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Confidentiality Agreement 

The undersigned reader acknowledges that the information provided by 
_________________________ in this business plan is confidential; therefore, reader 
agrees not to disclose it without the express written permission of 
_________________________.   

It is acknowledged by the reader that information to be furnished in this 
business plan is in all respects confidential in nature, other than information 
which is in the public domain through other means and that any disclosure or 
use of the same by reader, may cause serious harm or damage to 
_________________________. 

Upon request, this document is to be immediately returned to 
_________________________.   

___________________  

Signature  

___________________ 

Name (typed or printed)  

___________________ 

Date  

This is a business plan.  It does not imply an offering of securities. 
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1) EXECUTIVE SUMMARY: 
1.1 INDUSTRY REVIEW – RESEARCH PAPER: 

The size of the freight forwarding market was nearly US$140.09 billion in 2018. It reduced to US$139.29 billion 

and US$130.01 billion in 2019 and 2020 because of COVID’19. Now the market size is projected to grow again 

and reach US$145.24 billion in 2021.  

Other key indicators of success have remained high as shown below: 

ü 89% of shippers and 98% of 3PLs reported that 3PLs have contributed to improving services to the ultimate 

customer. 

ü 73% of 3PL users and 91% of 3PL providers agree that 3PLs provide new and innovative ways to improve logistics 

effectiveness. 

ü 72% of 3PL users and 95% of 3PL providers agree that the use of 3PLs has contributed to reducing overall logistics 

costs 

ü The study shows that the majority of shippers—91%—report that the relationships they have with their 3PLs 

generally have been successful. A higher number—98%—of 3PLs agree that their customer relationships generally 

have been successful. 

ü Among respondents of the 2019 study, 89% of shippers and 98% of 3PL providers agree that the use of 3PLs has 

contributed to improving services to the ultimate customers. Additionally, 73% of 3PL users and 91% of 3PL 

providers agree that 3PLs provide new and innovative ways to improve logistics effectiveness. 

 

 

  

Keeping the Supply Chain Alive and 
Nimble: 
In an agile supply chain, shippers can 

adjust quickly in response to market 

conditions. Most shippers understand 

the need for agility, but 42% said they 

haven’t made changes to increase 

their inherent agility over the past five 

years. To help improve service and 

reduce costs, respondents said they 

are willing to try new approaches to 

the supply chain, with more than half 

of shippers – 51% saying nothing is of 

the table and they are willing to 

evaluate all pieces of the supply chain.  

The Last Yard: 

The “last yard” concept refers to what 

happens to a shipment once it is 

delivered to a customer or consumer 

and how it is routed to the specific 

location where it may be needed or 

used. 

Last-yard logistics can be chaotic. The 

pain points are driven by the increased 

package volumes and how these  

 

volumes and how these volumes impact 

the time and space constraints at the final 

destinations. 

The majority of shippers (72%) and 3PLs 

(71%) agreed that shippers/ customers 

recognize the need for capable, last-yard 

logistics services. Just over half of the 

shipper respondents (53%) reported that 

they effectively manage last-yard logistics 

needs, while only 34% of 3PL respondents 

agree that their customers effectively 

manage these needs. 
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Omni-Channel Revisited: 

This study last asked those within the 

supply chain about Omni-channel 

retailing in 2015. This year’s responses 

demonstrate that many shippers and 

3PLs are still struggling to create a true 

Omni-channel retailing experience. Just 

4% of shippers rated themselves as 

high-performing in Omni-channel 

retailing in the current study, up from 

2% in 2015. The highest percentage—

38%—said they are inconsistent and 36% 

said they had no capability. Just 18% of 

shippers rated themselves as 

competent. Among 3PLs, just 3% rated 

themselves as high-performing, while 

24% said they are competent and 14% 

said they are efficient. The largest 

percentage—31%—said they have no 

capability and 28% rated themselves as 

inconsistent. 

To help meet Omni-channel goals, 

many within the supply chain are 

turning to integrated technologies. 

Shippers have already invested in 

enterprise resource planning software 

(72%), warehouse management systems 

(56%), transportation management 

systems (38%), supply chain visibility 

(34%), and WMS add-ons, such as labor 

management, analytics, and slotting 

organization, etc. (24%). Among 3PLs, the 

largest percentage—67%— are investing 

in WMS. The same number is investing in 

TMS, followed by supply chain visibility 

(48%), ERP (42%), mobile applications 

(37%), and WMS add-ons (34%). 
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Dealing with Disruption Revisited: 

Supply chain disruptions and delays can 

have a significant effect, resulting in 

increased costs, missed deliveries, 

downed production lines, and excessive 

costs. The Annual Third-Party Logistics 

Study last visited the topic in 2013, and 

this year’s study shows us that shippers 

and 3PLs are placing greater 

importance on mitigating supply chain 

disruption. 

The most common issues that shippers 

face have remained fairly constant. The 

top three disruptions include increased 

transportation and logistics costs (77%), 

transportation and logistics network 

disruptions (76%), and an increase in 

supplier costs (67%). 

Furthermore, 83% of 3PLs reported an 

increase in transportation and logistics 

costs, 74% reported transportation/ 

logistics network disruption, up from 

63% in 2013; 67% reported an increase 

in supplier costs, down from 69% in 

2013. 

The majority of shippers (58%) and 3PLs 

(64%) report that most disruptions were 

due to natural disasters, extreme 

weather, or pandemics. Shippers and 

3PLs also cited infrastructure issues as 

well as extreme volatility in commodity, 

labor, or energy prices. 

 

The top methods shippers and 3PLs 

use to mitigate and manage supply 

chain disruptions are supply chain 

visibility tools & partnership. Both 

 

3PLs (47%) and shippers (34%) said they 

are planning on investing in supply chain 

disruption mitigation/ response 

capability within the next two years. 
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Shipper-3PL Data Sharing 

Communication is one of the key 

components of a successful 3PL-shipper 

relationship, and strong communication 

often begins when shippers procure the 

services of a 3PL Smooth handoffs of 

information minimize the risk of 

disruption. 

The majority of shippers (61%) and 3PLs 

(54%) said issues with data sharing 

between the two parties contributed to 

customer satisfaction issues. 

Other consequences include late 

payments, not renewing a contract, and 

negative word of mouth.  

The effective and efficient sharing of 

data between shippers and 3PLs 

resonates as a common denominator in 

effective shipper-3PL relationships. 

The Global 3rd Party Logistics (3PL) market is projected to reach US$1,789.94 billion by 2027, showing an 

annual growth rate of approximately 7.1%. With the growing trade of the eCommerce market, the demand for 

the 3PL market is increasing very rapidly all over the world, including in the United States.  
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1.2 BUSINESS IDEA: 
Armlogi is a logistics company that 

will help businesses in sending and 

receiving products, items, or 

inventory within minimum time and 

effort. In every step such as 

loading, unloading, and 

transportation of goods, we do 

proper care about the safety and 

security of goods. We aim to ensure 

that customers get their goods in 

similar condition at their final 

destination within their given time. 

 

ArmLogi center headquarters in Los 

Angeles, CA., servicing the Port of Los 

Angeles, San Diego, LAX, and all major 

access routes to and from Southern 

California with three warehouses across the 

the United States covering West Coast, 

Central, and East Coast. All the 

warehouses are large enough to keep 

thousands of parcels at a time.  

We offer eCommerce fulfillment services  

 

from e-commerce order fulfillment, 

kitting, and pick and pack, to warehousing, 

storage, and print production. 

Targeted Customers: 

We target nationwide shippers such as 

manufacturing companies, distributors, 

brokers, and all other related people and 

firms who want to send or receive any type 

of item.  

We also take international shipments from 

all over the United States.  

Promotional Strategy: 

We will promote our business through 

social media channels such as 

Facebook, Instagram, YouTube, and 

LinkedIn. Moreover, we may also use 

other marketing channels such as email 

marketing, traditional marketing, and 

social links, etc. 

Team: 

We have a team of highly qualified and 

professional people who manage all the 

work with full energy and dedication.  

