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Executive Summary

The B.C. Government and local governments have started different initiatives aimed to
reduce the environmental impacts of buildings. Currently, the city of VVancouver is developing a
green building strategy (GBS) that will be implemented in several phases and will pursue a
mandatory regulated green building strategy for most new development in the city. Similarly,
the B.C. Government is proposing a B.C. Green Building code for early 2008 which will address,
among other things, new provisions of green building regulations". It is foreseeable that in the
near future the government will require that all new building construction follow certain green
building guidelines which will result in an increasing demand for green building services. This
increased demand will generate an opportunity for companies that can offer expertise in this field,
as this type of new construction will require additional capacities or expertise that medium and
small developers do not possess at this point in time.

Bigfoot Consulting will offer green consulting services to satisfy the underserved demand
for green building expertise. Currently the competition is quite fragmented and recent entrants
have not been able to meet current excess demand. Competitors offer either specialized niche
consulting or a more comprehensive range of services, and range from well-established
architectural firms to new ventures. Bigfoot will provide a comprehensive range of green
consulting services targeted to individuals (B2C) and to development teams in the construction
industry pursuing green building standards (B2B) in the GVRD. Bigfoot will differentiate itself
from its competition by leveraging UBC’s 11 years of experience in green building and
sustainable community planning, and will draw on the qualified personnel pool that the
Sustainability Office currently possesses. Importantly, Bigfoot will offer UBC’s own green

building standard, REAP, for the first time to the off-campus development market.



Bigfoot will require a $50,000 budget from UBC in order to cover short-term costs and
the addition of one salaried consultant to operate under this business plan. Based on the
economic forecast and estimated market share, Bigfoot can expect to certify 18 projects to the
REAP standard in the first year and generate net income before taxes of $122,025. This

represents a profit margin of 40% in Bigfoot’s first year of operations.
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1 The Green Building Industry and the Bigfoot Concept

1.1 Industry
In 2006, the green building market in Canada was valued at $70 billion. That figure is

expected to exceed $74 billion by 2009". The non-residential sector accounts for approximately
$20 billion with residential accounting for $50 billion. In total, the environmental impact of all
of the buildings in Canada is quite substantial. Buildings account for: 38% of total Canadian
energy usage; 30% of total Canadian greenhouse gas emissions; and 40% of raw material usage
globally."

As a result, people have become more concerned about the environment and have
increasingly focused their disposable income on more environment friendly products, such as
hybrid cars and green buildings. In North America, the importance of green building has been
one of the fastest growing markets — especially so after the U.S. and Canada Green Building
councils established the LEED™ Certification program in 2001". So far, government buying has
been the major driver of increased green building activity, followed by commercial use buildings
(refer to exhibit 1.1); however, government has also been creating incentives for sustainable
building practices in the private sector.

The Vancouver City Council approved a requirement that LEED™ Gold level be achieved
in all new civic buildings. This means that new buildings must show 30% energy consumption
improvement"’. It is not surprising, then, that B.C. is the center of the green building market in
Canada. For example, 26 out of 40 Canadian LEED™ registered buildings are in British
Columbia, and the University of British Columbia has developed a new green building rating

system called REAP"".



1.2 The Company and the Concept
Bigfoot Consulting is targeting the growing green building industry in British Columbia

by providing consulting expertise in designing and implementing green building best practices.
Bigfoot will be formed by a group of professionals with proven experience in successful green
building projects and with accredited credentials on LEED™ and REAP green building rating
systems. As a green building consulting firm, Bigfoot’s mission is to provide cost-effective
green solutions to homeowners and property development firms. Bigfoot will provide both the
LEED™ system, which is already well known and established, as well as the REAP green
building system, which is applicable to residential buildings of all sizes and was initially
introduced to meet the gap in standards for standard to residential buildings under four stories.
The name Bigfoot Consulting Services is a derivation designed to invoke curiosity at first
glance. Ecological footprint is a concept that refers to the total environmental impact a human
contributes during his or her normal activities. Thus, Bigfoot Consulting aims to reduce the
environmental impact of buildings by making them greener, healthier, and more energy efficient.
This name also lends itself to marketing campaigns given that the mythical creature *Bigfoot’ is

supposed to exist in the Pacific Northwest. ““Does your house have a Bigfoot? We can help.”

1.3 The Services Offered
Bigfoot will offer mainly three kinds of services: non-technical consulting and workshops

on green building practices for homeowners; technical consultancy in green building rating
systems such as LEED™ and REAP systems for property developers and the construction
industry; residential green buildings certifications based on the REAP system. Services on green
building consulting offered by Bigfoot would address the whole life cycle of the building project.
Bigfoot’s professionals will collaborate with their expertise to provide specification reviews and

design assessments; set feasible green goals to attain specific REAP or LEED™ level of



certifications; prepare, coordinate and submit documentation to the green building rating systems;
energy assessment and modeling to determine the impact of green building initiatives before
implementing those ones; and finally, consulting services on issues in water and energy

efficiency, indoor air quality, materials and resources (see exhibit 1.3)

1.3.1 REAP™ (Residential Environmental Assessment Program)

The majority of the green building rating systems available in the market which are used to
certificate the overall green performance of a residential or institutional building, are
challenging and costly to adopt. REAPIs an inexpensive, simple and practical environmental
assessment method designed to fill the framework gap left by LEED™ | and represents an

alternative option to the architect and developer.

2 Market Research and Analysis

2.1 Market Size and Trends

Green building has been the most important environmental issue in the North America for
the last ten years. According to the Canadian Green Building Council, registered LEED™
projects doubled from 2005 to 2006, from 171 buildings to 333 buildings"". In Canada there are
437 registered and 60 certified LEED™ projects as of February 2007™. Most of those buildings
are governmental (institutional); however CaGBC has been trying to increase the number of
residential green buildings. By 2012 CaGBC expects to have certified 100,000 commercial and 1
million residential homes*. More locally, in 2005, the total value of GVRD green building
permits was $120 million (representing approximately 2 percent of all of the building permits by

value)®. By 2010, this figure is expected to increase to 5 to 10% of total permit values*".



A recent survey shows that a majority of the architects, engineers and contractors who
serve the green building market do so because they claimed that they expected an increase in
their income from green building™'. Consulting services range from 2-4% percent of the overall
construction costs. In VVancouver there are 12 green building consulting companies that serve the

development teams in the design and construction of green buildings.

2.2 Economic Forecast and Estimated Market Share
The number of building permits issued in a city is a leading indicator of its construction

activity (see exhibit 2.2). Since 2004, permits obtained in the Greater VVancouver Regional
District have been climbing year-over-year. In 2004, the number of permits grew by 32% from
$3.7 billion to $4.8 billion. In 2005 and 2006, growth slowed to 17%. For the first seven months
of 2007, growth kept pace at 16% year-over-year. Building permits declined in August due to the
civic workers strike in VVancouver, and because of the one-time nature of this event, the months
affected by the strike are not included in this forecast.

Bigfoot’s future sales depend on four variables: total construction activity, percentage of
buildings using green practices, percentage of development expenses that go to green consultancy
and certifications, and Bigfoot’s market share. In order to assess the firm’s viability in different
scenarios, a sensitivity analysis shows three different outcomes based on different assumptions
for each of these variables.

