Abstract:
This thesis compiles my work in the Entrepreneurship program at the University of Arizona.
Along with three other team members, this business plan was created for a potential venture
concept.
69% of Americans in the U.S. today are considered overweight or clinically obese. Being
overweight can cause preventable illnesses including diabetes, coronary artery disease, high
blood pressure, stroke, and heart attack. Americans obesity challenges cost employers over
$1.3 trillion annually due to rising health insurance premiums, productivity loss, and
absenteeism. Through conducting secondary and primary research, in‐depth interviews with
industry experts and business owners, Wellspark Health was created by four students in the
Eller Entrepreneurship Program to help businesses combat the financial costs of obesity and
empower individuals to live healthier lives. Unlike traditional worksite wellness programs,
Wellspark combines best practices from the industry with customizable solutions for both
employers and their employees. The program consists of both online and onsite tools and
support from health coaches and registered dieticians. Wellspark will initially target businesses
with between 50‐250 employees because this demographic is not being served by current
wellness programs.
Group Roles & Responsibilities
Madison Carroll General Manager: Madison is team leader and is responsible for overall
strategy of Wellspark. She has a minor in Nutrition and has valuable connections in the
University of Arizona’s Department of Nutrition. Along with industry experts, she brings
expertise of health and wellness to the venture.
Katharine Linebaugh Marketing Manager: Katharine is responsible for Wellspark’s marketing
strategies and tactics. She has helped develop various connections to small businesses through
Chambers of Commerce and local contacts. She also helped create all the marketing materials.
Armani del Franco Finance Manager: Armani is responsible for the financial plan and viability of
Wellspark. He has helped define all of the costs and revenue projections and funding
requirements to launch Wellspark.
Brad Moreno Operations Manager: Brad is responsible for overseeing the operations of
Wellspark including all relevant strategies including the website and understanding the best
operational tactics for Wellspark.
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Executive Summary
One Line Pitch
WellSpark Health consults with companies in order to lower
healthcare costs and increase productivity by providing a
comprehensive wellness program that incentivizes employee
wellbeing.

WellSpark Overview: Create a Lasting Healthy Lifestyle
We provide a comprehensive wellness program to small and mid‐
sized businesses to educate, consult with and incentivize employees to
achieve optimal health. Our program aims to reduce health insurance
premiums and increase productivity for employers, including
improving the long‐term health of their employees.

Our Team
Madison Carroll | General Manager | BSBA 2013 Management,
Entrepreneurship and Nutrition Minor
Armani Del Franco | Finance Manager | BSBA 2013 Finance and
Entrepreneurship
Brad Moreno | Operations Manager | BSBA 2013 MIS, Operations
Management and Entrepreneurship
Katharine Linebaugh | Marketing Manager | BSBA 2013 Marketing,
Entrepreneurship and Global Business Minor

Problem: Preventable Disease Epidemic

Company Profile
Industry: Health and wellness
Contact Information:
Madison Carroll
www.mywellnessplatform.com
madison1@email.arizona.edu
520‐400‐0061
Financial Information
Company Stage: Prototype
Projected monthly cash burn: $8000
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Capital Seeking: $200,000
Management
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According to the Center of Disease Control, 69% of Americans are
overweight or clinically obese. These individuals are more prone to
preventable illness such as heart disease and type 2 diabetes. Not only
are these individuals suffering from illness, but their employers suffer financially as well. In the past decade,
there has been a steady rise in health insurance premiums; a study done by the Kaiser Family Foundation
found premiums increased by 172% in the last decade. In order for companies to reverse this costly trend,
they must take a proactive investment in the health of their employees by using WellSpark Health.. We like to
say, well care, not sick care!

Our Solution: A Customized Approach to Wellness
WellSpark Health offers small and mid‐sized business owners a customized wellness program where we first
analyze and target both individual and company needs. We encourage healthier habits through education,
goal setting, individual consultations and use of incentives to jump‐start and maintain employee
participation. Online resources including tracking tools, online blog, community and a chance for employees
to get health advice from our coaches. To start, we offer a generic program to companies who partner with us,
but will analyze aspects of each company’s program that prove most effective so we can focus on those to
maximize healthcare savings.

Small and MediumSize Businesses Can Benefit from WellSpark
We serve the 5,200 small and medium sized businesses with 50‐250 employees in the Tucson and Phoenix

communities. The law requires companies with a minimum of 50 employees to provide health insurance
plans as benefits, otherwise they incur a penalty charged by the government.

Companies Lack Comprehensive Wellness Solutions
We surveyed employees and employers to validate our target market and demand for our service. While 78%
of all employees believe wellness programs are important only 35% reported having wellness programs at
their workplace. In our employer survey, 80% reported not having a formal wellness program. Employers’
top two biggest motivators for participating were lowering healthcare costs and improving morale.

Grassroots Marketing Builds Relationships
We will build relationships in the business community through community outreach, networking with
Chambers of Commerce, and a sales team with inroads with regional business contacts. Metropolitan areas
will be divided into territories that will be managed by account executives. Our advertising strategy will
include personal selling and advertising in local business journals and magazines.

StepbyStep Plan to Employee Health
Let’s assume that company XYZ has partnered with WellSpark. Their employees will individually consult with
our health coaches to create an incentive‐based plan for achieving goals. After an initial meeting, quarterly
consultations and biometric screenings will take place. Employees will have access to online wellness
tracking and educational tools as well to help them achieve their goals.

Competitors: Saturated Market with Opportunity
There are many competitors within the wellness program industry. Competitors include Wellness Council of
Arizona, United Healthcare, RedBrick Health, Humana Vitality, Wellsite and Limeade. Competitors offer either
an onsite or online program and incentives. Some other target customers create in‐house wellness programs,
or use programs offered by health insurance providers. WellSpark offers current wellness cost analysis and a
combination of onsite and online tools along with incentives to spark motivation.

Competitive Advantage: Measurable Effectiveness
A current study done by Harvard on the effectiveness of wellness programs in the workplace shows that
companies with a program save more than $3 on medical costs for every dollar invested in the programs.
Studies haven’t shown what aspects of the program lead to such returns on investment. WellSpark Health
has the means to measure our client companies’ baseline direct and indirect costs due to illness, as well as
how WellSpark Health has reduced those costs over time.

Financials
Revenue
Gross Income
Operating Expenses
Net Income

2013
$52,810
$19,748
$112,760
‐$93,012

2014
$176,712
$66,081
$112,435
‐$46,354

2015
$771,957
$288,671
$190,576
$98,236

2016
$1,615,063
$603,947
$269,801
$334,832

2017
$2,346,423
$877,437
$292,229
$586,334

Problem/Opportunity

The Obesity Epidemic
The United States population has grown increasingly more overweight causing an epidemic. The
epidemic is felt in all aspects of life, even in the workplace. According to the Miliken Institute, more
than 109 million Americans report having at least one preventable disease, including diabetes, high
cholesterol, and heart disease. The increase in preventable disease can be accredited to the 65% of
our American adult population being classified as either overweight (25<BMI<30) or clinically
obese (BMI>30).
Increasing Insurance Costs and Lost Productivity
Companies lose $1.3 trillion annually due to productivity loss in the workplace. Employer’s
financial woes don’t stop there; current trends show health care premiums increasing by 60% by
2020, as estimated by the Commonwealth Fund. Employers have a large stake in these swelling
health care costs, since more than 60% of Americans receive health insurance coverage through
employment‐based programs (New England Journal of Medicine 2006). Rather than remain
reactive, companies can save if they offer proactive, preventable measures for their employees in
the form of wellness programs.
Figure 1: Cumulative Increases in Health Insurance Premiums, Workers’ Contributions to
Premiums, Inflation, and Workers’ Earnings, 19992012

Source: Kaiser/HRET Survey of Employer-Sponsored Health Benefits, 1999-2012. Bureau of Labor Statistics, Consumer Price
Index, U.S. City Average of Annual Inflation (April to April), 1999-2012; Bureau of Labor Statistics, Seasonally Adjusted Data
from the Current Employment Statistics Survey, 1999-2012 (April to April).