We divide work into steps and processes to 

reduce its error to approximately zero.   
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1.3 FINANCIAL SUMMARY: 
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2) COMPANY DESCRIPTION: 
2.1 BASIC DETAILS: 
Name of Business: ……………………………… Armstrong Logistic Inc. 
Nature of Business: …………………………….. LLC 
Email Address: ………………………………….. accounting@armlogi.com 
Phone No: ……...………………………………… (888) 691-2911 
Address: ………………………………………….. Los Angeles 

 

2.2 TEAM MEMBERS: 
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2.3 MISSION STATEMENT: 

Our mission is to provide reliable, fast, and customer-centric service to our customers. Through 

professional trucking services, we make businesses more efficient and effective in delivering goods 

from one place to another. We ensure the safety and timely delivery of the goods. 

 

 

2.4 VISION STATEMENT: 

Our vision is to connect businesses and make transportation easy by providing innovative, easy, and 

cost-efficient logistics solutions. With quality service, clear communication, and timely delivery of 

goods, we will become the first choice for our customers. 
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3) INDUSTRIAL ANALYSIS: 
We will do an industrial analysis with the 

help of porter's five forces model. 

According to Porter, analysis of the five 

forces gives an accurate impression of 

the industry and makes analysis easier. 

These five forces are as follows: 

3.1 Threat of New Entrants: 

The threat of new entrants is LOW 

because one needs a large investment 

to purchase trucks, trailers, warehouse, 

and other related equipment. Moreover, 

they will also need specialized skills, a 

high level of experience, and proper 

qualifications in the logistics industry to 

start this business.  

In short, the threat of new entrants in 

this industry is LOW 

3.2 BARGAINING POWER OF BUYERS: 

The bargaining power in this industry is 

MODERATE because: 

v We offer customized service, 

therefore; customers have a gap to 

bargain on price.  

v As we offer high-quality and 

customized services at a 

reasonable price so, customers 

may not bargain a lot. In the United 

States, customers see quality not 

price.  

3.3 BARGAINING POWER OF SUPPLIERS: 

The bargaining power of suppliers is 

LOW because 

v We offer services therefore, we are 

not heavily dependent on any 

supplier. 

v We are in the market for more than 

a year therefore, we have built a 

strong relationship in the market. 

 

  



 

P a g e  14 | 53 

 

3.4 THE THREAT OF SUBSTITUTE: 

The threat of substitutes is MODERATE 

in this Business because customers have 

few choices. 

v Ecommerce companies can start 

their own transportation/ logistics 

department. 

3.5 COMPETITIVE RIVALRY: 

Competitive rivalry is HIGH in this 

because many companies operate in 

different parts of the United States that 

offer similar services. Still, there is a 

huge market because the eCommerce 

market is growing very rapidly all over  

 

the United States, especially after the 

pandemic. 

We will break the competition through 

proper planning, experienced team, 

quality work, and a strong marketing 

strategy. 
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4) MARKET RESEARCH 

4.1 CURRENT STATE OF 3PL: 

Global 3PL Revenue: 

 

While global demand for logistics and 

supply chain services has exhibited very 

mixed results over the past several years, 

the latest available information from 

Armstrong & Associates documents very 

strong results for 2017, the latest 

complete year for which data is available. 

Figure 3 shows global 3PL revenues by 

region for 2014 to 2017, and the 

percentage year-over-year (YOY) 

increases or decreases. Also included for  

each region is compounded annual 

growth rates (CAGR) of 3PL revenues 

from 2010 to 2017. 

The highest percentage increases in 

3PL revenues from 2016 to 2017 were 

recorded by CIS/Russia (+17.5%), 

South America (+13.9%), and North 

America (+9.8%). Other positive 

increases from 2016 to 2017 were Asia 

Pacific (+7.6%), Europe (+6.2%), and 

Africa (+2.4%). The last column in the 

Table above indicates the CAGR of global 3PL 

revenues was calculated at +3.5% from 2010 to 

2017. This represents a significant increase over 

the CAGR from 2010 to 2016 of +2.8% that was 

reported in last year’s 3PL study recent 

projections by Armstrong & Associates indicate 

optimism for the growth of global 3PL revenues 

from 2017 to 2018. Among the factors 

contributing to the likelihood of continued 

growth are data-driven technology, increased 

capacity and demand, and overall rising prices. 

  

 
 
REGION 

2014 
Global 3PL 
Revenues 

(US $Billions) 

2015 
Global 3PL 
Revenues 

(US 
$Billions) 

2016 
Global 3PL 
Revenues 

(US $Billions) 

2017 
Global 3PL 
Revenues 

(US $Billions) 

Percent  
Change 
2014 to 

2015 

Percent  
Change 2015 

to 
2016 

Percent  
Change 
2016 to 

2017 

 
CAGR 

2010 to 
2017 

Africa 29.6 27.1 25.5 26.1 -8.4 -5.9 2.4 1.3% 

Asia Pacific 289.3 292.7 306.1 329.3 1.2 4.6 7.6 6.1% 

CIS/Russia 33.7 23.5 21.7 25.5 -30.3 -7.7 17.5 -0.5% 

Europe 196.4 172.6 173.4 184.1 -12.1 0.5 6.2 -0.4% 

Middle East 45.3 40.3 40.5 42.2 -11.0 0.5 4.2 2.7% 

North America 195.9 195.7 200.3 220.0 -0.1 2.4 9.8 4.6% 

South America 45.0 37.9 36.7 41.8 -15.8 -3.2 13.9 1.1% 

Grand Total 835.2 789.8 804.2 869.0 -5.4 1.8 8.1 3.5% 
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Outsource of Logistics Services: 

 

Among shipper respondents, the current 

percentage of sourcing domestic 

transportation was 81%, down slightly 

from the 83% in last year’s report. The 

percentage outsourcing international 

transportation increased to 71% from 

63% in the previous report, and 

customers outsourcing warehousing 

grew to 69% from 66%. The number of 

respondents outsourcing freight 

forwarding increased to 50% from 46%, 

and those outsourcing customs 

brokerage lessened somewhat to 40% in 

the current year from 46% in the previous 

year. 

Even some activities that are not 

outsourced as frequently have increased 

The percentage of shippers outsourcing 

inventory management increased to 22% 

from 17% in the previous year’s study. 

Also the percentage of shippers 

outsourcing transportation  

Planning and management this year 

increased to 28% from 25% from last year. 

Consistent with results from previous 

studies, the more strategic and 

customer-facing activities tend to be 

outsourced somewhat less than those 

that are more tactical and operational. 

Looking at the data in Figure above, some 

of the activities in this category are order 

management and fulfillment (19%), 

information technology services (11%), 

LLP (lead logistics provider)/4PL services 

(9%), and customer service (6%). 
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VIEWS OF IT BASED CAPABILITIES NEEDED FROM 3PL: 

 

The 2019 study highlights once again how 

important it is for 3PLs to provide a range of IT-

based services to help create value for their shipper 

customers. Figure 5 outlines shipper and 3PL 

responses to the question “which information 

technologies, systems or tools must a 3PL have to 

successfully serve a customer in your industry 

classification?” 

The most frequently-cited technologies remain 

those that are more execution- and transaction-

based capabilities, including transportation 

management (planning and scheduling), 

warehouse/ distribution center management, 

visibility, and electronic data interchange.  

  

 
IT- BA SED C A PA ABILITIES 

% Reported by % Reported 
Shippers by Providers 

Transportation management (planning) 71% 79% 
Warehouse/distribution center management 67% 66% 
Visibility (order, shipment, inventory, etc.) 63% 75% 
EDI data interchange - orders, advanced shipment notices, updates, invoicing 54% 73% 
Transportation management (scheduling) 54% 75% 
Transportation sourcing 46% 56% 
Global trade management tools (e.g., customs processing and document management) 42% 37% 
Network modeling and optimization 39% 58% 
Barcoding 39% 50% 
Supply chain planning 39% 56% 
Web portals for booking, order tracking, inventory management, and billing 33% 56% 
Customer order management 32% 50% 
Cloud-based systems 30% 47% 
CRM (customer relationship management) 29% 62% 
Advanced analytics and data mining tools 27% 47% 
RFID 24% 23% 
Distributed order management 23% 32% 
Yard management 20% 26% 
Blockchain 8% 15% 
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This year, 46% of shippers said they need IT 

capabilities to support transportation 

sourcing, an increase from 38% last year, 

which likely is related to overall capacity 

shortages. 

Other top contemporary technologies cited 

include network modeling and optimization, 

use of web portals, cloud-based systems, 

and advanced analytics and data mining 

tools. Respondents were asked for the first 

time in this year’s survey about “blockchain,” 

with 8% of shippers and 15% of 3PLs 

indicating this was among the needed 

technologies.  

