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I. Executive Summary 

 

The Market 

Diamond Windows is a start-up company that offers high-end double 

and triple-pane krypton-filled replacement vinyl windows to the 

Taiwan market.  Diamond Windows offers unseen products in the 

Taiwanese market that are beautiful, safe, easy to operate, and energy 

efficient.  The triple-pane windows will appeal to the niche high-end 

homeowner demographic and add a new sensation to the high end 

window market. 

The Company 

Diamond Windows will provide homeowners with a new energy 

efficient window in the window replacement market.  Triple and 

double pane windows will cater to the energy conscious, beauty 

conscious and quality conscious consumers across Taiwan.  Diamond 

Windows will differ from other windows currently on the market as 

they will be more beautiful, more energy efficient, and will have a 

longer product life.  These windows will cater to the wealthier 

homeowners who see the value in investing in their homes with high-

end windows.  Diamond Windows’ business model aims to present 

windows in a new image as an investment in families’ comfort, home 

value, resale potential, and future savings to the untapped high-end 

window market.  Diamond Windows’ installation service will make it 
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easy and painless for families to replace their existing windows 

without the hassle and mess often seen in home remodeling projects.  

All these services will be offered through our sales and marketing 

programs directed out of a small office/warehouse located in a 

convenient industrial park in Taoyuan County.   

Objectives 

To operate a successful window replacement company including sales, 

marketing and installation. 

Develop a strong business within two years of commencement of 

operations and expand across the Taiwan Strait to Mainland China 

with a manufacturing base located in the Greater China Area. 

To reposition high-quality energy efficient windows as highly 

desirable in the Taiwan market. 

Mission statement 

To establish Diamond Windows as a high-quality reliable window 

replacement company.   

To do this Diamond Windows will seek to: 

• Provide the highest-quality windows. 

• Make replacing windows a quick and easy process. 

• Offer the widest range of designs, wood grains, and colors in the 

market. 

• Provide beautiful, highly functional, energy efficient windows and 

grow market appeal. 
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• Be constantly innovative with a focus on customer service and quality. 

Business Model 

The Diamond Windows business model focuses on two main areas of 

revenue: 

Replacement window business.  Diamond Windows will serve the 

window replacement segment with a customer service oriented 

approach.  Diamond Windows will target the high-end market and 

customize the windows to fit the customer’s needs.  This will be 

Diamond Windows’ main source of income and provide the base for 

the window replacement business. 

Commercial Construction. Diamond Windows will serve the new 

commercial construction segment with a customer service approach 

with special focus on price and cooperation with construction 

companies and real estate investment companies.  This will be a large 

segment with more focus on cost effective products used for resale.  

This segment of the business will not start until the window 

replacement business is running smoothly, operating income has 

shown stability stable, and the installation team has grown large 

enough and skilled enough to handle large projects. 

Diamond Windows sees six areas of competitive advantage that will 

support the company’s mission: 

• Access to some of the world’s highest quality windows. 

• No retail location 
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• Differentiated product 

• Little to no competition in high end segment 

• Offer wider variety of windows than competition 

• Offer high quality installation included with window purchase 

• Offering window and installation guarantee 

The Team 

• Founder/Managing Director – Duane Miller has six months 

experience in the window installation business with extensive sales 

experience in various industries.  He has experience as an 

entrepreneur focusing on niche markets and holds an MBA from a top 

Asian business school.  He will lead Diamond Windows during the 

initial stages.  He will hire and train both the marketing team and the 

sales team during extensive training programs for new hires.  He will 

also lead weekly meetings and training sessions in order to exchange 

ideas among employees as well as to do training and professional 

development.   

Duane will also act as the sales manager.  He will organize the sales 

materials, sample windows used by salespeople, pricing sheets, 

schedule the sales runs, and monitor salesmen during their sales 

presentations.  Duane will also be on call as it is important that there 

is a sales professional on call during the sales presentations as the 

salesman is obligated to fulfill his duties and complete each sales 

presentation in full. 
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Duane will also be in charge of checking the completeness and 

correctness of the sales orders, coordinating production and shipments 

with the manufacturing plant in the U.S., importing the energy-

efficient windows and delivery to the warehouse/office.  All other 

overhead duties will also be handled by Duane, such as bookkeeping, 

budgeting, bill-paying, payment collection, office/warehouse 

maintenance, vehicle and tool maintenance and replacement, and any 

other issue that arises. 

As time goes by Duane will keep his eye out for a good 

salesman/leader to promote to the position of sales manager in order 

to alleviate responsibility and increase efficiency as the company 

grows.  This will happen as the company becomes more stable, 

processes become redundant, and the company grows too big for 

Duane to handle alone. 

• Potential Sales Manager – Mr. Zhang who is a local contact of the 

founder.  He has extensive experience in not only the window sales 

and the installation process but also the apartment building 

construction process in Taiwan.  He is a local Taiwanese with deep 

connections in the construction industry and an excellent 

understanding of local buying patterns. 

• Salesmen – There are a few important criteria for the hiring of a 

salesman.  He must be somewhat handsome, must wear a suit and tie 

well, and have his own transportation.  He must also be a good 

communicator, have self-confidence, experience in sales, the interest 
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to improve in his sales abilities, and most importantly have the strong 

desire to work hard and make a lot of money.   

Salesmen are not difficult to find although highly talented ones are.   

The Proposal 

• Diamond Windows is raising an initial commitment of $450,000 NTD 

from family and a bank loan of $2,810,000 to fund the company’s 

startup and operations over the next 12 months. 

• Exit options include: a sale to a local retail competitor, sale to a 

venture capitalist, an IPO, or a management buyout. 
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II. Company Overview and Strategy 

 

History and Background 

When the founder first arrived to Taiwan three years ago, he was 

immediately struck by the lack of energy efficiency in Taiwan 

including the windows on new construction as well as established 

buildings.  He was also struck by the high use of air conditioners 

across Taiwan during the summer months and the bitter wet cold 

during the winter months.  Often air conditioners are run constantly all 

day, every day during summer months to keep businesses, offices, and 

homes cool enough to keep people productive.  Surprised by the 

obvious need of energy efficient windows, Duane started studying the 

layout of the local window market.  He found a niche in the market 

with no competition. 

Name and Slogan 

The name Diamond Windows comes from the beauty, clarity, 

durability, and overall high quality of the windows sold by the 

company.  This name also communicates to the customers a sense of 

quality and investment. 

