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1 Executive Summary 
 

The service provided by Dog-Sharing basically consists of a trustful intermediation ser-

vice between dog owners and dog sitters. With this unique service, Dog-Sharing as-

pires to give answers and solutions to common and reiterating issues like: What to do 

with your dog in busy times? How to find a trustful place for your dog without bothering 

friends or relatives? Is there a comfortable and cheap place for your dog during vaca-

tion? How is it like to have a dog?  

Dog-Sharing will be operating via an internet platform. This platform will be free to visit 

for every dog owner and dog lover. However, once they want to become a member and 

upload profiles reflecting their interests and location, they have to enter into a one-year 

contract paying 9.99€ monthly. Additionally, to build up trustworthiness, each member 

has to run through a brief assessment that enables Dog-Sharing to get a better over-

view about its clients and their responsibilities. Based on the assessments and profiles, 

Dog-Sharing is able to install links between dog owners and respective dog lovers, thus 

managing an adequate intermediation. 

With this service, Dog-Sharing intends to appeal 5% of the total number of dog owners 

in the three major cities of NRW - Cologne, Düsseldorf, Bonn - and its surrounding are-

as. With a total number of 80.000 regional dogs, this makes up a target group of 4.000 

dog owners. Additionally, we want to target an equal number on the dog sitter side, as 

we assume that our customers are equally split between dog owners and dog sitters. 

Marketing tools to address these people range from marketing in form of billboards, 

conspicuous monthly dog walks and radio spots to continuous Internet presence and 

the establishment of partnerships with companies operating in the same industry. 

To ensure sustainable development, the platform will have strong interacting character-

istics comparable to a social community, which enables an easy intermediation without 

us being too active. Operational work will be characterized by a strong customer focus 

in order to fulfill the customers’ needs and wishes to the highest possible degree of 

commitment and quality. This is our core competency, underlining the trustworthiness 

and sense of responsibility delivered by our service. These values will be equally rep-

resented by an efficient and experienced workforce, which will deal with all operational 

work and steadily stay in close contact with customers. 

As Dog-Sharing merely offers a service to its customers - neither manufacturing nor re-

tailing any products - the investment necessities and hence capital requirements are 

rather low. The company will be profitable and self-financing from the second year on-

wards, with a cash flow of 200,891€ in the second, 287,429€ in the third, 369,537€ in 

the fourth and 456,075€ in the fifth year. Anyhow, a financial injection of 146,833€ will 

be needed in the first year in order to overcome relatively low revenues in combination 
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with high costs, which mainly arise due to high initial advertising expenses when pene-

trating the market. 

 

Consequently, Dog-Sharing represents a place of trust, sense of responsibility, securi-

ty, comfort, wellbeing and uniqueness in a thoroughly analyzed market whose custom-

er base disposes of sufficient purchase capital and would benefit from using Dog-

Sharing’s service. As the founders of this company, we are highly motivated to bring 

this plan into perfection and are convinced of the success entailed by this business 

idea. 
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2 Company Overview 
 

In the following, we will provide an overview on our company Dog-Sharing, starting with 

our mission statement. Then, we will briefly describe the market we are operating in as 

well as the service we offer in order to finally conclude with the objectives of this busi-

ness. 

 

 

2.1 Mission Statement 

We want Dog-Sharing to be the number one provider of intermediation services that 

connects dog owners and dog lovers based on values like trust, convenience and se-

curity. Aspiring to create an excellent online market place while always assuring the 

well-being of dogs and their lovers, Dog-Sharing appeals to provide answers to reoc-

curring issues the customers are confronted with. 

 

 

2.2 Markets and Service 

The core business of Dog-Sharing is a unique mediation service between customers 

who already have a dog and those who want to take care of them. It will be based on a 

webpage that offers the unique possibility of an intermediation service. This service will 

provide a win-win situation for both parties. It enables pet holders to give away their pet 

during busy times, holidays or illness to a responsible and caring person. This person, 

on the other hand, profits from the sharing as well due to the opportunity to own a dog 

for a certain period of time without having a life-long responsibility for an own pet. Our 

target customers are dog owners, singles, older people, children and potential new dog 

owners. We divide these customers into two main groups with different needs: 

 

Dog owners: more time for themselves, vacation without the dog, the security to 

give away the dog to a responsible person 

 

Dog sitters: Find out if a pet fits to you, have a pet just for a certain time without 

real responsibility, save costs, variety 

 

Potential customers are able to visit our web-based platform and community to see our 

customers. Once they want to contact interesting persons (owner or taker), they have 

to enter into a one-year contract with a monthly payment of 9.99€. After inscribing, cus-

tomers are able to create an own profile and see all the other profiles respectively. We 

expect that our webpage will get more and more popular among people, who already 
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have or would like to have a dog during the first two months. Thus, we are hoping that 

other companies within the pet industry, like animal shops or sanctuaries, will notice 

our fast growing webpage in order to agree to a partnering program. 

 

 

2.3 Objectives 

At the beginning, Dog-Sharing will start with a small office in Cologne, thus reaching 

the major part of North Rhine-Westphalia, including Bonn and Düsseldorf. As overall 

goal, Dog-Sharing wants to target 5% of all dog owners and the same amount of dog 

sitters within this region in the fifth year. Depending on the success, the company will 

expand to other big metropolitan areas in Germany, such as Berlin, Hamburg, Frankfurt 

and Munich. According to the customers’ demand for an intermediation service for oth-

er pets, like cats, birds or rodents, we can extend the Dog-Sharing to Pet-Sharing. 
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3 Service Description 
 

The following section gives a detailed overview about Dog-Sharing’s intermediation 

service. 

Additionally, it briefly describes the market in which our company is operating, including 

the main competitors we are confronted with. Finally, this part of the business plan fo-

cuses on the proprietary rights and the current stage of development. 

 

 

3.1 Description 

Often dog owners end up with the reoccurring question what to do with their beloved 

animals in times of illness, vacation or business. If possible, dogs can be left at the 

neighbor’s place or in best case at relatives. But previous development has proven that 

more and more dogs end up in sanctuaries although their owners are reluctant about 

giving away their fellows. Here is where Dog-Sharing is coming into place. Our unique 

service aspires to find the best solution for dogs and their owners during busy times. 

Via our online-based platform we are providing a trustful intermediation process that 

links dog owners with possible dog sitters. With a small monthly payment, any respon-

sible dog owner as well as dog lover can become a member of Dog-Sharing and up-

load a profile reflecting their wishes, origins and characteristics on behalf of which Dog-

Sharing is able to install links in terms of similarity with respecting partners. This way, 

Dog-Sharing does not only provide the optimal solution for dog owners but also ad-

dresses dog lovers and families that would like to have a dog and enjoy variety without 

committing a long-term responsibility. 

 

However, it should not be a substitute for a sanctuary, as the exchange of dogs is just 

considered to be temporarily limited. The service is addressed to any dog owner and 

dog sitter that fulfill specific prerequisites in terms of a high responsibility, high trustwor-

thiness and high affinity to dogs. Moreover, prospects should dispose of sufficient fi-

nancial background to care for dogs, and dogs should be well educated. 

 

Nevertheless if questions concerning the health of the mediated dog occur, Dog-

Sharing will provide assistance in form of a veterinarian who can be contacted via 

email. This will also encourage the trust into our company Dog-Sharing.  
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3.2 Market Comparison 

Dog-Sharing is operating in the pet industry. To be more accurate - as the name al-

ready indicates – it is strictly focusing on the dog-relating part of this industry. Within 

this industry, our service is comparable to the one that is offered by pet hotels. Either 

service offers solutions for dog owners that do not have enough time for their animals 

in certain periods. However, the major differences are that the solution of Dog-Sharing 

is much cheaper and additionally focuses on a win-win situation, as responsible dog 

lovers get the possibility to take care of a dog. 

 

 

3.3 Proprietary Rights 

According to the World Intellectual Property Organization (WIPO), there is no trade-

mark on the name “Dog-Sharing”. Furthermore, the URL www.dog-sharing.de is not 

assigned yet. Therefore, we are going to assure the proprietary rights for the name 

Dog-Sharing and the website in order to keep our concept unique and let people asso-

ciate this name with our service. At the same time, we will save the proprietary rights 

for the URL www.pet-sharing.de as well in order to enable an expansion of our busi-

ness to all pet owners once the concept of Dog-Sharing has proven itself.
1
 

 

  

                                                

1
 http://www.wipo.int/portal/index.html.en 

http://www.pet-sharing.de/
http://www.wipo.int/portal/index.html.en
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4 Industry and Marketplace Analysis 
 

Generally speaking, the industry in which we will compete in is the pet industry. As the 

pet industry as such comprises a variety of different animals, it is useful to divide this 

industry according to these. As Dog-Sharing is exclusively focusing on dogs, we are 

focusing on the dog industry with its different segments like breeders, dog food, maga-

zines etc. The segment of highest importance to us is the one where pet hotels are op-

erating in, as the service provided by them is similar to our service. 

