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1. Company Overview 
 

Como Audio, Inc., a consumer electronics business 

founded by Tom DeVesto, was initially formed as 

Como Audio, LLC in 2016. In 2019, the company 

transitioned from an LLC to a C-Corp. and is 

currently located in Braintree, a suburb of Boston, 

Massachusetts. 

 

Tom DeVesto is a leading consumer electronics 

hall-of-fame legend and visionary, and over his 40-

year career, he has stayed true to delivering the 

best sound possible and bringing new experiences 

to the consumer electronics market.  

 

Whether he is introducing the theater experience 

to the home audiences with Advent and Kloss 

Video in the 70s, selling stereo systems direct to 

the consumer with Cambridge SoundWorks in the 

80s, or making high-performance radios and music 

systems with great design and great sound with 

Tivoli Audio in the 2000s, Tom DeVesto always 

stays focused on creating high-quality products 

that support the latest technology, are simple to 

operate, have a distinctive design, take up a small 

space, don’t become obsolete, and are affordable. 

Today, Como Audio designs and manufactures 

music systems with an emphasis on high-fidelity sound. Our models include LCD display screens and 

aluminum knobs so users can directly interact with them and enjoy music without relying on a phone or 

smart device. With custom wood and piano-gloss cabinets, the music systems are also built to prioritize 

design and match customers’ decor. 

 

We launched our first two models - Solo and Duetto - on Kickstarter in the summer of 2016. The next year, 

Como Audio introduced Amico, the first portable model, and Musica, a top-of-the-line model with a built-

in CD player. In 2019, the company expanded the product line to include their first turntable. In 2020, we 

introduced a second and lower-priced turntable. 

 

 

Our mission is to provide music 

enthusiasts around the world easy 

access to all of the music available. 

 

Tom DeVesto 

Founder & CEO 
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1.1. Entity Legal Structure 
 

On March 1, 2019, the Company converted from a Delaware limited liability company to a Delaware 

corporation, and changed its name from Como Audio, LLC to Como Audio, Inc. The Company authorized 

10,000,000 shares of $0.0001 par value common stock and 5,000,000 shares of $0.0001 par value preferred 

stock. 2,000,000 of the preferred stock were designated as Series Seed Preferred Stock. 

 

1.2. Ownership 
 

1.2.1. Previous Offerings 
 

Between 2020 and 2019, we sold 108,441 shares of Series Seed Preferred stock in exchange for $2.50 per 

share under Regulation Crowdfunding. In 2020 and 2021, we sold 220,122 shares of Series Seed Preferred 

stock in exchange for $1.25 per share under Regulation Crowdfunding. 
 

Name: Series Seed Preferred Stock Type of security sold: Equity 

Final amount sold: $81,260.00 Number of Securities Sold: 72,836  

Use of proceeds: Company growth Date: January 22, 2021 

Offering exemption relied upon: Regulation CF  
 

Name: Series Seed Preferred Stock 

Type of security sold: Equity 

Final amount sold: $160,961.25 Number of Securities Sold: 147,286  

Use of proceeds: Company growth Date: December 31, 2020 

Offering exemption relied upon: Regulation CF 
 

Name: Series Seed Preferred Stock Type of security sold: Equity 

Final amount sold: $21,355.00 Number of Securities Sold: 8,542 

Use of proceeds: Company growth 

Date: April 24, 2020 

Offering exemption relied upon: Regulation CF 
 

Name: Common Stock 

Type of security sold: Equity 

Final amount sold: $0.00 

Number of Securities Sold: 4,000,000 

Use of proceeds: As of March 1, 2019 Como Audio, LLC was converted to a C Corporation. Common Stock was 

issued as part of this conversion. 

Date: March 01, 2019 

Offering exemption relied upon: Como Audio, LLC was converted to Como Audio, Inc. effective March 1, 2019 
 

Name: Series Seed Preferred Stock 

Type of security sold: Equity 

Final amount sold: $249,748.00 

Number of Securities Sold: 99,899 

Use of proceeds: Company growth 

Date: December 31, 2019 

Offering exemption relied upon: Regulation CF 
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1.2.2. Principal Security Holders 
 

Set forth below is information regarding the beneficial ownership of our Common Stock, our only 

outstanding class of capital stock, as of December 31, 2020, by (i) each person whom we know owned, 

beneficially, more than 10% of the outstanding shares of our Common Stock, and (ii) all of the current 

officers and directors as a group. We believe that, except as noted below, each named beneficial owner has 

sole voting and investment power with respect to the shares listed. Unless otherwise indicated herein, 

beneficial ownership is determined in accordance with the rules of the Securities and Exchange Commission 

and includes voting or investment power with respect to shares beneficially owned. 
 

Title of class: Common Stock 

Stockholder Name: Thomas DeVesto 

Amount and nature of Beneficial ownership: 7,750,000 

Percent of class: 88.9 

 

1.2.3. Related Party Transactions 
 

Name of Entity: Thomas DeVesto 

Relationship to Company: 20%+ Owner 

Nature of the transaction: The Company’s CEO has 

advanced funds to the Company to satisfy cash 

flow needs. 

Material Terms: The amounts due from the 

Company to the CEO as of December 31, 2019 and 

2018 were $1,552,328 and $4,192,922, respectively. 

In 2019, the Company converted $3,000,000 of 

these liabilities into 3,750,000 shares of common 

stock at a conversion price of $0.80 per share. 

  

Name of Entity: Michael Cronin  

Relationship to Company: Director 

Nature of the transaction: In 2017, the Company 

entered into promissory notes with Michael Cronin. 

Material Terms:  In 2019, the note holder agreed to 

convert the total outstanding principal amount on 

these notes of $850,000 shares of common stock at 

a $1.00 per share conversion price.  

 

 

 

 

 

 

 

 

 

 

 

  

Boston, Massachusetts 
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1.3. Team  
 

1.3.1. Directors and Executive Officers  
 

 

Thomas DeVesto 

Position: Founder & CEO 

Dates of Service: February 01, 2016 – Present 

 

Responsibilities: Supervise, direct and control the business 

and affairs of Company, while also designing and introducing 

new products. 

 

Background: Tom DeVesto, designer, innovator, audio 

expert, manufacturer, and founder of Como Audio, has spent 

a lifetime in search of the perfect sound at affordable prices. 

