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Abstract 

CultureLink: Multicultural Café/Lounge  

By 

Javier Andrés Peñalba Barreto 
 

The gradual increase of foreigners and locals learning foreign languages in Taiwan is evident. 

The number of foreign residents in the country has increased in the last 8 years to almost 3.5 

times from around 27,000 in 2006 to more than 92,000 in 2014. As the country quickly opens 

up to foreign cultures, cultural barriers still remain an issue. Tearing down cultural barriers 

between foreigners and locals seems like an ideal. Unfortunately, not many places offer 

alternatives to address this issue.  

CultureLink is a café/lounge that comes as a solution to this problem, offering a suitable 

platform endorsing cultural expression and exchange between foreigners and locals interested 

in other cultures, allowing them also to practice a newly acquired language outside a classroom 

setting through interactive activities and events. CultureLink’s first establishment will be 

located in the city of Taipei.  

Our revenue sources are based on both products sold within our establishment and arranged 

cultural events and services. Products will include food such as sandwiches, salads, and desserts, 

and beverages like coffee, beer, and wine. Our cultural events and services will include karaoke, 

dancing lessons, language courses, movie nights, multi-cultural nights, and a buddy program.  

Our key success factors comprise promoting interaction between locals and foreigners, having 

a high degree of community involvement, enhancing the customer experience, and a continuous 

improvement mentality. Our financial analysis proves the project to be profitable and desirable 

under its assumptions.  

Key words: CultureLink, café, lounge, Taiwan 
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1 Introduction 

Globalization allows us to travel and live in almost any part of the world. Some people decide 

to move to a nearby country within the same continent or to place where at least the same 

language is spoken or where a familiar culture exists. However, the most adventurous ones 

decide to take a bigger step and move from completely different countries, such as Asians 

moving to a western country or the other way around. These migration waves have occurred in 

the past in greater scales, especially with people from Asia moving to the United States or 

Europeans moving to Latin America and the United States. Nonetheless, with the opening in 

recent years of many eastern countries to the western civilization, the amount of foreigners in 

these far-away lands seems to be booming year by year. 

Addressing cultural and language barriers in the eastern Asian area in the past might not have 

been a great issue due to the low scale of the problem, being the amount of foreign residents in 

these Asian countries so low. Now that things have changed and this amount has risen 

substantially, we consider that helping foreigners acclimate faster to a new culture can result in 

bringing them a better experience and can even promote country relations and investment in 

these countries.  

A peculiar case in recent years has been Taiwan, whose number of foreign residents has 

increased in the last 8 years to almost 3.5 times from around 27,000 in 2006 to more than 92,000 

in 2014. Despite this fast growth, which has implied many efforts in the country for offering 

more Chinese courses and opening a few westernized entertainment places including cafés and 

entertainment clubs, cultural and language barriers still exist because these options do not 

always tackle the problem directly. On the other hand, locals also seem to find themselves 

constrained to a limited experience and knowledge when dealing with foreigners, resulting 

sometimes in awkward situations in which they flee from them or just try to ignore or isolate 

them.  

A second phenomenon resulting from opening to the western culture has been the 

popularization of English and other foreign language courses. However, classroom settings and 

teaching methods focused on obtaining high grades, but not always employing a practical 
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approach, has led many locals to, despite the many years of studying the language, not feeling 

comfortable speaking these languages it in real-life settings.  

We consider that providing more options to foreigners and locals that give them an opportunity 

to interact and exchange language and culture would bring about a mutual learning that would 

greatly benefit them. This is where CultureLink’s idea comes into play. CultureLink will be a 

café/lounge that, just like other cafés, during the day it will offer food and drinks, with the 

difference of also providing free language materials available within its establishment to 

encourage and facilitate language exchange. CultureLink will also offer different services that 

aim for locals and foreigners to interact, focused on tearing down cultural barriers in between. 

These services will include multilingual karaoke, dancing lessons, language courses, cultural 

movie nights, multi-cultural nights, and a buddy program. Each service will have its own 

schedule and fee, most being provided during evenings. Market research has proven a high 

acceptance and need for these services.  

Our key success factors comprise promoting interaction between locals and foreigners, having 

a high degree of community involvement, enhancing the customer experience, and promoting 

a continuous improvement mentality. All of our strategies will be guided by these principles. 

Our business level strategies will include a differentiation strategy for services, which consists 

on choosing a level of differentiation for each of them that gives us a competitive advantage; 

for products, on the other hand, we will use a cost leadership strategy, in which we will keep 

product costs low (namely food and beverages) and we will also sell them at moderately low 

prices.  

The project will require an investment of $NTD 848,915 including fixed assets, rent deposit, 

remodeling, inventory, and petty cash. Thus, we will secure a loan of $NTD 1,174,115 at a 

6.322% interest rate to cover our initial investment plus the financial needs in terms of working 

capital generated for the loss of the first months of operation. The project will recover its 

investment in two years and about 10 months, and will require an average of about 432 

customers per month in our first year of operations in order to break even. The project’s NPV 

is of 1,021,756.13 and the IRR of 24% considering a 14% discount rate. Therefore, the project 

has been proven financially feasible under its current financial assumptions.  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

- 3 - 

 

 

2 Literature Review 

The current literature review has the purpose of theoretically supporting the need for the 

services provided by CultureLink.  

2.1 The Role of Culture in Language Education 

Language and culture are closely linked. Although linguistic accuracy is necessary for language 

users to communicate effectively, when language “is used in contexts of communication, it is 

bound up with culture in multiple and complex ways”1. In their standards for foreign language 

(FL) learning, the American Council on the Teaching of Foreign Languages2 advocated for 

application of the ‘‘five Cs’’ of language learning: communication, culture, connection, 

comparison, and community:  

 Communication: The heart of language learning. Understanding the cultural context of both 

the target language and the learners’ native language leads to greater awareness of the 

interdependent relationship between languages and cultures.  

 Connection: Interdisciplinary instruction, which provides learners with detailed information 

about the foreign language and its cultures from multiple disciplinary perspectives.  

 Comparison: Increasing awareness of linguistic elements and cultural concepts by 

comparing and contrasting the studied language and the native language.  

 Community: Suggests that learners can use the language in an international setting and 

actively participate in multilingual communities beyond the classroom.  

Clearly, the sociocultural component is a significant feature of foreign language education 

(FLE). Students are expected to gain insight into and awareness of cultural interactions in 

                                                 

1 Kramsch, 1998, p. 3 

2 ACTFL, 1996 
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communication settings. Recently, intercultural competence has been the central concern for 

instructors in FLE classrooms3. Intercultural communication is not just an encounter between 

cultures; it should “be viewed and analyzed as a complex process”4. A range of intercultural 

communicative education models have been proposed by researchers worldwide5. The most 

exhaustive and influential is that of Michael Byram, whose model incorporates holistic, 

linguistic, and intercultural competence and has clear, practical, and ethical objectives6.  

According to Byram, the aims of intercultural language teaching are: to give learners 

intercultural competence as well as linguistic competence; to prepare them for interaction with 

people of other cultures; to enable them to understand and accept people from other cultures as 

individuals with other distinctive perspectives, values and behaviors; and to help them to see 

that such interaction is an enriching experience7. Byram’s model consists of five factors (see 

Figure 1). Critical cultural awareness is positioned centrally in relation to the other four: 

knowledge, intercultural attitudes, interpreting and relating skills, and discovery and interaction 

skills. Byram8 insists that critical cultural awareness “embodies the educational dimension of 

language teaching” and that “skills, attitudes and knowledge, both linguistic and cultural,” 

should be centered on the dimension of critical awareness. 

 

 

                                                 

3 Liaw, 2006 

4 Stire, 2006, p. 5 

5 (Byram, 1997; Deardorff, 2006; Spitzberg, 2000; Spitzberg & Changnon, 2009; Stier, 2006) 

6 (Byram, 1997) 

7 (Byram, Gribkova, & Starkey, 2002, p. 10) 

8 (Byram, 2012, p. 9) 
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Figure 1. Byram’s 5 Factors for Intercultural Language Teaching 

2.2 Language Learning Situation in Taiwan 

One of the fundamental difficulties Taiwanese students of English as a foreign language (EFL) 

encounter is the lack of opportunities to experience interactive cross-cultural communication in 

English9. This holds true for language learners in other languages, since the language is mostly 

used in class and the environment outside is not suitable for practicing. Furthermore, in 

classroom settings, non-native foreign language-speaking teachers, often teaching in Chinese, 

typically struggle to teach pragmatic competence. These teachers often focus their teaching on 

textbooks to help students perform well on their exams. These students have a clear need for 

                                                 

9 Liu, 2005, Su, 2008 

Critical Cultural Awareness  

Ability to evaluate, both critically and on the 

basis of explicit criteria, the perspectives, 

practices, and products of one’s own culture 

and those of other cultures and countries. 

Discovery and Interaction Skills 

Ability to acquire new knowledge of a culture 

and cultural practices and the ability to 

implement knowledge, attitudes, and skills 

under the constraints of real-time 

communication and interaction. 

Knowledge 

Knowledge of one’s own culture, 

that of one’s interlocutor, and of 

the general processes of societal 

and individual interactions. 

Interpreting and Relating Skills 

Ability to interpret a document or event from 

another culture, explain it, and relate it to 

one’s own culture. 

Intercultural Attitudes 

Curiosity and openness, readiness to 

suspend preconceptions about other 

cultures and one’s own.  
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pragmatic applications of the newly learned languages outside the classroom so that their 

linguistic abilities can be truly developed. 

2.3 Culture Shock 

Culture shock is the process of initial adjustment to an unfamiliar environment. Although 

experiencing culture shock is normal, its degree varies from individual to individual, depending 

on his personality, previous experiences and his original culture. 

