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TarceT custTomer

e Teenage students between 18 to 25 years old who are instagram users

PLIFrPOSe

e Promote the Justfont’s fonts to the costomer that are age between 18 to 25.

Paln POINTS

e Most college students don’t know the company “Justfont”.
e Justfont not often use Instagram to promote.



PromoTion memtTHoOD

By designing special effects of instagram's time-limited dynamic (story) and to
provide it on instagram which users are around 18 to 25 years old.

Q” “\



WHY we CHOOSe INSTaGlram?

The people who use Instagram are e Instagram is a popular social media.
between 18-34 years old, and people of
these ages also happen to be our target

TOP 15 MOST POPULAR

audience. SOCIAL NETWORKS

Distribution of Instagram users worldwide as of January 2020, by age and gender T e /R R Y
facebook
O Youlube
i
s 554
vy
© stogpam.
10% Google+
o
o I
£} snapchat m
5%
Pt
®
veel
0% 23%
18-17 18-24 2534 35-44 4554 55-64 65+ @ vechat
tumbir.

@ Female @ Male

Sources Additional Information
We Are S Rl Uiney Worldwide: Dat i




TIiMe-LimiTebD DYNamiC CHaracCTerisTICS

The publicity effect can be achieved in 15 seconds, in line with the characteristics

of modern people using social media.
Interactive function with customer groups.

PRESENARfER B

88.6% 84.3% 82.6% 78.3%

79.3%

67.8%
49.0%
44.5% 5
36.6% po-2% 3139%
19.0% 23.8%
| 198 T 20-295 30-39% 40-49% 50l L

BEREDE = FGEREDE = HuE

BASE : 2825355 N=1478

3 |
BREKE . almERmISHERR Sep. 2018

The usage rate of instagram's time-limited dynamic



SWOT ANalLyYze

STrenGTHS

weaKnesses

EaAQSY TO use
HIGH SPreabD aBILITIY
HIGH usagGce

users miss THe POINT easiLy
users may ForgeT QUICKLY
HarD TO Broaben custTomer

Has LINK FOr cCoOoNnNecCcT TO Base
OFFICal accounT
OoPPOTUNITIES THreaTs

MoOre marrKkeTinGg
oPPOTUNITIES
HaS TransnaTionau marKeTs

Many aLTernaTives
Mand compPeTITOrsS




‘XPeCTeD rRewarD

Increase Impression
Expand Customer Group
Reach More People

Get More Interest

—

Businesses

e
O 3\=0OJ
O/=\

ﬂ\

are Using Instagram

An Estimated

= 71%

of US Businesses

use Instagram.
(Mention, 2018)

71% of US Buisinessare are using Instagram




ACTU Al EXeCUTION

Using spark ar to creat filter Using social media to promote filter
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The number of times our effects that have been displayed on screen total : 2.6 k
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‘ITLI re ForecasT

We hope after so much effort we devoted to this project,

the project would successfully helps those who has requirement of using new
chinese font.

It is our goal to build an environment with proper chinese font on every students
and employee’s reports.



‘ITLI re ForecasT

e \We estimate the number of viewers of our effects could reach at least 50
thousands in the next month.

(based on the effects have no timeliness and could be share one by one in
easily)

e \We hope Justfont’s Instagram account can increase 500 followers in a month.
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Hannah Holcomb F08248202

The project for this class was really challenging but educational. The competition is was exciting to almost
be a part of. | have entered competitions before and, but they specifically related to fashion in some way, but
these topics were challenging since they were in other fields. I think my favorite aspect of the project was
the fact that it was limited to the competition, which | knew the winners and their proposal after the
competition so I could compare ideas. Marketing to me is always learning, always trying to do and be the
best at understanding people and reaching them in some way. This project forced me to work with other
people too, which my other competitions did not require a team. My biggest take away from this project was
working with people.

Prior to arriving in Taiwan my goals were to have the ability to work abroad the United States. The choice
was very personal as the goal was to bring two parts of myself together, the American culture | was brought
up in and the Asian heritage that | was born with but never had the opportunity to explore. Placing myself in
this environment | was nervous about which part of myself | was able to introduce and work with. The time
spent on this project and the time spent working with my teammates, it was very interesting to see the
comparison of group work. In the U.S. there are people who share every duty, not one person is set for a
duty and here with this group and others, | saw the difference. The teams | worked with all had their own
designated jobs, some jobs significantly less work than others, but that was their contribution. I enjoyed
learning from my groups and working with this team.

