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Abstract 

In this thesis I provide a business plan for the establishment of a Chinese Language Institute in 

the city of Querétaro, México. The city of Querétaro is and advantageous location for the 

operations of this institute. It is highly developed and ranked the most innovative in the country 

for its industry and education, which is reflected in its population’s levels of education, 

professional capabilities and income. The city is also attractive to foreign investment for the 

establishment of their operations, and more recently, attracting interest from Asian corporations. 

With competitive prices, academic excellence and comprehensive materials, we expect to serve 

the population in Queretaro ranging of ages between 3 and 45. We will deliver quality services 

with mandarin native-speaking professors who will additional have a background and training 

in teaching and languages. This will be our main differentiator. We believe this will provide 

students of all ages with the tools and preparation to be competitive in the global panorama in 

which we live today. 

Keywords: Mandarin, language, school, Mexico, Queretaro, education 
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1. COMPANY INTRODUCTION 

Our institution is a new business venture in the city of Querétaro, México that will provide 

high-quality Mandarin lessons to students as young as 3 years old to business professionals. 

Our teaching programs are the result of the work of experienced Mandarin teachers who have 

had the opportunity of working in Mexico to understand the dynamics of Mexican students, 

their needs, and the best ways to approach and engage with them. The focus of our company is 

to provide a good and friendly learning environment for our students. 

1.1. Mission 

To transform the future of language education in Mexico by providing tools to students to 

become true citizens of the world. 

To develop and nurture every student and help them achieve personal growth, personal 

achievement and the best learning outcome for their individual circumstances, ability, and needs. 

Our company strives to create life-changing and long-lasting experiences and to help the 

students make ambitious, well-informed and broad-minded choices about the way they lead 

their future lives. 

1.2. Vision 

2019: Establish our first center in the city of Querétaro with study plans in place for students of 

all ages. 

2025: Become one of the leading language education centers in Mexico that provides the 

opportunity for our students to reach out to the world; open a new center in one new city, such 

as in Tijuana, Baja California. 
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1.3. Objectives 

1.3.1. General 

To be one of the leading language education centers in Mexico, aimed towards middle and high 

class, primarily in the city of Querétaro, México. 

1.3.2. Specific 

 Position our Institute as the top choice for those who decide to study a new language, 

serving as an alternative or complementary to English language. 

 Establish a solid base of customers and by year 1 start offering our services to education 

institutions to embed our programs into their curriculum. 

 Achieve increases in sales revenues of 10-15% every year in the first 5 years. 

1.4. Key Success Factors 

 Location – We have chosen to start the operations of our institution in the City of 

Querétaro. Querétaro is placed as the 5th most competitive state in Mexico1. It is the first 

place in the Innovation sub index, third in the government sub index and sixth in the 

economy sub index. The sub index of Innovation measures the capability of the states 

to successfully compete in the economy of the country; particularly in sectors with high 

added value, knowledge-intensive and cutting-edge technology.2 A state with the most 

innovative economic sectors can attract and retaining more talent and investment.  

As a specific location for the institute it is proposed to start operations in the vicinity of 

                                                 
1 Índice de Competitividad Estatal (ICE 2016) del Instituto Mexicano para la Competitividad, A.C. (IMCO). This 

index, through 100 markers, grouped in 10 sub-indexes, measures different dimensions of competitivity, and 

evaluates the capability of each state to attract and retain talent and investment. 

2 Ibidem. Chapter X. INNOVACIÓN Y SOFISTICACIÓN EN LOS SECTORES ECONÓMICOS 
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Loma Dorada. The area is characterized for having access to the main streets in the city 

such as Bernardo Quintana, Los Arcos, Zaragoza, Constituyentes, México-Querétaro 

Highway and the Libramiento Sur Poniente. 

This area has shown great development in urbanization and design as well as the general 

landscape of the zone. Currently, residential properties in Loma Dorada are valued 

between $2.5 Million pesos3 and $20 million pesos4.  

This residential area is perfectly located: it is 5 minutes away from commercial areas, 

restaurants, hospitals and schools. And 10 minutes away from Querétaro’s downtown. 

 Importance of Mandarin language in modern landscape – When it comes to the 

world's ten most spoken languages, numbers tend to vary considerably between sources. 

According to Ethnologue, Chinese is by far the most spoken language across the world 

with 1.28 billion speakers.5 International businesses prefer to hire people who speak 

more than one language. China has become a huge market, and business leaders are 

looking for people who can speak Chinese and operate successfully in a Chinese cultural 

context. Knowing Chinese may give you an edge when competing for an important 

position.  

 Native Taiwanese teachers with experience teaching foreign students – The profile 

of the teachers sought after for the instruction of our classes are Taiwanese, graduated 

with a teaching related degree or applied Chinese. Professional experience not required 

                                                 
3 $136,766.00 USD / $3,985,655.00 NTD 

4 $2,094,133.00 USD / $31,885,245.00 NTD 

5 Ethnologue. Languages of the world. Summary by Language Size. https://www.ethnologue.com/statistics/size 
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but desirable. Above all, a person with strong character and adaptability. Interested in 

exploring new countries and most importantly a true passion for education. 

 Result-oriented teaching plans that are specific for different ages and specific 

learning stages – Our Academic Director and lead teacher Emily Liu (YiZhen Liu) is 

an experienced professional in language teaching. She has over 4 years of experience 

working in Mexico as a Mandarin Language teacher. She has taught groups of children 

in private schools in Toluca, Estado de México. She is equally experienced teaching 

teens and adults. Professor Liu is responsible for the creation of a series of books for the 

instruction of Chinese language lessons to children in the kinder garden level. She has 

also developed teaching plans for lessons directed to kids and adults in all stages of their 

language training. She will be responsible of the creation of the programs taught in our 

institution as well as the selection of the talent that will constitute the teaching staff. 

 Relationship with the Taipei’s Economic and Cultural Office in Mexico – Taipei’s 

Economic and Cultural Office in Mexico (Oficina Económica y Cultural de Taipei en 

México) has a permanent and close contact with Taiwanese nationals in Mexican 

territory; as well as having always supported and strived for the development of 

missions that promote the culture, language and activity of Taiwan in Mexico. We have 

personally met the Head of Mission, Director of the Office S.C. Carlos Liao who will 

support the venture described in this document.  

 Relationship with different universities and language centers in Taiwan – Through 

previous personal and professional experiences, the author of this thesis, as well as 

Professor Liu have met different Universities in Taiwan and their Language Centers. 

These Institutions will serve as source for the talent we expect to hire for our own project, 
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as well as being partners for the development of future international programs, like 

cultural trips and language courses for Mexican students to visit Taiwan. 

 Knowledge of a comprehensive network of Chinese language professors in Mexico 

and Taiwan – In relation with the preceding point, professor Liu personally knows and 

have trained Chinese language teachers who have had previous experience in Mexico 

and have expressed their interest in going back to Mexico. 

 Customer management – Native teachers, effective teaching programs, adequate 

material, achievable goals for the students like certifications, and trips to Taiwan will 

enable us to have a good customer relationship retention and optimization. The most 

effective way to keep customers is to make them as successful as possible in using our 

service. 

1.5. Service Overview 

Our goal is to provide effective teaching of Chinese language, enabling our students to have 

more and better opportunities professionally and academically; broadening their horizon as of 

what possibilities they can have for their future through learning mandarin. We will be set in a 

growing and urbanized area, with a population of considerable acquisitive power. We will 

provide quality in teaching, in our materials, always with a competitive price. 

The institution will have specific programs for different age groups, like kinder garden, primary 

school, secondary school, teens and adults. Each one utilizing materials appropriate for their 

ages and cognitive reach. 

Our institution will offer a modern and comfortable environment. The classrooms are going to 

be designed to hold small groups; we want to offer our customers the guarantee of studying in 
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small groups for a greater personalization of the experience. Classrooms will be equipped with 

the sufficient elements for the development of the classes, we will make use of technological 

tools and constantly be looking for the most innovative resources that can improve the 

experience of our students in the classroom. 

Our reception will be welcoming and enabled for services that can generate additional streams 

of revenue for the institution. 

1.6. Company Ownership 

The company will be constituted as a Sociedad de Responsabilidad Limitada de Capital 

Variable 6 , according to the laws in Mexico. Sociedad de responsabilidad limitada is the 

organization constituted between partners that are only responsible for the payment of their 

contributions, but the parts of the organization are not represented by negotiable titles of 

property or credit; these can only be forfeited or transferred in the specific cases that the law 

allows7. 

Sociedad De Responsabilidad Limitada (S. De R. L.) and the Sociedad De Responsabilidad 

Limitada De Capital Variable (S. De R.L. De C.V.) are nonnegotiable stock limited liability 

corporations of two or more persons whose liabilities for acts of the corporation are limited to 

their capital contribution.  

The abbreviation "S.A." or "S. De R.L.. De C.V." after the name of the company merely 

indicates that the company is incorporated under this corporate form in the way "inc:' is used in 

                                                 
6 Ley General de Sociedades Mercantiles. Capítulo IV. Articles 58-86. Last published reform of February 24th, 

2018. 

7 Ibidem. Art 58. 
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the United States. The addition of "De C.V." indicates that the corporation has variable capital, 

which simply means that the corporation may increase or decrease its capital stock within the 

limits established by the corporation's by-laws, without having to formally amend its corporate 

charter. Most corporations, regardless of their form, will opt for variable capital because of this 

added flexibility.  

Our institution will be owned in equal parts by Carlos Orlando Cruz Pérez and YiZhen Liu. 

