COVER STORY

JHE EXTRAORDINARY collec-
ton of companies that com-
prise the business opportuni-
ues industry has a remarkable

- appeal to entrepreneurs. By
and large, business opportunities are
innovative and endlessly fascinating.
Where else can you find so many differ-
ent types of companies offering for sale
nothing less than the American dream
itself?

But whether you’re planning to buy or
sell a business opportunity, you should
know that the business of business op-
portunities has its own rules, traps and
rewards. As with any business, you're
bound to make a mistake if you fail to

(study the advantages and disadvantages,

The only guide to business opportunities youllever need

BY ANDREW A. CAFFEY

as well as the various regulations, of busi
ness opportunites before plunging in.

uSOMETHING IN COMMON

‘The most successful business opportu-
nity sellers have some common
characteristics . . . and -common battle
scars. Their programs have broad appeal }
to the marketplace, they can be operated
part ume or full dme, and often, they
can be operated from home.

Above all, successful business oppor-
tunities must be affordable. By and large,
they are soructured to appeal to indi-
vidual investors; many are geared to be
purchased with a credit card, although
several packages on the market will cost
you as much as $20,000, maybe more.
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Most business opporrunides are sold on the ﬁxndD
mencal premise that “anyone can do this” and make
money. Sales pl:ms are generally designed around and |
assume an aggressive level of cold calling and frequendy i
rely on selling via contacts with friends and famxly
members. These businesses have a surface appeal that's
irresisable to investors; their sales presentadons crackle
with moneymaking potendal.

In addition, the best business opportunities have 2
disanct markedng “hook.” They combine an unusual
product, program, service or idea with a saraighefor-
ward sales plan. They are built on concepes that appeal
to buyers uninidated in the business world: They are
easily understood, the training is not too sophisticated,
and the business can be clearly conveyed in prepack-
aged written or audiovisual media.
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U WANT T0 JOIN US?” THAT'S 1Any . |
5 Chen's constant query to poten- !
.. tial multilevel marketers. Chen is always |
- on the lookout for hot prospects to be- |
: come her customers—or to join.heras a - |
distributor for National Telephone, & i
. Communications. She's eamed a repu-" |
tation -for persuasiveness by pitching * {
: nearly everyone she meets on the long-- §
. distance services the company offers. - i
® "l looked .at the marketing plan-and« ;
saw that [the business wasn't] that diffi- §
A £ cult] says Chen.."lIt's simple, evetybody x|
< uses the telephone. and there s- no'ln- i

‘ |
i

i

1

!

unity part tim,
i in August 1994.:The 40-year-old’entre’ y
888 = preneur clues in friends, family and friends- -
. ﬁ of friends on the service's benefits;;Or; if -, |
if someone ‘wants. to-make a-little. extra: -
<2 money, Chen shuttles them down to the
ﬁ nearby Irvine, California, headquartersfor'
3 dtourand inforMmational mieeting kA3
4 Her persustence has certainly. pald off:
3 Thmugh her part-time homebased efforts,
32 Chen pulls in an_average-of-$2,000:fo- -}
% $3,000 a week. In fact; she’ recent!y put= f
‘i one of her ﬂowershops upt for saleitod: |
make way for -

-

the companys busmess records;.
which should be:onfile with the state .
and county in-which it operates.\ .

$lInvestigate what a | particular busi~

tlegal Leg:ttmate MLM companles
'must be genu:ne retalf organtzabons
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<>Smce' success' ultxmateljr “de:
pends on the product Took fora high=*"
quality product ¢ or service for’ which =

“ there is a demand :n the market--'

p/ace T ¢
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vestment  required' and * determine
“whether you think it's reasonable.
Often, there is no upfront investment,

" exceptfor possibly a sales kitor demo
N "% Pyramid schemes, whtch requrre' v '
parbcrpants to-make. an investment;-
‘-or'purchase in‘return for'the fight to-vif the business is legitimate or if com-
\..g Y, recm:t othersforeconom:c gain, are.;,‘;‘plamts have- been filed.. Check:out.

matenals sold at cost.
i & Contact state authorities to see

BB 4 AU B e el as 8| e b e n e arn

o <>Lookearefulfy at the upfront m-:
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ness proposition entails and how long
the company has been in.existence. *

¢Make sure the company has evi--
dence to back earnings claims. ..