Fi=3 407222627
iﬁi S B RPN ByROB M 0 R R Ok - Bk S B e g ERE RGO I
Mo 1718 @ g% o & F 54 Surveycake (hi 87— AP B E 0 2 frﬂ—‘ﬂ & T B
ﬁﬁffsi‘wzﬁfw # fef AB i*%zrpai\ PR (I E T I BILE > ARG G T
PFEL o - A B TEREfI AT SRS o
SEW ST s g - - M&; ATCC # + B 2550 P B30} fdm EPERR 38+ L g
V- BN RERS 0 GRHL o AEBERY AR AT PRSI ETEL L > FLEE
AE - B REEIES - AR AR E S e R AR ST ELoEE
BB E St s 2 Gnbr Y o B RE LA - AL T HFHARRI - B EY
We  FlakwoB2R AR < IR B DLARGVEE CEAP AL BRAR- B
2P i e A A GEI IS S e 2

¥ AP 407222029

This semester, the teacher asked us to join a competition called ATCC. It is National Taiwan competition.
Although in my opinion the competition will help out future but I think this competition is a little bit too
hard for ourselves because it is a professional competition and also our group is from the same department
while the other group consist of several people from many departments. Although our group did not pass the
audition, I learn many things from this class. Instead of learning theory that we don’t really understand. |
learn about teamwork and how to analyze a case problem and solve the problem from the activities that the
teacher gave to us. | hope this class will be better and useful for other student in the future.
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According to the statistics of the Tourism Bureau of the Ministry of Transport, the
annual growth rate of foreigners visiting Taiwan in 2019 was estimated to be 12.22%.
The annual growth rates of the visitors from Oceania, Europe and America was 14.51%,
11.39% and 5.13% respectively. From the data an annual increase of foreign tourists to
Taiwan is not easily dismissed. Buying habits from the desire for faster and convenient
services has increased the demand for more convenient and efficient services for
consumers. Transportation services for example has shifted in consumer behavior, taxi
services, has seen reduced uses with innovative transportation companies like Uber and

Lyft.

Efficiency, speed, and safety concerns are common basic needs for foreign
visitors throughout the world. Transportation services like taxi’s, Uber, Lyft are common
use among people who need to be somewhere with no mode of transportation themselves.
In the situation of the foreign visitors they are needing transportation the most when
trying to get around during their visit. Assuming and understanding the need of most
foreigners are hotels, Twe decided to link the two services to better improve the safety

concerns travelers have in a new environment.

Process and Execution

The process of our proposal required us to investigate hotels and their guests, as
well as foreign travelers. The investigation had Twe survey hotels and foreign students to
better understand the need and desire for a customized taxi service used at hotels. The
questions in the hotel survey focused on safety, convenience market and customer group.

The survey results would allow Twe to also understanding the willingness to cooperate
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with a transportation service, and what kind, a taxi or Uber. Understanding the hotel’s
point of view is important for the demand from a supplier, however Twe decided that
investigating the demand from consumers was important as well so the group decided on
another survey, one used on foreign students at Fu Jen Catholic University. The two
questionnaires allow us to analyze the market willingness from the perspective of both

the consumer and supplier i.e. hotels.

The customization of the driver and preference of the transportation service would
be executed through SurveyCake. SurveyCake has the data storage and affordability, new
and long-standing hotels can use to better serve their guests. Executing our proposal took
the process into hand. The group decided to investigate popular areas in Taiwan that
many foreigners would encounter, places like the airport. Due to the time constraint of
the proposal we asked hostels for faster replies and foreign people easily accessible to us,
the foreign students at Fu Jen Catholic University. The questionnaires’ results are later

analyzed to discover the need and plausibility of the proposal.

Survey Questions

The questions for the hotel was made first because the hostels’ response to Twe’s request
of a response, was less predictable than those of the students. The number of times the
hotel questionnaire was opened was 22 and the number of responses were four. The

following questions were asked:

QUESTIONS PURPOSE
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Where is your hotel located?

