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Executive Summary 
 

Mission statement 
The mission of our business is to satisfy the needs of Swedish “otaku” (Japanese pop culture geeks) from many 
aspects. This means that we will deliver products, service, and contents of “infotainment” to them through our 
web space. 

Company goals and objectives 
The first goal of our company is to establish a solid position as the best Swedish website of Japanese popular 
culture. After that, we would like to expand our business outside Sweden too. 
We do not intend to receive any investments from third parties or exit our business by selling the company or 
by IPO, because we would like to make this as our lifework and make it truly satisfying both to ourselves and 
to customers. 

Business philosophy 
“To create an awesome space for otaku and have fun together” 

Product/ Service 
We are going to create a web space about Japanese popular culture which contains three functions 
(infotainment contents, a web shop, service). We will generate revenues from sales, commission fees and 
advertisements. 

Target market 
The main target segment is Swedish people who are interested in Japan, especially its popular culture related to 
computer, games, anime, manga, “cosplay” etc. They are people from 13 to 40 years old that live in Sweden. 

Industry 
The main industries that our business will belong to are E-commerce, retail, contents and game industries. 

Company’s competencies  
We have two competencies. First, our website will give visitors several different values at the same time which 
no other rival does, so we will be able to establish a unique position in the market. Second, since we know 
Sweden and Japan well, we are able to conduct business in an efficient and effective way to achieve the goal. 

Legal form of ownership 
LLP (Limited Liability Partnership) that is based in Japan with two members. 
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Reflection cover 
 

Background information- Why I became interested in entrepreneurship  
Through my entire life, I had been interested in business and had thought that I wanted to be a business 

woman. However, I was not a type of a creative person that comes up with new ideas and takes action 

immediately. I am rather better at obeying authority and accomplish tasks assigned to me. Since education 

in Japan focuses on letting students memorize things rather than think or state their opinion, I feel that it 

eventually made me passive all the time. 
 

In 2007, I came to Sweden for the first time and realized that there is a huge gap between Sweden in Japan. I 

felt that Japan should definitely learn from Sweden to be more innovative, creative and rational and try new 

things. Japan is good at improving something that already exist but not good at creating something new, and I 

definitely thought that it is one of the reasons that Japan's economy has been declining. 
 

Then I thought that both Japan and I need creativity to think out of the box and make something new. Since 

I was majoring in economics, one of the things I became interested in was entrepreneurship: a creative and 

innovative economic activity to deliver new values to the market. 
 

Japan is not an entrepreneur-friendly country and starting companies is not considered to be as good as 

working at a well-established large company because people are afraid of taking risks. Though this is not 

academically proven, I think that the prevalence of nascent entrepreneurship is even 

lower than Nordic countries, or USA- needless to say1. That is why I thought that entrepreneurship is all the 

more important and interesting both for me and for Japan. 

 
I got to know about this MIEBD program at BTH that focuses on innovation and entrepreneurship. I was 

especially fascinated by the process of entrepreneurship that finds opportunity in market and combines 

resources in a different way to create new values exactly like Eckhardt and Shane says2. This is the field that I 

should major in so that I could cover up my weakness and make my home country a little more exciting as 

well. 
 

The more I learned about entrepreneurship through the courses in the program, the more I became interested 

in it and felt like trying it out. However, I also thought that it would be beneficial to start my career by 

working for an already existing company and learn how to conduct business, build connections and save 

money before actually taking risks to start up my own company. Luckily

                                                 
1 F Delmar., P Davidsson., ‘Where do they come from? Prevalence and characteristics of nascent entrepreneurs’. 

Entrepreneurship and Regional Development, 12, 1-23. 2000 
2 J T Eckhardt., S Shane., ’Opportunities and Entrepreneurship’, Journal of Management, 29, 333-349. 2003 
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enough, I had got a marketing job offer by a Japanese air-conditioning company in autumn in 2011 and 

made an agreement to start working in Japan from October 2012. 
 
 
Idea suggestion  
When the BP project started in January, I was not sure if I would create my own business plan or co-operate 

with the company that I am supposed to start working after graduation and make a plan for them. I had 

thought that I could develop my entrepreneurship mind in either way. This could be described that I was 

trying to make a choice between “entrepreneurship” and “intrapreneurship”3 (Parker 2011). However, after 

thinking for a week, I decided to pursue my own idea for two 

reasons: First, I thought it would be much more creative and challenging to make my own BP and it can 

improve my entrepreneurial skill more effectively; the second one, which is the main reason, is because of 

my boyfriend. I have been together with a Swedish boyfriend for many years and we have been planning to 

move to Japan together when I start working in Japan. However, we were facing a problem. Japan is 

notorious for the fact that it forms a closed community that does not accept foreigners easily. This meant that 

it would be difficult for my boyfriend to find a job there. Then I came up with an idea to create an original 

business plan which my boyfriend can conduct because he would probably have nothing else to do in Japan 

at least in the beginning. We could call this second reason “a push motivation” by Gelderen van et al. because 

we are in a situation that we had no choice but to become entrepreneurs (2005). 
 

We thought that now is actually the best timing for us to start our own business. I have such a great chance to 

learn from real entrepreneurs at BTH, both my boyfriend and I will finish education quite soon and start a 

new life, nothing has been determined yet for my boyfriend. In that sense, we have nothing to lose and are 

free to take action. I thought we should not miss this opportunity and start our business right away instead of 

just planning, or it would be more and more difficult for us to start. I felt exactly the same as the remark by 

Townsend et al: “while planning may indeed reduce long-term failure rates, at some point, entrepreneurship 

requires action. Specifically, among the entrepreneurs surveyed here, early action, in particular, is strongly 

associated with start-up”4. 

 Of course we were (and still are) anxious if we really can make it, because we have no re- source or 

experience to do our business. As Parker says, this is one of the biggest reasons why en- trepreneurship is 

not as common as intrapreneurship among young people5. However, we thought that starting a business at 

a young age could also be advantageous, because we can cover our weakness (lack of resources) with 

energy and time. Besides, we would not be doomed even if we fail when we are still in the 20’s. 

                                                 
3 S C Parker., ’Intrapreneurship or entrepreneurship?’, Journal of Business Venturing, 26, 19-34. 2011 
4 Townsend, D., Busenitz, L, B, Arthurs, J. D., ’To start or not to start: Outcome and ability expectations in the 
decision to start a new venture’, Journal of Business Venturing, 25, 192-202. 2010. P. 199 
5 S C Parker., Journal of Business Venturing, 26 
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Then it was the time to start thinking what exactly our business would look like. Unconsciously I was 

thinking in a way that could be described as ‘effectuation’ at that time6. I started generating idea by listing 

the things we have or we can because I thought that the more familiar the concept of our business was, the 

easier it would be for us to conduct. I questioned to myself: “What is the thing that we are good at?”; “What 

is the thing that only we can do?” for several days. First I thought that we could do something that connects 

Sweden and Japan and came up with an idea to make a web shop that sells Scandinavian kitchenware, 

tableware etc. for Japanese female customers because I liked those things. However, I was not sure if my 

boyfriend could really be enthusiastic about selling such things in which he is not interested at all. Then I 

realized, “let’s make a business out of my boyfriend’s field…something about Japanese pop culture!” 

 
The more I thought about the “otaku” (geeks specialized in Japanese pop culture) market, the more I felt that 

this was it, because I could find a market opportunity there. First, while otaku market is quite huge in Japan, 

it is barely exploited in Sweden and there was a potential of the new geograph- ical market which is one of 

the five different loci of the changes in the value chain that generates opportunities7. There was information 

asymmetry between Swedish customers and Japanese otaku industry because the industry overlook a small 

market in Sweden and Swedish otakus have been frustrated at lack of information, service or oppor- tunity to 

purchase related products, which is also one of the opportunities defined by Eckhardt and Shane8. 

 
The next question was what to do in the otaku market. Naturally we did not think about tech-based business, 

because neither of us has a concrete background of technological field yet (Although my boyfriend studies IT, 

he is not at the level of making money out of his skill). So we could call our- selves ‘non-technology-based 

nascent entrepreneurs (N-TBEs)’9. In addition, since I have a background of marketing studies, I have a 

tendency to think from the perspective of the market like “what would they need/ want? How can we make 

them pleased?”, and this surely affected to our inclination to be N-TBEs. Since TBEs seem not to spend as 

much time on marketing as other activities, I am far from them10. As we pondered about what otakus would 

want, we had an idea to sell cheap Japanese retro games for Nintendo to Swedish customers because there 

were much fewer retro games available in Sweden and they were much more expen- sive compared to Japan. 

                                                 
6 S Sarasvathy., ’Causation and effectuation: toward a theoretical shift from economic inevitability to entrepreneurial 

contingency’, Academy of Management Review, Vol. 26, No. 2, 243-263. 2001 
7 J A Schumpteter, J. A., ’The theory of economic development: An inquiry into profits, capital credit, in- terest, and the 
business cycle’. Cambridge: Harvard University Press.1934. cited in J T Eckhardt., S Shane., ’Opportunities and 
Entrepreneurship’, Journal of Management, 29, 333-349. 2003 
8 J T Eckhardt., S Shane., Journal of Management, 29 
9 J Liao., H Welsch., ’ Patterns of venture gestation process: Exploring the differences between tech and non-tech 
nascent entrepreneurs’, Journal of High Technology Management Research, 19, 103-113. 2008 
10 Ibid 
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I thought that it was a great idea and presented it at the seminar. However, the teachers did not like our idea 

because it sounded too niche and also cheap games would not make a lot of money. I real- ized that I was 

focusing too much on what customers would want and overlooked the importance of profitability of the 

business. I decided to improve our idea. 
 

 
Business Idea  
After presenting the business concept, I tried to broaden the subject of our business from retro games. I 

wanted to make my idea somehow innovative, so tried to create a business that did not exist before in the 

market. Instead of focusing on the web shop, I thought it would be more fun to create a holistic web space 

for otakus that can satisfy their needs in two different ways- contents 

and web shop. To be honest, I wanted to create a business idea that nobody had ever thought of- i.e., radical 

innovation. At first my idea did not sound very exciting to me, because it was just a new combination of the 

already existing ideas. However, incremental innovation is still innovation11. Besides, combining different 

types of businesses can contain different sources of revenues and it sounded much more profitable than the 

previous idea. I liked it. 

I could not attend the seminar for the business idea because I had been sick. The fact that I could not 

receive feedback from the teachers and the students made me a little anxious if I was going on the right 

direction. 
 

 
Business Concept  
My idea did not develop so much from the precious stage, and I presented the same idea at the seminar for 

the business concept. There were a number of experienced entrepreneurs that gave me useful feedback. 

Everyone told me that I should focus on the content part rather than the web shop, because that is the most 

important part to attract customers. If my web site becomes popular, business chances would come to me 

automatically. On the other hand, running a web shop consumes a lot of time and money and it is not a 

business that I can easily make money. I totally agreed with their comments and decided to focus on the 

contents. I also felt much more motivated than before because my anxiety from the previous stage almost 

vanished by being accepted by experts. 

                                                 
11J Fagerberg., ’Innovation: A Guide to the Literature’ In: Fagerberg, J., Mowery, D, C., Nelson, R, R. ed. 2005. The Oxford 
Handbook of Innovation. Oxford: Oxford University Press. Ch. 1. 2005 
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Business Plan #1  
After the business concept seminar, we had an article seminar and studied about bootstrapping. There I got a 

lot of inspiration. Before the seminar, of all the bootstrapping methods I only thought of ‘owner-financing 

methods’ and did not know much about ‘minimization of accounts receivable’, 

‘joint utilization’, ‘delaying payments’, ‘minimization of capital invested in stock’ and ‘subsidy finance’ 12, 

However, through the seminar, I got to know that there are other possibilities to bootstrap and that thought 

motivated me. 

Meanwhile, I decided to add service part on our otaku website as well to make it all the more holistic to be 

able to answer to any kind of demands. So we finished forming the core concept of our business and 

moved on to the next step to write a concrete business plan. I presented this idea with the basic reference 

to most of the necessary components in the business plan in front of Kristian and two experts at the 

seminar. There I became anxious again, because both the experts 

were skeptical about the size of the otaku market. They felt that it is a too small niche and it will not generate 

a large enough scale of income stream. This anxiety began to haunt me as a ghost for many weeks. 
 

 
 
 
 
Business Plan #2  
In the beginning of this stage, I did not know what to do and spent a few days by worrying in vain. When I 

finally recovered my motivation, I started from rethinking about the target market. I conducted further 

research both through the primary and the secondary sources, and came to a conclusion that the market does 

not seem to be that small as they thought. Besides, it seemed that the market was expanding more and more 

in recent years because the first generation that were exposed to otaku culture in the 80’s is aging to be 

around 40 while younger generations have even stronger interests in the culture. This meant that the age 

range of the target market is becoming wider and wider, and also the more and more youth is getting 

interested. Growing market is one of the opportunities for entrepreneurship and it was good news to us13. In 

addition, I also decided to consider the geographical expansion of the target market in the future outside 

Sweden to reinforce our business idea all the more. I felt much better after getting rid of this anxiety. 

Then I started to rethink what the best possible ways to reach that attractive segment were, such as what 

they want, what they like, how to increase the market share etc. At that time, my thinking 

                                                 
12 J Winborg.,H Landström.,  ‘Financial bootstrapping in small businesses: examining small 
business manager's resource acquisition behaviors’,  Journal of Business Venturing, 16, 235-254. 2000 
13 J T Eckhardt., S Shane., Journal of Management, 29 
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process was rather ‘causation’ than ‘effectuation’ because I was trying to choose the best strategy to reach the 

goal14. I became more creative and develop the details of each pillar of my business. I adopted some ideas 

that seemed to be effective to achieve the goal to attract the market, and abandoned some that did not seem 

so. 

The day of the student dragon’s den came. I was quite satisfied with my idea and presented it with confidence. 

However, feedback from the classmates was not very positive. The biggest criticism I received was that ‘the 

business model is too weak’. I was planning to gain most of the revenue through internet ads on the contents, 

and it seemed to be able to generate enough amount of income for two small entrepreneurs if we do it well as 

long as I observed entrepreneurs who did similar things. However, many students felt that the scale of my 

business was too small and most of them were skeptical about my idea to rely a large part of the revenue 

source on the ads. Although I felt that there was a discrepancy between the picture of the business they had 

(fast growing, profitable venture) and the one we had in our mind (small, easygoing hobby business), their 

opinion still made sense to me and I felt that perhaps this was the weakest part of our business plan. I decided 

to shift the direction to increase the business scale a little more and also to focus more on the web shop and 

the service that will generate more stable income. 
 

 
Business Plan #3  
At this stage, I tried to create a more robust revenue model with detailed numbers. Then I faced a problem on 

the financial part, because I did not know how on earth I could estimate monthly cash flows of the business 

which I had not even started yet. I felt that making financial projection was somewhat pointless. I also started 

thinking about how to expand our business scale, and decided to include a business expansion phase on the 

business plan. However, I had no idea how exactly I should expand the business, but I was believing what one 

of the experts at the business concept seminar said again; keep focus on contents, then business partners will 

come to you. So I did not think much and left that phase undecided. I thought that eventually I would be able 

to meet nice partners and make some kind of alliances to create new opportunities that I do not know yet. 

Clearly, I was being inclined to the effectuation thinking at that time by focusing only on controllable 

aspects of an unpredicted future and by trying to rely on alliances and cooperative strategies15. 
 

I wrote about the undecided phase 3 and the financial part by following the way that the textbook told me 

and submitted the document, but I was still unsure and frustrated.

                                                 
14 S Sarasvathy., Academy of Management Review, Vol. 26, No. 2 
15 Ibid. 
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Business Plan #4  
One day, I met Kristian at school. Since the previous stage, I had been struggling with the parts of the BP 

where I had to deal with an unpredictable future, and because of that I was feeling slightly demotivated. That 

mood developed into the general skepticism towards the BP itself and I started wondering if I should totally 

abandon my idea. However, on that day my motivation skyrocketed thanks to him, since he told me “I think 

your business will surely work. It may take a long time to build a popular web site, but it is definitely 

possible”. He encouraged me and found good things of my business plan. Then I realized that the most 

important thing to success is to have confidence and believe in yourself. I thought that I understood why 

Kristian has been very successful as an entrepreneur and suddenly Townsend’s remark “confidence in one’s 

ability to perform tasks 

relevant to entrepreneurship is a robust predictor of start-up” started sounding very real to me16. Since then, 

I stopped being negative without reason. I started gathering information regarding revenues in empirical 

cases while conducting a questionnaire to potential customers so that I could get as realistic figures in the 

financial part as possible. I also started using more of my imagination to think of possible alliances that 

could make our business all the more fun. 
 