< Check for a buyback.policy. Le-
gitimate companies buy back inven—;.{
tory and sales kits from dtstnbutors' :
who want to leave the program (wrthm 1
a reasonable time)..
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SPEEDY

SPEEDY SiGN‘A'RAMA, USA,is a

full-service sign franchise utilizing
the very latest in computer
technology. We were started in

1986 by Minuteman Press Intl.,
which has almost 900 locations.
Today, SPEEDY SIGN*A*RAMA
has over 200 stores nationwide, and
in 6 countries. Our owners are from
all walks of life, and our industry is
expanding at an astounding rate.
A business with no sign is a sign
of no business.”

No Experience Necessary
Full Company Training
15§ Regional Offices
Financing Available
Great Locations Available

We invite you to feamn more
about this exciting opportunity
and realize your dream of
owning your own business.

»caq GOES .
* Foreign Master Licenses Available
- .+ Corporate Headquarters o
. 1601 Belvedere Road, Suite 402 East :

{ the sweet smell of treats or the sight
g of 'chpcolate-dipped.,.strawberries
§ -that caught Rick Homer's attention.
{. It was a dull, silver-colored machine
{ that stamps out 2,000 custom-

i they would pay for the product or service. X !

In fact, business opportunity com-
panies have a reputadon for selling
the sizzle and nothing but the
sizzle—and cthat is where the Jaw
steps in. The most prominent simj-
larity among business opportunity
sellers is the array of state and fed-
eral laws that complicate their bus;-
ness lives,

N WHAT IS A BUSINESS
OPPORTUNITY?

The legal definition of 2 busj-
ness opportunity, generally speak-

™ : N ; N b "’"\,. :
W SWEETITIS
A/ TKING A TASTY TRIP Gowwr-v-portuinfy with Hartville, Ohic-baseq | |

W :the aisle of a candy trade

i show iy | September. 1993, it wasn't

imprinted chocolate coins pér hour. *~"chocolate. And“when, he “heeds 5 §
). -was  intrigued -with :the:ma-. special mold=like a-wrench
1€, $ays the 30-year-old entre-:;- for his client Sp
eneur, “and once:l saw'it in ac-""late Street.US

wasn't long"béfore |.realized “2he

|- -Using the company name, or do you have'to , “own'name? |
marketing materials be supplied, or wil you needto create them? . = -

;- “$Before you buy,:make sure there's a

{ . brochures and test-miarket the product in local businesses :Ask them what

£

‘Chocolate Street USA. Homer pur-
.chased one of their. coin.machines,
-as well as the supplies and Packag.-
-ing; companies seeking special pro-
.motions or gifts simply provide him
~With artwork ideas, and Homer cre- §
_ates a design and imprints the |

, shape |
~On Tools—Choco- |
provid whatever §

i

e's looking for. &%

it t e

.....

market for your business. Gather

s,

~HP.
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ing, is the sale of goods and/or ser-
vices for at least $500 (less in some
states) that enables the purchaser to
begin a business, and in which the
seller makes one of several repre-
sentations. These can include 2

guarantee of proficability, a prom-

1se of assista

sembled or grown,
least, che represen
is a marker for the
vices to be sold b
(Ask yourself this

nce, an offer to buy
back any unsold

products as-
and, last but not
tation that there
products or ser-

y the purchaser.
question: If yoty

.. i i+ WestPaim Beach, FL 33406 © ~ °
- 407-640-5570 . .
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t sell a product at wholesale for ce-
sale by the purchaser, is it even pos-
sible to avoid representng thac there

wichstanding, and the changes in
Congress are noc likely to directly
affect the reguladon of business op-

ISR T ST 2 b ep 302 o
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is a resale markec for the product?
Probably not. Gorcha!)

