’{"z}" :@ﬁ)

St

\“

50“ )

ﬁﬁ\%ﬁ"&i W%/r% g.ﬁ ]
ERFHRAAGFES

N§ﬁ(m*?w_

PRAGESBE - SRS ] R R
g@_@,ﬁ%\.;ﬁg’_ P2 EEA

s
AR R 2R ER R
IR

R F 104 %872 257¢
FL P

105 & 5% 13 p
WK 105& 57 22 B



FEHHRIFL —F ETE 8
TEHPRIFL AR FT T AL e, 10
B A 0 B e 14
HEE LT E 25 e 17
22— PERE R BT T AR A e 27



# &

AL FZERNNRAZIRF AP EIREERFIAAF T VR
WA P RFFEL O XIHPF L 104 E82 25p 32 105F 52 13 p > X
BLL ERERHELETE o

AEEP T SHAAN T HEFEETE FETRETALETE A €0
oy BB A A P R E R S IF RS ARG R TR
ARPER L FARPM A E R HRETAF R TEH B REFL

7
~

Herl P 2 R R R 2

FYeTiEER B o
e I L L e
v M2 éﬂt%ﬁﬂﬁﬁ%ﬂ;%—ﬂjx}ij—m «-\4][;1‘1

FRER B ACEISA G

B RFL —F

EN

B A "9&4‘3 I

E S TR

/J.
Q-

o

W2 E




EXSEE S

Az ff 4

Pt EiR g4 2 W B S+ § English as Foreign Language(EFL)

LEYHMEF R T A B EAET PhoT

BAAAE Y AR

-—

T EHA04EQY 1p 1

104 & 12 % 17 p)

(Business and Professional English, BPE) | %A% » £ &

¥ - ¥ = ¥ = ¥ ¥ 1
9:00~10:00 | #iEd P EAEE pFEEd FEEEL | PEAEL
10:00~11:00| B i* B i B i BT BT
11:00~12:00
12:00~13:00
13:00~14:00 | s2fp il | B F el | EfpEd | B ERR | EEL
14:00~15:00 | #37 #HI7 I3 #7I # 77
(=) "7 #£&1 B iv(Written Communication in Business) - |:F* : Glen

Penrod o ¢t :%A2i% 1B B 3F

BITEER P LS

3V o

(=) Ti&rs & $37(Advanced Communication Skills)

W5

=

P

R

R 3 kFTeH R

Fe eikEL

e

4

o

CEREI

|, #EF 1 Gregg




Zitlau -

BT E BB R R 3 3R

ﬁg FHIT @

B

L > ~ \‘L
SR PR

ede 35 ~FBL e B IR BT & At 4 k5 2. B e H(transition) #77

44

(2) " & # % % $ 57 (Professional Networking) - | # 7 :
Pallandre - ¢ ZkA2 & £ 8 B & % %4c 3
ZEb o e s gP 2 gRFIoRFRIR

%33\ p e

bt foen T

‘‘‘‘‘ % (Networking) ; e

Candith

Y- B E R TR R

EEAEE: 5

-~ THEH(05E 1% 13p 3105855 6p)
B - % = = B B 7

9:00~10:00 | & £ |2 2B LR |LERF | L2R3

BRITR | BRITR | SR ITR | BB IER |2 TR
10:00~11:00

» » » 3 3
11:00~12:00
12:00~13:00
13:00~14:00 | igrsdid |7 T | epEd | & Eps | erid
14:00~15:00 |  #37 | &7 * | I $ 37 7

(-) "% @@ 8 v+ (Professional Application in Reading and

Writing) - | #F7 @ Gregg Zitlau o f* A2 E o A3 L e BT

g
!




W~ FRFUSMEFI SRS > Y SRR E R

mragd 2o L FERY L LR e fF o

(=) Tiepp & $H77(Advanced Communication Skills) - | #E# : Glen
Penrod e Az T B AR HALL BAVREFRE 2FFEFE
Rt B 2> FEFEEEST R T ES 1 H 1l
R E

() "#= 71 TPk (Applied Research and Networking) - | 3
f¥ - Glen Penrod o ¢t Az & KRG R F* B A1 E 2 LI
ERXAME MEPTDELHFL N ERE LB REFS G
Lk FE EEGF R 2o jjﬁﬁ@%‘fﬁ Ao ¥z A fEend BT
TOBRRER- I EF RN FHEH I RAR N LR

2_ = ¥ 3 (position paper) °

R ESARINAS 0 P B R G A P AR THEY G = P A A e

-~ +tEHAM4E9? 1p 3 104& 1275 17 p)

(=) " 2= & B (Principles of Management) - , #f# : Douglas

Mccabe - ! e F LA B EEFRDAARA > TR & H
BAH D o bR RHREIRA e FRME Y4

F¥ b AR T o £l AR B G T R
5



1y

(=) " 74 & pl(Principles of Marketing) - | ##* : Jim Lindsay o

SOHALE T B ARG SR e 5 {rF | b 74 4P

A
v

L

i
W

#£ 4 (Product, Price, Promotion, Place)’ % 4rim #-32 34 X
Bisi@* AR Bap FL 87 5 MR ARAFLE K

A S 4§ 0 BIEE Y gz

pauif
G
\3

|
|3
et
J9
R

LA GARRY - P EE TR FH G I ER £

u&ﬂgﬁﬁgxﬁﬁo
. THEHU05E 12 13p 310555 6p)
(-) " & ¥ ptir¢ = (Corporate Finance) -  :#¢# : Andew Feng -
AR A AR RIS RRIRE A REZ ER

G2 % ABRPOANEER T RS EMAS 24T

FORLRERTE T L ESEHN T EN B
B kAR 5538 PATRcPBBE Y 3 WU N2 TS G o
PAARY P EARBE ¥ R AR % o

(=) " &£ % ¢ +(Business Accounting) - | #¢# : James Dalkin o s
FARNF - WA B HP A e R AR AR ENHY
PR A(rF AL REAFE L2 RENELE)E JH MR