For all the scenarios it is assumed that the total expense for green certifications and
consultancies is around 1% of the development expenses.™ All scenarios are based on the
premise that a 5% of market share is achievable on the first year based on the fact that this is an

underserved market and that the consultant hours the firm will have available will allow it to

serve that market share.



The worst-case scenario assumes that the total level of building activity is going to
stabilize for the next three years, that the percentage of buildings that take environmental impact
into account stays constant at 6% (2006 level), and that the firm’s market share stays constant
during the period at 6%. The moderate scenario assumes that the total level of building activity is
going to increase by 5% per annum for the next three years, that the percentage of buildings that
take environmental impact into account grows by 1% per year (starting with 6% in 2008), and
that the firm’s market share grows by 1% per year during the period starting at 6% in 2008. The
best-case scenario assumes that that the total level of building activity is going to increase by
10% per annum for the next three years, that the percentage of buildings that take environmental
impact into account grows by 2% per year (starting with 6% in 2008), and that the firm’s market

share grows by 2% per year during the period starting at 6% in 2008.

2.3 Secondary Market Research
A recently conducted survey shows that 53% of Canadians have never heard of the term

“sustainability”™". Moreover, 70% of the respondents were not able to define sustainability.
Different people inferred different meanings, showing that the market is not yet well defined in
terms of a global consciousness as to what sustainability really means. However, after defining
the meaning of sustainability for respondents, 80% claimed that sustainability must be the top
priority for Canada as a nation. Additionally, 90% of Canadians were afraid of the increasing
consumption of natural resources and an increasing output of greenhouse gases and waste
products are threatening the future welfare of their children*”'.

The business community is getting behind green building. A recent survey shows that 60%
of managers believe that green buildings provide benefits for their firms, such as increased

productivity, employee satisfaction and less absenteeism ™. 67% of the surveyed CEOs can



identify cost benefits of green buildings and 75% of respondents claimed that increasing energy
costs will increase the popularity of green buildings among corporations. Furthermore, 15% of
the respondents believe that sustainability is a competitive advantage for their firm, therefore it
follows that a green building could, in and of itself, represents a competitive advantage for a

corporation, other things being equal™™".

2.4 Primary Market Research

2.4.1 Green Attitude and green intentions
Our survey shows that 51% of respondents believe that living a green life as a consumer

is ‘somewhat important” while 40% believe it is ‘very important’ (n=72, for all figures, see
exhibit 2.4). This varies somewhat with regard to actual green intentions, a question designed to
measure willingness to pay in general for a greener product or service. 58% are willing to give
up a small amount of money to be green (undefined) and 15% are willing to give up a significant

portion of time and money to live greener.

2.4.2 Home ownership and green renovations
43% of respondents owned their own residence and 34% of that group are planning a

major renovation in the next 2 years. Of the 57% who rent their residence, 52% are planning to
purchase a residence in the next 2 years. In a purchasing or renovation decision, 26% of
respondents cite green features to be very important, while 58% say they are somewhat
important. Given identical houses or renovation projects, only 4% of respondents show no
willingness to pay more for the greener option. 4% are willing to spend less than 1% more, 36%
are willing to spend between 1 and 3% more, 22% are willing to spend between 3 and 5% more,
and 22% are willing to spend between 5 and 10% more, and 10% of respondents would spend

more than 10% of the purchase price of the home or renovation. Overall, this shows a high

10



willingness to pay for greener features, whether in a purchasing or renovation decision.
Therefore, green features represent high marketability.

Similarly, when considering the length of time for energy savings to pay back a project,
results were surprisingly positive. In aggregate, 93% of respondents expect that the project pay
for itself in 1 — 6 + years (27% 1-2 years, 31% 2-4, 21% 4-6, 15% 6 + years). The two most
important features in evaluating any purchasing decision were energy and water efficiency.

On the actual expenditure side, respondents are willing to pay a significant amount in
order to achieve 30% energy savings annually (14% would spend less than $1,000; 42% between
$1,001 and $2,500; 28% $2,501 and $5,000; 17% between $5,001 and $10,000). While
respondents show a need to pay for this expertise, they are less generous in the service fees they
would pay for that advice, showing that 49% would part with up to $100, 21% up to $250, and

14% up to $500. This indicates support at Bigfoot’s recommended rate of $120/hr.

2.4.3 UBC: Sustainable or Green?
The purpose of these questions was to measure whether a name including UBC would add

value to the branding of the green consulting firm. The survey shows that the VVancouver public
does not particularly associate UBC with green standards and sustainability. 38% agree that
UBC is known for these values while 62% disagree (refer to exhibit 2.4 for reasons given).

The survey also shows that the VVancouver public is not more likely to purchase a product
or service if UBC was involved in its creation. Here we see evenly split results (50-50), and so
again there is a question of whether using the UBC name and image would add any value to the

green consulting firm.
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2.5 Customers
Bigfoot Consulting will offer its services to two different market segments: the first is the

establishments contained in the Construction of Buildings (NAICS 236) category according to
the North American Industry Classification year 2002*. Thus, customers belonging to this
group would be real estate developers, architects, and general contractors. Due to the volume of
business and revenue expected from this group, this will be the most important customer base.
The second group of targeted customers, which will be engaged in phase | of the
implementation strategy and fully targeted in phase Il, are homeowners undertaking renovations
and who want to apply green building principles and techniques in an effort to pollute less and to

enjoy energy savings in the long term (see exhibit 2.5)

2.5.1 Targeted Market Segments
Geographic Segmentation: Bigfoot Consulting will provide its services primarily to customers

and their construction/renovation projects located within Greater Vancouver Regional District
(GVRD) which consists of 21 municipalities.

Demographic segmentation: Bigfoot’s customers are homeowners or are in the market to buy a
residence and are generally family-oriented. Also, customers include developers that are looking
to differentiate their products by appearing greener and environmentally concerned.
Psychographic segmentation: There is a strong appetite for living more greenly in VVancouver.
Customers and end-users of green building are willing to pay more for greener products and
services, including primary residences and renovations.

Behavioural segmentation: Bigfoot targets customers and end-users who seek energy cost
savings and healthier living styles. This includes the government and institutional users, who

may enjoy economies of scale in introducing energy savings.
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3 Business Strategy

3.1 Competitor Analysis
The Vancouver market for green consulting services is highly fragmented, with many

players vying for market dominance (see exhibit 3.1). The market segments naturally into two
groups — larger project design and consultation (commercial and large residential buildings) and
smaller projects (single-family homes, smaller apartment complexes). In the first category, two
architectural heavyweights dominate the market: Morrison Hershfield and Busby Perkins + Will.
As such, neither firm is significantly involved in our primary target market.

In the residential green consulting sector, the market segments naturally into two clusters:
those firms offering comprehensive services and those that fit a niche sector. In the former
group, Recollective, Lighthouse Sustainable Building Centre and eKos offer the greatest array of
services while reSource Rethinking Building Inc. also offers help to clients with REAP. All four
firms in this sector have LEED™ accredited professionals.