 

 

4.1 Industry Analysis 

In 2010, 22.3 million pets (excluding fish and terrarium animals) lived in German 

households. According to Figure 1, thus, more than one third of all households in Ger-

many have at least one pet. With a proportion of 5.3 million, the dog is the second pop-

ular pet in Germany behind cats (8.2 million). In other words 13.2 % of all German 

households possess at least one dog. 

 

Figure 1: Amount of pets living in German households
2
 

The relevance of dogs within the pet industry can be seen in every industry segment. In 

total, dogs are responsible for a yearly amount of about 4 billion € of revenues, irre-

spective of the revenue occurring on the black market. The segments generating these 

                                                

2
 http://www.ivhonline.de/fileadmin/user_upload/Der_Deutsche_ Heimtiermarkt_2010_A4.pdf 

Cats
8,2

Dogs
5,3

Small animals
5,3

Caged birds
3,5

Aquariums
2,0

Garden pond
2,2

Terrariums
0,4

Pets in Germany (in million)
in more than 1/3 of all households have at least one pet
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revenues vary from breeders, dog food, medical services, insurances, taxes, dog par-

lors, pet equipment, magazines, dog obedience schools as well as dog pensions. On 

average, total expenses for a dog account for up to 100 € per month. The rising ten-

dency in most segments of about 4 % stresses the trend of people being less reluctant 

to pay more for their pets. Thereby, pet food is the most important player and new 

trends like dog salons or parlous have arisen during the previous years.
3
 

 

Although growth forecast in terms of dog-related expenses are prosperous, the total 

number of dogs within Germany almost stayed the same within the last decade. With a 

total number of above 5 million dogs, organizations estimate a yearly amount of pup-

pies of 500.0003. 

 

Considering the regional spread of dogs in Cologne itself, there is a dog population of 

almost 30.000. The city of Bonn has a population of about 8.000 dogs and Düsseldorf a 

population of 19.000 dogs.
4
 So only in these three cities live about 57.000 dogs. We 

assume a total number of 80.000 dogs taking into consideration the rural suburbs of 

Cologne, Bonn and Düsseldorf. This number is not overestimated due to the fact that 

for example in Cologne only one inhabitant out of 36 possesses a dog. The overall 

German average is much higher compared to the relatively low number of dogs living in 

cities.
5
 

 

In total NRW, the figure of registered dogs that are not dangerous rose up to 659.274
6
. 

As safety is a very high value of our service, dangerous dogs are strictly excluded from 

our service. 

 

 
4.2 Marketplace Analysis 

Dog-Sharing is basically addressing the market of all dog owners as well as potential 

dog owners and dog lovers. Thereby, we put equal emphasis on both sides. On the 

dog owner side, we operate in a very similar field as the above mentioned dog pen-

sions. For owners we are trying to find the best and most efficient solutions for the dogs 

in times of busyness, illness or vacations. In Germany, there are about 250 dog pen-

sions that together generated a yearly revenue of about 14 million € in 2006 as shown 

in Table 1. 

                                                

3
 http://wwwuser.gwdg.de/~lstohr/Aktuelles/BetrachtungHundehaltung.pdf 

4
 Gerti Keller: Köln/Bonn auf vier Pfoten, Tipps und Adressen für das Leben mit Hund in der 

Stadt, Companions Verlag 
5
 http://www.stadthunde.com/duesseldorf/auf-einen-blick/fakten-ueberblick.html 

6
 http://www.umwelt.nrw.de/verbraucherschutz/pdf/auswertung_hundebericht_2010.pdf 
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Table 1: Economic Importance of Dogs in Germany in 2006
6
 

On the other hand, like breeders, we are addressing potential pet owners and lovers. 

With regard to the large size of this segment, see also Table 1, as well as the yearly 

number of puppies born in Germany, which amounts to almost 500.000, targeting po-

tential pet owners can be very profitable. Furthermore, a partnering program shall in-

stall connections to related prosperous industry markets, such as the dog food industry, 

which accounts for almost 1.8 billion € of revenue.
7
 

 

 

4.3 Customer Analysis 

Dog-Sharing basically has two main customer target groups. The first one consists of 

the pet owners that are willing to share their dog; the second one consists of those 

people who want to take care of the dog. However, there is no specific customer target 

group that can be attributed to either the one or the other, as both the dog owners and 

the dog sitters might belong to the same age group, social class or might have the 

same relationship status. Besides, there is the possibility of an overlapping of the two 

main customer groups when, for instance, a dog owner offers to look after another dog. 

 

We thus identified the following customer types according to which we divide the mar-

ket of the dog owners and dog sitters. 

 
                                                

7
 http://wwwuser.gwdg.de/~lstohr/Aktuelles/BetrachtungHundehaltung.pdf 

Industry Segment
Revenue                  

in Million €

Breeders 360 - 390

Animal Feed 1800

Accessory 200

Vet 700

Medicaments 150

Sanctuary 70 - 80

Insurance 130 - 150

Dog School 34.5 - 38

Sog Saloon 50

Dog-Hotels 14

Hotels (surcharge) 10 - 20

Burial 4 - 5

Animal-Cemetery 7.5 - 9.5

Clubs/Associations 25

Dog exhibitions 8.5

Books/Magazines 75

Taxes 220



4    Industry and Marketplace Analysis  Page 10 

 

  

1. Singles living in the city 

2. Families with young children 

3. Elderly people 

 

1.) The first major segment is described as singles living in a major city. With regard to 

singles as dog owners, they have relatively little time during the week to take care of 

their pet due to their job and other activities which they do not want to give up, for ex-

ample sports or going out at night with friends. In addition, they are living far away from 

their family, mostly in larger apartment houses, where the contact to neighbors is not 

very good. Thus, their possibilities to give away their dog during busy times or in case 

of vacation are very limited, which makes them the perfect target group for Dog-

Sharing. 

With regard to singles as dog sitters, they basically have the same attributes like the 

first segment of the pet owners, meaning that they are living in larger cities and have 

relatively little time due to their job and social activities. Therefore, they decide against 

having a dog although they really would like to have one. Dog-Sharing would provide 

them with the opportunity to take care of another person’s dog occasionally and thus 

having the feeling of owning a dog for at least a few hours a week. In so doing, they 

can diversify their live and potentially will not feel alone any more. These persons might 

consider Dog-Sharing as well as an opportunity to test if having a dog would fit into 

their lifestyle and daily routine. Once they find out that they can arrange their profes-

sional and private obligations with the responsibility of owning a dog, they might even-

tually decide to possess one. 

 

2.) The second target segment is the one that focuses on families with little kids and a 

dog. Usually, there is always a family member available, who can look after the dog 

during the week, for instance the mother who is not working or the children after 

school. However, they are in need of a person to take care of their dog when they go 

on vacation. Therefore, this customer segment is rather important for sharing a dog for 

a longer period, for instance during the holidays, than for taking a dog for a walk occa-

sionally. 

In case of families with children as dog sitters, the parents might not allow their children 

to possess a dog but the children desperately want to have one. The temporary dog sit-

ting will give pleasure to these children and will teach them carefully how to assume an 

obligation. In case the children have proven that they can handle the responsibility re-

lated with a dog, the parents might reconsider their decision and ultimately allow their 

children to have an own dog. 
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3.) The third and last major target segment focuses on elderly people. Basically, these 

are people older than 70 years. As dog owners, these people still have a dog although 

they might not be in good physical condition any more in order to occupy with their pet. 

Therefore, they are in need of a person, which can constantly go for a walk with their 

dog. Furthermore, this customer group might look for longer supervision of their pet in 

case of a hospitalization or cure. 

With regard to elderly dog sitters, they are people, who would like to have a dog, but 

they do not dare to take responsibility for it. Dog-Sharing would nevertheless offer them 

the unique opportunity to get the feeling of having a dog when they can take a walk 

with it or even look after it for a longer period of time. One important advantage of this 

group of dog sitters is that the majority of these elderly people might have owned at 

least on dog in their life, so that they have a lot of experience. 

 

 

4.4 Competitor Analysis 

One of Dog-Sharing’s main competitors is the German website www.betreut.de, which 

offers an intermediation service for baby sitters, extra tuition, elderly care, pet supervi-

sion and household help. The basic principle for the pet supervision is almost the same 

compared to Dog-Sharing, as both dog owners and supervisors have to register in or-

der to make use of the intermediation service. The biggest advantage of this site is its 

certificate by the Technical Inspection Agency (TÜV) as well as its national spread. 

