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1. Problem

It is a midnight police raid. As the officers handcuff the adults, 15-year-old Ashley and
13-year-old Amber are taken into the safety of foster care... wearing only their pajamas
and socks.

Being a youth in foster care is unbelievably hard. Youth are quickly thrown into
unfamiliar situations: a new foster family, a new school, and an entire new set of friends.
More than anything, foster kids just want to be seen as “normal.” This is hard to
achieve if you came into foster care wearing only your pajamas.

Unfortunately, the youth’s new “parents,” the State of Missouri, don’t offer much help.
St. Louis-area foster youth, like Ashley and Amber, receive an average of $200 a year
for their clothing allowance.

Who are Foster Youth?

Children enter foster care because they have been abused, abandoned or neglected.
Some are placed in foster care because a teacher, neighbor, or doctor reports the
abuse. Some children come into care after their parents are arrested.

There are 2,600 foster youth living in the St. Louis-area (St. Louis City and the counties
of St. Louis, St. Charles, and Jefferson County). Five hundred of the youth are waiting
for an adoptive family to call their own. The majority of youth are tweens or teens (56%
are ages 12-19), African American (64%), and have spent an extraordinarily long time in
foster care (an average of 4 years 4 months in St. Louis City, versus 2 years 4 months
statewide).

At a March 10, 2009 focus group, we asked 16 foster youth, ages 12-19, how they feel
about their clothing allowance. They said:

“(With my $200) | can only buy underwear. There is nothing left to get other
things.”

“I want to look nice when | go to school.”

“I never know when | am going to get my clothing allowance. What am |
supposed to do if | rip my jeans or grow out of my shoes?”

2. Solution

The Exchange is a resale shop that will give St. Louis-area foster youth a chance at
“normalcy” by providing gently-used, high-quality clothing at affordable prices. The
store will help stretch their meager clothing allowance by allowing foster youth to shop
for only $1.00 per item.

The Exchange will also be open to the public , who will pay regular re-sale prices of
$5.00 to $20.00 per item. Profits generated from The Exchange will support our work to
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find foster or adoptive families for Ashley and Amber, and the nearly 500 other St.
Louis-area kids in need of a family.

Wait! Before thinking, “not another thrift shop,” be assured that The Exchange will be
an entirely new kind of resale store. More than a just store, it will be a place for smart,
fashion-savvy youth ages 12-22 who want to save money and the environment, while
helping their peers in foster care. The Exchange will be a fresh celebration of fashion,
technology, community service, and environmental stewardship, becoming a destination
for tweens (ages 12-13), teens (ages 14-18), and twenty-somethings (ages 19-22)
because of:
- An exciting and upbeat atmosphere, from trendy music to displays to
lounge area
A sophisticated, electronic-based marketing strategy
A high-profile created from celebrity support, including Nelly, Albert Pujols,
and Nikko Smith.

The Exchange’s bright spirit will emanate from the youth themselves, as

youth volunteers impact every aspect of the store—from merchandising y
to promotions to displays. One full-time paid manager will oversee the N
volunteer efforts of local high school and college youth. The high school fg/@\
students will conduct clothing drives at their schools, work the cash >
register, serve as personal shoppers, and on one Friday night a month,
perform as guest DJs. College students from local design schools will JQ
identify emerging trends, merchandize the floor, and dress the windows. 5/

2 g

The Exchange was developed by some of the best business minds in St. }’9

Louis, including those from Deloitte, Brown Shoe, Pace Properties, and
Purina. We estimate that start up costs will total $148,048. We are requesting $35,000
from SEIC, and will seek other grants and contributions totaling $45,000. First year
sales will total $68,250, and by the third year will grow to a sustainable $136,500 per
year.

Finally, the profit generated by this unique social enterprise will help the Foster &
Adoptive Care Coalition achieve our ultimate purpose: for every child A Place to Call
Home. By year 5, The Exchange will net $53,000 per year, enough money to hire one
full-time recruiter to find homes for kids.

Not only do youth need and deserve to grow up with family, it is also good for taxpayers.
Each time a child exits the foster care system through adoption, the State saves
$10,000 per year from reduced case management and court costs. Because our
recruiter will find homes for at least 10 kids per year, the State of Missouri will realize a
savings of $100,000 (10 youth x $10,000) per year.

3. Alignment with Organization’s Mission

Foster & Adoptive Care Coalition is entering the 25th year of service to foster and
adoptive children and parents. Our mission is to find homes for youth in foster care,
and to provide support services to their foster/adoptive families.
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Each year, we serve more than 2,000 foster/adoptive families. We are the only local
agency that serves all St. Louis-area foster/adoptive children and parents, including
those from each of the local child welfare agencies in Missouri and lllinois.

The Foster & Adoptive Care Coalition is expert at finding families for St. Louis-area
children in the foster care system. Our efforts have been recognized nationally; locally
we are best known for two partnerships with KSDK-TV: “A Place to Call Home,” and
“Little Wishes.”

Most excitingly, we recently pioneered Extreme Recruitment. It is a new way of finding
homes for the hardest-to-place children, and in less than a year, we have found forever
homes for 36 of 54 children; all of whom: 1) are teenagers; 2) are members of large
sibling groups; or 3) have been languishing in foster care for 10+ years. Profits from
The Exchange will support our Extreme Recruitment program.

Our Adoption Resource Center offers families a broad range of resources, including
training, support groups, and educational advocacy. Because youth in foster care
receive an average annual clothing allowance of $200, we operate a small resale shop,
the KidStore.

However, the KidStore has outlived its usefulness. Located on the second floor of a
church, it is hard to find, offers no universal accessibility, has no air conditioning, and is
open only six hours a week. Most of all, the KidStore does not have the types of
clothing that today’s foster youth need. Currently, 80% of the available clothing is
appropriate for children ages 0-10, whereas 56% of the kids we serve are tweens and
teens.

There is high demand for a resale shop tailored to foster families’ needs. We sent out
an electronic survey to 894 foster parents on March 9, 2009. Clearly, we hit a nerve,
because 84 parents responded within 24 hours. In total, 99 foster parents responded
and reported the following:
- 97% said that a discount store for foster/adoptive families is important to helping

stretch a child’s annual clothing allowance

93% said that they are likely to shop at a store that provides high quality, name

brand clothing for foster youth at prices that are $1 or less

Important features of a resale shop are: price (98%); quality of clothing (100%); a

positive shopping experience (91%), and name brands (84%)

They also reported that they regularly shop resale (74%), and they are excited about
The Exchange:
- “Excellent idea! Tell me where and when!”
“I think this is a great idea. | cannot find (affordable clothes) for my 14 year old
foster son.”
“I like to dress my foster children the same as their peers. No tears, holes or
fading. The Exchange would help.”

