
 
 

 
 

 

 Business Plan Competition 
 October 25, 2019 
 
  
 Daniel M. 
 T.A.I.A.A.C.Total Home Care  
 
 
 Prison Entrepreneurship Program 
 P.O. Box 926274 
 Houston, TX 77292 
 (832) 767-0928 
 www.pep.org 

 

 

 

 



 
 

 
 



 
 

 
 

 

 

 

 

 

 

 

T.A.I.A.A.C. Total Home Care  

 

 

 

 

 

 

“Bringing back the power of a handshake.” 
 

 

 

 

 

 

 

Business Plan 

October 2019 
 

 

 

 

 

 

 

Daniel M. 

Owner & Founder 
 



 

 

TABLE OF CONTENTS 

EXECUTIVE SUMMARY   ..................................................................................................................1 

PERSONAL FIT  ................................................................................................................................2 

OPPORTUNITY   ................................................................................................................................3 

SOLUTION   .......................................................................................................................................3 

CUSTOMERS   ...................................................................................................................................4 

DIFFERENTIATORS   .........................................................................................................................6 

EXTRAS  ...........................................................................................................................................7 

MARKETING   ..................................................................................................................................7 

RÉSUMÉ .......................................................................................................................... ATTACHED 

FINANCIAL PROJECTIONS .............................................................................................. ATTACHED 

 
 



 

 

EXECUTIVE SUMMARY   

Opportunity  Purpose  Solution 
Homeowners having to deal with 

numerous agencies to have their interior 

and exterior home care services taken care 

of. 

 We will put focus on building trust and 

giving attention to details. We desire to bring 

personality back to the service industry. 

 We will include most home care services, 

both interior and exterior under our 

umbrella. Consolidation will result in 

convenience for our customers 

Customers  Differentiators  Extras 

We will cater to homeowners in the upper 

middle to high class areas who desire 

attention and convenience.   

 Building trust will be our major 

differentiator. Our customers will come to 

trust and rely on us. We will employ a page 

from the past that should never have been 

turned, the focus on building relationships 

with customers. 

 10 % profit from each contract will be 

donated to specified charity in our name 

and our customers as well. 

Marketing  Start-up Costs  Financials & Extras 
Massive amounts of footwork will be 

employed to personally build our name 

and we will be negotiation with 

homeowners associations for promotions, 

guest speaking will also be used. 

 Owner investment - cash 10,000$  

Owner investment - equipment -         

Vehicle and/or equipment loan 3,000      

Start up financing 32,400    

Total start up costs: 45,400$   

 Sales: 272,100$  100%

COGS 167,400    62%

Gross profit 104,700    38%

Overhead 10,500      4%

Pretax income 94,100      35%

Tax expense 23,500      9%

Owner withdrawals 11,500      4%

Net income 59,100$    22%  

  Personal Fit   
I truly believe that something important is missing from the service industry. Trust and personality seem like things of the past. I desire to bring 

them back. The people that we work with will not be simply customers. We work for human beings with faces and lives that we will be a part 

of. I desire that it be second nature for our clients to say “call T.A.I.A.A.C.” Trust, dependability, and attitude will set us apart not only at work, 

at all times. 
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PERSONAL FIT   

My name is Daniel M. I was born in Oakland, California, on January 4th, 1965. I am the oldest of 

four children. Our family lived during most of my childhood in the San Francisco Bay area. My 

parents were young, but tried to give us a decent life. I also had other positive influences around 

me, such as my grandmother and my aunt Cecille. However, urban life and the influences of the 

street exert a powerful pull, and by age 14, I was headed toward a destructive lifestyle.  
 

I had married, moved to Texas and was headed for divorce by the age of 15. It was then that I 

met my second wife, the mother of my children. I truly attempted to do well, but failed 

miserably. The marriage ended in divorce, setting the stage for me to fail as a father. I lost my 

son to suicide when he was 15 and began a downward spiral from which I thought I would never 

recover. Lost in grief, drugs and mental instability, events culminated in a high-speed pursuit in 

Austin, Texas. I was convicted of aggravated assault on a public servant, and sentenced to 20 

years in prison. 

