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Executive Summary

The purpose of this business plan is to raise and examine the allocatid wilfon of

equity funds for the development of a specialized manufacturing company that has a
patent pending brick product that will be used in conjunction with new housing
construction and home repairs. Ti based Br i c k,
company that intends to aggressively manufacturer and distribute this revolutionary
building product throughout the United States and abroad. The business was founded by
Don Blalock and Corey Park.

The Team

The ManagemenfTeam of the Company is coprised of qualified business and
construction professionals that have developed a unique method of producing bricks that

are used in conjunction with LEED certified construction projects. Through their highly
diverse experience they will be able to brihg bperations of the business to profitability

by the end of the first year of operations.
Team and Advisory Team can be found in a later section of the business plan.

The Titan Brick Product Line

Titan Bricks are an improved version of compressed eartick®, which are
environmentafriendly. However, unlikecompressed earth bricks, Titamidks are 2.5
times strongerhtan a concrete block. The Titami&k product has excellent resistance to
fire, water, insets, mold/mildew, storms, and high wind. It should be noted that these
bricks are green friendly, less expensieebuild with than wood/ concrete and require
very little maintenance.

The business will generate revenues from two primary sources. lynitizé Company
will generate revenues from the direeile and distribution of TitanrBks. In the future,
as the Company expands, the business will generate revenues from pgoéntial
ventures and strategic alliances with ott@mpanies

The Financing

At this time, the Company is seeking.g&million of capital in exchange for a negotiable
equity interest in the business. The funds are required in three segments of the Company:

T Financing to be applied t osmaluactudngv el op men

plant.
I Costs associated with ICC certification.

1 Cash for maintaining normal business operations.
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A substantial amount of the capital sought will be used for the acquisition of tangible
FF&E. Based on the frequency and predictability oichase orders, the business would
be an excellent candidate for a working capital line of credit that could further fuel the
growth of the business. This revolving line of credit could be secured by FF&E,
inventory, and incoming purchase orders. This igwdised in greater detail in a later
section of the business plan and will further showcase the usage of investment funds.

Sales Forecasts
Titan Brick, Inc. anticipates an exceptional rate of growth upon the commencement of

operations. Below isa chartat exempl i fi es Management'’' s Vvis
first five years of operations.

Year

1

2

3

4

5

Sales $15,075,000 | $158,287,500 | $345,066,750 $710,837,505 | $1,066,256,258
Cost of Goods Sold $4,824,000 $50,652,000 | $110,421,360 $227,468,002 $341,202,002
Operating Income $10,251,000 | $107,635,500 | $234,645,390 $483,369,503 $725,054,255
Total Operating Costs $3,137,708 $21,920,854 $45,651,067 $91,260,408 $135,459,486
EBITA $7,113,293 $85,714,646 | $188,994,323 $392,109,095 $589,594,769

The Future

Once business operations commence and the Company begins to generate revenue, the
Company will actively begin to develop OEM relationships with a number of
distributors, wholesalers, and retailerscohstruction materials. Once the facilities are

fully developed and operational, the Company will develop an extensive sales network
that will actively solicit purchase orders from general contractors, specialty contractors,
home builders, distributors, ders, big box stores, construction management companies,
and related entities.



The Financing
2.1 Funds Required

A total capital investment of $4ntillion is sought from an investor. The investment will
be primarily used for the following estimated expenditures:

Projected Startup Costs

Building, Equipment, Machinery, and Tooling | $4,000,000
Brick Testing and ICC Certification $200,000
Insurance $20,000
Working Capital $130,000
International Patent Filings $50,000
Total Startup Costs $4,400,000

2.2 Investor Equity

This will be discussed during negotiations.

2.3 Management Equity

This will be discussed during negotiations.

2.4 Board of Directors Composition

This will be discussed during negotiations.

2.5 EXxit Strategies

The Managemernfeamhas discussed and planned for three possible exit strategies. The

first strategy would be to sell the Company to a larger entitysigraficant premium.

Since, the business will maintain a moderately low risk profile once operations are

established; Management feels that the Company could be sold for eight to ten times
earnings.

The second exit scenario would entail selling a portbrthe Company via an initial
public offering (or “1 PO ) . Af t er a detail
companies sell for fifteen to twenty times earnings on the open market. However, taking

a company public involves significant legal red tafigan Brick, Inc. would be bound by

the significant legal framework of the Sarbas®dey Act in addition to the legal
requirements set forth in form S1 of the Securities and Exchange Commission. The
Company would also have to comply with the Securitiesd 933 and the Exchange

Act of 1934.
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The last exit scenario would involve the use of a private placement memorandum to raise
additional capital from private sources. This is also a significantly expensive process that

requires the assistance of both, experienced securities law firm and an investment

bank. Funds would be raised from private equity and merchant banking sources in
exchange for a percentage of the Company’ s s

2.6 Investor Divestiture

This will be discussed during negotiations.

Titan Brick Product Line

Titan Bricks represent a new concept in home building. Never before has a building
material been offered that resists expanding or contracting regardless of heat, cold or
water saturation. Go to any major building show and you w#l sew products being
offered that address fire or insect problems or some other type of problealmumst
always at a higher cost. No product has ever offered total hurricane, tornado, fire, water,
insect and sound resistance with high insulation vdlethe walls at the same or lower
price. The bricks have been tested for shear strength (over 240 mph wind pressure
without a crack compression strengtl2,682 si comparedd 1,000 psi for a concrete
block), water absorbency (9.28%, compared to adfibeick which is allowed 18%
insulating qualities (equivalent-B thermal mags flexural bond strengthwhen two

bricks are glued together and then pulled apart, the bricks break instead of the adhesive
letting go, which makes the walls monolithic ligelid poured concrete wallsh pull test

for the holding power of screws installed in a brick without a plug or sipielded to

hold bettetthan wood.

3.1 Product Overview

Titan Bricks are an improved version of compressed earth bricks (CERB)pressed

earth bricks have been used to construct buildings for thousands of years. One reason is
that soil is a very good insulator against heat and cold. A compressed earth brick today
has better insulation qualities because it is compressed with muchr gnestsure and

has a much higher density. The big drawback for compressed earth breslenaa fired

brick is that theyabsorb water; the clay expands, and over time the sdckckand fal

apart. We believe the TitanriBk proprietary manufacturingrpcess has solved this
problem.

The compression we use to form the brick, gives it a density that mak&stim2s
stronger than a concrete blo In our shear test, a brick wall using liquid nails as a
bonding agent, withstood the pressure of 175 mphisvior 60 seconds without a crack.
When threaded rods were added, the wall withstood 243 mph winds. The wall deflected
1.49 inches in the center like wood, instead of cracking and bgedike concrete. A

4



concrete blok wall using mortar as a bonding age&vith rebar and poured concrete in

the cells will break and shatter with wind pressures higher than 110 mph (the ASTM test
for concrete bricks requires a blowall with rebar and poured cells to withstand a 3
second gust at 110 mph wind pressure). Toartak home hurricane and fire resistant, a
proprietary roofing system made with Styrofoam, steel beams and a high densityg spraye
on concrete can be installed.

Wood frame homes have always stood up to earthquakes better than any other type of
building maerial because they flex. Our bricks tested at800s. of pressure more than

a wood frame wall and when the wall did break, it simply cracked instead of falling apart.
All bricks absorb some water. A fired brick is allowed to absorb up to 18% anbestill
legal. Titan bricks absorb an average of 9.28% when placed under water for 24 hours, but
when painted with the least expensive paint, becomes extremely water resistant. This is
because of the density of the brick and also explains why sound and weahinanal
penetration of the brick. In a perfnance test for screws, Titamiéks held the screws

5% better than wood without any type of plug or shield.

Paint, glue, drywall compound, etc. all bond to the brick instead of sticking to it. In the
flexurd bond strength test, the bricks broke before the glue would let go because the glue
had penetrated into the brick. Using glue on the bricks is much like welding metal, the
weld becomes stronger than the material it is holding together. This fact aldnthevit
interlocking shape is why a wall built with our bricks can resist high winds. Paint should
resist cracking, peeling, blistering or chalking because there is no chemical reaction
between the paint and the brick as there is with conctetk,bwhichis almost fifty
percent cement.

In the insulation test, TitanrB@ks had no more heat resistance than a concrete brick but

the thermal mass was impressive. It took four days for heat to move from one side of the

brick to the other. Heat always movestodcol The heat stored in the
sun is released back out when the temperature goes down at night. This keeps the interior
temperature more consistent. Building standards do not address thermal mass or radiation

in their insulationvalues beause concrete btés, steel and wood have no thermal or

radiation qualities.

Heat resistance has been the only factor considered until now. Codes are-beittgme

but will take years to finish and implement. Until then, we have found a coating &@h

year history of use by the Navy, Coast Guard, Boeing, ARCO and others, that will give
the wall an R20 heat resistance. When combined with the insulation values we already
know exiss in the brick, this combination willkely insulate homes bettergh any other
system ever used in homenstruction. Energy savings of0% or more could be
realized.

Installation is much faster with our bricks because they can be cut, drilled, routed and
sanded with wood working tools. A one inch chase for electrical wire and plumbing pipes
is created in the middle of the brick when one brick is stacked on top ofeanéth

5



wires and plumbing are installed as the wall is being built. The bricksrareyer than
concrete bloks because of the high density of the bricks, but are not as hard and brittle.
The placement of the brick is easy because of the precision oftéhniecking joints. A

brick mason or two is needed for laying the first course of bricks in mortar, straight,
plumb and level. The next day, the mason becomes the foremen for unskilled labor to
erect the walls. The outside of the wall is sprayed withitkalating coating and the
inside is sprayed with a textured paint to give the wall the look of drywall. All interior
walls can also be made wiffitan bricks. These bricks will be made with a different
mol d that wil/l pr odu c ¢he iateritr wallc|dok jdst like/walls t hi c k
built with wood 2x4s. No drywall or fiberglass insulation has to be used or needed
anywhere in the walls, so no mold or mildew should ever be possible.

Chart: Building Material Comparison Chart

Chart Overview

Below you will find a list of the main types of building materials used in the US
today. At 94%, wood accounts for the vast majority of all buildings constructed
today with concrete block coming in second. All other types of material for home
construction cuently account for less than 2% of the market. Comparisons below
include all materials needed for a finished wall system, i.e. fiberglass insulation,

drywall, sheathing, siding, vapor barriers, etc. Some of the comparisons say
V/U meaning that if instaltecorrectly, the answer is yes, if installed as

customary, no.
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High insulation value
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Storm resistant

Long lasting
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Min skilled labor needed

Little maintenance needed

Cost less than wood

Eco manufacturing process

Green product
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DISCLAIMER: Although the referenced brick in the chart above has been through

rigorous testing; the chart was constructed by management based on their opinion of the
properties of certain building material. Please do not rely on the chart to make an
investmentdecisin. Al t hough the compressed earth bri
independently tested and many of its properties verified; Management cannot and does

not claim that the chart is based on facts.
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3.2 Product Competitive Advantage

There is absolutelpothing in our brick that would produce an odor or emit any type of
fume or gas. In addition, the bricks eliminate many of the products in the home that do
have a detrimental effect on the environment. No trees have to be cut, no gypsum has to
be mined fordrywall and the amount of cement is drastically reduced. Siding can be
eliminated because the front of the brick can be molded with an angle, producing a siding
appearance.

We feelhomes built with theTitan brickwill yield very large energy savings wood

frame buildingsonvection can be felt as 'drafts’ and is usually the biggest source of
energy loss. Air infiltration accounts fap to 40% of the energy lossasa wood framed
structure. Heat is carried layr leaking through thousands of crackpenings, and joints
between all the pieces of the building shell. Major culprits include framing connections,
wall, floor & roof intersections, shrinkage of wood and caulking, and poor installation of
components and sealants. A typical new wood frame Huasebetween 1.75 and 3 air
changes per hour (ACH50) and after some years it's bitemeen 5 and 10 ACH%3

the wood shrinks and sealants deteriorate. Old wood frame homes commonly have 10 to
20 ACH50.

When a person stands next tevendow or door and & a draft, they are experiencing
"leaky" constructionAs discussed aboveralts arevery common in wood homes today
and wood makesp approximately 94% of all home constructitm.a leaky home the
heating and cooling literally goes right out the wingddwt Titan brick will build a much
more insulated, energgfficient, airtight home than most or all other building systems.

Titan bricks should form a much more airtight home than wood and greatly reduce the
energy loss due to air infiltration and thellwavhich are the largest causes of energy
loss.

Titan brick addresses approximately two-thirds of the energy loss shown in the
chart below.