Although The Exchange will replace the KidStore, it will build on the KidStore’s
significant strengths, including: 1) a broad network of donors; 2) twice as many
volunteer groups than we can accept; and 3) celebrities who want to help, but we
cannot accommodate because of limited store hours.
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4. Market and Competition

Resale Industry Overview

By every measure, the future for resale shops is bright. Consumers are becoming more
aware of markups at traditional retailers and are moving to resale stores so they can get
more for their money.

Sixteen percent of all shoppers buy secondhand items at stores; a number that will grow
to 20%, according to America's Research Group. The National Association of Retall
and Thrift Stores (NARTS) reports that their members have seen recent sales increases
as high as 35%. Nationally, non-profit thrift shops, such as Salvation Army, report
increases of 20-25%.

Although the lagging economy is a driver behind swelling sales,
social change is also a factor. The popularity of resale shops is
gaining as the “go green” trend continues to rise. Youth, in
particular, find the resale an attractive method of recycling. This,
coupled with data from NARTS that teens represent only 1-2% of
current resale shop sales, points to an exciting growth opportunity.

Local Resale Market

The St. Louis resale market is divided into three categories:
1. Bulk/bargain-priced thrift stores, such as Goodwill, Salvation Army, and St.
Vincent de Paul
2. Moderately priced resale or consignment shops, such as Plato’s Closet,
Scholarshop, and Purple Cow
3. Higher end boutiques, such as Rag-o-Rama

MERS/Goodwill: bulk/bargain-priced thrift store

MERS-Goodwill operates 19 bargain-priced thrift stores in the Metropolitan St. Louis.
The stores range from around 5,000 to 10,000 square feet. They carry men’s, women’s
and children’s clothing, as well as furniture and household items. Their stores have a
stark warehouse feel, with cramped aisles and stuffed racks.

Their model is quite profitable, but not particularly applicable to The Exchange.
Goodwill serves a broad market of individuals looking for “a diamond in the rough” or
those looking to purchase clothing in bulk at very low prices (approximately 1/8 of
regular retail price).

The Scholarshop: moderately priced resale shop

The Scholarshop, which supports the programs of the Scholarship Foundation, focuses
on higher-end designer products for women and men ages 30+. Their prices are
typically 1/3 of regular retail prices, but specialty items can sell for upwards of $100.

The Scholarshop is so successful that they now have two stores. Their flagship store is
7,200 square feet. The second store is approximately half that size. The stores are
creatively lit, with clear aisles, and bright walls and carpeting.

EX

Page 7 Printed on 30% Post-Consumer Recycled Paper



The Scholarshop is an excellent model for The Exchange. They generate an enormous
amount of profit ($2.4 million annually, built up over 49 years) by targeting a specific
market (wage-earning mothers), offering a welcoming atmosphere, and providing
excellent customer service.

Plato’s Closet: moderately-priced consignment shop

Plato’s Closet is a for-profit enterprise that sells gently-used designer clothing at
discounted prices (1/4-1/2 of regular retail price) to teens and young adults. The
merchandise is described on their website as “cool and trendy” and they “respond to
actual trends in a timely and value-oriented manner.”

Plato’s Closet, a nationwide franchise, is a consignment store. They pay cash for
clothing, but will accept no items that lag by more than one fashion season. There are
currently six Plato’s Closet franchises in Metropolitan St. Louis.

Their stores are generally 2,500-3,600 square feet. The displays are hip and trendy, the
atmosphere is fun and exciting, and the latest fashions are offered, such Abercrombie
and Fitch, Hollister, and The Gap. The sales floor is laid out by color, which make an
enormous difference in reducing the resale shop feel.

Plato’s Closet is also an excellent model for The Exchange. Although we will not pay
for merchandise, like Plato’s Closet, we will educate donors about what should and
should not be donated. Although it may be a challenge at first, it will be manageable
over time. Plato’s Closet’'s atmosphere has inspired us, although The Exchange will go
one step further by offering a lifestyle experience (more about this later). Over time,
The Exchange may even become its own brand.

Rag-o-Rama: higher-end consignment boutique

Rag-o-Rama is a for-profit consignment store with one location in the University City
Loop. They are dedicated to one-of-a-kind style through their funky, vintage-style
offerings. They also sell new accessories and costume-type attire, such as wigs.

Like Plato’s Closet, they are particular about the clothes they accept for consignment.
All items must be in like-new condition, and freshly laundered. Rag-o-Rama fashions
are expensive, selling for 3/4 to full price.

The Exchange will emulate Rag-o-Rama’s bent for creating unique styles, which can
only come from a resale environment. Because our prices will be much lower (the
general public will pay 1/4-1/3 of regular retail prices), we may benefit from cross-
shopping as Rag-0-Rama customers look for creative fashions at lower prices.

The Target Market

The Exchange’s target market is ages 12-22, who are part of the Generation Y (Gen Y).
They are a strongly influential consumer force, representing more than 70 million
consumers with a buying power of $172 billion. They also represent tremendous growth
potential. Currently, they account for only 2% of resale shop sales, whereas they are
13% of the total population.

EX

Page 8 Printed on 30% Post-Consumer Recycled Paper



Gen Y and The Exchange are a natural fit.
Gen Y is technologically savvy. The store will be marketed through MySpace,
Facebook, and other social marketing venues. Weekly promotions will be sent
via text messaging and email.
Gen Y is peer-oriented: As donations are received, we will bar code each item.
When it is sold, the donor will receive an email thanking him/her for helping find a
home for a foster youth.
Gen Y feels a sense of entitlement. In a healthy economy, they were
accustomed to getting the fashions they wanted. The Exchange will keep them
in style during the economic downturn.
Gen Y wants a stimulating work environment. The Exchange will provide unique
and meaningful volunteer opportunities to high school and college students.
Gen Y knows their market value. They will want to have a say in how The
Exchange is structured. All ideas presented in this proposal are focus group
tested, and we will keep the store fresh by conducting focus groups every six
months.

The Exchange Difference

St. Louis is ripe for The Exchange because it:
Will serve a growing market (Gen Y interested in being green).
Will fill a market gap (a non-profit resale who for youth ages 12-22).
Is based upon proven models (Scholarshop and Plato’s Closet).

But don't believe just us. Youth participating in a focus group held on March 9, 2009
loved the idea and provided great suggestions.

