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CONFIDENTIALITY STATEMENT

This document (the “Business Plan”) contains confidential information proprietary to Veterans Canna-
Biz, hereinafter referred to as the “Company.”  This information and related conversations are submitted 
solely for the purpose of introducing selected parties to the Company’s Business Plan. The Company’s 
disclosure of information contained herein and in related conversations does not constitute 
authorization for the recipient of the Business Plan to use the information, ideas, or concepts contained 
herein for any purpose other than the evaluation of the Company, or to disclose any information to any 
other parties.  The Company retains ownership of this Business Plan, including any and all concepts 
and ideas described herein.
Each recipient of this document agrees to treat the information in a strictly confidential manner. The 
recipient may not disclose, directly or indirectly, or permit any agent or affiliate to disclose any 
information contained herein, or reproduce this document in whole or part without the prior written 
consent of the Company, unless otherwise required by applicable law.

SECURITIES STATEMENT

This Business Plan does not constitute an offer to sell or the solicitation of an offer to buy any securities 
or an offer to sell or the solicitation of an offer to buy such securities in any circumstances in which such 
offer or solicitation is unlawful.  Neither the delivery of this Business Plan nor any sale of the 
Company’s securities shall, under any circumstances, create any implication that there has been no 
change in the affairs of the Company since the date hereof, or that information contained herein is 
correct as of any time subsequent to its date.

DISCLAIMER STATEMENT

The market analysis and financial projections presented herein represent the Company’s best judgment 
and reasonable assumptions of future events and circumstances; all other information contained herein 
has been obtained from sources deemed reliable.  However, no warranty or representation, expressed 
or implied, is made as to the accuracy or completeness of any information contained herein, and same 
is submitted subject to errors and omissions, and no representations or warranties of future company 
performance or market trends are intended and such are expressly disclaimed.
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MISSION STATEMENT

To transform the healing power of cannabis into business opportunity for our veterans 
and their families. 

We don’t make employees we make business owners.  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EXECUTIVE SUMMARY

Objective: Veterans Canna-Biz (also referred 
t o a s “ t h e C o m p a n y , ” o r 
“VCB” [veteranscannabiz.org]) is a new Las 
Vegas based B Corpora>on  that is excited to 1

give back to U.S. Veterans in a way that hasn’t 
been done before. VCB is providing tools to 
Veterans that will give them an edge like no 
other in an industry that is growing like none 
other has.
The objective of this business plan is to identify 
the future target clients, explain the marketing 
and operational strategy and outline the best 
growth strategy to promote sustained 
profitability.
Problem  : U.S. Veterans have been a vastly underappreciated and – in some cases abused – group 2 3

of Americans for decades. It is troubling to consider that, from their perspective, they have had a laser 
focus is on the wellbeing of others, and an all-
too-often reaction they get when they return to 
civilian life is one of apathy. It has become a 
very well-documented fact is that, although the 
U.S. military does an extremely effective job of 
training veterans to operate within the military, 
there is nothing close to that level of 
preparation available for their post-military jobs.
Solution: Veterans Canna-Biz (“VCB”) is being 
introduced by an elite group of military and 
business veterans to address this landscape of 
vastly underutilized talent. VCB is an accredited 
cannabis cultivation training specialist that will 
foster a pipeline of Veteran-based talent into the 
burgeoning Marijuana industry. The school goes 
above and beyond competent growing skills for 
their students:

• A primary directive for VCB is to keep a 
consistent, laser-focused eye on any 
market changes so that only the most 
cutting-edge curriculum gives the 
graduates a distinct edge over any other 
industry players.

• The ground floor educational content is 
only the beginning of what VCB offers. 
The career counseling and startup 

 bcorporaIon.net/1

 equitablegrowth.org/veterans-in-the-u-s-labor-market-face-barriers-to-success-that-can-and-should-be-addressed/2

 "US Military Veterans' Difficult TransiIons Back to Civilian Life" Zogas, Univ of Washington watson.brown.edu/costsofwar/files/cow/imce/papers/2017/3

Zogas_Veterans%27%20TransiIons_CoW_2.1.17.pdf
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Veterans Canna-Biz educates and trains veterans and 
immediate family members in a job market that has only just 

begun to scratch the surface of 21st century career op>ons and 
opportuni>es.  

As a Cer$fied B Corpora$on, VCB meets the highest standards 
of social and environmental performance, public transparency, 

and legal accountability. 



business development resources are second to none in the industry. VCB was begun to just 
make employees; it is here to make business owners – both today and in the future.

In short, VCB is a destination training ground that is also an industry expert and thought leader.

Market : A number of reports have estimated 4

that the cannabis industry will generate between 
$40 and $50 billion in revenue by 2025. The 
industry is currently valued at around $14.9 
billion. Meanwhile, the U.S. Bureau of Labor 
Statistics (BLS), which projects job growth or 
decline for every career on which it collects data, 
has the marijuana industry as, by far, the growth 
leader well into the foreseeable future. It 
estimates that the cannabis industry will have 
nearly 700,000 jobs by 2025.
Marketing: Veterans Canna-Biz will become 
closely involved with all the most popular U.S. 
Veteran links, forums, blogs, support sites, and 
government resources. “Boots on the Ground” 
initiatives include local institution (brick-and-
mortar) appearances, introductions and 
speaking opportunities. Partnerships the existing and future dispensaries, shops and similar 
establishments will also be extremely important.
Target Market: The following table summarizes the key target market parameters for Veterans Canna-
Biz:

Competitive Advantages: The management team at Veterans Canna-Biz believes it has the ability to 
tap into the following competitive advantages:

First Mover, Veterans-focused Cannabis Educa>on: Veterans Canna-Biz is the first to put the highest 
priority on ushering talented Veterans to careers in an industry that is seeing growth on an 
unprecedented level. VCB is giving back to veterans in a way that has never been done before; the 
company is not just training for and promoting job opportunities, it is promoting business 
opportunities.
Holis>c Career Focus: VCB doesn’t end its relationship with its student at graduation date. Recruiting 
and job placement services, aids, and guarantees with select partners and participating 
organizations will mitigate the job search risk for every student.
Hybrid student Financing Model: For candidates with limited financial resources, VCB goes the extra 
step of allowing in-house financing of the program. In these cases, students can forgo tuition in favor 

Region Southern California, Southern Nevada Income <40K current individual income

Age Group 35 to 55 Social Status Married

Gender Primarily Men; ~10% Women EducaVon High School and some College

Profession U.S. Veterans Lifestyle/ MoVvaVons Interest in self-employment, startups, cannabis landscape

 theleafdesk.com/cannabis-market-to-be-worth-66-3-billion-by-2025/4
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of repayment after job placement. This is a low-interest rate option that introduces a clear win-win for 
the trainer (VCB) and the trainee (the student).
Exemplary Managing Team: Veterans Canna-Biz is led by a team second-to-none in terms of its 
diverse combined strengths directed at its end goal. Roland Cordova is founder of the startup U-Grow 
Rentals – a company that houses discreet pod-like grow rooms that are leasable and customizable 
in every sense of the word. Rob Wright is a Veteran who served as a Captain in the U.S. Marine 
Corps with special operations missions that included Afghanistan and other overseas combat 
deployments. Shortly after this deployment, Rob took on the role as head of production for The 
Grove, a Las Vegas based medical marijuana company with four state licenses in Southern Nevada. 
Furthermore, the Company is working with industry legal expert Omar Figueroa to ensure all 
necessary legal requirements are addressed. 
Brick-and-Mortar: Despite the clear educational trend to go “online,” VCB is staying in a traditional, 
team-based lab and hands-on environment with on premise classes only. Supplementary material 
will be available via digital means, but it is believed that the core curriculum should be deployed in 
person for the optimum learning culture and, ultimately, results.

Financial Overview: The charts and table below illustrate the projected operating proforma parameters 
based on a 5-year horizon. A long-term stabilized revenue amount was estimated to be $10.64MM – 
based primarily on the founder’s knowledge of industry sales volumes and the associated reasonable 
capture rate. For more information on the assumptions utilized, please see the “Financial Assumptions 
and Key Project Variables” section.
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Income Stmt [monetary val's $] Year 1 Year 2 Year 3 Year 4 Year 5
Students

New Students, per Year 246 916 2,383 3,126 3,365
No. Active Students that Drop Class 1 (without going to Class 2), per Year 159 583 1,539 2,073 2,196
No. Active Students that Take Class 2 1 61 497 947 1,122
No. Active Students that End Class 2, per Year 0 27 350 871 1,088
Net New Active Students, per Year 87 306 494 182 81
Total Active Students (end of period) 87 393 887 1,069 1,150
% Students enrolled in Course 1 98.9% 91.9% 76.5% 68.7% 66.2%
% Students enrolled in Course 2 1.1% 8.1% 23.5% 31.3% 33.8%
% New Students Requiring Debt Funding 20.4% 22.7% 27.8% 30.4% 31.3%
Number of Students Added to Loan Program 4 18 56 79 88
Number of Students Removed from Loan Program 1 6 26 64 82
Number of Students in Loan Program 22 100 380 663 768

Debt Fund
Debt Fund, Contribution 120,000 511,200 1,600,800 2,282,400 2,527,200
Debt Fund, Payoffs 21,600 160,800 736,800 1,850,400 2,359,200
Debt Fund, Balance 98,400 448,800 1,312,800 1,744,800 1,912,800
Debt Fund, Interest Received 1,032 4,788 18,220 31,832 36,864