Don't believe too much of the
talk about a red-tape revoludon
{j emanadng from the newly elected
Congress. Business opportunities
are heavily regulated, Newt not-

portunity sales in the toreseeable
future. The sale of a business op-
portunicy (as that concepr is vari-
ously defined) is regulated by the
Federal Trade Commission (FTC)
and 24 staces' laws.

In 1979, the FTC adopted an um-

e —

POP STAR

D OUG SNELSON DOESN'T THINK OF HIMSELF AS A MAN WHO TAKES HUGE
risks...even though the Montville, New Jersey, entrepreneur
| sunk more than $50,000 into 20 air-popped popcomn vending ma-

D ——

{- ‘I purchased so many machines because | felt that if [the idea]
# worked well, I'd be in a terrific situation to grow rather rapidly in a few
I years,” recalls Snelson. “l wanted to be really committed to it”
- And while the move certainly made for jangled nerves, Snelson felt
i fairly confident about his choice because of what it wasn't-a franchise
e with a heavy time commitment. What the
health-care publishing and communications
executive wanted was a part-time, flexible
venture that also appealed to-.his health-
conscious bent. One franchise show and
-several company interviews. later, Snelson;
/44, finally decided Hollywood. Pop's low-
calorie, fat-free popcom hit the Spot..:, st
25 After taking.out a loan against the equity in
his home, Snelson purchased. the machines
from the Boca Raton; Florida-based company:
in July 1994. He secured locations by show-
ing photographs of the machines to New-Jer-
sey business owners on evenings and week-
ends: Five months:later, he'd; placed: all. the
machines in sports:bars, car washes:and fit:
iness:centers within: 15 miles . of, his' home.
:Maintenance is: minimal,frequiring". between
:three and’ 15 minutes permachine each week
fill them with fresh popcom and cups® And if-
there's a problem with the machine, he- con~
or calls the company's technical assistance

R

ady-made Business
S a popco vendor:;

H centers < el L™ . . et T
g .“I'm not a technical person;” says Snelson, “but | was able to leam
i what needed to be done through my own experience and by making my
jown mistakes™ . " s enoopre o0 LT T i,
;. *” While.the machines paid for the interest on his loan within six months
H of installation—and .several locations are asking for additional kinds of
| ‘products—Snelson cautions entrepreneurs searching for easy money:.“It

. o T
- ~ . JREE LI

(Y & X

. takes-hard work and a positive attitude ta find that gold mine” .- .-
f . 'When investigating. a coin-operated business ‘op-
i portunity, consider the following:’ " '
| .. ¢Finding a location is the most difficult part of the vending machine
| business. Be wary if a seller says the machines *find their own locations.”
. ¢Some companies require you to purchase a certain number of
§ machines; if you're not experienced, don't make a large investment

{ © ¢ Toprotectyourself, defer payment or put payment in escrow uniil the
§ machines are delivered, particularly if you're unfamiliar with the company.
K .. &-Be sure the market isn't saturated. with the product. Visit locations |

*and potential businesses to gauge demand before you buy.. . ..\ ;
T=HP §

| -... ®/fyou don't receive a disclosure document, find out why, -

Shred-it is the leading mobile
document destruction and . |
paper recycling service,
securing small & large
businesses, hospitals and
govemment...using an
environmentally friendly and .
confidential system. -

A NATURAL OPPORTUNITY

FOR SALES/MARKETING
ORIENTED ENTREPRENEURS,

For more information on this
growing turn-key franchise
opportunity, contact:

Laura Rayner
Franchise Development -

Tel: (305) 855-2540 .. . .
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Make 1t YOUR BUSINESS
When You Bring Work HOME

ProForma.