Solution
The Worksite Wellness Revolution
There has been an increase in wellness programs being introduced in the workplaces. In 2006,
Consulting firm MHR surveyed employers with over 500 employees and found that only 19% of
companies reported having wellness programs. In 2012, research done by the Kaiser Foundation
found that over 60% of companies have wellness programs in place. In the graph below, the gap
between adoption by smaller and larger firms is shown, especially in the use of incentives to
encourage participation. However, small and medium sized companies have shown their
willingness to try wellness programs.
The Harvard School of Public Health explains why companies adopt wellness programs. Their
analysis found that wellness programs in large companies (those with more than 1,000 employees)
have an impact on the bottom line, observing health care costs fell by $3.27 for every dollar spent
on wellness programs and absenteeism costs fell by $2.73 for every dollar spent. On average, it was
found that these wellness programs cost companies $140 annually per employee. Our rates are not
only competitive with these programs, our program uses a unique pricing and incentive strategy to
reduce the program’s impact to the bottom line.
The caveat to this study by Harvard and other studies done on wellness program benefits is the lack
of explanation as to what about wellness programs yields such returns on investment. Studies are
not conclusive on what wellness practices, such as using incentives, educational materials, HRA
(Health Risk Assessments), or counseling with registered health coaches, yields the greatest gains
per dollar spent. According to a Healthy People 2010 issued by the Institute of Medicine, it is
recommended that programs be comprehensive.
Our Solution
WellSpark Health provides a customizable comprehensive wellness program, introducing health
education, biometric screenings, and integrating wellness into corporate culture. We evaluate the
areas that companies are struggling in by analyzing current metrics (premium increases,
decreasing productivity, etc) and provide and solution targeted to improve those. By contracting
with small to medium sized firms, our program is designed so companies save comparable amounts
to the studies discussed. Currently, large companies mostly utilize those returns on investment;
WellSpark Health is committed to bring savings to smaller companies and spark positive lifestyle
choices for Americans.

Figure 2: Among
Firms Offering
Health Benefits,
Percentage of Firms
Offering a Wellness
Program and Asking
Employees to
Complete a Health
Risk Assessment, By
Firm Size, 2012

Target Market
WellSpark Health contracts with companies with 50 to 250 employees to provide comprehensive
wellness programs for their employees to reap health care cost reductions, improve productivity
for the company and create healthier lifestyles for employees. This market is most prepared to start
a movement towards curing preventable diseases that our society faces.
The private sector has the power to invoke change unlike any other sector. The influence a
company has on its employees’ lives and the community around it is unparalleled, decisions are
made and change is adopted. More than 60% of individuals in the US get their insurance coverage
from employer sponsored health plans. If companies commit to incorporating wellness into their
culture, it will improve their employee’s lives and save the company money on health insurance
premiums in the future.
We target businesses with more than 50 employees because the law specifies businesses with less
than 50 employees are exempt from offering health insurance. If the largest quantifiable benefit is
lowered health care cost for a company, then we must provide our services to those who are
required to provide health insurance for their employees. Regarding our ceiling of 250 employees,
we want to start in a narrow market that has been overlooked by more active organizations such as
Wellness Council of Arizona. In Tucson, 1,741 companies fit into our target market out of 69,535
total companies. After moving operations into Phoenix, our target market grows three‐fold. To
begin, our target market is a wonderful way to prove wellness programs render results in smaller
companies. Thus far, studies show returns based off the experiences of companies with more than
500 employees and explain why that size of company utilizes preventative measures as well.
Small Business Survey
We surveyed business owners and their employees (Exhibit A) to understand the demand for
worksite wellness programs. We found that 67% of businesses do not have formal wellness
programs in place today, primarily because of high implementation costs. On the other hand, 80%
of employers and employees surveyed believe wellness programs are important or very important
to their bottom line. Since we have evidence from prior studies on the effectiveness of wellness
programs, companies should give WellSpark the opportunity to make a difference in their
organizations.
Figure 3: Insights from Our Survey
•

67% of business owners do not have a formal wellness program in place

•

80% of business owners believe wellness programs are important to their bottom
line

•

Top 2 employee wellness goals: Eating Healthier & Losing Weight

Competitors
Competitors are grouped into three provider categories: wellness programs offered by insurance
companies, wellness programs created within businesses and third party wellness programs.
Insurance companies make wellness programs available to their customers. Two notable
competitors include United Healthcare and Humana Vitality. United Healthcare offers customers
programs and services to maintain health. Humana Vitality uses goals and incentives to increase
participation, which motivates better health choices. The services are at no additional charge to the
companies, but the programs provided are rudimentary. Educational information is available for
distribution, but the responsibility of administration falls upon the employer. Wellness programs
without a wellness champion, a passionate leader promoting buy‐in from other employees, often
fail to succeed within the organization. WellSpark encourages wellness champions within each
organization. We assist the champion to foster a supportive environment in the workplace.
Wellness programs created in‐house may offer employees a variety of simple health‐boosting tips
and practices such as posting educational flyers, providing flu‐shots and removal of poor food
choices around the office. Much of the offerings are simple because it is not the core competency of
the business. Most companies that invest in their own comprehensive wellness programs are self‐
insured. WellSpark is able to offer companies a complete wellness program that makes a difference
in the bottom line.
Another option for businesses is to hire third party vendors who provide wellness programs. There
are two categories of third party providers according to the platform used: onsite or online. There
are various online competitors such as Wellsite and Limeade, which offer online wellness solutions
for companies such as setting goals and receiving incentives through use of computers. Onsite
vendors offer a personal touch through interaction such as health coaching and seminars. Rarely
are onsite and online tools offered in the same program, which WellSpark combats.
Underlying Magic
Research proves wellness programs affect the health of employees, but it is unknown which
components create the most impact. WellSpark Health plans to use analytics to determine the most
effective portions of the program for individual companies because organizational needs change
depending on the culture of the company. After analyzing individual company needs, we can tailor
our services to create an effective program. Offering a standard program to our clients in areas that
aren’t impacting their health cost or productivity loss is a waste of their resources. Customization is
key in solving these issues by creating a program that employees want to participate in once the
true need is identified.
WellSpark Health uses best practices of competitors in the market. After research and discussion
with field experts, we concluded offering onsite and online tools are the most effective and cost
efficient solution to engage and excite employees, sparking them to be excited about adopting a
healthy, active lifestyle. The change will not only lower health insurance premiums and increase
productivity, but the employee’s family and friends will improve their health because habits are
contagious. Friends can socialize over their new workout routines together, and parents can teach
their children healthy habits that will last a lifetime. These small changes enable our society to
combat the existing obesity epidemic.

Product/ Offerings

WellSpark Health provides value through a variety of products and services. To fully understand
our program, here is an example of how employees will use our services. Sally’s company, Allegro,
hired WellSpark Health as a third party wellness program provider. As a part of this program,
Allegro increased Sally and other employees’ contributions to their health insurance premiums to
help cover the program costs. This is one approach the company could take, another would be
paying WellSpark for the program per employee participating basis and incentives are offered for
vital stats improving over time.
Sally visits her doctor to get a quarterly biometric screening, which includes her height, weight,
BMI, blood pressure, total cholesterol, HDL/LDL and triglycerides. The information from the
screening will be used when she meets with our qualified health coach. We have licensed health
coaches with qualifications including knowledge in personal training, nutrition and integrative
wellness. By committing herself to the WellSpark program for the quarter, Allegro reimburses Sally
a fourth of that increase in her health insurance premium.
Quarterly, Sally will have an individual consultation with our health coach to discuss health
concerns she has. This month, Sally would like to learn healthy choices and she is having weight
issues. Her biometric screenings conclude 31 BMI (obese) and high blood pressure. Throughout the
consultation, the health coach helps Sally arrive at a goal to eat out only twice a week in order to
lose weight. To track this goal Sally uses WellSpark’s food tracking tool on Allegro’s company
webpage within the WellSpark site. For her biometric screening results, Sally doesn’t qualify for any
more incentives then the incentive for participating for the quarter. If she is able to improve her
readings in the future, Allegro will reward her with additional incentives for her commitment to a
healthier lifestyle.
The next quarter, Sally completes her biometric screenings and her BMI has dropped from 31 to 29,
putting her in the overweight range instead of obese. She kept track of food intake and ate out less
than twice a week, so achieving this goal transferred to a better biometric screening. Now Sally has
qualified for being reimbursed for another fourth of the increase in insurance premium payment,
and she also will be rewarded for her improved BMI reading, depending on how Allegro wants to
lay out their additional incentives program.
Sally notes that educational flyers on eating tips and stress relief are posted throughout Allegro’s
office. Additionally, each quarter in‐depth seminars are held within the office about health topics.
For example, seminars can cover how to choose and prepare healthy lunches with a food
demonstration. The homepage and blog allow for Sally and other employees to discuss health topics
and create a community focused on healthy living. If Sally has questions about her individualized
plan, she can post questions on the homepage for the health coach.

