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MISSION STATEMENT

In response to the rising needs of Chinese cross-border e-commerce,
Wenchuang media provides English product promotion services, such as
product promotion via self-produced videos, advertising graphic design, and
Tiktok short video shooting for Chinese international e-commerce
businesses. We make full use of Kean University and Wenzhou Kean
University students’ English speaking talents to provide excellent English
student podcast hosts and hostesses for our video shooting. We strive to
develop a win-win strategy that benefits both our customers and students in
Wenzhou-Kean and Kean university.
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EXECUTIVE SUMMARY
WHO ARE WE AND WHAT WE SELL
Wenchuang Media possesses a productive, excellent, and complete crew. Our team is joined by
numerous near-native English speakers. Moreover, our scripts are all guided by Professor Abbigail
Ajim, a top communication professor in Wenzhou-Kean University. The camera team has a total of
200,000 RMB worth of equipment and has produced short films that are exhibited on multiple online
video platforms. The analysis team incorporates elite students from the College of Business and
Public Management, who specialize in spotting the latest market trend. Meanwhile, we have
Professor Daniel Austin as our legal advisor, providing solid contract support.
We provide English product promotion services via self-produced videos, advertising graphic design,
and English “Live Commerce” for Chinese international e-commerce businesses.
TARGET MARKET AND COMPETITIVE ADVANTAGE
Target market
Our primary target market is Chinese exporting e-commerce companies, the market potential of
which sees no limit. From 2016 to 2021, the import and export of China’s cross-border e-commerce
industry are continuously yielding more than a 15% annual growth, while the number of Chinese
cross-border e-commerce sellers accounts for 40% of the number of global sellers.
Competitive advantage
1. Cross-border e-commerce media is still a relatively blank market in China. Moving early matters,
as it means we can contact more e-commerce merchants in advance and build a strong
relationship.
2. We provide professional English promotion services. A combination of high-end equipment and
excellent talents. cross-border e-commerce marketing requires proficient English abilities, an
aspect most Chinese producers fall short on. Our studio can make full use of Kean University and
Wenzhou Kean University students’ advantages in English speaking. And we also have Graphic
design major students to help us better design the product advertising visuals.
3. We provide lower-than-market prices with test withstanding performance. The market price is ￥
3000-5000 per three-minute video, while our services mark down to only half of it.
4. We provide native English endorsement. With more Wenzhou-Kean University professors
entering as business advisors, our presentation quality on the foreign forefront is yielding
promising improvement, empowering us to build finer rapport with international clients.
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FINANCIAL HIGHLIGHTS BY YEAR

MANAGEMENT TEAM
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For the core employees of the company:
The marketing division can bring greater resources and benefits, especially the discovery of new ecommerce partners to the company, escalating the company’s brand, serving as a benchmark for
future development.
In addition, the video team and copywriting team included in the advertising department are the core
service content and competitive edge of the company. Compared to sales personnel, this division
adds more value to the company’s operation.
Factoring in the comprehensive services provided by each division, the company’s equity allocation
is distributed in a rank as such: Advertisement, Marketing, Sales Personnel. (High to low)
FINANCIAL SUMMARY
Upon initial market penetration, Wenchuang Media expects to have a cash flow of $20,900 after
slightly under year business at year-end closing (2020). After a full year of business in 2021, cash on
hand increases to just under $21,500 and expect to keep on increasing in 2022, 2023 and 2024. After
covering initial and operational costs, Wenchuang Media will continue to become a more profitable
corporation in the years to come.
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THE COMPANY

COMPANY BACKGROUND
Wenchuang media provides English product promotion services, including product promotion via
self-produced videos, advertising graphic design, and Tiktok short video shooting for Chinese
international e-commerce businesses. Wenchuang will be opening in Wenzhou in 2021. The
company will also incorporate employees with experience in the advertising industry and excellent
English-speaking skills. Our company’s pattern is a win-win strategy, as Chinese e-commerce
merchants can receive much more cost-efficient English advertising content, the student talents can
get a great opportunity to practice English and develop social experiences.