Eighteen youth participated in the lively two-hour focus group facilitated by PR
professional Jadea Abolahrari. The group was diverse socio-economically, as well as:
By age
o College (19-22): 5
o Teens (14-18): 8
o Tweens (12-13): 5
By race/ethnicity
o African American: 8
o Caucasian: 6
o Asian: 3
0 Latina:1
By gender
o Female: 12
o Male: 4

The group liked the idea of The Exchange, and overwhelmingly agreed that they would:
Donate clothes to The Exchange (17 of 18 participants).
Volunteer at The Exchange (18 of 18 participants).
Shop at The Exchange (16 of 18 participants).
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Although they would be drawn to The Exchange because of current styles at great
prices, they also want to:

Help kids in foster care (“I just like knowing what you're benefiting. That would
make me want shop there.”)
Be eco-friendly (14 out of 18 participants said that this was very important)

What Tweens, Teens and Twenty-Somethings Want

The focus group participants were very clear about what they wanted in a store:
Quiality clothes, with name brands, including Polo, American Eagle, Billabong,
and Roxie (got us, we didn’t know some of these brands existed, either).
Great atmosphere with artistic displays, great music (but “Abercrombie is too
loud”), and televisions playing videos.

Superior customer service and personal shopping (“I like when they bring you
items that you might like to your dressing room, or when they check up on you a
lot. That's really important.”).

Clean, roomy, well-lit dressing rooms (“H&M has the worse lighted dressing
room... they are too bright.”).

A personal connection (“My favorite store sends out thank you cards.”).

The Exchange will surround shoppers with
fashion in an exciting and upbeat
atmosphere. The latest music will play in
the background, fashion and music videos
B will play on flat-screen televisions, and
walls will be covered with trend boards
¥ meant to educate shoppers about
i emerging styles.

The merchandise will be exciting.
Shoppers will choose from the latest
styles, vintage, or an eclectic combination
of the two. Clothing will have a high
perceived value, while reminding
customers of The Exchange’s purpose,
through price tags like this: Your Price, $20; Elsewhere, $80; Helping find a home for
youth in foster care, priceless.

Like Plato’s Closet, we will merchandise by color for a clean, organized look. Key items
in the store will be highlighted with pages from fashion magazines. Styles will be
brought together on mannequins or end-cap displays.

The Exchange will consistently offer warm, welcoming, and knowledgeable personal
shoppers (volunteer high school and college students from local fashion design
programs). The personal shoppers will explain the latest trends, how to mix and match
styles, and help steer the customer to a new, fresh look. Also, personal shoppers will
be responsible for up-selling to maximize sales and customer satisfaction.

The store will have plenty of large, clean, well-lit dressing rooms. Focus group
participants suggested that great touches would include:
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Special holders for pins, hair bands, etc.
Chalk boards on the outside of each room with the customer’s name, so that the
personal shopper could refer to them by name

More Than a Store

The focus group wanted not just a store, but a lifestyle destination:
“My favorite store is Urban Oultfitters... they sell a specific lifestyle.”
“I like it when | can make a day of it.”

The store will feature a lounge filled with comfy couches and chairs. Coffee tables will
hold fashion magazines, photos of youth in unique styles purchased at The Exchange,
and big jars of candy (a New York-style touch). Free Wi-Fi will be available, and a
computer will be connected to fashion websites. (Sample floor layout is included in
Appendix A.)

The foster youth focus group had these great ideas for creating a fashion show feel in
the store:
Feature a red carpet going into the store, and have them coming out of the
dressing rooms, too
Have spotlights throughout the store
Create a digital camera area, so that shoppers can instantly “see” themselves in
different outfits

Marketing

Several celebrities have committed to support the store, including:
- The Rams (players will provide new Reebok clothing)
Nelly, Rapper
Nikko Smith, American Idol Finalist
Albert Pujols, St. Louis Cardinals
Jackie Joyner-Kersee, Olympic Athlete

To help create a buzz around the store, we will promote celebrity

involvement with a marquee that says, “Look who donated this week!” Celebrities will
also make appearances and provide promotional items. We will set up a twitter
account, so celebrities can tweet about their experiences while in the Exchange.

Other marketing strategies include:
One or two nights a month, we will invite a guest DJ to The Exchange, which will
enhance the lifestyle feel of the store.
Exciting weekly promotions to entice new shoppers, and keep current shoppers
coming back.
Great window displays that give a feeling of “boutique” shopping.

The focus groups loved the celebrity and DJ ideas, but had other great marketing ideas,
too:

Local fashion editors making appearances at the store.

Flyers on college campuses.

Advertisements in school newspapers.

Create “school” nights, featuring a local high school or college.
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Announcements during half time at basketball games, etc.
Booths at school carnivals.

They agreed that electronic marketing would be the most effective way to reach their
age group, including:
- A website created by youth volunteers that reflects the feel of the store, plays
music, shows live shots of the store, and features merchandise at the store.
An eNewsletter that customers can sign up for on the website.
Targeted marketing by capturing customers’ email addresses so we can reach
them directly regarding promotions.
Host a blog to keep shoppers up to date on fashions
Create a Facebook page and group.

Their ideas to combine marketing and helping the environment were to:
Have a heat transfer machine on site. In addition to selling t-shirts with The
Exchange logo, their idea was that customers could bring in their own t-shirts,
shorts, etc and have the logo transferred to them for a small fee. This idea is
enormously powerful.  If shoppers create their own styles with The Exchange
logo, then The Exchange becomes more than just a store...it becomes a brand.
Those focus group participants were really smart!
Don’t use plastic bags. Sell reusable shopping bags with the logo for a low price
($2.00 or less).

Staffing, Volunteers and Hours of Operation

The Exchange will be staffed by one full-time, paid manager and a
cohort of volunteers. We checked the viability of this plan with the
Scholarshop, Goodwill and NCJW, and found that the plan will work if:
Our store is modest in size (2,500 to 3,000 square feet).
We can attract and retain enough volunteers.

We will not skimp on the professional manager’'s compensation in
order to attract the best talent. The person we hire will have
extensive retail experience, but must also be able to motivate
volunteers who will fall into two categories:

1. Consistent, dedicated staff volunteers
2. One-time volunteers.

On most weekdays and on every weekend, the professional manager will supervise 6-8
volunteer staff positions, including:
Floor manager, to oversee the sales floor.
Donations manager, to approve and receive donations.
Cash/wrap, to manage the cash register.
Fashion manager, to oversee the day’s personal shoppers.
Personal shoppers, to provide assistance to shoppers.
Display/merchandising, to merchandise the floor, create window displays, and
design in-store displays.
Operations manager, to organize donations and stock room; manage sorting by
one-time volunteers.
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Consistent, dedicated staff volunteers will be recruited from local high schools and
colleges. Leadership and service clubs will be key targets, as will schools with
fashion/merchandising programs. Colleges such as Fontbonne, Washington University
and Lindenwood offer fashion design programs, as do high schools such as Hazelwood
Central, Central Visual, and Principia High Schools. Volunteer staff will interview for
open positions. Successful applicants will be outgoing, excited about the mission of
The Exchange, knowledgeable about fashion, diverse, and between the ages of 16-22.