In the niche sector, the competition is varied and each firm appears satisfied to avoid
competing with each other as much as possible — however, they are competing on the fringe with
some of the comprehensive firms above.

The least offered services across the entire sector are REAP consulting, full feasibility
studies and costing, green marketing and promotion of existing or new projects, and energy
audits of new or existing residences. This under-serviced cross-section of services appears to

offer the greatest opportunity to a potential entrant.

3.2 Competitive Advantages
The competitive advantage of Bigfoot Environmental Solutions is three-fold: first, we have

a unique intellectual asset in the form of the REAP green building rating system. The
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certification process is owned by UBC and while other firms can help consult to its requirements,
only UBC can certify a building to REAP standards. REAP is also more user (designer) friendly
and cost efficient.

Second, while Bigfoot is the front-end of the consulting firm, UBC is its backbone, and the
UBC name stands for trust, openness, and honesty — three virtues that do not coexist in Bigfoot’s
primary competition.

Last, Bigfoot Consulting can draw on 11 years of experience in green building and
sustainable community planning that the UBC Sustainability has acquired. This is a substantial

resource to draw in with respect to the competition at market (see Exhibit 3.2)

3.3 Overall Marketing Strategy
Bigfoot Consulting will initially position itself as a UBC-certified, green consulting firm

that offers both REAP and LEED™ consulting assistance to GVRD property development. In
this way, the team hopes to leverage the UBC name as a source of trust for Bigfoot Consulting
while limiting some of the negative association of academia as Bigfoot Consulting is positioned
as an efficient, fast-moving, professional green consulting service. Maintaining the primacy of
the Bigfoot logo over the UBC logo in advertising demonstrates the positioning advantage as it
relates to both brands. As the growth strategy progresses through phase 111, the UBC logo is
reduced in size and positioned toward the by-line as a stamp of approval.

By offering consulting support for the LEED™ standard, Bigfoot establishes a point of
parity with its competition. The REAP green building system establishes a point of difference

between Bigfoot and the competition.
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3.3.1 Value Proposition
Drawing on 11 years of green building experience, our solutions provide our customers

with energy savings while reducing their ecological footprint. Bigfoot offers the convenience of
one-stop shopping, including REAP, a cost effective, proven certification process that provides
better value and a truer environmental standard than other residential green building rating

systems.

3.3.2 Pricing
Part of Bigfoot’s strategy is to keep pricing simple. While primary market research

shows that there is support for $80 - $200 per hour on the B2C side pricing of green building
consulting, Bigfoot will charge a flat rate of $120 per hour (measured in 15 min portions). This
is based on the idea that enough useful energy efficiency advice can be dispensed to a
homeowner in one to two hours to reduce his or her energy spend by a significant percentage
annually. The Lighthouse Sustainable Building Centre demonstrates support for this price level
by offering its Home Spa Treatment, which includes a home visit for $200 plus an hourly charge.
On the B2B side, the market shows support for green technical consulting fees of up to
$150 per hour. LEED™ certification shows that a rule of thumb for design of a green building is
in the $1,500 to $2,000 range, per LEED™ point required. That means that a LEED™ silver
rating would cost approximately $75,000™. By contrast, most REAP projects require far fewer
consulting hours. REAP certification will be offered for all new residential buildings for $5,000

without any performance levels.

3.3.3 Advertising and the Marketing Calendar
By designing advertising campaigns in-house the consultants will fill non-consulting

support, non-revenue generating hours. It will be a primary function of the consultants to
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improve the marketed message to both the B2B and B2C markets continuously. In this way
Bigfoot will avoid costly advertising design expenditures.

Highlights of the marketing calendar include a January press release (please refer to
exhibit 3.3.3) to be sent to all development professionals in the Lower Mainland, detailing the
new name and product offering of Bigfoot Consulting, along with available promotional material.
In February, Bigfoot will attend the BC Construction and Home Reno Show in Vancouver and
offer an information booth detailing the benefits of REAP and greening your own home. To
follow this up, Bigfoot will sponsor and largely produce a Greening Your Home guide insert in a
weekend edition of The Vancouver Sun during March. In April, Bigfoot deploys an internet ad
campaign featuring Google AdSense, following this with medium magazine advertising (see
appendix 5) in the months of May and June. July and August are dedicated to due diligence for a
Bigfoot Green Supplier Network that gathers all available information pertaining to suppliers in
one resource. Distribution follows bi-annually to the subscribers of the Bigfoot Solutions free
quarterly newsletter, which itself offers syndicated green news. Eventually, the newsletter will
become a source of advertising revenue to Bigfoot Consulting. “Are you a Bigfoot?”” launches in
selected VSB schools in September, followed by a guest lecture series in October in conjunction
with the SO. Last, in November Bigfoot will attend the Construct Canada conference and offer a
REAP booth to spread news of its GVRD successes with the certifications in 2008. Year-end
marketing review and strategic planning occurs in December, where Bigfoot will review its core

positioning strategy to be synonymous in people’s minds with green building practices.

3.4 Entry and Growth Strategy
Bigfoot Consulting will enter the green building market in three phases in order to limit

financial risks early in its existence and to prove up the market depth and potential for
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profitability (see exhibit 3.4). In phase I, the target market for Bigfoot is primarily REAP
certification for off-campus, residential development, with green building consulting services as a
secondary offering to both large and small potential customers. Alison Alosio, currently the
advisor of Sustainable Buildings for the UBC Sustainability Office, will run the day-to-day
operations as manager of Bigfoot, in addition to offering both REAP and LEED™ consulting
services. Bigfoot will add one green consulting professional in order to meet anticipated demand
and for future growth potential, particularly in home green consulting services. Advertising and
promotion in this phase is limited to important trade and convention shows as well as limited
internet and print deployment. Bigfoot will operate under the Sustainability Office in the
University Building Services building during phase I.

Phase Il is triggered when both phase | professionals achieve 60% revenue-generating
consulting hours by capacity over any one month period, and as long as Bigfoot is profitable after
one year. In phase Il, the strategy calls for Bigfoot to relocate off campus in order to brand
position itself as distinct from UBC. The B2B and B2C markets are targeted equally at this
juncture, and another LEED™ professional is hired to meet increased demand. Alison will train
this new hire in REAP assessment in order to increase B2B potential customers. Advertising and
promotional budget is increased in order to generate requisite growth targets for Phase Ill. In this
stage, the REAP certification process and REAP green consulting are separated, with the actual
certification process routing through the SO and consulting work done entirely by Bigfoot. This
step is required in order to ensure the quality and independence of the REAP certification and
governing body from the consulting revenue generating arm of UBC, now Bigfoot Consulting.

Phase 11l is implemented when all phase 11 professionals achieve 60% revenue-generating

consulting hours by capacity over any one month period, and as long as Bigfoot remains
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profitable. Phase Il of growth requires adding a fourth green consulting professional as
anticipated demand is exceeded in the B2C offering of services. Full marketing deployment
occurs in Phase 111 and Bigfoot is operated as a distinct, for-profit entity under the purview of the

SO at UBC.

