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1. EXECUTIVE SUMMARY 

 

1.1. EXECUTIVE OVERVIEW 

The intention of this business plan is to outline the creation of an internationally 

recognized education institute through its franchise of a world class set of chain schools that 

specializes in both supplementing a host country's national curriculum (cram school) and 

providing foreign language courses (language center). 

 

The consumer-side of this education institute will focus on the provision of its curricula, 

programs, products and services to pre-university ages and levels (PK-Grade 12) through the 

development of kindergarten, elementary, and middle schools and junior and senior level high 

schools. The franchiser-side of the business will focus on the provision of everything needed by a 

school to ensure that a franchisee can be customer centric with the consumer-side running at 

optimum efficiency and the lowest possible cost structure. 

 

Abraham Academic Academy is the Brand name of this education institution. It will 

function as the head-office and be responsible for the franchising obligations; franchising, 

curriculum and network development; and consultation, customer relation and student services 

development. All businesses and schools that operate within the franchise will adopt a portion of 

the name. For example, Abraham Academic Academy Kindergarten, Abraham’s Elementary 

Language Academy, Abraham Academic Academy Junior High School, Abraham’s Senior High 

Language Academy, Abraham Academic Academy Consultation Services and Abraham’s 

Student Services. 
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Abraham Academic Academy plans to own and operate some of its own schools as well 

as sell franchises. In terms of the chain's local growth and expansion plans, Abraham Academic 

Academy has organic and aggressive models that are interlaced. A point of interest is the 

Abraham Academic Academy view on education in this chain school era, which explains their 

focus on acquiring bankrupt and struggling schools and bringing into the brand small, local, 

independently run schools with the promise of a brighter tomorrow through our network. 

 

Local for Abraham Academic Academy means Taiwan. We are going to begin our focus 

on Asia by starting operations in Taiwan. Our flagship school is to be located in a suburb of 

Taipei and will initially consist of kindergarten and elementary grade (1-6) school programs. 

 

The local curriculum of a specific school will be based on the public and private schools 

that exist in the vicinity of that Abraham Academic Academy school, which the majority of our 

students are expected to attend. Initially, our language program will only focus on the English 

language and its curriculum will parallel the Western K-12 systems used in Canada, America, 

and Australia. Our language curriculum will also embrace elements of the British and European 

education system encompassed in the international baccalaureate program. 

 

By having our language program focus on the Western K-12 system, we are in essence 

providing a service that is only available in a few of the elite schools in a Non-native English 

speaking country. The current vision of English as a second language (ESL) that is embraced by 

most language schools is very limited to a recreational sense of the language and is missing two 

important and practical applications that are crucial to a student’s development. First, to support a 

student, who in the future might make the transition to an overseas school through the provision 
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of important knowledge already taught to local students there. Second, to provide a unique 

international view of the world to a student through subject matter that is neglected in both non-

native English speaking national curricula and standard language school programs. 

 

Internationally, Abraham Academic Academy plans to expand from its base of operations 

in Taiwan by proceeding to China. From China we plan to begin going south into Vietnam and 

north into South Korea. By this time we expect to bring the Chinese Language into our language 

schools curricula. The world already recognizes that China will be an economic powerhouse by 

2030, and trends already exhibit that Chinese language acquisition will become important in the 

future. Our intention is to utilize the schools in our network in Taiwan and China to obtain 

Chinese teachers and managers. We will provide our Chinese teachers with an exchange program 

and groom managers to either own or temporarily run schools in the new countries while 

implementing the Chinese language programs there. 

 

For the purposes of this business plan we intend to go over the long-term aspects of 

building the Abraham Academic Academy franchise, but focus on the immediate short-term 

opening of the kindergarten school. 

 



 

4 

 

1.2. THE ABRAHAMIC VIEW ON EDUCATION 

Education has always been a crucial factor behind a society's development. Those in the 

know and those with skills have always been better off and can be found occupying positions that 

allow them to flourish in the real world, which is why education has become synonymous with a 

better living. 

 

However, today's free market society has changed the role of education in two ways. First, 

our raised standards of living have brought higher education down to the masses causing 

education to become a basic necessity for life. This can be seen through the proliferation of 

educational material in both the public and private sectors and the rising minimum requirements 

of a standardized educational system. Education has become a mass produced commodity, but 

unlike the water in your glass and the meat and potatoes on your plate, education is subject to 

greater differentiation and price premiums. 

 

Secondly, today's free market society has not only brought about an international pressure 

to globally standardize education, but has brought about the requirement of a standardized 

language for communicative purposes. The world is flatter as many nations are part of the supply 

chain that makes our free markets work and technology has made the world smaller by bringing 

disparate resources together in a more timely fashion. It is the mobility of our human resources in 

this global village together with their knowledge and skills that has developed the need for a 

universal means of communication. For a long time English has been recognized as the 

international language and for some time still English will remain reinforcing the need for 

language schools. Abraham Academic Academy is English ready and is geared to be ready for 

the emergence of other languages as they become important. 
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Abraham Academic Academy believes it is better to supplement than provide the 

standardized education of a nation. Abraham Academic Academy believes that the 

supplementation is a larger market as competition is relative and every student in every country, 

school, and grade feels the pressure to improve. Another supplementation model benefit is the 

smaller initial infrastructure requirements and less bureaucratic red-tape, which translates into 

lower costs and fewer demands and compliance issues. 

 

We believe there are many advantages in focusing on the language portion of our model 

in selling our education systems in the international community. First, our schools gain in 

prestige as the best local schools in a non-western country are the international schools, which are 

generally known for their English Language programs. Second, by the adoption of the highly 

regarded western K-12 curriculum, we are put into a class of only a select few. Third, many 

students want to be educated overseas and are concerned over making the difficult transition that 

we aid in. Fourth, the provision of a western style education conducted locally brings diversity 

and can broaden a student's mind without the need for going abroad. Fifth, the educational variety 

that Abraham Academic Academy brings to the classroom beyond the recreational and redundant 

curriculum currently in widespread use. Lastly, in regards to the emergence of other international 

languages, Chinese is quickly becoming accepted as the next language on the horizon. With our 

focus in Asia, our short-term goal is to bring English to Asia, but our long-term goal is to develop 

Chinese programs for the rest of the world. 
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2. COMPANY DESCRIPTION 

 

2.1. COMPANY OVERVIEW 

 

 

Abraham Academic Academy is a limited liability company  

(LLC) that represents the core brand of a service-orientated business 

chain of businesses. Abraham Academic Academy is an education service provider. Abraham 

Academic Academy has schools that provide supplementary, extra-curricular, pre-school, after-

school and intersession programs both locally and abroad. Abraham Academic Academy aids 

students with their studies under a countries national curriculum, supplements it with additional 

courses (cram school) and provides students with an intensive English language segment 

(language school). Any of the Abraham Academies can be operated by a franchisee, an affiliate, 

or the corporation itself. The company's revenues come from the rent, royalties and fees paid by 

the franchisees, as well as sales in and of company-operated schools.  

 

The following is a list of some of the names that can be used by our trademarked schools 

and companies that will exist within the Abraham Academic Academy franchise group: 

Abraham's Kindergarten Language Academy (Abraham Academic Academy Kindergarten), 

Abraham's Elementary Language Academy (Abraham Academic Academy Elementary School), 

Abraham's Middle-School Language Academy (Abraham Academic Academy Middle School), 

Abraham’s High-School Language Academy (Abraham Academic Academy Junior High School 

and Abraham Academic Academy Senior High School), Abraham Academic Academy Language 
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Institute, Abraham’s International Language Center, Abraham Academic Academy Travel Center, 

Abraham’s Student Services Center and Abraham’s Education Consulting Incorporated. 

 

Abraham Academic Academy’s most prominent feature is its Americanized K-12 English 

Language curriculum that focuses on western style learning and an American way of life for the 

privileged. Other prominent, attractive features of Abraham Academic Academy are its network, 

support, marketing ability, flexible and convenient pedagogical schedules, and consultation, 

customer relations and student services wings of the business. 

 

The company will be incorporated by the end of 2013 with plans of opening its first 

school by 2015. This school will be our flagship school and it will be located in Taiwan within 

the Taipei county limits. Abraham Academic Academy will initially be headquartered in Taiwan 

with its offices temporarily sharing the flagship kindergarten school’s facilities until the school’s 

enrollment numbers reach maximum capacity. At which time, alternate arrangements will be 

made for the franchising headquarters. This is expected to take place approximately 3-5 years 

after the school opens to the public (~2019). 

 

To begin Abraham Academic Academy will focus its attention on the implementation of 

its Kindergarten. All remaining effort will be invested in developing its franchising network, 

services and curriculum that will be used by our future academies. Abraham Academic 

Academy's plans for growth are discussed below in section 2.2 Expansion Plans. 

 

Abraham's Kindergarten Language Academy is a Bilingual Kindergarten (English and 

Chinese).  These two departments (Chinese and English) will offer parents a wide range of 
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flexible program schedule times (part-and full-time) and types (English-Only, Chinese-Only, or 

bilingual curriculum and daycare services). Other important school offerings will be its parent 

days, field trips, outings, community involvement, inter-school competitions, inter-chain events, 

theater activities, and graduation and Christmas performances. 

 

Abraham Academic Academy’s Flagship Kindergarten will be a local Taiwanese school 

with between a 661-1,322 square-meter (between 200 and 400 ping) facility that has between 25-

30 rooms of various sizes, which will serve a variety of purposes from office, kitchen and storage 

space to bath-, play- and classrooms. The company will employ 35 employees from managers 

and teachers to assistants and janitors to help smoothly operate Abraham Academic Academy's 

franchise head-office and kindergarten in order to facilitate our brand's development and support 

our Taiwanese students’ academic and language abilities. 

 

It is the intention of the founders, Mr. John Vatougios and Mrs. Jenny Lai, to grow this 

academy into a leading language and cram school provider that offers an exceptional educational 

experience. Abraham Academic Academy initially will serve the students and parents of Taiwan, 

but has the ambition to expand its services beyond its Taiwanese borders and to proceed into 

other countries. 
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2.2. EXPANSION PLANS 

2.2.1. ORGANIC GROWTH MODEL: 

Before Abraham Academic Academy can commence its franchising operations, we 

believe that we must first establish a set of corporate owned schools to serve as the franchising 

model that we intend to sell. Therefore, Abraham Academic Academy will begin building its 

education franchise through the implementation of its kindergarten program at its corporate 

flagship school. Once the kindergarten is up and running smoothly the first order of growth will 

be to expand the curriculum at that same school to include elementary school grades 1-4 (or 1-6, 

depending on the facility's size). The reason for this same facility expansion falls under the 

effective and efficient usage reasons that our model boasts about. The same facility described in 

our plans can be used to operate both a kindergarten and an elementary program. The only 

difference would be an incremental increase in staff, equipment and supplies necessary to support 

the additional grades and the introduction of a new rotating schedule to shuffle them around. 

 

The reason that we do not want implement both schools simultaneously is the potential 

risk to our brand’s image. This risk explains our desire to grow organically and our kindergarten 

can serve as the model to portray some of our organic growth elements. For example, a new staff 

using a new curriculum in a new environment would be stretched too thin trying to implement a 

more complicated, longer day schedule and could inadvertently affect the quality of our teachings 

and offerings. During this initial stage we want our staff to become familiar with the Abrahamic 

way, trained and prepared for the future and confident in the application of our business model. 

Abraham Academic Academy is more worried about the long-term harm than short-term good. 

Our plan is to grow organically and sequentially in terms of duplicating existing same school 

models (same ages/levels) and developing the next school level model (higher ages/levels) once 
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the root school has worked out all the bugs and is operating smoothly. The 8 reasons for 

undergoing organic growth that follow are based on intuition and experience and form the basis 

for the establishment of our kindergarten before our elementary school: 

 

1. Cost Associated With a Customer. 

There are significant costs associated with acquiring new customers and losing dissatisfied 

customers through switching. Customers are more skeptical and judgmental of a school 

without a history and reputation. You only get one shot at impressing a new customer and if 

you lose them you lose all their friends. This is important to us since most of our marketing 

initially will be grassroots oriented involving word of mouth. We want to ensure that our 

customers are happy and satisfied, so their friends and family will follow. 

 

2. Curriculum. 

The running of both schools simultaneously would be too time demanding. It would prevent 

us from developing new curriculum and from thoroughly testing and experimenting on the 

existing curriculum in order to improve/modify it. It is simply just not good enough to get by 

and teach as a sound curriculum is important for all future schools and members that will join 

our franchise. 

 

3. Low Initial Enrollment Rate. 

It may not be worthwhile and even dangerous to hire extra staff, buy extra equipment and 

procure unnecessary supplies needed for the smooth operation of the combined school. 

Especially, since we expect a low initial rate of enrollment. It may be better to utilize what we 
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have rather than to go out on a limb. 

 

4. Staffing Considerations. 

It is easier and cheaper to find staff to fill positions in a kindergarten (lower aged level school) 

and teach its required curriculum than in an elementary school (higher aged level school). 

Generally, by training and developing a lower aged school staff, we can promote those most 

capable and qualified to the next higher aged level school when that school is ready to be 

opened, thus reducing the strain on filling the new positions and beginning anew at another 

school. It is also easier for our staff to develop and modify a lower aged level school's 

curriculum. There are many transferrable benefits and fundamental skills that are more easily 

learned from developing a lower aged level curriculum first, which can be applied to a higher 

aged level curriculum later. 

 

5. Self-Sustaining. 

By growing in this fashion our kindergarten students will become our elementary school 

students. Our elementary school students will become our middle school students, and so on... 

This decreases the student recruitment pressure faced by a newly opened school. 

 

6. Market Exists. 

Taiwanese parents require daycare services and place a high level of importance on early 

childhood education, especially with regards to learning languages. Taiwanese beliefs 

coincide with research that supports language acquisition at an early age in terms of speed 

and fluidity. 
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7. Developed Tastes 

In addition, a first time parent will not have defined and sophisticated tastes with regards to 

the education market. A kindergarten usually represents the first school that a parent will be 

associated with. Parents that have a child already in the system will have developed 

preferences and prejudices. It will be easier to recruit and appease these parents and then keep 

them in our franchise. 

 

8. Relocating Staff. 

We intend to fill new and empty positions through a staff relocation program. We will want to 

use existing people from an old school to set up a new school and to train the new people 

there. By building a solidly qualified staff at one school first, we can then target specific 

people and groom them for relocation purposes. Key personnel can be moved around based 

on their qualifications or potential. They can be used at a higher level school where positions 

are harder to fill, at a new school that needs an experienced person or at an existing school 

that is struggling. Key employees can be enticed by perks, benefits, or promotions. This is 

especially applicable in Taiwan due to a wage stagnation issue and limited opportunities for 

promotion in the industry. 

 

2.2.2. AGGRESSIVE GROWTH MODEL: 

 While an organic growth model is the best and safest way for a business to develop it is 

too slow for our purposes as dictated by market conditions. Thus, Abraham Academic Academy 

has developed expansion plans that intertwine the safety of an organic model with the speed and 

efficiency of a more aggressive one. As Abraham Academic Academy develops we plan to 

further refine and improve upon our aggressive growth model techniques so as to minimize risk 
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and maximize growth. In time, as a strong and stable foundation establishes, we will be 

increasing our growth rate expectations and leaning towards our aggressive model. 

 

The aggressive growth model is based on utilizing the existing infrastructure that does not 

have to be fully developed by Abraham Academic Academy. This option is primarily available to 

us because of the worldwide consolidation of the supplemental educational market that is 

currently underway. In this model, we would buy up bankrupt businesses, buy out 

underperforming businesses, or try to bring in to the Abrahamic fold existing businesses that are 

in operation and have the potential to do better. 

 

The first strategy merely requires the usage of cash for the purchasing of potential schools 

to be exploited, whereas the merging of schools and the bringing of operational schools into the 

Abraham Academic Academy franchise will require more work. For this second situation, we use 

fear and exploit the facts and numbers that exist to reinforce our position, offer solutions to the 

problems they have and describe how joining will alleviate their pressures. It is through this 

market awareness and a modified franchise structure that we may entice members to join. Our 

model has both financial and regulatory benefits and exceptions for entrepreneurs with existing 

schools in operation depending on the years that a particular school has been in operation 

together with its potential for growth with our guidance. 

 

2.3. BELIEFS 

The belief system used at Abraham Academic Academy is built into our core though our 

programs and curricula and made blatantly apparent throughout our schools on walls and in 

classrooms. The instilment of our values and beliefs into our students and employees is a 
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fundamental goal that is progressive. We have matched specific values with the different stages 

of our students’ development. Our beliefs begin with our vision and mission statements that 

reside in our value system. 

 

2.3.1. VISION: 

We believe that a higher education makes a crucial contribution towards a world-class 

knowledge society and we want to be that provider of a brighter future for our students. We want 

to help shape and develop the young promising minds of tomorrow through the instilment of our 

exceptional educational programs and curriculum. 

 

We want to see our students functioning well both locally and internationally. Students 

who are grateful and happy with their educational choices that made them confident and ready for 

whatever tomorrow shall bring. 

 

We want to provide our students’ children with the same life-lasting multicultural 

experience that opened their parents’ minds to explore understand and appreciate the beauty of 

the world with all its differences. 

 

2.3.2. MISSION: 

To provide real life opportunities by providing better educational opportunities. To create 

a world class curriculum that is both applicable and transferable to our students’ future. To build a 

localized curriculum that exceeds a countries national standards so as to provide our students 

opportunities though their own excellence and to build an international K-12 language program 
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that opens the minds of our students and creates a well-rounded and worldly student that is ready 

to go wherever he or she desires. 

 

We want to build a happy and copasetic company culture via a bridge between our 

cultures by teaching western and local philosophies that are positive and mutually respectful. 

Philosophies those are conducive to a fun, safe and stimulating environment where the children 

can explore the different ways to be educated through the different English and Chinese 

environments. Through these philosophies, nurturing and the provision of opportunities for 

advancement through our network of schools both local and abroad we want to attract, train and 

keep the best employees. 

 

 To build a network of company-wide resources those are invaluable to a consumer and 

indispensable to a successful school’s operation, which will allow a school to focus on the 

customer and the education provided. To build schools that specialize in a specific localized trait 

that can be added to Abraham Academic Academy’s repertoire and to have those schools reach 

out to the community, people and businesses, and harness or help create additional local 

resources and services necessary to make our schools an indispensable asset in our parents and 

students lives. 

 

2.3.3. VALUES: 

Abraham Academic Academy believes that education is more than just making the grade, 

which is why our value system begins with the values that are taught at home. Parents not only 

want their children to learn the academic material covered in a textbook, but to develop the social 

graces needed in today’s society by mature and responsible adults. Abraham Academic Academy 
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then organizes its values according to a student's stage of development and into two tiers that 

focus on the important elements of an individual's success. The first tier focuses on the values 

that an individual needs to be successful, with the second tier focusing on those needed for their 

self-actualization. 

 

2.3.4. HOLISTIC VALUES (FAMILY): 

Family values, behavior, manners, and etiquette are central to the holistic values that 

Abraham Academic Academy deems important. We want to help the parents of our students in 

raising perfect little children by focusing on the respect of elders and the importance of family. 

Other important values deal with the expected behavior, manners and etiquette of people in 

society. Short situational lessons are used to teach students what to do and how to act in a variety 

of contexts both in and out of school. 

 

2.3.5. VALUE SYSTEM (BY AGE: STAGE OF STUDENT DEVELOPMENT): 

• Kindergarten: Foster nurturing, safe and guided environment. 

• Elementary:  Recognition of the importance of learning through fun, creativity 

           and self-guided exploration. 

• Middle school: Success through empowerment. 

• High school:  Leadership through ethics and competition. 

 

2.3.6. INDIVIDUAL VALUES (INHERENT): 

• Creativity & Multicultural 

• Happiness & Peace of Mind 

• Trust & Respect 
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• Safety & Risk 

• Integrity & Honesty 

 

2.3.7. SELF-ACTUALIZATION VALUES (DEVELOP): 

• Intelligence & Competence 

• Empowerment & Auto-Didacticism 

• Leadership & Engagement 

• Morals & Ethics 

• Due Diligence & Critical Thinking 

 

2.4. MANAGEMENT 

2.4.1. JOHN VATOUGIOS: 

CEO and Chief of the English Section, he is a Candidate for a Master in Education from 

Simon Fraser University in Vancouver and an IMBA Candidate at National Chengchi University 

in Taiwan, he has a Bachelor of Applied Physics from Simon Fraser University. John has more 

than 10 years of teaching experience, 6 of them in Taiwan. He is going to be in charge of the 

daily operations, the strategic planning for the curriculum, the training of foreign employment 

and general education in the English Section. 

 

When the company grows beyond a point John Vatougios is willing to step aside as CEO 

if it is in the company's best interest. However, he wants to be groomed; he wants to be placed on 

the board and still be part of the decision making process. 
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2.4.2. JENNY LAI: 

CFO and Chief of the Chinese Section, she has a Bachelor of Business Administration 

from the National University of Singapore (NUS), a Bachelor of Education from the National 

Taiwan Normal University (ShiDa) and a Taiwanese teaching certificate. She has more than 20 

years of teaching experience in Taiwan. She is going to be in charge of public relations, finance 

and accounting, training of local employment and education in the Chinese Section. 

 

2.4.3. GENERAL STRATEGY: 

It is our intention to recruit a management team from the professional pool that exists 

within a school's host country and employed at other schools. We will lure qualified managers 

away initially by providing them with the opportunity to become a future owner of a branch 

school and/or with the promise of a partial stake of ownership in Abraham Academic Academy. 
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3. MARKET ANALYSIS 

 

3.1. SWOT ANALYSIS 

3.1.1. STRENGTHS: 

• Program options/flexibility. 

• Schedule option/flexibility. 

• Pricing option/flexibility. 

• Original source of structured information (curriculum, methodology, resources). 

• Superior curriculum (local = national standard, international = K-12). 

• Superior teaching practices, methodology, and access to educational resources. 

• Western education expertise (curriculum, management, experience, contacts): John 

Vatougios. 

• Taiwanese education expertise (curriculum, management, experience, contacts): Jenny 

Lai. 

• Business Sense: Local know-how (public relations, government loop holes, low cost 

structure). 

• Business Sense: Marketing strength and local grassroots knowledge and know-how. 

• Access to western teachers (local and international recruiting agency). 

• Public Relations Sense: Consumer appeal (in touch with consumer needs) (extra-

curricular activities/events/programs, extended hours of service and private services). 

• Competitively price compared with other foreign language schools. 

• Knowledge and Experience with the workings multiple branch school system. 

• Knowledge and Experience with acquiring/turning around/selling off bankrupt businesses. 

• Willingness/experience working with small businesses and entrepreneurs. 
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• Cost effective history. 

• Not dependent on curriculum providers (externally developed curriculum packages can be 

costly and cheap curriculum can cause inconsistencies/mismatching problems). 

• Direct contact with customers (target market and end users): company run schools 

provide downstream reliable information to our franchising office in order to refine and 

adjust our offerings. 

• Ability to add and diversify brand (can encompass anything educational related). 

• Act globally think local strategy: our business model allows for short term local 

adaptation with the long term standardizing expectations. 

 

3.1.2. WEAKNESSES: 

• No brand exposure/recognition, no established school reputation. 

• No franchising experience, chain experience. 

• No Size/Market Share: starting from scratch. 

• No team: Must develop team and culture. 

• Competitive experience (have not competed against a chain directly). 

• The customized K-12 curriculum is not tested. 

• Sub scale: Lacking of economies of scale (higher costs). 

• Unfocussed: Initially scope too large (efforts vs. results; undertaking schools, curriculum, 

franchise, network). 

• Need to develop some core principles (we're good at schools and curriculum only). 

• No blue ocean, no un-replicable defining trait. 
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3.1.3. OPPORTUNITIES: 

• Mature market, stable prices (no price wars). 

• Market contraction/consolidation (our model is for this era; to build empire through fear 

mongering; partnerships for a better tomorrow). 

• Customer loyalty/relationships: every customer has the potential to grow with us for 15 

years (PK-12). 

• Cultural beliefs (Taiwanese parents to educate their young from birth, foreign language 

acquisition is important). 

• Reasonable prices/lower investment costs (many good buys and finds in Taiwan: many 

bankrupt business, liquidated items, 2nd hand markets: good quality toys, books, 

playground, and educational material). 

• Market Segment: Our primary competition will be American style schools; this is our 

high-end product and specialty. 

• Ability to grow/add/diversify B2B (upstream: franchise resource and service network) 

and/or B2C (downstream: company owned schools). 

• Most schools don't have a standardized special trait (Our K-12 customized curriculum, or 

localized specific school specialty). 

• No international players competing in the market; no international company selling an 

international product (specialty). 

• Mature market with established high margins. 

• National policies favor educational development (low restrictions/enforcement, high 

freedom). 

• Nation has an oversupply of domestic teachers (much greater than demand in most urban 

areas). 
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• Abundant supply of foreign teachers (Taiwan is becoming a hotspot for travelers and 

Taiwan's most liberal foreign employment policies apply to teachers and low-cost labor). 

• Playing catch-up (clear and decisive; up we can see the market impartially and learn from 

mistakes). 

• Professional/expert K-12 educational people could endorse the curriculum (through 

university connections). 

• Exposure through key partner network. 

• Starting with kindergarten gives room to play and improve. 

• Transferable skills to other emerging markets (success in Taiwan's developed market will 

help with China and Vietnam expansion). 

• Stable costs: stable inflation, low costs of materials, labor. 

• Economic recovery: expected increased family expenditure on education. 

 

3.1.4. THREATS: 

• Established market with established competitors (both chain and sole-proprietor). 

• Financially backed competition starting to focus on specific aspects/markets (compared to 

us: spread thin and beginning). 

• Red ocean competition (have to beat competitors; chains can afford to go head to head; 

price wars). 

• High switching costs: Not easy to attract/steal students from other schools. 

• Late mover disadvantage (the age of the Chain School has already begun). 

• Market growth: stagnant demand and low population growth (high kindergarten 

registration rate and low birth rate in Taiwan) means the only way to increase revenues is 

by gaining market share. 
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• Our school is a new concept in the market and there is the risk of misunderstanding and 

lack of marketability. 

• High foreign employment turnover rate (hard to keep foreign English teachers). 

• Hard to provide foreign teachers to employ schools in non-urban areas. 

• Might be deemed an Outsider (not on home turf: favoritism, political and social ties, 

national pride). 

• Highly regulated and difficult foreign visa and arc policies/regulations. 

• Cheap new entrants may emerge: competitor underpricing through lower costs of a 

specific niche market. 

• Fast growth model dependent on entrepreneurial willingness/support. 

• Consumers finicky/judgmental. 

• Espionage/copycat: competition primarily followers and consider cost first (brand 

development new concept). 

 

3.2. PEST ANALYSIS 

3.2.1. POLITICAL FACTORS: 

Taiwan: 

• If the Modern Era of Taiwan begins with Martial Law under control of Sino-centric 

hegemonic government from 1949 to 1987, then modern day Taiwan begins in 1987 with 

its democratization, pluralism and liberalization initiatives. 

• Taiwan is a third wave democracy that is 30 years strong. 

• Taiwan is considered to be a highly regulated, protected, and closed country with respects 

to protecting industries from international competition. 

• Taiwan is undergoing a liberalization process, partly in favor of WTO admittance 
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• Employment laws: in favor of employers. 

• Politically stable. 

• Tax policy: A) Corporate tax rate; low in Asia, a decrease from 25% to 17%. 

           B) Optional tonnage tax system (as of 2011), enterprises can choose 

       to use the regular tax system or the new tonnage tax system. 

                  C) Personal income tax varies between 5% and 40%, in general   

                (most people) tax is between 15% and 20%. 

               D) VAT tax is 5%. 

E) Securities transaction tax is 0.3%, 0.1% on shared issued by 

 companies and corporate and financial bonds respectively. 

• Trade restrictions and tariffs: simple structure (due to WTO standards for entry). Taiwan 

offers reciprocal tariff rates. No countries are embargoed (Taiwan historically follows the 

lead of others), but imports from China are under restriction. 

• Trade restrictions and tariffs: Taiwan used to impose many trade barriers and restrictive 

laws to protect its local economy, but has since (liberalized) reduced or removed a 

significant number of trade barriers due to international pressure. 

• Protection of intellectual property and piracy: significant improvement (expected to meet 

WTO standards). 

• Minimum import/export controls, minor inspection and declaration fees. 

• Government policy historically backs local industry growth with potential. Good example 

is the government support of the technology industry. 

       Pro: Government development and methodology of venture capital in 

 Taiwan, science and technology parks, investment tax incentives. 

     Con: Government revision of investment policies and government 
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politically-based economic policies (China). 

• Government intervention: occurs. It does take place in the private sector. Either in 

doing/forming businesses or preventing businesses from taking action and not always for 

the best interests of the nation/people (either their own or business interests). 

• Freedom of speech: moderate. It is allowed, but forms of censorship exist/imposed. 

• Transparency: medium-low (good for Asia, falls short of western standards). 

• Political scandals/corruption charges: medium-low (good for Asia, falls short of western 

standards). 

 

Education: 

• Education has always been an enormous political and social concern for Taiwan; the 

political landscape of Taiwan changed the strategic importance of education from being 

restricted and government operated to a free system that embraced both public and private 

equity. 

• Political-educational strategic importance was deemed necessary to remove Japanese and 

Mainland influences and create a society based on National and western international 

sentiments for the security of Taiwan. 

• Previous education system (prior to 1987) was based on the Chinese 1922 educational 

system (adopted), but it focused on Taiwanese nationalism with strong China-orientation. 

It also included western efficiency, logic and capitalism ideals. 

• The first major educational reform movement began in 1960 and was based on western 

educational ideals (Theory of human capital, theory of modernization and competency-

based education). 
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• Taiwan's second educational movement in the 1990s and 2000s tried to prioritize 

reasoning over mere facts, create a market mechanism (funding and privatization), reduce 

the emphasis on central control and standardized testing. 

• Two chief components of change in this second educational movement were the 

"Education Basic Law Act" and "Nine-year Integrated Curricula", which made education 

compulsory in Taiwan, is from 6 to 15 years old (9 years), and is expected extension to 18 

years old by 2014. It also focused on kindergarten and Preschool education, from 2 to 6 

years is not considered compulsory in Taiwan. 

• Figure 1: Taiwan Current Education System 
Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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• Table 1 : Summary of Education at All Levels in the Current School System 

Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 

• Of extreme political importance to language and cram schools in this second educational 

movement were the measures taken for promoting "educational internationalization", 

which brought about the importance of language acquisition through the inclusion of 

English courses in primary schools and the "schemes of basic competency tests" that 

promoted competition for high school and university admittance. 

• A side effect of the government's "educational internationalization" efforts that helps 

language and cram schools is the ability to attract foreigners needed to fill teacher 

positions. This was done by making Taiwan more attractive to foreign students and 

exchange students through instituting systems of transfer of credits between universities, 
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creating inter-university and international programs, enhancing budget for inviting foreign 

visiting scholars and assisting students to study abroad, etc. 

• Table 2: The Increase of Overseas Students in Taiwan 
Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 

• A recent “Early Education and Care Act” passed in 2011 that took effect in 2012 called 

for a loosening of regulations in the field of early education and childhood as described by 

the 1981 "Preschool Education Act". The following are the main changes in the Act: 
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•  

 

 

 

 

 

Table 3: Impact of the ECEC Act: 
Source: Child Care Friendly Policies and Integration of ECEC in Taiwan - International Journal of Child Care and 

Education Policy 2011, Vol.5, No.2, 1-19 
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• Education is now western orientated (no political or religious affiliations) with free 

market principals and competition to promote quality assurance (under government 

guidance). The aim is to conform to international standards to make exchange (personnel 

and intellectual) easier. Government no longer appoints (all chief) educational positions 

(left to councils and governing bodies), teaching is now a profession and freedom exists 

for curriculum development and implementation within the framework. 