Since 2002, this study has tracked 

measurable differences between shippers’ 

opinions as to whether they view information 

technologies as necessary elements of 3PL 

expertise and whether they are satisfied with 

their 3PLs’ IT capabilities. 

Referred to as the “IT Gap,” the above figures 

show the behavior of this analytic from 2002 

to the present. A few general observations 

include: 

v Current year results indicate that 

93% of shippers agree that IT 

capabilities are a necessary 

element of 3PL expertise, and 55% 

of shippers agree they are 

satisfied with 3PL IT capabilities. 

v Over the 17 years of data 

contained in Figure 6, shippers 

have been relatively consistent in 

their evaluation of IT capabilities 

as a necessary element of 3PL 

expertise. These figures have 

generally been in the low- to mid-

90% range over most of the 

timeframe studied. 

v While we have commented in 

earlier reports about the fact that 

the percentage of shippers 

indicating satisfaction with 3PL IT 

capabilities exhibited overall 

increases from 2002 to 2011, this 

analytic has remained relatively 

consistent in more recent years. 

v Overall, the IT gap appears to have 

stabilized somewhat in recent years. 

This observation deserves further 

attention, as it has been apparent for 

some time that 3PLs have increased 

their IT capabilities while shippers 

have become more proficient buyers 

of IT-related services.  

v Today’s shippers have greater 

expectations of providers’ data 

reporting and data analysis 

capabilities. Shippers are increasingly 

using data to optimize their networks 

and drive supply chain decisions. As a 

result, the availability of capable IT 

technologies and competencies in the 

IT area has become key selection 

criteria in shipper bid and RFP 

processes. Correspondingly, 3PLs 

have been promoting their IT 

capabilities as a key differentiating 

factor to current and prospective 

shipper customers. 
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4.2 SUPPLY CHAIN 
SHIPPERS INVESTMENT TO INCREASE AGILITY: 
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In the most successful supply chains, 

3PLs are increasingly moving further 

upstream within shippers’ supply 

chains and collaborating with 

customers to overcome challenges and 

meet high delivery expectations. 

Although most shippers understand 

the need for agility, 39% said they 

haven’t made changes to increase their 

inherent agility over the past five years 

and 15% reported decreasing supply 

chain nimbleness to reduce cost, shown 

in Figure 10. 

Among those that reported making 

changes, 17% said they moved 

production closer to customers in order 

to reduce lead-time and improve 

flexibility. Additionally, 8% said they kept 

production offshore but realigned to 

suppliers that offered improved flexibility 

to change production volumes or 

products. 

Cost is always important, continues to 

be top-of-mind in every conversation, 

and is a major consideration for both 

shippers and their logistics providers. 

Both parties said it is a leading factor in 

their decision-making process. 

   

Supply Chain – Key Take Ways:  

 

  

v Shippers understand the need for 

agility, but the majority—42%—

said they haven’t made changes to 

increase their inherent agility over 

the past five years and 15% 

reported decreasing supply chain 

nimbleness to reduce cost. 

v Just over half of shippers—51%—

said they are willing to evaluate all 

pieces of the supply chain for 

potential changes. However, 36% 

said they are not willing to change 

key suppliers and the same 

amount said they won’t change 

key manufacturing locations. 

v Shippers said they involve several 

partners when designing the 

supply chain, including 3PLs 

(71%), suppliers (68%), customers 

(59%), and consulting firms (40%). 
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4.3 LAST YARD: 
The term “last mile” is in common use today in the fields of logistics and supply chain management, and it generally refers 

to the final segment of a delivery process that spans from a point of origin to the destination specified by a customer. The 

length of the last mile may range from a few blocks to much longer distances, but it typically represents the last segment 

of a supply chain or order-fulfillment process. 

 

MOST CONCERNING LAST-YARD LOGISTICS ISSUES  

 

Listed in the above Figure are several last-

yard logistics issues that may occur at 

delivery or drop-off locations, and which 

may be of concern to shippers and 

receivers. Respondents were asked to 

check all issues that apply, and it is 

apparent that each of those listed is of 

moderate or serious concern. 

v Among the most frequently cited 

issues were delayed, damaged, 

misplaced, and lost deliveries. These 

are typical concerns for any 

fulfillment or delivery process. Others 

included inefficient package receiving 

and processing, package storage 

capacity constraints, and lack of 

capability to accommodate special 

shipments (e.g., security, 

perishability, size of shipment, 

 

special handling needs, etc.). These 

last three examples specifically pertain 

to operational capability and 

effectiveness at delivery or drop-off 

locations 

v To the extent that 3PLs have 

responsibility for last-mile logistics 

services, they should be well-

positioned to provide solutions to 

some of these problems that can 

diminish the effectiveness of last-yard 

capabilities. 

v Obvious solutions range from having 

3PLs and customers collaborate to 

improve hand-offs and improve the 

capabilities of delivery or drop-off 

locations to allowing 3PLs to take 

responsibility for actually managing 

these operations. 
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Key Takeaways – Last Yard: 

v The last yard refers to what happens 

to a shipment once it is delivered to a 

customer, and then how it is routed 

within the customer organization to 

the specific location where it may be 

needed or used. The concept extends 

to both B2B and B2C situations, as the 

principal question is how well do 

incoming shipments or packages 

make their way to recipients who 

actually will use or benefit from 

receiving what has been delivered. 

 

v The concept of the last yard may be 

thought of as an extension of the 

last-mile concept or perhaps a step 

or process beyond the conclusion of 

the last mile. While either definition 

should be fine, the important point is 

that the capable execution of last-

mile and last-yard responsibilities are 

essential to the creation of value for 

the customer and overall success for 

the supply chain.  

v A number of key trends are 

responsible for the significant 

interest in creating new and 

innovative last-yard capabilities. Of 

greatest consequence are changing 

business and consumer buying 

practices, declining use of physical 

mail, and rising package volumes, as 

well as the enhanced value, criticality, 

and uniqueness of many products 

being shipped today. Also, it has 

become apparent that traditional 

resources for managing last-yard 

services such as mailrooms, receiving 

departments, etc. are in need of 

improvement and modernization. 

v Overall, both shippers and 3PLs 

recognize the need for capable last-

yard logistics services. Both types of 

survey respondents have a 

measurable level of confidence that 

there is a role for 3PLs to collaborate 

with their customers to develop and 

benefit from such capabilities. 

v The study highlighted a number 

of issues 3PLs and customers 

who are trying to make progress 

on resolving last-yard issues will 

likely face. Also, the survey 

results identified a number of 

example capabilities that can 

facilitate the success of last-yard 

initiatives.  

v The focus on last-yard 

capabilities is 100% consistent 

with the idea of structuring 

supply chains to create maximum 

value for its customers and 

consumers. The central point is 

that supply chains do not end at 

the receiving dock or the central 

point where shipments are 

delivered but at the point of use 

where the intended value is 

actually created. 
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4.4 OMNI CHANNEL REVISITED: 
TOP PRIORITIES IN OMNI-CHANNEL FULFILLMENT IN 2015 VS. 2019 

2015 % 
SHIPPER S 

2019 % 
SHIPPER S 

2019 % 
3 PL  

 
C CATEGORY 

29% 26% 20% Customer service 
19% 25% 27% Service levels 
14% 14% 14% Freight costs 
11% 9% 14% Fill rate 
10% 9% 13% Order cycle time 
5% 4% 4% Inventory allocation 
5% 5% 2% Replenishment efficiency 
4% 5% 5% Packing efficiency 
4% 3% 2% Minimized backorders 

 

Among 3PLs, 3% rated themselves as 

high-performing, 24% said they are 

competent and 14% said they are 

efficient. The largest percentage—

31%—said they have no capability, and 

28% rated themselves as inconsistent 

However, shippers (26%) and 3PLs (20%) said 

customer service is a top priority and 

remains the driving force behind shippers’ 

omnichannel efforts, indicated in the figure 

above Shippers (25%) and 3PLs (27%) also 

cited service levels and 14% of both shippers  

and 3PLs cited freight costs as a top 

priority.  