Our Team
WellSpark Health was founded by four undergraduate students with diverse backgrounds
graduating in May 2013 from the University of Arizona Eller College of Management.
Madison Carroll, team manager, found passion from exercise early in life and is passionate and
enthusiastic about nutrition and overall sense of wellbeing. Her education includes majors in
management and entrepreneurship with a minor in nutrition. Madison has management experience
as Philanthropy Chair within her sorority, Kappa Kappa Gamma. The responsibilities involved
planning and executing an event for over 400 people, and additionally, she managed committees
where communication and organization were key. Madison has competed in three triathlons and
one half‐marathon. Her background in health and wellness as well as management allows her to
bring knowledge and skills to WellSpark Health.
Armani Del Franco, finance manager, is looking to use his finance and entrepreneurship education
into a professional application. His grandmother passed away from lung cancer after a five year
struggle but she has inspired him to improve the health of American families. Armani and his family
changed their health habits and strive to help others do the same.
Brad Moreno, operations manager, triple majors in management information systems, operations
management and entrepreneurship. His past business experiences are wide‐ranging. Most recently,
he was an intern for Deloitte in AERS, as a Technology Risk Consultant. The summer prior, he
interned with Marathon Oil as an IT Business Analyst. In each of these roles he interviewed clients
understanding their processes and needs and then developed customized integrated solutions in
order to solve specific problems. These analytical and problem solving skills are useful to
understand WellSpark’s market and individual business needs for a wellness program.
Katharine Linebaugh, marketing manager, majors in marketing, entrepreneurship, and minors in
global business. She has over four years of marketing and sales experience with both Fortune 500
and small businesses to help her effectively execute marketing and sales for WellSpark Health. Her
experience has taught her strategies to drive growth and manage customer relationships that are
crucial in a start‐up. In addition, Katharine enjoys an active lifestyle by engaging in Pilates, TRX and
Sculptworks.

Tucson Community Experts
We have consulted with several experts in the wellness field to understand trends, program design,
and demand for wellness programs.
Dan Johnson, Wellness Council of Arizona
Dan Johnson is a health promotion specialist and has owned/operated over 20 fitness centers. He
believes the “new frontier” of wellness is small business, a group largely ignored by wellness
programs today.
Nancy Driscoll, graduate professor in the University of Arizona’s Nutritional Sciences Department
Nancy helped us to create a comprehensive wellness program for small business needs. She
believes a plan that includes face‐to‐face contact, education, and incentives, provides the foundation
for a long‐term sustainable solution.
Annemarie Medina, Vice President of Community and Corporate Partnerships, YMCA of Southern
Arizona
Annemarie informed us that 90% of emergency room visits are preventable and can be solved
through improving healthy eating and exercise. Small businesses with insurance plans suffer the
most from expensive hospital visits that could be prevented. Annemarie cites the biggest cause of
wellness program failure results from lack upper management support. We will work closely with
companies to seek out wellness champions within the firm to drive participation and enthusiasm.
Jeff Burgess, Division Director and Professor, University of Arizona College of Public Health
Jeff has worked extensively with firefighters and mining companies to understand how both
exposures to toxic chemicals and on‐the‐job injuries affect employee performance and health
insurance costs. His research has found that in fields requiring physical exertion, employees who
exercise regularly sustain less on‐the‐job injuries. Jeff also believes wellness programs often fail
because they are not customized to each company's needs.

Operations Strategies
Online Website Development and Maintenance
Providing a website for participating company employees is an important part of our business
model, and a fully functioning website is crucial prior to launching our business. A student from the
Computer Science Department at the University of Arizona is developing a beta version of our
website. His experience ranges from building personal websites with blogs to building web
applications for Microsoft. His current goal for this project is to build and maintain a website for a
startup company and use our website to showcase his talents. After initial development,
maintenance is necessary, so we plan to contract out any support to assist with troubleshooting and
client customization website needs. Brad, our operations manager, will oversee transactions made
with the support contractor.
Online Website Functionality
The website is for public view and serves as a log‐in portal for customers. The public will be able to
view WellSpark Health’s product offerings, about us and other basic website uses. For clients, the
log‐in portal will take the employee or employer to their company’s website. Within this portal,
they will be able to view and comment on the internal company blog and ask questions to the
health coaches. In addition, they will have access to the online tools that will integrate into their
overall goal tracker and progress. For example, Sally would be able to log‐in to Allegro’s own portal
to read the online blog, track her food and exercise intake, and view old seminars. Employees will
create individual log‐in information to access their company’s webpage.

Hiring Health Coaches
Health coaches are crucial to the success of WellSpark Health. Health coach qualifications include
licensed credentials in personal training, nutrition and holistic health. Our coaches must have
comprehensive knowledge to understand the needs of our customers in order to spark a change in
their life. Personal training knowledge will be used to aid employees in exercise regimes. Nutrition
education will be used to advise employees on eating for optimal energy and health. Holistic
wellness education is crucial to assist employees with other life factors that negatively impact
health such as stress‐induced illness. The health coach consults with employees, writes a blog, and
creates bimonthly webinars.
Health Coach Consultations
Employees meet with health coaches for 30‐minute consultations each quarter to discuss personal
health issues. WellSpark will schedule the health coach at different business locations during the
week to optimize efficiency. The health coach consults individually with employees in a private
room. During the consultation, the employee discusses weight, eating, exercise, stress or other
health issues; the employee and health coach then work together to create goals and a plan to
achieve greater well‐being.
Incentive Program
Our incentive program will be fully customizable based on the needs of the client. We encourage
employers to offer healthy incentives and suggest standardizing the incentive program through
biometric screening results. WellSpark Health facilitates the set‐up of individual incentive
programs.

Business Model
WellSpark’s business model is business to business. We have set a competitive annual price of $135
per employee participating. That price covers all aspects of the program from initial meetings with
health coaches, online access and educational flyers and seminars.

Diagram of Processes

Marketing WellSpark in the Business Community
Positioning
WellSpark is positioned in the worksite wellness industry as a more accessible option for small
businesses than the larger programs currently on the market. We offer both online and onsite tools,
which is unique in our industry..We believe our programs’ strategic use of face‐time contact allows
businesses to achieve wellness goals. Unlike our competitors, we provide a more customizable plan
where we assess company’s problem areas and tailor our solution to their needs. We believe no two
companies are alike, and each needs individualized assessments to understand how to solve their
wellness problems.
Marketing Strategy
We will use a sales team and business‐to‐business selling strategy to reach our target customers.
We plan to hire salespeople in each region we enter based on knowledge of and relationships with
the business community. We will build relationships in the market we enter and establish a
reputation through word‐of‐mouth marketing. We will also advertise in local journals and
magazines that business community members most frequently use. Relationships with Chambers of
Commerce, the Rotary Club, and other organizations help brand our company and increase
awareness.
Marketing Tactics
We will initially enter the Tucson market, and plan to use the following tactics to reach out to our
audience.
Community Wellness Events
WellSpark establishes an advantage as being a locally based business. In Tucson, there are a range
of events and fairs we will attend including Meet me at La Encantada Wednesdays, having a booth
at the Tucson Marathon, and the El Tour de Tucson Bike Race. The purpose is to gain interest from
employers and employees. Increasing employee awareness creates pull strategy within businesses.
Complimentary Lunch Events
We also will do complimentary lunch presentations for employees at small businesses to increase
brand awareness and demonstrate the value of our program. Lunch visits include a presentation on
healthy eating and exercise tips and cooking demonstrations about easy, affordable, quality meals
employees can make for on‐the‐go. We want to tailor these demonstrations to what challenges
employees are facing with eating healthy and maintaining an active lifestyle. These events provide
valuable face‐time with potential customers as well as insight into what customers’ challenges are.