Sources of Energy Loss

Slab / Floor

-

Adr Infiltration
I Convection

Since energy codes were first developed in the 1960s, they have moved in a single
direction: higher efficiency and more insulation. The 2012 International Building Code
(for the U.S.) and 2010 National Building Code of Canada, whose energy requirements
were finalized late last year, continue to raise the bar.

The actual insulating value of any material is based on its resistance to the transmission
of heat or cold applied to one side of the wall. Heat always moves to cold, hence, mass
will have an impact a this rating system, but there is no factor used to calculate mass
ratings and variables when rating building products for insulating value. Current building
codes were written to favor fiberglass insulation. There are three main types of insulation;
heatresistance, thermal mass and radiation. To insulate any building efficiently, at least
two types should be used. This makes the building efficient in all types of weather, hot or
cold. The problem with fiberglass is that it only uses heat resistancet éovsks all
insulation value if it gets wet or a small opening allows air to slightly move the
insulation.

Resistance to heat and cold is the only factor taken into account when an R rating is
given. This is why the codes are being changed, becausedmaljulose and other new
types of insulation have demonstrated better insulating qualities, but carry a much lower
R rating. When thermal mass is added to the calculation, our bricks outperform every
other type of building materialle are aware ofThe lome essentially becomes a cave
where the temperature can remauite constant regrdless of the weather outsids.
textured material can be sprayed on the exterior of the home to make it look like stucco,
wood siding, bricks or any other look desired. sTi8 accomplished with the use of
templates on the wall and spraying the textured material over the template. Once again,
the textured material and paint will bond to the brick ame believe will last
significantly longer than standard homes.

Wood framebuildingshave almosho thermal massunless finished with brick.



Titan Bricks are not just a new kind of brick; they represent a new concepbotaid t
building system.

1 No Drywall - Almost without exception, every new building built today employs
drywdl as a finished surface for the interior walls. Drywall is the number one
cause of mold and mildew and is found today in 90% of all homes built since
1960. Many people have serious health conditions brought on or aggravated by
mold and mildew and are natvare of the cause. Our brick walls are so dense,
that when painted with any seglioss or gloss paint, they become very water
resistant and resist mold or mildew growth.

1 No Fiberglass Insulatior The number two cause of mold and mildew in the
homeis fiberglass insulationFiberglass insulation loses all of its insulating value
if it gets wet or compressed. Once it does get wet, mottmildew will start to
grow.

1 No Interior Wall Framing All walls are made with brick, so no wood is needed
for the wallsof the home. Wood is the number three cause of mold and mildew, it
also splits, cracks, swells when wet, will dry rot, warp, and shrink.

1 Less Building Time- All plumbing and electrical lines are laid while the brick
wall is erectedand finishing the w#d is accomplished with a spray gun, so the
total building time can be cut by up to two weeks. Our interlocking brick
construction is very easy and contractor training will be accomplished by creating
a DVD that will teach contractors how to build with téck, step by step, on or
off the job site.

Titan Bricks have more gabfeatures and qualities than aoyilding productswe are
aware oftodayHowever, that’s not e n dowsgitich. Bottomg et

line profit is what they are intested in and even then, they will want to see it proved
over and over before they change.

Picture 1
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Picture 2
Left sidewallpapered with an electrical outlet, right side painted

Picture 3
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Picture 4

Picture 5
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3.3 Financial Benefits of Using Titan Bricks

States, counties and cities have tightened building codes to promote the use of energy
efficient products and sustainable materials, thereby driving growth for the Sustainable
Building MaterialManufacturing industry. Tax subsidies and operating cost savings have
also supported this trend, especially in light of the rapid rise in Leadership in Energy and
Environmental Design (LEED) certified buildings. A LEErtified building adheres to
specifc standards related to energy savings, water efficiency, canoesions reduction

and indoor environment quality. LEED buildings are also evaluated on the materials that
are used during construction with an emphasis on sustainable products. The WHED sta
of a home determines how much of a tax break the home qualifies for. There are four
categories. LEED qualified, Silver LEED, Gold LEED and Platinum LEE&sed on the
properties of our brick, we believe the homes built using our systerualify for
Platinum LEED status. Our building envelope will be so tight and efficient it should only
require an HVAC system (heating and air conditioning) that is one third the size of a
system used in wood frame homeavf{ag an enormous amount of energy).

13



Overview of the Organization
4.1 Registered Name

Titan Brick, Inc. The business is registered as a for profit corporation in the State of
Delaware.

4.2 Commencement of Operations

The Company plans to commence revenue generating operations starting bylated to
2013.

4.3 History

The Company has not yet begun normal business operations. The business was founded
after many years of development and research.

4.4 Mission Statement

Our mission is taraise the standards and quality lmfildings constructe@round the
globe Titan will create environmentéiliendly products that can be used to build
economically affordablecommercial buildings and homes that are safer, stronger,
healthier, energy efficient, longer lastifmildings at no extra cost, while caéng
protection for communities from environmental elements and catastrophic events.

4.5 Vision Statement

We are committed to manufacturing a new building material for the construction of
Green, Platinum LEED homes that will withstand storms, floodsh@aakes, fires and
insects while saving up to 60% in energy costs. Through our diverse areas of expertise
and knowledge, we expect to build a business that will achieve $2.1 billion of revenue by
the fifth year of operations.

4.6 Organizational Objectives

1 Develop Titan Brick, Inc. as a premier manufactamea distributor of eco
friendly construction materials.

1 Maintain stringent standards that comply with all OSHA laws as it relates to
manufacturing.

1 Maintain LEED certification for all Titan Brick prodts.

14



1 Develop ongoing distribution relationships with companies that operate on an
international basis.

T To create a wealth producing vehicle for
shareholders.

4.7 Organizational Values
1 Complete disclosure and transparereyarding all financial transactions.
1 Remain within the letter of the law as it relates to manufacturing operations.

4.8 Management Team and Advisors

CEO & Chairman: Corey C. Park

Mr. Park is a Certified Hedge Fund Professional (CHP), with additionalPJCH
certifications at the highest levels in Portfolio Analytics & Risk Management. He also
attended the Notre Dame Mendoza College of Business (Leadership & Management) and
has served in executive leadership positions for over 20 years. Mr. Pa{obad
several acquisitions and multimillion dollar lines of credit from hedge funds; as well as
negotiated and / or closed many mergers, strategic partnerships, license agreements
C R A D Aahdgoint ventures.

He brings value to companies by identifying anilizing leverage, building momentum

in their marketplace and positioning entities to maximize strategic resource and capital
channels within the private and public markets. Mr. RPauddso proficient at structuring

and implementing advanced strategies si gned t o maxi mi ze a comp.
and resources (the pillars of successful companies). In addition, he is avidly pursuing his

goal of becoming an expert in leadiagge business strategy.

As a lifelong student of strategy, he has read, stuaietlapplied numerous books and
countless articles relating tusinessstrategy (According to the Wall Street Journal, the
most sought after executive skill set is strategic thinkikty).Park also brings with him
and consistently draws upon an extensiedwork of advisors, experienced business
professionals and successful entrepreneurs to help him maximize shareholder value.

CFO: Bob van Leyen

Bob van Leyen is an accomplished CFO with 40 years of global experience providing

financial and operationalupport to all levels of management in sales, marketing, R&D,

and manufacturing organizationsn 2013 he joined both the Boa
Mexican Food Products, Inc. as well as the Pan American Bank (a public Company in

Los Angeles) as a director. Heshmanaged large and small teams in Finance,
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Operations, and has been a General Manager in the computer equipment, software tools

and networking equipment business based in the Netherlands, Germany, Belgium,

France, Hong Kong, Singapore and the USA (Masssetts, Oregon, California). He is

also very experienced as a Corporate CFO, Treasurer, and Auditor, as well as running

field teams as a VP of Finance/CFO, Director of Finance, Operations Director and

General Manager in both public and private compaiieb.studied at the Dutch Institute

of Chartered Auditors in Amsterdam, Netherlands. He is fluent in Dutch, English,

German and French. Bob currently holds several positions at the board level. He has also

been a director on the board of Legrand Software mprivately held CRM software

Company for the last 6 years. Bob has been an owner and consultant of CFO Services

Worldwide since 2012. His company provides financial and operational support to high

tech and low tech companies (hardware, software, mkitwgpand distribution),

addressing concerns on profitability, controls, effectiveness of financial reporting and

analyses. He was also a partner at Tatum, LLC, from-2008 where he provided

financial support to various higiech industry clients.

Achievements

e Bob has raised $54 Million through angel i
e He has improved “lInventory Turns” and “Day
various assignments.

e He carried out numer gatioss contrittufing sulsstarntiaiiy r o v e me n
to growth and profitability.

* Bob has also been in charge of due diligen
divestitures in Europe, Asia and Africa.

Director of Business Development- USA: Thimothy Burroughs

Mr. Burroughs has competed and succeeded on numerous levels, which include seven (7)

years as a professional athlete in the National Basketball Association. Mr. Burroughs is a
resultsdriven individual who believes in competitiveness, dedication, and integfiey.

his NBA career, Mr. Burroughs took his entrepreneurial drive and passion to help

children and formed Gamechangers; a basketball and mentoring program that strives to
address the issues tladtectt oday’' s youth. Working directly
leaders, Mr. Burroughs has been able to greatly impact the lives of countless children.
“Train up a child in the way he should go, a
i tPrdverbs 22:6 .

Director of Business Development- Europe: Michael Knagenhjelm
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Michael grew up in a village at the head of the Sognefjord in Norway and was educated

at United World College of the Atlantic in Wales and the London School of Economics.
After a tenyear career in Investment Banking and Asset Management in London, he
started his first technology company in 1983 to pursue opportunities arising from the

early development of networking technologies that evolved into the Internet. He spent 15
years and an innovator and founder in that industry. In theningties, a longtanding

ambition to solve a persistent problem in the Identity Space resulted in the founding of
Metamerge in 1998 that created a technology designed to satisfy an enduring challenge in
the industry for flexible harmonization and integration between tg¢@eous systems at

the data level. One of the several requirements for this capability is the need to build a
holistic identity namespace using directory and metadirectory solutions. IBM acquired
Metamerge in 2002 and the technology has become a stratiglgileware component in

the I BM Software Group, of tfeundedkaef erred t o as
hydroelectric development company in Norway in 2005. It was sold in November 2011.

He is now dividing his time between not for profit involvements in enwiremtal and

climate issues and business involvements in CleanTech companies.

Director of Business Development- Australia: Xavier Hill

Mr. Hill is a Mining Engineer, who holds both a Bachelor of Engineering (Mining) and
an MBA. In his careemr. Hill has managed a number of mining projects and conducted
numerous feasibility studies into mining projects around the witdHill now works

as a consultant to the mining industry and in an intestaetup

President: Lanny Park

Mr. Park has beemiconstruction as a general contractor, construction manager and in
development for over twenty years. He attended Lees McRae College and Radford
University where he studied business marketing and development. Prior to starting his
own successful construch company, Mr. Park was the construction manager for Park
Place Construction where he was responsible for several large scale residential
developments. Mr. Park, a Class A General Contractor, has successfully owned and
operated Parkway Construction, LIf@r the past ten years. He has effectively managed
his general construction company and mainly focused on large scale residential projects.
His management and leadership established his company as a premier lakefront
homebuilder in the southwest Virginieea.

CTO: Don Blalock

Mr. Blalock is a native Floridian anglas a contractor in Central Florida for over 30
years. He attended Stetson University from 12893. A short while later, he entered the
Army and served with the 18Rirborne for three yearseaving as a Specialist 5 (Sgt).
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He started &aome improvement company in 1978 and rarely advertised for customers
because of the exceptional workmanship and an understanding of what the customer was
looking for. His duties included home sales, engineerimgtallation, customer service

and marketing. In 1999, he took a sales position for Paul Davis Restoration where he
worked with State Farm Insurance providing quotes for dadchagemes and
businesseduring his manyyears in the construction business asontractar Don
noticedjust how fragile our homes aemdan idea for a new buildingaterial was born.

Mr. Blalock is one of the founders of Titan Brick and has speatded the quesbt
develop, test and certify threew waterproof, interlocking brick.

Secretary and Treasurer: Brian Kaspereit

Brian is an entrepreneur and an engineer specializing in thermal and liquid dynamics. He
also specializes in plant and factory design; designing anything from nuclear power
plants to coal processing factories. Other years, Brian moved up the corporate ladder
from Jr. Engineer to Professional Engineer to Project and Department Manager over a
group of 15 people and in charge of 300 million dollar engineering projects.

ADVISOR:

Larry Grossman

Serial Entrepreneur. Glounded five companies, taking three public with IPO's on the
NASDAQ. These companies include Trans Leasing International, a medical equipment
leasing and finance company, HealthMate, Inc., aayx imaging manufacturer,
FluoroScan maging Systems, a-vay imaging company, Norzyme, a manufacturer of
assay tests for a variety of diseases and Thunderbolt Capital Company, an Angel
Investment fund.