 

  

. 
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CROSS-CHANNEL FULFILLMENT IN 2015 VS. 2019: 

 

2015 % 
SHIPPER S 

2019 % 
SHIPPER S 

2019 % 
3 PL  

 
C CATEGORY 

NA 60% 56% Order online deliver to home 
64% 40% 44% Order online pickup at the warehouse 
32% 42% 46% Order online pick up in-store 
41% 32% 38% Order in-store deliver to home 
NA 33% 36% Order in-store pickup in-store 
22% 27% 31% Mobile order pickup in-store 
NA 25% 51% Mobile ordering, deliver to home 
NA 22% 15% Order in-store pickup in vehicle 
18% 18% 26% Order online pick up in the vehicle 
30% 17% 28% Mobile order pickup at the warehouse 
22% 18% 28% Order in-store pickup at the warehouse 
NA 8% 23% Mobile order, in-vehicle pickup 

 

SHIPPERS - THIRD-PARTY LOGISTICS: 2019 STUDY 
 

WH AT IS YOUR L A RGE ST ISSUE IN F UL F IL L ING OR DER S ACROSS S MULT IPL E CHANNELS? 

( SEL EC T TOP 3 )  

ANSWER CHOICES Responses 
Flexibility (last-minute order changes) 42% 
Inventory visibility 35% 
Inventory control (availability and allocation) 35% 
Order management 35% 
Technology (WMS/DOM/LMS/TMS) 33% 
Inventory accuracy 31% 
System integration 27% 
Efficiency (availability of info and tools to sales assoc) 16% 
Pick/pack efficiency (tools for warehouse workers) 16% 
Picking and waving logic 13% 
Expedited delivery (parcel/carrier agreements) 13% 
Return management 12% 
Long-term distribution center leases (non-optimal locations/ 
facility layouts) 

12% 
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3PLS - THIRD-PARTY LOGISTICS: 2019 STUDY 
 

WH AT IS YOUR L A RG EST ISSUE IN F UL F IL L ING OR DER S ACROSS S MULT IPL E CHANNELS? 

( SEL EC T TOP 3 ) 

ANSWER CHOICES Responses 
System integration 42% 
Flexibility (last-minute order changes) 40% 
Technology (WMS/DOM/LMS/TMS) 31% 
Inventory control (availability and allocation) 31% 
Efficiency (availability of info and tools to sales assoc) 25% 
Order management 24% 
Pick/pack efficiency (tools for warehouse workers) 22% 
Inventory visibility 20% 
Inventory accuracy 20% 
Return management 18% 
Long-term distribution center leases (non-optimal locations/ 
facility layouts) 

13% 

Expedited delivery (parcel/carrier agreements) 13% 
Picking and waving logic 11% 

 

In addition, 33% of shippers and 26% of 

3PLs offer the option to order in the 

store and pick up in the store; 25% of 

shippers and 51% of 3PLs said they offer 

mobile-order, deliver-to-home 

options; 22% of shippers and 15% of 

3PLs offer order-in-store, mobile 

pickup; and 8% of shippers and 23% of  

3PLs offer mobile orders with in-vehicle 

pickup, none of which was measured in 

2015. Challenges within the Omnichannel 

sector remain. The largest issues in 

fulfilling orders across multiple channels 

include flexibility /last-minute changes to 

orders, which was reported by 42% of 

shippers and 40% of 3PLs, inventory  

 

visibility (35% of shippers, 20% of 

3PLs), inventory control (35% of 

shippers and 30% of 3PLs), and order 

management (35% of shippers, 24% of 

3PLs). 
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SHIPPERS - THIRD-PARTY LOGISTICS: 2019 STUDY - 01: 

WHICH OF THE F OL LOWING F UL F IL L MEN T S T R AT EG IE S A R E YOU U T UTILIZ ING / PILOTING / CONSIDERING? ( SEL EC T A L L T H AT 

A APPLY.) 

ANSWER CHOICES Responses 
None 54% 
Home delivery from local stores 20% 
Sunday delivery 15% 
Customer delivery (delivery by an in-store customer for a 
discount on their purchases) 

14% 

Online order with one-hour pickup 14% 
Locker pickup 13% 
Drone delivery 11% 
Bike/messenger delivery 4% 
Other (please specify) 2% 

 

SHIPPERS - THIRD-PARTY LOGISTICS: 2019 STUDY - 02: 

WHICH OF THE F OL LOWING F UL F IL L MEN T S T R AT EG IE S A R E YOU U T UTILIZ ING / PILOTING / CONSIDERING? ( SEL EC T A L L T H AT 

A APPLY.) 

A NS WER CHOICES Responses 
None 46% 
Sunday delivery 25% 
Customer delivery (delivery by an in-store customer for a 
discount on their purchases) 

25% 

Home delivery from local stores 22% 
Online order with one-hour pickup 14% 
Locker pickup 14% 
Bike/messenger delivery 7% 
Drone delivery 5% 
Other (please specify) 3% 
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TECHNOLOGY INVESTMENT BY SHIPPERS AND 3PLS: 

2015 % 
SHIPPER S 

2019 % 
SHIPPER S 

2019 % 
3 PL  

 
CATEGORY 

75% 72% 42% ERP 
54% 56% 67% WMS 
40% 38% 67% TMS 
35% 34% 48% Supply chain visibility 
23% 24% 34% WMS add-ons (labor mgmt., analytics, 

slotting op) 
19% 28% 18% RFID 
10% 17% 9% Pick to light 
12% 15% 18% Pick to voice 
20% 14% 37% Mobile applications 
5% 7% 21% ePOD (electronic proof of delivery) 
7% 9% 6% None 
18% 19% 10% POS 
NA 8% 10% AI / VR 
NA 9% 7% Blockchain 
7% 9% 6% None 

 

KEY TAKEAWAYS: 

v Many shippers and 3PLs are still 

struggling to create a true, 

omnichannel retailing 

experience, as just 4% of shippers 

and 3% of 3PLs rated themselves 

as high-performing in 

omnichannel retailing in 2019; 

4% of shippers and 14% of 3PLs 

rated themselves as efficient; 38% 

of shippers and 28% of 3PLs said 

they are inconsistent; 36% of 

shippers and 31% of 3PLs said 

they have no capability, and 18% 

of shippers and 24% of 3PLs rated 

themselves as competent. 

v Top priorities include 

customer service (reported by 

26% of shippers and 20% of 

3PLs), service levels (25% of 

shippers and 27% of 3PLs), 

and freight costs (reported by 

14% of shippers and 3PLs). 

v The majority of shippers and 

3PLs offer cross-channel 

fulfillment with 60% of 

shippers and 56% of 3PLs 

allowing customers to order 

online and have products 

delivered to their home; 33% 

of shippers and 26% of 3PL 

  

offering the option to order in-store and 

pick up in-store; and 25% of shippers and 

51% of 3PLs saying they offer mobile- 

order, deliver-to-home options. Other 

options include order-in-store with mobile 

pickup and mobile orders with in-vehicle 

pickup. 

v Shippers have already invested in 

enterprise resource planning software 

(72%), warehouse management systems 

(56 %), transportation management 

systems (38%), supply chain visibility (34%), 

and WMS add-ons, such as labor 

management, analytics, and slotting 

organization, etc. (24%). 
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THE AMAZON EFFECT ON THE SUPPLY CHAIN 

With its always-on accessibility and two-day shipping, Amazon has dominated e-commerce while also impacting shippers’ 

decision-making and driving change throughout the world of e-commerce and the supply chain in general, Penske 

Logistics reported. Today’s consumers have gotten used to rapid fulfillment, and now the same timeliness is expected in 

a business-to-business delivery. 

To enable faster deliveries, those within the supply chain are working to shorten lead times and provide more frequent, 

smaller deliveries. Instead of the truckload hub-and-spoke model, some providers are turning to less-than-truckload 

deliveries or zone skipping to speed the process. 

The move to LTL and zone skipping can cost the same or less than a truckload delivery based on the density and the 

amount of volume going to a specific geographic location. 

On the distribution side, the industry is seeing distribution centers and warehouses that are located closer to consumers 

and hold high-moving products. 

In some industries, creating an Amazon model for production can be difficult, as many supply chains weren’t set up to 

meet those kinds of demands. This is driving the need for greater communication and collaboration between shippers and 

their logistics partners as well as increased technology to provide visibility, optimize routes, improve slotting patterns and 

ensure goods remain in motion. 
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4.5 AMAZON: 

As per research, net sales of 

Amazon were approximately 

US$280.5 billion in 2019 with 

a net income of nearly 

US$11.59 billion.  Amazon is 

the leading online marketplace 

in the United States.  