Courses
Active Courses Open 3 11 34 50 56
Active Classroom Hours 32 132 409 604 670
Active Course Direct Labor, Number of Hours 40 165 511 755 838
Active Course Direct Labor, Total Cost, Per Period 48,000 198,000 613,500 906,000 1,005,000

Metrics
Customer Acquisition Cost (per new user) 238 175 112 101 100
Customer Acquisition Cost, per Year 59,949 184,851 315,957 326,259 337,902

Revenue
Course 1 (Certification) 492,000 1,848,000 4,855,200 7,070,400 7,908,000
Course 2 (Master Grower) 2,400 146,400 1,192,800 2,272,800 2,692,800
Interest Income 1,032 4,788 18,220 31,832 36,864
Revenue Total 495,432 1,999,188 6,066,220 9,375,032 10,637,664

COGS
Bank, Credit, Trans. Costs 14,832 59,832 181,440 280,296 318,024
COGS Total 14,832 59,832 181,440 280,296 318,024

Expenses
Personnel Base, Benefits, Taxes 660,000 669,900 679,949 690,148 700,500
Direct, Classroom, Labor 48,000 198,000 613,500 906,000 1,005,000
Direct, Classroom, Supplies & Support 48,000 198,000 613,500 906,000 1,005,000
Direct, Classroom, Rent/Occupancy 96,000 396,000 1,227,000 1,812,000 2,010,000
Customer Acquisition Spending 59,949 184,851 315,957 326,259 337,902
Content Creation/Maintenance 22,380 45,632 81,879 102,595 109,350
Outsourced Professional Services 31,382 41,887 53,347 58,505 60,026
Business Subscription Costs 14,710 15,819 16,822 17,220 17,331
Travel, SG&A 25,592 31,796 38,158 40,904 41,700
Expenses Total 1,006,012 1,781,884 3,640,113 4,859,631 5,286,809

Income Operating (525,412) 157,472 2,244,667 4,235,105 5,032,831

Interest 0 0 0 0 0
Depreciation 10,850 10,850 10,850 10,850 10,850

Income Taxable (536,262) 146,622 2,233,817 4,224,255 5,021,981
Adj. for Carryforward 0 0 1,844,178 4,224,255 5,021,981
Tax Charge 0 0 368,836 844,851 1,004,396

Net Income (536,262) 146,622 1,864,982 3,379,404 4,017,585
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OBJECTIVE

The purpose of this plan is to provide financial institutions and private investors with the information 
necessary to evaluate the scope and future growth of Veterans Canna-Biz in the marketplace. In 
addition to serving as a roadmap for management, this plan will show that: 1) a significant market 
opportunity exists when analyzing the current market demands and competitive landscape; 2) the 
management team set in place is qualified to execute on a well-thought-out operational, marketing and 
sales strategy, and 3) the correct capital structure will allow for a long-lasting, profitable business. 

 

P a g e  | 9

Veterans are notably less likely to work in educa>on and 
health services: 8.4% of employed veterans worked in 

that sector last year, compared with 15.6% of non-
veterans. 

www.pewresearch.org 

Much of what Veterans Canna-Biz is about is 
simply giving back just a token of what the service 

members deserve. 
And VCB sees it as a privilege to do so. 



START-UP SUMMARY

The following figures detail the funding the company will need to execute the milestones laid out in this 
plan. The majority of the funding is required for Working Capital, Technology, Computers, other and 
Software Services & Web Development.

FUNDING SUMMARY

Sources/Uses Year 0
Sources of Funds $

Investor 1,098,500
Founder 25,000
Total 1,123,500

Uses of Funds
Legal, Professional Fees 24,000
Software Services, Web Devel. 75,000
Technology, Computers, other 100,000
Office Set-up, Telecomm 8,500
Initial Marketing/Digital Services 16,000
Working Capital 900,000
Total 1,123,500

Uses of Funds

900,000

16,0008,500100,000

75,000

24,000

Legal, Professional Fees
Software Services, Web Devel.
Technology, Computers, other
Office Set-up, Telecomm
Initial Marketing/Digital Services
Working Capital
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PRODUCTS AND SERVICES

Veterans Canna-Biz is a holistic career 
accelerator for Veterans interested in 
the cannabis industry. VCB can be seen 
a path more than a curriculum, since the 
organization prides itself on practical 
success every b i t as much as 
phytotechnological success. The 
classes are thorough and dynamic; they 
will be sensitive to changes in market 
trends and aspects. VCB’s career 
resources are plentiful and with very 
large physical and digital footprints.
The curriculum is being designed to 
cater primarily to those interested in 
entry-level positions within the cannabis 
landscape of business opportunities. 
However, extensive content is being 
developed for the most popular 
specialized and advanced options – 
especially those that involve self-started 
new business opportunities. The table 
below describes the universe of industry segments for which VCB’s instruction will be applicable. 

Working Capital 
Breakdown
6.2%

3.1%

6.0%

9.5%

4.8%
4.8% 65.6%

Personnel Base, Benefits, Taxes
Direct, Classroom, Labor
Direct, Classroom, Supplies & Support
Direct, Classroom, Rent/Occupancy
Customer Acquisition Spending
Outsourced Professional Services
Other

"TradiVonal" Segments (Direct) Ancillary Segments (Indirect) 
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• CulIvaIon 
• Edibles 
• Clone producIon 
• ConsulIng 
• ExtracIon/TesIng 
• Blogging 
• MarkeIng/Social Media 
• Tinctures

• Real Estate/ConstrucIon/Site Planning 
• Equipment manufacturing 
• Industrial Hemp 
• Web Design  
• Graphic Arts  
• Public RelaIons 
• Videography 
• Medical Sales
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Core Curriculum: The entry-level curriculum is being created to usher students towards the industry’s 
most popular positions. The job descriptions below provide a basis for the genesis of the target skill 
sets that the team is  integrating into the core of the classes.5

PosiVon DescripVon CompensaVon Notes

Budtender When one enters a recreaIonal or medicinal dispensary, the budtender is 
typically the primary point of contact, guiding you through the transacIon. 
Budtending is one of the most commonly sought-out cannabis jobs in the 
market. Budtenders are employees of cannabis dispensaries, assisIng paIents 
and customers with the selecIon process.  

Because budtenders are relied upon as knowledgeable experts by customers 
who don’t always know what they’re looking for, the job entails more than just 
personal interacIon. Budtenders are expected to keep up with industry trends, 
which requires constant research. They omen anend trade shows and forums to 
learn about the latest products, and they use that knowledge to bener serve 
their customers. 

The average hourly wage for a budtender is 
$12.84 according to the most current data, and 
the median annual salary is $32,000. However, 
these numbers are a bit misleading. Like many 
service industry professionals, budtenders omen 
rely on Ips. When accounIng for gratuity, the 
actual take-home pay can be considerably higher, 
especially for a knowledgeable budtender with 
excellent people skills.

ExtracIon Tech An extracIon tech is required for the synthesis of products in a concentrate 
form. Vape oils, Inctures, and caplets are a few of the popular extracIons that 
tend to sell well. Marijuana extracts—like wax, shaner, and oil—are gaining 
popularity not just because they can be consumed in a variety of ways, but also 
because they’re more potent than cannabis flowers and have less of an odor. 

The cannabis extracIon tech is the specialist who separates the concentrates 
from the plant. This person removes the oils and wax containing the 
cannabinoids, terpenes, flavonoids, and other compounds. These compounds 
can then be repurposed in a variety of commercial products and sold to 
consumers who want the benefits of marijuana but aren’t necessarily looking to 
“light up.” 

ExtracIon techs are becoming especially important for the growing cannabidiol 
(CBD) market. The extracIon of CBD from cannabis and hemp plants requires 
advanced machinery and intricate culIvaIon processes. As the demand for CBD 
products increases naIonwide (not just in states with medical or recreaIonal 
marijuana), there’s a huge need for extracIon techs who specialize in this type 
of culIvaIon. 

Although the average salary as $16.26 per hour 
(about $32,000 per year), an educated extracIon 
tech has the potenIal to earn significantly more. 
An extracIon tech with a Ph.D. in a related field 
can actually earn up to $125,000 per year (making 
it one of the most coveted marijuana jobs) so 
salary can vary greatly depending on educaIon 
and experience level.

Master Grower (Marijuana Botanist) A master grower is an expert marijuana botanist, responsible for culIvaIng 
cannabis on an industrial scale. This will be a professional who oversees 
hundreds of plants at a Ime, usually on behalf of a major organizaIon. They’re 
responsible for the enIre lifecycle of large-scale crops, from seeding to 
harvesIng, and it’s a very intricate process. Many master growers are also 
adept at breeding. 

A master grower must be an expert in the minuIae of growing, harvesIng, and 
cloning marijuana strains. They must know the three stages of growing (seed/
clone, vegetaIve, flower) and understand the precise effects of water, light, 
temperature, venIlaIon, and humidity. They must have expert knowledge of 
the nutrients that promote healthy growth throughout each stage of the cycle, 
and they'll be required to understand the pests and environmental issues that 
can inhibit growth. 