One-time volunteers will likely be social clubs such as sororities and fraternities. Their
job will be to collect and sort clothing donations.

We foresee no problems recruiting volunteers for The Exchange. In the last year alone,
we have turned away hundreds of volunteers because we could not match them with an
appropriate volunteer experience.

The Exchange will be open limited hours to meet shoppers’ needs and fit within limited
staffing constraints. At the two focus groups, the following hours of operation polled
well: Thursday-Sunday, from noon-8:00 pm.

Donations

The focus group agreed that donations will be easily obtained, especially if bins from
The Exchange were placed on college campuses or in high schools during a clothing
drive. Like Plato’s Closet and Rag-o-Rama, we will only accept clothing that is like-new
and in style. Clothing not meeting our standards will be placed in an onsite clothing
recycling bin. A tax donation form will be provided at the time of the contribution, and a
summary of all donations will be sent at the end of the year (following the Scholarshop’s
best practice).

Price Points and Sizing

Since all of our clothes will be donated, we can afford to charge prices that are slightly
lower than Rag-0-Rama or Plato’s Closet, but higher than Goodwill or Salvation Army.
The general public will pay prices that are 23-33% of the original, and foster youth will
pay $1 per item. Because many of our youth in foster care are plus size, we will carry a
wider variety of sizing than Rag-o-Rama or Plato’s Closet. Typically, we will stock sizes
0-22 for gals and S-3XL for guys.

Special Considerations for Foster/Adoptive Families

The Exchange will be heavily marketed to foster/adoptive families through our
current communication vehicles: semi-monthly emails; bi-monthly print
newsletters; and special mailings.

Foster/adoptive families will receive a discreet method of identification, most
likely a swipe card that will allow them to shop at The Exchange for $1.00 per
item. The database of eligible families will be refreshed monthly, as we received
the updated list of licensed families from the State of Missouri.

Exclusive promotions will be available to foster/adoptive families, for example the
store may open an hour early for our kids and families, or there may be special
giveaways.

Foster youth will be given first consideration when filling volunteer staff positions.
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Location
According to the National Association for Resale and Thrift Shops, the key
considerations for a resale store location are:

Competition

Traffic

Visibility

Accessibility

Parking

The Exchange will be in St. Louis’s Central Corridor, a convenient
location for foster/adoptive families, volunteers and shoppers.
The ideal site is between Skinker and 170, and Delmar and
Manchester; municipalities include Maplewood, Richmond
Heights, Clayton and University City. For analysis purposes, we
chose the future location of The Exchange to be at the intersection of Clayton and Big
Bend Roads in Richmond Heights.

Foster parent convenience: In the survey, foster parents reported that they would be
willing to drive up to 30 minutes in order to purchase high-quality, name brand clothing
for their children that was priced at $1. Eighty-one percent of Metro St. Louis’
foster/adoptive families live within 30 minutes the future location of The Exchange (a
map of foster family locations is included in Appendix B). Foster parents also want the
store to be accessible by public transportation. The future location of The Exchange
has excellent access to major bus routes and is centrally located between two Metrolink
stations (Big Bend and Maplewood).

Convenience for shoppers and volunteers: The future location of The Exchange is ideal
for St. Louis-area shoppers and volunteers. According to a demographic report
prepared by Pace Properties, 1.8 million people live within 30 minutes of the future
location of The Exchange, representing 72% of the total Metropolitan St. Louis
population. (The demographic report can be found in Appendix C). According to Pace
Properties, no other location would reach a larger potential market. Further:

This population is projected to be stable well into the future.

13% of the surrounding population fits our target market of tweens, teens and

twenty somethings.

5 universities and 18 high schools are located within 15 minutes, which is great

news for volunteers.

Competition: Although the future location of The Exchange is located only 2 miles from
Rag-o0-Rama, the nearest Plato’s Closet is 8 miles away. This is positive, since Rag-o-
Rama customers may cross-shop The Exchange in order to find less expensive
clothing, whereas a Plato’s Closet would be considered a direct competitor. (A map of
resale shop locations is included in Appendix D).

Traffic, visibility and parking: The future location of The Exchange will be near the Big
Bend exit of Highway 64/40, which will have improved east/west access after December
2009. The location is highly visible, with 40,000 cars traveling Big Bend Road in
Richmond Heights daily. Parking can be a problem at shops on Big Bend, therefore we
will take care to find a location that has ample parking, or in which we can share parking
with another business.
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Retail space availability: According to a report from Colliers International, the Central
Corridor has sufficient commercial capacity. The future location of The Exchange is in
an area with 12.7% occupancy, versus 9% in West County, 6.4% in South County, and
12.6% in North County. Average full service rents in the Central Corridor are $14.15
per square foot.

Clothing for Foster Children Ages 0-11

Originally, we planned to offer a small amount of clothing for babies and young children.
However, rules from the Consumer Product Safety Commission regarding lead in
children’s items, as they pertain to resale shops, are not yet clear. After the final
determination is made, we will re-visit this issue.

5. Value Proposition

The Exchange will offer our clients, agency, and community a quadruple bottom line:

1. Social Return on Investment: foster youth receive affordable, fashionable
clothing.

2. Financial Return on Investment: profit generated supports our agency’s work to
find foster/adoptive homes for youth.

3. Community Return on Investment: quality volunteer opportunities are provided to
local high school and college youth.

4. Environmental Return on Investment: clothing is recycled, rather than ending up
in a landfill.

6. Champion

The idea of launching a profit-generating resale shop came from our agency’s Board
President, Jeff Haller. After two years of consideration, the Executive Committee hired
a CORO Fellow to conduct initial market research. His findings were favorable, and he
recommended that we enter the SEIC competition. The Board agreed that Executive
Director Melanie Scheetz should lead our agency’s competition efforts. She recruited a
team of some of St. Louis’ best business minds from members of our Governing Board,
Junior Board, and volunteers.

7. Support of Staff, Board, Volunteers

A team of 11 individuals with diverse backgrounds created The Exchange and this
sustainability plan. Truly, each team member (dubbed the Dream Team) brought an
invaluable measure of expertise. The Dream Team includes:

Finance : Marty Stammer, Deloitte (Coalition Board Member)
Merchandising : Greta Hale, Brown Shoe (Coalition Volunteer)
Marketing/PR : Jadea Abolahrari, Purina (Coalition Jr. Board Member)
Social Enterprise : Vihar Sheth, US Bank (Coalition Volunteer)
Analysis : Katie Werner, Purina (Coalition Jr. Board Member)
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Graphic Design : Sam Schmitz, Rogers Townsend (Coalition Jr. Board Member)
Resale: Kirstie Scheer, Keller Williams (Former Coalition Board Member)
Retail : Kimberly Widecamp, Luscious Homes (Coalition Volunteer)

Non-Profit Capacity : Melanie Scheetz, Coalition Executive Director
Development : Debbie Genung, Coalition Development Director

Community Outreach : Reshelle Summers, Coalition Director of Operations

Once The Exchange is rolled out, several Foster & Adoptive Care Coalition staff will
provide support. Development Director Debbie Genung will secure grants and
contributions until the store becomes self-sustaining in year 3. Director of Operations
Reshelle Summers will develop the financial, reporting and IT systems. Director of
FosterServe Volunteers Shelley Thomas-Benke will recruit the volunteers. Outcomes
Specialist Barbara Kane will develop the evaluation tools. Director of Public Relations
Heather Kemper will manage the marketing plan.