The Unique monthly visitors of 

Amazon are more than 214.43 

million. Nearly 85% of internet 

users prefer purchasing 

products from Amazon.  

 FBA Marketplace: 

 

The study above shows the Fulfillment by Amazon (FBA) usage among top marketplace sellers worldwide, by country.  

As of December 2018, 73% of sellers in the United States use the Amazon FBA service. This ratio is 

continuously increasing. In Global comparison, most FBA users are in the United States.  

 

https://www.statista.com/topics/846/amazon/#dossierKeyfigures 

https://www.statista.com/statistics/1020046/global-fba-usage-top-amazon-sellers/  
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4.6 US LOGISTICS INDUSTRY: 
Because of the growing 

eCommerce industry and retail 

business in the United States, the 

logistics market of the United 

States is also growing very rapidly.  

v The revenue of the trucking 

industry was nearly US$791.7 

billion in 2019.  

 

v Revenue in the 3PL market was 

approximately US$231.5 

billion in 2019.  

v US Parcel Transportation cost 

is was nearly US$118.6 billion. 

 

 

https://www.statista.com/topics/1417/logistics-industry-in-the-us/#dossierKeyfigures 

https://www.statista.com/statistics/638368/us-third-party-logistics-market/ 
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5) DETAILED BUSINESS OVERVIEW: 
5.1 INTRODUCTION: 

ArmLogi is a logistics company based in Los Angeles, serving the market for more than 13 years.  

v We have prime locations, servicing the Port of Los Angeles, San Diego, LAX, and all major access routes to and from Southern 

California. 

v ArmLogi has 3 warehouses nationwide across the USA covering West Coast, Central, and East Coast.  

v We offer eCommerce fulfillment services from e-commerce order fulfillment, kitting, and pick and pack, to warehousing, storage, 

and print production.  

v ArmLogi, warehousing solutions are efficient and cost-smart, offering you both long-term and short-term contract terms. 

v Space and labor expand and contract with your volume requirements with a 1,000,000 sqft warehouse. 

 

 

 

 

 

 

  

ISO 9001:2015 CERTIFIED WAREHOUSE 

While ISO 9001 has expected rigidity in its requirements, there are seven basic areas. 

v Document Control 

v Control of Non-Conforming 

v Internal Auditing 

v A System to Ensure Speed with Accuracy 

v Process Standardization 

v Culture Built Around Quality 

v Continuous Improvement 
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Business Model: 

 

 

 

 

 

PICKUP POINT: 

When customers place their order, they 

will also inform us about the estimated 

weight of goods, type, pick up point, 

delivery point, etc. Once we receive all 

the information and agree with the 

price, we will pick goods from our 

customers’ location at a given time or 

customers will give items to us at the 

fulfillment centers or warehouse.  

In the loading process, we will ensure 

that all the goods are properly and 

safely loaded in the truck without any 

damage. In every process, we take care 

of our customers’ goods as they are our 

own.  

Warehouse: 

We have 3 warehouses in different parts 

of the United States where we store 

necessary goods for a time being. We 

first send goods to the warehouses and 

then to final customers through semi-

trucks or other vehicles.  

TRANSPORT GOODS TO FINAL 

CUSTOMERS: 

This is one of the most important steps 

when it comes to the delivery of goods.  

As a professional, we understand that 

when drivers pick items and move to 

their final destination, they face a lot of 

challenges such as traffic problems, 

repairs, the safety of goods, and other 

related issues. Therefore, we calculate 

all the things, manage all challenges 

and deliver goods on time.  

 

DROP POINT – FINAL DESTINATION: 

Here comes the final destination where 

we will unload and deliver goods to our 

customers. A receiver in the drop point 

will check the quantity and condition of 

goods to ensure that all the goods are 

in the right condition. 

We ensure the safe delivery of goods on 

time at the final destination that helps 

us to create a long-term relationship 

with clients 

  

Pick Goods Warehouse Transport Goods to final 
customers 

Drop Point 
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5.2 ABOUT SERVICES: 

We offer various services that are described below in detail: 

5.2.1 WAREHOUSE DISTRIBUTION (WD): 

 

We offer reliable and efficient national 

and international distribution solutions. 

With the help of a highly expert and 

professional team, we will provide 

customized and customer-centric 

services to our customers.  

Fulfillment Centers: 

Through the fulfillment centers, we 

provide services to our customers such 

as receipt and storage of goods, 

inventory management, picking and 

packing of pallets, etc. 

We have designed all the fulfillment 

 

centers with state-of-the-art facilities 

and infrastructure that help us to retain 

more customers and build loyalty among 

them. 

Warehouse Covered USA: 

We have warehouses at the most 

strategic locations of the United States, 

enabling us to cover the whole United 

States. 

The competitive advantage of our 

warehouses is the diverse legal status 

offered in our facilities either bonded or 

non-bonded.  

Cross-docking and Trans-loading: 

At the centers, customers will benefit 

from our best-in-class Cross-docking 

and Trans-loading solutions enabling 

them to transfer their cargo from 

shipping containers directly to 

outbound trailers and consolidate it 

with other freight, with little or no 

storage in-between. 



 

P a g e  34 | 53 

 

5.2.2 3PL FULFILLMENT FBA: 

Amazon is the world’s largest eCommerce 

platform where millions of sellers from all 

over the world and thousands of sellers 

from all over the United States seller their 

products.  

Currently, Amazon’s famous service is 

Amazon FBA which provides many services 

such as storage, packaging, and shipping 

 

assistance to sellers. This takes the burden 

off of sellers and grants them more flexibility 

in their selling practices.  

What we offer: 

We help Amazon sellers from picking 

products from china, shipping them to the 

Amazon warehouse, and unloading them 

safely at their final destination. 

With the help of an experienced 

team, a strong inventory 

management system, and 

advanced technology, we ensure 

the best quality service.  
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HOW FBA WORKS: 

 

 

  

Image credit goes to https://www.dfhfreight.com/amazon-fba/ 
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5.2.3 MULTICHANNEL FULFILLMENT (MCF): 

 

 

We work with hundreds of companies in 

the United States and offer them the 

best possible services.  

We have integrated our business with 

giant companies such as Amazon, DHL, 

eBay, Walmart, Shopify, UPS, FedEx, and 

other related companies that make us 

more efficient and effective in our 

operations.  

Your Business is Our Business: 

By offering the best and reliable.  

 

logistics services, we accelerate the 

business operations of our customers. 

Our agile platform and warehousing 

management system enable us to 

deliver products safely in minimum 

time with 99.6% accuracy.  

100% Customer Satisfaction: 

Customer satisfaction is our top 

priority therefore, we follow up with 

customers even sales to ensure that 

they are 100% satisfied with our  

 

service. We ask these customers to rate 

our service from different perspectives so 

we can learn from that feedback, work on 

weaknesses and improve overall 

operations.  

Variety: 

We offer a diverse range of services which 

customers can choose as per their needs 

and requirements. ArmLogi works with 

almost all the brands of the United States 

that make its portfolio strong and diverse.  
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5.3 BUSINESS FEATURES: 

High-Quality Service: 

Our main motive is to minimize 

customers’ efforts to ship goods at the 

lowest possible price in minimum time 

and effort. We ensure that our 

customers are happy and satisfied to 

create long-term relationships with our 

customers.  

Our primary focus will be to increase the 

customer loyalty rate because it 

automatically increases the repeat 

customer ratio.  

Reasonable Price: 

We offer fast, reliable, and customer-

centric service at a reasonable price. 

Through cost-cutting strategies, we will 

make our operations more efficient and 

effective 

Experienced Team: 

We know that a credible, passionate, 

and experienced team can make a 

multimillion-dollar company within 

minimum resources. Therefore, we plan 

to filter the best talent and hire a highly 

experienced team in every department. 

Efficient and effective System: 

To record and run all the operations 

smoothly, we take help from technology. 

We use new and advanced software to 

keep records of customers, employees, 

and other stakeholders. Moreover, we will 

use this technology to communicate and 

stay connected with employees as well as 

customers. 

 

Customer-centric Service:  

Our top priority is to provide excellent 

service to our customers. We make 

consumers feel valued by using a 

variety of marketing techniques. Our 

customer relationship officer (CRO) 

follows up with consumers after sales 

to ensure that they are delighted and 

satisfied.  