This is meant to be able to understand in which
regions our data from hotels are from.

What is the average age of guests?

This is to understand the hotels’ customer and
identify the customer’s needs and wants later.

Do you believe you have more
female than male guests?

This question is to better understand the customers
as well to focus on average concern for safety
during travel.

Do your guests travel alone or in a
group?
e Ifinagroup, how many
people in the group on
average?

These questions are still targeted into a deeper
understanding of the hotels’ customers. Guests may
be less concerned with safety when they travel in a

group.

How often do you have the same
guests?

Knowledge of the number of frequent guests is
helpful to figure out incentives during the
proposal.

Which service does your hotel
recommend for guests to use when
they need to travel?

Very helpful in figuring out the popularity of which
services the hotels use.

What is the time most guests travel?

This is to better understand the safety needs guests
may have. Ex. night versus during the middle of the
day.

Where do your guests travel to the
most?

This question is to aid in understanding the demand
of travel in their area. If the area is in high demand
for traveling services or not.

Where are your guests from?

Getting a ratio of how many guests are
international or local businessmen.

Does your hotel offer a personal
travel service available for your
guests? Ex. a shuttle.

Data on the reliance that hotels use on travel
Services.

How many guest reservations would
you say you have a month?

Attaining data on the average customers and
comparing those numbers with guests who need to
travel.

What are the peak times for
reservations?

Averaging out the time in which a survey may be in
the most use.
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How often do guests book through
the hotel vs. a third party?
o Ex. Expedia, hotwire

Most guests who book to the hotel directly will ask
the staff more questions than those who often use
other resources.

How is your hotel ranked?

Higher stars in a hotel will mean they may provide
more services and their guests expect more services
available.

What is the average cost to stay at
your hotel?

e During peak times

e During the slow months

Cost can be connected to how much a guest is
willing to spend during their stay at the hotel.

How many miles on average do
guests travel while staying at your
hotel?

Knowing the mileage of guests traveling will assist
in providing accurate analysis on the need and
desire for travel services.

Do you provide your guests with a
survey at the end of their stay?
o If yes, how often are they
used?

Knowledge on finding out if a hotel provides
surveys for customer service and how often it is
used.

Does your hotel provide free wifi?

If they provide free wifi, to open the wifi they
could take the survey for understanding their travel
needs during their stay.

Did you enjoy this survey layout?

e Would you recommend using
this survey engine to others?

Since we are using Surveycake for collecting data,
it is important to know if the hotels would use it
themselves.

Is there anything you would change
about this survey engine?

Good to know what improvements and complaints
hotel users would have when providing the survey
to their guests.
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The consumers questioned were students studying abroad at Fu Jen Catholic University
(FJCU). SurveyCake was also used to ask the following questions:

QUESTIONS

PURPOSE

How long in Taiwan have you stayed or will stay?

The longer a person is in one place, the longer
time they have in finding other resources.

When you arrived in Taiwan were you alone?

Increase in safety concerns will arise if they are
alone.

Are you male or female?

Understanding the gender ratio of consumers.

What transportation service did you use when you
landed?
e Why did you choose that service/company
vs. others?

Understanding what a foreigners’ first choice is
when needing to travel to their second
destination.

Was safety ever a concern during your time in
Taiwan (aside from the COVID-19)?

Understanding the safety concern for people.

Now that you have been to Taiwan, what is your
preferred use of transportation if bus, and MRT is
not an option?

Collect data on what consumers usually use. For
example, taxi’s, Uber etc.

Where are you from?

Analysis will better be evaluated when
understanding the consumers’ origins. Different
cultures have different thought processes.

Did you ever stay at a hotel in Taiwan?
o If yes, where was it located?

Most of the time they answer will be yes,
however the location of the hotels will help
identify the needs for transportation services.

How do you book hotels (through the hotel or a
hotel booking service)?

This data may be different from hotels as hotels
are used by locals.

Did you enjoy this survey layout?
e Would you recommend using this survey
engine to others?

Since we are using Surveycake for collecting
data, it is important to know if the consumers
would use it themselves.