8. Collaboration

As a coalition, our agency serves our 30 member agencies, including the area’s largest
child-welfare organizations. They are delighted that foster youth would have access to
The Exchange and will eagerly refer their clients. Here is what some of them say:

Epworth: “The Exchange is an inspired idea! It will meet a critical need in our
community.” Kevin Drollinger, Executive Director

Bringing Families Together: “Teenagers in foster care want to fit in and feel like
they belong. We fully support The Exchange.” Randi Howard, Executive
Director

St. Louis County Children’s Division: “Appearances are so important to our youth
ages 13+. Our teens deserve to be able to dress in clothes that fit well and are
stylish.” Susan Shelton, Regional Director, St. Louis County Children’s Division

Youth in Need: “An affordable resale shop for teens in foster care is exactly what
our youth need. Our teens deserve to dress in clothes that they feel good about.”
Jim Braun, President and CEO

Good Shepherd (Catholic Social Services): “Teens in foster care have so many
needs. Having a place to go that feels ‘normal’ and doesn’t create a major
financial pressure would be a tremendous resource for foster kids.” Peggy
Slater, Executive Director

Universities with fashion design programs will provide students to support The
Exchange. Already, Fontbonne University’s Rogene Nelsen, the head of their Fashion
Merchandising Program, has offered help. She will recruit students to serve internships
and will incorporate The Exchange into her classes, including Fashion Merchandising
Strategies, Fashion Behavior and Forecasting, and Essentials of Fashion. Fontbonne,
and Webster students who participated in the focus group are eager to help with
merchandising and visual display. Students from Harris Stowe are eager to start
clothing drives and want to volunteer at the store.
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Local high schools will also provide a wealth of volunteers. Currently, we turn away
hundreds of students per year because we do not have appropriate volunteer
opportunities. The focus groups participants were very excited about this unique and
fun volunteer program. By the end of one focus group, two high school girls from
Principia offered to volunteer for The Exchange during their Senior Volunteer Month (all
of May). We were thrilled, and have asked them to spend their time reaching out to
other high schools, telling them about The Exchange.

9. Outside Mentors and Experts

Throughout the SEIC competition, we were fortunate to have the support of new
volunteer Greta Hale, the Style and Trend Manager at Brown Shoe. Her talent,
experience, and enthusiasm were central to creating The Exchange concept. She also
put us in touch with Fontbonne’s Fashion Merchandising Program, leading to the
collaboration mentioned above.

The Scholarship Foundation’s Faith Sandler and Kim Able provided a wealth of
information. They allowed us to interview them many times, and their data provided the
basis for most of our sales assumptions. Also, Kim kept us up-to-date on ever-changing
rules from the Consumer Protection Agency regarding lead in children’s clothing.

The National Association of Resale and Thrift Shops supplied two outstanding
documents:

Operating Survey: Resale Industry Overview, Statistics for Success.

Guide to Opening a Resale Shop: The Step-by-Step Handbook of Resale Realty.

10. Start Up Funding

Year 1 revenue will be $148,250 and will come from 3 sources:

1. A start-up grant of $35,000 from the SEIC competition.

2. Sales in the amount of $68,250. Data from the National Association of Resale
and Thrift Shops (NARTS) report that a store the size of The Exchange can
expect average sales of $138,719. For year 1, we estimated sales to be half that
amount ($138,719 x 50% = $68,250).

3. Grants and contributions in the amount of $45,000, as explained in the next
section.

11. Sources of Funding Beyond SEIC

By year 3, The Exchange will be 100% supported by sales, until then, grants and
contributions will close the revenue gap. Inyear 1, $45,000 in grants and contributions
will be needed; in year 2, that will decrease to $15,000.

Potential sources of funding include:
Current donors. We have a database of 7,713 donors, built during the past 3
years of the Little Wishes program. Other than newsletters and an annual
Mother’s Day appeal, donors have not been asked for help in a direct way. They
will be prime candidates for small gifts to the Exchange.
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Interestingly, during the focus group, foster youth said that they wanted their
names included in the store. When asked how, they said, “You know, like the
bricks at Busch Stadium.” When asked why, they said, “Because it is our store!”
This could provide a great naming opportunity for small donors. For example, a
family could sponsor a $50 floor tile that says, “For Jamal, age 16, from the Smith
Family.” For the sponsorship, Jamal would receive $50 in clothing at The
Exchange for free.

Foundations. Because foundations are interested in non-profit social enterprise
and sustainability, we are confident that The Exchange will be attractive to
foundations...especially if we are fortunate to receive seed funding from SEIC.

Corporations. Corporations are an untapped market for us, largely because we
don’t offer many sponsorship opportunities. The Exchange may be the perfect
way for us to enter this market through naming rights. At different giving levels,
corporatlons may Sponsor:

The store.

The entry way.

The lounge (perhaps Weekends Only?).

Display windows.

The photo area (perhaps CPI?).

Anything else we can come up with!

12. Use of Start-Up Funding

Start-up costs equal $145,048:
Rent of $37,500 is calculated at $15 per sq. ft., consistent with average rents in
the St. Louis Central Corridor.
Utilities, phone, window cleaning and a security system total $7,500, based upon
$3 per sq. ft. for 2,500 sq. ft.
Payroll of $60,000 provides one full-time store manager at $50,000 plus 20%
benefits.
Insurance is based upon a 2,500 sq. ft. store; $3,000 covers both general liability
insurance and worker’'s compensation.
Advertising of $2,048 is calculated at 1.5% * $136,500 (NARTS projected sales
for a store of our size)
Supplies and build out total $35,000:

o Racks, rounders, and displays=$25,000

Networked sales tracking system=$3,000

Database tracking=%$2,500

Signage=$%$4,000

Reusable shopping bags=$500

© O 0O
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13. Sustainability

We are committed to making The Exchange a long-term social enterprise, just as our
original resale shop, The KidStore, has been in existence for more than 10 years. The
demand for a resale shop for foster youth will remain high; at least until the State of

Missouri increases the clothing allowance to a reasonable rate.

