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arious Cf:ﬂﬂ'l&‘, She hugl looked into hiring public
relations firm. but had dl&g:’,)\’Q]‘Cd that this \;fould'cos:-
omething on the ")rdc_r 01 $2,000/month. She did n(;t
expect that any publicity a public relations firm could
create \m_uld generate sufficient sales to offset thig
cost, parllcn_llarly given the limited number of loca\-
ions where p’coplc Qnuld buy her chocolates. Marilyn
il considering trying to write a cookbook as g way
o generate greater publicity for Cowgirl Chocolates
ghe always talked a little about Cowgirl Chocolateé
when she gave seminars and present

ations about her
and thought that promoting

art, _ a cookbook would
create similar opportunities. The cookbook would
also feature several recipes using Cowgirl Chocolate
Pm(‘iucls.
[n addition to being unsure how best to promote
her product to potential customers, Marilyn also
wondered what she should do to better tap into the
scasonal opportunities that presented themselves to
sellers of chocolate. Demand for her product was
somewhat seasonal, with peak retail demand being
at Christmas and Valentine’s Day. But she was clearly
not seeing the Christmas and Valentine sales of other
chocolate companies. Seattle Chocolates, for exam-
ple, had around three-quarters of its annual sales in
the fourth quarter, whereas Cowgirl Chocolate sales
in the second half of 2000 were actually less than
i the first half. Likewise, while Cowgirl Choco-
lates experienced a small increase in demand around
Valentine’s Day, it was nowhere near the increase
in demand that other chocolate companies experi-
enced. Marilyn did sell some gift buckets and baskets
through her website, and these were more popular at
Christmas and Valentine’s Day. The Moscow Co-op
had also sold some of these gift baskets and buckets
during the 2000 Christmas season. Marilyn knew that
the gift basket industry in the U.S. was pretty lafge,
and that the industry even had its own trade publica-
tion called the Gift Basket Review. But she was not
sure if gift baskets were the best way to generate
sales at these two big holidays and thought that she
could probably be doing more. One other appfoach
0 Spur these seasonal sales that she was planning to

ry was to buy lists of c-mail addresses, that would
allow her to send out several e-

mails promoting her
nd Christmas.
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What Next?
—— = a0
bessreill g.ain aF the advertisemgnt that would
B whog hSodonhlr; Chile Pepper Magazine. The? same
g e fl] i edped her with her award winning
cleady fer &elo ]a, helpeq produce the z}d. I-t would
o hef ple's attention, but would it bring cus-
products in the numbers she needed?
; Next Fo the ad sat the folder with what financial
mformathn she had. Despite having little training in
Sma]‘l business accounting and financial management,
Marilyn knew it was important to keep good records.
She had kept track of revenues and expenses for the
year, and she had summarized these in a table (see
Exhibit 4). Marilyn had shared this revenue and cost
information with a friend with some experience in
small business financial management, and the result
was an estimated income statement for the year 2000
based upon the unaudited information in Exhibit 4.
The estimated income statement, shown in Exhibit )
revealed that Cowgirl had lost approximately $6,175
on operations before taxes. Combining the information
in Exhibits 4 and 5, it appeared that the inventory had
built up to approximately $16,848 by December 31,
2000. Marilyn had initially guessed she had $10,000
worth of product and packaging inventory, about twice
her normadl level of inventory, between what was stored
in her garage turned art studio turned chocolate ware-
house and what was stored for her at Seattle Choco-
lates. But the financial analysis indicated that she either
had more inventory than she thought or that she had
given away more product than she originally thought.
Either way, this represented a significant additional
drain on her resources—in effect cash expended to
cover both the operational loss and the inventory
buildup was approximately $23,000 in total (see note 5
of Exhibit 4 for a more detailed explanation). When
Marilyn looked at the Exhibits, she could see better
why she had to loan the firm money. She also recog-
nized that the bottom line was that the numbers did not

look good, and she wondered if the ad would help turn

things around for 2001.
If the ad did not have its desired affect, she won-

dered what she should do next. She clearly had limited

resources to work with. She had already pretty much

decided that if this ad did not work, she would not run
another one in the near future. She was also pretty wary
of working with distributors. In additiqn to her own bad
experience, she knew of others in the mdustiry thathad
bad experiences with distributors, and she did nqtthmk :
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order. Cowgirl then pays the shipping and postage when the order 1s 9
(2) Of this amount, $14,575 is attributed to product actually sold and shipp
related supplies (i.e., $16848 + $14575 = $31,423). o
(3) Marilyn made a personal loan to the firm in the year 2000 for approximately

she could afford to take another gamble on a distribu-
tor. She wondered if she should focus more attention
on her online retail sales or on expanding her whole-
sale business to include more retailers. If she focused
more on her own online sales, what exactly should she
do? If she focused on expanding her wholesale busi-
ness, where should she put her emphasis? Should she
continue to pursue retailers that specialized in hot and
spicy foods, try to get her product placed in more Co-
ops, expand her efforts to get the product positioned
as a gift in museum gift shops and similar outlets, or

ners who are charged shipping and postage up front as part of the
jeliv cr[:d The offsetting operating expense is noted in “Other Expenses
delivered. ; £ :

ed. The remaining $16,848 represents leftover iny entory and

$23.000 to sustain the business’s operations.

focus her efforts on large, high-end retailers like Cog-
water Creek and Dean & Delucca now that she had 3
nonspicy chocolate in her product mix? Or should she
try to do something else entirely new? And what more
should she do to create publicity for her product? Was
the cookbook idea worth pursuing? As she thought
about it, she began to wonder if things were beginning
to spin out of control. Here she was, contemplating
writing a cookbook to generate publicity for her choco-
late company that she started to raise money to publish
her arts magazine. Where would this end?