Tucson Federal Credit Union Lunch Event
To spark interest in our program, we reached out to a local, mediumsized business, Tucson
Federal Credit Union (TFCU) and planned a “Wellness Week” during national health
awareness month in March. We
distributed flyers each day to
TFCU’s offices in the Tucson
community. On Wednesday we had
Julia, nutrition major at the
University of Arizona, do a cooking
demonstration to talk about
healthy alternatives employees can
bring to work for lunch. Julia
addressed easy, convenient and
cost effective dinners as well as
resources for recipes and nutrition
information. The Reading Food
Labels flier is an example of
materials distributed at TFCU.

Local Chamber of Commerce Relationships
We have developed relationships with coordinators from local Chambers of Commerce who are
interested in how wellness can improve productivity for their respective members. We have
developed relationships with the Tucson Metropolitan Chamber of Commerce, the Tucson Hispanic
Chamber of Commerce, and the Greater Oro Valley Chamber of Commerce. By building
relationships with Chambers in the community, we are able to communicate with our target market
in a social environment.
Local Advertising
We plan to generate brand awareness for our programs primarily through networking and sales
demonstrations, but we will also utilize local advertising in business magazines and journals to
generate brand awareness in the business community. In Tucson, we will advertise in both
BizTucson and Inside Tucson Business.

Pricing Strategy
We will consult with customers on setting up either yearly or monthly plans so they can try our
service with their team before making a long‐term commitment. We charge each company for the
total number of employees in their firm, at $135 per employee for the year. This price is
competitive with other wellness programs whose effectiveness was studied by Harvard. Our next
step will be to determine what incentive or penalty approach the company would like to take. If the
company wants to offer our program as a benefit for their employees, then the company can pay for
our charges in full. If they would rather place the responsibility or share the responsibility of the
employee’s health with the employees, then the company can increase the employee’s insurance
premium by the $135 or a portion of that. In doing so, employees who decide not to take an
interest in improving their health are penalized, and those who do engage in the WellSpark
program, are rewarded by a reimbursement of $135 for the year and potentially qualify for
additional incentives.

Figure 4: WellSpark Pricing Breakdown
Sales Projections
If we capture 68% of the total potential market, we anticipate revenues in year 1 to be
about $132,000, as startup costs heavily affect our gross income. By year 3 we will enter
Phoenix, and we estimate revenues of about $1, 808, 000. By year 5 we estimate to be
making revenues of $5,180,000. Figure 5 (below) estimates our revenue potential based on
estimates of how much market share we capture.

Figure 5:

Market Risks: Legislation, HIPAA, and Insurance?
Dan Johnson from Wellness Council of Arizona, voiced concerns about the impact of the Affordable
Care Act on businesses offering health care and its impact on wellness programs. It is financially
savvy for companies to take penalties and not supply health care plans to employees because it is
less than the actual cost of providing health care plans to employees. Those unwilling to provide
health care to their employees will rarely see improvements in overall health of the employees
unless cultural change and promises of increased productivity and reduced absenteeism are
enough to convince the owner of the value of wellness programs. After discussing our idea with
potential customers, we found the financial incentive of increased productivity would be the
greatest factor to adoption of a wellness program.
While the Patient Protection and Affordable Care Act (PPACA) could have uncertain effects to
employers providing health care coverage, the new law also increases the amount of incentives
(and penalties) to reward employees meeting health standards. If employers are looking to provide
maximum incentives to their employees when the law takes effect in 2014, then this provision can
help spur participation, otherwise it will pass without impacting our company.
HIPAA, a long‐standing law with measures to increase employee health privacy and fair treatment,
has provisions that address the use of wellness programs in companies and rules that promote the
best outcome for employees and employers. We are required to abide by these provisions to ensure
employers and employees we protect their privacy under the law. For example, we will help
determine the incentive ceiling based on the new provisions from PPACA and provide a program
reasonably designed to promote health and wellness. Another provision calls for the rewards to be
available to those whose current ailments don’t allow them to engage in the program as a healthy
individual would, such as handicapped participants. Since our program is custom fit to each
employee, and goals are created during quarterly meetings with our health coaches, this provision
will affect how we determine the metrics that qualify for incentives. Finally, we must keep
employee health records private while still making available enough information that their
employer knows what level of incentives an individual has earned. One way to address this concern
is we qualify employees and inform the employer of how much to pay out, so we give away no
specifics about an individual’s health. If that is not an appropriate incentive structure, based on
health metrics, then our incentives will be tailored towards participation in wellness activities.
As much as the success of our program is created by employee participation, the services provided
by the health coaches create the value for employees and employers. In hiring health coaches, there
are two options available to us: hire them under our company or contract with them. With advice
from our legal team, it is wiser for us to contract with already established health coaches and pay
them on an hourly basis for their services. In doing so, WellSpark Health doesn’t need to have
insurance for risks associated with ill‐advice given by a health coach. Rather, the health coach will
be liable for the advice given. The issue with pursuing this solution is continuity. For employees to
be meeting with the same health coach over several years will create a bond of trust and care that
may not exist if every quarterly meeting they consult with a different coach.

Risk and Mitigation: Mountains to Surpass
WellSpark Health is entering into an arena with many similar competitors consisting of similar
messages and tools but each using them in subtly different ways. None have made enough of an
impression in the market to go public or dominate the arena. Our largest risk is that we will not be
able to set WellSpark apart from the competition in the minds of our target market.. We want to
educate our target market on the differences of our program to competitors and use case studies as
an example.
The spark we’ll provide to companies is in the packaging of our on‐site and online services. All it
will take for a competitor to quickly adapt our practices and do so with more success is comparable
to how we have developed our program on what was best being provided by our competitors.
To differentiate us, WellSpark Health provides an additional service not used by the competition.
We use risk analysis, or the use of statistics in order to survey a company and find what threats
cause increases in health insurance costs. We could be considered management consultants for
wellness solutions who understand how a company is performing in terms of employee’s health
affecting health care costs, productivity, and absenteeism. After an initial consultation, we discuss
with the company a program that specifically addresses the most critical risk factors, and provide
additional services. This added value could light up the private sector and offer us the edge on
competition so they can’t easily adopt our programs.
Without the analytics component to our value proposition, we must consider how to acquire our
first customers and the relatively long time it takes to get meaningful results for the companies and
their employees. On average, it takes three to five years for companies to start seeing a return on
their investment so they must be committed to a culture of health in the workplace. Without our
own proven results, we will acquire a company to beta test run our program with, and we have to
rely on the research that currently exists in the marketplace. Current competitors market
themselves by showing how customers have benefited from using their programs, such as RedBrick
Health. Claiming similar results for our services is comparable and can provide some credibility to
our operations, but a company could use our competitor’s services instead. Fortunately, there are
studies on wellness programs, from Harvard and several groups from the government. Using those
sources give us numbers to sell the product without marketing the competition.
We can also mitigate the risks of competition by being a grass root company and partnered with
our community, with an earnest dedication to see a healthier Tucson. Creative marketing events
and holding seminars for the community will build up our reputation. By giving time to local food
banks and having events at schools to get kids active and thinking about eating healthy, as well as
educating parents through other venues, we can make significant changes in Tucson. The sincerity
in our cause is our best differentiator in the Tucson community and we believe can surmount every
obstacle that presents itself.

