
PART A GENERAL COMPANY INFORMATION 

 
Items I -III 

The Tradeshow Marketing Company, Ltd. 

648 237 PL SE 

Sammamish, WA 98074 

 

The Company was incorporated in the State of Nevada on December 3, 2003. 

 

PART B Share Structure 

 

Item IV-VI 

 

As of May 31, 2009 and 2008 the Company has authorized 500,000,000 common shares, par value $.0001.  

 

At May 31, 2009 there were 23,202,809 common shares outstanding. Of the shares outstanding 17,490,004 were freely 

trading and 5,712,805 were restricted. 

 

As of May 31, 2008, the Company had 23,102,809 common shares outstanding. Of the shares outstanding, 6,453,337 

were free trading and 16,649,472 were restricted. 

 

We do not have any preferred stock authorized. 

 

The Company has not declared any dividends and does not plan to declare any dividends in the foreseeable future.   
 

The Company trades under the symbol TSHO. 

 

As of May 31, 2009, there were 184 shareholders of record.  

 

 

PART C Business Information 

 

Item VII. 

 

Our transfer agent is Holladay Stock Transfer, Inc. Their address is 2939 North 67
th
 Place, Suite C, Scottsdale, AZ 

85251. Their telephone number is 480-481-3940. 

 

Item VIII. 

 

A. Business Development 

 

The Tradeshow Marketing Company, Ltd. was incorporated on December 3, 2003 under the laws of the State of 

Nevada. The Company operates on a May 31 fiscal year end. Tradeshow is a product development and consumer 

specialty retail company that markets and sells proprietary and private label products for the home and office 

environments. The Company was formed to market specialty products at trade shows, mall-based specialty product 

shops and kiosks.  The Company sells popular “as seen on TV” products, which are currently or have been 

advertised on TV. The products that the Company sells are functional have a broad appeal and retail at affordable 

price points.  

 

The Company has not been in bankruptcy, receivership or any similar proceeding. 

 

On March 15, 2007 the Company organized the Sandstrom OnTV Company (Sandstrom) as a wholly-own 

subsidiary.  Sandstrom was organized to sell unit franchises to operate retail stores under the tradename “Sandstrom 

OnTV.” We were not successful at franchising our retail stores, and in March 2008, spun-off our Sandstrom OnTV 

franchise division. See Note 3 of the financial statements. 

 

Tradeshow owned and operated two retail stores in Phoenix, Arizona called “As Seen On TV”. The stores were 

located in the Arrowhead Mall and the Paradise Valley Mall in Phoenix. The store in the Arrowhead Mall had been 

operating as “As Seen On TV” since 1997 and the store in the Paradise Valley Mall as “As Seen On TV” since 



1999. In September 2008, the Company abandoned both leases on the stores, and discontinued their operations and 

determined to focus on sales through trade shows and direct marketing. 

 

In relation to the spin-off and the closing of the As Seen On TV stores, the Company was in default on the leases for 

the properties. As such, the accompanying financial statements include an accrual for the rent due on each of the 

abandoned leases. 

 

B. Business of Issuer 

 

Overview 

 

The Company is a marketing and direct sales company focused on the development and distribution of a wide range 

of products for the home and office environments. The Company’s primary and secondary SIC Codes are 7389 

(Services-Business Services) and 5090 (Wholesale-Misc Durable Goods) Currently, the Company’s operations are 

primarily conducted through trade shows throughout Canada and through its e-commerce website. The Company is 

not now nor has it ever been classified as a shell company. 

 

Employees 

 

As of May 31, 2009, the Company had one employee classified as full time. From time to time, the Company 

utilizes professional sales people on a per-diem or commission basis. 

 

Research and Development 

 

During the years ended May 31 2009 and 2008 we did not incur any costs related to research and development 

activities. 

 

 

Compliance with Environmental Laws 
 

Tradeshow is not impacted by the costs and effects of compliance with environmental laws, other than the laws and 

regulations generally applicable to businesses. Tradeshow operates with a high level of respect for and promotes the 

protection of the environment, and is not aware of circumstances that would create any significant financial 

responsibility for environmental matters. 

 

Subsidiaries and Affiliates 

 

As noted above, the Company had a wholly-owned subsidiary, Sandstrom OnTV Co. The accompanying financial 

statements include the operations of the subsidiary, and the effect of the subsequent spin-off as of the year ended 

May 31, 2008. These have been classified as discontinued operations for the year ended May 31, 2008. 

 

The Nature of Products and Services Offered 

 

The Company’s merchandise categories include specialty household, beauty and fitness, home and garden and small 

ticket electronics products. For the past twenty years, Tradeshow’s demonstration professionals and management 

have worked in the direct sales industry marketing a variety of products directly to consumers at trade shows, malls 

(kiosks), fairs and exhibitions throughout Canada and the United States.  

 

Our professional sales staff has engaged in product demonstration, sales and marketing for trade shows, as well as 

training and consulting on “direct sell” retail and wholesale strategies for companies seeking to market their 

products directly to consumers. The venues that the Company uses for trade show demonstrations includes trade 

shows and annual exhibitions such as home, garden, boat and auto shows, as well as provincial, state and county 

fairs. 

 

Management plans to place emphasis on and to allocate financial and human resources to the development of our 

direct sales business.  

 

Market Overview 

 



Venues for the demonstration of direct sales include mall-based retail stores, kiosks and sales demonstrations at 

trade shows. There is an added advantage that arises from the Company’s trade show demonstration activity, as 

consumers who see products demonstrated and branded at these shows may make subsequent and additional product 

purchases from the Company’s mall based stores in Phoenix, Arizona, and the Company’s e-commerce website. The 

contents of this site are not incorporated into this filing. Further, the Company’s references to the URLs for these are 

intended to be inactive textual references only.  

 

Tradeshow earns revenue directly from the sale of products that it sources from a number of different suppliers. To 

date, the Company has generated sales at trade shows, malls and other high traffic consumer venues, such as public 

fairs and exhibitions, as well as our e-commerce website.   

 

Direct Sales at Trade Shows. 
 

Over the past 20 years Tradeshow’s principals have appeared consistently, year after year, in trade shows, malls, 

fairs and exhibitions in cities throughout Canada and the United States, including trade shows in the following cities: 

Canada: Vancouver, Abbotsford, Victoria, Nanaimo, Calgary, Edmonton, Regina, Saskatoon, Winnipeg, Toronto: 

United States: Puyallup, WA, Tacoma, WA, Pomona, CA, Phoenix, AZ. The Company has consistently generated 

revenue by attending trade shows, malls, fairs and exhibitions in these markets and locales. 

 

Management believes that Tradeshow enjoys two distinct competitive advantages. The first advantage is ability to 

penetrate local and national markets at the trade show level proving salability of products and generating exposure 

for its brand. The second competitive advantage that Tradeshow is able to take advantage of relates to marketing, 

some of the innovative and contemporary products that Tradeshow offers at its retail store locations  are already 

advertised and branded “as seen on TV” through television infomercial advertising.  