There are five stages of culture shock10. The first stage of initial contact, or the “honeymoon 

stage”, is where the newly arrived individual experiences the curiosity and excitement of a 

tourist, but where the person’s basic identity is rooted in the back-home setting. The second 

stage involves disintegration of the old familiar cues, and the individual is overwhelmed by the 

new culture’s requirements. Third, the reintegration of new cues and an increased ability to 

function in the new culture. The fourth stage continues the process of reintegration toward 

gradual autonomy and increased ability to see the bad and the good elements in both the old 

and new cultures. Finally, the fifth stage is described as reciprocal interdependence, where the 

person has ideally attained biculturalism.  

The magnitude of the previously mentioned indicators and duration of each stage of culture 

shock can be greatly reduced by increasing contact and interaction between the person suffering 

culture shock and the locals in a natural, friendly, and fun manner and in a suitable environment. 

2.3.1 Cultural Barriers in Taiwan 

Taiwanese people are characterized by friendliness and being welcoming with foreigners. Thus, 

getting along with locals is not always too hard. However, there are many considerations that 

have to be taken into account when living in this country, and many foreigners, especially 

westerners, do not always find it easy to adapt.  

                                                 

10 (Pedersen, 1995) 
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The most difficult aspect to adjust to in Taiwan is the language barrier. Mandarin is the official 

language, while Taiwanese, Hakka and indigenous Formosan languages are also spoken. Apart 

from this, a deeply-rooted Chinese culture exists in Taiwan, involving customs related to dates 

and celebrations, deep respect towards elders and ancestors, eating habits and manners, public 

behavior, interaction, friendship, and allowed and forbidden gifts, amongst others.  

Some locals, especially the more traditional ones, also find themselves shocked and confused 

when dealing with a foreigner, having a hard time communicating with them not just because 

of the language barriers but because of differences in customs, attitudes and behaviors. In the 

end, what ends up happening is that the locals avoid the foreigners as a way to prevent conflict. 

Examples in public transportation can be observed every day when the seat next to a foreigner 

is usually empty. It is also common for most foreigners to receive the label of “外國人- 

waiguoren”, or foreigner, no matter how good his Chinese abilities are or how long he has 

remained in the country.  
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3 Company Overview 

3.1 Mission 

CultureLink brings together locals and foreigners in an international atmosphere that provides 

original, vivid, and dynamic cultural experiences.  

3.2 Vision 

CultureLink will be a renowned cultural café/lounge recognized as a community oriented 

platform for bringing together different cultures and tearing down all barriers in between. 

3.3 Objectives 

 Obtain cash flow self-sufficiency by the end of the first year. 

 Repay debt from original loan by the end of the third year.  

 Increase our annual original customer flow to at least 1.5 times by the end of the fifth year. 

3.4 Key Success Factors 

 Promoting interaction between locals and foreigners: Ensuring that all the activities we 

perform such as events, advertising, promotions, etc… encourage locals and foreigners to 

perform activities together.  

 Community involvement: We will involve the community in the provision of our services, 

their improvement, and the opening of any new services in the future.  

 Enhancing the customer experience: We will do anything possible to make our customers 

satisfied. This involves a degree of flexibility when providing them with our services, trying 

our best to fit each of their needs. 

 Continuous improvement: We consider that the only way to reach our vision is to be better 

every day. This will involve improving our internal processes and making them more 

efficient, including our working environment and working methods, but also including the 

improvement of services provided to our customers. 
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3.5 Background and History 

CultureLink’s original idea was conceived by its founder, Javier Peñalba, while studying in 

Taiwan during the years 2014-2015.  

In an attempt to improve his Mandarin language skills, he started performing language 

exchanges with various locals, which made him realize that although it was a simple idea, not 

everyone can say what places are suitable for this activity or what should be done while holding 

a language exchange. The simplest way would be to go to a café, but to date the experience has 

never been great. A reason might be that many cafés in Taipei have a stay limit of two hours to 

let other customers in. Furthermore, normal cafés do not provide any material for improving 

the language exchange experience, so as a consequence some of the exchanges, especially when 

the other person’s language level was very low or inexistent, became a language course that 

even had to be prepared at home; in other words, what should be a leisure and pleasure became 

a burden and responsibility. 

The idea then emerged as a way to solve this situation and after realizing that this could be a 

promising and expandable enterprise, reminding ourselves that language is just one branch of 

culture and that real contact with native speakers to further practice and learn the language is 

necessary. What if there was a place not just suitable for doing language exchange, but where 

you can also learn about different countries’ traditions, music, dances, and more all in a fun 

environment?  

3.6 Product and Service Overview 

CultureLink comes as an alternative for all those locals and foreigners that want to tear down 

cultural and language barriers but cannot find a suitable place for such a need. It also comes as 

a solution for people studying foreign languages but attend courses that only focus on what is 

taught in classrooms, limiting their opportunities to actually employ the languages in real life 

situations. 

Our establishment will open from Tuesdays to Sundays from 10:00 am to 12:00 am, with a late 

closing time of 02:00 am on Saturdays. During the day, CultureLink will act as a normal 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

- 10 - 

 

café/lounge, providing food and beverages like sandwiches, salads, cheesecakes, coffee, beer, 

and wine, but with the difference of providing as well language materials, encouraging language 

exchange and enhancing the exchange experience. During some evenings, CultureLink will host 

activities that promote interaction between locals and foreigners. These activities will include 

language courses, multilingual karaoke, dance lessons, movie nights and multi-cultural nights, 

and a buddy program (the latter not held at night). Each service will be held at different times 

and will charge its own fee. Being a community-focused business, community feedback will be 

taken into account for any future activities held in our establishment.  

3.7 Logo and Slogan 

Our logo will look as follows: 

 

Figure 2 - Logo and Slogan 

As can be seen, our slogan will be “tearing down cultural barriers … One conversation at a 

time.” which goes in hand with our mission of bringing together locals and foreigners and 

tearing down cultural barriers. 
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4 Business Model 

4.1 Value Proposition 

A space for tearing down cultural barriers between locals and foreigners in Taiwan where they 

can express, exchange, teach, and learn about each other’s culture and take community 

engagement to the next level.  

4.2 Products and Services 

Our products will be available from Tuesdays to Sundays from 10:00 am to 12:00 am, with late 

closing time of 02:00 am on Saturdays. Our services will have their own schedule and most will 

be held during the evenings. 

4.2.1 Products 

Products provided in our establishment will be food, drinks, and educational materials for 

language learning. 

Food will include the following: 

 Sandwiches: Fried chicken and vegetable tortilla wrap, club sandwich, ham and cheese 

sandwich. 

 Salads/Fruits: Seasonal fruit cup, chicken salad. 

 Cake/Desserts: Lemon cake, cheese cake, chocolate cake. 

Drinks will include the following: 

 Coffee: Caramel macchiato, cappuccino, café latte, café Americano. 

 Juice: Orange juice, mixed fruits juice. 

 Tea: Green tea, black tea, oolong tea. 

 Beer: Local beer, imported beer. 

 Wine: Red wine, white wine. 
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It must be noted that in normal days food is not the specialty of our business and thus most of 

the dishes offered are simple and not related to international food. When multicultural nights 

are held, on the other hand, international food will be available. 

Educational materials will be free to use within our establishment, and they will mainly include 

language books in English, Chinese, French, German, Spanish, and Japanese, as well as 

international magazines. 

4.2.2 Services 

Except for the buddy program, for which there will be an initial fee accounting for 3 meetings 

with the buddy, the rest of our services will be charged per session.  

 Language courses 

Language courses will be provided on Tuesdays and Thursdays from 6-8pm and 8-10 pm 

charging a fee per session. Materials required for language teaching will be periodically updated, 

and teaching methods will be based on modern research and will follow a practical approach 

with the goal of making people able to communicate as fast as possible in the foreign language. 

This approach will include use of group discussions, presentations, plays, debates, and others. 

This will distinguish us from most competitors who sometimes train students mostly in order to 

obtain good grades or pass a language exam 

English and Chinese are the two most important languages in the country, so we plan to provide 

2 sessions of each language per week, one on Tuesdays and one on Thursdays. The rest of the 

languages (French, Japanese, Spanish, and German) will be taught only once a week. Language 

students will be invited to stay after class for other events that follow so that they can interact. 

The following is the schedule for language sessions. 
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Table 1 - CultureLink Language Courses Schedule 

Time Tuesday Classroom Thursday Classroom 

6:00 pm - 8:00 pm 
Chinese A Chinese A 

English B English B 

8:00 pm - 10:00 pm 
Spanish A French A 

Japanese B German B 

Other languages will be offered in the future if the community considers it necessary.  

 Multilingual Karaoke 

Multilingual karaoke will be offered also on Tuesdays and Thursdays from 10:00 pm to 12:00 

pm, and Saturdays from 10:00 pm to 02:00 am, which could be a great opportunity for language 

students to go and practice some songs in the language they are learning or to interact with 

native speakers. A fee will be charged per event.  

Since we are encouraging interaction between people of all nations, we will not make of this 

service a KTV (with private rooms) like the ones found in Taiwan, which encourage people to 

only come with their friends to private singing rooms. The service offered will be a karaoke 

screen and 3 microphones on the main café room. There will be a list of songs for those already 

downloaded in the system, but people would be able to ask for whichever song is not in the 

booklet so that we browse it directly on YouTube. This will ensure flexibility in our services 

and enhance the customer experience. 

 Movie Nights 

Movie nights will be offered once a week from 8-10 pm on Fridays, giving also an opportunity 

for language students to interact with native speakers. 