Financial Assumptions: It Comes With the Territory
Any projections included in WellSpark’s plan include the following assumptions:
 The size of our market, businesses with 50‐250 employees is supplied by manta.com
 Companies use incentives at proper levels to spur initial interests in participants
 Coaching costs are accurately portrayed by information obtained from competitor Wellness
Council of Arizona
 Advertising and marketing expenses are a percentage of sales for any given period
 The amount of customers is based on market share projections that made for reasonable
sales targets and our customer are kept for life.
Manta.com is a reliable source of information of the current market, comparable to those in the US
census. According to our surveys, over 67% of don’t offer a wellness program to their employees,
yet 80% do believe in the importance of employee health on the company’s bottom line. We have
also assumed that companies will not only bear the costs of our services, but provide employees
with financial incentives as well. If companies decide to offer sub‐optimal incentives, employee
utilization of services our program offers could be ignored and provide no benefit to the company
either.
Costs for employing or contracting with health coaches were obtained after talks with a
representative of Wellness Council of Arizona. The Wellness Council employs health coaches for
visitations to their clients. In terms of hours worked by these coaches, it was based on the team’s
discretion for how much to spend on their services since competitors provided little public
information. We also estimated how much money to spend in advertising to turn prospects into
clients. Our financial statements are based off customer acquisition being 20% of sales every year,
to account for news space, online presence, holding free seminars for companies, schools, libraries,
and chambers of commerce, as well as lunch and dinner appointments with decision makers in
companies.
Without discernible evidence to back up our projected market share in targeted markets, we have
constructed projections to our best ability with the information obtained from primary surveys,
past studies, and industry experts interviewed. We assumed that on a yearly basis, we gain an
additional percent of market share. Our market’s timidity towards wellness programs justifies the
slow adoption trend. After the end of year 2 though, companies who purchased our wellness
program will realize positive returns on their investment. It was found that the ROI of wellness
programs cited in the 2012 Harvard Study by Katherine Baicker happened only after two years of
being in place. After providing the promised financial returns to our initial customers, these
additional testimonials of our effectiveness will fuel further market share acquisition and our move
into Phoenix by year 3.

The Financials: Grass Root Beginnings
Year 1,
Tucson

Year 2,
Tucson

Year 3, Tucson
and Phoenix

Year 4, Tucson
and Phoenix

Year 5, Tucson
and Phoenix

Amount of Companies,
Regardless of Size

69,535

69,535

193,697

193,697

193,697

Companies with 50
250 Employees

1,741

1,741

5,224

5,224

5,224

Number of Companies
(50250) Using our
Program

7

17

87

139

192

Price per Employee

$135

$135

$135

$135

$135

Revenue

$52,810

$176,712

$771,957

$1,615,063

$2,346,423

Cost of Services

$33,062

$110,631

$483,286

$1,011,116

$1,468,987

Gross Margin

$19,748

$66,081

$288,671

$603,947

$877,437

Operating Expenses

$112,760

$112,435

$190,576

$269,801

$292,229

EBITDA

($93,012)

($46,354)

$98,236

334,832

$585,334

In the process of gaining traction through joining business groups as well as traditional means of
marketing, an initially raised $120,000 by the founders will be able to handle a year of cash burn.
This period is dominated by our initial creation of content on our website and building our
credibility within the Tucson community.
By year two, additional funding will be requested for another $100,000 to fuel our move into
Phoenix and content creation. These funds will hire health coaches to create value for WellSpark
Health. The coaches create online content and information, and do on‐site visitations to worksites
to provide the proper tools for healthy lifestyle changes. This estimate also accounts for the
salespeople hired and offices rented in Phoenix and Tucson, and expenses of marketing strategies
such as free seminars. Our expansion into Phoenix provides us with a larger market to start making
up ground; our Tucson clients make moving into Phoenix possible because purchasers in year 1 will
now be showing a positive return on their investment by the end of year 2.
After five years of operation and traction gained in the small business arena, we could sell our
model and clients to established program providers such as Wellness Council of Arizona or health
care providers with rudimentary wellness program offerings. Our purchase value will be based on
future projected cash flows provided by our current customers and the acquisition of other
customers determined by a reasonable growth rate, taking into account the speed of diffusion in the
U.S. market and a steady market share acquisition.

Funding Requirements and Valuation

Summary
WellSpark Health’s wellness program for small and medium‐sized businesses aims to make a
lasting difference in our country by improving the overall employee well‐being. We make
employees healthier and happier while also reducing costs and improving productivity. Our
research and knowledge results in a wellness program that benefits both employees and
employers. Prevention is the key to reducing the higher healthcare costs that our economy faces
today. WellSpark Health provides employers a successful program to take preventative measures
today: Well care, not sick care.
Vision Statement: WellSpark aims to spread healthy lifestyle habits and educate communities on
how to achieve a balanced well‐being.
Mission Statement: WellSpark’s mission is to be the leading provider of wellness programs, to help
business’s employees achieve overall well‐being through education, proven incentive programs,
and customizable features.

Appendices:
FiveYear Balance Sheet
Year
Ending
Projected Balance Sheets ($s)
ASSETS
Current Assets
Cash
Accounts Receivable
Inventory
Other
Total Current Assets

1
Feb14

2
Feb15

3
Feb16

4
Feb17

5
Feb18

126,988
‐
‐
‐
126,988

80,634
‐
‐
‐
80,634

177,129
‐
‐
‐
177,129

420,759
‐
‐
‐
420,759

829,931
‐
‐
‐
829,931

Property and Equipment
(less accumulated depreciation)
Net Property and Equipment
Other Assets
TOTAL ASSETS

‐
‐
‐
‐
126,988

‐
‐
‐
‐
80,634

1,740
(141)
1,599
‐
178,728

5,080
(828)
4,252
‐
425,012

6,680
(1,954)
4,726
‐
834,657

Liabilities
Total Liabilities

‐

‐

‐

‐

‐

Shareholders' Equity
Paid‐In Capital
Retained Earnings
Less: Treasury Stock

220,000
(93,012)
‐

220,000
(139,366)
‐

220,000
(41,272)
‐

220,000
205,012
‐

220,000
614,657
‐

Total Shareholders' Equity

126,988

80,634

178,728

425,012

834,657

126,988

80,634

178,728

425,012

834,657

LIABILITIES AND
SHAREHOLDERS' EQUITY

TOTAL LIABILITIES AND
SHAREHOLDERS' EQUITY

FiveYear Income Statement
Year
Ending

1
Feb14

2
Feb15

3
Feb16

4
Feb17

5
Feb18

Projected Income Statements ($s)
SALES
Gross Sales
52,810
Returns and Allowances
‐
NET SALES
52,810

176,712
‐
176,712

771,957
‐
771,957

1,615,063
‐
1,615,063

2,346,423
‐
2,346,423

COST OF SALES
Materials
Labor (Inc Taxes & Benefits)
Other
TOTAL COST OF SALES

10,562
22,500
‐
33,062

35,342
75,289
‐
110,631

154,391
328,895
‐
483,286

323,013
688,104
‐
1,011,116

469,285
999,702
‐
1,468,987

GROSS MARGIN

19,748

66,081

288,671

603,947

877,437

OPERATING EXPENSES
Salaries and wages
Payroll taxes
Employee benefits
Depreciation
Bad debt expense
Additional Operating Expenses
TOTAL OPERATING EXPENSES

101,980
10,198
‐
‐
‐
582
112,760

101,980
10,198
‐
‐
‐
257
112,435

161,980
16,198
‐
141
‐
12,257
190,576

221,980
22,198
‐
686
‐
24,937
269,801

241,980
24,198
‐
1,126
‐
24,925
292,229

OPERATING PROFIT (LOSS)
BEFORE INTEREST AND
TAXES

(93,012)

(46,354)

(66,518)

(8,211)

107,727

INTEREST EXPENSE

‐

‐

‐

‐

‐

PROFIT (LOSS) BEFORE TAXES

(93,012)

(46,354)

98,094

334,146

585,208

INCOME TAXES

‐

‐

‐

(87,862)

(175,562)

NET PROFIT (LOSS)

(93,012)

(46,354)

98,094

246,284

409,645

EBITDA

(102,768)

(46,354)

98,236

334,832

586,334

FiveYear Cash Flow Statement
Year
Ending

1
Feb14

2
Feb15

3
Feb16

4
Feb17

5
Feb18

Projected Cash Flows ($s)
CASH FLOWS FROM OPERATIONS
Net income
(93,012)
Adjustments to reconcile net income
to cash flows from
operations
Depreciation
‐

