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Executive Summary 

Letsdouble.com is the first online dating service targeting married couples and/or exclusive 

couples who are interested in meeting new friends, spontaneous adventures and expanding their 

social networks. Currently, online dating companies focused on pairing singles use a business 

model similar to letsdouble.com, but their target markets differ significantly. 

The target market will be reached through various methods, including traditional advertising 

and internet marketing methods. Cross-promotion with local radio stations and other outlets will 

further introduce letsdouble.com to the target market.  

The competitive advantage exists in exploitation of an untapped market. Currently, online 

dating is saturated with niche sites focused on singles. However, once those singles find “love” or 

the relationship they are seeking, they are no longer a viable customer in the online dating market. 

With letsdouble.com we have extended the dating market to those who have already found love 

but are seeking to continue expanding their social networks. The web-site will also be easily 

adopted amongst individuals who utilized online dating to find their romantic partners.   

Letsdouble.com is owned by Stephen Logan, who has 9 years of business management and 

information technology strategy consulting experience. The legal structure of the company is an 

LLC. We will operate the website remotely from a residential location in Springfield, Pennsylvania 

and the infrastructure will be cloud based through Amazon Web Services.  

Letsdouble.com has obtained $100,000 from various investors who will receive equity 

shares. In addition, Stephen Logan will invest $79,300 of personal funds. We seek to obtain an 

additional $80,000 from a small business lender for capital that will be utilized for startup costs 

outlined in the Sources and Uses table found in Appendix A.  
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Industry Overview 

Letsdouble.com will operate in the Dating Services of the United States.  Companies in 

this industry “provide services allowing clients to meet with other clients, usually with the intent 

of pursuing romantic relationships [by providing services] …via phone, internet, magazine, and 

newspaper”. Primary activities include providing personal introductions and organizing singles 

events. 1 

 

The Dating Services industry is sizeable with over 2,100 businesses bringing in $3.0 billion 

in revenues in 2018. Historically, the industry was minimally affected by the most recession as it 

maintained an average annual increase of 4.8 percent between 2009 and 2014. Revenues are 

projected to continue on a growth trend between 2014 and 2020 at an average annual rate of 4.2 

percent, reaching $4 billion in revenues by 2020. Projected growth will be attributable to improved 

economic conditions that will lead to higher per capita income and an increase in consumer 

disposable income. 1 

                                                 
1  Edwards J. Ibisworld Industry Report 81299A Dating Services In The US.; 2018:1-40.  
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The Dating Services industry is a highly fragmented and highly competitive industry that 

primarily consists of small one to two man businesses. However, as noted in the graph below, there 

are three major players in the market, which include Match Group, Inc. (42.3 percent) and 

eHarmony, Inc. (10.8 percent). 1 

 

Industry segmentation is based on the types of products and services offered. Many 

companies do not fit within a single category because they typically provide a combination of 

services. The graphic below is based solely on industry operators’ core product and service 

offerings. Online dating services represent the largest market segment at 48.7 percent, followed by 

Mobile dating services at 26.2 percent, Matchmakers at 14.2 percent, Singles’ events at 6.7 

percent, and other services at 4.2 percent. Like many other operators, letsdouble.com provides 

services from several different industry segments, including online dating, and mobile dating, 
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which comprise of 81.6 percent of the market segmentation making all of the services popular 

choices in the market. 1 

 

Key external drivers in the Dating Services industry include per 

capita disposable income, the number of adults aged 20 to 64, the 

percentage of services conducted online, regulation for the online dating 

industry, and marriage rates. The first external driver is affected by 

macroeconomic factors, which increased in 2014 and are expected to 

continue improving through 2020.  

The last three external drivers are independent of each other and are based on forecasted 

trends. Adults aged 20 to 64 are projected have started to slowly decrease while the percentage of 

services conducted online are projected to increase significantly. Regulation for the Online Dating 

industry is also projected to increase if a proposed regulation requiring background checks on users 

passes. The last key external driver, marriage rates, has been on a declining rate and that trend is 

expected to continue through 2020. 1 
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Companies in the industry spend a significant portion of their expenses on wages and other 

expenses. Wages represent approximately 14.3 percent of costs and other expenses represent 17.6 

percent. Despite their overall impact on costs for Dating Services industries, they are still 

significantly lower than other industries where wages typically represent 31.1 percent and other 

expenses represent 25.2 percent. Other costs, such as rent & utilities and purchases are also 

significantly lower than other industries, which is attributable to the industry’s 12.4 percent in 

profits versus other industries that only generate 8.9 percent in profits. 1 
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Several key factors are crucial to the success of establishments in the Dating services industry. 

Namely, these factors are: 1  

● Ability to quickly adopt new technology: firms should be aware of software 

enhancements and integrate them with their systems to improve their websites’ capabilities 

and features 

● Easy access for clients: clients should be able to easily navigate firms’ websites and have 

convenient access to customer service representatives to address disputes and concerns 

● Marketing and advertising: Due to intense competition, firms need to invest a significant 

share of their resources in marketing their services to their target audiences 

● Access to niche markets: Firms need to develop differentiated niches to stand out from 

the competition and to experience higher membership growth 

● Having a good reputation: Because there are numerous competing websites, firms need 

to establish a good reputation and receive positive word-of-mouth reviews to remain 

competitive 1 
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Overall, the Dating Service industry is doing well. Unlike various other industries, the industry 

did not experience stagnation or decline during the last economic recession. Instead, it remained 

profitable and revenues remained consistent. Fortunately for letsdouble.com, industry outlook for 

2019 and beyond is positive, which provides plenty of potential and opportunities for the company 

to be successful. 
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Business Overview 

Letsdouble.com was derived during a dinner conversation with two of Mr. Logan’s 

lifelong friends (and spouses) that had relocated across the country for professional reasons. The 

spouses complained that they missed their “couple’s night” and the only time they were able to 

go out with other couples was through “forced” interactions with co-workers or bosses with 

whom they had nothing in common. letsdouble.com will be able to fill that void. 

Letsdouble.com is an online dating service that connects couples with other couples that 

are interested in double dating and participating in activities such as bowling, dinner dates, 

dancing, movie nights, sporting events and other activities. Within this target market we have 

broken down the potential couple customers into three sub categories listed below to execute our 

business and marketing plan: 

1. Couples seeking to take advantage of membership benefits/deals 

2. Couples looking for long term friendship/companions 

3. Couples seeking spontaneity/ adventure 

 
Furthermore, our-site is open to vendors to become subscribers in our vendor package. 

The benefit to the vendor is increased foot traffic on off-nights through promotional double date 

deals. For example, a restaurant will see an increased customer count because each table will 

have a minimum of 4 dining guests. 

Similar to other dating services sites, visitors are encouraged to create an account and 

take advantage of free registration. After users create an account, they are instructed to create a 

profile providing details about each party’s interests, age, city, ethnicity, education, profession, 
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personality, intent, and physical characteristics. Customers are also instructed to upload 

photographs and videos to make recognition and communication more convenient. All of the 

features included in the company’s website (www.letsdouble.com) will allow members to 

communicate with other customers via email and online chat.  

Similarly to other dating sites, an algorithm will be utilized to match couples by 

demographic information and activities of interest. Secondly, couples can suggest double date 

ideas through the “Lets double date” idea stream on the web site. Utilizing this feature, couples 

are able to post a double date idea to the public community and the registered couples can 

respond with the “We’re interested” button. Upon receiving and “interest”, the couple can 

browse the interested couple’s page to learn more about the couple and our matching algorithm 

will provide a relative match score based upon the questions answered in the profile. By allowing 

the users to see users that aren’t necessarily a “match” but are interested in the idea, we put our 

users in control of determining whether or not they want to proceed with the date. In doing so, 

we are allowing the spontaneous, adventure seeking couples to go on a date with a couple that 

might not be a perfect match, while assisting “true friendship” seekers to see their relative match 

score.   