However, dog owners have to pay 10.00 € per week for a one week membership or 

30.00_€ for a one month membership. Also possible is a three months membership for 

23.00 € per month or 10.00 € per month for a one year membership to use all functions 

of the website. Furthermore, Dog-Sharing exclusively focuses on the intermediation of 

dog sitters, whereas www.betreut.de offers different kinds of intermediation services, 

so that customers might get the impression that the company does not pay highest at-

tention to each of its single services. 

 

Furthermore, there are dog hotels, which can be seen as our direct competitors as well, 

because they take care of dogs while their families are going on vacation without their 

pet. Customers can be relatively sure that their dog is well looked after, but this service 

is very expensive. In addition, the effort is relatively high, because the number of these 

pet hotels is limited and one might have a longer journey to the location. Therefore, pet 

hotels are no full substitute for Dog-Sharing, but they might especially attract wealthy 

pet owners who can afford the high price and are willing to pay it, as they get security 

in return. 
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On the other hand, families, neighbors and friends, who volunteer for taking care of a 

dog every once in a while, have to be considered as competition as well. Besides being 

gratis, this pleasantry has one crucial advantage: trust! Dog owners can be very sure 

that their dog is given into the hands of a known and caring person. However, if the dog 

owners need help too regularly, they will hesitate to bother their friends and family too 

often and might look for an alternative. Furthermore, a large amount of dog owners, 

especially those who are living in the city, might not stay in close contact with their rela-

tives, because they are living far away from them. In addition, the relationships among 

neighbors are not as good as in the suburbs and rural areas either. 

 

As a conclusion one can say that these three major competitor groups all have their 

advantages and disadvantages. However, Dog-Sharing is able to combine the benefits 

of each of them – trust, convenience and security - within one service. 

 

 

 

 

 

  



5    Marketing Strategy  Page 13 

 

  

5 Marketing Strategy 
 

As part of the overall Marketing Strategy, this part will provide a detailed overview on 

the target market as well as the service strategy. In addition, this segment focuses on 

pricing, distribution, advertising and sales. 

 

 

5.1 Target Market Strategy 

With regard to the results from the customer analysis, our target customers can be 

separated into two major groups: The dog owners, who need someone to look after 

their pet, and the dog sitters, who volunteer to take care of these dogs. Among these 

two customer groups, there are the following three segments: singles, families, and el-

derly people. We do not differentiate these segments according to their affiliation to one 

of the two major customer groups, because they are overlapping: 

An elderly person, for instance, might actually be a dog owner and would be in need of 

help during the day, or it might be a dog sitter, who wants to take care of a dog. At the 

same time, a family might actually offer themselves as a dog sitter although they still 

own a dog. 

 

Table 2: Age structure in Cologne in 2009
8
 

We have based our research on a survey from the City of Cologne, see Table 2, which 

gives us exemplary information on the rough size of the three target segments. We as-

sume that the percentage of the three target segments compared to the overall popula-

tion is roughly the same in Bonn and Düsseldorf. 

 

With regard to the segments of singles, there have been 265,587 single-person house-

holds in Cologne in 2009.  

 

                                                

8
 http://www.stadt-koeln.de/mediaasset/content/pdf15/pegel_koeln_bevoelkerung_2009.pdf 

Inhabitans %

< 3 years 28,130 2.8

3 - 6 years 26,231 2.6

6 - 18 years 103,219 10.1

18 - 35 years 253,964 24.9

35 - 45 years 169,592 16.6

45 - 60 years 205,209 20.1

60 - 75 years 156,681 15.4

> 75 years 77,277 7.6

31.12.2009
Age
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For the segment of families with children, one can roughly take the number of citizens 

that are below 18 years old, which equals 157,580. However, there might me two or 

more children per family, so that this figure needs to be compared to the number of 

households consisting of three or more persons. As they sum up to almost 120,000 

households, we can use this number as approximate indication for the number of fami-

lies with children.  

 

Finally, with regard to the segment of elderly people, there are almost 233,958 citizens 

above the age of 60 living in Cologne. They make up 23 % of the entire population. 

 

As a consequence, the target markets for Dog-Sharing are relatively large. Further-

more, one can see that our two customer types – the dog owners and the dog sitters – 

might come from the same target group, which makes well-directed targeting and ad-

vertising easier. 

 

Table 3 shows the expected increase in customers during the first five years repre-

sented for each month. 

 

 

Table 3: Number of Customers in the first five years 

The number of costumers is based on the number of dogs in the region of Cologne, 

Bonn and Düsseldorf. In the fifth year Dog-Sharing wants to address 5% of the total 

number of dog owners in this region and the same number of dog sitters. The strong 

increase in customers in the first two months is a consequence of our intensive market-

ing. 

 

Month Year 1 Year 2 Year 3 Year 4 Year 5

1 100 3,300 4,500 5,700 6,900

2 1,200 3,400 4,600 5,800 7,000

3 1,400 3,500 4,700 5,900 7,100

4 1,600 3,600 4,800 6,000 7,200

5 1,800 3,700 4,900 6,100 7,300

6 2,000 3,800 5,000 6,200 7,400

7 2,200 3,900 5,100 6,300 7,500

8 2,400 4,000 5,200 6,400 7,600

9 2,600 4,100 5,300 6,500 7,700

10 2,800 4,200 5,400 6,600 7,800

11 3,000 4,300 5,500 6,700 7,900

12 3,200 4,400 5,600 6,800 8,000
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5.2 Service Strategy 

The essence of Dog-Sharing is to provide both dog owners and dog sitters with the op-

portunity to satisfy their unmet needs reciprocally, thus creating a win-win situation for 

both parties. With regard to this, the time aspect is of major importance for our custom-

ers, especially the dog owners, and is also represented by our service itself. Dog Own-

ers simply have to register and join Dog-Sharing and we will provide them with a per-

son living nearby that perfectly fits in order to take care of their dog. 

This is done with certain evaluation criteria through which the dog sitters are assessed. 

At the same time, dog owners and their dogs respectively, have to comply with certain 

requirements as well, such as being registered and immunized. 

 

Consequently, Dog-Sharing assures a high level of trust and therefore is the perfect al-

ternative to a dog hotel, as it is cheaper, and more convenient to families, friends or 

neighbors, as the dog owners can be sure that they do not bother the ones taking care 

of their dog. On the contrary, dog owners can be sure that they do the person, which 

looks after their dog, a favor. Furthermore, some dog owners simply might have no 

other choice, because they do not have relatives, neighbors or friends to whom they 

can give their dog during busy times or vacation. 

 

 

5.3 Pricing Strategy 

The price policy of Dog-Sharing is regulated in a simple manner. Generally, all visitors 

of www.dog-sharing.de have free access to a limited part of the website, such as sam-

ple profiles of both the dog owners with their dogs and the dog sitters. As soon as they 

want to see all profiles and want to contact a dog owner or dog sitter, they have to en-

ter into a one-year contract with a monthly fee of € 8.39 plus 19 % VAT. 

 

We have chosen this price for several reasons. At first, we analyzed one of our few 

competitors - www.betreut.de – who offers the intermediation service not only for dogs, 

but also for coaching, cleaning and elderly care. They charge 10.00 € per month for a 

one year membership. 

 

Apart from that, our pricing strategy aims at acquiring and retaining customers. We use 

psychological pricing, as customers have to pay 9.99€ per month instead of paying 

119.88€ in a lump sum at the beginning of their membership, as many other social 

communities, such as Xing, do. Furthermore, the one-year contract helps us keeping 

our customers and impedes that clients would only use Dog-Sharing once to find a dog 
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owner or dog sitter and continue to make arrangements for further appointments on 

their own. 

 

 

5.4 Distribution Strategy 

Our distribution strategy is based on our website. Due to the fact that our business is 

mainly running through our own online platform, we can easily add distribution chan-

nels to our business idea. Beside our main job, the mediation service, we are planning 

to offer advertising space on our website for partnering companies. Here we have to 

consider a golden rule: The higher the level of awareness of our website, the more at-

tractive it is for other well-known companies, such as Fressnapf or Pedigree, to agree 

into a partnering program with us. Therefore, we do not want to establish this distribu-

tion strategy of offering web space to partner companies until we have achieved a well-

known reputation. We are convinced that this distribution channel is a major key to 

success, as it will further increase customer awareness of our service, thus generating 

more revenues. 

 

 

5.5 Advertisement and Promotion Strategy 

For our Advertising Strategy we designed a three-phases-strategy to create customer 

awareness: 

1. For the first phase, we want to put a lot of effort into our marketing in order to create 

initial awareness and demand. To achieve this we have planned three tools: 

 

a. Monthly Dog Walk: The idea of the monthly dog walk is to create initial 

awareness. We want to go for a walk with 20 to 30 dog owners and their dogs 

through the pedestrian area of Cologne, Bonn or Düsseldorf. All participants will 

wear a T-shirt with our logo and URL on the back to create a sustainable adver-

tising campaign as shown in Figure 2. 

