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1. Executive Summary
a. The Problem
Due to rapid population growth, the food and vegetables demand in Cambodia is dramatically rising.
However, farmers who are the suppliers to the 16.7 (World Population Review) million people, live in poverty.
Therefore, the use of chemical fertilizers, pesticides, and insecticides is inevitable, causing extremely dangerous
health problems for both farmers and consumers.
According to a pesticide-reduction trainer, Seng Hong, interviewed by Phnom Penh post stated that,
“The farmers have many concerns about their health. They recognized that some of their illnesses were caused
by pesticides they had used.” From the perspective of farmers, they surely care about their health, as well as the
consumer’s health. However, it is a fundamental duty for them to make income for their family’s and to fulfill
the huge demands of vegetables for the whole country. Therefore, they believe the use of chemical fertilizer,
pesticides and insecticides is the most efficient and cheap solution to fulfill those needs.
Therefore, health problems consumers face are really dangerous.
Khmer Times, one of the Cambodian national media, mentioned that “Globally, one in 10 people fall
sick every year from eating contaminated food, with Africa and Southeast Asia having the highest incidence
and highest death rates, including in children under the age of five.”
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According to Khmer Times, “In 2016 alone, there were about 1,000 reported cases of food poisoning
throughout the country.”
In addition, in December 2019, “at least two youths have died and 243 others were being treated for
vomiting, diarrhea, breathing difficulties, dizziness, and muscle weakness after they ate cucumbers suspected to
consist of pesticides”, according to Phnom Penh Post.
This is just a tiny fraction of the health problems Cambodians are suffering from every day. After doing
our market research through interviews and surveys with local villagers, urban citizens, and students, we see
that the health demands of better quality vegetables are real.
According to our team’s surveys, around 80% of people lack awareness of the quality of the vegetables
they are consuming every day, making it hard to ensure food security.

As Chan Sophal from the Center for Policy Studies has said, “Cambodia imports between 200 and 400
tonnes of vegetables annually from neighboring countries and it is not clear how the quality of these vegetables
is controlled”. Although people are having intense concerns about their health from the vegetables they
consume every day, almost all of them expressed that, “they have no other choice of better quality at all, but to
eat those vegetables sold in their local markets”.
Furthermore, pesticides that are used in vegetables are intrinsically toxic and can deliberately spread in
the environment, destroying a fascinating ecosystem that provides shelter and habitat to billions of species,
including human-being. The use of pesticides also results in contaminations of soil and water sources and
destroying many other beneficial insect populations. This is a huge environmental concern.
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Although we, as Cambodians, are pressured by this problem, chemical-fertilized and dangerous
vegetables are widespread in most developing countries. As a result, we relate this problem to the two United
Nations SDG goals which are: Good Health and Well-Being as well as Life on Land.