In addition, our vendor partners (e.g. restaurants, bars, ski resorts, golf courses, hotels 

etc.) which will be allowed to advertise networking events such as Couples Night Out, Couple’s 

Happy Hour, and Double Date Day which are limited to letsdouble.com premium members. 

Vendors will be allowed to post “DoubleDeals” into the LetsDouble ideastream mentioned 

above. Similarly to the couple posted ideas, couples can show interest in the idea and find a 

couple to capitalize on the discounted promotion from the vendor.  Customers can either 

print/display their “DoubleDeal” with their smartphone or provide an ID that matches the 



P a g e  | 11 
 
 
 

 

customer name(s) at the vendor’s establishment to redeem their coupon. In doing so, this will 

hinder non-premium members from capitalizing on deals that are exclusive to paying members. 

In addition, the letsdouble.com mobile application will also provide the location of both 

businesses offering “couples deals” and couples within the proximity that they may want to meet 

to take advantage of the deal from one of our authorized partners.  

All of the functionality mentioned above is not new to the online dating services industry. 

However, despite the similarities in the operating model, we have identified several voids in their 

services. We have noticed that similar websites had several issues such as transparency, 

complicated navigation, and above-market pricing. We also noticed that competing websites 

either provided services for individuals or couples that are interested in meeting other couples for 

“swinging” purposes. After a substantial amount of research on the operations of other dating 

websites, we derived the “Let’s Double Date” approach.   

 Pricing is exclusionary for those in the target market. Registration, searching, claiming 

interest are free, but premium services such as responding to interested couples, email 

communication, online chat, and date discounts will require a monthly fee of $4.99. During the 

startup months, we will offer a free 7-day trial where customers will receive unlimited access to 

all premium services to build the customer base and introduce the company to the industry. After 

the 7-day trial expires, most of the services will remain free; however, customers will be required 

to pay for premium services or lose access to them after the expiration period. Despite the 

change in pricing after the 7-day trial, the company’s pricing will still be lower than its 

competitors. letsdouble.com will offer three packages, which will include a free customer 

package, paid customer package and a vendor package. Details and pricing for each package is 

as follows:  
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Free Package: 

● Post dates 
● Browse dates and people 
● Receive recommended dates 
● Fill out your profile 
● Check out other profiles 
● Browse trending date ideas 
● Say “I'm Interested” 

 
Paid Package: 

● Send unlimited messages 
● Receive and read unlimited messages 
● Respond to your interested couples 
● Read new messages right in your email 
● See when your messages have been opened 
● Get featured as a subscriber on the search page 
● Receive top priority and message alerts about our “DoubleDeals” with our partnered 

vendors 
 

Vendor packages: 

● $200 yearly subscription 
● Access to customer mailing information 
● 1 free “letsdouble.com” marketed event per year.  

 
We will manage operations from Mr. Logan’s home located in Springfield, Pennsylvania. 

Because letsdouble.com is a website, there are no set hours of operations, but we will implement 

a policy where customers’ inquiries are addressed between 24 and 48 hours after inquiries are 

submitted.  After revenues increase and the company receives a steady flow of cash, we will 

consider opening a small commercial property where several staff members will be hired to 

manage customer service and other aspects of the business. 

As the online dating service industry continues to grow, the potential customer base will 

continue to grow. Our sleek application design provides a user friendly application interface, and 
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an easily navigable GPS map function to identify business and customers subscribed to 

letsdouble.com.  

  As the company expands we will hire several employees and contractors including a 

developer, marketing specialist, and an administrative assistant. The legal structure of the 

company is an LLC. The company has engaged Logan’s brother in law, Douglas Pacitti, who is a 

partner and certified public accountant (CPA) for Fischer Cunnane & Associates Ltd in 

Pennsylvania.  In addition, Burns & Kasmen have been retained on legal consultative basis. 

Lastly, we have signed Master Services Agreement with Gotham Digital Science to perform 

security as a service for our company on an as-needed basis to ensure customer data is protected 

from data breach.  
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Ethical Considerations 

The primary goal of Letsdouble.com is to create a personalized experience for 

likeminded couples through the use of our predictive matching algorithm. Utilizing this as the 

backbone of our analytics platform, we will utilize analytics to provide meaningful suggestions 

related to finding lasting friendships, affordable experiences, and access to recommended 

letsdouble.com vendors, partners and venues of interest.  

To provide a meaningful experience, we will need to collect couple’s metadata and 

content data. During the registration process, Letsdouble.com will be collecting personally 

identifiable information (PII). The data includes name, age, gender, address, email, and 

marital/relationship status. In addition to PII, we will collect to payment information to access 

process payments for the “Paid” and “Vendor packages outlined above. Couples and Vendors 

will provide credit card numbers. This data will have to be stored processed and transmitted to 

comply with Payment Card Industry (PCI) Security Standards Council’s Data Security Standard 

(DSS).  

In order for the application to create a more meaningful experience we will have to 

collect and utilize couple’s data and behavior patterns within the application. For example, we 

will need to understand what interests they are searching for, connected couples, sponsored 

vendor events they attend, content they like, and upload data. As such, the application will only 

allow the couples to enter personally identifiable information (PII) if they read the Notice of 

Privacy Practices, consent and provide authorization.  

The application will need native access to couple’s hardware for Android and iOS 

devices. Specifically, contacts, geo-location, social media applications, messaging applications, 
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and photo albums. As the couples sign up for events, and connect with other couples, this access 

is pivotal in being able to sync contact information and add double date events to the phone’s 

calendar. Before the couple allows this access, the couple will be prompted to accept the privacy, 

notice, use and consent policies.  
Market Analysis 

The target market for dating services is broad as major industry players have discovered 

various niches to appeal to individuals with multiple characteristics. letsdouble.com will target 

individuals across all demographics but will key in on customers in relationships. While the 

company expects customers ages 18 and older to utilize its website, the primary target age groups 

are individuals between ages 20 and 64 years old. However, customers’ interests in these services 

vary with their age. As indicated in the chart below, consumers between age 18 and 34 years old 

(49 percent) represent the largest market segment and consumers between age 35 and 54 years old 

represent the second-largest segment (34 percent).  Customers’ interests begin to decrease after 

they reach age 55, which may be due to their settled lifestyle (17 percent). 1 
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Because letsdouble.com will target couples, the marital statuses of individuals in the above-

mentioned age categories are also essential the company’s success. As seen below, the largest 

percentage of married individuals are between ages 50 and 64 years old (65.7 percent); the second-

largest are individuals between ages 35 and 49 years old (64.8 percent); the third-largest are 

individuals 65 years and older (57.9 percent); and the fourth-largest are between ages 25 and 34 

years old (45.3 percent). 1 
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letsdouble.com also needs information about the total population for each age group in 

the United States because this allows the company to determine its potential profits. The table 

below displays several components of key information in relation to the age groups that the 

company plans to target. It shows that individuals from the age group that represents the largest 

percentage of married couples, ages 50 to 64, account for 19.6 percent of the population; 

individuals from the second-largest group, ages 35 to 49, account for 19.5 percent; individuals 

from the third-largest group, ages 65 and older, account for 14.1 percent; and individuals ages 25 

to 34 account for 13.5 percent. 2 

 

                                                 
2  U.S. Census. US Population. 2017. Available at: 
https://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?pid=ACS_13_1YR_S0101&prodType
=table. Accessed March 19, 2019. 
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In addition to age groups, several demand determinants help explain the relationship of the 

industry’s customers to its sales. The largest demand determinant is changing consumer 

preferences. This determinant is influential because it addresses consumers’ acceptance of online 

dating services and reflects positive changes for the industry. For example, between 1995 and 

2010, the number of consumers using online dating services increased by 63.6 percent, which was 

based on 11 percent of individuals using the services in 1995 to 18 percent using the services in 

2010. 3 

Seasonality is another significant demand determinant. Typically, demand for online dating 

services fluctuate with annual holidays. For example, customers have an increased interest in these 

services during holidays where people focus on romantic relationships such as Valentine’s Day 

and New Year’s, which is also the time that companies experience higher membership rates and 

revenues in the first and fourth quarters of the year. 1 However, we anticipate this to be another 

advantage of letsdouble.com in comparison to the traditional singles market. The spring and 

summer months will also attract couples that are seeking outdoor activities such as biking, 

kayaking, golfing, going to the beach, etc.  