The grow master job is one of the most lucraIve 
posiIons in the industry. If you have the ability to 
grow with all the skill and precision of a master 
chef, you can earn an annual salary north of 
$100,000 plus profit share. There are sIll very few 
people skilled in the nuances of marijuana growth, 
so this type of marijuana botanist is in high 
demand. If you have plenty of experience of 
growing marijuana, this may be one of the best 
marijuana jobs for you.

Edibles Chef A marijuana edible chef crams and produces cannabis-infused foods and drinks 
that are sold in dispensaries.  This is an intricate and complex trade that 
involves melding specific ingredients at precise temperatures to produce 
products that are pleasing to the taste buds without smelling strongly of plant 
maner. 

A highly qualified edible chef can earn a salary of 
$50,000 to $100,000 a year. As with all posiIons, 
salary varies based on experience, but there is 
certainly a wealth of earning potenIal for chefs 
who put in the Ime to gain a culinary educaIon 
and learn about the finer points of edible creaIon.

 saveoncannabis.com/best-marijuana-jobs-salaries/5
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MARKET ANALYSIS, CANNABIS FOCUSED JOB MARKET    6 7 8 9

The marijuana industry is estimated to employ 
well over a half-million Americans by 2024. To 
put this growth in perspective, this means that 
there will be more people selling, growing, 
modifying, and running experiments with 
marijuana than there will be telemarketers or 
pharmacists. Right now, there are already 
between 165,000 and 230,000 Americans 
working in the cannabis industry – a number 
that exceeds, for instance, the number of 
dentists or bakers in the U.S. The U.S. Bureau 
of Labor Statistics (BLS), which projects job 
growth or decline for every career on which it 
collects data, has the marijuana industry as, by 
far, the growth leader well into the foreseeable 
future – close to 700,000 by 2025.
Arcview Market Research estimates that the 
total economic output from legal cannabis will 
be near $40 billion by 2021. Using an “IO” 
economic impact analysis method, Arcview examines the economic multiplier effects of the U.S. 
consumer spending on legal cannabis.  It forecasts that this spending, in 2021, of $20.8 billion, will 
generate $39.6 billion in overall economic impact – or, equivalently, 414,000 jobs.
Six of the early movers in legal adult-use implementation (California, Colorado, Massachusetts, 
Nevada, Oregon, and Washington) will account for more than 60% of that $39.6 billion in 2021 total 
economic output. It is speculated that the legal cannabis industry has been a key factor in lowering 
Colorado’s unemployment rate 
to one of the lowest in the 
nation.
Cannabis workers tend to earn 

Cannabis Product Reviewer/Blogger An online product reviewer requires passion and a desire to be an influencer. 
Some savvy bloggers will start their website and review products in exchange 
for ad revenue or affiliate income (cannabis affiliate programs have become 
very popular in recent years). As a reviewer, your job is to educate paIents and 
customers about products and get people excited to buy. 

The salary range can vary dramaIcally depending on your educaIon, income 
source, and popularity. If you manage to score a full-Ime 

The salary range can vary dramaIcally depending 
on your educaIon, income source, and popularity. 
A full-Ime job for an established cannabis brand, 
could bring $30,000 to $50,000 a year. If, however, 
you start your own site and rely on ad revenue or 
affiliate income, you may earn as linle as $5 a 
month or as much as six figures per year. It all 
depends on how effecIvely you’re able to anract 
an audience and promote product sales. A typical 
Google ad will receive one click per 100 visits. To 
earn $100,000 on an ad that pays 10 cents per 
click, you’d need about 10,000,000 hits over the 
course of a year.

 moneymorning.com/2017/09/08/chart-marijuana-will-employ-half-a-million-people-in-four-years/6

 cnbc.com/2019/02/04/cannabis-jobs-pay-11percent-more-than-the-us-median-salary.html7

 bdsanalyIcs.com/press/new-report-legal-marijuana-industry-to-generate-40-billion/8

 armmj.com/2019/03/18/cannabis-jobs-pay-above-median-u-s-salary/9
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According to Glassdoor’s December 2018 Local Pay Report, these workers earned 11 percent more 
than the U.S. median salary of $52,863. The median paycheck in the industry is $58,511 a year, which 
is $5,648 more than the national figure. Individual salaries can range from $22,326 annually for service 
jobs all the way up to $215,384 annually for legal professionals.

MARKET ANALYSIS, U.S. MILITARY VETERANS 10

There are 18.8 million veterans living in the U.S. today 
– representing 7.6 percent of the population. Although 
they are predominantly male (91.6%), though the 
number of female veterans is on the rise. As a rule-of-
thumb, Veterans tend to be older than nonveterans; 
however, this primarily reflects the characteristics of 
veterans who served during previous eras such as 
those associated with World War II, the Korean War 
and the Vietnam War.
Veterans tend not to “group together” in particular 
areas; they are well dispersed in every state and 
community in the U.S. Three states – California, 
Florida and Texas – have more than 1 million veterans, 
while ten states have more than a half million (Arizona, 
Georgia, Illinois, Michigan, New York, North Carolina, 
Ohio, Pennsylvania, Virginia and Washington).
It is clear that the increasing segment of veterans 
comes from the wars in Iraq and Afghanistan. In 2015, 
for instance, roughly one-quarter served during Gulf 
War era I (August 1990-August 2001) or Gulf War era II 
(September 2001 to present).
Racial Makeup: Minorities made up 23.6 percent of the 
population in 2015. Like women, this group will 
increase greatly in the years to come.
Education: Veterans are generally better educated 
than nonveterans: 37.1 percent completed some 
college or an associate degree; 27.7 percent have a 
bachelor’s degree or higher.
Social Status: Veterans are more likely to be married (59.8 percent vs. 47.8 percent) than non-
veterans.
Forecast: The Veteran Population Projection Model 2016 (VetPop2016) provides the latest official 
Veteran population projection from the Department of Veterans Affairs (VA).  

 ncsl.org/blog/2017/11/10/veterans-by-the-numbers.aspx10
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Geographical Profile  : California, Florida, and Texas have consistently ranked as the three states 11 12

with the highest numbers of veterans. According VetPop 2016, Texas will continue to significantly 
outpace California and the next 15 states in its veteran population. However, from a county perspective, 
San Diego County, California, will have the highest number of veterans, followed by Maricopa County, 
Arizona, and Bexar County, Texas. By 2024, Missouri and Mississippi no longer rank in the top 15, but 
Colorado and South Carolina, which do not initially appear, rank 15th and 11th, respectively.

 aei.org/mapping-veterans-not-who-you-think-not-where-you-think-geographic-populaIon-shims-vetpop2016-data-projecIons/11

 va.gov/vetdata/Maps.asp12

P a g e  | 16



MARKET ANALYSIS, VETERAN EMPLOYMENT TRENDS  13 14

The Pew Research Center has performed a considerable amount of 
research on the current job market behaviors of veterans. They have 
found that, because the age distributions of veterans and non-veterans 
differ so much, there’s a significant difference in the two groups’ 
employment-to-population ratios (the share of the total civilian non-
institutional population that reports having a job).
For the 18-and-older population, the employment-to-population ratio is 
consistently higher for non-veterans than for veterans. In August of 
2019, for example, 63.3% of non-veterans 18 and over were 
employed, compared with only 47.3% of veterans. But the veteran 
figures are skewed downward by the large share of those 65 and older 
(relatively few of whom are in the labor force at all). If one compares 
veterans and non-veterans in the prime working years of 25 to 54, the 
pattern flips; since 2006, working-age veterans almost always have 
had a higher employment ratio.
Veterans and non-veterans also have somewhat different employment 
patterns, both in the work they do and the industries they do it in. For 
instance, in 2018, 7.2% of employed veterans worked in installation, maintenance and repair 
occupations, versus 3% of employed non-veterans, according to BLS data. About one-in-ten veterans 
worked in transportation and material moving occupations (compared with 6.2% of non-veterans.) 
Veterans were somewhat less likely than non-veterans to work in office and administrative support 
occupations (8.1% vs. 11.6%) and in professional occupations (20.6% vs. 23.9%).
Not surprisingly, veterans are far more likely than non-veterans to work for the federal government: 
10% of employed veterans did so last year, compared with just 2% of non-veterans. They also were 
somewhat more likely than non-veterans to work in manufacturing and the transportation and utilities 
sector. However, veterans were significantly less likely to work in education and health services, and 
they were less likely than non-veterans to work in leisure and hospitality industries, financial services 
and retail.