Is there anything you would change about this
survey engine?

Good to know what improvements and
complaints from the consumers using
Surveycake

Would you stay at a hotel with no wifi?

This data can be used to determine how
important wifi is to consumers and the effects it
will have on hotels with no wifi service.
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The Survey Results
Hotel Responses

The hotels questioned are three-star hotels. Two of _—
(e 4(100%)

the hotels questioned was located in central Taiwan whereas
only one response was from the North and another from the e
South. According to the data 75% of hotel guests were 1(25%)
between the age of 18 — 26 and the remaining were 26 — 35. B

The ratio of female to male guests were even, however of

those same guests, 75% traveled alone. The 25% of guests

who traveled together did so in a group of one to four Hfth

people. Repetitive stays were all within over six months.
Figure 1: Results to "Where

Guests who stayed at the hotel all used free wifi, meals and are your guests from "

a free bike or scooter.

Figure one explains that most travelers are Asian, with fewer than expected
travelers from the United States and Europe. According to the hotel about half of the
guests made reservations directly to the hotel. As most universities in Asia begin and end
their summers in the months of July and September, the results shown could be a possible
connection from United States and European young travelers and students’ lack of travel

to Taiwan.

The demographic that this proposal would then need to meet the consumer
behavior of Asian foreigners to Taiwan. The miles traveled of guests was approximately
one to six kilometers. From the response of the hotels, each hotel said their guest almost

ever completes a survey of the hotel after their stay. The solution to this would be an
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enticing enough incentive for guests to complete a survey of any kind. Not a single hotel
offered a personal transportation service like a shuttle even though the peak time for
travel was July through September. The questionnaire had some topics about financial
costs and standings of the hotel and their guests which hotels were not comfortable
disclosing. The survey itself was successful in understanding that hotels did enjoy using

SurveyCake and would recommend others to use the survey engine.

Consumer Responses

The consumer responses were asked the same time of the hotels, the data that
Taiwan had more Asian foreigners was not yet disclosed. The questions and target market

at the beginning of the proposal was believed to be American and European. At FICU 26

ZEBE RERH i people answered the
Feeling comfortable 11 42 3% . .
questionnaire many of
Bl Cheaper 8 30.7%
Others 4 15 3% which were women.
Feeling safe 3 11.5%

73% people who
Figure 2: Results to "Why did you choose that service/company vs. others?"
answered the survey
were Asian, 15.3% European and 3.8% American. The respondents surprising had said
they had stayed in Taiwan less than a month. The questionnaires had about the same ratio
of arriving in Taiwan alone verse in a group or with another person. Majority of people
when landing in Taiwan choose to use the MRT verse Uber or a taxi, Figure 2 shows why

they choose that service/company. When asked about if safety was a concern for during

their time in Taiwan, dismissing the current pandemic, over 50% of people said yes.
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The survey continued, asking the foreigners of their travels in Taiwan and the
survey. 88.4% said they had stayed at a hotel in the country before and almost all the
locations were located near popular tourist attractions and modes of modes of
transportation (airports and MRT stations). Every respondent said the hotel must have
wifi, or they would not stay at the hotel/hostel. The connection to this data is every hotel
offers hotel to their guests. Unlike the response from hotels though, many of the
foreigners chose to book their hostel via a booking service. When questioned about the
survey engine approximately 80% of people enjoyed the layout and would recommend

the survey engine to others, with a few changes to the layout.

The Conclusion

SurveyCake is easy to use and helpful in collecting data for customer service
industries like hotels. The layout of the engine is simple, and with the customizable
options, the consumers and the service suppliers would be able to fix any layout
displeasures. The company, 25 Sprouts, is small enough for personalized care for the
service suppliers and would be an affordable tool to use. Other survey engines like
Google Questions, or Monster, are limited in their users. They respondents of the above
engines would require users to have Google Mail (gmail) and may not be accessible

outside of their region.

