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BRI RIS HIMEEB IR ER IS A BINERE X RS NS5 T IERE
71 B 98 FiHEF] A T REBNKARIMSER B ERBR S A BRBEIMNERE
NAIREETSE o BFEXMERHABRBIINETHEGIR - 106 FE
BEERMEMRI(ER) - mAX (BT ) @A (Ef ) HX (H
) HBEX (#E ) KEEX (HE) % - REBAFEALTBBEING
AAXEEISN - ML HFEMERIMNERRE - ARSI IIERS -

ERNRER/IINTEERZEERS - HZSBAHZRAEIEIN
B ABREA BENUBEABIEAR X EERZHRBRSTH -
RUBSGETEEURIELE - 9IBEHEANED ZER - FAIEEPH
HEEEAMABER SEFHZAESIIR - DUBNMBRZERE - £#2
B2 - MRE fMEBEE AN - 2RERFEESHEER -

BAWAKE ( Georgetown University ) i 1789 F£&11 - @EE&H
OENXIHEMEARE . EEUAE - BIRBEGEURMERERE T H
WMELEN EERLEERER  BRAREZE S EXIES MmICERE
& REABEAN  tHEERREIR REIKEERELHE - BAlS
BMARBLNARBEIK 130 2 E 7 7000 ZARE4 K 10,000 R4
BEARARANEEGES R ZRMNBRRKAZEZENERIBEN A AHSE
BEFPRIREL - EPEEEERAFRICH-AME - aEERERSA
BAREZELREHFHED - BHUEBENENESZS - B+ ERXR/
TEMBNER - FEMERINRE -

(Z2) REBN

BRI ARE T HHER T (Professional English Study, PES) 5 &%
ZR B EE R (Continuing Study)E 5k - B BN AIRMIELIEER
HEZIBEEEALT  aRNEHESESPME ZIENEGIR - BESE
EABEEE  AEF 8 AERBERES BU&ER - DLERNFRIARE
AE 16 B2 FTEE - FEHE (2017 £/ EI ) UEEN#EBTEH
M T2 (2018 FEFI ) AIIAHRBERRTE - [MWBBUZEE
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(Z) RIELHE
1. FEHA(2017 B =)
REHFBEBBEZERFE(Business) - DR HRBEREEZ TBH%

NEEBE  HHENRORZ  EREBBRID - KEHARKZIIZ" %=
mAdAsTR1n ) F3PIRE - RARZHAFMHREATAR ¢

EH— EH_ 28— S5 EHN

9:00-11:30 | BA%EX | BRH%EX 1¥1 BAEX | BRHRX

RIEBEE | BIEEE B BEEE | BIEEE
(WCB) (WCB) (WCB) (WCB)

ERFEH

12:00-13:00 FIR

13:00-15:00 | #&EPEBEE | REME | ERBE | RERK | BREEE
’I5(ACS) w15 KI5(ACS) w15 ’I5(ACS)

15:30-16:30 mag

(1) BREXEEBRE Written Communication in Business (WCB)
A. ERHEM -

® Business Communication Essentials
® Harvard Business School Case Study : Wal-Mart, Zara,
Apple, Starbucks

B. 2T

IR B AR EREF A AEEERANERENBERS
FERE BRI OEEE SRS EHNEENERTRERRS
o WEEHEZFMTRIEEINTRE  BXBEEEERFE
#E (Email, Policy Memo, ERE,SWOT 2T AKREIZEETES) -
BEfERERE - 2EwUREERREES  RBINIEST
BEXEZREEREREN -

C. ERRISE : 10 /M\i5/8
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(2) #EPEBEEFIF Advanced Communication Skills (ACS)
A. ER#EM -

2009 FERUBHEMERER A KIREhixE

MELS E (Microfinance) 18R %2

B 3EE = (Business Ethic) 1B RE S

% #I(Negotiation)HEF k: Getting to yes ~ Stuart
Diamond - Top salary negotiation tip for women - Cross
culture Negotiation

B. #2757
BRI TPRZERE /AW EXEE R RERREZSTT
EEM BRI - REGBEANRFEERBERSEEETIENG
- AIRORSOR - WREERERF  &F R BEUREXNGRRIS -
E R ICER ETURE M AR BB 2 E &% 15 (transition) -
i e HA A RIR (B Bl ey R IZE M R E A

C. ERE® : 6/ /8B

(3) BTG Professional Networking in English
A EREM | BRAMBITHRHEEM RSB 08%
B. 2K

AEFETEHERHRBEIAIR - FTENAMMEE - B18EH
TSHEEEEE - FEBEMBBIKITIL  SREHMNBLER 1A
P ESLBEH 7EEAT - WEEE DCEFHTREIEESFIzs
TEMBBOGT ; B3 ERFESHEEETEIN  TEEFESH
2B EEE  URENSED I UBEEERBE S  2RUEF
MR HEE  UHENHHBYG  EXETHE - HRASHBEE
FEEETTEEHR T S ¥R (Poster Presentation) °