 StaIsta13

 pewresearch.org/fact-tank/2019/09/17/how-veterans-and-non-veterans-fare-in-the-u-s-job-market/14
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LOCATION

 

Veterans Canna-Biz’s headquarters is 
located in Las Vegas, at the following 
address:

Las Vegas, NV
USA

The Company is evaluating several locations 
for its first instructional and lab facility, but 
the primary target area includes the 
Southern Nevada and Southern California 
regions. Besides both states having robust 
marijuana-friendly laws, the founders have a 
deep-rooted network of contacts throughout 
this region which will facilitate the initial 
growth of the brand.
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KEY OBJECTIVES

Veterans Canna-Biz recognizes that maintaining a sterling, well-regarded brand is essential for 
propagating a strong standing in the Marijuana Industry. To raise brand awareness among its intended 
audiences, the Company will emphasize the logo and company colors on all marketing materials.  The 
Company’s branding, values, and mission will aid in fueling word-of-mouth buzz and building a loyal 
customer following.
By upholding a positive image in addition to providing its top-quality Cannabis Educational Initiatives, 
VCB will increase its market share, stand out among its competitors, and become a dominant player in 
the market.  The Company will also fervently track any direct or indirect competition in the marketplace 
to ensure it stays on top of cutting-edge industry trends and opportunities.  Moving forward, VCB will 
strive to meet the following objectives as it accomplishes specific keys to success:

PRIMARY OBJECTIVES
• Be consistent with an honesty/transparency market message, and back it up with service that 

carries out this promise.
• Remain flexible in considering new product offerings – especially as the latest technologies, 

market trends and regulatory environment evolve.
• Implement a system of continuous improvement, where customer feedback is constantly 

monitored, and adjustments are constantly made to the business model to better the business.
• Consider a wide array of services/offerings, since some of the most profitable endeavors can 

come from niche offerings.

KEYS TO SUCCESS  15 16

• Must comply with government regulations (Educational and Reporting Standards): An 
inability to comply with government regulations may result in penalties, including loss of 
participation in government programs and loss of government funding. 

• Access to highly skilled workforce: Operators in this industry are highly reliant on the quality 
of staff, which can influence both client outcomes and the operator's reputation among referrers 
and payers. 

• Provision of appropriate facilities: Quality facilities can attract customers and staff. 
Additionally, it can assist in meeting license and accreditation requirements. 

• Proximity to key markets: Services located close to areas of need should be in a stronger 
position to attract customers. 

• Ability to raise revenue from additional sources: The ability to raise donations or obtain 
government funding is important in this industry. 

• Access to volunteer labor: Access to volunteers is important for nonprofit organizations in this 
industry.

• Ability to attract community support: Establishments within the medical and recreational 
marijuana industries that lack community support may suffer from lack of governmental 
cooperation with their primary initiatives.

 IBISWorld US Industry (NAICS) Report 62431 "Job Training & Career Counseling in the US" Report by: Cecilia Fernandez  | December 201915

 IBISWorld US Specialized Industry Report OD4141 "Medical & RecreaIonal Marijuana Growing" Report by: Cecilia Fernandez  | November 201916
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• Fast adjustments to changing regulations: Regulations are constantly changing. Industry 
establishments must comply with the latest legislation or risk government harassment, and they 
must be able to adjust to changing regulation quickly and smoothly.

COMPETITIVE ANALYSIS

A comprehensive search of Veterans Canna-Biz’s most direct competitors was undertaken to evaluate 
1.) VCB’s position in the market in terms of offerings; 2.) competitor price levels and/or market 
penetration; and 3.) the industry’s overall competitiveness. The tables below provides the detailed 
results of this search.
Universities, Schools, Career Institutes, Job Training: The following table considers cannabis-
focused training facilities, schools, bootcamps or universities.

Name Link LocaVon Typical Offerings Price/ DuraVon DescripVon

oaksterdamuniversity.
com

Oakland, CA Indoor & Outdoor 
HorIculture

Price per classic 
semester: $37/hour 
or $1295; 
Length of courses: 14 
Weeks – $1295, 2 
Days: $545 – 845

Oaksterdam was founded in 2007 by Richard 
Lee, who also founded the Hemp Research 
Company and the Oakland Civil LiberIes 
Alliance. The faculty and staff contains an 
impressive array of instructors, including the 
famous advocate Dale Sky Jones and the 
highly respected horIculturist Ed Rosenthal. 
Oaksterdam also features classes taught by an 
extensive number of lawyers specializing in 
cannabis law. For those seeking to enter or 
expand in the cannabis industry, as the 
University puts it, “our legal professors not 
only teach you about the law, they helped 
write the law.” 

This school is best if you are Fully commined 
to pursuing a career in the cannabis industry. 
Oaksterdam’s classes require a commitment of 
a $100 applicaIon fee.

cannabiscareerinsItut
e.com

(varies) CulIvaIon, Business, 
Edibles, Budtending, 
Dispensary 
Management

Price per event: $349 
or $499 for VIP 
Tickets 
Length of courses: 1 
day, 10:00am – 
7:00pm

Cannabis Career InsItute was founded by 
Robert Calkin, an instructor at Oaksterdam 
University, who specializes in the specifics of 
starIng a delivery service. The training center 
is specifically focused on providing support 
and guidance for those seeking to enter the 
medical marijuana industry, parIcularly in 
relaIon to maintaining compliance with laws 
and regulaIons. Classes are held daily at the 
affordable cost of $349 for the semester, 
offering cerIficates in culIvaIon, business 
management, edibles operaIon, budtending 
and dispensary management. Cannabis Career 
InsItute holds regular seminars in ciIes across 
the country, but has no permanent campus. 
Events are omen held in up-and-coming ciIes 
with newly passed cannabis laws, such as Linle 
Rock, Arkansas and Orlando, Florida. 

This school is best if you are Looking for a 
crash course in how to start your own 
cannabis business. The classes require tuiIon 
be paid as part of reserving a spot in the class.

Cannabis Career 
InsItute 

Oaksterdam 
University 
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thcuniversity.org Online HorIculture, 
Budtender 
CerIficaIon, Safety 
RegulaIons

Price per class:$49 
per month, up to 
$449 per course 
Length of courses: 
Most students 
complete the course 
within 3 – 6 months

THC University is a great opIon for those who 
are on the go, but sIll interested in joining the 
cannabis industry. Offering online classes with 
24 hours support, THC University has seven 
cerIficaIon courses: HorIculture Specialist, 
Budtender CerIficaIon, Cannabis Business, 
Safety and RegulaIons (Colorado), Safety and 
RegulaIons (Washington), and Cannabis 
Products Course. Master horIculturist Jorge 
Cervantes leads the instrucIon and students 
are required to pass courses with at least 90 
percent, all but guaranteeing you will get your 
money’s worth. 

This school is best if you are a self-moIvated 
learner who needs a flexible schedule. Learn 
on your own Ime with 24-hour online 
support.

cannabistrainingunive
rsity.com

Online Growing, Cooking, 
Budtending, Laws & 
RegulaIons, How to 
Open a Dispensary & 
Delivery Service

Price per year: $249 
Length of courses: 
Students are provided 
access to course 
materials for one 
year.

Cannabis Training University offers online 
courses and once enrolled, students have a full 
year of access to courses, videos, and ebooks. 
This is a great opIon for students with limited 
Ime, or unusual hours to devote to learning 
more about the cannabis industry, and 
students are encouraged to learn at their own 
pace, from any device, including laptops, 
tablets, and cell phones. CTU was founded in 
2009 in San Francisco as a pla{orm for live 
seminars that covered as many aspects of the 
cannabis industry as possible in a 2-day span. 
The university was expanded in 2011 amer 
successful, but limited seminars, to offer more 
hours of curricula to students worldwide at an 
affordable rate. Ed Rosenthal’s texts comprise 
much of the ebooks available, but courses 
from a number of other scienIsts, chefs, 
anorneys, horIculturists, and noted 
MagicalBuner CEO, Garyn Angel, are also 
included. 

This school is best if you are Limited on 
available Ime to learn, but interested in 
earning cerIficaIons to enter the cannabis 
industry.

cloverleafuniversity.c
om

Denver, CO & Online Understanding 
Cannabis Laws, 
Budtender 
CerIficaIon, 
CulIvaIon 
CerIficaIon, 
Cannabis Business

Price per course: $99 
to $399.00, $499 to 
$2,000 
Length of courses: 2 
to 4 hour courses, 3-
day cerIficaIon 
programs

Clover Leaf University offers course in general 
cannabis educaIon, but also specializes in 
understanding cannabis laws, cannabis 
business, and culIvaIon and budtender 
cerIficaIon. The Clover Leaf campus is located 
in downtown Denver, but they also offer 
regular webinars and online courses for those 
looking to learn more about entering the 
compeIIve cannabis industry. Acclaimed 
culIvator Ed Rosenthal is a regular 
contribuIng faculty member, along with a host 
of other talented and experienced teachers in 
the cannabis sphere. 

This school is best if you are Serious about 
entering the cannabis industry full compliant 
with a focus on experIse and product safety.

THC University 

Clover Leaf University 

Cannabis Training 
University 
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Veterans-focused Cannabis organizations: The following table considers all organizations that are 
centered around veterans’ initiatives and with a marijuana-centric mission, as well.

trichomeinsItute.co
m

Denver, CO & Online Products & Sales 
Training for 
Budtenders, 
Manufacture & 
ApplicaIon Safety, 
Responsible Vendor 
courses, Interpening 
Training (Level 1&2)

Price per class: $125 – 
249 
Length of courses: 
Courses are 3-4 hours 
long, held once a 
month, or available 
online.