The company Mantra ‘Guaranteed Performance Window Systems’ 

reflects the company’s mission to position itself in the high-end 

product segment, as well as to provide top-notch customer service, 

installation, and an industry-leading guarantee on our products. 
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Product Offering 

All Diamond Window products are produced in Toledo, Ohio and 

shipped by truck and ship to Taiwan.  The manufacturing plant in 

Toledo is a high-tech facility specially designed for producing the 

highest quality windows on the planet.  There are special procedures 

for coloring the uiPVC throughout and evenly dispersing the anti-uv 

ingredients in the uiPVC mix.  There are also special machines that 

fuse-weld the frames to give them the extra strength unique to 

Uniframe windows along with machines to simultaneously remove the 

air while injecting Krypton gas into the two sealed gas chambers. 

The Uniframe windows are world-class because of the fuse-weld 

frame, 99%-fill krypton gas chambers, Kevlar-reinforced frame, and 

the ultraviolet ray-resistant vinyl frame. 

Below are some features of the Uniframe window included in sales 

and marketing materials provided by Uniframe. 

Crafted with elegant detail 

• Sculpted frame and coved beading for authentic wood 

look.  

• Stain-grade wood for the head, seat and jambs allows 

endless interior design options. Available in oak or birch.  

• Bay and bow windows are available in double-hung and 

casement window styles.  
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• Color matched locking and operating hardware combines 

easy operation with high security and functional beauty.  

Built for maximum security 

• For added security, the easy-to-reach multi-point 

casement locking system has multiple locks along the 

entire window jamb - all are activated simultaneously by 

a single locking handle.  

• Interior glazing bead deters glass removal from outside 

the home and provides a waterproof seal to protect 

insulating glass.  

Engineered for energy efficiency 

• Special insulation along mulling points and R-core 

insulation for warmer windows and lower energy bills.  

• Operating casement windows seal tight for extremely low 

air infiltration rates.  

• The Hi R+Plus multi-layer vacuum-deposition soft-coat 

Low-E glass series allows you to choose from among the 

best insulating glass systems available.  

• Optional insulated seat board adds increased energy 

efficiency.  

Designed for maintenance freedom 

• Solid uiPVC construction is virtually maintenance free.  
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• Casement hardware allows operating windows to be 

cleaned from inside the home.  

• Decorative grids are inside the insulated glass unit to 

allow easy window cleaning.  

• Optional Easy-Clean Glass requires cleaning half as often 

- with half the effort.  

Performance guaranteed to last 

• Fusion-welded construction provides extra strength.  

• Intercept warm edge insulated glass offers increased 

strength and higher R-values -- standard on most 

products.  

• Entire window unit is covered by a transferable lifetime 

limited warranty.  

• Standard cable-support system makes bay and bow 

installation easier and stronger.  

Diamond Windows’ products fall into five main 

categories: 

• Bay and bow windows are commonly used to provide the 

illusion of a larger room as they project outward from the 

main walls of a building forming a bay in the room.  Bay 

and bow windows increase the flow of natural light 

coming into a building as well as provide views of 

outside unavailable with an ordinary window.  Diamond 
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Windows offers different degrees of angle on the inside 

corners including 90, 135, and 150 degrees.  Bay and 

bow windows are offered in double hung or casement 

styles. 

• Sliding and end-vent windows have two or three sashes 

that slide past each other horizontally.  Sliding windows 

have two sashes that both slide and the end-vent windows 

have on fixed sash in the middle with two sliding sashes 

on either end of the unit.  This window is excellent for 

improving circulation in the home as well as keeping 

visibility high in the center. 

• Double hung windows are windows that features an 

upper and lower sash that slide vertically past each other 

in a single casement.  These windows are great 

replacement windows primarily for their versatility in 

that tilt-in sashes can make cleaning the outside of the 

window easy. 

• Garden windows are mostly seen in kitchens where it is 

convenient for growing flowers and small plants.  They 

are designed much like a bay or bow window in that it is 

a three-sided window that extends out from the exterior 

of the home.  This specialty window forms a glass box 

that can include shelving, a glass top, and two casement 
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windows for air circulation.  These windows add light 

and dimension to any room. 

• Sliding glass doors are usually used as the entryway from 

the inside of a home to a patio or back yard.  They can 

have two or three sashes which slide horizontally on a 

plane/groove in the frame. 

(Uniframe) 

The Maxuus 10 glass system delivers the ultimate energy system with triple 

pane combining two panes of multilayered vacuum-deposition.  The Low-E 

insulating glass has an interior glass substrate and two insulating chambers 

of krypton gas. The result is an insulated glass unit that is ten times more 

energy efficient than single glass. 

New Vinyl Generation means the windows are constructed with rugged, 

maintenance-free New Generation uiPVC. Unlike wood or metal windows 

which can stick, swell, deteriorate, pit or rot, Diamond windows will look 

like new, year after year. 

Pinch Fusion Welding means that the windows are entirely pinch fusion 

welded -both sashes and mainframes- giving it extra strength and durability.  

Uniframe welds vinyl sections together to create a solid, one piece unit that 

won’t come loose or weaken over the years. 

E-gard is a corrosion and ultra violet resistant coating featured on all 

casement window hardware keeping it beautiful for the life of the window. 

R-core insulation increases both performance and sound-deadening 

properties.  This is a patented high-density solid- polyurethane insulation. 
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Each Uniframe double-hung sill is reinforced with Fiberbeam™ 

Reinforcement with I-Beam Construction. Designed to resist 

wind velocity pressures of 75 pounds per square foot. This technology 

provides added durability and strength to the sill of the window to resist 

strong Taiwanese typhoons. 

The Intercept Glass System is a unique U-shaped channel that separates the 

two panes of glass and interrupts the natural air flow from heat to cold.  This 

makes Uniframe windows one of the most energy-efficient windows in the 

world.  The double-hung windows feature InterForce II™ internal 

fiber glass reinforced meeting rails for unsurpassed strength 

and durability. These special features make the Uniframe window one of the 

best in the world for efficiency, beauty, strength, functionality, and 

durability.   

Employees: In the long run, the company will need to employ dynamic 

people to handle the managerial roles that will be critical to driving the 

company’s growth.  Most critical managerial positions need to be filled by 

local talent.  The most critical position to fill is the marketing manager who 

will in actuality act as the general manager.  This marketing manager will be 

responsible for the creation of a viable marketing plan tailored to local 

conditions and culture, the hiring of members for teams, and general 

management of people.  The marketing manager position is one of the most 

crucial positions in the company and could be the deciding factor of success 

or failure.  Because of the importance of this position the founder will rely 

on headhunting agencies to find the best candidate.  Other positions in the 



14 
 

company can be recruited using common human resource methods of 

finding employees which will be conducted by the marketing manager.  The 

founder, Duane, will manage the company’s overall direction, financing, 

training program layout, the importation of all windows, and supplier 

relationship management.  The founder will also be heavily involved in the 

hiring/screening process especially in the initial stages of growth.  All other 

overhead functions such as accounting, finance, inventory, and operations 

will either be handled by the founder or outsourced accordingly.  