Our staff will be in charge of movie selection. However, as a community focused business, we 

plan on using our social media to have customers vote for the movies they want the most to be 

played. After the voting session, which will be performed once a month, the monthly movie 

calendar will be posted on our website. Movies will be legally downloaded in our system, and 

they will have subtitles in English and, if available, in Chinese. 
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 Dance Lessons 

Dance lessons will be provided once a week on Wednesday from 8 pm to 10 pm. At the 

beginning, only Latin dances such as salsa, merengue, and bachata will be offered. However, if 

we can get more people interested in other dances (belly dance, flamenco, tango, etc…) we can 

provide those lessons in the future. 

These lessons will also offer a very practical approach and teachers will encourage (and if 

possible join) their students to go practice their new moves on real dance floors. 

 Multicultural Nights 

Multicultural nights refers to an event in which people from different countries have a booth in 

which information about their country as well as music and exotic food are provided to people. 

This type of unique events will be performed once a month during Sunday evenings, always 

trying to attract more nationalities and to make each event better than the previous one. 

 Buddy Program 

Our buddy program will consist on utilizing the service of a local to assist an incoming foreigner 

on whatever task he needs.  

Arrangements will be done previously through our internet platform, where internationals will 

have the option to look for a local buddy by specifying city, date, time, and duration of stay. 

Payment will only be the subscription fee to the program. Some of the services foreigners will 

receive from the buddy are the following: 

 Respond to emails and/or messages with any doubts that the foreigner might have prior to 

coming to Taiwan. 

 Meet up to three times at the beginning of the foreigner’s stay to see how he is adapting to 

life in Taiwan. 

 Show the foreigner around town, especially for useful places like supermarkets, pharmacies, 

medical clinics, etc… 
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 Help with administrative procedures, if necessary, such as opening a bank account. 

 Have fun and be friends. 

As might be observed, our buddy program is a lot more flexible than common university buddy 

programs, which mostly target exchange students and don’t provide as many attentions. 

 Other Services 

CultureLink will be a very flexible community focused business, thus many services that might 

not be available at the beginning might become so later when the opportunity or need arises. 

These services might include: 

 Stand-up Comedy presentations or sketch presentations. 

 TED talks. 

 Art exhibitions. 

 Cultural dance presentations. 

 Short theatrical play presentations. 

 Live concerts. 

 Drinking games night. 

 Activities Schedule 

Summarizing the aforementioned services, our weekly calendar might look like this: 

 

 

 

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

- 16 - 

 

Table 2 - CultureLink Activities Schedule 

Time Monday Tuesday Wednesday Thursday Friday Saturday Sunday 

10:00 am - 

06:00 pm 

Closed 

Normal Operations 

06:00 pm - 

07:00 pm 
Chinese (A) 

Normal 

Operations 

Chinese (A) 
Normal 

Operations 

Chinese (A) 

Normal 

Operations/

Multicultural 

Nights (once 

a month) 

07:00 pm - 

08:00 pm 
English (B) English (B) English (B) 

08:00 pm - 

09:00 pm 
Spanish (A) 

Dance 

Lessons 

French (A) 
 Movie 

Nights 

French (A) 

09:00 pm - 

10:00 pm 
Japanese (B)  German (B) German (B) 

10:00 pm - 

11:00 pm 
Multilingual 

Karaoke 

Normal 

Operations 

Multilingual 

Karaoke 

Normal 

Operations Multilingual 

Karaoke 
11:00 pm - 

12:00 am 

12:00 am - 

02:00 am 
Closed 

4.3 Channels 

Our services and products will be delivered through two main channels: our establishment and 

our internet platform. 

Our establishment will provide products such as food and beverages, and all of our cultural 

services. Our setting will mainly include a café/lounge with several tables and sofas, language 

and cultural materials, 2 class/movie rooms, a bathroom, a small kitchen and a service area. Our 

establishment will be located at Section 5, Roosevelt Rd, Taipei City. Its location is strategic 

because it has been selected relatively close to National Taiwan University and to Wanlong 

MRT Station, as well as to several bus stops. 
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Figure 3 - CultureLink's Location 

CultureLink, being a community driven business, will also have an internet platform that will 

allow direct communication regarding all of our activities, and will permit the initial 

arrangements for buddy program, finding a language exchange partner, movie voting for movie 

nights, and others. 

Regarding channels employed for raising awareness of our business, advertising will be placed 

in the restaurants close to schools as well as in them. This advertising will be printed once a 

month for the first 6 months and then every three months for the rest of the first year. We will 

also ask the school to allow for us to set booths to introduce our services to students. Advertising 

will also reach other parts of the city, especially the center, where we will have posters 

describing our company.  
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Apart from this, we will use guerilla marketing, especially through social media. An example 

of this might be short and funny Vine videos and other longer and more descriptive videos to 

be posted on Facebook and YouTube. These videos could tell stories Commercials on local 

radios, especially radios that have certain programs in English, will also be transmitted to attract 

potential consumers. 

4.4 Customer Relationships 

We will have an intimate relationship with each of our internal and external customers as well 

as with our partners.  

Regarding our relationship with external customers, these will be fostered through different 

programs and promotions with the general focus of encouraging foreigners and locals to interact. 

These activities will also involve them on selecting the dynamics of our current services, for 

further improving them, and even for selecting future services.  

Regarding our relationship with internal customers, we will employ a friendly and flexible 

management with them nurtured by a relaxed and fun environment that encourages open 

communication and cooperation. Our internal customers will receive special benefits such as 

birthday celebrations and Christmas dinners. 

Apart from the above, in order to provide a high quality service and keep good relationships 

with our external customers, our staff will be highly trained on a customer focus, serving each 

one in a special way. This training will be performed always taking into account our mission, 

vision, organizational culture, our key success factors, and objectives. The training will be 

performed when an employee has been recently hired, but it will be reinforced once a year. 

These strategies translate into the following activities for promoting the relationship with 

internal and external customers:  

 Membership card for 10% discounts on each event, which students can obtain for free. 

 Further 10% discounts on our activities for mixed (foreigner and local) groups of two or 

more people. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

- 19 - 

 

 Facebook and Twitter group for sending invitations and updates on all our events. 

 Facebook site would serve as an advertising platform for any of our partners and internal 

customers. 

 Our site can serve as a link between nationals and internationals in our buddy program. It 

will also serve for a voting system for movies, future language course openings, and even 

for improving our current services. 

 Birthday special offers, like a free drink or cake, for both internal and external customers. 

 Customer satisfaction system that will measure customer satisfaction through email and in 

site surveys as well as analyzing and processing the information. 

 Apart from payment per session, there will be special benefits for language and dance 

teachers such as free entry for events like karaoke and movie nights and special discounts 

for multi-cultural nights. 

 Internal customer satisfaction system, which every three months will measure our staff’s 

satisfaction with the job environment and to take their feedback into account for improving. 

4.5 Key Partners 

Most of our partners will initially be contacted through word of mouth, networking, social 

media, advertising, and especially from acquaintances already made in Taiwan. Intensive 

recruiting efforts would be performed months before our opening. 

 Food and beverage suppliers: Food ingredients will be obtained from markets and bakeries 

in Taipei. 

 Language and dance teachers: These will come especially from the Latin-American 

community in Taiwan.  

 Educational material suppliers: Some of the materials would need to be purchased online 

outside the country. 

 Language exchange groups missing a space for their activities to take place: Many of these 

can be found on Facebook and language exchange websites on internet. 

 Locals willing to serve for the buddy exchange program. 
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There has also been talks with a contact from TEDx Taipei who, when the project is 

implemented, would be able to organize TED Talks in our establishment.  

Moreover, we have held talks with the International Ambassadors organizer from NCCU. This 

group hosts events for foreigners, especially for exchange students, and most of them take place 

within the school campus. Events normally include gatherings between locals and foreigners 

along with food and drinks, but we consider our establishment more than suitable for hosting 

these and other types of events. We have agreed on mutual cooperation so that they hold their 

events in our establishment and we give them discounts per event.  

4.6 Key Resources 

 Physical Resources: a café/lounge with several tables and sofas, language and cultural 

materials (books, magazines, and posters, amongst others), a projector connected to a 

computer and speakers for karaoke, two classrooms, a bathroom, a small kitchen, and a 

service area. 

 Community involvement/human resources: most of the services provided require people 

from the community in order to be fulfilled, including: 

 Language teachers. 

 Dance teachers. 

 Buddies for buddy program. 

 Foreigners willing to help in the preparation of multicultural nights. 

4.7 Revenue Streams 

The following revenue streams represent CultureLink’s products and services: 

4.7.1 Revenue from Products 

Product revenue streams will be food and drinks offered at our café. All the product prices have 

been benchmarked from other cafés but trying to keep them relatively below those of 

competitors, taking care of making enough profit for the company.  
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 Food 

Simple plates will be offered. However, special options will be available during multicultural 

nights. 