 

I was still grieving my son. I felt that I was losing my mind. Holding on to the real world 

becomes difficult behind prison walls and I truly thought that all was lost. On April 2, 2005, God 

came into my life and I have not been the same since. He gave me back the ability to care for 

others and the capacity to trust. I have since applied myself and obtained a degree in business 

management. I have also spent time in a faith-based setting, solidifying my foundation in Christ. 

Most importantly, I have been blessed to kneel with many individuals as they accept Christ and I 

now have my wife and my daughter at my side. 

 

My strongest quality is my care for others and my unwillingness to compromise my integrity for 

any reason. With God and personal integrity as my foundation, I know that I cannot fail. 

“TAIAAC” (Truth and Integrity At Any Cost) Personal and Homecare Consolidation puts all 

homecare issues under one umbrella. We are your all-in-one assistant, from lawn care to maid 

services and everything in between. I will bring back the power of a handshake in my business. 

I will be released in 2020. 

 

Daniel M., the owner and founder of “TAIAAC,” personally handles all aspects of the business, 

including marketing, public relations, and job completion. With over 20 years of experience in 

all aspects of homecare and landscaping, there is no job that he cannot tackle. As a graduate of 

the Prison Entrepreneurship Program who also holds a certification from Baylor University in 

business entrepreneurship, success is now in his hands.    
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OPPORTUNITY   
Explanation: 

Homeowners and upscale renters are forced to deal with numerous agencies and waste valuable 

time worrying about taking care of home maintenance concerns. 

 

 Can I solve the problem given my skills and personality? 

 I bring to the table twenty years of experience in home maintenance and landscape 

design. I have a positive; outgoing attitude and I truly care for other people. 

 Do I need to do all of the work myself or can I hire others to help me and still maintain 

quality? 

 To begin with, I will use two specially trained crews; one interior and one exterior 

and myself. I will also inspect every job personally until trust is built within my 

agency.   

 Will this venture require significant capital? 

 Yes, but not in the extreme. Vehicle and tool purchases will cost as will primary 

marketing and operating capital. Approximately $25,000 – $40,000. Partly from 

outside resources and ten to fifteen thousand dollars from my own contributions. 

 Is the opportunity (Activity and Start Date) consistent with potential parole restrictions? 

 I am unsure at this time concerning restrictions but will make any necessary 

adjustments to operate within allowed parameters. 

 Would my business start as a part-time venture or need to be full time? 

 Undecided and depends on the volume of business. 

 
 

SOLUTION   

Explanation: 

I will provide consolidation of most home maintenance and daily assistance issues, as opposed to 

dealing with numerous agencies; customers will only have to deal with me.  

 

 What are the benefits that I am providing? 

 I will be providing my customers the freedom to focus on other daily issues while 

knowing that their home is being taken care of by a trusted professional on a contract 

basis. 

 Why can I do this better than another business (competitor)? 

 Because my focus will be on customers satisfaction and attention to detail. I will have 

a personal interest in every job and every task that we are employed to take care of. 

 How will I deliver this solution to my customers (marketing)? 

 I must sell myself and the ideology behind T.A.I.A.A.C. first. I will also market with 

pure promotions such as using business cards, flyers, and social media to start with. I 

will then count on word of mouth and a carefully established reputation for quality. 
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 Will my solution actually be profitable? 

 I have carefully studied national averages and will price all services with a balance 

between fairness and profitability to sustain my profit margins. Minimum viable 

service of at least 15 contracts will be critical to breakeven but I truly believe that I 

will reach my maximum capacity of 40 contracts quickly.   

 Do I need a fixed location (Storefront) or is this a mobile business? 

 To begin, I can work from home, but in time I will require a shop and a storage for 

equipment. 

 Do I offer a guaranty or return policy? 

 No questions. 100% customer satisfaction is guaranteed. 

 

CUSTOMERS  

Explanation:  

My target customers will be home owners, renters in upscale areas, and property management 

companies with an overflow of contacts to tend to. 

Demographics: 

 Will my service have different appeal to men versus women?  

 My services may appeal for different reasons to the opposite gender but the level of 

appeal should remain constant. 

 What is my ideal customer’s age (children, young adult, middle aged, mature)? 

 From middle-aged to mature mainly, but I will also consider working with young, 

established professionals. 

 Does my customer need to be married, single or does it matter? 