Installation Team: The installation team will be an integral part of 

the company’s image as well as a front line representation of the 

company’s customer service standards.  During the startup phase one 

four-man team will be created.  Every team member will need to have 

experience installing windows in Taiwanese apartment buildings.  

They must be under 40 years old and clean in appearance.  The 

installation teams will be self-managed with a senior member acting 

as team leader.  The installation team will be broken down into teams 

of two, three, or four depending on the team members’ experience 

level and the difficulty of the job.  They will be assigned an 

installation truck in which they will be allowed to store their 

equipment and tools.  They will use their truck on a daily basis so they 

can personalize their work method and maximize their efficiency on 

the daily routines.  For every two installers hired by Diamond 

windows there will be one truck available in order to maximize 

efficiency during busy times. 
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Marketing Teams: The marketing teams will be comprised of five to 

ten young, energetic and personable team players who will act as the 

front line contact with new potential customers.  The canvassers will 

likely be younger workers freshly graduated from college or high 

school. They will be primarily responsible for directly contacting 

potential customers for Diamond Windows and getting an 

appointment set up for a sales/window inspection visit by a member 

of the sales team.  Their prime duties will be to canvass areas of 

Taiwan and contact as many people as possible in order to qualify 

them for a sales/window inspection visit to their home.  They will be 

paid a small hourly wage as well as commission for quality leads 

produced.  The marketing teams will be led by college graduates who 

have experience in marketing and would like to learn to be leaders.  

They will hold the position of marketing team leaders who will 

organize and manage the teams of canvassers.  These teams of 

canvassers led by a marketing team leader will be organized into 

groups large enough to canvass a specified area during the course of a 

day.  They will use public transportation if possible or they will ride in 

the company van to locations across northern and central Taiwan.  As 

the company grows the marketing team leaders will be primarily 

promoted from within. 

Marketing Manager:  Managing the marketing team leaders will be 

the marketing manager.  This person must have extensive experience 

in direct marketing and sales with experience leading multiple 
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marketing teams. He will be paid a salary as well as earn commissions 

on the performance of the marketing teams.  He will be responsible 

for devising the overall marketing strategy for Taiwan and organizing 

the training sessions for the marketing team leaders as well as for the 

canvassers.  He will be paid on salary with a partial ownership of the 

company upon completing two years of employment with the 

company. 

Sales Teams:  Sales representatives will be highly skilled in sales 

preferably with experience in sales.  They will go through a two week 

intensive paid training program to become intimately familiar with the 

products offered by Diamond Windows, the sales process, and other 

sales skills.  During this intensive training they will learn about the 

windows in detail including the advantages of the triple-pane window, 

and the science of the window, as well as how it is produced and 

installed.  They will also learn how to maneuver the sales process in 

order to educate the potential customer on the benefits offered through 

the purchase of a window system for their home, how to escape 

pitfalls, and various techniques of closing the sale.  There will also be 

extensive training on how to properly conduct a window inspection, 

and how to accurately price a replacement window system for a home. 

During the initial three months of employment the sales 

representatives will often go to sales leads in teams of two so as the 

senior sales representative can demonstrate how to properly conduct a 

window inspection and sales presentation.  This will give the new 
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representative the chance to learn the ropes and become more 

comfortable in a stranger’s home. 

The sales representatives will not be paid a salary but will be paid 

solely on commission.  This will have two important effects.  The first 

is that the position will only attract people confident in their sales 

abilities and willing to work hard and second it will keep the 

company’s overhead to a minimum.  The sales representatives will 

earn around 7% commission on a sale which will allow a good sales 

representative to make more money than possible in any other job 

available to him.  This will motivate the sales teams to push hard to 

get more deals which will be the primary force in driving the 

company’s revenue and growth. 

As the company grows the sales teams will be organized by sales team 

managers who are promoted from within on the basis of sales skills 

and managerial skills.  These managers will organize the daily sales 

presentation schedules for the team members, finalize window order 

specifications, and conduct training and discipline when needed. 

Entry and Growth Strategy 

1-12 months:  The establishment of our warehouse/headquarters 

located in a inexpensive but convenient location in Taoyuan county 

with good access to freeways.  The goal is to start covering all 

expenses by the end of this period through the quick growth of 

marketing teams and the hiring of salesmen.  At the beginning only 
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five canvassers, five salesmen and two installers will be employed 

which will allow one class each for training.  Keeping the number of 

canvassers and salesmen small will also allow easier management 

with sustained growth.  In September another class is scheduled so the 

hiring of five more canvassers, five more salesmen, and two more 

installers will be necessary.  This will double our business which will 

put more stress on resources and management.  Since this is going to 

be one of the most crucial periods for the company, extra resources 

may be needed including a marketing assistant for the marketing 

manager.   This will depend on the needs of the marketing manager 

and market conditions. 

12-24 months:  This will be the period of high growth as the company 

will be established and functioning more smoothly.  There may be a 

need to hire a finance/accounting manager as well as 

warehouse/delivery manager depending on sales volume.  During this 

time the marketing manager will have the chance to focus more 

attention on overall marketing strategy, training, and the hiring of 

employees.  In January of this year another class of five canvassers 

and five salesmen will be started in addition to two more installers.  

This will increase the total number of the teams to 15 each with the 

installation team at six.  This number will be maintained until the next 

year.  Of course as canvassers, salesmen, or installers decide to quit 

the company small classes may be started as needed. 
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2-5 years:  At this point the company will be operationally functional 

with a strengthening financial standing and a strong sustainable 

company culture.  During this period there will be more promotions of 

canvassers to team leaders, team leaders to marketing assistants, sales 

representatives to sales team leaders, and installers to installation crew 

team leaders.  The company will experience intense horizontal growth 

and sales will continue to increase exponentially on a year to year 

basis.  During this period management job roles will narrow 

significantly and expertise will be strengthened in each role.  More 

overhead will be necessary but will constitute a smaller percentage of 

sales revenue as time goes on.  A dramatic change of location will be 

needed to support the activities at the headquarters and the need to 

warehouse more customized window shipments as well as more 

vehicles, tools, etc.  Sometime after the relocation of the headquarters 

another office can be established to cover the southern half of Taiwan 

as the financially strong headquarters will be able to support more 

expansion.  During this period Diamond Windows may be able to 

enter into a joint alliance with UniFrame U.S.A to begin the 

manufacturing of the windows in Taiwan or China.  This would be a 

great advantage for Diamond Windows to begin expanding vertically 

into manufacturing and bring the patented technologies owned by 

UniFrame to Asia.  Eventually the company could take advantage of 

Taiwan’s competitive advantage in research and development to 

improve the offerings of the energy efficient windows.  There are 
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many options for producing windows in Asia if an alliance between 

Uniframe and Diamond Windows is not reached. 