Table 3 - Food Product Prices 

Plate Name Price (NTD) 

Sandwiches  

Fried Chicken & Vegetable Tortilla Wrap 100 

Club Sandwich 95 

Ham & Cheese Sandwich  60 

Salads/Fruits  

Seasonal Fruit Cup 75 

Chicken Salad 90 

Cake/Desserts  

Lemon Cake 80 

Classic Cheese Cake 80 

Classic Chocolate Cake 100 

 

 Drinks 

Table 4 - Beverage Product Prices 

Drink Name Price (NTD) 

Coffee Tall Medium Small 

Caramel Macchiato 120 105 90 

Cappuccino  105 90 75 

Caffé Latte 105 90 75 

Caffé Americano 105 90 75 

Juice  

Orange Juice 80 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

- 22 - 

 

Mixed Juice 80 

Tea  

Green Tea 80 

Black Tea 80 

Oolong Tea 80 

Beer  

Taiwan Beer 100 

Imported Beer 150 

Wine  

Red Wine (glass) 200 

White Wine (glass) 200 

4.7.2 Revenue from Services 

The prices for our services will be as follows: 

Table 5 - Service Prices 

Activity 
Price 

(NTD) 
Description 

Language Courses 300 
Per session (minimum 

four people) 

Dance Lessons 300 
Per session (minimum 

three people) 

Multilingual Karaoke 200 
Per session (minimum 

three people) 

Movie Nights 200 
Per session (minimum 

three people) 

Multi-cultural Nights 300 
Per session (minimum ten 

people) 

Buddy Program 1500 Per subscription 

These prices were also benchmarked from establishments that offer similar cultural services to 

ours, such as dance schools, KTV’s, cram schools, and cinemas. We offer relatively lower prices 

than all of these business except for the multi-cultural nights, service which is not found in other 

establishments, and the buddy program. The latter service is currently a free service provided 

by universities mostly to exchange students, but we decided to make it a professional service 
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that has to be paid for and that targets all foreigners. Compared to other coffee shops that 

provide similar services, our prices are higher; however, they do not provide the wide spectrum 

of services as we do, mostly providing only one or two and with a sporadic frequency, and each 

of our services has been differentiated for attracting more customers. 

As can be observed, there is a minimum number of people for a service to be opened and be 

able to at least break even. In case this quota is not reached, the service will not open. However, 

we are confident that with our dynamic marketing we will always attract enough customers, 

additionally keeping customer attrition rate to a minimum through our enhanced customer 

experience. 

4.8 Cost Structure 

Regarding variable costs, our most relevant product costs will ingredients, beer, wine, gas and 

direct labor. As for our service variable costs, direct labor, energy, and personnel required to 

provide the services (teachers, buddies, etc…). Regarding our fixed costs, the most relevant 

costs will be wages, followed by rent and utilities. More information on our cost structure can 

be found in Section 6 – Financial Analysis. 
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5 Marketing Analysis 

The current marketing analysis will consist on performing a market segmentation and market 

targeting, followed by a thorough market analysis covering the market situation, competition 

analysis, industry life-cycle analysis, and macro-environmental forces. 

5.1 Market Targeting 

Our primary target market will be of people aged 20-44 years old, both male and female, who 

have attained a scholarity level of at least senior high and who live in Taipei. The total number 

of people (locals) in Taipei city that possess these characteristics is of about 1,202,53611 people, 

according to data from the Taiwanese Ministry of Education. 

Table 6 - Taipei Citizens by Level of Scholarity and Age 

Taipei City (2014) 

Age 

Range 

Senior 

High and 

vocational 

Junior College, 

University or 

Higher Total 

L  120,133 263,364 383,497 

25-34 83,713 365,991 449,704 

35-44 109,862 259,473 369,335 

Total 313,708 888,828 1,202,536 

The previous number represents the locals that might fit into our target market. We also have 

to take into account the foreigners, many of whom come to Taiwan to study a degree, on an 

international exchange, or just to learn Mandarin Chinese. These foreigners usually stick 

together in groups with other foreigners because of language or cultural barriers.  

According to MOE, the number of international degree students, language students, and 

exchange students studying in Taiwan has increased to 92,685 in 2014, more than tripling from 

2006, when international student enrollment was only 27,023. However, not all of these 

                                                 

11 (MOE – Taiwan’s Ministry of Education) 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

- 25 - 

 

foreigners are found in our target market of Taipei. The only information found on foreign 

students in Taipei is from 2008 and was of 11,727 (see appendix 1.) 

 Apparent and Potential Demand 

Adding up the number of locals and foreigners in Taipei who fit into our target market, we 

obtain a number of around 1,214,263 people. To obtain our apparent demand, we can consider 

that at the beginning stage about 10% of locals and about 50% of foreigners from our target 

market would be interested in our services. This gives us an apparent demand of about 126,117 

customers. If we consider that we would potentially be serving around 3% of them, then we 

would obtain a potential demand of about 3,784 customers. These calculations can be found in 

the following table: 

Table 7 - Apparent and Potential Demand Calculations 

Customer 

Segment People Factor Total 

Locals 1,202,536 10.00% 120,254 

Foreigners 11,727 50.00% 5,864 

Apparent Demand     126,117 

Potential Demand 126,117 3% 3,784 

This potential demand is our initial customer base where most of our customers will come from. 

This number might increase as awareness for our business goes up. 

 Customer Segments 

We consider the following to be cultural needs missing in Taiwan: 

 Space and materials for enhancing the language exchange experience. 

 Space and activities where locals and foreigners can socialize and tear down cultural barriers. 

 Place to watch international films in foreign languages usually not found in movie theaters. 

 More flexible Karaokes/KTV’s where foreigners can sing in their own languages. 

 A formal buddy program (separate from universities) to welcome and accompany foreigners 

in Taiwan and help them out in their needs. 

 Space for exhibiting international food, music, and other aspects of culture. 
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Currently, we can find many options for people looking to satisfy these needs, but most of them 

are not focused on maximizing interaction between foreigners and locals. Moreover, these 

options usually represent separate businesses and don’t provide dynamic and various 

alternatives within the same establishment.  

Based on the aforementioned unmet needs, we consider the following places and activities that 

can be performed therein as alternatives that partly satisfy those needs: cafés, karaokes/KTV, 

language cram schools, buddy programs, dance schools, and cinemas or cultural movie 

gatherings. In Taiwan, we can find many of these spread around the different cities, especially 

in Taipei, but so far we find no place that can provide all of them. Each of these represents a 

business market from which our target customers will come.  

Accordingly, we can further divide our target market into the following segments: 

 People that enjoy the café atmosphere and/or enjoy drinking coffee.  

 People interested in foreign languages and cultures: 

 Language exchange partners: people from all ages, especially youngsters, willing to 

learn a foreign language and holding language exchange meetings for their mutual 

learning. 

 Language teachers: those who want to teach language professionally. 

 Language students: those who prefer to study a language in a more formal way than 

a language exchange. Many of these are also culture lovers, since what motivates 

studying another language most of the time is passion for that other culture 

 Amateur singers or KTV/karaoke lovers: this segment cannot usually find enough songs in 

English or in their own language in the available karaokes/KTVs in Taiwan. 

 Film lovers: Especially people who love international films and find no place where they 

can be presented. 

 Dancers and dance lovers: People who want to learn or teach international rhythms. 

 Foreigners coming to Taiwan: People that need the help of locals and also want to break 

cultural barriers as soon as possible and learn the language. 
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5.2 Market Analysis 

5.2.1 Online Survey 

In order to obtain first-hand information about our target market, an online survey was 

conducted by 56 people (locals and foreigners) between the ages of 15 and 44 living in Taiwan 

or planning to come to live in Taiwan somewhere in the near future.  

Profile information about respondents is provided as follows: 
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Figure 4 – Survey Participants' Profile 

Following is the summary of the results from this survey: 

1. Would you be interested in a place where you can practice a foreign language and get 

to know foreigners and locals?  
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Figure 5 - Interest in CultureLink's services 

2. Please rank the following activities for learning another language/culture: 

Table 8 - Activity Ranking by Survey Participants 

  Activity 

Ranking 
Language 

Courses 

Movie 

Nights 
Karaoke 

Dance 

Lessons 

Buddy 

Program 

Multi-

Cultural 

Nights 

1 33.90% 23.20% 7.10% 23.20% 21.40% 30.40% 

2 23.20% 23.20% 8.90% 10.70% 23.20% 21.40% 

3 14.30% 23.20% 21.40% 8.90% 17.90% 23.20% 

4 10.70% 10.70% 17.90% 8.90% 10.70% 7.10% 

5 12.50% 16.10% 19.60% 19.60% 17.90% 10.70% 

6 5.40% 3.60% 25% 28.60% 8.90% 7.10% 

As might be appreciated, in the 1st ranking language courses ranked in 1st place with 33.90% of 

votes, followed by multi-cultural nights with 30.40% on the second place, movie nights and 

dance lessons tied with 23.20% on the third place, buddy program in fifth place with 21.40% 

and finally karaoke with 7.10%. This information will be used for obtaining the demand of each 

service. 
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3. How much would you be willing to pay for participating in the activities below? 

Table 9 - Price Willingness by Survey Respondents 

Activity 

Prices 
Language 
Courses 

Movie Nights Karaoke 
Dance 

Lessons 
Multi-Cultural 

Nights 

150-200 21.40% 44.60% 53.60% 33.90% 16.10% 

200-250 26.80% 25% 26.80% 26.80% 28.60% 

250-300 28.60% 21.40% 12.50% 26.80% 30.40% 

300-350 23.20% 8.90% 7.10% 12.50% 25% 

Information gathered from this question has been used as reference for setting up the prices of 

our services. 

4. Which language do you find most interest in?  

Table 10 - Language Preferences by Survey Respondents 

  Language 

Ranking Chinese English French Spanish German Japanese Other 
1 32.10% 30.40% 12.50% 12.50% 7.10% 19.60% 5.40% 

2 1.80% 25% 23.20% 12.50% 7.10% 7.10% 7.10% 

3 10.70% 12.50% 23.20% 14.30% 19.60% 12.50% 12.50% 

4 5.40% 5.40% 17.90% 25% 19.60% 26.80% 17.90% 

5 3.60% 5.40% 8.90% 12.50% 17.90% 12.50% 12.50% 

6 8.90% 12.50% 7.10% 7.10% 14.30% 12.50% 17.90% 

7 37.50% 8.90% 7.10% 16.10% 14.30% 8.90% 26.80% 

The above information will be used to determine the languages selected for teaching. 

In order to back-up many of the statements proposed and ideas for creating CultureLink, 

numerous references will be made to this survey throughout the rest of the business plan. The 

numbers that will be mentioned when referring to ranking questions will be the ones from the 

1st ranking. The rest of the ranks are there to provide a better idea of how customers view the 

rest of the services when compared to each other.   
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5.2.2 Market Situation 

Following is an analysis of the situation of each of the places that our target market segments 

usually attend. 