(46,354)

98,094

246,284

409,645

‐

141

686

1,126

TOTAL CASH FLOWS FROM
OPERATIONS

(93,012)

(46,354)

98,236

246,970

410,771

CASH FLOWS FROM INVESTING
ACTIVITIES
Purchase of equipment

‐

‐

(1,740)

(3,340)

(1,600)

TOTAL CASH FLOWS FROM
INVESTING ACTIVITIES

‐

‐

(1,740)

(3,340)

(1,600)

CASH FLOW BEFORE
FINANCING

(93,012)

(46,354)

96,496

243,630

409,171

CASH FLOWS FROM FINANCING
ACTIVITIES
Borrowing of long‐term debt
Repayment of long‐term debt

‐
‐

‐
‐

‐
‐

‐
‐

‐
‐

CASH FLOW BEFORE
EQUITY FINANCING

(93,012)

(46,354)

96,496

243,630

409,171

Sales of Stock
TOTAL CASH FLOWS FROM
FINANCING ACTIVITIES

220,000

‐

‐

‐

‐

220,000

‐

‐

‐

‐

NET CASH FLOWS

126,988

(46,354)

96,496

243,630

409,171

CASH, BEGINNING OF PERIOD

‐

126,988

80,634

177,129

420,759

CASH, END OF PERIOD

126,988

80,634

177,129

420,759

829,931

WellSpark Health FiveYear Valuation and Investor Value

Description of WellSpark Health Offerings and Operations:
Biometric Screenings
Employees will be required to get quarterly biometric screenings. Screenings will include height,
weight, BMI, blood pressure, total cholesterol, HDL/LDL and triglycerides. The purpose is to examine
the employees health from a clinical standpoint and it provides standardization for incentives.
Additionally, information from the screenings will be confidential between the doctor and the
employee.
Individual Consultations with our Health Coach
Employees consult quarterly with a health coach for 30 minutes each session. The initial meeting
allows the health coach to understand the employee’s personal health and wellness needs, and the
employee will be able to discuss their concerns. Together, the health coach and employee will set
goals for the employee. To standardize goal setting, the ultimate end result is for the employee to
reach their individual ideal body weight. Sample goals include exercising for 30 minutes/day, 5
days/week or eating 1800 calories per day.
Health Coach Qualifications
Health coaches will have a background in nutrition, personal training, and integrative wellness.
Nutrition education will facilitate proper education about food consumption for employees. Personal
training gives the health coach an ability to offer exercise advice. Integrative wellness gives the
health coach an ability to uncover other nonclinical issues that may be present in the employees life
which may be affecting their health.
Seminars
WellSpark will offer employees monthly seminars on various educational health and wellness topics.
The seminars will depend on the businesses individual and changing need. Health coaches will
spend time consulting and creating customized talks. Time and location of the seminar will be
dependent upon individual company needs. Some example topics include:“Eating on a budget”, “Eat
this, not that”, “Importance and how-to reading nutrition labels”, and “How exercise can affect your
mood”. Seminars will also be taped and posted on the website for employees to review at a later
date.
Informational Flyers
Weekly, employees will receive educational flyers put together by the health coach. The purpose is
to provide information on the importance of good nutrition, exercise and overall well being to
maintain a healthy lifestyle. Since there is endless education on well being, weekly education serves
to be a steady flow of knowledge without overwhelming employees. Some examples of educational
flyers include healthy eating tips, importance of sufficient rest and stress management.

Online Blog
Each company will have an online community where the health coach can blog and answer
questions. The blog will provide current trending news about health and wellness to employees.
Additionally, if employees have questions or concerns about their goals, the blog offers a tool for
communication within the business and the health coach. The online portion of our program offers a
community which enables a culture based around health and wellness. Since it is web-based, it
connects and opens communication from one business to another. Opening communication allows
employees to discuss challenges they face with others.

Online Food Tracker
The online food tracker allows employees to monitor their food intake. It will provide information on
nutrients and calories consumed. Using the food tracker is optional for employees, but we do
encourage awareness at WellSpark Health; examining food intake is an important element of health
awareness. The health coach can use the information collected on the food tracker for consultations
and to mark employee progress

.
Tracker comes my MyPyramid.gov

Online Exercise Tracker
The online exercise tracker allows employees to track exercise and calorie expenditure. Similar to
the food tracker, this component will be optional; although, we highly encourage employees to use
this feature. For employees who set a goal to exercise more regularly this tool would be beneficial; it
also allows the health coach to review the employee’s progress.

Tracker comes from MyPyramid.gov

Other Fliers from the Tucson Federal Credit Union Event

Example Consultation and Dialogue with an Employee
Client/ Employee Consultations (30min/session)
Possible Goals:
1. Decrease body weight by 1lb/week
2. Increase muscle mass/decrease fat mass within 6mo‐1 yr
3. Achieve desirable body weight range by mo. 6 or 1 year
4. Exercise 5x/week for 30‐60 minutes within 3 mo.
5. Increase vegetable consumption to 4serv/day within 6mo‐1 year
6. Decrease blood pressure systolic: diastolic within 3mo.
7.
Biometric Screenings:
1.
2.
3.
4.
5.
6.

Weight (on scale) and height @ every consultation
BMI
Blood Pressure
Total Cholesterol
HDL/LDL levels
Triglycerides

In a perfect world…….
January 3rd:
(The client will complete prior biometric screening.)
Counselor‐ “Hello, how are you? What brings you in today?”
Client‐ “I am well, thank you. I’m here to get some information on healthy choices.”
Counselor‐“Great! What types of healthy choices are you searching for?”
Client‐ “I don’t really know. Maybe some ways I can lose weight.”
Counselor‐ “Okay, so you want to information on ways to lose weight. On a scale of 1‐10 how ready
are you to make a change?”
Client‐ “Probably about a 6.”
Counselor‐“Alright a 6. Why not a 10?”
Client‐ “I don’t really know how or what to change I guess.”
Counselor‐ “Okay, so you are at about a 6, but not a 10 because you don’t know what or how to
change. Let’s make some goals that you would like to achieve long‐term.”
Client‐ “Okay, I want to lose weight.”
Counselor‐ “Okay let’s think of a way that you could do that.”
Client‐ “I could eat better.”

Counselor‐ “What does eating better entail for you?”
Client‐“Eating out less I guess.”
Counselor‐ “Okay, so you are going to make a goal to eat better, entailing eating out less. How much
less per week?”
Client‐ “I will eat out only 2x per week maximum.”
Counselor‐ “What a great goal, we can track that by using the food log on Allegro’s company
webpage.”
(Counselor helps set client up on the food tracker)
April 4th:
(The employee will complete a biometric screening.)
Counselor‐ “Hello again! How are you doing?”
Client‐ “Good thanks!”
Counselor‐ “How do you feel you are doing on your goal of losing weight by eating out less?”
Client‐ “I am eating out less, and it is not that hard!”
Counselor‐ “That is great!”
Client‐ “I would like to make another goal today.”
Counselor‐ “Do you have a goal in mind, or what type of goal would you like to make?”
Client‐ “I am interested in reaching a healthy weight for my age.”
Counselor‐ “We have something called a desired body weight. It is a calculation of a desired body
weight for someone’s height, we could make that your goal.”
Client. “That sounds like a good idea. I could do that.”
Counselor‐ “Alright, well then we will go through your measurements and calculate your desired
body weight and make that your goal.”
Client‐ “Okay.”
Counselor‐ “What would you like to discuss today?”
Client‐ “My doctor says I need to decrease my blood pressure. I have been trying to be less stressed
at work and sleeping more, but what else can I do to decrease my blood pressure?”
Counselor‐ “Well, there are certain foods that you could increase that may help decrease your blood
pressure. However, there is no guarantee.
Client‐“I understand. What types of foods?”
Counselor‐ “Increase your vegetable intake. There are so many different types of vegetables.”