Location 

Diamond Windows will establish its headquarters in Taoyuan County 

in an industrial area near the freeway.  For the first year or two only a 

small office/warehouse is needed so a location of 30 ping is sufficient.  

Since one ping costs around 500NT the total cost will be around 

30,000 NT per month.  Taoyuan was chosen for the following reasons: 

• Large population center in the greater Taipei area. 

• Good transportation to locations from Taichung to Keelung. 

• Relatively inexpensive occupation costs. 

• Close proximity to major urban growth centers. 

• Tax benefits to companies offering green technologies. 

• Prosperous region of Taiwan. 

Sourcing 

All of the windows installed by Diamond Windows will be produced 

by Great Lakes window manufacturer in Toledo, Ohio.  Upon 

receiving the order from Diamond Windows, Great Lakes will 

produce the windows to specifications and ship them by truck to a 

port on the west coast of the U.S. where they will be loaded onto a 

ship for export to Taiwan.  Total time to delivery in Taiwan may take 

up to two months because of factory production schedules, shipping 

schedules, and other transportation issues.  As for import taxes, I 
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looked up windows in the database on the Directorate General for 

Customs, Taiwan Ministry of Finance website and found the WTO 

classifier for windows in the tariff number and description of goods 

file as 4518.  Then, on the same site in the tariff schedule file, I found 

the import tax rate for the windows are 10% of value.  This will be the 

price Diamond Windows pays Uniframe to import the windows. 

Marketing Strategy 

The marketing strategy is very unique because it does not involve 

billboards, commercials, print ads, and other typical marketing 

materials.  It only involves people talking to people.  The company 

hopes to immediately employ 20 canvassers.  A canvasser is simply a 

person who can talk to people with a friendly and forward style.  The 

company will put each newly-hired canvasser through a one-week 

training program so they have the skills needed to effectively arrange 

appointments for the salesmen. 

The canvassers will work in teams and move together to pre-planned 

areas of Taiwan to knock door to door and set up marketing stands in 

shopping malls, home improvement stores, or conventions.  This is a 

very direct way to show people the faces of Diamond Windows and to 

accomplish quality direct marketing.  The canvassers will qualify 

potential customers with questions in order to determine whether or 

not they own their own home and have to capacity to buy a new 

window system from Diamond Windows.  After that they will collect 
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the customer’s basic information and schedule an appointment for the 

salesman/window inspector to make a visit to their home.  If the 

appointment cannot be made on the spot then the customer may be 

called the next day by the lead canvasser or lead salesman to schedule 

an appointment.  A day before the appointment the head salesman or 

head canvasser will call the homeowner to confirm the set 

appointment.  This is to mentally prepare the homeowner for the 

decision to buy windows and also screens out the ones who are not at 

all serious about looking into new windows for their home. 

The canvassers are paid 800NT for every home visited by a salesman 

that was set by them.  If homeowner buys windows then the canvasser 

will earn an extra 1500NT.  This is a very good opportunity for young 

people with outgoing personalities to make good money and have fun.  

Canvassers will be expected to set two appointments a day on average 

and will have approximately 6 hours per day “in the field” meeting 

homeowners. 

Sales Strategy 

The sales strategy is very unique in that it involves one on one selling 

techniques including demonstrations, homeowner hands-on 

persuasion techniques, as well as psychological sales techniques.  All 

homeowners say they don’t want to buy these high-quality windows 

but in the end many do.  That’s why the company has a system for the 

salesman to follow so that they don’t hear the first “no” and call it 
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quits.  Each sales presentation lasts around three hours and the closing 

session around one hour. 

This is how the sales presentation works:  The salesman arrives at the 

house/apartment with his suit and tie on, and knocks on the door with 

his inspection equipment ready.  Inspection equipment consists of a 

tape measure, heat gun, pencil, inspection sheet, and a paper box.  He 

will knock on the door and introduce himself to the host and invite 

himself in if not invited.  This is a critical step in the sales process 

because if the salesman gets into the home his chances of making a 

sale are much greater.  Sometimes the host is afraid of a sharp 

salesman so it is the responsibility of the salesman to make the host 

feel at ease and spark their interest in what the salesman has to say.  

The salesman will usually compliment the homeowner on their house 

and chit chat to build rapport.  After the salesman sees that the 

homeowner is at ease the salesman will have the homeowner lead the 

salesman around the home to inspect the individual windows.  At this 

point the salesman will point out the negative aspects of the windows 

and explain thoroughly why the windows are bad.  The biggest 

reasons for bad windows is dangerous black mold commonly seen on 

aluminum windows, rotting, non-functioning window sashes, and 

poor energy efficiency.  The idea of this is to spark the homeowner’s 

interest in replacing the windows as well as increase the homeowner’s 

desire to listen to the salesman as well as ask questions.  This will 

build rapport as the salesman is seen as a real expert in his field.  The 
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window inspection takes approximately 30 - 45 minutes depending on 

the size of the house and the conversation of the two parties. 

After the window inspection is complete the homeowners and the 

salesman will sit down at the dining room or living room table to 

review the problems.  At this point the salesman will review the 

inspection results ask the homeowners what they found wrong with 

the windows as if he forgot.  The point of this is to give the 

homeowners a real sense of need for purchasing a new windows 

system. 

At this point the salesman excuses himself to go to his car and bring in 

the window samples and presentation book.  This gives the 

homeowners to discuss what they learned and give them a chance to 

build their desire for better windows. 

When the salesman comes back into the home he starts the 

homeowners on a three-hour trip through details of the windows, the 

good things about the company, the warranty of the windows, and the 

installation process.  He will not only describe the benefits of 

installing the Uniframe windows in their home but also find out what 

is important to the homeowners and gear the presentation toward 

showing how the purchase of the Uniframe windows would fulfill 

their needs. 

The salesman would keep the presentation interesting and the 

homeowners paying attention by asking questions and keeping the 

homeowner involved in the presentation.  During the part where the 
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salesman explains the benefits and qualities of the Uniframe window 

he will also show the homeowners the sample windows and allow the 

homeowner to handle it.  The window amazes anyone who sees it for 

the first time so this is a great way to build desire.  The salesman will 

also do a strength test by bashing the window with his tape measure to 

show how it could withstand a powerful Taiwan hurricane, and the 

energy efficient power is has by inverting the window flat and 

allowing the homeowners to hold their hand over the glass while the 

salesman burns the underside of the glass with his lighter.  The 

window blocks heat so well that even the heat of a flame blackening 

the outer pane cannot be felt through the triple-pane krypton gas filled 

window pack. 