The Home-Based Franchise
For Sales & Marketing
Protessionals

Are you putting in long, hard
hours to build someone else's
company and their dream? Isn't
it time you bring home the com-
pany, not just the work?

You can put your sales skills
to work — for yourself —in a
leading home-based business
designed for sales and marketing
professionals . . . ProForma.

Our franchise owners have
" corporate backgrounds in fields
such as computer software;
insurance, textiles, office products,
banking, retail, transportation,
human resources and printing.

ProForma franchise owners
sell business forms, business
printing and advertising specialty
products to businesses . .
products all companies need
and use. A $69 billion industry!

Initial franchise fee of less
than $20K. Low overhead
requirements, bookkeeping and
sales service support, ongoing
training and more. One of North
America's top home-based
franchises.

Call for your
free information packet.

ey e~ —_— .
FRyFS=MA

- S o

Printing/Promotions/Productivity

1-800-825-1525 or 216-741-0400.
4705 Van Epps Rd., Cleveland, OH 44131

brella reguladon that applies to busi-
ness opportunicy ventures nanonwide.
It requires a business opportunity
seller to prepare and deliver to pro-
spective purchasers a disclosure docu-
ment describing the highlights of the
offer being made and the background
of the selling company. But while the
FTC Franchise and Business Oppor-
tunity Rule requires pre-sale disclo-

sure, it does not demand that the
seller register the offering with the
FTC or file any papers with the gov-
ermment. Merely by delivering a dis-
closure statement in 2 dmely man-
ner, a seller meets the requirements
of federal law.

The FTC does not pre-empt state
law in this area, unless the state pro-
vides less protecdon for the buyer. In

1]

T HE DAYS OF NAVIGAING THROUGH
stuffy boardrooms and masses .
of faceless employees are distant
memories for Frank Yantek. A former -

financial executive with -Federated =
Department Stores, Yantek, 38, -

shrugged off the corporate cloak to :
become a Q-Pon Book dealer in April -

1994: Today, Yantek runs’ his-direct- -
mail business from a home office -

equipped with the bare necessities:

personal computer, telephone and fax ..
machine. He has no employees—and .
he plans to keep it that way, .- -~ -~
- That ‘leaves - BRning

ness owners in-
terested in the |
co-op advertising
services he pro- §
vides with The
Q-Pon Book. He
discusses any
special offers the
advertiser wants
to include in the

ad prior to draw- R
ing up a prelimi- B~

IS IN THE MAIL

-and completed the

gether and faxes the proof sheet to

Yantek; once final changes have been - '

made, he sends the final proof back
to headquarters -in Breckenridge,
Michigan, for.inclusion in one of the
eight books he publishes annually. A
local delivery service then.drops the
books in the mail.~s.%;. "'

“ lt's no’ acc:dentthat‘l’h Q;"on

Book suits Yantek to a T.:He:consid-

- ered six different direct-mail opportu-

nities, conducted market research with
local businesses, checked references
financial. projec-
tions before. de-
ciding:: Next,*he
purchased ;the

-temitory rigfits to
ll his; area=and
hasn't -had any
. *Being in_the
'small-business
community::is a
lot of fun; says
3 Yantek, who runs
his business full
5 time., “It's given

nary layout. Then,
the company's
graphic design
department
pulls the ad to-

direct-mail venture took off.

-] me the opportu-

;3| nity to make

- 2 money and work

No experience required: Thanks with other small
to support from his company’s businesses,
headquarters, Frank Yantek's which is what |

enjoy the most”

When investigating any program in which you pur-
chase products for resale, consider the following:

< Distributorships/dealerships aren't likely to be registered as a business
opportunily or have a disclosure document Investigate them by requesting
financial statements, visiting the headquarters and talking to other dealers.

<Find out if the price of any inventory you're purchasing is indeed a
wholesale price. Be wary of any initial level of inventory you're required to
purchase that seems higher than reasonable.