 
 
 
 
After finishing BP..   
The core of our business plan journey  
Now I finished the business plan. It was a long, but exciting process. Now I would like to wrap up my 

business plan journey with the formats by Min-Seok and Zong-Tae17. 

Through the course of the business plan making, I had always been focusing on the market part rather than 

technology, organization or finance. I started making our business plan by ‘channeling’ to the otaku market, 

and shifted to ‘concentrating’ by finding customers’ problems, i.e., their frustrations or pain statements. 

Then I started ‘continuing’ to think how to resolve customers’ problems. This process had always been the 

core of our business plan. Of course we thought about 

the other fields as well, but they were just secondary. The first reason was as I explained previously; I used to 

be a marketing student. The second reason was because I had been inspired by a lecture by a man from 

Ericsson that we had last year. He had been frustrated about the Ericsson’s culture 

which focuses too much on the technology side and underestimates the market side. He emphasized the 

importance of listening to the market in order to be truly competitive in this rapidly changing 

                                                 
16 Townsend, D., Busenitz, L, B, Arthurs, J. D., Journal of Business Venturing, 25. P 192 
17 C Min-Seok., B Zong-Tae.,’The entrepreneurial journey: From entrepreneurial intent to opportunity 
realization’, Journal of High Technology Management Research, 21, 31-42. 2010. P. 37 
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environment. This story left a really strong impression on me, and I had felt that since we are not a 

technology based company and have no technology to focus on, it would be all the more important to listen 

to the market instead. 
 
 
 
Financing methods  
Strangely enough, the plan to finance our business did not change through the project. I had thought of 

gathering money by owner financing methods in the bootstrapping methods from the beginning, and I still 

think it is the best for our business. 
 
 
 

Why I prefer bootstrapping methods  
There are several possible reasons: First, because we want freedom in our business. Although other, more 

official financing methods such as receiving investment from VC or loaning money from a bank totally 

makes sense to us18, we are still reluctant to let other stakeholder involve in our business because we 

consider this business to be a part of our hobby and 

just want to conduct it as we want, even if it is not the best way to make as much money as possible. 

Although it is not the most important, ‘freedom of action’ is listed as one of the motivations why 

entrepreneurs use bootstrapping methods19. Second, we would like to avoid risks as much as possible. Since 

we are beginners without knowhow, experiences or useful connections, we think we should be careful in 

conducting our first business. Pursuing low risk low return is the best strategy at least in the beginning. This 

‘risk reduction’ is also one of the common motivations20. 
 
 
 

Why I prefer ‘owner financing methods’ to any other bootstrapping methods  
First, it is the easiest method of all. We already gained enough loans from my grandmother, we can 

withhold managers’ salary in the beginning because both of the LLP members will have another source of 

income, I will be assigned in another business and we can ask our family members for help when needed. 

Other methods such as ‘joint utilization’ or ‘subsidy finance’ require more work to adopt. Second, it is the 

most familiar method. I can easily imagine and picture how exactly we 

are going to adopt each method I listed previously. On the other hand, it is harder to imagine how to 

minimize accounts receivable or delay payments because they are only possible after we start running the 

business. Third, which is related to the second one, perhaps the fact that we perceive ourselves as having 

limited ability also makes us prefer this method as Carter and van Auken argues21. Honestly I am not sure 

                                                 
18 J Winborg.,H Landström., Journal of Business Venturing, 16 
19 J Winborg., ’Use of financial bootstrapping in new businesses: a question of last resort?’, Venture Capital, Vol. 11, No. 1, 
71-83. 2009 
20 Ibid. 
21 C V Auken., ’ Differences in the Usage of Bootstrap Financing among Technology-Based versus Nontechnology-Based 
Firms’. Journal of Small Business Management, 43, 93-103. 2005 
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how easy it is to adopt other methods, so I might unconsciously prefer the methods available to us right now. 
 

However, this does not mean that we are not going to use other bootstrapping financing methods in the future. 

As I discussed, we will probably come to understand how good and useful other methods are as we actually 

run the business. Since we consider our company as non-technology based, perhaps delaying payments will 

be especially beneficial to us22. 
 

 
Writing a business plan  
I definitely think it was worth spending four months on making a business plan. By creating the BP, I could 

grasp the holistic picture of being an entrepreneur and avoid a risk to miss important things, I could think 

about each subject in more depth, and I could see the direction of our business much clearer by trying to 

make all the subjects coherent to each other. Therefore I support Delmar and Shane’s argument that ‘business 

planning is an important precursor to action in new ventures’23. However, as they say, finishing a BP is not 

our goal and the implementation of the plans is the more important factor in influencing disbandling 

entrepreneurial activity 24 . Our journey finally starts from here. To make our journey safer and more 

legitimate, the next thing we should do is perhaps to register our company 25 .

                                                                                                                                                                     
 
22 C V Auken., Journal of Small Business Management, 43. 
23 F Delmar., S Shane., ’Does business planning facilitate the development of new ventures?’. Strategic Management 
Journal, 24, 1165-1185. 2003. P. 1165 
24 F Delmar., S Shane., Strategic Management Journal, 24. 
25 F Delmar., S Shane., ‘Legitimation first: organizing activites and the survival of new ventures’,  
   Journal of Business Venturing, 19, 385-410. 2004 
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Product/ Service Idea 

Feature and benefits 
Our business is made for Swedish “otaku”. Otaku is a Japanese word that means ”geek” ”nerd ”, but in 
Sweden it often means ”Japanese pop culture geeks” who typically like Japanese comic books, anime, 
games etc.26 What we are going to do is to make a holistic web space that can satisfy Swedish otakus’ 
needs from several aspects. Our website will contain three main parts: an entertaining and informative 
(“infotaining”) contents + services + web shop. 
 

 
Chart 1: Business Model 

 

Contents 
We will make a portal site that focuses on entertaining and informative contents about topics related to 
Japan with a weight on the subculture side 27. The contents will be our core business and the base of all 
the other businesses. 

                                                 

26 ‘Otaku’ in Wikipedia. 2012, viewed on 15 May 2012, <http://sv.wikipedia.org/wiki/Otaku>  
27 Our idea is inspired by an American website ‘Giant Bomb’ that covers popular culture contents such as games and 
movies. ‘Giant Bomb’. n.d. viewed on 15 May 2012, < http://www.giantbomb.com/> 
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The contents will be provided from different channels as follows: 
Articles (blog), pictures (blog), video clips (YouTube), pod casts (blog, iTunes), communication forum 
(blog, Facebook) 
 
The contents will be delivered with the specific styles unique to our web space. First, it is always wacky, 
crazy and funny so that audience can have fun by staying at our site. Second, it is also informative and 
delivers all the necessary information for audience so that our site can be helpful to them. 
 
The topics of the contents will be listed below28. 
 
 
Main topics: 

 Cool gizmos found in Japan 
We are going to introduce hobby goods that we find in Japan and thought “cool”. This part will be 
connected to our web shop and we will sell things about which we write in the content part. 
 

 Japan  report 
By taking advantage of the fact that we are in Japan, we will visit deep, strange places or meet 
people that otaku might be interested in and report about then. For example, we can try various 
strange coffee shops that target Japanese otakus where young girls in maid clothes serve or where 
young boys in butler clothes serve customers. Or we can go to a ”comic market” where people 
trade original comic books and interview sellers and buyers. The point of this topic is to deliver 
the crazy, latest atmosphere of the Japanese pop culture to the audience in Sweden.   
 

 Game 
Here we will post reviews of the latest games. The point of this topic is to make a feeling for the 
audience as if they are also playing. The games can be Japanese, but also can be anything else 
because most Swedish otaku seem to be interested in games in general. 
  

 Anime/ manga 
We will introduce the most popular anime/ manga in Japan and review them. 
  

 Trends  
Here we introduce recent Japanese developments and what is going on in the country in general.   
 

 Industry and tech 
This covers new Japanese innovation or lack of them in different fields which are mainly tech 
related. 
 

 Sight seeing   

                                                                                                                                                             
 

28The list is taken by the two data regarding the subjects people are interested in: the questionnaire to 1,000 Swedish 
respondents conducted by the Japanese embassy; and the questionnaire for the worldwide user of the website 
“JAPANREFERENCE”. ‘Pole Results’, in JAPANREFERENCE. 2011, viewed on 15 May 2012, 
<http://www.jref.com/forum/all-things-japanese-26/poll-16-a>  
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Here we can give tips about places in Japan that Swedish otaku tourists should never miss. The 
unique feature of this is that the places are selected through the eyes of pop culture geeks, so that 
can be  different from other tour guides that mainly introduce old temples etc.   

 
 Language  

Many Swedish otaku are also eager to learn Japanese so that they can watch anime without 
subtitle. We will give them some guidance as to how best study Japanese or peculiarities of the 
language in and of itself. 
 

 Movies 
We will make reviews of Japanese movies that are new and old, known and unknown. 
 

 Traditional culture 
Some Swedish otaku are also interested in the traditional kinds of the Japanese culture. We can 
write articles or actually try things like green tea ceremony, martial arts, kabuki, flower 
arrangements, calligraphy etc.   
 

 Foods  
Japan is famous for many of its different dishes and we plan to cover that in a homely manner as 
well for light / non otaku segments. For  instance we can give tips and tricks regarding how to 
best cook these dishes at Swedish home by only using ingredients available at supermarkets in 
Sweden. Also we can report the rich Japanese restaurant and pub life. 
 

Besides the contents we provide, we will also set up a space where users can participate in creating the 
web space. We are going to create an open communication space for discussion and showing pictures of 
their creations/ cosplay etc., put links to other websites that can cover the user needs which we have not 
been able to satisfy yet (like hotel booking service for tourists), and open space for feedback to our 
website to make it better. 

Services 
 

At the same time, we will offer services to customers so that they can get Japanese products. There are 
two ways to do this: Auction Bidding Service; Personal Shopping Service. We are especially interested in 
the auction agent business because we believe that there is a need for it. Such business is already 
established in the USA, France, Germany, China, Korea and Japan and it is getting quite popular29. The 
main business is to assist people bid on a product that are rare in their country on foreign auction site and 
receive commission for it. For example, we can put a link to the Japanese auction site in our website and 
explain what is written in Japanese on the auction site so that potential customers can look for products 
themselves. If they find something they want to bid, they can contact us via a contact form and we are 
going to make a successful bid. We believe that this model works especially well in Japan because of the 
following reasons: Japanese is a minor language unlike English so it is harder for foreigners to join; they 
have a unique culture so products on the auction site are often unfamiliar and interesting to Swedes; Japan 
has a closed and introverted culture and auction sites do not welcome foreigners to join, and the main 
auction site actually limit participants to those who live in Japan and also most sellers do not deliver 

                                                 

29 N Shimami, ‘Analysis of the Structure of Global Management and Success Factors of Import Support and Auction 
Agent Business (in Japanese)’, 2011, viewed on 15 May 2012, 
<http://koara.lib.keio.ac.jp/xoonips/modules/xoonips/detail.php?koara_id=KO40003001-00002009-2433 
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products outside Japan. Therefore there is a business chance for us who are familiar to and have bases in 
both countries. 
 
The second service to assist personal shopping is for people who already know what they want but do not 
know where to find. We can run across Tokyo and find it for them. 

Web shop 
In the beginning until our business gets on the right track, the web shop will take place in the Swedish 
auction site “Tradera”30 since it does not require any special infrastructure to sell products. We will sell 
products with the name of our websites and put links to each other so that people can go back and forth to 
both places and have recognition that the web shop part of our business is located inside “Tradera”. By 
using Tradera, we can also make our website exposed to more users and expect more traffic onto our site 
since Tradera is an established large web platform with many users across Sweden. 
 
We are going to cover two types of things to maximize our profits: the first type is expensive products of 
an established brand with high profit margins that targets the hardcore users. They are not sold very often, 
but each sale will generate quite a lot of revenue. Examples of this type can be rare action figures, plush 
figures of famous characters, limited version of DVD collections, games that are limited to Japan, various 
collectible goods etc.; the second type is the opposite products with low prices and low profit margins that 
targets middle level users with broad interests. Although this does not generate large profits, it will work 
as a bait to attract customers to make them interested in our website and be loyal. Examples can be small 
gizmos, retro games, and toys and key chains in vending machines “Gatchapon31” that cost under 50 SEK. 
We are going to sell these two types of the products either in an auction way or with fixed prices at 
Tradera. 
 
On the phase two, after a certain period of time when we start to sell things constantly on Tradera, we will 
open our own web shop. The web shop will look like “roliga prylar32” with more focus on Japanese 
goods. We will also deliver insights, explanations and descriptions of the products in a humorous and 
personal manner to entertain and inform customers who are thinking of buying something like a Japanese 
website of toys and books ”Village Vanguard”33 does. 
 
On the phase three, we would like to partner with a company that runs a portal site of digital comic books 
made by (semi) professional manga artists, get a license to sell them outside Japan and translate them so 
that they can be accessible to otaku outside Japan. We will sell comic book data as products of our web 
shop on the internet. We will also form an alliance with groups of indie game developers in Japan, 
translate their games and sell to international gamers so that we can share revenues with the creators. 
 

Marketing 

Values 

                                                 
30 ‘Tradera’. 2012. viewed on 15 May 2012, <http://www.tradera.com/>  
31 See ‘Gashapon’ in Wikipedia. 2011, viewed on 15 May 2011, <http://en.wikipedia.org/wiki/Gashapon>  
32 ‘Roliga Prylar’, n.d. viewed on 15 May 2012, <http://www.roligaprylar.se/> 
33 ’Village Vanguard Store (in Japanese)’ 2012. Viewed on 15 May 2012, <http://vvstore.jp/?fid=vhome>  
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Pain statement 
 
”Most websites are made for the site owners' self-satisfaction and they do not consider what kind 
of things we really want” - Jens, 19 
 
There are a number of websites about Japanese pop culture in Sweden, but all of them are fragmented. 
Some are too general, some are too maniac, some are just monologues, some are just web shops, some are 
just chaotic discussion forums and no single website satisfies otakus’ diverse needs because they often 
lack a perspective of marketing. Therefore users have to surf on the net and access several different 
websites to find what they want. The frustration of the customers can be summarized to the comment 
above that we received from one of the interviewees. We would like to change that, and we want to create 
a site where we can satisfy otakus’ needs in a holistic way so that they can save energy and time to dig 
deeply into the internet in order to find what they want. 
 
Furthermore, Japan has a notoriously closed culture and it tends to focus only on its domestic market. 
Although there are a large number of unique contents such as manga, anime and products like games, toys, 
hobby goods, they are usually only available in Japanese/ in Japan. This has frustrated geeks in Sweden 
since it is difficult to access to this otaku culture if they are not able to understand Japanese or if they do 
not live in Japan. 
 
 

Value proposition 
The main concept of our business is to get rid of these kinds of frustration and combine three different 
functions (contents, web shop and service) to take frustrated geeks to the deep, real otaku world. From our 
website, they will be able to receive infotainment, get products, save time, energy and costs, interact with 
other otakus all of which will satisfy their six fundamental needs that are explained in the appendix I 
without being bothered by the geographical/ cultural and language borders. 
 

Market analysis 

Target market 
 
The target is “otaku” market in Sweden. 
 
Geographic  

World region or country Sweden (there is a possibility to expand the market in the future) 

Country region All regions in Sweden 

Town/ city size Any 

Population density Any 

Climate Any 

  

Demographic  



 

19 
 

Age 13-40 

Gender Male and female 

Family size Any 

Life-cycle stage Young single; young married with no children; young married with children 

Income Any 

Occupation Any 

Education Any 

Religious beliefs Any 

Ethnicity Any 

Generation Mainly Generation Y34 (born in 1977-94) and younger 

Nationality Swedish 

  

Psychographic  

Social class Any 

Lifestyle Being interested in Japanese pop culture; Tech savvy; Likes to travel. 