R

-

Ao R RCHFE RER R - B RmEL T

oo LR IPRIT- EREDST MBI ELATF L

i

LEA



-\

wH i FRERRLAFCE 2 2 B4E

(=) " & # 5% (Business Policy) - | #E# : Douglas Mccabe - ¢
AL B2 AR FHERAEY B AFY
Y A PR EREY - R 2P RE- FRBAF 5
FREREETHZOTE G AFEY a4 > I RE
AR AR FIRE S G 2 RPN P KR Rk g

B PR 5K 2 ) E T B A (stakeholders) ] 1 F o 2t Tk

R o 5P RENA SR

~

RELCEGF-FSASTFELE TR

Rk A w

IS

Rl

BEVAHGRAPN TR I EFFE S A

AFEEIB S LT ENFR L B%E -



HAed & BT
- IERRHRFL-PEVE

T EHHAE AR T\%‘fﬁf’ i '/‘;,‘-_;‘J-_%u ) J‘)‘g‘l—%gé—gf%
7 NBARE R A - 3K 810 FeaEe A F a4 o

T ﬁi—?g rrj%.& EEATE A x A Mt B ol (;Lgﬁ, e 1)
FRITHEL
B 7 24 Cherry Blossom

W G EF &SN T 8 (Augmented Reality, AR)T 2 # 5t 3% i3

RPN EE
PAPR FRApABIL FEENTMES BT
G I R A I R P TR £ 12 R RE R P
A FA AR 1 LA T RE R TR S LR 2 ). A
Cherry Blossom zxi% i AR Foiril — 3 Ak efz 4 B R 48 - AR
PHEE S S RBABL G S R A R RETR
?%@ﬁéﬁ@ﬁéi’%ﬁ*ﬁﬁwégﬁw bt o R K
3L L) R A P (T AT B AR
P OB 5T 2§ S HCE 22 BT AR AL {2

T L o T e PEE MR R A2 B 2K



AR EH
2840 b p 4B ABE P 2l o 38d 4 401 i
FUEFEOFETFFP L 2 M AAMNBI F P 53 G h

BErFEAlEp e R4 FREAESHIZR S HE o
e
d 3 4P ¢ 57 # %(Product) ;& A% @ i F]) LLTJ' S
* T ik 4T 0 3P(Price ~ Promotion ~ Place)y£ 4 -
i # (Price) : Cherry Blossom sz i -4 »+ 25 3 200 % ~ 2
oA B R R S R e 2 BRI AL
TR e R o
% @ (Promotion) : Cherry Blossom #-41 % 4o 3% 31 & & i3
i (search engine optimization, SEQ) ~ I # # (7 &' | (Target
Marketing)f= " 5 =t & % 123 b JR4%(Free first time purchase
return) ; & = ;¢
il ¥ (Place) : Cherry Blossom #-F i {7 4t F px & > F]dept f 50
4T LA E XA ¥ Cherry Blossom 8§ % 7 i & ¥ 4%
B2 AR X A FMAGF ALK K5 o Cherry
Blossom ™ #-F ffcH s s P pr & b 2 R B F £ (vl

g °



B GEH T ok

Cherry Blossom fgzt# st 2 2 1 2 p S 4fEa T2 p s T

WA ENAES L RE LD FPFYL 26%0 5
Y p 4% > Cherry Blossom & 7f £ % & ¥ 500 g % ~chF & » 3

BN GRAREZE RRAGAFERS AT TEMEL BEFD

PRFFERY o

Cherry Blossom g2+t % = & WERT > FIRT i

FE O FRERFORABAKEETRAZBAE - HIRFLD

73 K vk e L > Cherry Blossom » #-3% ik § %73 W g i

T8 o
T ¥ § R 5 & (533 Cherry Blossom ek &k 54 A i

F& 3% Cherry Blossom #_7 i #4011 JRAF 5208 975 38 33 & & §%
AR sk T S R A IRAT B E 0 SIS

P42 R EREIRBEFTIEZ S¥ AR -

1y

~ TEPHREL AREIFLHEE

)
A

TEHHRFL LA ERF RS BFL R R ER - -

EfrH B2 AR e M T R A P ety 42
i 1

e
x“\
rﬁ
-&
@y
o
N
G:EJ\
4
A
(s

gL P RS R AR A YRR e R AT A

Ford o FIBI A s B R AL B E R

10



HARCIEE A o i s BA ﬁﬁﬂfrgzﬁgf%% 1A REFPUBRES - 2T -
PRt #%_g ToAN R e *gxggf}_. <> (;1_&, £ 2)

FLHEE

LRy RO

LA - Lt iﬁﬂét,}i&&#:‘%‘z LT RHE D #?‘« (Bikes for the

"-_4 b
World) > # 83U ERAT ALV T3 4 22 E 08 -
FREVRRPED e FHE L KR RREER

ﬁ*i%&%ﬁﬁﬁﬁﬂﬂﬁéiLg’éZMSEU%Gﬁ%
RBLOFHE D T F R Wps ka1 ivd > 1A 2010 & &

o s MERBSLFVERIIVE O REFIRFELEFARIR

—\

L
El ]

I

P E I KT M 21 it £ R PER
W 2R HD e S AR R T 2 R0

FAETE APRERSEFED w2 B8 T o 4T

fEAR N EL BT BE M A

&

et
A

JS
o
Aol
)
|
fep
=j
“k
-
:g
4

FREEREEERA > NINE AL
CR e VA e e) 3F

KPR B R RAD L BRI 2 e IR

11



FEFF b EITA B2 APt igp 2 £ < A et ey 0 3
AR PG HETE R ARG R EWMET AL E

W) ok 1A RS RS THE IR VR bl

- EEFTTRLFOTA S RTRF]E 2 QemEp il
PSS 0 RSB e E e
-/

WHLBEF P Al s FLRRBED TR L AamEs
T oo AR2inierpt mE A R R E R T
FH2ZE2 7R B8P w g LT a2 B4
AL BHITE S > BRIV A G EAR G

