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V i deoBrain™

Lemonade Stand -
A Business Simulation

Education C artridge

•  decis ion-m aking s im ulation based on the operation 
o f a simple ne ighborhood business

•  fo u r skill levels, from  beginning to  advanced

•  fo r one to three team s

FOR BEST RESULTS, READ THIS BROCHURE 
BEFORE USING CARTRIDGE

Cartridge #E D 06

1



Lemonade Stand Introduction

Y ou ’re about to  manage you r own lemonade stand. Can 
you  deal w ith the pressures of supply and demand 
w h ile  cop ing w ith such business factors as com petition , 
p rice  increases and thunderstorm s? Y our ob jective 
in Lemonade Stand is to  make your stand pro fitab le  
enough to parlay you r $2.00 in starting assets into 
$ 00.00 o r more.

Lemonade Stand is a com puterized s im u la tion  o f real 
w o rld  business experiences. The V ideoBrain w ill give 
you rational and consis ten t sales results based on 
you r inpu t-- n ot random  responses. Generally if you 
make the same decis ion  on Day 2 as Day 1, you w ill get 
identica l results-- excep t when special events or 
com petitive  action by o ther stands intervene.

The program  can be operated on four levels o f 
d iff ic u lty --  challenging adu lts  to sharpen th e ir business 
judgm ents, w hile teach ing  children basic business 
and econom ic princip les.

Lemonade Stand was adapted by V ideoBrain and 
Joanne Koltnow Ver P lanck from  SELL LEMONS, one 
in a fou r-part series o f econom ic sim ulation games 
produced by the M innesota Educational C om puting 
C onsortium  (MECC). The MECC series was inspired 
by MARKET, an advanced econom ic s im u la tion , 
produced by the National Science Foundation and 
funded by the H untington  II pro ject at SUNY 
Stony Brook.
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Until now, s im u la tions  such as Lemonade Stand have 
only been available on very large com puters. Today 
your V ideoBrain can handle th e m - -  nd there are more 
exciting s im u la tions com ing soon.

Inserting The Cartridge

1. Make sure your V ideoBrain com puter is attached to 
your TV as described in the O wner’s Manual. Check 
tha t power is on.

2. Push the cartridge  carrie r release bu tton  above the 
VideoBrain keyboard in order to sw ing the  cartridge 
carrier door up.

3. W ith the label fac ing  up, slide the ca rtridge  all the way 
in to  the tracks suspended from  the  cartridge  carrier 
door.

4. Gently push the  cartridge door dow n in to  the 
com puter un til it locks.

5. Push the Master C ontro l button. The title  o f the 
cartridge should appear on your TV fo r  tw o seconds.
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Operating The Program

Selecting Level and Number of Stands
A fte r tw o seconds, the  tit le  display on you r TV screen 
w ill change to look like th is :

Type in the  num ber of 
your sk ill level choice 
and the num ber o f stands 
correspond ing to  the 
num ber o f players or 
teams o f players. 
Everyone shou ld  get 
the hang o f Level 1 
before m oving on.

The fo u r levels are sum m arized as fo llow s:

LEVEL 1: Beginner
Level 1 is set so i t ’s easy to make money. It teaches 
the  re lationship o f p rice  and volume w ith o u t 
in troduc ing  advertis ing.

LEVEL 2: Interm ediate
In Level 2 i t ’s harder to  make money un til you 
d iscover how to  use advertising. Be aware tha t the 
e ffect of advertis ing is harder to figu re  ou t than the 
e ffect of pric ing.

LEVEL 3: Advanced
Level 3 in troduces true  com petition. The sales at 
each stand are e ffected by the sales at the  other 
stands. Players make the same decis ions as before
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on glasses produced, price charged, and signs 
purchased, but they must now adapt to com petitive 
effects. In Level 3 you m ight cons ider asking your 
opponents to  look away w hile  you make your 
decis ions - -  therw ise they can underprice you and 
steal your custom ers!