 Cafés 

Cafés have had a rapid growth in recent years in Taiwan, with a current coffee consumption 

market size of over US$1 billion. Coffee import volume, including raw and roasted coffee, 

tripled in the past decade, increasing from 6,844 metric tons (MT) in 2001 to 18,448 MT in 

2012. Current annual per capita coffee consumption in Taiwan is 110-125 cups according to 

industry estimates. The market is still relatively underdeveloped compared to consumption in 

western countries (300-400 cups) or even in the neighboring countries such as Japan and Korea 

(150-200 cups), so there is room for further expansion.12 

Many coffee chains import coffee beans directly but purchase other food materials from 

importers, wholesalers, and distributors. Most coffee shops also provide sandwiches, salads, 

cakes, and pastries prepared by catering companies or other food processors.  

Younger generations, especially white-collar workers, are the major consumers of freshly 

brewed coffee. Drinking coffee in a coffee shop symbolizes fashion, taste, and a stylish lifestyle, 

and it has become a social place for stimulating conversation, holding informal meetings, 

studying, and lately foreigners can be found along with locals doing language exchange.  

“Ten years ago, the stock market was good and a few people who had extra funds started 

investing in coffee shops,”13 Simon Hsieh, a Taiwanese coffee expert recounts. “Then with the 

stock market crash in 2008, many people who got laid off opened coffee shops. Ten years ago 

                                                 

12 (USDA Foreign Agricultural Service – Taiwan Food Service – Hotel Restaurant Institutional – Industry Expands 

Nearly 8 Percent) 

13 (Taiwan Business TOPICS – Taipei Coffee Culture: Rich, Robust, and Satisfying) 
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there were about 200 coffee shops in Taiwan; now there are well over 12,000, and they’re still 

opening more.” Thus, a great boom in the coffee shop industry is taking place in Taiwan.  

Some cafés have come up with the initiative of also hosting events such as language exchanges, 

comedy nights, and karaoke nights. However, up to day none provides as many services and 

have such a deep cultural focus as CultureLink does. 

 Karaokes/KTV’s 

KTV traces its roots to karaoke, a Japanese word that combines “kara”, which means “empty,” 

and “oke”, which means “orchestra.” Karaoke machines offering recorded songs stripped of 

lead vocals started to appear in Taiwan in the mid-1970s at local Japanese-style bars and eateries. 

Taiwan’s KTV business was developing rapidly as the 1990s got underway, with some 

operators running their small suites 24 hours a day.14 

Today, chains such as Cash Box operates 15 Partyworld stores in Taiwan’s larger cities that 

have a combined total of more than 1,500 rooms. The Holiday chain, Taiwan’s other big KTV 

player, has a greater presence in smaller communities and targets mostly students. Holiday has 

around 50 stores and 2,000 rooms in total. 

The continued growth and maturation of the KTV industry have led academics to take a closer 

look at the factors behind the enduring popularity of the entertainment form. KTV’s are not 

considered just for singing, but to provide an escape to everyday reality where customers can 

share their emotions.  

Songbooks are usually found in English, Chinese, Japanese, and Taiwanese. However, they are 

essentially not offered for the convenience of foreign tourists, but rather for the sake of locals, 

who are usually multilingual and multicultural in differing degrees. Hence, many foreigners 

find themselves constrained to singing the limited available English songs. 

                                                 

14 (文章資料: KTV:  A Space for Sharing) 
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When interest about karaoke was asked to our respondents, this category was voted in last place 

with 7.10% of votes.  

 Language Teaching/Cram Schools 

A market analysis of all Taiwan language teaching schools would have to include schools of 

the regular school system (elementary, high schools, and universities) and schools of the 

supplementary education system (called 補習班 – buxibans, or cram schools). 

In 1999 in Taiwan, a total of 22,623 high school students enrolled in a second foreign language, 

a number which ballooned to 108,166 by 2011. In 2011, ten colleges and universities applied 

to offer 33 advanced placement foreign language classes for high school students, which is 21 

more classes than were offered in 200815. This shows a great trend in foreign language learning. 

According to MOE, currently, more than 18,300 registered cram schools are active in shadow 

education, with 15,248 schools centered on traditional school subjects like Chinese and English 

language as well as sciences. Taipei has the greatest number of cram schools compared to the 

rest of country (2,786 schools), and the area surrounding Taipei is a close second with 2,672 

schools. 

In non-academic cram schools the teaching program is not directly related to the regular school 

curriculum. Some common types are talent and skills classes, where a teacher provides a group 

of students with a program designed only for a specific subject or course, such as a foreign 

language other than English, music, art, dance, sports or other talent-oriented activities. Some 

cram schools, especially those focused on foreign languages, have become so popular that they 

have set up national chain-schools with branches spread throughout the country, some even 

expanding to the mainland Chinese market. In general, large language cram schools have their 

own administration system, separate teacher training programs, and individual curriculum 

design. Some cram schools co-exist with regular schools and have even prospered into multi-

                                                 

15 MOE – Education in Taiwan 2013-2014 
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million education enterprises, not only charging high tuition fees from students but also 

benefitting from charging licensing fees from their chain schools. 

Language teaching was ranked as preferred with 33.90% of survey participants voting for it. 

5.2.2.3.1 Language Studying Market Trends 

Although learning English has been popular in Taiwan for some time, during recent years the 

trend has grown. English-learning activities are allowed beginning in the first grade, but 

according to the Taipei City Bureau of Education, such activities are supposed to be non-

intensive and aimed at simply laying a foundation to simulate the students’ interest in learning 

English.16  

In the past, Taiwanese students began to learn English in the first year of junior high school. 

Starting in 2001, English-teaching programs were instituted at the fifth-grade level in 

elementary schools, and now begin at the third-grade level.17  

Despite English being the language of preference, the number of senior high school students in 

Taiwan studying a foreign language other than English has more than tripled since 2001. 

According to Chang Ming-wen, director of the MOE’s Department of Secondary Education, 

roughly 10% of all high school students took courses in French, German, Japanese, Spanish and 

other languages each semester in 2010-2011. Also, MOE tallies showed that 228 of the nation’s 

335 high schools provided second foreign language courses in the spring semester 2011, up 

from 100 when the program began in 2001. 

To back-up information related to foreign languages that interest people the most, in the 

aforementioned survey participants were asked to rank which languages they had more interest 

to. Following is the result of the percentages of languages ranked as 1st priority.  

                                                 

16 (Peng 2004). 

17 (Peng 2004). 
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Table 11 - Respondent's Language Preferences 

  Language 

Ranking Chinese English French Spanish German Japanese Other 

1 32.10% 30.40% 12.50% 12.50% 7.10% 19.60% 5.40% 

As Table 3 shows, Chinese and English are closely matched on first and second place with 

32.10% and 30.40% of respondents, respectively. Then follows Japanese on the thirds place 

with 19.60% of voters, Spanish and French tied up in fourth place with 12.50%, and finally 

German with 7.10%.  

Using this information, it is clear that despite many cram schools already teaching English and 

the abundance of language schools teaching Chinese to foreigners, we cannot ignore these two 

languages. The other foreign languages to be taught would be Spanish, French, Japanese and 

German. We don’t see a significant number of people voting for “others” but this could be 

considered in the future taking into account customers’ preferences. 

 Buddy Programs 

Coming to a new country without speaking the local language, knowing much about the culture 

or even how to move around can be for many a source of anguish. The conventional concept of 

buddy programs is to solve this issue by bringing local and international students in contact with 

each other. The idea is that a local student studying at a certain school becomes a “buddy” for 

an incoming international student, and this is especially done for exchange students. The local 

student’s function is to help the newcomer adjust to school life and experience Taiwanese 

culture. 

We have found this type of programs in many universities across Taiwan. However, we want 

to expand this concept beyond by offering this service not only to exchange students but to 

people that come to Taiwan for the first time for either working or studying. 

No secondary sources were found about how many foreigners come to Taiwan for purposes 

other than studying (such as for teaching English or working in other areas), but we do know 

that not all of the foreigners that do come to Taiwan are enrolled in a buddy program. This also 
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seems to be an interesting idea for locals because they would have a way to practice their English 

or foreign language and to have an opportunity to exchange cultures with a foreigner. When our 

survey participants were asked to rate the different activities to be offered in our establishment, 

the idea of a buddy program was positioned in 5th place with 21.40% of votes.  

 Cultural films 

This is a market that hasn’t yet been widely covered in Taiwan. Although there are numerous 

cinemas, most of them show Hollywood movies or local movies.  

On the other hand, there is already a festival in Taiwan promoting cultural movies. Since its 

inception in 1998, the Taipei Film Festival has become one of the most important dates in Taipei 

culture calendar and has earned a deserved reputation and a place on the international circuit. 

With screenings of more than 160 films from over 40 countries, approximately 100,000 

attendants each year, its majority is made up of a decidedly young audience18. The festival 

screens works from all corners of the globe, and persistently attracts the finest works from 

respected independent filmmakers. Therefore, the festival attracts not only moviegoers but also 

film professionals that seek to explore the potentials of Taiwanese cinema. In 2013, more than 

20 films shown in the festival were sold to local distributors and had the theatrical releases in 

Taiwan. It is typically celebrated for about 3 weeks during the months of June and July. 

Therefore, we can consider an increasing trend in the cultural movie segment. 

We consider that the cultural film customer segment would be a great opportunity for locals 

and foreigners to meet up and learn more about each other’s culture. In our survey, cultural 

movie nights tied up with dance lessons in the third place with 23.2% of votes. 