AL R B H D W ST R A R pE L et

THEE AT HRAP S LSRR
PEEIAHPLELERRT2ZH8YN Fae i

G BRI E > DN F TR AREL AT R

B YA Pk b eh g 2 RS R SRR AR
frbps B TP P 0 F TRLATRIR S > R

ﬁ%ﬁﬁrfﬁJﬁéﬁ*’A%@ﬁVHﬁm Bk oo

12



H WS4 L0

dOrH B S Y R Y RRG B e b iE
(e HpEEZIHNEL) P lpdel oI RES e
MBI OE D T Fr USRS FERO T AFER

ROTIREBAIL 0 e RRT RN S Gt BT

AMEEIRG S RAET IS TS SR LRy
fiTptrle g ana fiFE 28 2R ] 8 Fehlke

N E NSRS RENE L Rk ey A e

—i

§ A R E B o SR ER o Aot > B2 R T R
BT (TR Y ES 2% 4 L ¥Feni 2 3
ERAED MR TS IR H2L T 2 TR

H2 A XD EEA > N hdLea- FELF GE8F - 4

13



PG BRI € FIRER L ST O B g Y A
FRETEOR B FPL E L2 WA T R EN A L FApE S R
{225 RpR R L dFs Ty RREHEKRI Y VLR AF &

R Jﬁl‘l WA S H /;;d_ «y_’}f *34;7,] o E S L”zﬁ’g‘—ﬁﬂ’_m
PREs > MR E SAEAG RhY R S B FHBERY 2 (D

il

FIE L w - BRI G %Ipéﬁ,\/\ 2 fs B o RIWE P I VRAE
VR CemER LR Y 0 T ER RS o R g S
ORPEE TR T EEE AR Y 3 E o A Ny 3 hd oy

L3500 FEe L2o0my s S8 L LT 30 dhimik

3

Of
ARARAFTORYERTBLI o bl 2 P TER o 2ES
¥R * "Presumption” (% 3§/ 2 il 15 A4 B IMEES F Aot R &

e GdpfF g ¢ el Sk BRK P RB"Premise” ¢ £ { T/ { &

M

FREH PR - B P EERF A A 0 B ARG o Ao B R

Wi R T

HEEBE R L WA TS

/\‘
pa}
™~
&
49
-
v
-
¥
<
\\
|
.:‘_
“’ﬁ

=k

™

Wl ko A B ELARLE B L LR AR T
AT EUEF Y EF T - AT LR p R e DREF

14



FRFIMoEIHF O RNE RN E BRI O R Y R
‘?’%“E{E‘Bj“iP\ﬁ%#i‘“éjﬁfuﬁwﬁéi@%i%;{gf
PAERA B I AR FIEAL BTG A ROT 2L E B4

REF o~ 1AzER 2 FEER) BRARER L R asmird £ %

el
4
4
-
W
=

oW (S BME IR AR TR S R
F A AR RFRERE R P LR i o BHIR kP
Bt end A B4 0 e B fR18 A o R ORI B B RF

frA @ BRA A4k > § L2 B ena gzt AP » T D0 R F

7

AN
>~

R T e NS LR R RS
BB RMBHEE RRL P LB - 2 A B L

BEAEARE 3T % A R en TER 5 KPP A Z ERSE

l_.
&
AtS
yi%
3
=h
=t
P
&
=
ﬁﬂ
=k
NXN
5,4.
‘? >
Y
3
v
N

FRLl R p L G L

PEIAKAEIZ A R OF F o AP S frE - B AR

i
o
J
gL
-
W
il
j‘,{%h
*F
“
ol
\3;
P
[
=\
N
*
\3;
frhy
A
[E
o

Wk p ALY F] AT E R S N N e d

15



YHRORIEE A AEFR P E M GEEE R F X AR

BYEd gt p e F@* ArE2 FITE AT E o Brbra s Tl foie =X

>

R R S R i Nl R
BoAH AT f e RRAF LA E L0 E L 2 o 4 AHAK
S £ FTE B L g £ o

BRSO P AFTVRCELS 0 BB R AFE R
22F SESRUER N SR 1 R T I Ak sk O -2 Y-
B E A 2 e ALFE 2 W AR P Penitd L R AR
AR A EE L F R R AR 2 8RR B DL F A
EIP L AR R PR TR et s g R A B bR e
BRp e g FARAFYERA e R KL Ep e L
PERB TR OB A E L e RARAHIE L KA keh

ARG ATeRE o & L F B HA kPR

16



HELFFRSR

Lherry Blossom

The company that makes reality go virtual
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Origins

In terms of purchasing clothes, there is something which seems to be quite odd; that is,
one is spending more time waiting in line to get in the dressing rooms or to pay for the
clothes than actually choosing them. | thought to myself that there is something wrong
with this. People’s time shouldn’t be wasted like this. There are more valuable things
to do than waiting in lines. | wanted to create a way to make clothes shopping easier,
simpler and more efficient; thus, | decided to start Cherry Blossom, the company that
could make all this happen.

Products and Service

Cherry Blossom aims to let people save time when they shop for clothes by using a
technology called — Augmented Reality (AR). The purpose is to make it possible for
everyone to try on clothes without really going to the store.

What AR can do is it can digitally create a replica of an object and enable the user to
edit that digital replica. With the help of AR, Cherry Blossom can actually create
personal avatars for customers that perfectly recreate their body features including
height, weight, and body shape. To create the avatar, all the customers have to have is
simply a webcam and link it to the Internet. Our system will take care of the rest.

Once the avatars are created, Cherry Blossom can make the magic happen. The users
can choose all kinds of clothes and accessories from our inventory, and put them on
their avatars. They can instantly see how they will look like with their selection.
What’s better is that with Cherry Blossom’s service, there will be no blind spot. The
consumers can rotate or turn the avatar 360 degrees, and can even flip it upside down.
In fact, because of multiple angles, they can see themselves better than what they can
do in a real store!