People throughout the world when traveling are concerned for their safety in a
new environment, for women specially, this statement may be truer. As every consumer

is adjusting and wanting faster and more convenient services from customer service
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suppliers, the ability to customize an already in demand service like transportation, is
alluring. For the sake of this proposal and limited time and resources Taiwan’s foreigners
were targeted. The foreigners were represented by young adults attending college with
highest probability of traveling. Young women are susceptible to being targets of
dangerous situations like kidnapping or worse. The options of being safe and comfortable
is hard dismiss. SurveyCake can be that business to use for industries like hotels, to

answer safety and comfort concerns.

10



Brand Marketing - 25 sprouts (survey cake)

Purpose

According to the statistics of the Tourism Bureau of the Ministry of Transport, the annual growth
rate of foreigners visiting Taiwan in 2019 will be 12.22%, while the annual growth rates of the
visitors from Oceania, Europe and America will be 14.51%, 11.39% and 5.13% respectively.
From these data, foreign tourists to Taiwan are increasing year by year, and the demand for
more convenient services and accommodation has also greatly increased. Especially for the
transportation "taxi", we want to use the Youth hostels and hotels make an analysis, for
example, which country does the foreign tourists come from? What is the peak season in this
area? Among many other issues, by collecting actual questionnaire data from hoteliers, we
analyzed whether foreign tourists visiting Taiwan thought that if they could provide a safer and
more convenient taxi service, they would increase their motivation and convenience for travel.

Process
1. Find out the objects we want to investigate (homestay, restaurant, hotel, etc.)
2. make a series of questionnaires (safety, convenience, market, customer group, etc.)

3. Sending the questionnaire to a hotel that willing to cooperate with us, help us to understand
the hotel 's willingness to cooperate with a taxi or uber

4. Make another questionnaire for consumers (degree of willingness, market customer group,
etc.)

5. Finally, two questionnaires are used to analyze (market willingness, Improve the plan,
strengthen the direction, etc.)

Execution

1. Find out who we want to investigate

A. Use the guesthouse as the main survey object, it is expected to find two in each of North,
Central and South to do the survey.

B.

2. Make a series of questionnaires for hoteliers



A. Using “Survey Cake” as the questionnaire and list about ten questions, mainly focusing on
safety and convenience.

3. Send the questionnaire to hotels that willing to cooperate with us to investigate, which is
helpful to understand the hotel's willingness to cooperate with taxi or uber

A. We hope we can get a reply within the time limit. If we don’t get a reply, | will follow up to the
other homestay surveys to get enough data for analysis.

4. Make another questionnaire for consumers

A. Mainly for foreign students who study abroad, they may look for survey objects on campus,
or areas where foreigners often appear, business districts, etc.

B. People who travel domestically can also be surveyed.

5. Finally, two questionnaires are used to analyze

A. Analyze and combine two questionnaires to understand whether this proposal is possible and
then discuss whether other countries will need this service if it is possible in Taiwan.

Questions
Hotel - 25-30 questions

2. Where is your hotel located?

3. What is the average age of your
guests?

4. Do you believe you have more
female or male guests

5. Do your guests travel alone or in a
group

6. How often do you have the same
guests




10.
11.

12.
13.

14.

15.

16.

17.

18.

Which service does your hotel
recommend for guests inquiring to
travel?

What is the time most guests
travel?

Where do your guests travel to the
most?

Where are your guests from?

Do you have a personal service
option available for your guests?
Is your hotel easily locatable?
How many guests (reservations)
would you say you have a month?
What are the peak times for
reservations?

How often do guests book through
the hotel vs. a third party (expedia,
hotwire)?

How many stars is your hotel?
What is the average cost to stay at
your hotel?

How many miles on average does
a guest need to travel?




19.
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INtro

* The annual growth rate of foreigners visiting Taiwan in 2019 was
estimated to 12.22%.

« The demand for more convenient services and accommodations
has increased.




INtro

» Taxi’s, Uber, Lyft are common needs.

» Assuming and understanding the need of most foreigners are
hotels.

e @ L




INtro

e Link the two services to better improve the safety concerns
travelers have in a new environment.
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Process and Execution

* Investigated in hotels and foreign students.

» Hotel survey focused on safety, convenience market and customer
group.

» Understanding the willingness to cooperate with a transportation
service, a taxi or Uber.

* The two questionnaires allow us to analyze the market willingness
from the perspective of both the consumer and supplier.