Personality Maniac; open to new cultures; creative 

  

Behavioral  

Occasion Regular: special 

Benefits Information; entertainment; service; speed 

User-status Potential user 

User rates N/A35  

Loyalty status N/A 

Readiness stage Unaware since we have not informed our web page to them yet 

Attitude towards product Positive (attitudes of the interviewees) 

 

Volumes 
The targeted customers are males and females from 13 to 40 years old that live in Sweden. Currently 
there are 3,373,263 Swedish citizens aged from 13 to 4036. 
According to the research conducted by the Japanese embassy in Sweden, 13% of the respondents answer 
that they are interested in Japanese pop culture such as anime, manga, music etc. 37  92.5% of the 

                                                 
34 G Armstrong, M Harker, P Kotler, R Brennan, ‘Marketing Introduction’, Pearson Education Ltd, Essex, 2009 
35 User rates and loyalty status are currently unknown because we have not gotten customers yet, but we expect 

there will be both loyal and roamers that will visit our site. 

36 The age group is taken from the statistics of the people who are interested in UppCon on Facebook. ‘UppCon. 11’ 
in Facebook, viewed on 15 May 2011, 
<http://www.facebook.com/photo.php?fbid=431838982682&set=a.431838817682.222402.163360032682&type=1&th
eater> 
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population in Sweden has access to internet and the rate is expected to be even higher than that (almost 
100%) for the targeted generation for our business38.Therefore we can roughly estimate that the target 
market base has therefore about 400,000 unique users. 

Otaku market 

Definition of otaku 
Otaku is usually defined as a group of people “who have interests in a specific object”, ”spend a large 
amount of time and money intensively on the object” and ”have good knowledge on the subject and 
imagination and are engaged in creative activities” in Japanese, although the definition can vary from 
time to time. In Sweden, the word “Otaku” usually means a group of people who have strong interests in 
Japanese pop culture together with the characteristics described in the Japanese definition39. The further 
analysis of the traits of otaku is available on appendix I. 
 

Interests 
Combining research result by NRI40 and discussion topics in anime.se41, it is assumed that Swedish otaku 
has mainly three major interests: “Contents”, “Tech” and “Japan”. They are interrelated to each other and 
most otaku are interested in more than one field. Major components of each interest is listed as follows: 
 
Contents 

 Comic  books (manga) 
 Animation (anime) 
 Game 
 Idols 
 Music 
 Movie/  drama 

 
Tech 

 PC 
 Audio-Visual 
 Mobile  phones 
 Gadgets/ gizmos 

 
Japan  

 Language  
 Food  
 Traditional culture 

                                                                                                                                                             

37Embassy of Japan, ‘Analysis of Swedes’ feeling towards Japan (in Japanese)’ , 2011, viewed on 15 May 2012, 
<http://www.se.emb-japan.go.jp/nihongo/swedes_on_japan.pdf> 

38Internet World Stats, ‘Sweden: Internet Usage States and Telecom Reports’. 2010, viewed on 15 May 2012, 
<http://www.jpf.go.jp/j/Japanese/survey/country/2010/sweden.html> 
39 ‘Otaku’ in Wikipedia. 2012, viewed on 15 May 2012, <http://sv.wikipedia.org/wiki/Otaku> 

40 ’How to grasp otaku market (in Japanese)’ in NRI. 2005, viewed on 15 May 2012, 
<http://www.studentpulse.com/articles/253/exploring-Japanese-popular-culture-as-a-soft-power-resource > 
41 ‘anime.se’. n.d. viewed on 15 May 2012, <http://www.anime.se/forum/> 
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 Religion  
 Martial arts 
 Society 

 

Consumption behavior 
 
 
We have conducted a qualitative research on 25 respondents who are within the target market segment by 
asking open-ended questions regarding consumption behavior42. We have found that it is clear that many 
are willing to spend a large amount of money on what they like. This is consistent to the characteristic of 
otaku described by Okuide which was presented in the previous section43. One user said that he spent 
upwards 3000 SEK on a single convention. The same user said he constantly shops online with smaller 
price tags around 500 – 1,000 SEK. 
 
We could see similar patterns through the whole research. People are usually willing to pay a somewhat a 
large sum of money on special occasions (i.e. japan trips, conventions) or on highly specialized goods or 
rare items (full collection of an old acclaimed anime series, exclusive figurines) while constantly 
spending a couple of hundreds of crowns on smaller things. 
 
Although there are some heavy discrepancies between respondents since some people tend to spend more 
on single big order while other tend to space things out more over the year, we can roughly draw a 
conclusion that people in the target market segment usually spend 3500 SEK/ year on otaku related 
things. This means that the monthly expenditures are around 300 SEK. It seems like a fairly reasonable 
number when we consider the demographic of the target market segment that most of them are students or 
young adults. 
 

Segments within Otaku Market 
 
There will probably be a number of different lifestyle scenarios for the people who are interested in these 
subjects, but through the research on the same 25 interviewees and browsing discussions in forums on the 
internet, we have noticed that there are three kinds of users divided according to the degree of 
“otakuness”. These groups are deducted from their lifestyles, interests, purchase behaviors etc. 
 
Although we will target all the sub segments because the market will be too niche if we target only one of 
them, it is meaningful to know characteristics of each group so that we can make strategies and tactics 
suitable to each segment to reach everyone in a more efficient and effective way44. 
 

                                                 
42 See Appendix VII for the detailed result of the questionnaire. 
43 T Okuide, ‘Analysis of otakus’ consumption behavior (in Japanese)’. 2007, viewed on 15 May 2012, 

<http://www1.tcue.ac.jp/home1/takamatsu/106106/sotsuronn.pdf> 
44 The details of each segment are on Appendix II. 
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                                     Graph 1: Otaku sub segments 

Reclusive otaku (Approx. 30% of the market) 
 The segment that has the strongest six needs of Otaku of all the segments 
 The main segment that consumes service 
 Interested in Japanese, core anime, manga 
 Spend a large amount of money on specific products of their narrow interests 
 They are not easily convinced to spend money, but once they do, they can be the most loyal 

customers. 
  

Open otaku (Approx. 50% of the market) 
 The segment that has the middle level of six otaku needs  
 The main segment that purchase products at web shops 
 Interested in all kinds of contents 
 Spend a small amount of money on various things 

Light Users (Approx. 20% of the market) 
 The segment that has the lightest six needs of otaku 
 The main segment that increases traffic on the contents 
 Mainly interested in sightseeing, news, foods 

 

Trends 
According to Japanska Ambassaden i Sverige45, interests towards Japanese culture in Sweden is becoming 
higher in recent years. The traditional culture such as tea ceremony, flower arrangement, literature like 
haiku, martial arts attracts people especially in urban areas and each field has a related organization and a 
group of fans even though the scales are not large. 
 

                                                 

45Japanska Ambassaden i Sverige, ‘Japan-Sverige-Relationer (in Swedish)’. 2011, viewed on 15 May 2012, 
<http://www.jref.com/forum/all-things-Japanese-26/poll-16-a.html> 
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The interests in Japanese pop culture have increased remarkably in Sweden, especially among children 
and adolescents46. The most popular contents can be Manga (Japanese comic books), Anime (Japanese 
animated films), games and pop music. The popularity of Japanese pop culture has been proven by 
several statistics. First, there is the fact that the number of Swedish young people who study Japanese is 
drastically increasing from less than 500 to more than 2000 in ten years47. 
 

 
               Graph 2: Number of Japanese learners in Sweden (Source: Japan Foundation) 
 
 
Second, UppCon, Sweden's largest anime and manga convention held in Uppsala every year, has gained 
3,500 visitors in 201148. The number of visitors has doubled almost every year since the convention was 
held for the first time in 2002. 
 

                                                 
46 I Japanska Ambassaden i Sverige op.ct. 

47Japan Foundation, ‘Sweden (in Japanese)’. n.d., viewed on 15 May 2012, 
<http://www.jpf.go.jp/j/Japanese/survey/country/2010/sweden.html> 

48 ‘UppCon’ in Wikipedia. 2012, viewed on 15 May 2012, <http://en.wikipedia.org/wiki/Uppcon> 
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                                    Graph 3: Number of Visitors to UppCon (Source: Wikipedia) 
 
Thirdly, according to personal interviews, all of them agreed that Japan and its culture have gotten more 
and more attention in recent years. One of the interviewees (25 year old, male) commented as follows: 
 
When I was a high school student about 7 years ago, probably 15-20% students in my class had 
either knowledge or interest in Japanese culture. Nowadays the consumption of Japanese soft 
power (manga, anime, games, movies, porn and overall culture) has risen exponentially over 
time. If you take into account of the generation of my friend Tobias who is 5 years younger than 
me, the rate of the people interested in Japanese culture is certainly even higher in his 
generation.   
 
Another interviewee who is 21 years old answered that there were about 20% of classmates interested in 
Japanese pop culture around him, but his old high school teacher recently told him that nowadays almost 
half the class is interested in such things. Although it is tricky to trust that figure as it is, at least it 
indicates the trend that otaku market has a potential to expand. 
 
Judging from these three indexes, otaku market does have a possibility to grow. If we synthesize the 
growth rates of the number of Japanese learners and the number of visitors of UppCon in recent years, the 
market can expand at least 30% more in 2015. This means that the potential market can have 520,000 
unique users. If half of them spend 200SEK per year, the market size can grow from 400,000,000 SEK to 
500,000,000 SEK. 
 
The number of Swedish visitors to Japan had been gradually increasing until March 2011 when the severe 
earthquake occurred. The number went down to 60% right after the earthquake, but fortunately the 
number is gradually coming back to the normal level49. 
Additionally, it also seems that the Japanese food culture has become popular in Sweden and nowadays 
Japanese restaurants are seen in almost all major cities in Sweden. This interest is in an increasing trend 

                                                 

49JNTO, ‘The number of visitors to Japan’. 2012, viewed on 15 May 2012, 
<http://www.jnto.go.jp/jpn/downloads/2011_total.pdf> 
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and Google Trend shows that the word “sushi” has been searched more and more times since Google 
started recording the data in 200550. 

 Graph 4: Keyword Search “Sushi” in Sweden (Source: Google Trend) 

Industry Analysis 

Trends 

Environmental Trends 

Economic Trends 
Although the entire world has been unstable due to the financial crisis that occurred in 2008, Sweden 
manages to keep its economy robust 51 . In 2010, Sweden’s economy marked 3.6% of personal 
consumption expenditure and more than 10% increase of both imports and exports. Trading between 
Sweden and Japan has been more active than before as well52. 

Social Trends 

Positive feelings towards the future 
Thanks to the economy’s strong performance, Swedish consumers have positive feelings towards the 
future. Since they have little worries about their lives, they tend to consume actively rather than saving 
money for the future. Therefore their purchasing power has been quite strong in recent years53. 

Open to new cultures 

                                                 

50 Google Trend, ‘Sushi (in Japanese)’. 2012, viewed on 28 March 2012, 
<http://www.google.co.jp/trends/?q=sushi&ctab=0&geo=se&date=all&sort=0> 
51 Opportunity Sweden, ‘Business chance in Sweden’s retail sector (in Japanese). 2010, viewed on 15 May 2012, 

<http://www.isatokyo.org/opportunity_sweden/?a=industry/100622>  
52 Jetro, ’Sweden (in Japanese)’. 2011, viewed on 15 May 2012, <http://www.jetro.go.jp/world/gtir/2011/pdf/2011-

se.pdf> 
53 Opportunity Sweden, op. cit. 



 

26 
 

Since Sweden has been interactive with foreign countries economically and politically for a long time, 
many are open to foreign cultures. In addition, Sweden’s high educational level and fluency in English 
have enabled Swedes to be sensitive to new external trends, ideas, technologies. Thus Swedes are far 
from being conservative and they adopt new things as long as they are attractive54. 

Technology Advances 
Sweden has been one of the countries with the most advanced IT infrastructure. Sweden leads the world 
in the number of computers per person and has the second highest internet rate of spread55. Nowadays 
92.5% of the population has access to the internet56. 

 

Industrial Trends 

E-Commerce Industry 
E-commerce is one of the industries that are drastically developing. Two thirds, i.e., 70% of the Swedish 
population purchases products at web shops every month. Currently E-commerce has been expanding at 
the annual pace of 20% in Sweden57. In 2010, the total amount of E-commerce transactions reached25 
billion SEK, which accounts for 4.6% of the whole retail industry58. 

 

      Graph 5: Transition of Sales in E-commerce (Source: Jetro) 

 

Retail Industry 

                                                 
54 Opportunity Sweden, op. cit. 
55 Ibid. 
56 Internet World Stats, op. cit. 
57 Opportunity Sweden, op. cit. 
58 Jetro, ‘Expanding E-commerce in Sweden (in Japanese)’. 2011, viewed on 15 May 2012. 

<http://www.jetro.go.jp/jfile/report/07000639/trend_sweden_ecommerce.pdf> 
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Not only E-commerce industry but also retail industry is one of the fastest growing industries in Sweden. 
It constantly grows 3-4% every year and it did not stop its growth even in 2009 at the financial crisis. 
Although the industry itself is not so large compared to those of countries with larger populations, 
Sweden has the largest retail industry in the Northern Europe59. 

Contents Industry 
In Sweden, Japanese comic books are called “Manga” (that literally means “comic book” in Japanese) 
and it has gained popularity in recent years. Japanese manga was first introduced to Sweden in 1985. At 
the same time, Japanese animation “Anime” also started to be broadcasted in Sweden and it established a 
genre of “anime” after “Pokémon”, “Yu-Gi-Oh” and “Sailor Moon” became popular among the young 
generation. The most successful title of Japanese manga is “Dragon Ball” which was published by one of 
the biggest publishing companies “Bonnier Carlsen” and it literally became a million-seller in Sweden. In 
2003, Full Stop Media released a magazine “Manga Mania” that gathered both translated Japanese manga 
and Japanese-looking manga created by Swedish artists. Although the industry itself is not extremely 
huge, it can be said that Japanese contents such as manga and anime has established a strong position as 
niche genres in the contents industry in Sweden60. 

Game Industry 
According to Per Strömbäck, spokesman for trade organization Swedish Games Industry, gaming industry 
is booming in Sweden lately. The biggest game title that shows the industry’s success is probably a 
computer game “Minecraft” which was developed by Mojang. Not only computer games but also 
developing games for social media and smart phones are booming. The Swedish game industry has 
doubled its turnover in the past for years and in 2010 it reached 1.2 billion SEK61. 

 

Competitor Analysis 

Direct competitors 
Since the market for the Japanese pop culture has grown rapidly, there are certain competitors who have 
already conducted business to exploit the market. However, currently there is no one that does exactly the 
same kind of business as our idea to combine the entertaining contents, web shop and services. Thus there 
are no direct competitors. 
 

Indirect competitors 
When we look at each function of our website separately, there are several competitors that run either 
forums or blogs with contents about Japanese pop culture, web shops about Japanese gizmos, or services 
related to Japan. Also there is one competitor that runs both a blog and a web shop about Japanese pop 
culture62.  
 

                                                 
59 Opportunity Sweden. op.ct. 
60 Jetro, ‘Basic research regarding Sweden’s contents business market (in Japanese)’. 2008. Viewed on 15 May 2012. 