C. LRBE : 4/ /8
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2. FEH(2018 &=H)
REHRF B AH I (Public Policy) -

U

XRER

DRHHEBRRIEZ "TE
TEREA b IR NEBORY " BERETW® 1 KEHAKELL

Z " EEBERIER L F3PRE - WESRESHEREBUTHE - &R
REHFRFAREZATOE -

EH— EH_ EH= EHI EHh
9:00-11:30 | ExE | FXHE HXRE | BXEREE
BEER | BEEH BEER | BEEH
(ARW) (ARW) (ARW) (ARW)
ERFEH
12:00-13:00 FIR
13:00-15:00 | BEEFEE | EXPEE | BFEE | EXERS | BFEE
B XI5FEH B KI5FER B
(BLDS) (BLDS) (BLDS)
15:30-16:30 Beg

(1) "EZEIESTEFEA Professional Application in Reading and

Writing (ARW)

Organizational Behavior, by Friedman Lawrence
The Extraordinary Leader, by Zenger, J and Folkman
American Law, by Lawrence M. Friedman and Grant M.

A. ER#E -
°
°
°
Hayden
°

FRE - WETHHINERARS -

The NGO Handbook, IIP Publications
B. HEHT

BERARENERBRZDEREN W - HHHBEIER
BRNEE  BHEBERRE  BERATRS - UKMREIFTRS
FHI - HENEERREREHRS ZE - 14 WE—EESUE

C. ERRISE : 10 /\i5/88




B &
ORI ALE P s N\ 2R S Al SR (FEC4H)

(2) BZESEE R Business Leadership and Discussion Seminar
A. ER#EM -

® American Accent Training
e TEDTalk ¥
® 7 Habits ¥

B. 2T

e TED Talk TR T T RHREF W - MEB T BERE
THEW - ioa ' EXFEBERIFER ., TERBRHR - WitHR
XERIAEHEZE—RE - BH 15 DEREMEEREE -

C. EiRSE : 6/M\/8

(3) EHEMEHILEH Professional Application in Networking
A. R &
B. #8275

Al QBEEMATER  BBSHEMABREEEEH NENMRE
EHEER  BHETEFZEREEED 12 - 28 1 RIEFR
72 ; % 8B2E NGO FEENIEESET - 7T NGO EFAH - &
HEBIEIET RS UG ED Relay for life 5 -

C. ERRSE : 4/1\5/B
(70) EHE T
1. Professor Glen Penrod
(1) 7 : Assistant Teaching Professor

(2) B : MAin Applied Linguistics, Brigham Young University

p=1113

) KE . SEEENBRENSRENS  WHRBRESZBMR - 52
28 APP - 1R 2010 ERMABBRAZES -

(4) BURRE -

e EHR(2017 BZE=MT) . Written Communication in Business
(WCB)

® [E8HA(2018 &=11) : Business Leadership and Discussion
Seminar Professional Application in
Networking

&l
=]
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2. Professor Heather Gregg Zitlau
(1) B%F : Assistant Teaching Professor
(2) B : MAin ESL, University of Minnesota

(3) G - QEBERERENES  WEDERTNEANT T EEEE
ETREHEIE - 3 2012 EMABRAABES -

(4) BURRE -

e [EHA(2017 #=31) : Advanced Communication Skills (ACS)
Professional Networking in English

® NEHJ(2018 &F=I) : Professional Application in Reading and
Writing (ARW)

(h) BRI SE
1. EERHA(2017 Rk Z=D1)

o EMNPIRFFELE Amish Village (2017.11.11)

® [#) Bureau of Engraving and Printing(2017.12.01)

® KREMRIEMEE History of The United States Holocaust Memorial
Museum (2017.12.01)

2. NE2H(2018 F=EZFN)

554 Supreme Court of the United States(2018.02.22)

Bl g Lt Capitol Hill(2018.02.27)

Bl = @28 Library of Congress(2018.02.27)
HSERMMNEE(2018.03.16)

¥R EE Newseum (2018.03.28)

EREYEE National Inventors Hall of Fame Museum(2018.05.02)

(7%) EfthiEE)
1. ZEfFHE#E(Access DC)

RIEMBEIRBEBEE  WIBNHEBE X ERENBEREZ (8B 5
BWMABFES P OAERLHRBEEREE  REZF=ZA - BK - BY
2B AEBRBESFEE -

2. Z#FHE) (Interact DC)

(8

BE= FTFRRENBEARASERALTRBEAREERER AINKREH
HEE  RERESEDEERE  FNEME  TEFERUAK . K "TKEB
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181 (Bridge) . REBETEMEISZBRATMARER -
3. =2 (Book Club)