Because letsdouble.com is inclusive of couples of all age groups, it is well-situated with 

the demographic elements that will contribute to its success.  

  

                                                 
3 Sautter J, Tippett R, Morgan S. The Social Demography of Internet Dating in the United States. Social Science 
Quarterly. 2010;91(2):554-575. doi:10.1111/j.1540-6237.2010.00707.x.    
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Competitive Environment 

Dating services face a variety of direct and indirect competitors. Therefore, it will be crucial 

for letsdouble.com to distinguish itself among others in this competitive environment.  While an 

exhaustive analysis of all online dating services with regional locations in the United States is 

beyond the scope of this plan, several major competitors that illustrate the most direct type of 

competition for letsdouble.com are outlined below.  While the companies below focus in the 

“singles” space, we still recognize them as major competitors given their size and scale and their 

ability to quickly add a “couples” offering at any given time.  

Match.com 

http://www.match.com/   

Match.com was launched in April 1995. The 

company’s mission is to “help singles find the kind 

of relationship that they’re looking for.” The 

website currently services 24 countries and 

territories and is hosted in 15 languages. Customers 

can register, upload photos, search, and send and receive winks at no charge. However, they must 

pay for premium services such as access to mobile applications, email, Instant Messenger, 

connections tracking, and access to stir events where members meet face-to-face. Information 

about the websites’ pricing packages is not readily available for visitors. All visitors are required 
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to sign up using their email address and other personal information before having access to 

premium pricing information. 4 

eHarmony, Inc. 

http://www.eharmony.com/ 

EHarmony.com was launched in 1997 by 

clinical psychologist and counselor, Neil Clark 

Warren. Warren launched the website with a goal 

of helping couples develop long-term relationships 

by matching them with other singles who are compatible with them, which he determined was 

based on multiple individual characteristics. EHarmony also allows customers to register on the 

website for free. However, the website does not accept all registrants until they complete a 

compatibility profile and until it is determined that the website and users’ intentions are in sync. 

According to the company website, eHarmony is responsible for the development of more than 

400 marriages per year. 5 

Zoosk, Inc. 

https://www.zoosk.com  

Zoosk.com was launched in 2007. It uses a 

model that is similar to eHarmony where it uses 

individuals’ personal characteristics to match them 

with others who are compatible with them. All 

                                                 
4Match.com. About Match.com Dating. 2019. Available at: http://www.match.com/help/aboutus.aspx?lid=4. 
Accessed March 14, 2019.   
5 Eharmony.com. About eHarmony. 2019. Available at: http://www.eharmony.com/about/eharmony/. Accessed 
March 14, 2019.  
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website visitors are encouraged to sign up and create a profile to get started on the website. As a 

free member, customers can browse the website and search for locals to get a feel of the website. 

However, customers have to subscribe to a premium account package prior to gaining access to 

features such as emailing, instant messaging/chatting, responding to introductions, and making 

connections with members that view their profiles.6  

Competitor Pricing Summary 

Company Match.Com E-Harmony Zoosk letsdouble.com 

Price  
(1 Month) 

$26.99 $59.99 $29.95 $4.99 

 
Competitor Strengths 

● Established Presence: All of the highlighted competitors have operated in the industry for 

a minimum of five years. Their established presence has allowed them to enhance brand 

awareness and gain a substantial share of the Dating Services market. 

● Variety: All of the above competitors offer a variety of pricing packages, including limited 

free packages. Additionally, they occasionally offer free premium access promotions to 

encourage skeptical customers to join the website. They also give premium users access to 

locally-hosted person-to-person events.  

● Operations locations: Due to their established presence, all of the competitors serve 

customers in multiple countries in multiple locations, which further enhance their brands 

and revenue sources. 

Competitor Weaknesses 

                                                 
6 Zoosk.com. Zoosk Online Dating Site. 2019. Available at: https://www.zoosk.com/. Accessed March 14, 2019.  
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● Navigation: While all of the competitors’ have functional websites with multiple 

functionalities, it is difficult for new and potential customers to obtain information about 

the premium pricing and other benefits without first offering their personal information.  

● Differentiated Niche: All of the competitors have addressed online dating services with 

differentiated niches, but in essence they share the same objective and purpose, which is to 

match singles with other compatible singles. Despite their mission, they seek the same 

target market. 

● Transparency: Neither website provided sufficient information about the cost of premium 

services, they only highlight the ability to register and browse the website at no charge. 

The lack of transparency may discourage visitors who are looking to compare prices among 

various websites. 

letsdouble.com - Competitive Advantages 

Although letsdouble.com will be a newly-established business, it will enter the market with 

multiple advantages over its competitors. The primary advantage will be its differentiated approach 

to the market. The industry’s major players are successful because they entered the market with a 

differentiated approach for matching up singles. However, letsdouble.com’s objective is to match 

couples for friendship and double dates. Matching singles will not be included in any of the 

website’s dating services. Another advantage will be the website’s transparency. Unlike the 

competitors, letsdouble.com will provide a clearly visible link that will allow visitors to obtain 

information about premium pricing and the seven day free trial. A simple, user-friendly navigation 

is another advantage. During the planning stages, we took the time to review the navigation of 

each of the competitors’ websites. We noted all of the navigation flaws and have developed 

features to the website to prevent these issues and to make it easier for customers to use the website.  
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Barriers to Entry 

The level of competition in the Dating Services industry is high and steady, and barriers 

for new competitors to enter the market are low and steady. Despite the ease of entry, newcomers 

still face several challenges. The primary barrier is regulation. Currently, there are several 

proposed bills drafted by the United States’ Congress to increase user security and to address 

consumers’ claims on online dating scams. If the proposed regulations are successful, some market 

entrants may be discouraged from entering the market out of fear of being liable for regulatory 

fines due to noncompliance.7 

Technology change is another barrier. As technology changes, current market players must 

be able to quickly respond and upgrade their websites and mobile applications to maintain a 

competitive advantage. Costs associated with frequent changes can be substantial for a new 

company that has not had time to maintain sufficient cash flows or for entrants that entered the 

market with limited resources. Another barrier associated with cash flows is marketing. Dating 

services can spend between 14 and 50 percent of revenues on marketing expenses. Newer 

companies are more likely to spend on the higher end due to the need to establish a presence in the 

market. Entrants with limited cash flows may find that the upfront investment of advertising 

expenses may not be worth the gamble and avoid the market altogether. 4 

Letsdouble.com has successfully created additional barriers against new competitors. For 

example, it will be the only company in the industry that specializes in matching couples with 

other couples. Being the first to enter the market with this differentiated niche will allow the 

company to gain a significant share of this market and establish a presence before competitors 

                                                 
7 Edwards J. Ibisworld Industry Report 81299A Dating Services In The US.; 2018:1-40. 



P a g e  | 24 
 
 
 

 

have the opportunity to catch on and try to gain a share of the market. Other dating services are 

not serving this market and will need time to develop comparable websites and suitable 

advertisements to promote them, thus providing ample time for letsdouble.com to establish 

themselves as the first company to enter the market with this niche.  Being the first to enter the 

market will increase the complications associated with other companies that attempt to match the 

company’s niche. However, given their established computing platforms, companies such as 

match.com could easily add a “Double Date” module to their offerings 
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Technical Requirements & Approach 
 

A concern for Letsdouble.com is bandwidth and storage space. Unlike some of the 

company’s competitors, it will allow 

members to upload up to 60 seconds of short 

videos to introduce themselves to other 

couples. Allowing video uploads will reduce 

the occurrence of couples posting fake 

photographs and assist couples with selecting 

other couples to hang out with based on 

qualities other than their appearances. 