5.4 PRICES AND COSTS: 

Variable cost: 

It includes the cost of the rental cost of 

trucks, trailers, loader salaries, etc. 

Fixed Cost: 

It includes: 

v Website hosting and domain 

v Employees Salary. 

v Marketing Cost 

v Utility Bills – Bills like electricity, 

internet, and telephone bills. 

v Depreciation of Machinery and 

vehicles 

Selling Price:  

The price will be different depending upon 

the load type, its weight, distance, and 

other related factors.  

Therefore, we can fix a single price. In 

case, customers give us products in 

bulk amount, then we may give 

discounts on the final price.  

In short, we can say; more the volume 

of the item less will be the average 

shipping cost per item. 
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5.5 TARGETED CUSTOMERS: 

  

The current location of our company is 

in Los Angeles, but we offer our 

services all over the United States and 

worldwide as well.  

We have 3 warehouses in different areas 

of the United States.  

Reasons to Operate in the United States: 

v The United States is the world’s 

richest economies.  

v In Global comparison, the United 

States generates the highest 

revenue in the eCommerce market.  

v Amazon, Walmart, eBay, and other 

giant companies operating in the 

United States. 

We also operate internationally with the 

collaboration of international brands 

such as DHL Express, etc.   

 



 

P a g e  39 | 53 

 

US POPULATION: 

https://wearesocial.com/us/blog/2021/01/digital-2021-us/ 

As per the research, the total population 

of the United States is almost 332 

million that shows an annual growth 

rate of more than 0.6%.  It is 3rd largest 

country in the world and its population 

is equivalent to 4.25% of the world 

INDIVIDUALS: 

We target those individuals (including 

males, females, and families) who want 

to send or receive parcels, items, or any 

other related things.  

COMPANIES: 

We target those companies or firms who 

want to send or receive inventory, raw 

material, and products, etc. We also target 

giant companies like Amazon, Walmart, 

etc.  

DISPATCHERS/CARRIERS 

/SHIPPERS/BROKERS: 

We target all those companies,  

Distributors, suppliers, brokers, and local 

people who want to send or receive loads. 

RETAIL STORES: 

We also target local retailers of the 

United States who want to send or 

receive products or items.  
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6) OPERATIONAL PLAN: 

6.1 OPERATIONAL PROCESS: 

 

Get Orders: 

Direct Orders: 

We will advertise our business through 

social media channels such as 

Facebook, YouTube, Instagram, Linked 

In, etc. Customers will visit our website, 

social media pages, or our office to 

place their orders directly to us.  

Moreover, we may also receive orders 

through social links such as friends, 

family members, etc. With this, we may 

get orders or jobs through brokers. 

Receive Parcels: 

After the entry of the parcels/ items, we 

will bring them to our warehouse. The 

warehouse is distributed as per the 

destination of parcels, item type, and 

other related factors. For example, we 

have an area in our warehouse where we 

keep inventory that is destined to go 

somewhere within Los Angeles, another 

area for Florida State, international 

parcels, and so on.  

Our operational process is designed in 

such a way that the probability of error 

is almost zero. With the help of an 

 

effective operational process, we ensure 

that the right product is delivered to the 

right person at right time.  

Deliver Goods: 

After we receive items in the warehouse 

and distribute them as per their 

destination, sales agents of different 

areas will take items from those 

locations and send them to their final 

destination.  

 

 

Delivery of goods is a risky job with full 

of responsibilities. Therefore, we have 

ensured the following things: 

v We check goods at the pickup point 

and load them in the truck safely 

with complete care.  

v We guide drivers to drive safely 

with a proper road map so that they 

can deliver goods at a right time in 

the right condition. 

Get Order
Receive 

Parcels in 
Warehouse

Deliver 
Goods

Receive 
Full 

Payment
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Receive Payments: 

In most cases, we receive payment at 

the pickup point from customers. 

However, in some cases, we may receive 

payment at the delivery of goods.  

We accept the following payment 

options: 

v In Cash 

v Credit Card 

v Debit Card 

v PayPal  

Conclusion: 

We put all our efforts to make our 

operational process easy, transparent, 

effective, and error-free. Our team ensures 

that customers receive the items in their 

original conditions at the final destination.  

For the safety of goods, we give insurance 

options to our customers. If the item/good 

is insured, the insurance company will pay 

its price in case of destruction or loss of 

that good.   

 

6.2 LAUNCH OF BUSINESS: 

1) Prepare Business Plan (Done with 

this): 

We have done detailed business 

planning with proper market research. 

The business and its overall industry are 

analyzed in this business plan through 

different theories, laws, and research 

papers that show us that it has a big 

potential to grow.  

2) Register Business and Create 

Website: (Done) 

We have also registered our business, 

its name, logo, and all other related 

assets. It is registered as an LLC to limit 

the liability of the company. 

With this, we have also prepared an 

official website, social media pages, and 

other related things that show our 

digital presence. On all these social 

media pages and websites, we have 

provided all the required data which 

helps customers and other stakeholders  

to understand our business model and 

how it helps them. 

Moreover, we have provided contact 

details so that customers can contact us 

on a phone call, email, or social media, 

etc., directly.  

The company is running for almost 13 

months, earned a revenue of 

approximately $1.2 million in 2020.  

3) Rent a Space: 

Currently, we have three warehouses 

where we store and manage inventory. 

Space and labor expand and contract with 

volume requirements with 1,000,000 sqft 

warehouse. 

Some of the main features of our 

warehouses are: 

v They are at the prime location of the 

city.  

v They are on the main road/wide 

streets.  
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v Large trucks can easily pass through 

the roads and doors of the 

warehouses.  

It has a large area where we can keep 

millions of items at a time. 

4) Advertisement: 

Once we finish with all the setup, we will 

start working on its advertisement to get 

more customers or jobs. Creative graphic 

designers create catchy ads, and digital 

marketers efficiently run those ads on 

social media channels and traditional 

channels. 

5) Customer Care Service: 

Customers can also contact us via phone 

calls, emails, social media, and live chat 

after watching our advertisements. 

Therefore, we devote a customer-care 

team to answer all the queries of our 

customers. 

6) Render Services: 

With the help of reliable trucks, expert 

drivers, a strong operational system, and 

professional employees, we will offer 

customer-centric service to our 

customers. We put all our efforts to ship 

items or goods safely in minimum time. 

Our aim is to meet the schedule of 

customers and ship products safely to 

their destination.  

Tracking Facility:  

We also offer tracking services to our 

customers. Through our website,  

 

customers will check and track the 

location of their parcels or load at every 

stage. 

7) Feedback from Customers: 

Once customers use our services, we will 

take feedback from them. They fill a short 

feedback form where they will rate service 

quality from different perspectives.  

We will publish the feedback on our 

website and social media pages that helps 

other customers to make decisions. 

We believe feedbacks are the greatest 

gifts for us that give us an opportunity to 

learn from mistakes and improve.  

 

8) Improvement: 

The last stage is an improvement in which 

the quality control team will check and 

analyzes all the customers' feedback. Our 

team prepares a report to highlight all the 

improvement areas. Our management 

team will check that report and make 

strategic decisions to improve business 

operations and make it more valuable for 

customers. 

 

  



 

P a g e  43 | 53 

 

7) ORGANIZATIONAL PLAN: 

7.1 ORGANIZATIONAL HIERARCHY: 

 

 

Organizational Hierarchy is one of the 

most important parts of management. 

Through this, we distribute roles and 

responsibilities of all team members 

that ultimately make the company 

more efficient and effective in the 

operations.  

When everyone knows what to do, how 

to do and who reports, everything 

becomes too easy for all the team 

members.  

We have different departments such as 

Marketing, Finance, and Operations 

with different roles and 

responsibilities that described below  

 

in detail. Our prime goal is to make 

communication, in the management 

system, easy, fast, clear, and reliable.  

While distributing roles and 

responsibilities, we check the 

strengths and weaknesses of a 

person. We ensure that the right role 

is given to the right person that makes 

overall operations more efficient and 

effective.  

We distribute departments based on 

work and geography. 

  

 

CEO (Head)

Director 
Marketing

Social media 
manager

Customer 
relationship 
officer

Director 
Finance

Accountant

Director 
Operations

HR 
Manager.

Transport 
Officer

Drivers
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7.2 MANAGEMENT CLASSIFICATION: 

The management classification is distributed in the following four levels.  

