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Abstract 

“ARTE FORMOSA”: A Business Plan for the First Taiwanese Stationery Store in Honduras 

By 

Dawirina Daniela Armijo Zelaya 

ARTE FORMOSA is the first stationery store to open in Honduras that offers products made 

exclusively in Taiwan. A new store layout designed to enhance customer experience and a wide 

variety of new and different goods for individuals that use art supplies as a hobby or for professional 

reasons. Aside from products, the business will offer artistic and mental health-related workshops 

and talks for customers that are searching to improve their artistic skills, self-care, wellbeing, crafts 

elaboration, and more.  

Even with the development of the digital era, stationery is a market that is still growing, with many 

young adults choosing art as a relaxation method, many new trends have arisen and have been 

spread due to the popularity of social media. And with more local crafters and artists starting their 

own small business, it seems that the artistic and handmade products will continue to gain 

popularity. 

ARTE FORMOSA will be a business with an active social responsibility goal, focused on the 

causes of making art available to young skillful students from low-income families, education for 

rural and indigenous communities, and promotion of the importance of mental health. Activities 

and events will be organized to support different communities throughout the year. 

 

Keywords: (stationery), (mental health), (millennials), (art supplies), (art) 
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1. BUSINESS MOTIVATION 

Back in my childhood, I was lucky to have very supportive parents, they always encouraged me to 

explore my creativity, read, and learn new skills. My house has always been full of books (all of 

them collected by my father throughout his years of life), paintings that were passed on to the 

family, craftworks, and souvenirs from our country and others, a nice garden attended by my 

mother. My surroundings were a constant inspiration that translated into my appreciation of many 

types of artistic movements and embracing painting and drawing as my hobby. 

Years passed by and I became immersed in studying my Finance Bachelor ś Degree, after finishing 

I went to work in my first job at a bank; more years went by, and in 2015, I landed a job in The 

Philippines, an experience that drastically changed my life. Slowly, due to stress and overworked, 

I once again found refuge and peace in painting, I found myself drawing more, whenever I felt 

exhausted or anxious, this personal hobby of mine was my way of releasing tension. 

After some difficult times, I decided in 2018 to go back to my country, to start anew and look for 

a better opportunity. And so, a new door opened when I succeeded in earning a scholarship from 

TaiwanICDF to study the IMBA program. Coming to Taiwan meant a second chance for me to 

recover from previous adversities. Here I found a new kind of inspiration, I was amazed by the 

culture, city, the landscapes, arts, food, just everything was a source of creativity and ideas.  

And so the idea was born, I want Taiwan to have more presence in my country, to support Taiwan 

as an appreciation of the support given to me and my country. For people from both countries to 

experience each other’s culture; I want to work in something that I’m passionate about and share 

that passion with other people that also enjoy art; and last but not least I want to help my country, 

to bring a bit of joy to those talented teenagers that have no access to the proper tools to develop 

their skills and also I want to promote mental health so that the people that are out there feeling 

overwhelmed and alone, know that there is help and that they are not alone. 
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1.1. Company Overview 

Arte Formosa will be a place specialize in selling stationery exclusively made in Taiwan. The store 

will be located in Tegucigalpa, the main city of Honduras, with a new layout inspired by Taiwanese 

stores that enhances the customer experience of buying art supplies be it as a hobby or for 

professional purposes. Not only will customers be able to buy products, but through our welcoming 

customer service, they will receive assistance and recommendations of products.  

Our brand will offer a wide variety of products that are categorized into 4 main groups: (1) writing 

materials, (2) scrapbooking, journaling and bullet journal materials, (3) paint and drawing materials, 

and (4) lettering and calligraphy materials. 

We will be a space that offers workshops and talks related to art and mental health, raging for 

artistic workshops to well-being talks, we seek to offer a new experience and help create a 

community where people can feel safe and supported. 

As part of our pursuit of social impact, we will actively support our community through activities 

that help raise awareness of the importance of education and mental health, and we will proactively 

seek for our customers to be a part of this pursuit by joining and volunteering on our activities. 

 

1.2. Vision 

To be the main supplier of Taiwanese stationery in Honduras and Central America; and establish 

our brand as a national promoter of art, education, and mental health. 

 

1.3. Mission 

Be a place where excellent customer service and products go hand-in-hand. To let our customers 

be welcome into a community that supports each other through artistic expressions. Use art as a 
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tool to give creative opportunities to low-income students, and raise awareness of the importance 

of mental health in our country. 