In addition to the T-shirts, we will organize a challenge in which dog owners or 

even dog sitters can present themselves with their dogs. The audience will 

judge the performance and the most original show will be awarded with a 150€ 

coupon for dog food and accessory. The dog and person getting second will re-

ceive a coupon in the amount of 100€ and the third in the amount of 50€. 

Moreover, we are going to film these events and publish them on YouTube. 

People who have participated in these videos will show it to their friends and 

they will forward it as well. Thus, we hope to achieve a cost-free word-of-mouth 

and viral marketing campaign.  
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Figure 2: T-shirts provided for dog walk (front / rear)
9
 

 

b. City Billboards: Together with STRÖER we want to advertise on city-light-

posters at the tram-stations and other highly frequented places within our target 

areas Cologne, Düsseldorf and Bonn. This is not a selective advertising cam-

paign, but it is perfect for the first month in order to attract general attention 

 

c. WDR 2 Radio Spot: We also want to broadcast a 10-second radio spot in the 

morning between 8am and 9am. This will cost around 1000 € for the production 

and 930 € per spot
10

, which is quiet expensive, but we think that it is worth it 

due to the high amount of people listening to it when for instance driving to 

work. We want to let it air 20 times in the first two working weeks in order to 

create a better attention through repeating spots and 10 times in the following 

two weeks. Furthermore, the clientele of WDR 2 fits best to our target groups, 

as it covers busy singles as well as parents or elderly persons. 

 

2. The second phase is to target our main customers, especially the dog owners, 

through selective advertising. The advertising in phase two will be mainly based on 

online marketing. The goal of this phase is to attract new customers after the first wave 

of advertising from phase one. Moreover, the tools of this phase will be conducted con-

stantly during the next five years. 

We want to register for free at gelbeseiten.de, dasoertliche.de, easywebguide.de and 

webwiki.de, where customers can find easily companies and websites for their needs. 

                                                

9
 http://www.printplanet.de 

10
 Vgl. WDR-radiospot-costs2012.pdf 
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This will give a higher ranking of our webpage for search engines like google or yahoo. 

This work is a brilliant task for our student assistants and is totally free. 

Another advertising possibility is Google AdWords. Due to the low demand for an-

nounces in the fields of “animals”, we can achieve a good attention via Google for a low 

price. This advertising is very efficient, because the vast majority of people use Google 

as search engine, so that we can achieve a good result. Before conducting this cam-

paign, we have to determine possible keywords. Only a good and efficient keyword can 

generate a successful campaign. Possible keywords are for instance “Hundesitter” 

(40,500 monthly search requests in Germany)
11

 ,“Hundehotel” (18,100), “Hundebe-

treuer” (14,800), “Hundevermittlung” (14,800). Out of these 88,200 queries in Germany 

for each month we assume 3,000 in our region. By clicking on the advertisement the 

potential costumer is linked to our website www.dog-sharing.de. 

 

3. The last and third phase is based on partnering and offering space on our webpage. 

This phase can only be initiated until we have an established and well-known brand 

image and webpage. Therefore, we can use our webpage for partnerships with other 

well-known dog food companies (e.g. Fressnapf or Pedigree), dog breeders, etc. 

 

 

5.6 Sales Strategy 

As Dog-Sharing mainly operates through its website – beside the personal customer 

contact when checking the trustworthiness of dog owners or dog sitters – our service 

will solely be sold through this website as well. Consequently, no sales personnel are 

needed. 

As indicated in the pricing section, potential customers can visit parts of www.dog-

sharing.de for free in order to get an overview on the service offered. Once they decide 

to join our community, they have to enter into a one-year contract with a monthly fee of 

9.99€. The payment is made via direct debiting authorization, which ensures that we 

receive the fee on time. Depending on where the customer has his bank account, the 

number of days of sales outstanding ranges from zero to three working days: If at 

Sparkasse KölnBonn as well, the money will be booked to our account at the same 

day. If at another Sparkasse, the transaction will be carried out within one working day. 

If at another bank, the number of days of sales outstanding will range between one and 

three. 

This long-term commitment guarantees sufficient customer retention, which is further 

supported by a two-month period of cancelation. In addition, this sales strategy assures 

a consistent cash flow for Dog-Sharing and implies little effort and costs.  
                                                

11
 https://adwords.google.de/o/Targeting (09.12.2011) 

http://www.dog-sharing.de/
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6 Operations 
 

The interaction between our customers and us will be based on a continuous and sus-

tainable relation. After a detailed assessment, both our client groups - dog owner and 

dog sitters - will be allowed to open an account on our internet platform, which serves 

as a contact point for us as well as for other clients. Via this platform and potential 

phone calls, we will stay in close contact to our clients, always aspiring to fulfill their 

wishes and demands to the highest possible degree of quality and commitment. 

 

 

6.1 Operations Strategy 

The value we are sharing is based on one particular goal: Simplifying and delighting 

the life of dog owners and dog sitters by creating a highly convenient and secure inter-

mediation service to the lowest possible cost. Thus, our operational focus will be put on 

quality processes that ensure a very high degree of security and hence trust in our ser-

vice. This will be achieved by a detailed customer assessment and a continuous after 

sales service. 

 

The purpose of the assessment is to retrieve important client information in terms of 

their reliability, their preferences, their living location as well as their attitude towards 

dogs. In order to get an adequate picture of our clients, this assessment will be done by 

telephone interviews. Dog owners will be asked to submit relevant documents, like the 

dog’s certificate of vaccination, the dog tag number or an insurance confirmation. Dog 

sitters have to hand in a photocopy of their identification card. Once evaluated to be a 

responsible and appropriate customer, each of these persons will be allowed to open 

an account on our Internet platform. This Internet platform is created and operated on a 

user-friendly basis, as it has to be assured that the elderly part of our target group can 

make use of this platform without any problems as well. 

 

Once a dog owner needs someone to look after his dog, we will suggest a dog sitter 

according to the proximity and preferences. To ensure a satisfying process and ser-

vice, all our customers will have the chance to contact us via telephone or email every 

time they want and need to. Additionally, our processes are supported by a steady after 

sales service for a continuous improvement. Thus, each served customer will be asked 

online about his experience, his likes and dislikes concerning the execution of the in-

termediation as well as about any recommendations he would like to give. 
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As we have no production activities, usual operations - like manufacturing or transpor-

tation - are not of importance in our case. Instead, we focus on direct customer contact 

which will be the key to trust and hence success. In so doing, our operations will pro-

vide a valuable and particularly trustful intermediation service by setting up an optimal 

framework for connecting dog owners and dog sitters. 

 

 

6.2 Scope of Operations 

As we are a start-up company, every operating activity will be done in-house. These 

range from financial operations, public relations and marketing operations up to our 

core competency which is sales and customer support and basically any services that 

stay in direct or indirect connection to our customers. As it is necessary to build up a 

trustful and familiar relationship to our customers we think it is inefficient to outsource 

any of these activities, as other companies don’t feel as connected to our customers as 

we do. 

 

For ensuring smooth and efficient operations, we will hire well qualified employees that 

ideally have done a major in Business Administration and are well experienced in every 

part of managerial business listed above in order to be able to cope with the high varie-

ty of tasks they will be confronted with. 

 

Once our company grows big, a further operating activity will be to keep up a good re-

lationship with our partners and negotiate profitable promotion contracts on a long-term 

basis. Moreover, a steady search for new advertising partners is essential for a sus-

tainable development. 

 

 

6.3 Ongoing Operations 

The key for ensuring ongoing operations is to install an Internet platform with social 

community functions. In other words, our website will be characterized by strong inter-

acting characteristics that enable our clients to profile themselves and contact each 

other. This eases our intermediation process a lot, as clients can exchange their pro-

files and - if feeling comfortable with it - they can build up a relation with similar clients 

without us actually being active. Thus, the longer our website is operating and the more 

comfortable our clients get with it, the less real intermediation work has to be done by 

us. This way the intermediation gets more and more self-operating without us being 

very much involved. Anyway in order to put emphasis on a high security, customers 
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should contact us before they actually start the Dog-Sharing for getting more infor-

mation in detail about their sharing partner. 

Another way that underlines our ongoing operating activity is the above-mentioned 

partnering. This does not only serve as a form of continuous advertisement but also 

provides our customers with a basis of additional information around the world of dogs 

and their necessities. Hence, even people that are not yet members of our platform can 

use it to gain insight into valuable services provided by our partners. 

 

 

6.4 Building 

An appropriate location for Dog-Sharing seems to be the city center of Cologne. We 

decided to rent an office building the Eigenstein quarter which is in Cologne Altstadt-

Nord close to the cathedral of Cologne. In addition to that the central station is nearby. 