LEVEL 4: Expert
At th is level the  players determ ine how much effect 
com petition  w ill have in each game and also how 
hard the gam e w ill be. Players --  in add ition to 
making dec is ions on glasses produced, selling 
price, and advertis ing -- can now  decide on the 
degree of com petition  and dem and fo r the product. 
For Level 4 on ly  the screen below  w ill fo llow  the 
“ Choose Levels and Stands" screen:

The h igher number you 
se lect fo r the demand 
fac to r, the harder it w ill 
be to  make money. The 
h igher the compete fac-
tor, the  more effect your 
sales have on driving 
dow n you r com petito r’s.

Players decide on demand and com pe tition  levels and 
key in the num bers o f the ir choice. In Levels 2 and 3, 
V ideoBrain random ly selects a dem and factor of 5, 6,
7, or 8 at the beg inn ing  of each game. Key NEXT after 
entering Level 4 factors.
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W hile  the firs t level is su itab le  fo r beginners o f all ages, 
the  th ird  and fou rth  levels w ill keep three Harvard 
MBAs scram bling to master the business fo r  months.

Entering Your Daily Decisions
Note: The firs t tim e you use the program  you should 
experim ent w ith en te ring  numbers casually to  see how 
it w orks before go ing  on to  th ink  about m aking money.

Once you've chosen the  level and num ber o f stands 
(and factors if in Level 4), the next screen you see 
w ill look like th is:

The com pute r is now 
ready fo r Stand 1 to type 
in the num ber o f glasses 
to make. You m ust enter 
2 d ig its ; so if you want to 
make 6 glasses, you must 
type in 06, no t jus t 6.

The horizonta l line between “ Make”  and “ Glasses” 
is a cu rso r and it m arks the  place where the next d ig it 
you type w ill go. N otice tha t you can’t make more than 
50 g lasses on Day 1 because glasses cost 40 each 
and the money you have (assets) is only $2.00.

If you change your m ind o r make a m istake, you should 
key BACK until the cu rso r is under the d ig it you want 
to  change and then type the new d ig it. You must enter 
d ig its  to  move the cu rso r forward so yo u ’ ll retype over 
any d ig its  you entered a fte r the one you changed.
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Once you ’ve entered the 2 d ig its  fo r glasses made, the 
next line w ill ask you to fill in how  many advertising 
signs you want to  buy. Signs cost 150 each. Two d ig its 
are required again. In Level 1, the line fo r advertising 
does not appear and you go righ t on to  type in the 
price you w ant to  charge.

Type in the price  you want to charge and key NEXT.
The bottom  line now  changes from  show ing your 
assets to show ing your expenses. Key NEXT again to 
move on to the  next stand or to learn how many 
glasses you sold.

If you try to make more glasses o r buy more signs 
than your assets w ill allow, the com pu te r w ill display 
OVERSPENDING in place of your expenses. Key NEXT 
and the com pute r w ill let you enter new decisions.

How Well Did You Do?
After the last s tand ’s turn, key NEXT and a new screen 
w ill show the results fo r Day 1, one line at a time, 
beginning w ith  the  number o f g lasses MADE by each 
stand. Key NEXT and it shows the  num ber of SIGNS 
purchased. Key NEXT and it shows the  PRICE each 
stand charged per glass. Key NEXT and it shows the 
number o f glasses SOLD by each stand. Key NEXT and 
it shows the to ta l do lla r SALES fo r each stand. Key 
NEXT and the screen shows you you r p ro fit. (If a stand 
has lost money, th is  is indicated here w ith  a minus 
sign and the loss amount.)
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If a s tand ’s sales or p ro fit figures are over $9.99 or 
show  a loss of $1.00 or more, an asterisk w ill appear 
instead of the figures. When you see an asterisk and 
key NEXT, the sales or p ro fit figure w ill appear at the 
bo ttom  in black. Negative numbers are show n w ith 
the  minus sign after them  (e.g., $1.25- ) .

Now key NEXT again and a new screen w ill show the 
new asset figures fo r each stand w ith the p ro fit each 
made added in. This screen w ill also say w h ich  stand 
has the highest assets. If the stands have equal assets, 
Stand 1 gets the benefit o f the doubt.