• One side-effect of privatizing education (seen in Taiwan) is that the entrepreneurial spirit 

often chooses money and the bottom line over doing the right thing. Education is a pure 

subject and can be poisoned by business sense. 

 

Table 4: Number of Students Per Teacher At All Levels 
Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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3.2.2. ECONOMIC FACTORS: 

Taiwan: 

• Taiwan is characterized as a newly industrialized economy. Its outlook is stable and has a 

double A credit (domestic and foreign) rating with Standard & Poor's. 

• Taiwan operates with a substantial trade surplus and is the 4th largest foreign reserve 

holder. 

• Taiwan GDP: $470 Billion in 2012 (PPP: $890 Billion in 2012) with 3.59% expected 

growth for 2013. 

• Taiwan Informal Economy $61.6 Billion USD, 19.6% GNP (in 2000) 

• Economic breakup by sector in GDP is: tertiary (69.2%), secondary (29.2%), and primary 

(1.6%). 

• Taiwan suffers from a lack of diplomatic relations with its trading partners (and the rest of 

the world). 

• The NTD dollar floats; it is not peg to the U.S dollar (market value). 

• Exchange rate determined by the market, except in times of excess volatility and 

disorderly moments then it is artificially controlled by the government (Taiwan is 

sensitive to exchange rate due to reliance on import/export). 

• Inflation is low; 1.93% in 2012 and is expected to drop to 1.37% in 2013. The Consumer 

Price Index (CPI) in early 2013 has averaged 2.05% with core inflation growing 1.25%. 

The rise mainly affects food and clothing products and is expected to be low due to falling 

international commodity prices and the 2012 fuel and electricity and price hikes. 

• Low interest rates and loose monetary environment; Taiwan's financial sector is 

fragmented. Low interest rates with TAIBOR around 0.9%. A good indicator of cheap 

funding available for businesses. 
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• Taiwan utilities are artificially low; subsidized by the government. 

• Taiwan's unemployment rate is low; in 2012 was around 4.18%, which is down and 

decreasing from 2009 peak of more than 6%. 

• Customer Purchasing Power is considered low. 

• Taiwan is primarily an export orientated economy with the key industry being machinery 

and electronic equipment (60.1% exports, 51.5% imports). 

• Taiwan's economy has shifted from labor-intensive industries to knowledge-based and 

capital-intensive industries. 

•  Table 5: General Demographic Information 
Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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Figure 2: Taiwan's Exports and Imports by Key Industry: 

Source: Shay & Company – Doing Business in Taiwan 2010, Demographic and statistics report pg. 16 
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• Investment opportunities in Taiwan, prime industries for potential investment are: 

 A) Semi-Conductors 

 B) Opto-Electronics 

 C) Precision Machinery and Instrumentation 

 D) Metals 

 E) Computers and Communication Equipment 

 F) Electrical Products 

 G) Aviation and Automotive 

 H) Biomedical and Pharmaceuticals 

•  

 

Figure 3: Taiwan’s Major Import and Export Trading Partners: 

Source: Shay & Company – Doing Business in Taiwan 2010, Demographic and statistics report pg. 14 
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• Figure 4: Taiwan’s Major Export and Export Trading Partners: 

• Of Taiwan's top 26 companies of wealth, size and interest only 2 local industries are 

represented (not included in the primary import/export industry list above): Financial and 

Telecommunication. 
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•  

• The past decade has seen a hollowing out of Taiwan's manufacturing industries both by 

foreign direct investments and local enterprises on the move to China. This has changed 

the economic landscape of the country; slowed Taiwan's movement up the value added 

ladder stagnating economic areas in order to compete. 

• Taiwan's size of 20 million is too small to be self-supportive in the global economy 

(compared to Indonesia and South Korea). Explaining the lack of MNC and primarily 

SME nature of the island attributing the hollowing out. 

• OVERALL: Taiwan’s economic situation has been stable in the recent years (GDP growth 

of 10.72% in 2010, 4.04% in 2011, and 3.85 in 2012 and forecasted growth of 3.59% in 

Table 6: The top 26 Companies in Taiwan’s According to Wealth, Size and Interest: 
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2013). However, affected by the unstable situation in Europe and the United States and 

the negative data about the Chinese prospects. 

 

Education: 

• The government fully endorses educational reform and backs it commitment through 

funding. 

• Education expenditure: 5.84% of GDP (2011), which is roughly $802 billion NTD ($27 

billion USD). 

• Recent increases in national education expenditure by 1% from 21.5% to 22.5% in 2013. 

• Expenses in consumer education spending may decrease during the same period. 

• Education is a highly regulatory industry in all nations (international standardization), 

Education in Taiwan used to be a security risk and government controlled. 

• Taiwan is attempting to introduce western modernized education to Taiwan in steps 

through reforms. 

• Taiwan is losing restrictions and regulations making it easier for school run businesses. 

• Taiwan's introduction of free market principles (like the US) puts the onus on school to 

perform well or suffer financial losses. 

• Both public and private schools/institutions exist in Taiwan with a private sector 

supplementing the national curriculum. 
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•  

• Breakup of National Expenditure is public: 75.84%, private: 24.16%. 

• Breakdown of National Expenditure by sector: 

  A) Preschool Education 3.44% 

            B) Primary School Education 26.52% 

            C) Junior High School 14.61% 

            D) Senior High School (normal) 10.60% 

            E) Senior High School (vocational) 5.45% 

            F) Higher Education (colleges) 0.77% 

            G) Higher Education (universities) 37.93% 

Table 7: Ratio of Educational Expenditure to GDP 
Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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            H) Other Institutions 0.69% 

• Low and decreasing unemployment figures are good for the education industry 

considering that the labor force participation has been increasing; 58.12% in January 2012. 

This data may indicate a growing number of families with both parent working and a need 

to send the children to kindergarten. 

• The past decade's hollowing out is good for education as a decrease in labor jobs means 

increase in education/training needs to fill positions for the capital intensive technology 

and knowledge based job remaining. 

• Foreign interests are now shifting to China. A concern that Taiwan needs to attract 

foreigners, else schools may have to increase pay for foreign teachers (NEST), which will 

drive up local (NNEST) wages. 

• Stagnant incomes have plagued the economy, but are beneficial for local businesses. 

• All political parties (including the blue KMT and green DPP) support economic/business 

interests. They are primarily responsible for pushing down the wages. Some unpopular 

legislation is the Student Employment Act that pushed wages down for new graduates to 

around $20,000 NT; the use of cheap low cost labor that stops the wages from increasing; 

the use of salary to avoid overtime pay; the use of student labor (work 

experience/internship) below minimum wage levels. 
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3.2.3. SOCIOCULTURAL FACTORS: 

Taiwan: 

 

•  

 

• Taiwan is divided into 15 states under federal 

jurisdiction. 

• Taiwan has 14 officially recognized tribes in 

Taiwan. Although, aboriginal populations are 

small and shrinking and the languages are 

gradually becoming extinct due the process of 

acculturation. 

• Homogenous population: 98% Han Chinese. 

• Religious orientation: 93% of the religious 

population follows a mixture of Buddhism, 

Taoism, and Confucianism. 

• Cultural aspects: traditional but moving towards 

western/modern ideals. 

• Customer needs: mainly practical (from a collectivist traditional upbringing), but 

becoming self-indulgent (from individualistic hedonistic western influences). 

• Consumer behavior: Consumers are knowledgeable, but price sensitive. Often not willing 

to forgo the extra cash unless to satisfy a higher self-actualization/esteem need or 

sophisticated taste. Saving not spending mentality. 

Figure 5: Population Demographics 
Source: from the Ministry of the Interior 
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• Health consciousness: grounded in traditional Chinese medicine and sense, but exposed to 

western medicine and influence. 

• Population growth rate: negative. 

• Career attitudes: pessimistic. 

• Emphasis on safety: medium to high. 

 

Education: 

• Work, family, and education rank top of Taiwan's cultural values. 

• There is a trust imbalance between parents and their children's schools relating to an 

overall perception of quality; what schools say they provide and what they really provide. 

• Customers rely on the experience and brand name of the school. 

• Foreign students enrolled in a program represent a social marker of the quality of 

education provided by the school. 

• The importance put on education and the increases in higher-education in society is 

reflected in the numbers: 94.7% of junior high school graduates continue on with 

education and 66.6% are admitted from high school into a college/university. There is a 

definite trend seen in the distribution of students and in the shift towards higher education. 

• Very small foreign resident population: 3.3% of the foreign residents in Taiwan come 

from western countries (less than 15,000; less than 1% of total population) the rest from 

other Asian countries. Many of which are western nationalized Taiwanese; Taiwanese 

holding a foreign passport. With focus switching to China this number will decrease and it 

will become harder to find foreign English teachers. 

 

 



 

42 

 

•  

 

 

 

 

 

 

 

 

 

 

 

•  

Figure 6: Foreign Residents in Taiwan 
Source: National Immigration Agency, Ministry of the Interior 

Table 8: Distribution of Students in Taiwan 

Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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•  

 

Figure 7: Education Trend in Taiwan – Highest Level of Education Obtained by a 

Student. Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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•  

• Taiwan's shift from a collective to an individualistic society is affecting the education 

industry (teaching methodology; from passive to active learning). 

• Theft and vandalism is still frowned upon (not as common as in western culture), good for 

business owners. 

• Language acquisition and ability is largely associated with status in Taiwan. Speaking 

English associated with international opportunity and work promotion. 

Table 9: A View of Distribution by Gross Enrollment Rate 
Source: 2011-2012 Education in Taiwan Report – Ministry of Education (MOE) 
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• Advanced training is not done on the job; career advancement is procured through 

educational certification and training begins (to bring each other in line) once certification 

is acquired. 

• Education is sought after for career advancement/better future; however, a cultural 

characteristic of Taiwanese parents is the concern for and the dedication towards (time 

and money) their children’s education. A parent might forgo self-advancement in favor for 

their children's future (obligation/responsibility); Strong beliefs in early childhood 

education, continuing education and lifelong learning. 

• Taiwan's birth rate of 1.01 is one of the lowest in the world. A trend that will threaten the 

educational market size and company growth. A maturing population as seen with the 

definite shift in the age range of the population. 

• Figure 8: Population Pyramid for Taiwan (November 2012) with Census Data that 

Supports a Maturing Society with an Upward Shift in Age Range Trend.               

Source: Population demographics - Ministry of the Interior 

 

 

 

 

 

 

• A low birth rate can secure higher margins for businesses in the education industry 

through higher standards and better quality. Larger costs associated with supporting a 

family and raising children; cannot afford to provide quality care for all their children. 
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Fewer children in society allow for a larger percentage of children to go to school and to 

afford better schools. 

• A partial increase in labor force participation can be attributed to women aged between 25 

and 44, which represent around 76.5% in 2010. These dual income families explain the 

high percentage of preschool kids registered in kindergarten (93.77% in 2010). 

• Table 10: Population Structure 
Source: Child Care Friendly Policies and Integration of ECEC in Taiwan - International Journal of Child Care and Education 

Policy 2011, Vol.5, No.2, 1-19 
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3.2.4. TECHNOLOGICAL FACTORS: 

Taiwan: 

• The electronics sector is Taiwan's most important industrial export. 

• Capital and Technology-Intensive industries with Electronics and Information 

Technology account for 35% of the industrial structure. 

• Taiwan is an indispensable partner in the world's global value chain for electronics. 

• Taiwan is a very connected country with a good information and communication 

infrastructure supported by the government (E-Taiwan project) to improve industry 

competitiveness. The project focuses on 5 key areas: government, life, business, transport, 

and broadband. 

• Government invests in and promotes industrial research and development through science 

and industrial parks (special economic zones). 

• The primary factors that affect the digital divide are money and politics; both positive for 

technology in Taiwan. 

• In terms of technological factors in Taiwan, businesses are in great condition to produce, 

sell, expand and demand. 

• Taiwan has full access to all types of technology and does not suffer from any inabilities 

to provide any specific platform or service required by a company or individual. 

 

Education: 

• Technological factors: (low). 

• Barriers to entry: (low, affordable; easy to enter). 

• Outsourcing decisions: (low/none). 
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• Automation: (none, service industry). 

• Technological incentives: (none). 

• Rate of technological change: (low, everyday consumer electronic goods). 

• R&D activity: franchise/publisher level (high), school level (low); curriculum only. 

• Connecting and interacting with our audience is of outmost importance. We believe 

Abraham Academic Academy should be web ready. The brand and schools should 

advertise and promote online and utilize Social Networks. This may provide a way to add 

additional services for the business, while being beneficial for the families. 

• The technology investment and requirements for the head-office will be significantly 

greater (high end/cost). Some initial investments will include: IT and ERP systems, 

accounting software, cloud capacity, web pages, Internet platforms/capability). Here it 

will be important to carefully select the best quality/price provider. 

• For an individual branch school technology will be low end and play a small role. 

Technology investment and requirements are basic such as: a/c, fans, computers, TVs, CD 

and DVD systems. 

 

3.3. POTTER 5 FORCES 

3.3.1. BARGAINING POWER OF SUPPLIERS (NONE): 

There are numerous suppliers of a variety of products (toys, books, desks, cabinets, etc.) 

and services (cleaning, maintenance, food, etc.) within the education industry, which are 

fragmented across the industry. These suppliers sell generic products in a highly competitive 

market and are subject to fair competitive market price. So the bargaining power of these 

suppliers is considered to be low. 
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As schools primarily serve as an intermediary between the knowledge (our textbooks) 

available and the students (our customers), Curriculum packages or specialized text books are 

vital to a schools operation, specific to our industry and can be subject to high premiums. 

However, it is the existent proliferation of education material in our markets that makes for a 

large substitution effect. This together with our involvement in curriculum development makes 

the bargaining powers of these suppliers extremely low. 

 

3.3.2. BARGAINING POWER OF CUSTOMERS (MEDIUM- HIGH): 

There are several factors that affect the bargaining power of our customers. In this mature 

industry, customers have become more aware and more experienced with handling educational 

providers. They know they have more control over the performance price value being offered. 

 

First, this can be seen with the large number of language and cram schools that are both 

specific and general in nature and the numerous alternative educational and monitory formats 

available. Second, there has been a general rising of educational standards at both public and 

private schools and a convergence between them with respect to similar program offerings. The 

first 2 reinforce a belief that our customers possess a medium-high range of bargaining powers. 

However, it is due to the subtle and indifferent nature of education with respect to a student’s 

ability (the impact of an education on a student: nature/ability, talent/skill, effort/developmental 

time and the complicated understanding of what a good education means/entails, the inability to 

discern good from bad curriculum elements) that makes it difficult for a customer to properly 

differentiate. Therefore, lowering the effective nature of a customer’s bargaining power. 
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Overall, it is the availability of a cheap, standardized public education system as 

compared to the relatively high cost of a private education that makes the bargaining power of 

customers relatively strong. Parents willing to forego this substantial cost for an education are 

willing to invest time and choose carefully.  These parents are more affluent, caring and tend to 

spoil and overprotect their children, which makes the selection of a good school for their children 

one of their most important family decisions. So parents take care in selecting their child’s 

educational provider. Parents acquire as much as information they can, like from visiting various 

facilities and interviewing the owners, to asking for recommendations from relatives and friends. 

Parents also put a lot of pressure on the various schools attended by their children to ensure their 

investment is protected. So, we would consider the customer to have a relatively high bargaining 

power. 

 

3.3.3. THREAT OF NEW ENTRANTS (LOW): 

Official barriers of entry into the market are the regulatory licenses, permits and the 

ability to conform to and comply with governmental regulations (like: safety regulation and 

ECEC Act). These barriers are not considered difficult to overcome, which makes the threat of 

new entrants high. 

 

Physically speaking, a school platform is common, easily duplicable, its format 

understood and already accepted by the masses. In addition, our segment is broad, so niche 

markets could easily develop. Based on this, the threat of new entrants is also high. 

 

However, the market in Taiwan is developed and mature and user preferences have put an 

increasingly larger financial burden on the schools straining their resources. Therefore it would 
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be the ability of a new school to raise the money necessary to adapt the facilities to a child 

friendly environment that is suitable to their users’ high standards and varied tastes. Schools are 

now becoming bigger, fatter, larger and costlier in their facility and amenity offerings. A trend 

that we believe will continue in the future, at least until the local schools can meet the standards 

achieved by their western counterparts. This makes the threat of new entrants medium to low. 

 

The market is considered saturated in urban areas with more development expected in 

rural areas. However, it is expected that as educational importance increases, the larger urban 

players will fill the need. These larger players are consolidating the urban market and are 

expected to take over school development in the rural areas. It is expected that these urban 

schools will quickly displace most of the smaller, local, rural schools. This will result in the 

production of larger, better schools, but with a reduction in the total number of schools. This 

makes the threat of new entrants medium to low. 

 

However, it is the difficulty of a customer to differentiate the quality of education offered 

by a school that has raised the need for high quality reputable players. This clear need fits nicely 

with Taiwan's shift from grassroots (traditional, cultural, and word of mouth) to modern day 

conventional marketing. Taiwan has entered the Chain School Era. School development is 

expected to be facilitated by either large chain school branches or very large players that can 

compensate for the chain school effect. The industry will become healthier with fewer 

Educational agencies providing services, but with an overall greater market value. This makes the 

threat of new entrants low. Thus, based on the mentioned prerequisites, we consider that the 

barriers of entry are high and so the threats of new entrants are low. 
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3.3.4. THREAT OF SUBSTITUTES (LOW): 

Outside of our industry and segments, there are many alternative educational formats and 

learning platforms available. In addition, there are many alternative ways to have a child cared 

for or supervised. 

 

Options other than sending a child to a kindergarten or an afterschool language/cram 

school program can range from stay at home parents, grandparents or family members; to the 

hiring of a maid, nanny or private tutor to come to your home; to the sending of a child to a local 

community center, work or government assisted program that takes care of children; to the 

enrollment of a child into a specialized program (scouts, swimming clubs, public library or 

community center activities); to having a child study at home alone. So the number of substitute 

alternatives is high. 

 

However, each one of the options mentioned has its own advantages and disadvantages 

(convenience, safety, trust, etc.). In addition, the performance vs. price of these alternatives has 

already been taken into account through the subjection of the existing language/cram schools to 

fair competitive market price in a mature industry. So, we would consider the overall threat of 

substitutes at this point as being low and the possible creation of new alternative substitutes as 

also being low. 

 

In addition to those reasons stated above, the low value given to the threat of substitutes is 

primarily contingent on 3 factors: the current importance placed on education and language 

acquisition; the competitive nature exhibited during the national junior and senior high school 

placement (final) examinations in grades 9 and 12; and the lack of good quality post-secondary 
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programs. Moreover, Abraham Academic Academy believes that this behavior will not 

drastically change in the foreseeable future. 

 

3.3.5. COMPETITIVE RIVALRY WITHIN INDUSTRY (HIGH): 

The number of Taiwanese kindergarten schools, afterschool language schools and 

afterschool cram schools in the industry for 2012 includes around 6,611 different kindergartens, 

128 Language schools and 597 cram schools respectively as indicated in Table 11 below. Some 

of them are grouped as franchises; but we still can consider that the market is quite fragmented 

with no dominate players. 

 

Furthermore, Table 11 points out the observation that since 2000 the number of 

kindergartens and classes in schools has not grown and that the number of students has actually 

decreased by around 25%. Likewise, it indicates that the cram school market reached a peak and 

has been consolidating since 2005-2006. 
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Table 11: Number of Kindergarten, Language and Cram Schools in Taiwan 

Source: Child Care Friendly Policies and Integration of ECEC in Taiwan - International Journal of Child Care and Education Policy 2011, 

Vol.5, No.2, 1-19 

 

In addition, Table 11 shows the impact of the Early Education and Care Act (ECEC Act 

of Table 3) and illustrates both the competitiveness of the industry and the entrepreneurial ability 

to avoid regulations. The number of registered schools jumped from 3,195 to 6,611 overnight. 

Considering the mature and saturated state of the cram and language school market, together with 
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the threat of consolidation and my knowledge of the industry, I can infer that these newly 

registered schools are indeed just that; not new, just newly re-registered. Prior to the new ECEC 

Act these schools were indeed in operation, however, their businesses registered incorrectly to 

avoid detection by the previous Preschool Education Act. Furthermore, one can assume that some 

businesses either are not aware of the regulation change or have not re-registered yet. So, this 

data will indeed change, most likely increasing in the next few years. However, it is safe to say 

that this data is more representative of the actual kindergarten industry. 

 

Table 11 also catches a portion of the many differentiated businesses that cater to special 

niche markets (music, dance, athletics, math, speed reading and other specific programs). These 

businesses promise a significant improvement in either performance or price and indicate a 

possible future trend. Abraham Academic Academy believes that a change in mind set is starting 

to occur within the younger generation. These parents are starting to believe that there is more to 

school than marks. These parents are allowing their children to attend a more varied range of 

schools that include more specific, recreational, costumed tailored and non-traditional program 

offerings than are offered in a typical language and cram school. Therefore, we can conclude that 

the market is highly competitive in Taiwan and will become more fragmented with time. 
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4. MARKETING PLAN 

 

Abraham Academic Academy takes its marketing seriously and wants to create a true 

impression in our customers’ mind of who we are and what product incorporation will do for their 

lives. We plan to cut through the ambient "noise" and establish a moment of real contact with our 

intended recipients through the following 8-steps in which we clearly define all aspects of our 

brand. 

 

4.1. POSITIONING BY PRODUCT USER 

4.1.1. GENERAL CUSTOMER DEMOGRAPHIC POSITIONING: 

Abraham Academic Academy tries to demographically position themselves according to 

both their target market and end user. The demographic positioning will slightly vary depending 

on the type of school and market location, but will always be rooted in being an institution that 

delivers educational services. Abraham Academic Academy defines its end users as the students 

who attend school with the target market being the financial providers of the services rendered. 

 

In the case of our language school segments the kindergarten, elementary, and middle 

schools are positioned to meet parental needs and expectations with the junior and senior high 

schools positioning shifted to incorporate the adolescent needs, desires and expectations of our 

students. 

 

We believe it is important to begin positioning ourselves according to student beliefs by 

junior high. The reason for this lies in the argument that with age comes awareness and 

independence. So maturing students will have: 
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• More influence over their parents decisions regarding their futures. 

• More knowledge of the schools available and their offerings due to their direct exposure to 

academic communities. 

• Developed preferences through social interactions with peers. 

• More access to free time to resolve issues of interest. 

 

In both cases, Abraham Academic Academy is aiming towards families who have 

disposable income available. These people are middle to high income recipients or belong to a 

family that has the financial means of supporting their children. We believe that potential 

customers have come to realize the importance of education and see it as an investment in their 

children's future. This investment is not a joke and not to be taken lightly, which is why we 

believe that being an institution (rather than a school or a business) we can render services that 

will allow their investment to be realized. 

 

4.1.1.1. Target Market Positioning (Parents and Financial Providers): 

Primary demographic 

Older (30-45) career oriented males & females, who are married with children. High education, 

high social class, middle to high income. 

 

Reason: Firstly, these parents represent the image that we want to portray to the public; 

the caliber of people that a good education creates. Secondly, these parents will most likely have 

their children enrolled in private and public school programs geared towards an international 

education that includes a heavy emphasis on English. A large portion of these parents will also 

most likely supplement this education with after school classes or private tutoring. 



 

58 

 

Secondary Demographic 

Younger parents (20-30) and older parents (30-45) with access to a family support network. 

Medium-High education, social class and income. 

 

Reason: A large portion of this segment is doing well and wants the same or better for 

their children. Some individuals in this segment had the opportunity and did not acquiesce to 

their rightful standing, are struggling to get there, or wished they had more of an opportunity to 

become that person identified in our primary demographic. 

 

This broader demographic will account for a large portion of our customers. We want to 

sell the image of our primary demographic to them. We want to be the institution to meet their 

needs and bridge any perceived gaps. The belief is to appeal to them through their own 

aspirations or their responsibility for their children. 

 

Tertiary Demographic 

Older parents and Grandparents (45+). Varying education and social status, but financially secure. 

 

This demographic is a mixed bag with older parents and grandparents having a different 

take on life and a unique perspective. Three commonalities that we choose to focus on are that 

older people tend to be more conservative in nature; with those who invest in a child's education 

tending to spoil/overprotective those children wanting the best for them; and the ability to live 

young again and remember an old lifestyle that does not offend the transition they have made as 

contributing members to society. 
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4.1.1.2. End User Positioning (Junior and Senior High School Students): 

Primary Demographic 

Students between (12-18) that represent the middle or top of their classes. These students tend to 

enjoy school and the education process. They are willing to work hard and want to succeed to 

satisfy their own purposes or their parents’ aspirations. 

 

Positioning to this group implies achievement and success of the individual. These 

students are at the top of the class and like being there. We want these students to feel at home at 

our school and to know that they can excel at our school as well.  Taiwanese students within this 

segment want to be grown up (not kids) and look up to the older generation and see this as a 

viable way to spend their time and money with long term lifestyle interests fulfilled. 

 

Secondary Demographic 

Students (12-18) that represent the bottom and middle of their classes. These students are in 

school because they have to be. They work as hard as need be to satisfy some external pressure 

put on them. They are not convinced and have not bought into the entire school dream, but 

neither have they fully rejected it. They understand it is important and will continue on until they 

are old enough or other options have presented themselves. 

 

This group requires coaxing and cajoling when it comes to getting them to buy into 

success and academic achievement thing. Positioning to this group implies more of a social 

aspect, enjoyment of school through friends met there. This can be done through participation in 

classes, projects, events and other forms of teamwork. 
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The purchasing motivation for all of these groups is not a product that can be shown to a 

friend like a CD or mobile phone. Nor is it a cheap night out with friends for a dinner or concert 

performance, but a lifestyle that appeals to a person’s higher hierarchy of needs: involvement, 

belongingness, esteem and self-actualization. Our view is that Taiwanese people are willing to 

forego money for a good quality educational product that incorporates these high value lifestyle 

incentives. 

 

4.1.2. GENERAL FRANCHISEE DEMOGRAPHIC POSITIONING: 

Our general franchisee demographic positioning depends on the ‘whom’ we want to 

partner up with and open a school. In our model, we are trying to appeal to both the entrepreneur 

who loves money and the ideal teacher who loves academia.  

 

For the ideal teacher our plan is long term, organic and home grown; through recruitment 

practices we aim to pick out candidates with potential, then through training bestow in them the 

confidence and ability required to run a school the Abrahamic way, and at last offer a potential 

teacher a scheme that they can work towards that will allow them to set themselves up in a school 

of their own.  

 

For the entrepreneur, our plans are complex due to the difficulty in appealing to their 

needs. Accordingly, the majority of our franchisee positioning efforts, as described below, are 

spent on the multi-faceted nature of an entrepreneur. Abraham Academic Academy tries to 

encourage entrepreneur buy in through concepts of degree of involvement and conformity and 

views on an entrepreneur in the education industry.  
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4.1.2.1 INVOLVEMENT AND CONFORMITY: 

When it comes to our franchisees, we believe that we are partners first and that we must 

agree to work together towards the basic business goals as outlined in our business model. Our 

business model believes in entrepreneurial spirit and we want to capitalize on it as much as we 

can. We at Abraham Academic Academy believe that our franchisees should have a great deal of 

autonomy with the daily operations of their school. The majority of the time spent with a 

franchisee will be at the beginning of our relationship in aligning our interests and visions. Once 

a school has been up and running smoothly for a period of time then our relationship becomes 

one of support through our network, connections and resources more than mere guidance. Behind 

the scenes, Abraham Academic Academy will always be working with a franchisee and their 

curriculum. Abraham Academic Academy will continue throughout our relationship to work 

together with a franchisee to ensure great customer service and customer relations. All 

franchisees are told that we are a regulation lite franchise as compared to other franchises, the 

level and degree of regulations we impose on franchisees depends on the ability of a franchisee to 

maintain and uphold our brand image. Any actions taken by the franchise are not intended to be 

forms of punishment, but deemed necessary to realign a franchisee or bring them back up to 

standards, so as not to tarnish the image of other franchisees who are working hard. The levels of 

involvement we propose should be expected for the protection of all parties involved (franchise, 

franchisee and customer), because in order to be a chain and in order for a person to join one 

comes with the notion that there must be a degree of involvement and conformity. 

 

The degree of conformity that we believe in is moderate. For comparison sake, in terms of 

the large chains we are not a McDonalds. We are not trying to implement a fully standardized 

model, but rather a Kentucky Fried Chicken that is ready and willing to adapt to local tastes and 
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standards. Taking the comparison one step further, we even allow for a variety of branch types 

and variations between them, like with the Japanese restaurant chain named Sky Lark. Sky Lark 

restaurants have a unique and differentiated look, taste and feel to them. Different Sky Lark 

locations can physically look very different from one another and can taste very different through 

the availability of location specific menu items. For example, restaurants can take on looks 

ranging from a New York bistro to a California Lounge and their menus can have both corporate 

and private elements to it. The two types of menu elements consist of a primary selection that 

represents a standard selection of items that is available at all Sky Lark locations and are to be 

supplied by head-office and a secondary selection that can be introduced by a franchisee owner 

and supplemented through their own local connections. These aspects can significantly change an 

individual restaurant's overall character, feel and atmosphere, which is established and agreed 

upon through the franchise and franchisee relationship. 

 

An important aspect of our business model is that we are not only selling an education, as 

much as we are a lifestyle and mindset. Therefore, there must be a kind of atmosphere and feel to 

a school, which is something that the school must be able to provide in addition to the 

educational services. To ensure that our franchisees understand this notion, Abraham Academic 

Academy will in every country set up a flagship school and invite prospective franchisees in to 

see and allow them to determine for themselves if this is something that they want to join and be 

a part of. The process commences with the potential franchisee’s willing acknowledgement that 

"yes, I like what I see and I am willing to work hard to maintain this image". This is an important 

and necessary step in the conformity process and must be acknowledged before the process can 

continue. Then, we begin to learn about their expectations and make sure that they understand 

ours before we explain the level of commitment required by the particular school they inspected. 



 

63 

 

Next, we determine how their expectations fit in with our minimum expectations for that country 

and region and we begin to lay out a plan based on their finances in order to establish a roadmap 

of how to bring our expectations into mutual alignment. Lastly, we make sure that the potential 

franchisee understands the importance of the brand, image and reputation and explain the ways 

we will provide support and the times we will intervene. For example, the schedule of periodic 

review that all schools are subject to and the minor and major infrastructure reviews every 5th 

and 10th year of operation to ensure that specific school locations are up to our expectations of 

the areas local standards and competitive environment. It is at this time that the steps are 

completed and an arrangement has been made that allows for full disclosure. Full disclosure 

grants a franchisee full access to our school and resources. Followed by, the commencement of 

their training, and any of their key personnel that they intend to bring on board, at our flagship 

school. 