<http://www.jetro.go.jp/jfile/report/05001606/05001606_001_BUP_0.pdf> 
61 The Local: Sweden’s News in English, ‘Gaming industry booming in Sweden’. 2012, viewed on 15 May 2012, 

<http://www.thelocal.se/39880/20120325/> 
62 The details of competitors are listed on Appendix V. 
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Copetitor Threat level63 How to differentiate from this competitor 

Blog + Webshop  

Okaeri by Selmish 2 Provide wider selection of topics/ products 

   

Contents   

Chibi Nihon 2 Provide fresher/ correctly spelled contents 

Japan Specialisten 3 Provide more entertaining contents 

Obsessive Cuteness 1 Update more often 

Prylbloggen 2 Provide deeper/ maniac contents 

Anime.se 2 Provide well-structured, professional contents 

   

Service   

JapanPorten 1 Make the interface more user-friendly, the price 
system clearer 

   

Webshop   

Mangani 1 Make the interface more attractive 

Sun Ai Scandinavia 1 Make the interface more modern, provide a geekier 
selection 

Cool Stuff Sverige 2 Focus more on Japanese cool stuff 

Roliga Prylar 3 Focus more on Japanese cool stuff 

Science Fiction Bokhandeln 4 Embed ”infotainment” on the web shop interface 

Fantasybutiken.com 3 Update more often 

Webhallen.com 3 Focus more on Japanese cool stuff 

 
  

Threats of industry profitability 

Rivalry among existing business 
The rivalry among existing firms in the Japanese pop culture market is not extremely high at the moment. 
The number of direct competitor is zero. There are several numbers of indirect competitors, though, their 
products range to different genres from different brands and suppliers so we are not going to sell exactly 
the same products. There is no clear market leader. However, the market of Japanese culture continues to 
                                                 
63 Threat level is an average score of the following criteria: competitors’ interfaces; popularity; assortment/ contents. 

See appendix V for the detail. 
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grow up until now as stated before. Therefore the number of competitors can increase as well. The level 
of fixed costs is not so high when it comes to the business based online because it does not require so 
many assets like retail shops. 
 

Rivalry among existing firms Low so far but it can be high in the future 
Number and balance of competitors Low and no clear market leader 
Degree of difference between products Relatively high 

Growth rate of an industry High 
Level of fixed costs Low 
 
 

Threat of substitutes 
There are several substitutes that can fulfill potential customers’ needs. The biggest concern is that the 
customers will find similar blogs or web shops in English. There are a large number of websites about 
Japanese culture, games and gizmos outside Sweden. However, the English websites have disadvantages: 
First, Swedish customers might feel not as comfortable when they read English pages as when they read 
Swedish pages. Second, since there are so many English websites, it is even harder for customers to find 
what they want on the internet, because information and products are dispersed. Thus we can compete 
with them with our competencies that we are closer to Swedish customers and have anything they want. 
However, when we expand our business outside Sweden on the phase 3, a thorough marketing research of 
an innumerable numbers of the potential customers is required. 
Another threat is that customers go to retail shops in town instead of web shops. However, it does not 
seem to be of a big problem since there are not so many retail shops that sell Japanese products in Sweden 
and also they have a disadvantage that it is less accessible and less convenient compared to online shops. 
In other words, they can reach smaller number of customers than web shops. 
 
Number of foreign substitutes High 

Number of domestic substitutes Low 
 
 
 

Threat of entrants 
E-commerce industry in general is notorious for high threats of entrants since it is relatively easy for 
newcomers to start business64. People can launch business and make profits from a small scale and there 
is no huge capital requirement. However, when it comes to our business, things are different. The reason 
is simply that our business requires knowledge and connections regarding two different countries. Sweden 
and Japan are both geographically and culturally very far from each other, so not many people are capable 
of connecting them. The language barrier is one of the big hindrances since not so many Japanese people 
can speak English or Swedish and not so many Swedes know Japanese yet, even though the number of 
Japanese learners is increasing. 
 

                                                 

64 BND Web Researcher, ‘Making web pages (in Japanese)’ . n.d., viewed on 15 May 2012, <http://www.bnd.jp/net-
shop/setsumei.html> 
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Economies of scale Low 

Product differentiation Possible 

Capital requirement Low 

Cost advantage independent of size Directly from suppliers 

Access to distribution channels Easy, but it requires Japanese skill 

Government and legal barriers Low 

 

Bargaining power of suppliers 
In this section we discuss only about the web shop and the service part, since suppliers are irrelevant to 
the content part of our business. About the gizmos, bargaining power of suppliers is not high because 
there are an innumerable number of suppliers in Japan. Switching costs of the supplier is also low because 
buyers do not need to develop a specialized system to purchase from one supplier. However, the suppliers 
of indie games and manga can be concentrated and the switching cost can also be high because we are 
going to create a specific infrastructure that matches the suppliers. Threat of forward integration could be 
very low, since costs for Japanese suppliers to reach Swedish market themselves would be very high. 
 
Supplier concentration High 

Switching cost Middle 

Attractiveness of substitutes Middle 

Threats of forward integration Low 
 
 

Bargaining power of buyers 
In this section we also discuss only about the web shop and the service part, since buyer is an irrelevant 
concept to the content part of our business. Bargaining power of buyers could be low as well, since they 
are dispersed end consumers. Buyer’s costs will not be so high, probably around 200 SEK on the average, 
so they would not be so sensitive to the price they pay. Threat of backward integration is hard to imagine 
too, since not so many would be able to contact suppliers in Japan and communicate directly. 
 
Buyer group concentration Low 

Buyers' costs Low 

Degree of standardization of suppliers/ products Low 

Threats of backward integration Low 
 
 
 

SWOT analysis 
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Strengths 
 Low cost 

One of the strengths of the company is that it has low capital investment. Most things are run on 
the net and kept its scale deliberately small. This will increase company flexibility since there will 
be no loans or investor money tying it down. This will make the company able to respond and 
reform in response to the market. 

 
 Low risk 

Related to low cost, this business contains low risks because it does not require a huge amount of 
investments. Even if it does not go as well as we expect, there will not be such a big damage on 
us and all the stakeholders. This also means that we can try various things instead of being 
conservative to avoid failures. 

 
 

 Business of the geeks, by the geeks, for the geeks 
The producers and runners of the company are themselves fans of the topics they will make. This 
will make it easier to understand shifts in the market and follow along but also help make the site 
“true” to its fans. 

 
 Location 

The understanding of Japanese and Japan can also give an edge compared to others since we can 
go places and meet people other westerners simply might not be able to do.  

 
Weaknesses 

 Limited capital 
One of the weaknesses of this idea is that we do not have an abundance of capital. We cannot 
launch a large scale business at least in the beginning. 

 
 Slow growth 

Since the capital is limited, this might lead to a slow growth before we will be able to take out 
substantial compensation since in the beginning, a lot of the earnings might go to expand the 
business in order to cover more capital heavy sides. 

 
 No experience 

Although we do have a rich knowledge about the market we are going to launch business in, we 
have no experiences as entrepreneurs before. Therefore we lack knowledge and connections. 

 
Opportunity 

 Barely exploited niche market 
Since not many others do exactly what we do it might be a golden opportunity to carve out a 
whole new niche market for ourselves since we combine values and regenerate a new thing. 

  
 Increasing popularity of Japanese pop culture 

More and more young Swedish people are aware of and become interested in Japanese popular 
culture. The market is expected to expand in the near future. Not only Sweden, this trend is seen 
globally and many more people are becoming fans of this pop culture65. 

 

                                                 

65 M Norris, ‘Exploring Japanese popular culture as a soft power source’ in Student Pulse. 2010, viewed on 15 May 
2012, <http://www.studentpulse.com/articles/253/exploring-Japanese-popular-culture-as-a-soft-power-resource> 
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Threats 

 Existence of competitors who run similar websites in English 
Swedes tend to be proficient in English and thus might lead them to satisfy their entertainment 
needs outside of Sweden. These sites that might be serious threats to us. For instance, kotaku.com 
deals heavily in games but from a worldwide perspective66. 
  

 The problem of the nuclear power plant in Fukushima, Japan 
Although there are still a large number of people who are interested in Japan and its culture, 
unfortunately many people seem to have been reluctant to actually visit there since the massive 
earthquake occurred in Japan in 2011. It is expected to take a few more months until the number 
of Swedish tourists that visit Japan gets back to the normal level as before67. 

 
 

Marketing strategy 

Product 
As stated before, our business idea consists of three functions: entertaining contents, a web shop and 
services. This means that we will offer both tangible and intangible products.. 
 
Contents 

Free contents: 
  Articles, pictures, movies, podcasts, manga 

Paid contents: 
  Manga, Self-publishing e-book on Amazon Kindle 
 
Services 
 Auction Bidding Service 
 Personal Shopping Service 
 
Web shop 
 Gadgets/ gizmos 
 Toys 
 Action figures 
 DVD collections 
 Plastic models 
 Cosplay goods 
 Indie games 
 
 

Price 

Contents 

                                                 
66 ‘Kotaku’, n.d., viewed on 15 May 2012, <http://kotaku.com/> 
67 JNTO, op. cit. 
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Blogs 
The entertaining contents are going to be free to readers. Instead of charging the visitors of the website to 
see the contents, our revenue source will mainly be advertisements. For example, if we put on an 
advertisement with the related keywords to our websites, we will be able to gain approximately 1 SEK per 
click68. 
 

Digital comic books/ E-books 
The prices of digital comics and e-books (except free ones) will be around 30-100 SEK. 
 

Web shop 
 
By following competitors’ pricing strategies, we will set the average price of the main line products to be 
approximately 300 SEK in case that we sell products with fixed prices on Tradera/ our own web shop 
which comes later. The products on the cheap line will be around 50 SEK. In the product price, the 
shipment cost from Jönköping to customers’ houses in Sweden is not included so customers will pay the 
product price and the shipment later. The details of the shipment costs are listed on appendix. Here are 
charts of the price breakdown of the products in two different price lines: 
 

 

 
     Graph 6: Price Breakdown                                 

Various services 
 
In this section, we consider all of the possible kinds of service we listed previously. The fees for the 
services will be case by case, but the price list is roughly structured as follows69:  

                                                 

68 Google Ad words, ‘Verktyg (in Sweden)’. 2012, viewed on 28 March 2012, 
<https://adwords.google.com/o/Targeting/Explorer?__c=1000000000&__u=1000000000&ideaRequestType=KEYWO
RD_STATS&currency=SEK> 
69 The Price List of Service Commissions, Details of International Shipping and Handling Costs and the Product 

Volume Chart are available on appendix V. 
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Chart 2: Overview of Service Commissions & Costs 

 

 
Place 
Our business will be based on the internet, so there is no specific operation place. However, the staff will 
be both in Sweden and Japan to conduct required tasks for this Internet business. 

Promotion 

How to Attract Three Segments 

Reclusive Otaku 

There are three possible strategies to attract this segment. The first one is to impress them by 
providing high quality reviews and articles about specific objects to make them believe that our 
website is trustful.  

The second one is to appeal that we will be loyal to customers and try to find anything they want 
in Japan. Since they have a very strict preference, there is a high chance that they know exactly 
what they want. In that case we can help them find “the thing” for them to complete the collec-
tion. We will try to acquire ads from Japanese websites instead of Swedish ones so that people can 
see what kinds of Japanese things we will be able to acquire for them.  

The third one is to provide “exclusive products” that they cannot get anywhere else. If we are 
able to appeal that these contents are genuinely Japanese and also very rare, they can be interest-
ed in them.  

 

Open Otaku 
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The strategies to attract this segment can be as follows: first, develop high quality contents that 
cover broad topics. Since they are open to new things and have diverse interests, they are more 
likely to take a look at various topics and find new things interesting.  

Second, Funny gizmos and gadgets that do not cost extremely much can be interesting to them. 
Sales promotions in our online store, having discounted items or coupons and special packing can 
benefit them. They will have moderate interest in services but promotions on those will also be bene-
ficial. 
 

Light Users 

There is probably not a high chance to make them purchase products or pay for our service; in-
stead they will mainly browse our content part. These people are however important as promoters, 
spreading the word of the site and also increasing traffic that enables us to have better advertising 
deals as a result. 

Therefore, in order to catch attention from them, we also need to cover less geeky, more diversi-
fied subjects on our contents. Food, language, trends, news, tourist information can be examples. 
They might not be loyal users, but they can come to our website whenever they feel like knowing 
anything about Japan. 

 

Promotion Platforms 
 

Conventions 

We are going to attend different conventions over the country, like UppCon in Uppsala first to sell 
products there and second to let people know about our website.  
 
We would attend these conventions on the spot having a booth and meet the fans and people, talk to them 
and engage with them. We would demonstrate some stuff we make and sell there and try to sell it to 
people who are there. At the same time we would make content for the site from there, a podcast, a video 
and photos of the event to go up on the site and will make temporary spikes in traffic.  
 
We will also attend Japanese conventions and have coverage of these and put up the content on our site 
through that. The people who would be attracted by this are obviously those already baptized, the open 
and reclusive otakus. Though the Light Users might not come to the site for it they might stick around 
longer if they find some of it particularly interesting/ funny.  

Social media: 

A big part of today's marketing is through social media like Facebook, twitter; Google+ and we will take 
advantage of this as well with penetrations to all different segments but especially to the lighter roamer 
rather than the hardcore otakus. 
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We will make our Facebook page, make contents available on Facebook and use twitter as a way of 
reaching people as well, announcing things and making on the fly updated news. We will interlink all the 
platforms and our websites to each other so that people can jump from one platform to another easily 
while having a recognition that they are still in the same web space created by us. Thumb nailing can 
drive more traffic to our pages, which means we put the sample of the articles and on social media pages 
with links to the whole articles on the site.  
 
We can do promotions and events just for a specific social media platform. For example, we will have a 
digitally distributed game and we could have lotteries with giving out some free codes for people to try it 
out exclusively on the Facebook fan page. 

Internet Ads

The way we have structured the site and our business idea there isn't much of plain old advertising and 
banners in mind simply because it is not very effective anymore70. However, certain places that are 
strongly related to our web site might attract our demographics: Forums about Japan, Tradera pages for 
games, travel sites etc. 
 
We will also put ads on our own site for revenue but the above mentioned problem still exists so we will 
aim to have more noticeable ads on our sites. For instance, ads from Japanese sites that will demonstrate 
some web shops that cover different products from ours and we could potentially import to our customers. 
 

Business system/ organization 

Value configuration 
We are planning to generate revenues by providing three different values to customers: infotainment, 
products and services. This means that we are going to have three different sources of revenues. The first 
value, entertainment, will be offered through the contents with articles, videos, podcasts etc. and we aim 
to make a profit by posting advertisements on our website. The second value, products is fairly simple. 
We are going to sell products and gain revenue from it. The third value, service, will bring us profits by 
charging a certain amount of fees to the services we offer to customers. Furthermore, we will keep trying 
to look for opportunities to cooperate with other firms and create other kind of values. In order to do that, 
the first thing we need to increase the traffic to our website so that we can establish a strong position in 
Sweden as the best website about the Japanese pop culture.  
 

                                                 
70 That is because software such as “AdBlocker” hides ads. It is also that people have adapted to the way of flashy 

ads and ad banners work. The eyes of today's internet users seem to simply skip the ads, only recognizing them 
as “noise”.  So it is not effective to attract people unless they are truly useful to them: 
Bloomberg Businessweek, ’Internet Ads: Irritating and ineffective’. 2008, viewed on 15 May 2012, 
<http://www.businessweek.com/debateroom/archives/2008/08/internet_ads_irritating_and_ineffective.html> 
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        Chart 3: Revenue Model 

Alliances 

Suppliers of products 
We are going to search for several different suppliers of the products for our web shop. The first option is 
to find products through a portal site in Japan that connects wholesalers and buyers on the internet. 
NetSea is one of the biggest portal sites71 and it covers wholesalers that sell hobby goods and gizmos. The 
second option is to wholesalers in Akihabara, a major shopping area for electronic, computer, games, 
anime, manga and various geeky things in Tokyo. The third option is finding products on Japanese 
auction site “yahoo auction”72. 
 

Digital comic portal site 
In a few years, we would like to partner with a company that runs a portal site for digital comic books and 
make it accessible for foreign fans as well. We plan to get a license to sell their products, translate them 
and make them available for foreign customers, especially Swedish fans. The below chart shows the flow 
of the business73: 

                                                 
71 ‘NetSea (in Japanese), n.d., viewed on 15 May 2012, <http://www.netsea.jp/ > 
72 ‘Yahoo Japan Auction (in Japanese)’/ 2012, viewed on 15 May 2012, <http://auctions.yahoo.co.jp/> 
73 We assume that the revenues from digital comic books and indie games will be shared with the contents holder at 

the rate of 30% (us) to 70% (contents holder). This rate comes from the standard rate in Japanese anime/ manga 
industry: Yahoo Japan Chiebukuro, “Copyright fee of anime and manga”. 2009, viewed on 15 May 2012, 
<http://detail.chiebukuro.yahoo.co.jp/qa/question_detail/q1429182049>. However, of course this will vary 
depending on contents holders’ requests and outcomes of negotiations.  
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Chart 4: Business Model of Digital Comic Site 

 

Alliance with Japanese digital comic distributors 
 

In order to get access to high quality contents and make sure to generate stable revenues, we are going to 
establish a partnership with a Japanese company that already distributes contents to the Japanese market. 
We will sell contents gained through these distributors to the customers. 