Process and Execution

* The customization of the driver and preference of the
transportation service would be executed through SurveyCake.

N7 SurveyCake
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Survey Questions



Survey Question - Supplier

+

QUESTIONS

PURPOSE

Where is your hotel located?

This is meant to be able to understand in which
regions our data from hotels are from.

How many guest reservations would
you say you have a month?

Attaining data on the average customers and
comparing those numbers with guests who need to
travel.

What is the average age of guests?

This is to understand the hotels’ customer and
identify the customer’s needs and wants later.

Do you believe you have more
female than male guests?

This guestion is to better understand the customers
well to focus on average concern for safety
during travel.

What are the peak times for Averaging out the time in which a survey may be in
reservations? the most use.
How often do guests book through | Most guests who book to the hotel directly will ask

the hotel vs. a third party?
+ Ex. Expedia, hotwire

the staff more guestions than those who often use
other resources.

Do your guests travel alone or in a

These questions are still targeted into a deeper

How is your hotel ranked?

Higher stars in a hotel will mean they may provide
more services and their guests expect more services
available.

?
group?t understanding of the hotels’ customers. Guests may
+ Ifin a group, how many . .
: be less concerned with safety when they travel in a

people in the group on

average” group.
How often do you have the same Knowledge of the number of frequent guests is
guests? helpful to figure out incentives during the proposal.

What is the average cost to stay at
your hotel?

» During peak times

» During the slow months

Cost can be connected to how much a guest is
willing to spend during their stay at the hotel.

Which service does your hotel
recommend for guests to use when
they need to travel?

Very helpful in figuring out the popularity of which
services the hotels use.

How many miles on average do
guests travel while staying at your
hotel?

Knowing the mileage of guests traveling will assist
in providing accurate analysis on the need and
desire for travel services.

What is the time most guests
travel?

This is to better understand the safety needs guests
may have. Ex. night versus during the middle of the

day.

Do you provide your guests with a
survey at the end of their stay?
» If yes, how often are they
used?

Knowledge on finding out if a hotel provides
surveys for customer service and how often it is
used.

Where do your guests travel to the
most?

This question is to aid in understanding the demand
of travel in their area. If the area is in high demand
for traveling services or not.

Does your hotel provide free wifi?

If they provide free wifi, to open the wifi they could
take the survey for understanding their travel needs
during their stay.

Where are your guests from?

Getting a ratio of how many guests are international
or local businessmen.

Did you enjoy this survey layout?
*  Would you recommend
using this survey engine to
others?

Since we are using Suryeycake for collecting data,
it is important to know if the hotels would use it
themselves.

Does your hotel offer a personal
travel service available for your
guests? Ex. a shuttle.

Data on the reliance that hotels use on travel
services.

Is there anything you would change
about this survey engine?

Good to know what improvements and complaints
hotel users would have when providing the survey
to their guests.




Survey Question - Consumer

QUESTIONS

PURPOSE

How long in Taiwan have you stayed or will

The longer a person is in one place, the longer
time they have in finding other resources.

When you arrived in Taiwan were you alone?

Increase in safety concerns will arise if they
are alone.

Are you male or female?

Understanding the gender ratio of consumers.

What transportation service did you use when
you landed?
+  Why did you choose that
service/company vs. others?

Und: ding what a foreigners’ first choice
is when needing to travel to their second
destination.

Was safety ever a concern during your time in
Taiwan (aside from the COVID-19)?

Und .

the safety

for people.

Now that you have been to Taiwan, what is
your preferred use of transportation if bus,
and MRT is not an option?

Collect data on what consumers usually use.
For example, taxi’s, Uber etc.

Where are you from?

Analysis will better be evaluated when
understanding the consumers” origins.
Different cultures have different thought
processes.

Did you ever stay at a hotel in Taiwan?
« If yes, where was it located?

Most of the time they answer will be yes,
however the location of the hotels will help
identify the needs for transportation services.

How do you book hotels (through the hotel or
a hotel booking service)?

This data may be different from hotels as
hotels are used by locals.

Did you enjoy this survey layout?
+  Would you recommend using this
survey engine to others?