 

4.1.2.2 THE ENTRPRENEUR AND THE INDUSTRY: 

Who we are is who we are looking for as a franchisee and partner. We at Abraham 

Academic Academy are entrepreneurs and we want to work with other entrepreneurs like us. We 

believe that we can make a difference in the world through a business venture and realize the 

benefits that come with working as a member of a big team. We want to work with others who 

believe they can contribute to society in the same fashion and want to focus on providing their 

customers with the best possible service available. People who work with us realize that they can 

focus on that goal, because the many other aspects of a business that distract or preoccupy 

entrepreneurs are covered by Abraham Academic Academy’s network and services. Our 

franchisees realize that with our support they never have to go at anything alone or be distracted 

and lose sight of their primary goal--the customer. 
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At Abraham Academic Academy, we look at our entrepreneurs as a combination of risk 

aversion, self-confidence and specific understanding of the industry. An entrepreneur must 

acknowledge or believe that they can make a difference in their life or society through the 

establishment of a business. And they must believe that the field of education is right for them or 

that potential exists in the industry for them to tap.   

 

We at Abraham Academic Academy believe an entrepreneur is a rare breed and for the 

pool of people who qualify to be in this special and elite circle there are less than handful of 

characteristics that separate us. These few points of view that we differ on lead an entrepreneur to 

choose amongst the 3 basic ways of conducting business: To do it alone and open an 

independently owned and operated private school under your own name. Join us, join Abraham 

Academic Academy franchise chain, or join our competition. It is through this logic that we 

explain to a potential franchisee and partner our views of why it makes sense to become one of us. 

 

In terms of the industry, we at Abraham Academic Academy realize that the industry is 

big and mature and that the prominent educational players are big and are only going to become 

bigger. So, a company needs any advantage it can get. Therefore, in order to survive in this 

industry we need a wealth of resources at our disposal in order to effectively compete and stay 

ahead of the competition and we need to work together in order to achieve that goal. When 

Abraham Academic Academy looks at Taiwan market, one can still see an ocean of independent 

entrepreneurs, but that ocean is volatile and red. The facts are readily available and tell us that the 

total number of schools in Taiwan has not appreciated since 2002 and that the franchises have 

been expanding their businesses by approximately 20% a year. This means that one 

independently private run school closes for everyone a franchise opens. The franchises have been 
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replacing these small schools one by one and will continue to do so at the same rate until only a 

few strong independently private run schools are left. This only reinforces that business is 

business and that this is a Dog Eat Dog World, despite the higher educational tones we preach 

about. 

 

Another way that Abraham Academic Academy views the industry is through the 

government’s educational development plan. The government of Taiwan was very successful in 

promoting education in Taiwan and ushering in a new “education comes first” era for its people. 

However, with the market entering stage three of its development only a very few will survive on 

their own. Stage three marks the birth of the dominate player and market consolidation, which 

can be readily seen in today’s market place. Stage three represents a period of superior 

educational delivery systems, instructional formats and business ingenuity. The day of mom and 

pop opening a school for a quick buck has come to pass and requires knowhow, professional 

guidance or support in at least one of these areas. The government of Taiwan has every intention 

to compete with the west in both scale and scope in the Education industry. This means that the 

only way to go is up and in order to survive one must be on the side that is transitioning. We 

believe that if it is not ones intention to be big, to grow, to struggle and compete with these ideals 

then they should not open a school on their own. They should join a team that does. 

 

So in short, here are the 3 things we believe: 

 If a person wants to do it alone, they need to already have their foot in the door and be 

grounded in the industry, otherwise they will lose the game before they finish playing catch 

up. At this stage of the game with these current market conditions the risks are high, because 

the transition time is short which makes the learning curve very steep. 
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 We believe it is better to play it safe and it is time to start choosing sides. The industry is 

already in a state of transition and has a few big players, but these players are not infallible 

and there is no monopoly yet. There are no McDonalds or Coca Cola’s in the supplemental 

education industry yet, which means the ones that are around can still be challenged. When 

we look at the other players, we believe it is important to look at their business models 

together with their current business state to determine their true value. We believe in the 

Abrahamic model and are continually studying theirs. Our model, in its current business 

state, has more value than any of the larger chains. Our model is newer and based on their 

successes. There is nothing that they have that we don’t have in terms of systems, 

connections and design, but there are many things that they have overlooked. 

 

 If you look at the entire education industry as a whole, the direction of change should be 

apparent by looking at what people want by what they ask for; education has always been 

about the names, places and reputations of the schools that people attend. However, this is 

no longer a requisite for the choice of a university or high school as these preferences are 

filtering down to the supplementary educational levels that provide their candidates. So, to 

be a language or cram school provider in this era an entrepreneur must be willing to adjust to 

these preferences, if they want to continue in this industry. 

 

4.2. POSITIONING BY COMPETITOR 

To position ourselves by our competition we considered the perspectives of our potential 

customers and fellow employees working in the industry. Through their points of view we could 

better determine the reasons behind where we should be placed in contrast to our competition and 

how that could be achieved. This information also proved valuable in determining where we 
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should not position ourselves. Similarly, the information collected proved vital in identifying both 

successful and unsuccessful elements of our competitors, which we used to better define 

ourselves by tailoring our offerings and exploring both local to Taiwan and international concepts. 

 

 Customers: 

To understand our customers’ points of view we went on line and joined the numerous 

websites, blogs, post, forums, and chat room conversations that are dedicated to parents who 

want to know more about the quality of education and points of contention encountered at 

various institutions. 

 

 Working Professionals: 

To better understand the professionals who work in the education industry, Abraham 

Academic Academy distributed 500 in depth questionnaires. Abraham Academic Academy 

utilized its connections in the industry and targeted the institutions that our education 

associates work at and are familiar with. There were both English and Chinese 

questionnaires distributed in order to access both the foreign and Chinese teachers take on 

the education industry in Taiwan. Questions focused on the key players, curriculum, 

management, programs, services, parents, students, aspirations, pet peeves, salary, and 

opportunities. 

 

4.2.1. UNDERSTANDING THE COMPETITION: 

The following represents a basic breakdown of the supplementary education industry in Taiwan 

with some competitive information: 
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1) Schools Types: 

• Large Cram and Language School Chains (Private) 

• Small Chains and Reputable (One-Off) Cram and Language Schools (Private) 

• Mom & Pop Variety Cram and Language Schools (Private) 

• Local Public Schools (that provide supplementary after-school programs in addition to the 

National Curriculum) 

• Local Private Schools (that provide supplementary after-school programs in addition to the 

National Curriculum) 

• International Private Schools (that provide supplementary after-school programs in addition to 

the National Curriculum) 

 

2) Additional School Offerings 

• Local or International Curriculum 

• Commercially Purchased or Internally Developed Curriculum 

• Type of Accreditation 

• Overseas Connections 

• Student & Consultation Services 

• Native English Speaking Teachers (NEST) 

• Student Teacher Ratio 

 

3) Programs Types: 

• Cram schools 

• Language schools 

• Montessori 
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• Childcare (activity based skill development) 

• Daycare (fun) 

• Artistic development and enrichment schools  

• Mental development (speed reading and calculations) 

• Physical Development classes (P.E, Martial Arts) 

• Recreational 

• Music 

• Dance 

• Math 

 

4) Our Primary Competition (viable threat):  Cram and Language Chain Schools 

• HESS (begin w/kids) 

• Kojen (begin w/adult) 

 

5) Largest problem with these schools 

• Consistency (price, physical environment, teaching quality) 

• Positive and happy atmosphere 

• Image association (Hess = kids, Kojen = adult) 

• Safety 

• Additional fees 

• Timing (open, closed, after hours service pick up/drop off children) 

• Nonprofessional management 

• Inexperienced teachers 
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4.2.2. ADDITIONAL COMPETITIVE KNOWLEDGE: 

Some additional knowledge acquired during our competitive positioning process was: 

1. The majority of Abraham’s competition is in schools with language services 

2. The small niche for specific curriculum schools is small and it is unlikely that a  

 specific curriculum school will crossover or expand into a generalized curriculum: 

 The schools who commit to a specific type of curriculum are just that 

 specific. They are artists, dancers, and mathematicians and tend to 

 want to place themselves far away from a general curriculum. A  

 niche school provides an opportunity to pursue their passion for a 

 career. 

 Specific curriculum customers are few due to specific tastes/needs 

 The teachers hired specialize in that one subject area. It would be too 

 hard for them to work for us and they would demand too much for  

 their skills than we would be willing to pay. 

 It is easier to convince customers that a school can teach dance, 

 rather than being a dance school that teaches math or English. 

3. The small niche segment has the potential to grow (gaining public acceptance) and 

will further fragment the industry. 

4. A cram school's performance is easily judged compared to a language school's 

(comparability to national curriculum and grades). 

5. It is easier to be a language school that expands into cram school services (vice 

versa not held as true). Language schools offer cram services is normal, but cram schools 

that offer language services are not considered to be as good. 

6. A larger market space for cram schools. Appealing to a cram school curriculum is a  
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must outside of English language courses because language acquisition is considered a 

luxury and held secondary to a student's performance in regular school. 

7. Customers strongly identify with the international (western) look and feel of a 

language school. 

8. The cram school segment is a lot larger than the language segment. 

9. Most cram school providers are not known by name, services are not considered  

special. When asked to identify a cram school it was to harder to elicit a name and 

those mentioned were inconsistent as compared to language schools.  

10. The Language segment is very diverse (fragmented) allowing for a position within. 

11. The language segment is a faster growing segment. The cram school segment is already 

contracting and consolidating. 

12. It's hard to change your positioning once an image is established. 

13. A public school’s supplemental offering is considered to be low-level 

14. Those who attend a private school generally subscribe to supplemental educational 

services. 

15. Those who attend an international school will only attend supplemental schools tailored 

to their international school or to a large chain school. 

 

4.2.3. COMPETITIVE PRODUCT SPACE: 

Figure 9 below was created in relation to the information gathered. This figure maps out 

Abraham Academic Academy’s competitive product space based on understanding the 

competition and competitive environment. 
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Figure 9: Abraham Academic Academy Competitive Product Space 

From the mapping of our competitive space we have learned the following: 

1. Kojen: Chain school, all ages, well known. It is considered very international and institution 

like due to its all-around versatility with ages and programs. However there is something 

with its management style, conduction of classes and public visibility that makes it seem 

more local in feel than Hess. 

2. Hess: Chain school, it caters to all ages but associated with children, thought of as very 

international. It is its association to kids (like the other schools in 4 below) that hinder the 



 

73 

 

institution feel. The international feeling is an all-around feeling from décor, to teaching 

style, ambiance, presence of foreign teachers and variety of programs and their own 

specialized curriculum. 

3. Geos, Global Village, etc.: The only international schools in Taiwan are from Japan and 

there are a few Japanese chains to choose from. These have a different feel, appeal and seem 

different than their local counterparts. They seem more international due to the variety of 

languages provided (mainly Japanese), and their use of cultural antics that heightens their 

foreign nature (association to Japan). They also seem quite institutional due to their 

qualifications, standards and certifications. 

4. Kid Castle, Giraffe etc.: These are chain schools, generally focusing on kindergarten and 

elementary age students. These schools are usually positioned in the middle. They are not 

considered international, local, institution or business like. They are thought of as just a fun 

and enjoyable place that caters to kids. Overall they tend to have a positioning more to the 

institution and international side than the others due to the lessons and feel. 

5. Niche Cram Schools (才藝班,文理班): There are a few famous and popular specialty 

schools that cater to specific subjects. These ones teach and broaden a student’s horizons 

with respect to their specific subjects, which makes the student feel that the school is more 

like an institution than a business. There is no international association with these schools 

and they tend to feel quite local. 

6. Niche Cram Schools (才藝班,文理班): There are a few famous and popular specialty 

schools that cater to specific subjects. But unlike their counterparts above, these ones only 

focus on passing the test. They focus on short cuts, strategies and things to look for that will 

yield desirable results. These ones are thought of as cut throat business, providing a service 

to get the job done. There is no international association with these schools and they tend to 
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feel quite local. 

7. Cram Schools that cater to All-American Schools (Taipei American School, Dominican 

Republic School, KangChiao): These schools are thought of as international not because of 

their feel, but their association to the public/private school they supplement. These schools 

are not thought of as primarily teaching, but getting their students to make the score. These 

schools specialize in acquiring inside information from their schools to give their students an 

upper hand and advantage over others. Thus they have a very practical and business 

orientated feel to them. 

8. The majority of Cram Schools (chain or sole-proprietor), and small language schools: 

Almost all of these cram and language schools have a local feel and teaching style to them. 

They cram schools mainly cater to passing the test and not on effective learning which is 

why they are thought of more as a business than an institution. The same applies to the 

majority of the non-chain language schools. People feel that it works (they teach and I do 

English), but are not convinced that the level or quality is high (chinglish). Generally people 

feel it works and gets the job done without any higher aspirations. This is why it is very 

local and business like. 

9. Language School Chains (Elite, David’s, and Franklin’s): There are a few chains schools 

that have gone through a facelift and seem very international and institution like. They have 

seemed to follow the Japanese language schools lead and even offer other languages too 

(mainly Japanese). These schools look and feel more international, feature a variety of 

foreign teachers, programs and classes at a variety of times and locations. There student and 

international services have quite broad scope along with their overall standards, 

qualifications and certifications. However they are very rooted in local culture and behavior 

and business focused which tones down their overall positioning to where it is. 
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AAA: Where we Abraham Academic Academy wants to be 

 

A. For a school to be considered international it must have language classes; 

B. Schools that do not offer language classes general don’t even bother to present themselves in 

an international capacity and have quite a local feel to them; 

C. Association to International feel: Clean; bright; professional; spacious; teaching styles; 

white foreign teacher (for English), native speaking teachers (for other languages); not just 

book orientated; more events and interaction; learn about culture, history, holidays and 

popular culture; 

D. Teaching styles TYPE I; passive or active; pass the test or know the material, one way to 

solve the problem or any way; drill, memorization and repetition or variety; 

E. Teaching style TYPE II; traditional or modern; teacher boss, no questions, do as told, 

harsh/strict disciplinary measures. 

F. Association to Institution feel: standardized, transferable, applicable, certified, qualified 

nature. Very organized, transparent, not money orientated; 

G. Association to Business TYPE I; feel and atmosphere; to the point, not care about feelings, 

not personal.  

H. Association to Business TYPE II; Cheap in nature, concerned about money over students, 

cutting corners, not transparent, not trusted. 

 

4.3 POSITIONING BY PRODUCT ATTRIBUTES AND BENEFITS 

The positioning of ourselves by product attribute and benefits is done through the use of 

the attribute branding concept. This concept allows us to identify our attributes on different 

dimensions and to visualize our product offerings through the mapping of these important 
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elements. The resulting 3D visualization allows us to better define our product space; it allows us 

to make it more complete by exposing gaps and redundancies and pointing out specific elements 

that should be change. 

 

4.3.1. ATTRIBUTE BRANDING CONCEPT: 

A) Concept: 

Brand:  Who we are. 

Brand Width: It is the extension of the brand outside its original product category. 

Brand Length:  It is the brand’s franchise in terms of appeal. 

Brand Depth:  It is the brand’s ability to create consumer loyalty by offering 

variants in each element in the brand length. 

Brand Weight:  It is the influence of the brand in its category or market. 

 

B) Interpretation: 

Brand:            Image/Idea Education/Business Type 

Brand Width A:  Curriculum 

Brand Width B:  Levels/Ages 

Brand Length: Programs 

Brand Depth:  Program Elements 

Brand Weight: Good At (Specialty) 
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C) Application: 

Brand:   Abraham Academic Academy (institution, education specialists, 

                  collaboration of schools). 

Brand Width A:  National Curriculum, Foreign Language Curriculum, Education 

                  Consulting, Overseas Network. 

Brand Width B:    Kindergarten, Elementary, Middle School, Junior and Senior High 

                  School. 

Brand Length: Daycare/Childcare, Bilingual, Chinese Only, English Only 

                  Programs, Intersession Camps. 

Brand Depth:  Schedule flexibility and variety, curriculum flexibility and variety, 

                  competitions, performances and shows, community and day events, 

                  field trip outings, consumer merchandise and memorabilia, pricing 

                  options, modern technology and communication (traditional 

                  communication through merit charts and email and social media). 

Brand Weight: The number of schools, access to western pedagogical educational 

                  specialists, curriculum, network. 

 

Note: The majority of our differentiated items that are discussed in our business model in section 

5 were created through the use of this attribute branding concept. For example, the extension of 

our services to include Chinese and Daycare services, our pricing model, scheduling flexibility 

and ideas for granting franchisee freedoms and apportioning franchisee regulatory control.  
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4.3.2. ADDITIONAL ATTRIBUTES & BENEFITS: 

Beyond the use of this notion for explicit derivation of elements to cover the variables and 

dimensions described above. The process generated ideas related to the offerings and created 

some additional attributes and benefits: 

 

1. General Attributes and features of the school: 

• Inter-school collaborations between same and different age groups to create a larger than 

life environment and sense of belonging (global village). 

• Community events. 

• Different schools have different offerings to provide variety. 

• Monthly electronic newsletter (cultural, world, folk and educational event awareness). 

• A student wall: Spirit of artistic personality (diversity) with Educational overtones. 

 

2. Products (merchandise): 

• One international set that reflects an institution, one local set that reflect student interests. 

• Optional cool case and packaging (for gift purposes), environmental and reduced packaging 

options. 

• Promotional inclusions. 

• School use items constructed to convey cultural awareness. 

 

3. Products (curriculum): 

• Exterior design will conform to institute image (except the front cover will partially 

encapsulate student preferences). 

• Inside design will conform to students tastes. 
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• Back of books will have extra work for students to do on their own time if they choose. 

 

4. General Attributes and features made for the schools to use: 

This involves the business antics and tricks that we will incorporate into the school's core 

such as: slogans, tag-lines, trademarks, and brand characters. These will try to represent those 

one-off characteristics that set us apart from the rest. Some Examples are: 

• Trademark:  

       history and amongst the longest running coin types ever in world  

       coinage history). 

• Tagline:   It just makes sense (cents). 

• Slogan:   In-Progress. 

• Jingle:   In-Progress. 

• Song/Anthem:  In-Progress. 

• Brand characters: There will be 2 sets of characters. One set will represent the elders 

through some national icons (the main one being Abraham Lincoln). The 

other set will be a group of students that our students will be able to 

identify with (style, look, personality; the strong one, beautiful one, smart 

one, clumsy one). The elder characters will be stable and relatively 

unchanging over the years and can reflect parental and academic interests, 

but the students’ brand characters will grow with the students as they 

progress through the years aging and developing as they do. 

 

These characters will behave like a where’s Waldo, but ours will be a where to Waldo that 

also tells you where to go and what is going on. These characters will appear occasionally in 
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different places in different formats either boldly or subtly. They will appear in the curriculum, 

part of our advertisement schemes, and have their own little segments like on our web pages. 

These characters will be developed into mascots and will have the capability to interact with 

people. The point is to give these characters a purpose for people to identify with. These 

characters are designed to add value to the brand by increasing customer buy-in through customer 

appeal, relativeness, and attractiveness. 

 

4.4. POSITIONING BY CULTURAL SYMBOLS 

Abraham Academic Academy believes that it should be positioned and aligned with 

cultural symbols and by cultural symbol we mean anything that symbolizes a group. Our basic 

group will consist one of five following types: local, foreign, western, international and specific. 

Within these groups we extend the definition to encompass significant and recognized things and 

sets of things that range from the abstract to the concrete like decor, colors, artifacts, and stories 

to memorials, landmarks, people, animals, items, and food. Academically speaking, the purpose 

of this is to provide a basic framework of the world for our students for identification purposes. 

Additionally, this simplified reference system aids foreign teachers by facilitating the teaching of 

concepts faster and easier. However, the following focuses on the marketing advantages gained 

through embracing these notions. 

 

We believe that this marketing approach will truly resonate with each of our segments. As 

a foreign, western, rooted company positioned as an institution we want to pull symbolism from a 

walk of life that reinforces the image we are selling. This symbolism can be positively accepted 

by our host nation, because our western way of life, in terms of standards of living and 

educational standards, is held in high regard and considered to be superior in many ways. 
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Therefore, we want to use western cultural symbols that reinforce these elements of our schools 

and their practices. Consequently, by coming to our school our customers are in essence coming 

closer to the attainment of these beliefs. To position our company this way requires a 3 part 

process: internationalization, bridge, and localization. This process in essence is creating a bridge 

that brings these worlds together in a way to balance our image respectably in the minds of our 

customers. 

 

4.4.1. INTERNATIONALIZATION (INTERNATIONAL GROUND/USAGE): 

First and foremost, we are a foreign institution, an international institution that has come 

here from abroad. Our institution has schools operating under it based on these systems and those 

international schools are grounded in our ideals. Therefore, the symbolism that we bring must 

adhere to a foreign, western archetype. The international symbols chosen will be rooted in North 

American culture; however will include a strong international sentiment through Canadian, 

Australian, British, and European inclusions. For example, focusing on the North American 

culture, the school background and backdrop (things not utilized by students) should be decorated 

according to certain colors and motifs: 

 

For example, colors and motifs to be used that are based on our origins and roots. 

Colors & Motifs: 

 National/Flag: Red, White and Blue 

 Affluent/Educated: Copper, Oak, Mahogany 

 Nature/Humble: Brown, Green 
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Some American namesake items will be chosen to be used by the children in specific everyday 

formats. For example, naming the children’s classes or specific classrooms. 

Bilingual Class Names: (Money) 

 Penny 

 Nickel 

 Dime 

 Quarter 

 Four-Bits 

 Dollar 

 

English-Only Class Names: (American Presidents) 

 Theodore "Teddy" Roosevelt 

 Abraham Lincoln 

 Thomas Jefferson 

 George Washington 

 Benjamin Franklin 

 John Adams 

 

Some exemplar rooms around the school could be named: 

 The office           The White House 

 The lunchroom       The Ice Cream Parlor or Mc Donald's 

 The sleeping room    Camp Nap-Nap 

 The dance or music rooms  Broadway or Hollywood 

 The science room.      NASA HQ (headquarters) 
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Some mascots are important for using in the curriculum (worksheets and text books), which then 

can be used in a retail capacity (stationary goods, notebooks, uniforms, stuffed animals). 

Mascots: 

 Bald Eagle 

 Beaver 

 Raccoon 

 Moose 

 Deer 

 Buffalo/ Bison 

 Red Wolf 

 Goose 

 Turkey 

 Trout 

 Salmon 

 

There will also be a social aspect to our cultural inclusion; A focus on some everyday common 

things and ideals.  

American Landmarks, Trademarks and Food: 

 Statue of Liberty 

 Mount Rushmore 

 Hollywood 

 White House 

 Yellowstone Park 

 NASCAR 
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 Burgers 

 Hot Dogs 

 Fries and Poutine 

 Steak and Ribs 

 Hostess Cakes  

 I-HOP, Applebee’s, Denny’s and 7-11 

 Costco and Wall-Mart 

 Football and American Idol 

 

Ideals and Expressions: 

 The First Amendment 

 Freedom of Speech 

 The Right to Bear Arms 

 Constitution 

 The Great Outdoors & Mother Nature 

 Plead the Fifth 

 Uncle Sam 

 

4.4.2. BRIDGE (MIDDLE GROUND/UNDERSTANDING): 

A key to the success of this symbolism technique will depend on our ability to minimize 

any negative effects by having our schools act as a bridge between our two worlds. This will be 

done by exposing the relationship between the strong western and international elements chosen 

and the local environment. 
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A first problem arises due to us not being positioned as a local school. Precautions must 

be made to ensure that we do not seem too distant from and unapproachable by our customers. 

Improper use of our strong foreign symbolism risks alienating our customers. So, if the 

symbolism chosen reflects the school as a foreign institution, we want to ensure that host country 

inhabitants understand that we have brought the best from our western culture in hopes of 

building a better host nation (Taiwan) through the development of Abraham Academic Academy 

students. A second problem to watch out for and overcome is that we do not want to come across 

the wrong way--snobbish and arrogant. To facilitate our success with symbolic positioning 

Abraham Academic Academy will specifically apply the symbolism in 3 ways to aid in our 

embrace of our school’s local and national environment: 

• To focus on highlighting symbolic similarities (not differences) and avoid conflicts of 

interest between our cultures, segments and classes. 

 

• To place the symbolism in the back drop of the school. To let our customers take what 

they want, not being too obtrusive so as offend customers by forcing our ideals down their 

throats. 

 

• To forge positive and strong foreign-local relationships. To have the customers see the 

positive relationships and ideals that we choose to emphasize: employment practices, 

cooperation between local and foreign teachers and community involvement. 

 

Abraham Academic Academy believes that crossing the cultural divide is more than the 

bricks and mortar of language, but pragmatic understanding. Most schools focus on the 

vocabulary and grammar without context. This aspect is not understood or embraced by many 
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other schools. Through this specific application, we try to appeal to those who have picked up on 

the symbolism; know, like and recognize these details; have these expectations of a western 

school; or are looking to embrace certain aspects of foreign culture. 

 

4.4.3. LOCALIZATION (LOCAL GROUND/USAGE): 

The other side of the bridge must be rooted in the host country's local symbols and 

symbolisms. This will ensure Abraham Academic Academy’s genuine admiration for the people 

and their country. These symbols will be chosen in one of two ways: physical intrigue or in-depth 

meaning: 

• Cultural symbolism chosen that intrigues or mystifies people: Ideas for physical symbols to use 

should be ones that are rare, unique, beautiful, or resonate with the host nation's people or can 

serve as conversation pieces. 

 

• Cultural symbolism chosen regarding its specific meaning: Good wholesome symbols should 

represent family, people or country. Good mental symbols chosen should facilitate national 

pride, diverse artistic expression, intellectual or educational enlightenment. Good ESL symbols 

should represent a student’s struggle with foreign language acquisition. Good ESL symbols 

should represent culturally complex phenomenon, change, adaption or acculturation. 

 

Since the first schools will be founded in Taiwan let’s use it as an example. Some examples of 

local Taiwanese cultural symbolism that can be used are as follows: 

1. Cultural Formats taken from Taiwan’s Heritage: 

 象形文字 (Xiang Xing Wen Zi) ancient character 

 成語 (Cheng Yu) 4-character idiom 
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 春聯 (Chun Lian) 

 合書 or 合文 Chinese Ligature 

 

2. Focus on the Map of Taiwan (the 15 states and special things about them like): 

 Food 

 Aboriginal Communities 

 Landmarks and Attractions 

 Historical Sites 

 

3. Abstract Ideas: 

 Superstitions 

 Farmer’s almanac (農民曆) 

 Holidays 

 Festivals 

 Rituals 

 

4. Concrete Ideas: 

 People (Chaing Kai Shek 蔣中正, Sun Yi Shen 孫逸仙, Confucius 孔子, presidents,  

musicians, athletes Wang Jian Ming 王建民), 

 Objects (sky lanterns 天燈, dragon boat 龍舟, red envelopes 紅包) 

 

5. Ideas to Use for Names of Classes: 

 The name of the Chinese Zodiac (十二生肖) character for the root year of the class (12  

animals) 
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 Ho-Yi(后羿) Archer that shoots the 9 suns 

 Qu-Yuan(屈原) from dragon boat festival 

 Chang-Er(嫦娥) and the Jade Rabbit(玉兔) on the moon 

 Niu-Lang(牛郎) & Zhi-Nu(織女) Chinese Valentine 7
th

 month, 7
th

 day, Magpie(喜鵲) 

 New Year monster(年獸) 

 

Complex Notion & Tacit Understanding: 

The first thing that people ask after reading this section is, “Is this necessary?” There are 2 

amusing antidotes that will be shared to explain its importance and tacit nature. First, the 

Simpsons sitcom phenomenon can be used to explain how these complicated devices can be used 

with school aged children. Local symbolism will be understood by local people. Parents can 

choose to elaborate on the things that they deem important, which will further enrich a child's 

education through familial participation. By the same token parents can choose to overlook any 

element based on their own system of value and appropriateness without harm or foul. For 

example, much of the content in Simpsons is directed towards the older adult audience, but 

presented in a way that is entertaining and oblivious to children. Parents only have to share what 

they want or know with their children. So regardless, cartoon or international symbolism, 

understood or not, people will seek out answers to questions that are interesting to them and take 

away from an experience what is satisfying. All we have to do is encase the symbolism in a 

package designed with amusing and lite-hearted overtones and then let the people decide what 

they want to learn from it. 

 

Looking at these complicated devices from the vantage point of grammar development 

gives another perspective. The daily exposure of these elements to children will give them a tacit 
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understanding of many important cultural aspects that we never actually had to invest time in 

teaching, but through association will provide an intuitive and pragmatic cultural understanding 

of the language and the way we think. Most native language speakers are not aware of the 

grammar they use, or think about if they are using it correctly. Yet, this fact does not detract from 

the wealth of knowledge that the individual has amassed. The symbols and metaphors we choose 

to imprint on the children are an invaluable part of their international rearing. 

 

4.5. POSITIONING BY USE OR APPLICATION 

To position by use or application means to paint a picture and communicate the idea of 

what product incorporation will do for one’s life. To do this will require the application of our 

consumer demographics (target and end-user profiles as described in section 4.1) in a 4 part 

scheme that is divided into 2 stages of importance. The primary stage features the product, the 

student and the school, whereas the secondary stage deals with the extension of this product to 

everyday life. 

 

4.5.1. PRIMARY STAGE: 

The strategy of the primary stage is to focus on the students and showcase their abilities. 

These images will be casted in the foreground. Here, we focus on portraying 3 aspects of a 

student: 

 Success through their achievements. 

 Mature and responsible lifestyle through their acts and gestures. 

 Fun environment in class through their participation. 
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However, the school wants to take partial credit for this creation, for this extraordinary 

student. This can be done by attributing his/her creation to the special elements possessed by the 

school. But because God and family comes before school our 'school attributes' positioning 

tactics will placed in the background of the student abilities images. Here, the plan is to focus on 

3 aspects of the school and how these elements relate to the student: 

 Teachers 

 Classes and programs 

 Curriculum 

 

4.5.2. SECONDARY STAGE: 

This positioning deals with product extension; how the school affects the other aspects of 

a student's lives. This is done through parent and familial inclusion in the education process and 

lifestyle. The former will include or feature elements of parental participation and student 

gratitude for the opportunity of being enrolled. Examples of this positioning could be: 

 A mom behind the stage with their children before they perform. 

 A dad waiting at the finish line for their child to cross. 

 Parents filming a graduating ceremony. 

 A student makes a speech that includes family sentiments. 

 A child showing their family an award won or something made from school. 

 Dad comes home from work and helps their daughter with her homework. 

 

The latter, lifestyle, focuses not only on showing that a student who enrolls in our school 

will turn out to be a successful person, but as a consequence of their enrollment they will no 

doubtingly have a better life, more friends and richer family interactions. They will possess cool 
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and trendy objects that represent a life they seek and want to identify with. However, just as with 

our primary stage, these elements are secondary and must be placed amongst the backdrop, not 

being allowed to become a prominent feature. This portion of the position will focus on the 

esthetics of success like: 

 Scenic backdrops 

 Everyone dressed well 

 Parents have a nice car 

 Students have nice toys, phones, or computers 

 A beautiful school 

 

4.6. POSITIONING BY PRODUCT CLASS 

Abraham Academic Academy wants to be the educational provider and supplement a 

child's public or private school education. We believe that this can be done through the 

positioning of our products by class. The Abraham Academic Academy brand is going to compete 

in scope and scale in providing products and services of high value caliber that are expected by 

the educational consumers in our target market and by our end users. This can be done through 

the employment of 3 overlapping ideas that work together. 

 

Abraham Academic Academy Product Class is defined by: 

 High Class (Quality and Value) 

 Institution 

 Curriculum (Practical and Visionary) 
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4.6.1. HIGH CLASS (QUALITY AND VALUE): 

The high class nature of our product can be broken up into two elements. The quality of 

our curriculum as provided by a world class education institute and the value obtained through 

the actions of our business wing. 