Key NEXT to go on to  the  next day or if you ’ re ever 
in doub t as to what com es next.

The same process as fo r Day 1 is repeated th roughou t 
the  succeeding days --  o ccasionally made more dicey 
w ith  the occurrence o f special events tha t influence 
sales-- un til one stand reaches a $10.00 to ta l. This 
stand is declared a w inne r w ith an end-of-gam e screen 
and fanfare music.

To start over, press MASTER CONTROL.

Strategy: Things To Be Aware Of

Changes in the cost of production occur, just as in 
real life. Players m ust keep alert fo r th is  poss ib ility  so 
they d o n ’t sell the ir lem onade fo r less than they paid 
to  make it.
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Special events occur which e ffect sales. Some o f them  
are forecast (“ Heat wave co m in g "); one comes un- 
expectedly (thunderstorm ). Some are good, resu lting 
in extra sales; others are bad, causing the player to  
lose money. Players who take note o f the pred ictions 
and learn the  exact effects of the  events w ill gain an 
advantage in the  game.

The special events are:

•  C ircus co m in g --  w hen accom panied by a parade (an 
Elephant W alk across the screen)- -  g ood.

•  C ircus but no parade-- bad.

•  Heat wave co m in g -- g ood.

•  Rain com ing --  b ad.

•  Thunderstorm  (a flash of ligh tn ing  as an umbrella 
pops on the  screen)-- very bad.

Certain restrictions are imposed in the game. Players 
may not spend more money than they have in assets; 
p roduction  may not exceed 99 glasses at a given stand; 
price charged fo r lemonade may not be more than
99 cents.

Bankruptcy occurs when a s tand ’s assets are less 
than the cost o f one glass o f lem onade and that stand 
is dropped from  play.
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Successful Lemonade Stand operation requires a little 
luck (even the most carefu l player can be w iped out 
by a thunderstorm ) and a lot of concentra tion  on 
se lling  trends. In o rder to  play well, Lemonade Stand 
m anagers should take note of what happens at all of 
the stands, since one p layer’s successful com binations 
o f price and advertis ing can be used by any player 
w ho remembers w hat it was. Written records w ill help 
players see patterns in the  relationships am ong the 
fac to rs  in the game.

S ince the daily record o f results is not stored on the 
screen, players should copy the chart p rin ted  on the 
next page and keep the ir own records o f decisions 
and results.

Strategy: Things To Think About
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DAY/STAND 
(e.g. 3/2 = 
Day 3,
Stand 2)
NO. OF
GLASSES
MADE

COST

NO. OF 
SIGNS

COST

TOTAL
EXPENSES

PRICE
CHARGED

SPECIAL
EVENTS
(CIRCUS,
ETC.)

NO. OF
GLASSES
SOLD

DOLLAR
SALES

PROFIT
LOSS
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Here are some questions you m ight want 
to  investigate to im prove your p ro fitab ility .

1. A lower price means more sales but it also means less 
p ro fit per sale. W hat p rice w ill give you the  most profit?  
If the  cost per glass tha t your stand has to  pay changes, 
should you change your price to make more profit?

2. How im portant is it to  make a good guess o f how many 
glasses you w ill se ll?  W hat is the e ffect on pro fits  of 
glasses you make bu t d o n ’t sell? If your price is low 
enough to sell 25 glasses, but you only made 18, are 
you making as m uch money as you cou ld?

3. If you hold your p rice  steady and change the number 
o f advertising s igns you buy from day to  day, what is 
the  effect on how many glasses you se ll?  If signs cost 
15 cents and you make 80 p ro fit on every glass you sell, 
how  many extra glasses do you have to  sell to  justify 
buying a sign?

4. W hich w ill make a b igger increase in the  num ber of 
glasses you sell- -  low ering  your price 20 or buying one 
m ore sign? Be ca re fu l- -  the answer changes depending 
on what level you 're  in and what p rice and advertising 
level you started w ith .