With that said, The Exchange will become self-sustaining by year 3:

Year 1 Year 2 Year 3 Year 4 Year 5

Income

Sales 68,250 112,375 136,500 150,150 172,673

SEIC 35,000

Contributions 45,000 12,000
Total Income 148,250 124,375 136,500 150,150 173,673
Expenses 145,048 113,998 115,798 117,202 118,740
Profit (Loss) 3,202 10,377 20,702 32,948 53,933

14. Risk Considerations

To reduce the threat of liability , several precautionary measures will be taken. All
employees and volunteers will submit a Criminal and Child Abuse and Neglect
Background Screening to help minimize theft and maintain a positive reputation in the
community. Cash register policies and separation of duties will be implemented to
address internal controls and minimize fraud . The Exchange will be included in our
agency’s current worker's compensation insurance to cover workers injured on the
job, whether they are hurt on the workplace premises or elsewhere, or in auto accidents
while on business. It also covers work-related illnesses. In addition, a security system
will be installed to deter theft and disorderly behavior

15. Funding Contingency Plans

In 2004, the Deaconess Foundation chose our agency as one of the original Deaconess
Impact Partners. At that time, we were dependent upon one foundation for 60% of our
revenue. Five years later, we are a financially healthy organization, with a diverse
funding portfolio that includes support from individuals, special events, the State of
Missouri and the United Way. At this time, no single funding stream represents more
than 23% of our total income. In 2004, we had $0 funding reserves; today, we have
$375,000 in investments.

Because of our proven ability to diversify funding, and a $375,000 safety net, we are in
a strong position to undertake this new social enterprise.

16. Statement of What Will Change

Through The Exchange, we will create both short term and long term social change for
our community. Immediately, youth in foster care will be able to purchase quality, brand
name clothes at an affordable price. Foster youth receive a meager $200 clothing
allowance from the State of Missouri. With $1 prices at The Exchange, youth in foster
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care will be able to purchase the same clothes as their peers. In the long term, youth in
foster care will feel more comfortable integrating with peers because the barrier of
having the right clothing to “fit in” will be removed. Youth in foster care will also have
increased self confidence and sense of belonging, two things that are often missing in
their young lives.

From day one, The Exchange will provide meaningful volunteer opportunities for high
school and college students. Additionally, because volunteers will be connected in a
positive, engaging way, young adults will emerge with a positive sense of volunteerism,
and hopefully, will become future philanthropists. Who knows, a few of these volunteers
may even grow up become foster/adoptive parents one day.

Furthermore, The Exchange will result in a positive change for our environment by
reducing the number of clothing items filling up our community’s landfills. This is
especially important for a generation that values minimizing its carbon footprint.

Finally, the profit generated by this unique social enterprise will help the Foster &
Adoptive Care Coalition achieve our ultimate purpose: for every child A Place to Call
Home. By year 5, The Exchange will net $53,000 per year, enough money to hire one
full-time Extreme Recruitment professional.

Not only do youth need and deserve to grow up with family, it is also good for taxpayers.
Each time a child exits the foster care system through adoption, the State saves
$10,000 per year from reduced case management and court costs. Because our
recruiter will find homes for at least 10 kids per year, the State of Missouri will realize a
savings of $100,000 (10 youth x $10,000) per year.

17. Ways to Measure Social Value
We will measure the social change in the following ways:

Social Change How Measured

Foster youth are able to purchase - Number of foster youth served

quality, brand name clothing at an - Average price of clothing for foster

affordable price youth

Foster youth are better able to - Surveys and focus groups conducted

integrate with peers with foster youth every 6 months

Foster youth have increased self - Surveys and focus groups conducted

confidence and sense of belonging with foster youth every 6 months

Meaningful volunteer opportunities - Number of volunteers per month
Volunteer satisfaction survey

Create future philanthropists - Track number of repeat volunteers
Surveys and focus groups conducted
with volunteers every 6 months about
plans for and attitudes toward future
volunteerism

Create potential foster/adoptive parents | - Surveys and focus groups conducted
with volunteers every 6 months about
attitudes towards foster/adopting
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Reduced environmental harm - Number of clothing items donated to
The Exchange instead of thrown away

Increased revenue to find homes for - Profit generated through The Exchange
morechildren

18. Plan for Measuring Social Value

The plan for measuring social change described in the previous section is achievable
for our organization because it expands on what we would do as part of our daily
business. The number of foster youth and the average price of their clothing will be
easily tracked through a swipe card system.

Foster youth focus groups and surveys will be simple to conduct. We will be able to
mail or email surveys to foster youth, since we will have their information stored through
our swipe card system. We will also conduct focus groups every 6 months, in order to
ensure that The Exchange meets their changing needs.

The number of volunteers will be tracked in an electronic volunteer log. With this, we
will be able to know which volunteers worked each month, and the number of hours
they worked. At the end of his/her shift, each volunteer will complete a short
satisfaction survey to let us know about their volunteer experience. Focus groups of
volunteers will be held every 6 months to make sure The Exchange continues to provide
meaningful, exciting volunteer opportunities.

The number of clothing items donated and sold each month will be tracked through
electronic inventory control and sales systems. The amount of profit generated will be
tracked through our existing financial systems.

19. Sharing the Plan for Measuring Social Value

Our plan for measuring social value/change will be broadly shared. Not only will we
present the outcomes to SEIC, we will post it on our website, share it with our support,
and potential supporters. In addition, this social enterprise has the opportunity to be
replicated by other child welfare agencies throughout the country. If there is interest by
agencies in other cities, we will share our plan for measurement, and the resulting
outcomes with these organizations.
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Appendix 20 : Priced for Value

Clothing at The Exchange will be moderately priced, except for youth in foster care who
will pay $1 per item. The following is a comparison of what local resale stores charge
per item, compared to the full retail price.

Store Name Type Fraction of Full
Retail Price

Goodwill Bulk/Bargain Resale 1/8

Scholarshop Moderate Resale 1/3

The Exchange Moderate Resale 1/4-1/3

Plato’s Closet Moderate Consignment | 1/4-1/2

Rag-o-Rama Boutique Consigment 3/4 to full

Because the general public will pay regular resale prices, and youth in foster care will
pay only $1 per item, our average price point will be lower. We took this into
consideration when developing the following sales and donation plan.