The Trichome InsItute offers online training 
for sales and budtending, but their specialty 
involves a process known as “interpening,” in 
which students are taught to idenIfy and 
understand the various cannabis strains by 
interpreIng the plant’s terpene profile and 
flower structure. The interpening training 
course is comparable to a class for a wine 
sommelier, for students to be able to detect 
subtle and unique features of different 
cannabis strains through the use of 
guidebooks, infographics, and cerIficaIon 
courses. The Terpening Training courses have 
two levels, both of which require a one-day 
training course held at the Colorado Free 
University, complete with an exam for Level 2 
students. Trichome InsItute also offers a 
Responsible Vendor course, licensed by the 
Colorado Department of Public Health and 
Environment and the Marijuana Enforcement 
Division, which can greatly benefit marijuana 
businesses in Colorado. The Responsible 
Vendor course is taught in conjuncIon with 
Hemp Temps, a staffing agency for the 
cannabis industry, guaranteeing you an extra 
level of experIse. 

Serious about entering the cannabis industry 
full compliant with a focus on experIse and 
product safety.

The Trichome 
InsItute 

Name Link LocaVon Monthly Visits DescripVon

vetscp.org & 
curaleaf.com/
veterans-cannabis-
project

Washington
, DC

11,812 Veterans Cannabis Project is dedicated to advocaIng on behalf of U.S. military 
veterans’ access to medical cannabis. VCP is commined to educaIng policymakers 
and the public about the value of cannabis to veterans and supporIng veterans across 
the naIon with the resources they need to understand the value of medical cannabis, 
know their cannabis rights, and access the tools they need to encourage federal policy 
change. We work daily to create a community that can heal our naIon’s broken 
approach to cannabis and provide veterans with safe, legal access. 

Curaleaf is launching a naIonwide iniIaIve with the VCP to help bring addiIonal 
visibility to this important issue and help the millions of veterans dealing with chronic 
pain and other condiIons have bener access to quality medical cannabis. 

This program will roll-out at Curaleaf dispensaries and our retail partners starIng with 
the state of Maryland and then across the country in states where we operate. $1 will 
be donated to the Veterans Cannabis Project for every box sold. Other cannabis 
operators are welcome to contact the VCP for more informaIon on parIcipaIng as 
this program rolls out in addiIonal states later in the year.

The Veterans Cannabis 
Project 
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COMPETITIVE ADVANTAGES

The following is a listing of the primary competitive advantages of Veterans Canna-Biz upon entering 
the market.

First Mover, Veterans-focused Cannabis Educa>on: Veterans Canna-Biz is the first to put the highest 
priority on ushering talented Veterans to careers in an industry that is seeing growth on an 
unprecedented level. VCB is giving back to veterans in a way that has never been done before; the 
company is not just training for and promoting job opportunities, it is promoting business 
opportunities.

vfcusa.com/ 
vfc.foundaIon

Atlanta, GA 8,391 VFC's MISSION is to reduce deaths associated with accidental overdose from 
prescripIon pain medicaIon and overall suffering associated with PTSD and chronic 
pain in Veterans and all paIents through the distribuIon of highest quality DNA-
sequenced CBD oil. 

First and foremost, they are Educators—helping physicians, paIents and Veterans 
discuss cannabis usage openly, honestly and informaIvely. 

VFC'S VISION is a world where the suffering of those who serve their country can be 
miIgated by treatment that does not further damage their bodies, minds and lives, or 
cause the death of more than 50 Veterans a day from suicide and accidental overdose. 

DonaIons will directly support their VFCF-50 Case Study that will focus on CBD 
therapy for PTSD and chronic pain. 

Veterans For CollaboraIon FoundaIon will be able to offer needed financial 
assistance to Veterans who are on a fixed income and who have financial need. Your 
support can give a Veteran hope, that he or she can visit a physician and speak 
candidly about CBD therapy and determine if CBD treatment is a viable opIon. 

VFCF will also help with job placement with other businesses around the country who 
hire Veterans. 

VFCF, through donaIons, can also help Veterans start their own business in the CBD 
industry. They train Veterans on best pracIces, how to get funding and also provide 
grants to Veterans who want to enter the CBD industry, but do not know where to 
start.

scva.us Soquel, CA <5,000 SCVA was established in 2010 by two veterans, Jason Swean and Aaron Newsom, who 
were disillusioned with the pharmaceuIcal-centric treatments they received through 
the VA. Growing and using cannabis, they found, was a healthier alternaIve for coping 
with the physical and mental stresses of post-military life. 

The pair applied the rigor, integrity, discipline and anenIon to detail they had 
culIvated in the military to growing cannabis and their business. From the start, SCVA 
allocated a porIon of its crop for free distribuIon to veterans – many of them low-
income with service-related disabiliIes – who registered as members of their medical 
marijuana collecIve. 

IniIally, Swean and Newsom delivered their medical marijuana care packages directly 
to the veterans’ homes. But when the business and the number of beneficiaries grew, 
the distribuIon program shimed to the VFW Hall. 

Now, SCVA gives away 3-4 pounds of cannabis flower in ¼ ounce packages every 
month. Other growers and manufacturers in the region omen donate surplus or about-
to-expire products that are also included in the compassion bags. 

The group funds the giveaway out of sales to cannabis dispensaries. 

wfwproject.org Sacramento
, CA

5,260 Weed for Warriors Project was founded by an OEF United States Marine Corps 
Veteran who found relief from his service-connected disabiliIes through medical 
marijuana and the fellowship of other like-minded Veterans within the cannabis 
community. 

Under leadership of its president, Sean Kiernan, and with the help of organizaIons 
like Santa Cruz Veterans Alliance, Weed for Warriors Project is able to provide 
Veterans with medical marijuana informaIon, a safe place to fellowship with other 
Veterans and safe access to free medicine with proof of service/ current medical 
recommendaIon. 

Headquartered in Oakland, California, Weed for Warriors Project has a total of seven 
addiIonal chapters in the U.S.A., including Alaska, Colorado, Illinois, Michigan, Ohio 
and Tennessee, and Australia.

Santa Cruz Veterans 
Alliance 

Veterans for Cannabis/ 
Veterans for 
CollaboraIon 

Weed for Warriors 
Project 
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Holis>c Career Focus: VCB doesn’t end its relationship with its student at graduation date. Recruiting 
and job placement services, aids, and guarantees with select partners and participating 
organizations will mitigate the job search risk for every student.
Hybrid student Financing Model: For candidates with limited financial resources, VCB goes the extra 
step of allowing in-house financing of the program. In these cases, students can forgo tuition in favor 
of repayment after job placement. This is a low-interest rate option that introduces a clear win-win for 
the trainer (VCB) and the trainee (the student).
Exemplary Managing Team: Veterans Canna-Biz is led by a team second-to-none in terms of its 
diverse combined strengths directed at its end goal. Roland Cordova is founder of the startup U-Grow 
Rentals – a company that houses discreet pod-like grow rooms that are leasable and customizable 
in every sense of the word. Rob Wright is a Veteran who served as a Captain in the U.S. Marine 
Corps with special operations missions that included Afghanistan and other overseas combat 
deployments. Shortly after this deployment, Rob took on the role as head of production for The 
Grove, a Las Vegas based medical marijuana company with four state licenses in Southern Nevada. 
Furthermore, the Company is working with industry legal expert Omar Figueroa to ensure all 
necessary legal requirements are addressed. 
Brick-and-Mortar: Despite the clear educational trend to go “online,” VCB is staying in a traditional, 
team-based lab and hands-on environment with on premise classes only. Supplementary material 
will be available via digital means, but it is believed that the core curriculum should be deployed in 
person for the optimum learning culture and, ultimately, results.
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BARRIERS TO ENTRY, JOB TRAINING & CAREER COUNSELING IN THE US17

!BARRIERS TO ENTRY IN THIS INDUSTRY ARE MEDIUM AND STEADY 
Due to a low market share concentration and a large number of 
organizations that offer similar services, the industry is highly 
fragmented. Barriers to entry are generally low for private 
operators that seek to provide career counseling advice. 
However, the high proportion of nonprofit operators already 
gaining significant tax concessions makes accessing funding 
from federal, state or local governments increasingly difficult. For 
organizations that receive government funding, maintaining 
government contracts and tax concessions can be expensive. 
This trend places an even greater pressure on industry entrants 
attempting to gain equal status without the necessary funds to 
access these concessions.
Licensing: Organizations that provide services to people with 
disabilities are required to obtain a license from the government. 
There is a high level of regulation for these players and often 
stringent requirements. For new entrants, this may be a significant cost when entering the industry.
Staffing: Another barrier to entry for this industry is the ability to access highly skilled staff. Industry 
services are inherently interpersonal, requiring high numbers of staff, and they often require extensive 
and specific training. New entrants will have to compete with existing operators to gain access to staff 
and may be forced to offer high wages to attract employees. For both large and small job training and 
career counseling centers, operators must develop a wide range of clients to be viable. For sole 
proprietors especially, it may be difficult for new entrants to establish new clients and obtain referral 
relationships.