SBERE-RNEEENIER/W - EBBIURERSRRE (coffee
hour) BARIZIEFE/NER R - WHHAREERNZHBERESE -

4. FE= R (Language Partner)
SENZHBERELESAMABEELETESRIR 2BEEETE
HESTRBEAHEE  BNESgEALIRHRES -

= - BEEH

SHEHEREERF 2B FUE B A FBFEBBENS -
BRNNEESEYENTERZ ZER - MNERMEXRESEET
VISEMNERERERERNE - BEAREBETK - TBZLEABEBERER
BS  REFEEAETRESSEEZEE  EMERBBERIINEEHE
RRIDEARESHZEBERERE AN

(—) BENS

1. BERE BRI PR AR 35 b0\ (Center for Strategic and International Studies,
CSIS)

EEHBIEREIRBEREE  RIIR 1964 £ [RREBRE QM AL 1987
FE - HEER REEE AR DMBERERG R - ZHEHT - B EERE -
FWERPFIMERBAEEITRR . - WEP/OARP OB - AFLBER -
RESNER - BERSE -

2. HEEHEF (Brookings Institution)

LEFRHENSECEE FRELRCERRR HHEE B -
NEBELREHCERRSHE HBEMRBELHFHEBRICEA
WEIM - EETEREREETENERE -

3. S HEBRLEHZFr(Institute for International Economics, PIIE)

RIS 1981 FZIFEFMEREE - TEMARER BB AER -
REMEBELE  XELEEER  BRESRIRES - PIIE #/MIIREER
e BARARE)  BEEFTRERERE - B TiEM  FENBBFFZRE
BEARZMARERE - HEMFESZREES - EHIMERBEEER AR LR
& -
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. EEEHE S E (the Heritage Foundation)

RIS 1973 F2ZRFIKEE - HEBEAHBRGEEERENTES -
FRNBUF - REEABRAERER  WREBHE - EE)E484%
ML - WEEEZFEN KR -

5. KB ZEPR(Cato Institute)

1977 FRUREES LU ZERE - 1981 FEBEZENT - TRFAEFTLU &
RAHXBERERRNAE , S2EBERGE - 5k " WE/NBUF - BABER |
BHGE ~ DIRAITFREBIESR .- #EREEREE - HEXRAZEER
BEETRAEEL -

. ZEEZE B E (American Enterprise Institute, AEI)

RIS 1943 & - EEEMHEEBAELEABUAEER LRI - #f
RHAEATFHEES - (tZ@f] - BRI - B8 AR - ZEIBUA - EFRE
%~ ZEIBIFH IR F R -

(D) 2EFHIIR

1. Four Famines: Fragility, Resilience, and the Role of International
Development

2. The State of American Diplomacy

3. Circles of Compensation: Economic Growth and the Globalization
of Japan

4. DC Confidential: Inside the Five Tricks of Washington

5. The Rise of Populism: An Ebbing or Flooding Atlantic Tide?

6. Realizing the Promise of Evidence-Based Policymaking

7. Why Brexit Is Great for the UK and the USA

8. Free Speech Victories: Sports, Bands and Beer Win in the Courts
9. Health in a Time of Austerity — Can Fiscal Measures Help?

10. The State of the Press Today: Whose Interests Does It Serve?
11. Japanese internationalism in an era of upheaval

12. NAFTA renegotiation: international trade and arbitration going
forward
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13. 50 Shades of Urban Slums: Adolescents’ Lives, Love &
Reproductive Well-Being

14. Building a U.S. Trade Enforcement Agenda that Works

15. Designing Reality: How to Survive and Thrive in the Third Digital
Revolution

16. Bully of Asia: Why China’ s Dream Is the New Threat to World
Order

17. Trump’ strade policy in Asia: A one-year review
18. The Return of Marco Polo's World
MM - EXEEEED
(—) KEHBABE

HEBENRELCEASRE 1 ROTEE - BARPrENTREE W 1
EHEA<BEEZHREEARREZRETTM - L,{L %zEﬁJ—(lIN SEIBRERE
Bl - KEHEREREKEIIBESFESEFE - Wits wm Z BRI L

2 °
(2) BEM®E
106 E 9 H23 HEEgEZSEEHRESE - IR 10 B 4 BHBEE
M RENE

(Z) BEERE

HIRBNEIBE RAETEANEANE 7 EEEEER  KEHERBBREZ
BEBIBCRMBRERTE - WREBANSBESZZE L HRED |

1. EEBSEERE

2. EBE 5 BKGIE

3. MEEHIE R M BURE #

4. ZEIBRABIRIEN - RIEHETER - 232/301/337 JERTE
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A -
=)

IMSEER

23333 N, 4B
BRALE

FEEEREROIERNESIRYRMSESHEES &R - i
REBERN 10 £F - BREARFIRBRERES  SXERR /RS E%
A7)~ EMEERBXEEBELEEIRS - HARREINEENAEER
BRI RV