Besides the online try-on, the Cherry Blossom’s service has another advantage.
Because the consumers can get an exact picture of how they will look like in the
products, the return rate will be largely lowered. This can save the company a fortune
and at the same time reduce the resource used to generate less productive services
such as return. These savings on costs will eventually go back to the customers in the
form of lower prices.
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Right after the consumers have had a perfect idea about their selection and made up
their minds, they can purchase the items they want with just a click. By combining the
online try-on and online shopping, Cherry Blossom can save time, money and energy
for customers when it comes to buying clothes. We want to proudly say that at Cherry
Blossom, no more lines for everyone.

Target Customers

As an online clothing retailer and with the advantage of AR, Cherry Blossom wants to
focus on heavy online clothing shoppers who don’t have time or don’t want to spend
time in a brick-mortar store. According to the results of our previous survey, we
believe we should target female customers at the age of 28-40 who live in big cities
because this particular group has several distinct characteristics that highly match the
above mentioned criteria. Those characteristics are listed below:

B Tend to have a promising career ahead
B Live alone in cities
B Confident, independent and highly self-identified
B Have high social need
B Single
First, a woman who has a promising career usually places a higher value on her time.
To her, efficiency may be the most important thing. They are the ones who are most
likely to use our service to save time because it is so valuable to them. Cherry
Blossom is actually selling them the feeling of getting something that they want with
accuracy and with a blink of an eye.

Second, due to the fact that they usually confident, independent and highly
self-identified, they prefer something that is unique and special. They dislike being
the same as everybody else. They want to show their personal style on their clothing.
The ability enabled by AR can let them do just that. Although there could be only
limited varieties of clothes and accessories, distinct styles can still be created from
different combination of clothes and accessories. AR builds the perfect platform that
people can try on thousands of combinations in a very short time and they can save
those combinations in the data base all with just a click. Imagine how much time and
energy it requires if someone wants to locate all these items in separate
brick-and-mortar stores.
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Third, because of the fact that they live alone and the high social needs, they need
various styles of clothes for different occasions. Clothes that are not too expensive
and can be obtained with ease become a necessity. Cherry Blossom can meet those
needs easily. The items can be delivered to their doors or the customer can drop by a
pick-up center at any time. However, the key that really makes Cherry Blossom stand
out from the crowd is the low return rate that comes along with the help of AR.
Because of the low return rate, the return related costs can be saved and thus can be
transformed into lower prices on the products.

Combining all the characteristics of the targeted group and the strengths of Cherry
Blossom, we believe that our main focus is the segment of 28-40-year-old females
who live in big cities.

Marketing Strategies

In order to reach the target customers, Cherry Blossom deploys marketing strategies
that can be described by using the 4Ps concept, Product, Place, Price and Promotion.
Due to the fact that the introduction of Cherry Blossom’s product has been given, this
section will mainly focus on the last 3Ps.

B Place

The clothes of Cherry Blossom will only be sold online. The reason is that we want
to provide our products to our customers at the lowest possible price. In addition, if
Cherry Blossom can provide the online experience that is the same as in reality, then
it’s pointless to spend extra expenses on something that cannot create more add-on
value for neither the consumers nor the company. Nonetheless, Cherry Blossom will
cooperate with retailers and put the products on their websites in order to attract more
customers and gain popularity among online clothes shoppers.

B Price

The prices of Cherry Blossom’s product will be from $25 to $200 per piece, varying
depending on the item. The core idea in setting our prices is to make it affordable to
our key customers, females living alone in cities. The price would be affordable, but
at the same time, not to a level that is too low to be considered as something “cheap”.
Cherry Blossom wants to build its brand image as fashionable, accessible and
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affordable through its pricing strategy.

B Promotion

The promotion strategies of Cherry Blossom can be summarized into three points:

® Search Engine Optimization (SEO):

The best way for an online company to advertise itself is to use SEO, because
people nowadays are so used to using search engines to find everything they
need. Cherry Blossom will take advantage of our strong tech team to develop and
decode the algorithm that is behind major search engines so that whenever
people type something like “clothes”, “online shopping” or *“accessories”, they
will see Cherry Blossom in the top five results.

® Targeting Marketing:

Cherry Blossom will create a database by using cookies that can store
customer’s information and their patterns of behavior. Once the information
is obtained, Cherry Blossom can improve our website, designing better
products and even reach customization for every customer. Most importantly,
we can provide precise suggestions to consumers according to what we have
known about them. This can increase their willingness to do business with us
because, again, this saves more time for them.

® Free first time purchase return:
To educate our customers the powerfulness and convenience of AR, Cherry
Blossom will provide a free return for customers who receive an unfit item
for the first time. The purpose is to let people know AR’s powerfulness and
also to let people gain trust on Cherry Blossom.

Competition

Through a careful market analysis, Cherry Blossom is able to identify two types of
competition:

B Direct competition

This type of competition comes from other online clothes shopping websites,
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including brands that own real stores such as Zara and H&M. However, after
examining their websites thoroughly, we found out that there are two areas where we
can surpass them.

® New online try-on system:
With this new feature, Cherry Blossom can provide the customers better
knowledge about how the clothes will look on them before they make any
purchasing decisions than what our competitors can provide.

® | ow return rate:
Because of the better knowledge about the products, customers won’t have to
return the items that don’t fit them or don’t look the same as what they saw
online. By cutting down the return rate, Cherry Blossom can save a lot of
manpower, time, and energy in dealing with return and its related issues; thus,
creating a cost advantage over our opponents.

B Indirect competition

Cherry Blossom’s indirect competition mainly comes from two sources:
Brick-and-mortar stores and retailers’ websites.

® Brick-and-mortar stores:

Real stores are another choice when people are shopping for clothes.
However, the inconvenience of shopping for clothes in brick-and-mortar
stores is the reason that Cherry Blossom was created. Saving time and efforts
will be the biggest point that we can stand from the competition with these
brick-and-mortar stores. Furthermore, the costs of running a real store are
high. Without all these costs of maintenance, again, Cherry Blossom would
have cost advantage over these opponents.