 

Many of the items that the Company features in its stores and at trade shows, malls (kiosks) fairs and exhibitions 

may be categorized as “as seen on TV” because they are currently advertised or have been advertised on TV. 

Examples of suppliers and the products that we sell or have sold in the past include:  

 
 Ontel Products: “as seen on TV” products that include the Swivel Sweeper, Glass Wizard and AB 

Master; 
 American Direct (TriStar): product supplied includes the Lateral Thigh Trainer and Jack Lalanne’s 

Power Juicer; 
 Cava Industries: supplies the Cold Heat Soldering Tool and Smart Spin containers; 
 ITW Space Bags: supplies Space Bags for storage; 
 Orange Glow International: suppliers of cleaning products OxiClean, Orange Glo, and Kaboom, 

among others; 
 Overbreak: supplies toys that include Hover Disc, Hover Copter and Rainbow Art.   

 
When possible and advantageous, Tradeshow works to secure territorial exclusivity for products that it sells. 

Notably, the absence of product exclusivity has not impaired past business performance because the Company 

merchandises and sells a broad selection of popular and contemporary products from multiple suppliers and 

wholesalers, thereby ensuring its ability to remain competitive. On occasion, suppliers will approach the Company 

to demonstrate and sell their products on their behalf. 

 

Tradeshow also intends to sell its own private label products. In part, the Company plans to source products upon 

which they can affix their own label and market as a private label brand. Management believes that private label 

merchandise will strengthen the Company’s ability to brand and, hence, compete against retail competitors.  

  
The Company also plans to increase the number of sales channels that it employs, primarily through the use of direct 

response television campaigns. In doing so, the Company will continue to utilize the same successful direct sales 

strategy it has used, in the past, to develop these new sales channels. Tradeshow plans to develop these new sales 

channels, to increase sales in busy metropolitan markets within Canada and the continental United States (with a 

continued focus on those markets in Western Canada, Washington State, California and Arizona, which the 

Company currently serves) with the intent to brand and sell the same type of products that it currently sells at trade 

show venues the Company also intends to offer franchised retail stores, increase internet sales and wholesale 

business 

 



Our e-commerce website allows the Company to (1) target a broader customer base with lower price items; (2) 

promote sales and increase product branding through Internet advertising; (3) cross sell products featured in other 

sales channels.  

 

 

www.ontvco.com Tradeshow’s e-Commerce  

 

The Company has an e-Commerce website located at www.ontvco.com. The Company’s e-Commerce website 

features a mix of the consumer products that the Company sells at its trade show demonstrations as well as products 

that the Company featured in its land based retail stores. The e-Commerce website allows the Company to target a 

broader customer base and to complement our marketing and branding initiatives.  

 

Our e-Commerce website implements a broad array of scalable site management, search, customer interaction and 

distribution services systems that are intended to be used to display products, process customer orders and payments. 

These services and systems use a combination of commercially available, licensed technologies, which have been 

customized and integrated to provide the platform for the online store.  

 

Management believes that the breadth and depth of its online store’s product selection, together with the flexibility 

of the e-Commerce model will enable the Company to develop a significant, additional sales and marketing channel 

that will benefit the Company’s overall retail strategy. Unlike store-based retail formats, the Company’s online store 

is expected to provide it with significant flexibility with regard to the organization and presentation of product 

selection. To encourage purchases, management intends to feature exclusive online promotions, on a rotating basis, 

and to continually update merchandise recommendations. Management intends to actively create and maintain pages 

that are designed to highlight certain products and brands, including merchandising strategies that emphasize 

featured products, product bundling and special promotions.   
 

Tradeshow’s online store is intended to provide convenient and useful services that enhance the shopping 

experience. The Company intends to strive to make its customers’ experience informative, efficient and intuitive by 

constantly updating and improving its store format and features. The Company’s online store intends to incorporate 

“point and click” options, supported by technical enhancements including easy-to-use search capabilities. These 

features are intended to make shopping at the store entertaining and informative and encourage purchases and repeat 

visits. 

 

 

Private Label Brands  

 

As a product development and consumer specialty retail company, our mandate is to develop proprietary and private 

label products that have mass appeal at popular price points. Initially, Tradeshow intends to market products that are 

readily available via the supply channels that it has used since the Company’s inception; the very same supply 

channels that management has developed over the past twenty years. Tradeshow intends to source products that it 

can affix private labels to and distribute under the Company name, to ensure better quality and higher profits for the 

Company.  

 

Our philosophy is to sell products that are quality-manufactured to our specifications. To execute our planned 

strategy, we will engage the services of industry experts who can source and supply products that Tradeshow can 

market as “private label”, that is, products to which the Company can affix its own brand labels. The Company plans 

to utilize said “experts” to advise the Company about how to obtain the best combination of price and quality for the 

proposed private label branded products. The Company is currently investigating and qualifying the manufacturing 

details for a number of private label products that it intends to sell in the coming months. 
 
The Company believes that addition of private label brands is a direct way to improve product offerings and increase 

bottom line revenues. Management believes that many organizations with business plans that are similar to the 

Company’s disregarded this important and potentially profitable strategy of the merchandising and direct sell 

process. Management believes that private label merchandise offers greater pricing power, which can be diminished 

by lower sales margins typically available from highly popular and competitively priced products.  

 

Status of publicly announced new products and services 

 



The Company has engaged Seattle-based Cesari Direct for the production of an upcoming short-form Direct 

Response Television campaign, anticipated to debut on National Television during November 2009.  

 

During September 2008, the Company entered into a non-binding distribution agreement with Risoli, an Italian 

Company which manufactures induction cookware sets. The Company will be offering the Risoli Induction 

Cookware Sets at trade shows, and via its ecommerce website. 

 

During July 2009, the Company entered into a limited licensing and distribution agreement with MyClip, a South 

African Company. The Company will be selling the MyClip at trade shows, infomercials, and via its ecommerce 

website.  The agreement is not attached to this report for reasons of confidentiality. 

 

 

Competitive Business Conditions and Competitors 

 

The direct sales market is new, rapidly evolving and intensely competitive. Management expects to face stiff 

competition in every product category. Barriers to entry are minimal and current and new competitors, who may 

have greater expertise and greater resources, can start competitive business operations at a relatively low cost.  
 

Management potentially will compete with a variety of competitors, including the following: 
 
 Traditional retailers of proprietary and private label products for the home and office environments, who 

may compete with both an online and offline presence; 
 Manufacturers of proprietary and private label products for the home and office environments that decide to 

sell directly to end-customers, either through physical retail outlets or through an online store; 
 Other online retailers proprietary and private label products for the home and office environments, 

including online service providers that feature shopping services; and 
 The catalog, direct mail and multi-level marketing retailers of proprietary and private label products for the 

home and office environments. 
 

Management believes that the following are the principal competitive factors in the Company’s proposed market: 

brand recognition; selection; convenience; order delivery performance; customer service; site features, content; price 

and quality.  

 

Many potential competitors can devote substantially more resources to business development than can the Company. 

In addition, larger, well-established and well-financed entities may acquire, invest in or form joint ventures with 

other competitors.  