<Make sure there's an eager, unsaturated market for any product you plan
to disiribute; you don't want to be stuck with excess inventory. ,

<If possible, test the product by purchasing a small amount of inventory. Or,
ask potential purchasers if they'd be interested in the type of product you're

considening selling.

—H.F.
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HOT WHEELS

OW DO YOU KNOW WHETHER YOUR COMPANY CONCEPT IS CUT OUT 1O BE A |
business opportunity? For Brenda Scharlow, owner of Tumblebus Inc
the answer was a little market research . .

- and a lot of gut instinct.

When the gymnastics teacher began Tumblebus Inc. in 1988, accolades
from elated parents immediately started pouring in. Her bus, equupped with
balance beams, trampolines and more, visits day-care centers to teach
children gymnastics. But while she was content with her business, Scharlow
knew that with the growing number of working parents—plus the interest
she received from gymnasium owners when speaking at U.S. Gymnastics
Association conferences~the time was ripe for expansion.

“I decided a business opportunity could be successful because | knew
children in day care weren't getting enough activity! says Scharlow. :

. Although she initially looked into franchising, this mother of eight instead
opted to go the business opportumty route so she wouldn't have to invest a
lot-of time in providing ongoing support. Less than a year after starting her
mobile business, the 45-year-old entrepreneur had created business op-
portunity marketmg materials,. set the pricing, and begun’ passing out
brochures at seminars and speaking engagements.

Interest was so high that Scharlow had to hire a full-time employee to |
retrofit the buses. Since then, she has sold 98 fully equipped Tumblebuses, |

and in 1993, she also began selling Li"l Red Water Wagons. firetrucks

equipped with swimming pools for children to swim in dunng the hot
~ summer months. ’ ™~ '

" Last year, the Clarksville, Indlana,

entrepreneur opened Tumblebus
Station, an 18,000-square-foot kids' -

center featuring playground equip-
ment, gymnastics and aerobics
classes, and an indoor batting cage.
Plans to offer the station as a.busi-

.ness opportumty are ln the
~works :

While growth has been fairly
quack, Scharlow says it's all pro--
gressed very naturally. “Setting up
{the business opportunity] was quite -
easy. If you really believe in some-
thing, then you can sell it" - ~H.P.

ORAPNY

motoo wHITE CLOVD FHOTYO

Creating opportunity Brenda
Scharlow made a good business
- even better by selling her'idea as

that case, the federal rule requires
the disclosure statement be delivered
at the first personal meeting for dis-

the sale or atleast 10 business
days before the sale is made—~which-
ever event comes first.

Meerdng state law requirements
is another kette of fish altogether.
States require the same type of pre-
sale disclosure, and most of chem
impose the addidonal requirement
that che seller register the offering
with state authorides before any
selling takes place within state bor-
ders. (See “Rules to Sell By” on page
127 for a breakdown of state rules.)
In addidon, individual states may
impose other requirements. Califor-
nia, for example, requires the lion’s
share of the purchase price be put
into an escrow account undl all

a business oPportunity.

goods or services are delivered, and
most states require a substandial
bond be placed on file as a condi-
don of regisradon. Louisiana re-
quires sellers to file and maintain
with the Deparmment of Jusdce a
surety bond of $50,000—no excep-
dons. That means you must put up
550,000 in cash to sell business op-
portunites in that state. Talk about
barriers to market enary!

B THE HEAT ISON

There is no love lost berween
regulators and sizzle-selling business
opportunity companies. These two
groups get along like oil and water.
Regulators operate on the assump-
don that virtually any business op-
portunity program is fraudulent and

effectively dare you to prove other- ‘//

jac -
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Inspection.

“unique, powerful, hand-h

pen-based computer system can
getyau started i the ropidly growing

mie inspection industry. faster than

. Years of research ond

nt have resulted in' o syst
0 consistent, thorough an
rofessional inspection report. |

For information on area develop-.

entrights, or how you'con ownan

«" Inspectech franchise ~ the fastest grow: *
" ing fronchise in the home inspection -
- indushry ~call now. And put our powér
Croélovokoryai .