                                                 

18 (Department of Cultural Affaris – Taipei City Government) 
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 Dance Lessons 

Dancing is an artistic and cultural expression in all of its senses. Lately, a variety of new dance 

classes are giving a new flavor to the dance scene in Taipei. With classes in both English and 

Chinese, several dance studios are now offering salsa, tango, hip-hop, and swing. 

"Salsa is becoming quite popular in Taiwan. A lot of places are starting to hire live Latin bands 

and there seems to be a big salsa community emerging here," said Godfrey Zwygart, a director 

and instructor at Taiwan Yoseikan Bodu, a martial-arts center in Tienmu.19 Elsewhere in Taipei, 

well-established studios such as Wu Yi (舞藝) are upgrading their existing list of classes to 

include more recently popular forms of dance such as funk and hip-hop.  

Furthermore, nightclubs playing Latin rhythms are opening up in Taipei, and both locals and 

foreigners seem to be attracted by these. For example, M-Taipei and 1001 Nights, two 

nightclubs, offer Latin music night parties where many locals and foreigners can be found 

dancing salsa, merengue, bachata and other Latin rhythms.   

When asking our survey respondents about raking dance lessons amongst the other activities 

offered, it was positioned in third place with 23.2% of votes, tied with movie nights.  

5.3 Competition Analysis 

In order to provide a thorough analysis of the competition we consider it necessary to perform 

Porter’s 5 forces analysis. 

5.3.1 Rivalry amongst Established Companies  

Level: Medium. 

                                                 

19 (Taipei Times – Dance while you still can) 
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 Direct competitors 

We consider coffee shops our main competitors. Although right now not many coffee shops are 

offering cultural activities and their focus is not as specific as CultureLink’s, the nature of our 

business is a coffee shop with the added value of cultural services. However, some other cafés 

are already offering similar options. In addition, as previously stated, cafés are now very 

common in Taiwan and they are increasing their numbers very rapidly. The following cafés are 

the ones we consider having the closest relationship to the activities that will be held at 

CultureLink. 

 Royal Art Café: Art Gallery/Café where customers can enjoy Italian café, quality wines 

and biscuits, toasts, salads, etc… Stopping to analyze this café more closely, they are known 

for hosting different types of culture-related activities, including language courses, karaoke 

nights, comedy nights and space for language exchange after the language courses. This 

competitor could be considered as the one performing the most similar activities to ours. 

 Sicuanga Multilingual League: Café that serves as a platform for allowing customers to 

practice a language in a real life-like setting. Learners are encouraged by event organizers 

to switch tables to get a feel of each language. After giving self-introductions, they start 

conversations in various topics about life. They currently hold these events in English, 

French, Japanese and Spanish and are willing to expand language options in the future.  

 Dream of Hobbiton: Café in Taipei where they hold weekly language events. The cost is 

200 NT per event which gives access to 2 drinks or a beer.  

 The Bottle Shop: Café/bar that specializes on selling high quality, imported beer. They also 

hold a once-a-week language exchange event.   

Many other cafés can be counted as direct competition, since people also go there to hold 

language events and exchange culture. Some of them have even themed their cafés to make 

them more attractive. Here are some other cafés that might also be competition: Cupidon, Alice, 

Eudora, KiKi Café, La Vie, Coffee Alley, Eslite Café, Starbucks, and Dazzling Café. 
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 Indirect Competition 

Main indirect competitors would be karaokes, cinemas or movie festivals, language cram 

schools, university buddy programs, and dance lessons. There are many of these dispersed 

around Taipei. Lower prices in most of these services as well as our variety of services and 

individual differentiation would reduce the risk of indirect competitors.  

5.3.2 Risk of Entry of Potential Competitors  

Level: Medium 

As previously stated, there is a great boom in the coffee shop industry in Taiwan. Adding to 

this, with the country gradually opening up more to the world there is a huge entry of foreigners. 

This makes the coffee shop business very trendy; however, adding the cultural factor and all 

the activities provided by CultureLink reduces this risk to medium 

5.3.3 Threat of Substitute Products  

Level: Medium 

Substitute products/services would mainly be karaokes, cinemas or movie festivals, language 

cram schools, university buddy programs, and dance lessons. We consider this threat as medium 

because, although there are many, none of these substitute services can provide all of the 

activities that CultureLink would provide within one establishment. Also, the price of most of 

our services would be lower than substitute services, decreasing this risk. 

5.3.4 Bargaining Power of Customers  

Level: High 

Having so many substitute services and competitors, customers can argue that other places 

provide similar services separately. Prices play an important role, because if they can find the 

same services at lower prices, customers, influenced heavily by budget constraints, increase 

their bargaining power. 
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5.3.5 Bargaining Power of Suppliers  

Level: High 

Suppliers’ bargaining power is especially strong regarding language and dance teachers, 

because they can easily find other schools or cram schools that provide higher wages. We will 

compensate this by giving extra benefits, such as allowing these partners to join our other events 

for free. 

5.3.6 Industry Life-Cycle Analysis 

Based on the characteristics of the cultural cafés in Taipei, we could consider this industry to 

be at the beginning of the growth stage, since there are increasingly more cafés hosting cultural 

events and more customers are also entering the market. This is happening in part because of 

Taiwan making English a compulsory language; the increase in people learning other foreign 

languages; and the increase in the number of foreigners in Taiwan. Accordingly, many other 

places which we consider indirect competition have been also been in the market for a while 

(KTVs, dance courses, cram schools, etc…), and more are still coming up, making it a highly 

competitive environment. 

5.4 The Macro-Environment 

5.4.1 Macroeconomic Forces 

Taiwan’s economic growth accelerated in 2014 and is likely to remain strong in 2015. It has an 

export-based economy that has enabled it to build the world's fourth-largest cache of foreign 

reserves. Its GDP is just under $500 billion, making it the world's 18th largest economy. 

Additionally, Taiwan boasts a per-capita GDP of $33,200 (27th in the world). Other favorable 

economic indicators include an inflation rate of 1.1% (2013) and an unemployment rate of 4.15% 

(2013). The Taiwanese economy also benefits from the growing trade links with the People’s 

Republic of China (PRC), especially thanks to the Framework Agreement for Economic 
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Cooperation (FAEC). Following the signing of free trade agreements in 2013 with Singapore 

and New Zealand, the island has implemented a policy in favor of economic openness. 20 

The difficulties of creating free-trade zones are however slowing down its economic growth. In 

this sense, Taiwan’s economy comparing with other major economies in the region faces 

"slowdown in response to world economy fluctuations", in addition to de-internationalization, 

low-paid salary to employees, high taxes for the middle class and an uncertain outlook for 

personal promotion of staffs, which results in human resource talents seeking career 

opportunities elsewhere in the Asia-Pacific region.  

 Demographic Forces 

The population growth is of 0.25% (2014), with 13.4% of the population between the ages of 

15 and 24 and 47.4% of the population between 25 and 54 years of age, being an age distribution 

convenient for our business since most fit within this range. However, a low birth rate (8.55 

births/1,000 population), and rapidly aging population might decrease these two ranges in the 

future, probably decreasing the market growth. Other points to take into account are the 

increasing arrival of foreigners into the country, which have increased around 3.5 times from 

27,023 in 2006 to 92,685 in 2014.21 

 Social Forces 

With Taiwan’s accelerated opening to the rest of the world, the coming of more foreigners, 

government making English part of compulsory education, and the general foreign cultural 

trend which includes an increase in language exchanges and other activities, society will 

increasingly tend to look for establishments that can satisfy these cultural and language needs. 

Furthermore, Taiwan just ranked as the second safest countries in the world (2014-2015) with 

low exposure to robbery, crime and violence, and it has also ranked high in terms of health care, 

                                                 

20 (Market Watch) 

21 (National Statistics – Republic of China (Taiwan)) 

http://www.presscave.com/top-safest-countries-in-the-world/
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education, human development, economic freedom, etc., encouraging investment in the country 

and the coming of even more foreigners. 

 Political and Legal Forces 

Taiwan is ranked top 20% among the 212 countries or regions measured, and had good 

performance on "Government Efficiency" and "Quality of Laws and Regulations". Moreover, 

Taiwan, which differs from Hong Kong and Macao, is free from "one country two systems", 

whereby foreign investment in Taiwan is much more secure. In June 29, 2010, Taiwan and 

mainland China signed the Economic Cooperation Framework Agreement to strengthen the 

integrity of trade and economy and to effectively reduce the political risks between Taiwan and 

mainland China, and to clear out foreign investors' concerns about the uncertainty of the cross-

strait relationship.22 

Regarding regulations for foreign businesses established in Taiwan, there are no special 

restrictions or bureaucratic procedures towards foreigners other than registering a company 

other than applying for an Alien Resident Card. Furthermore, the number of procedures, time 

(days) and cost (% of income per capita) for starting a business in Taiwan seems to be a lot 

lower than the different averages in East Asia and Pacific, powerful economies in Asia and 

averages of most other parts of the world. More details can be found in Appendix 2.  

 

  

                                                 

22 (Invest in Taiwan – Politics) 
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6 Strategic Plan 

6.1 CultureLink’s Strategies 

In order to perform a deep analysis and description of our strategies it is necessary to first 

perform a SWOT analysis. The central purpose is to identify the strategies to exploit external 

opportunities, counter threats, build on and protect company strengths, and eradicate 

weaknesses.  

 

Figure 6 - SWOT Analysis 
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From this SWOT analysis, we can conclude that to counter the effects of no brand recognition 

and present/future competitors, we must be very aggressive in our marketing strategies, letting 

customers really understand the nature of our business and our competitive advantages. 

However, as the industry in just a growing stage there is more room for us to grow and take up 

unseized market share. Our strategy must be able to provide something different than 

competitors but at the same time at an affordable price that takes into account young people’s 

constrained budget. 