1.6.1. Management team and staff 

 Co-Chief Executive Officer. Administration. Carlos Orlando Cruz Pérez. Committed, 

qualified and talented business administration, sales and customer service professional, 

with Legal background, with over 5 years of experience. Proven ability to combine 

vision, ingenuity, and strong business acumen with well-developed leadership qualities 

to successfully support the sales of services and products, business administration, and 

customer satisfaction. Focused on results and the development of the people around me. 

With strong experience in education services, specifically in a mandarin teaching 

institution. Passionate about enabling students to fulfill and thrive academically and 

professionally. 

 Co-Chief Executive Officer. Academic Affairs. YiZhen Liu. Yizhen Liu or Miss Emily 

as most of her students refer to her is a Taiwanese educator. Dedicated to spreading the 

mandarin language and educating kids with the best programs available; when they are 

not available or do not serve the student, she will create them. She is passionate about 

quality education, creating good conditions for the teachers to work, and designing 

adequate material for the best development of the students in mandarin language 
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learning. She has had previous experience working in Mexico, leading students of all 

ages and presenting outstanding results. 

The staff of the institution will be oriented with the same vision and philosophy of the directors 

and will include, but not be limited to: 

 Teaching staff, professors, responsible for the instruction of our courses. 

 Office Manager. 

 Receptionist. 

 Sales and marketing team. 

 Cleaning staff. 
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2. MARKET ANALYSIS 

2.1. Industry Overview 

In Mexico, the industry for Chinese Language Learning is very limited and virtually inexistent; 

the more adequate category would be generally, Language Learning, as a whole. In which 

English has the most dominant position.  

Despite its shared border with the United States, Mexico has a challenge with limited English 

language proficiency. It ranks below several other Latin American nations for English ability8. 

A study conducted for 6 years found that the percentage of adults that are able of speaking 

another language is 13%. Although a generational gap was found; meanwhile 19% of adults 

under the age of 30 were proficient on a second language, among adults above 50 years of age, 

the percentage was only of 6%9. 

In Mexico, factors like education level or socio-economic position are determining when 

accessing to another language; this is clear when we observe that 38% of University students 

are proficient in a second language, a tendency that is repeated in the 33% that belongs to higher 

socioeconomic level and is proficient in a second language10.  

Urbanization also has an important role when accessing to studies in a second language. In 

urban zones, 16% of the population claims being proficient in another language, meanwhile in 

rural zones, the part of the population that can speak a second language amounts only to the 

                                                 
8 Mexican Institute for Competitiveness (IMCO) 

9 Consulta Mitofsky. ¿Habla usted otro idioma además del español? 2015. www.consulta.mx/¿Habla usted otro 

idioma además del español? 

10 Ibidem 
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4%11.  

This as well translates into a small population for people who can effectively train English 

language, let alone, any other language. We find paramount to fill those spots with Taiwanese 

natives since local practitioners lack the proficiency to be trainers. 

A 2015 study by the British Council – English in Mexico: An examination of policy, perceptions 

and influencing factors12 – found that the size of the language learning market in the country 

is approximately 23.9 million people, including every level and type of study from public 

schools to private institutions to self-access channels. This is equivalent to about 21% of the 

Mexican population. 

Having not coming to existence a dominant institution or system that dominates the Chinese 

language teaching part of the industry, our institution can position itself as the institution that 

grabs the position. Additionally, the lack of statistically significant data to assess the potential 

impact of Chinese language in Mexico, data retrieved from a study made by the British Council 

indicates that people who had learnt English did it: 45% to improve their employment prospects; 

43% as they needed to acquire English as a skill for university; 22% as it allowed them to access 

more information sources; 11% as it was necessary for their job, 9% to travel, 8% as they were 

encouraged by their friends and family, 8% so they could create a wider personal and 

professional network, 3% said it could help them gain social standing13.  

                                                 
11 Ibidem 

12 English in Mexico: An examination of policy, perceptions and influencing factors. British Council. May 2015  

13 English in Mexico: An examination of policy, perceptions and influencing factors. British Council. May 2015. 

P34 
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Figure 1. Why Did You Study English. 

Source: British Council, Education Intelligence, Latin America Databank 2014 

Figure 1 shows that the Mexican consumer, in search for proficiency in a foreign language 

expects an improvement in their professional career. And it has been true, Mexico and China, 

for example compete nowadays as a manufacturing country, disputing the market in the United 

States of America. China is the second place, after United States of America, as country of 

origin of Mexican imports14  

It has been a recurring topic in the 2017-2018 political landscape the renegotiation of the North 

American Free Trade Agreement (NAFTA), the implementation of sanctions and tariffs for 

products going into the United States and even a symbol of the current presidency in the United 

States has been the construction of a wall in the southern border of the United States of America. 

                                                 
14 MIT. “Origins- Mexico,” Observatory of Economic Complexity. 
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It seems to be a divorce between the Mexican and American economies. 

Thus, two potential solutions circulate among the public opinion. The first consist in 

strengthening the domestic market. In other words, it is needed that Mexico consumes more 

from the local industries to detonate new business opportunities. The second solution pretends 

to promote the diversification of the Mexican international commerce, taking greater advantage 

of the existing commercial treaties, and seeking for new ones. Countries like Japan, Germany 

and China have reached to Mexico in a display of support.  

More specifically, Mexico and China have built bridges from 2001 to 2006 to facilitate the 

creation of binational committees that will establish permanent dialogue mechanisms15. Despite 

all the complications and tribulations, the decision of keeping an open dialogue between Mexico 

and China provides certain degree of certainty, necessary to face the challenges brought by the 

Trump Administration in the United States. The Sino-Mexican relationship is reaching a stage 

of maturity.  

Not having a proper player for the language training industry in Mexico that specializes in the 

instruction of Chinese language, given the socio-politic moment we are going through, 

represents an opportunity for our company to successfully stablish and more importantly, to 

thrive in the Mexican Market. 

2.2. Querétaro and the Language Learning Industry 

Querétaro, officially Estado Libre y Soberano de Querétaro16, is divided into 18 municipalities. 

                                                 
15 Cornejo, R., “México y China: Diplomacia, Competencia Económica y Percepciones,” International Forum, 

Vol. 48, No. 1/2 (191/192) (Jan. – Jun., 2008), pp. 330-351. 

16 Free and Sovereign State of Querétaro 
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Its capital city is Santiago de Querétaro. It is strategically located in North-Central Mexico, in 

a region known as Bajío. It is bordered by the states of San Luis Potosí to the north, Guanajuato 

to the west, Hidalgo to the east, Estado de México to the southeast and Michoacán to the 

southwest. Santiago de Querétaro, known simply as Querétaro, is the capital and largest city of 

the state of Querétaro. 

Querétaro as a city represents an excellent opportunity for business and, particularly, Chinese 

language institutions. As it has been mentioned previously, education level is determining when 

accessing to another language income, population is more prone to learning a language different 

from Spanish17. Population in Querétaro seems as an ideal customer for Chinese language, the 

state occupies an important place in competitiveness and innovation. 

Querétaro is a state with a higher level of education. According to IMCO (Mexican Institute for 

Competitiveness), in their competitiveness study of the states in Mexico, 25% of the schools in 

Querétaro were graded as “GOOD” or “EXCELLENT”18 in the test PLANEA applied by the 

Mexican Ministry of Education. And in the same test, Querétaro has around 30% of the students 

in the country graded as “GOOD” or “EXCELLENT”19 in the individual grades. 

2.2.1. Economy 

The City of Querétaro has repeatedly been recognized as the metropolitan area with the best 

quality of life and as one of the safest cities in Mexico and as the most dynamic in Latin America. 

It is a strong business and economic center and a vigorous service city that is experiencing an 

                                                 
17 Consulta Mitofsky. ¿Habla usted otro idioma además del español? 2015. www.consulta.mx/¿Habla usted otro 

idioma además del español? 

18 Mexican Institute of Competitiveness. State Competitiveness Index. Inclusive Society, educated and healthy 

chapter. Quality School sub-index. 

19 Mexican Institute of Competitiveness. State Competitiveness Index. Inclusive Society, educated and healthy 

chapter. Academic Performance sub-index. 
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ongoing social and economic revitalization. Querétaro has seen an outstanding industrial and 

economic development since the mid-1990s. Querétaro metropolitan area has the 2nd highest 

GDP per capita among Mexico's metropolitan areas with a little less than 20,000 USD2021. The 

city is the fastest-growing in the country, their economy is based on IT and data centers, logistics 

services, aircraft manufacturing and maintenance, automotive and machinery industries, and 

the production of chemicals and food products. The region of Querétaro also has a rapidly 

growing vineyards agriculture22. Wine production in Querétaro is now the second largest in 

Mexico after that of the Baja California region. 

All this has caused the city and the metropolitan area to attract many migrants from other parts 

of Mexico and the world. Querétaro is the host for major corporations such as Bombardier 

Aerospace, Kellogg's, Samsung Electronics, Daewoo, Colgate-Palmolive, Harman 

International Industries, General Electric, Michelin, Tetra Pak, Siemens Mexico, New Holland, 

ArvinMeritor, Autoliv, TRW Automotive, Tremec, Valeo, Funai, Procter & Gamble, Nestlé, 

Pilgrim's Pride, Santander Bank's call center for Latin America, Mabe Mexico, Irizar, Scania, 

Hitachi, Kostal, Aernnova, Dana, Dow Chemical, Bose, Alpha Hilex, Saint-Gobain, Flex-N-

Gate, and ThyssenKrupp, among others23. 