 Singles and married couples alike are homeowners and the only qualification that 

they need meet is work to be completed and ability to pay.   

 What aspect of my ideal customer am I appealing to (outdoors person, health conscious, 

their personal image, environmental concerns, recreation, etc.)? 

 Professional and organized. My service will appeal to those who understand the value 

of consolidation and time saving.   

 

Income: 

 Does my customer need a certain income (rich, middle class, poor)? 

 I will target upper middle to high class level customers but will consider any job that 

needs to be completed. 

 

Location: 

 Where will I sell to my customers (their home, their workplace, on the street, online, my 

store, an event like trades day)? 

 Using personal contacts, I will sell at city functions and banquets and will register 

online and with home owner associations in targeted areas, 

 Do I go to my customer (home service) or does my customer come to me? 

 I offer interior and exterior home maintenance services. All work will be completed 

on site. 
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 What neighborhood will my ideal customer live/work in (River Oaks/Highland park, a 

suburb, or small rural community)? 

 North and Northwest Austin and the Pflugerville area. 

 How close are my customers geographically located (live close to each other or spread all 

over the city)? Time is money. 

 Most target customers are within a twenty to thirty mile area but I will consider more 

distance depending on the size of the contract. 

 How easily can I find this customer (one at a time or they will provide referrals)? 

 I will blanket target areas with flyers and such but will also contact realty companies 

and local professionals.  

 

Other: 

 Can I reach these individuals as a group or do I need to find and sell to them 

individually? 

 I can market to a large group via social media and by large amounts of footwork, but 

once contact is made, making a solid first impression and beginning to build trust will 

be critical on an individual basis. 

 Once I sell to a customer, what is the likelihood that they will buy from me again? 

 Very high. My focus will be on building long term or lifelong business relationships 

by paying attention to details and by proving myself to be trustworthy and 

dependable. 
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DIFFERENTIATORS   

My 

Competitors 

Direct or 

Indirect 
Promotion Price Their Advantages Their Disadvantages My Differentiators 

Colonial 

Property 

Management 

Direct Online, Yellow 

Pages, Television, 

and Widely 

known. 

High Well financed, 

ability to do big 

jobs, recognized. 

High volume takes 

away from focus on 

the details. 

We are focused on a core group 

of valued customers and we are 

detailed oriented. 

 

 

 

 

“Community 

Care” Yard and 

Landscape 

Direct Yellow Pages, 

Signs, Word of 

mouth. 

Average Focused on high 

turnover and mostly 

lawn and weed 

eating. Less 

attention to details. 

Large volume of 

customers. 

Too focused on high 

turnover and lack 

close customer 

relations. 

We offer all aspects of exterior 

and interior service as well as a 

strong focus on customer 

relations. We show our 

customers that we care by paying 

attention to details. 

 

 

 

 

Century 21 Indirect Television, Social 

Media, and 

Widely known. 

High Widely known with 

good reputation, also 

well financed with 

large crews. 

Active in many arenas 

and not focused on 

close relationships 

with customers and 

lack attention to 

details. 

We offer a more personal 

approach and we are focused on 

building a long-term trust with 

customers. Our customers are not 

just a paycheck, we get to know 

them. 

 

 

Gaines’s 

Landscaping 

Indirect Recognized in the 

area, well 

established with a 

good reputation. 

Average Well known with 

many longtime 

customers as well as 

very experienced. 

More focused on new 

landscapes and design. 

They are a small 

company in a large 

area. 

We are equally focused on new 

and existing landscapes and offer 

interior services as well. 
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EXTRAS   

External Extras: 

 Do you have a connection with a supplier in your industry? 

 I have somewhat of a reputation with materials suppliers in my target area and my 

family is connected with city council members and are  now willing to stake their 

word and reputations on my character. 

 Do you have access to a favorable location for your business? 

 I will be operating in the Austin, Pflugerville area and my business is service. To 

begin with, I will operate from home and adjust later. 

 Are you going to be the first company of your type in your chosen area operations? 

 There are not many direct competitors in the area but there is some indirect 

competition by property management companies and the like. I am counting in 

consolidation and customer relations to set T.A.I.A.A.C. apart. 

 

Internal Extras: 

 Do you have a new or cutting edge concept? 

 My concept is not new. It is more about returning to an old and proven concept. 