4 Implementation

4.1 Development Status and Tasks
Bigfoot’s products that are aimed to the construction industry (green consulting expertise,

LEED™ support, and REAP certification) are fully developed and are therefore available to
potential off-campus customers immediately. However, a product that will need to be developed,
and in which Bigfoot’s proposed personnel have not had any experience, is green consulting
targeted to homeowners. Expertise on this matter will have to be acquired before launching the
company (if this segment market wants to be pursued.) Thus, it would be ideal if the new hire in
phase | possesses experience or knowledge on this field; otherwise extensive training will be

required with the subsequent potential delay on the offer of this service.

4.2 Difficulties and Risks
There are some potential problems that might arise in certain phases of the implementation:

Phase | — First, the current LEED™ certified consultant is overloaded with in-campus
projects (or previous commitments) and thus is unable to commit consulting time to Bigfoot off-
campus customers. Second, due to a restricted budget, the Sustainability Office at UBC cannot
allocate the required resources for the new hire and therefore Bigfoot cannot formally be
launched to compete in the green building consulting industry.

Phase 11 — Due to a shortage of LEED™ certified experts, Bigfoot is unable to hire an

appropriate candidate. BC has the second largest number of LEED™ certified people (641) in
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Canada™'; however if the trend on demand for green building expertise continues to grow at the
current rates we could soon see an even greater shortage of qualified consultants. This would
imply that Bigfoot would have to hire an uncertified individual pursuing his LEED™
certification as a career path. In this case, our projected financial analysis would be materially
different as Bigfoot would have to incur the extra cost of professional development until the new

hire becomes LEED™ certified.

4.3 Product Improvement and New Products
We are going to provide consulting for both LEED™ and REAP. LEED™ is currently the

market leader and well-known green building rating system for mostly commercial buildings and
residential buildings over four floors. However, recently there is a plot rating system for homes
called LEED™ for Homes™". In the future we may adopt this rating system depending on the
demand. So far REAP can meet the demand for homes from one floor to skyscrapers and
commercial buildings. Because REAP has smoother process to apply and get the certification

than LEED ™, we will focus on REAP for the residential market.

5 Operations

5.1 The Consultant-Client Relationship
Whenever possible, Bigfoot will assign one consultant only to a client to work with through

the consulting process. Project specifications and optimal output are discussed and agreed upon
before the relationship is formalized. All consultants will be rigorously trained in communication
policies to ensure that Bigfoot’s output matches the client’s expectations of the green building
consulting.

Bigfoot Consulting will strengthen its competitive advantage through relationship

building. Once a project has been completed, the consultant will keep in contact with the
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developer and will periodically review city files in order to find which new developments permits

has been granted to existing clients.

5.2 Corporate Social Responsibility
Besides the environmental benefits that Bigfoot Consulting will bring through its

consulting business, we will attempt to grow the green services market through promotional
strategies that help all participants in the market as well as the community at large. To achieve
this, Bigfoot will carry out marketing campaigns that educate VVancouver’s youth in the need to

live greener lives and reduce their ecological footprint.

5.3 Regulatory and Legal Issues
Green building is one of most important subjects for the City of Vancouver. The City of

Vancouver has been trying to create incentives for green housing construction and in 2005
published a report discussing the environmental impact created by non-green buildings. In July
2004, the city of Vancouver council created a policy that new civic buildings greater than 500
square meters are required to have LEED™ Gold certification. In 2005, The City of Vancouver
Council approved that Southeast False Creek Athlete’s Village is required LEED™ Gold and
LEED™ Silver for the any other buildings in the area™"'. The City of Vancouver has a long-
term commitment to improve the environmental quality in the new buildings which will affect a

huge amount of new buildings in the future. This bodes well for Bigfoot Consulting.

6 Management Team

6.1 Organization
The organization of the new consulting firm will be similar to a model usually used for

business consulting firms. The consulting title: Business Consulting: A Guide to How it Works

and How to Make it Work, provides a framework for the Bigfoot consulting model. "
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When implementing the working policies in a consulting firm, it is vital to achieve a high
utilization rate of the consultants working hours, ensuring that 60% of the consultants’ salaried
time is revenue generating. In order to achieve this, a base of full time consultants will be
required. These consultants will be compensated on a full-time basis. The required
compensation for consulting professionals with LEED™ certification is between $70,000 and
$100,000. Most have a background in engineering™".

Bigfoot will have a core of 3-4 salaried consultants. In addition to the full-time
consultants, Bigfoot will also need a set of part-time consultants. These part-time consultants can
be final-year electrical engineering students, some of whom may have LEED™ certification, and

all of whom will be trained at UBC on the REAP evaluation system.

6.2 Key Management Personnel and Compensation
Alison Alosio will start as the manager of Bigfoot. In phase Il or 111, Bigfoot will appoint a

Manager with previous experience in managing consulting firms. The Manager will report on a
bi-weekly basis to the Sustainability Office (refer to exhibit 6.2 for organizational chart.)

In order to attract new hires without stressing the initial budget, we will use financial
incentives for consultants based on three aspects: the firm’s earnings; the amount of business they
bring into the firm; and customer satisfaction. These incentives effectively align the consultants’
objectives with the firms’ objectives. The efficacy of this compensation scheme is based on the
fact that the consultants have a high level of control over the outcomes that determine the firm’s
overall performance.

Earnings are included in the calculation because, being a small firm, each consultant

results will have a big impact on the firm’s result. Also, this compensation will foster teamwork
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and will generate appreciation for the highest achievers (by creating a larger pay increase for
everyone) instead of envy.

The bonus is based on the amount of business brought to the firm is perfectly aligned with
the firm’s interest as long as the consultants do not become push-sellers. The balance between
selling the required services and not overselling the client will be achieved through the client
satisfaction bonus, which will depend on the results of the satisfaction surveys regularly sent to
clients. (Clients will be encouraged to fill the small surveys by receiving firm’s items like pens,

calculators, etc)

7 The Economics of the Business

7.1 Revenue Structure
Bigfoot’s revenues will be generated from the sale of consulting hours and REAP

certifications. The main source of revenues is going to be the green building consulting services,
which is currently underserved, and REAP will offer a secondary revenue stream. The sales
volume from the certification stream will not determine the firm’s survival. However, if REAP
gains traction in the market, can outgrow the consulting operation and eventually become the
company main business. (See all financial statements in exhibit 7.1).

Consultants working hours will be of three types: billable hours, non-billable hours (hours
dedicated to support services and professional development), and hours dedicated to actual REAP
certification. Even though REAP projects are not charged by the hour, it takes approximately
twelve hours to complete a REAP certification. ™
For the first quarter, consulting billable hours and REAP hours are expected to start at a

level of 35% of the consultants working time. Based on consulting industry standards an

efficient level of billable hours is 60%, as the remaining time is usually required in non-billable
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work. Given that the company is serving an underserved market, it is reasonable to assume that
the company will operate close to full capacity (60% of hours are billable) after a few months.

Serving an underserved market should reduce the effect of seasonality on demand.