The potential partners are as follows: 

 NTT Solmare74 

 Dojindo DL75 

 Dejikomi Shincho Com Com76 

 

Direct Partnership with Indie Manga Artists 
                                                 
74 ‘Solmare (in Japanese)’, n.d., viewed on 15 May 2012, <http://www.nttsolmare.com/overseas/overseas.html> 
75 ‘Dojindo DL (in Japanese), n.d., viewed on 15 May 2012, <http://doujindou.com/circle/doujindoudl/> 
76  ‘Dejikomi Shincho Com Com (in Japanese), 2012, viewed on 15 May 2012, 
<http://www.shinchosha.co.jp/comcom/review.html> 
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At the same time, we will also try to find a supply route that directly connects us to indie manga artists. 
Though the qualities of their contents might be inferior to those provided by the professional distributors, 
we will be able to find unknown and unique contents by this way. We will distribute these contents free of 
charge and generate revenue solely through the ads. The revenue from the ads will be shared with the 
contents holders (manga creators) and us. 

Indie Game Shop 
 Just like the digital comic market, we would also like to distribute translated indie games for foreign 
otaku customers by making an alliance with Japanese indie game creators. We are going to find creators 
by accessing groups of developers listed below: 

Potential Partners: 

 O-GAMES77 

 Bio_100%78 

 AYAHIME GAMEZ79 

 Usadablog80 

 Inu to Neko81 

 Edelweiss82 

 PlatineDispositif Website83 

 Alpha Secret Base84 

 Astro Port85 

 NIGORO86 

 Circle Infotech87 

 Game Hell 2K88 

The games translated by us will be distributed from platforms well-known for selling indie games. An 
online gaming platform “Steam” is one of the most suitable platforms that we can use89. 

                                                 
77 ‘O-GAMES (in Japanese)’. n.d., viewed on 15 May 2012, <http://o-games.info/> 
78 ‘Bio_100% (in Japanese)’. n.d., viewed on 15 May 2012, < http://bio100.jp/> 
79 ‘AYAHIME GAMEZ (in Japanese). n.d. , viewed on 15 May 2012, <http://www.ayahime.com/> 
80 ‘Usadablog (in Japanese)’. n.d., viewed on 15 May 2012, <http://lovelove.rabi-en-rose.net/blog.php?n=226> 
81 ‘Inu to Neko (in Japanese)’. n.d., viewed on 15 May 2012, <http://inutoneko.jp/> 
82 ’Edelweiss (in Japanese)’. 2012, viewed on 15 May 2012, <http://edelweiss.skr.jp/> 
83 ‘PlatineDispositif Website (in Japanese)’. 2012, viewed on 15 May 2012, < http://www.platinedispositif.net/> 
84 ‘Alpha Secret Base (in Japanese)’, 2012, viewed on 15 May 2012, <http://www.geocities.jp/dij4121/alpha/> 
85 ‘Astro Port (in Japanese)’. 2012, viewed on 15 May 2012, <http://www.interq.or.jp/saturn/takuhama/dhc.html> 
86 ‘NIGORO (in Japanese)’. 2012, viewed on 15 May 2012, <http://nigoro.jp/> 
87 ‘Circle Infotech (in Japanese)’. 2009, viewed on 15 May 2012, <http://infotech.rim.zenno.info/>  
88 ’GAMEHELL 2K (in Japanese)’. n.d., viewed on 15 May 2012, <http://www5.atwiki.jp/yaruhara/> 
89 ‘STEAM’. 2012, viewed on 15 May 2012, <http://store.steampowered.com/?l=japanese> 
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This indie game business model is structured as the below chart: 

 
   Chart 5: Business Model of Indie Game Shop 

Activities 

Location 
We are going to conduct our business activity in Tokyo, Japan and in Jönköping, Sweden. The stuff in 
Tokyo will make the entertaining contents by gathering juicy topics found in Japan, find suppliers for the 
web shop and conduct the services related to Japan that we offer to Swedish customers. The staff in 
Sweden will also make contents /product pages and take care of customers of the web shop. 

Legal requirement 
We are planning to register Emil Gunnarsson’s and Tobias Jacobsson’s name as LLP (Limited Liability 
Partner) in Japan90.  

Logistics 

Phase 1-2 
In order to save shipping costs we will do a lot of tests and content and ship over the products in bulk/ 
larger packages by ship from Japan on the phase 1 and 2 while we only deliver products to Swedish 

                                                 
90 We choose this legal form because of these following reasons: first, foreigners and those who do not live in Japan 
are allowed to become members of LLP; second, members have only limited responsibilities unlike sole proprietors; 
third, there is no need to pay corporation tax so we can save a large amount of tax to pay; fourth, it is cheaper to 
register LLP compared to a stock company. 
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customers. If we send 30kg of the products at one time, the shipment cost will only be 1200 SEK. If we 
calculate that each item weighs 200g (that means that we can send 100 items in the same container) and 
send one by one with the first class air mail from Japan, it will totally cost more than 20,000 SEK just for 
shipments91. Sending a lot at one time by ship seems to be a good strategy to cut costs. Regarding the 
warehouses, our plan is to buy a certain amount of products in Japan, send them by ship which is the least 
expensive way, and store the products in Tobias’s house92.  
 

 
Chart 6: Logistics on the Phase 1-2 

Phase 3 
On the phase 3, we will expand our target market internationally so we will need to deliver the products to 
different countries in the whole world. Therefore we change our logistics to stock products in Japan and 
send all the products directly from the warehouse in Japan to international customers. In order to avoid 
time consuming work for packing/ shipping/ stock control and keep enough space for stocks, we are 
going to outsource shipping work to a company “EcExpress93” that specializes in logistics for e-
commerce. By doing this, we will also be able to cut the costs for hiring extra staff and save money. The 
flow chart below shows how the logistics work after the phase 3. 

                                                 
91 See the appendix IV “International Shipping Rate”: JAPAN to Door, ‘International shipping rate’. n.d., viewed on 15 

May 2012, <https://www.japantodoor.com/Domestic.asp?idno=55> 
92  Japan Post, “Price List :International parcel, the third region (in Japanese)”. n.d., viewed on 15 May 2012, 
<http://www.post.japanpost.jp/int/charge/list/parcel3.html#> 
93 ‘ECExpress (in Japanese)’. n.d., viewed on 15 May 2012, <http://www.ec-express.com/pack-03.html> 
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    Chart 7: Logistics on the Phase 3- 

Implementation plan 

Timeline for the implementation plan 

 
Chart 8: Implementation Plan 

Phase 1 “Develop contents/ Sell on Tradera”: 2012.10-2013.4 
 

 

 

Target Value: Phase 1 (2013.4) 
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Number of the fans of our website94/ month 0.05% of the target market 
(200) 

Number of the roamers95/ month 0.35% of the target market 
(1,400)96 

Number of the Tradera customers/ month 4%97 of the fans (8) 
Number of the Service users/ month 15%98 of the fans (16) 
 
Milestone Start Date Completion 

Date 
Budget Manager 

Contents Creation 2012-06-01  1,000 SEK/ month Emil 
Websites completion 2012-10-01 2012-11-30 1,000 SEK99 Tobias 
Open a shop page on Tradera 2012-10-01 2012-10-30 0 SEK Emil 
 

Phase 2: “Establish a strong position in Sweden”: 2013.4-2014.4 
 

Target Value: Phase 2 (2014.4) 
Number of the fans of our website/ month 1% of the target market 

(4,000) 
Number of the roamers/ month 2.5% of the target market 

(10,000)100 
Number of the Tradera & web shop customers/ month 5% of the fans 
Number of the Service users/ month 15% of the fans 
 
Milestones Start Date Completion 

Date 
Budget Manager 

Webshop creation 2013-04-01 2013-04-30 1,000 SEK Tobias 
Making alliances with suppliers 2013-03-01 2013-04-30 0 SEK Misato 
 
 

                                                 
94We define “fans” as users who visit our website on a regular basis (almost every day). 
95We define “roamers” as users who visit our website irregularly by chance. 
96 The ratio of fans and roamers (approx. 25:75 at all the phases) is taken from the standard number which is based 

on empirical cases of all kinds of websites. The higher the ratio of fan becomes the better because most of 
revenues come from fans/ repeaters: A, Shimizu, ‘What is the standard ratio of repeaters and newcomers? (in 
Japanese)’ in Markezine. 2008, viewed on 15 May 2012, <http://markezine.jp/article/detail/5945?p=3> 

97 The percentage of the web shop customer on each phase is taken by the standard number of the conversion rate 
for web shops (0.5% - 2.0% of the number of visitors): Web Marketing Consulting, ‘Conversion Rate (in 
Japanese)’. 2006, viewed on 15 May 2012, <http://blog.surfboard.co.jp/cn/faq/000099.html>.  

98 The percentage of the service users is a modest estimation taken by the questionnaire (See Appendix VII). 
99 This may sound too cheap, but it is possible since we ask Tobias’s friend who is a professional web developer to 

complete our web page. 
100 This is a modest estimation of the visitors taken by an actual case of GiantBomb (op. ct.), a successful, similar 

website. It is a global site and reaches 0.3% of the global internet users. The target number on the phase 2; 2.5% 
of the target market (10,000 users) is equivalent to be 0.1% of the Swedish internet users. The number of internet 
users in Sweden is estimated to be approx. 8,800,000 (the population*internet user ratio 92.5%; Internet World. 
op. ct.) 
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Phase 3: “Expand our business” 2014.5- 
 

Target Value: Phase 3 (2015.9) 
Number of the fans of our website*/ month 12,500 unique users 
Number of the roamers*/ month 44,000 roamers101 
Number of the Tradera & web shop customers/ 
month 

2% of the fans102 

Number of the Service users/ month 15% of the fans 
 
 
 
Milestones Start Date Completion 

Date 
Budget103 Manag

er 
English page completion 2013-12-02 2014-04-30 10,000 SEK Emil 
International logistics infrastracture creation 2014-03-03 2014-04-30 1,000 SEK Misato 
Digital Manga contents completion 2013-12-02 2014-04-30 20,000 SEK Misato 
Indie game shop completion 2013-12-02 2014-04-30 20,000 SEK Tobias 
E-book in English completion104 2013-03-03 2013-04-30 2,000 SEK Emil 

Gantt chart 
 

Chart 9: Gantt 

                                                 
101 This is just a modest estimated number of the visitors (12,500 fans + 44,000 roamers) in the end of the third year 

and not the final achievement. Since the target market is the global internet users, the number of visitors can go 
much higher a few years later if we keep on working. For example, GiantBomb (op. ct.) has 1,600,000 unique 
monthly visitors and Kotaku (op. ct.) has 4,100,000: eBizMBA, ‘Top 15 Most Popular Video Game Websites’. 2012, 
viewed on 15 May 2012, <http://www.ebizmba.com/articles/video-game-websites> 

102 The reason why the percentage of the web shop customer is lower on this phase than the other two is 
because we will gradually shift our focus on intangible products and services and keep the scale of the 
web shop not too large. 

103 The budgets are mere estimations and this might vary in reality. However, we gained insights regarding the 
approximate cost from a potential partner that provide professional manga comics: Manga seisaku lab, ‘Price list 
(in Japanese)’. n.d., viewed on 15 May 2012, < http://www.manga-promotion.jp/service/price.html> 

104 We are going to self-publish a Kindle book that bases on the articles we have accumulated with some extra 
contents and distribute it globally in multiple languages. 
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Management team 

Members 

Emil Gunnarsson (Co-founder, Japan) 

Role 
General Commander of operations/ Content provider/ Buyer/ Video editor/ Customer support/ Translator  
 

Education 
IT studies, Japanese Language at university 

Work Experience 
Customer relations at “Eniro” and “Arla” 

Additional Comment 
He knows his field. He also has knowledge of the field; he himself is interested in the Japanese culture 
and goods we aim to cover. His passion will make the articles, videos and podcasts entertaining for the 
target audience since he knows the topics. His fluency in Japanese and English can also be helpful. 
He is very skillful at writing and has won the prize for the best product review at ElGiganten in Sweden in 
March 2012105.   
 

Tobias Jacobsson (Co-founder, Sweden) 

Role 
SE/ Logistics and inventory manager/ Content provider/ Customer support 

Education 
Natural science at high school 

Work Experience 
Customer relation at IBM Ireland 

Additional Comment 
Tobias is an avid science student and is good at understanding and knowing the latest news in that field. 
This will be handy when it comes to covering tech news since he has a good understanding how different 
tech work and thus can explain this to the audience. He is also interested in cooking and Japanese foods 
that can interests “Japanophiles”. 
 

                                                 

105 ElGiganten, ’Ge oss ditt produktomdöme! (in Swedish)’. 2012, viewed on 15 May 2012, 
<http://www.elgiganten.se/cms/s-2pasGQVpRewAAAE0zHJbiPEG/ge-oss-ditt-produktomdome> 
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He also has an experience from Japan. Tobias has his own set of experiences from japan and can put this 
into perspective especially when covering things of more political nature that will be more main stream. A 
thing that Tobias is passionate about is environmentalism which is a thing Japan is keen on today, 
especially since the nuclear accident. 
 
Tobias has many connections in the web building community as well as financial and banking. A thing we 
plan to use to our advantage. 
 

Misato Kogure (Advisor) 

Role 
General business advisor/ Content Provider/ Translator 

Education 
Bachelor degree in economics, international relations and political science. One year of marketing study. 
Master degree in Innovation, Entrepreneurship and Business Development. 

Work Experience 
Interpreter at Kockums/ Sushi cook at Moshi Moshi / Customer relations at IKEA Kohoku, Drugstore 
Create SD, McDonald’s/ Teacher at School IE/  

Additional Comment 
She is Japanese and therefore will be of tremendous help while negotiating with Japanese wholesalers and 
government. She can also provide translation services to both the company and its potential customers. 
Furthermore, she has a good knowledge of Japanese traditional culture side since she has practiced tea 
ceremony, calligraphy and Japanese flower arrangement since she was a child. Now she also works as a 
cook at a Japanese restaurant and has a good knowledge in how to make Japanese food in Sweden, which 
can be shared to Swedish readers interested in making Japanese cuisine. 

Professional and advisory support 

Advisors for entrepreneurship: 
Teachers at Blekinge Institute of Technology/ BTH innovation staff. 
 

Professional web developer 
Johan Ryhd (Tobias's friend) 
 

Music mixer for our video contents:  
Yosuke Kogure (Misato’s brother) 
 

Financial advisor:  
Yurie Makihara (Misato's friend, professional accountant) 
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Risks 

Anticipated risks 

Market risks 
The most realistic risk we can think of is that we miscalculate the market/ the target segments’ needs and 
we are not able to increase the traffic to our website. This can cause a fateful damage on our business. If 
our website remains unknown to the potential customers, we are not able to gain revenues from any 
sources of revenues: PPC (pay-per-click) advertisements on the entertaining contents, from selling 
products, or from offering services. 
 

People risk 
The second one is the risk regarding people engaged in our business. If the board members drop out from 
our business, it will be hard to continue doing this. 
 

Financial risk 
The biggest financial risk lies in the web shop part. The entertaining contents and the services do not 
require much of the start-up investment, but for the web shop, we need to do it to prepare stocks. If we 
mistakenly purchase unpopular products, we will not be able to recover our investments. Therefore we 
need to be careful of the amount and the kind of the products we buy. 
 

Competitive risk 
Although there is no threatening competitor at the moment, new and strong competitors might enter the 
market after we start the business. Competitors that conduct business in English in other countries can 
also be risks. 
 