Videos, especially longer ones, use a large amount of storage, which could lead to downtime or 

slow processing times. We will monitor the website’s speed and processing time regularly to 

ensure the website is fully-operational at all times. Additionally, the video upload option will be 

an additional charge to assist us with offsetting costs of additional bandwidth. In addition, 

another risk is the over purchasing of bandwidth which is the equivalent of unused assets if the 

membership levels/web-site hits do not reach anticipated levels. As such, we have chosen to 

utilize on-demand, cloud based instances as the basis of the web-application and associated 

infrastructure. According to Gartner’s Magic Quadrant, Amazon Web Services, Microsoft, and 

Google are the top three Infrastructure as a Service providers. The differences between the 

pricing in the three major cloud providers is negligible as illustrated below.  
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While AWS costs are slightly higher in certain tiers, the Letsdouble.com startup team has more 

experience working with AWS. As such, the cost of retraining the current resources would 

negate any cost savings in the on-demand instances. Therefore, we will utilize Amazon EC2 On-

Demand Instance as the basis of the web-application and associated infrastructure. 

Letsdouble.com set out to connect couples with other couples that are interested in double 

dating and participating in activities such as bowling, dinner dates, dancing, movie nights, 

sporting events and other activities. In order to achieve our goal letsdouble.com will need to 

understand to gather feedback from individuals who have utilized dating applications in the past 

and are in committed relationships. In order to obtain this information, letsdouble.com has 

decided to utilize focus groups as the primary elicitation method to obtain information for our 

minimum viable product (MVP). Below we have outlined the benefits of focus group elicitation.  

● Identify the different types of users. 

● Ability to gather multiple user insights in a singular meeting.  

● To supplement the market data gathered through IBIS world.  

Methodology and Focus Group Agenda:  
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Prescreen candidates for the focus groups based upon if they answered “yes” to any of the 

following questions.  

○ Have you ever utilized an online dating application?  

○ Would you recommend the use of your favorite online dating application to a 

friend? 

○ Did you meet your partner or develop a committed relationship through the use of 

an online dating application? 

○ Do you have desire to expand your social circle by meeting other couples with 

similar interest? 

● As a result of these meetings, we will have identified the following candidate users of 

letsdouble.com;  

○ A population of individuals that are in committed relationships 

○ Strong reaction towards meeting new people. 

○ Strong reaction towards using an online website or application 

○ Experience with utilizing social networking platforms.  

● The interviews will take approximately one hour. The interviewees will have the option 

to be a continued source of input as we develop our minimum viable product.  

Key Findings 

● Identify user classes  

● Identify how to serve user classes best 

● Identify how to best market and reach these user classes 

As result of these findings letsdouble.com has created the following requirements for the 

application: 
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Business Requirements (BUS) 

BUS1: Create an application that allows couples to with other couples that are interested in 

double dating. 

BUS2: Create a customized ecosystem focused on helping people maintain lasting and 

meaningful friendships.  

BUS3: Promote an honest culture through applying communal strategies and implementing 

consumer feedback. 

BUS4: Deliver a safe place to purchase letsdouble.com double deal offers.  

Application Features (FEAT) 

FEAT1: Double buddies, will permit users to connect with one another based on interests, 

personal history and location. 

FEAT2: Creation and incorporation of user profiles with other social media applications. (E.g. 

utilize Facebook to sign up)  

FEAT3: Customer information and notification preferences will be stored in a secured fashion. 

FEAT4: Create an online e-commerce exchange gateway for users to purchase detailed double 

date recommendations, group discounts, and tickets.  

User Requirements 

U1: Couples shall be able to request being added by another couple based upon interests. 

U2: Couples shall be able to locate nearby activities, and impromptu double date opportunities.  

U3: Couples shall be able to upload pictures  

U4: Couples shall be able to write reviews on experiences.  

U5: Couples shall be able to authenticate via their favorite social media platforms.  

U6: Couples shall be able to build a customer couples profile. 
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U7: Couples shall be given the option to control and adjust the privacy settings.   

U8: Couples shall be able to block/report couples.  

U9: Couples shall be provided the option to control location tracking services.  

U10: Couples shall be provided the option to control push notifications in the application.  

U11: Couples shall be given the option to control their notification settings (e.g. email/text).  

U12: Couples shall be able to access the application regardless of their operating system. 

U13: Couples shall be able to connect payment information on their couples profile for in-app 

purchases. 

Functional Requirements 

Sharing (SHR)  

SHR1: Users shall have the ability give the mobile application the ability to access to their photo 

album. 

SHR2: The system shall provide an option to tag other couples in phot posts.  

SHR3: The system shall have the ability to display content from recent couple’s events if the 

couples choose to make it public.  

SHR4: The system shall allow users to send private messages to other couples who have agreed 

to accept messages.  

Social (SOC)  

SOC.5 The application will let couples to Instant Message prior to be connected if they choose 

the paid subscription model.  

SOC.6 The application will allow a location based discovery feature to locate other couples 

nearby, if they have are paid subscribers.  
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SOC.7 The application will allow couples to turn off the discovery feature.  

Profile Creation (PC)  

PC1: The application will give couples the ability to create a new account through the use of an 

email address and complex password.  

PC2: The application will require the couples to confirm their identity by sending a confirmation 

link to the address on file.  

PC3: The application will require the couple enter their first and last name (both parties within 

the couple).  

PC4: The application will give the option for couples to write their couples biography or history.  

PC5:  The application will give the option for couples to upload a couple’s picture.  

PC6: The application will allow the couples to update their profile.  

Payment (Pay) (F8) 

PAY1: The application will allow couples to pay with Paypal 

PAY2: The application will allow couples to pay with GooglePay 

PAY3: The application will allow couples to pay with ApplePay 

PAY4: The application will allow couples to confirm checkout at the payment screen 

PAY5: The application will display a confirmation notification if the couple checks out 

PAY6: The application will allow couples to cancel transactions at the payment screen 

PAY7: The system shall display cancellation notification if the couple cancels. 

Non-Functional Requirements 

Security and Privacy (SP) 
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SP1: The application will only allow the couples to enter personally identifiable information (PII) 

if they read the Notice of Privacy Practices, consent and provide authorization. 

SP2: The application will only allow for location services to be enabled if and only if the user 

provides the explicit consent. 

SP3: The application will only process PII for intended purposes Notice of Privacy Practices, 

consent and provide authorization. 

SP4: The application will only transmit data to third parties described in the notice, choice and 

consent presented to the resident. 

SP5: The application will only store PII in an encrypted fashion 

SP6: The application will only process or transmit PII in an encrypted fashion using industry best 

practices to implement strong encryption for authentication. 

SP7: Restrict access to cryptographic keys to the fewest number of custodians necessary. 

SP8: All changes to the network, monitoring system or system hardware will be centrally logged, 

monitored and alerted upon. 

SP9: The letsdouble.com network must have a firewall at each Internet connection and between 

any demilitarized zone (DMZ) and the internal network zone. 

SP10: All components of the letsdouble.com system must change vendor-supplied defaults (i.e. 

AWS defaults) and remove or disable unnecessary default accounts before installing a system on 

the letsdouble.com network. 