Mr. Grossman is the Inventor of the Orthopedic Miratn X-ray Imaging technology.

Mini C-arms are real time-ray imaging devices used by orthopedic surgeons in the
operating room. He is also the founder of OrthoScan, Inc. in Scottsdale, AZ. In addition,
Larry is also on the Executive Committee and Board of Directors of several nonprofits.

ADVISOR:

Jon Davis

Throughout his 50 year career, from a single unit operation to a-umitit{top 50) U.S
corporation; Mr. Davis has extensive hamismanagement experience in both the Pro
and Retail segments of tBilding Material industry. He spent 27 years as the owner of
Davis Lumber and 17 Years as a senior executive with Star Lumber.
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Mr. Davis is a highly sought out industry expert and has helped advise building material
companies in 36 states throughow th.S. He is a valuable industry expert who can help
guide Titan management on strategic planning, marketing strategy, distribution, effective
builder incentive reward programs, acquisitions, divestitures and succession planning.

Industry Experience andecognition:

e  Pr e-Middmanica Lumbermen's Associatieril982 (5 stateskS, MO, AK,
OK, NE)
* T hr s@ MidAmenta Lumbermen's Association Board in 60s, 70s and 80s

\“President National Lumber & Building Material Associatioril983

* \“President and past Board Memb&o-It-Best Corporatior- 19841990

e Featur ed s peak eDealeaGonvantiod anfTdrootol@7/b L umber

e Featured Speaker at an | nt-438mati onal Ho me
« Deal er -lddme €Chmmel NegrsSenior VP and member of Star Lumber's

Executive team1996

e Featured Speaker misingZarpotatiomsbdeatembaymg showMe r ¢ h a

- 2009

e Webinar Presenter: Sout-h2809n Bui l ding Mater
* Featured Speaker: Western Bw#&2009di ng Mat er i a
e Featured Speaker: Mi d A me Fling-2012Z u mber men’ s
* ProSales Magazine' s Ed&ROD/mpraseni Advi sory Boa

e Facilitator of sewv00&presemanagement roundtab
* Featured in numerous tr ad&963-presenn a l magazin
ADVISOR:

Dr.Esther Obonyo

Dr . Est her Obonyo is a Professor at t he Ul
Construction. Her academic degrees include a Doctorate in Engineering,’ Médstgee

in architectural technology and a BA in building economics. She offers courses in
construction engineering and productivity 1.1
area of sustainable design and construction, and in particular, on identfyportunities

for cross fertilization between the stakeholders in the built environment and other
industrial sectors. She is a member of the Powell Center for Construction and
Environment and also sits in the Coll ege’ s S

ADVISOR:

Patrick McTigue
Mr. McTigue is a chemical engineer with over 25 years of experience.
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He spent over 20 years at Owens Corning as an engineering manager, department
supervisor and operations manager. Most of his time at Corning, Inc. was dedicated to
ceramics and glass engineering.

Mr. McTigue has a BS in chemical engineering from Pennsylvania State University
(1980)

He also completed the US army engineer and advanced training courses 1980, 1885
Fort Belvoir, VA

ADVISOR:

Ed Martinez

Ed has degrees ibusiness administration and mechanical engineering, served with the
US Navy in an engineering capacity and also worked with TRW and NASA to develop
high vacuum test equipment for the lunar landing module. In addition, Ed worked at
AETL where he tested anzkrtified windows for homes and buildings. He also has a lot
of experience working with composites of all types.

ADVISOR:

Joe Zhang

Joe is a Mechanical Engineer specializing in hydraulics. He also has an MS degree in
computer science. Joe also has &&rg of business management experience and 10 years
in marketing and new business development. He owns several stone processing
businesses (marble) which sell in local and overseas markets. His knowledge of
hydraulics and computers will help enable useawafop our automated facilities.

Consultants

Interrupt Marketing

They are the leading building material marketing company in the U.S.

Their clients are small manufacturers to Fortune 500 companies like Owens Corning.
Here is a small description of theervices:

Every market path has its challenges, bot h
channel |, all owing your products to flow sm
bottl eneck that wil!/ curb your dhalws. Think
don’ t have enough bandwi dt h, you’ | | restric

advertising, promotion or price, you can only move as much product as the channel
allows.

We identify your channels to market. Where are you strong? Where @aregmpetitors
strong? Where is there opportunity? Then we map out the value chain, determining what
percentage of the end sale each channel member makes.
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This process also uncovers the channel captains or gatekeepers. Who is the single most
important persn in the channel who decides what products and brands are sold? Why do
they sell your product? How important is your category to them? Is it profitable for them?

Is it a loss leader they have to carry? Is it a hassle or problem for them?

Next, we explorevhat they think of your company and your competitors. Once we know

who the gatekeepers are and their concerns, we can ensure they prefer your product to the
competition. We do this well, because it’s
how to motvate each channel member to change.

We help our clients map out an entire channel strategy or improve the sales results of an
existing channel.

Callahan Consulting Group

Tony Callahan has more than 20 years supply chain management experience within
manugcturing, building products and homebuilding. As a former Chief Procurement
Officer he has extensive real world experience leveraging Corporations spend through
center led and centralized sourcing initiativesny is a Certified Professional in Supply
Management (CPSM), Certified Supply Chain Professional (CSCP), Certified Green
Professional (CGP), Certified Purchasing Manager (C.P.M.), Accredited Purchasing
Practitioner (A.P.P.), Certified Integrated Resource Management (CIRM), Certified in
Production and Inventory Management (CPIM).

He has an MBA and is an active member of the Institute for Supply Management (ISM)
and the Association for Operations Management (APICS). Tony is a licensed residential,
light commercial contractor and a Georgia Registé&ppraiser.

Also with Callahan, Jerry Oleshansky: has more than 30 years sales and marketing
experience in the Building Products industry. As a former VP of National Accounts at
ThermaTru Doors, Jerry has extensive experience managing a large salesaridam
driving results. He has helped companies become dominate in their category by focusing
on customer retention and new customer conversiery has served on the steering
committee for the Harvard Joint Center for Housing Studies Remodeling Futures
Program. He was also steering committee chair for the Edward S. Schmidt School of
Professional Sales at the University of Toledo, a member of the Business Advisory
Council for the College of Business and Innovation at the University of Toledo and Vice
Chair and Board member of the Window and Door Manufacturer's Association
(WDMA).

Mr. Oleshansky spent more than 20 years with Owens Corning holding various senior
leadership positions in product, market and sales management. He is on the Board of
Directors ofSunrise Windowsan Executiven-Residence and Visiting Instructor at the
University of Toledo.
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Principia Consulting

Articulating the Voice of Customer across the entire building materials value chain:
Principiais a marketing consulting firm to the bling materials industry. We help our
clients increase market share, grow revenues and improve margins through customized
client engagements. We have the best view into the building materials industry built from
Voice of Customer and direct industry expacge. We have worked with many of the
leading participants in every product category in residential and commercial construction,
as well as infrastructuréOur industry knowledge and market access across the value
chain enables us to reach the right painthe market and have a dialogue about what
concerns them. This end to end coverage ensures that knowledge from the entire value
chain is transferred to our clients for key decisions and effective market actions.

Our team has deep experience working with leading companies in the industries we
serve. Our consulting team of more than fb6fessiona averages over 15 yean$
experience, typically with a technical undergraduate degree and a graduate degree in
business. In addition, Principia has a global network of industry professionals that serves
as a circle of experts and provides access to local markets. This breadth of experience
allows us to objectively analyze your most pressing issues and pragedee solutions

and implementation strategies based on industry best practices and proven
methodologies.

Titan has identified several more experts / consultants in the industry and will draw
upon them as needed.

Strategic Analysis
5.1 External Environment Analysis

The business of providing specialized construction material sales is a moderately
complicated business that has several operations to manage. This section of analysis will
detail the overall economic climate and interest rate environment. Maeagéeels that

this analysis is often overlooked by many businesses, and as Titan Brick is in the
manufacturing and distribution business changes in interest rates and the
political/economic environment can impact the costs of doing business.

Currently, the economic condition in the United States is moderate. The high cost of oil

coupled with less than spectacular employment rates have led many economists to
believe that the economy will continue to have sluggish growth for the next two years.
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However,Titan Brick, Inc. should be able to maintain economically stable operations as

the low cost and environmerdalr i endl y nature of the Company
saves money over typical building costs. In this economic climate, the lower cost of the

Titan brick along with the higher quality should drive demand among consumers and
contractors alike.

Inflation is another concern for the Company. As the inflation rate decreases, the
purchasing power parity of the American dollar decreases in relatidhéo @irrencies.

This may pose a significant risk to the Company should rampant inflation, much like the

inflation experienced in the late 1970s, occur again. This event may significantly weaken

the Company’s ability to dipswiah comppangstohat i t abl e
operate internationally. However, the federal banking system has done an excellent job of
ensuring that inflation is kept under control. While this is a concern for Management, it is

not expected that rampant inflation will occayime in the foreseeable future.

5.2 Industry Analysis
5.2.1 Housing Market Overview

Americans generally prefer to live in large singl@t housing rather than higiensity
apartments and townhouses. According to the US Census Bureau;famiyehome

building accounts for about 81.1% of total residential construction (not including
property improvements). In addition to new home construction, the industry also operates
within the home improvement arena, with this sector accounting for about 10.0% of
revenue. The industry is dominated by srsalile establishments that operate in narrow,
regional markets, witlthe top four players making up less than 10.0% of total industry
revenue. In 2012, industry revenue was expected to increase 11.1% as a recovery takes
off and industry activity picks back up. This trend is forecast to continuetlbganext

several years to 2017, with industry revenue projected to increase an average annual rate
of 10.2% to $303.7 billion.

During this period, improvements in the general economy will support industry growth,
following the cyclical pattern of boomandbust that is traditional of economic cycles.
Additionally, the industry will benefit from improvements in housing demand, lending
activity and real estate values. However, revenue will not push above the 2005 peak of
$527 billion due to the severity ofdltreal estate market collapse. The home builders
industry is expected to rebound sharply in 2013, with revenue forecast to rise 15.7% due
to improvements in the general economy, housing market and credit sector.

Industry growth typically follows the cyical pattern of the general economy. As a result,
the current upswing in the US economy will drive industry growth. Additionally,
mounting demand for new housing due to population growth, new household formation
and rising rental rates will support growt®ther factors will also benefit industry
growth, including favorable housing affordability (e.g. low inflationary conditions, low
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interest rates and rising household income), government subsidies, supporttimdirst
home buyers and lower supply duethe demand for the Apartment and Condominium
Construction industry is booming.

Multifamily housing has emerged as one of the strongest real estate sectors in the wake of
the recedsn. In 2012, revenue to jum@gd approximatelyl8.4% to $27.6 billion.
Declining homeownership rates, aggressive lending into the multifamily sector and gains

in both employment and disposable income are all prommphis demand increase. Titan
Bricks will make apartments and condos fire and sowsistant at no extra cost. As
demand for construction rises, so will industry employment. Consequently, the mfmber
employees is projected to rise at an average annual rate of about 5.7% to 51,821 people.
The demand for multifamily construction is expected to increase due to theueoht
migration of the US population toward metropolitan areas, a continued decline in home
ownership rates and improvements in economic conditions.

In the three years to 2010, industry revenue declined at an average annual rate of 10.8%
due to the reakstate market collapse. The number of multifamily housing starts fell
moderately in 2006, and then accelerated over 2007 and 2008 before nose diving 61.6%
in 2009. Vacancy rates shot downward in 2010 as demand for rental units grew with
instability in thehousing market, a rising aversion to homenership and the slow
economic recovery. With virtually no new multifamily buildings delivered to the market

at a time when demand and rents were quickly mounting, investment began to flow into
multifamily constriction. Multifamily housing shot up 53.5% 2011 to about 231,600

units.

The Apartment and Condominium Construction i
at an average annual rate of 9.3% to $42.9 billion in the five years to 2017, including a

14.8% increase in 2013. During this period, a recovery in the multifamily real estate

market, including improvements in property values, rental rates and transaction volumes,

will support industry growth. As the economy recovers, the demand for property &ill ris

particularly in the rental market. Total industry revenue is expected to surpass its pre

bubble peak of $40.2 billion to total about $42.9 billion in 2017. Industry growth will be

supported by technological improvements, includthg demand for environentat

friendly LEED-certified buildings.

5.2.2 Construction Materials Distribution Market

Within the United States, there are approximately 13,300 companies that are actively
involved with the manufacturing and distribution of baseline constructionriadate
(including bricks). Each year in each of the last five years, annual revenues have
exceeded $82 billion per year. The industry employs approximately 150,000 people.
Annual payrolls in each of the last five years have exceeded $7.5 billion.