Legal risk 
The last risk is that we might make mistakes because of the lack of knowledge in legal issues. Trading 
between countries requires us to understand laws and conditions and if we infringe laws, we might get 
into a serious trouble. We need to have correct knowledge and understanding of the rules. 
 

Plans for minimizing risks 

Market risk 
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We have done the thorough research about the market and the customers by using both the primary and 
secondary source through building this business plan, so it is unlikely that what we have found out so far 
is totally false. The next way to minimize the marketing risk is to make every effort to let potential 
customers know about our website. We will conduct various kinds of promotions as stated in the previous 
section. Keeping the contents always updated can be another tactic. Listening to customers and reflecting 
their feedback to our website can also be effective. 
 

People risks 
It is also unlikely that our board members quit this business; because this business idea came from our 
intrinsic motivation to do something fun both for us and for “brothers”- other otakus i.e., our customers. 
They are also willing to spend 100% of their efforts to get this business on the right track. However, just 
to avoid confusion and misunderstanding, we should determine how to work and share profits before we 
start and make a concrete written partnership agreement that is legally effective. If some unexpected 
accidents occur to a member and it turns out that he cannot continue anymore, the other member will 
continue running business with a smaller scale by getting help from others such as family members and 
friends. 
 

Financial risk 
For the third risk, we are going to start the web shop part little by little. In the beginning, we will focus on 
building a solid content part (the entertainment part) to increase the traffic. At the same time, we will 
experiment retailing by selling potential products bought in Japan on auction sites in Sweden such as 
Tradera to see what kind of products could be popular. When we think that our entertaining contents have 
gained enough attention, we will finally begin the web shop with just a few kinds of products with small 
amounts and see customers’ responses to minimize the amount of the investment and stock. 
 

Competitive risk 
To prevent competitors from entering the market is difficult because we cannot protect our business 100% 
like patented products, so we will rather focus on building a strong brand and competency so that we can 
still be unique among new competitors. The first strategy is to differentiate ourselves by providing unique 
contents that only WE can create. Adding our original perspective, ideas, opinions, humor to the contents 
is the key. By making use of our experiences at the customer support, providing user friendly and warm 
customer support can make us unique too. In addition, establishing several supply routes and providing a 
unique product line can also be effective. 
 

Legal risk 
For these risks, we will study how to import things carefully and also ask professional people. We will 
also contact organization such as Tullverket106 and Mipro107 before starting our business to avoid making 
mistakes and import products properly. 

                                                 
106 ’Tullverket (in Swedish)’. n.d., viewed on 15 May 2012, <http://www.tullverket.se/> 
107 ‘Mipro (in Japanese)’. 2012, viewed on 15 May 2012, <http://www.mipro.or.jp/> 
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Financing 

Start-up expenses 
 

LLP registration fee 5,000 SEK 
Second hand dealer registration fee 1,500 SEK 
Bank account 1,000 SEK 
Website 1,000 SEK 
Server/ domain name 1,000 SEK 
Inventory 18,000 SEK 
  
Total 27,500 SEK 

Running costs 

Phase 1-2 
Supplies (office and operating) 100 SEK 
Repairs and maintenance 100 SEK 
Advertising 100 SEK (on average) 
Car, delivery and travel 400 SEK (on average) 
Insurance 200 SEK 
Depreciation 280 SEK 
Miscellaneous 100 SEK 
  
Total 1,280 SEK 

 

Phase 3 
The running cost will increase on this phase since we are going to rent a warehouse and 
outsource the logistics. 

Supplies (office and operating) 100 SEK 
Repairs and maintenance 100 SEK 
Advertising 100 SEK (on average) 
Car, delivery and travel 400 SEK (on average) 
Insurance 
Rent  
Telephone 
Utilities 

2,500 SEK 
2,000 SEK 
300 SEK 
200 SEK 

Depreciation 280 SEK 
Miscellaneous 100 SEK 
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Total 6,080 SEK 

 

 

Estimated number of visitors 
The number of visitors is estimated according to the target values on Phase 1,2,3 until the end of the third 
year which are made by synthesizing empirical cases of similar websites and the result of questionnaire108. 
The number is expected to grow drastically when we move on to Phase 3 (2014.5-) since we are going to 
open our English site to non-Swedish otakus as well. 

 
Graph 7: Estimated number of visitors 

Sales forecast 
Sales are calculated according to the following equations: 

 

Contents Part109:  

The number of fans * 30 (times of visit/ month) + the number of roamers * 1 (time of  

visit/ month)* 0.01 (conversion rate) * 3 (average page views) * 1 (SEK revenue from ads) 

 

Web shop:  

                                                 
108 The backgrounds of the target values are explained in the footnotes in the section of ‘Timeline for the 

implementation’ in ‘Implementation Plan’. 
109 Although the digital manga distribution belongs to the content part, the paid digital manga are counted in the 

category of the web shop at the calculation in order to make the equations simple. 
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 The number of fans * the conversion rate of purchase * 300 SEK (estimated average customer spending) 

 

Service:  

The number of fans * the conversion rate of purchase * 150 SEK (estimated average customer spending) 

 

 
Graph 8: Sales forecast 

Break even analysis 
The net cash flow is expected to turn positive in June 2013, 9 months after we launch the business. Since 
the legal form of our business is LLP, we do not include the remuneration of the management team 
members in the expenditures at the point of the break-even. When calculating the remuneration as 
20,000SEK per member, our business is estimated to generate enough amount of the net profit to sustain 
after April 2014. 
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Graph 9: Break-Even Time 

Cash flow analysis 
The projected cash flow for three years is as the below chart.  

 
Graph 10: Cash Flow 

Capitalization 
We are planning to start our business by using “owner financing methods” (Winborg & Landström 2000). 
The LLP Members invest their own money as follows: 
 
Member Amount 
Emil Gunnarsson 137,500 SEK 
Tobias Jacobsson 100,000 SEK 
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Appendix I: Details of Otaku 
 

According to Okuide, there are six basic needs that Otaku have. These are extracted from otakus’ 
behaviors and thoughts and sorted in order to use as the fundamental index for otakus’ spirits and 
behavior patterns110. Here are the lists of the six needs. 
 

1. Needs for collection 
Otaku  has a strong desire to collect all the products related to the object they are specifically 
interested in. They have an extremely strong grudge towards the object and sometimes they 
cannot control their consumption on the related products111. 
We can satisfy these needs by selling products on the web shop or offering the service to find the 
products in Japan so that they can complete their collections. 
  

2. Needs for sympathy  
Otaku  wants others to understand how good the object they are interested in is and hopes to 
increase the fans. At the same time, they also have a desire to be focused or sympathized by 
others.112  
In our web space, they are able to gain sympathy from us and other users  because we have a 
similar preference. For example, they can satisfy these needs with the contents of their favorite 
thing that we create or with the communication space by interacting with others. 
   

3. Needs for independence 
Although they need sympathy, they do not want to be controlled by others when  it comes to their 
favorite object. They want to have their own criteria and sense of value on the object. They are 
eager to collect knowledge and information regarding the object to make their own independent 
criteria to judge what is good for them113. 
We are able to deliver lots of information and knowledge so that otaku can have insights without 
forcing our opinions on them through our contents. What we do is to introduce and report about 
things, trends and phenomena and not to push our sense of values.  
  

4. Needs for belonging 
They have a desire to form a group that can share the same sense of value and belong to the 
group. They want to be in a comfort zone where everyone sympathizes with them and understand 
them. This is because of their experiences to be refused by others since their fanatic love towards 
the specific object is sometimes hardly understandable  for people outside the group114. 
What we want to create on our contents is an atmosphere of a cozy community that share 
common interests. GiantBomb is very good at this and they attract the audience because they are 
funny, friendly and always consider the audience in front of the screen115. We will get inspiration 
from them and try to create a space where people can feel that they are welcome. We will also try 
to have mutual communication instead of one-way so that audience can actively interact. 
  

5. Needs for self-assertiveness 

                                                 
110 Okuide, op.ct 
111 Ibid 
112 Ibid 
113 Ibid 
114 Ibid 
115 GiantBomb, op.ct 
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These are the needs that drive otaku to open information, reviews and thoughts regarding their 
favorite object to public. This is usually  done in the internet by making a webpage, writing 
comments on a  blog or a forum, discussing in a chat room etc.116 
We are planning to create our web space on Facebook so that people can  easily upload pictures of 
their works and cosplay. Eventually we  would like to create such a forum where users can 
upload their pictures or movies on our own website too.   
 

6. Needs for creativity 
They often like to consume the contents/ products of their favorite object, add their own values on 
them and re-create them. Fanzine (magazine published by fans) is a good example117. 
Firstly,  we will deliver the original contents and products on our web space so that users can 
consume and stimulate their creativity. Secondly, we are also planning to sell raw materials for 
creation, such as plastic model kits and cosplay parts etc. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
116 Okuide, op.ct 
117 Ibid 
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Appendix II: Details of Otaku Sub Segments 
 

Reclusive Otaku 

These are persons who have potential to consume truckloads of contents, Japanese anime games 
and manga etc., but they usually pirate such things. However, it does not mean that they do not 
want to spend any money on otaku things. For them piracy is simply the most convenient and 
accessible choice in many cases, since many contents are not officially released outside Japan and 
they are usually one of the most tech savvy groups of people.   
 
They are typically socially reclusive in real life that they do not go out drinking and meet people 
very often. Instead, they tend to stay home and have a fairly active social life on the internet in 
various games or message boards.    

 
They tend to put a high value on “Japanness” of the objects. For example, some of them learn 
Japanese because they want to get rid of the language barrier between contents and themselves. 
Some motivated ones often translate the contents for other fans too. They are picky about the 
worldview of the object they are interested in, so they do not become satisfied with poorly 
dubbed version of contents or subtitles that ignore contexts specific to Japan. They can also be 
really interested in several Japanese things such as Japanese foods that appear in the manga and 
anime they like. 
 
This type of person is prone to trust word of mouth from peers on his games or message boards 
because they are typically his number one source of information and they are the extent of their 
social interactions. 
 
They have very narrow and deep preferences of the objects, so luring them to spend money on 
related products are not so easy. However, once they find what they want, they will lavish money 
on it.   
 
 
 
 

Open Otaku 
 

Compared to reclusive otaku, they are more casual persons who tend to be more interested in 
broader things. They have also interests in the real world around them and are interested in 
languages, culture and topical news to a greater extent. Though they might not spend on 
enormous amount of money in one specific object like reclusive otaku does, they do have 
potential to spend money on diverse products.   
 
They are into typical otaku things such as tech things, computer games and movies which are 
based on the internet, but they still enjoy their real lives by regularly partying and meeting 
friends. They are also usually employed or have a clearer thought-out plan for their lives. They 
might dabble in the pirated contents but are much more inclined to purchase things than reclusive 
ones because they do not feel that they have time or energy to get these things by an improper 
way. They simply want to buy things to have them delivered in a safe manner and not have to 
worry about any hassle. 
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So getting them to buy things will be easier than the reclusive ones, although they will not 
consume at the same level as the real 100 % otaku will. They will probably care more about 
packaging and presentation of the product itself, covers and such things. 
 
 
 

Light Users 
 

The last one is a group with casually interested persons. This is a group of persons who do not 
really care about anime or the games but find something about Japan amusing temporarily and 
then to read or watch such things. They might have an interest in japan but probably from another 
angle. They are more interested in “sushi” for instance than homosexual comic books made by 
core fans of a certain anime.   
  
Currently, they can be curious about Japan because of the earth quake and the nuclear power plant 
accident that occurred last year. They simply want to have information and news of how things 
are going and come across to our website. Travel and restaurant guide in Japan will also probably 
be among their chief interests. Recipes of sushi or other Japanese/ Asian foods can attract them 
too.   
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Appendix III: Details of Indirect Competitors 
 

Blogs + web shop 
 

Okaeri by Selmish  
 
Evaluation: The site has some nice art direction and semi interesting content although it tends to be very 
focused on their own business and everyday life. It is fine for their fans but not super interesting for 
outsiders. They do sell some things but it seems fairly narrow and only focused on cute teddy bears and 
such articles from japan. They do not have an overly high traffic rate for the site and does not even 
register on Google analytics. 
 
We would say this site has potential to become big and threatening to us if they would expand a lot 
beyond their current horizons. They operate solely from Sweden, which also limits them as of right now.   
 
Threat level: 2.5 
 

 
      Okaeri by Selmish 

Contents 
 

We can see from the selection below that it does not seem to be many blogs about Japanese tech and geek 
things. There are blogs about Japan and about tech stuff but rarely are they combined into one unit. This 
might be both good and bad of course. There is also very little use of the modern internet structure here 
too (meaning a lot of video contents and use of community). There is also very little practical websites 
with information about places in japan and how to access them. 
  
 
Blogs 
 
 ChibiNihon  
 

Evaluation: Fairly good and stylish design covers a lot of topics in same manner as we do, they 
tend to only extend to linking YouTube clips or other articles though and not much work is done 
by the blogger himself which makes it a little less interesting. Also there are numerous spelling 
mistakes on the site which damages impression. This site is as of the 1st of May 2012 put on 
permanent hold since the writer does not have the time to write it any longer. 
 
Threat level: 2 

Interface

Popularity

Contents

Assortment0
1
2
3
4
5
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                              Chibi Nihon 

 
 
 
Japanspecialisten 
  
Evaluation: Nicely designed site with a lot of information and have corresponding bloggers, butt 
tends to be more about information seeking than entertainment. However, cues from their 
everyday content and food sections should be observed. The strong correspondence in blogger 
makes this site a more serious threat to our casual audience. 
 
Threat level: 3 
 
 

 
                          Japanspecialisten 
 
 
  

Obsessive Cuteness 
  
Evaluation: Classical blog space with some news about Japanese goods, not very frequently 
updated and is rather mundane. 
 
Threat level: 1 
 

Interface

Popularity Contents

0

5

Interface

Popularity Contents

0

5
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              Obsessive Cuteness 
 
 

 
Prylbloggen  
 
Evaluation: Covers a lot of topics and gizmos, most of them not from Japan though. Thus this 
will only be a semi competitor since they are after the mainstream rather than the core.   
 
Threat level: 2 
 

 
      Prylbloggen 

 
  

Forums 
 
 
 anime.se  
 

Evaluation: Nice clean forum with active community. However, that is it and there is little in the 
form of content or reports. Our assessment is that we should use this site to promote our own with 
info and articles. 
 
Threat level: 1 
 
 

Interface

Popularity Contents

0

5

Interface

Popularity Contents

0

5
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         anime.se 
 
 

Services 
We have identified one firm that focuses on offering services that connect Sweden and Japan. The firm 
seems to offer many different kinds of services both for other companies and also for private persons. 
Some of their services are similar to our idea, such as assisting private import. 
 
 
 Competitor website 
 JapanPorten 
 

Evaluation: This site has a lot of information and also says it offers some services. The style of 
the site is very static and a little boring. There also does not seem to be much activity and that 
makes us question if it is actually open for services. 
 
Threat level: 1 
 

  
      JapanPorten 

Web shop 
The typical type of the business the competitors conduct is a web shop that sells electronics, games, 
music, toys, and costumes in Sweden. Here we call these products “prylar” (gizmos). The competitors can 
be divided into two categories. The first one is a group of web shops focusing only on Japanese prylar. 
The second one is a group of web shops that cover general prylar including those from Japan. 
 
 Competitor web shops 
 
 Group 1: 
 

Interface

Popularity Contents

0

5

Interface

Popularity Contents

0

5
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 Mangani  
Evaluation: Basic site that has some figurines and goods but it does not invite to buy. This site 
lacks attractiveness to make people interested. 
 
Threat Level: 1 
 

 
 
 
 
 

 
 
 
 
 
 

      Mangani 
 
 
Sun Ai Scandinavia 
  
Evaluation: have genuine goods from Japan and is run by Japanese staff that lends credibility. The 
site is however one of the worst, it does not seem to have been updated in 10 years even though it 
is a fairly new site. 
 
Threat level: 1 
 

 
           Sun Ai Scandinavia 

  
 

Group 2: 
 
 Cool Stuff Sveriges Prylmecka  

Evaluation: Nice selection of things. It is leaning more towards party goods and masquerade 
things than stuff from Japan. 
 