 

Certain of the Company’s competitors may be able to secure products from vendors on more favorable terms, fulfill 

customer orders more efficiently and adopt more aggressive pricing or inventory availability policies than can the 

Company. 

 

Given the fact that the Company has a limited operating history, many of the Company’s competitors have 

significantly greater experience in the retail of proprietary and private label products for the home and office 

environments. 

 

The Company’s online competitors are particularly able to use the Internet as a marketing medium to reach 

significant numbers of potential customers. Finally, new technologies and the expansion of existing technologies, 

such as price comparison programs that select specific titles from a variety of websites may direct customers to 

competitor sites.  

 

Principal Suppliers 

 

Tradeshow features over 150 products that it sources from a long list of suppliers and wholesalers. Tradeshow does 

not rely solely on one supplier or wholesaler to source our products. Rather, the Company sources product from 

many different suppliers. Our strategy is to purchase our products from many different name brand suppliers who 

manufacturer or contract out the manufacture of their own products to ensure quality and a wide variety of product 

choice. Examples of suppliers and the product that we sell include: 

 



 Ontel Products: “As Seen On TV” products that include the Swivel Sweeper, Glass Wizard and AB Master; 
 American Direct (TriStar): product supplied includes the Lateral Thigh Trainer and Jack Lalanne’s Power 

Juicer; 
 Cava Industries: supplies the Cold Heat Soldering Tool and Smart Spin containers; 
 ITW Space Bags: supplies Space Bags for storage; 
 Orange Glow International: suppliers of cleaning products OxiClean, Orange Glo, and Kaboom, among 

others; 
 Overbreak: supplies toys that include Hover Disc, Hover Copter and Rainbow Art.  

 

Tradeshow has a history of selling products from these suppliers. Our objective is to continue to acquire products 

that are both contemporary and popular, via our network of wholesalers and exclusive distributors, and resell them at 

competitive prices with the intent to generate a profit. 

 

The Company obtains its products from brand suppliers, and a network of distributors, manufacturers, brokers and 

wholesalers. Management’s efforts are ongoing to expand the number of direct relationships with manufacturers, 

suppliers, brokers, distributors and wholesalers in all relevant product categories.  The Company does not have 

written agreements in place with any distributors that guarantee a discount or pricing preference.  

 

Although we source and buy product from more than one supplier, we still rely on a finite number of suppliers to 

make the products that we sell available to us, at our request and on relatively short notice. As such, our supply 

chain is potentially subject to disruptions, which could cause a cessation in our business. Delays and disruptions due 

to supply problems could impair our ability to satisfy customers, generate revenue and conduct our business. 

 

Moreover, we do not have exclusive rights for the products that we sell and so we face competition across all 

categories and are potentially vulnerable to supply shortages that could result therefrom. Our inability to hold sole or 

exclusive distribution rights for our products could potentially lead to supply shortages of the products that we sell 

and could impair our ability to satisfy our customers, generate revenue and conduct our business. 

 

Tradeshow does not directly manufacture any of the products that the Company sells. Because we generate our 

revenue from the sales of goods via direct sell marketing, we do not need to purchase raw materials for the 

manufacture of the products we sell. As such, we depend on our suppliers to stock the products that we sell. 

 

Customers 

 

As a specialty product branding and retail company, Tradeshow does not depend on one or a few major customers to 

sustain or grow its business. Tradeshow sells products to a growing and diversified range of clientele.  As such, 

Tradeshow is not sensitive to the loss of a few customers or any one specific customer; yet, the Company 

continually strives to establish strong customer relations and complete client satisfaction. As a part of its long-term 

business strategy, the Company plans to execute a comprehensive marketing and sales strategy so that it may 

continue to add to build its client base and grow revenues. (see “Marketing Strategy” above). 

 

We acknowledge that our success is substantially dependent on the establishment of new customers and the growth 

of our customer base. Accordingly, we recognize that our ability to attract new customers will depend on a variety of 

factors, including the quality and affordability of the products and services we offer, as well as our ability to 

effectively market our products and services. If we fail to increase our customer base and generate repeat and 

expanded business from our current customers, our business and operating results would be seriously harmed. 

 

Trademarks, Copyrights, Patents 

 

All source materials on Tradeshow’s planned Internet e-commerce website will be copyrighted content. 

Unauthorized use of the content found on Trade Show’s website is prohibited.  

 

The Company recognizes that the legal protection afforded by a copyright or registered trademark is limited. Despite 

our efforts to protect our proprietary rights, unauthorized parties may attempt to copy aspects of our products or to 

obtain and use our proprietary information. Litigation may be necessary to enforce our intellectual property rights, to 

protect our trade secrets and to determine the validity and scope of the proprietary rights of others. Such litigation 

could result in substantial costs and diversion of resources and could significantly harm our business and operating 

results. 



 

Management has engaged trademark, copyright and patent experts and attorneys regarding products it intends to 

develop, but is not certain how its business may be affected by the application of existing laws governing issues 

such as property ownership, copyrights, trademarks and other intellectual property issues of its Internet operations. 

The vast majority of these laws were adopted prior to the advent of the Internet. As a result, they do not contemplate 

or address the unique issues of the Internet and related technologies. Changes in laws that are intended to address 

these issues could create uncertainty in the Internet market place. This uncertainty could reduce demand for the 

Company’s services or its cost of doing business may increase as a result of litigation costs or increased service 

delivery costs. (See additional “Risk Factors” factors below) 

 

Governmental Approval 
 

At present, Tradeshow does not need to obtain governmental approval to market and sell products, including the 

Company’s plan to sell products at trade shows, mall and over the Internet. Trade show marketing and sales, and e-

Commerce and Internet retail is not a government regulated industry, but is subject to the laws and regulations 

generally applicable to businesses and directly applicable to offline and online commerce. Notably, Tradeshow 

promotes best practices and ethical business conduct in relation to the Company’s corporate culture and its day-to-

day operations. 

 

The Company initiates sales via its e-Commerce Internet site, and as Internet use for commerce gains popularity, it 

is possible that a number of laws and regulations may be adopted with respect to the Internet, which may cover 

issues such as user privacy, freedom of expression, pricing, content and quality of products and services, taxation, 

advertising, intellectual property rights and information security. Furthermore, the growth of online commerce may 

prompt calls for more stringent consumer protection laws. 

 

Management does not contemplate providing personal information regarding the Company’s customers to third 

parties. However, the adoption of additional consumer protection laws could create uncertainty in Web usage and 

reduce the demand for the Company’s products and services. 

 

Management is not certain how its business may be affected by the application of existing laws governing issues 

such as property ownership, copyrights, encryption and other intellectual property issues, taxation, libel and export 

or import matters. The vast majority of these laws were adopted prior to the advent of the Internet. As a result, they 

do not contemplate or address the unique issues of the Internet and related technologies. Changes in laws that are 

intended to address these issues could create uncertainty in the Internet market place. This uncertainty could reduce 

demand for the Company’s services or its cost of doing business may increase as a result of litigation costs or 

increased service delivery costs. 