The salesman will also show the versatility of the movement of the 

sashes and how easily they can be removed and cleaned.  This is 

important for those living in apartment buildings where it is very 

difficult to clean windows from the outside of the building. 

After the “wowing” presentation the salesman will start the closing 

process.  This, like the sales presentation, takes practice and skill in 

order to successfully get the sale.  The closing process can go quickly 

if the homeowner is not worried about price at all, which happens 

sometimes.  Most of the time the homeowner is completely sold on 

the quality and benefits of the window but the price is high enough to 

cause some hesitation.  At this point the salesman will review the 

benefits and offer discounts as the homeowners say they can’t afford 
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it.  This is a tricky process that requires the salesman to maintain his 

confidence and keep “closing” the sale.  Persistence is the key as well 

as a soft touch to the emotions and logic of the homeowners.  After 

this process is completed and all the psychological tools have been put 

into play the sale is either made or still not made.  Usually the sale is 

not made on an average of about nine out of ten times, depending on 

the skills and experience of the salesman.   

After the presentation is complete the salesman calls into the manager 

on duty (Duane) to report the results of the presentation.  Duane will 

ask to speak to the homeowners for a final shot at closing the deal and 

assessing the salesman’s performance.  The salesman’s performance 

is not assessed by the homeowner reflecting on the salesman’s 

courtesy but on whether or not the salesman completed all the steps of 

the presentation.  Duane will find this out by asking the homeowners 

about the presentation and what they learned from it.  After the 

salesman leaves the home he will not contact the homeowners again 

as he only gets one shot to make a sale.  The reason is that there are 

new opportunities that require his efforts and the likeliness of closing 

the same homeowners on another day is very small. 

So after each day the salesman will bring in any new orders and 

down-payments to the office so they can be processed immediately. 

Installation Process 
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On installation day the homeowner can feel comfortable in that the 

installers lay down floor protection mats and clean up all rubbish and 

clean the work area spotlessly.   

The installation is first rate with the old windows removed from the 

opening and recycled by the company.  The new opening is cleaned of 

any rot with wood or bricks being replaced as necessary by the 

installers then prepared for a weather-tight installation using new 

shims, screws, and silicone sealant.  There is no need for the 

homeowner to contract any labor to any other contractor. 

The only responsibility of the homeowner after deciding to purchase 

the window system is to pay the final payment upon installation of the 

windows in their home.  If they do not pay they can be given a grace 

period with a late payment charge.  If payment is not paid after the 

grace period then legal action may be taken or renegotiation.  If the 

problem persists the windows can be uninstalled and removed. 

The customer has nothing to worry about except for securing the 

financing and being at home on installation day. 

Pricing Strategy 

The pricing strategy is complicated as the prices per square centimeter 

of window space differs according to window type.  The price per 

square centimeter also changes every quarter according to factors of 

production at the factory.  The quarterly changes will be easily made 

by replacing the salesmen’s pricing sheets.  The pricing strategy is 

that the company maintains 72% variable cost to average sales price.  
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The reason is to cover shipping costs, salesperson commissions, 

installation, overhead, and to give the company profit to drive growth 

and expansion.  This markup should afford the company a high profit 

per dollar of sales after all costs are covered.  This high profit is 

justified as this is a very unique window and the company handles 

everything from manufacturing to import and installation to a fifteen-

year warranty. 

Price is the biggest obstacle for salespeople to make sales as the 

product has everything the consumer would like in a window system.  

The salesperson will also be allowed a 5% “price window” in order to 

close the deal.  This is a part of the presentation process and it allows 

the salesman more room to negotiate a deal.  The more allowance the 

salesman takes, or the more he decreases the price for the homeowner, 

the less commission, as a percentage, he is paid.  The company thus 

incentivizes the salespeople to charge full price on the windows while 

allowing the salesperson more leverage to negotiate the price in order 

to close sales. 

Salesmen compensation:  The salesmen make a commission of 

between 7%-10% depending on the discounts given to the homeowner 

and his experience in the company.  Through the beginning of the 

sales presentation the salesman will discount the window system by 

18% in order to psychologically relax the homeowner after the initial 

shock of seeing the full price.  If the salesman is able to close the deal 

at the beginning of the closing session at 82% of full price then he is 



29 
 

paid an extra 2% of the deal.  If he offers one of the discounts 

included in the closing session 80% of the full price then he is paid 

and extra 1% of the deal.  If he has to use the last discount included in 

the closing session making the deal 78% of the full price then he is not 

paid any extra percentage.  How much commission the salesman 

makes depends entirely upon his skills during his presentation and 

closing session, and what he thinks the homeowner is comfortable 

paying.  In the U.S. this percentage usually comes out to an average of 

about 79% as most salesmen have to use all the discounts available to 

them in order to close deals.  The value in this is that a good salesman 

can increase his income while also increasing the company’s income.  

This extra income comes at the homeowner’s expense but there is no 

way for the homeowner to ever find out.  As long as a deal is struck 

and both sides are comfortable then it is a fair deal. 

Promotion and Advertising Strategy 

The promotion strategy will be carried out by the canvassing teams.  

They will canvass areas in wealthier areas of Taipei, Hsinchu, 

Taichung, and Kaohsiung to set up visits by salesmen.  The 

canvassers will also set up booths at trade shows, shopping centers, 

Carrefour, and Costco.  This will increase customer recognition of 

Diamond Windows as well as market penetration which will increase 

sales for the company. 

  



30 
 

III. Market Review 

 

Overall Industry 

The window industry is dominated by low-end aluminum windows 

with energy efficiency as a low priority.  Aluminum is used because it 

is inexpensive, and has good integrity for many years so homeowners 

rarely need to replace them.  Aluminum windows have no energy 

efficiency as aluminum is one of the most conductive elements on the 

planet.  Aluminum window frames do not add to the beauty of a 

home’s interior or exterior and often create damaging moisture, mold, 

and discoloration of interior wood sills.  Many companies simply 

apply a heavy-duty colored coating over the aluminum windows to 

make them look more beautiful and high quality but underneath is still 

a cheap product with no energy-saving qualities. 

The only kind of energy saving feature commonly seen on windows in 

Taiwan is the reflective coating on the glass surface which reflects 

some of the heat away from the home.  The reflective coating is good 

for reflecting the long-wave UV rays from direct sunlight, reducing 

the fading of the interior of the home, and for improving the beauty of 

the home.  There are many companies selling single pane windows 

but there are only a couple companies selling double-pane windows.  

These windows are double-paned but, without a sealed gas chamber, 

are not much better than a single pane window.  Double-pane 
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windows do only a little to slow down the transfer of energy and are 

usually sold on the misled assumption that they are worth the extra 

money.  One pane of glass does very little to slow the transfer of heat 

so two panes do only a little more than twice what one pane does. 

