a 50% increase from only $2 billion in 1998, $1 billion in 1997 and $37 million in 1995.  

Businesses will not only place ads at our site to get exposure for their business but also because they want to support the continuation of "French-American television'. 

The cost of placing advertising will vary according to the size of the ad and the length of time ad will run.  Advertising agencies look at the number of hits a site gets and place ads on the site according to content and number of hits.  A simple counter can be placed at our site to count the number of visitors.  Our website manager and future marketing manager will work together monitoring hit counts and surveying viewers and what they like about our site.

Pricing of advertising on the Internet ranges from $30 to $50 per one thousand hits.  We will therefore target companies who like what we are doing and have interest not only in promoting their business but also an interest in seeing the shows being produced.

We envision the growth of advertising on our site to take place in stages.  Once we reach 20,000 visitors a month we would then be able to hire a company to bring our traffic to the fullest capacity.  Such companies have been tentatively identified as I‑traffic.com or agency.com.  As they charge a minimum of $50,000 per month, it will take awhile before we reach that point.

FATV as a Portal                                                                    
Our long term strategy  is to make FATV a portal.  Developing links and word of mouth advertising is the way portals are known and that's what we will do: develop as many alliances as possible.  We will go outside of the San Francisco area and find links with French-American web sites everywhere in the world.

In order to be a successful portal, our site will welcome shows produced by other French-American producers.  New and upcoming artists can also present their art at a sub‑section of our website, and will be available to offer items for sale.  To expand our library of shows, one producer is not enough.  Other producers will be offered a venue to place their shows. 

As far as advertising or selling of goods is concerned, many portals offer different kind of content.  Some portals specialize in health products, some in computer products, and some in electronics.  Our portal would specialize in French-American culture and products related to our TV shows.

Public Relations                                                                        
A large part of our strategy calls for word of mouth advertising.  We have been around for thirteen years so we are fairly well known in the San Francisco Bay Area.  If we interview people or cover events in other areas, we can become as well known in those areas. Our goal is to expand our geographical coverage progressively.

In view of our strategy to form alliances with other sites, offer advertising content,  and invite guests to join us with product offerings, public relations will be a key element.  We will thus retain a public relations agency to help us get to 20,000 visitors (or “hits”) per month.  

We have already enjoyed some success in generating publicity.  French-American Television was featured in the TV guide magazine of Viacom Cable and in Telerama, a French TV magazine with an article written by Paul Fournel, director of Alliance Francaise of San Francisco.

Competition                                                                              
FATV operates in an environment in which, in theory, anyone can copy us in every detail, if they chose to do so.  There is nothing we could do to prevent it.  So, theoretically, we are not immune to competition.  But it is not likely that someone would want to copy us.  It would make much more sense for someone to “borrow” our structure and offer some variation of what we offer.  Even if someone chose to go head to head with us, this would still not entail a threat to our livelihood.

For FATV also operates in an environment in which niche markets such as ours can thrive without fear of others taking our customers away from us.  The reason is simple:  the total market share is huge, and it is growing.  The statistics we cited above (in the “Customer Profile”) spell this out.  If we can reach that potential customer base -- by far our most important marketing concern --  they will then come to us in a sizable proportion for us to thrive.

For these reasons, it is far more correct to say that, in terms of competition, the greatest challenge (not even a threat) is indirect competition, not direct competition.  Indirect competition is anyone, whether on the Internet or not, who can satisfy our customers’ wants for cultural stimuli.  It could be the movies, books, theater, you name it.  We are simply offering an alternative.

It can be thought of this way:  Our customer profile consists of a large number of people worldwide with a significant disposable income.  They can spend on anything they choose, so we are competing with others for that disposable income.


SECTION IV


ORGANIZATION AND 


OPERATIONS
Introduction                                                                              
A business such as ours is much more complex than meets the eye.  It is true that it is a relatively small, proprietary, business.  But, in view of the range of products and services contemplated, it will require continual planning to meet our operational and sales goals.

We feel that the best approach is to define the various functions that need to be performed, rather than try to predict every contingency.  Yet there are no rigid boundaries separating one function from another.  It must also be borne in mind that, in view of our small staff, that there will be some crossing of boundaries, as different persons are involved in different functions.

The Value FATV Creates                                                           
It is incumbent upon us to pay maximum attention to quality and service.  Our TV viewers are a discerning audience.  Our product is not a commodity or generic product.  People expect quality and they expect service.  Our “products” are neither luxury items nor are they expensive, but they are perceived in terms of their intrinsic value.  So service is an overriding concern, if we are to retain customers, attract new customers, and gain new customers via word of mouth.

Our concentration on value focuses on several distinct areas:

· Programming


We must maintain the high standards of programing that our past and current viewers have been accustomed to.  It is paramount, as we expand and go to new TV producers, that we not dilute the quality of our product.

The founder Aline Dinoia will continue to make decisions bearing on product quality.  But as the company grows and expands, she will seek to share that responsibility with other producers and perhaps with a programming advisory board.  We will look closely at producers and their body of work, as they are the most likely future members of such an advisory board.  But for the foreseeable future, ultimate decisions on program content remain with Ms. Dinoia.

· Products offered by Interviewees


We will offer the guests on our TV programs the opportunity to sell their products at our Internet site.  We will not impose restrictions on the kinds of products they sell.  As they are not celebrities or well known artists, some of these products will lack the refinement one might expect from more accomplished artists.  Nevertheless, their perceived value to our viewers as first time artistic efforts offsets any charge of inferiority.  Hence, we will invite a range of artistic and musical tastes.  The only restriction we have is that they be in good taste and not be offensive in any manner.  