Building trust and strong customer loyalty through honesty; attention to detail and 

dependability.   

 Will you be able to offer specialized or flexible scheduling that your competitors cannot 

match initially? 

 My focus is on gaining and retaining a loyal customer base. Flexibility and customer 

involvement in service and scheduling will set me apart not only to begin with but 

throughout the life of T.A.I.A.A.C.  

 Do you have any additional information you would like to list about yourself? 

 I am very excited about the possibility of starting this business venture, however; if 

the ideology behind T.A.I.A.A.C. is not marketable; I have no desire to pursue this 

dream. I am dependent on there being some goodness left in our society.  

 
 

MARKETING  

Message: 

 What are three things your company name (with no other information provided) says 

about your company? 

 That we are focused on truth and integrity and that they can call on us for exterior 

home maintenance and for maid service. 

 What is your tagline? 

 We aim to “bring back the power of a hand shake”. 

 Is your message effective across different demographics? 

 The message of integrity knows no limits. If I can get this message heard it will reach 

everyone. 
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 Is your pricing consistent with the market for similar offerings? 

 Collectively my prices should be below the industry norms but the convenience 

included in my pricing should set me apart from all competition.     

 Is your pricing consistent with the degree of personalization? 

 My customers will see possible savings over time passed on to them. The value of my 

business will be in customer service. 

 

Media: 

 What are three types of media you will use to reach your customers? 

 I will use a mixture of social media ads, personal meetings, and introductions and 

discount agreements with industry associations.  

 How many potential typical customers (not just total people) can you reach each month 

using the types listed above? 

 I would hope to reach at least two to three hundred possible customers per month. If 

not, I will adjust. 

 Once you’ve reached your typical customer, how many will actually buy from you? 

 I hope for 2-3% return. 

 For each of the three, what do you think the estimated cost will be? 

 Social media is free and personal meetings only require time, the discounts could cost 

around 5% of profit but will be worth it.    

 For each cost estimate, is this a one-time expense up front or a recurring monthly charge? 

 If discounts work, I will continue. If not, I will adjust. 

 How will you collect customer reviews? 

 I will set up online surveys and will also do personal interviews with each customer.  

 
 
 



 

 

START-UP COST 

Owner's name

Company name

NAICS Business Classification

Sector (general classification)

Sub-sector (more specific classification)

Start-up Costs

Year 1

Assumption 4 - Total Uses

Non-Depreciable Costs

Paid or 

contributed in 

Month 1

marketing, business cards, fliers 300                 

cell phone purchase 100                 

car/truck down payment, if leased

permits

supplies, office & misc. 1,000             

Tools 3,000             

Cash needed for start-up expenses 4,400             

Depreciable Costs
Paid or 

contributed in 

Month 1

 Equipment

Financing

(Additional to

amount paid) 

 Depreciable 

Assets 
company car, truck or van 5,000             5,000             
company trailer 500                 1,500                  
computer, printer, fax 2,000             2,000             
Riding Mower 500                 1,500                  2,000             

-                  
-                  

building/office deposit N/A N/A
beginning cash balance 30,000           N/A N/A
Cash needed for start-up assets 38,000           3,000                  9,000             

60                   assumed life (months)
150                 monthly depreciation

Total start up cost 45,400        

Assumption 5 - Total Sources

Cash owner will contribute and the value of 

owner's assets contributed to company 10,000           22%

Vehicle loan and other equipment debt (see 

note 7 for financing) 3,000             7%

Startup financing, if applicable (for example 

Kiva loan) 32,400           71%

Outside equity investment, if applicable 0%

Total start up cost,

total sources 45,400           100%

Daniel M.