                                                 
20 PIB de Querétaro, con tendencia de aceleración. https://www.eleconomista.com.mx/estados/PIB-de-Queretaro-

con-tendencia-de-aceleracion-20180117-0182.html. January 2018 

21  PIB per cápita en el municipio de Querétaro está 108 por ciento arriba del nivel nacional. 

http://codigoqro.mx/2017/05/11/pib-per-capita-en-el-municipio-de-queretaro-esta-108-por-ciento-arriba-del-

nivel-nacional/. December 2017 

22 Producción de vino, ancla turística en Qro. https://www.eleconomista.com.mx/estados/Produccion-de-vino-

ancla-turistica-en-Qro-20180223-0004.html. February 2018 

23 Companies Manufacturing in Queretaro, Mexico. https://insights.offshoregroup.com/queretaros-

manufacturing-industry 

https://www.eleconomista.com.mx/estados/PIB-de-Queretaro-con-tendencia-de-aceleracion-20180117-0182.html
https://www.eleconomista.com.mx/estados/PIB-de-Queretaro-con-tendencia-de-aceleracion-20180117-0182.html
http://codigoqro.mx/2017/05/11/pib-per-capita-en-el-municipio-de-queretaro-esta-108-por-ciento-arriba-del-nivel-nacional/
http://codigoqro.mx/2017/05/11/pib-per-capita-en-el-municipio-de-queretaro-esta-108-por-ciento-arriba-del-nivel-nacional/
https://www.eleconomista.com.mx/estados/Produccion-de-vino-ancla-turistica-en-Qro-20180223-0004.html
https://www.eleconomista.com.mx/estados/Produccion-de-vino-ancla-turistica-en-Qro-20180223-0004.html
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2.2.2. Demographics and Segmentation 

The city of Querétaro has a total of 878,931 inhabitants which are distributed in 431,607 males 

and 447,324 female individuals24 . The distribution of these inhabitants is adequate for the 

development of education activities and additional training. Queretaro is a State with higher 

degree of education and overall income. It has shown to be particularly attractive for industry 

to be stablished in the state and city of Queretaro due to its level of innovation, education and 

prosperity. Queretaro is a young and educated state, which makes it the ideal candidate for the 

development of our entrepreneurial venture. The next figure shows the distribution of the 

population by age of interest for our institution, with attention to the younger part of the 

population. 

Figure 2. Distribution of the population un the State of Queretaro by age and gender. 

 

Source: Anuario estadístico y geográfico de Querétaro 2017. Querétaro’s statistic and geographic annual 

report 2017. Instituto Nacional de Estadística y Geografía, Gobierno del Estado de Querétaro. 

                                                 
24 Anuario estadístico y geográfico de Querétaro 2017. Querétaro’s statistic and geographic annual report 2017. 

Instituto Nacional de Estadística y Geografía, Gobierno del Estado de Querétaro. 
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2.3. Industry Players 

There is an estimated number of 26 language institutes in the city of Querétaro, where the 

predominant language taught and practiced is English. There were 3 schools that offer Chinese 

language in Querétaro, however, their main products are English and occasionally French and 

German. With regard to these schools offer Chinese language courses, they do it by demand: 

getting the teacher when a considerable number of students is registered. They claim the 

professor is native, but at the moment of this report, it has been confirmed that it is not always 

the case. 

 Globoworld. Language Conversation Group25 . This institution locates in downtown 

Queretaro. According to its website, it offer classes for kids, moms and students and companies. 

Its methodology focuses on the development of conversation skills. The academical offer of 

Globoworld has English, Spanish, French, German, Portuguese, Mandarin, Italian, Korean, 

Japanese, Russian. 

There is no clear idea of the characteristics of its classes; there are indications that its groups 

open when multiple students register. One seems to be able to take his or her classes anywhere, 

even by the phone, which leaves room for interpretation as of the characteristics of its services. 

Information has been requested for costs, characteristics of the groups and classes, and 

information about the teachers. There has been no response. 

 Language Services Center. Escuela de Idiomas26 . Located in downtown Queretaro. 

They offer a wide selection of courses in languages, as well as interpretation services and 

translations. The principal of the institution, Carlos Alvarado, describes their language services 

                                                 
25 Globo World. http://thegloboworld.com/ 

26 Language Services Center. Escuela de Idiomas http://www.languageservicescenter.com.mx/index.html 
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as flexible and adaptable to the needs of the students. They offer English, French, Italian, 

Portuguese, German, Korean, Russian, Arabic, Japanese, Mandarin, sign language and Spanish. 

Their professors are Mexican. Carlos Alvarado, 31 years of age, professor, translator and 

principal. He teaches Spanish, English, French, Italian, Portuguese, German and Japanese; 

Erick García, 24 years of age, professor, translator and interpreter. He teaches Spanish, English, 

French, German, Mandarin and Japanese; Karla García, 24 years of age, professor and academic 

coordinator. She teaches Spanish, English and French; Luis Rodrigo Pesce, professor. He 

teaches English and German. 

The institution did not provide cost for their service. 

 Languages International. Escuela de Idiomas27. Also located in downtown Queretaro. 

According to their website they offer classes for all ages and companies; summer courses; they 

offer their services to schools and homework clubs for English courses; preparation for 

certification exams in English and French; and translation and interpretation services. Their 

methodology is not described on their website. The academical offer, according to their public 

information, includes English, Spanish, French, German, Portuguese, Mandarin, Italian, Arabic, 

Hindi, Polish, Danish, Japanese and Russian. 

There is no clear idea of the characteristics of their classes, they have confirmed to have 

individual or group lessons, with flexible schedules and native professors, however the 

information hasn’t been confirmed. Information has been requested for costs, characteristics of 

the groups and classes, and information about the teachers. Their cost per hour-class is $300 

MXN28. 

                                                 
27 Languages International. Escuela de Idiomas. 

http://www.escueladeidiomasqueretaro.com/index.html#languages-queretaro  

28 $16.45 USD 
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An advantage that these institutions provide to the project described in this work is that they all 

offer Spanish lessons for foreign people. Since the profile we will be looking for our teachers 

is that they are Taiwanese, graduated with a teaching related degree or applied Chinese, having 

institutions at hand for Spanish lessons will allow us to offer additional services for our 

academic staff, helping them to adapt to the lifestyle in Mexico. 

2.4. Business Opportunity 

My objective is to setup a new institute for the teaching of Mandarin Language Center in the 

city of Querétaro, México. This venture was chosen due to my passion for the education industry, 

specifically for language service businesses, in which I have had a firsthand experience in 

Mexico. Besides, I have access to a network of mandarin teachers in Taiwan and have 

knowledge of the providers and publishers necessary to have a running language school. We 

have an immediate source of comprehensive and very-well adapted education plans to cover 

the necessities of students of all ages. It is planned that the first target segment of the population 

would be kinder-garden students and teens; designing later programs ideal for adults and 

professionals. 

The population of students in ages ranging from 5 to 15, which is the group intended to target 

first, is a growing segment in the state of Queretaro29 and particularly in the capital city. More 

importantly, these are children and potential students whose parents are – generally – in their 

early 30´s to early 40´s; this is an important indirect target segment. These are parents who 

understand the importance of learning a second language, whose personal work experience may 

have led them to understand also that Chinese language represents an opportunity of 

                                                 
29 Anuario estadístico y geográfico de Querétaro 2017. Querétaro’s statistic and geographic annual report 2017. 

Instituto Nacional de Estadística y Geografía, Gobierno del Estado de Querétaro. 
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competitiveness for their children. I further observe that there is a movement starting in 

Queretaro, where more language schools are offering Chinese language; and our institution can 

capitalize from that.  

Although English remains as one of the most dominant languages to learn in Mexico, it is 

estimated that around 13% of the population learns another language different from Spanish; 

and in total, less than 5% of the population in Mexico is English-proficient30, opening the door 

for a proposal that can be innovative and accessible to the public. In México, Mandarin is 

frequently considered as the key to success, markets for Chinese speaking professionals are 

increasing and it appears to be, not just a complementary language to English, but rather an 

entire alternative. In order to find a Mandarin course however, the majority of people learn in 

Language centers with Mexican professors who may have had previous travel or education 

experience in Chinese speaking countries; in other cases, Chinese or Taiwanese individuals may 

offer mandarin lessons individually. In both cases, these people is often unprepared, with no 

credentials to properly teach and don’t have the appropriate material for this task. 

What we offer is high-quality mandarin language education with an affordable tuition fee, but 

more importantly, with high quality education, comprehensive programs and native professors 

with the adequate credentials to lead in a classroom. The selected location, Queretaro, is the 5th 

most competitive state in Mexico where population has access to higher education and has also 

become Mexico’s innovation center. 

The industry is signaling a need for professionals who are 

                                                 
30 “Inglés es posible: Propuesta de una Agenda Nacional”; 2015; p16; IMCO 
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proficient in Chinese language. 

It has become increasingly interesting for Chinese companies to stablish their operations in 

Mexican territory. Companies like Cheerson and Huawei have operations in the metropolitan 

area of the state, this is due to the fast-growing industry environment in Queretaro. Industry has 

grown too, increasing from 428 companies in 2003 to more than 1,300, companies by the end 

of 2013. “That’s an increase of 208% on foreign direct investment (FDI)” said Hugo 

Mandujano, director of Investment Promotion for the State of Querétaro in an interview for 

IndustryWeek31; he continued “A lot of this is thanks to a continued commitment to development 

and education, because the goal of the government in Querétaro is have the highest percentage 

of educated people in the whole country. That makes a big difference for us. Previous governors, 

previous administrations, probably going back two or three of administrations, helped set up 

goals and milestones in terms of trying to achieve competitiveness within the state. So, we have 

made great efforts to put the proper infrastructure and support for education, in place.” 

The arrival of Huawei, as a leading company in communications, will contribute to the arrival 

of more companies from Chinese origin. Huawei’s investment was announced for 1500 million 

dollars, over 5 years, for the construction of 6 technology and service centers, for of which Will 

be located in Queretaro only32.  