 

4.6.1.1. QUALITY (INSTITUTION WING): 

The quality that we stand by is derived from our curriculum. It is an all-around top notch 

curriculum from its development to its deployment; from the scheduling of the classes to the 

length of times for each class, lesson and break; from how the subject matter is presented and 

delivered to how the subject matter develops over time by chapters, units and years. 

 

The reason why we want to take this position is because we know that the curriculum is 

an element we can standardize and control. Unfortunately, we know that the education 

experienced will vary from school to school under the brand. Variability arises for a variety of 

reasons like quality of students in different areas, the accessibility of good teachers (especially 

foreign teachers), the application of Abraham Academic Academy ideals, or a management team's 

specific employment of sound educational theory. However varied a particular school might be 

we will be able to stand behind the quality of our curriculum. Taking this position is a kind of a 

damage control. First, we will be in a good position to deflect any negative publicity that occurs, 

being able to attribute any wrong doing to human error, bad practices, poor judgment, or a 

situation that can be remedied. Second, if necessary, Abraham Academic Academy can then 

intervene as an impartial 3rd member and on the behalf of our concerned consumer try to rectify 

any situation that happens at a specific school. 
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It is through the positioning of the brand as an institution that Abraham Academic 

Academy tries to protect its curriculum and ensure that it comes off as being high in quality. We 

do not want the brand to be identified as one of its branches. We do not want to be seen as a small 

school or as a private business that provides products and services. We want to be seen as an 

institution that knows how to educate people.  We want Abraham Academic Academy to be 

known as an institution first, business second. However, problems arise, because Abraham 

Academic Academy works with its many schools in disseminating sound educational theory. 

 

4.6.1.2. VALUE (BUSINESS WING): 

The value of our product arises from the business wing of the brand. The business wing's 

primary concern is on the ways to lower costs. The business wing tries to develop ways to reduce 

spending and lower costs by focusing on what an individual school can do and on what can be 

done together, shared and pooled as a group. We tell customers that it is the deployment of our 

business model that allows us to reinvest in our curriculum without having to charge them more 

money. We tell customers that it is very difficult, to the point of being near impossible for a single 

school of limited resources to be able to create an extraordinary offering without being massive in 

size or having to raise their prices. But it is easy for 1,000 schools to share the cost of a single, 

but amazing curriculum. 

 

This is how Abraham Academic Academy provides customers with greater value and why 

we stand by our vision of trying to lower the ever rising costs of an education. A quality 

education made affordable because of our business model; through the design of our schools and 

the utilization of our network. A network, through its size, that shares costs. It is the power of our 

numbers that generates value. Whereas it is the design of our schools and their programs that 
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helps an individual school lower costs and remain competitive.  

 

4.6.2. INSTITUTION: 

The second way that we are to position ourselves by class relates to the public's commonly 

held view on institutions and accounts for another reason why we want to be identified as an 

institution. 

 First, institutions are known to specialize in something, they have the 'know how' to 

 be able to do a particular thing exceptionally well. 

 Second, institutions are known to be very large in size, a trait that impacts their  

ability through their access to resources. We want to push the 'Big Budgets & Deep  

Pockets' idea to reinforce our capability in producing the quality of our offering. 

 

4.6.3. CURRICULUM (PRACTICAL AND VISIONARY): 

The third way we position ourselves by class relates to the way we separate our curriculum. 

The educational position of our school in terms of our curriculum is that it is practical and 

visionary: 

 

 Practical (Local Curriculum): 

First, the help that a specific school provides in terms of the national curriculum will be 

tailored to the regional school that the majority of the students attend. Therefore coming to 

us will help your child get ahead in their everyday lives.  

Second, each school is asked to develop a unique trait or offering that is exclusive to their 

school or to specialize in an aspect of their curriculum that will give them a distinction 

amongst the branches. Both tactics will add prestige to a school and the chain.  
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 Visionary (International Curriculum): 

The language correspondence that we provide is grounded in a western education and geared 

towards going abroad. Therefore, coming to us will give your children a better chance of 

adjusting if they decide to go abroad. However, even if they do not go abroad and decide to 

stay local, the education received will be very beneficial in creating a well-rounded and 

worldly individual. 

 

It is through our international curriculum that we differentiate ourselves from the 

competition and add a significant amount of value to our language program. When Abraham 

Academic Academy thinks of language acquisition we believe that a message should be taught 

with it rather than solely memorizing grammar and vocabulary and reusing second hand familiar 

knowledge and sentence patterns, which forms the basis of the lessons used in most language 

schools today. We believe that retention of knowledge occurs through practical usage and not just 

drills. 

 

A student who learns a language through the use of standard ESL books on the market will 

find the transition to a western school difficult as they won't possess much of the knowledge 

already known and taken for granted by local students there. Academically, a student that makes 

the transition will be playing catch-up with too many variables. A student does not need to begin 

a new life, in a new environment, while speaking a foreign language and trying to make up for 

the general knowledge that he/she was not exposed to. 

 

By tying language acquisition to the western K-12 curriculum a student not only learns the 

language but broadens their mind at the same time. Many aspects of a western K-12 curriculum 
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are not presented in a non-western country’s national curriculum. We believe that this is a 

challenging and exciting way to learn another language and is why Abraham Academic Academy 

takes this position with language acquisition. 

 

To put it another way: 

• We want to attract a student who is tired of the traditional English acquisition model used here 

in Taiwan. 

• We want to attract parents who see the value in what we say. 

 

4.7. POSITIONING BY PRICE/QUALITY 

The 3 main products and services that Abraham Academic Academy takes into 

consideration regarding the price/quality positioning of the brand are Abraham Academic 

Academy’s official school curriculum, a specific branch school's programs, and the merchandise 

sold. Other products and services that are available are not discussed in detail here. 

 

When positioning by price/quality we separate value into 2 categories based on control 

and point out ways to improve the control or price/quality ratio of our products and services in 

these areas so as to guarantee value. 

 

 

 

 

 

 



 

97 

 

Value = Quality / Price 

Product  Merchandise Service 
Quality of Branch Specific 

Education Received 

Value High Value Moderate - High 

Price Market Price Price Industry Set Price (Fixed) 

Quality Oversupply Quality Good 

Strong Control Varying Control 

 

This price/quality ratio is of outmost importance when dealing with a franchise chain due 

to the problem of regulatory enforcement and the entrepreneurial motives of a branch owner. 

Therefore, the first thing to discuss is the fact that schools do not have to conform 100% to 

Abraham Academic Academy outlook on education. We understand that there are many different 

ways that individuals can learn as well as subjects to study. In terms of conforming, our 

expectations are: 

• A school must be willing to adopt one of class schedules we have developed that offers 

flexibility for the consumer. This implies the number of classes in a day, their length and breaks. 

• A school must be willing to adopt a portion of our curriculum. A minimum number of classes 

according to their schedule (~60%) that conforms to the use of our specific text books. 

• A school must offer some variety in programs, courses, lessons, or activities for our consumers 

to choose from. 

• A school must be willing to offer and display official Abraham Academic Academy 

merchandise and not only their own, if they choose to create their own merchandising products. 
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• A school must be willing to provide their customers with a wide variety of service options, not 

limit their customers to only those that will benefit the branch owner specifically. 

 

One way of handling this issue of control and price/quality is the development of satellite 

school. A school that is too specific or limited in its offerings, does not adopt a broad enough 

range of activities, or does not conform enough to the standards of our brand can be classified as 

a satellite school. A satellite school will not be positioned as a good or bad thing, but as a way to 

inform parents that the school offers specialized services not standard at most locations. Some 

positive aspects behind the satellite school designation are that satellite schools make it easier for 

entrepreneurs to join and commence operations faster, allow entrepreneurs to establish a base and 

outline a roadmap for growth, lower the threshold allowing for faster franchise growth, allow for 

the development of special niche schools, allow schools room to breathe and a chance to respond 

to the market, lower the initial risk associated with starting up a school due to the burden of high 

costs, lower the learning curve associated with starting a new venture. 

 

4.7.1. ABRAHAM ACADEMIC ACADEMY SCHOOL'S CURRICULUM: 

Abraham Academic Academy has high control over the development, usage and value of 

our curriculum. The value of the curriculum as described by the price/quality ratio will be high, 

because of our intention to overcompensate for the quality while providing it at an artificially low 

price. The curriculum plays an important role in our business model. It acts as a standardizing 

agent and an incentive for people to join our franchise chain. Our curriculum is one of the 

important resources that franchisees want to gain access to. For curriculum development to be a 

profitable revenue stream requires economies of scale, thus we expect large short term costs and 

losses that will decrease with time. 
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The curriculum is a product that we want to completely standardize within the franchise. 

A curriculum does not have to significantly differ in use or vary in quality from school to school. 

Curriculum selection by a franchisee is something that can be predicted and controlled in advance 

with a high degree of certainty unlike other aspects of a franchisee's value preferences. We plan 

to standardize the curriculum by: 

• Developing a world class curriculum (textbooks, methodology, teaching aids, supplemental 

material). It is our intention is to create a curriculum that cannot be matched by the resources 

found at any single school. 

• Making our curriculum the best affordable option for our franchisees to use. Our plan is to 

provide our curriculum to franchisees at a low price. Lower than any other curriculum packages 

available on the market of equal value. 

 

For standardization to occur, head-office will undertake most of the effort in dealing with 

the curriculum, but a pay-for-performance scheme will give schools an incentive to work with 

our curriculum and to contribute to its development and world class standard. We believe that a 

school's hands on approach with our curriculum is vital to its development and assurance of 

quality. We at Abraham Academic Academy understand that the development of a world class 

curriculum will not be easy and by doing it at an affordable price makes it even harder, but it is 

through our curriculum that we in essence secure our franchisees commitment to using it while 

attracting new members into the chain. A franchisee that chooses another textbook or curriculum 

package over ours will be doing so based on price alone and will lose out on the value contained 

in and support provided for our curriculum. 
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Initially, we plan to devote a lot of resources to curriculum development due to its 

importance in our business model. We would like to develop and implement our curriculum as 

fast as possible, but we have incorporated a prioritization and control mechanism due to its 

expected cost. The curriculum development can be spread out over a larger time frame by varying 

the commitment; the speed of curriculum development can be adjusted or smaller projects 

undertaken at a time. This ability to vary curriculum commitment is important as we plan to incur 

losses with respect to its development in the short-run. Therefore, the curriculum costs and 

overall losses can be controlled as deemed necessary. Initially, we plan to share the costs and 

losses incurred with the profits available from other revenue streams. We are not concerned about 

these losses or costs as we see the business as a going-concern and realize that this is a onetime 

sunk cost that will be recouped in time; total costs and losses will decrease as the number of 

schools in the chain increases. There will be an ongoing cost associated with the curriculum's 

maintenance and upkeep over time, but that is expected to be small by comparison. 

 

Once developed, we want to publish and distribute the material at a price that a school 

would prefer to use it rather than some other product. Just as with the curriculum development we 

expect larger publishing costs and losses until the number of schools increase. The printing costs 

will diminish as we acquire larger economies of scale. In the long-run we expect that curriculum 

development will become a profitable income stream for the company. 

 

4.7.2. SPECIFIC BRANCH SCHOOL'S PROGRAM OFFERINGS: 

Our franchisees will have a fair share of autonomy over the daily operations of their 

schools. An important portion of this autonomy resides in the particular school's choice of 

programs and program elements. The range of programs offered by a particular school (apart 
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from the basic curriculum core) chiefly resides outside of Abraham Academic Academy 

regulation and is considered to be low in control, whereas the elements used in a program are 

considered to have more (medium) control. There are 4 reasons why head-office chooses to 

relinquish control (low control) over to the franchisee and will only try to influence a franchisee's 

decision through support and guidance: 

• Programs are offerings that are affected by supply and demand in which demand for specific 

products and services are affected by a region's geographic and demographic identity. 

• Few schools will be large enough to offer all the programs offered by Abraham Academic 

Academy. 

• We expect that some schools will want to offer programs not included in our curriculum core. 

• A franchisee has direct contact with his audience and is more likely to know what his/her 

customers want. Head-office intervention may only hinder a schools performance, because it is 

expected that some programs will not do well in some locations. 

 

Important tradeoff decisions have to be made in terms of the 2 ways that a program 

offering translates in to customer value (price/quality ratio); aspects of a program's quantity and 

quality that takes into account enrollment numbers and the local competition and other same 

chain school program offerings: 

 

• Quantity: Program selection, times, availability, and extended hours of service. 

First, customers like selection, so the more programs available means greater 

value to them. This larger selection also translates into value for the franchisee 

in terms of potential market share, but comes with larger incurred costs. 
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• Quality: How a school's programs are run both collectively and individually. 

Second, a specific program's details greatly affect the overall price structure  

of a school, depending on how program costs can be allocated. Therefore a 

program's needs and requirements (basic, streamline, luxurious) can affect 

both a student's tuition and a school's overall competitive ability in the market 

place. 

 

Abraham Academic Academy understands the financial burden associated with running a 

school and tries to be ready with the curriculum support needed and tries to help with the value 

ratio through guidance and support. This is the fundamental reason behind the satellite school 

designation. We want to provide a school with the opportunity to start-off with a lite offering with 

the intention of expanding once a customer base is established and to give our entrepreneurs the 

ability to respond to the customer base they acquire. In this chain school age many entrepreneurs 

may go belly up before they get their feet on the ground if they are not careful. When ready, we 

provide the necessary assistance and opportunity for our franchisee members to grow. A growth 

not only limited to program size and complexity, but with the opening of additional schools or the 

extension of a school's ages and levels. 

 

Note: Some program quality requirements that will affect the school’s cost structure will be: the 

type, size or nature (indoor/outdoor) of a facility; the amount and type of equipment needed for 

like sports, dance or playground programs; and the need for specific instructors for music, 

swimming, martial arts, or rollerblading programs. Some quantity requirements will come in the 

form of the number of classes and types of classes that a school offers, but also in the need to 

schedule classes that overlap and to replicate same class offerings. 
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4.7.3. MERCHANDISE SOLD: 

Abraham Academic Academy separates this merchandise discussion into 3 sections: 

customer use, in-house use, and additional programs. 

 

4.7.3.1. CUSTOMER USE: 

When it comes to the merchandise sold in the chain, Abraham Academic Academy takes a 

different position than the one taken with the curriculum. Abraham Academic Academy believes 

in providing our customers with a wide selection of convenient and flexible options at an 

affordable price. Abraham Academic Academy will provide two standardized sets of collectables 

and memorabilia (uniforms, toys, stationary, notebooks, etc.) for all its customers and will 

encourage every franchisee to create their own products and product lines to offer their customers. 

However, to protect our customers and to ensure that our franchisees products are fairly priced, 

each franchise must display and offer the chain wide merchandise and products to their customers 

as well as their own. This way, our customers can comparatively shop and freely choose 

according to their tastes without fear — our caveat emptor guarantee. 

 

The two product lines that head-office will supply will be one mid and one mid-high price 

range set of products. Schools can then create, if they wish, a lower end economical series, a 

higher end luxurious series, or a same price localized/customized series for their customers. 

Franchisees can use our network of connections to provide any products and services or they can 

use their own connections. The only stipulation is that designs have to be pre-approved and final 

items inspected to ensure Brand integrity. It is not our intention to discourage, control, or restrict 

our franchisees, but merely ensure brand integrity by limiting the dissemination of cheap, tacky 

and offensive products. 
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Here we embody entrepreneurial spirit and diversity amongst the schools. We want to 

think of our schools as part of a large network, where each school represents a division, chapter, 

or district. Schools can register for numbers and assign name to their numbers for the purposes of 

building comradery and school spirit. Abraham Academic Academy is going to host events that 

bring different schools together and others that encourage friendly competition between them. 

This will prove to be advantageous for Abraham Academic Academy because it will make 

parents and children feel like they are part of a greater community and keep franchisees honest 

and working hard through the spirit of competition. 

 

4.7.3.2. IN-HOUSE USE: 

The same process as described above goes for corporate and office materials like business 

cards, letterhead certificates, trophies, and forms. A franchisee can either buy these items through 

our network or can ask for the electronic blueprints to source out another provider. 

 

Note: Companywide materials that customers have access to must conform to Abraham 

Academic Academy standards for authentication purposes, whereas in-house items that customers 

have no access to can be customized following the same approval mechanism as described above. 

 

4.7.3.3. ADDITIONAL PROGRAMS: 

Abraham Academic Academy is always trying to come up with ways to look good in the 

eyes of our community and consumers. We are always trying to come with ideas to bridge the gap 

between parents and schools and drive down the unnecessary dollars associated with the high 

costs of an education. 
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One program that we at Abraham Academic Academy like is the curriculum recycling 

program. We try and encourage our schools to offer their customers the buyback program (for 

non-damaged, non-personal items). On the surface, the purpose of this program is to aid parents 

with the financial costs associated with a top notch education by helping them save some money. 

The program offers us an opportunity to look good in the eyes of the community by caring for 

their needs. The real reason lies in the fact that parents are very resourceful. In this day and age 

with the internet, parents generally join groups and forums related to a child's education and find 

out about these services regardless if we provide them or not. Parents often reuse, trade and sell 

books to other parents in order to recoup their costs; those who do not want to pay full price will 

not and those who want to sell them will. 

 

Our buy back policy for the repurchasing of non-damaged books/merchandise is to buy 

them back at 1/2 the current sticker price plus a re-shelving surcharge fee. Those second hand 

books/merchandise will then be resold at 3/4 the current sticker price. Thus, happy parents and 

happy school. 

 

4.8. THE FOUR-P'S (PRODUCT, PLACE, PRICE, PROMOTION) 

4.8.1. PRIMARY PRODUCT/SERVICE (EDUCATION): 

Abraham Academic Academy's primary product is the education we provide; everything 

else is secondary and is used to reinforce the nature of our primary product. So in understanding 

what the customer wants from the product/service and what needs it must satisfy we begin 

looking at education provided. 
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4.8.1.1. EDUCATION (WANTS & NEEDS): 

Our customers (financial providers) want assurances regarding their children's future. 

They want to know that opportunities will be derived from their investment into their children's 

future. Parents want to monitor the steps of their child's progress, be notified of developments, 

and watch their children develop into well behaved and mature adults. Parents want to be able to 

measure their children's ability and will by comparison to other children who attend other schools. 

Parents want to know that their children are happy and stimulated by the educational process and 

that the particular educational process is worth its weight (value) due to the number of alternative, 

private and low cost public schools, options. 

 

The needs that our educational product/service must satisfy are purely psychological. 

Parents need to know that they can trust a school and that the school is open and honest with 

them. Parents need to believe that the school cares more about the education than the profits and 

that the school is doing well by their children. Parents need to know that their children are safe 

and secure. Parents need to have a voice in regards to their children's education and an outlet for 

that voice to be heard. Parents need to have direct contact with their children's school, to be able 

to see their children perform in an academic capacity, and to meet their instructors. Parents need 

to have discourse with teachers, administrators and other parents. 

 

4.8.1.2. EDUCATION (PRODUCT PROBLEMS): 

Besides monitoring progress, watching development, being notified with situational 

updates, and comparing children, the services rendered from a school are quite abstract, 

intangible and psychological in nature. The short-term indicators that a parent uses are 
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misleading and fraught with bias. Education is a long-term investment in which parents cannot 

tell the true extent or quality of a program until it is far too late for many reasons: 

• Schools are black boxes in that children disappear by day into them and return home by night 

from them. 

• Parents’ preconceptions and perceptions of education differ from their children. 

• Parents are caught in the middle of teachers and students who have different agendas. 

• An education differs from person to person. It is based on what you put in, how you utilize it 

and what you expect to get out. 

• Education does not accurately differentiate a student's natural ability, learning capability or 

speed of knowledge acquisition. 

• Schools may be biased and self-serving. Protect themselves and own interests first. 

• Schools may put money and business before the student and education. 

 

It is because the parents pay for a service that they do not receive that makes gauging the 

service difficult. Likewise, Parents do not have access to the answers for all of their questions 

needed to discern the value of the education their children are receiving and realize that their 

children are not able to properly make that judgment accurately. Schools quite often know this 

and rely on psychological tactics to make up for the void of hard facts that parents seek. The 

degree of the psychological pandering generally increases with the cost of a school, as parents 

demand more from a school that charges high premiums when there are low cost substitutes 

elsewhere. Schools tend to appease parents by making the educational process seem more 

transparent and less mysterious by appealing to their needs as described by Maslow's hierarchy. 

This means that schools have to be aware and have to pay attention to even the unrelated factors 

and cues that parents use to distinguish the extent and quality of a program and must reemphasize 
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the important factors actually related to the quality of education that they cannot access or fully 

understand. For example: 

 

• Curriculum usage. Most parents cannot distinguish the difference between any two books and 

cannot grasp the long term effects on learning from looking at its design. A school's curriculum 

is an important factor in deciding the quality of a school. The danger is that we can say what we 

want about the curriculum, so it is not something they use in their assessment. 

 

• Being cheap. A parent can tell when a school lies about prices or cuts corners on cost. Just 

because the lunch a school serves kids is garbage or that their uniforms are overpriced for what 

you actually get doesn't mean that the quality of education received is low. A school must look 

for these cues and avoid similar shortcomings and pitfalls in order for a parent to fully trust the 

school’s position on all matters of interest. Only when this threshold is crossed will students 

and parents become long-term customers. 

 

It is because of this complex relationship that a lot of effort must be put into the design of 

an educational product or service in terms of being able to explain the service and to 

psychologically satisfy a customer. A good starting point to do this begins with the derivation of 

a product/service against parental needs as described by Abraham Maslow: 

 

• Lower Levels: A school that can only support a student’s or parent’s biological and 

physiological safety, and belongingness and love needs will have a hard time keeping students 

past some arbitrary trial or test period established by the parents. The lower needs are necessary 

for living, but are merely the foundation of an education. A parent will watch their child grow 
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and develop to a point and then realize that something (the higher levels) is missing. The old 

ones leave because the student's or parent's expect more from an education. This will be 

reflected in a disproportionate student population; there will be a few old students mixed in 

with a large range of newer students. 

 

• Higher Levels: A school that can only support a student's or parent's esteem and self-

actualization needs will have a harder time retaining newer students and have a higher student 

turnover rate. This is because the lower levels are the building blocks for the higher levels and 

without them something feels wrong. However, those students who clear the short-term hurdles 

will remain long-term customers. Because an investment in education is for a better and 

brighter future, which coincides with the hierarchy's higher levels. Maslow's lower level needs 

do not necessarily have to be a focus for a school, because these needs already exist and are 

naturally extended from a student's home life into their school life. However, Maslow's lower 

needs are the first thing experienced and understood by a new student and part of a parent’s 

assessment. 
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Figure 10: Maslow’s Hierarchy 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.8.1.3. EDUCATION (FEATURES TO MEET NEEDS/FIX PROBLEMS): 

As discussed above, it is virtually impossible for a parent to determine the quality of 

education from the education itself. Therefore, a school must aid a parent in making a correct 

assessment about the quality of education being delivered. The educational features developed by 

a school that reinforce the quality of education being delivered reside in the school’s systems that 

are in place for the parents to use and in the training of administrators and teachers to handle very 

demanding and disgruntled parents. 

 

The hard tangible features provided by a school that relate to the quality of education, 

which parents look for are the open channels of communication and types of visual confirmation. 
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Some of these features that aid in a school’s transparency and add grandeur to the status of a 

school are: 

• The most common and traditional form is the daily merit chart that is sent home with the 

students every day. Merit charts covey a brief description of the daily events and homework. A 

merit chart gives parents a chance to ask or inform the school of something on their mind and 

address a student’s immediate needs. 

• A communication book is a weekly report that addresses a student’s academic situation in a 

particular subject. 

• Parents will be provided with email addresses and phone numbers of their school and head-

office administrators, and their student’s teachers. 

• Parents will also be given access to a social media site (Facebook or Flickr) that will allow 

them to see their children engaging and performing at school and in class. 

• The school will host events and shows that allow a parent to either join in and participate with 

their children or watch them perform. 

• The school will hold open house days that allow a parent to walk around a school and talk with 

others. 

• Children will take completed work home weekly to show their parents their progress through 

what they have learned or done. 

• Children will earn points, certificates, awards, prizes, and earn badges for participation, 

outstanding achievements, or simply being an honorary class leader or helper. 

• Children will show parents quizzes, tests, and marks relating to important milestones that 

demonstrates ability. 

• Children's ability to use what they have learned outside of an academic context. Like talking to 

a foreigner or solving a new type of math problem. 
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4.8.1.4. SECONDARY PRODUCTS/SERVICES (OTHER): 

Since a product or service is only as good as it weakest link, due care must be spent on all 

the accessories associated with the primary product. Parents look at these secondary products and 

services as an extension of the primary product. 

 

Therefore presentation is everything. If we want our customers to believe in the quality 

that we preach, then the facade that covers and surrounds our structures are important. Our 

aesthetics and attention to detail are as important as the framework as they all work together in 

conveying the message of quality. Accordingly, at Abraham Academic Academy, we coordinate 

our looks, size, colors, and motifs to educationally prescribed notions of beauty. Since our price 

tag for education is big, then we will allow parents to see something big in its stead. 

Consequently, the notion of big must will be conveyed in our school’s products and establishment. 

The pandering that we will do for our customers who are willing to pay the sticker price will be 

to ensure that our establishment focuses on an affluent and educated look, whereas the immediate 

items used by the students will focus on their desires of being playful and trendy. 

 

To ensure that the right message is conveyed to our customers the process should be top 

down, spanning end to end of the school. A simplistic representation of this would be to start 

from the top with the school’s signage and end at the bottom with the student’s pencils, erasers, 

tables and chairs. The process should cover a school from the one end with the entrance where 

parents and students arrive to back end of the school that constitutes the classroom view and 

walls. Since a product is to be associated with its name, then what it is to be called is very 

important, and the meaning assigned to the name should permeate the product’s being. The 3 
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words chosen for our name, Abraham Academic Academy, were chosen for a reason and with 

these things in mind: 

 Abraham: Chosen to reflect/signify the intellectual and influential ability of a 

famous person. 

 Academic: The focus of study, our curriculum and that higher education makes a  

crucial contribution towards a world-class knowledge society. 

 Academy: The quality and level of the education being taught. The specialization in  

 A particular field. 

 

This is why throughout section 4 we have focused on these elements in the way that the 

Abraham Academic Academy product is branded: American way of life for the privileged few. A 

teaching methodology that will create a well-rounded student, prepare a student for the future and 

equip a student for a life abroad. However, it is here that we want to focus on the way a customer 

will use and experience our product, it is through these experiences where we can subtly interject 

our branding into our customers daily lives:  

• Since students will come to school and learn in the classroom with their parents on occasion 

visiting, means that the facilities have to be cleaned, cared for, organized, indicative of a 

learning environment, aesthetically pleasing and characteristic of the brand. The facility should 

also portray student highlights and achievements. 

• All front areas that will be passed upon, gone through or shown to by customers. Like the 

layout of the front office, service desk, demo or meeting rooms. Intentionally putting things out 

for show and hiding things that need not to have attention drawn to them. 

• Since parents will primarily understand what is learnt through monitoring and effective 

utilization outside the classroom, means that we should put things in play to be monitored that 
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will ensure the results we seek and to ensure that anything that can leave the school with our 

name on it must be aesthetically pleasing and characteristic of the brand (This includes Branded 

merchandise like Uniforms, School bags, Lunch kits, Stationary, and Toys, as well as 

curriculum items like textbooks, notebooks and stationary goods). 

• Administrators should be professional, teachers happy and nurturing since they represent the 

core of our product and the face of the company. 

 

Note: Care must be made in distinguishing between what the parents see and what the children 

use as the children primarily use everything in a school. An improper assessment of the line we 

draw may make the school appear small to the parents. 

 

Note: Due to our franchise’s flexible infrastructure nature, this process should be done on a 

school by school basis and should be extremely thorough; the process should be mutually 

exclusive and completely exhaustive (MECE). 

 

Note: This is not the place go over all the physical décor aspects of a school, but to indicate the 

importance of it and to point out some starting points. These are but a few of the higher level 

aspects that should be thought about when considering the facility, products and services that will 

be created and used. 
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4.8.2. PLACE: 

4.8.2.1. GENERAL: 

Product placement is important for the success of any product. For a school this comes 

down to location. First, it is important to understand where our buyers (middle-high income 

families) are going to look for our products and services. Then to place our product near 

complimentary products/services that add value to ours or in a position that will subtract value 

from a product/service substitute. The order of importance for the placement of an educational 

product depends on its uniqueness, quality, convenience, accessibility and safety. Since our 

product is a language/cram school and it is neither extraordinarily unique nor superior in quality 

when compared to other market substitutions available. Therefore, we begin our placement 

strategy by focusing primarily on our customers’ convenience. This means that we have to bring 

our schools to our customers, because they most likely will neither come to us nor search us out. 

Abraham Academic Academy believes this can be best achieved by placing a school in a location 

on a route that coincides with a parent's or a student's habitual routines. The next important 

placement strategy involves our location being easily accessible and highly visible to our 

customers. A last concern would be a location chosen based on the care and safety for the 

children. This could be done by securing a place that has ample and convenient parking and/or 

room for drop off and pick up service. 

 

4.8.2.2. EXAMPLES: 

One important strategy involves school placement in, adjacent to or nearby major 

complexes of interest like R-T Mart, Carrefour, day/night markets and parks. Or to place schools 

around services that are important to children like neighborhood doctors, dentists, libraries and 

hairdressers. By doing this a school becomes more valuable and inelastic, because parents can: 
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• Develop habitual routines and practices that include the school in their route: Like picking up 

groceries, followed by Steven and then hitting the post office before going home. 

• Develop a dependence on the school for assistance in extracurricular activities: Like with 

making a dental appointment for Susan and dropping her off down the street at the dentist's 

office for her parents because they are busy at work. 

 

Another important school placement strategy involves locations near highly populated 

middle-high income residential communities or on a main commuting thorough-fare that takes 

advantage of parents leaving their community on their way to work, or vice versa: 

• If on a commuting route a school must be located near or adjacent to daily services typically 

rendered by students and parents. For example, beside a 7-11, bakery, gas station, or breakfast 

shop. This way parents can kill two birds with one stone by dropping off their children and 

picking up a coffee or breakfast at the same time. This would represent heaven in a glass for a 

parent that just shaved 10 minutes off their commuting time while making it more bearable. 

However, this strategy would require you to consider the availability of parking, room for drop-

off/ pick-up service, and if the establishments have eat-in, take-out or drive through services. A 

parent may come to inadvertently/subconsciously hate a school if they want the service that is 

within their reach, but it is too much of a hassle to get. 

• For a residential area that serves as the starting point of a commute, school placement should 

take advantage of its layout. For example, many Taiwanese communities are developed with a 

minimal number of access points; only have a few roads coming in and going out. Schools 

should be placed at the bottom of the main access point either on or just before the junction 

with the main road. This way a highly visible school will benefit from the exposure of the daily 
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commuters passing by, who will in time make the time saving association and give your school 

a try. 