ScholarShop The
(Clayton Exchange

Flagship only)
Annual sales $1,700,000 $172,673
Square footage 7,200 2,500
Sales per square feet $236 $69
Customers per year 60,000 9,088
Average sale per customer $28 $19
Average price point $9 $5.50*
Items donated per year 212,500 31,395
Items donated per month 17,708 2,616
Items donated per week 4,427 654

*$10 (general public) + $1 (foster youth) = $11/2 =$5.50
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Appendix 21

: Year 1 Financial Statements

The Exchange: Year 1 Profit and Loss by Month

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Tot al

Sales $0 $0 | $8,190 | $8,190 | $5,460 | $5,460 | $9,555 | $9,555 $5,460 $5,460 $5,460 $5,460 | $68,250
Grant Revenue $45,000 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 | $45,000
SEIC Revenue $35,000 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 | $35,000
Total Revenue $80,000 $0 | $8,190 | $8,190 | $5,460 | $5,460 | $9,555 | $9,555 $5,460 $5,460 $5,460 $5,460 | $148,250
Operating Expenses:

Rent $3,125 $3,125 | $3,125 | $3,125 | $3,125 | $3,125 | $3,125 | $3,125 $3,125 $3,125 $3,125 $3,125 | $37,500
Utilities $625 $625 $625 $625 $625 $625 $625 $625 $625 $625 $625 $625 $7,500
Payroll $5,000 $5,000 | $5,000 | $5,000 | $5,000 | $5,000 | $5,000 | $5,000 $5,000 $5,000 $5,000 $5,000 | $60,000
Advertising $273 $273 $273 $205 $205 $205 $137 $137 $137 $68 $68 $68 $2,048
Supplies &

Inffapstructure $30,417 $417 $417 $417 $417 $417 $417 $417 $417 $417 $417 $417 | $35,000
Insurance $250 $250 $250 $250 $250 $250 $250 $250 $250 $250 $250 $250 $3,000
Total Expenses $39,690 $9,690 | $9,690 | $9,621 | $9,621 | $9,621 | $9,553 | $9,553 $9,553 $9,485 $9,485 $9,485 | $145,048
Net Income $40,310 | ($9,690) [ $1,500 | $1,431 | $4,161 | $4,161 $2 $2 | ($4,093) [ ($4,025) | ($4,025) | ($4,025) $3,203

Assumptions:

1) Sales - no sales in January/February (store set up); sales slightly higher in March/April due to Spring
season switch and in July August due to back to school sales and Fall season switch

2) Grant Revenue will be assumed to be earned in the first month of operations

3) SEIC Revenue will be assumed to be earned in the first month of operations

4) Rent expense will be spread evenly throughout the year

5) Utilities expense will be spread evenly throughout the year

6) Payroll expense will be spread evenly throughout the year

7) Advertising expense will be higher in the early months than in the later months

8) Supplies and Infrastructure are comprised of approximately $30K in upfront build out (not capitalized) and

approximately $5K of other expenses spread throughout the year

9) Insurance expense will be spread evenly throughout the year
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The Exchan

e: Year 1 Cash Flow by Month

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Tot al
Sales $0 $0 | $7,316 | $8,190 | $5,751 | $5,460 | $9,118 | $9,555 | $5,897 | $5,460 $5,460 $5,460 | $67,668
Grant Revenue $22,500 $0 $0 $0 $0 $0 | $22,500 $0 $0 $0 $0 $0 | $45,000
SEIC Revenue $35,000 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 | $35,000
Total Inflows $57,500 $0 | $7,316 | $8,190 | $5,751 | $5,46 0 | $31,618 | $9,555 | $5,897 [ $5,460 $5,460 $5,460 | $147,668
Start Up Cash $500 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0 $0
Rent $6,250 | $3,125 | $3,125 | $3,125 [ $3,125 | $3,125 | $3,125 | $3,125 | $3,125 | $3,125 $3,125 $3,125 | $40,625
Utilities $0 $625 $625 $625 $625 $625 $625 $625 $625 $625 $625 $625 $6,875
Payroll $2,500 | $5,000 | $5,000 | $5,000 [ $5,000 | $5,000 | $5,000 | $5,000 [ $5,000 | $5,000 $5,000 $5,000 | $57,500
Advertising $0 $273 $273 $273 $205 $205 $205 $137 $137 $137 $68 $68 $1,979
Supplies &
Infrastructure $30,667 $417 $417 $417 $417 $417 $417 $417 $417 $417 $417 $417 | $35,250
Insurance $500 $250 $250 $250 $250 $250 $250 $250 $250 $250 $250 $250 $3,250
Total Outflows $40,417 | $9,690 | $9,690 | $9,690 [ $9,621 $9,621 | $9,621 | $9,553 | $9,553 | $9,553 $9,485 $9,485 | $145,979
Net Inflow/(Outflows
from Operations) $17,083 [($9,690) $2,373) ($1,500 ) | ($3,870) | ($4,161) | $21,997 $2 | ($3,656) | ($4,093) | ($4,025) | ($4,025) $1,688

Assumptions:

1) Sales will be equal to cash sales plus 4 days of prior month credit sales. No sales in January/February; sales slightly higher in March/April due to Spring season and in July/August due to

Back to School sales and Fall season switch

2) Grant Revenue will be received 1/2 in January and 1/2 in July

3) SEIC Revenue will be assumed to be received in the first month of operations

4) Rent expense will paid one month in advance (assumes no rent expense prior to 1st month of sales and no real deposit)

5) Utilities expense will be paid one month in arrears

6) Payroll expense will be paid 1/2 month in arrears

7) Advertising expense will be paid one month in arrears

8) Supplies and Infrastructure will be paid as expensed plus $250 buffer supplies

9) Insurance expense will be paid one month in advance




Appendix 22 : Five-Year Financial Statements

The Exchange: Five-Year Profit and Loss

Year 1 Year 2 Year 3 Year 4 Year 5

Sales $68,250 $112,375 $136,500 $150,150 $172,673
Grant Revenue $45,000 $12,000 - - -
SEIC Revenue $35,000 - - - -
Total Revenue $148,250 $124,375 $136,500 $150,150 $172,673
Operating Expenses:

Rent $37,500 $37,500 $37,500 $37,500 $37,500
Utilities $7,500 $7,500 $7,500 $7,500 $7,500
Payroll $60,000 $60,000 $61,800 $63,000 $64,200
Advertising $2,048 $2,048 $2,048 $2,252 $2,590
Supplies & Infrastructure $35,000 $3,950 $3,950 $3,950 $3,950
Insurance $3,000 $3,000 $3,000 $3,000 $3,000
Total Expenses $145,048 $113,998 $115,798 $117,202 $118,740
Net Income $3,202 $10,377 $20,702 $32,948 $53,933

Budget Narrative
Revenue

Sales (Year 1 = 50%*$136,500 stable income, Year 2 = 75%*$136,500, Year 3 = 100%*136,500,

Year 4 = 115%*136,500 and Year 5 = 126.5%*$136,500)

Grants (Corporate and foundation grants and individual contributions)

Expenses
Rent ($15*2,500 sq.ft.)
Utilities ($3*2,500 sq. ft.)