It has been his mission and goal to use the best technology to 

bring the listener the same kind of vibrant and rich experience as if they were sitting in a concert hall instead 

of their own home. 

Prior to founding Como Audio, Tom DeVesto founded Tivoli Audio in 2000. The company originally 

introduced the Model One Radio in four wood finishes and colors that sold on their website. Under Mr. 

DeVesto’s design guidance, the company continued to manufacture and market award-winning signature 

audio products that delivered a high-fidelity performance in a unique range of colors and furniture-grade 

woods to look as good as they sounded. It became an overnight success and grew into a worldwide iconic 

brand. 

The concept of factory-direct selling of audio equipment was pioneered by Tom DeVesto and first 

introduced when he co-founded Cambridge SoundWorks in 1988 with Henry Kloss, the Audio Hall of Fame 

member and internationally-acclaimed inventor. Mr. DeVesto proved that an audio manufacturer could be 

successful in factory-direct selling by offering the customer the highest quality audio products at the best 

prices, backed by outstanding customer service and money-back guarantees. His concept of selling factory 

direct to the customer is one that is widely practiced today with all manufacturers of audio products. 

Before heading up the management and research and development operations of Cambridge SoundWorks, 

he was a consultant to ITT Corporation and represented ITT in connection with its relationship with Kloss 

Video Corporation, the first company to introduce projection television to the mass market. From 1978 to 

1985, he was Senior Vice President of Sales and Marketing of Kloss Video Corporation. From 1976 to 1978, 

Mr. DeVesto held various sales management positions in the international and domestic divisions of Advent 

Corporation, a major manufacturer of stereo components and large-screen TVs. Previously, he successfully 

started and ran several retail operations selling audio products. Mr. DeVesto was instrumental in bringing 

public Cambridge SoundWorks and Kloss Video. 

Thomas DeVesto’s current primary role is with Como Audio. 

Linkedin.com/in/thomas-devesto-8b4461b4 

https://www.linkedin.com/in/thomas-devesto-8b4461b4/
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Angela Hahn 

Position: Treasurer 

Dates of Service: November 01, 2018 - Present 

Responsibilities: Oversee all financial aspects of the company.  

Background: Graduate of Princeton University with decades of small 

business experience. Angela Hahn’s current primary role is with Como 

Audio.  

Linkedin.com/in/angela-hahn-9332321b0  

 

 

 

Michael Cronin 

Position: Director & Board Member 

Dates of Service: March 01, 2019 - Present 

Responsibilities: Advisor to the Founder. Michael currently does not 

receive any salary or equity compensation for this role. Michael Cronin 

currently services 1 hour per week in their role with Como Audio. 

Background: Michael Cronin’s current primary role is with Weston 

Presidio since June 01, 1991, currently holding the role of Managing 

Partner. Michael is also on the Board of Directors of DISYS, capital Group, 

Xenon Arc, and DataCon, in addition to Como Audio, Inc. He is Chairman 

of Harvard Student Agencies, a Director of Beth Israel Deaconess Medical 

Center, Treasurer of the Harvard Club of Boston, and a Trustee of Loeb 

Classical Library.  

Linkedin.com/in/micronin  

 

Robert A. Brown 

Position: Board Member  

Dates of Service: June 01, 2018 - Present 

Responsibilities: Advisor to Founder. Robert currently does not receive 

any salary or equity compensation for this role. Bob consults for the 

company approximately one hour a week. 

Background: Robert A. Brown’s current primary role is as Principal with 

Bob Brown Sole Proprietorship. Robert is an experienced founder and 

executive skilled in financial management, restructuring, and market 

development.  

Linkedin.com/in/bob-brown-23591337  

https://www.linkedin.com/in/angela-hahn-9332321b0/
https://www.linkedin.com/in/micronin/
https://www.linkedin.com/in/bob-brown-23591337/
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Deborah Lilley 

Position: Controller  

Dates of Service: July 08, 2019 - Present 

Responsibilities: Monthly reconciliation and preparation of financial 

statements. Deborah Lilley’s current primary role is with Como Audio. 

Background: She has previously worked as a Senior Accountant in 

Foundation Management Associates, and as an Adjunct Lecturer in 

Endicott College. 

Linkedin.com/in/deborah-lilley-cpa-20654a76  

 

 

1.3.2. Other Key Employees  
 

Peter Skiera 

General Manager 

20+ years in audio, including Cambridge SoundWorks, B&W/Rotel, and formerly a 

Senior PM at Tivoli Audio.  

Currently, Peter is the General Manager of the office and staff at Como Audio, Inc. 

LinkedIn.com/in/peter-skiera-855b4b16/  

 
 

 

Duncan Pool 

International Marketing Consultant 

14+ years experience in the audio business. Formerly in the same role at Tivoli 

Audio. (contra ctor).  

Duncan currently runs Cabin7even and works approximately 20 hours a week 

consulting on international marketing for Como Audio. 

LinkedIn.com/in/duncan-pool-a7b2805/  

 

 

Philip Vecchiarelli 

Digital and Social Media Coordinator 

Skilled in Marketing, Social Media, Event Management, Publicity Tours, Media 

Strategy 

LinkedIn.com/in/philvecc/  

 

 

https://www.linkedin.com/in/deborah-lilley-cpa-20654a76/
https://www.linkedin.com/in/peter-skiera-855b4b16/
https://www.linkedin.com/in/duncan-pool-a7b2805/
https://www.linkedin.com/in/philvecc/
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Paolo Cavadini 

International Key Account Contractor 

10+ years in consumer electronics marketplace specializing in EU, Middle East, 

Asia. (contractor). Paolo works approximately 20 hours a week for Como Audio, 

connecting the business to key sales accounts in Europe.  

LinkedIn.com/in/paolo-cavadini-b98631176/  

 

 

 

Ilaria Marelli 

Design Consultant 

Ilaria has won the prestigious Donna Milano Award. She is a professor at Como 

University and Milan Polytechnic Institute (contractor). Under her own company, 

Ilaria Marelli Design, she has consulted with Tom DeVesto and art directed the 

appearance of Como Audio music systems. She works for the company 

approximately one hour a week. 

LinkedIn.com/in/ilaria-marelli/  

 

 

 

 

 

  

https://www.linkedin.com/in/paolo-cavadini-b98631176/
https://www.linkedin.com/in/ilaria-marelli/
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2.  Market Overview 
 

2.1. Understanding the Markets 

 

2.1.1. Market Size and Trends 
 

Como Audio is in the Home-Audio industry, which refers to electronic 

equipment used in the home, such as music stereos, intended to be both 

visually appealing and audibly convincing. 
 