Since we are using Surveyeake for collecting
data, it is important to know if the consumers
would use it themselves.

Is there anything you would change about this
survey engine?

Good to know what improvements and
complaints from the consumers using
Surveycake

Would you stay at a hotel with no wifi?

This data can be used to determine how
imp wifl is to cc and the effects
it will have on hotels with no wifi service.
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The Survey Results

» 75% of hotel guests were between the age of 18 — 26 and the
remaining were 26 — 35.

» 75% traveled alone. The 25% of guests who traveled together.

« All stay within over six months. ws 5
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The Survey Results

* Most travelers are Asian, with fewer than expected travelers from
the United States and Europe.

« About half of the guests made reservations directly to the hotel.
* Not a single hotel offered a personal transportation service.

 Hotels did enjoy using SurveyCake and would recommend others
to use the survey engine.
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Feeling comfortable 11 42 3%

B Cheaper ).79
Others 4 15.3%
Feeling safe 3 11.5%

« 88.4% said they had stayed at a hotel were located near popular
tourist attractions and modes of transportation.

« Many of the foreigners chose to book their hostel via a booking
service.

* 80% of people enjoyed the layout and would recommend the
survey engine to others.






The Conclusion

SurveyCake is...
« Easy to use.

* Helpful in collecting data. —
P g E‘m g '''''' Z\

* The layout of the engine is

E-mail

BB AN

simple and customizable.



The Conclusion

The company’s advantage...

« Small enough for personalized care for the service suppliers and
would be an affordable tool to use.

» Other survey engines are limited in their users. They respondents
of the above engines would require users to have Google Mail and
may not be accessible outside of their region.

25sprout



The Conclusion

« Safety in a new environment, for women specially.

« Wanting faster and more convenient services from customer
service suppliers.

* The ability to customize an already in demand service like
transportation, is alluring.

« SurveyCake can be that business to use for industries like hotels,
to answer safety and comfort concerns.



Thank You
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ABOUT

Huaxin Machinery Industry Company was founded in 1992 as a manufacturer of
precision machinery, specializing in coating, drying and laminating process
technology. With a high=quality design and manufacturing team, they have the ability
to provide the latest market analysis,providing immediate and comprehensive
professional services.

In recent years, it has strengthened its research and development capabilities with a
more poSitive attitude from the perspective of extending market demand.



Optical film, Automotive/aerospace, Construction,
Industrial tapes and packaging materials, Personal hygiene
and medical equipment, Textile dyeing and finishing and
ready=made clothing, Artificial leather and shoe materials




APPLIED FIELD

Tape Industry Hygiene Office Supplies

Construction Textile&Clothing

Automobile Leather







The customer=oriented equipment manufacturing
capabilities and excellent after=sales service have

won the recognition and trust of international

manufacturers.



- Corporation

Quality policy:

They take integrity as the principle of doing N #oEf \
things, take seriousness as their working attitude, S )
take innovation as the development geal, take |
service as the corporate mission. \ CROWN ™\ /
Their advantage: \ ' , |

Super=customized core technology provides their

cuStomers with total solutions.



BUSINESS VISIT

2020/04/08
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Equipment

LOGITECH

MX CEFA
VERTICAL BSRAAR

APUTURE




e AL=MX will be more flexible when creating different
lighting effect

e AL=MX is more powerful than any other light of its size. It
packs 128 SMD LED bulbs into a credit card=sized panel.

e AL=-MX features a 5=step adjustable color temperature
ranging from 2800=6500K.




This lens is well=suited for commercial

The 28=70mm range is great for
photography and the wide end of the

photographing people and it is ideal

range is ready to capture exterior
for portraits, events, and even Some

architecture and larger interior spaces,

Sports. countrysides, medium and large

products.







CERTIFICATE OF PARTICIPATION

This is presented to

YI AN CHEN

for her contributions to the
CROWN MACHINERY BUSINESS-TO-BUSINESS VIDEO MARKETING COMPETITION
2020, Fu Jen Catholic University, Taiwan

Clonclon Y&w@, ' aé& £l

CHUN CHI YANG : CHIA YU CHUANG

Department of Business Crown Machinery
Administration Chair President




THANKS FOR LISTENING
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