Authentication (Auth) 

AUTH1: The application will require user passwords for account creations to be 8 to 21 

characters  
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AUTH2: The application will require user passwords for account creations to contain at least one 

uppercase character 

AUTH3: The application will require user passwords for account creations to contain at least one 

lowercase character 

AUTH4: The application will require user passwords for account creations to contain at least one 

number 

AUTH5: The application will require user passwords for account creations to contain at least one 

special character 

Architecture & Engineering (AE) 

AE1: The system shall utilize an AWS solution to easily scale up and scale down. 

AE2: The architecture design will have web servers in the public cloud.  

AE3: The architecture design will have email notification relay servers in the public cloud.  

AE4: The architecture design will have internal messaging systems in the private cloud (e.g. 

email)  

AE5: The architecture design will have all customer stored information in a private cloud, with 

encrypted AWS S3 buckets.  

Payment (PAY) 

PAY1: The system shall allow couples to make payments with Paypal 

PAY2: The system shall allow couples to make payments with credit card 

PAY3: The system shall allow users to make transactions with debit card 

Development methodology: 

Letsdouble.com will utilize an agile development methodology. The agile method 

incorporates rapid cycles of delivery, called “sprints.”  This iterative approach allows for 
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evaluation and modification to take place as development progresses, versus waiting until the end 

of the development cycle, which reduces overall risk and complexity.  At the inception of the 

project, we will plan several releases. The first release will constitute a MVP (Minimum Viable 

Product), the second release will incorporate immediate bug fixes, and the final release will 

constitute a fully functional application. 
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Critical Risks and Solutions 
 

While letsdouble.com has many advantages, critical risks and problems do exist, as is the 

case with essentially all startup companies. By identifying these risks and preemptively taking 

steps to address them, we can dramatically increase the company’s success. 

 The company’s primary risk is the ability to establish a presence in the market. As stated 

in previous sections, the company’s competitors’ success is attributable to their ability to create 

brand recognition. To ensure its success and to increase brand recognition, we will invest heavily 

in advertising through various mediums including online, radio, and television campaigns to 

ensure the company’s presence is known. 

Another risk is the possibility that someone could get hurt during a private meet and greet. 

Incidents like these could critically damage the company’s reputation and brand the website as 

being unsafe. We will avoid this issue by implementing a vetting policy where the company will 

conduct soft background checks on all new registrants. We are currently working with an attorney 

to ensure the language in background check authorizations is sufficient and does not violate any 

privacy laws. In addition, we have signed Master Services Agreement with Security Risk Advisors 

(SRA) to perform security as a service for our company on an as-needed basis to ensure customer 

data is protected from data breach. 

 As noted above, another concern for us is bandwidth and storage space. To mitigate this 

risk we have chosen AWS On-Demand instances. With On-Demand Instances, we do not have to 

plan ahead for capacity or purchase any resources ahead of time. We can simply start and stop our 

Amazon EC2 Instances and Amazon RDS DB Instances for whatever hours we see fit, and will be 

billed every month based upon usage. This option provides maximum flexibility and zero upfront 
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cost during the startup phase. While this is the most expensive option among the Amazon Web 

Services (AWS) offerings, it will allow us to baseline our traffic patterns with zero up-front 

commitment. Once traffic patterns are normalized we will change our AWS subscription to a less 

expensive option because our traffic patterns will be more predictable and we will not need to pay 

a premium for maximum “on-demand scalability.” The cost savings of utilizing the cloud 

architecture represents a 43% savings of building and hosting on premise.8 In addition, AWS 

provides many built in security features into their infrastructure which will reduce the cost of 

information security personnel and consultants. Lastly, by utilizing the cloud architecture as 

opposed to on premise architecture, we have also successfully mitigated the risk in the event of a 

contingency situation (power loss, flooding etc.) to ensure maximum up time for our customers. 

The cost savings outlined by utilizing this architecture is a key differentiator in comparison to the 

dating sites in the market. Please refer to the Financial Summary section below for detailed 

assumptions.  

 Maintaining adequate cash flows is another risk. During the first year, we will need to 

invest a significant amount of funds into advertising and marketing expenses as well as invest 

money into the website to ensure it is fully functional at all times. As a result, the company will 

generate significant expenses during the first year, even though it may not generate sufficient 

revenues to cover them. We will address this issue by preparing and adhering to a budget that 

properly accounts for all costs associated with managing the business and use reserve funds, as 

needed, to cover them. 

                                                 
8 http://media.amazonwebservices.com/AWS_TCO_Web_Applications.pdf 
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Preserving and protecting the company’s business niche is another risk. Letsdouble.com 

will be an e-commerce business; therefore, the likelihood that other companies will enter the 

market and attempt to duplicate the company’s business model is high. To address this, we are 

seeking advice from legal counsel about applicable procedures for obtaining copyrights, 

trademarks, and other idea protection methods to reduce the chances of other companies copying 

its business models. 

Increases in the number of dating websites that provide the company’s premium services 

at no charge are another risk. Currently, companies like PlentyofFish.com, a site geared towards 

polygamous relationships, provide services such as email and event attendance at no charge. If one 

of these companies were to enter the market with a couples’ dating niche and offer free premium 

services to customers, it could have a negative effect on cash flows and reduce membership 

enrollment. We will address these issues by closely monitoring the market to identify new 

competitors and make adjustments by offering free trials and other promotions to maintain the 

customer base.  
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Management and Personnel 

 Stephen Logan is the sole owner of letsdouble.com. Mr. Logan has 13 years of experience 

in business management and information technology strategy consulting. His experience began in 

2006, shortly after he graduated from Saint Joseph’s University with a Bachelors of Science in 

Business Administration with a concentration in Management Information Systems. Most of his 

past business experience involved the development, maintenance, of information technology 

strategy programs and implementation of business continuity plans; planning, forming, and 

directing operations; and the development and implementation of formal operational policies. 

 Mr. Logan’s idea for letsdouble.com began a few years ago when he was having dinner 

with a group of friends who had recently moved out of state complaining about their inability to 

find new couples to hang out with in their area. After researching the online dating industry and 

some considerable thought, he began working with a website developer to build the website to his 

specifications, which was primarily based on ensuring his website did not include competing 

websites’ flaws. Letsdouble.com is currently in beta mode and only accessible by Logan and the 

website developer. However, the website will go live shortly after he obtains sufficient funding to 

advertise the product to select markets throughout the United States.  

Once the website goes live, Logan will engage in multiple roles to ensure the site remains 

both functional and operational. He will be responsible for maintaining the vision and direction of 

the website by using various modes to promote it locally and nationally on the internet. During the 

startup months, he will also be responsible for managing customer relations by responding to 

customers’ email inquiries regarding payments, site navigation, registration, and other inquiries. 

Although Mr. Logan will be the sole owner of letsdouble.com, he will receive assistance with 
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managing operations from Jonathon Jones until the business is running at full capacity. Jonathon 

Jones is a long-term friend of Mr. Logan with more than 10 years of website management 

experience. On a part time basis (35 hours a week), Mr. Jones will be responsible for testing, 

monitoring, and maintaining the website. He will also be responsible for implementing “updates, 

upgrades, and patches in a timely manner to limit loss of service”. 9 Mr. Jones possesses in-depth 

knowledge and experience with PHP code and will be responsible for maintaining the website by 

ensuring it has the latest updates, patches, and is fully operational at all times. This person will 

also be responsible for contacting the hosting service to address issues that may arise from 

downtime and other hosting-related issues that can affect operations.     

 After the website is up and running, cash flows are sufficient, and the volume of 

subscriptions are consistent with the company’s objectives, we will explore hiring a full-time 

marketing representative and customer service representatives. Ideally, the marketing 

representative will be responsible for ensuring the company remains relevant in the online dating 

industry by working with the online marketing services to ensure the company’s website remains 

on the first page for search engines, using creative marketing skills to further introduce it to current 

market and new markets, and connecting us to other sources that will increase the company’s 

chances of being involved in more industry-related events. The customer service representatives 

will be responsible for answering customer inquiries submitted via the website, answering 

telephones, filing and organizing documents, assisting the other staff when needed, and other 

administrative tasks. 