 

In addition, because the Company’s services are intended to be made available over the Internet in multiple states 

and foreign countries, other jurisdictions may claim that the Company is required to qualify to do business in that 

state or foreign country. The Company’s failure to qualify in a jurisdiction where it is required to do so could subject 

it to taxes and penalties. It could also hamper the Company’s ability to enforce contracts in these jurisdictions. The 

application of laws or regulations from jurisdictions whose laws do not currently apply to the business could have a 

material adverse effect on the business, results of operations and financial condition.  

 

Item X.  The Nature and Extent of Issuer’s Facilities 

 

As of May 31, 2009, the Company does not have any lease obligations. Prior leases have been abandoned, with a 

corresponding accrual reflected in the accompanying financial statements. Currently, the Company is provided office 

space through the President and Chief Executive Officer at no charge. 

 

PART D Management Structure and Financial Information 

Item XI Executive Officers, Board Members, and Control Persons. 

Officer and Director 

 

Our Chief Executive Officer and sole member of our Board of Directors is Luniel de Beer.  Mr. De Beer is a talented 

and accomplished Senior Executive and Corporate Officer with proven ability to lead consumer commerce and 



technology operations. With international governance experience as President, CEO, Chairman, and Board Director, 

among others, he is adept at overseeing corporate operations, P&L ownership, budgeting, product management, and 

process improvement functions. His background includes establishing and directing companies as well as working 

for Fortune 100, 500, and 1000 organizations. He also boasts a consistent record of senior leadership, personnel 

motivation, fostering innovation, controlling costs, leading technology development and implementations, and 

facilitating profit growth through the effective alignment of business operations. 

 

 

 From 2004 to 2005, Mr. De Beer worked as Production Operations Manager at EKARIA LLP, where he 

managed production operations for a company specializing in providing software development and project 

management services for American Express; oversaw daily operations of Corporate Procurement and 

Membership Rewards eCommerce solution areas; and directed development of tools, frameworks, and 

portions of American Express' corporate procurement solution 

 In 2007, he worked as Product Manager & Senior Software Development Manager for InfoSpace, Inc., 

where he managed the content and development of their local search and switchboard.com products;  

created product roadmaps, features, and improvements; and managed software development and 

customization projects until they were acquired by Idearc Media 

 From 2007 to 2008, he worked as Product Manager & Senior Software Development Manager for Idearc 

Media, where he directed development of their local search and Internet Yellow Pages websites; supported 

switchboard.com (acquired by Idearc from InfoSpace); and oversaw product roadmap, feature 

development, automation, quality, and project management functions for the framework that supported 

management of >114 million business, residential, and advertisement records 

 From 2005 to 2007, he was our company's Chief Technology Officer, during which time he designed, built, 

and directed our company's eCommerce division; directed all technology operations; was actively involved 

in business strategy development and execution, product development, business development, sales 

engineering, and order fulfillment; and oversaw IT strategy design, quality, software development, 

sourcing, off-shoring, technology budgets, recruiting, IT infrastructure, customer support, online marketing, 

email marketing, and SEO/SEM 

 From 2007 to present, he has been our company's Chief Executive Officer 

 
Mr. De Beer’s employment agreement, which commenced on July 1, 2008, allows for an annual salary of $132,000, 

with annual increases of 10%. Additionally, upon attainment of certain sales goals, there are provisions for bonus 

payments. In addition to his annual salary, Mr. De Beer receives 100,000 shares per year for his services as an 

officer and board member.  Mr. De Beer is the owner of 505,440 shares of the Company’s common stock. 

 

Legal and Disciplinary History 

 

At no time has there been any legal or disciplinary actions against the officer and director of the company. 

 

Disclosure of Family Relationships 

 

Not applicable. 

 

Disclosure of Related Party Transactions 

 

During the years ended May 31, 2009 and 2008 shareholders have provided short-term loans to the Company. The 

loans are non-interest bearing and are due on demand. At May 31, 2009 and 2008 there were loans payable-related 

party of $107,259 and $99,638. During the years ended May 31, 2009 and 2008 the shareholders made cash advances 

to the Company of $8,557 and $98,151. There were repayments made to the shareholders in cash of $666 and $21,274, 

respectively during 2009 and 2008. The shareholders converted $43,860 of loans to 175,440 shares of common stock 

during the year ended May 31, 2008 and accepted a vehicle as repayment of $14,500 of advances made to the 

Company. 

 

Disclosure of Conflicts of Interest 

 

Not applicable. 



Item XII Financial Information for the fiscal period ended August 31, 2009. 

The financial statements for the period ended August 31, 2009 are incorporated by reference to the Interim Report 

published through the OTC Disclosure and News Service. 

Item XIII Financial Information for the fiscal years ended May 31, 2009 and 2008. 

 

 

 

 

The Tradeshow Marketing Company, Ltd. 

Unaudited Balance Sheets 

 

 

May 31, May 31,

2009 2008

(unaudited) (unaudited)

Cash and Cash Equivalents……………………………. 100$                8,244$             

Accounts receivable………………………………. -                   2,550               

Inventory……………………………………………… -                   17,691             

Due from related party……………………………………….-                   13,025             

   Total Current Assets 100                  41,510             

Furniture & Equipment - Net………………………………..-                   13,332             

Network Infrastructure & Software - Net……….. -                   21,573             

Leasehold Improvements- Net…………………………………-                   17,172             

-                   52,077             

100$                93,587$           

Accounts Payable………………………………… 41,620$           8,764$             

Accrued Liabilities……………………………………………..91,053             103,407           

Accrued Wages-Related Party…………………………………….122,500           -                   

Loan Payable - Related Party……………………………………107,529           99,638             

   Total Current Liabilities…………………………………………..362,702           211,809           

Total Liabilities………………………………………………………….362,702           211,809           

Common Stock, authorized 500,000,000

shares, par value $0.0001,  23,202,809 and

23,102,809, shares issued and outstanding 

at May 31, 2009 and 2008, respectively…………………………2,327               2,317               

Paid in Capital……………………………………………………1,997,145        1,992,155         

Accumulated Deficit……………………………………………….(2,362,074)       (2,112,694)        

Total Stockholders' Equity (Deficit)…………………(362,602)          (118,222)          

100$                93,587$            

 

ASSETS

LIABILITIES AND STOCKHOLDERS' EQUITY (DEFICIT)

 

Liabilities

Stockholders' Equity

Total Liabilities and Stockholders' Equity………………

Current Assets

 

Total Assets………………………………………………………………………

 
 



The Tradeshow Marketing Company, Ltd. 