• For high occupant commercial, business and work areas that serve as a parents final destination 

the location strategy is developed differently. In addition to the previously discussed points a 

school must consider the multi-directional flow of traffic, congestion points, and whether or not 

the majority of parents will be dropping of children by foot or car. A parent that drives will 

neither appreciate your school if it is on a heavily congested street that is backed up every day 

and adds time to their commute, nor will parents prefer a school located on a one-way street or 

small back alley that is difficult to navigate through, hard to find, or causes them to drive in 

circles. Good spots of interest for foot traffic will be the placement of a school near a major 

MRT station, bus loop or parking structure. A key point in deciding a high occupant work area 

school is that comfort is as important as convenience, if not more, but that inconvenience will 

cripple a school. A last option for a school location can be to suit/target a specific and large 

business that is out of the way or off the beaten path and to tailor the school's programs and 

times to those specific customers’ needs.  One danger in doing this is the school's dependency 

on that particular business. In this situation some all-important questions have to be asked like, 

does that business have the supply of students or the demand for a school to house them. 

Examples of this would be like hospitals, banking sector, technology parks, universities and 

schools. 

 

A last viable option for a school's location deals with establishment of a language/cram 

school near the public and private schools that your students attend or will attend in the case of 

kindergartens. A major concern for parents involves the logistics of getting their children from 
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place to place. Schools located in the proximity of a school which offers these important services 

will ease parental concern. 

 

4.8.3. PRICE: 

4.8.3.1. PRICE STRATEGY: 

Our pricing strategy is market oriented and based on packages that can be stripped down 

or built up, which allow consumers to get what they pay for. Abraham Academic Academy will 

match our major competitors programs and prices for our basic packages. However, prices will 

be marked-up through program differentiation and additional services allowing for development 

of more complete and intensive programs. The pricing section 6.4.1 in the financial section under 

revenue generation has more details on our pricing scheme. 

 

Abraham Academic Academy realizes that the value of an educational product or service 

is highly subjective to a consumer. Pricing is considered to be delicate and fragile within the first 

few years of operation, because the perceived value is based on the image of the school and its 

reputation as much as the specific product and service itself. Therefore, extra attention should be 

paid to price consistency, monitoring and discounts. 

 

4.8.3.2. PRICE CONSISTENCY: 

The enforcement of a rigid price policy or school-wide pricing scheme for our schools 

would be unrealistic, especially since costs can significantly vary between schools and our 

schools pride themselves as being affordable. Abraham Academic Academy believes that 

significant interference by head-office on the matter of pricing would jeopardize the 

competitiveness of our franchisees. However, Abraham Academic Academy does intend on trying 
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to maintain a fairly consistent pricing policy in order to prohibit franchisee or consumer 

exploitation and to reduce price volatility that may offend consumers. Likewise, both of these can 

seriously hurt the brand's image with respect to our customers’ perception of quality and their 

expectations from the school. 

 

The major factors that determine a school’s cost will be: 

• Real estate value 

• Student demographics (profile/background) 

• Facilities and equipment 

• Programs and amenities 

• Staff 

 

Another problem with a consistent pricing scheme is the sensitive nature of our customers. 

Our customers are more sensitive to the price of a program than to its specific details, but a small 

decrease in price will not gain us extra market share do to retaliation measures from our 

competitors. However, we do believe that a small increase in price will be indiscernible for an 

important portion of our customer segment and it is from this segment that we intend to extract 

value through the use of our program's flexibility, specific program offerings and add-ons. 

Abraham Academic Academy plans to match our competitors’ prices to equivalent program 

offerings at bottom-end of the program spectrum, but plans to increase pricing through program 

differentiation at the top-end. Daycare Services and basic Chinese-Only classes represent the low 

end of the pricing strategy and will be fairly consistent throughout the chain; whereas the All-

English and intensive programs can have pricing set according to their specific market and 

clientele needs. 
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On a final pricing note, Abraham Academic Academy realizes that the language/cram 

school industry is mature and there are established price points for products and services in this 

industry. Therefore, our schools and programs will be developed in relation to our competition in 

the same area and our litmus paper and gauge for pricing will be the other major chains in an area 

like Hess, Happy Marion, and Kojen. This way Abraham Academic Academy schools will 

remain competitive. 

 

4.8.3.3. PRICE MONITORING: 

The pricing scheme of a school will be primarily left up to the discretion of the owner or 

management team of that particular school once that school has completed its trial run--been up, 

running and profitable for period of 2-3 years. Initially, head-office will work together with a new 

school to construct their first pricing scheme. Head-office will then provide a school with a 

pricing shell, standards and guidelines to operate within as well as provide additional support as 

needed. Head-office will continue to work closely with a school during its first few years of 

operation to ensure fair and consistent pricing. The purpose of scrutinizing a new school is due to 

the variability that can exist in a new school’s pricing scheme; quite often pricing abnormalities 

surface and raise parental concern that may tarnish brand image. Therefore, head-office has the 

right to investigate specific situations as deemed appropriate. 

 

To control pricing, a school’s curriculum is bound by contract. This limited control 

prevents serious price fluctuations. Many minor details (price change due to inflation or a change 

in program elements) can be changed at the discretion of the branch, whereas more major 

changes (price change due to offering new programs) need to be adjusted contractually through 

us. Contracts can be amended or renegotiated at any time. 
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4.8.3.4. PRICE DISCOUNT: 

Abraham Academic Academy will offer both location specific and chain wide pricing discounts. 

The chain wide discounts that we offer are: 

• 30% discount to students who are citizens of another country or hold a different passport 

(promote multicultural environment, also citizen holding different passport represent affluence 

and status). 

• 50% discount to foreigners from an English speaking nation (white, not ABC or other type of 

Chinese nationalized citizen)(we won't actually be teaching them as much as they would be 

promoting our program, fee charged represent daycare services rendered). 

• 40% discount for an employee’s child, 60% for every other child. 

• 10% discount to immediate family members of an employee and 20% for every other member 

from that family (proof required) (the intention is to attract and retain qualified personal within 

the chain). 

• We will also help parents with their tuition through a referral system. Parents will receive a 

10% referral system discount. A parent will receive a 10% discount for every successfully 

referred student to our program. Parents will retain that discount for as long as that referred 

child remains in the system. 

• 10% student discount. Students can earn 10% off their tuition for the month they participate in 

an Abraham Academic Academy sanctioned event. 

• 5-10% academic discounts. There will be a few year-end prizes for some outstanding students 

in a particular school. 

 

Franchisees are allowed to offer location specific discounts to trade customers, to 

community establishments, in trade for advertising or to any other market segments for any 
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reason they deem fit. Franchisees discounts can be greater than those offered by head-office, but 

not less than without securing proper authorization first. A franchisee that does not want to honor 

a specific company-wide discount needs to get proper authorization for the exclusion; primarily 

by explaining why. 

 

4.8.4. PROMOTION: 

Abraham Academic Academy plans to get a majority of our marketing messages across to 

our target market and end users through hands on public relations, and grassroots marketing. We 

divide our promotional budget 3 ways: national corporate-wide schemes, community schemes 

and localized ad targeting. On the national scale, our intentions focus on public relation and our 

intentions are to attend fairs, conventions, exhibitions and shows. In addition, we will host events 

and set up stands at opportune moments around the country. At the school level, we teach our 

franchisees the importance of establishing their school as a member of the community and the 

benefits that can be received when the school is perceived as a pillar in the eyes of community 

members. Here, we focus on a schools involvement with the complimentary and supplementary 

services available in their area. In addition to this word of mouth, grassroots approach we intend 

to get out and make other friends and key partners within the local community. We want to learn 

about the local businesses and the influential and special people that exist in our school's 

community. We then will want to select a few noteworthy ones that represent some kind of value 

or interest that we would be proud to be associated with and then approach them to see if they 

would like us to speak highly of and endorse them. The purpose of this is to begin an exchange of 

services; the promotion of one another through the spreading of awareness and love. As for the 

localized ad targeting, a portion of our budget is set aside and is used to motivate local schools to 

work together for advertising purposes. In this scheme, we try to foster strong franchisee relations 
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by partnering up local schools and working with them in hammering out a mutual advertising 

plan with mutual benefits. The idea is that corporate head-office will match each school’s 

investment in their proposed marketing plan. In times when schools are not willing to work 

together, we will focus efforts on bettering relations. However, when relations are abundant and 

we do not have the funds to finance all the proposals, then we will turn it into a competition and 

reward those with the best ideas. As for the utilization of these three promotional avenues there 

are good, better and best times to promote educational products and launch ideas. The best time 

would coincide with a seasonality that exists in the industry. It is during the school holidays and 

semester breaks that students’ and families’ have time to breathe and are able to think about their 

next educational steps. 

 

The majority of our promotional work will not be done through conventional media. We 

will not try to reach our audience through the press, on TV, or on the radio. However, we will try 

to attract some attention through marketing strategies. A good example of one is our "Make the 

World a Better Place" campaign program. Ideas will be generated based on relevant community, 

national or age specific interests and children will be taught to tackle these issues in ways 

possible by them. For example: 

• Someone terminally sick in the hospital. Write them a greeting card and send them wishes. 

• The Japan or Thailand natural disasters, mail the government wish card. 

• Clean up local parks. 

• Help old ladies across the street campaign. 

• Stray dogs; send a letter to the local or municipal government asking what is to be done about 

the problem. 

• Make a birthday cake and card for the oldest elder in our community. 
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• Expressing thanks to an old gentleman in our community who has done something for it. 

• Fund raising for a cause. Athletic activity (like running or catching balls) for money. 

• Donate funds to a charity in the name of a winner of a spelling bee contest.  

• Blood Donation. 

 

A lot of our promotional cues have been taken from McDonald's, focusing on their 

extensive advertising campaigns in the decades before they could afford to use mainstream public 

media. In actuality, McDonald's promotional campaigns are an excellent fit with a school's 

prerogative of how to appeal to kids through parents and parents through kids. In this era, 

McDonald's makes significant use of billboards, signage, event sponsoring (like sporting events 

ranging from Little League to the Olympic Games), and making coolers of orange drink with its 

logo on it available for local events of all kinds. This is why the majority of advertising will be 

done on billboards, signage, flyers, pamphlets and posters and by using direct marketing mail 

shot and on the Internet. Furthermore, we will make use of the Social Networks (Flickr, 

Facebook mainly) to promote our school and activities and interact with our consumers. Abraham 

Academic Academy will also be sponsoring and hosting local and national events and will try to 

make our schools a focal point in the community. In a specific school’s community for example, 

we will keep Saturdays available to serve as an open house in order to showcase our school to 

potential customers. These open house days will allow us to show consumers our programs and 

activities, while letting them interact with parents. An open house day allows those curious to 

acquire more information about the greatness of our schools and services. On occasion, during 

these days we will organize events and have themes for our patrons to participate in. Some weeks, 

community members can come down and join us in flying kites, racing bikes or coloring pictures 

in a contest.  
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Abraham Academic Academy will follow McDonald's lead in investing in different 

trademarked items like slogans, jingles, logos, mascots that are used in advertising. One method 

of promotion that we will employ, from time to time, will be to launch public interest and support 

by requesting their help and input on issues. In this situation we would ask the public to be 

creative and come up with something that we need like a slogan, logo, or new program offering. 

The best way to know how we sit with our customers is to ask them what they think about us 

through a reward system in which the best few entries are selected and are eligible for prizes. 

Many companies have now moved into this realm of public relations with great success (Doritos, 

Pepsi, coke, McDonald's). Cisco provides an excellent example of how to do this through their 

"search for the next big idea". Cisco launched an external innovation competition called the "I-

Prize"; one of the many results was the spinning off of a billion dollar company based on a 

sensory-enabled smart-electricity grid submission. Sometimes it pays to ask what people think 

about issues. 
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5. BUSINESS MODEL/PLAN 

 

5.1. GENERAL OVERVIEW 

5.1.1. BACKGROUND: 

The modern form of education has come to abide both national and global requisites 

causing the prerogative of a good 'recognized' education to be one of mobility; transference 

through standardization. It is not good enough to learn, but to be recognized via the process of 

learning. Therefore, Abraham Academic Academy uses an analogy of education as an industry as 

being a puzzle in order to imbue the notion of its elements as pieces with a dovetail fit. 

 

If the institutionalization of education took a form, it would be that of a school, which the 

public sector has long since ratified as being correct in form. Private schools are now perceived 

as an extension of public education and abide by the models used in practice. Language and cram 

schools belong to a subset that operates within the public and private realms and supports their 

systems. Therefore, our business plans are based upon the widely used models and our success 

constrained by our fit to the systems we support. Ergo, it is our plan not to be different, to stand 

alone and revolutionize the industry. It is not our intention to change the game from a minuscule 

position within a subset, but to extract value through fitting better, providing services that are 

overlooked, bridging gaps in already existing services through a tailored schedule and curriculum. 

Our students will want to come to us because they are better off in the system, further along and 

aligned with, due to our efforts. 

 

In terms of the traditional model, language and cram schools, like all schools, are 

middlemen. Language and cram schools essentially provide the interface between the materials 
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producers and the materials consumers. Researchers and educational specialists create the 

material; publishers sign the best, put it in print and distribute; schools then buy selected material 

according to their curriculum and schedule designs, which then gets taught to a class of students 

that they or their parents deem valuable. 

 

It is this middleman aspect that explains why the traditional model involves a physical 

location--a school’s value is dependent on its ability to assemble. A school assembles like people 

in need of skills and provides the difficult task of organizing what is needed in discernible tight 

little edible packages that are consumed by the end user. In some ways our core product--

teaching a language in a classroom or supplementing a national curriculum with a teacher 

standing in front of a board--hasn’t changed much in several generations. And it is because of a 

massively integrated global education system now being developed around this format within a 

slowly progressive redundant public system; even technological advances will find it hard to 

replace schools that conform to accrediting systems necessary for people's skills to be recognized. 

So, even if a newer and better system was developed the current infrastructure is so gigantic that 

any newer alternative would have to adapt itself to the current system, else risk being completely 

displaced. So, while there are challenges facing language and cram schools, we believe that 

language and cram schools that fit well with the system represent a safe and good investment. It 

is from these founding notions that our plans have matriculated so as to extract the value that we 

add in packets from our target market and end users through the tailoring our programs and 

offerings. 

 

Note: Lastly Abraham Academic Academy believes that technological changes will impact the 

classroom and educational structure in the future, but that these changes will first take place 
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within higher levels of education due to maturity and care issues. Both institutions and the 

general public have already accepted the development of a variety of distant education and online 

courses at the university level and as changes proceed down through grades we will adapt our 

model as needed. 

 

5.1.2. OVERVIEW: 

Our business model will earn revenue as an investor in properties, a franchiser of schools, 

and an operator of schools. Our goal is to keep a low percentage of schools operated by us; 

approximately 15% of Abraham Academic Academy Schools will be owned and operated by 

Abraham Academic Academy directly, with the remainder being operated by others through a 

variety of franchise agreements and joint ventures. 

 

The "investor in property" aspect of Abraham Academic Academy's business model 

differs from most other school chains and is done in part for the security of our franchisees. 

Abraham Academic Academy will help franchisees secure ideal locations for their schools and 

will at the very least help in the process of negotiating favorable leasing contracts to ensure the 

health and longevity of their school’s operations and our business relationship. In situations that a 

franchisee would like to own the property that their school sits on, we will aid them in that 

process. However, if they do not, then Abraham Academic Academy reserves the right to 

purchase the property and assume the role of landlord. With that being said, in addition to 

ordinary franchise fees and marketing fees, which are calculated as a percentage of gross sales 

over an expected minimum fee, Abraham Academic Academy may also collect rent, which may 

also be calculated on the basis of sales. As a condition of many franchise agreements, which vary 

by contract, age, country, and location, the company may own or lease the properties on which 
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Abraham Academic Academy School franchises are located. In many cases, a franchisee will not 

own the location of its school. 

 

As Abraham Academic Academy intends on entering the global market, we expect that in 

other countries the Abrahamic ideal model may differ than what is presented above. Abraham 

Academic Academy Schools may be operated by joint ventures of Abraham Academic Academy 

and other, local entities or governments. For example, the United Kingdom and Ireland are 

known to have different business franchising models than those employed in the U.S, in that 

fewer than 30% of establishments are franchised, with the majority under the ownership of the 

company. 

 

As a matter of policy, Abraham Academic Academy will not make direct sales of 

merchandise or materials to franchisees, instead organizing the supply of merchandise and 

materials to schools through approved third party logistics operators. Many aspects of our 

business offerings will be automated and made available online. Abraham Academic Academy 

business model is designed to free up our head-office personnel for the purpose of growth and 

quality assurance, rather than maintaining daily operations. 

 

As for training, Abraham Academic Academy will train its franchisees and others at 

designated company owned schools or at licensed franchise operators around the world. Abraham 

Academic Academy will also aid its franchises with the provision of trained personnel. Abraham 

Academic Academy will use its company run school to train employees for the purposes of 

sending them out to new and struggling schools and to franchise branches. 
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The Abrahamic business plan involves four parts. Our plans are to begin with the 

implementation of the flagship schools beginning with the kindergarten; then proceed with the 

development and fine tuning of the curriculum; meanwhile developing the Abraham Academic 

Academy franchise group, its network and offerings; and last involves the application of our 

expansion timetables. 

 

For schools owned and operated by Abraham Academic Academy, our head-office will 

appoint a management team for that school and will work with them on deciding the curriculum, 

schedule and activities that are to be carried out by the school and administered by the teachers. 

Head-office will work with a school’s management team to tailor appropriate programs and 

teachers will work with their schools in deciding lesson details. For schools not owned by the 

company, head-office will work with the franchisee in determining favorable elements for their 

school through the establishment of details as specified in the particulars of their franchising 

agreement. Head–office will continue to work with the franchisee in order to help facilitate the 

conditions as agreed upon. Head-office will follow-up and follow through with everything 

needed to ensure that a school becomes established, commences operations and is running 

smoothly with customers coming through the doors. 

 

Once a school is in operation we turn to our customers. Our model prides itself on 

customer centricity. Abraham Academic Academy values entrepreneurial spirit and both 

acknowledges and grants our franchisees a fair share or autonomy in the daily operations of their 

school. The decentralized nature of our model, outside of structural elements and those bound by 

contract, increases with the amount of time that a school has been in operation together with its 

degree of success. 
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At the school level we are happy to offer our customers the option of flexibility when 

registering in our truly multicultural, Bilingual (Chinese and English) school. Parents can choose 

from a wide variety of different enrollment options for their children. Options begin with parents 

choosing the timing of their schedule. The time of day can be arranged, for example, parents can 

choose between full-day and half-day schedules (morning or afternoon). The time of the week 

can also be specified, for example, Monday, Wednesday, and Friday’s (MWF) are language days, 

while Tuesday and Thursday’s (TT) are Science and Art days. Then from timing we move to 

curriculum construction. At the low end, the school offers basic daycare services, which can be 

varied by adding activities, lessons, or Chinese and English classes. Finally, parents can choose 

their children's environment. Within the school, students can be exposed to an English-Only, 

Chinese-Only, or bilingual environment. 

 

Now, to encourage parents to keep things simple, packages are offered at a discount. 

Parents have the choice to enroll in these pre-specified packages or to purchase basic packages 

and supplement/augment them with credits. For convenience sake, packages can also come all-

inclusive. This is so parents can avoid the hassles and complications of having to provide any of 

the extras that are typically needed by their children by allowing the school to tend to their child’s 

needs. Otherwise, packages can be stripped down for financially conscious and thrifty parents 

worrying about money. Here, the parent would pay for the specific extras (lunch, uniforms, 

stationary, toilet paper, etc.) they desire, or supply the extras from external sources. 

 

Note: Other options can exist, but only at the discretion of the school and upon an agreement 

between the parents and a particular school. The general rule is to offer deeper discounts to pre-
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specified packages and charge premiums for customization in order to properly motivate parents 

when tailoring their packages. 

 

Note: Items in packages are ‘as is’ and cannot be swapped out for different items. Packages are 

priced accordingly. 

 

This section concludes with a quick description of some of our programs and their notable 

elements:  

• Full-Time All-English Language Program: The child will be registered in an intensive 

English-Only program. The English-Only speaking environment that this department 

maintains is advantageous for students in grasping a language; by thinking in English a 

student can master the language much sooner. The full day curriculum includes 6 full 

classes accompanied by both pre and post class activities and lessons. Children are 

exposed to both Native English Speaking Teachers (NEST) and Chinese English Teachers 

(CET). A child in this program will stay in school from 8:00am until around 4:00pm. 

Parents can arrange a specific time for pick-up/drop-off between the times of 3:30pm (the 

end of afternoon classes) and 7:00pm (school closes). 

             

• Part-Time All-English Language Program: Just as the full-time program, however, the 

child will stay in school from 8:00am until around 12:00pm. This half day curriculum 

includes 3 full classes accompanied by both pre and post class activities and lessons. 

Parents can arrange a specific time for pick-up/drop-off either before lunch, after lunch, 

before nap time or after nap time. This time range is between 11:30am (the end of 

morning classes) and 2:00pm (the start of afternoon classes). 
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• Full-Time Bilingual Language Program: This is a less intensive full day program from 

8:00am to 4:30pm with 6 full classes accompanied by both pre and post class activities 

and lessons. This program parallels the description given above with the exception that 

half of the lessons will focus on English as a second language (ESL) with the other half 

focusing on a traditional Chinese language and cultural curriculum. Due to the less 

intensive nature and mixed curriculum a child will be exposed to Native English Speaking 

Teachers (NEST), Non-Native English Speaking Teachers (NNEST), Chinese English 

Teachers (CET), and Chinese Teachers (CT). 

 

• Part-Time Bilingual Language Program: Just as the full-time program above, however, 

the child will stay in school from 8:00am until around 12:00pm and can be picked up or 

dropped off at home according to parents’ wishes. This half day curriculum includes 3 full 

classes accompanied by both pre and post class activities and lessons split between the 2 

languages. 

 

• Full-Time All-Chinese Language Program: The child will be registered in a traditional 

Chinese language and cultural curriculum. Children will be exposed to one main language 

through a Chinese teacher (CT) and will take the core classes participating in lessons and 

activities in that language from 8:00am to 4:30pm. 

 

• Part-Time All-Chinese Language Program: Just as the full-time program above, however, 

the child will stay in school from 8:00am until around 12:00pm and can be picked up or 

dropped off at home according to parents’ wishes. This half day curriculum maintains the 

3 full classes accompanied by both pre and post class activities and lessons all in Chinese. 
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• Daycare Services: Students will participate in a variety of activities and be able to mingle 

with other children under guided supervision of Chinese teachers (CT) and caregivers. 

Parents can arrange for child pick-up and drop off at arranged times between 8:00am and 

7:00pm. 

 

• Upgradable Packages: Parents can pay for credits and upgrade specific program or 

package offerings to suit their needs. 

 

Our classes (not daycare) will be divided into four levels in each of the departments: 

- Freshman: For children less than 3 years old. 

- Sophomore: For children between 3 and 4 years old. 

- Junior: For children between 4 and 5 years old. 

- Senior: For children between 5 and 6 years old. 

 

Note: A Chinese speaking teacher will always be present to support a child's needs, but in our 

English-only environment speaking Chinese is discouraged as once speaking is accepted it 

hinders the learning process. 

 

Note: Our schools recognize governmental regulation (see section 3.2.1. –Political Factors- above 

for more detail) and in order to comply will ensure that a native speaker of the language will 

always be present in the class for the safety of our students and that the number of students and 

teachers per class will be as follow the ECEC Act details as outlined in Table 3. 
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5.2. KEY PERFORMANCE INDICATORS 

Abraham Academic Academy separates its key performance indicators into 3 separate 

categories: key activities, key resources and key partners. 

 

5.2.1. KEY ACTIVITIES: 

5.2.1.1. OVERVIEW: 

Abraham Academic Academy believes that through the use of our infrastructure designs, 

employment practices, schedules and curriculum that a school will be able to utilize their 

resources to their maximum, thus lowering costs while providing the most to their customers. 

However, our core competency and key activity will be the development and dissemination of 

our curriculum. All our schools will have 24-7 access to Abraham Academic Academy cloud in 

the sky, tools and software applications, which will contain much vital information needed to 

operate a franchise. The majority of our offerings will be made available virtually, like our 

intensive curriculum library that supports all programs, classes, and activities sanctioned by 

Abraham Academic Academy. 

 

It is our intention to foster a brotherhood amongst the schools, so as to promote the 

advance of our curriculum by working together in its development and support. At the heart of 

our company's culture is that we are powerful through numbers and that each school plays a key 

role in our overall success. The success of any one school is felt by and reaped by the rest. There 

is no one better than an individual on the front lines who works with the curriculum hands on and 

teaches it to the student population to help shape and influence its development. To encourage a 

pooling of resources, a pay-for-performance scheme has been implemented to ensure that 
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individuals will be compensated for any contributions made to the curriculum depending on the 

submitted idea's stage of development. 

 

At Abraham Academic Academy there is more to the curriculum that just textbooks and 

worksheets. We are selling a lifestyle and part of the lifestyle we sell is this sense of brotherhood, 

a spirit of cooperation and a sense of belongingness to something greater than oneself. To 

encourage this, head-office will coordinate some semesterly activities, like with our "Make the 

World a Better Place" campaign program. The purpose of programs like this is to bring different 

schools together under the umbrella of a cause or a friendly competition in order to allow an 

interaction to take place between students from different schools in an academic setting. 

 

Other activities revolve around our school's beliefs in cultivating leaders, like with our 

weekly best student awards and class leaders of the week. We also believe that education at any 

age should include appropriate measures for social development and to encourage that we have 

family value lessons, etiquette and manner lessons, luncheon with a teacher, and family 

involvement in a variety of activities like with our theater and sports days. Abraham Academic 

Academy also provides a full range of family activities the last Saturday morning of the month 

and with special semesterly Christmas and graduation performances put on by students. 

 

Furthermore, in our schools we are planning to have monthly themes in every department 

that will serve to guide our classes and lessons in a structured and fun learning environment that 

arouses cultural awareness. Tied to these themes will be seasonal changes, holidays and festivals, 

the experiences encountered through outings and field trips, or topics relating to national and 

global cultural awareness that will help to instill some nationalistic pride. 
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5.2.1.2. WEEKLY SCHEDULE: 

As mentioned before, we have standard weekly schedules for all levels (daycare or classes) 

and departments (Chinese and English) designed to give us the flexibility and wide range of 

options that we offer our customers. Our human resources will all be peripatetic in nature in order 

to get the best use out of them. Their degree of mobility will change depending on their 

designation. This peripatetic aspect is vital to the development of our weekly schedules. 

 

First and foremost, we have our homeroom teachers that are classified as either a Chinese 

Teacher (CT) or a Chinese English Teacher (CET). These teachers will primarily stay with one 

class most of the time and will be chiefly responsible for the majority of the official paper work, 

bookkeeping, parent-teacher interactions and sense of discipline for their class. These teachers 

represent the foundation of our schools and the familiar face to students giving them the security 

and comfort they need. 

  

Then we have the Native English Speaking Teachers (NEST) and Non-Native English 

Speaking Teachers (NNEST). These individuals are chiefly required to teach the core curriculum 

English classes for both the bilingual and English-Only departments. These teachers represent the 

backbone of the curriculum and provide the variety of expertise we boast about. Due to the 

turnover rate of foreign teachers teaching abroad some schools may depend more on the NNEST 

teachers. Also, we have turned this negative feature of a higher turnover rate in our business 

model by making it important to expose our student population to as many different foreign 

teachers as we can so that our students do not become accustomed to any one specific teacher or 

style. Abraham Academic Academy boosts that this method of teaching increases the exposure of 
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Taiwanese children to foreigners, which plays a vital role in our plans to make students be more 

at ease when encountering and communicating with a foreigner outside of the classroom. 

 

Then we have the caregivers and assistant caregivers who will primarily aid and support 

the teachers. Depending on the foreign labor laws of the country, this portion of labor can be 

represented by them. For example, in Taiwan it is common to procure low-cost foreign labor for 

the purposes of cooking, cleaning, maintaining, fixing, chauffeuring and temporarily caring for 

children. It is also possible to procure foreign labor with proper documentation allowing them to 

fully care for children.  Another portion of this labor force can be filled with intern placements 

looking for a work experience from a school (preferably in the field of education, nursing, 

caregiving, or a related field of study). Depending on the labor laws regarding the payment of 

student labor, this may be a viable option. In Taiwan both of these options are viable. The role of 

the caregivers and assistant caregivers is to aid in whatever way deemed fit by the school, office, 

or teachers they are assigned to. 

 

Lastly, our administration and office personnel, whose role of handling our customer 

relations are very important. These people represent the face of the company as they are the first 

people seen by our customers and are primarily in charge of tending to their needs and concerns. 

Outside of customer service, these individuals are responsible for the set of day-to-day activities 

related to the school. For example, our office administration personnel act as a physical 

distribution and logistics center with everything in or out of the school passing through their 

hands. They are involved with financial planning, payroll, tuition collection, bill paying, records 

management, supervising staff, making requests, implementing department policies, handling 

cross departmental affairs and human resources within our organization. Office administration 
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personnel also handle all the short term and unexpected changes that occur in a school, like class 

or schedule changes, arranging for temporary or substitute employment, the short term filing in 

for positions, and dealing with the sick, hurt, injured and absentee. Lastly, our office personnel 

works together with our higher level managers by aiding them with the holding, organizing and 

hosting of a variety of meetings; the discussion of employee performance problems; and the 

hiring of new and firing of current employees. 

 

It is at this point that we would like to introduce our Full Kindergarten standard weekly 

schedule that is used for all the Departments in Figure 11 below. 
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Figure 11: Full-Time Kindergarten Schedule (Generic): 
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This is the schedule for a full-time student, which includes the bulk of our kindergarten 

classes and will encompass the majority of our customers. However, it also contains our part-time 

student schedules. For illustrative purposes, two of our part time schedules (Morning & 

Afternoon) are highlighted below to show an important split in our schedule. 

 

Figure 12: Part-Time Morning Kindergarten Schedule (Generic) 
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Figure 13: Part-Time Afternoon Kindergarten Schedule (Generic): 

 

From this we can see that the school opens at 8:00am and that formal classes begin at 

9:00am until 4:30pm. The morning session is between 9:00am to 11:30am and the afternoon 

session is between 2:00pm to 4:30pm. However, the school will be officially closed at 6:30pm 

and this can be seen through the late-night evening kindergarten schedule below: 
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Figure 14: Late-Night Evening Kindergarten Schedule (Generic): 

 

 

The reason for having this late night schedule, besides offering the parents a secondary 

option for afterhours childcare, is that we will be implementing the Elementary programs within 

the same Kindergarten facility and the Elementary programs will run until 6:30pm. Both 

programs in unison perfectly utilize the same facilities and in essence we will be extracting value 

at almost no cost for these extra kindergarten offerings. Before the elementary program is fully 
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developed and underway we will begin training new staff, developing the new curriculum, and 

offering the public partial elementary services. The future Elementary schedule will be as follows: 

 

Figure 15: Future Elementary School Program Schedule (Generic): 
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From these generic weekly schedules we would like to highlight a few points. First, our 

schedules have two sets of three different classes per day; one set in the morning and one set in 

the afternoon. Second, the curriculum taught in the morning and afternoon sessions are designed 

to be rotated each semester. This way, children who only enroll in either the morning or 

afternoon session will in time be exposed to the entire curriculum, although at a slower rate. For 

example, a student who comes all day will have both conversation and phonics in a semester, say 

conversation in the morning and phonics in the afternoon, but a student who comes for only a 

half day will receive conversation one semester and phonics the next. Third, the textbooks are 

designed in pairs; so that a half day student will do books 1 & 3 or 2 & 4 and will be able to keep 

up with the rest of the children who attend the full day classes. The only exception will be that 

the full day students will get more practice and be exposed to additional books. 

 

Also for the kindergarten late-night schedule, the after class (AC) classes are designed to 

be nonacademic in nature due to the full day of intense studies already put in by the children. 