 

1.4. Values 

 Innovative: introducing new products to the market. We are bringing the Asian style 

products to the market, which have a different aesthetic from the usual western products. 

And we plan on keeping our product catalog fresh by introducing new products and styles. 

 Support: A place where customers are helped through the experience of learning a hobby 

related to art.  

 Social impact: Be work to help raise awareness of issues related to education and mental 

health, and contribute to our community to help make a change in those areas. 

 Diversity: Everyone is welcome to share their styles and ideas. A community where 

everyone that wants to join can find a safe place to be part of. 

 Stewardship: All resources received from partners, sponsors and donators will be 

efficiently managed and we will make sure to be transparent to all our stakeholders. 

 Collaboration: We will work with customers to constantly manage their feedback, be it 

opinions on the products and services, service improvement, event organization and so on; 

at the same time, we want to collaborate with suppliers to exchange information that can be 

useful for research and development, and products quality improvement.  
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1.5. Name and Company Logo 

 

Figure 1.Arte Formosa logo. 

ARTE FORMOSA: The name is the combination of the words “Arte” (meaning “art” in Spanish) 

and Formosa (meaning “beautiful” in Portuguese or “beautifully made” in Latin). The word 

“Formosa” was specifically chosen as it is the name given to the island by Portuguese sailors. “Arte 

Formosa” thus means “Beautiful Art” or “Arte Hermosa” in English and Spanish respectively.  

The logo is the representation of a contour Taiwan map, with a Chinese calligraphy brush to 

represent the use of this tool in Taiwanese art. The logo is intended to bring more awareness of 

Taiwan as a brand and country so that customers can relate to the good quality of the products to 

its country of origin. 

 
Figure 2.Color palette 

A color palette was chosen, not only for the logo but to represent the entire brand and show a 

cohesive look. The palette is intended to be used on all visual media, from the website, social media, 
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print media, and others. A color palette gives presence to a brand and as an art business, we want 

to reflect special care and aesthetics for all creative details. 
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2. MARKET ANALYSIS 

2.1. Honduras: Economy and Country Overview 

Conveniently located right at the center of Central America, Honduras has a free market economy, 

democratic government and due to its convenient location, it serves as a distribution hub for the 

other Central-American countries as it also has the lowest logistic costs within the region. In 2019, 

the country ended the year with a population of 9.7million, with a median age of 23 years and an 

urban population of 5.6million (57% of the total population).1 

For its 2019 economic indicators, the country had a GDP of 24.45(billion USD), GDP per capita 

of USD2,548; and an inflation rate of 4.4%.2 As of 2018, Honduras exported 8.62(billion USD), 

imported 9.54(billion USD), the top export products are knit sweaters, knit t-shirts, coffee, 

insulated wire, and bananas, as for exports destination the top countries are: USA, El Salvador, 

Nicaragua, Germany, and Mexico. 3  On the other hand, the top import products are refined 

petroleum, pure cotton yarn, staple fibers yarn, light rubberized knitted fabric, and insulated wire; 

as for the import partners, the top countries are USA, China, El Salvador, Mexico, and Costa Rica.   

As a small country, Honduras heavily depends on the Micro, Small, and Medium Enterprises, 

which as of 2018 accounted for a total of 250,000 generating around 60% of employment (around 

900,000 job positions). 4  Due to this, MSMEs are considered a very important industry that 

promotes economic development and helps reduce the levels of unemployment. Banks have also 

created services to help MSMEs, some of the biggest banks, “Banco Atlántida” and “FICOHSA” 

                                                           
1 Honduras Population (2020) - Worldometer. (2020). Worldometers. https://www.worldometers.info/world-
population/honduras-
population/#:%7E:text=Honduras%202020%20population%20is%20estimated,229%20people%20per%20mi2). 
2 Economic indicators of Honduras: Growth. (2020). Groupe Société Générale. https://import-

export.societegenerale.fr/en/country/honduras/growth-indicators 
3 Palmero, N. (2020). Honduras (HND) Exports, Imports, and Trade Partners. OEC - The Observatory of Economic 

Complexity. 

https://oec.world/en/profile/country/hnd/#:%7E:text=The%20top%20imports%20of%20Honduras,and%20Insulated

%20Wire%20(%24213M). 
4 I. (2018, June 27). Las Mipymes generan el 60% de los empleos en Honduras. Diario El Heraldo. 

https://www.elheraldo.hn/economia/1191841-466/las-mipymes-generan-el-60-de-los-empleos-en-honduras 
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have created a portfolio of financial and logistic services to helps entrepreneurs build a stable 

business. 