· Creating and Maintaining a Strong Website


The World Wide Web, in a very brief period, has become a highly sophisticated medium.  We cannot commit unlimited funds, as corporate giants are doing, to website development.  However, within reasonable costs we can have a top quality website.  In fact, we believe we currently have such a website.   But we will continue to be attentive to improving our website.  Towards that end, we will always have a website manager whose sole responsibility it is to maintain the integrity and quality of our website.

· Building Strong Alliances


A key part of our strategy is to seek alliances with other websites that are offering similar content as ours.  Without such alliances, we cannot build the kind of traffic that is indispensable to reaching our revenue goals.  This does not mean that we should form alliances with anyone who requests one, or with whomever is at hand.  We must maintain alliances with those who adhere to our level of quality.  For if we don’t, it dilutes our product quality.  Short term gains could weaken us in the future.  Management will thus set strict guidelines for establishing alliances and retaining them.  Those who meet our criteria will be actively pursued.

Quality Control and Customer Service                                          
· Quality Control


Quality control is a term normally associated with the manufacturing process.  However, it applies to us as well, even though we are not manufacturing products.  It is a simple fact that our viewers / future customers demand quality.  For that reason we must make sure the programs are of high quality.  Quality control also means that if customers order videotapes of our programs, or products at our sites, that they must meet customers’ expectations.  We will closely monitor those who are offering their products for sale at our site.  

· Customer Service


In addition to controlling the quality of the product we provide our viewers, we want to make sure that product is sent on a timely basis, and customers’ orders meet their expectations.  As our company grows in size, we will need to develop an order processing department, and assign a manager full time to perform that function.  In addition to timely order fulfillment, we offer a return guarantee if the product does not meet the customer’s expectations.

Policies and Procedures                                                              
· Providing Service


In order to provide the kind of service we discussed above, it is important that we give immediate attention to establishing policies and procedures regarding service.  Policies can be established at an early date, and can be updated from time to time.  But in the case of establishing procedures, we may eventually need to seek a manager with significant experience in order fulfillment.  

· Delivering Product
The manager who oversees the customer service function will also be responsible for product delivery.  For the foreseeable future these functions will be consolidated into one department.  Again, as above, policies can be established at an early date, and can be updated from time to time.  

· Working with Other Producers


French-American TV will eventually expand its own limited TV productions.   We will look at productions from other producers and post them on the web site thus creating a hosting site for producers who would like to join French-American TV.  Other than the selection process, we want to allow producers a certain degree of latitude.  The key for us is the selection process -- getting the right producers, and making sure the program content meets our criteria.  Until now, Ms. Dinoia has established the informal policies and procedures for selecting producers.  As we expand into more productions by outside producers, we must establish formal policies to maintain the integrity of our program mission.

How Costs are Controlled                                                           
Staffing Costs

Because staffing costs are one of the highest costs of  operating, and one of the easiest for us to control, management will carefully monitor early expansion.  Consolidation of functions will be the rule, whenever feasible.  Management is keenly aware of its responsibility to maintain adequate staffing.  Yet, management is also keenly  aware that growth cannot be achieved without a committed staff of  professional managers and personnel.  

Our goal in seeking new personnel starts first with identifying highly motivated as well as adequately trained and qualified personnel.  But beyond that, what we are seeking among  the managerial and professional staff are individuals who are  flexible as well as motivated.  We are not guided by the factory floor schedule, or by retail store hours.  So, this gives us flexibility in meeting staffing needs at a reduced cost to us.

We are thus seeking individuals who are flexible in their work availability.  They must be willing to work either long hours or short hours, as needed, and be flexible in how they will be compensated. 

We feel that the kind of flexible, capable and highly motivated individual we are seeking is best achieved through a  profit sharing incentive, in lieu of or in combination with salary.  Profit sharing plans will be evaluated in the future.

Production Costs
TV production, when done on a large scale, can be a costly undertaking.  But costs can be controlled.  Because we have operated for many years as a non-profit company, our experience has taught us how to control costs.  The key to cost effective production is to limit capital equipment expenditure, including technical support staff.  Leasing equipment and production facilities is the key to controlling costs.  Also, by going to outside producers, it will be their responsibility to control their own costs.  

The current company facility is a studio we rent for productions, and cameramen for on-location taping.  The primary factors we will consider in expansion of your facility is increased revenue from advertisers on the site and from other revenue, i.e. product sales.  Eventually we will have our own studio to share with our own producers. 

Major Divisions of the Company                                                 
The major divisions of our company are:  

· One division is in charge of producing the shows;

· Website Design;

· Advertising Department;

· Distribution Department.  

All are now handled by one person, plus the website designer.  As we get funds, and expand, advertising and distribution managers can be selected, freeing Ms. Dinoia to manage production and oversee the overall direction of the company.

The key positions we have identified thus far, both current and future, are as follows:  

· The producer of the show; then outside producers of shows;

· The webmaster; then the chief technical officer;

· The marketing director;

· The distribution director.

Management Team                                                                    
Top management will consist of the founder of the company who will serve as the company president and chief executive officer.  As we grow, an executive vice president will eventually be named who will be responsible for operations.  

The production function will be under the overall responsibility of a General Manager.  The General Manager will be responsible for all of the day to day operations.  During the next two years of operation the president and CEO will continue to serve this function.  As the company grows and expands, a permanent general manager will be appointed to oversee the everyday operations of the business.  

CONTACT

Aline Dinoia
P.O. Box 15354
San Francisco 
CA 94115
415-567-5767
415-377-0245 cel
aline@french-american.tv
www.french-american.tv