 IBISWorld US Industry (NAICS) Report 62431 "Job Training & Career Counseling in the US" Report by: Cecilia Fernandez  | December 201917

P a g e  | 25



BARRIERS TO ENTRY, TRADE & TECHNICAL SCHOOLS IN THE US 18

�BARRIERS TO ENTRY IN THIS INDUSTRY ARE MEDIUM AND STEADY 
Capital costs are a considerable barrier to entry, depending on the 
segment that a prospective operator is considering. For example, the 
cost of setting up an aviation school is high due to the range of 
expensive equipment required to provide training. The cost of 
establishing a business in hairdressing is much lower in comparison. 
Similarly, technical training institutes tend to have the latest technology 
used by the industry. Therefore, the start-up costs for these operations 
also involve costs of are higher than the industry average. As wages 
account for a lion share of industry revenue. Labor costs also pose a 
potential hurdle to new market entrants. Moreover, costs associated 
with hiring and retaining experienced professors can be extensive as 
postsecondary professors require a much higher paycheck than 
primary and secondary teachers. Wages for postsecondary professors 
are generally high, coupled with limited supply, diminishing the 
anticipated profitability.
Reputation is essential and, therefore, new schools may experience some difficulties in attracting 
students. Schools generally need to have a solid reputation for the quality of training provided and 
connections with possible employers, which may take some time to establish. As students want to 
improve their employment success, they place a high emphasis on school reputation as it is believed to 
make themselves stand out from the pool. Therefore, new schools need to have an acceptable level in 
ranking to attract students. Obtaining accreditation as a Title IV institution is one way for a new school 
to establish a reputation. Title IV refers to the Higher Education Act of 1965 and lays out federal student 
financial aid programs. More students tend to enroll in courses when a school is accredited under Title 
IV as it makes education more affordable. Accreditation also assures that an industry operator meets 
the level of quality acceptable by the US Department of Education. The cost of meeting the 
requirements of accreditation can be considered a barrier to entry. The Higher Education Act also 
requires new schools to be open for at least two years before they become Title IV eligible. 

 IBISWorld US Industry (NAICS) Report 61151 "Trade & Technical Schools in the US" Report by: Thi Le  | January 202018
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SWOT ANALYSIS

The following is a listing of the key strengths and weaknesses of Veterans Canna-Biz, as well as the 
opportunities and threats that exist within the marketplace.

Strengths Weaknesses
• Highly talented & Experienced Managing Team
• Location of first facilities combined with managing 

teams’ extensive existing network
• First to put a laser focus on cannabis education and 

job training together with Veterans as the primary 
clients

• Able to offer in-house financing for qualified students
• Brick-and-mortar focus becomes a selling point 

relative to online competitors

• Must build brand equity/
credibility in market

• Requires funding to move 
forward

Opportunities Threats

• Newer technology to improve product quality and 
new service opportunities.

• Expansion outside of Nevada and California

• Low-to-Moderate Barriers to 
Entry.

• Legislative threats to 
profitability or revenue 
generation

• National or Global economic 
downturns
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MARKETING CAMPAIGN

Direct marketing for Veterans Canna-Biz will 
consist of relationship-based, personal sales 
calls to individuals in established target 
market regions (online or otherwise). 
Veterans Canna-Biz will become closely 
involved with all the most popular U.S. 
Veteran links, forums, blogs, support sites, 
and government resources. “Boots on the 
Ground” initiatives include local institutions 
(brick-and-mortar) appearances, introductions 
and speaking opportunities. Partnerships the 
existing and future dispensaries, shops and 
similar establishments will also be extremely 
important.
Also, direct contact with key industry-based resources online is being established. For instance, 
industry Magazines, Blogs, and Trade Organiza$ons are being contacted for marketing and awareness-
building opportunities and Partnerships (including Cross-promo$ons and Affiliate revenue sharing 
agreements). Furthermore, Digital Exposés (web feature articles or video interviews) are being evaluated 
throughout the most pertinent and popular industry links.
Indirect marketing: These are strategies with broader message deployment opportunities to cast a 
wider net towards the target market audience.

Innova>ve: There are a number of innovative strategies that are unique to the Veterans Canna-Biz 
business model that can be utilized to bring significant momentum toward new business:

• High-Visibility Endorsements: Well-known figures from the Cannabis industry will be pursued 
who can endorse the product.

• Influencer Endorsements: High-Social-Profile figures that are considered connected with the 
Company’s target audience will be pursued who can aid in brand marketing. For instance, 
although not necessarily “famous,” there are many people who carry a lot of influential power 
on social media platforms (i.e. have a lot of “followers”) who can be cost-effective resources to 
hire as a brand promoters.

• Referral Program: This will allow existing users to be incentivized to reach out to other people 
in their social circles – a very good way to target people with similar demographic 
characteristics.

Digital, High-ROI: Veterans Canna-Biz will deploy a substantial degree of marketing resources using 
typical high-ROI digital advertising techniques. These include the following well-known strategies:

• The Website/Platform will be optimized thoroughly with SEO (Search Engine Optimization) 
Friendliness.

• Big Data marketing techniques driven by data collected from the website/blog visitors.
• Accounts on all typical Social Media high-profile sites (Facebook, Twitter, Instagram, 

Pinterest, etc.) will be not only maintained but also have periodic updates with interesting and 
pertinent industry-focused content.

• Digital Marketing Media Buys for the targeted demographic banner or video advertisements; 
also includes geographically targeted campaigns (“geo fencing”).
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Inbound Marke>ng : There are 19

many “free” channels to attract 
traffic and views for Website/
Platform product offerings. 
These include the following 
techniques:

• Expert Blogging
• Online Video Creation
• Forum participation
• Webinars
• Infographics
• Tradition news outlet 

contacts
• Q&A Sites
• White Papers

Coordinated Content Strategy: A strategy is being mapped out for Veterans Canna-Biz-affiliated blogs, 
online PR, and similar content that will include news about the company, and – more importantly – 
educational and interesting information within the various Marijuana fields. A consistent stream of 
relevant information will catch the attention of the search engines as well as those who may be 
searching for information about any kind of Cannabis subject.
Email: The Company will use email marketing to engage customers, increase sales and promote 
online service.  Properly executed with the right strategies, email marketing will be a cost-effective 
method to engage and retain new customers.  The email marketing will be driven by the data-
oriented approach mentioned above.

 apptamin.com/blog/app-markeIng-strategy19
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MILESTONES

The tentative milestones are shown below. Based on a number of future factors, the Management 
Team may add new milestones to this schedule as needed.  Dates are subject to change based on the 
final timing of the funding agreement and settlement date.

Task Start Date End Date Duration [days]
Secure Funding 2/10/2020 3/26/2020 45
Secure Location 3/26/2020 7/24/2020 120
Curriculum/Content 3/26/2020 6/24/2020 90
Equipment/Supplies 5/15/2020 6/24/2020 40
Staffing 5/5/2020 7/24/2020 80
Production Launch 7/24/2020 7/29/2020 5
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MANAGEMENT

Roland Cordova, Founding & Managing Partner: Roland is no stranger to startups and self-started 
success. Most recently, he founded U-Grow Rentals, a company that houses discreet pod-like grow 
rooms that are leasable and customizable in every sense of the word. In fact, he realized at a very 
young age that being told what to do meant he was on the wrong side of the conversation. This 
enthusiastic love of seeing the fruits of one’s labor led him – a at a very young age – to begin selling 
imported tools out of the trunk of his car to various independent mechanics and small businesses on 
the west coast.
Since then he has started several businesses, and each one has been a marked success. One of his 
companies was so successful that it attracted Los Angeles media outlet KTLA, who aired his story on 
its featured series, “Making it – Minority Success Stories,” hosted by Larry McCormick.
Rob Wright, Founding & Managing Partner: Rob Wright is not only a cannabis industry veteran, he is 
also a U.S. Veteran. Rob served as a Captain in the U.S. Marine Corps with special operations 
missions that included Afghanistan and other overseas combat deployments. He was also selected by 
senior Marine Corps commanders for the elite U.S. Army's Ranger and Airborne Schools where he 
ended up graduating in the top 5% of his class.
After deployment he became Head of Production for The Grove, a Las Vegas based medical marijuana 
company with four state licenses in Southern Nevada. He was responsible for overseeing the 
production of concentrates and edibles as well as keeping current with new and innovative processing 
methods and products at the company’s state-of-the-art 32,000 square foot facility. His expertise with 
various extraction processes has earned him the nickname, “Oil Genie”; he has been at the forefront of 
exploring creative ways in achieving what is now the new industry standard for the medical cannabis 
quality and expectations. His innovative process and groundbreaking results were recently submitted to 
the Guinness Book of World Records for the highest lab tested, CO2 extracted oil ever recorded.

BOARD MEMBERS AND ADVISORS

Besides the Company’s devoted and experienced management team, the Veterans Canna-Biz team 
will consult with a board of directors or advisors to aid in the process of goal setting, accomplishing 
objectives and overall business development in their pursuit of success.
Legal Counsel: Veterans Canna-Biz has retained the law firm of renowned legal expert Omar Figueroa 
to ensure that VCB’s activities are in strict compliance with state laws and regulations, as well as local 
ordinances. Also, all B Corporation certification and applicable legal requirements will be overseen by 
Mr. Figueroa’s team.
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ORGANIZATIONAL CHART

CEO

COO/CFO/CMO

TBD

CTO/Chief Learning 
Officer

TBD

Instructors [Direct 
Expense Item]

TBD

Chief Recruiting 
Officer

TBD

Recruiters

TBD

Administrative

TBD
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FINANCIAL ASSUMPTIONS AND KEY PROJECT VARIABLES

The key financial model input value assumptions are provided in the table below.

