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A Good Business Plan Is'!
Worth Its Weight in Gold
SRS T

* be worth its weight in gold =7 EFEE?H HpIL:
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1. Good Taste, a mid-sized producer of high-quality foodstuffs in
Taiwan, is & 100 percent natural
fresh-fruit ice cream.

WHGREAE—RPENSRERAMER H RIETHHRIESR  BHBRABR
TKIEM o

2. % early 2016 reported that
39.8 percent of respondents chose ice cream as their favorite
summertime treat.

2016 FHIFTETH—RTHERIEH » 39.8% MRFFEEFICHNAREMNEFHHE o

3. > health-conscious consumers
who pay top dollar for quality.
LeERASREVIERE - BEEAREIEEHES -

4. Good Taste = the only premier food company
selling upscale, fruit-flavored ice cream.

PP RS U —BR E S HEK R AR SRA R S R A -

5. = one brick-and-mortar location, the company
will open two more in 2018.

FAREE—ERE/EEBANSE - 2018 FHGIEETME S

6. & NT$4.5 million in the first year.
HESRTRIN B HERF A 1S 450 BT -
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@ 28#, a producer of + Em#HEE + in 8, is promoting
its new line of + Ef&.
LookFab, a moderate-sized producer of fashion accessories
in Taichung, is promoting its new line of gorgeous designer
silk scarves.
BERAN—RPENRTRARER » RETITHARIER * BERFR
@ -

® Domestic consumers are increasingly pursuing + #%
+ such as + 2,

Domestic consumers are increasingly pursuing European
beauty products, such as natural makeup from France and

Italy.
EPUHEERRBERRARDER © FIINERRZERRORAR L

© A market survey conducted in Ff@ + reported that
+ HIREH.
A market survey conducted in the fall of 2015 reported
that 78 percent of Taiwanese mothers shop online, and 15
percent of that group does so exclusively.
2015 FMRFTETH—HOTEES - 78% MAEISUER LEY - hEPE
15% KREME LY -

O 28%& + will exploit a niche market with + ERfe&,
Love Lohas will exploit a niche market with specially designed
yoga mats made from free-trade rubber in a variety of
appealing colors and patterns.
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Executive Summary

Good Taste, a mid-sized producer of high-quality
foodstuffs in Taiwan, is promoting its new line of
100 percent natural fresh-fruit ice cream, beginning
with a retail location in Taipei.

Market Analysis

A. Market Trends

Domestic consumers are increasingly pursuing’
natural trends such as chemical-free, locally grown
food. Following a series of food scandals,” sales of
high-quality, upscale’ food products are on the rise.

B. Market Needs

A market survey conducted in early 2016 reported
that of the 39.8 percent of respondents who chose
ice cream as their favorite summertime treat, 58

percent were female.

C. Market Growth

The market for frozen desserts has grown an average
of 4.1 percent annually since 2006. Combined sales for
2014-2015 exceeded’ NT$4 billion.

D. Competition

Three types of businesses currently operate in the
highly competitive ice-cream sector in Taiwan.
These are large Western brands, smaller Japanese
and Taiwanese brands, and thirdly, convenience
stores. Good Taste will exploit® a niche market with

distinctly® Taiwanese flavors and unbeatably’ fresh

merchandise.
niche market " FIEm5 | $5AF]
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. upscale [ ap'skel] adj. Z#&HI

. exceed [ik'sid] v. #B:8 /
. exploit [k splort] v. BI%

. distinctly [dr stinktli] aov. it

. unbeatably [an'bitobli] adv. L faLLit

F R & B &

. pursue [pa'su] v. B3k
. scandal [ skendl] n. ERR
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. recognition [ rekag nifon]

n. HERE

. distribution [_distrs"bjufon]

n. B (SCREIZEHEE)

. volatility [.valo tilati]

n. KEE

. concurrently [kon'ksontli]

adv. [FIFFEEE-ih

. perception [pe"sepfon]

n. B&

. unparalleled [an'pera.leld]

adj. HERTULEAY

. appeal [o'pil]

v. i%5| (+to)
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e pay top dollar 7tk
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SWOT Analysis

Strengths

+ Strong local suppliers (more than 30 small-scale
Taiwanese farmers)

+ Wide variety of unique flavors, such as longan,
sugar apple and mulberry

« Fresh fruits for low-calorie, healthy desserts

Weaknesses

+ Limited brand recognition’

- Small distribution” network

+ High cost of ingredients and shipping

Opportunities
« Fresh-fruit, low-fat ice cream rare in Taipei
+ Urgent demand for natural food products

Threats

+ Volatility’ in price and supply of fresh produce

- Supermarkets concurrently” entering the market
« General perception’ of ice cream as unhealthy

. Mission

To provide unparalleled® quality and flavor
of 100-percent natural ice cream made from
Taiwanese-grown fruits.

Market Segmentation

A. Target Market

This product will appeal” to health-conscious
consumers who pay top dollar for quality. In
particular, females aged 18-45 have shown keen
interest.

B. Positioning
Good Taste will emerge as the only premier food
company selling upscale fruit-flavored ice cream.

C. Price
Adjusting for varying costs of ingredients, price per
scoop will be NT$90-150.
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©To provide + Ef + made from + [R#.