The Global Home Audio market is currently estimated to be worth $25 

Billion in annual sales, and it is forecasted to keep growing at a 10% 

compounded annual growth rate over the next six years1, fueled by the 

increasing demand for Smart Speakers and a transition toward smart 

homes and the Internet of Things (IoT). In particular, North America 

accounts for the largest share of the consumer audio market2. and 

according to Edison Research, “53 million US adults now own at least one 

smart speaker.”3 

 

 

2.1.2. COVID-19 Industry Impact 
 

The ongoing coronavirus (COVID-19) pandemic caused disruptions to companies reliant on an international 

supply chain due to government restrictions, lockdowns, raw material shortages, and global shipments 

difficulties, hindering the Home Audio industry in 2020 4. On the other hand, stay-at-home 

recommendations favored businesses who integrated e-Commerce sales channels, and the general e-

commerce sales penetration over the total US retail sales increased 20% from pre-pandemic levels5. 

 

 

2.1.3. Market Supply 
 

According to Grand View Research firm, manufacturers located in China, South Korea, and Japan are the 

major source of audio products supplied in the US 4. The increasing users’ demand for new features, higher 

quality, and lower prices constantly push producers to differentiate through cost reductions, faster time to 

market, and performance. Producing in the East Asia region used to be the manufacturers’ usual strategy to 

attain consumers’ needs and stay competitive; however, over the past years, outsourcing production 

overseas has not achieved the same competitive results due to the following downsides: 

 
1 GMInsights.com/industry-analysis/home-audio-equipment-market-size  

2 MarketResearchFuture.com/reports/consumer-audio-market-10465  

3 EdisonResearch.com/fifty-three-million-u-s-adults-now-own-at-least-one-smart-speaker/  

4 GrandViewResearch.com/industry-analysis/home-audio-equipment-market  

5 Statista.com/statistics/187439/share-of-e-commerce-sales-in-total-us-retail-sales-in-2010/  (Last updated as of Q1 2021) 

 $25 
Billion 

Global  
Home-Audio  

Market 

 10% 

CAGR 

https://www.gminsights.com/industry-analysis/home-audio-equipment-market-size
https://www.marketresearchfuture.com/reports/consumer-audio-market-10465
https://www.edisonresearch.com/fifty-three-million-u-s-adults-now-own-at-least-one-smart-speaker/
https://www.grandviewresearch.com/industry-analysis/home-audio-equipment-market
https://www.statista.com/statistics/187439/share-of-e-commerce-sales-in-total-us-retail-sales-in-2010/
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Reshoring of manufacturing to the US keeps gaining momentum 

 

Manufacturing 
Costs 
 

According to the BCG 

Global Manufacturing 

Cost-Competitiveness 

Index, the US cost 

competitiveness has been 

improving due to a 

consistent year-over-year 

increase in productivity6. 

In addition, higher raw-

material prices7, 

growing electricity cost8, 

and rising inflation9 in 

China are already forcing 

manufacturers to slow 

production overseas, or 

even shut down their 

factories abroad. 

 

Freight  
Costs 
 

The price for a container 

from China to the US 

West Coast is currently 

registering record highs10 

due to soaring demand, 

saturated ports, and ships 

shortage11.  

Drewry’s World Container 

Index shows that global 

shipping costs had a 

tenfold increase over the 

past six years12. 

 

 

 

 

 

International  
Risks 
 

The blockage of the Suez 

Canal earlier this year 

shows the fragility of 

international supply 

chains13, which have 

reached too much 

complexity and become 

unreliable. 

Moreover, ongoing global 

trade disputes highlight 

additional potential risks 

for manufacturers14. 

 

 

 

 

 

 

The Boston Consulting Group concludes that “when indirect costs for shipping, inventory, and other 

expenses are included, it is now less costly to manufacture a wide variety of goods in the US if that is where 

they will be consumed.” 15 
 

Beyond the recent high volatility of Kearney’s Reshoring Index due to the COVID-19 pandemic, Kearney’s 

March 2021 survey of 120 US executives shows that 41% of respondents said their company has reshored 

at least a portion of their manufacturing operations to the US over the past three years, and another 22% 

said their company plans to reshore some manufacturing in the next three years16. 

 
6 BCG.com/publications/2020/manufacturing-strategy-built-trade-instability  

7 WSJ.com/articles/chinese-factories-delay-new-orders-as-costs-rise-risking-global-supply-shortages-11622543400  

8 WSJ.com/articles/cryptocurrency-companies-are-leaving-china-in-great-mining-migration-11629624602  

9 WSJ.com/articles/surge-in-chinas-factory-gate-prices-adds-to-inflation-worries-11620716221  

10 FBX.Freightos.com/freight-index/FBX01  

11 Bloomberg.com/news/articles/2021-04-12/higher-shipping-costs-are-here-to-stay-sparking-price-increases  

12 Drewry.co.uk/supply-chain-advisors/supply-chain-expertise/world-container-index-assessed-by-drewry  

13 USNews.com/news/business/articles/2021-03-29/suez-canal-blockage-adds-to-pressure-points-in-global-trade  

14 BCG.com/publications/2018/how-shifting-costs-are-altering-math-global-manufacturing  

15 BCG.com/en-us/publications/2017/lean-manufacturing-operations-honing-us-manufacturings-competitive-edge  

16 Kearney.com/operations-performance-transformation/us-reshoring-index  

https://www.bcg.com/publications/2020/manufacturing-strategy-built-trade-instability
https://www.wsj.com/articles/chinese-factories-delay-new-orders-as-costs-rise-risking-global-supply-shortages-11622543400
https://www.wsj.com/articles/cryptocurrency-companies-are-leaving-china-in-great-mining-migration-11629624602
https://www.wsj.com/articles/surge-in-chinas-factory-gate-prices-adds-to-inflation-worries-11620716221
https://fbx.freightos.com/freight-index/FBX01
https://www.bloomberg.com/news/articles/2021-04-12/higher-shipping-costs-are-here-to-stay-sparking-price-increases
https://www.drewry.co.uk/supply-chain-advisors/supply-chain-expertise/world-container-index-assessed-by-drewry
https://www.usnews.com/news/business/articles/2021-03-29/suez-canal-blockage-adds-to-pressure-points-in-global-trade
https://www.bcg.com/publications/2018/how-shifting-costs-are-altering-math-global-manufacturing
https://www.bcg.com/en-us/publications/2017/lean-manufacturing-operations-honing-us-manufacturings-competitive-edge
https://www.kearney.com/operations-performance-transformation/us-reshoring-index
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Producing in the US can be more competitive when the goods are sold in the US 
 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The image above illustrates the adjusted BCG Cost-Competitiveness Index for China, South Korea, and Japan 
17 18 compared to US competitiveness (100% base case), assuming that the indirect importation costs 

(shipping, inventory, tariffs, and other expenses) of goods from East Asia to the US are equal to 5 basis 

points. The original BCG Competitiveness Index doesn’t include indirect importation costs to the US19. 