5. W hat is the e ffect o f com petition? If tw o stands have 
the  same advertis ing and price on Day 1 (and have the 
same results), w hat happens to Stand 1' s volum e the 
next day if he makes the same decis ions but Stand 2 
lowers price and gets more volume?

Strategy: Questions For Investigation
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6. In Level 4, if you set the demand fac to r to  8 and the 
compete fa c to r to  5, and each stand tries as hard as 
possible to  do  better than his com petitors, w ill any­
body w in or w ill they drive each o ther into bankruptcy?

7. What should be your strategy fo r a normal day (no 
special events)? How about du ring  a heat wave or 
when it is c loudy and cool? The c ircus is tr icky -- h ow  
can you p ro tec t yourself and m axim ize p ro fit at
the same tim e?

Learning From Lemonade Stand

Why use a simulation? The advantage of sim ulating 
a situation is tha t “ aspects o f the s itua tion ”  can be 
“ m an ipu la ted”  repeatedly w ith o u t affecting the real 
s ituation in any way. S im ulations are powerful teach ing 
tools, fo r they can sim plify com plex, distant, costly, 
or dangerous situations and b ring  them into the home 
or classroom  setting in a non-th reaten ing form.

Introducing Lemonade Stand to children. The
sim ulation can be introduced by saying “ In th is game, 
you’re go ing  to  be managing a ne ighborhood 
lemonade stand. You w ill have some money to start 
w ith (called assets) which you spend on making your 
lemonade. You have to decide how  many glasses to 
make, and w hat price to charge fo r each glass. If your 
stand makes money, your assets increase; if it loses 
money, you r assets decrease. You make fresh 
lemonade each day, and you can ’t use any lemonade 
that is le ft over from  an earlier day. The com puter w ill 
ask each m anager fo r all the dec is ions fo r one stand 
before it goes to  the next s tand.”
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At th is  point, the new players m ight play th rough  one 
day as a group to get accustom ed to the term s used by 
the  computer.

The am ount of actual help given to the players should 
be determ ined on an individual basis. (M ost children 
d o n ’t need any help once they understand how the 
sim ulation works. A du lts  should a llow  ch ild ren  to 
exp lore freely various strategies.)

Educational aspects. The Lemonade Stand sim ulation 
a llow s a child or adu lt to  “ sell lem onade”  alone in the 
fam ily room; it provides a classroom group  w ith a 
s itua tion  in which to  gain practice in the princ ip les 
o f econom ics w ithou t leaving the school. By “ experi­
e nc ing ”  a business situation, Lemonade Stand 
players become fam ilia r w ith the econom ic concepts 
o f p roduction and m arketing: price, p ro fit, loss, assets, 
supply, demand, com petition , advertising, bankruptcy, 
and expenses.

The sim ulation encourages accurate record-keeping 
and provides practice in individual and g roup  decis ion- 
making. It can form  the  basis fo r d iscussions on 
strategy form ation as players explain the reasons 
fo r the ir choices.

Lem onade Stand can o ffe r practice in arithm etic , also. 
Players can com pute the production expenses before 
the com puter d isp lays them, or p red ic t how  much 
p ro fit would be show n if all (or only half) the glasses 
made were sold. Players can also com pute the number 
o f sales that w ould be necessary fo r a stand to achieve 
a break-even financ ia l situation on a pa rticu la r day.
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The s im u la tion  provides preparation fo r a discussion 
of elem entary econom ics. Players can explore the 
effects o f p rice  by playing w ith a fixed number of 
advertis ing signs. They can exp lore  the effects of 
advertising by assigning a fixed se lling  price. The 
questions posed under the S trategy section of th is 
brochure can also serve as good teach ing tools.

At the expert level, m anipulation o f the com petition 
and demand constants a llow  the players to see how 
these fac to rs  can affect p ro fit and loss in the model 
chosen. This can lead to a d iscussion  o f the model 
used in the  game, of instances where another model 
m ight be appropria te , and the  use o f sim ulations 
in general.