 

 

Figure 3: Location of the office
12

 

The employees of Dog-Sharing will work in a 63m² office as shown on the ground plan 

in Figure 4. The office has a parquet floor and is well kept. The building is heritage pro-

tected and was refurbished in the last years. 

The monthly rent accounts for 620€. In addition to that utility costs of 120€ per month 

have to be paid. 

 

                                                

12
 http://maps.google.de 
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Figure 4: Ground plan of the office  

The office is on the ground floor so that advertisement is possible on the side of the 

street as you can see in Figure 5. Due to all these features this office fulfills very well 

our requirements and is the perfect first office for our business.
 13

 

 

 

Figure 5: Exterior view of the office building 

 

                                                

13
http://www.immobilienscout24.de/expose/62305449?is24EC=IS24&style=is24&navigationbar

url=/Suche/S-/Buero-Praxis/Nordrhein-Westfalen/Koeln/Altstadt---Neustadt-Nord/50,00-
/EURO--800,00/1 



7    Management  Page 23 

 

  

7 Management 
 

Generally speaking our Management will be characterized by the following words: 

Young, ambitious, responsible and experienced in real life business. As we consider 

Management as the core of our business, we put high emphasis on dynamic and moti-

vated employees. 

 

Our management structure is horizontal with everyone being able to contribute with 

ideas which maintains a steady communication throughout the entire business and 

eases the decision making process a lot. 

 

 

7.1 Company Organization 

Dog-Sharing will be organized as an “Unternehmergesellschaft” (UG) which is limited in 

liability. As it is a start-up company, UG is the perfect legal form being a variation of a 

GmbH. 

The UG will be founded by Andre Weber and the start-up capital adds up to 1.00€. This 

deposit will be paid cash before applying for the trade register. 

Dog Sharing is not allowed to distribute profits in the full amount. Because of being or-

ganized in a UG, 25% of our profit has to be put aside, until the 25.000€ as share capi-

tal have been reached. According to our profit forecast, this will be the case in the se-

cond year of operation. An advantage of this legal form is that as long Dog-Sharing 

makes no profit we do not have to increase our share capital. Consequently in the first 

year of our business we will not be able to save any additional money for increasing the 

share capital. As soon as Dog-Sharing has put aside 25.000€ we can think about 

changing the legal form of an UG into a “normal” GmbH. In order to be enrolled in the 

trade register, Dog-Sharing has to provide the certified documents of our legal form. 

As soon as we have fulfilled all these requirements our company will be called “Dog-

Sharing UG (haftungsbeschränkt)”. 

 
 

7.2 Management Team 

The founder of Dog-Sharing Andre Weber has the final decision rights concerning eve-

ry aspect of business. He is studying a Master of Science at the FH Aachen which also 

focuses on Business Administration and Management skills. He will complete his study 

in January 2013. 

 

Therefore he and his fellow student Philipp Kahlert also studying a Master of Science 

at FH Aachen possess a deep and broad knowledge about business management, 
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gained experienced in real world business through internships and student jobs and 

last but not least profited from stays abroad.  

 

Due to Philipp Kahlert´s wide knowledge he will also participate in this fast growing 

business. However, daily operating decisions are made by the Chief Executive Officer 

who is also the founder of Dog-Sharing. Philipp Kahlert will participate in the profit after 

the fifth year of operation with 1%. So he will contribute to a successful development 

and a high customer satisfaction by supporting the Chief Executive Officer and all other 

employees. 

In addition to Philipp Kahlert, Dog-Sharing will employ a veterinarian or prospective 

veterinarian as a consultant taking care of questions concerning dog keeping and all 

other dog related health problems. Customers of Dog-Sharing can contact the consult-

ant via email in urgent cases.  We expect a relatively low number of emails due to the 

fact that dogs being presented on the webpage are well educated, healthy and vac-

cinated. Therefore Dog-Sharing will employ the consultant only on a monthly basis of 

400€ getting a salary of 15€ per hour. By providing our customers assistance in form of 

a veterinarian Dog-Sharing will provide and additional service to ensure customer satis-

faction. It will encourage thrust on both sides of clients, on the one hand people taking 

care of a dog and on the other hand customer giving away their beloved animals for a 

certain time. Consequently clients of Dog-Sharing can be sure that their dogs will re-

ceive support in urgent cases. 

To ensure an efficient operation, the managing director has to delegate supporting and 

general administrating tasks to its working students being also employed on basis of 

400€ per month. The employed students will focus on an efficient customer selection 

process. To ensure a good customer service and hence their satisfaction, the relation 

and communication to customers is a common obligation. In the first year of operation 

Dog-Sharing will employ two working students, in the second year one additional stu-

dent and in the fourth year we will employ another working student, so that our compa-

ny will employ a total number of four working students in the fourth and fifths year. Re-

garding our employees’ compensations, it is based on an adequate amount reflecting 

industry standards and their qualification. They will be paid on an hourly basis of 7.50 € 

as it is common practice in every kind of company. 

 

Once Dog-Sharing grows big some changes in terms of management and organization 

will be necessary due to the need of more employees in form of working students and 

possibly salaried assistants. A possible reconstruction of the organization into different 

divisions cannot be excluded. 
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8 Financials 
 

In the following, this paper focuses on the financial part of Dog-Sharing and shows the 

necessary expenses. Based on the detailed financial plan that is attached to this doc-

ument, it gives an overview on the financial assumptions and forecasts that have been 

made. This forms the basis for the capital requirements of Dog-Sharing. 

 

Furthermore, the financial risks associated with this business are specified and possi-

ble exit strategies are introduced. 

 

 

8.1 Marketing Expenses 

Table 4-7 show the marketing expenses for the different advertising campaigns men-

tioned in detail in the previous part. 

 

 

Table 4: Marketing expenses for Dog Walk 

The monthly organized dog walks generates costs of 13,197 per year.
 14

 City billboards 

will only be published in the first year due to the high costs. But these high expenses 

are necessary to attract attention. 

 

 

Table 5: Marketing expenses for city billboards 

Billboards will only cause costs in the first year in the amount of 105,613€.
15

 

                                                

14
http://www.erento.com/mieten/party_messe_events/buehne_messestand/buehne/986693439

5.html 
 http://www.printplanet.de/_line/consumer/t_shirts_new/index_t_shirts.php?session=c714a754

9fc06f6e6d2a2687552d53bc&nosession=0&pid= 
15

 Vgl. STRÖER-7day-offer.pdf 

licensing 400.00 € /event

catwalk fee 150.00 € /event

t-shirts (25) 249.75 € /event

prize money 300.00 € /event

12

price per year: 13,197 €

amount of events/year:

Dog Walk(monthly):

Billboard fee 26,110 € /week

printing 1,173 € once

4

costs 1.month: 105,613 €

action weeks in 1.year:

City Billboards (1. month):
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Table 6: Marketing expenses for radio spot 

The radio spot will be broadcasted in the first year 30 times. This generates costs of 

28,900€
16

.  

 

Table 7: Marketing expenses for AdWards 

AdWare produces only costs if somebody clicks on our advertisement. This will link the 

potential costumer to the website www.dog-sharing.de. Then we have to pay around 

0.10€ per click. We assume a total number of 3,000 clicks per months, so annular 

costs to the amount of 3,600€.
17

 

 

 

Table 8: Total marketing expenses 

Table 8 shows the total marketing costs during the first five years. In the first year the 

highest costs for marketing arise in order to attract attention and to become well 

known. In the second year we do not intend to have additional costs for billboards and 

radio spots. The most important period of our marketing is the first year of operation in 

which Dog-Sharing wants to address as many potential customers as possible. Caused 

by this intensive advertisement Dog-Sharing will gain a lot of customers in the first two 

months. 

 

The additional advertising strategy, which is based on partnering, is not depicted in this 

calculation, because it is mainly based on a give-and-take principle, meaning we offer 

                                                

16
 http://www.meinersterradiospot.de 

17
 http://www.google.de/AdWards 

Production: 1,000 € once

Broadcast: 930 € /spot

30

costs 1.month: 28,900 €

broadcasts in 1.year:

Radio Spot (1.month):

google fee: 0.10 € /click

3,000

annular costs: 3,600 €

clicks/month

AdWards(regularly)

media Year 1 Year 2 Year 3 Year 4 Year 5

Dog Walk 13,197 € 13,197 € 13,197 € 13,197 € 13,197 €

City Billboards 105,613 € 0 € 0 € 0 € 0 €

Radio Spots 28,900 € 0 € 0 € 0 € 0 €

AdWards 3,600 € 3,600 € 3,600 € 3,600 € 3,600 €

Total costs 151,310 € 16,797 € 16,797 € 16,797 € 16,797 €

http://www.dog-sharing.de/
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advertising space on our website for companies that allow us to advertise on their web-

site in return. 

 

 

8.2 Labour Expenses 

As we offer an internet based service, which is not specifically divided into different de-

partments or division, our labour costs are relatively low. 