7.2 Expenses
Bigfoot’s main expenses are personnel salaries and benefits, which represent 78% of first

year expenses. REAP and LEED™ professionals receive a salary including benefits of $80,000
annually, whereas green building consultants receive remuneration of $60,000”"". Salary

expenses increase as personnel is added in each growth phase.

7.3 Investments
Bigfoot will require $50,000 capital for start-up from UBC in order to cover short-term

costs and the addition of one salaried consultant to operate under this business plan. An initial
investment of $15,000 on computer and equipment is required in 2008. During 2008 and 20009,
the company will invest an additional $3,000 on computers. The expected life of the computers

is three years. Profits will be disgorged to UBC as dividends annually.

7.4 Financial performance
Bigfoot will be able to reach its breakeven point in the first quarter and should realize a

profit of $5,555. This will be possible because of the extremely low fixed cost structure and the
high demand for its services. The company will be able to payback the original loan of $50,000
in the third quarter.

Bigfoot’s quality of earnings should be extremely high since there will not likely be
accounts receivable nor accounts payable as a large percentage of business will be conducted in
cash. The net income before taxes for the first, second and third years are $122,025, $160,383

and $237,601 generating a profit margin of 40%, 37% and 40% respectively.
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8 Critical Risks, Problems, and Assumptions

1. Construction and/or green building industry slow down. Thus, the numbers provided and
projected does not reflect the reality (way off). Sales projection not achieved. Depending at
what stage of the project this happens, we’ll experience losses. However; being a consulting
firm most of the cost are variable (consulting wages), thus the highest fixed cost we could
incur would be the lease agreement for the office space.

2. The residential construction industry, one of the targeted segments, is not engaged in green
building practices as expected. Market is not ready for this kind of services yet. Even though
the number of construction projects increases, the number of green building projects stays the
same or even decreases.

3. Association with UBC makes it more difficult to initially attract and retain top consulting
talent. Public sector corporations are viewed as large and lethargic, very bureaucratic. Also,
salaries appear lower and less competitive, despite public-sector benefits including many
holidays, etc. We mitigate the risk by positioning Bigfoot as a private, sleek, and efficient
for-profit arm of UBC.

4. New green building certifications arrive on the Canadian market in force and shrink expected
market share for REAP certifications to off-campus development. The potential risk is
mitigated by immediately offering REAP to off campus customers.

5. Eventually, the REAP certification body and Bigfoot must be separated to ensure good optics
and the independence of the certification and the consulting support. While revenue
generated from certification is accounted for in Bigfoot’s income statements, this might
change if the separation permeates accounting policies, though the point is moot to UBC’s

bottom line as the sole investor.
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Appendices

Exhibit 1.1 - LEED™ Canada by building types™*"
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Exhibit 1.3 — Segmentation of Services by Customer Category

Customers

Construction Industry

Homeowners Non-Residential
(undertaking Residential Projects .
. . Projects
Services renovations)
Green Consulting Expertise X X X
LEED™ Support X X
REAP Certification X

Exhibit 2.3 — Construction Permits for

GVRD
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Exhibit 2.4 — Primary Market Research

Welcome fo our survey. We are interested in pour opinfons. The survey is designed fo take approximately 5 minutes (there are 17 questions in fotal). We really appreciate
your time and thank you for your fnput,

1, Please click on the category that includes your age.

17 or younger n] 0%
16 to 24 — ' 4 ' 5%
25t 34 _— az ' S8%
35 to 44 ] 13 18%
45 to 54 [ ] 7 10%
55 to B4 [ ] 5 | %
65 or older - 1 . 1%
Total 7z 100%
2, FPlease indicate your gender,
Male e 39 4%
Fernale —————————— 33 ' a6
Total 7z 100%

3 For the purposes of this survey, assume that green and sustainable and environmental are interchangeable terms. How impartant is being green to you as a
*  consumner?

very important —— 23 40%

Somewhat important — 37 51%

Mot that important [ ] 5 7%

Mot impartant st all - 1 1%
Total 7z 100%

£}, How would you deseribe your ‘green intentions’?

I will opt for green when there is _— 11 159,

no associated cost e &

I am ok with giving up a small

amount of money/time to be 4z S55%

green

I am willing to use a significant

chunk of money/time to be — 14 19%

greener than the average

I will do anything in my power to s— 5 79

live as green as possible i
Total 72 100%

5. Have you heard about "green building” construction practices?

ves P 45 70%

Mo ——— 2 30%
Total 70 100%
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6, Do youown your own house, townhouse, or condo unit?

Tes (L E 43%

o ———————— a1 574
Total 7z 100%

7. If you answered "yes" to question 6, are you considering any major renovations to your residence in the next 2 years?

es O 13 4%

o ————————————————————— 25 s6%
Total 38 100%

8, If vou answered "no" to question 6, are you considering buying a house, townhouse or condo unitin the next 2 years?

Tes 29 52%

Mo 27 48%
Total 56 100%

Q, Howimportant are the environmental, or green attributes of a house, townhouse or condorninium unit in a purchasing or renovation decision?

“ery important —1 19 263
Somewhat important pr—1 a4z . 58%
Mot that irmportant — 9 12%
Mot impartant at all — 2 . 3%
Total . 7z . 100%

10 Two houses (or renovation projects) are exactly the same, except that one has included in its design many green building attributes and energy saving features.
' How rmuch more would you be willing to pay {as a percentage of total price) for the greener home (or renovation project)?

e o e e | 3 A%
Less than 1% -— 3 4%
Between 1 and 3% fr——) 26 36%
Between 3 and 5% ._ 16 22%
Between 5 and 10% [ ] 16 22%
10% of more [ ] 7 10%
Eeasgtr::elgot important - I want to . 1 12
Total . 7z 100%
11. Inwhattime frame would you expect the initial cost of a green project to be recovered through reduced energy costs?
0 - & months o 0%
6 - 12 months .- . 5 7%
1-Zyears [ ] 13 27%
2 -4 years ] 22 31%
4 - 6 years [ ] 14 20%
6 or more [ ] 11 15%
Total 7l 100%
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12, Rank these green housing attributes by preference. 4

Tulp number is the count of respondents
selecting the aption.

Bottom % iz percent of the total
respondents selecting the aption,

Energy efficiency {i.e. double-pane
windows, geothermal heating)

Eco-friendly building materials {i.e.
FSC wood)

Innovative Design {i.e,
directionality of windows for better
lighting etc)

Sustainable landscaping (i.e.
native plants, ground cover that
requires less irrigation)

wWater usefefficiency (i.e, toilets
that use less water or have two
flush settings)

Indoor air quality {i.e. non-toxic
glue for floor boards, low emission
carpets)

13 Other things being equal, how much would you be willing to spend {on one-time renovations, i.e. energy efficient appliances,

3
4%
4
6%
3
A%
]
8%
5

7%

4
6%

etc) in order to have your annual energy bills reduced by 30%?

Less than $1000
41001 to $2500
42501 ta $5000

$5000 to $10000

HH |

s most important, 1 is least important.

1
1%
18
25%

10
14%

20
28%

F
10%

g
11%

Total

14, Do youfeel you are well-enough informed about energy saving measures in order to reduce your annual energy spend without assistance?