Beyond Lemonade. Lemonade Stand is a relatively 
simple m odel of a very small business. Nonetheless, it 
has some im portan t s im ilarities w ith  other businesses.

The fresh food business is like Lem onade Stand 
because you lose money on food you have but can ’t 
sell- -  frequently  you can’t keep it to  sell the next day. 
In the fresh fish  business, though, you ’d usually lower 
your price late in the day so yo u 'd sell everything. The 
diam ond business is very d iffe ren t- -  i f you don ’t sell 
your d iam ond today, you can sell it tom orrow  or
50 years from  now.
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The high-fashion business is like the c ircus com ing to 
tow n every day. If you do well, you ’ ll w ish you made 
m ore dresses or priced them higher. If you do poorly, 
you can do very poorly. In high fashion, though, 
custom ers decide w ho  to  buy from  on the  basis of 
personal preference ra ther than price and advertising. 
In Lemonade, all lem onade glasses are assumed to be 
identica l and price and advertising make all the 
d ifference.

The sem iconductor com ponents business is like 
setting the com pete fac to r to 5. One d iffe rence is your 
cost w ould start very high and come dow n th roughout 
the  contest. Also, if you invented a new kind of 
com ponent nobody else had, you could make a bundle.

You can th ink  o f m ore examples on you r own. How are 
they s im ilar o r d iss im ila r to Lemonade S tand?

The Model

The part of the Lemonade Stand program  tha t takes 
all your inputs and determ ines how many glasses you 
sold is called the “ m ode l.”  Though the  model is 
rational and consistent, w e ’ve made it tough  to figure 
out. If you like to find  ou t how th ings w ork, you ’ ll 
p robably enjoy experim enting  w ith the Lemonade 
Stand model. If you 'd  like to check your theories (or if 
yo u ’re just curious), send $2.00 and a stam ped self- 
addressed envelope to  Lemonade, c/o V ideoBrain.
W e’ ll send you an exp lanation of how the  model works!
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Lemonade Stand is just one o f many exciting cartridges 
brought to  you by VideoBrain C om puter Company. We 
suggest th a t you try these others to  entertain you, 
educate you, o r help you around the home:

Money M anagem ent
VB-59 The Programmable™
VB-81 The Financier™
VB-1000 M oney Manager™
VB-1100 Budget System 
VB-1200 In form ation Manager

Communication
CM01 T imeshare

Education
ED01 M usic Teacher 1 
ED02 Math T u to r 1 
ED03 Wordwise™  1 
ED04 Wordwise™  2 
ED05 VideoArtist™
ED07 M usic iansh ip  1 
ED08 Num ber Cross™
ED09 H isto rica l S im ulation- -

France in the Old Regime

Entertainment
EN01 G lad ia tor
EN02 P inball
EN03 Tennis
EN04 C heckers
EN05 B lackjack
EN06 Vice Versa
EN08 M usic Program mer
EN09 P rogram m able Football
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Limited 90-Day Warranty on 
Lemonade Stand Cartridge:

For 90 days from  the  date of purchase, V ideoBrain 
C om puter Co. w ill repa ir any defect in m aterial or 
w orkm anship in th is  C artridge free o f charge.

To obtain w arranty service, return the  C artridge post- 
paid, w ith sales rece ip t show ing date o f purchase, to the 
V ideoBrain Service Center w ith address shown below.

Under no c ircum stances w ill V ideoBrain Com puter 
Co. be liable fo r any special, incidenta l, or 
consequentia l dam ages resulting from  use or 
possession of the V ideoBrain or its accessories. 
However, some states do not a llow  the  exclusion or 
lim ita tion  of inc iden ta l o r consequentia l damages, 
so tha t the above lim ita tions or exclus ions may not 
apply to you.

This warranty gives you specific legal rights, and you 
may also have o ther righ ts which vary from  state 
to  state.

(c) 1978 V ideoBrain C om puter Company 
2950 Patrick Henry Drive 
Santa Clara, C a lifo rn ia  95050

Printed in U.S.A.
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