 

 

2.2. Competitors 
 

Como Audio focuses on the Home Audio market, which is a sub-market within the general industry of 

Consumer Electronics. Direct competitors include music-focused companies such as Sonos and Bose. 

Indirect competitors include tech giants such as Google and Amazon, as their voice-controlled devices also 

allow users to access music. Como Audio’s products stand out because they are built with a focus on superior 

sound quality and unmatched design aesthetic, and can also be operated without a phone or a laptop. 

 

Pushed by the increasing demand for smart speakers, all five of the top smart speaker vendors in the world, 

Amazon, Google, Baidu, Alibaba, and Xiaomi, broke their all-time shipment records in Q4 2019 20, and have 

kept stable sales during the COVID-19 pandemic 21.  

 
17 BCG.com/publications/2020/manufacturing-strategy-built-trade-instability  

18 BCG.com/publications/interactives/bcg-global-manufacturing-cost-competitiveness-index  

19 BCG.com/en-us/publications/2017/lean-manufacturing-operations-honing-us-manufacturings-competitive-edge  

20 Canalys.com/newsroom/-global-smart-speaker-market-Q4-2019-forecasts-2020  

21 Statista.com/statistics/792598/worldwide-smart-speaker-unit-shipment/  

 

85%

90%

95%

100%
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110%
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2004 2006 2008 2010 2012 2014 2016 2018

BCG Cost-Competitiveness Index adjusted for US importation costs

USA 

China 
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Japan 

USA 

China 

South Korea 

Japan 

(A lower index means more competitive) 

 

Producing 
in the US for 

local consumers 
can achieve 
lower cost 

https://www.bcg.com/publications/2020/manufacturing-strategy-built-trade-instability
https://www.bcg.com/publications/interactives/bcg-global-manufacturing-cost-competitiveness-index
https://www.bcg.com/en-us/publications/2017/lean-manufacturing-operations-honing-us-manufacturings-competitive-edge
https://www.canalys.com/newsroom/-global-smart-speaker-market-Q4-2019-forecasts-2020
https://www.statista.com/statistics/792598/worldwide-smart-speaker-unit-shipment/
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3. Business Strategy 
 

3.1. Business Model 

 

We currently build our products 

through exclusive private-label 

agreements, and we resell them 

either wholesale or retail. 

We are currently planning to 

insource our production. 

 

 

 

3.2. Marketing Strategy 

 

3.2.1. Target Segment 
 

Even though we welcome everyone to use our products, our primary target segment is Baby Boomers, a 

customer segment largely overlooked by our competitors. This segment is currently the wealthiest 

population in the US, representing 53% of the US wealth22, and 70% of all US disposable income23. We 

estimate there are 75 million Baby Boomers in the US24. The image below shows the share of wealth by 

generation in the US.  

 

Baby Boomers are currently the wealthiest generation in the US 

 

 

 

 

 

 

 

 

 

 

 

 
22 FederalReserve.gov/releases/z1/dataviz/dfa/distribute/chart/#series:Net%20worth;demographic:generation;units:shares  

23 USNews.com/pubfiles/USNews_Market_Insights_Boomers2015.pdf  

24 insight.Factset.com/millennials-outnumber-baby-boomers-but-dont-count-them-out  

Private-

Label 

Agreements 

(Current 

Suppliers) 

Direct-to-

Consumer 

 

Wholesale 

Retailers 

 

Percentage of wealth by generation 

 

Boomers 

have 53% 

of US 

wealth 

Millenials 

1992              1996              2000              2004              2008              2012              2016              2020 

Source: Federal Reserve 

 

We plan to 
insource our 
production 

in 2023  

https://www.federalreserve.gov/releases/z1/dataviz/dfa/distribute/chart/#series:Net%20worth;demographic:generation;units:shares
https://www.usnews.com/pubfiles/USNews_Market_Insights_Boomers2015.pdf
https://insight.factset.com/millennials-outnumber-baby-boomers-but-dont-count-them-out
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The following are the general characteristics 

of our customer segment: 

 

● Demographics  

55 to 75 years old, “Baby Boomer” 

generation.  

● Values  
When they grew up, music was very 

important to people, and a furnished 

apartment was a bed, a stereo, and all the 

records they could afford. Now, they are 

“getting ready for retirement and ready to 

indulge in a comfortable, well-deserved life.”25 

● Technology Preferences  
They are not scared to muddle through new 

technology, but ultimately prefer easy-to-use 

interfaces with a shorter learning curve26. 

They value their time and don’t want to spend 

hours setting up their new equipment. 

● Design Preferences  
Baby Boomers prefer more traditional and 

classic designs that inspire what is familiar 

and easy to use for them, favor simple 

aesthetics, with fewer and bigger buttons, 

and avoid multitasking.27 

● How to reach them  
Social media is stereotyped as a technology for the younger generation, but it is actually a way to reach 

all generations. According to the American Association of Retired Persons (AARP), “over 90% of adults 

over 50 own a computer or laptop, 70% have a smartphone, and over 40% own a tablet” 28. In addition, 

74% of Boomers have broadband service at home, and 60% use social media channels29. 