Tes

Mo

15, How much would you be willing to pay to gain this green expertise?

Less than §100
4101 to $250
4251 to 500
$501 to $1000
More than $1000

1 already have the expertise

Tatal

Total

16, Do vou agree with the following statement: The University of British Colurnbia is well-known for its use of sustainable technology and green standards.

Mo

17 Do you agree with the following staternent: Given two identical products or services, I am more likely to purchase a product or service if I know that the Uni

View 15 Responses

of British Colurnbia was involved in its creation,

Mo

View 3Z Responses

28

Total

Total

9 59
12% 82%
34 . 16
47% 22%
31 . 28
43% 39%
24 . 21
34% 0%
12 47
17% 66 %
22 38
31% 53%
solar panels, double-pane windows,
i 14%
30 42%
20 28%
1z 17%
7z 100%
20 28%
S5z FE%
iz 100%
35 49%
15 21%
in 14%
5 %
1 1%
B 8%
7z 100%
30 43%
40 ST %
o 100%
versity

35 49%
36 S51%
71 100%



16. Do you agree with the following statement: The University of British Colurnbia is well-known for its use of sustainahle technology and green standards

# Response

g But it could do better

2 A3 far as | can sea they ars interested in making money fram developmant, not putting money into sustsinakility or green standards
b | z4id no since | am not well informed about UBC current sustainable technology and green standards

4 I have never heard that before Maybe they should do more advertizing on that.

5 I've not heard much shout specifics

3 UBC is & bunch of Hypoorits

7 | have: not heard anything about UBIC sustainabilty prajects

8 recycling

g I know about & nstural waste vwater treatment cone by UBC afor Frevhe Gourmet Foods Lte. on its nes Production Plant in Langley .
10 | veally have noidea.. how about "maybe”. If anyone should have the means and the way, it would be UBC so | would hope S0,

i I'wouldn't have said it is well known for thet.

12 stop stealing 1B .C. land & huilding condos on it

13 I 'am curious about the extent to which green knoveledge is built in UBC's curriculum. For example, how green is UBC's MBAT Or is it more similar to a traditional MBAT
14 Im nat sure

17. Do you agree with the following statement: Given two identical products or services, | am maore likely to purchase a product or service if | know that the University of British Columbia was invalved in
its creation

# Response

1 l'weent to UBC. | respect their research. | am hiased toward academics.

2 Assuming Real Estate Developments - | believe most purchasers / investors have more faith in UBC than they do in a private Developer.

3 Because of the reputation. | would know is serious or for studerts to develop more options far the public in whatever they are investigating about

4 LUBC invialvement has no bearing on my desicion to purchase amvihing.

5 | dont feel any particular affinity for universities, whether I've attended them or not. Il buy & product an its merits, not on the merits of its creators.

B Im bitter about UBIC, and dont hawe that much faith that academics are very good at transferting expertise to real world applications

ra LUBC is knowen for its sustainable commitment - for example, the campus is not extremely vehicle friendly, which is done by desian. This is arest!

" Wiy perception of UBKC as & promater of green technology is mainly based on my experience on campus. There hasnt heen o strong enough push for me to associale UBC wih sustainabilty beyond the campus iself (which
extends to procuctsfservices marketed to the general public]
In connection with their building stancards, | have been very concerned with the amourt of green space that has been destroyed in the expansion of saleable housing and building of a new "community” st the South end of

9 F::\feuﬁat seen any examples of "green' buildings =0 far - in materials or in method tthough | must admit | have not researched fully what is being buit).
If the way they have developed housing on campus is any indication of the way UBC would conduct & service or create & product, | would ke inclined to ook elsewhere to contract andior purchase the service/product (ie: a truly
"green” COmpany’.

10 | 'want ta use as many products and services as possible that are Canadian

1 1 like to buy Iocal, and support schoals

12 UBC is not the best uneversity in Canada ts credibilty is been compromised several times in mediocre documents or aricles

13 | weent to UBC

14 | don't see a relationship between a product and UBC, it is irrelevant on my purchasing decision that UBIC was involved in its crestion, uniess | would pay less for the product

15 It would have no effect, nether positive nor negative in my decision

16 If it's & good product | [ am not too concerned with weho made it - Canacian is good and | like to support that, but whether t's UBC or U of T, | am not concerned

17 hawing & university involved proves very litle ahout the product

18 Iti= really irrelevent

18 LB has & reputation &5 & gaod schadl, but not a gaod product development or ssrvice company

20 I'm a UBC Alumni.

2 I by only if Im sure that it is of green stancars

22 llike UBC and | like locally designed technologiss. Plus, | know that | can trust the pracucts that are coming out of UBC's department

23 Maime behind .

24 Itrust UBC

25 reputation of UBC, expertiss in building a wids campus ares, socisl responsibility
17. Do you agree with the following statement; Given two identical products or senvices, | am more likely to purchase a product or service if | know that the University of British Columbia was invalved in
itz creation

# Response

26 Given two idertical products | would prefer the one thet was made by or in cooperation with UBC due to the trust | have in an University and UBC's previous track record in this field.

27 It my other choice was foreign, | would choose Canadisn/BC productsiservices...if nat, | would have to do more research

o | have & hit of & negative association with UBC, even though | am & new studert, because of the press the President Martha Piper had regarding building contios on campus rather than student housing. | dont remember all of the
details of the debate but | do have a somewhst negative associstion with things associsted with UBE. t would nat be a good marketing campaign unless you clearly explained how the campus was invalved,

29 there's no guarantes that U B.C. has more integrity or knowledge than any other institution

a0 | would recuire the particular details of these products in order to base my decision on those factors, and not just the reputation of a particular schaal

3 | hawnit really seen much information regarding UBC and s use of sustainable technology and green standards

32 | knows UBIC's reputation and quality, and that would be the resson.
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Exhibit 2.5 — Customer Segmentation

Bigfoot
Customers

Exhibit 3.1 — Green Building Consulting Services, Vancouver, 2007

Sector/
Competitor

Comp

rehensive

Residential
Brantwood Design
and Consulting

Resou

rce

Rethinking

Buildi

ng

eKos Building
Solutions

Recollective

Lighthouse

Sustai

nable

Building Centre

Niche

Residential

EcoTek Ecological
Technological
Technologies
Eco-Integration

Oasis

Indoor

Environmental
Testing and
Consulting
JMH Home
Environmental
Solutions

Large

Commercial
Morrison
Hershfield Ltd

Busby
Will

Perkins and

B2B

Construction
of Buildings
(NAICS 236)

B2C

Energy
Audit

Homeowners
undertaking
renovations

LEED REAP

Residential
Building
Construction

Non -residential
Building
Construction

Industrial

Green Home
Building  Environ-
Tours mental
Assessment
X
X
X
X
X
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Study
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Institutional
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Exhibit 3.2 — Strategic Cluster Map
High

Busby Perkins

Morrison Hershfield Ltd.

and Will

Bigfoot/
UBC

Lighthouse Sustainable
Building Centre

Recollective

Brantwpod X: Product

Specialty/limited Design One-stop line offered
Offering Shopping
eKos
IMH e
Integration reSource
Rethinking
EcoTek
Low
Y:

Experience +
Expertise
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Exhibit 3.3.3 - Marketing Calendar for B2C and B2B or both

Greening Are you a
your home Bigfoot?
guide, At
Vancouver Vancouver
Sun Schools

o S

p
|

a
n
n
i

n
9

Articles, Leaflet
ads, handouts
promotion for kids to
material take home
to Mom

and Dad
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Exhibit 3.4 — Three-Phase Strategy

Products/
Services

Operations Marketing

o Low advertising (trade

Key Personnel

Phase | 1 LEED certified consultant : giﬁg gﬁ,r :éi;i,;:gation i:‘:;é}ri,gguj:zkshops
Entry 1 green building consultant Consulting services etc) ' '

(REAP, LEED,
Municipalities, etc)

e Promotion of Bigfoot
Consulting and its linkage
to UBC

Facilities
UBC Campus Office

Year one: profitable
Capacity: 60% }

Key Personnel
Phase 11 1 LEED certified consultant

Consolidation 2 green building consultant

¢ REAP Certification
o Green Building
Consulting services
(REAP, LEED,
Municipalities, etc)

o Moderate advertising

e Prioritize Bigfoot brand
on promotions. Gradual
dilution of linkage to UBC

Facilities
s name

Office off-campus

Year two: profitable
Capacity: 60%

Phase 111
Growth
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Exhibit 6.2 — Organizational Chart of Bigfoot Consulting

UBC
Sustainability
Office
Bigfoot
Manager Consulting
(LEED™ Certified)
Alison A.
LEED™ Green Green
Certified Building Building
Consultant Consultant Consultant
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Exhibit 7.1 — Financial Statements for Bigfoot

Consulting

Bigfoot Consulting
Forecasted Income Statement
For the year ending Dec 31, 2008

Revenues:
Consulting
REAP

Total revenue

Expenses
Salaries and benefits
Office rent
Utilities
Telephone, cell, internet, fax line
Insurance costs (liability)
Professional services
Offices supplies
Business Licenses and permits
Business membership expenses
Advertising and promotion
Travel expenses
Professional development
Miscellaneous
Other expenses

Depreciation
Total Expenses

Net operating income
Interest expenses

Net income

Paid dividends

Profit Margin

Break-even sales

Jan-March 08 April-Jun 08 Jul-Sept 08 Oct-Dec 08 Accumulated
40,320 63,360 51,840 56,200 211,720
10,000 20,000 45,000 15,000 90,000
50,320 83,360 96,840 71,200 301,720
35,000 35,000 35,000 35,000 140,000

760 510 510 510 2,290
600 600 600 600 2,400
500 - - - 500
300 300 300 300 1,200
205 - - - 205
300 300 300 300 1,200
4,500 10,000 3,500 3,500 21,500
450 450 450 450 1,800
300 300 300 300 1,200
600 600 600 600 2,400
1,250 1,250 1,250 1,250 5,000
44,765 49,310 42,810 42,810 179,695
5,555 34,050 54,030 28,390 122,025
5,555 34,050 54,030 28,390 122,025
50,000

11% 41% 56% 40%
179,695
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Bigfoot Consulting
Forecasted Income Statement
For the year ending Dec 31, 2009

Jan-March 09 April-Jun 09 Jul-Sept 09 Oct-Dec 09 Accumulated

Revenues:
Consulting 69,120 92,329 77,760 72,000 311,209
REAP 25,000 25,000 50,000 20,000 120,000
Total revenue 94,120 117,329 127,760 92,000 431,209
Expenses
Salaries and benefits 50,000 50,000 50,000 50,000 200,000
Office rent 6,200 4,650 4,650 4,650 20,150
Utilities 450 450 450 450 1,800
Telephone, cell, internet, fax line 815 690 690 690 2,885
Insurance costs (liability) 900 900 900 900 3,600
Professional services 808 808 808 808 3,231
Offices supplies 300 300 300 300 1,200
Business Licenses and permits 110 - - - 110
Business membership expenses 300 300 300 300 1,200
Advertising and promotion 4,500 10,000 3,500 3,500 21,500
Travel expenses 788 788 788 788 3,150
Professional development 600 600 600 600 2,400
Miscellaneous 300 300 300 300 1,200
Other expenses 600 600 600 600 2,400
Depreciation 1,500 1,500 1,500 1,500 6,000
Total Expenses 68,170 71,885 65,385 65,385 270,826
Net operating income 25,950 45,444 62,375 26,615 160,383
Interest expenses - - - - -
Net income 25,950 45,444 62,375 26,615 160,383
Profit Margin 28% 39% 49% 29%
Break-even sales 270,826
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Big foot Consulting
Forecasted Income Statement
For the year ending Dec 31, 2010

Revenues:
Consulting
REAP

Total revenue

Expenses
Salaries and benefits
Office rent
Utilities
Telephone, cell, internet, fax line
Insurance costs (liability)
Professional services
Offices supplies
Business Licenses and permits
Business membership expenses
Advertising and promotion
Travel expenses
Professional development
Miscellaneous
Other expenses

Depreciation
Total Expenses
Net operating income

Interest expenses
Net income

Profit Margin

Break-even sales

Jan-March 2010

April-Jun 2010

Jul-Sept 2010

Oct-Dec 2010

Accumulated

101,140 116,352 109,440 109,440 436,372
35,000 30,000 60,000 30,000 155,000
136,140 146,352 169,440 139,440 591,372
70,000 70,000 70,000 70,000 280,000
4,650 4,650 4,650 4,650 18,600
450 450 450 450 1,800
995 870 870 870 3,605
900 900 900 900 3,600
808 808 808 808 3,231
300 300 300 300 1,200
110 - - - 110
300 300 300 300 1,200
4,500 10,000 3,500 3,500 21,500
1,181 1,181 1,181 1,181 4,725
900 900 900 900 3,600
300 300 300 300 1,200
600 600 600 600 2,400
1,750 1,750 1,750 1,750 7,000
87,744 93,009 86,509 86,509 353,771
48,396 53,343 82,931 52,931 237,601
48,396 53,343 82,931 52,931 237,601
36% 36% 49% 38%

353,771
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Bigfoot Consulting
Forecasted Balance Statement

As of December 31, 2007 December 31, 2008 December 31, 2009 December 31, 2010
Cash 35,000.00 109,025.0 272,408.2 517,009.2
Prepaid Expenses -

Equipment 15,000.0 18,000.0 21,000.0 21,000.0
Accumulated depreciation - - 5,000.0 11,000.0 18,000.0
Total Assets 50,000.00 122,025.00 304,408.23 556,009

Retained Earnings - 122,025.00 304,408.2 556,009.2
Capital Contribution 50,000.00
Total Equity 50,000.00 122,025.00 304,408.23 556,009
Bigfoot Consulting
Cash Flow Statement
For the Period Ending December 31, 2008 December 31, 2009 December 31, 2010
Operating Activities:
Net income 122,025 160,383 237601
Depreciation fixed assets 5,000 6,000 7,000
Cash Flow from Op. act. 127,025 166,383 244,601
Investing activities:
equipment - 3,000 - 3,000.00 0
Financing activities:
Dividens Paid - 50,000 0 0