Theindus r y’s revenues are sensitive to changes
the fact that these products are used in conjunction with new housing starts. As such,
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deleterious changes in the housing market (although as discussed above, the housing
market is showing substantial improvement) can impact the revenues of the business. As
stated earlier, the high gross margins generated by Titan Brick will likely ensure
profitability at all times.

5.3 Customer Profile and Target Market Analysis

In regards to the distribution business, there are more than 1,000,000 active contracting

and construction related businesses in the United States that could become potential
buyers of t he Titan Brick product l i ne. M
denographics of customers that will continually purchase Titan Bricks from the business:

1 Annual revenues of $500,000 to $50,000,000 per year

1 Operates as a distributor, dealer, home builder, general contractor, home
remodeler, or green focused builder witthie United States

7 Will spend $10,000 to $200,000 per month with the business

In regards to thglobal market; mety two (92) countries have already established green

building codes and guidelines. In 2009, the global green building industry totaled $553
billion. According to the US Green Buildin
segment of the building industry with an average CAGR of 108% through 2015.

The commercial building market in the U.S. offers a strong opportunity for Tiitaa.
immensesize of the commercial (neresidential) building market in the United States is
estimated at $483 billion per year. Office construction, including all forms of
government, accounts for 42% of this total, followed by education at @@&deel that

Titan an make schools stronger and healthiealth care at 13% and all other uses at
19% of total construction costs. Under the Obama Administration, guidelines for
contracts issued by the federal government are being changed to mandate green building
techniqes to save money, in the long and short term, through achieving costs savings
and reduce the amount of energy use in order to achieve energy independence for
America. Currently, government buildings of all types account for 37% of all non
residential builthg construction. That equates to $129 billion per year.

Around the world, Green building is acceleratingith fifty-one (51%)percent of

architects, engineers, contractors, owners and consultants participating in the study,

“Mc Graw Hi || Gonhsbnugtrieen Bep!l disthgtmore ends, =z
than 60% of their work will be green by 2015, up from 28% of firms in 2012. Plus, the

growth of green is not limited to one geographic region or economic state; it is spreading
throughout the globaonstruction marketplace.

The fast growing green movement can also be seen in the executive making decisions in

the commercial markek&ighty onepercent of executive leaders in corporate America
believe the public expects them to engage in sustaityabdne of the key forces driving
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corporations to institutionalize some green effogtdies have shown that consumers
are willing to pay more at businesses that have put in place green initialiveg.tend

to see the small increase in price as shingtlike an investment in the environment.
They also enjoy supporting companies that are playing a part in supporting the
environment.

The green building movement has shifted from 'push’ to-pwiith markets increasingly
demanding no less than graauldings,” said John Mandyck, chief sustainability officer,
UTC Climate, Controls & Security. "By promoting greater efficiencies for energy and
water, green buildings lower building costs while conserving the earth's precious
resources. This powerful comnlation of builtin payback with environmental
stewardship creates a new value proposition that is accelerating green building in all
regions of the globe."

The key driver to going green, according to the survey, is that now green building is a
business mperative around the world. In the 2008 report, McGHillv Construction

found that the top driver for green building was "doing the right thing." However in 2012,
business drivers such as client and market demand are the key factors influencing the
market

REITS are investing heavily in gree@reen REITs appear to be doing much better than
other REITswith a focus on affordable housingffordable housing, much of which is
multi-f ami | vy, has been | eading the Gsisdue buil di
to the fact that the government has been forcing the change to green building techniques
by offering incentives tied to Low Income Housing Tax Credits (LIHTC) to promote
certified Green projects. Following close on the heels of this revolutiateagge in
housing construction, Real Estate Investment Trusts (REITs) have discovered the benefits
of purchasing qualifying Green projects due to the fact that these properties perform
better are more inexpensive to operate, have a lower risk and prodigteeanet cash

flow. Remember, Green building techniques represented just 2% of the construction
market in 2005 but grew to a full 44% in 2012!

Electricity:

Electricity is consuming a greater share of Americans'-&dteincome than at any time
since 1996— about $1.50 of every $100 in income at a time when income growth has
stagnated, a USA TODAY analysisBfireau of Economic Analysiata found.

Many heavily populated states like California and New York are experiemenyghigh

energy pricesDaniel Simmons, director of regulatory and state affairs at the Institute for

Energy Research, points out California already has the highest residential electricity rates

in the Western United States.

California’ xcemdt engd gdiree 3 hamerNevada’' s, 44 pe
and 58 percent higher than Oregon’s, Simmons
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“There is no dispute that electric vehicle <c

Tax Credits and Resilient Housing:

1 Current tax credipays builetrs $2,000 on evemsnergy efficienhome they build.
1 Commercial builders can also receive $1.80 for every square foot of green
construction.
Here is the update listed on theo v e r nwebsitetinAmil, 2013

Home builders are eligible for a $2,000 tax credit for a new energy efficient home that
achieves 50% energy savings for heating and cooling over the 2006 International Energy
Conservation Code (IECC) and supplements. At least 1/5 of the energy savirgs has
come from building envelope improvementgan management feels that the test results
show that Titan Briclshouldexceed these requirementsus qualifying builders for this
$2,000 credit.

Information about the tax credit above can be foundonth&U gover nment'’
this link: http://www.energystar.gov/index.cfm?c=tax_credits.tx_hm_builders

S we

A tax deduction of up to $1.80 per square foot is available to ownelssigners of new
or existing commercial buildings that save at least 50% of the heating and cooling energy
of a building that meets ASHRAE Standard 92QD1.

Information about theommercial buildingtax credit above can be found on the U.S.
governma t ' s website at this
http://www.energystar.gov/index.cfm?c=tax_credits.tx_hm_builders

Many states, cities and counties have aggressive green building tax credit grogram

This databasehftp://www.dsireusa.ofgncludes all of these tax programs listed by state.
These programs increase in number every year and will continue to help drive the green
building materials market.

Disaster Resiliency Legislation:

A bill introduced to congress wouldrovide a $3,000 tax credit to homes built to
withstand disasters. In the wake of Hurricane/Super s8anuy disaster resilience has
leaped to the forefront of the nation's collective conscious. In the past, we sought to be
disaster resistant and simply be able to minimize damage from nature's fury. Today's
perspective goes beyond the minimal and states tlietoeg®t only "weather the storm”,

but construct buildings in that they remain intact and inhabitable after the fact. Whether
its new homes or buildings in an area where the city is rebuildiadeel thaimany may

prefer Titan over other materials. Ths especially true when they may have a better
home or commercial building and receive a sizeable tax credit.
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U.S. Congress Considers Resilient Construction Act:

When the U.S. House of Representatives meets Shigng, one of the bills to be
considered may have a dramatic positive effect on the ICF industry.

The bill would offer a tax credit of $3,000 for residential and $25,000 for commercial
structures using resilient construction techniques. Specifically, structures eligible for the
credit would needo be built within a federally declared disaster zone, up to two years
following the occurrence of the disaster.
Current sponsors include Reps. Mario Digadart (RFL), Mike Ross (B4-AR), Ben
Chandler (D6-KY), John Larson (B1-CT), Andy Harris (R1-MD), David Rivera (R
25-FL), Allen West (R22-FL), Kevin Yoder (R3-KS), and Russ Carnahan-{@0).

5.4 Competitive Analysis

Competition in the market is difficult. There are many national level brick manufacturers,
distributors, and wholesalers. Themary competitive advantage that Titan Brick, Inc.

wi || have is the highly unique nature and
discussed in an earlier section of the business plan, a substantial amount of research and
development has gonetinthe patent pending Titan Brick product line. As such, the
Company, through its marketing campaigns, will be able to effectively differentiate its
products from other companies that sell traditional bricks and construction related
materials.

Key Strategic Issues
6.1 Sustainable Competitive Advantage

The Company plans to maintain successful business operations because of the following:

1 Predictable streams of revenue from ongoing purchase orders from major
construction companies, big box matersalpply retailers, distributors, dealers,
general contractors, and green energy remodeling contractors.

1 Incentives for sales staff to develop large networks of referring partners and
contracting companies.

1 Future patent protection for the Titan Brick protline.

1 Extremely high barriers to entry once the business is established and operating.
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1 A highly experienced and motivateSenior Management Team led Bprey
Park

6.2 Basis for Growth

Titan Brick, Inc. will grow througlthree main avenues:

1 The successful marketing and growth of the Titan Brick product line through
extensive marketing campaigns.

1 Development of additional sales networks that will allow the Company to grow
throughout the entire United States and abroad.

1 Poentially source additional rounds of capital in order to further fuel the growth
of the business.

Marketing Plan

7.1 Marketing Objectives

1 Build a large referral network of clients that consists of construction companies,
construction management commges, dealers, general contractors, and green
product distributors.

1 Establish connections with nationwide distributors of construction materials.

1 Market directly to consumers. Many consumers are concerned about mold,

hurricanes and other issues. Motivatmhsumers will contact their builder and
request the Titan brick.

7.2 Sales Forecasts Table and Chart
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Titan Brick

Yearly Sales Forecast

Year 1 2 3 4 5
Titan Brick Sales $12,060,000 $126,630,000 $276,053,400 | $568,670,004 $853,005,006
Distribution Fees $3,015,000 $31,657,500 $69,013,350 | $142,167,501 $213,251,252
Totals $15,075,000 $158,287,500 $345,066,750  $710,837,505 $1,066,256,258

Cost of Sales Forecast

Year 1 2 3 4 5
Titan Brick Sales $3,015,000 $31,657,500 $69,013,350 | $142,167,501 $213,251,252
Distribution Fees $1,809,000 $18,994,500 $41,408,010 $85,300,501 $127,950,751
Totals $4,824,000 $50,652,000 $110,421,360 | $227,468,002 $341,202,002

Gross Profit

Year

1

2

3

4

5

Total

$10,251,000

$107,635,500

$234,645,390

$483,369,503

$725,054,255

7.3 Sales Assumptions

Year 1

9 Starting in 2013, the business will commence revenue generating operations.
1 Sales are expected to reach $15 million in revenue in the first year of operations.
1 Gross profits are expected to reach $10.2 million in the first full year of

operations.

Year 2

1 The business will have begun to develop relationships with construction

compani es

and

construct.i

be distribwed fully on a nationwide basis.
1 Gross recgts are projected to reach $1&@lion dollars.
1 Gross profits are progeed to reach approximately $16¥llion dollars.

Years 35

on

mat er

ial di

1 At the onset of the third year, the business will begin to aggressivelydxpan
other markets. Establishing factories and sales forces overseas.

1 By the fifth year of operans gross sales will reach $1.6ilion dollars.



Titan Brick
T Titan Brick’s gross margins wil/| i ncreas:
more established and thusi | | be able to manage the Co
efficiently and have the ability to acquire raw materials at a lower cost.
7.4 Marketing Strategies
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Management intends to use a qualified advertising and marketing firm to help Titan
Brick, Inc. reach its intended audience of construction based businesses. This campaign
will include the use of traditional print and media advertising as well as the Internet.
Direct advertising campaigns will be of significant importance as Titan Brick products
will appeal to a broad spectrum of demographics.
Additionally, conventions, construction trade shows, online advertising activities, sales
development andiral marketing campaigns will follow carefully orchestrated strategies
by marketing personnel in conjction with marketing experts.
Ti mely coverage of Titan Brick’'s innovation

press relations, news releases and feature stories targeted at key construction
communities and other media outlets. Publicity activitiéls ve designed to generate
ongoing coverage about the Company in targeted media by providing writers and editors
with newsworthy releases, features, stories, briefs, and visual material for their columns
and articles.

Additionally, the business will matiain a broad network of sales agents to contact and

develop purchase relationships with major construction companies and contrAtors.
will tailor our approach to yield maximum results from small, medium and large builders.
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Titan Brick

Estimates have shown that approximat@dypercent of singkamily housing starts are
built by small builders (less than 25 unitsr year); 21 percent by mediunuitders (25
99 units); and 40 percent by large builders (more than 100peritgeay.

The distribution for multifamily housing starts is quite different with 77 percent of the

units being built by large builder§he Company intends to develop an inelegent sales

network that will operate on a commission basis. At this time, Management is developing

a commission schedule that will provide agents Bfhto5% (for large ordersand 6%

to 10% (for smalland medium sizedrders). Prior to launching opd¢ians, Management
expects to have three to four sales agents
Mid-Atlantic and US based markets. One of the keys to making the business a success is

to provide as muchbf the Titan Brick product line through agany distribution channels

as possible. Two of the primary selling points that the Compaiti use areits

comparable low price and ease of construction properties.