FTECH

. Ametica’s Home inspection Network

1-800-773-2832

feﬁng byUFOC. un_l‘y._ 5 _‘ .

portunity Sales Act . . ."), and the out-
come depends on the seller’s re-
sourcefulness in negodating a reso-
ludon to the problem. Unsuceessful
negodadon can result in civil fines,
private lawsuits, cease-and-desist or-
ders barring your business from op-
eraung in the state and even crimi-
nal sancdons, -

Do we have your attendon yet?
Becoming a business opportunity
seller has a distincdly dark and dif-
fcult side. The sizzling quality of
the marketing pitch will continue
to draw the attenton of state en-
forcement authorites. There are no \
self-regulating industry groups

-working to take the stng out of the

reguladons, and, unfortunately, the
states have not let up aying to eradi-
cate the species. There is no escape
from the potendal liability,

There are, however, two safe har-
bors from the threat of regulators:
full compliance with state business
opportunity reguladons or becom-
ing a business formac franchise.

B COMPLIANCE
CONSIDERATIONS

What you need to do to comply
with business opportunity laws de-
pends on each state’s definition. How
2 business opportunirty (or a “Seller
Assisted Markeding Plan,” as it is
called in some states) is defined dif-
fers from state to state. To compli-
cate matters further, the 24 state
definitions are all different from the
FTC’s business opportunity defini-
uon; state definitions tend to in-
clude far more types of businesses
than the FTC definidon.

Once you have determined which
laws apply to your offering, you must
comply with them. And it’s impor-
tant you understand the first rule of
compliance because it is widely mis-
understood by business owners con-
templatng compliance with the 24
business opportunity sates: It is not
enough to comply only with the law
in your home state. Too often, busi-
ness opportunity sellers look no fur-
ther than a convenient and inexpen-
sive answer and wrongly conclude
thac if they register in their home
stte, they can go nadonwide and
sell cheir business opportunites with
no further state regulatory concern
or effort.

Before you engage in sales acgv-
ity in any state, you must comply
with that state’s laws. So, even if you
are a California company and “are .
registered under the California Seller
Assisted Marketing Plan Act, when
you go to Utah, Washington, or any
other states with business opportu-
nity laws, you must register in those
states as well. )

Ironically—and tragically, for

‘some promising businesses—state

registration is a cost and bother that
most sellers simply ignore. Ac least
undl the state attorney general’s let-
ter artives,

H BUSINESS OPPORTUNITY
ORFRANCHISE?

The most familiar form in which
a business venture package is sold is
as a business formac franchise.
McDonald's, Burger King, Subway,
Holiday Inn, Merry Maids and
scores of others have taughe the pub-
lic about franchising. F: ranchising
means 2 business plan is licensed, is
identified by 2 common twademark
(or goods bearing a common tade-
mark may be distributed), and in-
cludes ongoing assistance from the
franchisor.

How is 2 business opportunity
different from a franchise? In busi-
ness terms, business- opportunites
lack the continuing assistance, con-
wol and uniformity of operatons

that characterize franchise reladon- |}

ships. Business opportunites tend
to be one-time sales of self-
contined business start-up pack-
ages; the purchasers do not partici-
pate in 2 licensed trademark and do
not enjoy the marketing idendry of
a big company. Business opportu-
nides also tend to be less expen-
sive; inidal fees are lower, and on-
going royalties are nonexistent.

Legally, however, the concepts
are less distinct and do not neatly
line up for convenient comparison.
It is fair o say most companies
selling business conceprs that flunk
the definidon of a2 franchise are
likely to fall under the compara-
tively broad definition of a business
opportunity.

The presence of a arademark in
the program is 2 frequent red flag
idendfying a franchise reladonship.