 

 

 
25 Forbes.com/sites/forbestechcouncil/2019/04/15/the-misconception-of-baby-boomers-and-the-age-of-technology 

26 info.KeyLimeInteractive.com/designing-for-millennials-vs.-baby-boomers  

27 FastCompany.com/90131258/baby-boomers-are-aging-heres-how-design-will-have-to-adapt  

28 AARP.org/research/topics/technology/info-2018/technology-use-attitudes.html  

29 PEWResearch.org/fact-tank/2019/09/09/us-generations-technology-use/  

User Persona 

 

 

Boomers  
represent  

70% of all US 
disposable 

income 

https://www.forbes.com/sites/forbestechcouncil/2019/04/15/the-misconception-of-baby-boomers-and-the-age-of-technology
https://info.keylimeinteractive.com/designing-for-millennials-vs.-baby-boomers
https://www.fastcompany.com/90131258/baby-boomers-are-aging-heres-how-design-will-have-to-adapt
https://www.aarp.org/research/topics/technology/info-2018/technology-use-attitudes.html
https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/
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3.2.2. Positioning 
 

Como Audio is positioning as the leading brand of premium home-audio systems 

that combine beautiful designs and ease of use because we favor classic aesthetics 

and plug-and-play technologies. 
 

The chart below shows our unique positioning in the market compared with other 

premium home-audio systems competitors. In this chart, we haven’t included 

other competitors such as Google Home or Alexa, because their sound quality 

isn’t considered premium. 

 

We have a unique positioning based on attractive design and ease of use  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Basic Mainstream Design  

Plug & Play  Setup needed  

Attractive Aesthetic Design  

 

Our 
competitors 
overlook the 

Boomers 
segment 
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Portable 

3.2.3. Marketing Mix 
 

To design our marketing mix, we use the 4Ps framework: Products, Pricing, Promotion, and Place. 

 

3.2.3.1. Products 
 

Como Audio product line showcases DeVesto’s ongoing dedication to his lifelong goal of bringing high 

performance, futuristic vision, beautiful design, and long-lasting products to the consumer. 

 

 

Music Systems 

 

Solo          $349 ~ $449 

With built-in Wi-Fi, push-button tuning, and the versatility to play 

music and podcasts from streaming sources, the Solo smart music 

system will connect an entire world of music. And with Solo’s soft-

dome tweeter and four-layer voice coil woofer, the audio quality 

achieves rich and rewarding sound. 

 

 

Duetto        $449 ~ $549 

Two-channel HiFi speakers. Duetto’s powerful two-channel speakers 

deliver clear, beautiful, studio-quality sound from this stylish music 

system. Like all of Como Audio’s smart-music systems, Duetto brings 

several sources of music – streaming services, Internet radio, files on 

smart devices – together in one push-button, easily programmed 

system. 

 

 

Musica        $699 ~ $749 

Musica is an all-in-one music system for CDs, Internet Radio, 

Streaming, and more. We created a smart music system that produces 

excellent sound to play music the way the artist intended. With Musica, 

the user’s entire music collection is accessible at the push of a button, 

whether that music comes from a streaming service, Bluetooth 

connections, Internet radio, or CD collection. 

 

 

 

 

 

Amico          $399 

The Amico smart music system accesses and plays music online 

anywhere thanks to its custom 2200mAh rechargeable LI-ion battery, 

providing 8 hours of playback time. 
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Turntables 

 

 

This Bluetooth-enabled turntable will send the sounds of vinyl 

wirelessly (via the onboard Bluetooth technology) to a Como Audio 

player or to Bluetooth connected headphones or speakers. Those who 

wish to return fully to the analog can connect the turntable to speakers 

via the integrated Phono pre-amp or Line level output.  

 

With Bluetooth $499  

Without Bluetooth $399  

 

 

 

 

Accessories 
 

 

 

Ambiente           $149 

Pair with Solo for true stereo separation. The Ambiente works as a 

second-channel companion speaker for Solo, doubling output and 

creating stunning stereo sound.  

 

 

 

 

 

 

Amica            $129 

The 15′ speaker cable allows to space Amico and Amica on different 

sides of the room and enjoy a true stereo experience. 

 

 

 

 

 

 

 

 

Platform             $99 

Como Audio Platform is an elegant, sturdy solution, allowing the 

Turntable to be positioned directly above Musica or Duetto without 

transferring vibrations or creating feedback. 
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Amico Carry On 1 Travel Case          $99 

Carry On 1 hard-sided travel case to protect Amico and its accessories. 

This carry-on case is our first product manufactured in the US. 

 

 

 

 

 

 

 

Spare Standard Remote            $10 

The standard remote for the Solo, Duetto, and Amico music systems. 

 

 

 

 

 

 

Spare Musica Remote            $25 

The Musica remote comes standard with every Musica unit, but its 

preset keys will also work with Solo, Duetto, and Amico. 

 

 

 

 

 

Optional Wire Antenna w/ Wrench            $8 

All Como Audio models have an FM tuner, including a telescoping 

antenna which can be replaced with a wire antenna (wrench included). 

 

 

 

 

 

Protective Cover for Amico/Amica              $39.99 

This premium silicone protective cover is designed to provide reliable 

protection from bumps, scrapes, and splashes, and makes the unit 

easier to grip and carry. 
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Amico Battery                  $29.99 

This battery is used to replace Amico battery, or as a spare pack in 

case the first one runs down. Original custom battery pack for Amico: 

LI-ion, 2200mAh, 14.8V. One battery can last approximately 8 to 14 

hours of operation, depending on the volume setting. 

 

 

 

 

 

Amico Universal External Replacement Power Supply              $25 

Power supply for Amico model, including regional snap-in adapters. 

 

 

 

 

 

 

 

 

 

General Products Features 
 

Led by Tom DeVesto, we design each of our 

products to be forward-looking, with an eye on 

where the market is heading. Our wood grain and 

metal knobs give our music systems an 

unmistakable charm and unique aesthetic that 

gives our users not only a top-flight auditory 

experience but one of visual and tactile excitement 

as well. 
 

In addition to the plug-&-play functionality, users 

can also connect to a wide variety of online 

services:  

Remote Control 
 

The dedicated remote adds more convenience. 

Each Como Audio unit comes with a dedicated 

remote control. Users can operate it from any 

place across the room to duplicate many of the 

front-panel features and add new ones too. Some 

options include controlling power, volume, mute, 

‘now playing’ information, and  

adjusting the backlight  

screen when the 

unit is not  

in use.  
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Control App 
 

Users can also download the free Como Control 

App (compatible with iOS or Android) and convert 

their smart device into a wireless, touch-screen 

controller for Como Audio music system by 

accessing all functions, including power, volume, 

tuning, presets, sources, EQ, and play/pause. The 

app allows to toggle Internet station logos and 

Spotify album art, see metadata, and (if the user 

has multiple units throughout their home) 

coordinate multi-room sound output. Additional 

features include setting the time, activating the 

Sleep timer, and performing a factory reset, all 

without touching the unit’s control buttons. 