 

However, the major component of labour costs is the compensation of the Chief Execu-

tive Officer who gets a gross salary of 34,800€ per year which means generating yearly 

costs for Dog-Sharing of 41,664.30€ as you can see in Table 12. In Table 9 monthly 

additional costs the employer has to contribute like retirement pay, unemployment in-

surance, health insurance and nursing insurance are taken into account. Consequently 

personnel direct costs per month for a Chief Executive Officer add up to 3,472.03€. 

 

 

Table 9 : Direct costs per month for Chief Executive Officer 

All other employees are paid hourly on a monthly basis of 400€. One student generates 

yearly direct costs of around 6,275.52€ each. The structure of the costs is shown in 

Table 10. 

 

 

Table 10: Direct costs per month for one working student 

 

Chief Executive Officer
% employer 

contributes

Agreed salary brut per month 2,900.00 €

Retirement pay 9.95% 288.55 €

Unemployment insurance 1.50% 43.50 €

Health insurance 7.30% 211.70 €

Nursing insurance 0.98% 28.28 €

Personnel direct costs per month 

(wage + ancillary wage costs)
19.73% 3,472.03 €

Working Student
% employer 

contributes

Agreed salary brut per month (7,50€ /h) 400.00 €

Retirement pay 15.00% 60.00 €

Health insurance 13.00% 52.00 €

flat-rate tax (Pauschalsteuer) 2.00% 8.00 €

cost allocation (Umlagen) 0.74% 2.96 €

Personnel direct costs per month 

(wage + ancillary wage costs)
30.74% 522.96 €
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The employed consultant gets an hourly salary of 15€ on a monthly basis of 400€, 

shown in Table 11. Additional costs the employer has to contribute such as retirement 

pay, health insurance, flat-rate tax as well as cost allocation are considered and listed 

in Table 10 for a working student and in Table 11 for a consultant. 

 

 

Table 11: Direct costs per month for one consultant 

Due to the fact that Dog-Sharing expands in the first five years our total labour costs 

rise from 60,490.86€ in the first year to 73,041.90€ in the fifth year as shown in Ta-

ble12. 

 

 

Table 12: Total Labour Costs per year 

The increase in total labour costs per year is not such dramatic because only additional 

working students are hired on a basis of 400€ per month. 

 

 

8.3 Administrative Expenses 

As Dog-Sharing does not produce anything, most of our costs are operating costs. 

Among these are facility costs, development and maintenance costs of our website as 

well as the notary and registration costs. 

 

In Table 13 these costs are listed in detail. Facility costs (including rent, utilities, elec-

tricity, gas, water and internet/phone access) and website costs (including webspace 

and website support) aggregate to 13,271€ for each year. In order to pay commission 

for the office, to cover the foundation costs of the UG and to develop a new website, 

costs of 14,867€ in the first year are higher than in the following years.  

Consultant
% employer 

contributes

Agreed salary brut per month (15€ /h) 400.00 €

Retirement pay 15.00% 60.00 €

Health insurance 13.00% 52.00 €

flat-rate tax (Pauschalsteuer) 2.00% 8.00 €

cost allocation (Umlagen) 0.74% 2.96 €

Personnel direct costs per month 

(wage + ancillary wage costs)
30.74% 522.96 €

Personnel No direct costs No direct costs No direct costs No direct costs No direct costs

Chief Executive Officer 1 41,664.30 € 1 41,664.30 € 1 41,664.30 € 1 41,664.30 € 1 41,664.30 € 

Consultant (taking care of 

questions concerning dog 

keeping)

1 6,275.52 €   1 6,275.52 €   1 6,275.52 €   1 6,275.52 €   1 6,275.52 €   

working student 2 12,551.04 € 3 18,826.56 € 3 18,826.56 € 4 25,102.08 € 4 25,102.08 € 

total labour costs / year 60,490.86 € 66,766.38 € 66,766.38 € 73,041.90 € 73,041.90 € 

Year 1 Year 2 Year 3 Year 4 Year 5
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Table 13: Operational Expenses 

 

 

8.4 Investment Expenses 

For the start-up of a company investment costs are very important, as they are the first 

costs a company has to cover before any income could be realized. Therefore Table 14 

shows the overview of these expenditures.  

 

 

Table 14: Investment Expenses 

Here marketing costs for the first month count as investment expenses. As mentioned 

in the chapter marketing strategy advertisement in the beginning period of a company 

is essential for a successful internet-portal operation. 

 

1. Year 2. Year 3. Year 4. Year 5. Year

Rent & utilities 8,880 € 8,880 € 8,880 € 8,880 € 8,880 €

Energy 1,163 € 1,163 € 1,163 € 1,163 € 1,163 €

Commission 1,476 € 0 € 0 € 0 € 0 €

Internet/Phones access 828 € 828 € 828 € 828 € 828 €

Webspace 300 € 300 € 300 € 300 € 300 €

Support 2,100 € 2,100 € 2,100 € 2,100 € 2,100 €

Notary 20 € 0 € 0 € 0 € 0 €

Commercial Registry 

(Handelsregister)
100 €

0 € 0 € 0 € 0 €

14,867 € 13,271 € 13,271 € 13,271 € 13,271 €total

Facility

Website

Foundation

Investment 

expenditures

Depreciation 

rate in years

Depreciation 

in €/a

Marketing 1. month 134,513 € 0 0 €

Security deposit 1,240 € 0 0 €

Commission 1,476 € 0 0 €

120 € 0 0 €

Workstations 2,790 € 3 930 €

Fax machine 78 € 6 13 €

Mobile 198 € 5 40 €

Office furnitures 1,658 € 13 128 €

Refrigerator 160 € 10 16 €

Microwave 152 € 8 19 €

2,337 € 3 779 €

70,000 € 0 0 €

30,000 € 0 0 €

244,722 €

Total 

depreciation 

costs

1,924 €

Circulating capital

Total investment

Website

Foundation

Description

Facility

Equipment

Unexpected
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Security deposit and commission are needed for a new office, which has been select-

ed.  

Equipment for this office is calculated as investment expenses, which are workstations, 

fax machine, mobiles, furniture, refrigerator and a microwave. These costs occur also 

in the founding period of a company. Because these parts are not “consumed” after 

one year, they have to be depreciated with different depreciation rates. In the appendix 

a detailed list of exact types, quantity, net price and depreciation type is listed. 

 

Also developing costs for websites have to be depreciated over three years. This leads 

to a total depreciation of 1,924€ per year. To keep these costs constant and save taxes 

the equipment and the website is modernized after the corresponding depreciation 

rates. 

 

Another position for company’s investment costs are unexpected costs, which can’t be 

calculated due to customer number and other incalculable risks. For dog-sharing 

70,000€ is expected to cover these risks. 

 

Finally, circulating capital is needed to pay bills and personnel in time. 30,000€ are suf-

ficient to cover all positions. This causes a total investment of 244,722€. 

 

 

8.5 Financing 

To achieve a total investment amount of 244,722€, an own capital fund of André Weber 

is used. Here 40 percent of the total is calculated with 97,889€. By outside financing 60 

percent (146,833€) are expected with an interest rate of 5.99 percent and a total re-

payment period of five years. Table 15 lists the proportions of shareholder’s equity and 

the bank loan. 

 

 

Table 15: Financing Proportions 

To realize a total repayment a paying back loan of 29,366.64€ has to be paid per year. 

In Table 16 the calculation of the total interest rate shows 26,385.93€. 

 

Proportion Amount

Total investment 244,722 €

own capital funds 

(shareholder equity)
40% 97,889 €

outside financing 

(bank loan)
60% 146,833 €
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Table 16: Outside Financing 

With the capital of André Weber and a bank loan all incurred costs are covered and 

guarantee an unproblematic operation of Dog-Sharing. 

 

 

8.6 Revenue 

After calculating all costs the revenue is the most important position for a good and un-

problematic operation of a company. The revenue of Dog-Sharing is derived from ex-

pected customers, which has been already mentioned in Table 3.  

 

 

Table 17: Revenue in Euro per month 

With a monthly net customer fee of 8.39€ and the expected customer amount Table 17 

shows the resulting revenue per month. At the end of year five the maximum monthly 

amount of 67,120€ is achieved. 

 

 

Year

Balance of 

debt

Interest 

rate

Interest 

Costs Paid 

p.a

Repayment / 

Paying back loan 

p.a.