M

So is a separately staced fee for th%f
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within the first year of operation.”

State law addresses this topic in
different ways, but mosc business
opportunity statutes demand thar the

i seller report in the disclosure docu-
! ment the percenuge of buyers of

the package who have mer or ex-
ceeded the claimed performance
level and provide substandadon for
those figures.

A cost-benefit analysis of launch-
ing a business opporunity includes
the cost of either compliance with
business opportunity regulation or
the likelihood of government in-
vestigation and enforcement acdon
against you. While those risks may
have been acceprably low in che past,
the increased levels of enforcement
suggest the balance has begun to
shift, and the decisions made by—
and the survival of—hundreds of
companies will be affected. 1]

Andrew A. Caffey is a lawyer in the
Wasbington, DC, metro area and a
nationally recognized expert in
franchise and business opporrunity
lew. He is also the founder of the
American Business Opportunity
Institute Inc., an information
clearingbouse specializing in business
opportunity issues.

H

A

FOR MORE
INFORMATION

<The Federal Trade Commission
(FTC) provides a package of infar-
mation about the FTC Franchise and
Business Opportunity Rule free of
charge. Write to the Public Refer-
ence Branch, Federal Trade Com-
mission, Washington, DC 20580, or
call (202) 326-3128.

< The American Business Oppor-
tunity Institute Inc. is a national in-
formation clearinghouse and semi-
nar company specializing in business
opportunity issues. For information
on the institute's programs, publica-
tions and services, send a self-
addressed, stamped envelope to the
American Business Opportunity In-
stitute Inc., 3 Bethesda Metro Cen-
ter, #700, Bethesda, MD 20814.

———

00 to 1000 percen{ profit margin + Ngong Tetail hours
WE INVITE YOU TOCALL-OUR FRANCHISEES.™
THEY WILL SHARE IR"SUCCESSES WITH YOU.
Minimum start-up investment of $75,000. For information call;
914-963-0005, or_1-802:227-1 557. Ask for Anne. Or write:

CROWN\/TROPRY

- Franctise Dept.,, One Ode!l Plaza, Oept. ENT 75, Yonkers, NY 10701
. Offer by Prospecius anly. -

i >\ 1 Made Over $1 Million
"t Cleaning Dirty Blinds!

My name is Ed Halpern and I was asked by
Shine-A-Blind to write a testimonial and here it is!t

“l made 1 Million Dollars cleaning dirty blinds.
I made 1 Million Dollars cleaning dirty blinds.
I made 1 Million Dollars cleaning dirty blindst”

Shine-A-Blind has been telling people for years to get into the ultrasonic blind cleaning business.
Well, in 1990 [ did just thatt The reasons [ did it were easy, every hospital, school, nursing home,
and high-rise have window blinds. In fact, there are over 600 million dinty window blinds on the
market 2nd nobody is cleaning them. Walls are cleaned, floors are <deaned, windows are cleaned,
my God even heat ducts are now being cleaned: it's only reasonable that the blinds should be (and
are). For your information, building ovmers are paving benveen $10-513 each to have their blinds
cleaned, and with the invention of the ultrasonic blind cleaner, it only takes 30 seconds in the
machine o clean them. Why did I pick Shine-A-Blind? [ bought two units from Shine-A-Blind
because they are the most powerful, best ultrasonic cleaners in the country. Shine-A-Blind’s
marketing program and warranty support is the best I've ever seen from any manufacrurer,

Bonom line is this; 1 did over T Million Dollars in blind cleaning and refated sidelines (such as
blind cepair, etc.). If you're looking for 2 business with a million dollar potential then this is
absolutely where you should be! JUST STAY OUT OF PUEBLO, COLORADO! ¢

Al ot
Call Shine-A-Blind at 1-800-446-0411

(810) 329-8600 in Michigan
P.0. Box 7, St Clair, MI 8079

Call for brochure information and video presentation
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