 

Whole House Control 
 

The Wi-Fi connection can put a Como Audio 

player in any room of the home, for example, one 

in the media room, one in the bedroom, one in the 

kitchen, and one portable unit to take out to the 

pool or backyard deck.  

 

Using the free Como Control app (iOS and 

Android), users can easily link all the units 

together, and play the same music in every room, 

or different tunes for different rooms. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Color Customization 
 

We offer each speaker and turntable in a variety of color options to meet each customer’s preferences. 
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3.2.3.2. Pricing 
 

Compared with other premium audio system brands, and considering that we offer the most number of 

features and customization, we sell our products at very competitive prices. The chart below shows an 

example of how our prices stand against other benchmark products. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Bundles 
 

Additionally, we offer several bundle-pricing options, allowing us to upsell our complementary products. 

The following are a few examples: 

 

 

 

 

 

  

 

 

 

 

We offer much more than other brands and very competitive pricing 

Solo + Ambiente 

$599.00 

Musica + Turntable Analog + Platform 

$1,249.00 

Como 
Audio 
Musica 

 
 
 
 
 

Sonos 
Play 5 

 
 
 
 
 
 

Bose 
Wave 

Soundtouch 
IV 

$699 
 
 
 
 
 
 

$549 
 
 
 
 
 
 
 

$499 

✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ 

✓ ✓ 

✓ ✓ ✓ ✓ 
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3.2.3.3. Promotion 
 

Currently, most of our sales come from direct-to-consumer (D-C) channels. 

 

We developed an omnichannel strategy 

 

Social Media & 
Content Marketing 

We actively engage with 

our target segment 

through social media 

channels by leveraging 

topics of interest such as 

music, design, and 

lifestyle. 

 

Comprehensive 
Website 

We have developed 

ComoAudio.com, a 

complete e-commerce 

website where users can 

learn more about our 

products and company, 

place their orders, and 

manage customer 

support interactions. 

e-Commerce 
Platforms 

Our Amazon sales 

channel takes a primary 

role in our e-commerce 

strategy. We also 

integrate with other e-

Commerce Platforms 

such as 

TheGrommet.com 

Other  
Channels 

We constantly innovate 

to reach customers in 

new ways; for example, 

we have successfully 

sold half-million dollars 

through KickStarter 

Campaigns.

  

Musica + Analog Turntable 

$1,149.00 

Three Room Duetto System 

$1,349.00 

https://comoaudio.com/
https://www.amazon.com/stores/Como+Audio/page/CCE59669-C2EE-4153-B5A0-355E0AA13362
https://www.thegrommet.com/our-makers/como-audio
https://www.kickstarter.com/projects/comoaudio/solo-and-duetto-one-touch-music-streaming-with-hif
https://instagram.com/comoaudio
https://www.facebook.com/comoaudio/
https://twitter.com/comoaudio
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Our unique products present exceptional opportunities to engage in the 
customers’ experience throughout their lifecycle 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Made in the USA 

In addition, manufacturing products in the US enhances our brand recognition in the US, and the federal 

government is also taking further actions to foster “Buy American” policies.30 

 

Press Mentions 

Top media outlets are constantly featuring Como Audio and Thomas DeVesto. The following are a few 

examples31: 

 

 

 

 

 

 

 

 

 

 

 

 
30 Reuters.com/world/us/biden-tout-tougher-buy-american-rules-visit-mack-trucks-plant-2021-07-28/  

31 ComoAudio.com/in-the-news/  

Discovery 
 

As described 

above, we created 

a strategy to reach 

our D-C 

customers 

through several 

channels, and our 

products create 

outstanding 

content 

marketing, 

because of their 

attractive 

designs. 

Advocacy 

 

Since Boomers are 

characterized for 

being compelled 

by brand 

loyalty25, we 

strive to stay 

engaged with our 

users through 

social media 

channels, and we 

offer a Gift Card 

program. 

Post-Sale 

 
In addition to our 

2-year warranty 

period, one of the 

longest in the 

market, our line of 

accessories, as 

described in 

section 3.2.3.1, 

create several 

opportunities for 

upselling 

complementary 

products. 

Purchase 

 

We create a 

unique unboxing 

experience, paying 

attention to detail 

to the packaging 

design and 

starting to play 

right away. 

Education 

 

As part of our 

value proposition, 

we emphasize the 

ease of use of our 

products, and 

minimize any 

necessary learning 

curve to start 

enjoying the 

them. 
Unboxing 

Experience: 

https://www.reuters.com/world/us/biden-tout-tougher-buy-american-rules-visit-mack-trucks-plant-2021-07-28/
https://comoaudio.com/in-the-news/
https://comoaudio.com/in-the-news/
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3.2.3.4. Place  
 

We have a global network of dealers and retailers, allowing us to bring our products to 351 retail spots in 

37 countries. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

We have already proved successful selling in Europe, and clients around the globe can also purchase our 

products through our e-commerce channels. In 2023, after opening our manufacturing line in the US, we 

plan to strengthen our sales and marketing efforts in the US because we will already have our inventory of 

final goods located in the US.  
 

 

 

 

 

 

 
 

  

350 
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4. Operational Overview 
 

4.1. Progress to Date 
 

After two crowdfunding campaigns — during which we raised $500,000 from 1,500 

backers — we were able to deliver four products to the market ahead of schedule in 2016 

and 2017, and we experienced remarkable positive reception from users and industry 

insiders. 

 

In 2019, we expanded international distribution by partnering with AV EMEA, propelling 

our distribution to over seven new countries totaling over 30 countries worldwide. In March 

2019, we launched our first equity crowdfunding campaign in WeFunder, which yielded 

over $270,000 from 230 investors. That capital allowed us to pursue new opportunities, 

such as introducing our first turntable to complement our smart-speakers product line and 

becoming a multi-faceted audio company. 

 

During COVID-19, Como Audio has achieved a 50% increase in direct-to-consumer sales 

in North America, compared with the same period in 2019. Also, during 2020 we 

successfully raised another round of equity crowdfunding through the StartEngine 

platform. Our five products, the Solo, Duetto, Musica, Turntable, and Amico, are all ranked 

above four stars on Amazon, and have received outstanding reviews from outlets such as 

Rolling Stone and the Financial Times, among dozens of others. 