B. Our Solution

As a result, we offer “Chamkar '' to tackle this problem by giving all-access information and services on
safe/organic vegetables to our customers in one simple platform to make sure that an eco-friendly and healthy
diet is convenient for the user.
By using Chamkar, our customers will be able to access all of the available safe/organic vegetables
nearby from our partnership shops, farms, laboratories, and other stakeholders.
First of all, customers can either choose delivery or a self pick-up system. They can choose the closest
store and see the detailed and personalized information about each vegetable that will guide them in selecting
the most suitable vegetables for their own needs.
Through this simple platform, we aim to encourage safe vegetable consumption and distribution;
changing the market demands of better-quality vegetables which thus can enhance national vegetable farming.
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2. Company Description:
A. Mission statement
After understanding the main problems, which are the lack of accessibility and awareness of
safe/organic vegetables, we created a mission which is: “To expand accessibility and encourage consumption of
safe and quality vegetables in an effective way to raise the market demands so that customers can conveniently
achieve an eco-friendly and healthy diet.”
B. Product and Market
1. Business Type: “Chamkar” is a social enterprise that aims to tackle the food security problem in
Cambodia while making sustainable revenues to secure, maintain, and expand our platform.
2. Key Stakeholders and Suppliers: To meet our goal, we are collaborating with many certified
stakeholder shops which we thoroughly interviewed and discussed about potential market partnerships.
To be able to qualify as our stakeholders, they need to be reliable experts from the ministry of
agriculture, forestry and fisheries.
Our stakeholders include:
a. Green Gold (supply capacity: 1000 kilograms/day)
i.
An organic/safe vegetable shop that works closely with farmers all around Cambodia to
ensure the best quality and safety for consumers. The shop is run by graduates from
Cambodian national university of Agriculture, certified from the government and
following the national GAP safety standards.
b. Dei Eth Research and Organic Farming Center
i.
This center is run by the director of the Agricultural Research & Supply Center of the
Ministry of Agriculture who studied organic farming in an abroad university. He works
for the ministry while running his own business of supplying organic vegetables.
Therefore, he represents our partnership with the ministry of Agriculture as well as his
business.
In addition to these suppliers, we have ensured that the farming capacity of Cambodia will be able to
decently supply the demands of our target customers. According to Trading Economics country’s statistics,
Cambodia has a farming area of 54,550 square kilometers in agriculture areas.
As a fact, according to the FAO (Food and Agriculture Organization of the United Nations), Cambodia
is the 6th highest ranked country as having one of the highest Food Production Index (FPI) values (Cambodia
had an FPI of 187.6 index points) in 2016. Below is a visualization of the world’s food Production Index values
from each country (the darker shade means more value). Cambodia is one of the darkest shaded ones.
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According to a 2002 report on pesticide usage in Cambodia, it found that 70% of Cambodian farmers
were interested in changing to organic pest-control methods. Therefore, we are positive that farmers will be
willing to change their farming method if we can find a good market for them through Chamkar.
To clearly understand our customer’s needs and the problems they are facing regarding their vegetable
consumption and also to validate our assumptions, ideas, and solutions, we conducted online surveys and
interviews in workplaces in the city including Factory Workspace to ensure a big diversity of audience that we
study from .
Therefore, we can ensure that Chamkar’s features are crafted to meet our customer’s needs and
feedback. Their feedback is used to refine our ideation. Our goal is to let our customers be a big part of
designing Chamkar.
These are some of the interviewees that include housewives and vegetable sellers:
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C. Our History of Ideation Journey
“Chamkar was found at Liger Leadership Academy, in Phnom Penh, Cambodia by the 5 members of
Initial with the help of our 2 long-distance mentors.

Left to Right: Wathna, Bopha, Angely, Sabda, Votey.
Initially, all of the team members truly face these issues in our everyday lives. As Cambodians, we see
the huge problem of chemical-injected vegetables and the harmful effects of consuming such vegetables. In
addition, the market research, interviews and surveys show us that the need for better quality vegetables is even
larger than we initially assumed. We just took a glimpse, and we already knew that these are also the problems
to our neighbors, friends, and most of the people around us. Furthermore, as days went by, many health cases
have been happening in all regions of our country. We also found out that customers lack the awareness of
where to buy high quality organic vegetables. They were losing trust with different vegetable shops because
they didn’t provide clear information of its farming methods and origins. This information led us to the idea to
bring convenience to customers with the ensured quality of vegetables, and give several service choices
including delivery or self-pickup.
These are the thoughts of each member of the team related to the initiation of our idea:
1. “Even though this is just a small start-up, if this is successful, it will impact a lot of people. We could
empower market demand and decrease poverty in Cambodia. ”--Sabda
2. “It’s what I need every day, to bring a healthier life for our family and our citizens”. --Wathna
3. “The platform can create an immense impact on public health sector and the expansion of available
health vegetable will be bigger and accessible to countless of Cambodians” --Bopha
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4. “Health has always been mine and my family’s concern. My mom always tries to fight this problem
every time she goes to the market, but doesn’t have a solution to completely reassure her yet . I had
always dreamt of a healthier, more eco-friendly Cambodia. By establishing this, I can finally see the
light to my dreams.” --Angely
5. “At first glance, I surely understand that it is also a problem for everyone in Cambodia. Our solution is
going to bring a real impact so people can have healthier diets, and the market demand for safe
vegetables will rise. Chamkar is the solution. ” --Votey
These are the reflections from our members about our journey of overcoming challenges and setbacks
and how we have grown as a team.
1. It was a great opportunity to participate in this program which I learned a lot throughout this journey.
Especially, I could explore and get experiences of editing the pitch video. This was the first time for me
to step into a new skill. There would be some challenges, but it's OK that I could seek help and learn
along the way. Even though, in the time of Covid-19, we still worked hard and made the best we can.
Last but not least, I just want to say I enjoy learning this program.--Sabda
2. Throughout the journey, we learned to cherish our time together even though there are ups and downs
especially during the lockdown due to Covid-19. We managed to come this far and I feel really grateful
to be a part of this team; teamwork makes the dream work. --Wathna
3. Regardless of the absence of one member due to the lockdown when we were shooting our pitch video,
we addressed the issue by finding ways to work remotely while delivering a well put-together product as
a team. Initially, the ideation part was a confusion with the complexion of this huge problem. Over the
course of the week, we realized the best idea only comes when we worked with our customers and not
with our assumptions. In addition, being the only coder provided me a very different experience and set
of skills. We have discussed and finalized about the user interface and user experience before execution
which makes the process faster. Although, I am the only one responsible for coding, I am pleased with
all of the encouragement from all of the teammates that strengthen each other and our entire team.
--Bopha
4. In times of hardship, our team never fails to encourage one another. Despite the consequences of the
covid-19 infection where we couldn’t work together, we still give our best by meeting on video calls,
and working remotely. To me, writing this business plan was a new challenge. I grew a lot by learning
the technical skills of business management and other skills that come with entrepreneurship. I learned
that strong teamwork can overcome any obstacle. --Angely
5. Despite many challenges we faced to finalize our idea, I’m very proud of how my team has worked and
continued our journey together until we succeed in our goals. Throughout our journey, I believe that our
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team learned a lot from each other a lot and we gained so many experiences. I’ve learned a lot in
business management, and teamwork. --Votey
D. Organization and Management Team
We are a team of 9th-grade girls who are devoted to making this idea come to life to help bring quality
vegetables to Cambodians. We worked together in the first stage of Ideation to brainstorm ideas, conduct
surveys, do research, analyze the results, and design an effective solution. To achieve our missions and execute
our ideas, we have three main different teams as the following:

● Media and Marketing
The team is in charge of promoting our solutions through videos including the Pitch Video and
other social media platforms including Facebook and Youtube.
○ Serei Sabda Yos is passionate about exploring entrepreneurship and designing fields
which is a great motivation for her to be on this team. She was in a project which aims to
create community-based ecotourism which she worked mainly as a marketing
coordinator.
○ Sereywathna Sao was a member of the school’s social media which worked on a lot of
media editing and marketing which makes her an experienced member of the team.

● Business Planning
The team is in charge of writing this business plan, financial management, revenue streams, and
regional business pitch.
○

Angely Rose dreams to become an independent female entrepreneur who can create
positive social impacts on her community. She is passionate about any projects involving
business and entrepreneurship skills.

○

Sara Votey Mom is passionate about different projects and events that are creating
positive changes in her community. She is interested and loves to explore business and
entrepreneurship. Currently, she has experience in the Design Thinking
(Human-Centered Design) field when her team is working on an approach to
problem-solving and design products to better the lives of people with disabilities.
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● Technical Programming.
This team is in charge of programming and coding our all-together-designed application ideas
into an actual platform.
○ Morkot Bopha Um has chosen the path of technology throughout most of her projects.
Through the vast expansion of powerful tools that have been created through technology,
she believes that positive impacts can also occur through the right usage. Among many
projects, she has been a part of a team that created an application to raise awareness and
erase discrimination toward people with disabilities in a global competition in South
Korea called the E-icon World Contest.
E. Vision Statement and Future Ambitions
In the future, we aim to improve awareness of the health risks imposed by chemically induced
vegetables. By doing so, we are trying to increase the market demand of safe vegetables and at the same time,
enlarge our market for “Chamkar”. In addition, to ensure a big market supply, we are going to expand our
networks with different organic shops, safe vegetable suppliers, and research centers. Meanwhile, we will be
working to expand our customer population by updating new features to tackle different aspects of the problems
and also through social media and events to reach out to new audiences.
One of the main goals is to increase organic/safe vegetable shop partnerships in different regions of
Phnom Penh and other provinces of Cambodia. Here is our future Milestone:
1. Year 1 (2021): minimum of 2 Stakeholders
a. Green Gold
b. Dei Eith organic/safe vegetables Research and Supply Center
2. Year 2 (2022): minimum of 4 Stakeholders
a. Amarak Garden
b. Natural Garden Phnom Penh Branches
3. Year 3: (2023): minimum of 8 Stakeholders
a. Natural Agri-Product cooperative
b. Natural Community Market and two more in the provinces)
4. Year 4 (2024): minimum of 12 Stakeholders (+ 4 more provinces that are rich in agriculture production
which are Kampong Cham, Kandal, Takeo and Siem Reap. These four provinces supply most vegetables
in the country according to the Census of Agriculture in Cambodia 2013)
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In addition, we have a future plan to use our profits to raise awareness regarding this issue while
expanding our market size by supporting existing programs of our partnerships while hosting new programs as
well. Some existing programs include Green Gold’s field trip to the farming sites to raise awareness on safe
vegetable farming techniques and processes. Our other planned programs include:
1. Cambodian’s Safe Eating Festival which experts can raise awareness about the problems of pesticides
in Vegetables and the health benefits of Safe/Organic Vegetables. In addition, shops, farmers, start-ups,
laboratories, and other relevant stakeholders can present their expertise, products, and services to raise
awareness of the quality of safe vegetables and services relating to the problem that they are offering.
Our target participants are mostly our customers. We are going to send notifications to our customers
whenever we host the festival as well as inviting the public audience as well.
2. Safe Vegetable Workshops that discuss the health problems caused by pesticides and chemical
fertilizers, the importance and health benefits of safe/organic vegetables, and a session where
participants can try our application and give feedback or brainstorm new features they want to improve.
Therefore, our vision statement for our future achievement is: “Everybody chooses, prioritizes,
supports and buys safe vegetables through our app.”