  
                                                 
9Onetonline.org. 15-1199.03 - Web Administrators. 2019. Available at: 
http://www.onetonline.org/link/summary/15-1199.03. Accessed March 19, 2019       
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Marketing Strategy 

Customer Needs Ways to Market to Customer 
Couples 1. Membership 

benefits 
(DoubleDeals) 

2. Long Term 
Friendship 

 
3. Spontaneity/ 

Adventure 

1. Provide cross promotional “DoubleDeal” 
events with businesses for discounted “Couples 
Nights” for members to justify membership 
cost. 

2. Emphasize the ability to be spontaneous via 
mobile application for couples seeking 
adventure. 

3. Offer a breadth of sponsored events that reach 
both young lovers and married couples that are 
in committed relationships seeking long term 
friendships 

 

Letsdouble.com’s primary form of modern marketing will be through our website. We have 

already hired a website developer to create the website to ensure that it is user-friendly, easy to 

navigate, and includes keyword density that will increase the chances of the website appearing on 

high pages in search engines. Additionally, the website will post bi-weekly blogs about double 

dates and suggested activities to keep current visitors entertained and to increase the chances of 

the website showing up in search engines when a series of keywords from the blogs are entered in 

search engines.  

Given that the business is web-based, we will need to create a strong internet presence. In 

addition to our webpage, we will create and maintain a social media presence on all major social 

networking sites. Cross-promotional deals will be “tweeted” and “shared” in hopes of utilizing 

“word of mouth advertising” through social media. The social media outlets will be important in 

connecting spontaneous couples. In addition, we will rely on our vendor partners (e.g. restaurants, 

bars, golf courses, movie theatres) to utilize their Facebook pages to promote cross promotional 

activities for events at their establishment.  
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In order to reach the “older” married crowd we will utilize traditional advertising, such as 

local radio station spots. As our partnership grows with local vendors, this would be one of the 

primary marketing vehicles to promote local events that have partnered with letsdouble.com. The 

second form of traditional advertising will be through local television ads. Because television 

advertising can be expensive, the initial advertisements will be placed in highly-populated cities 

with the top population density regions in the United States. Letsdouble.com will also be promoted 

at industry-related events, which will require the marketing representative and owner to attend to 

increase brand awareness and to create networking opportunities. 

In the addition to social networking sites, we will also utilize online streaming advertising. 

The primary vehicle for this form of advertising will require the company to develop advertising 

campaigns on websites such as Pandora. Pandora is an ideal place to advertise because users are 

encouraged to complete profiles using demographic information, which will assist the company 

with targeting the specific market based on their user profiles. Another form of modern advertising 

will be search engine optimization techniques such as Google AdWords. Search optimization 

techniques will significantly increase brand recognition and traffic to the website by showing the 

company’s advertisements and links to the home page after users input a series of targeted 

keywords in search engines.  
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Demand Assumptions 

The following assumptions were made based upon the performance of a similar Startup Company 

(Company X) within the dating services industry that was ultimately acquired by a large and 

diverse niche dating services firm within the last 5 years. In addition, a cost estimate was obtained 

from Amazon Web Services and industry averages were obtained via IBIS world to formulate 

accurate projections.  We have presented the expected results based upon industry data and 

conservative estimates below. In addition, we have provided best case scenario financial results in 

Appendix B and Worst Case Results in Appendix C to accompany the expected results below.  

● Year 1 Paid Membership will be 258,774 total couples evenly distributed throughout the 

year. 

o Basis of Assumption:  

▪ This represents .002% of married couples. Note: This does not include couples 

that are not married meaning the projected market share that we are capturing 

is far more than .002% of this conservative projection. 

➢ Number of People over 18=253,700,000. Percentage of adults that are 

married =51% or 129,387,000 people. 

● The average member will be a member for 8 months. 

o Industry research has shown that the average customer spends 7-9 months with a dating 

web-site before moving on. While we anticipate our user retention to be higher given 

the different target market, we have conservatively assumed the industry average. 
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▪ 8 Months is 66% of the calendar year. In order to compensate for this in our 

financial projections, we have reduced the “units sold” or total couples above 

by 34%. 

➢ 66%*258,774=172,516 Couples. 

● Year 1 Paid Vendor Membership will be 200 

o Basis of Assumption: Conservative estimate based upon primary research data 
conducted by owner 
 

● Paid membership in each of these categories (couples/vendors) will increase by 33% per 
year 
 

o Basis of Assumption: Paid membership in Company X within the dating industry 

increased by 100% by year 3.  
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FINANCIAL ASSUMPTIONS  

Financial Assumptions: 
 

● Marketing/Advertising Expense will represent 20% of revenues 

o Basis of Assumption: Research shows lowest percentage of these expenses is 14.50% 

percent and the highest is 50% of revenues.  

● Web-Hosting and Maintenance will be $1850 per month for the first three years 

o Basis of Assumption:  

▪ The entire infrastructure will be hosted utilizing Amazon Web Services (AWS). 

The package we have chosen is Amazon EC2 On-Demand Instances.  

▪ Amazon Web-Services Preliminary Quote; Total monthly cost of all On-

Demand Instances for a 3-year period: 

➢ The total cost of running the spiky web application (compute and 

database) on all On-Demand Instances for 3 years = $66,614 ($1,850 

per month). 

● All transactions are via credit card which are subject to a 2.3% transactional bank 

fee.  

o We have calculated this as a variable cost on each individual sale within our financial 

statements.  
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EXPECTED FINANCIAL RESULTS  
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APPENDIX A 
Sources and Uses of Funds 
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Sources and Uses of Funds 
 

  Amount Totals    

Owner's Cash Injection 30.58% $79,300    
Outside Investors (Equity) 38.57% $100,000    
 B. Schafer  $35,000    
 M. Wynne  $27,000    
 E. Brady  $25,000    
 R. Ebner  $13,000    
       
Additional Loans or Debt   Loan Rate Term in Months Monthly Payments 

 Commercial Loan 30.85% $80,000 12.00% 84.00 $1,412.22 

 Commercial Mortgage 0.00% - 9.00% 240.00 $0.00 

  100.00% $259,300   $1,412.22 

       

 
 Amount     

Pre-Opening Salaries and Wages (Web-Development) $52,000     
Prepaid Insurance Premiums $3,436     
Legal and Accounting Fees $15,000     
Advertising and Promotions $72,864     
Amazon WebServices and Mobile App Development $116,000     
       
Total  $259,300     
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APPENDIX B 
Summarized Best Case Financial Results 

 
Assumption: Subscription Growth is 100% by Year 3 similar to Company X 
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APPENDIX C 
Summarized Worst Case Financial Results 

 
Assumption:  

Initial Subscription Growth is 35% less than expected 
Growth is only 10% per year in years 2 and 3 
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APPENDIX D 
Resumes 
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Stephen Logan, MBA, CISA, CISSP, CRISC, ITIL 
 

EDUCATION 
 

Georgetown University, Washington, DC 
(Currently Enrolled-Graduation in May 2019) 
Master of Professional Studies in Technology 
Management  
 
Shippensburg University, Shippensburg, PA 
(May 2015) 
Master of Business Administration (MBA) 
♦ GPA: 3.87 
♦ Beta Gamma Sigma-International Honor 

Society for Collegiate Schools of Business 
 
Saint Joseph’s University, Philadelphia, PA 
(May 2006) 
Bachelor of Science in Business Administration 
(Decision and System Sciences Concentration)  
♦ GPA: 3.54 (Overall), DSS GPA: 3.66 
♦ Graduated Cum Laude 
♦ National Society of Collegiate Scholars 
♦ Alpha Iota Delta Honor Society 
 

  
 