1) CHIEF EXECUTIVE OFFICER (CEO): 

CEO will be the highest authority of the 

company and its responsibilities will be 

following: 

v CEO will be responsible for the overall 

performance of the company 

v He will be the final authority for all the 

decisions and documents. 

v Make all the strategic decisions.  

v Hire or fire anyone. 

2) EXECUTIVE STRUCTURE: 

v Only consist of all the department 

heads. 

v Department Heads will report to the 

CEO. 

Responsibilities: 

v Appointment of lower staff members. 

v Developing long-term strategies, 

specific to their respective 

departments. 

v Entry/Exit decisions of lower staff 

workers and managers 

v Responsible for the growth and 

failures of their respective 

departments.  

Positions: 

Director Marketing: 

However, the DIRECTOR OF 

MARKETING will be responsible for the 

marketing/ promotion of the 

organization. Through marketing 

strategies, they will attract new 

customers. Moreover, they will make 

sure that existing customers are also 

100% satisfied.  

Director of Finance: 

Director finance will be responsible for 

the inflow and outflow of the cash. He 

will handle all work related to finance 

like paying salaries to employees, 

paying daily operational expenses, 

keeping its records, etc. 

Director Operations: 

The Director of operations will be the 

head of our prime department, 

responsible for the internal operations 

of the organization. The transport 

officer and HR manager will work 

under him.  

 

The transport officer will be the head 

of the truck drivers. He will make sure 

that drivers are working well and 

providing quality service to our 

customers.  

The HR manager will also work under 

him to hire qualified, passionate, and 

expert drivers and other employees.  

3) Supervisors/Managers: 

These include supervisors who will 

work directly under executives. They 

will give a report to their executives 

about the performances of their 

respective departments. 

4) Employees/Workers: 

This category includes all the lower 

staff like junior workers, etc. 
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8) FINANCIAL PLAN: 
8.1 UPCOMING YEAR COST PROJECTIONS: 

Startup Expenses 
First Year Operational Expense 
Variable Cost $      12,240,000 
Rent $          372,000 
Marketing $          300,000 
Salaries/Wages $          660,000 
Misc. Expenses $          276,000 
Total first Year Expense $      13,848,000 
One Time Expense  

Warehouse $          115,000 
Equipment & Vehicle $            95,000 
Other Assets $            35,000 
Total  $          245,000 
   

Total  $      14,093,000 
 

 

 

 

 

 

 

 

 

 

 

 

 

  

The above tables show the estimated 

cost of our company in the upcoming 

year.  

One Time Cost: 

It is the cost that we are projected to 

invest in the asset-building of our 

company. We will purchase new 

assets and work on old assets to 

improve their efficiency.  

By working on assets, we can increase 

the capacity and efficiency of our 

company.  

First Year Operation Cost: 

The first-year operational cost 

includes the estimated cost of 

our operations in the upcoming 

year.  

It includes a variable cost (cost of 

fuel, trucking, driver salaries, 

etc.). It also includes other costs 

such as warehouse rent, salaries, 

and miscellaneous expenses. 
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8.2 ASSUMPTIONS: 
Price: 

The price per parcel or customer will 

vary depending upon the parcel type, 

distance, size, customer, and other 

related factors. Therefore, we can’t fix a 

single price.  

If a customer sends products/items in a 

large volume then its cost per 

parcel/item will be comparatively low.  

For the financial forecast, we assume 

that on average, we will earn 

approximately $30 per parcel/item. 

Actual revenue will vary depending upon 

the size, weight, and type of the item.  

Variable Cost: 

Variable cost includes the cost of fuel, 

truck repairs, driver wages, and other 

related costs.  

Variable cost per parcel will vary 

depending upon the overall volume of 

the parcels/items. The more the 

volume, the lower will be the variable 

cost per parcel/item.  

 

 

Average revenue per customer 
Revenue per parcel $                             30.0 
Variable Cost $                             20.0 
Gross Profit 33% 

 

 

Gross Profit: 

It is a profit after the variable cost. We 

estimate that it will be around 56%. 

Actual Gross Profit may vary depending 

upon the total volume in each year. 

More the volume less will be variable cost 

and higher will be the gross profit 

margin.  

Non-Operational Costs:  

These are fixed costs of our firm such as 

warehouse rent, fixed salaries, utilities, 

marketing, and other related costs. 

These costs will surely occur even if we 

ship a single parcel.  
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8.3 SALES FORECAST: 

Month Number of 
Parcels/items shipped 

Total sales volumes 
per month 

Average  volumes 
per day* 

Month 1 18,000 18,000 600 
Month 2 24,000 24,000 800 
Month 3 30,000 30,000 1000 
Month 4 36,000 36,000 1200 
Month 5 42,000 42,000 1400 
Month 6 48,000 48,000 1600 
Month 7 54,000 54,000 1800 
Month 8 60,000 60,000 2000 
Month 9 66,000 66,000 2200 
Month 10 72,000 72,000 2400 
Month 11 78,000 78,000 2600 
Month 12 84,000 84,000 2800 

 

 

    

 -
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 30,000

 40,000
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Number of Parcels/items shipped

We are projected to increase the 

number of parcels by at least 6,000 

per month. To meet this goal, we 

will contract with e-commerce 

companies, retailers, and other 

related businesses.  

When it comes to daily shipment, we are 

projected to increase the parcel/item volume 

by at least 200 parcels per day.  

In actuality, the volume will vary depending 

upon the environment, season and other 

 

external factors. All these forecasts are 

considered for the smooth and easy 

calculations of the financial numbers.  
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8.4 REVENUE FORECAST: 

Month Revenue from Logistics Total sales value ($) 
per month 

Average sales 
value 

per day* 
1  $            540,000   $           540,000   $         18,000  
2  $            720,000   $           720,000   $         24,000  
3  $            900,000   $           900,000   $         30,000  
4  $         1,080,000   $        1,080,000   $         36,000  
5  $         1,260,000   $        1,260,000   $         42,000  
6  $         1,440,000   $        1,440,000   $         48,000  
7  $         1,620,000   $        1,620,000   $         54,000  
8  $         1,800,000   $        1,800,000   $         60,000  
9  $         1,980,000   $        1,980,000   $         66,000  
10  $         2,160,000   $        2,160,000   $         72,000  
11  $         2,340,000   $        2,340,000   $         78,000  
12  $         2,520,000   $        2,520,000   $         84,000  

Total revenue  $       18,360,000   $      18,360,000   $       612,000  
 

8.5 COST FORECAST: 

Month Variable Cost Total variable cost 
Average cost of 

sales 
per day* 

1  $            360,000   $           360,000   $         12,000  
2  $            480,000   $           480,000   $         16,000  
3  $            600,000   $           600,000   $         20,000  
4  $            720,000   $           720,000   $         24,000  
5  $            840,000   $           840,000   $         28,000  
6  $            960,000   $           960,000   $         32,000  
7  $         1,080,000   $        1,080,000   $         36,000  
8  $         1,200,000   $        1,200,000   $         40,000  
9  $         1,320,000   $        1,320,000   $         44,000  
10  $         1,440,000   $        1,440,000   $         48,000  
11  $         1,560,000   $        1,560,000   $         52,000  
12  $         1,680,000   $        1,680,000   $         56,000  

Total  $       12,240,000   $      12,240,000    
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8.6 MONTHLY CASH FLOW STATEMENT: 

Select your starting 
month: 

  
  

    
  

                    

    

MONTHS 

    

Cash in-flows Starting 
point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL   

Total anticipated sales  $   -     $540,000   $720,000   $900,000   $1,080,000   $1,260,000   $1,440,000   $1,,620,000   $  1,800,000   $  1,980,000   $  2,160,000   $ 2,340,000   $ 2,520,000   $18,360,000  
  

Other sources of cash 
or equity  $250,000               $  250,000  

  

Total cash in-flows (A)  $  250,000   $    540,000   $    720,000   $    900,000   $ 1,080,000   $  1,260,000   $ 1,440,000   $  1,620,000   $  1,800,000   $  1,980,000   $ 2,160,000   $  2,340,000   $,520,000   $18,610,000  

  

      

MONTHS 

  

Cash out-flows Starting 
point 1 2 3 4 5 6 7 8 9 10 11 12 TOTAL 

Total anticipated cost 
of sales    $  360,000   $  480,000   $   600,000   $    720,000   $   840,000   $     960,000   $  1,080,000   $ 1,200,000   $ 1,320,000   $  1,440,000   $  1,560,000   $  1,680,000   $12,240,000  