Net Cash Flow 74,025 163,383 244,601



Sales Structure and use of employees time 2008
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Jan-March 08 April-Jun 08 Jul-Sept 08 Oct-Dec 08 Accumulated
Consulting % hours Billed Hours Revenue| hours Billed Hours Revenue [% hours Billed Hours Revenue [% hours Billed Hours Revenue | Billed Hours Revenue
REAP and LEED Green building Consultant 35.0% 168 20,160 | 55% 264 31,680 45% 216 25,920 50% 240 28,800 888 106,560
REAP and Green Building Consultant 35.0% 168 20,160 | 55% 264 31,680 45% 216 25,920 48% 228 27,400 876 105,160
Total 336 40,320 528 63,360 432 51,840 468 56,200 | 1,764 211,720
Num. Used Num. Num. Used  Num. Used Total
REAP Certifications % hours  Used Hours cert. Revenue|hours Hours cert. Revenue|% hours Used Hours cert. Revenue|% hours Hours cert. Revenue| Hours Cert. Revenue
REAP and LEED Green building Consultant 2.5% 12 1 5,000 | 5.0% 24 2 10,000 12.5% 60 5 25,000 5.0% 24 2 10,000 120 10 50,000
REAP and Green Building Consultant 2.5% 12 1 5,000 | 5.0% 24 2 10,000 10.0% 48 4 20,000 2.5% 12 1 5,000 96 8 40,000
Total 24 2 10,000 48 4 20,000 108 9 45,000 36 3 15,000 216 18 90,000
Used
Total % hours Hours Revenue| hours  Hours Revenue| % hours Hours Revenue| % hours Hours Revenue| Hours Total Ceri  Revenue
REAP and LEED Green building Consultant 37.5% 180 25,160 | 60.0% 288 41,680 57.5% 276 50,920 | 55.0% 264 38,800 | 1,008 10 156,560
REAP and Green Building Consultant 37.5% 180 25,160 | 60.0% 288 41,680 55.0% 264 45,920 | 50.1% 240 32,400 972 8 145,160
Total 360 50,320 576 83,360 540 96,840 504 71,200 | 1,980 18 301,720
Jan-March 09 April-Jun 09 Jul-Sept 09 Oct-Dec 09 Accumulated
Consulting % hours _ Billed Hours Revenue b hour: Billed Hours  Revenue |% hours Billed Hours Revenue |% hours Billed Hours Revenue | Billed Hours Revenue
REAP and LEED Green building Consultant 40% 192 23,040 | 52% 251 30,121 45% 216 25,920 45% 216 25,920 875 105,001
Green Building Consultant 40% 192 23,040 | 54% 259 31,104 45% 216 25,920 40% 192 23,040 859 103,104
Green Building Consultant 40% 192 23,040 | 54% 259 31,104 45% 216 25,920 40% 192 23,040 859 103,104
Total 576 69,120 769 92,329 648 77,760 600 72,000 | 2,593 311,209
Used Total
REAP Certifications % hours  Used Hoursum. cert. Revenue o hoursUsed Ho Num. Revenue |[% hours Used Hours Num.ce Revenue |[% hours Used Hour Num. ce Revenue | Hours Cert. Revenue
REAP and LEED Green building Consultant 5% 24 2 10,000 5% 24 2 10,000 10% 48 4 20,000 5% 24 2 10,000 120 10 50,000
Green Building Consultant 5% 24 2 10,000 5% 24 2 10,000 8% 36 3 15,000 3% 12 1 5,000 96 8 40,000
Green Building Consultant 3% 12 1 5,000 3% 12 1 5,000 8% 36 3 15,000 3% 12 1 5,000 72 6 30,000
Total 60 5 25,000 60 5 25,000 120 10 50,000 48 4 20,000 288 24 120,000
Used
Total % hours Hours Revenue (o hours Hours Revenue |% hours Hours Revenue |% hours Hours hours Revenue
REAP and LEED Green building Consultant 45% 216 33,040 | 57% 275 40121 55% 264 45,920 50% 240 35,920 995 155,001
REAP and Green Building Consultant 45% 216 33,040 | 59% 283 41,104 53% 252 40,920 43% 204 28040 955 143,104
Green Building Consultant 43% 204 28,040 | 57% 271 36,104 53% 252 40,920 43% 204 28,040 931 133,104
Total 636 94,120 829 117,329 768 127,760 648 92,000 | 2,881 431,209
Jan-March 10 April-Jun 10 Jul-Sept 10 Oct-Dec 10 Accumulated
Consulting % hours Billed Hours Revenue b hour: Billed Hours  Revenue |% hours Billed Hours Revenue |% hours Billed Hours Revenue | Billed Hours Revenue
REAP and LEED Green building Consultant 46% 219 26,260 | 52% 250 29,952 45% 216 25,920 50% 240 28,800 924 110,932
Green Building Consultant 45% 216 25,920 50% 240 28,800 50% 240 28,800 45% 216 25,920 912 109,440
Green Building Consultant 45% 216 25,920 | 50% 240 28,800 50% 240 28,800 50% 240 28,800 936 112,320
REAP and LEED Green building Consultant 40% 192 23,040 50% 240 28,800 45% 216 25,920 45% 216 25,920 864 103,680
Total 843 101,140 970 116,352 912 109,440 912 109,440 | 2,772 436,372
Hours
REAP Certifications % hours Used Hours Num.cer Revenue (o hoursUsed HoNum. Revenue |% hours Used Hours Num.ce Revenue |% hours Used Hour Num.ce Revenue | Used Total Cerli Revenue
5% 24 2 10,000 5% 24 2 10,000 10% 48 4 20,000 5% 24 2 10,000 120 10 50,000
5% 24 2 10,000 3% 12 1 5,000 5% 24 2 10,000 5% 24 2 10,000 84 7 35,000
Green Building Consultant 5% 24 2 10,000 3% 12 1 5,000 5% 24 2 10,000 3% 12 1 5,000 72 6 30,000
REAP and LEED Green building Consultant 3% 12 1 5,000 5% 24 2 10,000 10% 48 4 20,000 3% 12 1 5,000 276 8 40,000
Total 84 7 35,000 72 6 30,000 144 12 60,000 72 6 30,000 552 31 155,000
Hours
Total % hours Hours Revenue [% houiHours Revenue [% hours Hours Revenue [% hours Hours Used Revenue
REAP and LEED Green building Consultant 51% 243 36,260 | 57% 274 39,952 55% 264 45,920 55% 264 38,800 | 1,044 160,932
REAP and Green Building Consultant 50% 240 35,920 | 53% 252 33,800 55% 264 38,800 50% 240 35,920 996 144,440
Green Building Consultant 50% 240 35,920 | 53% 252 33,800 55% 264 38,800 53% 252 33,800 | 1,008 142,320
REAP and LEED Green bu 43% 204 28,040 | 55% 264 38,800 55% 264 45,920 48% 228 30,920 | 3,048 143,680
Total 927 136,140 1,042 146,352 1,056 169,440 984 139,440 | 3,048 591,372
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