3. Product and Service Description
A. Chamkar’ s interface for Consumers
a. Self Pick-up and Delivery
After signing up, consumers will need to choose between two types of services that they prefer which
are self-pickup or delivery.

12

b. Shops Recommendations
Then, our app will display all of the shops based on the service the user chooses. If the users chooses
self-pickup, we are going to display all existing shops that provide this service. However, if the users choose
delivery, the app will filter out the shops to only display those which offer delivery services with distance
information and rating information from other users who had used the service from the shops.

In addition, they will be able to see the certification approval from the ministry of agriculture, forestries
and fisheries, the ministry of commerce, and the farmer’s location that the shops have taken their vegetables
from.
c. Ordering & Information Badge
After the customer chooses a suitable shop for their location, the available vegetables in each shop will
be displayed. Users can shop vegetables conveniently through our information board function. The information
board will be displayed:
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d. Add to Cart and Budget
Then, customers can add to the cart of different types of vegetables they want, with amounts and prices.
Later, customers could click on My cart and will be able to view the list of vegetables he/she purchased with the
amounts and price, attached to the total price at the bottom. Then, customers could purchase all the vegetables
in one click.
Budget: For the startup of our business, we start small in which we would like our customers with a self
pick up service to pay the money by cash when they go to the shop to pick up. However, for delivery, the
customers will pay our partnership stakeholders when they deliver their vegetables to the customer location.
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B. Chamkar’s i nterface for Suppliers or Shops
a. Sign up & validate
Suppliers are required to register with information about their shop which includes their shop name,
description, certificates from university or the ministry, and their services. In addition, they need to be validated
by our team to make sure their shop brings qualified safety vegetables for our customers.

b. Set up the shop
In the meantime, suppliers could also set up their shop by adding different types of products that are
available in their shop and edit their products anytime.
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c. View and Complete Orders
After the shop is validated, our app will display all of the orders and order details from the customers for
the shop. The order details include quantity of products, customer’s location, contact number, total price and
more.

C. Product Benefits
a. Consumers:
i.
By using our app, our consumers will be able to purchase quality-organic
vegetables that are validated by experts. Our customers could conveniently order
their vegetables, and choose either delivery or self-pickup service with less
time-consuming functions. All of the interfaces are customized by their
experience and preference while seeing what vegetables are most popular.
Provided with helpful nutritional information and convenient & reliable service at
their fingertips, consumers can trust the quality of the vegetables they eat daily.
b. Partnership Suppliers:
i.
By using our app, partnership suppliers will be able to have greater market size
with more customers who are supporting their organic/safe vegetables. It will also
be easier to distribute their products to the market. Besides, the demand for
organic/safe vegetables will be wider. By this, we will also be able to empower
more and more farmers to produce organic/safe vegetables for our partner
suppliers to respond to the bigger market demands.
c. For all:
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i.

Through our app, we are bringing a healthier and more eco-friendly lifestyle for
all while creating a strong and unique community that connects healthy
consumers and quality suppliers.

Users tested our app, giving feedback and was pleased about this new solution.
All of the pieces of information that we put in our application are from reliable sources including:
1. ScienceDirect.com
2. WebMD.com
3. DIYNatural.com
4. Healthline.com
5. Womanshealthmag.com
6. economictimes.indiatimes.com
D. Product Development
Currently, our ideas and plans are built into prototypes and haven’t launched to either Play store, or App
store yet. However, we are trying to find ways to promote the app to donors and sponsors in order to fund the
launch of this app.