Variables Value Units Notes
Investor 1,098,500 $ ---
Founder 25,000 $ ---
Legal, Professional Fees 24,000 $ ---
Software Services, Web Devel. 75,000 $ ---
Technology, Computers, other 100,000 $ ---
Office Set-up, Telecomm 8,500 $ ---
Initial Marketing/Digital Services 16,000 $ ---
Working Capital 900,000 $ ---
Debt Interest Rate 7.0% --- Annual
Debt Maturity 10 Years ---
Debt Maturity, Mos. 120 months ---
Debt Month, 1st Interest Pmt 1 --- ---
Content, Cost per hour to create new content 1,000 $ ---
Content, New Unique hours at Startup 72 --- ---
Content, New Unique Courses at Startup 2 --- ---
Content, Hours of content per course 36 hrs ---
Content, Hours per Week of Class Time 3 hrs ---
Content, Weeks per Course 12 weeks ---
Active Students, Number per Course 20 --- ---
Number of Open Courses per Instructor 3 --- ---
Avg. Student Financing period 9 months ---
Student Financing Interest Rate 2.0% --- ---
Revenue, Price per course 2,400 $ ---
COGS, %, Bank, Credit, Trans. Costs 3.0%
Expenses, Direct Labor, Course Instruction 100 $/hr ---
Expenses, Direct Labor, Course Instruction Non-Instruction Factor 1.25 --- Takes into account time not in classroom
Expenses, Supplies & Support, Direct, including Technology 125 $/hr ---
Expenses, Occupancy Costs, Direct, including Technology 250 $/hr ---
Expenses, Ongoing Content, Coding, IT, Maint. 50.0% --- ---
Expenses, Ongoing Content, Coding, IT, Maint, Minimum 1,500 $ Monthly
Expenses, Outsourced services 20.0% --- ---
Expenses, Outsourced services, Minimum 2,400 $ Monthly
Expenses, Business Subscription Costs 5.0% --- ---
Expenses, Business Subscription Costs, Minimum 1,200 $ Monthly
Expenses, Travel, SG&A 15.0% --- ---
Expenses, Travel, SG&A, Minimum 2,000 $ Monthly
Tax Rate, Income 20.0% --- Annual
Growth Rate, Salary 1.5% --- Annual
Benefits & Taxes (% of Base) 20.0% --- Annual
Revenue Inflation Rate 2.5% --- Annual
Expense Inflation Rate 2.5% --- Annual
Depreciation 10 Years ---
Horizon 5 Years ---
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PERSONNEL FORECAST

The personnel forecast below shows the staffing needs assumptions throughout the entire length of the 
forecast horizon. Other personnel will be considered as market or development needs arise.

Personnel [monetary val's $] Year 0 Year 1 Year 2 Year 3 Year 4 Year 5
Personnel, Positions

CEO 0.0 1.0 1.0 1.0 1.0 1.0
COO/CFO/CMO 0.0 1.0 1.0 1.0 1.0 1.0
CTO/Chief Learning Officer 0.0 1.0 1.0 1.0 1.0 1.0
Instructors [Direct Expense Item] 0.0 0.9 3.7 11.4 16.8 18.6
Chief Recruiting Officer 0.0 1.0 1.0 1.0 1.0 1.0
Recruiters 0.0 1.0 1.0 1.0 1.0 1.0
Administrative 0.0 1.0 1.0 1.0 1.0 1.0
Total 0.0 6.9 9.7 17.4 22.8 24.6

Personnel, Salaries
CEO 0 105,000 106,575 108,174 109,796 111,443
COO/CFO/CMO 0 105,000 106,575 108,174 109,796 111,443
CTO/Chief Learning Officer 0 105,000 106,575 108,174 109,796 111,443
Instructors [Direct Expense Item] 0 0 0 0 0 0
Chief Recruiting Officer 0 100,000 101,500 103,023 104,568 106,136
Recruiters 0 90,000 91,350 92,720 94,111 95,523
Administrative 0 45,000 45,675 46,360 47,056 47,761

Personnel, Total Cost (with Bn'fts,Tax)
CEO 0 126,000 127,890 129,808 131,755 133,732
COO/CFO/CMO 0 126,000 127,890 129,808 131,755 133,732
CTO/Chief Learning Officer 0 126,000 127,890 129,808 131,755 133,732
Instructors [Direct Expense Item] 0 0 0 0 0 0
Chief Recruiting Officer 0 120,000 121,800 123,627 125,481 127,364
Recruiters 0 108,000 109,620 111,264 112,933 114,627
Administrative 0 54,000 54,810 55,632 56,467 57,314
Total 0 660,000 669,900 679,949 690,148 700,500
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PROJECTED INCOME STATEMENT

Veterans Canna-Biz intends to deploy its funding to maximize growth and profitability. In the Income 
Statement table below, gross margin equals sales minus direct costs. The “bottom line” or profit (as 
measured before and after interest, taxes, depreciation and amortization) equals gross margin minus 
operating expenses.

Income Stmt [monetary val's $] Year 1 Year 2 Year 3 Year 4 Year 5
Students

New Students, per Year 246 916 2,383 3,126 3,365
No. Active Students that Drop Class 1 (without going to Class 2), per Year 159 583 1,539 2,073 2,196
No. Active Students that Take Class 2 1 61 497 947 1,122
No. Active Students that End Class 2, per Year 0 27 350 871 1,088
Net New Active Students, per Year 87 306 494 182 81
Total Active Students (end of period) 87 393 887 1,069 1,150
% Students enrolled in Course 1 98.9% 91.9% 76.5% 68.7% 66.2%
% Students enrolled in Course 2 1.1% 8.1% 23.5% 31.3% 33.8%
% New Students Requiring Debt Funding 20.4% 22.7% 27.8% 30.4% 31.3%
Number of Students Added to Loan Program 4 18 56 79 88
Number of Students Removed from Loan Program 1 6 26 64 82
Number of Students in Loan Program 22 100 380 663 768

Debt Fund
Debt Fund, Contribution 120,000 511,200 1,600,800 2,282,400 2,527,200
Debt Fund, Payoffs 21,600 160,800 736,800 1,850,400 2,359,200
Debt Fund, Balance 98,400 448,800 1,312,800 1,744,800 1,912,800
Debt Fund, Interest Received 1,032 4,788 18,220 31,832 36,864

Courses
Active Courses Open 3 11 34 50 56
Active Classroom Hours 32 132 409 604 670
Active Course Direct Labor, Number of Hours 40 165 511 755 838
Active Course Direct Labor, Total Cost, Per Period 48,000 198,000 613,500 906,000 1,005,000

Metrics
Customer Acquisition Cost (per new user) 238 175 112 101 100
Customer Acquisition Cost, per Year 59,949 184,851 315,957 326,259 337,902

Revenue
Course 1 (Certification) 492,000 1,848,000 4,855,200 7,070,400 7,908,000
Course 2 (Master Grower) 2,400 146,400 1,192,800 2,272,800 2,692,800
Interest Income 1,032 4,788 18,220 31,832 36,864
Revenue Total 495,432 1,999,188 6,066,220 9,375,032 10,637,664

COGS
Bank, Credit, Trans. Costs 14,832 59,832 181,440 280,296 318,024
COGS Total 14,832 59,832 181,440 280,296 318,024

Expenses
Personnel Base, Benefits, Taxes 660,000 669,900 679,949 690,148 700,500
Direct, Classroom, Labor 48,000 198,000 613,500 906,000 1,005,000
Direct, Classroom, Supplies & Support 48,000 198,000 613,500 906,000 1,005,000
Direct, Classroom, Rent/Occupancy 96,000 396,000 1,227,000 1,812,000 2,010,000
Customer Acquisition Spending 59,949 184,851 315,957 326,259 337,902
Content Creation/Maintenance 22,380 45,632 81,879 102,595 109,350
Outsourced Professional Services 31,382 41,887 53,347 58,505 60,026
Business Subscription Costs 14,710 15,819 16,822 17,220 17,331
Travel, SG&A 25,592 31,796 38,158 40,904 41,700
Expenses Total 1,006,012 1,781,884 3,640,113 4,859,631 5,286,809

Income Operating (525,412) 157,472 2,244,667 4,235,105 5,032,831

Interest 0 0 0 0 0
Depreciation 10,850 10,850 10,850 10,850 10,850

Income Taxable (536,262) 146,622 2,233,817 4,224,255 5,021,981
Adj. for Carryforward 0 0 1,844,178 4,224,255 5,021,981
Tax Charge 0 0 368,836 844,851 1,004,396

Net Income (536,262) 146,622 1,864,982 3,379,404 4,017,585
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Total Revenue by Year [$]
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PROJECTED CASH FLOW

The following depictions of Veterans Canna-Biz projected cash flow show that the Company expects to 
maintain sufficient cash balances over the five years of this plan. The “Projected cash flow” table differs 
from the “pro forma income statement” table. Projected cash flow is intended to represent the actual 
flow of cash in and out of Veterans Canna-Biz. In comparison, the revenue and expense projections on 
the income statement include “non-cash” items and exclude funding and investment illustrations.