ERSENTE  #LBHROBRELRNIHEEEE - 2RV
BHAFIHMEMBEEZBZRNMBRIEES] - BEHELEERREPHIR - R
OB NEERN HEHE - ORELIFSa P ZERRESLENINARME
BXR - THEEHAEENBREARSEZLTE - BBIHEE KAOKE -
FIAEE R IERER - RGEKNE Mg - E2RBEEUNES BB
MHmEN T - FHFRERS A LEEHARE ; MaRFsE 2L HRIE
WER  EXEFERRB DN  REBEFMRBERES - oRA 7 EED
EFFAD  BRZEMEE  URRNEBEREFTBHZRNELEE
HARKIFFEIEZAZERRNERNEAHERNWED -

EEXEMESH - XEREBMMERSHNEE - SMSEEEM 25
g oEME NERXEGNN WSS  EaPEENRT - AREE
VREEEZHMBERAZHE ZBEERDEHMER - BiaEEE)IE85 L
TRHERESEAEEEZRH - ARG ZEEHRENEESAEIRIL
W2I5RER - #ZSBURSORHE LERE - BEAERSoRLHAELSZ
BEi - EERNUEBHEGZBEER - RILERREE = olE 5
REMLEHIRG FBENRE  EEERMARISHEBLIERE - 2

BRNESAAR -

R aHARRERZR  BERKBHRSH - EAREARBERK
YAEERERGFERRET BRI ADVEEE  2AIM= - SREZHE PES
BERREMNRBERRSABABRESPLOESTE R - (FREREHEE
e/ BE  BBEED BN PRERLEBRRRRAKNUEA A
MECSEINRZE RPER - RIEEAEEHEELF  SIEREHREZE
R ORBRBEMASHRE - THEEZRSZEoIEZNREREEE - L
N ERRESKEHANRIER  FERKENREEEEAS - ERE2H -
DRERFHFESCEESSBARER £ FBRTEEAENSE
BUES  WAREEMBERTFREES ZER -

REEEELH  S—REEMB UL KRTHFE - SHaEHE
Bihih « 24 - ZEKEEBUAEEVERES - SEBIERZIMY
B - WA—EABNERE  HRARIINKEENEHEEHRIIES -
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(D) E=&
ERELZHNE - HRERBABES 0 PES RERIVNIHE -
BEERNERRRERERS  BAYARZERRERSTEAIRE - B
T RARERER/ - FEAMRBERA Z BRIK R B A B EIR HLEREN -
BEBLTRNER ZEENTA—E - PES ERBRIEER  £BEEE L
ZROBEFESEUR - BERLABONABEEZS T OEE - JRHERR
BRAENEERANBEEI LR ZEN - UEERRERSNLERE

Oh - IRAEBIEE - /N\REENERRFSEREERS ZEERE -

EEELZBNH - B LR EFAH PO ZERERR - BEEAN
RBH 45 NiEERE  HEAWAKBRAREENESHESPLOEE B
AIEEWEBTTHEINEE - ZEEIIKE AR O BE - BEFMHEHEES
B ZReFBHiREJEERBHHOZHEERN  LREEESHE
B2 A5 -
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GEORGETOWN UNIVERSITY

ENGLISH LANGUAGE CENTER

GEORGETOWN UNIVERSITY

ENGLISH LANGUAGE CENTER ENGLISH AS A FOREIGN LANGUAGE PROGRAM
ENGLISH AS A FOREIGN IANGUAGE PROGRAM CERTIFIES THAT
CERTIFIES THAT . -
Poiei s Yi Chin Chen
Yl Chln Chen HAS COMPLETED THE
SPRING SEMESTER IN ENGLISH FOR POLICY AND LEADERSHIP DEVELOPMENT
OMPLETED THI IN THE PROFESSIONAL ENGLISH STUDIES PROGRAM
FALL SEMESTER IN THE |\‘;|| H FOR. BUSI |\I|\ PURPOSES PROGRAM

JANUARY 8, 2018 = MAY 4, 2018
AUGUST 28, 2017 = DECEMBER 15, 2017

; X( snaail u/apm/?
e T e g SR e SR, e e Al A s
Georgetown University Georgetown University
English as a Foreign Language English as a Foreign Language
Fall Semester 2017 Spring Semester 2018
Professional English Studies Program Professional English Studies Program
Final Grade Report Final Grade Report
Yi Chin Chen Yi Chin Chen
Reading/Writing Grade A Professional in Reading & Writing Grade A
ACS Grade A- Business Leadershlp & Discussion Seminar Grade A
ol Supervised Field Experience:
::ec::z: ; g::g: % Community Engagement 1 Grade B+
9¢ = Community Engagement 2 Grade A
FINAL CERTIFICATE GRADE A FINAL CERTIFICATE GRADE A
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(Z) WHERREEBI— : BIFEETE PureSoy

Pure Soy

Every slip you take makes you and our earth better.