To provide outstanding quality and comfort of furniture made from
sustainably farmed Indonesian teak wood.
RELUKEEENINEMAES - BlRERFHENREA -

@ This product will appeal to consumers who + EEEFE.
In particular, ;HE&E 1% 5B FESE.

This product will appeal to younger consumers who want to make a
statement with their sense of fashion. In particular, men aged 20-35
have shown keen interest.

LRSI SR ERE R RN FEORES - JFHIE 20 £ 35 ZMEUCREREES -

0 8% + will emerge as the only company selling + E&.

Footloose will emerge as the only established company selling locally
produced and quality-assured footwear.

BREARSUE—REAMEIEE AR ERENETREB DR -
0 Adjusting for + E&REA, price will be + {BfiL.

Adjusting for seasonal costs, price per 100 grams will be NT$300-500.
FEFETIEANAGAEE » & 100 AHIERAEH A% 300 JTE 500 T2 -
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1TEHsRAS «— VI. Marketing Strategies

A. Distribution Plan

EMBIEER -
« Starting with one brick-and-mortar’
giiiﬁ*ﬂﬁﬁﬁ‘ﬂﬂ o— location, the company will open two more
Z=onTHEHYEH Bl ©
in 2018.

+ Online sales will at first be limited to group
buying.

B. Promotional Methods

HER  RHERWBIRHER -

TREARASZ

KE~ NEFEMR -

F R E A&
1. brick-and-mortar
[brikeend morte] adj. EEEHY
2. booth [bud] n. iz
3. recommendation
[.rekomon’defon] n. HEEE
4. cash register [red3osta]
WERE
5. visible ['vizobal] adj. BBFEHY
6. expenditure
[1K spenditfo] n. Bz

7. personnel [.psso'nel]
n. ANE

8. utility [ju uloti] n. KEEHE

9. sundry ['sandri] n. %18

O nrsn —

+ TAP /& traceable agricultural products
[‘tresabol] [grr kaltforal] AUEFHERS
i TEHEERES, o

f amortization expense [ &mato zefon]
B TOEMESEER 0 XIE TEHE . 48
HRIRFEER  RERFERVEIE
ENMEEETFRA - METERA -
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—t « Primarily targeting women aged 18-45

+ Grand opening special: buy three, get one
free in first two weeks

+ Weekend in-store activities: seasonal
tastings and discounts

« Tasting booths’ in shopping malls

+ Discounts on future purchases for
recommendations’ on social media

+ Seasonal fresh produce displayed beside
the cash register’ with visible® TAPT label

— VII. Sales Forecast

Sales are expected to reach NT$4.5 million in
the first year.

4— VIIl. Expense Forecast

Expenditures® are forecasted as follows:
one-time cost of NT$3.5 million for location
and equipment (NT$500,000 each year as

an amortization expenseJr for seven years).
Yearly fees are projected at NT$300,000 for
marketing, and NT$2.4 million for personnel,’
utilities® and sundry’ (NT$200,000/month).
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N
that more than 80 percent of people often
fail to find their personal items.

FAELEBEATEIN ATl (NovaTrends Asia, Inc. ) ERITHEITHI—IEMEARER » BB/ \RBIAKE
HABIEBAYSR -

LIS

a device to help them locate lost items.
tbsh - EERBIAEERERMRIGE BPIHEIXRY

-

an innovative electronic product that would assist consumers in
Iocating misplaced items.

HEMBSEERBRAFEFER - IGBEETHEEMIREA -

S
people find the things they need fast.

A EABIEE (158 (Personal Assistant Locator ) BEA0{a 35 1 12 B A (PR B EL B
EYmRIEFERRIEHE ©



A recent market survey conducted by company/institution

indicated that . .7~ * 77

VN REITAY—IRTh RS » -

e A recent market survey conducted by ABC Group indicated that 65 percent of mothers
of elementary school children have difficulty getting their kids to brush their teeth.
ABC EESATETI— MBS - RO NZESRREWE B R TFERT -

oy +V-ing
p
In addition, nearly number percent would consider . . . to help
them . =~ + F#ai

BES + S BB A B TR

e In addition, nearly 30 percent would consider seeking professional opinions to help them
solve this problem.

A IE=RRMIA B E B S REET BRI RIEERE -

The new product concept aims to develop product that would assist
consumers in . . . *+V-ing
FERHLSERR EL - URBHEE--

e The new product concept aims to develop toothpaste products that would assist
consumers in getting their kids to brush their teeth regularly.

HERBSEERBTEER BB RMPINY NIRRT -
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Highlights the Adj./N. and Adj./N. aspects of product.
ZEBALE EEdh AY--oo B OSSR o

e Highlights the flavor and colorful-design aspects of Fresh Toothpaste.
REVEH T BHIWERS RN -

e + R EDE
o+ [FEREDEA o~

Focuses on how product can . . . by helping target consumers . . .
BT EL e mERRE BIEEEE - B
e Focuses on how Fresh Toothpaste can convey health benefits by helping children

reduce cavities.
RN T BRI R BB E R A I TR B ERE

ARHRT D o i % S 4