T.A.I.A.A.A.C.  Total Home Care

_81_Other_Services_except_Public_Administration



 

 

FINANCIALS 

EOU, Financing, and Payroll Assumptions

Year 1

Assumption 6 - Revenue Model (Economics of One Unit)

Product 1 Product 2 Product 3

Product name

Product description

Price per unit 1,120.00  100% 820.00    100% 600.00     100%

Cost of one unit hours rate hours rate hours rate

Non-owner payroll exp. 32.00                     12.00                               384.00     34% 24.00      12.00      288.00    35% 16.00      12.00       192.00     32%

Non-owner payroll tax 9.0% 34.56       3% 25.92      3% 17.00       3%

cost 1 description 200.00     18% 100.00    12% 50.00       8%

cost 2 description 200.00     18% 100.00    12% 50.00       8%

cost 3 description 0% 0% 0%

cost 4 description 0% 0% 0%

Total variable costs 818.56     73% 513.92    63% 309.00     52%

Gross profit per unit - what you see on income statement 301.44     27% 306.08    37% 291.00     49%

 Start-up Month 1  Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

Platinum Pack sold 4                                      5              5             5             6             6             6             7             7              7              7              65             

Gold Pack sold 7                                      9              10           11           12           12           13           13           13            13            13            126           

Silver Pack sold 10                                    12            12           14           15           16           16           16           16            16            17            160           

total revenue 16,220$                           20,180$   21,000$  23,020$  25,560$  26,160$  26,980$  28,100$  28,100$   28,100$   28,700$   272,120$  

total cost of sales 9,962$                             12,426$   12,940$  14,072$  15,713$  16,022$  16,536$  17,355$  17,355$   17,355$   17,664$   167,400$  

total income statement gross profit (excludes owner labor) 6,258$                             7,754$     8,060$    8,948$    9,847$    10,138$  10,444$  10,745$  10,745$   10,745$   11,036$   104,720$  

Assumption 7 - Financing
 Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

Equipment financing, see Start-up Costs sheet amortization schedule

Amount borrowed 3,000$     principal, beginning 3,000                               2,763       2,525      2,283      2,040      1,793      1,545      1,294      1,040       784          525          

Interest rate (example 8%) 12.0% interest expense 30                                    28            25           23           20           18           15           13           10            8              5              196           

Loan term (# of months) 12            principal payment (237)                                 (239)         (241)        (244)        (246)        (249)        (251)        (254)        (256)         (259)         (261)         (2,736)       

Monthly payment 267          principal, ending 2,763                               2,525       2,283      2,040      1,793      1,545      1,294      1,040      784          525          264          

Start-up financing, see Start-up Costs sheet

Amount borrowed 32,400$   principal, beginning 32,400                             31,825     31,246    30,664    30,077    29,487    28,892    28,294    27,691     27,085     26,475     

Interest rate (example 8%) 8.0% interest expense 216                                  212          208         204         201         197         193         189         185          181          176          2,161        

Payback period (# of months) 48            principal payment (575)                                 (579)         (583)        (587)        (590)        (594)        (598)        (602)        (606)         (610)         (614)         (6,540)       

Grace period (months pay delay) principal, ending 31,825                             31,246     30,664    30,077    29,487    28,892    28,294    27,691    27,085     26,475     25,860     

Monthly payment 791$        

Assumption 8 - Payroll, nondirect
 Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

# of employees

avg hours each employee(s) worked per month, not in EOU above

average per hour wage

salary expense, exclduing payroll taxes -                                   -           -          -          -          -          -          -          -           -           -           -            

Assumption 9 - Equipment Purchases, after start-up
Description  Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12  Total Year 

Daniel M. dba T.A.I.A.A.A.C.  Total Home Care

Platinum Pack

Fuel Fuel

Silver Pack

4 hours exterior, 4 times monthly ; 4 hours interior, 4 times monthly 4 hours interior 4 times monthly ; 2 hours 

exterior 4 times monthly or any combo

4 hours times 4 visits per month in or out

SuppliesSupplies Supplies

Fuel

Gold Pack

 



 

 

Projected Income and Cash Flow Statements

Year 1
Assump-

tions

 Start-up 

Month 1 

 Month

2 

 Month

3 

 Month

4 

 Month

5 

 Month

6 

 Month

7 

 Month

8 

 Month

9 

 Month

10 

 Month

11 

 Month

12 

 First

Year 

 % of Total 

Revenue 

Revenue 2

Platinum Pack 6 -         4,480     5,600     5,600      5,600     6,720     6,720     6,720     7,840     7,840      7,840      7,840      72,800       27%

Gold Pack 6 -         5,740     7,380     8,200      9,020     9,840     9,840     10,660    10,660    10,660    10,660    10,660    103,320     38%

Silver Pack 6 -         6,000     7,200     7,200      8,400     9,000     9,600     9,600     9,600     9,600      9,600      10,200    96,000       35%