PRODUCT DESCRIPTION
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In the early stages, we contacted Chinese manufacturers who used Amazon, Taobao Overseas Edition
and other platforms for overseas sales to accumulate initial advantages, such as discounts on
introductions by acquaintances to attract customers. In the later stage, we gradually specialize our
services, seeking benefits through private, customized team projects.
The company’s core businesses include design and production of all-English product introduction
videos, production of English posters/feedback sheets, and English “Live Commerce”.
The design and production of the English product introduction video needs to be connected with
Chinese e-commerce companies that sell products overseas in advance. There are six steps in total:
1) Negotiate with Chinese e-commerce companies selling overseas. Confirm the production
process, communicate with the merchant brand name, shooting scene (indoor/outdoor), sales
product name, features, price and other attributes, as well as the product content, shooting
duration, and shooting amount that you want to emphasize, sign an agreement and get a
shooting sample product.
2) Draw up a shooting script. According to the information communicated, the English shooting
copy is written. After multiple revisions (at least three rounds, quality assurance is confirmed
to be correct) the native English instructor will modify it, and design the shooting script at the
same time, including the selected angle of the shooting product and the product design with
the background.
3) Translate the shooting copy into Chinese and submit the Chinese and English copy and
shooting script to the e-commerce company for review.
4) Confirm the final shooting script, including selecting the appropriate shooting scene and the
spokesperson who introduced the product, and confirming with the e-commerce company
again.
5) Shoot the product introduction video in English. After confirming with the e-commerce
company that the shooting footage meets the requirements, perform the overall video editing.
If customer is not satisfied with the video shot, the e-commerce company can ask us to shoot
the video again.
6) Send the video to the e-commerce company to end the entire process. We will modify part of
the editing part and rework with video until the e-commerce company is satisfied.
For the Production of English posters/feedback sheets, there are three steps in total:
1) Negotiate with Chinese e-commerce companies selling overseas. Confirm the production
process, merchant brand name, sales product name, features, price and other attributes, as
well as the product content that need to emphasize, the number of words, whether you need to
insert background and beautification, and the amount of text introduction is communicated,
and an agreement is signed.
2) Draw up a text script. According to the information communicated, the English shooting copy
is written. After multiple revisions (at least three rounds, quality assurance is confirmed to be
correct) the native English instructors will modify the copy, translate the copy into Chinese,
and simultaneously make the Chinese and English copy and art production. Then we will
submit it to the e-commerce company for review. If not satisfied with the writing, the
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company can modify some parts and we will rework until the company is satisfied.
3) Art production. Our service ends only on the satisfaction of our customers.
EXAMPLE VIDEO
2021-g lass-1
EN G -C N sub title.m p 4