 

 

4.2. Future Plans 
 

4.2.1. Roadmap 
 

The following roadmap shows our overall plan for the next five years. Section 5.1 explains three scenarios 

of how we envision rolling out this plan depending on the funding amount we can raise. 

 

2021 2022 2023 2024 2025 2026 

      

2016 

2019 

2020 

Fundraising  

efforts 

Production  

capacity expansion 

Funds from angels 

Funds from crowdfunding 

Contribution from the state & federal agencies  

USA factory 

development 
USA start of production 
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4.2.2. Repatriating Manufacturing Jobs to the US as a Core Value 
 

 

 

Ongoing Problem 
 

We are compelled by unprecedented levels 

of jobs lost due to outsourced 

manufacturing in this country, with many of 

the long-term middle-class jobs of the mid-

20th century no longer available to the 

millions of Americans who used to rely on 

them to build a life. The US is heavily reliant 

on foreign manufacturing and supply chains 

- the recent COVID-19 pandemic has 

highlighted this weakness.32 

Perfect Timing 
 

As explained in section 2.1.3, growing 

manufacturing costs in East Asia, 

skyrocketing international freight prices, 

ongoing intellectual property risks, and 

increasing problems with unreliable global 

supply chains make this the right time to 

insource jobs to the USA while improving at 

the same time our competitiveness by 

leveraging the American high productivity 

and stability. 
 

 

 

 

We are already taking action to reshore our production 

 

Tom DeVesto has been evaluating and preparing to repatriate manufacturing to the US for over a decade. 

Our goal is to upskill, hire and begin building Como Audio products in the United States. Over the past five 

years, Como Audio has developed and established a brand anchored by a reputation for building innovative, 

high-quality, and highly acclaimed music systems, and has already started shifting some of the production 

elements to the US.  

 

In 2018, Como Audio began doing customization work and pre-programming before shipping from its office 

in Boston, MA. Between Tom Devesto’s extensive experience, research, and initial testing, Como Audio is 

well-positioned to open a factory in Massachusetts, and to create high-paying jobs building high-end music 

systems. Our headquarters are currently in Massachusetts, and Tom DeVesto retains local manufacturing 

contacts from previous companies, including Advent, Kloss Video, and Cambridge Soundworks. We are in 

the process of finalizing a lease agreement to take over an 8,200 square foot facility in Braintree, 

Massachusetts. There is an additional 20,000 square feet available to us in the same building so that we can 

expand as necessary. 

 

To open our new manufacturing line in Massachusetts, we need to recruit a wide range of employees’ skills 

and backgrounds, from entry-level material handling roles to top-management executive positions. Section 

5.2.3 includes more detail about the number of human resources we seek to insource over the next five 

years. 

 

 

 
32 Forbes.com/sites/kenrapoza/2020/04/30/why-is-the-us-is-so-ridiculously-dependent-on-china/#7b3ddfec56b5  

https://www.forbes.com/sites/kenrapoza/2020/04/30/why-is-the-us-is-so-ridiculously-dependent-on-china/#7b3ddfec56b5
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4.2.3. New Factory 

 

We are currently located at: 

 

 

100 Bay State Drive  

Braintree  

Massachusetts 02184 

USA 

 

 

At the moment, we are renting 7,000 sqft 

at our current location in Braintree for 

office and lab space. The building where 

we are today has extra space available to 

rent to expand our operations; thus, we 

plan to develop our manufacturing 

operations in the same building, 

extending our rented area to a total of 

30,000 sqft. 

 

The following images show the building exterior and available area for expansion. 

 

 

 

 

 

 

 

 

  

Google Map data  © 2021 

 

https://www.google.com/maps/place/100+Bay+State+Dr,+Braintree,+MA+02184
https://www.google.com/maps/place/100+Bay+State+Dr,+Braintree,+MA+02184
https://www.google.com/maps/place/100+Bay+State+Dr,+Braintree,+MA+02184
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Imagery ©2021 Google, Imagery ©2021 MassGIS, Commonwealth 

of Massachusetts EOEA, Maxar Technologies, Map data ©2021 
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4.2.4. Long-Term Goal 

 

Beyond the roadmap and plans outlined in this Business Plan, we envision and asses several opportunities 

for Como Audio’s future. Even though prior performance is not indicative of future success, and Thomas 

DeVesto’s prior businesses are not related to Como Audio, DeVesto spent the past 40 years of his life 

founding multiple companies, selling some, and leading others to an IPO on the NASDAQ; therefore, an 

acquisition can be a potential exit for Como Audio’s investors. 

 

Major audio companies have active corporate development departments and grow their companies with 

frequent acquisitions. Sony has acquired ten companies over the past six years33, Bose Corporation has 

acquired four companies over the past four years34, and Sonos has also acquired a company over the past 

two years35. In addition, our products can complement the offering of diverse companies, such as lifestyle 

brands or furniture brands, which are outside of the home audio industry, and Como Audio can also be well-

positioned to be part of a Private Equity portfolio, since we are a stand-alone business with growth potential 

in a large industry. 

 

We see an acquisition as one of several potential exit strategies, and we estimate we could reach an exit 

valuation of $30 million, assuming we accomplish our base-scenario, as described in section 5, and we 

achieve a 10x net income valuation multiple. 