1 146,833.20 € 5.99% 8,795.31 € 29,366.64 €

2 117,466.56 € 5.99% 7,036.25 € 29,366.64 €

3 88,099.92 € 5.99% 5,277.19 € 29,366.64 €

4 58,733.28 € 5.99% 3,518.12 € 29,366.64 €

5 29,366.64 € 5.99% 1,759.06 € 29,366.64 €

26,385.93 €

146,833.20 €

total interest rate

total repayment

Month Year 1 Year 2 Year 3 Year 4 Year 5

1 839 € 27,687 € 37,755 € 47,823 € 57,891 €

2 10,068 € 28,526 € 38,594 € 48,662 € 58,730 €

3 11,746 € 29,365 € 39,433 € 49,501 € 59,569 €

4 13,424 € 30,204 € 40,272 € 50,340 € 60,408 €

5 15,102 € 31,043 € 41,111 € 51,179 € 61,247 €

6 16,780 € 31,882 € 41,950 € 52,018 € 62,086 €

7 18,458 € 32,721 € 42,789 € 52,857 € 62,925 €

8 20,136 € 33,560 € 43,628 € 53,696 € 63,764 €

9 21,814 € 34,399 € 44,467 € 54,535 € 64,603 €

10 23,492 € 35,238 € 45,306 € 55,374 € 65,442 €

11 25,170 € 36,077 € 46,145 € 56,213 € 66,281 €

12 26,848 € 36,916 € 46,984 € 57,052 € 67,120 €

total 203,877 € 387,618 € 508,434 € 629,250 € 750,066 €
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8.7 Cash Flow 

As all expenditures and revenues are determined the cash-flow of Dog-Sharing can be 

calculated (shown in Table 18). 

 

 

Table 18: Cash Flow Calculation 

 

 

Figure 6: Revenue and Cash-Flow in first 5 years 

Very high marketing costs in the first year lead to a loss of 62,193€, which can be 

caught up by the unexpected investment costs of 70,000€. Therefore no dividend or 

savings for founding a GmbH can be paid. Due to low marketing costs in the following 

Year 1 Year 2 Year 3 Year 4 Year 5

Turnover/Revenue 203,877 € 387,618 € 508,434 € 629,250 € 750,066 €

Marketing costs 151,310 € 16,797 € 16,797 € 16,797 € 16,797 €

Labour costs 60,491 € 66,766 € 66,766 € 73,042 € 73,042 €

Administrative costs 14,867 € 13,271 € 13,271 € 13,271 € 13,271 €

Depreciation costs 1,924 € 1,924 € 1,924 € 1,924 € 1,924 €

Financing costs 8,795 € 7,036 € 5,277 € 3,518 € 1,759 €

Loss carried forward -33,510 € 0 € 0 € 0 €

Profit before tax -33,510 € 281,823 € 404,398 € 520,698 € 643,273 €

Taxes (29.40%) 0 € 82,856 € 118,893 € 153,085 € 189,122 €

Profit after tax -33,510 € 198,967 € 285,505 € 367,613 € 454,151 €

Cash-flow -31,586 € 200,891 € 287,429 € 369,537 € 456,075 €

Repayment credit 29,367 € 29,367 € 29,367 € 29,367 € 29,367 €

25%-savings for GmbH 

(until 25,000 €)
0 € 25,000 € 0 € 0 € 0 €

Dividend -60,953 € 146,525 € 258,063 € 340,170 € 426,708 €

203877.0 €

387618.0 €

508434.0 €

629250.0 €

750066.0 €

-31,586 €

200,891 €

287,429 €

369,537 €

456,075 €

-100,000 €

0 €

100,000 €

200,000 €

300,000 €

400,000 €

500,000 €

600,000 €

700,000 €

800,000 €

1 2 3 4 5

Years

Revenue/Cash-Flow

Turnover/Revenue Cash-flow
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second years a profit before tax of 281,823€ will be reached. After subtracting 29.40% 

taxes
18

 and adding the already paid depreciation costs a cash flow of 200,891€ is ob-

tained. Repayment credit of 29,367€ and savings for GmbH of 25,000€ will lead to a to-

tal dividend of 146,525€. Now enough capital fund is earned to change Dog-Sharing 

UG (haftungsbeschränkt) into Dog-Sharing GmbH. The dividend reaches 426,708€ in 

the fifth year of operation. 

 

 

8.8 Equity Profitability 

The equity profitability corresponds to the cash-flow calculation. Due to high marketing 

costs in the first year the interest made on equity is -64%, shown in Table 19. This ef-

fective and strong marketing strategy shows effect for the second year of operation. 

Here an interest rate of 150% is gained. This money can be used to fill unexpected 

costs depot and to expand the operation over whole NRW, to invest into future. In the 

fifth year a total interest rate made in equity of 436% shows a strong profitability of this 

business plan.  

 

Table 19: Equity Profitability 

 

 

Figure 7: Interest made on equity in first 5 years 

                                                

18
 http://www.bpb.de/wissen/VYLKYP 

Equity
Profit after 

tax
Devidend

97,889 € -33,510 € -60,953 € -62% 1. Year

97,889 € 198,967 € 146,525 € 150% 2. Year

97,889 € 285,505 € 258,063 € 264% 3. Year

97,889 € 367,613 € 340,170 € 348% 4. Year

97,889 € 454,151 € 426,708 € 436% 5. Year

Interest made 

on equity

-62%

150%

264%

348%

436%

-100%

0%

100%

200%

300%

400%

500%

1 2 3 4 5

Years

Interest made on equity
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8.9 Financial Risks 

The main financial risk associated with this business would be the absence of custom-

ers, and thus of sales respectively. This is very crucial, because especially the work-

force planning is based on our revenue assumptions. In order to minimize this risk of a 

sales decrease, we have done sophisticated market research and hence are very cer-

tain that our goal of reaching 8.000 customers at the end of year 5 is realistic and not 

overestimated. In order to avoid an absence of customers, Dog-Sharing puts a lot of ef-

fort in marketing. But this generates also the highest costs in the first year. This risk 

has to be taken into consideration. 

However, in the unlikely case of the sales being below our expectations, we can easily 

adjust the workforce planning, as we mainly hire hourly personnel beside our one per-

manent employee. Apart from that, the operational expenses of Dog-Sharing are rather 

low, so that the overall financial risk associated with this business can be classified as 

moderate. 

 

 

8.10 Exit Strategies 

In case of success within the region of Cologne, Bonn and Düsseldorf in the first five 

years, our overall exit strategy is to operate, grow and expand into new metropolitan 

areas, such as Berlin, Hamburg, Frankfurt and Munich. The main advantage of this ex-

pansion is that it is not associated with high expenses, because the website can still be 

operated from our Cologne office. Furthermore, there is the possibility of growing func-

tionally. As we have already saved the rights for www.pet-sharing.de, we can extend 

our intermediation service to all other pets as well, especially cats. 

 

In case the business does not develop as expected, we are going to close it down as 

soon as downsizing the workforce, as stated in the financial risk section above, does 

not work anymore and the revenues cannot cover operational costs in the long run. 
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Appendix A: Market Study 

 

 

 

 

 

  

Assumptions:

Parameter spec. Assumptions

Marketplace:
Region Cologne, 

Düsseldorf, Bonn

Amount of dogs in K, D, BN 80,000

5 %

4000

Product: Internetportal

10 € / month

annual contract

our monthly customer fee: 9.99 €

value added tax (VAT): 19%

monthly netto costumer fee: 8.39 €

possible customers:

price of competitor:

Cats
8,2

Dogs
5,3

Small 
animals

5,3

Caged birds
3,5

Aquariums
2,0

Garden pond
2,2

Terrariums
0,4

Pets in Germany (in million)
in more than 1/3 of all households have at least one pet
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Appendix B: Marketing Costs 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Marketing Expenses

media Year 1 Year 2 Year 3 Year 4 Year 5

Dog Walk 13,197 € 13,197 € 13,197 € 13,197 € 13,197 €

City Billboards 105,613 € 0 € 0 € 0 € 0 €

Radio Spots 28,900 € 0 € 0 € 0 € 0 €

AdWards 3,600 € 3,600 € 3,600 € 3,600 € 3,600 €

Total costs 151,310 € 16,797 € 16,797 € 16,797 € 16,797 €

Dog Walk(monthly): source

licensing 400.00 € /event evaluation

catwalk fee 150.00 € /event http://www.erento.com/mieten/party_messe_events/buehne_messestand/buehne/9866934395.html

t-shirts (25) 249.75 € /event 9.99€/t-shirt (excl. Taxes&incl. shipping) for min. 100 t-shirts

prize money 300.00 € /event

12

price per year: 13,197 €

City Billboards (1. month):

Billboard fee 26,110 € /week STRÖER-7day-offer.pdf

printing 1,173 € once STRÖER-7day-offer.pdf

4

costs 1.month: 105,613 €

Radio Spot (1.month):

Production: 1,000 € once http://www.meinersterradiospot.de

Broadcast: 930 € /spot WDR-radiospot-costs2012.pdf

30

costs 1.month: 28,900 €

AdWards(regularly)

google fee: 0.10 € /click http://www.google.de/AdWards

3,000 rough estimation

annular costs: 3,600 €

amount of events/year:

action weeks in 1.year:

broadcasts in 1.year:

clicks/month



Appendices   

 