Total revenue -         16,220    20,180    21,000    23,020    25,560    26,160    26,980    28,100    28,100    28,100    28,700    272,120     100%

Cost of Goods Sold 2

Platinum Pack 6 -         3,274     4,093     4,093      4,093     4,911     4,911     4,911     5,730     5,730      5,730      5,730      53,206       20%

Gold Pack 6 -         3,597     4,625     5,139      5,653     6,167     6,167     6,681     6,681     6,681      6,681      6,681      64,754       24%

Silver Pack 6 -         3,090     3,708     3,708      4,326     4,635     4,944     4,944     4,944     4,944      4,944      5,253      49,440       18%

Total COGS -         9,962     12,426    12,940    14,072    15,713    16,022    16,536    17,355    17,355    17,355    17,664    167,400     62%

Gross profit -         6,258     7,754     8,060      8,948     9,847     10,138    10,444    10,745    10,745    10,745    11,036    104,720     38%

Expenses 2

Auto or truck lease -         -            0%

Depreciation 3 -         150        150        150        150        150        150        150        150        150        150        150        1,650         1%

Gasoline & fuels -         50          50          50          50          50          50          50          50          50          50          50          550           0%

Insurance - bonding -         100        100        100        100        100        100        100        100        100        100        100        1,100         0%

Insurance - vehicle -         -            0%

Interest - equip & start up 7 -         246        240        234        227        221        215        208        202        195        188        182        2,357         1%

Marketing 300        -         -         -         -         -         -         -         -         -         -         -         300           0%

Office - rent -         -            0%

Office - insurance -         -            0%

Office - telephone -         -            0%

Office - utilities -         -            0%

8 -         -         -         -         -         -         -         -         -         -         -         -         -            0%

Payroll taxes (9%) 6 & 8 -         -         -         -         -         -         -         -         -         -         -         -         -            0%

Permits -         -            0%

Supplies 1,000     -         100        -         100        -         100        -         100        -         100        -         1,500         1%

Tax service -         -            0%

Telephone - cellular 100        100           0%

3,000     -         -         -         -         -         -         -         -         -         -         -         3,000         1%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

-         -            0%

Total expenses 4,400     546        640        534        627        521        615        508        602        495        588        482        10,557       4%

Taxable profit (loss) 1 (4,400)    5,712     7,114     7,526      8,321     9,326     9,523     9,936     10,144    10,250    10,157    10,554    94,163       35%

Tax (expense) benefit 1 (2,107)    (6,293)    (7,401)    (7,740)     (23,541)      -9%

Owner's withdrawals 1 -         (1,500)    (500)       (1,500)     (500)       (1,500)    (500)       (1,500)    (500)       (1,500)     (500)       (1,500)     (11,500)      -4%

Net profit (loss) (4,400)    4,212     4,508     6,026      7,821     1,532     9,023     8,436     2,243     8,750      9,657      1,314      59,122       22%

Depreciation 3 -         150        150        150        150        150        150        150        150        150        150        150        1,650         

Equipment purchases 3 (11,000)   -         -         -         -         -         -         -         -         -         -         -         (11,000)      

Principle, equipment loan 7 3,000     (237)       (239)       (241)       (244)       (246)       (249)       (251)       (254)       (256)       (259)       (261)       264           

Repay debt financing 7 32,400    (575)       (579)       (583)       (587)       (590)       (594)       (598)       (602)       (606)       (610)       (614)       25,860       

Owner contribution 3 10,000    -         -         -         -         -         -         -         -         -         -         -         10,000       

Equity investor 3 -         -         -         -         -         -         -         -         -         -         -         -         -            

Net cash flow 30,000    3,551     3,840     5,352      7,141     846        8,330     7,736     1,537     8,038      8,938      588        85,896       

Cash, period start -         30,000    33,551    37,391    42,743    49,884    50,729    59,060    66,796    68,333    76,370    85,308    -            

Cash, period end 30,000    33,551    37,391    42,743    49,884    50,729    59,060    66,796    68,333    76,370    85,308    85,896    85,896       

Daniel M. dba T.A.I.A.A.A.C.  Total Home Care

Start-up expenses

Payroll - not owner and not in 

COGS

 