On a regular basis, the Senior Management Team and Sales Agents will attend industry
conventions with a focus on the construction and contracting industry. In regards to
conventions, the business will regularly rent booths at exhibitiomgettd at these

businesses. Sepackages and | iterature regarding th
Brick products, and the costs associated with products will be featured.

Titan Brick will also make a strong effort to have governments mandate the use of our

brick when rebuilding homes in disaster affected areas (often the rebuilding is done with
governmentt unds and the government doesn’ t want
homes again when the next storm rolls in). In addition, Titan will make an effort to setup
factories in impoverishedreado help thosen need of housing (Africa, Haigtc).

Titan's marketing efforts will be magnified by the exploding green building trend. Over
much of the past decade, environmental concerns have helped shed light on the
importance of developing and utilizing sustainable materials for the construction of
homes, bildings and structures. States, counties and cities have tightened building codes
to promote the use of energificient products and sustainable materials, thereby driving
growth for the Sustainable Building Material Manufacturing industry. Tax subsidis
operating cost savings have also supported this trend, especially in light of the rapid rise
in Leadership in Energy and Environmental Design (LEED) certified buildings. A EEED
certified building adheres to specific standards related to energy sawiager
efficiency, carboremissions reduction and indoor environment quality. LEED buildings
are also evaluated on the materials that are used during construction with an emphasis on
sustainable products. The LEED status of a home determines how mudchxobr@ak

the home qualifies for. There are four categories. LEED qualified, Silver LEED, Gold
LEED and Platinum LEED. Our first home could qualify for Platinum LEED status. Our
building envelope will be so tight and efficient it should only require an 8\&stem
(heating and air conditioning) that is one third the size of a system used in wood frame
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homes (saving huge amounts of energy).

The plan to market the products will start with the construction of the first home and
commercial building using théricks. Videos of the construction and instructions on
exactly how do implement the construction will be made while the buildings are being
constructed. The videos will be made available on the website and YouTube.

Once the buildings are completed, a faR kit will be released and pushed out to the
media; highlighting the beefits of the bicks. A detailed construction and financial
analysis report will be provided on the projects and sent out to various contractors,
engineers, and architects to highligin financial benefits.

Our primary focus will be to sell the building industry on adopting our building system.
We want them to understand how the bricks can help them sell more homes faster and for
more money; while providing additional benefits to the individuals purchasiag th
buildings. Titan will provide builders with sales and marketing materials and websites
that they can use to educate prospective occupants or new building clients.

Titan Brick will also target the largest 5,000 homebuilders in the United States. We will
market to them through several channels. Phone, Email, Direct mail and special dinner
party seminar invites.

In addition to targeting the largest homebuilders, we will also focus our marketing efforts
on the areas of the country with the largest demangdréenand in which the bcks will
provide the greatest benefits (hurricanes, fire, insects, hot /cold climates, etc.) to the
builder, potential build clients and homebuyers.

Based on the benefit that Titan Bricks can offer the builder, we will strttixeir sales

or marketing department, and the constructi
a large marketing budget, so they need affordable ideas they can implerhelt them

acquire and close more business. Titan Bridkrepresent an gmortunityfor the builder

to differentiate from other builders while being able to offer substantial benefits to the

build client.

Titan Brick will contact every homebuilder and contractor in those targeted areas to
facilitate sales / distribution. Titarksa plans to set up local area dealers and support them
in creating direct sales teams that will build relationships with the area contractors. As
these dealers increase in size, Titan will continue to add new distribution centers and
regional manufacturpp facilities to support the demand. Titan Brick will also target and
pay special attention to contractors that pursue government and commercial contracts.

Titan Brick plans on getting out ahead of Dodge Reports; we will focus our efforts on
contacting aneducation key architectural firms on the titan brick and its advantages. We
will also look for those firms recognized as leaders in areas like creativity or green
construction.

Every product is sold through various distribution channels following a patratket.
Titan Brick will flow easily through each channel by identifying and influencing key
gatekeepers.
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By exploring what consumers think of our company and our competitors, we will identify
who the distribution gatekeepers are and their concerns.nBwikg what they are
thinking and what motivates them, we can ensure they will prefer our products. By
making this a key focus of our marketing plan, we will understand how to motivate each
channel member.

Our marketing efforts will delve deeply into thearket environment, examining areas of
growth opportunity, profiling the distribution gatekeepers and consumers, understanding
their needs, analyzing the competition, and identifying additional advantages. This will
help uncover new opportunities for growfhhe goal of the marketing effort will be to
allocate the marketing budget in a way that will be the most effective and have the largest
long term impact.

Architects have thousands of choices to make when designing a building. They also make
thousands ofradeoffs. There are always a few elements critical to them; they may be
performancebased, such as a roofing system, or aesthetic, such as the flooring in the
entryway. Next come products mandated by building codes. Everything else and even
many of the poducts required by code, is where the architect finds the budget for the
more expensive elements he or she really wants.

Despite these challenges, architectural selling can pay off greatly if properly approached.
By seizing this opportunity, we willhaweur product specified on ma
future projects. Selling architects is filling the pipeline for tomorrow.

Titan Brick will make it an emphasis to get in front of the main audiences that make key
decisions, the architects, contractors aatspective building owners. We will focus by
calling on owners or firms that are consistently involved in several building projects
where our product would apply. Making sure they understand its benefits.

Motivated contractors can hefell the bricks to architects and owners. With the Titan
brick offering benefits to the contractors, such as more profit, easier installation, more
reliable delivery and fewer callbacks; the contractors will compel architects and build
clients to use our brick

Many groups that invest in multiple construction projects employ their own staff of in
house architects. They do this to ensure optimal results in their buildings while
continually learning how to improve their performance, schedules, replacements and
repairs. A prominent example is large retail chains, especially big boxes and restaurant
chains.

Architects need to be aware of our product and our company, and they should have
confidence in both. We can spur product awareness to them through adveRRBjng,
trade shows, industry media and sales calls.

We will leverage our resources to get contractors on our side by showing them the key
aspects that provide real value; the primary features and benefits of the Titan brick they
can leverage to grow their inesses. These go beyond product, price and service. By
meeting their needs we will benefit in two ways:
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1. Increased loyalty from the contractor, who is now more concerned with success
than price.

2. By providing programs that focus on increasing sales, wieheip participating
contractors sell more jobs than those who

The needs of large contractors are different than those of small ones. Small contractors
have lower overhead and are likelyundeprice a job. Thus, large coractors need to
differentiate themselves from the smaller guys to show why they are worth the higher
cost.

By reaching small contractors through big box retailers, we can develop programs that

me et their needs, and then dlonfeeDepottTme m | oi n
program will be a simple handout, a seminar, and access to our website that provides the
information they need to use our products. It shows how much we value them because we

will help them improve their business.

Instead of seeing distribars as an expense to be minimized, we see then as an asset we
can use to grow. Distributors are a conduit to get our product out there and efficiently
deliver it in smaller quantities to dealers or contractors. With proper help from our staff,
we will be able to help them become champions of our products. By selling through
distributors, we will be able to utilize their sales reps to both promote and deliver our
products to customers.

Since Titan Bricks are something new and unique, our product can hedprdffic for

the distributor to their store. In addition, it can help convert new customers from other
distributors. Since Titan Brick ig basic building block for a housing system, it will help
distributors make addn sales for supporting products.

Titan Bricks can become part of every centerpiece as a core building product because:

T The distributor’'s sales people have need
sales and has a strong margin. Most products have a lot more direct competition
in the maketplace which lowers the distributermargins.

They need to display unique and profitable products in their showroom.

They need to feature the most lucrative products and traffic drivers in their flyers,
promotions and events.

By making us an asset to distributors, they’
up from the thousands of brands they might
from their advertising and sales staff exponentially more than the commpetitio

Titan Brick will strengthen our relationships with dealers by focusing on how much they
sell, not how much they buy. By being committed to their success, we will both win.

We wi | | focus on wunderstanding the edeal er’
gatekeeper is. Knowing who the gatekeeper is and how we can best sway their purchase
decisions is very important to us. It may be the designer, as with a kitchen and bath
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dealer; a counter person or outside sales person.

Ideally, by having sales trainingeetings with the gatekeepers, their boss will tell them

ent husiastically why he’s made the change t
make more money. It needs to be reasons like meeting customer needs better, keeping

their families safer, héthier and protecting the environment.

When we make the effort to hold this meeting, we will go above and beyond many

ot her s, which will show the dealer we’re <co
explore the use of consultants and industry experts for the sole purpose of using their
contacts to further the adoption of thecks. To spur awareness, we also plan to attend

the top trade shows in the industry.

The demand for sustainable materials regeased dramatically over the past eight
years. All types of construction projects and activities will drive the use of sustainable
materials, as property owners, developers and regulators put a greater emphasis on cost
savings, environmental protectiamd energy conservation. Structural building materials

are expected to account for about 44.0% of all sustainable building products in 2013.

When the first home is finished, we will notify local TV, radio and newspapers about the

home we have justconstt ed and it’s amazing qualities (
by a local company as a platinum LEED home, as green as a green building can get and

the highest rating possible).

Better insulation is available to builders today, but only custom home tziilgi¢h
clients willing to pay extra, actually use it. The big companies, building entire sub
divisions, will not use new materials if they cost more.

A good example is to watch blown insulation being installed in a new home by one of the

large public hora builders. The front porch, back porch and garage are not insulated

because the builder saves about $25. That does not sound like a lot of money, but when

you multiply that figure by 12,000 homes bui
to their ottom line. We believe Titan bricks will add much more to their bottom line and

also allow them to build more homes in the same amount of time without increasing their

labor force.

We are creating building procedures that will cover every possible eitusti home
building. The first homes we build will incorporate different problems or challenges to
create a system that is smooth and easy to follow. Demonstrations will be recorded on a
DVD that can be used at the work site as well as the office to do¢umevords and
pictures how a particular problem is resolved. Since most of the work can be provided by
unskilled workers, we can take advantage of tax policies that will reduce the cost of labor
further by hiring local workers to build the homes.

Titan Brick will target the following distribution channels path to market. This
will be done by identifying and influencing key gatekeepers.

By identifying each of the channels to market and uncovering the channel captains and
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gatekeepers; we truly understamow to motivate each channel member to change and
use our product.

Architects

T

= =4 =4 -8 A

= =4 =

Target architects that are the best fit for Titan Bricks (homes, apartments and
office buildings).

Get out ahead of the Dodge Reports. Focus on Key Firms.

Go beyond key firmand find leaders in specific areas.

Get the product mandated in building codes.

Show how our products can help them achieve their vision.

Contact owners and contractors the architects use to get them to recommend
Titan Bricks for the benefits it providelsem.

Contact and partner with-imouse architects.

Learn about them before we call and make personal calls.

Build awareness of the products by getting it out in front of architects with
advertising, PR, trade shows and other media, not to mention sdseanchl
presentations.

Big Box Stores

T

1
T
T

= =

Builders

Read online marketing pieces and press releases to learn what the
management and store managers are focused on.

Show them how Titan Bricks can help them achieve their goals.

Hold how to workshops on building with thecks.

Use the bricks in displays around and in front of the store.

Focus on stores that would benefit the most from the bricks (areas prone to
hurricanes, fires, insects, etc.).

Use the bricks to display other items.

Work with their marketing departmeta get into their circulars.

Take the time to learn their business and how we can help them solve their
problems.

Focus on helping the builder get more sales instead of just selling to the
builder

Ask questions and find out what works and wdhat e s n” t .

Get to know each builder individually and learn how we can help each
builder meet their goals.

Talk with the installers and construction personnel to make sure they know
how to build with the product and it benefits.

Work with the sales, marketingonstruction and engineering departments
instead of the purchasing departments.

37



1 Provide a higkend impact item, such as a large waterfall, that could drive
traffic by word of mouth.

Contractors

1 Leverage our resources to get contractors on our side.
1 Identify the contractor in charge as the gatekeeper, and become his preferred

vendor.

1 Have a “Preferred Contractor” program.

1 Develop solutions for small contractors to help save time and money.

1 Demonstrate to small and large contractors that we are comrtotteelping
them grow.

1 Provide proper training to do the job correctly and efficiently.

1 Find small contractors working with the big box retailers.

1 Contact the large contractors individually.

Dealers

1 Focus on how much they sell, not what they buy.

1 Help thedealers selbur product.

1 Become their preferred product.

1 Have sales training meetings with the staff; walk them through the features and
benefits.

1 Help the dealers grow, not just with our products, but with other support
products.

1 Develop comprehensiwdealer support programs.

Distributors

Think of distributors as an asset instead of an expense.

Focus on improving the performance of our distributors.

Have them carry us, become the preferred product and help them perform better.
Become a product thatistomers expect to see or request.