Similarly to Mexico, China is also a country that is shifting in this economy, deaccelerating the 

impulse for manufacturing towards service and finish goods industries. These changes demand 

new strategies, not only from the government, but from the population and institutions like ours 

                                                 
31 Why is Industry in Querétaro, Mexico Growing so Quickly?. http://www.industryweek.com. 2014 

32 Querétaro se abre a inversión china. https://www.eleconomista.com.mx 

http://www.industryweek.com/


‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i Univ

ers
i t

y

21 

 

to design study plans that can capitalize on this opportunity. The pursuit of more competitive 

education here in the region, an education focused on competencies, is key.  

A growing economy, a highly educated population, and a thriving industrial panorama 

establishes the base for a Chinese language center in Queretaro. It demands, that this institution 

is dedicated, professional and innovative. With native-speaking professors, graduated from 

Taiwanese Universities with a degree in education or applied Chinese, we can achieve high 

levels of quality education. 
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3. BUSINESS MODEL 

3.1. Value Proposition 

“Ofrecemos el idioma del futuro, hoy” 

“Maestros nativos, programas diseñados para ti, aprende el idioma que más gente habla en el 

mundo” 

 

“We bring the language of the future, today” 

“Native-speaking teachers, comprehensive programs designed for you, learn the language most 

people in the world speaks” 

3.2. Customer Segments 

In Mexico, the most prosperous economic sectors are automobile industry, education and 

training, energy, construction, telecommunications and tourism33. 

The behavior of the consumer in Mexico has evolved as the country has peaks of prosperity and 

access to services. Although the acquisitive power of the Mexican consumer has grown, so has 

the prices of products and services. For this reason, people seek for higher-quality products and 

services, for those that give value for their expense. Consumers wishes to create relationships 

with the brands, for which customer service is a powerful factor to consider in the purchase 

decision of people. 

A McKinsey survey shows that consumers in Mexico have responded actively when the country 

has experience economic: over 70 percent of Mexicans said they have cut spending. Mexican 

consumers reported that they had changed their purchasing habits and had significantly reduced 

                                                 
33  México: Llegar al consumidor. Santander Trade. santandertrade.com/analizar-mercados/mexico/llegar-al-

consumidor  
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their outlays in the leisure and travel categories. Education is one important exception in 

Mexico: over two-thirds of the country’s consumers have increased their spending on school 

supplies, and significant minorities are spending more on extracurricular activities (45%) and 

remedial classes (39%)34. 

In response to these characteristics, Our first target customers are middle and high-income 

families that have an income of more than $50,000.00 MXN35 per month; to families composed 

of parents who are from 30 to 45 years old, with children 5-17 years old, studying at primary, 

secondary schools and high-schools in in the metropolitan area of the city of Querétaro. More 

specifically, our targets are parents who are professional office workers or parents who are self-

employed, who are well-educated with at least a bachelor’s degree, sophisticated buyers, with 

skills of technology and knowledge of events occurring in the world, who are more open-

minded to new things in the first period of product launching. Theses urban families spend 

between 3 to 7% of their monthly income for children’s education. They are characterized by a 

new urban lifestyle, living in the area of Loma Dorada in the city of Queretaro. 

An equally important segment we plan to target is the students of 18 years of age and above, 

university students who wish to have a competitive edge in the labor market. They tend to beare 

English-language proficient and wish to learn another language.  

3.3. Channels 

 A direct sales channel will include our sales force visiting our customer segment and 

bring them in, this may include private schools, youth centers, universities and companies 

(parents of the students).  

                                                 
34 Understanding Mexico’s evolving consumers. McKinsey&Company. 2012 

35 $2750.00USD 
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 A website is another direct channel that can be under the company’s control. We can use 

this mean to convey the messages and content created by the institution itself for the 

consumption of students. 

 At the center, it is imperative to generate leads when people visit the center to ask for 

information. 

 By employing our own channels, we can create a direct relationship with the customer, 

and also generate higher profit margins. However, you will require more investment to create 

the infrastructure to deliver your product to the market, and the production to market loop will 

be slower.  

 Additionally, we will leverage from partners and their channels; we will use the platform 

of schools where students from those institutions can have a special deal when registering in 

our institution, this way schools can advertise our services without being there. We offer a 

benefit for the school as for the student. 

3.4. Customer Relationships 

3.4.1. Reaching customers 

 Content Marketing. It is of extreme importance to constantly be issuing content relevant 

for creating a movement. To transmit the importance of the mandarin language, we will 

continuously deliver important information related to the language, and specially to 

convey the message that learning Chinese is easy, learning Chinese will prepare you 

for the future, learning Chinese will give you a competitive advantage at academic and 

professional levels. 

 Search Engine Optimization. More and more its proven the importance of technology 

in business. SEO will allow our institution to create a name and keep information 

relevant to and available online; which is the way we consume media, get information 
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and validate purchasing decisions nowadays. The more people are exposed to our 

institute’s name and brand; and more importantly, share it, the higher our content will 

rank in search results, which is one of the most effective ways of getting our institution 

noticed by our customers. 

 Email marketing. From content creation and SEO, we can effectively start creating 

traffic on our web platforms. This traffic can give us access to a rich resource of potential 

customers. When customers subscribe to receive information and news regarding our 

services, we will be able to potentially acquire customers without having to invest in an 

extensive sales force. Ideally, to get those customers who were indecisive about the 

language. 

 Social Media. social media can elevate the recognition of our institution significantly in 

our target customer segment’s estimation. Social media platforms like Facebook and 

twitter will provide the institution with an important tool of communication with current 

and potential customers, these are also a good platform for sharing the content we create. 

Other platforms like blogs or YouTube are ideal for creating content that people can 

access to and generate interest for our services. 

All these instances will be supported by analytics and will be adjusted over time, maximizing 

their impact. 

3.4.2. Retaining customers 

 Customer success management. Combining the high-quality teaching plans with the 

capable, we pretend to create an environment in which the customer can aspire to having 

tangible knowledge, measurable and progressively improved. We have foreseen the 

possibility of having official certifications in Chinese language proficiency; test like the 

Test of Chinese as a Foreign Language adjust to the Common European Framework of 
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Reference for Languages. 

 Showing results. Having satisfied customers who are learning is important for any 

education institution, however we must create a platform through which our current 

students can show their progress and learning. We believe is imperative that they 

participate in our content creation exercises. 

 Customer Service. Since we are aiming towards a middle-high and high-end market 

segments, we understand the importance of providing excellent customer service. This 

service must reflect the qualities that our customers see in themselves and the 

expectation they have for the outcome of the courses. 

 Continuous and permanent improvement, open communication with our customers. 

Addressing the pain points of our customers and resolving problems with our services 

for them, will translate in retaining them for much longer. 

 Discounts and loyalty benefits. Providing discounts for the customers who pay longer 

periods for their customers will invite them to remain with us longer; more importantly, 

will incentivize others to do the same to make the best of a discount. Special prices for 

customers who have been with us longer time or those who have siblings registered with 

us will also be considered as a good service by the customer. 

 Classes with small groups, will improve the quality of the teaching-learning process; 

teachers can do their job in a favorable environment and students can receive more 

attention in their learning. The more time a member of staff –academic or 

administrative– spends with the customer, getting to know them and therefore providing 

a level of personalization, the more likely it is to reassure the customer that the company 

truly knows them and therefore keep pulling them back to the brand. 

 Culture activities and communal activities. Getting our customers engaged in the 
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learning of the language happens in the classroom; however, we believe that the 

customers wish to participate in activities that educates them on cultural aspects related 

to the language. Traditions coming from Taiwan or China can be taught to our students 

to keep their interest growing for the learning of the language. Likewise, having our 

foreign teaching staff engaged in Mexican traditions and activities will invite our 

students to interact in a more casual manner with them and share their own traditions 

and promote exchange. 

 Through our relationship with the Taiwanese representatives in Mexico we will seek for 

scholarships and possibilities to travel to Taiwan to continue and reinforce their learning 

experience. These are not only achievable goals for students, but we would be granting 

these benefits to students with higher level and those who have been part of the 

institution the longest. This is another effective way to invite our customers to remain 

with us. 

3.4.3. Growing customers 

For us to continue to sell to our customers we have some bi-products that can be of interest for 

our current base of students. 

 Private lessons, these are important for students who wish to continue to be invested in 

the learning progress, they want to improve in a series of skills that their teacher may 

have detected that needs to be worked on, these will come at a premium price. 

 Additional learning material. Additional to the books and in-class materials, we will sell 

books and media for the students to consume. These are going to maintain the student 

engaged and serve as a new stream of revenue. 

 Summer programs, these summer programs are going to be related to the scholarship 

programs from the Taiwan Office, their characteristics will depend on the university that 
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is hosting the program in Taiwan. The summer programs can signify and aspiration for 

the students as a medium-term goal in their learning of the language. 

 Siblings discount, when siblings or relatives register together there are going to be 

discounts in place, inviting the impulse of having more people registered at once. 

 Referral program, when students bring new students to the institution, they will be 

granted discounts and benefits for their contribution. It will create interest in students 

actively participating in the promotion of the institution, in exchange of discounts and 

benefits. 

3.5. Revenue 

3.5.1. Type of Revenue Streams 

Recurring Revenues, our customers will have to pay a registration fee. After that, they will have 

to continue to make monthly payments in exchange for the services in the center.  

3.5.2. Pricing Mechanism 

We will use fix pricing, based on the customer segment it will serve. This is adjusted to our 

policy of having especial programs for different age groups and product. We will serve kids, 

teens, adults, professionals, schools and companies. 