Rent                         
31,000  

                          
31,000  

                          
31,000  

                          
31,000  

                           
31,000  

                           
31,000  

                           
31,000  

                           
31,000  

                           
31,000  

                           
31,000  

                           
31,000  

                           
31,000  

                      
372,000  

Marketing                         
25,000  

                          
25,000  

                          
25,000  

                          
25,000  

                           
25,000  

                           
25,000  

                           
25,000  

                           
25,000  

                           
25,000  

                           
25,000  

                           
25,000  

                           
25,000  

                      
300,000  

Salaries/Wages                         
55,000  

                          
55,000  

                          
55,000  

                          
55,000  

                           
55,000  

                           
55,000  

                           
55,000  

                           
55,000  

                           
55,000  

                           
55,000  

                           
55,000  

                           
55,000  

                      
660,000  

Misc. Expenses                        
23,000  

                          
23,000  

                          
23,000  

                          
23,000  

                           
23,000  

                           
23,000  

                           
23,000  

                           
23,000  

                           
23,000  

                           
23,000  

                           
23,000  

                           
23,000  

                      
276,000  

Warehouse  $115,000                                    
-    

                                      
-    

                                      
-    

                                      
-    

                                       
-    

                                       
-    

                                       
-    

                                       
-    

                                       
-    

                                       
-    

                                       
-    

                                       
-    

                      
115,000  

Equipment & Vehicle  $  95,000                                                   
95,000    

Other Assets  $  35,000                                                   
35,000    

Total cash out-flows (B)  $  245,000   $    494,000   $    614,000   $    734,000   $    854,000   $   974,000   $  1,094,000   $  1,214,000   $  1,334,000   $  1,454,000   $  1,574,000   $  1,694,000   $              
1,814,000   $ 14,093,000  

    

                            

Your net cash flow (A-B)  $                     
5,000  

 $                      
46,000  

 $                   
106,000  

 $                   
166,000  

 $                    
226,000  

 $                    
286,000  

 $                    
346,000  

 $                    
406,000  

 $                    
466,000  

 $                    
526,000  

 $                    
586,000  

 $                    
646,000  

 $                  
706,000   $ 4,517,000  

  

                              

Your monthly opening business 
bank account balance  $5,000   $10,000   $56,000   $162,000   $328,000   $554,000   $840,000   $1,186,000   $1,592,000   $2,058,000   $2,584,000   $3,170,000   $ 3,816,000   $ 4,522,000  

  
                              

Your closing cash position  $10,000   $56,000   $162,000   $328,000   $554,000   $840,000   $1,186,000   $1,592,000   $2,058,000   $2,584,000   $3,170,000   $ 3,816,000   $ 4,522,000   $ 4,522,000  
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8.7 INCOME STATEMENT: 

FIVE YEAR INCOME STATEMENT 

  Year 1 Year 2 Year 3 Year 4 Year 5 

Estimated Monthly Parcels Shipped             51,000             62,730             79,667              103,567                136,709  

Average revenue per parcel/item  $               30   $               30   $               30   $                 30   $                   30  

Estimated Monthly Revenue  $     1,530,000   $    1,881,900   $    2,390,013   $       3,107,017   $         4,101,262  
Estimated Annual revenue from 
shipment  $   18,360,000   $   22,582,800   $   28,680,156   $     37,284,203   $       49,215,148  

        

Total Revenue 
 
$18,360,000  

 
$22,582,800  

 
$28,680,156   $37,284,203   $49,215,148  

Less: Operating Cost:           

Variable Cost       12,240,000       15,912,000       20,685,600          26,891,280            34,958,664  

            

Gross Profit  $     6,120,000   $    6,670,800   $    7,994,556   $     10,392,923   $       14,256,484  

Gross Profit % 33% 30% 28% 28% 29% 

            

Less: Other Non-Operating cost           

Rent           372,000            446,400            535,680              642,816                771,379  

Marketing           300,000            390,000            507,000              659,100                856,830  

Salaries/Wages           660,000            858,000         1,115,400            1,450,020             1,885,026  

Misc. Expenses           276,000            358,800            466,440              606,372                788,284  

            

Net Income Before Taxes  $     4,512,000   $    4,617,600   $    5,370,036   $       7,034,615   $         9,954,965  

% Net Income Before Taxes 24.58% 20.45% 18.72% 18.87% 20.23% 

        

Taxes  $     1,082,880   $    1,108,224   $    1,288,809   $       1,688,308   $         2,389,192  

        

 Net Income after sales   $  3,429,120   $3,509,376   $4,081,227   $5,346,307   $7,565,773  

% Net Income 18.68% 15.54% 14.23% 14.34% 15.37% 
 

 

 

 

 

  



 

P a g e  51 | 53 

 

8.8 FIVE YEAR CASH FLOW STATEMENT: 

Five Year Cash Flow Statement 

  Beginning Year1 Year 2 Year 3 Year 4 Year 5 

Investment 
Activities             

Beginning Cash  $   250,000   $        5,000   $3,326,120   $6,673,996   $10,536,673   $15,583,596  

Warehouse 
         
115,000           15,000           25,000            30,000            36,000              43,200  

Equipment & Vehicle 
           
95,000           12,000           17,000            20,400            24,480              29,376  

Current Assets 
             
7,000             5,000            9,000            10,800            12,960              15,552  

Non-Current Assets 
           
28,000           21,000           28,000            33,600            40,320              48,384  

              

Net Cash from Investing Activities  $ 5,000   $(48,000)  $3,247,120   $6,579,196   $10,422,913   $ 15,447,084  

              

Operational 
Activities             

Revenue   
   
18,360,000  

   
22,582,800  

    
28,680,156      37,284,203  

      
49,215,148  

Less: Operational Cost   
   
12,240,000  

   
15,912,000  

    
20,685,600      26,891,280  

      
34,958,664  

Less: Non operational Cost   
     
1,608,000      2,053,200       2,624,520        3,358,308         4,301,519  

Taxes   
     
1,082,880      1,108,224       1,288,809        1,688,308         2,389,192  

              
Net Cash From Operational 
Activities  $               -     $3,429,120   $3,509,376   $ 4,081,227   $   5,346,307   $7,565,773  

              

Financial 
Activities             

Cashin Flow             

Loan             

Cashout Flow             

Money Paid to Owners    $ 55,000   $ 82,500   $123,750   $185,625   $ 278,438  

              
Net Cash from Investment 
activities    $(55,000)  $(82,500)  $(123,750)  $(185,625)  $(278,438) 

              

Cash at the End of Year  $5,000   $3,326,120   $6,673,996   $10,536,673   $15,583,596   $22,734,419  
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8.9 FIVE YEAR BALANCE SHEET: 

Balance Sheet 

  Year1 Year2 Year3 Year4 Year5 

Assets           

Cash  $     3,326,120   $      6,673,996   $    10,536,673   $   15,583,596   $      22,734,419  

Warehouse             380,000               405,000               435,000               471,000                 514,200  

Equipment & Vehicle             107,000               124,000               144,400               168,880                 198,256  

Current Assets                12,000                  21,000                  31,800                 44,760                    60,312  

Non-Current Assets                49,000                  77,000               110,600               150,920                 199,304  

            

Total  $     3,874,120   $      7,300,996   $    11,258,473   $   16,419,156   $      23,706,491  

            

Liability and Owner's Equity           

Capital Introduced             500,000            3,874,120            7,300,996         11,258,473           16,419,156  

Retained Earnings          3,429,120            3,509,376            4,081,227           5,346,307              7,565,773  

Dividends              (55,000)               (82,500)            (123,750)            (185,625)              (278,438) 

            

Total  $     3,874,120   $      7,300,996   $    11,258,473   $   16,419,156   $      23,706,491  

  

 

The estimated worth of the company is based on a book value.  
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8.10 BREAK-EVEN ANALYSIS: 

 

 

 

 

 

 

 

 

1 2 3 4 5
Revenue $18,360,000 $22,582,800 $28,680,156 $37,284,203 $49,215,148
Fixed Cost $1,608,000 $2,053,200 $2,624,520 $3,358,308 $4,301,519
Variable cost $13,322,880 $17,020,224 $21,974,409 $28,579,588 $37,347,856
Break-even point 3.83 4.43 4.70 4.63 4.35
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