Being a core item, promote the opportunity for-ahdsales.

Being unique will allow the distributor to generate additional traffic.

Become the centerpiece by focusing on the sales team, displaying other
products, and m®me featured in their circulars.

= =4 =4 -8 -8 -9 -9

7.5 Product Marketing

Using the aforementioned marketing strategies, Titan Brick will heavily focus on the low
cost , environmentally friendly, and structu
pending Titan Brickproduct line. The business will showcase all of these points in all
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sales literature produced and distributed by the Company. One of the additional focuses
will be the tax subsidies and tax credits associated with using environmentally friendly
materials.

7.6 Marketing Plan Overview

1 Attain lists of architects and contractors. Then mail, email and make direct contact
with them.

1 Attend various trade shows to demonstrate the product to builders and

contractors.

1 Work with all of the building related traderganizations and hold free seminars
explaining the benefits of the Titan Brick.

1 PayPerClick ads targeting keywords such as: green home, green building
material, custom home plans, etc.

1 Internet ads and television ads targeting consumers in high riskamng areas
like Florida and other states where consumers want green or flood or fire resistant
homes.

i Frequent press releases.
1 AggressivePR campaigns to receive free media exposure.
1 Multiple explanation / education basedeosshowcasing the Titan bkc
1 Detailedfinancials @monstrating how builders cdouild a better home for less.
1 Provide marketing kits and brochures to contractors that will assist them mg selli
the system to potential prospects / build clients.
1 Actively pursue gvernment contracts and educate them on how the Titan
brick can help them win more bids / projects.
1 Develop a largeetworkof dealers across the nation.
1 Rebuild homes in disaster areas
7.7 Price

The price of each Titan Brick will be $2.30SD. Management anticipatesatt the
Compay’' s gross margins wil/ be 68% or mor e.

7.8 Distribution
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As with other block and brick companies, Titan plans to utilize the railroads as its

primary mode of shipment to distributors and Titan distribution centers across the
country.

All direct sales will be made through Titans direct sales team or retail sales partners.

Organizational Plan

8.1 Corporate Organization

The Company will be organized as follows:

[ ]
| | | | |
. : Marketing
Production Back Office !
Operations
I_I_I [ : 1 I_I_I

Titan Brick e . Legal - ) Regional
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8.2 Organizational Budget Table

Personnel Plan - Yearly

Titan Brick

Year 1 2 3 4 5
Senior Management $500,000 | $1,030,000 | $1,060,900 | $1,365,909 | $1,406,886
Sales Staff $75,000 $154,500 $238,703 $327,818 $422,066
Factory Staff $160,000 $412,000 $848,720 | $1,267,563 | $1,845,834
Technical Staff $200,000 $412,000 $636,540 $764,909 $844,132
Office Staff $162,500 $334,750 $517,189 $710,273 $914,476
Total $1,097,500 | $2,343,250 $3,302,051 $4,436,472 $5,433,394

Numbers of Personnel

Year 1 2 3 4 5
Senior Management 2 4 4 5 5
Sales Staff 2 4 6 8 10
Factory Staff 4 10 20 29 41
Technical Staff 4 8 12 14 15
Office Staff 5 10 15 20 25
Totals 17 36 57 76 96
8.2 Organizational Budget Chart
4 )
Personnel Expense Breakdown
0,
15% @ Senior Management
18% O Sales Staff
W Factory Staff
O Technical Staff
15% — @ Office Staff
< J
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Financial Plan
9.1 Underlying Assumptions

The Company has based its Proforma financial statements twoiltiang:

i Titan Brick, Inc. will settle most short term payables at the end of the month.

1 Management will seek 44 million of equity financing in the first year of

operations.

1 The Company is expecting to have an average annual growth rate of 420% per

year.

9.2 Financial Highlights

1 Positive cash flow and profitability in each year of operation.

1 Highly recurring streams of revenue from the purchase orders solicited for Titan

Brick products.

1 Strong gross margins from the distribution of Titan Bricks ® diemographics

discussed in the fifth section of the business plan.

9.3 Economic Analysis

The Company’ s revenues

at all times.

9.4 Source of Funds Table

Equity Financiers

are moderately
housing market not continue to improve (especially for new home developmrmehts a
commercial building starts) then sales of Titan Bricks may wane. However, Titan Brick,
Inc. expects to generate extremely high gross margins from its product sales.
Additionally, the business will maintain a low overhead as it relates to manufacturing
operations. As such, the business will be able to remain profitable and cash flow positive

Investor(s) $1,700,000.00
Total Equity Financing $1,700,000.00
Banks and Lenders

Total Debt Financing $0.00
Total Financing $1,700,000.00
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9.5 Financial Proformas

9.5.1 Profit and Loss Statement Table and Chart

Proforma Profit and Loss (Yearly)

Year 1 2 3 4 5
$15,075,00 $158,287,50 $1,066,256,25
Sales 0 0 | $345,066,750 $710,837,505 8
Cost of Goods Sold $4,824,000 $50,652,000 | $110,421,360 $227,468,002 $341,202,002
Gross Margin 68.00% 68.00% 68.00% 68.00% 68.00%
$10,251,00 $107,635,50
Operating Income 0 0 | $234,645,390 $483,369,503 $725,054,255
Expenses
Payroll $1,097,500 $2,343,250 $3,302,051 $4,436,472 $5,433,394
General and Administrative
Costs $331,650 $3,482,325 $7,591,469 $15,638,425 $23,457,638
Marketing Expenses $467,325 $4,906,913 $10,697,069 $22,035,963 $33,053,944
Equipment Maintenance Costs $76,883 $807,266 $1,759,840 $3,625,271 $5,437,907
Insurance Costs $226,125 $2,374,313 $5,176,001 $10,662,563 $15,993,844
Professional Fees and Licensure $50,000 $57,500 $66,125 $76,044 $87,450
Distribution Costs $663,300 $6,964,650 $15,182,937 $31,276,850 $46,915,275
Miscellaneous Costs $60,300 $633,150 $1,380,267 $2,843,350 $4,265,025
Payroll Taxes $164,625 $351,488 $495,308 $665,471 $815,009
Total Operating Costs $3,137,708 $21,920,854 $45,651,067 $91,260,408 $135,459,486
EBITA $7,113,293 $85,714,646 | $188,994,323 $392,109,095 $589,594,769
Federal Income Tax $2,347,387 $28,285,833 $62,368,126 $129,396,001 $194,566,274
State Income Tax $355,665 $4,285,732 $9,449,716 $19,605,455 $20,479,738
Interest Expense $0 $0 $0 $0 $0
Net Profit $4,410,241 $53,143,081 | $117,176,480 $243,107,639 $365,548,757
Profit Margin 29.26% 33.57% 33.96% 34.20% 34.28%
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9.5.2 Common Size Income Statement Table

Titan Brick
4 . . )
Sales, Operating Costs, and Profit Forecast
$1,200,000,000
$1,000,000,000
$800,000,000
$600,000,000 B Sales
$400,000.000 B Total Operating Costs
O Net Profit
$200,000,000
$0
2 3 4 5
Year
. y

broforma Profit and Lo 5 5 =
Year 1 2 3 4 5

Sales 100.00% 100.00% 100.00% 100.00% 100.00%
Cost of Goods Sold 32.00% 32.00% 32.00% 32.00% 32.00%
Operating Income 68.00% 68.00% 68.00% 68.00% 68.00%
Expenses

Payroll 7.28% 1.48% 0.96% 0.62% 0.51%
General and Administrative Costs 2.20% 2.20% 2.20% 2.20% 2.20%
Marketing Expenses 3.10% 3.10% 3.10% 3.10% 3.10%
Equipment Maintenance Costs 0.51% 0.51% 0.51% 0.51% 0.51%
Insurance Costs 1.50% 1.50% 1.50% 1.50% 1.50%
Professional Fees and Licensure 0.33% 0.04% 0.02% 0.01% 0.01%
Distribution Costs 4.40% 4.40% 4.40% 4.40% 4.40%
Miscellaneous Costs 0.40% 0.40% 0.40% 0.40% 0.40%
Payroll Taxes 1.09% 0.22% 0.14% 0.09% 0.08%
Total Operating Costs 20.81% 13.85% 13.23% 12.84% 12.70%
EBITA 47.19% 54.15% 54.77% 55.16% 55.30%
Federal Income Tax 15.57% 17.87% 18.07% 18.20% 18.25%
State Income Tax 2.36% 2.71% 2.74% 2.76% 2.76%
Interest Expense 0.00% 0.00% 0.00% 0.00% 0.00%
Net Profit 29.26% 33.57% 33.96% 34.20% 34.28%

44




9.5.3 Cash Flow Analysis Table and Chart

Proforma Cash Flow Analysis - Yearly

Year 1 2 3 4 5
Cash From Operations $4,410,241 $53,143,081 $117,176,480 | $243,107,639 | $365,548,757
Cash From Receivables $0 $0 $0 $0 $0
Operating Cash Inflow $4,410,241 $53,143,081 $117,176,480 | $243,107,639 | $365,548,757
Other Cash Inflows
Equity Investment $1,700,000 $0 $0 $0 $0
Increased Borrowings $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0
A/P Increases $10,000,000 $11,500,000 $13,225,000 $15,208,750 $17,490,063
Total Other Cash Inflows $11,700,000 $11,500,000 $13,225,000 $15,208,750 $17,490,063
Total Cash Inflow $16,110,241 $64,643,081 $130,401,480 | $258,316,389 | $383,038,819
Cash Outflows
Repayment of Principal $0 $0 $0 $0 $0
A/P Decreases $8,000,000 $8,800,000 $9,680,000 $10,648,000 $11,712,800
A/R Increases $0 $0 $0 $0 $0
Asset Purchases $1,050,000 $34,543,002 $76,164,712 | $158,019,965 | $237,606,692
Dividends $1,323,072 $15,942,924 $35,152,944 $72,932,292 | $109,664,627
Total Cash Outflows $10,373,072 $59,285,927 $120,997,656 | $241,600,257 | $358,984,119
Net Cash Flow $5,737,169 $5,357,154 $9,403,824 $16,716,132 $24,054,700
Cash Balance $5,737,169 $11,094,323 $20,498,147 $37,214,279 $61,268,979
4 )
Proforma Cash Flow (Yearly)
$400,000,000
$350,000,000 -
$300,000,000 -
$250,000,000 -
$200,000,000 O Total Cash Inflow
$150,000,000 B Total Cash Outflows
$100,000,000 1 B Net Cash Flow
$50,000,000 -
$0
2 3 4 5
Year
N y
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Titan Brick
9.5.4 Balance Sheet Table and Chart
Proforma Balance Sheet - Yearly
Year 1 2 3 4 5
Assets
Cash $5,737,169 $11,094,323 $20,498,147 $37,214,279 $61,268,979
Amortized Startup and Expansion Costs $360,000 | $22,812,952 | $72,320,014 | $175,032,992 | $329,477,342
Inventory $150,000 $3,604,300 $11,220,771 $27,022,768 $50,783,437
FF&E $690,000 $9,325,751 $28,366,929 $67,871,920 | $127,273,593
Accumulated Depreciation ($85,714) | ($2,571,429) | ($2,657,143) | ($2,742,857) ($2,828,571)
Total Assets $6,851,455 $44,265,897 | $129,748,719 | $304,399,102 | $565,974,780
Liabilities and Equity
Accounts Payable $2,000,000 $4,700,000 $8,245,000 $12,805,750 $18,583,013
Long Term Liabilities $0 $0 $0 $0 $0
Other Liabilities $0 $0 $0 $0 $0
Total Liabilities $2,000,000 $4,700,000 $8,245,000 $12,805,750 $18,583,013
Net Worth $4,851,455 | $39,565,897 | $121,503,719 | $291,593,352 | $547,391,767
Total Liabilities and Equity $6,851,455 | $44,265,897 | $129,748,719 | $304,399,102 | $565,974,780
4 )
Proforma Balance Sheet

$600,000,000 -

$500,000,000 1

$400,000,000 1

$300,000,000 1 B Total Assets

O Total Liabilities
$200,000,000 1
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$100,000,000 1
$0
1
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g J
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9.6 Breakeven Analysis Table and Chart

Monthly Break Even Analysis

Titan Brick

Year 1 2 3 4 5
Monthly Revenue $384,523 $2,686,379 $5,594,494 $11,183,874 $16,600,427
Yearly Revenue $4,614,276 | $32,236,550 | $67,133,923 | $134,206,482 | $199,205,126
. ™
Break Even Analysis
$200,000,000
$150,000,000
$100,000,000 W Monthly Revenue
$50,000,000 W Yearly Revenue
0 1 2 3 4 5
Year
N .
9.7 Business Ratios Table
Business Ratios - Yearly
Year 1 2 3 4 5)
Sales
Sales Growth 0.0% 950.0% 118.0% 106.0% 50.0%
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0%
Financials
Profit Margin 29.26% 33.57% 33.96% 34.20% 34.28%
Assets to Liabilities 3.43 9.42 15.74 23.77 30.46
Equity to Liabilities 2.43 8.42 14.74 22.77 29.46
Assets to Equity 1.41 1.12 1.07 1.04 1.03
Liquidity
Acid Test 2.87 2.36 2.49 2.91 3.30
Cash to Assets 0.84 0.25 0.16 0.12 0.11

9.8 General Assumptions Table

General Assumptions

Year 1 2 3 4 5
Federal Tax Rate 33.0% 33.0% 33.0% 33.0% 33.0%
State Tax Rate 5.0% 5.0% 5.0% 5.0% 5.0%
Personnel Taxes 15.0% 15.0% 15.0% 15.0% 15.0%




Titan Brick
Appendix
SWOT Analysis
Strengths
1 The ability to create networks of referral agents through the United States and

abroad.