3.5.3. Ways to Generate Revenue Stream 

 Asset sales. Books and materials. Every student will have to buy a set of books to 

participate in class, these books will belong then to them, their materials will change 

according to their age group and proficiency level.  

 Subscription fees. Monthly fees. Our students will make monthly payments; these 

payments will represent their access to their classes. When not making a payment in the 

correspondent due date, a commission fee will be charged. Special pricing can be 

considered when making the payment of multiple months or yearly payments. 
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3.6. Key Partners. 

 Universities in Taiwan. These Universities will provide different key resources for our 

institution. Collaboration agreement with these institutions can benefit our venture with 

summer programs where we can send our students, these programs can be custom made 

for us and provide all the amenities that our students expect from the quality level of 

our institution. Additionally, these universities will be the main source of our teaching 

staff, graduates who wish to have international experience will be attracted to participate 

in our institution in an environment where they can develop their teaching skills. 

 Education institutions in Querétaro. We have the objective to introduce our programs in 

schools of all levels; however, when that is not possible, we will stablish an agreement 

with the institutions to allow us to promote our center in their facilities and to their 

communities, offering discounts and loyalty programs for their students. In this way we 

can start generating a new culture among their students and possibly in the future, open 

the door for direct collaboration with them. 

 Taipei’s Economic and Cultural Office in Mexico (Oficina Económica y Cultural de 

Taipei en México). Will support the development of this venture as an exercise of 

spreading the knowledge of the culture and language of Taiwan Mexico, as well as 

being the provider of scholarships and academic programs for our students as part of 

their aspirations in learning Chinese language. 

3.7. Key Resources. 

 Knowledge of the industry. YiZhen and I have worked for over 5 years in the Chinese 

learning industry in Mexico, we have had a first-hand experience of the conditions that 

students and professors have to overcome to perform at high levels. We have also 

experienced the fears and uncertainties of the customers when presented with a new 
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language like mandarin. We share a passion for education and believe that this language 

can provide great opportunities for the students. 

 Academic excellence. YiZhen Liu is a professional of education, with experience in 

teaching individuals of all ages in Mexico and Taiwan, she has designed teaching 

programs for kindergarten groups and all the way to adults. She is constantly working 

with professors finding about their needs and helping them with the experience of 

teaching in a foreign country. She is committed to education and high-quality service. 

 Network. Over our years of experience in the industry we have created a network of 

professionals who have the experience teaching in Mexico; we have met schools of all 

levels learning from their experience with the language. These institutions know the 

importance of the language and are looking for programs that can benefit their students 

but also programs that show professionalism and integrity. 

 Relationship with the Taipei’s Economic and Cultural Office in Mexico. Taipei’s 

Economic and Cultural Office in Mexico (Oficina Económica y Cultural de Taipei en 

México) has a permanent and close contact with Taiwanese nationals in Mexican 

territory; as well as having always supported and strived for the development of 

missions that promote the culture, language and activity of Taiwan in Mexico. We have 

personally met the Head of Mission, Director of the Office S.C. Carlos Liao; Whom we 

trust, will entirely support the venture described in this document. This relationship is 

vital for our institution in maintaining the relationship with Taiwanese teachers in 

Mexican territory, as well as serving a source of academic programs that can benefit our 

students like scholarships for studying in Taiwan. 

 Relationship with different universities and language Centers in Taiwan. Through 

previous personal and professional experiences, the author of this thesis, as well as 
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Professor Liu have met different Universities in Taiwan and their Language Centers. 

These Institutions will serve as source for the talent we expect to hire for our own project, 

as well as being partners for the development of future international programs, like 

cultural trips and language courses for Mexican students to visit Taiwan. 

 Knowledge of a comprehensive network of Chinese languages professors in Mexico 

and Taiwan. In relation with the preceding point, Professor Liu personally knows and 

have trained Chinese language teachers who have had previous experience in Mexico 

and have expressed their interest in going back to Mexico. 

3.8. Key Activities 

3.8.1. Development of study programs 

The teaching staff, under the direction of the academic directors and serving to the necessities 

of the students will be constantly generating material and teaching programs that adapt, not 

only to the necessities of the students, but will also be sensible and result oriented. 

This will serve as our research and development department. The department will constantly 

look at the latest trends in education and teaching techniques, adapt them to the current needs 

of the customer, and help our customersachieve the purpose for which they join our institution. 

3.8.2. Teaching 

This will be our main activity. Being in the classroom, putting in motion the teaching plans 

created for that purpose and reporting back on their effectiveness and suggesting changes when 

they are necessary. This company will be oriented towards the customer, but that will only be 

achievable if we serve first to the teachers, helping them perform. Hearing from their teaching 

experience is paramount. 

3.8.3. Marketing 

Another key activity will be marketing and creating a movement, generating awareness of the 
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importance of the language. Being constantly in the mind of the customer, being perceived as a 

high-quality institution that deliver on measurable results is one of our priorities. 

3.8.4. Sales and customer services 

Sales and customer services play a key role in the purchase and post purchase behavior and 

experience of our customers. This activity is crucial to ensuring that the company will build a 

community of loyal customers who will become advocates in the market of our services and 

drive more business in through word of mouth, telling their own experience and showing the 

results they have experienced. 

Customer services are regularly enacted when there is a problem that needs to be solved, so it 

will be imperative to be continuously in processes of improvement in our services, including 

those services served in the classroom and the front desk; this way we can be certain that our 

customer service activities can be oriented towards enhancing the experience of our customers 

and not only resolve on complaints. 

3.8.5. Immigration assistance 

Since the professional profile of the teachers sought after for the instruction of our classes are 

Taiwanese, graduated with a teaching related degree or applied Chinese; it will be a permanent 

activity in our institution to manage the relationship with the immigration authorities in Mexico, 

to ensure the legality of our activities and give certainty to our professors of the institution they 

are working at. 

3.9. Cost Structure 

3.9.1. Value-driven 

We will focus on the value we provide to our customers, hence taking the value-driven approach. 

This strategy is characterized by complete focus on the creation and delivery of a high value, 

value proposition which is highly customized to the customer segment’s preferences. We thrive 
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to pride ourselves on our customer services, learning experiences and performance. We focus 

our efforts into creating an experience for which customers are willing to pay competitive prices 

on the upper part of the spectrum. Our employees are encouraged to anticipate individual 

customer’s needs; as stated before, both in the classroom and at the front desk. 

3.9.2. Fixed costs 

Fixed costs will be the main cost driver in the organization, salaries and maintenance of the 

physical space of the institution will be the biggest economic burden. Book imports, legal fees 

and administrative expenses will also occupy a big space in budget planning.  

Our main fixed cost will include but will not be limited to: 

 Rent of building for stablishing the institute; 

 Services and utilities; 

 Salaries; 

 Media presence in magazines and social media; 

 Insurance for the property and others related to the operation of the school; 

 Taxes; 

3.9.3. Variable costs. 

The following are some examples of variable costs in which we may incur: 

 Commissions for sales people (if applicable, see channels) These can be translated into 

bonuses for the administrative staff, responsible of sales. 

 Credit card fees. 

 Immigration costs (when hiring new academic staff, the amount in money to be paid for 

the immigration process will depend on the number of teachers who are joining the 

institution) 
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4. PRODUCTS 

4.1. Mandarin Courses 

4.1.1. Kindergarten program 

Courses with teaching programs dedicated to children between the ages of 3 and 5-6; these 

programs will include activities aimed at developing the vocabulary of the students; these 

activities and programs are well adapted to the cognitive abilities of the students are matched 

to the skills they develop in school. We work with them with games, songs and different 

activities that will help them learn the language in a fun environment and develop their motor 

and cognitive skills. 

It is most likely that this course is going to be divided by months and the periodicity of the class 

will be twice a week; this will all depend on the selection of the books and materials to be used 

in class. 

The price per hour-class that is estimated is: $150.00 MXN 

4.1.2. Kids-A program 

For kids ages 6 to 9, this program continues from the basis set in previous program; however, 

it is suitable for new students and continues to develop the vocabulary of the student. Introduces 

more exercises in grammar and reading. The student becomes more involved with complete 

sentences, rather than single words. Student continues to familiarize with new concepts, related 

to their everyday life. 

It is most likely that this course is going to be divided by months and the periodicity of the class 

will be twice a week; this will all depend on the selection of the books and materials to be used 

in class. 

The price per hour-class that is estimated is: $150.00 MXN 
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4.1.3. Kids-B program 

For kids ages 10 to 13, the program has evolved into conversation principles, the students is 

becoming familiar with simple short sentences that can be used as part of conversations. Can 

describe their environment and interact with others. Student continues to familiarize with new 

concepts, related to their everyday life. 

It is most likely that this course is going to be divided by months and the periodicity of the class 

will be twice a week; this will all depend on the selection of the books and materials to be used 

in class. 

The price per hour-class that is estimated is: $150.00 MXN 

4.1.4. Teens program 

For kids ages 14 to 17, Students are more comfortable in the use of language; their basic 

vocabulary is settled and can now evolve into more complex and elaborate expressions and 

sentences. The concept of time and position becomes part of the expressions used by the student. 

It is most likely that this course is going to be divided by months and the periodicity of the class 

will be twice a week; this will all depend on the selection of the books and materials to be used 

in class. 

The price per hour-class that is estimated is: $150.00 MXN 

4.1.5. Adults program 

Designed for students on the ages of 18 and above. Here is where the programs divide, students 

with previous experience learning mandarin can now move to further levels; however new 

students can join basic level. Materials are different now, more attractive for adults. The topics 

are now focused, from the beginning, on everyday activities and language. In this program, 

vocabulary and grammar comes together, as well as conversation skills. 