  

 

 

 

 

  

 
33 CrunchBase.com/organization/sony/company_financials  

34 CrunchBase.com/search/acquisitions/field/organizations/num_acquisitions/bose  

35 CrunchBase.com/organization/sonos  

https://www.crunchbase.com/organization/sony/company_financials
https://www.crunchbase.com/search/acquisitions/field/organizations/num_acquisitions/bose
https://www.crunchbase.com/organization/sonos
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5. Financial Projections 

 

5.1. Revenue Forecast 

 

Based on the plans outlined in the previous sections, we project the following revenue for our base scenario.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1,445,071 $1,670,358 $1,716,572 $1,000,000

$2,500,000

$5,000,000

$10,000,000

$20,000,000

2019 2020 2021 2022 2023 2024 2025 2026

Revenue Forecast [$] 
(Base Scenario)

Foreign Sales

Domestic Sales

 Historical Forecast  

Funds from this 
campaign will 
help us start 
producing in-

house by 2024 
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5.1.1. Sales Mix 
 

Based on our historical performance and our plans, the following is our forecasted sales mix: 

 

Sales Mix USA Domestic Sales Foreign Sales 

Direct-to-Consumer e-Commerce 66% 2% 

Wholesale to Distributors 4% 28% 

Sales Mix by region 70% 30% 

 

5.2. Cost Structure Forecast 
 

5.2.1. Cost of Sales 
 

Based on our historical data, the following are our current average gross margins when selling our products 

manufactured by our suppliers in China and the Czech Republic: 

 

Average Gross Margin USA Domestic Sales Foreign Sales 

Direct-to-Consumer e-Commerce 50% 50% 

Wholesale to Distributors 35% 20% 

 

We estimate that we can achieve at least the same average gross margins when we start producing in the 

US, thanks to logistic cost savings and American high productivity, as explained in section 2.1.3. 
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5.2.2. Capital Expenditures 
 

At the moment, our fixed assets are comprised of specialized tooling, and office equipment for our current 

employees in Braintree, MA. A technical roadmap for our in-house production development is still under 

definition. The list below illustrates a few examples of the types of equipment we may need to acquire. 

 

We will develop a complete manufacturing operation in-house 

 

Logistics  
Pallet jacks and/or forklifts, 

shelves, racks, carts, other 

vehicles. 

 

Manufacturing  
Assembly stations, 

conveyors, machines, tooling, 

molds, painting devices, 

painting cabins. 

Quality Control 
Quality checkpoints, 

measurement tools,  

testing lab. 

 

 

 

Line Systems 
Electric systems,  

IT systems, and computers. 

 

Factory Building 
Safety devices, and other 

building improvements. 

 

Office 
Computers, furniture, and 

other building improvements. 

 

We estimate the following capital expenditures for each scenario: 

 

Conservative Scenario  =  $1.5 million Capex 

Base Scenario  = $3.0 million Capex 

Optimistic Scenario  =  $4.5 million Capex 

 

For the purpose of simulating our proforma financials, we assume a 6-years-straight-line average 

depreciation schedule for all fixed assets. 
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5.2.3. Payroll 
 

We estimate we will need the following number of human resources for the base scenario. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Our recruitment efforts will seek a wide range of employees’ skills and backgrounds, from entry-level 

material handling roles to top-management executive positions. Since we will have both direct and indirect 

labor, a part of our total payroll will be included in our Cost of Sales, and another portion will be included 

in our Operating Expenses. 

 

 

5.2.4. Sales & Marketing 
 

The highest indirect expense on our budget is 

Sales-&-Marketing, which we will primarily use 

as described in section 3.2. Our Sales-&-

Marketing budget includes both our respective 

employees, advertising expenses, and other 

promotional activities. As our Sales & Marketing 

efforts become more efficient in the long term, 

we expect to see a decreasing ratio of Sales & 

Marketing expense over revenue, illustrated in 

the graph on the right. 

 

6 6 6

20

60
88

101

2020 2021 2022 2023 2024 2025 2026

Total Headcount
(Base Scenario)

Direct Labor

SGA

We will  
recruit a wide 

range of 
employees’ 

backgrounds 
and skills 

 Historical Forecast  

 Historical Forecast  

53% 50% 47%

33%

18%
13% 10%

2020 2021 2022 2023 2024 2025 2026

Sales & Marketing budget 
ratio over revenue [%]
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5.2.5. Research & Development 
 

We constantly strive to bring innovative products to the market. During 2022 and 2023, to develop our in-

house manufacturing line, we will have additional R&D expenses, such as engineering hours and contractors. 

 

5.2.6. General & Administration 
 

During 2022 and 2023, our general and administrative (G&A) expenses will reach approximately 36% of our 

revenue, as we have extra expenditures to organize, recruit, and acquire the necessary resources to open 

our new factory. After starting our in-house manufacturing, we expect our G&A expenses to decrease, 

representing less than 10% of our revenue in the long term. 
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Disclaimers 
 

Purpose of this document 

This business plan document (“Business Plan”) was prepared by Como Audio, Inc. (“Company”, “we”, “us”, 

“our”) under the supervision of Thomas DeVesto, is an informational document to provide a general 

overview of the Company, and it does not constitute an offer to sell or a solicitation to purchase any 

securities in the Company, nor a loan proposal. Any potential offer or solicitation regarding a loan, 

investment, participation, or collaboration in any of the Company’s businesses may only be made pursuant 

to a Loan Agreement, Term Sheet, Confidential Private Placement Memorandum, or another similar 

document, which will only be provided to selected offerees and should be carefully reviewed by any such 

offerees prior to any agreement. 

 

Confidentiality 

This Business Plan is submitted on a confidential basis only, solely for the benefit of selected investors, and 

is not for use by any other persons. It may not be reproduced, stored, or copied in any form. Do not copy, 

fax, reproduce, share, or distribute without written permission of the Company. 

 

Forward-Looking Statements 

This Business Plan and the documents incorporated herein contain forward-looking statements based on 

expectations, estimates, and projections as of the date of preparation of the present document. Actual 

results may differ substantially from those expressed in forward-looking statements, and are subject to 

known and unknown risks, uncertainties, and other factors that could cause the actual results, performance, 

and achievements of the Company, or the industry, to differ substantially from any future results, 

performance, and achievement implied by such forward-looking statements. Sentences, phrases, and graphs 

are forward-looking statements when they include any tense from present to future or a similar variation, 

or a date in the future.  

   

Risk Factors 

This Business Plan contains unaudited information. Past performance is no guarantee of future results. Any 

loan or investment in the Company is highly speculative and involves substantial risks. When evaluating 

whether to loan or invest in the Company, you should carefully assess the possible risks, as well as the other 

information in this Business Plan. You should also consult with legal, tax, and financial advisors about this 

investment or loan. The risks can adversely affect our business, financial condition, and operation results, 

and you could lose all or part of your loan or investment. You should not loan or invest in the Company. 

unless you can afford to lose all your investment. You and your advisors are invited to ask us questions for 

purposes of evaluating the benefits and risks. We will provide the answers to the extent we have the 

information, or will acquire the information if it does not require unreasonable effort or expense. 
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JOIN THE SMART 

SPEAKER BUSINESS 

 

SCAN TO INVEST 

TODAY! 

 