Nevertheless, Cherry Blossom is still facing a challenge that needs to be dealt
with. Some females, treat shopping as a social event or recreation. What is
more important to them sometimes is the feedback from friends or families
rather buying those clothes. Cherry Blossom will make up this deficiency by
enabling customers to be able to communicate and share the opinions online
with others or only with the ones that they choose to share with. Functions
like discussion board and review zone will be very useful tools to achieve
that.
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® Retailers’ websites:

Retailers’ websites such as Macy’s and Nordstorm also provide online
clothes shopping to consumers. Due to the fact that they are retailers, which
means they only serve as channels not fashion companies, Cherry Blossom
could actually turn this kind of competition into an opportunity of
cooperation. Cherry Blossom can negotiate the necessary royalty that we
need to pay to get our products on their sites without having a presence in
their department stores.

By collaborating with retailers, not only can Cherry Blossom strengthen its
presences in consumers’ minds, but can also build up its popularity. As the
consumers purchase our products, there will be chances that we could
education and introduce the online try out system to them. Therefore, they
will be more likely to go to our website directly and place their order.

Management Team

In order to make Cherry Blossom the top-notch company in the industry, we spare no
expense. In Cherry Blossom, we only hire the best people. Our team consists of a
variety of talents. Their details are listed below:

B Chief Executive Officer: James Tsai
Mr. Tsai graduated from Harvard Business School with a degree of MBA in 2007.
He was once the vice president of marketing of the Lativ, a well-known fashion
company in Taiwan. He was also the former CEO of Yahoo, Taiwan.

B Chief Operating Officer: Pierce Brosnan
Mr. Brosnan has a MBA degree from University of Pennsylvania. He has more
than 15 years of experience in Amazon and Brooks Brothers overseeing the
logistic and online delivery operation, which makes him our first of choice of
Chief Operating Officer.

B Chief Finance Officer: Wu, I-Kuei
Mr. Wu is a PhD of accounting from National Taiwan University. He was the
former CFO of the CTBC Bank Group in Taiwan, one of the most profitable bank
group in Taiwan. Mr. Wu specializes in the field of corporate finance and financial
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projection, and before he became the CFO of CTBC, he had 10 years of
experience of managing the company’s cash flow and debt-equity financing
balance.

B Chief Technology Officer: Kevin Lynch

Mr. Lynch graduated from Massachusetts Institute of Technology with a doctoral
degree. He was the former CTO of the technology giant of Adobe and Apple’s vice
president of technology before he joined us. Mr. Lynch has spent more than 20 years
developing AR technology. In fact, he is the key person who is behind some recent
major improvement in AR.

Financial Forecast and Requirement

The online clothes shopping in the United States had a 10 billion-dollar market value
in 2015. Cherry Blossom expects to be able to generate $5,000,000 sale in the year of
2016, and the sale is expected to continue to grow at a rate of roughly 26%. In the
year of 2019, we estimate that Cherry Blossom’s sales will reach approximately
$10,000,000. Cherry Blossoms also expects to be able to maintain a profit margin
above 25% throughout these years. Please refer to the projected statements for more
information.

Projected Income Statement — Cherry Blossom

Year 2016 2017 2018 2019

Items (in USD)
Sales 5,000,000 6,300,000 7,938,000 10,001,880
Cost of goods sold 2,250,000 2,835,000 3,572,100 4,500,846
Gross Profit 2,750,000 3,465,000 4,365,900 5,501,034
Operating Expenses:

- Internet 550,000 693,000 873,180 1,100,207

- Rent 308,000 388,080 488,981 616,116

- Utilities 66,000 72,000 72,000 72,000
Wages and Salaries 440,000 554,400 698,544 880,165
Depreciation 110,000 138,600 174,636 220,041
Total Expenses 1,474,000 1,846,080 2,307,341 2,888,529
Net Income (Loss) 1,276,000 1,618,920 2,058,559 2,612,505
Profit Margin 25.52% 25.70% 25.93% 26.12%
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To avoid the danger of defaulting, Cherry Blossom will only issue common stock in
year one. In total, Cheery Blossom expects to bring in two million dollars with the
issue of the common stocks. In year one, Cherry Blossom will make capital
investments around one point five million for the server and other infrastructure
which will be depreciated gradually in 15 years. Please refer to projected start-up
funds requirement statement for more information.

Start-up funds requirement for the first three years

Start-up funds requirement for the first 3 years

Server Infrastructure $ 1.5 million

Operating Expenses $ 0.5 million

Liquid Assets $ 0.5 million
Exit Strategy

Cherry Blossom expects to remain non-public traded in three years; however, Cherry
Blossom will provide an optional buyout at the end of the year three. Also, at the end
of the year three, Cherry Blossom will have a capital increase which the current
investors will have the privilege to purchase those stocks first. In five years, the board
of the Cherry Blossom will decide whether to have an IPO or to sell the AR platform
to other retail websites.

Conclusion

Cherry Blossom’s goal is to make online clothes easier for everyone. By utilizing the
AR technology to provide online try-on to customers, Cherry Blossom provides a new
online clothes shopping experience to them and at the same time, solves every
problem that they encounter in clothes store in reality.

We promise our investors that they can reap the payback soonest at the end of the year
2018 and we are confident that with the careful market analysis and our talented
management team, we can definitely reach those projected goals. Cherry Blossom is a
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company that makes reality go virtual. Please consider joining us to make online
clothes shopping easier than ever before.
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M 2— A RS E

Introduction

Bikes for the World is a non-profit organization that collects bikes in the United States
and sends them to needy people in development countries. It donates around 12,000
bikes per year to up to 14 countries. Better transportation can benefit citizens in terms
of family supporting, patient caring, and education. However, there is always room
for improvement. In this paper, we listed 5 areas that Bikes for the world could have
done better: communication, website and social media, mission statement, annual
report, and verification mechanism. We also recommended respective solutions to
these weaknesses and believed that the suggestions are helpful for the operation of
Bikes for the world.