It is most likely that this course is going to be divided by months or trimesters, and the 
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periodicity of the class will be twice a week during weekdays, and once a week on weekends; 

this will be determined by the selection of the books and materials to be used in class. 

The price per hour-class that is estimated is: $150.00 MXN 

4.2. Private Lessons 

Private lessons are designed to satisfy the needs of the customer. The schedule and duration will 

be agreed between the customer and the professor. Additionally, the topic or topics of the class 

will be agreed before starting the program, a new program will be designed specifically for the 

student every time. Private lessons will be used for students with time restrictions, who are not 

able of joining the regular courses; for new students who wish to join a latter course and want 

to have a leveling course before starting the regular course; and people who have upcoming 

trips to Chinese-speaking countries and wish to have preparation before their trip in basic 

communication. 

It is most likely that this course is going to be divided by weeks or number of total classes, and 

the periodicity of the class will be agreed between the customer and the teacher. 

The price per hour-class that is estimated is: $400.00 MXN 

4.3. Mandarin Courses for Schools 

Another potential stream of revenues for the institution, especially in the beginning of the 

operations will be the installation of mandarin courses designed for the curriculum of schools. 

The characteristics and objectives will be determined by the grade and ages of the students, 

they will be part of their regular courses. The duration and effective time of class will be agreed 

between the institutions and the costs will be determined by the number of hours-class by month, 

paid every month. 

The suggested method for implementing this service is to be part of the classes the students take 

regularly. The prices and schedules will be agreed among the parties and will be charged by 
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month, by group, according to the school year. 

4.4. Mandarin Courses for Companies 

Corses for companies will have similar characteristics to the private lessons, it can be agreed to 

take the classes in the center or the company offices. The content of the classes will also be 

determined by the objectives that the company pursues for learning mandarin. 

It is most likely that this course is going to be divided by weeks or number of total classes, and 

the periodicity of the class will be agreed between the customer and the teacher. A schedule will 

be put together in common agreement between the parts as well as the objectives of the course. 

With this information, the duration and methodology will be determined. 

The prices and schedules will be agreed among the parties and will be charged in multiple 

exhibitions according to the agreed characteristics of the course. 

4.5. Summer Courses in Taiwan 

The summer courses in Taiwan is a joint effort between our institution, the Taiwan 

representatives in Mexico and one out of many Universities in Taiwan. Past experiences have 

shown us that the programs in Tamkang University, Mingchuan University and Shihjian 

University have competitive and attractive summer programs. During the program, the student 

will be guided by personnel of our institution as well as the university guides. The student will 

strengthen their abilities in the language and know about the culture of Taiwan. The program 

will include accommodation, Chinese lessons and guidance overall, including travel assistance, 

airplane ticket booking, adaptation to the culture and communication with the families. 
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5. Marketing Plan and Sales Strategy 

5.1. Selling Proposition 

Con los mejores maestros y el mejor programa. Verás que aprender… no está en chino. 

The best teachers, the best programs. You’ll see learning… is not in Chinese. 

With this value proposition we convey the message that learning Chinese is a real option for 

people and is not hard to do. In Mexico we carry the idea that Chinese, as a language, is hard. 

Its differences with Spanish and English makes it a mysterious and unapproachable language 

to learn at times. We have a saying in Spanish, when we encounter something hard, we say está 

en chino, referring to its complexity.  

We want people to realize the possibilities learning Chinese will bring them, and at the same 

time, understanding it is not a hard language to learn. 

5.2. Positioning Strategy 

The institute will be positioned as the go-to solution in education, it will be aimed to those 

individuals who wish to have an edge in their professional career; to those who wish to know 

about different cultures and know that language is the door to the rest of the world. We are the 

gateway to an array of possibilities, we provide an edge to our customers in their professional 

and academic objectives. Our institution is for those who understand that learning is not enough 

anymore and wish to conquer markets in Asia. 

We want to teach you what they don’t teach you in school, we want you to be different, we 

want you to stand out. 

5.3. Pricing Strategy 

5.3.1. Value-based pricing 

We want to capitalize from the perceived benefit we can bring any person when they learn 
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mandarin with us. Unlike other institutions we guarantee learning with native speaker teachers; 

besides, these professors have a background on education or languages and the programs are 

not improvised, rather, they are designed specifically for every age bracket we serve. We aim 

to attract sophisticated and highly educated individuals who seek for alternatives in language 

learning, other than English.  

More importantly, this specialization will allow us to keep our prices competitive against the 

rest of the language schools in the Queretaro area; other schools charge between $300.00 MXN 

and $450.00 MXN3637 per hour, which is a high price. By being highly specialized and price 

competitive, we can be close to the price of the competition, even below. 

5.3.2. Price discrimination. 

There will be a selection of discounts and benefits for certain specific cases: 

 Siblings joining together one of our courses; they will have access to a discount in 

their registration fee and monthly payment. 

 Students from school with which we have collaboration agreement; they can receive a 

discount in their registration fee. 

These discounts cannot be combined.  

5.4. Promotion Strategy 

5.4.1. Push Marketing 

 Presence in trade shows and education fairs. Every year different education expos take 

place in Mexico; offering multiple education options and extracurricular activities. One 

important expo that takes place in different places in the world, including Queretaro, is 

                                                 
36 Between $17.00 USD and $22.00 USD 

37 Globoworld charges $8353.00 MXN for 18 hours of class in a month; $464.00 MXN per hour. Languages 

International charges $300 MXN every hour of class in semi-private lessons (groups of 2-3 people) 
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EDUEXPO, which presents multiple universities, language centers, government and 

international institutions dedicated to offer education programs38. 

Like EDUEXPO, Queretaro city holds the EXPO EDUCACIÓN CONEDUQ, which revolves 

around scholarship programs, education institutions, continuous education, and education 

alternatives39. 

 Direct selling to customers in education institutions with which we collaborate. Stablish a 

campaign where representatives of our institution visit schools and education centers of all 

levels, to present our programs – corresponding to each age group – and invite them to join our 

institution. This will include institutions ranging from kindergarten to university level. 

 Negotiation with Education institutions to advertise our services. One of our objectives is 

to permanently be advertise in the education institutions. Arrange with school administration 

and negotiate compensation packages or benefits.  

5.4.2. Pull Marketing 

 Advertising and mass media promotion. Have presence in printed media in education 

magazines and publications. It will also be of extreme relevance to have presence near 

universities and basic education schools. 

 Word of mouth referrals. Having referral programs and benefits to our existing students 

will also be vital. Our customer service and attention to results will be determining for the 

decision of our customers to refer our services to others. 

 Search Engine Optimization and AdWords Campaigns. Having the correct presence on the 

internet will boost the number of potential students coming to our institution, tools like these 

                                                 
38 EDUEXPOS. http://eduexpos.edufindme.com/ 

39 EXPO EDUCACIÓN. http://coneduq.org.mx/Eventos/expo-educacion-2018-en-queretaro/ 
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will help our institution to add value, extend reach, and drive revenue from the effective 

advertisement and proper segment targets.  

 Sales promotions and discounts. Offering our services to potential customers visiting the 

institute and adapting our services to their needs, regarding schedule, level, and payment form. 

5.4.3. Search engine optimization (SEO) 

Search engine optimization is one incredible tool of marketing, especially for small businesses. 

The design of our website will play an important role in the effectiveness of a SEO campaign, 

as it can influence the amount of time and attention the user spends in the page. Our website 

will be the center of most of our digital marketing initiatives; consequently, our page will have 

to be designed in a clear, easy to read, and interesting way. We must create a website that is up-

to-date, attention-grabbing, above all, mobile friendly. Search Engine Optimization will provide 

us with: 

 Flexibility. SEO is usually dictated by the types of keywords desired to target and the type 

of visibility strive for. The use of search engines as a mean for solving personal doubts and 

obtain concrete information by all kinds of users, makes SEO an enormously flexible strategy.  

 Targeting. SEO is also advantageous because of its precision. Being able to track rankings 

and performance (the website’s performance), we can, first, analyze and understand our current 

audience; and, modify the parameters of optimization to adapt to the segments of the market 

we are not reaching. 

 Long-term results. The image built through the SEO campaign is relatively permanent. We 

will be able to continue reaping results well after we have ended the campaign. 

5.4.4. Content Marketing 

Content marketing serves as complement to SEO. We will perform investigative labor on the 

fields in which being able to communicate in Chinese, reports and potentially interviews with 
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the Chinese and Taiwanese companies with operations in Queretaro, testimonials from our 

students sharing their experience learning and using the language, culture articles related to 

Asian culture like holidays and important dates. All this to create awareness on the importance 

of learning Chinese language and showing that it is not hard to learn.  

Content creation is valuable because it brings: 

 Trust and reputation. Content marketing will help us building the company’s reputation 

and building trust within our target audience by communicating with them in an interesting 

manner. This will lead to an increase in customer retention and public brand perceptions in 

addition to core visibility. 

 Strategic complements. Content marketing is an excellent complementary strategy to the 

rest of the marketing strategies; it can significantly influence the organic search results, the SEO 

strategies, provide value for email marketing campaigns, and ideally, material for the social 

media marketing campaign. 

 Conversion potential. We expect that the content on the importance and reality of learning 

mandarin can answer the questions of potential students who are hesitant about how hard it is 

to learn mandarin. Furthermore, publishing success stories can also encourage others to pursue 

the study of the language. 