Unfortunately there are no double or triple pane windows available in 

Taiwan with any kind of sealed gas chamber as is quite common in 

the U.S. market.  This is really an untapped market as summers 

temperatures can get quite high and winter temperatures can dip quite 

low.  Most windows in Taiwan act as refrigeration panels in the 

winter and heat panels in the summer making homes significantly 

uncomfortable and reducing productivity in companies. 

Competition and Trends 

One competitor in Taiwan, Crystal Windows, is a U.S. subsidiary 

offering window replacement services and products in Taiwan.  This 

company is focused on windows that are in the low-end segment.  

They have double pane windows with colored glazes, and energy 

reflecting glazes.  They do not have much in the way of energy 

efficiency as they don’t have double or triple pane windows with gas 

chambers.  They have unreinforced vinyl windows that will yellow 

and fade in the sunlight after a few years.  The frame will also warp 

and lose rigidity with the heat and cold.  The lifespan of the windows 

sold by this company is 8-10 years. 



32 
 

The rest of the competition is very similar with the manufacturing of 

low-end, low quality, inexpensive products.  The general trend in 

Taiwan is toward reflective glazes and glass tinting.  It appears that 

the Taiwanese window consumer is unaware of what really makes a 

window energy efficient.  Diamond Windows, for these reasons, is a 

first mover in the high-end window market in The Greater China 

region. 

Market Analysis Summary 

Diamond Windows is a company that markets and installs high end 

windows directly to the consumer.  The target market for this kind of 

service and product is households with enough disposable income to 

make the purchase either with cash or on credit.  My target is 

households and since the average age of a bride in Taiwan is 29 years 

old I included the four main consumer lifecycles over this age as the 

target market:  

Young Married: This group consists of households with a child under 

10 and an age clustering around 30-39 years old. 

Married: This group consists of households with a child between 9 

and 20 years old and an age clustering around 40-54 years old. 

Empty Nester: This group clusters around 55-69 years old. 

Old Single: This group consists of those consumers 70 and older.  

This is a secondary target market that will blend into the empty nester 

market making it difficult to distinguish. 
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Target Market Analysis 

Chart 1. Household Age Profile Chart

 
U.S. Census Bureau 

 

Relevant facts about Taiwan: 

7.37 million households in Taiwan. (16) 

Average bride’s age in Taiwan is 29. (6) 

67.8% of Taiwan’s population is urban. (7) 

The population of Taiwan is 23 million.  (5) 

GDP per capita (PPP): $31,900 (2) 

Five million households in urban centers. (16) 

Table 1. Average Disposable Income Taiwan (NTD) 

      Average Disposable Income (New Taiwan Dollars)    

Target Customers 
Growth 
Rate  2010  2011  2012  2013  2014 

Top 20% North 
Taiwan  4.00% 

 
$  1,500,000 

 
$  1,560,000 

 
$   1,622,400  

 
$   1,687,296 

 
$ 1,754,788 

U.S. Census Bureau 
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Table 2 Taiwan’s GDP Growth Rate 

Taiwan's GDP Growth Rate 

Year  GDP w/constant prices 
2000  5.767 
2001  ‐2.171 
2002  4.637 
2003  3.5 
2004  6.153 
2005  4.161 
2006  4.888 
2007  5.696 
2008  3.426 

Avg. Growth  4.006 

  U.S. Census Bureau 

Table 3. Taiwan Population Table (Both Sexes) 

Total, all ages        22,920,946  

0‐4           1,044,117  

5‐9           1,334,683  

10‐14           1,579,107  

15‐19           1,587,173  

20‐24           1,688,985  

25‐29           1,991,763  

30‐34       1,870,290  

35‐39       1,814,262  

40‐44       1,881,375  

45‐49       1,866,806  

50‐54       1,682,156  

55‐59       1,363,460  

60‐64          820,602  

65‐69          760,899  

70‐74               610,957  

75‐79               498,342  

80+               525,969  

sum of 30‐70     12,059,850  

     U.S. Census Bureau 
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The 30-70 year old population of Taiwan is approximately 12 million.  

As the total population of Taiwan is 23 million we can find the 

percentage of 30-70 year old people in Taiwan to be 52% of the 

population.  Since people of this age make up the majority of 

homeowners in Taiwan as well as the main consumers I have deemed 

this group as the total target market for Diamond Windows in Taiwan.  

Because the biggest consumers of Energy Efficient windows are those 

households with the most disposable income the main target of 

Diamond Windows is the Married and Empty Nester groups. 

Taiwan is a nation of just over 23 million people with a majority of 

those people living in urban centers, approximately 67.8% (7) or 15.6 

million people.  Since I am focusing primarily on northern Taiwan I 

must find the population of this area.  Since I am focusing mostly on 

urban areas I will simply add the populations of the principal 

metropolitan areas. 

Taipei: 6,698,319 

Taichung: 2,218,527 

Taoyuan: 1,905,973 

Hsinchu: 706,347 

Total population of all urban areas in northern Taiwan is: 11.5 million. 

Since 52% of Taiwan’s population is between the ages of 30-70, that 

demographic in the urban areas of northern Taiwan is 5.8 million.  
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This is the consumer base Diamond Windows will target in its 

campaign to penetrate the major urban centers of northern Taiwan. 

Now that we know the population demographics we need to determine 

the disposable income levels of the target market. 

The disposable income for an average family in Taiwan for 2007 was 

NT$924,000 or $28,000.  The average income for a family in the top 

20 percent was NT$1,867,000 ($57,000), 5.98 times higher than those 

for a family at the bottom 20 percent, which was NT$312.000.  Since 

Diamond Windows are in the high end segment of the window 

industry the company realistically can only target wealthier consumers.  

Since 50% of families have disposable incomes above NT$924,000 

($28,000), which is enough to be able to afford the products of 

Diamond Windows, this means that Diamond Windows target market 

is the top 50% of the total consumer population.  This number is 3.5 

million people in the major urban areas of northern Taiwan.  Since the 

average household size of Taiwan is 2.33 as of the year 2000 the 

actual target market for Diamond Windows in Northern Taiwan is 1.5 

million households.  This target market figure matches similar 

calculations using number of households in place of population and 

average household size so it appears to be an accurate number for the 

target market. 
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Chart 2. Current Household Income Distribution in Taiwan 

 

(Insights) 

Chart 3. Taiwan Disposable Income Expenditures 

 

    (Insights) 
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Target Customers: 

In Taiwan it is typical for people to get married after finishing 

university studies when they are in their early thirties.   