CERTIFICATIONS ♦ Certified Information Systems Auditor (CISA) 
♦ Certified Information Systems Security 

Professional (CISSP) 
♦ Certified in Risk and Information Systems 

Control (CRISC) 
♦ (IT Infrastructure Library) ITIL Foundations 

Certified 
♦ PCI-DSS Qualified Security Assessor (QSA)-

Expired 
 

 

AREAS OF 
PROFICIENCY 

♦ Vanguard Leadership Academy 2016 
♦ Information Security and Risk Management 
♦ Information Technology Audit 
♦ Business and Technology Strategy 
♦ Business Process/IT Risk Assessment 
♦ Information Technology Roadmap 

Development 
 

♦ Business Continuity and Disaster Recovery 
♦ Problem Solving and Solution Development 
♦ SOX Compliance 
♦ Technology Infrastructure 
♦ HIPAA Compliance 
♦ Project Management 
♦ Communication and Presentation Skills 

PRACTICAL 
EXPERIENCE 

The Vanguard Group, Inc.  
Cybersecurity Assurance and Threat Intelligence Controls SME (August 2018-Present) 
♦ Provides expert level expertise and leadership for IT control-related matters. Collaborates with and 

influences technology leaders and crew to create, sustain, and strengthen IT's internal cybersecurity 
control framework through control identification, design, implementation, and testing. 

♦ Works with IT executive management to drives the design, implementation, and ongoing monitoring 
of key cybersecurity controls across the business unit.  

♦ Oversees the most complex engagements, including those that cross information security and 
technology operations divisions. 

♦ Delivers high-level consultation, facilitation, and analytical support to ensure internal controls are 
properly aligned and implemented to ensure flawless service and compliance with all business partner 
expectations. Provides guidance and support to management, process, and control owners on 
responsibilities. 
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♦ Supports overall Cybersecurity Controls agenda by providing expert level controls expertise to IT 
senior leaders on the most important and complex control-related issues. 

♦ Manages relationships and engagements with internal and external auditors. Provides expert level 
consulting to IT on audit activities/results and leads risk mitigation initiatives in response to audit 
findings. 

♦ Educates and influences business partners on control design and effectiveness and recommends 
actions to increase effectiveness of those controls. 

♦ Develops strong working relationships throughout the division and company. Collaborates with the 
department, division, and management sharing best practices regarding key control to influence and 
effectively communicate control solutions to all appropriate parties. Provides guidance, training and 
motivation necessary to create control awareness, ownership, and accountability to IT crew. 

♦ Consults with Enterprise Risk Management, Information Security, Internal Audit and external Audit, 
Corporate Compliance, Legal and other appropriate parties sharing expertise and knowledge to 
strengthen the Cybsersecurity control environment. 

♦ Plays a leadership role in guiding and motivating less experienced team members. 
 
The Vanguard Group, Inc.  
Cybersecurity Audit-Senior Project Manager (December 2016-August 2018) 
♦ Manages and oversee projects and audits within the domains of: Security Policy, Security Governance, 

Access and Authentication Management, Threat and Vulnerability Management, Security Threat 
Intelligence, Security Response Management, and Application Security Architecture.  

♦ Subject matter expert charged with keeping abreast of current and emerging security risks that could 
impact the Company. 

♦ Manages audit projects including managing their individual time; scheduling and assigning work and 
monitoring the progress of audit fieldwork; proposing modifications to current procedures to improve 
audit effectiveness and efficiency.  

♦ Prepares and delivers presentations to engagement team members, client management and executive 
senior management. 

♦ Oversees and holds ultimate responsibility for developing and communicating the objectives of an 
audit and of other planned services to team members and clients.  

♦ Promotes, builds and maintains a constructive relationship with Internal Audit's customers and 
stakeholders.  Maintains knowledge of significant Vanguard IT initiatives. 

♦ Performs prompt and adequate audits, investigations and consulting services. 
♦ Works with Internal Audit Senior management to review audit project plans, work papers and audit 

reports, including discussing issues with management, and ensuring adequate quality control is in 
operation. 

♦ Works with IT executive management to follows up on replies to reports, reviews replies and posts 
audit reviews.  

♦ Performs audit operations including time management, performance reporting, scheduling staff 
resources and weekly reporting to Internal Audit Senior Management. 

♦ Manages and coaches engagement teams, and provide assessments of staff, senior and lead auditors. 
♦ A subject matter expert that educates staff, senior and lead auditors in audit methodology and 

understanding IT process and controls. 
♦ Participates in special projects in conjunction with Information Security and Enterprise Risk 

management.   
 

The Vanguard Group, Inc.  
Cybersecurity Audit-Project Manager (September 2014-December 2016) 
♦ Completed the 2016 Vanguard Leadership Academy curriculum (July Cadre).  
♦ Managed and oversaw projects and audits within the domains of: Security Policy, Security 

Governance, Access and Authentication Management, Threat and Vulnerability Management, Security 
Threat Intelligence, Security Response Management, and Application Security Architecture. 

♦ Managed and trained associates on each engagement: training included providing formal and informal 
instruction and feedback to promote on-the-job growth and development for staff. 
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♦ Managed audit projects including managing staff time; scheduling and assigning work and monitoring 
the progress of audit fieldwork; proposing modifications to current procedures to improve audit 
effectiveness and efficiency.  

♦ Assisted in preparing and delivering presentations to engagement team members, client management 
and executive senior management. 

♦ Oversaw and was responsible for developing and communicating the objectives of an audit and of 
other planned services to team members and clients. 

♦ Performed prompt and adequate audits, investigations and advisory services. Reviewed audit project 
plans, work papers and audit reports, including discussing issues with management, and ensuring 
adequate quality control is in operation.  

♦ Performed security risk assessments based on industry specific security standards 
♦ Worked with internal professional practices group to improve and optimize internal audit standards. 
♦ Assessed data confidentiality, integrity and availability to optimize the secure use of data.  
♦ Collaborated with technical and functional teams to identify vulnerabilities, assess risks and provide 

security awareness training. 
♦ Worked in a team environment and built strong relationships with co-workers and clients. 
 
Grant Thornton, LLP (Acquired LECG-SMART)  
Manager-IT Security and IT Strategy (March 2011-September 2014) 
♦ Managed the fieldwork of clients while handling project management tasks in a demanding 

environment for a dozen clients totaling over $1 million in revenue. Inclusive of forecasting, business 
planning, and progress reporting for my project portfolio to respective partners and leadership groups.  

♦ Managed and trained an Information Security advisory team of associates. This included training 
included providing formal and informal instruction and feedback to promote on-the-job growth and 
development for staff. 

♦ Organized and led meetings with client management to discuss IT security/strategic issues and their 
impact on the environment. Researched facts to support positions taken on the various issues and 
presented ideas in clear and concise manner. 

♦ Managed vulnerability and penetration testing engagements based upon NIST SP800-115. 
♦ Managed Business Impact Analysis (BIA) and Disaster Recovery Planning (DRP) engagements, 

including the high level design of the technical recovery solutions to remediate high risk recovery 
issues.  

♦ Managed and executed PCI Gap Analysis against the PCI Data Security Standard and developed 
procedural and technical remediation plans which were prioritized based on risk. Supported clients in 
developing PCI compliant compensating controls in areas where legitimate business or technical 
constraints existed.  

♦ Managed, performed and signed PCI Reports on Compliance (ROC) for merchants and service 
providers.  

♦ Managed and performed security risk assessments based on industry specific security standards such 
as ISO27002, ITIL, COBIT, and HIPAA. 

♦ Assessed data confidentiality, integrity and availability to optimize the secure use of data.  
♦ Collaborated with technical and functional teams to identify vulnerabilities, assess risks and provide 

security awareness training.  
♦ Assisted clients in optimizing their current IT infrastructure by setting up site to site VPNs, installing 

new internal firewalls, applying appropriate ACLs, building network policy and access servers and 
restructuring active directory based upon group policy. 