THE MARKET
INDUSTRY ANALYSIS & TARGET MARKET
In China, the cross-border e-commerce has risen as an ever-booming industry, a dive into its
profitability drivers yields four main results: First, the liberalization and facilitation of international
trade; second, the development of China’s traditional international trading has plateaued; third, the
rising demand of international trade with the boom of e-commerce platform; fourth, the government
has introduced a series of supportive policies. From 2016 to 2020, the import and export of China’s
cross-border e-commerce industry has continuously maintained rapid growth of more than 15%,
while the number of Chinese cross-border e-commerce sellers accounts for 40% of the number of
global sellers. Domestically, cross-border e-commerce has become a new growth point. An
increasing number of platforms have discovered the dividends of overseas marketing, and each
platform is preparing for the arrival of the era of cross-border e-commerce. At this stage, the main
content of our team is to design and produce English advertising videos and live streaming services
for Chinese companies to expand their market on foreign e-commerce platforms.
The high-speed online buying and selling have revived the brick-and-mortar retail sector, which is
experiencing a major drop in sales due to the pandemic. Lockdowns in major cities have brought
about significant change to the original business model and consumer behavior. From food, clothes,
pets, to cars and houses, Chinese consumers are also increasingly accustomed to placing orders under
the impact of online live streams. Live streaming with goods has become a trend during the
pandemic, contributing largely to the challenging economy. Data show that in 2020, the user scale of
domestic online live broadcast in China is expected to increase to 526 million people, and the scale of
live e-commerce sales will reach 916 billion yuan, accounting for about 8.7% of the domestic online
retail total --- the model of “live with goods” has reached a trillion-yuan market in China. Many
foreign netizens have also seen the great business opportunities in live-streaming and shown their
amazement and envy of this immersive shopping experience.
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CURRENT ALTERNATIVES AND COMPETITION
In China, “live streaming” as the main form of sales is on the rise. However, in Europe and North
America, the “live streaming” e-commerce marketing method is still in its infancy, seeing enormous
growth potential. Even multinational tycoons are still catching up with the Chinese: Amazon.com,
one of the world’s largest e-commerce platforms, launched its real-time streaming shopping platform
Amazon Live last year, and overseas social media giants Facebook and Instagram are also testing
their own live servers.
The biggest challenge for Chinese enterprises’ adaptation for cross-border e-commerce is the
shortage of English content, ads, subtitles, live streams, etc, creating a huge unexplored market for
full English content producers. Thus, as students at Wenzhou Kean University, China’s largest Sinoforeign university, we ought to seize the opportunity by harnessing our bilingual talents. Working
with foreign professors allows us to think and see things from the perspective of a foreign culture.
Our language abilities make us stand out and meet the market demand.
MARKETING & SALES
MARKETING PLAN
Focusing on the cross-border e-commerce market, we provide English language product promotion
services for Chinese exporting e-commerce companies. Our team can better investigate and study the
technology, market, customers, and competitors; our analytics crew can pick up the newest trend,
providing timely feedback on the e-commerce service. Meanwhile, we will continue to improve our
live streaming service by working with native English-speaking professors to ensure the quality of
our service.
SALES PLAN
Our team practices a distinctive division of labor, easing the management process. We focus on
providing services with our unique characteristics, to increase customer stickiness.
THE ORGANIZATION
KEY PERSONNEL
To maintain control and resource allocation, the founder owns 50% of the company's equity. In
addition, for the core employees of the company: The marketing division can bring greater resources
and benefits, especially the discovery of new e-commerce partners to the company, escalating the
company’s brand, serving as a benchmark for future development. In addition, the video team and
copywriting team included in the advertising department are the core service content and competitive
edge of the company. Compared to sales personnel, this division adds more value to the company’s
operation. Factoring in the comprehensive services provided by each division, the company’s equity
allocation is distributed in a rank as such: Advertisement, Marketing, Sales Personnel. (High to low)
TEAM INCENTIVE
The mechanism is divided into an equity incentive system and a bonus incentive system. The equity
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incentive system, 10% of the equity is used to attract talents, to help the company's transformation
and development, and to formulate better development goals. The company's project supervising
team will receive project bonuses at the end of each year according to the completion status of the
project; if the live delivery team completes the target sales or the target number of active customers,
they will receive additional bonuses (based on 30% of the total live broadcast amount of the ecommerce party).
OPERATIONS
LOCATIONS & FACILITIES
The Wenchuang Media team was founded at Wenzhou Kan University and currently consists of 7
management team members, 15 middle-level managers, and 35 members majoring in English,
Marketing and Graphics Design. In addition, we are supported by native English speaking professors
and top-tier shooting and editing equipment.
EQUIPMENT
Wenchuang has a total of ￥200,000 worth of equipment, including RS2 stabilizer, Sirui 4214 tripod
+ V15 head, South Light forza60B constant light, EOS R5 EOS R camera etc. We specialize in
depicting the details of the goods to demonstrate the products’ finest qualities.
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KEY METRICS
The most important indicator that Wenchuang Media will track will be the monthly order acceptance
rate. Our performance evaluation metrics focus on quality rather than quantity, and need to be
differentiated according to business division of labor. The KPI indicators consists of 5 elements:
number, conversion rate, visit depth, unit price, and linkage rate; the KPI indicators of personnel
responsible for promotion include new visitor number, new customer cost, bounce rate, and ROI; the
KPI indicators of personnel responsible for activity planning include click rate, conversion rate, and
ROI of promotion activities; the KPI indicators of data analysis personnel include report accuracy
rate, report timeliness rate, demand satisfaction rate, number of reports, and complaint rate. KPI
indicators for data analysts include report accuracy rate, report timeliness rate, demand satisfaction
rate, number of reports, complaint rate, etc.
FINANCIAL PLAN
KEY ASSUMPTIONS
The values in this forecast are based on several variables. The first variable is the average quote per
order, we receive varying quotes from different manufacturers and then calculate the average based
on the month. The second variable is the average number of orders received per month, as the
organization continues to develop (more members) and the updating of equipment, the number of
orders we can handle at the same time increases. With these figures, Wenchuang Media expects to
close each year with an increase in revenue of about 30%.
REVENUE BY YEAR
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EXPENSES BY YEAR

NET PROFIT (OR LOSS) BY YEAR
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FINANCING
USE OF FUNDS
Before Wenchuang Media started, it attracted a total investment of 1 million RMB. The loan
will help pay salaries and purchase equipment for filming in the first few months. The
investment will also help cover preliminary operation costs once the company begins to earn its
own revenue. Since Wenchuang Media works on campus, we do not have to cover any financial
costs such as rent, utilities, etc. The 1 million RMB will eventually help expand Wenchuang’s
business in the coming years.
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BALANCE SHEET
PROJECTED BALANCE SHEET

15

Wenchuang Media
STATEMENTS
PROJECTED INCOME STATEMENT

.

Wenchuang Media

CASH FLOW
PROJECTED CASH FLOW STATEMENT
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