5.4.5. Email Marketing 

Our email marketing consists of regularly sent newsletters and promotional offers to our 

students and other email addresses obtained by different means like study fairs, and networking, 

the use of this strategy will allow us to use our created content and generate traffic to our web 

site. Periodically, we may send a roundup of our latest content, links of interest, and promotions, 

like discounts and benefits from referring our services. We can also use it to generate survey 

questions that will provide us with important information for our services and the content we 
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create. and it, too, has distinct advantages: 

 Pure ROI. According to some studies, email marketing has a higher ROI (full name is 

needed when the term appears the first time) than any other marketing, sometimes projected 

as returning 400 percent of your investment40. 

 Retention and attraction. Email marketing is useful for both attracting new customers and 

retaining old ones. 

 Simplicity. There aren’t many practices or technical components to learn in the field of 

email marketing. 

5.4.6. Social Media 

Social media can be used for a variety of tactics, including engagement, attraction, promotion, 

and sales; this strategy can help us to position our services in the mind of the customer and 

potential customers. We will use social media platforms to show the state of the institution, the 

facilities and the environment in class; social media will also work as an outlet to the content 

created in-house, the sharing power on social media can make the company’s visibility 

aggressively grow. This is the medium through which content becomes viral. 

Social media can also serve as a mean for communication with our students and undecided 

potential customers; it can be used a troubleshooting platform and solve questions regarding 

our services and even about the language or the culture. 

                                                 
40  Email Marketing ROI: What is the True ROI of Email Marketing? DECEMBER 22, 2017. 

https://www.lyfemarketing.com/blog/email-marketing-roi/ 
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6. Strategic Framework 

6.1. SWOT Analysis 

6.1.1. Strengths 

 Native Professors. Compared to the competition, we are committed to only employ native 

speakers to teach the language. We understand that having native professors, and more 

importantly, professors with the credentials to teach at all will be attractive to the students. 

 Comprehensive teaching plans. Our programs are not a one-size-fits-all type of formula; 

we employ the knowledge and experiences our professors to create the most comprehensive 

teaching plans for students at different ages and cognitive levels. We understand the differences 

that the students present in different stages of their lives, for that reason, we develop plans that 

adapt to their needs and cover the basis of knowledge that best serves academic performance. 

 Material brought from Taiwan suitable for all ages of the students. We offer the best 

teaching material; our selection of books includes those of the IQChinese series, Chinese 

Wonderland and Living Mandarin. More importantly, Professor Liu has created a series of 

books for kindergarten students -My Chinese Little Book- and is now in the development of a 

series of books for primary students, yet to be named. 

 Human Talent. YiZhen Liu and myself have experience working in the Chinese language 

industry in Mexico and understand the challenges that students and professors must face, we 

are passionate about education and our combined talent and connections add up to strengthen 

this venture. 

 Strategic Alliances. The Universities in Taiwan, the Taiwanese officials in Mexico and the 

alliances built with local education centers will pose an important advantage to our business, as 

it will strengthen the execution of our venture. 
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6.1.2. Weaknesses 

 Price. Our prices will be higher than most of the English classes, this is by design; our 

main target is medium, medium-high, and high-income families in the city of Queretaro. 

However, this will separate us from an important part of the population in Queretaro. 

 Name recognition. The Chinese language education industry in Mexico is just in its early 

stages, added to that, going to Queretaro and compete with other language institutions may 

represent a challenge. 

 Access to professors at the beginning. In the start-up stage, with limited number of groups, 

few professors will be required, thus it may limit our growth to the speed at which we can hire 

and move teachers to Mexico as the demand grows. 

6.1.3. Opportunities 

 Growing industry coming from China and Taiwan in Queretaro. Every year, more 

companies of Asian origins stablish their operations in Mexico and the State of Queretaro is an 

attractive location for their Headquarters. Creating the need for capable professionals who also 

can communicate in Mandarin. 

 Mexico is drifting away from the United States. Mexican relations with the United States 

has deteriorated in past years, and the country is turning to other allies for trading and growth. 

Chinas has been one of those allies and Mexico’s third largest trading partner. It has become 

clear that Mandarin is the language of the future or the new language for business, a position 

that The United States of America has occupied in the perception of the Mexican people. 

 Although it is still a low percentage of people in Mexico who are bilingual, most of the 

people who is proficient in English language is the highly educated with access to services and 

higher incomes, correspondently, our target market.  

 The private schools in Mexico, particularly in the levels of kindergarten and primary, are 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

46 

 

many. In such a saturated market, private education schools must find ways to differentiate from 

the rest, Chinese lessons embedded into their programs can provide them the competitive 

advantage they look when adding services to their educational offer. 

6.1.4. Threats 

 It is a new language. People in many occasions will avoid experiencing something new 

without confirmation of their peers or closer circles. This service is aimed at the innovators 

and the clear majority is yet to move towards Chinese language. 

 Lo difícil está en chino (if it is in chinese it is difficult). Chinese is often perceived as 

something hard and sometimes a symbol of something unintelligible. This perception may 

discourage customers from starting their studies in the language. In Mexico the phrase lo 

difícil está en chino reflects this perception. 

6.1.5. Strategies for maximizing strengths and opportunities 

 Creation of content related to the language and its applications, displaying the professional 

advantage it may bring to its practitioners and promoting stories of success. 

 Creation of strategic alliances with local schools to offer our services directly at their 

institutions or to offer promotions to their students. 

 Stablish relationships with Asian companies and become a source of human resources for 

Mexican professionals with proficiency in Chinese language. 

6.1.6. Strategies for mitigating weaknesses and threats 

 Effectively schedule the arrival of professors and sign collaboration agreements with the 

schools they may serve as well as continuously increase the number of students in our institution. 

 Strong marketing campaigns to create brand awareness, we want to position our institution 

as the leading extra-curricular education institution in the city of Queretaro. 

 Creation of content demonstrating how easily and effectively students of all ages can learn 
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mandarin in an entertaining and professional way. 

6.2. Porter's 5 Forces Model 

6.2.1. Competition in the industry 

As mentioned in previous sections in this piece, there are not many competitors in existence in 

the Chinese language education industry. They compete without guarantees of having native 

professors, or robust education programs. The classes they offer are mostly eventual as they 

open groups when they have a minimum number of registrations filed. Working with 

independent, by-the-hour professors, their prices compare relatively high to other languages 

and face issues of continuity in their programs. 

In response to these factors, our institution offers specialization, leaving the possibility open to 

grow in the number of services that can be offered in the future. 

6.2.2. Potential of new entrants into the industry 

As the industry is in early stages of its development, its attractiveness and specialization of its 

competitors are in lower levels. This sets our institution in a perfect situation for setting the 

standards in Chinese language learning. By doing so, not only to be positioned in the mind of 

the customer as a high-quality and effective institution, but also poses a barrier for future 

competitors, where native speaking, trained professors and sensible and complete programs are 

expected from any other institution. 

6.2.3. Power of suppliers 

There is an array of suppliers for the everyday operation of the institution. On the other hand, 

there are relatively more limited options for the areas of education materials and human 

resources, specifically, professors. However, it is also a very attractive opportunity for 

Taiwanese companies to start introducing their bibliography in Mexico and be a better 

recognized name for when the industry reaches maturity. Additionally, professors who are often 
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looking for opportunities to teach in foreign countries can find this project aligned to that 

objective. We are planning to offer salaries that can compete with those in Taiwan, plus benefits 

like accommodation and Spanish lessons. We want to be a great place to work for those who 

seek to grow in their careers. 

6.2.4. Power of customers 

On this point and the next, it is important to observe first which perspective is used to determine 

the power of customers. On one hand, as a mandarin center alone, the buyers bargaining power 

will be low, limited as the service offered is highly specialized and there are no other options 

offering services with the exact same characteristics. On this point, the customer is not highly-

educated on the service, and more importantly, mandarin courses must be considered as highly 

differentiated. However, the switching costs are not high since the customer will not be affected 

by not completing the entirety of a program, this will not deter their power of choosing a 

substitute activity. 

6.2.5. Threat of substitute products 

Although there are no direct substitutes for mandarin courses in the city of Queretaro, there are 

for foreign languages. This factor increases the threat of substitution and the power of customer. 

There are many other language centers offering English courses and other languages. As well 

as sports and artistic activities that can occupy the mind of the potential customer as extra-

curricular activities. 
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7. Financial Plan 

7.1. General Financial Assumptions 

7.1.1. Initial Financing 

It has been planned among the associates, that before the beginning of the operations in the 

school, Professor YiZhen Liu wishes to start freelancing and private-tutoring in the city of 

Querétaro, to create a base of students and followers as well as generate savings for the up-front 

payment in the initial investment, along with already existing personal savings and support from 

family and friends. It is expected to accumulate the amount of $7000.00 USD, which should be 

deducted from the start-up expense amount. The rest will be covered with a bank loan. 

7.1.2. Prices 

The prices established for our services will be competitive among the other language schools, 

relatively in levels of English classes. The price of the mandarin courses at the center are 

represented in price per hour, since it is yet to be decided the mode in which students will divide 

their classes (monthly, trimester, semester, etc.). However, we know that our classes will be 

taught on a 4-hour per week basis for all levels. 

The price for courses in schools is calculated and will be charged by month, we work under the 

assumption that every school hire 9 group (3 kindergarten, 6 primary school); however, most 

schools have multiple groups of the same grade, we work under the conservative assumption 

that it will only be one per grade. 
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Figure 3. Prices in the first 3 years, yearly increment of 5%. 

 

The prices of books are based also on a conservative assumption that every book will have a 

price of $750.00 MXN ($38.00 USD) per set of materials, that regularly include a textbook and 

workbook; a 10-unit set of books can be completed in 60 hours of class, approximately 6 months, 

which means that every student will use 2 sets of material per year. The price of $750.00 MXN 

per set is a fair and reasonable price in comparison to other language learning materials in 

Mexico41. 