Client‐ “I don’t really like vegetables.”
Counselor‐ “Okay, so what I understand is that you want to decrease your blood pressure, but you
don’t really like vegetables?”
Client‐ “That is correct.”
Counselor‐ “Alright, what is something you think you can do to decrease your blood pressure?”
Client‐ “I guess I can exercise more.”
Counselor‐ “How often would you like to exercise?”
Client‐ “I would like to exercise at least 3x a week.”
Counselor‐ “What type of exercise do you enjoy?”
Client‐ “I like to walk my dog, and ride my bike around the neighborhood.”
Counselor‐ “Okay, so what I understand is that you want to exercise 3x a week, and enjoy walking
your dog and riding your bike around the neighborhood.”
Client‐ “Yeah. I think that sounds do‐able, I could walk my dog 2x a week and ride my bike once
each week!”
Counselor‐ “Alright, great we will give you a pedometer to track the amount you move each day and
will check in next time.”

Armani Del Franco
apd1992@email.arizona.edu
Permanent Address:
4541 E Chuckwalla Canyon,
Phoenix, Arizona 85044
(602) 930-8060

Current Address:
2929 E 6th St. Apt. 239
Tucson, Arizona 85716
(602) 930-8060

EDUCATION
The University of Arizona
Bachelor of Science in Finance and Entrepreneurship May 2013
Major: Finance and Entrepreneurship
GPA: 3.9/4.0

Tucson, AZ

EXPERIENCE
Associate of AllStar Financial Group LLC, 06/11 – Current
•
•
•

Phoenix, AZ

Co-developing company business plan; SWOT analysis, marketing plan, projected earnings
Organized customer appreciation program; sending out cards for birthdays and anniversaries
Assembled retirement portfolios for four families, with an emphasis on tax-free retirement

Member of the Eller Excellence Fund Committee, 8/11– Current
•
•

Tucson, AZ

Assessed student requests for funding in relation to its return to Eller, allocated limited funds
Negotiated with the opinions of others, to reach a sensible consensus on who to fund how much

Philanthropy Chair and President of Eller Scholars, 8/11 – Current
•
•
•
•

Tucson, AZ

Communicated our club’s interest in philanthropy to volunteer directors at established foundations
Persisted through the trials our club faced, never gave up on giving members what was best for them
Developed a system for keeping track of member participation
Mentored and provided opportunities for students to develop personal and professional skills

ACTIVITIES
•
•
•
•

Volunteered with Project Angel Tree
Member: Eller Scholars, Entrepreneurship Scholars Association
Attended conferences with brilliant Financial minds, like Eugene Fama
Venture formulation via the School of Entrepreneurship

Winter 2009-2011
2010 – 2012
Fall 2011
2012-2013

AWARDS
•
•
•
•

Wildcat Excel Tuition Scholarship
Wildcat Excellence Scholarship
University Grant
Eller School of Management Scholarships

•
•
•
•

Knowledgeable in Windows 7 and Office 2007
Enjoy working hard towards cohesive goals, both my own and those of the company
Obtained Life and Health License; legally provide fixed and indexed insurance and annuity policies
Entrepreneurial Mindset

SKILLS

2010-2012
2010-2012
2010-2012
2012

Madison Carroll
madison1@email.arizona.edu
520‐400‐0061
Current Address:
th
2050 E. 8 Street
Tucson, AZ 85719
Education
University of Arizona
Business Management and Entrepreneurship Major, Nutrition Minor
3.7 GPA, Dean’s List

Permanent Address:
5030 N. Via De La Granja
Tucson, AZ 85718

Tucson, AZ

Experience
Tucson, AZ

•
•

1/13 – Present Dr. Gann’s: Diet of Hope
Internship
Learn to use diet to decrease patients’ dependence on prescription medications
Participate in a medical practice from the inside

Tucson, AZ

•
•

8/12 – Present McGuire Entrepreneurship Program
Manager
Create health and wellness program for small businesses
Manage team through communication and organization

Tucson, AZ

•
•

9/11 – 12/11
Julie Bar: Fruit and Nut Bar
Internship
Promote Julie Bar product locally
Gain experience through expansion of small business

Tucson, AZ

•
•
•
•

12/10 – 12/11 Kappa Kappa Gamma
Philanthropy Chair
Coordinate various places for community service opportunities
Manage committee of 40 women
Plan basketball tournament, Hoops for Hope, for over 400 participants
Raised over $12,000 for various non‐profits

•
•
•
•
•
•

Activities
Member – Entrepreneurship Student Association; August 2011 to December 2012
Chair ‐ Homecoming, Intramural and Recycling ‐ Kappa Kappa Gamma; August 2009 to May 2011
Member – American Marketing Association; August 2009 to May 2011
Member – Tricats; August 2009 – December 2009
Captain‐ Champion Arizona Intramural soccer team; October 2010 – November 2010
Intern – Run Tucson Event Production; February 2011 – December 2011

•
•
•
•

Volunteer Work
Chef ‐ Ronald McDonald House; October 2009 – December 2011
Model ‐ Moda Provacateur for Southern Arizona Aids Foundation; 2010 and 2011
Runner – Parseghian Foundation Event; May 15, 2010
Coordinator – Tucson Clean and Beautiful (Adopt‐a‐street); January 2011 to December 2011

KATHARINE LINEBAUGH
kgrace@email.arizona.edu
2035 Montrose Dr., Thousand Oaks, CA 91362
(805) 405-7052
MARKETING AND GLOBAL BUSINESS
High-achieving marketing, entrepreneurship and global business college senior with B2B and B2C experience. Excels at sales
prospecting, creating effective sales presentations, sales support and event planning. Experience with data mining and web
analytics. Entrepreneurial with can-do attitude and global work experience. Successful at multi-tasking, excelling at academics,
elected leadership positions, and community service.
EDUCATION
B.S., Business Administration, May 2013 (expected)
The Eller College of Management and Honors College, University of Arizona, Tucson
Major: Marketing and Entrepreneurship, Minor: Global Business
GPA: 3.71. Dean’s List with Distinction. Recipient of Arizona Excellence scholarship, 4 years
1st place winner in Business Math Team Competition, 2010
SKILLS
•
Excellent verbal and written communications skills combined with data mining and web analytics
•
Relevant coursework in Accounting, Marketing, MIS, Finance, Management, and Entrepreneurship
•
Research, prospecting, sales analysis and planning, cold calling, and client account maintenance
•
Social media marketing, event planning and membership recruitment, public relations
•
Proficient with Salesforce, VISIO, SPSS, Excel, PowerPoint, Microsoft Office Suite
PROFESSIONAL EXPERIENCE
Jan.-Aug. 2012 Wealth Management Intern, Merrill Lynch, Tucson, AZ, and Westlake Village, CA
•
Successfully completed 2 internships; provided sales support services to financial planners, identifying high-quality leads
using Salesforce, completing cold calls, and updating customer accounts
•
Consulted with customers to uncover financial needs; input data and created financial models to sell services
•
Promoted the brand through event planning and networking with over 100 business prospects
June-Aug. 2011 Marketing Intern, Virtual Human Resources, London, UK
•
Worked with executives to better communicate value proposition in messaging, graphics and social media
•
Created sales presentations for meetings with Fortune 500 prospects in the automotive and IT markets
June-Aug. 2010 Social Media Marketing Intern, Bullseye Marketing, Westlake Village, CA
•
Built awareness of services through social media marketing to increase visibility and market share
•
Created and executed comprehensive marketing strategy using web analytics and data mining analysis
LEADERSHIP EXERIENCE
May 2012-Present Senior Vice President, Delta Sigma Pi
•
Creating largest recruiting events in chapter history, generating over 100 applications; reinvented PR strategy to increase
visibility, winning multiple awards for the campaign
Oct. 2011-Present Vice President Alumni and Faculty Relations, Delta Sigma Pi
•
Built relationships with faculty and alumni by creating new events, newsletter and networking opportunities
Jan. 2012-Present Scholarship Mentor, Kappa Alpha Theta
•
Mentor freshman business students and provide support and feedback on becoming successful leaders
Jan 2011-Present Student Volunteer, Junior Achievement Tucson
•
Lead class on business fundamentals to inspire students in the community to become future business leaders