Threat level: 2 
 
 

Interface

Popularity Assortment

0

5

Interface

Popularity Assortment

0

5
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                  Cool Stuff Sveriges Prylmecka 

 
 

 Roliga prylar  
Evaluation: Funny site with good design and some content in the middle, which is something we 
can look at when building our site. It is however not about Japanese things but rather the cheap 
fun stuff you can find at a market fair or in a boutique like Lagerhaus. 
 
Threat level: 3 

 
    Roliga Prylar 

 
 

  
Science Fiction Bokhandeln  
Evaluation: large site with a lot of goods and fairly nice layout even if it can seem a little busy. 
They specialize in all manner of hobby articles and not only things from Japan. They do however 
have some imported manga and toys. This is probably the biggest threat when it comes to having 
our own store since it is an established brand name. 
 
Threat level: 4 

Interface

Popularity Assortment

0

5

Interface

Popularity Assortment

0

5
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     Science Fiction Bokhandeln 
  
 

Fantasybutiken.com 
  

Evaluation: Nice layout and design and it has a good selection of various goods. It doesn't seem 
very active any longer however, when trying to mail the customer support it turned out that the 
email address was no longer active. 
 
Threat level: 3 

  

Fantasybutiken.com 
 
Webhallen.com  
 
Evaluation: Busy design and covers mostly electronic devices. Almost no imports at all and if so 
it is from the U.S. 
 
Threat level: 3 
 
 

Interface

Popularity Assortment

0

5

Interface

Popularity Assortment

0

5
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   Webhallen.com 

 

 

 

 

 

 

 

 

 

 

Interface

Popularity Assortment

0

5
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Appendix IV: International Shipping Rate 
Shipping Rate Chart: EMS (Express Mail Service) in JPY (1 JPY = 0.09 SEK) 

 Destination 

Weight in kg Asia Oceania, North America, Central 
America, Middle East 

Europe South America, Africa 

     

0.30 900 1,200 1,500 1,700 

0.50 1,100 1,500 1,800 2,100 

0.60 1,240 1,680 2,000 2,440 

0.70 1,380 1,860 2,200 2,780 

0.80 1,520 2,040 2,400 3,120 

0.90 1,660 2,220 2,600 3,460 

1.00 1,800 2,400 2,800 3,800 

1.25 2,100 2,800 3,250 4,600 

1.50 2,400 3,200 3,700 5,400 

1.75 2,700 3,600 4,150 6,200 

2.00 3,000 4,000 4,600 7,000 

2.50 3,500 4,700 5,400 8,500 

3.00 4,000 5,400 6,200 10,000 

3.50 4,500 6,100 7,000 11,500 

4.00 5,000 6,800 7,800 13,000 

4.50 5,500 7,500 8,600 14,500 

5.00 6,000 8,200 9,400 16,000 

5.50 6,500 8,900 10,200 17,500 

6.00 7,000 9,600 11,000 19,000 

7.00 7,800 10,700 12,300 21,100 

8.00 8,600 11,800 13,600 23,200 

9.00 9,400 12,900 14,900 25,300 

10.00 10,200 14,000 16,200 27,400 

11.00 11,000 15,100 17,500 29,500 

12.00 11,800 16,200 18,800 31,600 

13.00 12,600 17,300 20,100 33,700 

14.00 13,400 18,400 21,400 35,800 

15.00 14,200 19,500 22,700 37,900 

16.00 15,000 20,600 24,000 40,000 

17.00 15,800 21,700 25,300 42,100 

18.00 16,600 22,800 26,600 44,200 

19.00 17,400 23,900 27,900 46,300 

20.00 18,200 25,000 29,200 48,400 

21.00 19,000 26,100 30,500 50,500 

22.00 19,800 27,200 31,800 52,600 

23.00 20,600 28,300 33,100 54,700 

24.00 21,400 29,400 34,400 56,800 

25.00 22,200 30,500 35,700 58,900 

26.00 23,000 31,600 37,000 61,000 

27.00 23,800 32,700 38,300 63,100 

28.00 24,600 33,800 39,600 65,200 

29.00 25,400 34,900 20,900 67,300 

30.00 26,200 36,000 42,000 69,400 
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Shipping Rate Chart: SAL (Small International Packet or Printed Materials) 

Shipping Rate Chart: Air Mail (Small packages or printed materials up to 2kg) 
in JPY (1 JPY = 0.09 SEK) 

 Destination 
Weight in g Asia, Guam, Malaysia 

Midway and others 
Oceania, North and 

Central America, Middle 
East, Europe 

South America, Africa 

20 70 80 90 

25 90 110 130 

50 120 150 170 

100 190 240 290 

150 260 330 410 

200 330 420 530 

250 400 510 650 

300 470 600 770 

350 540 690 890 

400 610 780 1,010 

450 680 870 1,130 

500 750 960 1,250 

550 820 1,050 1,370 

600 890 1,140 1,490 

650 960 1,230 1,610 

700 1,030 1,320 1,730 

750 1,100 1,410 1,850 

800 1,170 1,500 1,970 

850 1,240 1,590 2,090 

900 1,310 1,680 2,210 

950 1,380 1,770 2,330 

1,000 1,450 1,860 2,450 

1,250 1,625 2,085 2,760 

1,500 1,800 2,310 3,050 

1,750 1,975 2,535 3,350 

2,000 2,150 2,760 3,650 
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in JPY (1 JPY = 0.09 SEK) 
 Destination 

Weight in g Asia, Guam, Malaysia 
Midway and others 

Oceania, North and Central 
America, Middle East, Europe 

South America, Africa 

20 70 75 80 

50 100 110 120 

100 160 180 200 

200 240 280 320 

300 320 380 440 

400 400 480 560 

500 480 580 680 

600 560 680 800 

700 640 780 920 

800 720 880 1,040 

900 800 980 1,160 

1,000 880 1,080 1,280 

1,100 960 1,180 1,400 

1,200 1,040 1,280 1,520 

1,300 1,120 1,380 1,640 

1,400 1,200 1,480 1,760 

1,500 1,280 1,580 1,880 

1,600 1,360 1,680 3,000 

1,700 1,440 1,780 2,120 

1,800 1,520 1,880 2,240 

1,900 1,600 1,980 2,360 

2,000 1,680 2,080 2,480 
 

 

 

 

 
Shipping Rate Chart: Air, SAL and Surface (International Parcel* up to 30 kg ) 
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in JPY (1 JPY = 0.09 SEK) 
Destination Eastern Asia, Guam, Midway and 

others 
Southeast Asia, Southwest Asia Oceania, North and Central 

America, Middle East, Europe 
Africa, South America 

Weight in 
kg 

Air SAL Surface Air SAL Surface Air SAL Surface Air SAL Surface 

0.50 1,700 1,800 1,500 2,100 2,200 1,700 2,500 2,700 2,800 3,200 3,400 2,200 

1.00 2,050 2,700 3,350 4,600 

1.50 2,400 2,400 1,750 3,300 2,900 2,100 4,200 3,850 3,450 6,000 5,000 2,650 

2.00 2,750 3,900 5,050 7,400 

2.50 3,100 3,000 2,000 4,500 3,600 2,500 5,900 5,000 2,900 8,800 6,600 3,100 

3.00 3,450 5,100 6,750 10,200 

3.50 3,800 3,600 2,250 5,700 4,300 2,900 7,600 6,150 3,450 11,600 8,200 3,550 

4.00 4,150 6,300 8,450 13,000 

4.50 4,500 4,200 2,500 6,900 5,000 3,300 9,300 7,300 4,000 14,400 9,800 4,000 

5.00 4,850 7,500 10,150 15,800 

5.50 5,150 4,700 2,750 8,000 5,600 3,700 10,900 8,350 4,550 17,000 11,250 4,450 

6.00 5,450 8,500 11,650 18,200 

6.50 5,750 5,200 3,000 9,000 6,200 4,100 12,400 9,400 5,100 19,400 12,700 4,900 

7.00 6,050 9,500 13,150 20,600 

7.50 6,350 5,700 3,250 10,000 6,800 4,500 13,900 10,450 5,650 21,800 14,150 5,350 

8.00 6,650 10,500 14,650 23,000 

8.50 6,950 6,200 3,500 11,000 7,400 400 15,400 11,500 6,200 24,200 15,600 5,800 

9.00 7,250 11,500 16,150 25,400 

9.50 7,550 6,700 3,750 12,000 8,000 5,300 16,900 12,500 6,750 26,600 17,050 6,250 

10.00 7,850 12,500 17,650 27,800 

11.00 8,250 7,000 3,950 13,200 8,400 5,600 18,600 13,250 7,100 29,400 18,050 6,600 

12.00 8,650 7,300 4,150 13,900 8,800 5,900 19,550 13,950 7,450 31,000 19,050 6,950 

13.00 9,050 7,600 4,350 14,600 9,200 6,200 20,500 14,650 7,800 32,600 20,050 7,300 

14.00 9,450 7,900 4,550 15,300 9,600 6,500 21,450 15,350 8,150 34,200 21,050 7,650 

15.00 9,850 8,200 4,750 16,000 10,000 6,800 22,400 16,050 8,500 35,800 22,050 8,000 

16.00 10,250 8,500 4,950 16,700 10,400 7,100 23,350 16,750 8,850 37,400 23,050 8,350 

17.00 10,650 8,800 5,150 17,400 10,800 7,400 24,300 17,450 9,200 39,000 24,050 8,700 

18.00 11,050 9,100 5,350 18,100 11,200 7,700 25,250 18,150 9,550 40,600 25,050 9,050 

19.00 11,450 9,400 5,550 18,800 11,600 8,000 26,200 18,850 9,900 42,200 26,050 9,400 

20.00 11,850 9,700 5,750 19,500 12,000 8,300 27,150 19,550 10,250 43,800 27,050 9,750 

21.00 12,250 10,000 5,950 20,200 12,400 8,600 28,100 20,250 10,600 45,400 28,050 10,100 

22.00 12,650 10,300 6,150 20,900 12,800 8,900 29,050 20,950 10,950 47,000 29,050 10,450 

23.00 13,060 10,600 6,350 21,600 13,200 9,200 30,000 21,650 11,300 48,600 30,050 10,800 

24.00 13,450 10,900 6,550 22,300 13,600 9,500 30,950 22,350 11,650 50,200 31,050 11,150 

25.00 13,850 11,200 6,750 23,000 14,000 9,800 31,900 23,050 12,000 51,800 32,050 11,500 

26.00 14,250 11,500 6,950 23,700 14,400 10,100 32,850 23,750 12,350 53,400 33,050 11,850 

27.00 14,650 11,800 7,150 24,400 14,800 10,400 33,800 24,450 12,700 55,000 34,050 12,200 

28.00 15,050 12,100 7,350 25,100 15,200 10,700 34,750 25,150 13,050 56,600 35,050 12,550 

29.00 15,450 12,400 7,550 15,800 15,600 11,000 35,700 25,850 13,400 58,200 36,050 12,900 

30.00 15,850 12,700 7,750 16,500 16,000 11,300 36,650 26,550 13,750 59,800 37,050 13,250 
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Appendix V: Details of the Price for the Services 
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Appendix VI: Financial Projection 
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Balance Sheet (Projected)
Enter your Company Name here

Beginning Projected
1/10/2012 31/9/2015

Assets

Current Assets
Cash in bank 200 000 726 860
Accounts receivable 0 36 180
Inventory 18 000 12 000
Prepaid expenses 9 500 0
Other current assets 0 0
Total Current Assets 227 500 775 040

Fixed Assets
Machinery & equipment 10 000 20 000
Furniture & fixtures 0 20 000
Leasehold improvements 0 0
Land & buildings 0 0
Other fixed assets 0 0
(LESS accumulated 
depreciation on all fixed 
assets) 0 0
Total Fixed Assets (net of 
depreciation) 10 000 40 000

Other Assets
Intangibles 0 0
Deposits 0 0
Goodwill 0 0
Other 0 0
Total Other Assets 0 0

TOTAL Assets 237 500 815 040

Liabilities and Equity

Current Liabilities
Accounts payable 0 18 000
Interest payable 0 0
Taxes payable 0 1 000
Notes, short-term (due 
within 12 months) 0 0
Current part, long-term debt 0 0
Other current liabilities 0 0
Total Current Liabilities 0 19 000

Long-term Debt
Bank loans payable 0 0
Notes payable to 
stockholders 0 0
LESS: Short-term portion 0 0
Other long term debt 0 0
Total Long-term Debt 0 0

Total Liabilities 0 19 000

Owners' Equity
Invested capital 37 500 40 000
Retained earnings - 
beginning 0 13 120
Retained earnings - current 200 000 742 920
Total Owners' Equity 237 500 796 040

Total Liabilities & Equity 237 500 815 040

Opening Day Balance Sheet 
Assets 
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 Current Assets 
Cash in Bank 200 000 kr 
Inventory 18 000 kr 
Prepaid Expenses 9 500 kr 
Other 0 kr 
Total Current Assets 227 500 kr 

Fixed Assets 
Machinery & Equipment 10 000 kr 
Furniture & Fixtures 0 kr 
Leasehold Improvements 0 kr 
Real Estate / Buildings 0 kr 
Other 0 kr 
Total Fixed Assets 10 000 kr 

Other Assets 
Specify 0 kr 
Specify 0 kr 
Total Other Assets 0 kr 

Total Assets 237 500 kr 

Liabilities & Net Worth  
Current Liabilities 
Accounts Payable 0 kr 
Taxes Payable 0 kr 
Notes Payable (due within 12 months) 0 kr 
Current Portion Long-term Debt 0 kr 
Other current liabilities (specify) 0 kr 
Total Current Liabilities 0 kr 

Long-term Liabilities 
Bank Loans Payable (greater than 12 months) 0 kr 
Less: Short-term Portion  0 kr 

Notes Payable to Stockholders 0 kr 
Other long-term debt (specify) 0 kr 
Total Long-term Liabilities 0 kr 

Total Liabilities 0 kr 

Owners' Equity (Net Worth) 237 500 kr 

Total Liabilities & Net Worth 237 500 kr 
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Cash Flow (12 months) Fiscal Year Begins:
Pre-Startup 

EST oct-12 nov-12 dec-12 jan-13 feb-13 mar-13 apr-13 maj-13 jun-13 jul-13 aug-13 sep-13

Cash on Hand (beginning of 
month)

200 000 200 000 199 660 199 640 200 030 200 890 202 570 201 040 204 490 209 820 196 000 204 830 218 350

CASH RECEIPTS

Cash Sales 0 260 580 990 1 460 2 280 3 070 4 050 5 930 7 080 9 430 14 120 18 810

Collections fm CR accounts 0 0 0 0 0 0 0 0 0 0 0 0 0

Loan/ other cash inj. 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL CASH RECEIPTS 0 260 580 990 1 460 2 280 3 070 4 050 5 930 7 080 9 430 14 120 18 810

Total Cash Available  (before 
cash out)

200 000 200 260 200 240 200 630 201 490 203 170 205 640 205 090 210 420 216 900 205 430 218 950 237 160

CASH PAID OUT

Purchases (merchandise) 18 000 0 0 0 0 0 0 0 0 18 000 0 0 18 000

Gross w ages (exact w ithdraw al) 0 0 0 0 0 0 0 0 0 0 0 0 0

Payroll expenses (taxes, etc.) 0 0 0 0 0 0 0 0 0 0 0 0 0

Outside services 0 0 0 0 0 0 4 000 0 0 0 0 0 0

Supplies (off ice & oper.) 100 100 100 100 100 100 100 100 100 100 100 100 100

Repairs & maintenance 100 100 100 100 100 100 100 100 100 100 100 100 100

Advertising 100 100 100 100 100 100 100 100 100 100 100 100 100

Car, delivery & travel 2 300 0 0 0 0 0 0 0 0 2 300 0 0 2 300

Accounting & legal 0 0 0 0 0 0 0 0 0 0 0 0 0

Rent 0 0 0 0 0 0 0 0 0 0 0 0 0

Telephone 0 0 0 0 0 0 0 0 0 0 0 0 0

Utilities 0 0 0 0 0 0 0 0 0 0 0 0 0

Insurance 200 200 200 200 200 200 200 200 200 200 200 200 200

Taxes (real estate, etc.) 0 0 0 0 0 0 0 0 0 0 0 0 0

Interest 0 0 0 0 0 0 0 0 0 0 0 0 0

Miscellaneous 100 100 100 100 100 100 100 100 100 100 100 100 100

SUBTOTAL 20 900 600 600 600 600 600 4 600 600 600 20 900 600 600 20 900

Loan principal payment 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital purchase (specify) 0 0 0 0 0 0 0 0 0 0 0 0 0