Currently we are looking for a suitable material to teach the classes, materials like GO! Chinese 

and Chinese Wonderland, which Professor Yi-Zhen Liu has used in the past have a retail price 

of $17-25 USD per set. This is a conservative assumption, Professor Liu can generate the 

material of class for all levels, allowing us to generate our own books, this is a project estimated 

to start in year 3. When completing this project and putting it in action, our costs for books and 

materials will be substantially reduced. 

7.1.3. Number of students 

We plan to have small groups in every level to ensure the quality and exclusivity of our services. 

Every group consists of 5-8 students. Our conservative assumption is to have among all our 

groups, from all ages and all schedules available, 50 students to begin our operations. This 

                                                 
41 The Price for NEW HEADWAY BEGINNER, a material for teaching English sells separately the textbook and 

the workbook, each piece has an estimated price of 21 USD each book. Meaning that the set is around 40 dollars. 

Y1 Y2 Y3

Mandarin Courses per hour 6.65$            6.98$            7.33$            

Private Lessons per hour 19.00$          19.95$          20.95$          

Mandarin Courses for Schools per month 160.00$        168.00$        176.40$        

Mandarin Courses for Companies per hour 25.00$          26.25$          27.56$          

Summer Course in Taiwan per student 1,250.00$     1,312.50$     1,378.13$     

Books and Materials per unit 38.00$          39.90$          41.90$          

Registration fee for students in center 26.00$          27.30$          28.67$          

Price per unit (USD)
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number will be accompanied by the network and base of students conformed by the freelance 

of professor Liu before the start of operations. This assumption is both realistic and 

economically viable. The lower number we can allow ourselves to achieve is somewhere 35-

39 students. This number of students is followed by a pessimistic growth of 10% yearly, for our 

calculations. 

 

Figure 4. Estimated number of students in center. 

 

 

Figure 5. Amounts of different services, for calculation purposes. First 2 Years. 

 

 

7.1.4. Other Assumptions 

We have calculated other financial assumptions. An administrative cost percentage of 1% as a 

reference for expenses generated from the activities of the center, these are minor, as most of 

our expenses are fixed, however they will cover concepts like licenses and permits which are 

low costs in Mexican municipalities. 

Our calculation for banking and financial expenses refer to the commissions and fees the bank 

Y1 Y2 Y3

Mandarin Courses (total of students) 45 50 54

Private Lessons (total of students) 4 6 8

Mandarin Courses for Schools (total of schools) 2 3 5

Amounts

Y1 Y2

Mandarin Courses (hours, total of students) 8460 9306

Private Lessons (hours, total of students) 80 120

Mandarin Courses for Schools (groups per month per schoolyear) 198 297

Mandarin Courses for Companies (hours, total of companies) 60 65

Summer Course in Taiwan (students) 5 5

Books and Materials (number of pieces) 405 590

Registration fee for students in center 45 49.5

Amounts
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might charge for the transactions performed in the center, as they can be commissions for 

transactions made by credit card or yearly fees generated for the operations of the account. Our 

conservative assumption is based on the extreme event that ALL our customers pay our services 

by credit card, 3% is a reasonable fee and commonly charged by the banks. 

 

Figure 6. Other financial assumptions. 

 

7.2. Startup Costs 

Figure 7. Start-up Expenses 

 

  

Administrative Cost 1.00%

Financial and banking fees 3.00%

Tax 30.0%

Marketing expense (% of revenue) Y1-Y3 6.0%

Marketing expense (% of revenue) Y4-Y6 3.0%

Start-up Expenses Concept $USD

Company constitution 50.00$         

Initial accounting setup 200.00$       

Sign incorporation papers before a notary public 900.00$       

Buy company accounting books and corporate books 30.00$         

Pay the inscription fees 50.00$         

Obtain a municipal license 20.00$         

Rent of office (1 month) 1,800.00$    

Deposit (one month rent) 1,800.00$    

Refurbishing and fixings 5,000.00$    

Stationery 580.00$         

Initial books and materials 1,000.00$      

School furniture 2,000.00$      

Office Furniture 4,000.00$      

Equipment 3,000.00$      

Others 500.00$         

Cash Cash in hand for reserves 1,000.00$    

Promotional materials 1,000.00$    

Initial advertisement 1,000.00$    

Others 1,000.00$    

Salaries Salaries 1 month 5,583.33$    

Total 30,513.33$  

Legal and constitution expenses

Inventories and equipment

Advertisemnt

Facilities
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7.3. Income Statement 

Figure 8. Income Statement, first 3 years. 

 

Y1 Y2 Y3

Mandarin Courses 56,259.00$     64,979.15$     75,050.91$        

Private Lessons 1,520.00$       2,394.00$       3,351.60$          

Mandarin Courses for Schools 31,680.00$     49,896.00$     87,318.00$        

Mandarin Courses for Companies 1,500.00$       1,706.25$       1,929.38$          

Summer Course in Taiwan 6,250.00$       6,562.50$       13,781.25$        

Annual registration FEE in center 1,170.00$       1,351.35$       1,560.81$          

Books and materials 30,780.00$     47,042.10$     79,973.37$        

Total Revenue 129,159.00$   173,931.35$   262,965.31$      

Administrative costs 1,291.59$       1,739.31$       2,629.65$          

Total Costs 1,291.59$       1,739.31$       2,629.65$          

Gross Margin 127,867.41$   172,192.03$   260,335.66$      

Gross Margin % 99.00% 99.00% 99.00%

Operating Expenses

Salaries 68,517.00$     88,890.78$     114,088.15$      

Depretiation of Assets  $       1,275.00  $       1,275.00  $          1,275.00 

Sales and marketing expenses 5,832.54$       7,532.27$       10,885.87$        

Rent 23,400.00$     21,600.00$     22,680.00$        

Utilities 3,250.00$       3,412.50$       3,583.13$          

Office Supplies 580.00$          609.00$          639.45$             

Financial and Banking Fees 3,874.77$       5,217.94$       7,888.96$          

Loan Payment 4,878.58$       4,878.58$       4,878.58$          

Books 10,125.00$     14,737.50$     23,861.25$        

Total Operating Expenses 121,732.89$   148,153.57$   189,780.38$      

Income before tax 7,409.52$       25,313.46$     71,830.28$        

Income Tax 2,222.86$       7,594.04$       21,549.08$        

Net Income 5,186.67$       17,719.43$     50,281.20$        

Profit margin 4.02% 10.19% 19.12%

Revenue

COGS
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7.4. Sensitivity Analysis 

 

This sensitivity analysis observes two dimensions. The first one, on the top of the chart 

(columns) indicates the different assumptions on the number of students at the center in one 

year. Being 45 the main assumption and expecting reductions and increases of 10%. The second 

dimension on the left side of the chart (rows), refers to the revenue per student at the center in 

one year. The revenue is composed by the income generated by Chinese lessons in a year, the 

purchase of the book and the registration fee, per person. 

 

*Salaries are represented in a proportionate part of the total of their cost of 47% (the 

proportional part of income generated by lesson in the center) 

37 41 45 50 54

1,636.16$ $2,066.18 ($248.93) ($248.93) $2,066.18 $7,414.08

1,487.42$ $4,612.80 $2,066.18 $2,066.18 $4,612.80 $10,495.48

1,352.20$ $4,612.80 $2,066.18 $2,066.18 $4,612.80 $10,495.48

1,229.27$ $2,066.18 ($248.93) ($248.93) $2,066.18 $7,414.08

1,117.52$ ($2,353.57) ($4,266.88) ($4,266.88) ($2,353.57) $2,066.18

Number of students at center (total in all ages)

R
ev

en
u
e 

fr
o
m
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u
d
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n
 a

 

y
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r

Key assumptions Y1

Number of students at center (total in all ages) 45

Revenue from students in a year (class, book, reg fee) 1,352.20$      

Total proceeds 60,849.00$    

Administrative costs 60.85$           

Marketing and sales 3,042.45$      

Salaries 32,279.52$    

Rent 23,400.00$    

Operating profit 2,066.18$      
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8. Conclusions 

After considering the location destined for the establishment of the institution, Queretaro City, 

we conclude that the economic and developmental characteristics of the population is ideal for 

the venture in hand.  Querétaro is a strong business and economic center and a vigorous 

service city that is experiencing an ongoing social and economic revitalization. Querétaro is 

also a state with a higher level of education and individuals in Mexico with higher education 

levels are more attracted to learning new languages and it is expected that they have already 

learned English before, consequentially, learning Mandarin will be an attractive option. 

The services will be offered to medium, medium-high and higher sectors of the population. Our 

prices will be competitive among the players in the language teaching industry. We intend to 

compete in price with other institutions that are teaching English for example but with a 

distinctive service of native mandarin-speaking teachers who have teaching experience and 

educated for the practice of teaching as a career.  The current practice among language schools 

and center is that the instructor is regularly non-native speaker of the language they teach or is 

not qualified for the activity of teaching. 

Additionally, the design of the programs and materials used in the courses at our center is 

adapted to the needs of our students by their ages, and regularly on a group-by-group basis. 

These programs are intelligently designed, with the student in mind. 

The marketing efforts put towards this venture will play a decisive role in the success of the 

institute. There is no Chinese language teaching industry in Mexico already established. It is 

now in an early stage with dispersed individual efforts throughout the country. There is, 

however, a latent and growing understanding of the importance of mandarin language as a 

professional and academic skill. Mexican people, more every day, understand the role Asia 
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plays in the interactions around the world and the necessity of professionals capable of learning 

and understanding mandarin language. 

As a response to this, the offering of our services becomes paramount as an element of education 

for people in Mexico. We believe there is opportunity now, in this market. With an structured 

program and sensible administrative planning, success, education and economical, is viable and 

foreseeable.  
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