6.1.1 Business Level Strategy 

Taking into account our SWOT analysis and the previously discussed marketing analysis, we 

consider that a combination of differentiation strategy and cost leadership would be the most 

suitable for CultureLink. However, we will differentiate this strategy for products and services: 

for services, we will employ a differentiation strategy, which consists on choosing a level of 

differentiation for each of our services that gives us a competitive advantage; for products, on 

the other hand, we will use the cost leadership strategy, in which we will keep product costs 

low (namely food and beverages) and we will also sell them at moderately low prices.  

 Differentiation Strategy 

Generally speaking, we will differentiate ourselves from competitors mainly by promoting 

interaction between foreigners and locals in all of our activities, as well as by involving the 

community in the dynamics for our services, providing a high degree of flexibility and 

enhancing the customer experience. Customers will also be involved on the improvement of 

our services, linking this to our continuous improvement philosophy. Additionally, there will 

also be a rigorous quality control, employing lean management and total quality management 

concepts. However, this high degree of differentiation and specialization for our services will 

make them charge slightly higher prices than other coffee shops that hold similar events, but 

similar prices than indirect competitors that provide this kind of services (cram schools, KTVs, 

dance schools, etc…), especially because of the fees charged by our teachers. 
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To view how our differentiation strategy is implemented in the functional level, please refer to 

Section 3.2.2 - Services. 

 Cost Efficiency Strategy 

In general terms, the products sold in our establishment will be moderately lower than those 

offered in other cafés. This will be an incentive for customers to come frequently to our café, 

and may ensure a high visit frequency during the day when the cultural services are not available 

(roughly 57% of the time).  

Starting with our raw materials purchase, we will pursue economies of scale when buying 

ingredients for our food and drinks, which is why we have a menu with limited options. A 

second strategy is related to a multi-operational utilization of personnel. For example, before 

starting operations, the service clerk will be the one in charge of cleaning the establishment, 

and when closing operations at night the clerk and the general manager might cooperate to leave 

everything clean and ready for the next day. As another example, the manager at this starting 

stage of operations might sometimes even need to serve customers, and he will be the one in 

charge of purchasing the raw materials for the week. 

We will also try to standardize each process such that less time and money are consumed. In 

this regards, each process will have its own flow diagram that will be used for the training of 

our employees and for assuring quality and efficiency in each process, following total quality 

management and lean management concepts.  This training of human resources will both ensure 

high quality of service and at the same time less losses/more cost efficiency for limiting 

customer defection rates and building brand loyalty. Regarding our marketing efficiency, our 

marketing budget will not be high, meaning that we will depend a lot on guerrilla marketing 

and word of mouth.  

These measures, and others, will allow CultureLink to offer its products at prices lower than the 

market average, making it more appealing for our young market segment. 
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Apart from this, our décor will be culturally themed, our atmosphere will be filled by cultural 

national and international music and our staff will be highly trained to provide the best service 

to our customers.  

Finally, providing this broad range of services targets different market segments, helping us to 

increase market share and profits. 

6.1.2 Competitive Advantages 

Based on our strengths and strategies, we can consider that our biggest competitive advantages 

are high service variety, affordable product prices, and enhanced customer experience.  

6.1.3 Positioning Maps 

Taking our three major competitive advantages into consideration, we consider it necessary to 

have three positioning maps: one for the service side compared to direct competitors, one for 

the products side compared to direct competitors, and one for the service side compared to 

indirect competitors.  

The service positioning map with direct competitors would look as follows: 
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Figure 7 - Service Positioning Map with Direct Competitors 

As can be observed, regarding services we can consider ourselves as possessing very high 

variety but with relatively high service prices when compared to other cafés that also offer 

certain cultural services. This high variety along with our other differentiators will give 

customers an incentive to come to participate in our services despite our relatively higher prices. 

The product positioning map when compared to direct competitors would look as follows: 

 

 

High Service Variety 

Low Service Variety 

Low Service Price High Service Price 
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Figure 8 - Product Positioning Map with Direct Competitors 

As can be appreciated, although our product variety may be in average lower than our direct 

competitors’, our product prices are lower than theirs. This will ensure a higher customer flow 

to our café, especially giving them an incentive to come during daytime when we are not hosting 

cultural events.  

The service positioning map when compared to indirect competitors would look as follows: 

 

 

High Product Variety 

Low Product Variety 

Low Product Price High Product Price 
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Figure 9 - Service Positioning Map with Indirect Competitors 

As shown above, our service prices are in average lower than our indirect competitors, but our 

customer experience is either as enhanced as or more enhanced than theirs.  

 

 

 

Enhanced Customer Experience 

Poor Customer Experience 

Low Service Price High Service Price 
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7 Financial Analysis 

The following assumptions will be considered in this financial analysis: 

 The business secures a loan of $NTD 1,174,115 at a 6.322% interest rate required to cover 

our initial investment plus the financial needs in terms of working capital generated for the 

loss of the first months of operation. 

 Our initial investment is of  $NTD 854,115 taking into account the following: 

Table 12 - Initial Investment 

Description Amount ($NTD) 

Total Fixed Investment 509,415 

Inventory 10,000 

Rent Deposit (3 months) 252,000 

Remodeling 62,000 

Petty cash 15,500 

Total Investment 848,915 

 Gross profit of products has been calculated taking into account the average production cost 

(raw materials, direct labor, energy); our product prices and the estimated demand per 

product. 

 Gross profit of services has been calculated taking into account the average production cost 

(direct labor, cost of teachers, etc…); our service prices, the estimated demand per service 

according to our survey and the minimum number of people required per service. 

 5% of sales are considered as inventory expenses (ingredients, beers and wine). 

 Rent increases in 10% in the fourth year. Before that we assume a 3 year rent contract in 

which rent remains the same. 

 Sales growth has been estimated at 5% per month during the first six months of operation 

and 8% monthly for the rest of the year. Thereafter, we considered an annual 12% growth 

on the second year and a yearly 15% growth for the rest of the years until year 5. 

 Wages will increase yearly in 5% along with inflation. 
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 We will work two shifts of seven hours each (10:00 am – 05:00 pm and 05:00 pm – 12:00 

am except for Saturdays with opening hours of 10:00 am – 06:00 pm and 06:00 pm – 02:00 

am).  

 At least three people will be required for the first shift and two people for the second one. 

For the first shift there will be a service clerk, a cook, and the manager.  The cook will only 

work the first shift, leaving food ready for the second shift. The manager will work both 

shifts. 
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7.1 Projected Income Statement 

 

Year 1 2 3 4 5

Growth 12% 15% 15% 15%

Inflation 5% 5% 5% 5%

# Customers 13,220.00          14,806.40          17,027.36          19,581.46          22,518.68          

Revenue per Customer 561.33              561.33              561.33              561.33              561.33              

Sales Revenue 7,420,797.82     8,311,293.56     9,557,987.59     10,991,685.73    12,640,438.59    

Cost of Goods Sold (4,309,027.35)    (4,826,110.63)    (5,550,027.22)    (6,382,531.31)    (7,339,911.00)    

Gross Income 3,111,770.47     3,485,182.93     4,007,960.36     4,609,154.42     5,300,527.58      

SG & A

Rent (756,000.00)       (756,000.00)       (756,000.00)       (831,600.00)       (831,600.00)       

Wages

-Owner (552,000.00)       (579,600.00)       (608,580.00)       (639,009.00)       (670,959.45)       

-Clerks (624,000.00)       (655,200.00)       (1,015,560.00)    (1,066,338.00)    (1,119,654.90)    

-Cooks (312,000.00)       (327,600.00)       (343,980.00)       (688,779.00)       (723,217.95)       

Total Wages (1,488,000.00) (1,562,400.00) (1,968,120.00) (2,394,126.00) (2,513,832.30)  

Payroll Taxes (18.1%) (269,328.00)       (282,794.40)       (356,229.72)       (433,336.81)       (455,003.65)       

Utilities

-Water (12,000.00)        (12,600.00)        (13,230.00)        (13,891.50)        (14,586.08)         

-Electricity (108,000.00)       (113,400.00)       (119,070.00)       (125,023.50)       (131,274.68)       

-Telephone (6,000.00)          (6,300.00)          (6,615.00)          (6,945.75)          (7,293.04)          

-Gas (30,000.00)        (31,500.00)        (33,075.00)        (34,728.75)        (36,465.19)         

-Internet (9,600.00)          (10,080.00)        (10,584.00)        (11,113.20)        (11,668.86)         

-Garbage Disposal (9,600.00)          (10,080.00)        (10,584.00)        (11,113.20)        (11,668.86)         

Total Utilities (175,200.00)    (183,960.00)    (193,158.00)    (202,815.90)    (212,956.70)     

Stationery and Office (12,000.00)        (12,600.00)        (13,230.00)        (13,891.50)        (14,586.08)         

Advertising (36,000.00)        (37,800.00)        (39,690.00)        (41,674.50)        (43,758.23)         

Maintenance (30,000.00)        (31,500.00)        (33,075.00)        (34,728.75)        (36,465.19)         

Cleaning Supplies (36,000.00)        (37,800.00)        (39,690.00)        (41,674.50)        (43,758.23)         

Depreciation (44,872.00)        (44,872.00)        (44,872.00)        (44,872.00)        (44,872.00)         

Total SG & A (2,847,400.00) (2,949,726.40) (3,444,064.72) (4,038,719.96) (4,196,832.35)  

Total Operating Income 264,370.47        535,456.53        563,895.64        570,434.46        1,103,695.23      

Interest Expense (68,018.73)        (5,668.23)          (5,668.23)          (5,668.23)          (5,668.23)          

Profit Before Tax 196,351.74        529,788.30        558,227.42        564,766.24        1,098,027.00      