Unaudited Statements of Operations 

 

May 31, May 31, 

2009 2008

Revenue………………………………………………………………………………..65,760$           346,157$          

 

Cost of Sales…………………………………………………………….49,731             244,880            

 

Gross Profit…………………………………………………………………………………….16,029             101,277            

 

General and Administrative Expenses……………………………265,109           656,568            

 

Net loss from continuing operations…………………………………(249,080)         (555,291)           

Loss from discontinued operations……………………………………-                  (553,929)           

Interest expense……………………………………………………………(300)                (6,931)               

Provision for income taxes……………………………………………..-                  -                    

  

Net Loss………………………………………………………….(249,380)$       (1,116,151)$      

Basic and Diluted  loss per share  

Loss from continuing operations……………………………..(0.01)$             (0.03)$               

Loss from discontinued operations……………………………-                  (0.03)                 

Basic and Diluted  loss per share………………………………..(0.01)$             (0.06)$               

Basic and Diluted weighted average  

common shares outstanding……………………………………..23,143,905 21,974,185

  



The Tradeshow Marketing Company, Ltd. 

Unaudited Statement of Changes in Shareholders' Equity (Deficit) 

 

 

Total

Paid in Accumulated Equity

Shares Amount Capital Deficit (Deficit)

Balance, May 31, 2007……………………………..20,342,534 2,037$         1,142,681$      (996,543)$         148,175$            

Shares issued for services…………………….768,735 78 196,167 -                    196,245

Sale of common stock………………….. 1,816,100 183 459,466 -                    459,649

Shares issued for conversion 

   of debt………………………………………………..175,440 19 43,841 -                    43,860

Contirbuted capital adjustment……………………………..-                -              150,000           -                    150,000

Net Loss……………………………………………-                -              -                   (1,116,151)        (1,116,151)         

Balance, May 31, 2008……………………………..23,102,809 2,317           1,992,155        (2,112,694)        (118,222)            

Shares issued for services……………………………….100,000 10                4,990               -                    5,000                  

  

Net Loss……………………………………. -                -              -                   (249,380)           (249,380)            

Balance, May 31, 2009……………………………23,202,809    2,327$         1,997,145$      (2,362,074)$      (362,602)$          

Common Stock

 



The Tradeshow Marketing Company, Ltd. 

Unaudited Statements of Cash Flows 

May 31, May 31,

2009 2008

Net Loss………………………………………………………………………………….(249,380)$     (1,116,151)$  

Adjustments to reconcile net loss to net cash   

used in operating activities

Stock issued for services………………………………………..5,000             196,245         

Depreciation / Amortization Expense…………………………….6,839             30,518           

Contributed Capital…………………………………………….-                 150,000         

Loss on disposal of fixed assets………………………………………………………….27,450           -                 

Changes in Assets and Liabilities

Accounts receivable…………………………………………………….2,550             2,707             

Inventory………………………………………………………..17,691           18,350           

Prepaid expenses………………………………………………-                 17,645           

Due from related party…………………………………………….13,025           (13,025)         

Other assets………………………………………………………..-                 7,553             

Accounts payable…………………………………………………32,856           (19,513)         

Accrued wages……………………………………………………122,500         -                 

Accrued liabilities……………………………………………………………….1,250             103,407         

(20,219)         (622,264)       

 

 

Proceeds from sale of fixed assets……………………………………4,184             -                 

Purchase of Property and Equipment……………………………….-                 (30,785)         

4,184             (30,785)         

 

 

Proceeds from loan payable-related party………………………………………..8,557             98,151           

Repayment of loan payable  ……………………………………………….-                 (12,048)         

Repayment of loan payable-related party………………………..(666)              (21,274)         

Proceeds from sale of common stock………………………………-                 459,649         

7,891             524,478         

 

(8,144)           (128,571)       

8,244             136,815         

100$              8,244$           

Supplementary cash flow information   

Cash paid for interest……………………………………….. -$               -$               

Cash paid for taxes………………………………………………-$               -$               

Non Cash Transactions  

Repayment of loan payable-related party  

through issuance of common stock -$               43,860$         

Repayment of loan payable-related party

through transfer of fixed assests -$               14,500$         

Cash, End of Period…………………………………………………

Net Cash Provided (Used) by Investing Activities……………….

Financing Activities

Cash Provided by Financing Activities………………………………..

Net Increase (Decrease) in Cash…………………………………..

Net Cash Provided (Used) by Operating Activities…….

Investment Activities

Operating Activities

Cash, Beginning of Period……………………………………….



THE TRADESHOW MARKETING COMPANY INC 

NOTES TO UNAUDITED FINANCIAL STATEMENTS 

 

 

NOTE 1. GENERAL ORGANIZATION AND BUSINESS 

 

The Tradeshow Marketing Company, Inc. (the Company) was organized in the state of Nevada on December 3, 

2003.  The Company was formed to marketing specialty products at trade shows, infomercials, specialty product 

shops and kiosks in malls.  The Company through August 31, 2006 had only been selling at trade shows and in 

malls. 

 

On August 31, 2005, the Company purchased the inventory and executed a sublease agreement with two small retail 

stores in the Arrowhead and Paradise Valley Malls in Phoenix, Arizona.   

 

On March 15, 2007 the Company organized the Sandstrom OnTV Company (Sandstrom) as a wholly-own 

subsidiary.  Sandstrom was organized to sell unit franchises to operate retail stores under the tradename “Sandstrom 

OnTV.”   

 

In March, 2008, the Company determined that it was in the best interest of the shareholders to discontinue pursuing 

franchise sales, and the Board of Directors elected to spin off the subsidiary Sandstrom OnTV Company to its 

shareholders. In relation to the spin-off, Sandstrom agreed to repay $150,000 of the amount that had previously been 

advanced by the Company to Sandstrom, and the Company all outstanding amounts due from Sandstrom and 

assumed all of Sandstrom’s outstanding liabilities. See Note 3. Accordingly, the expenses of Sandstrom are 

presented in the accompanying financial statements as discontinued operations. 

 

During September 2008 the Company closed their retail outlets and determined that it was in the best interest of 

shareholders to focus on trade shows and infomercials. 

 
 
NOTE  2. SUMMARY OF SIGNIFICANT ACCOUNTING PRACTICES 

 

The relevant accounting policies and procedures are listed below.  

 

Accounting Basis 

 

The statements were prepared following generally accepted accounting principles of the United States of America 

consistently applied. 

Cash and Cash Equivalents 

Cash and cash equivalents consist of cash and deposits in transit. 

 

Dividends 

 

The Company has not yet adopted any policy regarding payment of dividends. No dividends have been paid during 

the periods shown. 

 

Use of Estimates 

 

The preparation of financial statements in conformity with accounting principles generally accepted in the United 

States of America requires management to make estimates and assumptions that affect the reported amounts of 

assets and liabilities and disclosure of contingent assets and liabilities at the date of the financial statements and the 

reported amounts of revenue and expenses during the reporting period. Actual results could differ from those 

estimates. 

 



Inventory 

 

The company inventories finished products it has purchased for resale.  Inventory is carried at the lower of cost or 

market and is reviewed for obsolescence and slow moving items. A reserve is recorded if deemed necessary. During 

September 2008, the Company wrote off inventory in the amount of $37,921 in relation to the abandonment of their 

retail outlets. This is included as part of cost of sales for the year ended May 31, 2009. 