Executive Summary

Prepared by Yichin Chen,
CEO of Pure Soy

Presented to Venture Capitalists
Georgetown University
December 11, 2017
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Pure Soy
Organic Soy Milk

1. Origins/ Background

Nowadays both health and the environment play more important roles in people’s
lives. Consumers not only care about how products affect their bodies but also how
they affect our planet. Organic pure soy milk satisfies the public desire for a healthy
and environmentally friendly beverage.

Some people might question whether the soy milk on the market is really healthy or
not because most of the soy milk in the US is sweetened and flavored. Unlike in the
East Asian market, it is difficult to find unsweetened, non-GMO soy beverage in

stores in the US. Therefore, we believe that there is a big market for pure soy milk.

2. Goals

Our goal is to create a healthier and greener world for the next generation by
offering a healthy and environmental friendly beverage. We are what we eat. We
believe that drinking soy milk not only promotes a healthier lifestyle but reduces the
burden on our earth. We hope we can change the world by changing people’s choice

of food. Every sip you take makes you a better person and our world better.

3. Product

Pure organic soy milk, a beverage made only of non-GMO soy beans and water, is
both beneficial for humans and the earth. Soy milk contains nutrients human bodies
need, such as abundant protein, dietary fiber, calcium, magnesium and vitamins.
Some experts believe that soy milk reduces cholesterol and may decrease the risk of
cancer. It also offers people different sources of nutrition and creates more variety of
food, especially for those people who cannot drink milk. On the other hand, soy milk
also benefits the environment. Compared to planting, animal husbandry consumes
more natural resources and produces more carbon-dioxide, but offers less amount of
food. Given that having a more vegetarian diet is beneficial to our environment,

drinking soy milk instead of milk also brings positive effects to our earth.

We offer organic pure soy milk in 2 different package sizes: 200z and 1liter. Besides
pure soy milk, we also offer a wide range of soy milk based recipes on our website.
Our customers can learn to make the drink sweet, salty or make soy milk hot pot

from the videos on our website.
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4. Market Potential

The global soy milk market size is expected to grow because of the increasing
consumer awareness on health and growing population of vegans. As a cheap
plant-based substitution for dairy milk, the major disadvantage of soy milk is its taste.
Most of people in the US are used to the taste of cow milk, and don’t like the strong
flavor of beans. However, after decades of marketing efforts by some food
companies, like Silk, and vegetarian advocates, more and more people accept the
exotic favor of soy milk. “Plant-based foods have seen their popularity surge over last
ten years and it represents more than $3.5 billion in sales,” claim analyst Terpolilli
(McGrath 2016.)

5. Key Customers

Our targeted customers are people who are health conscious, have environmental
concerns and care how their food is produced. Some statistics show that women are
more health conscious, and they have changed the type of products offered on the
market, “especially in the health-conscious arena,” according to Women in the food
and Beverage industry white paper (Snyder, 2015.) In addition, based on the survey
conducted by POPSUGER, 97% of women have control of grocery purchases for their
families (McLoughlin, 2015). Women consumers are concerned more about
ingredients and how they are made, and pursue low sugar, natural/organic, fair trade
and non-GMO products (Snyder, 2015.) Therefore, we believe our target customers

are middle to high income females who live in Washington DC and its nearby area.

Besides, soy milk is a popular beverage in the East Asian diet. Considering 4% of the
US population are Asian and there is huge amount of middle to high income
households in District of Columbia (Census Bureau, 2017), we strongly believe that

there is a niche market for our organic pure soy milk.

6. Market Segmentation and Access Strategy

Since Pure Soy provides high quality soy milk which is healthier and greener than
those products sold in supermarkets, the price of our soy milk is higher. Besides,
considering the nature of soy milk and carbon footprint, Pure Soy focuses on those
targeted consumers in the local market, particularly upper middle income

households in the great Washington D.C. area, including Virginia and Maryland.

We plan to launch our marketing campaign, which includes test drinks, local activities
sponsorship, and cooperation with yoga classrooms and gyms. By sponsoring sports
activities, such as elementary school football games, we are able to set up test

tasting booth to promote our soy milk to mothers, one of major targeted consumers.
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We also are going to collaborate with yoga teachers and gym coaches. For example,
we may exchange advertisement on our website, or provide special discounts for

their customers.

7. The Competition

Since soy milk and other plant-based beverages have become more and more
popular in the US, lots of food companies are joining or plan to join this market.
According to Global Market Inside, soy milk was first launched by Vitasoy in U.S. in
1969. Now the major market competitors are Eden Foods, Pureharvest, Vitasoy
International Holdings Ltd., Organic Valley, Pacific Foods of Oregon, Inc., Alpro,
WhiteWave Foods, Stremicks Heritage Foods, Palsgaard, Soy Fresh, Hershey Company,
Staeta, Hain Celestial Group, Inc., Kikkoman Corporation, NOW Foods, So Delicious
Dairy Free, etc. The dominant manufacturer in the soy milk market is WhiteWave,
whose brand Silk can be found in every supermarket. Silk not only sells soy milk but
also provides other plant-based beverages, such as almond milk, cashew milk, and
coconut milk. However, because the major sales of Silk are sweetened and flavored
ones, some people may argue that soy milk is not as healthy as these companies
claim. Even its organic unsweetened soy milk contains other ingredients like salt,

natural flavor and Gellan gum.