Background

Bikes for the world, a nonprofit organization based in Arlington, Virginia, United
States, has been dedicated itself to collecting used bikes, used bikes parts and tools
and transferring them to community programs in developing countries for more than
ten years. Founded as an affiliated program of the Washington Area Bicyclist
Association by Mr. Keith Oberg, the organization has been growing ever since, from
its first used bikes donation to Honduras in 2005, to becoming the largest bicycle
reuse program in the United States. In addition to used bikes donations, Bikes for the
World has initiated a bike-related community service program in Rockville, Maryland
since 2007. (Bikes for the world, 2016)

B Mission:

Bikes for the world has two missions: (Bikes for the World — Mission, 2016)

1. “To mdake quality used bicycles and parts affordable and available to lower
income people and select institutions in developing countries, to enhance
their lives and livelihoods through better transport”

2. “To generate skilled employment in bicycle repair and maintenance
overseas, and to provide satisfying environmental and humanitarian
community service opportunities for volunteers in the United States.”

“A bicycle can get someone someplace...
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like from poverty to self-sufficiency”

B Funding:

Capital is needed to cover the cost of ordinary duty and executive work of Bikes for
the world. There are five primary ways that Bikes for the World raises its funding:

1. Donation with bike
A donation of $10/bike is suggested for every donor of bikes. They are used to ensure
that every old bike can maintain its normal use.

2. Oversea partners
The transportation fee is paid by the oversea organizations that bikes are donated to.
The charging of the freights makes the shipments more efficient.

3. Service revenue

Service revenue is provided by the local government for clearing away bikes from
waste stream. The bike and pedestrian safety training provided by Bikes for the World
is also funded officially.

4. Grants and donations
Direct money donations and program grants are given by individuals and private
corporations.

5. Bike sale revenue

At most two percent of the bikes will be sold in the United States when they have
premium values or inadequate for oversea uses.

The funding records are shown in the annual financial report. They are available for
all the stakeholders to check related information such as funding sources and funding
amount.

B Project

Bikes for the world collects bicycles, bicycle spare parts and components, and bicycle
accessories in the United States and donates them to other countries. After
maintenance and transiting, oversea partners will sell the bicycles in reasonable prices
to people in need. Portable sewing machines are also collected and donated as
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“productive asset” for low-income individuals. Annually, more than 15,000 bikes are
donated to up to 15 countries. The donated bikes help people in developing countries
in several ways: providing affordable transportation, creating jobs, simplifying
students’ commutation to schools. Also, citizens in the United States are benefited
because Bikes for the World offers chances of community services, and protects the
environment by recycling unused bicycles.

Weaknesses of Bikes for the World

After studied related information, five weaknesses are identified, which are:
uncoordinated internal and flawed external communication, insufficient disclosure of
information, website design and management of its Facebook fan page, ill-written
mission statements, and lack of verification mechanism for bikes donated abroad.

® Uncoordinated internal and flawed external communication:

First of all, during the process of trying to set up an interview with Bikes for the
World, we had difficulty in establishing an effective channel to communicate
with it. These incidents clearly demonstrated that Bikes for the World needs to
improve in this regard. To begin with, in terms of communication within the
organization, the main issue is that there is no overall window for emails sent to
it. In our cases, some staffs claimed that they had received our emails, but some
seemed to know nothing about them at all. This indicates that there could be no
system for the staff to keep record of important requests or noticeable events
happened in that day.

Second, the above mentioned incident reveals a critical weakness: staffs are
undertrained in terms of handling phone calls. There was one time that the staff
said that they did receive the email and she was sure that a reply concerning
setting a time for the interview was sent. She assured us that she would check
again to see whether the email was properly sent or not. However, from the start
to the end of the conversion, she had never asked us for our contact information.
Obtaining contact information is the 101 for any receptionist because that’s the
basis for follow-ups. As a result, we never heard from that person or the
organization again. This kind of experience could very possibly create a negative
image in stakeholders’ minds.

® Insufficient disclosure of information:
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Second of all, according to its website (Bikes for the World — How we are funded,
2016), Bikes for the World will trade certain types of "high-end" or "vintage"
road, or classic BMX bikes as a part of funding. Although it claims that the board
of direction now limits the sale to be as high as two percent of the bikes that it
handles annually, we still believe that this kind of funding source could cause a
serious ethical issue. Even if those bikes are deemed unsuitable for overseas use,
whether selling the donations is ethical still remains unclear. In fact, we would
like to know if Bikes for the World informs the donors that their donation could
be traded for funding instead of being transferred to abroad when they donate the
bike to it. If Bikes for the World does not get the consent of the donors to trade
their bikes, it is unethical for them to do so and use the money obtained to
support the organization.

Better design of the website and better utilization of social media
are needed:

The next point is about taking advantage of Internet and social media. Bikes for
the World has put a lot of information in its website, and it is really informative
in terms of letting people know about its mission and results; however, the
website is not impressive. There are three major problems. First, there are a lot of
words but the font is small. It is quite hard for visitors to read the information.
Second, there is no any news or update section on the homepage and the number
of the bikes donated is also without an indication of up to a specific date. All
these will convey a message to people who are interested in it; that is, lack of
efforts. Last, the layout of the pages is stiff. The same kind of layout and
arrangement are used in almost every page. If there can be more multi-media
content placed in the middle of long paragraphs (rather than putting all of them
in the bottom of every page), it can induce readers’ interest as well as provide a
pit stop for readers to take a rest and better absorb the messages.

We assume that Bikes for the World tries to keep its stakeholders and the general
public updated by using the Facebook fan page because it constantly publishes
news and other materials on it. Unfortunately, the fan page is not well managed.
It currently only has 2,119 followers. That is not impressive for the nation’s
largest bikes reuse program. Considering that the advertising expense is the
biggest portion of their expenses, we believe that it is necessary for them to think
over how to better utilize their resources. Taking into account the formidable
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power in promoting an agenda and drawing attention, it is a must for Bikes for
the World to improve itself in this regard.