Qualified and experienced senior managemehbieCorey Park

Highly predictable streams of revenue from the sale of Titan Bricks, which will
allow thebusiness to make substantial reinvestments into the business using the
Company’ s positive cash fl ow.

Low raw material and input costs.

Consumers and legislation are driving up demand for green building products.

No direct competition with a comparable dret.

Weaknesses

il
il
il

Business can fluctuate based on the demand for new housing starts.
Moderate operating and distribution costs.

Low exposure to the marketplace at this time.

Opportunities

1

1

Develop relationships with service providers such as generalractors,
construction companies, and architects.

Expansion of the Company’s operations
international markets.

Ability to be the first to achieve deep penewatin many of the untapped markets
around the globe. Thus, become the prominent brand in those markets

Potential strategic alliances, acquisitions or licensing of green building
technologies to add to our building system. Titan may combine with other green
building products to be usedasp s el | s. Hel ping Titanods
even better LEED certified green buildings.
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Threats

1 Liabilities resulting from improper manufacturing practices.

1 Insufficient capitalization malead to the inability to effectively penetrate each of
the key markets / countries

1 The number of regulatory issues as regarding construction material businesses is
increasing.

Critical Risks and Problems

Development Risk- Moderate

Titan Brick, Inc. has already developed dested the Titan Brick product line. It is fully

ready for large scale manufacturing and distribution. The primary development risk faced

by the business is Management'’'s ability to s

Financing Risk- Moderate

At this time, Management is seeking.&million of capital in order to get in to position

to begin generating revenue. The company may seek an additional round before the end
of 2014 for additional working capital, reserves and raw materials. The red&&ed to

this financing are ameliorated by the high margin incomes generated on the sale of each
Titan Brick. Additionally, a large amount of the capital sought will be held in tangible
FF&E.

Marketing Risk— Moderate

Management intends on using the neditkg strategies outlined in the marketing section

of the business plan coupled with an aggressive sales program. However, these marketing
strategies are expensive and they may not yield the financial results anticipated in this
business plan.

ManagemenRisk — Low/Moderate
The Company has a board of directors and management team that have extensive

experience in the field of construction ar
management is educated, motivated, and experienced in all aspects @& Titarc k , Il nc. ' s
operations.

Valuation Risk- Low
The risk that an investor pays too much for the venture may be offset by:

1 Investor funds will be in a Company that may generate predictable streams of
high margin revenue from the sale of Titan Bricks.
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Titan Brick

1 The Gmpany may grow at a rate that creates value and equity in the business
very quickly.

1 The business can potentially amass a large inventory of operating assets that can
be divested within 24 months.

Exit Risk- Low
There is a great demand for establishednstruction material businesses, and
Management of Titan Brick, Inc. feels that the full sale of all Company assets could occur
within one year of marketing the Company for sale. The Company would most likely
solicit the help of a major investment bank.

Reference Sources

All statistics and market information was obtained through:
1. U.S. Government Bureau of Labor Statistics
2. U.S. Bureau of Economic Analysis Construction Materials Wholesaling
3. U.S. Economic Census

3.1 Construction ContractorsNAICS Report234910
3.2 Construction Materials WholesalirgNAICS Report 421610
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Titan Brick
Expanded Profit and Loss Statements
Pro and Lo ateme a
Months 1 2 3 4 5 6 7

Sales $1,187,500 $1,200,000 $1,212,500 $1,225,000 $1,237,500 | $1,250,000 | $1,262,500
Cost of Goods Sold $380,000 $384,000 $388,000 $392,000 $396,000 $400,000 $404,000
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0% 68.0% 68.0%
Operating Income $807,500 $816,000 $824,500 $833,000 $841,500 $850,000 $858,500
Expenses

Payroll $91,458 $91,458 $91,458 $91,458 $91,458 $91,458 $91,458
General and Administrative Costs $27,638 $27,638 $27,638 $27,638 $27,638 $27,638 $27,638
Marketing Expenses $38,944 $38,944 $38,944 $38,944 $38,944 $38,944 $38,944
Equipment Maintenance Costs $6,407 $6,407 $6,407 $6,407 $6,407 $6,407 $6,407
Insurance Costs $18,844 $18,844 $18,844 $18,844 $18,844 $18,844 $18,844
Professional Fees and Licensure $4,167 $4,167 $4,167 $4,167 $4,167 $4,167 $4,167
Distribution Costs $55,275 $55,275 $55,275 $55,275 $55,275 $55,275 $55,275
Miscellaneous Costs $5,025 $5,025 $5,025 $5,025 $5,025 $5,025 $5,025
Payroll Taxes $13,719 $13,719 $13,719 $13,719 $13,719 $13,719 $13,719
Total Operating Costs $261,476 $261,476 $261,476 $261,476 $261,476 $261,476 $261,476
EBITA $546,024 $554,524 $563,024 $571,524 $580,024 $588,524 $597,024
Federal Income Tax $184,910 $186,857 $188,803 $190,749 $192,696 $194,642 $196,589
State Income Tax $28,017 $28,312 $28,607 $28,901 $29,196 $29,491 $29,786
Interest Expense $0 $0 $0 $0 $0 $0 $0
Net Profit $333,097 $339,356 $345,615 $351,873 $358,132 $364,391 $370,649
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Titan Brick
Pro and Lo ateme 0
Month 8 9 10 11 12 1
Sales $1,275,000 | $1,287,500 $1,300,000 $1,312,500 $1,325,000 | $15,075,000
Cost of Goods Sold $408,000 $412,000 $416,000 $420,000 $424,000 $4,824,000
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0% 68.0%
Operating Income $867,000 $875,500 $884,000 $892,500 $901,000 | $10,251,000
Expenses
Payroll $91,458 $91,458 $91,458 $91,458 $91,458 $1,097,500
General and Administrative Costs $27,638 $27,638 $27,638 $27,638 $27,638 $331,650
Marketing Expenses $38,944 $38,944 $38,944 $38,944 $38,944 $467,325
Equipment Maintenance Costs $6,407 $6,407 $6,407 $6,407 $6,407 $76,883
Insurance Costs $18,844 $18,844 $18,844 $18,844 $18,844 $226,125
Professional Fees and Licensure $4,167 $4,167 $4,167 $4,167 $4,167 $50,000
Distribution Costs $55,275 $55,275 $55,275 $55,275 $55,275 $663,300
Miscellaneous Costs $5,025 $5,025 $5,025 $5,025 $5,025 $60,300
Payroll Taxes $13,719 $13,719 $13,719 $13,719 $13,719 $164,625
Total Operating Costs $261,476 $261,476 $261,476 $261,476 $261,476 $3,137,708
EBITA $605,524 $614,024 $622,524 $631,024 $639,524 $7,113,293
Federal Income Tax $198,535 $200,482 $202,428 $204,374 $206,321 | $2,347,387
State Income Tax $30,081 $30,376 $30,671 $30,966 $31,261 $355,665
Interest Expense $0 $0 $0 $0 $0 $0
Net Profit $376,908 $383,167 $389,425 $395,684 $401,943 $4,410,241
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Profit and Loss Statement (Second Year)

2

Quarter Q1 Q2 Q3 Q4 2

Sales $31,657,500 | $39,571,875 | $42,737,625 | $44,320,500 | $158,287,500
Cost of Goods Sold $10,130,400 $12,663,000 | $13,676,040 | $14,182,560 $50,652,000
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0%
Operating Income $21,527,100 | $26,908,875 | $29,061,585 | $30,137,940 | $107,635,500
Expenses

Payroll $468,650 $585,813 $632,678 $656,110 $2,343,250
General and Administrative Costs $696,465 $870,581 $940,228 $975,051 $3,482,325
Marketing Expenses $981,383 $1,226,728 $1,324,866 $1,373,936 $4,906,913
Equipment Maintenance Costs $161,453 $201,817 $217,962 $226,035 $807,266
Insurance Costs $474,863 $593,578 $641,064 $664,808 $2,374,313
Professional Fees and Licensure $11,500 $14,375 $15,525 $16,100 $57,500
Distribution Costs $1,392,930 $1,741,163 $1,880,456 $1,950,102 $6,964,650
Miscellaneous Costs $126,630 $158,288 $170,951 $177,282 $633,150
Payroll Taxes $70,298 $87,872 $94,902 $98,417 $351,488
Total Operating Costs $4,384,171 $5,480,213 $5,918,631 $6,137,839 $21,920,854
EBITA $17,142,929 | $21,428,662 | $23,142,954 | $24,000,101 $85,714,646
Federal Income Tax $5,657,167 $7,071,458 $7,637,175 | $7,920,033 $28,285,833
State Income Tax $857,146 $1,071,433 $1,157,148 $1,200,005 $4,285,732
Interest Expense $0 $0 $0 $0 $0
Net Profit $10,628,616 | $13,285,770 | $14,348,632 | $14,880,063 $53,143,081
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Profit and Loss Statement (Third Year)

3

Quarter Q1 Q2 Q3 Q4 3

Sales $69,013,350 | $86,266,688 | $93,168,023 | $96,618,690 | $345,066,750
Cost of Goods Sold $22,084,272 $27,605,340 | $29,813,767 | $30,917,981 $110,421,360
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0%
Operating Income $46,929,078 | $58,661,348 | $63,354,255 | $65,700,709 | $234,645,390
Expenses

Payroll $660,410 $825,513 $891,554 $924,574 $3,302,051
General and Administrative Costs $1,518,294 $1,897,867 $2,049,696 | $2,125,611 $7,591,469
Marketing Expenses $2,139,414 $2,674,267 $2,888,209 $2,995,179 $10,697,069
Equipment Maintenance Costs $351,968 $439,960 $475,157 $492,755 $1,759,840
Insurance Costs $1,035,200 $1,294,000 $1,397,520 $1,449,280 $5,176,001
Professional Fees and Licensure $13,225 $16,531 $17,854 $18,515 $66,125
Distribution Costs $3,036,587 $3,795,734 $4,099,393 $4,251,222 $15,182,937
Miscellaneous Costs $276,053 $345,067 $372,672 $386,475 $1,380,267
Payroll Taxes $99,062 $123,827 $133,733 $138,686 $495,308
Total Operating Costs $9,130,213 | $11,412,767 | $12,325,788 | $12,782,299 $45,651,067
EBITA $37,798,865 | $47,248,581 | $51,028,467 | $52,918,410 | $188,994,323
Federal Income Tax $12,473,625 | $15,592,032 | $16,839,394 | $17,463,075 $62,368,126
State Income Tax $1,889,943 $2,362,429 $2,551,423 | $2,645,921 $9,449,716
Interest Expense $0 $0 $0 $0 $0
Net Profit $23,435,296 | $29,294,120 | $31,637,650 | $32,809,414 | $117,176,480
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Titan Brick
4

Quarter Q1 Q2 Q3 Q4 4

Sales $142,167,501 | $177,709,376 | $191,926,126 | $199,034,501 | $710,837,505
Cost of Goods Sold $45,493,600 $56,867,000 $61,416,360 $63,691,040 $227,468,002
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0%
Operating Income $96,673,901 | $120,842,376 | $130,509,766 | $135,343,461 | $483,369,503
Expenses

