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Business plan description 

Project idea 

Science show is a new interesting format of performances for children and adults: 

a symbiosis of learning and entertainment. During performances scientists show 

incredible experiments, while spectators become active participants of them. Scientific 

laboratory will develop two lines of business: science shows and regular classes. 

Establishments market of extracurricular education for children 

Russia has *** state extracurricular educational establishments, in *** of which 

pupils study. But during recent years the tendency for the formation of private 

establishments has been expressed ever more clearly – about **% of parents pay for 

additional education services of their children. As a result, about *** % of pupils among 

*** thsd. are involved into additional education. 

Competitors 

 

 

«Professor Nicola’s Shaw» 

(http://nik-show.ru/) 

 

«Smart Holiday» 

(http://umniiprazdnik.ru/) 

 «Crazy Laboratory» 

(http://madlabshow.ru) 

 

Federal Center of Technical 

Creativity of Pupils (FCTCP) 

 
 

 

«Laboratory of wonders» 

(http://megashow.org) 

 

All-Russian Public Organization 

«Small Academy of Sciences 

(SАS) «Intelligence of the 

Future» 

 

«Academic Steklyashkin’s 

Incredible Science Show» 

(http://www.show-nauka.ru/) 
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Competitive advantages of creating science show 

 There are more than 100 spectacular physical and chemical experiments in the 

arsenal of the show.  

 A new program consisting of more than ** experiments will be released every * 

months.  

 Broadcasting of the show on TV. 

 Active cooperation with research centers. The research staff of universities and 

experienced screenwriters will be involved in the process of new programs 

preparation.   

 It is possible to begin the training between the ages of 5 to 17 years.  

 The teachers have higher education in physics and chemistry.  

 The club develops the training program itself taking into account the child's age. 

Finance 

An indicator 

A city with a 

population of 300-

500 thsd. pers. 

A city with a 

population of 500 ths.-

1 mln. pers. 

A city with a 

population of over 1 

mln. pers. 

Necessary investments, 

thsd. RUB. 
*** *** *** 

Revenue for 3 years, 

thsd. RUB. 

*** *** *** 

Net profit for 3 years, 

thsd. RUB. 

*** *** *** 

NPV, thsd. RUB. *** *** *** 

IRR annual, % *** *** *** 

Payback period, months *** *** *** 

 

Excerpts from the research 

According to the data of Federal Statistical Observation, greatest coverage of 

additional educational programs is typical for the age group of **–** years and **–** 

years and makes ** and **% accordingly. 

A specific feature of children’s additional educational establishments (CAEE) is 

their operating mode. The results of survey showed that the establishments, where 

classes take place in the afternoon (** %), predominate among CAEE, classes of the 

third of the establishments take place evenly throughout the day accordingly, a small 



number of establishments operates mainly in the first half of the day. CAEE implements 

the programs that last during different time. The programs designed for over 3 years 

lasting (** %) dominate. Exactly such programs are the most effective in the context of 

professional and leisure self-determination of pupils. Short term programs, during 

which the child can try his hand in any kind of activity, are implemented by **% of 

CAEE. 

There is a certain imbalance of demand and supply of children’s additional 

educational services. Competitive selection is used primarily for admission to the 

program of artistic direction. It is quite common to use selection instruments forming 

the cultural studies (** %) and sports (** %) groups of pupils. The acceptance of 

programs of scientific and technical (** %), ecological and biological (** %) and tourist 

and local historical (** %) directions is practically free.  

The target audience for science shows and regular classes are Russian 

schoolchildren. The number of pupils of secondary schools in Russia is about *** thsd. 

The average number of pupils are *** schoolchildren per secondary school. 

The last years it has been observed an increasing number of private structures in 

providing of relevant services. According to the research, only ** % of parents do not 

pay for additional education of their children.  

The most appropriate marketing tools in promoting CAEE are creation and 

optimization of landing pages, contextual advertising, promotion in social networks and 

advertising with flyers. Monthly marketing budget in cities with a population over 1 

mln. people is planned in the amount of ** thsd. RUB, in cities with a population of 500 

– 1 000 thsd. people – ** thsd. RUB and in settlements with a population of 300 –                 

500 thsd. people – ** thsd. RUB. The initial capital investments for each type of 

settlement vary according to such principle too. 
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We thank you for your confidence 

and would like to remind you that: 

 with the purchase of the business plan of the 

«VTSConsulting» company  you’ll have a guarantee of 

getting a consultation from specialists who have 

worked on a specific business plan 

 

 during one to two hours our team will be ready to 

answer all questions related to the structure and 

content of the business plan 

 

 

Respectfully, 

«VTSConsulting» team 



INFORMATION ABOUT THE «VTSConsulting» COMPANY 

«VTSConsulting» company was founded in May 2010 by a team of professionals led by Vladyslav Tsygoda. 

Vladyslav Tsygoda is a business consultant, a recognized leader in the field of business planning in the CIS 

countries (according to the portal free-lance.ru), today he is the head of the rating of the consulting company.  

Development of business plans, feasibility studies, investment memorandums, financial models and business 

presentations are the main directions of the team, which includes highly skilled analysts.   

Experience of the team in the development of investment documents is more than 6 years, and today 

«VTSConsulting» is the only company in Ukraine, which is a partner of the project «RBC. Market research». 

 

«VTSConsulting» team and principles of work 

 

 a unique approach to solving problems; 

 an impeccable reputation and a high degree of customer confidence; 

 high professionalism regardless of field of study; 

 practical experience, including the implementation of complex highly specialized projects. 

We appreciate greatly the cooperation with each customer. 

And we are proud of our customers! 

 

LLC «Zemleugodie-Invest», OJSC 

«Votkinsky plant», SPE «Stealth», 

State Enterprise UkrSRIPRI 

«Masma», «Reproto Technologies», 

«VОК Моntage Service» company, 

LLC «PRIIMAS» 

«Petrovizard» company , Port Temryuk, 

LLC «Spetsbudproekt», group of 

companies «SEMPROGROUP», LLC 

«Maximus Construction», 

«Rosmolodezh», LLC «Sisif Service», 

LLC «Plant TITAN», LLC «Project K», 

LLC «Portal Logistics»,  SPK 

«Nauka», I.N. Frantsevich Institute of 

Materials of  NAS of Ukraine, NTUU 

«KPI», Science Park «Kyiv 

Polytechnic», The Russian 

Government, Verkhovna Rada of 

Ukraine 

This is not a complete list of those 

who was pleased with the cooperation with «VTSConsulting». 

 

 «VTSConsulting» company is a team of professionals, whose knowledge and experience will allow you to save 

money, nerves and time: preparation of investment documents will take from 4 to 10 days. 

Our customers recommend us to their friends and partners, because we work for the results and complete 

satisfaction of a Client. Thus, ordering business plan, information or investment memorandum from us, you do not just 

spend money. 

  

You invest.  
 

Respectfully,  

Vladyslav Tsygoda, 

the head of «VTSConsulting» 