 

Revenue Recognition and Accounts Receivable 

 

All the sales for the Company are on a point of sale/cash and carry basis.  The Company does not carry receivables for 

any sales.  All sales are final.  Revenue is recognized when a sale is made.  No warranties are expressed or offered on 

any goods except that of the manufacturer, which they support directly. 

 

Advertising Expense 

 

Advertising, promotion and marketing costs are expensed as incurred.  Advertising expense for the year ended May 

31 2008 was $925.There were no advertising expenses incurred during the year ended May 31, 2009. 

  

Income Taxes 

 

The provision for income taxes is the total of the current taxes payable and the net of the change in the deferred 

income taxes. Provision is made for the deferred income taxes where differences exist between the period in which 

transactions affect current taxable income and the period in which they enter into the determination of net income in 

the financial statements. 

 
Equipment 

 

Equipment is stated at cost.  Depreciation is computed using the straight-line method over the assets useful lives, 

which are 5 year to 7 years.  Maintenance and repairs are charged to expense as incurred. 

  

 
Earnings per Share (EPS) 

 

The basic earnings (loss) per share are calculated by dividing the Company’s net income available to common 

shareholders by the weighted average number of common shares during the year. The diluted earnings (loss) per 

share are calculated by dividing the Company’s net income (loss) available to common shareholders by the diluted 

weighted average number of shares outstanding during the year. The diluted weighted average number of shares 

outstanding is the basic weighted number of shares adjusted as of the first of the year for any potentially dilutive 

debt or equity.  

 

The Company has not issued any options or warrants since inception, or other dilutive securities. 

 

NOTE 3.  DISCONTINUED OPERATIONS 

 

 Since the inception of Sandstrom OnTV Company in March 2007, Sandstrom had not been effective in selling any 

franchises, and had incurred losses from operations. Due to the Company’s financial condition, and inability to 

continue to fund the expenditures of Sandstrom with current cash flows, effective March 1, 2008, the Board of 

Directors of the Company determined that it was in the best interest of the shareholders to discontinue the operations 

of the subsidiary Sandstrom OnTV, and elected to spin-off the subsidiary to its shareholders. 

 

In relation to the spin-off, for the consideration of the repayment of $150,000 of the outstanding amounts due to the 

Company from Sandstrom, the Company assumed all of the liabilities of Sandstrom as of the date of the agreement, 

and forgave $235,965. Of the $150,000 to be paid to the Company, $48,371 was received upon signing the 

agreement, at May 31, 2008, there was a balance due to the Company of $13,025. This amount was repaid during 

the fiscal year ended May 31, 2009. 

 



The following table summarizes the liabilities assumed and the assets divested: 

 

Cash…………………………………………………………………………………………………136,975$          

Promissory note receivable…………………………………………………………………………………………………………………………13,025              

Total fair value of consideration received………………………………………………………………………………………………………150,000$          

Cash……………………………………………………………………………… 38,346$            

Total assets divested………………………………………………………………………………………………………38,346              

Accounts payable……………………………………………………………………………………………………102,536            

Accrued liabilities……………………………………………………………….. 3,440                

Deferred revenue…………………………………………………………………… 5,678                

 

Total current liabilities divested……………………………………………………………………………………..111,654            

Net liabilities assumed…………………………………………………………………………………………………….111,654$          

Fair value of the consideration received 

plus the net liabilities assumed……………………………………………………………………………………………………-$                 

 

Consideration Received

Assets Divested

Liabilities Assumed

 
 

Included in discontinued operations for the year ended May 31, 2008 were expenses totaling $553,929. 

 

No gain or loss was recorded in relation to the spin-off as the transaction was between entities under common control.  

Accordingly, the proceeds from the transaction were recorded as contributed capital. 

 

 

NOTE 4. STOCKHOLDERS’ EQUITY 

 

Common Stock 

 

The Company is authorized 500,000,000 common shares with a $0.0001 par value.  At the year ended May 31, 2009 

the Company had 23,202,309 common shares issued and outstanding.   

 

During the year ended May 31, 2008 the Company issued 768,735 shares of common stock for services rendered. The 

shares had a value of $196,245 based on the trading price on the date the shares were committed for issuance. 

 

During the year ended May 31, 2008 shareholders converted $43,860 of loans payable-related party to 175,440 shares 

of common stock. The number of shares issued for the conversion was based on the trading price on the date of the 

conversion. 

 

During the year ended May 31, 2008, the Company issued 1,816,100 shares of common stock at $.25 per share in a 

private placement. The Company received proceeds of $459,659 in relation to the private placement. 

  

During the year ended May 31, 2009, the Company issued 100,000 to our Chief Executive Officer for his services as an 

officer and director. The shares were valued at $.05 per share. 

 

 
 



NOTE 5. RELATED PARTY TRANSACTIONS 

 

During the years ended May 31, 2009 and 2008 shareholders have provided short-term loans to the Company. The 

loans are non-interest bearing and are due on demand. At May 31, 2009 and 2008 there were loans payable-related 

party of $107,259 and $99,638. During the years ended May 31, 2009 and 2008 the shareholders made cash advances 

to the Company of $8,557 and $98,151. There were repayments made to the shareholders in cash of $666 and $21,274, 

respectively during 2009 and 2008. The shareholders converted $43,860 of loans to 175,440 shares of common stock 

during the year ended May 31, 2008 and accepted a vehicle as repayment of $14,500 of advances made to the 

Company. 

 

In July 2008 the Company entered into a consulting agreement with an individual to provide the services of Chief 

Executive and President of the Company. The agreement has a three year term, which may be extended with the 

consent of both parties. Pursuant to the terms of the agreement, the Company has agreed to pay the individual an annual 

salary of $132,000 per year for the first year, $144,000 for the second year, and $156,000 for the third year. 

Additionally, the terms of the agreement have a provision for an annual cash bonus based on increased revenues and 

pre-tax profits as follows: a cash bonus for each fiscal year during the term of Executive's employment equal to the sum 

of the following: i) .25% of the first $3 million of increased consolidated revenues of TSHO over consolidated 

revenues of the prior fiscal year;  ii) 1.5% of any additional increased consolidated revenues exceeding $3 million over 

consolidated revenues of the prior fiscal year;  iii) .25% of the first $3 million of pre-tax income; iv) 1.5% of the any 

additional pre-tax income in excess of $ 3 million. 

 

NOTE 6. PROVISION FOR INCOME TAXES 

 

The Company provides for income taxes under Statement of Financial Accounting Standards NO. 109, Accounting 

for Income Taxes. SFAS No. 109 requires the use of an asset and liability approach in accounting for income taxes. 

Deferred tax assets and liabilities are recorded based on the differences between the financial statement and tax 

bases of assets and liabilities and the tax rates in effect when these differences are expected to reverse. 

 

SFAS No. 109 requires the reduction of deferred tax assets by a valuation allowance if, based on the weight of 

available evidence, it is more likely than not that some or all of the deferred tax assets will not be realized.  No 

provision for income taxes has been recorded due to the net operating loss carry forward of $1,549,305 as of May 

31, 2009, that can be offset against further taxable income. No tax benefit has been reported in the financial 

statements. 