Payroll $887,294 $1,109,118 $1,197,847 $1,242,212 $4,436,472
General and Administrative Costs $3,127,685 $3,909,606 $4,222,375 $4,378,759 $15,638,425
Marketing Expenses $4,407,193 $5,508,991 $5,949,710 $6,170,070 $22,035,963
Equipment Maintenance Costs $725,054 $906,318 $978,823 $1,015,076 $3,625,271
Insurance Costs $2,132,513 $2,665,641 $2,878,892 $2,985,518 $10,662,563
Professional Fees and Licensure $15,209 $19,011 $20,532 $21,292 $76,044
Distribution Costs $6,255,370 $7,819,213 $8,444,750 $8,757,518 $31,276,850
Miscellaneous Costs $568,670 $710,838 $767,705 $796,138 $2,843,350
Payroll Taxes $133,094 $166,368 $179,677 $186,332 $665,471
Total Operating Costs $18,252,082 $22,815,102 $24,640,310 $25,5652,914 $91,260,408
EBITA $78,421,819 $98,027,274 | $105,869,456 | $109,790,547 | $392,109,095
Federal Income Tax $25,879,200 $32,349,000 $34,936,920 $36,230,880 | $129,396,001
State Income Tax $3,921,091 $4,901,364 $5,293,473 $5,489,527 $19,605,455
Interest Expense $0 $0 $0 $0 $0
Net Profit $48,621,528 $60,776,910 $65,639,063 $68,070,139 | $243,107,639
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Profit and Loss Statement (Fifth Year)

5

Quarter Q1 Q2 Q3 Q4 5

Sales $213,251,252 | $266,564,064 | $287,889,190 | $298,551,752 | $1,066,256,258
Cost of Goods Sold $68,240,400 $85,300,501 $92,124,541 $95,536,561 $341,202,002
Gross Margin 68.0% 68.0% 68.0% 68.0% 68.0%
Operating Income $145,010,851 | $181,263,564 | $195,764,649 | $203,015,191 | $725,054,255
Expenses

Payroll $1,086,679 $1,358,348 $1,467,016 $1,521,350 $5,433,394
General and Administrative Costs $4,691,528 $5,864,409 $6,333,562 $6,568,139 $23,457,638
Marketing Expenses $6,610,789 $8,263,486 $8,924,565 $9,255,104 $33,053,944
Equipment Maintenance Costs $1,087,581 $1,359,477 $1,468,235 $1,522,614 $5,437,907
Insurance Costs $3,198,769 $3,998,461 $4,318,338 $4,478,276 $15,993,844
Professional Fees and Licensure $17,490 $21,863 $23,612 $24,486 $87,450
Distribution Costs $9,383,055 $11,728,819 $12,667,124 $13,136,277 $46,915,275
Miscellaneous Costs $853,005 $1,066,256 $1,151,557 $1,194,207 $4,265,025
Payroll Taxes $163,002 $203,752 $220,052 $228,203 $815,009
Total Operating Costs $27,091,897 $33,864,871 $36,574,061 $37,928,656 $135,459,486
EBITA $117,918,954 | $147,398,692 | $159,190,588 | $165,086,535 $589,594,769
Federal Income Tax $38,913,255 | $48,641,568 | $52,532,894 | $54,478,557 $194,566,274
State Income Tax $5,895,948 $7,369,935 $7,959,529 $8,254,327 $29,479,738
Interest Expense $0 $0 $0 $0 $0
Net Profit $73,109,751 $91,387,189 $98,698,164 | $102,353,652 $365,548,757
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Titan Brick
Expanded Cash Flow Analysis
a 0 Ana
Month 1 2 3 4 5 6 7 8

Cash From Operations $333,097 $339,356 $345,615 $351,873 $358,132 $364,391 $370,649 $376,908
Cash From Receivables $0 $0 $0 $0 $0 $0 $0 $0
Operating Cash Inflow $333,097 $339,356 $345,615 $351,873 $358,132 $364,391 $370,649 $376,908
Other Cash Inflows

Equity Investment $1,700,000 $0 $0 $0 $0 $0 $0 $0
Increased Borrowings $0 $0 $0 $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0 $0 $0 $0
A/P Increases $833,333 $833,333 $833,333 $833,333 $833,333 $833,333 $833,333 $833,333
Total Other Cash Inflows $2,533,333 $833,333 $833,333 $833,333 $833,333 $833,333 $833,333 $833,333
Total Cash Inflow $2,866,431 $1,172,689 $1,178,948 $1,185,207 $1,191,465 | $1,197,724 $1,203,983 | $1,210,241
Cash Outflows

Repayment of Principal $0 $0 $0 $0 $0 $0 $0 $0
A/P Decreases $666,667 $666,667 $666,667 $666,667 $666,667 $666,667 $666,667 $666,667
A/R Increases $0 $0 $0 $0 $0 $0 $0 $0
Asset Purchases $1,050,000 $0 $0 $0 $0 $0 $0 $0
Dividends $0 $0 $0 $0 $0 $0 $0 $0
Total Cash Outflows $1,716,667 $666,667 $666,667 $666,667 $666,667 $666,667 $666,667 $666,667
Net Cash Flow $1,149,764 $506,023 $512,281 $518,540 $524,799 | $531,057 $537,316 | $543,575
Cash Balance $1,149,764 $1,655,787 $2,168,068 $2,686,608 $3,211,407 | $3,742,465 $4,279,781 | $4,823,356
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Titan Brick

Cash Flow Analysis (First Year Cont.)

Month 9 10 11 12 1

Cash From Operations $383,167 $389,425 $395,684 $401,943 $4,410,241
Cash From Receivables $0 $0 $0 $0 $0
Operating Cash Inflow $383,167 $389,425 $395,684 $401,943 $4,410,241
Other Cash Inflows

Equity Investment $0 $0 $0 $0 $1,700,000
Increased Borrowings $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0
A/P Increases $833,333 $833,333 $833,333 $833,333 | $10,000,000
Total Other Cash Inflows $833,333 $833,333 $833,333 $833,333 | $11,700,000
Total Cash Inflow $1,216,500 $1,222,759 $1,229,017 $1,235,276 | $16,110,241
Cash Outflows

Repayment of Principal $0 $0 $0 $0 $0
A/P Decreases $666,667 $666,667 $666,667 $666,667 $8,000,000
A/R Increases $0 $0 $0 $0 $0
Asset Purchases $0 $0 $0 $0 $1,050,000
Dividends $0 $0 $0 | $1,323,072 $1,323,072
Total Cash Outflows $666,667 $666,667 $666,667 $1,989,739 | $10,373,072
Net Cash Flow $549,833 $556,092 $562,351 | -$754,463 | $5,737,169
Cash Balance $5,373,189 $5,929,281 $6,491,632 $5,737,169 $5,737,169
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Cash Flow Analysis (Second Year)

2
Quarter Q1 Q2 Q3 Q4 2
Cash From Operations $10,628,616 | $13,285,770 | $14,348,632 | $14,880,063 | $53,143,081
Cash From Receivables $0 $0 $0 $0 $0
Operating Cash Inflow $10,628,616 | $13,285,770 | $14,348,632 | $14,880,063 | $53,143,081
Other Cash Inflows
Equity Investment $0 $0 $0 $0 $0
Increased Borrowings $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0
A/P Increases $2,300,000 $2,875,000 $3,105,000 $3,220,000 | $11,500,000
Total Other Cash Inflows $2,300,000 $2,875,000 $3,105,000 $3,220,000 | $11,500,000
Total Cash Inflow $12,928,616 | $16,160,770 | $17,453,632 | $18,100,063 | $64,643,081
Cash Outflows
Repayment of Principal $0 $0 $0 $0 $0
A/P Decreases $1,760,000 $2,200,000 $2,376,000 $2,464,000 $8,800,000
A/R Increases $0 $0 $0 $0 $0
Asset Purchases $6,908,600 $8,635,751 $9,326,611 $9,672,041 | $34,543,002
Dividends $3,188,585 $3,985,731 $4,304,590 $4,464,019 | $15,942,924
Total Cash Outflows $11,857,185 | $14,821,482 | $16,007,200 | $16,600,059 | $59,285,927
Net Cash Flow $1,071,431 | $1,339,289 | $1,446,432 | $1,500,003 | $5,357,154
Cash Balance $6,808,600 $8,147,888 $9,594,320 | $11,094,323 | $11,094,323
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Titan Brick

Cash Flow Analysis (Third Year)

3
Quarter Ql Q2 Q3 Q4 3
Cash From Operations $23,435,296 | $29,294,120 | $31,637,650 | $32,809,414 | $117,176,480
Cash From Receivables $0 $0 $0 $0 $0
Operating Cash Inflow $23,435,296 | $29,294,120 | $31,637,650 | $32,809,414 | $117,176,480
Other Cash Inflows
Equity Investment $0 $0 $0 $0 $0
Increased Borrowings $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0
A/P Increases $2,645,000 $3,306,250 $3,570,750 $3,703,000 $13,225,000
Total Other Cash Inflows $2,645,000 $3,306,250 $3,570,750 $3,703,000 $13,225,000
Total Cash Inflow $26,080,296 | $32,600,370 | $35,208,400 | $36,512,414 | $130,401,480
Cash Outflows
Repayment of Principal $0 $0 $0 $0 $0
A/P Decreases $1,936,000 $2,420,000 $2,613,600 $2,710,400 $9,680,000
A/R Increases $0 $0 $0 $0 $0
Asset Purchases $15,232,942 | $19,041,178 | $20,564,472 | $21,326,119 $76,164,712
Dividends $7,030,589 $8,788,236 $9,491,295 $9,842,824 $35,152,944
Total Cash Outflows $24,199,531 | $30,249,414 | $32,669,367 | $33,879,344 | $120,997,656
Net Cash Flow $1,880,765 $2,350,956 $2,539,032 $2,633,071 $9,403,824
Cash Balance $12,975,088 | $15,326,044 | $17,865,076 | $20,498,147 | $20,498,147
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Cash Flow Analysis (Fourth Year)

Titan Brick

4
Quarter Ql Q2 Q3 Q4 4

Cash From Operations $48,621,528 | $60,776,910 | $65,639,063 | $68,070,139 | $243,107,639
Cash From Receivables $0 $0 $0 $0 $0
Operating Cash Inflow $48,621,528 | $60,776,910 | $65,639,063 | $68,070,139 | $243,107,639
Other Cash Inflows

Equity Investment $0 $0 $0 $0 $0
Increased Borrowings $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0
A/P Increases $3,041,750 $3,802,188 $4,106,363 $4,258,450 $15,208,750
Total Other Cash Inflows $3,041,750 $3,802,188 $4,106,363 $4,258,450 $15,208,750
Total Cash Inflow $51,663,278 | $64,579,097 | $69,745,425 | $72,328,589 | $258,316,389
Cash Outflows

Repayment of Principal $0 $0 $0 $0 $0
A/P Decreases $2,129,600 $2,662,000 $2,874,960 $2,981,440 $10,648,000
A/R Increases $0 $0 $0 $0 $0
Asset Purchases $31,603,993 | $39,504,991 | $42,665,391 | $44,245,590 | $158,019,965
Dividends $14,586,458 | $18,233,073 | $19,691,719 | $20,421,042 $72,932,292
Total Cash Outflows $48,320,051 | $60,400,064 | $65,232,069 | $67,648,072 | $241,600,257
Net Cash Flow $3,343,226 $4,179,033 $4,513,356 $4,680,517 $16,716,132
Cash Balance $23,841,373 | $28,020,406 | $32,533,762 | $37,214,279 | $37,214,279

61



Titan Brick

Cash Flow Analysis (Fifth Year)

5
Quarter Ql Q2 Q3 Q4 5
Cash From Operations $73,109,751 | $91,387,189 $98,698,164 | $102,353,652 | $365,548,757
Cash From Receivables $0 $0 $0 $0 $0
Operating Cash Inflow $73,109,751 | $91,387,189 $98,698,164 | $102,353,652 | $365,548,757
Other Cash Inflows
Equity Investment $0 $0 $0 $0 $0
Increased Borrowings $0 $0 $0 $0 $0
Sales of Business Assets $0 $0 $0 $0 $0
A/P Increases $3,498,013 $4,372,516 $4,722,317 $4,897,218 $17,490,063
Total Other Cash Inflows $3,498,013 $4,372,516 $4,722,317 $4,897,218 $17,490,063
Total Cash Inflow $76,607,764 | $95,759,705 | $103,420,481 | $107,250,869 | $383,038,819
Cash Outflows
Repayment of Principal $0 $0 $0 $0 $0
A/P Decreases $2,342,560 $2,928,200 $3,162,456 $3,279,584 $11,712,800
A/R Increases $0 $0 $0 $0 $0
Asset Purchases $47,521,338 | $59,401,673 $64,153,807 $66,529,874 | $237,606,692
Dividends $21,932,925  $27,416,157 $29,609,449 $30,706,096 | $109,664,627
Total Cash Outflows $71,796,824 | $89,746,030 $96,925,712 | $100,515,553 | $358,984,119
Net Cash Flow $4,810,940 $6,013,675 $6,494,769 $6,735,316 $24,054,700
Cash Balance $42,025,219 | $48,038,894 $54,533,663 $61,268,979 $61,268,979
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