♦ Worked in a team environment and built strong relationships with co-workers and clients. 
 
LECG-SMART (Acquired by Grant Thornton) 
Senior IT Auditor/Auditor (March 2008-February 2011) 
♦ Coordinated the audit fieldwork of clients' IT environment and business process controls handling 

multiple tasks in a demanding environment, high performing environment. 
♦ Worked in a team environment and built strong relationships with co-workers and clients. 
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♦ Managed and trained associates on each engagement: training included providing formal and informal 
instruction and feedback to promote on-the-job growth and development for staff. 

♦ Led meetings with client management to discuss audit issues/resolutions and their impact on the 
financial statements. Researched facts to support positions taken on the various audit issues and 
presented ideas in clear and concise manner. 

♦ Communicated with managers daily to provide updates, facilitate timely completion of engagements, 
and discuss audit strategy and ways to improve procedures. 

♦ Assist clients through business process reengineering and compliance projects to design and evaluate 
the adequacy and effectiveness of internal controls.  

♦ Assist in drafting audit reports and follow up to determine that corrective action has been taken over 
exceptions.   

♦ Manage multiple clients’ deliverables efficiently.  
 

 PricewaterhouseCoopers LLP, Philadelphia PA 
Systems & Process Assurance Associate (July 2006-March 2008) 
♦ Performed interim and update controls testing on 404 and SAS 70 engagements. 
♦ Lead client discussions and walkthroughs. 
♦ Clearly communicated observations and findings to the engagement team. 
♦ Performed follow-up on client issues for resolution. 
♦ Managed multiple clients’ deliverables efficiently.  
♦ Effectively managed staff on engagements. 
 

 Morgan Stanley Investment Management.  West Conshohocken, PA 
Systems Analyst Intern (June 2005-August 2005) 
♦ Tested Morgan Stanley business applications in new restricted user environments 
♦ Communicated with users about application errors. 
♦ Provided application error reports to programmers and software vendors to develop solutions.  
 

ORGANIZATIONS ♦ Philadelphia ISACA Chapter-Board of Directors 
♦ OWASP 
♦ ISC2 
 

PROFESSIONAL 
SERVICES CLIENT 
EXPERIENCE 

GMAC Residential Capital, NutriSystem, Exelon Corporation, Consumer Reports, David’s Bridal 
Automated Financial Systems (AFS), GlaxoSmithKline, World Wrestling Entertainment (WWE), 
Destination Maternity, Nolan Financial Group, Madison Performance Group, Lancaster General Health 
System, Take 2 Interactive, Texas Lottery Commission, New York Department of Motor Vehicles, 
American Arbitration Association, HTH Worldwide, QuickChek, VWR International, TransCore, Natural 
Resource Defense Council, Commonwealth of Pennsylvania Office of Administration/Office of 
Information Technology Enterprise Data Center, Ignite Media Solutions, Appian BPM, Health Partners, 
Penn Treaty Network America Insurance Company, City of Philadelphia Department of Technology, 
Carpenter Technology, Quaker Chemical Corporation, IMS Health, C&D Technologies, New Jersey 
Manufacturers Insurance Group, Villanova University, Gettysburg College. 
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JONATHON T. JONES 
 

16 Westbrook Heights /Springfield, PA 19064 / (215) 705-8795 
jp@jtjones.com/ LinkedIn URL  

 
 

Director of Software Development 
 

• Dynamic leader of software development teams offering 11 
years of experience managing multimillion-dollar, mission-critical 
projects. 

• Skilled in all phases of the software development lifecycle; 
expert in translating business requirements into technical solutions; 
and fanatical about quality, usability, security and scalability. 

Professional Experience 

Grant Thonrton, LLP (2005 to Present) / SMART/LECG LLC. (2001 to 
2005) -- Philadelphia, PA 
Grant Thornton is a global accounting and professional services firm that 
acquired SMART/LECG in 2011. 

Director of Software Development, 2006 to Present 
Senior Software Developer, 2005 to 2006 
Software Developer / Tester, 2001 to 2005 
 
Advanced through several promotions, culminating in present director-
level role overseeing firm’s software development activities. Manage a 
$4.5M R&D budget and a 12-member developer team. Provide cradle-to-
grave oversight of software project management, leading the research, 
design, development, documentation, testing and rollout of enterprise 
applications. 

Accomplishments: 

• Designed dozens of software solutions driving continuous 
improvement to processes, systems, work flow and customer 
responsiveness. 

• Mentored development teams in Agile SDLC and RAD best 
practices. Ensured the release of premium-quality applications that 
provided intuitive and secure experiences for users. 

• Delivered groundbreaking developments such as Web-based 
customer data-entry applications; software that automated 
customer loan data collection and processing functions; systems 

  

 Engineering robust, 
user-focused  

solutions driving  
breakthrough  
efficiency and  

bottom-line gains. 
 
  

  

  

EXPERTISE 
 

Application Development 
 

Service-Oriented AEitecture 
(SOA) 

 
Enterprise Implementations 

 
Software Development 

Lifecycle (SDLC) 
 

Release Management 
 

B2B Integrations 
 

Project Management 
 

Offshore Development 
Operations 

 
QA & UAT Management 

 
Team Building & Leadership 

  

  

EDUCATION 
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for securely handling electronic funds transfers; and browser plug-
ins enabling fail-safe recovery of Internet file transfers. 

• Drove all phases of enterprise integration and process 
improvement projects to successful completion, including 
application availability initiatives (e.g., Oracle RAC, WebLogic 
clustering, data replication) and the implementation of single site 
fail-over and recovery options. 

• Reduced R&D budget from $6M to $4.5M while increasing 
service levels and improving product stability. 

Project Results 

Served as project manager, lead developer and/or team member on 
dozens of application development projects. Delivered technology 
solutions that… 

• Automated processes to resolve business challenges, such as ever-
fluctuating currency exchange and bank interest rates (15+ 
countries), complex bank reconciliation interfaces and ACH/wire-
fraud detection. 

• Minimized system outages, saving an estimated $1.2M annually. 
• Equipped sales force with Web-accessible sales/CRM tools that 

helped elevate assets under management by 37% from 2003 to 
2004. 

• Accelerated the lending approval process by 35%. 
• Reduced payroll by hundreds of thousands of dollars by 

automating functions that previously required manual data entry. 
• Heightened security of electronic funds transfers and securities 

pooling. 
• Decreased monthly error rates to all-time lows (from 1.2% to 

0.02%). 
• Streamlined the underwriting and review of government loans. 

Technology Summary 

Languages: C++, C#, Java, Delphi, Visual Basic  
Development Tools, Methodologies & Environments: Rapid 
Application Design (RAD), Object-Oriented Analysis & Design (OOAD), 
Waterfall Approach, Spiral Approach, Prototyping Approach, Integrated 
Software Development, Microsoft Visual Studio  
Software: TIBCO, IBM WebSphere MQ, Apache, Sun ONE, Business 
Objects, JBoss, BEA WebLogic  
Hardware: Sun, IBM, VAX, NeXT 
Systems: Unix, Windows, VAX/VMS, NeXTStep, .Net Framework 
Databases: Oracle, Sybase  

PENN STATE 
UNIVERSITY 

University Park, PA 
MS in Information 

Systems, 2002 

Drexel University 
Philadelphia, PA 

BS in Computer Science, 
2000 

  

 
CERTIFICATIONS 

MCSD, 2005  
Microsoft Certified  
Solution Developer 

MCAD, 2004  
Microsoft Certified  

Applications Developer  

CMST, 2002 
Certified Manager  

of Software Testing 

CST, 2001 
Certified Software Tester 

  

 
VOLUNTEERISM 

 
Active volunteer  
for United Way,  

The Delaware 
Food Bank  

and Amnesty International 
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