Income Distribution in Households 

Customer Segmentation 

It is very difficult to segment potential customers in Taiwan as it is in 

the United States for window/home improvement companies.  The 

reason is simple, ability/desire to purchase.  It is very difficult to 

determine which households have the willingness let alone the 

capability to buy a high-end window system for their home.  Some 

people may live in very modest looking homes but enjoy buying those 

high-end specialty products, some people live in upscale homes with 

very little extra capital to spend outside of everyday purchases.  Other 

potential customers at a certain disposable income level may be easily 

influenced to purchase where others are very difficult.  Some people 

willing to buy may have very high credit limits where others also 

willing to buy may have no borrowing capabilities at all.   

For these reasons the best way to reach all potential customers is 

through blanket marketing.  The most effective way to blanket market 

is not to use printed media or advertisements.  This form of marketing 

will mostly be ignored by willing buyers as it would appear too 

complicated and too troublesome to worry about upgrading the 

windows in their homes.  This type of marketing/sales strategy requires 
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one on one communication with aggressive persuasion techniques.  

When most people think about replacing the windows in their home 

they only think about an arduous, cumbersome, and time-consuming 

process with which they are completely unfamiliar.  It is also difficult 

for a potential customer to search out products on his or her own, 

research the different products, and contract out a company to install 

the entire window system.  Not only is this very difficult for the 

average person but it also offers many pitfalls in the eyes of the 

potential customer such as: 

• Difficult to coordinate between window delivery and installation. 

• Warranty voiding issues as improper installation will void 

manufacturers’ warranties. 

• Length of construction time inside the home. 

• Installer’s care in performing heavy construction inside the home. 

• Proper installation of very expensive windows. 

• Replacement of interior and exterior window trim. 

• Fair price. 

These are the main reasons that detailed customer segmentation will 

not work.  The best strategy is to target residents of neighborhoods in 

the target cities directly in their houses or apartments or at local 

shopping centers such as supermarkets or department stores where 

customers tend to stroll and browse casually.  Using this tactic the 

canvassers can spend a little time qualifying the potential customer as 

well as setting an appointment for a sales representative.  Upon 
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entrance of the sales representative into the home the elaborate and 

well-practiced sales process begins.  The salesperson will start out with 

a free window/energy efficiency inspection and explain the value of a 

new window system.  Afterwards he will lead the customer directly 

into the benefits of replacing the window followed by the closing 

process. 

Target and Potential Customers Strategy 

The company’s focus is to be in product leadership, specialized in 

customizing and installing the highest quality windows on the market.  

The name Diamond Windows exudes high quality and long lasting 

products so it is important that the company maintains very high 

standards in customer service and guarantees. 

The volume of sales will have a direct effect on the company’s bottom 

line so it is important that sales are driven through aggressive 

marketing and sales campaigns.  As sales grow, revenues increase, 

overall company profit will grow and economies of scale will be 

reached for bulk orders and shipments from the manufacturer.  Another 

possibility is the positioning of a manufacturing facility in Taiwan or 

Mainland China to supply not only growth on the island but in other 

areas of Asia as well. 
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IV. Financial Projections 

Table 4. Startup Expenses 

 

Startup Expenses
Diamond Windows
Sources of Capital
Duane Miller 100% owner 200,000$            
Total Investment 200,000$            
Bank Loans
玉山銀行YuShan Bank 2,810,000$         
Total Bank Loans 2,810,000$         
Other Loans
Dad 2,500,000$         
Source 2 -$                    
Total Other Loans 2,500,000$         
Startup Expenses
Capital Equipment List
Furniture/tables 50,000$              
Truck for Installers 300,000$            
Tools for installers 50,000$              
Computer 50,000$              
Total Capital Equipment 450,000$            
Location and Admin Expenses
Rental (2 yrs prepaid) 360,000$            
Legal and accounting fees 10,000$              
Prepaid insurance -$                    
Pre-opening Installer salaries (one mo. 2 men) 90,000$              
Salesmen training course salary (5 men) 120,000$            
Canvasser training course salary (5 men) 45,000$              
Total Location and Admin Expenses 625,000$            
Advertising and Promotional Expenses
Signage (truck& building) 20,000$              
Printing (sales brochures) 15,000$              
Total Advertising/Promotional Expenses 35,000$              
Reserve for Contingencies 50,000$              
Summary Statement
Sources of Capital
Owners' and other investments 200,000$            
Bank loans 5yr. 10%) 2,810,000$         
Other loans (no interest) 2,500,000$         
Total Source of Funds 5,510,000$         
Startup Expenses
Capital equipment 450,000$            
Location/administration expenses 625,000$            
Advertising/promotional expenses 35,000$              
Contingency fund 50,000$              
Total Startup Expenses 1,160,000$         
Owner
Duane Miller
Loan Guarantors (other than owners)
Duane's Father
Duane's Uncle Bob
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Table 5. Opening Day Balance Sheet 

 

 

 

 

Opening Day Balance Sheet
Diamond Windows
Assets
Current Assets
Cash in Bank 2,000,000$          
Inventory ‐                            
Prepaid Rent (30m²)2yrs 360,000$             
Other ‐$                      
Total Current Assets 2,360,000$          

Fixed Assets
Tools for Installers 50,000$                
Truck for Installers 300,000$             
Furniture/Tables 50,000$                
Computer 50,000$                
Total Fixed Assets 450,000$             

Total Assets 2,810,000$     

Liabilities & Net Worth 

Current Liabilities
Family Loan (due within 24 months) 2,500,000           
Total Current Liabilities 2,500,000$          

Long-term Liabilities
Bank Loans Payable 10% 5 years 2,810,000$          

Total Long-term Liabilities 2,810,000$          

Total Liabilities 5,310,000$     

Owners' Equity (Net Worth) (2,500,000)$    

Total Liabilities & Net Worth 2,810,000$     
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Table 6. Commission Sheet of Average Employee 

 

 

 

Commission Sheet of Average Employee
First Five Years (2010‐2015)

Jan.-Sep. Year 1 Leads/mo.
p

lead Leads Sold per lead sold Commission  employees Company  Contracs/mo.
p

month Variable costs
p g

Profit

Canvassers 40 800$                 4 1,500$          38,000$        5 190,000$     

Salesmen/canvassers 2 42,000$        84,000$        5 420,000$      10 6,000,000$       3,620,000$       2,380,000$     

Installs  Commission 

Installers 10 500$              5,000$          2 10,000$        

Total 620,000$     

Oct.-Dec. Year 1 Leads/mo.
p

lead Leads Sold per lead sold Commission  employees Company  Contracs/mo.
p

month Variable costs
p g

Profit

Canvassers 40 800$                 4 1,500$          38,000$        10 380,000$     

Salesmen/canvassers 2 42,000$        84,000$        10 840,000$      20 12,000,000$     7,240,000$       4,760,000$     