They are intended to be game and physical activity orientated. For example, parents who want 

their children to learn specific games like chess, checkers or go can join a specific class or they 

can join a general board game class. Some classes will focus on thinking skills through engaging 

children with puzzles and problem style games like crosswords, searches or games that involve 

figuring out how to make a house by moving only 3 sticks. Some popular sport clubs or physical 

activity classes that may be formed could be soccer, baseball or rollerblading. Depending on the 

school, these classes can take the form of dancing, singing, creating art or playing musical 

instruments. 
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It is at this point that we would like to provide a few of our program schedules. For 

example, our English-Only, Bilingual, Chinese-Only, and Daycare program schedules. Following 

each schedule is a table that highlights some important information relating to the breakdown of 

the curriculum and schedule symmetry. Our first schedule is our English-Only schedule shown 

below in Figure 16. 
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Figure 16: English-Only Schedule Example: 

 



 

148 

 

Figure 17: English-Only Schedule Example Details: 
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Figure 18: Bilingual Schedule Example: 
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Figure 19: Bilingual Schedule Example Details: 
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Figure 20: Chinese Schedule Example: 
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Figure 21: Chinese Schedule Example Details: 
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Figure 22: Daycare Schedule Example Details: 
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From these schedules and their tabular descriptions, one can see the specific semester 

focus for a student who will be enrolled in any full or part day schedule. Also portrayed is the 

schedules very symmetric design. It is this overall design that makes our scheduling so flexible 

and easy to use and ensures that every customer in any program will be will be getting their 

proper values worth; it does not matter which language program a person enrolls in, nor does it 

matter what time or portion of the week either. These schedule designs make it easy to 

supplement or augment any full- or part-times schedule regardless whether it is the daycare, the 

MWF Language Arts, the TTH Science, the morning or the afternoon programs. These schedules 

also take into account the long-term yearly cycle with subject matter rotation and half step 

incremental difficulty levels every semester. Also, these schedules take into account the age of 

the student and can be used to describe a sophomore, junior or senior year class. All that is 

required is to adjust each year’s schedule by shifting one class. For example, if this was a 

schedule for a sophomore year class with Blocks 1, 2, 3 in the morning and Blocks 4, 5, 6 in the 

afternoon. Then a junior year will have Blocks 2, 3, 1 in the morning with Blocks 5, 6, 4 in the 

afternoon. A senior year will have Blocks 3, 1, 2 in the morning with Blocks 6, 4, 5 in the 

afternoon. In addition to taking into account the student’s age, this shifting of the blocks was 

developed in order to drive down a school’s expensive NEST labor costs. By rotating the 

schedule and allowing teachers to be peripatetic in nature, schools can hire fewer fulltime foreign 

teachers, while utilizing them in a very efficient manner. 

 

Note: These schedules do not indicate a specific school’s employment of them in terms of a 

class’ designated teacher. A school’s cost and parent’s cost will be determined by how a school 

assigns teachers to their classes; the use of a NNEST over a NEST teacher or a CET over a 

NNEST teacher and so on. These choices will have serious cost and performance implications. In 
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thinking about this, one must also consider as well the number and proportion of classes that a 

specific teacher (like a NEST teacher) will teach over another teacher (like a NNEST). These 

details will be worked out on a location by location basis with details bound by contract. This is 

done to ensure the public’s safety with respect to value as it is easy for schools to lie about their 

offerings and is quite often done by language schools. Abraham Academic Academy has the right 

to interfere on behalf of our customers in order to protect our image. We have specific standards 

set out for the different classes in the different language programs, but because of the variability 

that can exist amongst the demographics of different schools, it may be in a particular school’s 

best interest to alter these ratios in order to remain competitive. 

 

Note: Two of the more important standards for reference purposes will be: For the English-Only 

classes a minimum of 3 NEST taught classes a day with a NNEST teacher able to substitute at 

most 1 of the 3. For the Bilingual classes, half of the English classes must be taught by a NNEST 

or a NEST teacher and a NEST teacher must teach at least one class a day. 

 

5.2.1.3. SPECIAL ACTIVITIES: 

Some special activities that may differentiate our kindergarten from others are: 

• Best Student Awards: 

The school holds an assembly the first period of every Friday in honor of 

this week’s best students. The period starts off with a little ceremony, a 

discussion of the importance of the award and the purpose for doing it.  

Children are then reminded of the rewards that come with working hard.  

The class then proceeds into a period full of physical activities and games 

for the children. A highlight for the children is the interaction with other 
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children from other grades and levels. At the end of the period certificates 

are given to a chosen student from each class and photos are taken for their 

scrap book. 

 

• Class Leader: 

Each week a student is chosen to be the class leader. That student not only is 

chosen to help their teacher, but to learn how to delegate tasks and choose 

others in helping. 

 

• Competitions: 

A variety of class, school, and franchise wide competitions will be held 

every semester. Student participation is voluntary and based on their 

availability of time. Competitions can vary from spelling bees and oral 

reading competitions to things like class cleanliness, or the number of 

mistakes made or simple acts of selflessness. The number and frequency of 

the competitions will generally vary by school with only one or two 

compulsory franchise wide competitions. 

 

• Social Development: 

Social development lessons focus on behavior, manners and etiquette that 

are appropriate for a child and future member of society. During this 

segment we also help parents instill family values, talk about family 

involvement in activities and reinforce the importance of one’s family. Since 

the majority of parents that have students enrolled in our school 
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are hard vigil working people, we also talk about the roles of mommies and 

daddies in the work place and help students adjust to any absenteeism that 

may occur on unintentionally on their parent’s behalf. 

 

• Field Trips and Outings: 

Field trips and outings represent one facet that makes school more real and 

practical for a growing child. Within our 26 week semester (approximately 

6 months) we will have on average 4 field trips, that is one approximately 

every 6 weeks. 

 

• Make the World a Better Place: 

Make the world a better place is an Abraham Academic Academy original 

and features a set of campaigns initiated by head-office. Some examples of  

this campaign that will be employed by our schools were illustrated in the  

promotion section 4.8.4 of the marketing 4-P’s. The franchise also 

encourages franchisees to continue on with and develop activities as they  

deem fit. 

 

• Geography: 

The geography segment of our curriculum features the "Exploration of New 

Cultures". Since we pride ourselves as being a foreign language school we 

consider multiculturalism to be one of our main values and we want to enhance it 

through our students’ exposure to different cultures. The idea behind this class is 

to introduce students to fun and traditional activities (crafts, dance, music, sports, 
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etc.) from places all around the world. The curriculum will have monthly themes 

(Spanish, French, Middle-Eastern, Western, African, etc.) with weekly classes 

focusing on specific elements (under the monthly theme of the middle east we 

would include weekly topic knowledge that covers Egypt, Israel, Dubai, Saudi 

Arabia, belly dancing, the Muslim heritage and types of food and spices). The 

monthly themes will allow time for students to absorb the knowledge before 

rotating to a different cultural environment. 

 

• Math:  

Abraham Academic Academy wants to be known for embracing formats and 

techniques known to work. We want parents to know that we are capable of 

creating a curriculum, but out of the best interests for their children we will 

conform to best known practices. This will be the case with respect to the adoption 

of our math curriculum. When it comes to math there are already many 

predesigned popular programs already in existence. We at Abraham Academic 

Academy choose to conform to the use of the MPM program. 

 

MPM is a self-learning system designed for K-6 grade students and is 

personalized for each student. MPM stands for Multi-Process-Model. Its design is 

based on multi-process and multi-model mathematics. MPM program uses 

manipulative tools to help students build a strong math foundation by focusing on 

the development of critical thinking, logical inference, problem solving, and 

independent study skills. The ideal age for new student is 5-8 years old. The 

program normally requires two sessions per week. This program is very popular 
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among Chinese communities as many instructors are Chinese. MPM was 

established since 1989 and more than 100,000 students and centers all over the 

world. 

 

• Science: 

Our science curriculum is composed of 52 lessons that is broken up over the two 

26 week semesters and is repeated every year during the kindergarten program 

with each successive year reviewing and building on the knowledge from the 

previous year. We understand that science is a topic that is out of scope for 

children of this age. However, it is our purpose to instill a strong foundation with 

the repetitive nature of our program that will stick and carry with our students 

throughout the first few years of their public elementary school experience. Our 

primary focus is on the development of the right mentality and approach to 

studying science that is grounded in asking questions and making observations. 

Each lesson is constructed around a book to read as a story to the children and a 

worksheet to complete. Each lesson also has props for visualization purposes and a 

simple experiment to conduct. A sample of our Science schedule is attached below 

in Figure 23 at the end of this section for reference.  

 

• Saturday with Family and Friends: 

Saturday with Family and Friends comes from our belief that family and education 

should be always linked and that parents should be included in a child’s education. 

With the Saturday with Family and Friends program our goals are: to provide a 

variety of fun activities where the parents can join in and enjoy some precious 
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time with their kids; to allow parents a place to mingle and interact; to facilitate a 

parent-child relationship that encompasses the school; to provide an informal way 

for children to communicate their weekly performance to their parents; and to 

allow parental concerns to be brought to the attention of the school. Saturday with 

Family and Friends consists of a half day schedule from 10am to 2pm, during 

which time 3 main activities will be conducted: 

• Family Theater and Story Book Time: This activity consists 

of either teachers or students putting on a little show for an 

audience. 

• Family activities: Access to the play-yard, playground 

facilities with optional planned games that students and 

parents can drop-in and participate-in. 

• Lunch time: Informal lunch in order to advance parental 

relations and teacher-parents relations. 

 

• Weekend Camp Services: 

Several times a semester we will host a camping event for the children that will 

take place over the weekend. Children can come to school or to the designated 

location that the event will be held. Kids will be able to play and learn in an 

academic environment with their friends while developing important social skills 

that are crucial to a child’s development. An assortment of games, activities or 

sightseeing will be scheduled to engage the children while reinforcing the learning 

process. However, Abraham Academic Academy is not only doing this with our 

students’ best intentions in mind, but to provide the parents with a weekend off to 
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enjoy by themselves, to be free from the relentless parental concerns that take a 

toll on a family. Parents can remain care free and relaxed during this weekend as 

the children will be cared for in a controlled and supervised environment. 

 

• Physical Education and Athletic Days: 

A little hand-eye coordination with a sprinkle of physical activity and some good 

old-fashioned fresh air are the perfect ingredients for a little growing body. A little 

regiment of exercise is endorsed at all of our schools as seen with our P.E and 

extracurricular athletic days programs. Each school can choose from an assortment 

of athletic days to host, like a traditional sports day or a milk run. There will be 

some days for just the kids that will occur during the school week and some days 

for the whole family to participate in that will be held on the weekends. A sample 

of one of our P.E schedules is attached for reference below in Figure 24 at the end 

of this section. 
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Figure 23: The Science Curriculum Schedule for semester 1 and 2: 
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Figure 23 continued: The Science Curriculum Schedule for semester 1 and 2: 
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Figure 23 continued: The Science Curriculum Schedule for semester 1 and 2: 
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Figure 23 continued: The Science Curriculum Schedule for semester 1 and 2: 
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Figure 24: The Physical Education Curriculum Schedule for semester 1 and 2: 
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Figure 24 continued: The Physical Education Curriculum Schedule for semester 1 and 2: 
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Figure 24 continued: The Physical Education Curriculum Schedule for semester 1 and 2: 
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Figure 24 continued: The Physical Education Curriculum Schedule for semester 1 and 2: 
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5.2.2. KEY RESOURCES: 

The key resources that are available to and ready for the school to employ at will as 

described by Abraham Academic Academy’s business model are our premises; facilities and 

amenities; and personnel. 

 

5.2.2.1. PREMISES: 

The location of our flagship school will be in suburban Taipei. Initially, we are looking to 

rent, but eventually want to own the property. Therefore, with respect to leasing terms, we are 

looking for a minimum of a 6 year contract with an option to either renew or buy when the 

contact is up. The premise must have access to both indoor and outdoor areas/facilities. The total 

interior area of the premise has to be somewhere between 661 and 1,322 square-meters (between 

200 and 400 pings) depending on lay out. The exterior area that is to be used as a playground (see 

note below) should be on the order of 661 square meters (200 pings). If the premise does not have 

an outdoor area, arrangements must be made to facilitate access to one that can use used. 

 

Taipei proper has been ruled out as a candidate for our initial kindergarten location for 

many reasons. Some factors involve Taipei's high real-estate costs; a developed, saturated and 

mature language and cram school market; and facility constraints due to the overdeveloped and 

sprawling nature of the city. For these reasons suburban Taipei is more appealing, while 

providing access to many other important key resources chiefly available in Taipei. A future 

Taipei school is not out of the question, but will not be considered for the purposes of our initial 

investment. 
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Since an exact location has yet to be determined, three possible locations are listed for 

reference purposes in suburban Taipei that provide an ideal setting with both commercial and 

residential options in mind: Xindian near the QiZhang MRT station; NeiHu DaZhi district south-

west of JianNan rd. MRT station and between the Miramar shopping mall and the BinJiang 

Elementary and High schools; or in BanQiao in the proximity of BanQiao city hall and FuZhong 

MRT stations. Due to the importance of choosing the right location we are open to suggestions 

and will consider other locations if the right opportunity comes along. The premise will be 

decided upon after careful consideration, taking into account the criteria established in place 

parameters section 4.8.2 of the marketing 4-P's. 

 

Note: The nature of an outdoor playground is flexible. Not all schools will have an outdoor 

playground, but Abraham Academic Academy is selling an image as well as an education. This 

aspect of lifestyle is an important component of our positioning. Abraham Academic Academy 

has schemes available and will work with schools in trying to arrange for such facilities to exist. 

One such popular scheme is the occupation of the top floors of a building and the conversion of 

the rooftop into gymnasium or outdoor play area. Another is the occupation of a school next to a 

vacant lot or adjacent to a park. In this case, an investment in the lot or parks infrastructure can be 

arranged through a deal with the private citizens or community members involved. Perhaps, 

terms can be met regarding purchasing the rights to the park, naming the park after the school, or 

arranging for its maintenance and upkeep in exchange for access. 

 

Note: Abraham Academic Academy policy ensures that a certain percentage of our schools, both 

in total and per region, will maintain an outdoor facility/playground for their students. 
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5.2.2.2. PREMISES LAYOUT (INFRASTRUCTURE BREAKDOWN): 

The premises layout attempts to define our business’ requirements through a description 

of its planned facilities and amenities. The premises layout facilitates this description of our 

school’s general layout through the breaking down of its infrastructure into its constituent rooms. 

It is due to the inflexibility of changing the infrastructure of a school and the potential danger 

associated with relocating a school once it is established and doing business that these 

considerations are deemed vital for our success. Below are two descriptions. One is the 

description of a school that can handle a moderate to heavy capacity quite well, and after we 

compare that to a school that we believe can handle anything and is built for success. 

 

Assuming that a school will operate under a moderate to heavy capacity, it would require the 

following rooms in order to function properly: 

 1 large common room to function primarily for daycare services. 

 8 classrooms for teaching. Four classrooms for the bilingual classes, four for the All 

 English classes. 

 1 large multi-purpose common room. An assortment of classes will be held in this 

room depending on the schedule and time of day. Schedule: Chinese or English 

classes. Time: hold morning breakfast at arrival time, hold afternoon snack at 

departure time. 

 1 large theater/dance room. This room would also double as an activity room, music 

or art room, or a physical education and morning exercise room. 

 1 sleeping area for children's nap time. 

 1 outdoor/indoor playground area (fully equipped for fun). 

 2 or 3 large common Bathroom (public style) facilities depending on size and 
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number of receptacles (toilets/urinals). Also must provide separate teacher/student 

receptacles or private stalls within common bathroom and at least one facility must 

be equipped with a shower for emergencies. 

 1 kitchen and laundry facility. 

 Main Office; Front desk and reception, office area, foreign teacher, director and 

meeting rooms or areas. Preferably separate rooms for each, but they can be situated 

in a large room that is partitioned off. 

 Storage areas. Need storage for curriculum, playground/athletic equipment, 

 kitchen/laundry facility, garbage, school paraphernalia and general merchandise,  

maintenance equipment, and general or miscellaneous things. Preferably separate 

rooms for each located adjacent to their counterparts or a fewer rooms that are large 

enough to encompass everything. 

 

Assuming that a school is built for success and that it would be running at full capacity, the 

school would require the additional rooms in order to function properly: 

 4 classrooms for Chinese-Only students, rather than having to shuffle students 

around. 

 3 extra classrooms for spillover (exceeding the legal child handling limits). One for 

each department (daycare, bilingual, English only). These room can double as the 

storage required. Schools have high storage demands anyway that should not be 

overlooked. Streamlining a school and running it light can effect operations. 

 Properly spread out, divide up, or separate the main office. If things pick up there 

will be too much traffic and clutter that can effect operations (provide room to 

breathe between the reception and front desk, office room, foreign teachers’ room, 
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director’s office, meeting room, and curriculum storage). 

 Provide a demo room for parents viewing and more discrete discussions. Like 

parent-teacher talks, interviews, and screenings. It makes it unnecessary for parents 

to tour the school and facilities distracting students and revealing potentially damaging 

situations unnecessarily.  

 

Note: Beyond this full capacity scenario, the only way to further expand the kindergarten’s fixed 

infrastructure would be to relocate the head-office to another facility. However, doing so would 

free up more office and storage space at most. 

 

5.2.2.3. FACILITIES AND AMENITIES STRUCTURE: 

A room by room description of the school is given below. We have listed all the items, 

furniture, equipment and materials required for that room to become fully operational. Initially, 

when developing the school, we may be able to cut corners and do things in stages to save money. 

Many things can be done both behind the scenes and out in the open, where our customers can 

see, but done in such a way as to not draw attention, nor appear to be incomplete. However, for 

the sake of simplicity, in this section we have merely listed the things required to do the job well, 

without reference to these more affordable and expensive means. Neither do we discuss the range 

of flexibility in the amount of equipment actually required, nor the timetable used to purchase 

that equipment. 

 

Classroom: 

As we mentioned above (section 5.2.2.2 Premises Layout) we will have between 8 and 12 full-on 

classrooms in total. The detail of the investment per classroom is displayed below in Figure 25. 
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Figure 25: Classroom Furniture & Equipment Description: 
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Figure 25 continued: Classroom Furniture & Equipment Description: 



 

177 

 

Main Office: 

Because of the ambiguity in the facility we do not know if and how we will be dividing up this 

main front office area between the reception, guest waiting area, front desks, office area, teacher 

work stations, curriculum storage area, directors office and meeting rooms. Thus, we have 

assumed one big room with partitions and have listed the equipment needed for the kindergarten 

to function. For simplicity we have divided the office into front and back regions for the purposes 

of the tables below. 

 

Main Office; Front of Office: 

The front of the office includes: reception, guest/waiting area, front desks, office area, and 

teacher work stations. This is portrayed in Figure 26. 

 

Main Office; Back of Office: 

The back of the office includes: curriculum storage area, meeting area and the director’s office. 

This is portrayed in Figure 27. 
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Figure 26: Front of Office Furniture & Equipment Description: 
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Figure 26 continued: Front of Office Furniture & Equipment Description: 
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Figure 26 continued: Front of Office Furniture & Equipment Description: 
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Figure 27: Back of Office Furniture & Equipment Description: 
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Figure 27 continued: Back of Office Furniture & Equipment Description: 
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Figure 27 continued: Back of Office Furniture & Equipment Description: 
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Playground: 

Figure 28: Playground Furniture & Equipment Description: 
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Figure 28 continued: Playground Furniture & Equipment Description: 
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Figure 28 continued: Playground Furniture & Equipment Description: 
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Kitchen: 

Figure 29: Kitchen Furniture & Equipment Description: 
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Figure 29 continued: Kitchen Furniture & Equipment Description: 
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Figure 29 continued: Kitchen Furniture & Equipment Description: 



 

190 

 

Figure 29 continued: Kitchen Furniture & Equipment Description: 
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Figure 29 continued: Kitchen Furniture & Equipment Description: 
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Figure 29 continued: Kitchen Furniture & Equipment Description: 
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Theater: 

Figure 30: Theater Furniture & Equipment Description: 
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Figure 30 continued: Theater Furniture & Equipment Description: 
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Common Room: 

Figure 31: Common Room Furniture & Equipment Description: 
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Sleeping: 

Figure 32: Sleeping Room Furniture & Equipment Description: 
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Other General Investments: 

Figure 33: General Furniture & Equipment Description: 
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5.2.2.4. PERSONNEL: 

The required number and type of personnel needed for running our venture is much more 

flexible than our previous infrastructure and equipment discussions. The following is a list of our 

expected personnel requirements initially needed to ensure that our business runs smoothly under 

normal conditions. 

 

Kindergarten Personnel 

 Kindergarten Manager (MGR) 

 Kindergarten Assistant Manager (AMGR) 

 Kindergarten Office Assistant (OA) 

 4 Bilingual Class Homeroom Teachers (CT) 

 4 English Class Homeroom Teachers (CET) 

 1 Daycare Teacher (CT) 

 1 Yard Maintenance Manager (Uncle: Driver and Handyman) 

 2 Foreign Low-Cost Labor (Aunty: Housekeeper, Cook, Assistant Caregiver) 

 2 Foreign Teachers (2 NEST, can use 1 NEST and 1 NNEST to save costs) 

 

Head-Office Personnel  

 Franchise Manager 

 Franchise Assistant Manager 

 Franchise Assistant 

 Curriculum Manager 

 Curriculum Assistant Manager 

 Curriculum Assistant 
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As the business improves and approaches maximum capacity we will be adding the following 

personnel as needed:  

 4 Chinese Classroom Teachers (rather than splitting duties between Chinese and 

Bilingual classes) 

 4 Assistant/Caregiver/Teachers (duties split between kindergarten and head-office 

duties) 

 2 Student Interns (assistant/caregiver/teacher)(duties split between kindergarten and 

head-office duties) 

 1 Foreign Teacher (NEST) 

 2 Foreign Low-Cost Labor (Housekeeper, Cook, Assistant Caregiver) 

 1 Part-Time Driver and Yard Assistant  

 

5.2.3. Key Partners: 

With our intentions of growing in both scale and scope and crossing boarders, Abraham 

Academic Academy is aware that they will be unable to do it alone. Our key partners are an 

intrinsic part of our business plan and we will work closely with them to ensure that our 

customers and franchisees are getting the proper support they require to become successful in 

today's economy. We believe that a prominent feature of Abraham Academic Academy is our 

network of connections. This powerful network would be appealing to a prospect franchisee 

owner, because when someone buys a franchise they are not only getting a package of support, 

but an assurance that they are not and will not go it alone. 

 

As a matter of policy, Abraham Academic Academy will not make direct sales of 

merchandise or materials to franchisees; instead we will utilize our network and organize the 
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supply of merchandise and materials to schools through approved third party logistics operators.  

Abraham Academic Academy believes that honest and reliable partners play a vital role in our 

success. It will be through the ongoing sales and communications amongst our network of 

members that we will be able to ensure the honesty and reliability of our key partners. Abraham 

Academic Academy believes it is the access to our resources, like our key partners, that gives our 

franchise members an advantage over those without. Some of these people that we will be 

working closely with are: 

 

5.2.3.1. OVERSEAS LOW-COST CAREGIVERS: 

Head-office will work with overseas human resource agencies that supply overseas low-

cost labor in order to procure the best possible labor at the cheapest prices. As a method of 

keeping costs down we will supplement labor wherever possible to give us an advantage over our 

competition. 

 

Because, on average, low-cost foreign labor has a lower turnover rate in the industry and 

will stay with a company for an extended period of time, we will provide training for our low-

cost labor and certification where possible in order to bring them in line with specific duties. We 

believe this is important and represents an often over looked avenue of opportunity in many other 

business models. Another factor besides the lower than usual turnover rate is the reciprocate 

gratitude received from the low-cost labor workers when their quality of life is improved that is 

unmatched by their local counterparts; training them and treating them better just makes sense. It 

is surprising, but this is something not often done by many language and cram schools in many 

countries, like the majority of our competitors in Taiwan. 
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These individuals will initially provide the majority of the basic labor required like 

cooking, cleaning, maintenance and fixing. Additional training will be based on an individual’s 

potential for other duties as required like driving, child care, office work, and teacher aid. 

 

5.2.3.2. LOCAL ASSISTANT CAREGIVERS: 

Head-office will try to work with some educational institutions and departments in hopes 

to procure student labor. Every year students attend normal or vocational universities and schools 

in fields related to our business and seek ways to gain work experience. Practical work 

experience is a major concern for many students and by working for us we can provide an 

individual with a reference for their resume, an experience in a work related field, or a starting 

point for their career. For others we may be able to persuade them to remain with us to hone 

skills or build a career. 

 

We will put job postings up and make it a point to have semesterly and yearly internships 

available whenever possible. Internships allow companies to sample labor by seeing first-hand 

how candidates perform without being fully committed to that individual. This gives companies 

an eye into the future for possible job prospects. 

  

Another motivational factor is dependent on a nation's student labor laws as student labor 

in many countries represents an avenue to cut costs. Many students are paid a fraction of the 

wage and without the benefits that an employee would have to be paid while performing the same 

duties. 
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5.2.3.3. OVERSEAS NATIVE ENGLISH SPEAKING TEACHERS (NEST): 

One of the hardest aspects of maintaining an international language school is the 

procurement of both the number and quality of foreign teachers to fill the positions required. This 

is followed by the high turnover rate as many foreigners view their position at best as temporary. 

Abraham Academic Academy has a four point plan to aid with these three aspects of long-term 

foreign teacher procurement: 

 

 First, is to use a specific key employee’s, John Vatougios, knowledge of and 

connections with his hometown universities in Vancouver, British Columbia Canada. It is 

the plan to recruit university students interested in taking a break from their studies and 

wanting to travel abroad. He will also engage the education departments of the 

universities in a bid to attract teachers through the offer of gaining experience. Lastly, will 

be the focus on students who apply to the teacher education programs. There are only 8 

teacher education programs in the province that lead to a teacher’s certification and allow 

an individual to teach in the K-12 public school system. Access to these programs is 

difficult and only 1 in 4 candidates are admitted into the program. An overseas job 

placement at Abraham Academic Academy would be right up their alley, we would allow 

teachers to come and work while applying to the program until they are accepted. Our 

offer would be to provide both training and insight into the field of overseas education 

allowing them to beef up their application proposals. 

 

 Second, will be to attract native speaking English teachers through our overseas  

 partner language schools. These schools would act as recruiting agents for us for a  

 fee. This fee will be paid half by the school that receives the teacher and half by the 
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employee who get the job. This fee will come out the teacher's first few salary 

payments and Abraham will make the payment on the schools behalf to the  

recruiting agent/school once that teacher has fulfilled half of his negotiated contract 

(Contracts are usually negotiated on a year by year basis). 

 

 Third, will be the establishment of Abraham Academic Academy overseas 

  language schools. An overseas language schools will be beneficial to us in three 

ways: Locations that local students want to go to learn English are places that  

language schools thrive, Abrahamic affiliated schools in these locations add 

prestige and can provide the franchise with alternative forms of revenue and 

different business opportunities; the strength of a Language school’s overseas  

connections is known to be tied to that school’s viability and success; and we can  

increase our network and advantages like supplying students to our own schools,  

while enticing teachers to come abroad to work with us. 

 

 Fourth will be implementation of the ambassador program. Many foreigners have 

mixed or bad experiences teaching abroad due to culture shock and the acculturation  

process. The experience can be difficult and is known to deter future prospects. Schools 

are also known not to do enough for their teachers nor support them in their process, 

which cause many to fall off track. Part of the ambassador program will be to right these 

wrongs and to offer foreign teachers long-term prospects through the ability to become an 

entrepreneur; opening their own franchise. We know that many may not stay, nor want to 

pursue such an avenue at the time of employment. However, through such programs we 

believe that we would decrease our foreign teacher turnover rate while improving the 
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quality of work during their period of employment. Above all it is the intention of the 

program is to spread the word and bring potential employees back our way when they or 

their friends are ready. 

 

I, John Vatougios, being a foreigner have gone through the process, which allows for a 

higher understanding of the problems, situations and remedies. I have seen the good, bad and 

ugly of the systems used to keep us in line and I know which systems are good and which ones 

can be made better. Through improving cross cultural relations between foreign and local 

teachers and the administration that oversees them, I believe that schools can make foreign 

teachers their ambassadors; rather than mistreating foreign teachers, not spending the time to 

align them with a school’s systems, or make them feel at home. Many schools unintentionally 

make sure that their foreign employment is temporary through inappropriate conduct, so when 

time comes to part ways foreign teachers leave on bad terms. The fact that the terms are not good 

imbues the notion that future foreigner teachers will be deterred from going abroad or going to 

specific schools. All and all, my experience and understanding of the situation is an asset going 

forward. 

 

5.2.3.4. TRAINING AND QUALITY CONTROL: 

An important aspect of developing a recognized and reputable international franchise 

chain would be the assurance and guarantee of quality that we provide our customers and end 

users. Part of this for any franchise chain is the training of new employees within an existing 

chain and the training of franchise branch owners. Abraham Academic Academy will provide 

training to its employees and franchisee owners at specifically designated company owned 

schools or at franchise operators who are licensed to teach around the world. 
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Through the completion of a set of developed courses we will offer our franchise owners 

certificates. Courses will be arranged by title/position, topic, and level. Tutorial information and 

self-diagnostic tests will be kept on-line for individuals to read up on and practice, but to be 

certified an individual must proceed to a designated school and undergo testing under formal 

conditions.  

 

Schools do not need to pass all levels and acquire all certificates, but it is encouraged 

through a reduction in franchising fees, reduced franchise supervision, leniency over punishment 

and less corporate intervention with regards to specific matters. There is a minimum level that 

must be acquired for a franchisee to stay in business and a schedule of completion over a time 

period that must be kept unless extenuating circumstances are provided. Head-office has the 

power to make a franchise owner's school take classes if a situation or set of circumstances arises 

that point out a weakness or misalignment between their school and the Abrahamic way of doing 

things. Generally this would only be done if the course was deemed necessary and part of an 

action required bringing about a resolution to a specific problem. 

 

For franchise operators who want to become licensed to teach courses and be responsible 

for training and quality control in a region that has no center, there will be another set of courses 

that can be taken that will provide that license and certification. There are several motivational 

reasons for becoming a licensed center. One will be the prestige and status associated with their 

school in the public's eye. Customers and end user will have access to a schools level of 

certification, which might affect a parent’s decision in choosing an appropriate school. The top 

two tier schools will receive special recognition and schools licensed to teach and supervise other 

schools will place amongst the top tier. Part of the franchising fees collected is for the purpose of 
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training and maintaining quality control. Licensed schools will receive a share of this revenue 

based on the other schools usage of the training and certification programs in their region. To 

encourage training and certification Abraham Academic Academy issues a number of training 

credits to a franchise owner based on their fees paid. These credits will differ according to 

contract with a portion of credits issued being fully redeemable (head-office pays for the training) 

and the rest partially redeemable (a percentage paid for by head-office and the remaining 

percentage paid by the school receiving the training). Franchise operators licensed to teach will 

be able to redeem the credits for cash. 

 

5.2.3.5. DURABLE EQUIPMENT AND MATERIALS PROCUREMENT: 

A large capital investment in durable equipment has to be made for a school to get off the 

ground. Additional investments will be made by schools for maintenance purposes, for growth 

purposes, or in order to keep up with Abrahamic standards. This equipment has to be strong 

enough to put up with a child's vigor, safe enough to avoid injury, built well enough to avoid 

liability, and cosmetically pleasing enough to a parent's or child’s eyes, while aligning with our 

corporate views of what an Abraham Academic Academy school looks like. 