Silk

Westsoy

Private label
Soy Dream
Pacific Ultra
Soy Slender
Edensoy Extra
Edensoy
Kikkoman Pearl

Pacific Select

a 2 4 ] 8 10 12 14

Sales in million U.5. dollars

In addition to those soy milk manufacturers, we also have to face competition from

other plant-based beverage, such as almond milk, and animal dairy products. For
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other plant-based beverages, the major competitor in our targeted market is still
WhiteWave. Their products share similar weakness: most of its beverages contain
food additives. The strength of Pure Soy is that we can provide fresh pure soy milk
that is considered healthier and greener. On the other hand, although cow milk is the
most popular breakfast beverage in the US, from the significantly growing soy milk
market, we can find that soy milk is an alternative for American people. Therefore,
although there are already many companies in the market, we still believe that there

is a small niche market for us.

8. Management team

Although Pure Soy is a small company serving the local market, we spare no effort to
provide the best product to our customers. We rely one our experienced

management team to achieve our goal. Our team members include:

Chief executive officer: Yichin Chen

Ms. Chen is the founder of Pure Soy. She graduated from Cass Business School in
2009, and majored in Marketing. Before starting her own business, she worked in
Unilever plc for 5 years in Food department in the US. Her major job includes the

basic financial management, marketing campaign and overall operation.

General Chef: Gordon Deng

Pure Soy only provides one product, that is high quality organic pure soy milk.
Therefore, our most important task in Pure Soy is manufacturing healthy and tasty
soy milk because taste is one of the major factors that affects customers’ willingness
to purchase our product. Chef Deng graduated in Kaohsiung University of Hospitality
and Tourism, and has 20 years of experience of making soy milk in Taiwan. He is also

the winner of Chinese Cuisine Heritage Award.

Accountant: Chris Wolff (contract)

Mr. Wolff had a master degree in Accounting from Ohio University, and has owned an
accounting firm for more than 20 years. He is an expert in assisting small companies

in food industry. We have hired him to assist our financial management.

IT Support: Penelope Garcia (contract)

In order to facilitate our customers to order online and to demonstrate some recipe
videos, we decided to sign a contract with Penelope Garcia to build and maintain our
own website. Ms. Garcia graduated from Caltech and has expertise in constructing

online transaction platforms. She has more than 5-years of experience in creating
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and maintaining online stores.

Other personnel

We will hire one or two assistants to help the chief produce soy milk and sell it in

stores depending on the sales circumstances
9. Financial forecasts
(1) Startup costs

To start to produce and sell high quality soy milk locally, Pure Soy is going to rent
basic infrastructure in suburb on D.C., and build our own online shop. After market
survey, we calculate the costs of the first year as follows:

Kitchen Rent 18,000
Machinery and Tools 12,000
IT Service 9,000
Accounting 6,000
Marketing Champaign 8,000
Ingredients 40,000
Wages 60,000
Owner’s draw 35,000
Utilities & Insurance 2,400
Interest of Loan 2,400
Total 192,800

(2) Sales forecast

According to an estimate by the United States Census Bureau (2016), there are the
6,772,470 people in the greater Metropolitan area of Washington D.C., which ranked
6th in the United States, and with nearly 15% growth rate. Given many of the
residents in the D.C. area are in upper middle to high income households, we assume
that we can access 10,000 people in our marketing campaign in the first month, and
2% of them may be interested in our product. We believe that 30% growth in the first
three months is a reasonable assumption. After that, the grow rate will decrease
continuously. Considering we only have a kitchen to produce pure soy milk, we can
only provide less than 2500 liters per month in the first year. Besides, by the
increasing amount of soy milk we produce, the cost will gradually decrease.

Therefore, we expect our sales and gross margin to be as follows:
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Item/
Month
sales
forecast
price per
liter

total sales

cost per liter
total cost

gross margin

©)

PR ECE R A RS =

Jan

9.9

3.5

Feb

400

9.9
3,960
3.5
1,400
2,560

Mar

520

9.9
5,148
3.4
1,768
3,380

A

Apr

676

9.9
6,692

33
2,231
4,462

Cash flow statement

R (5%

XZH)

May

879

9.9
8,700
3.2
2,812
5,888

Jun

1,055

9.9
10,440
3.1
3,269
7,171

Jul

1,265

9.9
12,528
3.0
3,796
8,732

Aug

1,519

9.9
15,034
3.0
4,556
10,478

Sep

1,670

9.9
16,537
3.0
5,011
11,526

Oct

1,837

9.9
18,191
3.0
5,512
12,679

Nov

2,021

9.9
20,010
3.0
6,064
13,946

After calculate our forecasted revenue and expected cost, we generate the cash flow

statement for the first year as follow.