  

STRÖER-7day-offer.pdf: 
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WDR-radiospot2012.pdf (abstract): 

 

 

http://www.google.de/AdWards:  
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Appendix C: Labour Costs 

 

 

 

Percentages from: 

http://www.existenzgruender.de/selbstaendigkeit/vorbereitung/gruendungswissen/pers

onal/11/index.php 

 

 

 

 

 

  

Personnel No direct costs No direct costs No direct costs No direct costs No direct costs

Chief Executive Officer 1 41,664.30 € 1 41,664.30 € 1 41,664.30 € 1 41,664.30 € 1 41,664.30 € 

Consultant (taking care of 

questions concerning dog 

keeping)

1 6,275.52 €   1 6,275.52 €   1 6,275.52 €   1 6,275.52 €   1 6,275.52 €   

working student 2 12,551.04 € 3 18,826.56 € 3 18,826.56 € 4 25,102.08 € 4 25,102.08 € 

total labour costs / year 60,490.86 € 66,766.38 € 66,766.38 € 73,041.90 € 73,041.90 € 

Year 1 Year 2 Year 3 Year 4 Year 5

Chief Executive Officer
% employer 

contributes

Agreed salary brut per month 2,900.00 €

Retirement pay 9.95% 288.55 €

Unemployment insurance 1.50% 43.50 €

Health insurance 7.30% 211.70 €

Nursing insurance 0.98% 28.28 €

Personnel direct costs per month 

(wage + ancillary wage costs)
19.73% 3,472.03 €

Working Student
% employer 

contributes

Agreed salary brut per month (7,50€ /h) 400.00 €

Retirement pay 15.00% 60.00 €

Health insurance 13.00% 52.00 €

flat-rate tax (Pauschalsteuer) 2.00% 8.00 €

cost allocation (Umlagen) 0.74% 2.96 €

Personnel direct costs per month 

(wage + ancillary wage costs)
30.74% 522.96 €

Consultant
% employer 

contributes

Agreed salary brut per month (15€ /h) 400.00 €

Retirement pay 15.00% 60.00 €

Health insurance 13.00% 52.00 €

flat-rate tax (Pauschalsteuer) 2.00% 8.00 €

cost allocation (Umlagen) 0.74% 2.96 €

Personnel direct costs per month 

(wage + ancillary wage costs)
30.74% 522.96 €



Appendices   

 

  

Appendix D: Facility Costs 

 

 

 
 

  

area 63 m² …………..http://www.immobilienscout24.de/expose/62305449?is24EC=IS24&style=is24&navigationbarurl=/Suche/S-/Buero-Praxis/Nordrhein-Westfalen/Koeln/Altstadt---Neustadt-Nord/50,00-/EURO--800,00/1

Rent 620 € per month

Utilities 120 € per month

security deposit 1,240 € once for investment costs

commission 1,476 € once for investment costs

gas consumption value 109.00 kWh/(m²*a)

gas consumption 6867 kWh/a

electricity consumption 3000 kWh/a

annular energy costs 1,163 € /a ………………RheinEnergie-Offer2012.pdf

annular rent & utilities 8,880 € /a

Internet/Phones 828 € /a http://dsl.1und1.de/DslTarif?__reuse=1323826740134

1. Year 2. Year 3. Year 4. Year 5. Year

Rent & utilities 8,880 € 8,880 € 8,880 € 8,880 € 8,880 €

Energy 1,163 € 1,163 € 1,163 € 1,163 € 1,163 €

Commission 1,476 € 0 € 0 € 0 € 0 €

Internet/Phones access 828 € 828 € 828 € 828 € 828 €

total 12,347 € 10,871 € 10,871 € 10,871 € 10,871 €
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Appendix E: Website Costs 
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Total net 

price

Webdesign 3 1 1,900 € 1,900 €

Company logo 3 1 319 € 319 €

Newsletter 3 1 69 € 69 €

Qype 3 1 49 € 49 €

2,337 €

Website

n.a.

monthly 

costs 

annular 

costs

Webspace 25 € 300 € http://www.strato.de/hosting/power-hosting/

Support 175 € 2,100 € http://www.strato.de/hosting/power-hosting/

total 2,400 €
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Appendix F: UG-Foundation Costs 

 

 

Dog-Sharing UG (haftungsbeschränkt) formular.pdf (abstract): 

   

UG foundation

notary 20 € once §41 d KostO

Commercial 

Registry 

(Handelsregister)

100 € once

http://www.BMWI.de

25 % savings/year of profit after tax until 25,000 € to found GmbH
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Appendix G: Equipment Costs 
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Notebook 3 3 459 € 1,377 € http://www.dell.com/de/unternehmen/p/laptops?~ck=mn#!facets=40189~0~196669,41106~0~446391,65235~0~505202,41103~0~199307&p=1

Desktop PC 3 1 399 € 399 € http://configure.euro.dell.com/dellstore/config.aspx?oc=x1139001&c=de&l=de&s=bsd&cs=debsdt1&model_id=optiplex-390

Monitor 3 1 119 € 119 € http://accessories.euro.dell.com/sna/productdetail.aspx?c=de&l=de&s=bsd&cs=debsdt1&sku=460303

Laserdrucker 3 1 159 € 159 € http://configure.euro.dell.com/dellstore/config.aspx?c=de&cs=debsdt1&kc=305&l=de&oc=1250c&s=bsd&sbc=printer-dell-1250c

Office 2010 3 4 184 € 736 € http://accessories.euro.dell.com/sna/productdetail.aspx?c=de&l=de&s=bsd&cs=debsdt1&sku=A3850201&baynote_bnrank=0&baynote_irrank=2&~ck=dellSearch

2,790 €

6.13.3 Fax machine 6 1 78 € 78 € http://www.amazon.de/Philips-Magic-Faxger%C3%A4t-intelligente-Faxweiche/dp/B001JJ8JOU/ref=sr_1_18?ie=UTF8&qid=1323817920&sr=8-18

78 €

6.13.2.2 Mobile 5 2 99 € 198 € http://www.amazon.de/Ericsson-Smartphone-Touchscreen-QWERTZ-Tastatur-Megapixel/dp/B003F8OJV0/ref=sr_1_4?ie=UTF8&qid=1323818112&sr=8-4

198 €

Desks 13 3 76 € 228 € http://www.moebelshop24.de

Storage Container 13 3 75 € 225 € http://www.moebelshop24.de

Shelf 13 3 72 € 216 € http://www.moebelshop24.de

Office Chair 13 3 80 € 240 € http://www.moebelshop24.de

Conference chairs 13 4 60 € 240 € http://www.moebelshop24.de

Conference table 13 1 249 € 249 € http://www.moebelshop24.de

Lamps for desks 13 3 20 € 60 € http://www.moebelshop24.de

Lamps for ceiling 13 4 50 € 200 € http://www.moebelshop24.de

1,658 €

7.7 Refrigerator 10 1 160 € 160 € http://www.otto.de/Beko-Kuehlschrank-TSE-1422-A-84-cm/shop-de_dpip_AKL5518592/?expId=3001&ArticleRef=78628595-0-3001&imageToDisplay=2568219.jpg&FromSearch=true&fh_search=kuehlschrank&fh_search=kuehlschrank&fh_search_requested=kuehlschrank&fh_search_initial=kuehlschrank&sterm=k%FChlschrank&stype=N&FromSearch=true&MaxListSize=100&ProductPage=0&BundlePage=0&TotalHits=460

160 €

7.9 Microwave 8 1 152 € 152 € http://www.otto.de/Caso-Germany-Mikrowelle-MCG-30-30-Liter-Garraum-900-Watt/shop-de_dpip_55976995-0/?expId=2001&ArticleRef=55976995-0-2001&imageToDisplay=2775507.jpg&FromSearch=true&fh_search=microwelle&fh_search=microwelle&fh_search_requested=microwelle&fh_search_initial=microwelle&sterm=microwelle&stype=N&FromSearch=true&filter_filter_g_mikrowelle_betriebsart=mit20grill20und20heidfluft&MaxListSize=100&ProductPage=0&BundlePage=3&TotalHits=20

152 €

Refrigerator

Microwave

6.15

6.14.3.2

Workstations

Fax machine

Mobile

Office Furnitures
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afa-table 2011 (abstract): 

 

 

 



Appendices   

 

  

 



Author’s Statement   

 

  

Author’s Statement 

We hereby confirm that we have independently composed this project work and that no 

other than the indicated aid and sources have been used. This work has not been pre-

sented to any other examination board before.  

 

 

           Cologne, 02 January 2012  

                   Location / Date                        Signatures 

 

 

 

 

 

 

 

 

 

 
No data can be taken out of this work without prior approval of the work-promoters. 