HI-written mission:

Fourth of all, as noted in the previous section, Bikes for the World has two
missions. (Bikes for the World — Mission, 2016)

Merely with a glimpse of the two mission statements, we quickly identified two
problems concerning the way that they are written and the writing strategies.
First, both statements are too long and wordy. It makes it hard for the readers to
instantly grasp the gist of the organization’s core activities. Furthermore,
grammatically, the first statement is not so clear to understand. When the adverb
phase is far from the sentence that it intends to modify, it creates confusion for
readers to figure out what sentence it is trying to modify.

Second, in light of the NGO handbook, the mission is the key of the
organization’s sustainability and it should demonstrate the uniqueness and the
strategy of it. (Hilary, 2012) We believe that the current mission statements fail
to do so in both aspects. After finished reading the statements, we can only tell
that it is an organization which specializes in bike reuse program, but We neither
see any points that make it stand out from the crowd nor any strategies to achieve
its goals.

Lack of verification mechanism

Bikes for the World seems to do a good job collecting used bikes and conducting
service projects in the United States but there is lack of information about the
final whereabouts of the bikes. The process of a bike donation includes
collection, maintenance, shipment and selling. The first two steps are the main
tasks of Bikes for the World. The last two steps, shipment and selling, are
finished with the cooperation of other NGOs and entirely by other NGOs,
respectively. The partner organizations are financially responsible for the oversea
shipment of the bikes and in charge of trading the bikes. In other words, they are
the ones who literally give the bikes to people in developing countries.

Because Bikes for the World is not the group who really sells the bikes, we did
not know exactly where the bikes went. Its annual reports told us the information
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about the donations of the bikes in details, not only the numbers but also the
sources. The information about receipts are also provide in the reports, like
which countries receive the bikes and the number of the bike sent. At the same
time, we can see several pictures and read individual stories of recipients about
bikes. However, those information about donation outcomes are not thorough.
We don’t know the general picture of who benefits from the bikes, for example,
the percentage of the bikes given to students.

1. As the NGO Handbook pointed out, it’s favorable for NGOs to cooperate with
each other. In doing so, small NGOs can focus on their specialized field but
create large effects. Nevertheless, it is important to have fair evaluation
mechanisms for the collaboration with other NGOs since the foundation of the
partnership is usually built on pure trust. Evaluation system could help NGOs
figure out if other NGOs do a good job or not, or even they are telling the truth
or not. Moreover, even if other NGOs do their work well, examining the results
is helpful for sometimes the mission of partner NGOs don’t aligned with each
other. Wheels Of Africa, for example, has a mission of “make cycling a thing of
every other kenyan, the rich and the poor”, which is a little different from the mission
of Bikes for the World. It is essential to discuss the differences so that Bikes for
the World can make sure the bikes are sold to people in need the most instead of
the people who pay the highest prices.

2. Even though the bikes could benefit authentic people, sometimes they may
influence the local bike industry. The impact of the bike donation on local bike
industry should also be a part of the verification mechanism. The intentions of
the bike donations are helping people in developing countries; therefore, if the
donations hurt the local industry, it couldn’t meet its initial purpose at all.

Proposed Solutions

Following are the five recommendations we develop for each shortcoming that is
listed in the last section

® Create a communication record system and provide better phone call
training for staffs:

We start with this problem, for we believe that this is the most urgent issue.
Bikes for the World has to have a better coordinated system in handling

32



incoming emails. A system, which does not have to a computer based one, of
keeping record of happenings in a particular day is necessary. The purpose of this
system is to make sure that when the next person takes over the shift, he/she can
still stay on top of them and to ensure that any important requests will not be
overlooked. In the system, certain categories need to be included, for example,
names, phone numbers, and the purpose of the call. The establishment of this
system could benefit Bikes for World and make sure that it will not let any
important chance slip away.

The system in the last paragraph can also be linked to another vital aspect; that is,
better phone call training for staffs. As noted, the staffs now do not have the
awareness of actively asking for those information whenever they receive a
phone call. By making this a requirement and habit, Bikes for the World will not
risk any possibility of losing a millionaire donor.

Disclose all the necessary information and obtain the consent from donors:

Indeed, there are some types of bikes that are not suitable for overseas use, and
simply refusing to accept those donations is not a good solution to the problem
either. It is not wrong that Bikes for the World trades those bikes for funding;
however, it is its obligation to disclose all the possible ways of how it will deal
with bikes that they received from the donors. We would suggest that it require
the donors to sign a form of consent when it receives the bikes. The form does
not have to be as long as a commonly seen “end-user license agreement;” All it
has to say is that “your bike could be traded for the organization’s funding if it is
deemed unsuitable for overseas use.” If some people find that they do not feel
comfortable with their bikes being traded rather than directly transferred to the
people in need, they can choose not to give their bikes to Bikes for the World.
The important point is that Bikes for the World needs to assume the
responsibility of informing people beforehand and leave the decision to the
donors. By fully disclosing the necessary information, not only can Bikes for the
World avoid the danger of ethical breeches, but it can also gain the better trust of
its donors.

Redesign the webpage with professional help and consider purchasing ads
or promotional appearance on Facebook:

As noted, the website of Bikes for the World has several issues which, if solved,

33



could make it more appealing to the audience. First is the problem of too much
information at one time. After checking several other similar NGOs’ websites,
we found that NGOs are apt to put whatever information they have on their
websites. The excessive amount of information might deter visitors from reading
it; thus prevent any possibilities of having someone look deeply into it and
absorb the information. To solve this, Bikes for the World should divide the
information into more sections; instead of putting everything related under one
subheading, it could add a few more pages under those subheadings and put the
most appealing story upfront. Multimedia would be helpful as well. These
changes would create a better reading environment and at the same time, keep
visitors from feeling overwhelmed.