Item/ Jan
Month

Cash at

Start of

Month 70,000
Cash Coming in

Sales Paid 0
Loan &

Transfer 30,000
Total

Cash in 30,000
Cash going out
Inventory 1,600
Rent 1,500
Machinery

and Tools 1,000
Wages 5,000
Utilities 100
Accounting 500
Insurance 100
IT Services 9,000
Marketing

Expense 2,000
Loan

Payment 200
Owner's

draw 3,000
Total

Cash out 24,000
Net Cash

Flow 6,000
Cash at the

End of

Month 76,000

Feb

76,000

3,960

3,960

1,400
1,500

1,000

5,000
100
500
100

1,000

200

3,000

13,800

-9,840

66,160

Mar

66,160

5,148

5,148

1,768
1,500

1,000

5,000
100
500
100

500

200

3,000

13,668

-8,520

57,640

Apr

57,640

6,692

6,692

2,231
1,500

1,000

5,000
100
500
100

500

200

3,000

14,131

-7,438

50,202

May

50,202

8,700

8,700

2,812
1,500

1,000

5,000
100
500
100

500

200

3,000

14,712

-6,012

44,190

Jun

44,190

10,440

10,440

3,269
1,500

1,000

5,000
100
500
100

500

200

3,000

15,169

-4,729

39,461

20

July

39,461

12,528

12,528

3,796
1,500

1,000

5,000
100
500
100

500

200

3,000

15,696

-3,168

36,292

Aug

36,292

15,034

15,034

4,556
1,500

1,000

5,000
100
500
100

500

200

3,000

16,456

-1,422

34,870

Sep

34,870

16,537

16,537

5,011
1,500

1,000

5,000
100
500
100

500

200

3,000

16,911

-374

34,496

Oct

34,496

18,191

18,191

5,512
1,500

1,000

5,000
100
500
100

500

200

3,000

17,412

779

35,275

Nov

35,275

20,010

20,010

6,064
1,500

1,000

5,000
100
500
100

500

200

3,000

17,964

2,046

37,321

Dec

1,577

8.9
14,032
3.0
4,730
9,302

Dec

37,321

20,010

20,010

6,064
1,500

1,000

5,000
100
500
100

500

200

3,000

17,964

2,046

39,368
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(4) Break-even analysis

According to the cash flow statement above, we can find that both the cash inflow
and outflow are going to increase gradually since the second month. However, the
growth rate of cash inflow is much higher that the growth rate of cash outflow.
Therefore, we expect Pure Soy to break even in the eighth month, and start to
generate net cash inflow in the ninth month. After having a stable net cash inflow in
our company at the end of next year, we plan to invest in our kitchen and enlarge our
capacity of production.

Break-even Analysis

Cash at the End of Month e Cash Coming in e Cash going out

80,000
70,000
60,000
50,000
40,000
30,000

20,000 —‘

10,000

10. Required financing

In the previous sections, we
calculated the estimated expenses in REQUEST OF FUNDING
the first year and forecasted sales.
We found that although the

expenditures in the first year is close Ventur
to 200,000 dollars, it only needs al

100,000 to initiate our business and Capita
the gross margin will generate the , 40%

other 50%. The owner plan to
provide 30,000 dollars from her
savings, and to inject another 30,000
from banks loans and government
grants. Therefore, our goal is to raise
40% of initial funds from venture capital, which is 40,000 dollars.

21



B &
ORI ALE P s N\ 2R S Al SR (FEC4H)

11. Exit strategy

We strongly believe what Pure Soy provides not only helps people stay healthy but

assists them to maintain a sustainable earth, and therefore, we want Pure Soy

become a sustainable business. We plan to offer stock buyout opportunities at the

end of the 5th year. We are also going to seek strategic cooperating allies on the

market, and we welcome all kinds of cooperation, mergers or acquisition

opportunities.
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Public Policy - Earmark Elimination Act of 2018

Recently, while President Trump surprisingly welcomed back earmark six years after
the Republicans banned it, Jeff Flake, a Republican Senator from Arizona, propose
eliminating earmarks forever. This conflict, which is not unlike the repetitive
argument raised every two years about earmarks, shows again that debates
regarding the usage of earmarks have long existed. In order to discuss the necessary
of earmark, this paper covers introduction of earmarks, the effect of the Earmark
Elimination Act, arguments from both supporters and opponents of this act, and a
final recommendation for whether Congressmen should support this act.

Definition and History of Earmark

Earmarks, in public finance in the US, mean a specified small portion of federal
budget used in a specific purpose, of which Congressmen have discretion, in a
spending bill. The US constitution has assigned the Congress, the House of
Representatives, in particular, to be the keeper of national expenditure, which is
usually referred to “the power of the purse,” since the House “was more immediately
the representatives of the people, and it was a maxim that the people ought to hold
the purse-strings.” (National Constitution Center, 2017) During the congressional
allocation process, earmarks are considered a strategy to incentivize cooperation and
rapid response to the voters, but it often raises concern regarding bribery and

benefiting interest groups as well.