 

The Company has established a valuation allowance equal to the full amount of the deferred tax assets due to the 

uncertainty in the utilization of the net operating loss Carryforwards. 

 

The effective rate is lower than the statutory rate due to the net operating losses. 

 

The Company has incurred losses that can be carried forward to offset future earnings if conditions of the Internal 

Revenue Codes are met. Due to the  change in  ownership  provisions  of the Tax Reform Act of 1986,  net  

operating  loss   carryforwards  for  Federal  income  tax reporting purposes are subject to annual limitations.  

Should a change in ownership occur, net operating loss carryforwards may be limited as to use in future years. These 

losses are as follows: 

  

Year Amount Expiration

2004  $        29,058 2024

2005            58,941 2025

2006          361,973 2026

2007          546,571 2027

2008       1,116,151 2028

2009          249,380 2029
Total  $   2,362,074 

 
  



NOTE 7. OPERATING LEASES AND OTHER COMMITMENTS: 

 

 

The Company had two operating leases for retail outlets located in the Arrowhead and Paradise Valley Malls in 

Phoenix, Arizona with aggregate monthly payments of $9,830 or $117,969 per year.  These leases were set to expire 

in December 2008 and December 2011 respectively.  The Company also had a lease for office space in the 

Scottsdale Airpark for Sandstrom.  The monthly payment is $5,432 or $65,184 per year.  The lease was set to expire 

in February 2010 with an option for a 2 year renewal.  During the year ended May 31, 2008 the Company 

abandoned the Sandstrom lease. Accordingly, included in accounts payable at May 31, 2009 and 2009 is $32,080 

related to the abandonment of the lease.  

 

During September 2008, the Company closed their retail outlets and abandoned the leases in the Arrowhead and 

Paradise Valley Malls. In relation to these abandonments, the Company has included $43,117 in accounts payable at 

May 31, 2009. 

 

NOTE 8.   GOING CONCERN 

The accompanying financial statements have been prepared assuming that the company will continue as a going 

concern.  The Company has an accumulated deficit of $2,362,074 and a deficit in working capital of $362,602. This 

raises substantial doubt about the Company’s ability to continue as a going concern.  The financial statements do not 

include any adjustments that might result from this uncertainty. 

Management's plan is to continue to seek funding from its shareholders and other qualified investors to pursue its 

business plan which includes focusing on sales at trade shows, kiosks in malls during holiday seasons, developing 

specialty retail products, and developing product infomercials. Management is focusing on several specialty items 

which it believes will be successful at trade shows and through infomercial however, there can be no certainty that 

management will be successful in its plans. 

 

NOTE  9.   THE EFFECT OF RECENTLY ISSUED ACCOUNTING STANDARDS 

 

Below is a listing of the most recent Statement of Financial Accounting Standards (SFAS) SFAS 155-157 and their 

effect on the Company. 

 

In September 2006, the FASB issued SFAS 157 “Fair Value Measurements”, which established how companies 

should measure fair value when they are required to use a fair value measure for recognition of disclosure purposes 

under GAAP. This Statement is effective for financial statements issued for fiscal years beginning after November 

15, 2007, and interim periods within those years. The provisions of SFAS 157 are effective for the Company in June 

2008. The Company has evaluated the impact of this Statement on our financial statements, and has determined 

that SFAS 157 does not have a material effect. 

In April 2008, the FASB issued FSP 142-3, “Determination of the Useful Life of Intangible Assets” (“FSP 142-3”). 

FSP 142-3 amends the factors that should be considered in developing renewal or extension assumptions used to 

determine the useful life of a recognized intangible asset under SFAS No. 142, “Goodwill and Other Intangible 

Assets.” FSP 142-3 is effective for fiscal years beginning after December 15, 2008. The Company is currently 

assessing the impact of FSP 142-3 on its financial position and results of operations. 

In May 2008, the FASB issued FASB Staff Position APB 14-1, “Accounting for Convertible Debt Instruments That 

May Be Settled in Cash Upon Conversion (Including Partial Cash Settlement) (“APB 14-1”). APB 14-1 clarifies 

that convertible debt instruments that may be settled in cash upon conversion (including partial cash settlement) are 

not addressed by paragraph 12 of APB Opinion No. 14, Accounting for Convertible Debt and Debt Issued with Stock  

Purchase Warrants. APB 14-1 is effective for fiscal years beginning after December 15, 2008. The Company is 

currently assessing the impact of APB 14-1 on its financial position and results of operations. 



In June 2008, the FASB reached a consensus in Issue No. 07-5, “Determining Whether an Instrument (or Embedded 

Feature) Is Indexed to an Entity’s Own Stock” (“EITF 07-5”). This Issue addresses the determination of whether an 

instrument (or an embedded feature) is indexed to an entity’s own stock, which is the first part of the scope 

exception in paragraph 11(a) of SFAS 133. EITF 07-5 is effective for fiscal years beginning after December 15, 

2008, and interim periods within those fiscal years. Early application is not permitted. The Company is currently 

assessing the impact of EITF 07-5 on its financial position and results of operations. 

In October 2008, the FASB issued Staff Position No. EITF 08-9, “Milestones Method of Revenue Recognition” 

(“EITF 08-9”). EITF 08-9 addresses the accounting when entities enter into revenue arrangements with multiple 

payment streams for a single deliverable or a single unit of accounting. The FASB staff could not reach agreement 

on transition of EITF 08-9. The Company is currently assessing the impact of EITF 08-9 on its financial position 

and results of operations. 

   

In May 2009, the Financial Accounting Standards Board (“FASB”) issued Statement of Financial Accounting 

Standards No. 165 “Subsequent Events”. This statement was issued to establish general standards of accounting for 

and disclosure of events that occur after the balance sheet date but before financial statements are issued or are 

available to be issued. This statement sets forth the period after the balance sheet date during which management of 

a reporting entity should evaluate events or transactions that may occur for potential recognition or disclosure in the 

financial statements. This statement sets forth the circumstances under which an entity should recognize events or 

transactions occurring after the balance sheet date in its financial statements. This statement sets forth the 

disclosures that an entity should make about events or transactions that occurred after the balance sheet date. The 

provisions of SFAS No. 165 are effective for financial periods ending after June 15, 2009. 

In June 2009, the Financial Accounting Standards Board (“FASB”) issued Statement of Financial Accounting 

Standards No. 168 “The FASB Accounting Standards Codification and the Hierarchy of Generally Accepted 

Accounting Principles – a replacement of FASB Statement No. 162”. This statement was issued to establish the 

FASB Accounting Standards Codification as the source of authoritative U.S. Generally Accepted Accounting 

Principles to be applied to nongovernmental entities. On the effective date of this statement, the Codification will 

supersede all then-existing non-SEC accounting and reporting standards. This statement is effective for financial 

statements issued for interim and annual period ending after September 15, 2009. The Company is currently 

assessing the impact of SFAS No. 168 on it financial reporting. 

 

Item XIV Beneficial Owners. 

There are no known individuals or corporations owning more than 5% of the Company’s common stock. 