4. Market Analysis
A. Customer Research
1. Market Size: We believe that our market is gigantic according to a study from the Ministry of
Agriculture, Forestries and Fisheries. With 40% of the population in our country working in the
farming field in 2017, this ensures our market supply. Most of the safe/organic vegetable shops
take their daily vegetables from those farmers. Therefore, we firmly believe that all the farmers
in the country would be able to fulfill these demands to our targeted customers.
2. Target Location: Our app will be focusing first in the capital city of Cambodia, Phnom Penh
because most of our partnership suppliers' locations are in the city; plus, this city is the resident
to millions of working people who are 16 and above as well as housewives which is our target
audience.
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3. Target Customer: Chamkar’s target audience are people who are 16 and above and
housewives who lack time to shop at markets and have awareness and skills to ensure the quality
of their vegetables, and those who want to purchase real quality, safe, organic vegetables for
their diet.
According to our survey, our customers are largely in their teens, 20s, 30s and 40s. That is why we aim
to provide our services to people who are 16 or older due to their able technology skills and ownership,
payment management, general knowledge, and common society sense.

*Graph of customer age*
4. Potential Customer: We found that 77% are willing to use our app, 19% of them are unsure
because they wanted to see the real production of our app, while only 4% are not willing to use
our app.
Total Number of Potential Customers: There are 416,000 families in Phnom Penh out of the 2 million
population.
- 77% (people who want to use our app from Survey) of 416,000 =  320,320 families
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5. Potential:  Due to the high quality of the vegetables, there is a common misconception that
organic/safe vegetables are not at an acceptable and affordable price. However, our partnership
suppliers ensured that those vegetables are not too expensive unless they are from popular
branded-supermarkets, or being sold through middlemen who take high commission which will
raise the price for buyers.
To respond to this, our team took the opportunity to survey their thoughts on these concerns.
Surprisingly, the majority of them are willing to pay from 5% to 20% higher for safe/organic vegetables than
normal vegetables. This means that we have secured revenue from our customers.

Our Interview with Greengold Owner

Our interview with The President of Research and Supply Center
from the A
 griculture Ministry

B. Competitor Analysis
Initially, we wanted to create an app that can provide a bigger market for farms and suppliers and help to
connect the suppliers and consumers together. However, after researching about our competitors, we realized
we need to create a better platform. Therefore, after doing market research and understanding about this huge
problem of pesticides, we changed our main mission from bringing market to farmers to providing quality
safe/organic vegetables for consumers instead.
Currently, some existing apps in the market are delivering grocery products including vegetables to their
customers. Some apps are not focusing on vegetables alone, while they include fruits, meat, drinks, snacks,
bread, milk, materials, etc which means our competitors are different from our app’s mission. Our competitors
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do not distribute high quality and safe/organic vegetables while Chamkar is very attentive to the quality of the
vegetables because we prioritize our customer’s health.
Below is the comparison between our competitor’s features and ours.
App Name/Criteria

Ensured the vegetables are
safe/organic

✖
✖
✓


✖
✓

✓


✖

✓

✖





✖



✖

✓




✖









Personalized and detailed Information
board for each vegetable to ensure
safety and quality choosing

✓





Shops Recommendation

Rated Shops

✖



Self pick up system

Delivery System

Chamkar

Cambo Market

✓



✖




✓


5. Marketing Plans
A. Promotion & Implementation Strategies
Currently, we are trying to promote our app through the most popular social media platforms including
Facebook (@Chamkar by Team Initial) and Youtube (@Chamkar by Initial). We are also trying to expand the
promotion to other media as well.
In addition, we are planning to cooperate with the Ministry of Agriculture, Forestry, and Fisheries
meaning we are in the process of getting their official support for this project. With the ministry support, we are
going to officially launch the Cambodian’s Safe Eating Festival & Safe Vegetables Workshops to raise
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awareness about the problems and services that we and our stakeholders are offering to solve the problems.
Also, we are going to get promotion support from the ministry which will ensure the effective nation-wide
promotion of Chamkar t hrough the ministry’s media and events.