Total Income Taxes (17%) (33,379.80)        (90,064.01)        (94,898.66)        (96,010.26)        (186,664.59)       

Net Income 127,562.05      439,724.29      463,328.76      468,755.98      911,362.41      

Income Statement 

CultureLink

Proforma

First 5 years of Operation
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7.2 Projected Cash Flow 

 

 

 

 

 

Year 0 1 2 3 4 5

Net Profit After Tax -                  127,562.05     439,724.29     463,328.76      468,755.98       911,362.41       

Plus: Depreciation & Amortization -                  44,872.00       44,872.00       44,872.00        44,872.00        44,872.00        

Income Statement Cash Flow -                 172,434.05   484,596.29   508,200.76    513,627.98    956,234.41    

Inventories -                  (215,451.37)    (25,854.16)     (36,195.83)       (41,625.20)       (47,868.98)       

Operating CashFlow -                 (43,017.32)   458,742.12   472,004.93    472,002.77    908,365.43    

Initial Investment (848,915.00)     -                -                -                 -                  -                  

Investing Cash Flow (848,915.00)   -               -               -                 -                 -                 

Cash Flow Before Financing (848,915.00)   (43,017.32)   458,742.12   472,004.93    472,002.77    908,365.43    

Long Term Debt 1,168,915.00    

Principal Repayment (205,267.26)    (218,626.96)    (232,856.16)     (248,011.47)     (264,153.15)     

Debt Financing Cashflow 1,168,915.00 (205,267.26) (218,626.96) (232,856.16)   (248,011.47)   (264,153.15)   

Financing Cash Flow 1,168,915.00 (205,267.26) (218,626.96) (232,856.16)   (248,011.47)   (264,153.15)   

Operating Cash Flow -                  (43,017.32)     458,742.12     472,004.93      472,002.77       908,365.43       

Investing Cash Flow (848,915.00)     -                -                -                 -                  -                  

Financing Cash Flow 1,168,915.00    (205,267.26)    (218,626.96)    (232,856.16)     (248,011.47)     (264,153.15)     

Comprehensive Cash Flow 320,000.00    (248,284.58) 240,115.17   239,148.76    223,991.30    644,212.28    

Ending Cash 320,000.00    71,715.42     311,830.59   550,979.35    774,970.65    1,419,182.93 

Cash Flow Statement

CultureLink

Proforma

First 5 years of operation
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7.3 Profitability Analysis 

7.3.1 Breakeven Analysis 

 

Dividing our total fixed costs by the revenue per customer we obtain our yearly breakeven in 

customers per year, deriving the monthly, daily, and hourly breakeven in customers per year. 

Focusing on the breakeven in customers per month and per day for the fifth year, we consider 

these two amounts, 635 and 25 customers respectively, easily reachable.  

7.3.2 Investment Payback Period 

With an initial investment of $NTD 848,915 and ending cash flows of $NTD 71,715.42, $NTD 

311,830.59, $NTD 550,979.35, $NTD 774,970.65, and $NTD 1,419,182.93 for the first five 

years, respectively, we recover our investment in two years and about 10 months during our 

third year of operations. 

7.3.3 NPV and IRR 

We will use 14% as our opportunity cost for the investment. Taking into account our cash flow 

projections, we can estimate the NPV and IRR as follows: 

 

Based on the above, we can see the project is feasible and profitable. 

Year 1 2 3 4 5

Total Fixed Costs (2,915,418.73)    (2,955,394.63)    (3,449,732.95)    (4,044,388.18)    (4,202,500.58)    

Revenue per Customer 561.33              561.33              561.33              561.33              561.33              

Breakeven in Customers (Yearly) 5,193.76           5,264.98           6,145.63           7,205.00           7,486.67            

Breakeven in Customers (Monthly) 432.81             438.75             512.14             600.42             623.89             

Breakeven in Customers (Daily) 16.65                16.87                19.70                23.09                24.00                

Breakeven in Customers (Hourly) 1.19                 1.21                 1.41                 1.65                 1.71                  

Breakeven Analysis

Period 0 1 2 3 4 5

Cash Flow (848,915.00)     71,715.42       311,830.59     550,979.35      774,970.65       1,419,182.93    

Present Value (848,915.00)     62,908.27       239,943.51     371,895.37      458,844.84       737,079.14       

NPV 1,021,756.13    

Discount Rate 14%

IRR 24%

Net Present Value and Internal Rate of Return
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8 Conclusion 

The coffee shop and cultural activity markets in Taiwan are in a growing stage because of the 

increase in foreigners and in the importance of English and foreign languages. The current 

options to satisfy cultural needs that encourage interaction between foreigners and locals are 

not enough to cover the demand. Services provided by CultureLink, such as language courses, 

multilingual karaoke, cultural movie nights, multicultural nights, and buddy program, as well 

as our daily coffee shop service and products, aim to provide an alternative for our target market 

to interact and learn from each other’s cultures as well as to practice newly acquired foreign 

languages. Our strategy is based on cost efficiency for our products and differentiation for our 

services, and our financial analysis proves the project to be viable under the considered 

assumptions. We therefore provide a sustainable and profitable business that can be later 

expanded to other areas of the world. 
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10 Appendix 

10.1 Foreign Students in Taipei 

 

 

University Name (Taipei 2008) 1 2 3 4

National Chengchi University 1,381 405 86 531 359

National Taiwan University 2,303 438 200 564 1101

National Taiwan Normal University 3,468 207  - 2921 340

National Taipei University 413 25  -  - 388

National Taiwan University of Science and Technology 240 172 8  - 60

National Taipei University of Technology 175 153 1  - 21

Taipei National University of the Arts 28 4 2  - 22

National Taipei University of Education 37  - 3  - 34

Soochow University 287 34 28  - 225

Chinese Culture University 1,494 56 102 1119 217

Shih Hsin University 266 53 8  - 205

Ming Chuan University 1,061 426 63 423 149

Shih Chien University 188 25 24  - 139

Tatung University 15 3 5  - 7

Taipei Medical University 236 16 15  - 205

China University of Technology 8 1  -  - 7

Taipei Municipal University of Education 29  -  -  - 29

National Taipei College of Nursing 6 5  -  - 1

National Taipei College of Business 88 2  -  - 86

Taipei College of Maritime Technology 1  -  -  - 1

Taipei Physical Education College 3 1  -  - 2

Total 11,727

University Name

Students 

studying 

for a 

degree

Exchange 

students

Studying 

Mandarin 

Chinese

Overseas 

Chinese 

students

Total = 

(1) + (2) + 

(3) + (4)
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10.2 Metrics for Starting a Business – Comparison between Different 

Regions23 

Economy  

Starting a 

Business 

rank 

Starting a 

Business 

DTF24 

Procedures 

(number) 

Time 

(days) 

Cost (% 

of income 

per 

capita) 

Paid-in min. 

capital (% of 

income per 

capita) 

East Asia & 

Pacific 
.. 77.19 7.3 34.4 27.7 256.4 

Europe & 

Central Asia 
.. 90.21 5 12.1 5.3 5.8 

Latin 

America & 

Caribbean 

.. 78.29 8.3 30.1 31.1 3.2 

Middle East 

& North 

Africa 

.. 78.71 8 18.9 28.1 45.6 

OECD high 

income 
.. 91.24 4.8 9.2 3.4 8.8 

South Asia .. 83.29 7.9 16 14.6 14.2 

Sub-Saharan 

Africa 
.. 71.24 7.8 27.3 56.2 95.6 

Taiwan, 

ROC 
15 94.39 3 10 2.2 0 

China   128 77.43 11 31.4 0.9 0 

Japan 83 86.21 8 10.7 7.5 0 

Korea, Rep. 17 94.36 3 4 14.5 0 

Singapore 6 96.48 3 2.5 0.6 0 

 

 

                                                 

23 (World Bank Group – Doing Business) 

24  The distance to frontier shows the distance of each economy to the “frontier,” which represents the best 

performance observed on each of the indicators across all economies in the Doing Business sample since 2005. An 

economy’s distance to frontier is reflected on a scale from 0 to 100, where 0 represents the lowest performance 

and 100 represents the frontier. 
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10.3 Product and Service Cost/Price Calculations 

 

 

Products Avg Cost % Demand Price Gross Profit CM1 Price Indexed

Cost 

Indexed

Sandwich 50.93 0.13 85.00 34 0.40 10.85 6.50

Salads 48.74 0.13 83.00 34 0.41 10.60 6.22

Desserts 56.67 0.17 86.00 29 0.34 14.64 9.65

Coffee 20.89 0.17 98.00 77 0.79 16.68 3.56

Juice 31.25 0.06 80.00 49 0.61 5.11 1.99

Tea 25.94 0.15 80.00 54 0.68 11.91 3.86

Beer 36.94 0.13 125.00 88.06 0.70 15.96 4.72

Wine 48.44 0.06 200.00 152 0.76 12.77 3.09

Total 98.51 39.59

Product Costs/ Prices

Services Avg Cost % Demand Price Minimum

Session 

Revenue Gross Profit CM1

Price 

Indexed

Cost 

Indexed

Language Courses 1000.00 0.24 300.00 4 1200.00 200.00 0.17 292.31 243.59

Dance Lessons 800.00 0.17 300.00 3 900.00 100.00 0.11 150.00 133.33

Multilingual Karaoke 310.03 0.05 200.00 3 600.00 289.97 0.48 30.77 15.90

Movie Nights 266.12 0.17 200.00 3 600.00 333.88 0.56 100.00 44.35

Multi-cultural Nights 325.00 0.22 300.00 10 3000.00 2675.00 0.89 653.85 70.83

Buddy Program 1000.00 0.15 1500.00 1 1500.00 500.00 0.33 230.77 153.85

1457.69 661.85

Service Costs/ Prices