Other startup costs 0 0 0 0 0 0 0 0 0 0 0 0 0

Reserve and/or Escrow 0 0 0 0 0 0 0 0 0 0 0 0 0

Ow ners' Withdraw al 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL CASH PAID OUT 20 900 600 600 600 600 600 4 600 600 600 20 900 600 600 20 900

Cash Position (end of month) 179 100 199 660 199 640 200 030 200 890 202 570 201 040 204 490 209 820 196 000 204 830 218 350 216 260

ESSENTIAL OPERATING DATA (non cash flow information)

Sales Volume (dollars) 1 1 3 3 5 6 8 13 15 20 30 40 400

Accounts Receivable 0 10 30 40 60 130 170 200 280 330 430 620 810

Bad Debt (end of month) 0 0 0 0 0 0 0 0 0 0 0 0 0
Inventory on hand (eom) 150 149 148 145 142 137 131 123 110 95 75 45 5
Accounts Payable (eom) 18 000 0 0 0 0 0 0 0 0 18 000 0 0 18 000

Depreciation 280 280 280 280 280 280 280 280 280 280 280 280 280
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Profit and Loss Projection (3 Years)

2012 % 2013 % 2014 %

Sales 68 060 100,00% 1 026 890 100,00% 2 063 480 100,00%
Cost/ Goods Sold (COGS) 46 480 68,29% 506 800 49,35% 708 000 34,31%
Gross Profit 21 580 31,71% 520 090 50,65% 1 355 480 65,69%

Operating Expenses
Salary (Office & Overhead) 0 0,00% 0 0,00% 0 0,00%
Payroll (taxes etc.) 2 000 2,94% 0 0,00% 0 0,00%
Outside Services 4 000 5,88% 17 000 1,66% 53 000 2,57%
Supplies (off and operation) 1 200 1,76% 1 200 0,12% 1 200 0,06%
Repairs/ Maintenance 1 200 1,76% 1 200 0,12% 1 200 0,06%
Advertising 1 200 1,76% 1 200 0,12% 1 200 0,06%
Car, Delivery and Travel 6 900 10,14% 15 600 1,52% 30 000 1,45%
Accounting and Legal 0 0,00% 0 0,00% 10 000 0,48%
Rent 0 0,00% 10 000 0,97% 24 000 1,16%
Telephone 0 0,00% 1 500 0,15% 3 600 0,17%
Utilities 0 0,00% 0 0,00% 2 400 0,12%
Insurance 2 400 3,53% 2 400 0,23% 2 400 0,12%
Taxes (real estate etc.) 0 0,00% 0 0,00% 0 0,00%
Interest 0 0,00% 0 0,00% 0 0,00%
Depreciation 3 360 4,94% 3 360 0,33% 3 360 0,16%
Other expense (specify) 1 200 1,76% 1 200 0,12% 1 200 0,06%
Total Expenses 23 460 34,47% 54 660 5,32% 133 560 6,47%

Net Profit Before Tax -1 880 465 430 1 221 920
Income Taxes 0 0 0
Net Profit After Tax -1 880 465 430 1 221 920
Owner Draw/ Dividends 0 450 430 480 000
Adj. to Retained Earnings -1 880 15 000 741 920
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1

oct-12

oct-12 nov-12 dec-12 jan-13 feb-13 mar-13 apr-13 may-13 jun-13 jul-13 aug-13 sep-13 YEARLY
Revenue 
(Sales)
Contents 10 30 40 60 130 170 200 280 330 430 620 810 3 110
Tradera 200 400 700 1 000 1 400 1 800 2 350 2 750 3 000 4 000 5 000 6 000 28 600
Webshop 0 0 0 0 0 0 0 1 000 1 500 2 000 4 000 6 000 14 500
Service 50 150 250 400 750 1 100 1 500 1 900 2 250 3 000 4 500 6 000 21 850
Total 
Revenue 
(Sales) 260 580 990 1 460 2 280 3 070 4 050 5 930 7 080 9 430 14 120 18 810 68 060

Cost of 
Sales
Contents 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 12 000
Tradera 160 320 560 800 1 120 1 440 1 880 2 200 2 400 3 200 4 000 4 800 22 880
Webshop 0 0 0 0 0 0 0 800 1 200 1 600 3 200 4 800 11 600
Service 0 0 0 0 0 0 0 0 0 0 0 0 0
Total Cost 
of Sales 1 160 1 320 1 560 1 800 2 120 2 440 2 880 4 000 4 600 5 800 8 200 10 600 46 480

Gross 
Profit -900 -740 -570 -340 160 630 1 170 1 930 2 480 3 630 5 920 8 210 21 580

Expenses
Salary 
expenses 0 0 0 0 0 0 0 0 0 0 0 0 0
Payroll 
expenses 1 000 0 0 0 0 0 0 1 000 0 0 0 0 2 000
Outside 
services 0 0 0 0 0 4 000 0 0 0 0 0 0 4 000
Supplies 
(office and 
operating) 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Repairs 
and 
maintenan
ce 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Advertisin
g 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Car, 
delivery 
and travel 2 300 0 0 0 0 0 0 0 2 300 0 0 2 300 6 900

Accountin
g and legal 0 0 0 0 0 0 0 0 0 0 0 0 0
Rent 0 0 0 0 0 0 0 0 0 0 0 0 0
Telephone 0 0 0 0 0 0 0 0 0 0 0 0 0
Utilities 0 0 0 0 0 0 0 0 0 0 0 0 0
Insurance 200 200 200 200 200 200 200 200 200 200 200 200 2 400
Taxes (real 
estate, 
etc.) 0 0 0 0 0 0 0 0 0 0 0 0 0
Interest 0 0 0 0 0 0 0 0 0 0 0 0 0
Depreciati
on 280 280 280 280 280 280 280 280 280 280 280 280 3 360
Misc. 
(unspecifie
d) 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Total 
Expenses 4 180 880 880 880 880 4 880 880 1 880 3 180 880 880 3 180 23 460

Net Profit -5 080 -1 620 -1 450 -1 220 -720 -4 250 290 50 -700 2 750 5 040 5 030 -1 880

Oct-2012 to Sep-2013

Profit and Loss Projection (12 Months)
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oct-13 nov-12 dec-12 jan-12 feb-12 mar-12 apr-12 may-14 jun-12 jul-12 aug-12 spt-14 YEARLY
Revenue 
(Sales)
Contents 1 040 1 500 1 980 2 460 2 940 3 420 3 900 4 410 4 920 5 430 5 940 6 450 44 390
Tradera 7 000 8 000 9 000 10 000 15 000 17 500 20 000 20 000 20 000 20 000 20 000 20 000 186 500
Webshop 8 000 14 500 21 000 27 500 30 000 35 000 40 000 53 500 55 000 56 500 58 000 59 500 458 500
Service 7 500 11 250 15 000 18 750 22 500 26 250 30 000 33 750 37 500 41 250 45 000 48 750 337 500
Total 
Revenue 
(Sales) 23 540 35 250 46 980 58 710 70 440 82 170 93 900 111 660 117 420 123 180 128 940 134 700 1 026 890

Cost of 
Sales
Contents 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 12 000
Tradera 5 600 6 400 7 200 8 000 12 000 13 600 16 000 16 000 16 000 16 000 16 000 16 000 148 800
Webshop 6 400 11 600 12 000 22 000 24 000 28 000 32 000 42 000 42 000 42 000 42 000 42 000 346 000
Service 0 0 0 0 0 0 0 0 0 0 0 0 0
Total Cost 
of Sales 13 000 19 000 20 200 31 000 37 000 42 600 49 000 59 000 59 000 59 000 59 000 59 000 506 800

Gross 
Profit 10 540 16 250 26 780 27 710 33 440 39 570 44 900 62 660 68 420 74 180 79 940 85 700 570 090

Expenses
Salary 
expenses 0 0 0 0 0 0 0 0 0 0 0 0 0
Payroll 
expenses 0 0 0 0 0 1 000 0 0 0 0 0 0 1 000
Outside 
services 0 0 0 0 0 3 000 0 10 000 0 3 000 0 0 16 000
Supplies 
(office and 
operating) 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Repairs 
and 
maintenan
ce 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Advertisin
g 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Car, 
delivery 
and travel 1 300 1 300 1 300 1 300 1 300 1 300 1 300 1 300 1 300 1 300 1 300 1 300 15 600

Accountin
g and legal 0 0 0 0 0 0 0 0 0 0 0 0 0
Rent 0 0 0 0 0 0 0 2 000 2 000 2 000 2 000 2 000 10 000
Telephone 0 0 0 0 0 0 0 300 300 300 300 300 1 500
Utilities 0 0 0 0 0 0 0 0 0 0 0 0 0
Insurance 200 200 200 200 200 200 200 200 200 200 200 200 2 400
Taxes (real 
estate, 
etc.) 0 0 0 0 0 0 0 0 0 0 0 0 0
Interest 0 0 0 0 0 0 0 0 0 0 0 0 0
Depreciati
on 280 280 280 280 280 280 280 280 280 280 280 280 3 360
Misc. 
(unspecifie
d) 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Total 
Expenses 2 180 2 180 2 180 2 180 2 180 6 180 2 180 14 480 4 480 7 480 4 480 4 480 54 660

Net Profit 8 360 14 070 24 600 25 530 31 260 33 390 42 720 48 180 63 940 66 700 75 460 81 220 515 430

Oct-2013 to Sep-2014
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oct-14 nov-12 dec-12 jan-12 feb-12 mar-12 apr-12 may-15 jun-12 jul-12 aug-12 spt-15 YEARLY
Revenue 
(Sales)
Contents 6 960 7 470 7 980 8 490 9 000 9 060 10 020 10 530 11 040 11 550 12 060 12 570 116 730
Tradera 20 000 20 000 20 000 20 000 20 000 20 000 20 000 20 000 20 000 20 000 20 000 20 000 240 000
Webshop 61 000 62 500 64 000 65 500 67 000 67 500 70 000 71 500 73 000 74 500 76 000 77 500 830 000
Service 52 500 56 250 60 000 63 750 67 500 70 500 75 000 78 750 82 500 86 250 90 000 93 750 876 750
Total 
Revenue 
(Sales) 140 460 146 220 151 980 157 740 163 500 167 060 175 020 180 780 186 540 192 300 198 060 203 820 2 063 480

Cost of 
Sales
Contents 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 12 000
Tradera 16 000 16 000 16 000 16 000 16 000 16 000 16 000 16 000 16 000 16 000 16 000 16 000 192 000
Webshop 42 000 42 000 42 000 42 000 42 000 42 000 42 000 42 000 42 000 42 000 42 000 42 000 504 000
Service 0 0 0 0 0 0 0 0 0 0 0 0 0
Total Cost 
of Sales 59 000 59 000 59 000 59 000 59 000 59 000 59 000 59 000 59 000 59 000 59 000 59 000 708 000

Gross 
Profit 81 460 87 220 92 980 98 740 104 500 108 060 116 020 121 780 127 540 133 300 139 060 144 820 1 355 480

Expenses
Salary 
expenses 0 0 0 0 0 0 0 0 0 0 0 0 0
Payroll 
expenses 0 0 0 0 0 0 0 0 0 0 0 0 0
Outside 
services 0 0 0 0 0 0 53 000 0 0 0 0 0 53 000
Supplies 
(office and 
operating) 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Repairs 
and 
maintenan
ce 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Advertisin
g 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Car, 
delivery 
and travel 2 500 2 500 2 500 2 500 2 500 2 500 2 500 2 500 2 500 2 500 2 500 2 500 30 000

Accountin
g and legal 0 0 0 0 0 10 000 0 0 0 0 0 0 10 000
Rent 2 000 2 000 2 000 2 000 2 000 2 000 2 000 2 000 2 000 2 000 2 000 2 000 24 000
Telephone 300 300 300 300 300 300 300 300 300 300 300 300 3 600
Utilities 200 200 200 200 200 200 200 200 200 200 200 200 2 400
Insurance 200 200 200 200 200 200 200 200 200 200 200 200 2 400
Taxes (real 
estate, 
etc.) 0 0 0 0 0 0 0 0 0 0 0 0
Interest 0 0 0 0 0 0 0 0 0 0 0 0 0
Depreciati
on 280 280 280 280 280 280 280 280 280 280 280 280 3 360
Misc. 
(unspecifie
d) 100 100 100 100 100 100 100 100 100 100 100 100 1 200
Total 
Expenses 5 880 5 880 5 880 5 880 5 880 15 880 58 880 5 880 5 880 5 880 5 880 5 880 133 560

Net Profit 75 580 81 340 87 100 92 860 98 620 92 180 57 140 115 900 121 660 127 420 133 180 138 940 1 221 920

Oct-2014 to Sep-2015
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Appendix VII: Results of the questionnaire 
 

We conducted a questionnaire to 25 students of a Japanese class held at adult education and attendees’ 
ages are between 20- 50 years old. This was done in the beginning when we had not decided exactly what 
our business would look like, so the questionnaire was an exploratory research to get inspiration from 
them. 
 
Questions:  

1. Är det något som ni finner frustrerande när det gäller japanska prylar eller saker från japan i 
almänhet? 
(Is there anything you find frustrating when it comes to buying Japanese gizmos or things from 
japan in general?) 

 

2. Är det något som ni skulle vilja se eller ha tillgång till? 

(Is there anything you would like to see or have access to?)  

 

3.  Har ni någon gång spenderat pengar på  prylar eller saker från Japan?  
(Have you ever spent money on gizmos or things from japan?) 
 

4. Om ja ungefär hur ofta? 
(If yes approx. how much?) 
 

5.  Vad för saker tycker ni är mest intressanta?  
(What kinds of things is the most interesting from japan?) 
 

6. Har ni någon gång rest till Japan?  
(Have you ever been to Japan?) 
 

7. Om ja var det något med resan eller där som ni tyckte var svårt eller krångligt?  
(If yes was there anything with the trip that you thought was hard or difficult?)  
 

8. Finns det något särskilt med en resa till Japan som gör att ni tvekar, om ni ännu inte åkt?  
(Is there anything special with a trip to Japan that make you hesitate if you have not already been 
there?)  

 

9. Tror du att du vill använda våra tjänster (Auktion/ privata köp)? 

 
Do you think you would like to use our service (Auction/ private shopping)? 



 

79 
 

 

 

Results: 

1. All of them said that they had felt frustration when importing goods from Japan or things related 
to Japan and the reason given is that it is difficult to find and get the things you want. 

2.  On the question of what they would love to import, food & drinks is among the higher answers 
and many want to try out different exotic flavors of foods and drink (C.C Lemon, Japanese 
matcha and other such things). Other desirable things were manga/ anime and things related to 
that. Many also mentioned that random Japanese gizmos would be fun as well but could not 
specify exactly what they meant when asked. 

3. 20 students (80%) answered yes to this question if they have ever spent money on Japanese 
goods. 

4. The amount that people spend is very mixed and all from a couple of hundred SEK to the top 
that have paid up towards 20,000 SEK for sporting articles and one person spent  the same 
amount on food , souvenirs and cinema/ movies when on a trip there.  

5. The people found that the thing most interesting about japan is its culture but they also wrote 
things like Japanese fashion and clothes. 

6. 20 (80%) of the attendants said they had never been to japan. 

7. The ones that did go stated that it is the language barrier that is the most troublesome with a trip 
to Japan.  

8. On the question if there was anything in particular that made them hesitant to go to japan 
everybody stated no. Considering the contradiction that 80% has never been there, it might be 
the reason that its high cost has prevented them from going there but people might be reluctant to 
confess that on questionnaire. 

9. 24 students (96%) answered that they would really like to use our service on a regular basis like 
every month. 
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