The Director of Research Center from the Ministry, Ngy Sarith, while we interview for cooperation

Another main contribution and marketing strategy is to promote through our stakeholders including the
organic/safe vegetable shops and research centers for they are existing influencing organizations that have good
reputations and connections with our targeted customers already. Therefore, many more audiences will be
introduced to Chamkar t hrough our partnership-shops media, events, and daily interactions.
Furthermore, we are going to collaborate with businesses to provide special offers for our users to
promote their services as well. Through this collaboration strategy, we are raising interests in our services. In
addition to these strategies, we are hoping to collaborate with more stakeholders and donors as much as possible
to support our events and contribution.
Through these inclusive marketing strategies, we are aiming to reach many of our targeted customers in
both rural and urban areas while expanding our market size gradually.
.
B. Distribution and Pricings
Chamkar c an be downloaded for free because we want to increase the population of users.
According to our market research, the majority of our customers are willing to pay 5% more for organic
vegetables than normal vegetables. Therefore, we are going to look for stakeholders that sell organic vegetables
with suitable pricing for our customers.
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After calculating the expenses, we found out that we need to take 10% of the commission from every
stakeholder for each dollar we help them earn. We found out that the average price of vegetables in Cambodia is
1$ per kg. Therefore, we calculated the minimum numbers of vegetable stakeholders need to supply for us
every month for us to sustain our business:
1.
2.
3.
4.

Year 1: Stakeholders must provide at least 5 kg/month
Year 2: Stakeholders must provide at least 7 kg/month
Year 3: Stakeholders must provide at least 9 kg/month
Year 4: Stakeholders must provide at least 11 kg/month
C. Branding

1. Team Name (Initial)
Our team name: “Initial” means we are the first who takes our customer’s health into account by
bringing organic/safe vegetables to the hands of our customer. Through this name, we want our customers to
think about us firstly when looking for safe vegetables.
2. App Name (Chamkar)
Chamkar means Farm in Khmer. We chose this word to be our app name because we want our users to
feel as if they can access safe vegetables from their own organic farm to their dining table all in just a click
using the application. We want to make them feel as if they have a personal farm that provides them fresh and
quality vegetables. This idea was inspired by our customer survey in which many people responded that they
wanted their mini vegetable farm, but they can’t due to the lack of time and skills.

3. Logo

Our team’s logo consists of letter C connected to some leaves with the main color of green. We chose
letter C because it represents Chamkar, our app name. While the leaves represent growth with quality and
organic life. It also means that our team will be continually growing to bring a healthy lifestyle to our
customers.
4. Theme Color (Green)
Our theme color is Green to support our theme of agriculture, organic eating, and lifestyle. Green is
perceived synonymously to health, freshness, environmental-friendly, and represents life as a whole which sums
up the theme and values of our app. In addition, the color Green is psychologically proven to make people feel
secure; likewise to our goal which is to ensure food security and the feeling of trust with our customers.
5. Slogan (Health on Hands)
Our slogan: “Health on Hands” is created to emphasize our main value propositions which is
accessibility to healthy vegetables. Health concerns and food security are major problems for most people.
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Through this slogan, we want our customers to feel assured that they have the best and quickest access to
quality vegetables for the healthy diet they wish for, right in their own hands.
6. Promotion Merchandise:
We are planning to create more branding strategies including stickers, t-shirts, or other merchandise that
could be used to advertise our application.

6. Financial Plan & Projection
Below is our revenue projection in the next 4 years of our business startup. Our revenue will be from the
commission of our stakeholders that we help to find customers for their vegetables.
The people responsible for operating these services are our team and volunteers for the first three years.
Then in year 4, we will hire employees as our business is expanding and needs more expertise and
professionalism.

Expenses
(per year)

Year 1

Year 2

Year 3

Year 4

Facebook Boost
(1$/day boost service)

$144

$288

$336

$480

(3$/week)

(6$/week)

(7$/week)

(10$/week)

Youtube Boost
(1$ = 10 engagings)

$25

$35

$45

55$

Graphic & Media

$0

0$

$20

$50

Financial Operation
Management

$0

$0

$30

$50

Events, Festivals and
Workshop Operation

$300

$350

$400

$450

Total Expense:

$469

$673

$831

$1,085

Revenue & Other Incomes

Year 1 ($720)

Year 2

Year 3

Year 4

10% = $10/m

10% = $28/m

10% = $72/m

10% = $132/m

(per year)
Commissions from
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Stakeholders (10% from
each service)

$120 per annum

$336 per annum

$864 per annum

$1,584 per
annum

Fund ( From US Embassy
for Public Event
Sponsoring)

$300

$350

$400

$450

Total:

$420

$686

$1,264

$2,034

Profit

Year 1

Year 2

Year 3

Year 4

-$49

$13

$433

$949

(per year)
Total:
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