 

We understand the difficulty and costs associated with starting a new school or converting 

an old school over into a school that conforms to our beliefs. We believe that it is not necessary 

for a school to invest in only new equipment and therefore allow franchise owners to buy second 

hand equipment. 

 

Abraham Academic Academy head-office keeps a catalogue of relevant information 

available online for franchise owner’s viewing. We believe that it is important for owners to be in 
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the know, especially when it comes to the current fair market price for furniture, equipment and 

material purchases and for school maintenance and renovation labor costs. We allow schools to 

communicate with one another and to post deals and information that they believe is relevant and 

helpful to other franchise owners. The information that head-office provides is categorized and 

classified in sets of lists: pricing lists that indicate ranges of typically wanted goods and services 

and their range of acceptable prices, preferential low cost providers of goods or services, or a 

classifieds section for goods for sale and services for hire. The lists will contain all the 

information that a school owner would like and need to know when making infrastructure 

investments like the poster’s information, an item’s description, the item’s cost and the vendor’s 

contact information. An example of some lists would be: 

 A list of new equipment providers  

 A list of second hand equipment providers 

 A list of labor specialist (custom built) (construction, cabinetry, electric, plumbing, 

 concrete, metal, landscaping) 

 A list of people who service and repair equipment 

 A list of material providers 

 

An example of some lists arranged by category is:  

 Playground Equipment 

 Sport and Goods (Athletic Equipment) 

 Appliances (Kitchen, Air-Conditioner, Laundry)(commercial, commercial lite, and 

 household variety)  

 Electronic and Computer Goods 

 Transportation (School Bus) 
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 Cabinet and Furniture (Tables, desks, chairs, shelves) 

 Raw Materials (artificial grass, gravel, sand, cement, asphalt, rebar, steel, wood) 

 Security Equipment 

 

5.2.3.6. EDUCATIONAL MATERIALS PROCUREMENT: 

Educational Materials Procurement follows the same format as the last section (5.2.3 e) 

Durable equipment and materials procurement). The purpose is to provide awareness and give 

options to franchise owners who would like to save time and money. Franchise owners can do 

their own sourcing or use a trusted reference from the list when in doubt. 

 

An example of some lists arranged by category is: 

 Curriculum Text and Note Books 

 Whiteboards and Stationary 

 School Memorabilia and Collectibles (uniforms, school bags, water bottles, lunch  

boxes, handkerchiefs, hats) 

 Printing Services (cards, envelopes, flyers, letter head, certificates, signs, posters, 

 decorative items, banners, pins, badges, trophies, stamps) 

 Musical Instruments 

 Toys 

 Insignia, Logo and Crest Services 

 Interior Decor and Design 

 

Note: some items must conform to Abraham Academic Academy standards. A detailed 

explanation of this conformity issue is discussed in section 4.7. 



 

209 

 

5.2.3.7. CONSULTATION AND STUDENT SERVICES (FOCUS ON OVERSEAS 

PROGRAMS): 

Educational services are known to be of outmost importance to the success of a language 

school. Parents are always concerned about what comes next for their children and if the services 

that will be rendered will be aligned to the next stage of their child’s development. Educational 

services help in building a strong bond between a school and its customer. A school that is 

informed can ease parental concern with options and answers to questions. A school with solid 

explanations can build a trust that turns into reliance in unsure areas. If a customer trusts you they 

will trust your recommendations. This is why Abraham Academic Academy intends to be 

informed of local and international programs and services of interest and will try to establish a 

partnership with them for the purposes of increasing the company’s revenues. 

 

Abraham Academic Academy understands that customers will leave our schools and try 

other schools and programs in other places for a variety of reasons. So, while Abraham Academic 

Academy will focus on the promotion of our own services, our own K-12 curriculum and 

instilling faith in our own Chinese and English programs, we will provide extra information to 

ease parental concerns regarding their child’s options and mobility in, around or out of Taiwan. 

We will have long term plans mapped out for our customers and will inform them of what they 

can expect and where they can go in the long run through the use of our schools and partners. 

This way, if a student needs to transfer to another school, we will aid our customers in their 

decision and not leave them out in the dark.  It is not only our job to prep a child for an overseas 

education, but to facilitate the transition. If a parent needs we will have all the information 

available and ready on hand to help a child make the transition smoothly. Obliviously this service 

has many benefits if partners are established. For example if a transfer is required within Taiwan 
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then we will refer our students to other Abraham Academic Academy schools if possible, 

otherwise gracefully refer them to another key language school partner or affiliate. If aid is 

required for services outside of Taiwan, it would be best for us if we cooperated with a few 

reliable boarding centers, had knowledge regarding some popular public and private schools and 

developed a key language school network of partners and affiliates in a few of these popular 

destinations. The development of this network would be valuable to our customers and key to our 

success. 

 

This notion of having key partners parallels the important reason why Abraham Academic 

Academy wants to grow into a program that covers kindergarten to pre university courses. Why 

should Abraham Academic Academy build up a business’s clientele just to pass it onto someone 

else, or because of the limited age group confined to a specific school not develop services 

deemed important to our customers just because we are not getting a piece of action. In our 

business model everyone will win, with each partner’s hand in another’s. Each member of the 

network will be paid for the good work they did. For example, the tuition gained by one school 

for the enrollment of their students will result in a commission to the other school that did all the 

groundwork. 

 

Note: Educational services are also known to provide a viable secondary source of revenue. 

 

Note: Consultation and Student Services are talked about in more detail in section 5.5.3 under 

Expansion Model Plans. 
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5.2.3.8. WEB AND CLOUD SERVICE PROVIDERS: 

These services will be completely outsourced. Our website design, layout and 

development will be handled by professionals. Our web page must be new, trendy, state of the art, 

informative and user friendly. We want our website to be able to convey pertinent information to 

those surfing it, we want our website to be easy to navigate so parents will want to use it and we 

want our website pass the information keyed in and requests made to the relevant parties (head-

office or individual branches, administrative, complaint, etc.) of interest so we can provide fast 

and expedient service. Abraham Academic Academy believes that the website must be kept up to 

date and relevant to our customers’ needs. 

 

Besides the traditional merit chart and communication books our school will have its own 

email addresses and employees will have their own work Facebook account and profile pages. 

Parents can communicate with school, teachers and administration via these online and social 

media formats. 

 

The web services are not only for our customers, but for maintaining our in-house 

network and services. Abraham Academic Academy will also have its own private cloud services 

in order store the vast amount of information that we intend on sharing within the franchise. As 

much as possible will be placed virtually in order to reduce head-office’s workload regarding 

individual inquiries. We plan to be able to provide the majority of our franchise’s offerings online. 

So, this information will have to be properly organized so as to allow easy access to it and 

navigation through it. This will require a large amount of IT resources and will be maintained by 

a service provider. 
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Note: The Facebook account is to add a personal touch to the school. Teachers must regularly 

post blogs and pictures referring to the school’s students and activities. 

 

5.2.3.9. LEGAL AND BUSINESS SERVICES: 

One of the advantages of going big and joining a franchise is the legal and business 

services support. The majority of the paperwork and documentation (such as land, property, or 

leasing, contracts; and process, applications, notice forms; or any other type of standardized 

forms for mutual agreement or consent) needed by a franchise should be able to be found at head-

office. If not, head-office will have professionals on speed dial who are familiar with the business 

and its needs. These associates will be able to provide better quality services at a more reasonable 

price. 

 

5.2.3.10. ACCOUNTING SERVICES: 

One type of specialized business service that we entail on using will be an enterprise wide 

system. The web and cloud services mentioned above (5.2.3.8 Web and Cloud Service Providers) 

are only a part of the total package of services that we intend on supplying. Access to an 

enterprise resource planning system (ERP) like SAP is important to our company’s growth, 

facilitating our network and in keeping us connected, while providing the end school with some 

all-important tools. Accounting software, customer management software and more will be made 

available to our franchisees to use. These offerings represent another perk gained by joining 

Abraham Academic Academy, which a smaller independent school would not be able to afford 

nor have access to. Because Abraham Academic Academy is located in Taiwan and the majority 

of businesses will be confined to Taiwan and Asia (with only a few at most located in North 

America) we will subscribe to DingXing (鼎新) services for enterprise support and maintenance. 
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5.3. CUSTOMER RELATIONS 

Customer relations are of outmost importance in our industry for three reasons: First a 

single customer potentially represents a 16 year shared revenue stream within our business model. 

Second is the value of a customer’s word of mouth in the education industry, which represents a 

wealth of potential new customers. Third is the extremely demanding nature of parents who send 

their children to language and cram schools. These parents are paying a high premium for the 

services rendered and tend to be highly sensitive of their investment and over protective of their 

children. 

 

These three factors can put a demanding strain on the resources of a school and when this 

strain is met with an entrepreneurial business sensibility, the result can be damaging to the school. 

The most common and highly destructive results seen in the industry are the unnecessary 

pandering to a parent’s needs, the lying and hiding of important information and the 

discrepancies between what a school says and does. 

 

Therefore Abraham Academic Academy will always be part of a school’s customer 

relation process. While a school will be conducting their own customer relations, we will be in 

the background monitoring and working together with schools in generating customer relation 

programs, packages and supplementing information to ensure better results. 

 

This will be done primarily 2 ways: monitoring and dissemination of tools and 

information. First, Abraham Academic Academy will establish a customer relations center at a 

flagship school in a country/region. All customer relations and services information will be made 

clear to school branches and their customers. Customers will be able to contact head-office via 
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phone, email or on-line. This information will be displayed on our website and business cards; 

schools must display this information on the walls in their main office and in plastic insert stands 

that sits on the reception desk where customers can plainly see; and schools must send this 

information home in a student’s communication book 3 times a year, at the beginning, middle 

and end of every semester. This way, head-office will be in the loop and have a chance to 

respond to situations through our customers’ awareness. Head-office can then decide to pass on 

the information to a school to resolve, or work with the school in coming to a resolution. Head-

office can then decide to follow up with a customer to ensure that everything has been worked 

out to their satisfaction. In this way, head-office can act as a third party and intervene on a 

customer’s behalf to ensure that a school is conducting business as intended. Thus, in effect, we 

believe we are conducting an extremely vital part of our regulatory supervision from abroad, 

without having to send personnel down to a school, which can be even more costly. 

 

Second, customer relations and services will be aided by head-office through the use of 

our network and resources available. This will be done by head-office routinely compiling and 

distributing the various successful customer relation measures used at various branches, learned 

from our competition, and developed by their efforts. Customer relations and services will also be 

aided through the use of our resources like our customer relations management (CRM) system. A 

franchisee will have access to everything we have and can employ them at will. Abraham 

Academic Academy believes that the proper use of these assets will lead to higher rates of 

success for a school and will produce more successful schools in the long run. 

 

We understand that this service provided by head-office represents a large cost center, but 

it provides an important aspect or our quality control. It ensures that Abraham Academic 
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Academy will never be out of the loop in terms of our customers’ care, nor unaware of any 

inappropriate behavior conducted by delinquent schools. Abraham Academic Academy wants to 

make sure that its schools stay on the right track by doing the right thing and providing the right 

information to its consumers. Service and information that is conducive to a positive and healthy 

relationship. Quite often in the industry proper relations and follow up is often omitted by smaller 

companies due to its drain on resources, which becomes more complicated without the right tools 

and support. Abraham Academic Academy believes this is the easiest way to keep parties aligned 

and to promote our long term success and growth. 

 

Note: Actions will be taken against any school that does not properly participate in these 

customer relation issues. Schools will be punished financially and through mandatory training at 

their cost. Enforcement will be conducted in part by customers who notify head-office of any 

violations and by company supervision. 

 

5.4. VALUE PROPOSITION 

The value proposition of Abraham Academic Academy lies in the packaging of its 

offerings. A school, like us, lies in between the producers and the consumers and has to 

accommodate both our end-user and franchisees needs. We need to provide products and services 

that are useful and desirable to both parties and recognized by industry specialists. The 

construction of our value proposition takes into account the following three things.  

 

At our core is our curriculum and our value is extracted through its assembly from a sea 

of information, taking into consideration our customers long-term interests so as to be able to 

support the schools in our business model, presenting it in an acceptable format for our schools to 
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use and consumers to view, and having the courses recognized by the professional and academic 

accreditation societies that exist for validation purposes. 

 

Another value factor is the nature and degree of practicality and applicability of what is 

being taught. A consumer’s willingness to invest depends on where the product lies between 

novel and novelty and whether the product is for recreational, career orientated or higher learning 

purposes. Most textbooks are abstract, theory based, full of technical jargon and crammed with 

information, whereas people want to know what can exactly be done with this information. It is 

the extraction of a practical application of a book’s content to a person’s real life that creates its 

value. For our school’s it will be the ease of conveying this information that is important, 

whereas as for our customers it will be the ability to comprehend quickly and track progress. 

 

Everything else that we supply is secondary and serves the purpose of supplementing our 

curriculum, making the dissemination or comprehension of our curriculum easier or fueling a 

person’s higher order self-actualizing needs. 

 

Thus, we have used these notions in searching for a formula to our curriculum, format and 

delivery systems that increases our value relative to our competition in terms of consumer 

preferences and in searching for ways to enhance the overall performance of our schools and 

students. Ways that will allow our schools to focus on the teaching and our students to focus on 

the learning. A summary of our value proposition as seen through the eye of our customers and 

franchise members is as follows: 
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Our value proposition from a customer’s perspective lies in our: 

 Flexible schedule in time, days 

 Ability to upgrade and augment a program without penalty or excessive cost or 

inconvenience 

 Choice of packages (for convenience and price savings) OR itemization (for customization 

purposes) 

 Curriculum  

 K-12 system and overseas involvement  

 Multiple program offerings  

 Extended hours of service 

 Afterhours services available 

 Weekend services 

 Extra services provided (shuttle, community involvement i.e.: doctor’s office memorabilia) 

 Student and customer services 

 The one stop shop (no need to go elsewhere for educational needs) 

 

In addition to those mentioned above, our value proposition from a franchisee perspective lies in 

our: 

 Accounting system 

 ERP (Enterprise Resource Planning system) with CRM (Customer Relation Management 

system) 

 Network, support and resources 

 Brand and recognition/reputation 

 Low cost and efficient design 
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 Achieving economies of scale 

 

5.5. EXPANSION MODEL PLANS 

5.5.1. ORGANIC: NEXT SCHOOL LEVEL EXPANSION MODEL: 

The next school level expansion model plan describes the continuing growth of a set of 

schools in a new region. We will generally commence operations in a new area with a 

kindergarten and will subsequently grow our operations with our children. The plan is to begin 

with a kindergarten and end with a high school in a region before moving on. Our corporate 

flagship school will follow this model and grow through the inclusion of subsequent grades and 

levels. Section 2.2.1 outlined the plan of opening the next level school before the current school’s 

youngest age students graduate. We believe it will take no longer than the maturing of the 

youngest class to establish a strong enough of a base to stabilize the original school and to secure 

a safe enrollment number for the next level school. So, in terms of our kindergarten, we expect it 

to be stable and going strong within the 4 years it takes for our freshman class to graduate. Before 

this 4 year time period we will commence operations at the elementary school and have it receive 

this near full-capacity graduating class from the kindergarten. One reason to do this is to avoid 

the elementary school going through the initial period of financial hardship that generally occurs 

with a new school opening. A high initial enrollment number represents a nice financial cushion 

for the elementary school’s launch. 

 

In the case of a next school level expansion that intends to take place within the same 

location of an existing lower level school, an additional plan will be implemented concurrently. A 

facility that intends to expand operations will introduce a set of partial services to the public prior 

to its opening to test the waters and create awareness. For example: a set of sample classes, 
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introductory activities or private tutoring for the intended students of that future facility and level. 

A school that intends to perform this operation from the onset can also create their school’s 

facade and infrastructure in one planned stage of development rather than incurring unnecessary 

extra costs later. For example with cards or signs that include the school’s intentions. This will be 

the case with our initial kindergarten flagship school as it is going to expand services to include 

the elementary grades 1-6. Therefore, we will build it and name it accordingly as it will become 

an Abraham Academic Elementary Academy. This will be done through the specific choice of 

décor for the main office which indicates the future plans and the creation of a two–sided 

business card with one side depicting the current Kindergarten and the other-side addressing 

Abraham’s future Elementary School. This way the school can gain the advantage of creating 

awareness by exposing their customers and community directly to their intentions. 

 

As indicated above, the plan will be to then open the subsequent middle, junior, and high 

school programs according to the same time-table. However, these programs will be run at 

another facility, in a different location, nearby the joint kindergarten-elementary school. As 

previously stated, we expect to open the middle school program before the youngest elementary 

class graduates; open the junior high school program before the youngest middle school class 

graduates; and finally to open the senior high school program before the youngest junior high 

school program graduates. 

 

In terms of the franchise chain and selling franchises to the public, we expect that a 

specific school level can be franchised once the corporate flagship school for that specific level is 

ready for duplication. The duplication timetable is based on the readiness of a corporate owned 
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flagship school and if it has been thoroughly tested, is stable and operational with the majority of 

kinks and bugs having been worked out. 

 

5.5.2. ORGANIC: SAME SCHOOL LEVEL EXPANSION MODEL: 

The same school level expansion model implies that a particular school level, either 

kindergarten, elementary, middle, junior, or high school, is ready for duplication. The same level 

school expansion model will exactly follow the next level school expansion model described 

above. As indicated before, we expect a school to be stable and going strong by the time the 

youngest class graduates. It is at this time that we believe the majority of the bugs and kinks of 

the programs will have been worked out and that we will have begun the process of arranging our 

knowledge in kits for our future corporate and franchise schools. So, it is at this time that the 

same level school model will be ready to be reproduced elsewhere either by the company or a 

franchisee. The benefit of growing slow and organically is that our staff will be fully competent 

by the time duplication occurs. Our plans utilize this notion as we intend to relocate personnel to 

new schools. We believe we should be able to relocate up to half of our staff to a new school 

without sacrificing the quality of care at the original school. New personnel can be trained by the 

people who remain at the original school, while those who get relocated can begin the process 

anew at the new school. One intention behind personnel relocation is the important dissemination 

of company culture that cannot be contained in any kit. 

 

Using this expansion model guideline we should theoretically be able to open one new 

company owned school or franchise (same level or next level) approximately every 4 years for 

every existing school in operation. In essence, we will be doubling the number of schools every 4 

years. Our intention is to grow slow, because regardless if it is a company owned school or a 
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franchise we want to be able to support that school with trained personnel. Expanding at a rate 

much faster than this in our initial years of operation may prove to be unwise. Thus, at least for 

the first several cycles, this is our expected plan for expansion. 

 

5.5.3. ORGANIC: CONSULTATION AND STUDENT SERVICES: 

The last stage of development calls for the development of a consultation and student 

services wing of the business to manage both students and parents’ educational concerns. Section 

5.2.3.7 above, primarily focused on development of a key partner network for revenue generation 

purposes and constitutes only one part of this larger service that we intend on providing our 

customers. The development of the entire consultation and student services wing will be an 

ongoing project. It will commence with the kindergarten’s grand opening to the public with all 

available time being devoted to its completion outside of the immediate needs of a school. 

Initially, we will be able to provide some information and advice to students and parents. 

However, our goal is to have these services be fully developed and of high standard by the time 

our high school programs are opened to the public. We will use the opening of our middle school 

and junior high school programs as milestones to gauge our development and we will arrange our 

schedules to accommodate this latest high school opening deadline. Abraham Academic 

Academy believes that these services are of utmost importance to our parents who have questions 

about increasing the breadth of their child’s education and sending their children overseas. 

Questions relating to overseas programs generally start before a child enters middle school. A 

reason for this is because western countries are beginning to open their public and private schools 

to international students at increasingly younger ages every year. For example, Canada now 

accepts international students as young as grade 6 (11 years old). 
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Consultation and student services will be an important part of our schools and are usually 

understated in developing nations. Emerging nations, like Taiwan, provide very poor follow-up 

service to their customers and most companies lack service centers due to their associated costs 

over profits. Those schools that have service centers provide information to clients that are 

heavily biased and aligned with their own interests and partner school network. The form of the 

consultation and students services that was discussed in section 5.2.3.7 constitutes the extent of 

the systems that exist in the majority of language and cram schools today. Schools often only 

suggest options that involve their bottom-line, ignoring parental interests that do not coincide 

with their own. Because of this schools are usually not entirely trusted by their customers. It is 

our intention to correct this position and provide trusted (marginally biased) information to our 

customers in hopes to secure future business though our reputation. 

 

The consultation and student services wing of Abraham Academic Academy will be a free 

service provided to all franchise members and their customers. Headquarters will develop 

services and information packages on a national and international level; whereas company owned 

schools will aid head-office develop local information. In areas without a company run school, 

head-office will work with franchisees to ensure that they understand the importance of these 

services and aid in their development. Students and parents will be able to contact either their 

local school or head-office to acquire any kind of educational information and assistance. Our 

goal is to be able to answer any question that a student or parent might have. 

 

Internationally, it is the intention of Abraham Academic Academy to be able to provide 

information related to room & board, travel, visa, international health care, language proficiency 

testing, university entrance preparation (examination, applications, requirements, scholarship, 
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etc.), overseas camps and studying abroad. We will even provide information about different 

schools, their requirements and standards, for students that have to leave our school and chain. 

Locally, we will inform our customers about special programs not offered by us. For example 

special camps, events held at community centers, special shows, exhibitions of interest, a kids 

day at a park, a children’s fair, international kite day at BaiShaWan beach, or anything that a kid 

or parent would want to do or learn about. We will even try to arrange for the provision of 

coupons and discount to such events. The goal of our services will be to aid in raising our 

customers’ quality of life through the saving of valuable time needed to research the diversified 

range of program offerings that we make available to them. 

 

We will try to create a network of partner schools to cash in on these opportunities, and 

will develop or expand programs as need depending on popularity, but will be knowledgeable 

and provide options even if we are unable to profit directly from them. 

 

5.5.4. AGGRESSIVE: MERGE AND ACQUISITION EXPANSION MODEL: 

The cram and language school markets worldwide are facing consolidation, our business 

model is developed for the underdog, sole-proprietor operating and seeking an advantage in this 

age of chain school domination. Indeed, there are a huge number of language schools in operation 

in most cities around the world; especially in cities that have high emigration and exchange 

student demographics like Taiwan or cities that are a target for new immigrants like Los Angeles, 

San Francisco, Montréal and Vancouver. In my hometown of Vancouver there are over 100 

language schools in operation. In a situation like this it is virtually impossible for a new school to 

open without causing one to close. Taipei, Taiwan is another perfect example, as on almost any 

street you can find a cram school or a Language center that is in operation, struggling to get by or 
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has gone bankrupt. It is the utilization of these many independent schools that is an integral part 

of the Abraham Academic Academy strategy, business model and growth plans. We offer these 

independent schools high visibility and low cost chain school benefits with a decentralized 

system that favors their entrepreneurial spirit and protects its chain members. It is clear that in 

this day and age of the cram and language school era that growth will primarily occur though 

stand-alone schools merging or one school acquiring another. It is our plan to facilitate this 

awakening through the development of our franchising empire. 

 

Depending on our financial situation, a new school may or may not be run by the 

company, but established through franchising agreements. Initially, we expect a low rate of 

adoption by new owners and conversions by already established schools due to our low visibility, 

but we have an aggressive franchising plan that benefits first-mover entrepreneurs to adopt a 

franchise. The aggressive nature is based on our models flexibility; our financial and regulatory 

sacrifices in order to quickly gain exposure and grow beyond our means. Financially speaking, 

the rights to use our franchise name will be free initially for the first number of schools in a 

certain city, area, or country with franchising rates increasing as our empire builds. Depending on 

a particular school’s operating history and potential for growth, the fees owed to Abraham 

Academic Academy will be negotiable too. In regulatory terms, Abraham Academic Academy 

will be providing regulation lite and regulation heavy contracts to our potential franchisees 

depending on these two criteria. The reason for this can be seen as follows: with the first criteria, 

the number of years that a school has been in operation, a school that has been in operation for 

some time does not need to use our services or network as they are already familiar with the 

industry. Therefore, a potential franchisee does not want to pay for something they do not need 

and does not want to be told what to do if they already know how. With the second criteria, the 
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potential for market expansion, a school would not be willing to spend money unnecessarily, nor 

adopt our ways if they could not cash in on it. Thus, unless we truly believed that we could make 

a real difference and realized some flawed aspects of their business model, then it would be a real 

hard push for us to try and make them pay for our services and follow our ways. 

 

Another part of our more aggressive expansion growth model is our prioritization 

schedule; how we will expand at a faster rate. For the sake of faster growth and building financial 

strength we prefer to first sell franchising rights, over seeking out potential schools to convert, 

and before buying a bankrupt or struggling school. We also plan to sell off existing company 

owned schools that are profitable with the stipulation that they remain within the franchise in 

order to secure more capital for reinvestment purposes. The last thing we will do is build-up a 

new school from scratch due to the investment of time and resources needed to get a school off 

the ground. 

 

The last part of our aggressive growth model relates to how we plan to utilize the 

worldwide consolidating market. Abraham Academic Academy sees the numerous opportunities, 

understands the potential and is willing to take the risk. Table 40, Bankrupt and Foreclosed 

Schools for Sale, lists only a few schools in Taiwan that are available and at our disposal. These 

schools represent a pool of resources to be chosen from and can be either rebuilt in to a new 

school or stripped down for parts to be utilized by existing schools. Either way these schools can 

be exploited by us and represent a fraction of the cost of starting fresh and buying new. 
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6. FINANCIAL ANALYSIS 

 

6.1. COST STRUCTURE 

 The cost structure of a school can be broken down into 4 basic components: the premise 

itself; the premise’s infrastructure, equipment, machines and materials required supporting 

operations; the personnel to run the school and to provide the intended services; and the supplies 

that are to be consumed on a daily basis. 

 

There are other details to take into account above and beyond these elements that will be 

discussed in detail in the following sections. For example there will be no yearly depreciation on 

the majority of the equipment purchased because of its 2
nd

 hand salvage value nature; wages will 

be held constant for the first 3 years due to the current stagnant salary phenomenon Taiwan is 

experiencing; the monthly expenses, except rent, will grow at the expected 3% inflationary rate 

as determined in the previous market analysis section; revenues are predicted up to the point that 

the school reaches 65% legal capacity in year 4 and then grows at 3.5% until 75% legal capacity 

and then 1% until leveling off. 

 

6.1.1. PREMISES: 

 Abraham Academic Academy is looking for a facility between 661 and 1,322 square-

meters (between 200 and 400 pings) of unspecified layout that can be divided into 25-30 rooms 

of various sizes to serve a variety of purposes. As discussed, this facility will be located in 

suburban Taipei (Xindian, NeiHu, or BanQiao) and must include an indoor/outdoor area to be 

used as a play area between 165 and 330 square-meters (between 50 and 100 pings). This play 
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area can be either a park adjacent to the school, outside ground level, B-level, roof-top or another 

level preferably attached/adjacent to the school facility. 

 

In these areas we are anticipating rent to be on the order of $250,000 NT a month up to 

about $500,000 NT. This variability in rent is due to the facility’s location (being either more 

residential or urban), age of the building and the particulars behind the letting agreement (specific 

terms, conditions and floors like B-level, first and second floor or higher). For the purposes of the 

financial statements we are assuming that our rent will be $350,000 NT per month. This 

estimation was determined based on real-estate information gathered and is displayed in the 

appendix Table 12 Real Estate Research (Rent). A summary of the averages for the findings in 

the three key areas of Xindian, NeiHu and BanChiao areas are below. 

Table 12: Potential Real-Estate Rental Rates for the Kindergarten (Xindian, NeiHu and 

BanChiao): 

 

 

 

 

 

 

Looking down the road, we at Abraham Academic Academy will want to own the 

building and enter the real-estate side of our business for leasing security. In today’s market for 

the location and facility requirements discussed, we are expecting to pay upwards of 

approximately $125,000,000 NT for the facility with the expectation being approximately 

$225,000,000 NT. This estimation was determined based on real-estate information gathered and 
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is displayed in the appendix Table 13 Real Estate Research (Own). A summary of the averages 

for the findings in the three key areas of XinDian, NeiHu and BanChiao areas are below. 

 

Table 13: Potential Real-Estate Prices for the Kindergarten (XinDian, NeiHu and BanChiao): 

 

 

 

 

 

 

 

6.1.2. FACILITIES AND AMENITIES INFRASTRUCTURE: 

Abraham Academic Academy facility and amenity infrastructure needs can be broken-

down and prioritized into 3 stages: The kindergarten’s operational requirements, the 

transformation of the kindergarten into the Abraham Academic Academy Flagship School, the 

tools needed by the Abraham Academic Academy franchise to fuel growth.  

 

Stage 1, acquisition of the kindergarten’s premise’s infrastructure, equipment, machines 

and materials required to support operations. A physical description of these needs was addressed 

in detail in section 5.2.2.3 Facilities and Amenities Structure. However, the financial acquisition 

and pursuit of these needs are described by Abraham Academic Academy’s business model. It is 

the intention of Abraham Academic Academy to utilize the current condition of the supplemental 

education industry’s consolidating market. Our flagship school like all future schools will be built 

in stages and with cost in mind. Especially, when considering the high risks and costs that can 
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cripple a startup, which can be associated with the initial stages of a school’s development. In this 

particular sense of the word, utilize means to purchase the equipment needed 2
nd

 hand through 

bankrupt and foreclosed schools and other 2
nd

 hand or cheap liquidating vendors. Abraham 

Academic Academy believes that these items together with the cost to bring those elements in 

line with our brand and image will be substantially less than if purchasing the items new. 

 

Table 40, Bankrupt and Foreclosed Schools for Sale, in the appendix gives a brief list of 

such schools currently available to be utilized and a description of their contents. Abraham 

Academic Academy believes that a majority of the equipment can be picked up in this fashion 

and slowly replaced or upgraded as needed once the school can support itself. This can be done 

because a large portion of these products that are utilized by schools are either generic or 

universal in nature. From Table 40 Abraham Academic Academy believes that its flagship school 

can be outfitted and operational with an initial outlay of between $2,000,000 to $2,500,000 NT. 

An additional $1,250,000 NT will be spent after the first year of operations. The utilization of this 

money will be prioritized; first to satisfy any more urgent equipment needs with the remainder set 

aside to acquire the rest of the items as depicted. In total we are budgeting to spend $3,700,000 

NT during the first 2 years for the kindergarten alone. We expect future outlays of cash to be 

spent on the kindergarten during stage 2 in order to bring it up to our expectations that we have 

set for a flagship school. These will be primarily cosmetic in nature as the school will be used for 

demonstration purposes. In addition, stage 3 anticipates substantially large outlays of cash 

required in the future to meet our franchising needs. An example of these high cost franchising 

expenses would be the web and cloud services and the ERP, CRM and Accounting systems. In 

both cases we do not intend to incur these costs until well into our Elementary expansion phase, 

approximately 4 to 6 years after kindergarten becomes operational. The breakdown of our initial 
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kindergarten budget is portrayed in Table 14, Kindergarten Infrastructure Budget Summary 

below. 