Installs  Commission 

Installers 10 500$              5,000$          4 20,000$        

Total 1,240,000$  

Jan.-Dec. Year 2 Leads/mo.
p

lead Leads Sold per lead sold Commission  employees Company  Contracs/mo.
p

month Variable costs
p g

Profit

Canvassers 40 800$                 4 1,500$          38,000$        15 570,000$     

Salesmen/canvassers 2 42,000$        84,000$        15 1,260,000$   30 18,000,000$     10,860,000$     7,140,000$     

Installs  Commission 

Installers 10 500$              5,000$          6 30,000$        

Total 1,860,000$  

Jan.-Dec. Year 3 Leads/mo.
p

lead Leads Sold per lead sold Commission  employees Company  Contracs/mo.
p

month Variable costs
p g

Profit

Canvassers 40 800$                 4 1,500$          38,000$        20 760,000$     

Salesmen/canvassers 2 42,000$        84,000$        20 1,680,000$   40 24,000,000$     14,480,000$     9,520,000$     

Installs  Commission 

Installers 10 500$              5,000$          8 40,000$        

Total 2,480,000$  

Jan.-Dec. Year 4 Leads/mo.
p

lead Leads Sold per lead sold Commission  employees Company  Contracs/mo.
p

month Variable costs
p g

Profit

Canvassers 40 800$                 4 1,500$          38,000$        25 950,000$     

Salesmen/canvassers 2 42,000$        84,000$        25 2,100,000$   50 30,000,000$     18,100,000$     11,900,000$  

Installs  Commission 

Installers 10 500$              5,000$          10 50,000$        

Total 3,100,000$  

Jan.-Dec. Year 5 Leads/mo.
p

lead Leads Sold per lead sold Commission  employees Company  Contracs/mo.
p

month Variable costs
p g

Profit

Canvassers 40 800$                 4 1,500$          38,000$        30 1,140,000$  

Salesmen/canvassers 2 42,000$        84,000$        30 2,520,000$   60 36,000,000$     21,720,000$     14,280,000$  

Installs  Commission 

Installers 10 500$              5,000$          12 60,000$        

Total 3,720,000$  

Salesman Canvassers Installers
Commision rate 7% $1000/contract$250/install
Commission payout $42,000 1,000$             500.00$    
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Table 7. Breakeven Analysis 

 

 

 

 

 

Breakeven Analysis
Diamond Windows

Cost Description Fixed Costs ($) Variable Costs (%)
Variable Costs
Cost of Goods Sold 50.0%
Commissions 7.0%
Import/shipping costs 15.0%

Fixed Costs
Commissions $9,300,000
Health Insurance $20,000
Interest on bank loan $281,000
Office/Warehouse Maintenance $5,000
Vehicle Insurance $15,000
Vehicle Maintenance $20,000
Office Expenses $5,000
Salaries $1,080,000
Payroll Taxes $270,000
Rent $360,000
Telephone $12,000
Utilities $36,000
Total Expenses $11,404,000
Total Fixed Costs  $             22,808,000 

Total Variable Costs 72%

Breakeven Sales level   =  $    81,457,143 
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Table 8. Income Statement 

 

  

Income Statement
Diamond Windows

For Years Ending Dec. 31 of years 2010, 2011, 2012, and 2013
2010 2011 2012 2013

Revenue:
Gross Sales $90,000,000.00 $216,000,000 $288,000,000.00 $360,000,000
Less Returns $0.00 $0 $0.00 $0
Net Sales $90,000,000.00 $216,000,000 $288,000,000.00 $360,000,000
 

Cost of Goods Sold:    
Beginning Inventory $0 $0 $0 $0
Add: Purchases $45,000,000  $108,000,000 $144,000,000 $180,000,000
 Freight-in $13,500,000  $32,400,000 $43,200,000 $54,000,000

COGS $58,500,000 $140,400,000 $187,200,000 $234,000,000
Ending Inventory $0  $0 $0 $0

Cost of Goods Sold $58,500,000.00 $140,400,000 $187,200,000.00 $234,000,000
 
Gross Profit (Loss) $31,500,000 $75,600,000 $100,800,000 $126,000,000

Expenses:
Commissions $9,300,000 $22,320,000 $29,760,000 $37,200,000
Health Insurance $20,000 $60,000 $75,000 $93,750
Office/Warehouse Maintenance $5,000 $5,000 $5,000 $5,000
Vehicle Insurance $15,000 $30,000 $45,000 $60,000
Vehicle Maintenance $20,000 $40,000 $60,000 $80,000
Office Expenses/advertising $40,000 $10,000 $15,000 $20,000
Salaries $1,080,000 $3,240,000 $4,320,000 $5,400,000
Payroll Taxes $270,000 $810,000 $1,080,000 $1,350,000
Rent $360,000 $360,000 $360,000 $600,000
Telephone $12,000 $12,000 $12,000 $12,000
Utilities $36,000 $50,000 $50,000 $75,000
Total Expenses $11,158,000 $26,937,000 $35,782,000 $44,895,750

EBIT $20,342,000.00 $48,663,000 $65,018,000.00 $81,104,250
Interest Expense (bank loan) $281,000.00 $0 $0.00 $0
Taxes (25%) $5,085,500.00 $12,165,750 $16,254,500.00 $20,276,063

Net Operating Income $14,975,500.00 $36,497,250 $48,763,500.00 $60,828,188
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V.  Photos 

Photo 1. Window Cross Section 
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Here you can see the inner workings of the window frame and glass unit. 

Photo 2. Double Hung Windows with Designer Glass 
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Photo 3. Unique Qualities of the Uniframe Window 

Top: locking switch. Second: Frame insulation and reinforcement.  
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Third: Limit lock allows ventilation with security. Last: Contoured wave handle for extra beauty. 

 
 
Photo 4. Single Frame Twin Casement Window 

 
This single frame twin casement window features Colonial Cherry wood grain  

and emerald green Sheffeld designer glass for added distinction. 

 



50 
 

Photo5. The Uniframe Bow Window 
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Photo 6. The Uniframe Garden Window 

 

Photo 7. The Uniframe Sliding Glass Door 
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This Premier Luxury Door features Golden Oak wood grain, and Williamsburg Colonial grids and the optional 

key lock in Classic. 

Photo 8. Door Handle Options 

Sliding glass door handles come in three colors: 

 

   Classic Brass        Satin Chrome      Oil Rubbed Brass 

 

  



53 
 

VI. Conclusion 

In conclusion this business seems very good for making entry into the Greater 

China region as incomes are growing very quickly, people would enjoy and benefit 

from the products, and there is virtually no competition. 
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