Bradley D. Moreno
3625 East Calle Del Prado
Tucson, AZ 85716

bdmoreno@email.arizona.edu
480‐293‐4843

3345 East Jerome Avenue
Mesa, AZ 85204

Education:
The University of Arizona
Tucson, AZ
 Bachelor of Science in Business Administration, May 2013
 Major(s): Management Information Systems, Operations Management & Entrepreneurship
 3.7 Cumulative GPA
Work Experience:
Technology Risk Consultant Intern, Deloitte & Touche LLP, 06/12 ‐ 08/12
Phoenix, AZ
 Provided internal and external IT audit services to various Fortune 500 companies
 Conducted controls testing and documentation around security, operations and change management
 Completed walkthroughs and interviews with client contacts gathering supporting documentation
 Created overview for audit committee providing recommendations for enhancing business efficiency
IT Business Analyst Intern, Marathon Oil Corporation, 06/11 ‐ 08/11
Houston, TX
 Developed KPI Visual Dashboard for Digital Oilfield, improved functionality
 Created 27 RtWebparts using UPSCADA and PI ProcessBook, real‐time info graphics
 Rationalized software licensing and packages saving the company over $40,000
 Helped evaluate Marathon’s STEM initiatives, made recommendations to Exec Council
Campus Brand Manager, Uhaul Collegeboxes, 01/11 ‐ 05/11
Tucson, AZ
 Collaborated with corporate staff to adapt and implement marketing strategy
 Hired and allocated a sales team to market services
 Created advertisement video and manage social network site
Resident Assistant, The University of Arizona, 08/10 ‐ 05/11
Tucson, AZ
 Assessed and respond to the needs of 38 residents on floor
 Counseled peers on personal, academic, and career concerns
 Managed duties: maintenance requests, incident reports, transfers, and educational programs
Professional Customer Solutions Consultant, Sears Holdings Corporation, 05/07 ‐ 08/08 Mesa, AZ
 Sold over $50,000 in monthly sales as a part‐time employee
 Awarded #1 in sales, obtaining a Professional Customer Solutions Consultant position
 Provided quality customer service by satisfying every customer’s needs
Activities:
 01/10 ‐ Current Eller Board of Honor and Integrity ‐ Chairman / President
 08/10 ‐ Current MIS Zipperman Scholar ‐ Award Winner / Member
 01/10 ‐ Current Entrepreneurship Student Association ‐ Active Member
 08/09 ‐ Current Pi Kappa Phi Beta Theta Chapter ‐ Active Member / Scholarship Chair
 12/10 ‐ 05/12 Inter Fraternity Council ‐ Executive Vice President / Academic Chairman
 02/12 ‐ 02/12 Deloitte Consulting Case Competition ‐ Team Captain
 01/12 ‐ 01/12 Boeing Business Development Winter Externship ‐ Extern
 12/12 ‐ 12/12 Eller College Philanthropy ‐ Participant
 10/10 ‐ 05/11 Edward Jones Cross‐Cultural Mentorship ‐ Mentee
Awards:





Neville Cramer Ethics Award
Junior Class Undergraduate Dean’s Award
Altria: Values in Action Sophomore Undergraduate Dean’s Award
Eller Case Competition Team Presentation Winner

Skills:

 Excellent in Microsoft Office (Excel, PowerPoint, Visio ect.)
 Competent with SQL & Joomla Web Development

Jose Luis Teran

University of Arizona

6794 E Camino Del Dorado - Tucson, AZ 85715
E-Mail: jlteran@cs.arizona.edu
Phone: 520-732-7087
Objective
I am applying for an Intern Developer position. This is an opportunity that will allow me to further my education
and high quality work experience in interest of personal growth & professional advancement.
Education
2010 - 2014 University of Arizona College of Science, Tucson AZ
Bachelors of Science in Computer Science
Minors in Mathematics, French, & Spanish,
GPA: 3.239
Summer 2011 Arizona in Paris Study Abroad Program -Paris, France
2006 - 2010 Douglas High School, Douglas AZ
High School Diploma - Valedictorian
GPA: 4.356
Experience
ScholarshipUniverse.com – Web Jr. Developer 20hrs/week August 2012 - Present
 Work with another student developer and a lead developer to continue developing a live website that reaches out to 38,000+
students at the University of Arizona
 Work as part of a project development team to coordinate website & database development and determine project scope and
limitations
Hands on experience with Visual Studio, Telerik Developer Tools, SQL Server Management Studio, ASP.NET, C#
Microsoft Windows Phone Division – Summer Intern 40hrs/week May 2012 - August 2012
 Work in a team of 3 interns to design, develop, and test a tool for internal use that will aid the Windows Phone Business
Intelligence team
 Hands on experience with telemetry data mining, SQL databases, SQL Server Analysis Services Cube creation and Excel
reporting
 Use of C# to automate certain parts of our project, use of VBA in Excel to make certain features of our project functional, and use
of SQL to work with all the data being extracted from other databases
IBM – Systems Verification Tester Co-Op 20hrs/week August 2011 - May 2012
 Design & execute tests to validate program code meets design specifications.
 Work with development software engineers to review functional designs, create and run test cases, and work with other
development tasks as assigned.
 Hands on experience with various operating systems, software products, and storage devices such as disk, tape, optical, TCP/IP,
LAN, WAN, and leading edge SAN environments.
U of A Student Financial Aid & Scholarships – Office Assistant 10-20hrs/week September 2010 - December 2011
 Provide excellent customer service as a front desk representative by answering any general questions about scholarships &
financial aid.
 File and organize scholarship documents, work with spreadsheets, update students’ records, & communicate effectively with
numerous scholarship donors/foundations.
Skills
Languages
Fluent in English, Spanish, & French (Minor Completed in French)
Programming
 Advanced Java and JUnit Testing
 Proficient HTML, CSS, JavaScript, PHP
 Intermediate SQL Databases with use of SQL Server Management Studio
 Analysis Services Cubes with use of SQL Server Business Intelligence Studio
 Beginner C#(Windows Phone Development)
 Intermediate Objective-C (iOS Development)
 Eclipse, XCode Dev Tools, Microsoft Visual Studio, Dreamweaver
 Assembly Language (MIPS)
Qualities
Fast learner, excellent customer service, excellent communication skills, ability to work efficiently in a team setting,
multi-task oriented, very effective at following directions.
Awards
 Microsoft Technical Scholarship 2+ years
 Experience Microsoft Redmond, WA(April 2011)
 Arizona Excellence Tuition Scholarship 2+ years
 Tucson Hispanic Chamber of Commerce Scholarship
 U of A Hispanic Alumni Scholarship 2+ years
 Society of Hispanic Professional Engineers Scholarship
 Honors College Tuition Scholarship
 U of A Dean’s List Fall 2010

Professional Memberships
ATLAS – Applied Tailored Leadership Adventure for Success August 2010-Present
 Participate in Leadership Development workshops.
 Obtained Principles of Leadership Certification to teach workshops.
SHPE Webmaster – Society of Hispanic Professional Engineers http://shpeua.org Spring 2011-Present
 SHPE National Career Development Conference Fall 2011 & Fall 2012
 Volunteer in Activities held by SHPE (Ex. Spring Fling, Engineering Week, La Familia, Science Day)
o La Familia- Outreach event to teach older members of the community how to use computers, use Microsoft
Office to create resumes, and apply for jobs online through Internet Web searches.
o Science Day- Outreach event targeting middle school students in hopes of bringing knowledge of Science,
Technology, Engineering & Math to our younger community members.
o ALE/YLF Day- Advancement of Latinos in Engineering/Young Latina Forum is an event targeting high
school students of Hispanic descent where we hold engineering workshops for them at our university to
encourage them to choose a STEM related career path.
Relevant Coursework
 Intro to Computer Science in Java
 Object Oriented Programming in Java
 iOS Development Objective-C
 Computer Organization with Assembly Language (MIPS)
 Intro to Linear Algebra
 Calculus 1 & 2
 Intro to Discrete Structures & Mathematics
 Web Development (HTML, CSS, JS, PHP, AJAX,
MySQL, Security)
 Intro to Artificial Intelligence