Item XV Other Information. 

The Company does not utilize the services of an investment banker, promoter, public relations consultant or an investor 

relations consultant. 

The Company does not utilize the services of a promoter. 

The Company’s legal counsel is Carrillo Huettel, LLP. The contact information for them is as follows: 

501 W. Broadway, Suite 800, San Diego, CA 92101 

Main phone: 619.399.3090  Fax: 619.330.1888 

The Company’s financial statements have not been audited or reviewed by an outside accountant or auditor. 

Item XVI Management’s Discussion and Analysis or Plan of Operation. 



Nature of Business 

 

The Tradeshow Marketing Company commenced business operations on December 03, 2003. Over the past twenty 

years, Tradeshow’s management team and demonstration professionals have worked in the direct sales industry, 

directly marketing a variety of products to consumers at trade shows, malls, fairs and exhibitions throughout Canada 

and the United States. The Company’s product categories include specialty household, beauty and fitness, home and 

garden and electronics products.  

 

Sales volumes for products fluctuate. No one particular product represents a material portion of our revenues for the 

entire fiscal year. Rather, annual gross sales are derived from numerous products, with eight to ten feature products, 

on average, being the biggest sellers. 

 

To date, the Company has sold product at a number of venues that includes trade shows, malls (kiosks) fairs, 

exhibitions in the following cities: Canada: Vancouver, Abbotsford, Victoria, Nanaimo (includes mall kiosks), 

Calgary, Edmonton, Regina, Saskatoon, Winnipeg, Toronto (every second year); United States: Puyallup, WA, 

Tacoma, WA, Pomona, CA, Phoenix AZ. 

 

On July 20, 2005, Tradeshow acquired the assets and sub-leases of two retail stores in the Arrowhead and Paradise 

Valley Malls in Phoenix, Arizona. Following the acquisition, the Company changed the name of the two stores to 

“Sandstrom OnTV”. The Company’s Sandstrom OnTV stores feature a unique and diverse mix of innovative 

consumer products, which includes the same merchandise that the Company demonstrates and sells at trade show 

venues, and on the company website. 

 

During the years ended May 31, 2009 and 2008 revenues generated from the two stores were approximately $66,000 

and $346,000, respectively. Due to the operating costs exceeding the revenue that we were able to generate from the 

stores, management determined that it was in the best interest of shareholders to close the stores, and refocus our 

efforts on direct sales through trade shows and infomercials.  

 

Our general and administrative costs for the years ended May 31, 2009 and 2008 were $265,109 and $656,568, 

respectively. Net loss for the years ended May 31, 2009 and 2008 was $249,380 and $1,116,151. The net loss for the 

year ended May 31, 2008 included a loss from our discontinued operation, Sandstrom OnTV Co. of $553,929, 

which substantially contributed to the decrease in net loss between the two fiscal years. Other factors which 

contributed to the decline in our general and administrative expenses and our net loss were a reduction in legal and 

accounting fees, reduction in wages, and a reduction in rent expense. We were able to reduce these costs by closing 

our retail outlets, as well as terminating a registration statement that we had previously filed with the Securities and 

Exchange Commission. By terminating the statement, we were able to reduce our legal and accounting fees.   

 

At May 31, 2009, we have a deficit in working capital of $362,600 and a history of operating losses. We currently 

do not have sufficient cash on hand to fund our operations for the next twelve months, however, we believe we will 

be able to meet our cash requirements over the next twelve months through use of existing cash and cash equivalents 

or additional amounts, as necessary, to be loaned by or invested in us by our stockholders, management or other 

investors, and cash flows from operations. However, no assurance can be given that we will be able to raise 

additional capital, when needed or at all, or that such capital, if available, will be on acceptable terms. Nor can we be 

certain that we will be able to generate revenue sufficient to fund our operations. In the absence of obtaining 

additional financing or generating sufficient revenue, the Company may be unable to fund its operations. 

 Accordingly, the Company’s financial condition could require that the Company seek the protection of applicable 

reorganization laws in order to avoid or delay actions by third parties, which could materially adversely affect, 

interrupt or cause the cessation of the Company’s operations.  

 

We do not anticipate any disbursements over the next twelve months for product research and development. 

 

We do not expect any significant changes in the number of employees in the next twelve months. 

 

Off Balance Sheet Arrangements 

 



We do not have any off-balance sheet arrangements that have or are reasonably likely to have a current or future 

effect on our financial condition, changes in financial condition, revenues or expenses, results of operations, 

liquidity, capital expenditures, or capital resources that would be material to investors. 

 

 

PART E Issuance History 

 

Item XVII Securities offerings and shares issued for services. 

 

Year Ended May 31, 2008 
 
During the year ended May 31, 2008, the Company issued 768,735 common shares for services valued at $196,245. 

Of these shares, 589,385 were issued to employees and board members as compensation. An additional 179,350 

shares were issued to vendors as payment for services rendered having a value of $66,213.  

 

During the year ended May 31, 2008, the Company issued 1,816,100 common shares in a private placement for 

$459,649. These shares were offered at $.25 

 

During the year ended May 31, 2008, the Company issued 175,440 common shares for the conversion of $43,860 of 

shareholder loans. 

 

The aforementioned shares were not registered under the Securities Act and therefore, transferability and sale of the 

shares under the securities act are restricted. 

 

Year Ended May 31, 2009 and since May 31, 2009 
 

In January 2009, we issued 100,000 shares of our common stock to our Chief Executive Officer.  

 

In September 2009, we issued 44,445 shares to a vendor for services. 

 

PART F Exhibits 

 

 

Item XVIII Material Contracts 
 

The following agreements are attached as exhibits to this Annual Report: 

 

1. Employment Agreement with Luniel de Beer. 

 

Item XIX Articles of Incorporation and Bylaws. 

 

A. Our Articles of Incorporation are incorporated by reference to exhibit 3.1 of Form 10-SB 12(B) 

filed with the Securities and Exchange Commission on January 3, 2006.  

B. Our Bylaws, as amended, are incorporated by reference to exhibit 3.2 of Form 10-SB 12(B) filed with 

the Securities and Exchange Commission on January 3, 2006.  

 

Item XX Purchases of Equity Securities by the Issuer and Affiliated Purchasers 

 

None. 

 

 

Item XXI Issuer’s Certifications. 

 

I, Luniel de Beer, certify that: 

 

1. I have reviewed this annual disclosure statement of The Tradeshow Marketing Company, Ltd.; 



2. Based on my knowledge, this disclosure statement does not contain any untrue statement of a material fact 

or omit to state a material fact necessary to make the statements made, in light of the circumstances under 

which such statements were made, not misleading with respect to the period covered by this disclosure 

statement; and 

3. Based on my knowledge, the financial statements, and other financial information included or incorporated 

by reference in this disclosure statement, fairly present in all material respects the financial condition, 

results of operations and cash flows of the issuer as of, and for, the periods presented in this disclosure 

statement. 

 

 

11/24/2009

X
Luniel de Beer

President, CEO, and CFO  