Second, Bikes for the World should consider adding an update section on its
homepage. Sections such as news or slideshow of recent events or activities
could give visitors a first impression that the organization is actively engaging in
their mission. Also, having a number of bikes that are donated without a specific
date can sometimes make people wonder about the trustworthiness of that data.
Setting up these sections will not cost a lot, especially when compared with the
benefits that they can bring.

Third, similar to other NGOs’ websites, Bikes for the World’s website does not
convey a sense of professionalism to people. Bikes for the World spends roughly
$270,000 annually on advertisement. Shifting a part of that expense to hire a
professional help to design the website would be a very worthy long-term
investment and the most effective advertisement. In addition to making the
website easier to digest and giving it a better look, changing the design can have
another merit: that is, to make Bikes for the World stand out from the crowd. As
noted, most NGOs websites are not too innovative in their design. If Bikes for
the World can break that stereotype, it can surely leave a distinguished
impression in people’s minds.

Last, no one can overlook the power of social media nowadays. Taking
advantage of social media properly can bring an additional force to achieve the
organization’s goals. Bikes for the World could purchase the promotional
appearance on Facebook to better promote its fan page. The reason is that a
popular post on Facebook can reach more people than a hundred flyers can in a
way that is both faster and deeper. Further, it is more manpower-efficient as well.
Another crucial point of using the internet is that it is totally eco-friendly, which
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also matches one of the main themes of Bikes for the World. It seems that Bikes
for the World could make a better use of their resources at hand. Switching the
component of its advertising expenses is a very good start.

Revised mission statement:

In my opinion, a better written mission for Bikes for the World can be as follows:

“Bikes for the World transforms used bikes into better transport
for the people who desire to live a better life. Not only can those
bikes change lives overseas by providing jobs and better transport,
but they can also enrich lives in the United States by creating
inspiring volunteer opportunities.”

If written in this way, all three insufficiencies mentioned in the last section could
be covered. First, the new mission statement clearly gives the purpose of the
organization, which is to transform used bikes into a means to help people in
need; second, it is more concise than the original one; third, it shows the
uniqueness of Bikes for the World by stressing that not only does it help people
overseas, but also creates value for people within the country. In all, with the
new mission statement, readers could get the essence of it more quickly and
more precisely. It will definitely allow people to gain better knowledge about the
organization.

Verification system

If a complete list of cooperating groups containing each links is provided, it will
be convenient for the stakeholders of Bikes for the World to check out the final
location that the donated bikes went to. Exhibiting the annual reports of Bikes for
the World’s partners on its website is also a brilliant idea to make people easily
access to the whereabouts of the bikes. The methods above could save a lot of
works and time of searching information. Take year 2015 for example, Bikes for
the World donated bikes to 15 countries so that they have about 15 partner
organizations. For those who may be interested, especially the donors, it is too
troublesome to find out which organizations those fifteen are and where each of
their annual reports is.

Indeed, there are some types of bikes that are not suitable for overseas use, and
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simply refusing to accept those donations is not a good solution to the problem
either. It is not wrong that Bikes for the World trades those bikes for funding;
however, it is its obligation to disclose all the possible ways of how it will deal
with bikes that they received from the donors. | would suggest that it requires the
donors to sign a form of consent when it receives the bikes. The form does not
have to be as long as a commonly seen “end-user license agreement”. All it has
to say is that “your bike could be traded for the organization’s funding, if it is
deemed unsuitable for overseas use.” If some people find that they do not feel
comfortable with their bikes traded rather than directly transferred to the people
in need, they can choose not to give their bikes to Bikes for the World. The
important point is that Bikes for the World needs to assume the responsibility of
informing people beforehand and leave the decision to the donors. By fully
disclosing the necessary information, not only can Bikes for the World avoid the
danger of incurring ethical concerns, but it can also gain the better trust of its
donors.

The evaluation between Bikes for the World and its partner organizations is
recommended. Evaluation is important because it "is the systematic review and
assessment of the benefits, quality and value of a program, activity or
organization as a whole." (Aviles, p.10) Cooperation should also be evaluated to
examine the benefits, quality and value of the partnership. If the evaluation
results are not good enough, the model of collaboration needs to be changed and
improved. The comprehensive evaluation may contain three different types:

1. Evaluating the partner NGOs

This evaluation enables Bikes for the World to understand if partner
organizations are worth cooperate with.

2. Peer evaluation among the partner NGOs

Peer evaluation is the most precise one because organizations which do similar
things can identify each other’s weakness without difficulty.

3. Being evaluated by the partner NGOs

Bikes for the World can know what the partners’ need really are from the
evaluation so as to refine the cooperation and make it more efficient and
effective.

These evaluation above from different perspectives allow Bikes for the World to
specify the direction of collaboration to improve.

Bikes for the World stated that most of the markets they donated to didn’t have
any mature bike industry. However, the bike industries of some countries,
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Philippine for example, are developing. If the verification mechanism consists of
consideration about the maturity of local bike industry, it could avoid the
situation that bike donations actually damage the people’s lives in developing
countries.

Conclusion

Thus far, this research paper has examined the areas that Bikes for the World needs to
improve. They include: internal and external communication, disclosure of
information, better usage of online resources, better written mission statements, and
the establishment of a verification system for bikes donated abroad. Specific solutions
are respectively developed to address each aspect as well. Bikes for the World and its
mission are genuinely good in nature. We believe that if it can elevate its performance
in these areas, it can certainly help more people in a faster, sounder, and more
trustworthy way. This research paper is only a start. We hope that other research can
be done in terms of Bikes for the World’s annual report and more detailed analysis
about the portion of its expenditure. Those studies and data can be extremely helpful
to the operation of Bikes for the World. In all, we would like to praise Bikes for the
World for what they have done for the people in need in these years. We hope that it
can keep up its good work and continue moving forward and make this world a better
place for everyone.
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