 

Table 14: Stage 1: Kindergarten Infrastructure Budget Summary: 

From this table we can see that there are different prioritization groups that are organized 

top down (pink, yellow, green and blue, purple and dark green) and that elements within the 

groups are also prioritized (a, b, c).  
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6.1.3. PERSONNEL: 

The flagship school and head-office is expected to employ 35 employees from managers 

and teachers to assistants and janitors when it reaches full capacity, but initially we are expecting 

to hire 22 employees; 18 for the kindergarten and 4 for head-office. We plan to begin training by 

mid-July, approximately 2 months before the school’s first fall semester, September inaugural 

opening. We then plan to bring more personnel on board as needed. We expect to maintain 22 

personnel for the first year and begin recruiting additional personnel in the second year. Our 

expectations are to reach full capacity by the end of the third or beginning of the fourth year. The 

Table 15 and 16 that follow layout the expected personnel cost for Abraham Academic Academy. 

 

 There will be a reward based pay-for-performance scheme used to motivate employees. 

Part of this scheme will be based objectively on the school’s financial performance above the 

schools break-even point and the school’s competitive performance—enrollment figures—with 

respect to our in region primary competitor. This way personnel are motivated to keep attendance 

high (happy children and parents) and costs down (waste). The second part will involve employee 

evaluation and observation results: the management’s assessment of individual personnel, a self-

assessment and a peer assessment made by each personnel. These assessments will be checklist 

and questionnaire based with space available for personal thought and antidotes. Questions will 

focus on characteristics of an employee’s job description that we all forget and need to remember; 

key corporate characteristics that we try to instill and thus try to remind personnel what we are 

looking for; methods for greater improvement and empowerment; and inner departmental aid and 

cross departmental aid. 1 aspect of the peer review will be to highlight the actions done by 4 other 

employees. Actions that helped, the person in question, do their job better, grow as an employee, 

or appreciate their work environment, and those negative and hindering effects that worked 
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against them. The 4 people will be separated into 2 groups with 2 people per group. Therefore 2 

people will be chosen from inside a person’s department and 2 from another department. Within a 

department one person’s actions will have accounted for the positive effects felt and the other 

person’s actions will represent the negative effects felt. In time Abraham Academic Academy 

will create evaluation kits that will aid in the process. These kits will be a part of our franchise 

offering and be disseminated to other members in our franchising group. This financial reward 

will be given out in the form of a yearly bonus to employees. In Taiwan that bonus will coincide 

with the Chinese New Year Bonus. When Abraham Academic Academy expands, the bonus will 

accommodate the host nation’s cultural expectations. 

 

Raises in salary will not be common. A raise in salary will occur if an employee exhibits 

great potential outside of their basic job description that is aligned with our company’s growth 

interests; their ability to be promoted or used in another capacity by the business. Instead other 

perks will be given to employees like longer holidays, longer sick leave, at work benefits and 

discounts. Generally speaking these people will have a greater say and be better able to influence 

group activities and appropriate budget use set aside for facilitating a better work environment. 

 

Note: For the sake of our financial analysis we will assume that the average cost of the number of 

employees will increase linearly over the 2-year period starting from the beginning of year 2 and 

ending at the end of year 3, that the bonus will amount to an extra paycheck and that there will be 

no raises in salary. 
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Table 15: Initial Labor Costs: 
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Table 16: Full Capacity Labor Costs: 
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6.1.4. SUPPLY: 

The supplies that are to be consumed on a daily basis represent Abraham Academic 

Academy’s operating costs and represent the premise’s rent and utilities, food for the children 

and staff, educational supplies for the children and school, fuel for the school bus, office supplies 

and a cost set aside for regular ground maintenance. Table 17 lists the kindergarten’s expected 

operating costs without taking into consideration the student population. 

 

Section 6.4 revenue generation discusses the impact on a school with regards to its student 

enrollment figures. Table 18, 19, and 20 show the operating costs under Abraham Academic 

Academy’s prediction that the enrollment numbers will be 3 and 5 students per class for the first 

3 semesters (the first year and a half) for a total of 65 students, 8 students per class for the next 3 

semesters (end of second year and all of third year) for a total of 104 students, 11 students per 

class thereafter the beginning of the fourth year for a total of 143 students and that there will be 

either 22, 28 or 35 employees operating the kindergarten’s 13 classes. Table 18, 19, and 20 

follow Table 17 below. 

 

Note: The following operating cost tables are for illustrative purposes only and do not take into 

account nor are adjusted for inflation (the estimate 3% yearly inflation). 
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Table 17: Kindergarten Operating Costs without Enrollment Considerations: 
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Table 18: Initial Year Kindergarten Operating Costs with Enrollment Considerations: 
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Table 19: Following Year Kindergarten Operating Costs with Enrollment Considerations: 
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Table 20: Perpetuity Kindergarten Operating Costs with Enrollment Considerations: 
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6.2. CAPITAL FINANCING AND INVESTMENT 

Abraham Academic Academy’s financing and investment plans are dependent on the 

many variables in our timetable. Table 21 below displays this timetable. 

Table 21: Abraham Academic Academy Fundraising Timetable:  
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From this table one can see that the yellow sections describe Abraham Academic 

Academy’s three different financial fund raising plans. The first involves taking out a bank loan 

and the other two represent raising capital through angel and venture capital investors.  

 

Initially, Jenny Lai and John Vatougios are financially capable to get the kindergarten 

opened and to commence operations. Each of us has access to approximately $300,000 USD 

($9,000,000 NTD) in reserve funds and has access to $1,000,000 USD ($30,000,000 NTD) of 

real-estate that can be used as collateral. In addition, we have monthly disposable income and 

credit lines that can be used. However, one reason why we are looking for a third partner is 

because we anticipate a rocky road before the school becomes profitable and we want a partner to 

be included in the loan and to bear the risks involved with the school (the rocky road is due to the 

nature of the supplementary education market in Taiwan being mature and consolidating as 

discussed in our market analysis in section 3). Another reason that we are looking for partner is 

because we are in need of talent and resources that can be used in our business plans. As the table 

above indicates we, the three founders, intend to take out a bank loan of $4,000,000 NTD to help 

finance our initial investment and get the kindergarten off the ground. It is expected that 

Abraham Academic Academy will acquire a 5-year loan with a 2.5% interest rate. This 4 million 

will be invested in working capital and long term assets, with the remainder to be used to cover 

any emergency or operating expenses that will be incurred. The bank loan amortization schedule 

that is to be used in our financial analysis of the company is depicted below for reference: 
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 Table 22: Abraham Academic Academy Initial Bank Loan Amortization Schedule: 



 

243 

 

In regards to the other means of raising capital described, the angel investors will only be 

used if deemed necessary for the survival of the kindergarten; for the purposes of bailing the 

kindergarten out or strengthening the kindergarten’s weaker than expected position. The angel 

funds will be used to get Abraham Academic Academy on to solid ground to where it is in a 

profitable position. Whereas the venture capitalists are an expected part of our plans; they are to 

be used to fund the very expensive and long term development of the franchising chain that is 

beyond the founder’s capabilities. 

 

6.3. REVENUE GENERATION 

The supplemental education industry is a mature industry with all cram and language 

schools adhering to an existing fee structure that is commonplace in the industry. Pretentious 

businessmen have tried to put a little spin on this commonly used structure in an attempt to 

differentiate themselves and elusively extract more money from their customers. However it 

seems that this time has passed as customers are much wiser and more disheartened by such 

attempts of tomfoolery. Customers are crying out for a much simpler structure and only a few 

have caught on. Abraham Academic Academy is one of these few and has come to the rescue of 

these unhappy cram and language school patrons with an extremely easy and flexible revenue 

generation scheme. 

 

Due to the mature nature of the industry our pricing is restricted to the existing market 

framework. Due to the sheer number of supplementary schools a school’s prices are based on 

their local competition and each school will require an evaluation of the local competitive market 

pricing schemes in place. Due to the fragmented nature of the market Abraham Academic 

Academy can easily find a place to fit in amongst the plethora of rivals we face. 
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6.3.1. PRICING: 

The core of Abraham Academic Academy’s pricing scheme utilizes the already accepted 

4 fee types: a semesterly registration fee, a monthly tuition fee and a onetime miscellaneous fee 

and additional fee. The miscellaneous fee represents a basic branding starter kit full of namesake 

items for a child to identify with and to use at school on a daily basis. These items range from 

uniforms, bags, stationary goods and other student orientated educational items. The additional 

fee can be either monthly or semesterly and represents the extra cost associated with items 

outside of a particular package offering. The additional fee can include services rendered or 

onetime purchases like uniforms, extra books, toys, course upgrades, private tutoring lessons, 

event fees, meal upgrades, or transportation fees. 

 

 As mentioned our prices are based on a study of the competition. Table 39, in the 

appendix, lists competitive pricing tables and pricing schemes used by various industry 

competitors. From this one can see that the full curriculum private schools with kindergarten 

programs represent the top end of the pricing spectrum with the supplemental schools coming in 

next. For the supplemental schools it is the larger franchising chains above the smaller mom and 

pop variety. However, it is the public school kindergartens that occupy the bottom end of the 

pricing spectrum. For comparison sake, Figure 34 below looks at the competitive pricing 

landscape for a variety of programs, but primarily focusses on the English-Only environment. We 

choose to focus on this particular pricing range because this is the top end of the pricing range 
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and our specialty. This represents where we will try to fit in and differentiate ourselves leading to 

a greater creation of value and extraction of profits in the future. 

 

Figure 34: The Total Semester Cost Competitive Pricing Landscape for Various Programs 

(Assume English-Only Programs Unless Otherwise Stated): 

 

 

Note: The public schools price is so low because they are the only schools that fully abide by the 

law and so represent daycare services without class instruction. 
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Due to the new nature of our Chain not having an established history or reputation, we 

aim to come in above the pricing of the majority of kindergartens and smaller chains, but less 

than the larger and more reputable chins like HESS. Another reason that we want to enter at a 

point below HESS’s price scheme is because of the newer curriculum focus (K-12 w/ broader 

focus) that we plan to implement. This change in direction may be met with hesitation or 

skepticism at first, especially when it comes down to the dollars and cents of it all. 

 

 Besides differentiating ourselves with the K-12 curriculum we are taking an approach to 

supplemental educational that most schools have not attempted. We are extending our services 

down to the daycare level and also include Chinese-Only lessons. Thus, Abraham Academic 

Academy has come up with a pricing scheme that incorporates the range of students from the 

HESS level down to, but just above, the public school level as depicted in the above figure. It is 

our intention to charge a price premium to the public school offering for many reasons such as 

the access to a greater availability of services, exposure to an international mindset and a higher 

class of being. The plan is to charge enough to keep the poorer and more undesirable members of 

society away from the more affluent students whose parents might take offense, but not too high 

as to reject a major portion of this segment. The idea is to begin integrating the children, whom 

may grow up without ever being exposed to an international environment, into the system. 

Abraham Academic Academy believes that it will be the students’ daily exposure together with 

our easily upgradeable and flexible scheduling system that may eventually tempt parents or 

children to want to try some of the other services available. The other reason that we want to 

incorporate the Chinese-Only services is to bring people on board from this customer segment 
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earlier than usual. By doing this we allow them to become familiar with the school and services 

before they learn about our competition, so when elementary school begins both parents and 

students already have knowledge about and access to a cram school provider. Regardless if a 

person learns English or Chinese; all students must succeed in school and face the national 

curriculum requirements of their country. With all this said it is at this time that we would like to 

present our program pricing scheme for full time students. They are ordered from the high-end 

expensive programs down to the low-end economical programs. 

 

Figure 35: Full-Time Pricing Scheme for Abraham Academic Academy Programs:  
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Figure 35 Continued: Full-Time Pricing Scheme for Abraham Academic Academy Programs: 
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Figure 35 continued: Full-Time Pricing Scheme for Abraham Academic Academy Programs: 

 

 

 

From these tables there are four points to make. First is the extra fee for the English-Only 

environment. This fee represents the quality of the teachers that teach this segment, both foreign 
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and Chinese. These teachers represent the school’s best and most experienced and are the highest 

paid in the school. The Chinese teacher’s English ability has to be above average and they need 

to prove their language ability through documentation (minimum TOEIC, TOEFL, or IELTS 

Score) that they can handle an English only environment and class. The second is the free tuition 

under daycare services. This is the entry level package and the $25,000 NT grants any student 

full access to the school’s facilities. When this registration fee is paid a student is granted free 

access to daycare services anytime of the day during business hours, no questions asked. With 

this fee being paid, a student can then augment or upgrade any package details and only pay the 

difference at the end of the month. This outstanding balance will be classified under the 

additional fees. The third thing to mention is how the classes are categorized. The sophomore, 

junior, and senior classes follow the same pricing scheme, but freshmen student packages cost 

more due to the attentiveness that a child of that age (less than 2 years old) requires. The pricing 

scheme is the same for all ages for the Chinese-Only and Daycare classes. The fourth point to 

make is how the pricing scheme compares to other existent pricing schemes. The price for our 

programs and packages are based on the competition with the low-end economical programs 

(daycare and Chinese-only) being matched closely to the competitive market in both function and 

price. However, as program quality increases (English-only), so does its differentiation and its 

price when compared to other similar programs. 

 

Now with regards to the part-time pricing scheme only 2 of the 4 fee types will change; 

only the registration and tuition fee are affected, as the miscellaneous and additional fees remain 

unchanged. It is due to the symmetry of the schedules used at Abraham Academic Academy 



 

251 

 

schools that the calculation for part-time services is easy. Each day has the same number of 

classes, the morning and the afternoon classes are numerically balanced as is the ratio of English 

to Chinese classes throughout the schedule. It is because of this extremely symmetrical design 

that customers can be offered a wider range of flexible options, more than most other 

kindergartens are willing to provide their customers. Now the idea of the pricing these smaller 

part-time packages and customizable packages involve 2 concepts: 

 

 First is the notion of using a price scheme to promote larger, better and more expensive 

packages that use more classes, more days and more time. A pricing scheme should 

naturally entice a customer to go big and favor ‘super sizing’, not the opposite. 

 

 Second deals with the inconvenience that arises from the peripatetic nature of the individual 

students to meet their scheduling needs; the fact is that the more an individual student’s 

schedule is customized, implies that there is a more of a strain put on the schools resources. 

A student with a customized schedule has to be mobilized and shuffled around during the 

breaks in order to be ready for their next class. A pricing scheme should naturally entice a 

customer to stick with a standardized option, not the opposite. 

 

Therefore a premium will be added to the prices given above in the full-time program. This 

is done to deter opting for a leaner package and excessively customizing a package, while 

embracing the already designed larger standardized packages. We want to give our customers the 

freedom of choice and the options to choose from and therefore have to make those options 
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feasible. We believe that this premium rate can change depending on the demographics of a 

school and should be set to allow approximately 10% of the parents to want to customize their 

packages. Abraham Academic Academy believes that designing a premium to low that allows 

more than 20% of the parents to prefer customization will slow the school down causing 

inefficiencies due to logistics and bookkeeping. The premium rates for the kindergarten programs 

will be: 8% increase for half day studies, 16% increase for either the MWF or TTH schedules and 

a 25% increase for complete customizability. These premiums will be added to the per element 

unit price of the full-time schedules elements given above. Now we would like to present our 

program pricing scheme for part-time students. They are ordered from the high-end expensive 

programs down to the low-end economical programs. 

 

Note: Another factor that will affect the choice of premium is age of the student, there is an age 

dependent factor associated with the school’s hassle and inefficiency problem, as older children 

are motivated to attend and will be able to find their own way without confusion. This does not 

apply to our current discussion of the kindergarten school schedules, but to the higher level 

Abraham Academic Academy schools that our expansion plans encompass. 
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Figure 36: Part-Time Pricing Scheme for Abraham Academic Academy Programs: 
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Figure 36 continued: Part-Time Pricing Scheme for Abraham Academic Academy Programs: 
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Figure 36 continued: Part-Time Pricing Scheme for Abraham Academic Academy Programs: 
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Figure 36 continued: Part-Time Pricing Scheme for Abraham Academic Academy Programs: 
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Figure 36 continued: Part-Time Pricing Scheme for Abraham Academic Academy Programs: 
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The last way to customize a schedule is item by item and the most common additives will 

be to add a Chinese, English, or activity class. Other classes or activities can be added in a similar 

fashion. These calculations are shown below in Figure 37. 

 

Figure 37: Customization Pricing Scheme for Abraham Academic Academy Programs: 
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Now, looking back at the Abraham Academic Academy pricing schemes and comparing 

them to those used by the competition (as shown in Table 39, Competitive Pricing Table in the 

appendix) one can see how it is easier to use and understand: 

 Registration fee and miscellaneous never change 

 Simplified daycare fee structure 

 Tuition fees for the 4 program types never change (English-Only, Bilingual, Chinese-Only 

and Daycare) 

 Predictable premium rates 

 

6.3.2. REVENUES FORECAST: 

When considering the competitive landscape of the supplementary education industry in 

Taiwan Abraham Academic Academy understands that it will be a hard go initially; being the 

new kid on the block without an established reputation or history in a mature consolidating red 

ocean with no growth expectations. We also know that the majority of children will already be 

enrolled in a kindergarten program in another school and that every customer we get will be one 

taken from another kindergarten. Parents will be reluctant to pull a happy and content child out of 

program just to experiment with our new and untested school without proper motivation, 

especially when considering the child’s development and consistent routine in a familiar and 

friendly environment. Added to this is the fact that parents heavily rely on word of mouth reports 

made by other parents about their personal kindergarten experiences encountered when choosing 

a kindergarten for their children to attend. On top of it all are the different aspects of our business 

model, which we do not expect the public to fully understand, like our part-time schedules, flat 
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daycare rates, use of daycare and Chinese classes, curriculum differentiation and general 

company positioning. 

 

Abraham Academic Academy is expecting losses initially until a basic level of 

understanding and buy-in occurs and will continue to operate in the red until the school reaches 

65% of its legal capacity. So, when forecasting revenues based on these external conditions we 

are expecting to operate far from our school’s capacity of 220 students; based on our ideal 

structure of having 17 rooms at our disposal that can be used for classrooms purposes together 

with the legal limits put on a kindergarten’s class size. In terms of our initial enrollment 

demographics, we expect that the customization element won’t be a factor until the kindergarten 

is quite established and that aspects of our part-time classes’ will not be utilized by the public. 

We expect our enrollment number to be between low and non-existent initially due to the public’s 

unfamiliar nature with respect to their particular usages. We expect that the Chinese and Daycare 

services enrolment number to be low due their unfamiliar association with an English 

kindergarten. We don’t expect that the English or bilingual classes number will be too low, 

because customers will assume that what we preach about our English offering is just hype. 

However, the more suburban a kindergarten is the lower the English enrollment figures become 

and we are to be located in a suburb of Taipei. 

 

When taking these factors into consideration we believe that Abraham Academic 

Academy’s flagship kindergarten will have between 39 and 65 students initially enrolled in 

September of 2015 when the school is supposed to officially open to the public. Pessimistically 

we expect a figure of 39 students, whereas optimistically we are expecting a figure of 104 

students to enroll. When looking in detail at the particular split of our expected enrollment 
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numbers, assuming 65 students, amongst the different program types, we believe that 10 students 

will be enrolled into our daycare services and about 18 students will be enrolled in our Chinese, 

Bilingual and English levels. A more detailed revenue forecast and breakup of these figures is 

shown below in our semester and yearly forecasts of these 4 important scenarios. 

 

Note: When looking at these figures Abraham Academic Academy expects that the total number 

of students will grow based on the initial total enrollment figure. This initial figure is then 

assigned to the individual classes based on our expectations. Initially 13 classes will be used (four 

for each language and one for daycare) and that the number of students per class will grow 

according to the scheme: 3, 5, 8, and 11 and then grow at 3.5% per year until 75% capacity 

before leveling off. 

 

Note: For the sake of simplicity, due to the low customization scheduling figures that we initially 

anticipate on receiving, we have grouped all the part-time figures together (i.e. part-time M-W-F 

& T-TH and/or either all day or half day and special customization options) in with the part-time 

half day schedule forecasts given. We believe that only about 10% of the public will be 

subscribing to any such part-time programs initially. 
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Table 23: Abraham Academic Academy Expected Scenario Revenues Forecast:  
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Table 23 continued: Abraham Academic Academy Expected Scenario Revenues Forecast: 
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Table 23 continued: Abraham Academic Academy Expected Scenario Revenues Forecast:
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Table 24: Abraham Academic Academy Pessimistic Scenario Revenues Forecast: 
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Table 24 continued: Abraham Academic Academy Pessimistic Scenario Revenues Forecast: 
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Table 24 continued: Abraham Academic Academy Pessimistic Scenario Revenues Forecast: 
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Table 25: Abraham Academic Academy Optimistic Scenario Revenues Forecast: 
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Table 25 continued: Abraham Academic Academy Optimistic Scenario Revenues Forecast: 
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Table 25 continued: Abraham Academic Academy Optimistic Scenario Revenues Forecast: 
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Table 26: Abraham Academic Academy Breakeven Scenario Revenues Forecast: 
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Table 26 continued: Abraham Academic Academy Breakeven Scenario Revenues Forecast: 
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Table 26 continued: Abraham Academic Academy Breakeven Scenario Revenues Forecast: 
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6.4. FINANCIAL STATEMENTS  

The financial statements that follow are based on the logic, terms, definitions, descriptions 

and values given in this business plan up to this point. The financial statements are based on our 

expected scenario and involve 3 stages: Stage 1 represents the initial rough buy-in that requires 3 

semesters; 1 quick semester with the harsh pessimistic enrolment numbers and 2 semesters at our 

expected figures. Stage 2 represents the transition stage and requires 3 semesters to get our 

reputation built and our numbers up. This utilizes our optimistic figures. Stage 3 represents the 

breakeven stage, which begins in year 4 and requires our enrolment number to exceed 65% of our 

legal capacity. 

 

Our financial statements assume that revenues will continue to grow at 3.5% after year 

four until the school reaches 75% capacity. At that time we expect revenues to drop to about 1% 

a year growth until about 85% capacity before leveling off. Inflation also begins to enter the 

calculations after year three and is evaluated at 3%. 

 

Here is a list of the following financial figures: 

Table 27: Year 1 Monthly Income Statement 

Table 28: Year 2 Monthly Income Statement 

Table 29: Year 3 Monthly Income Statement 

Table 30: 5 Year Income Statement Summary 

Table 31: Year 1 Monthly Balance Sheet Statement 

Table 32: Year 2 Monthly Balance Sheet Statement  

Table 33: Year 3 Monthly Balance Sheet Statement 

Table 34: 5 Year Balance Sheet Statement Summary 
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Table 35: Year 1 Monthly Cash Flow Sheet Statement 

Table 36: Year 2 Monthly Cash Flow Sheet Statement 

Table 37: Year 3 Monthly Cash Flow Sheet Statement 

Table 38: 5 Year Cash Flow Sheet Statement Summary 

 

6.4.1. PRO-FORMA INCOME STATEMENT: 

See figures below: 
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Table 27: Year 1 Monthly Income Statement 
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Table 28: Year 2 Monthly Income Statement 
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Table 29: Year 3 Monthly Income Statement 
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Table 30: 5 Year Income Statement Summary 
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6.4.2. PRO-FORMA BALANCE SHEET: 

Table 31: Year 1 Monthly Balance Sheet Statement 
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Table 32: Year 2 Monthly Balance Sheet Statement 
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Table 33: Year 3 Monthly Balance Sheet Statement 
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Table 34: 5 Year Balance Sheet Statement Summary 
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6.4.3. PRO-FORMA CASH-FLOW STATEMENT: 

 
Table 35: Year 1 Monthly Cash Flow Sheet Statement 
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Table 36: Year 2 Monthly Cash Flow Sheet 
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Table 37: Year 3 Monthly Cash Flow Sheet 
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Table 38: 5 Year Cash Flow Sheet Statement Summary 
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6.4.5. RISKS TO MITIGATE: 

After careful consideration and due diligence, we at Abraham Academic Academy 

believe that the following are the risks that we will have to mitigate going forward: 

 

1. The 1
st
 Years: Red Ocean 

This business plan was not about developing a quick fix, easy money, cash cow business. It 

was not about a new product for a market, but in establishing what we believe is the right 

model for an existing product in a changing market. We believe that this business model 

consists of the nuts and bolts required to do business properly in the supplementary 

educational market with educational concerns coming before business fears. Even with our 

industry background and careful considerations we still believe that without extreme due 

diligence in the implementation of our model and subsequent schools that drastic losses can 

be incurred before the school can get off the ground and on its feet. The priority of an 

individual who intends on pursuing this model should chiefly focus on reducing the time to 

breakeven and reach 65% legal capacity. There are three things that can be done to help 

reduce this time: 

a) Focus on public awareness through a substantial marketing investment prior to the 

school’s opening. Especially in the surrounding communities. 

b) Due to the cheap infrastructure costs, an over investment in equipment can raise 

enrollment number through generating a general impression of school superiority. 

c) Deep discounts to get people on board right away in order to spread the word faster. For 

example: for the first 30 parents who can package and enroll students (no familial ties) 

together, they can receive a buy-one get-one free discount. Half of which is received 

initially and the other half given in semester 3 assuming both students are still attending 
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the school. Also, the next 30 parents can receive a similar discount. They must enroll 

and pay for their first semester and then receive half of the discount for their second 

semester and the last half for the fourth semester assuming that both students are still 

attending the school. Another good scenario would be to spread the buy-one get-one free 

over 3 subsequent semesters giving 30% off each semester. Other popular discount could 

be free transportation costs for all neighboring community students, and an impressive 

doubling of merchandise for the initial miscellaneous fee. 

 

After studying the financials, one can see that it is the labor figure that can cripple the school. 

The most unfortunate common side-effect of an unaware or unprepared entrepreneur when 

faced with such a grim initial forecast is to start cutting back, cutting corners and 

instinctually saving money any way possible. Quite often this manifests itself in 

discrepancies between what a school promises and what it delivers. This, in my experience, 

does not work as customers are highly sensitive to their offerings and closely monitor the 

school. In these situations the business needs of an entrepreneur outweigh the educational 

concerns for their customers and the entrepreneur ends up doing more damage to the school 

in the long run. The point of mentioning this is to reduce the possibility of this outcome 

though awareness and alternative measures. 

 

2. Manage Growth Rate (Organic vs. Aggressive) 

Abraham Academic Academy has extensive plans in place and a particular point of view 

when it comes to our growth. It will be finding the medium between our slow organic model 

that allows for a stable, healthy culture to develop and our need to grow fast for the purposes 
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of developing public awareness and acquiring economies of scale. These decisions can have 

serious repercussions and long lasting effects on the vitality of our business. 

 

3. Deliver What We Promise: Franchise Expectations 

Our eyes are bigger than our mouth at Abraham Academic Academy and we promise a lot to 

our franchisees. We do understand it will take a lot of work, time and money to establish our 

reliable & cost effective network and services and that it will take some time before we 

reach our economies of scale. We will have to be diligent in continuously reviewing our 

position on things and meeting our customers and franchisees needs. It will be hard to 

navigate the line between our profits and losses with respect to our investments in time and 

money. 

 

4. Experienced Management 

Abraham Academic Academy understands that an experienced post investment management 

team will be required. The ability to attract and afford the talent that we need will be the 

primary issues. 

 

5. Manage our Diversity Issues 

Our current business model allows for a lot of diversity and entrepreneurial freedoms that 

will eventually become a serious problem for the company as the company grows. The 

amount of freedoms that we allow can seriously hurt the company’s brand and image if 

abused and cause tensions within the franchise. Because of this, initially, we have different 

regulatory packages for different partners and franchisees depending on their background 

and status. However, we have the intention of reining in the freedoms with time and 
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becoming more standardized as we grow in size and gain strength. The all-important words 

‘when,’ ‘how,’ and ‘degree’ form the questions that will generate the issues facing the unity 

of Abraham Academic Academy. 

 

6. Cross Border Potential 

How should we grow? How should we integrate local and international markets and 

resources? Taiwan has the most successful supplementary education models in the industry 

and our model is based on their methodology and thus will work there in Taiwan, but will it 

be successful elsewhere? What kinds of changes and sacrifices will the company have to 

make when it grows across borders? The international aspect of doing business in different 

lands is quite complex and varied practices will be required. Is our model robust enough? 

Are our specific employee expectations based on mobility realistic? Will we be able to 

utilize and recruit talent from a variety places and send them out where needed? Is our 

foreign languages aspect of our business model viable, since many aspects of our 

international model require cross border growth to fuel our excellence? 
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8. APPENDIX 

Table 39: Competitive Pricing Table. The Price Scheme Used By Various Industry Competitors: 
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Table 39 continued: Competitive Pricing Table. The Price Scheme Used By Various Industry 

Competitors: 

 

 

 



 

299 

 

Table 39 continued: Competitive Pricing Table. The Price Scheme Used By Various Industry 

Competitors: 
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Table 39 continued: Competitive Pricing Table. The Price Scheme Used By Various Industry 

Competitors: 
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Table 40: Bankrupt and Foreclosed Schools for Sale: 
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Table 40 continued: Bankrupt and Foreclosed Schools for Sale: 
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Table 40 continued: Bankrupt and Foreclosed Schools for Sale: 
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Table 41: Real Estate Research (Rent). Various Prices of a Variety of Different Potential School 

Site Listings in Taiwan: 
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Table 41 continued: Real Estate Research (Rent). Various Prices of a Variety of Different 

Potential School Site Listings in Taiwan: 
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Table 41 continued: Real Estate Research (Rent). Various Prices of a Variety of Different 

Potential School Site Listings in Taiwan: 
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Table 42: Real Estate Research (Own). Various Prices of a Variety of Different Potential School 

Site Listings in Taiwan: 
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Table 43: List of Curriculum Exhibits:  

Conversation Exhibits: 

Lincoln Primer Book: Freshman (age < 3) 

        

 

 

Lincoln Book 1, Baby Blue Series: Sophomore (3 < age < 4) 
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Lincoln Book 2, Little Purple Series: Sophomore (3 < age < 4) 

          

Lincoln Book 3, Bright Yellow Series: Junior (4 < age < 5) 

            

Lincoln Book 4, Serious Blue Series: Junior (4 < age < 5) 
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Lincoln Book 5, Big Pink Series: Senior (5 < age < 6) 

                 

Lincoln Book 6, Grand Red Series: Senior (5 < age < 6) 

             

Readers Exhibits: 

Mr. Men Series by Roger Hargreavas 
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The Starfall Kindergarten reading through phonics Reader Set Written and Illustrated by the 

Starfall Team 

   

Scholastic’s Clifford the Big Red Dog Reading Program written by Norman Bridwell 
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Writer Exhibits: 

        

Science Exhibits: 

Let’s-Read-and-Find-Out Science books from publisher Programs and Genres create a set of 

science readers written and illustrated by a variety of talent organized in stages/levels. 
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Music Exhibits: 

Pearson Longman ELT and authors Stanton Procter and Melanie Graham produce Elementary 

and Kindergarten level songs books 

       

 

Price Stern Sloan and authors Pamela Conn Beall and Susan Hagen Nipp organize a variety of 

classical seasonal musical selections like in this Christmas edition Wee Sing.  
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Phonics Exhibits: 

Kaiser Kastle’s Phonics Test is a series of 5 educational workbooks 

      

 

 

Oxford University Press’ Oxford Phonics World is arranged in a 5 level educational series  
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Art Exhibits: 

Lincoln School has 2 Little Painter and 4 Little Sketcher series that consists of art tasks and 

projects for children.  
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Communication Exhibits: 

Three possibilities for Communication and Merit Chart Exhibits to choose from 
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Figure 38: Examples of Abraham Academic Academy Corporate Identity, Marketing Materials 

and Items for Business Use: 

Crest: 
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Slogan/Logo: “It Just Makes Sense” 

     

 

 

 

 

Letterhead 
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Business Cards 
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Envelopes: 

 

 

 