Although the Democrat majority House had reformed transparency rule of earmarks
in 2007 (Rauch, 2018), earmarks were temporarily prohibited through an internal
decision of the House Republican Conference in 2010 because of public outcry about
the dramatic increase in earmark number, questionable spending, and cronyism.
(Wikipedia, 2018) The decision was in effect in 2011 and has not been lifted till today.
Contradictory to what laypeople expected, many experts in public policy argue that
transparency reform of earmarks in 2007 and the desire to be re-elected have
restricted the usage of earmarks. The argument of earmarks has never subsided;

rather, the debate bounces back in the Congress every few years.

Effect of the Earmark Elimination Act

The Earmark Elimination Act of 2018 (2018) outlaws earmarks in all federal level,
including bills, resolutions, amendments, and motion in general, and it is not

necessary to be extended every few years as the earmark ban which Congress
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executes now. There is no exception unless there is a two-third affirmation vote by

the Senate.

Arguments from the Supporters of Elimination Act

Unlike the Democrats, most of whom highly value earmarks, the Republicans
generally hold negative opinions toward earmarks. The three major reasons to
oppose earmarks are forming diversion from priority of government budget,
encouraging collusion, and creating wrong justifications for appropriation; people
against earmarks also strongly doubt the “greasing effect” in solving bipartisan
deadlock (Alexander and Ellis, 2014).

Earmarks are considered to distort the budget priority by delaying important needs
or by decreasing the amount of spending on essential projects. Given the limited
government budget every year, the more money is spent on earmarks, the less can
be spent on the “planned” programs. In addition, giving Senators and
Representatives the right to insert earmarks in appropriation bills is not unlike
rewarding campaign contributors; on the contrary, it almost can be considered
bribery, claim Alexander and Ellis (2014).

Furthermore, Congressmen’s decision about earmarks often rely on political
decisions rather than cost and benefit analyses (Alexander and Ellis, 2014); for this
reason, some earmarks bring such limited advantages to a small portion of people
that it is usually considered a waste of taxpayers’ money. “The bridge to nowhere” in

Alaska is the most infamous example.

Views from the Opponents of the Elimination Act

Although many advocates admit that earmarks are not a panacea for bipartisan
dilemmas, they still firmly believe that it is better to have them, for earmarks can
provide incentives for cooperation and quick response to the needs of the
constituency and can serve as an efficient way to stop the power shift from
legislature to administration. Moreover, the recent earmarks ban proved that
politicians are still continuing “politically-motivated spending” with different titles, so
opponents believe that what we actually needed is to further reform the rules of

earmarks.

Some experts see earmarks as “a form of political currency” because they motivate
critical members from the other party to collaborate (Rauch, 2018). According to
Theodoridis, Hanson, and Johnston (2016), 66 percent and 45 percent of voters who
support the Democrats and the Republicans, respectively, admitted that they would

like to support a candidate who secured spending for their districts; this rationale,
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thus, shows earmarks create strong incentives for legislators who want to continue
being in office to collaborate. Some supporters of earmarks also pointed out that
earmarks fit the intention of the nations’ founders since the Constitution authorized
the House of Representatives to prioritize and allocate government expenditures,
and there is a long tradition of logrolling in US politics.

Instead of authorizing bureaucrats to allot resources, Congress can use earmarks to
directly react to their voters. Even though the US Congress has gradually handed over
more power to both executive and judicial branch, banning earmarks will further
weaken its capacity to fulfill its obligation of monitoring government spending.
(Theodoridis, Hanson, and Johnston, 2016).

The result of the earmarks restriction that the Republican House has enforced since
2011 shows that eliminating earmarks will not stop collusion or “pork-barrel” politics,
and there are still plenty of methods other than earmarks to achieve the same
interest-exchanging purpose. In fact, after reformation of transparency rule in 2007,
an expert in the Brookings Institute affirmed the efficiency of using earmarks and

said that “if you wanted to create a non-bureaucratic, transparent system of rapid-
response grants for pressing local concerns, you would come up with something very
much like today’s earmarking system” (Rauch, 2018).

Recommendation for Legislators

Considering that “give-and-take” is one major foundation of democracy, and that the
society as a whole will better off after comprising, | strongly affirm the importance of
earmarks. Even though evidence neither guarantees that earmarks will solve gridlock
in the dysfunctional Congress nowadays, nor that the presence of earmarks will
definitely facilitate bills to pass, Grinnell College political scientist Peter Hanson
indicated that “restoring [earmarks] in some version could give leaders a tool to build
bipartisan coalitions by attracting Democrats who might otherwise vote against GOP
measures,” and that might bring some momentum to change the current situation. |
believe that momentum is needed; for all of these reasons, thus, | am against the
Earmark Elimination Act.
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