PROJECTED BALANCE SHEET

Cash Flow Stmt [$] Year 0 Year 1 Year 2 Year 3 Year 4 Year 5
Cash Flows Operating

Net Income (115,000) (536,262) 146,622 1,864,982 3,379,404 4,017,585
Adjustments To Reconcile

Depreciation 0 10,850 10,850 10,850 10,850 10,850
Financing Interest Total 0 0 0 0 0 0
Accrual Adj, Accts. Rec. 0 0 0 0 0 0
Tax Charge 0 0 0 368,836 844,851 1,004,396

Cash Flows Operating Total (115,000) (525,412) 157,472 2,244,667 4,235,105 5,032,831

Cash Flows Investing
Capital Spending 108,500 0 0 0 0 0
Land or Non-Depr. 0 0 0 0 0 0
Cash Flows Investing Total 108,500 0 0 0 0 0

Cash Flows Financing
Financing Contributions, Payoffs 0 (98,400) (350,400) (864,000) (432,000) (168,000)
Equity Capital In Out 1,123,500 0 0 0 0 0
Debt Capital In Out 0 0 0 0 0 0
Cash Flows Financing Total 1,123,500 (98,400) (350,400) (864,000) (432,000) (168,000)

Cash Flows Other
Financing Interest Total 0 0 0 0 0 0
Change in Inventory 0 0 0 0 0 0
Tax Charge 0 0 0 368,836 844,851 1,004,396
Cash Flows Other Total 0 0 0 368,836 844,851 1,004,396

Increase (Decrease) In Cash 900,000 (623,812) (192,928) 1,011,832 2,958,254 3,860,435

Cash, Beginning of Period 0 900,000 276,188 83,260 1,095,092 4,053,346
Cash, End of Period 900,000 276,188 83,260 1,095,092 4,053,346 7,913,781

Annual Cash Positions [$]
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The projected balance sheet displays the Veterans Canna-Biz cash, asset, liability and equity balances 
at incremental periods throughout the forecast horizon.

Balance Sheet [$] Year 0 Year 1 Year 2 Year 3 Year 4 Year 5
Current Assets

Cash 900,000 276,188 83,260 1,095,092 4,053,346 7,913,781
Accounts Receivable 0 0 0 0 0 0
Inventory 0 0 0 0 0 0
Current Assets Total 900,000 276,188 83,260 1,095,092 4,053,346 7,913,781

Long Term Assets
Outstanding Student Loans 0 619,200 2,872,800 10,932,000 19,099,200 22,118,400
Capitalized Asset Balance 108,500 108,500 108,500 108,500 108,500 108,500
Accumulated Depreciation 0 10,850 21,700 32,550 43,400 54,250
Net Asset Balance 108,500 97,650 86,800 75,950 65,100 54,250
Land or Non-Depr. 0 0 0 0 0 0
Long Term Assets Total 217,000 315,400 665,800 1,529,800 1,961,800 2,129,800

Total Assets 1,117,000 591,588 749,060 2,624,892 6,015,146 10,043,581

Current Liabilities
Payables, Unearned/Defrd Rev. 0 0 0 0 0 0
Current Liabilities Total 0 0 0 0 0 0

Long Term Liabilities
Debt 0 0 0 0 0 0
Other 0 0 0 0 0 0
Long Term Liabilities Total 0 0 0 0 0 0

Total Liabilities 0 0 0 0 0 0

Owner Equity
Total Owner Equity 1,117,000 591,588 749,060 2,624,892 6,015,146 10,043,581

Total Liabilities And Owner Equity 1,117,000 591,588 749,060 2,624,892 6,015,146 10,043,581
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PROJECTED 12-MONTH INCOME STATEMENT

The following table displays the monthly-level forecasts for the first year of operation for Veterans 
Canna-Biz.

Month 0 1 2 3 4 5 6 7 8 9 10 11 12
Students

New Students, per Month 0 14 15 16 16 17 18 20 21 23 26 28 32
No. Active Students that Drop Class 1 (without going to Class 2), per Month 0 0 0 0 14 15 16 16 17 18 20 21 22
No. Active Students that Take Class 2 0 0 0 0 0 0 0 0 0 0 0 0 1
No. Active Students that End Class 2, per Month 0 0 0 0 0 0 0 0 0 0 0 0 0
Net New Active Students, per Month 0 14 15 16 2 2 2 4 4 5 6 7 10
Total Active Students (end of period) 0 14 29 45 47 49 51 55 59 64 70 77 87
% Students enrolled in Course 1 0 99.7% 99.6% 99.6% 99.5% 99.3% 99.2% 99.0% 98.8% 98.6% 98.3% 97.9% 97.5%
% Students enrolled in Course 2 0 0.3% 0.4% 0.4% 0.5% 0.7% 0.8% 1.0% 1.2% 1.4% 1.7% 2.1% 2.5%
% New Students Requiring Debt Funding 0 20.1% 20.1% 20.1% 20.2% 20.2% 20.3% 20.3% 20.4% 20.5% 20.6% 20.7% 20.8%
Number of Students Added to Loan Program 0 3 3 3 3 3 4 4 4 5 5 6 7
Number of Students Removed from Loan Program 0 0 0 0 0 0 0 0 0 0 3 3 3
Number of Students in Loan Program 0 3 6 9 12 15 19 23 27 32 34 37 41

Debt Fund
Debt Fund, Contribution 0 7,200 7,200 7,200 7,200 7,200 9,600 9,600 9,600 12,000 12,000 14,400 16,800
Debt Fund, Payoffs 0 0 0 0 0 0 0 0 0 0 7,200 7,200 7,200
Debt Fund, Balance 0 7,200 14,400 21,600 28,800 36,000 45,600 55,200 64,800 76,800 81,600 88,800 98,400
Debt Fund, Interest Received 0 12 24 36 48 60 76 92 108 128 136 148 164

Courses
Active Courses Open 0 1 1 2 2 2 3 3 3 3 4 4 4
Active Classroom Hours 0 12 12 24 24 24 36 36 36 36 48 48 48
Active Course Direct Labor, Number of Hours 0 15 15 30 30 30 45 45 45 45 60 60 60
Active Course Direct Labor, Total Cost, Per Period 0 1,500 1,500 3,000 3,000 3,000 4,500 4,500 4,500 4,500 6,000 6,000 6,000

Metrics
Customer Acquisition Cost (per new user) 0 249 248 248 247 247 246 245 244 243 241 240 238
Customer Acquisition Cost, per Month 0 3,479 3,723 3,965 3,957 4,194 4,428 4,903 5,127 5,586 6,276 6,710 7,601

Revenue
Course 1 (Certification) 0 26,400 28,800 31,200 31,200 33,600 33,600 38,400 40,800 43,200 57,600 60,000 67,200
Course 2 (Master Grower) 0 0 0 0 0 0 0 0 0 0 0 0 2,400
Interest Income 0 12 24 36 48 60 76 92 108 128 136 148 164
Revenue Total 0 26,412 28,824 31,236 31,248 33,660 33,676 38,492 40,908 43,328 57,736 60,148 69,764

COGS
Bank, Credit, Trans. Costs 0 792 864 936 936 1,008 1,008 1,152 1,224 1,296 1,728 1,800 2,088
COGS Total 0 792 864 936 936 1,008 1,008 1,152 1,224 1,296 1,728 1,800 2,088

Expenses
Personnel Base, Benefits, Taxes 0 55,000 55,000 55,000 55,000 55,000 55,000 55,000 55,000 55,000 55,000 55,000 55,000
Direct, Classroom, Labor 0 1,500 1,500 3,000 3,000 3,000 4,500 4,500 4,500 4,500 6,000 6,000 6,000
Direct, Classroom, Supplies & Support 0 1,500 1,500 3,000 3,000 3,000 4,500 4,500 4,500 4,500 6,000 6,000 6,000
Direct, Classroom, Rent/Occupancy 0 3,000 3,000 6,000 6,000 6,000 9,000 9,000 9,000 9,000 12,000 12,000 12,000
Customer Acquisition Spending 0 3,479 3,723 3,965 3,957 4,194 4,428 4,903 5,127 5,586 6,276 6,710 7,601
Content Creation/Maintenance 0 1,500 1,568 1,634 1,634 1,696 1,696 1,818 1,874 1,929 2,251 2,298 2,482
Outsourced Professional Services 0 2,400 2,444 2,484 2,484 2,523 2,523 2,595 2,627 2,658 2,835 2,859 2,950
Business Subscription Costs 0 1,200 1,205 1,210 1,210 1,215 1,215 1,224 1,228 1,231 1,252 1,254 1,264
Travel, SG&A 0 2,000 2,027 2,053 2,053 2,076 2,076 2,121 2,141 2,160 2,268 2,282 2,336
Expenses Total 0 71,579 71,967 78,346 78,338 78,705 84,939 85,660 85,996 86,565 93,882 94,402 95,634

Income Operating 0 (45,959) (44,007) (48,046) (48,026) (46,053) (52,271) (48,320) (46,312) (44,533) (37,874) (36,054) (27,958)

Interest 0 0 0 0 0 0 0 0 0 0 0 0 0
Depreciation 0 904 904 904 904 904 904 904 904 904 904 904 904

Income Taxable 0 (46,863) (44,911) (48,950) (48,930) (46,957) (53,175) (49,224) (47,217) (45,437) (38,778) (36,959) (28,862)
Adj. for Carryforward 0 0 0 0 0 0 0 0 0 0 0 0 0
Tax Charge 0 0 0 0 0 0 0 0 0 0 0 0 0

Net Income 0 (46,863) (44,911) (48,950) (48,930) (46,957) (53,175) (49,224) (47,217) (45,437) (38,778) (36,959) (28,862)

12 Month Income Statement [$]
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