Payroll [$50,000 (1 FT Manager Salary) +$10,000 ($50,000*20% employee benefits)]

Advertising (1.5%*$136,500)

Supplies & Infrastructure  ($25,000 for buildout, racks, rounders, display cases, and supplies; $3,000 for

computer system; $2,500 for database maintenance; $4,000 for exterior signage; and 500 for shopping bags)
Insurance (General liability and workers compensation for 2,500 sq. ft.)




The Exchange: Five-Year Balance Sheet

Year 1 Year 2 Year 3 Year 4 Year 5

Cash $500 $500 $500 $500 $500
Receivables $582 $985 $1,197 $1,316 $1,514
Inventory $0 $0 $0 $0 $0
Supplies $250 $250 $250 $250 $250
Prepaid Expenses $3,375 $3,375 $3,375 $3,375 $3,375
Current Assets $4,707 $5,110 $5,322 $5,441 $5,639
Gross Property and Equipment $0 $0 $0 $0 $0

Less: Accumulated Depreciation $0 $0 $0 $0 $0
Net Property & Equipment $0 $0 $0 $0 $0
Total Assets $4,707 $5,110 $5,322 $5,441 $5,639
Accounts Payable and Accrued Liabilities $3,193 $3,296 $3,371 $3,438 $3,516
Retained Earnings/(Loss) $3,203 $13,580 $34,283 $67,231 $121,164
Capital Contribution from the Coalition ($1,689) | ($11,766) | ($32,332) | ($65,228) | ($119,041)
Total Liabilities and Equity $4,707 $5,110 $5,322 $5,441 $5,639

Assumptions:

1) Cash must be at least equal to avg. daily sales x 50%, but not less than $500

2) Receivables will be primarily from credit card sales. Credit sales will be 80% of sales and credit cards take 4 days to pay cash.

3) Inventory will be carried at the lower of cost or market value. Since inventory will not be purchased, cost will be $0.

4) Supplies will be bags and other miscellaneous items. If bags cost $500 per year, we will assume half a year of bags on hand. This estimate is
probably conservative, but could encompass other items such as staples, paper, pens, cash register tape, etc.

5) Prepaid expenses will be rent and insurance. We will assume 1 month of each of these expenses to be prepaid.

6) Assume all supplies and infrastructure, including buildout, are expensed as incurred. No assets are capitalized so that true cash impact of

upfront expenditures can be seen in the income statement.

7) Accrued expenses and accounts payable will be one month of utilities, one month of advertising, and 1/2 month of payroll.

8) Retained earnings/(Loss) will be the cumulative total of net income by year since start-up.
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Appendix 23 : Sustainability Milestones

Year 1 and 2 will break even with support of SEIC, grant and contributions. By year 3,
the customer base will have grown to the level that sales will fully support the store.
Years 4 and 5 will see a 10% and 15% revenue increase, respectively.

Appendix 24: Costs, Sales and Headcount

Costs:

The major costs are identified in section 12. Items of note include:
Years 1-2 payroll ($60,000): includes $50,000 for payroll, plus 20% for benefits.
Years 3-5 payroll: adds an annual 3% cost of living adjustment for the Store
Manager, employee benefits.
Year 1 supplies ($35,000): includes one-time costs for build out, computer
system, racks and displays.
Years 2-5 supplies ($3,950): includes ongoing supplies, maintaining the
computer system, and updating exterior signage.

Sales:
Assumptions:
Average revenue of a 2,500 resale store is $136,500 according to NARTS

0 Year 1: sales calculated at 50% of NARTS projection

0 Year 2: sales calculated at 75% of NARTS projection

0 Year 3: sales calculated at 100% of NARTS projection

0 Year 4: sales calculated at 115% of NARTS projection

0 Year 5: sales calculated at 126.5% of NARTS projection

Sales percentages by day:

o0 Thursday: 14%

o Friday: 14%

o Saturday: 43%

0 Sunday: 29%
Headcount:
Staff Thursday Friday $Saturday Sunday
Store Manager 1 1 1 1
(Wednesday=planning
day)
Floor Mgr 1 1 1 1
Operations Mgr 1 1 1 1
Display/Merchandising | 2 2
Cash/Wrap 2 2
Fashion Mgr 1 1
Personal Shoppers 2-3 2-3
Donations Mgr 1 1
One-time volunteers 4-6 4-6
(sorters)
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Appendix A : Sample Floor Layout

O O

Window
Mannequins

O O

Display Sweaters Display Sweatshirts

Sweaters

Nicanlav

Short Sleeve Tops

Jeans

Jeans

Jeans

Front Door Window

Mannequins

O

&)

[2]
Gal's Shoes — Size 5-5.5 (Top of Racks) (% £
= TS
Short Sleeve Tops % -
Long Sleeve Tops ¢ 2
.
Gal's Shoes — Size 6-6.5 (Top of Racks) g
[}
Long Sleeve Tops i
Pants
2
Gal's Shoes — Size 7-7.5 (Top of Racks) g
] Py
Pants ” 8
Jackets g w
8 2 - 8
Gal's Shoes — Size 8-8.5 (Top of Racks) 3 o = »
o » 3 |5
Jackets 2 o g'
Coats = o o
(7] 8 ~ =3
Gal's Shoes — Size 9-9.5 (Top of Racks) g o 5 %
] Q
3 @a
Dresses (’) )
Short Sleeve Shirts
Guy’s Shoes — Size 8-8.5 (Top of Racks) ﬁ
Long Sleeve Tops
Sweaters
4
Guy’s Shoes — Size 9-9.5 (Top of Racks) 3
)
Jackets @
Pants " -
o _ T
Guy's Shoes — Size 10-12 (Top of Racks) = 7S
& 2z
Coats =
3 w
= — — Sl 3
) [9) O o 0 o
o 3 S o7 3 |F ¢ @
oo lEe o le s 3
D) . ol 2 od 3 [2d 3 |2 & T
Lounging ol o |§5 @ [32 2 |g§ 8| =
9 =~ log ~ |98 ~ % al @
2l & lss & |28 & |&
ol 5 (88 © |12y © |o
2l = 33 = 9 = |3
£ 23 23
gl D |22 D |88 D |9
8177 &8 |"8 & |2
x x ol X |
L L L
@ @ [ 4 @ @ [ 4

Purses

Fitting Rooms

EX

Page 28

Printed on 30% Post-Consumer Recycled Paper



Appendix B : Location of St. Louis-Area Foster Families
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Appendix C : Demographic Profile
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Drive Time of Metropolitan St. Louis Population to The Exchange

EX

Page 33 Printed on 30% Post-Consumer Recycled Paper



Appendix D : Location of St. Louis-Area Thrift Stores
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