 

2.1.1. Market Opportunities 

Commercially, the country can be divided into two regions (1) The Northern Coast, that faces the 

Atlantic Ocean and Caribbean area, in this sector most of the country’s commercial and industrial 

producers are located, here is also the location of the Industrial city of Honduras: San Pedro Sula, 

home of the largest deep-water port in the region “Puerto Cortes”; (2) The Central and Southern 

region, that includes the capital of the country, Tegucigalpa, where all the legal and governmental 

offices are mostly located. In the Southern region, the country also has access to the Pacific Ocean, 

with this there are 2 established ports, “Port Bocas del Henecan” or “San Lorenzo”, both the ports 

of “Puerto Cortes” and “San Lorenzo” are the most important and handle most of the maritime 

trade activities.  

The country has high growth potential as the industrial commerce keeps growing, the government 

is doing more efforts to diversify the exports, and also has many Free Trade Agreements with 

countries such as USA, El Salvador, Panama, Guatemala, Dominican Republic, Colombia, Chile, 

Taiwan, Peru, Canada, and the European Union. Honduras also has 2 main tax benefits regimes: 

(1) The Free Zone Regime (ZOLI) which grants exoneration of almost all taxes and (2) The 

Temporary Importation Regime (RIT) which grants exoneration of the Solidarity Contribution, tax 

on net assets, sales tax at importation time and the payment of customs duties. 

The government also promotes foreign investment and public/private alliances, by continuously 

revising possible projects and legislations; one of this legislation is the “Law for Promotion and 

Protection of Foreign Investment” that defines foreign investment as any transfer of capital that 

originates abroad and is directed to Honduras with the purpose of production of goods and/or 

services or to generate any legal profit. 
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Although Honduras has great economic potential, it cannot be ignored that it faces many challenges 

that hold the country from developing faster. Corruption is one of the biggest issues as within the 

country there have been many scandals of embezzlement, illegal misappropriation of funds and 

widespread impunity, all of these have impacted the development in a very negative manner as the 

funds that should go for education, health and infrastructure decrease or are just badly managed; it 

also faces security issues as it has a high rate of homicides, that mainly arise due to gangs, drugs 

issues and the high levels of poverty. These issues make possible investors wary about doing 

business within the territory and it takes away attention from all the positive opportunities that the 

country does offer. 

2.1.1.1.Honduras and Taiwan Commercial Relationship and its Benefits 

Honduras and Taiwan have had diplomatic relationships since 1941, Honduras is one of the few 

countries that recognizes Taiwan as a country. This long relationship has grown through the years 

as bilateral cooperation increases. Both countries have worked through the years to promote 

commercial exchange, and Taiwan has cooperated in many projects to help Honduras improve 

education, agriculture, exports, and other areas of interest. 

In 2008, a Free Trade Agreement was signed between Honduras and Taiwan (it also includes 

former ally El Salvador). The FTA was created with the objectives of promoting the diversification 

and trade of goods between both countries, increase investment, create easier and effective custom 

procedures, and fewer barriers.5 The trade allows the reduction in taxes of various goods and 

services, it also allows the temporary admission of goods, which is an advantage for trade events, 

to showcase products to possible investors and clients. 

As our business has the objective of introducing stationery made in Taiwan into the Honduran 

market, this is our product value, and due to this the FTA can be very advantageous for us as an 

                                                           
5 SICE: Trade Policy Developments: Free Trade Agreement El Salvador-Honduras-Taiwan. (2020). SICE- Foreign 

Trade Information System. http://www.sice.oas.org/Trade/SLV_HND_TWN_FTA_e/Index_e.asp 
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importer and for our future suppliers as exporters, as we can have access to some of the benefits 

from the Free Trade.  

The International Cooperation and Development Fund (TaiwanICDF) is an organization dedicated 

to the socio-economic development and promotion of economic relations between various 

developing partner countries.6  They manage their objectives through 4 main core operations: 

humanitarian assistance, international education and training, lending and investment, and 

technical cooperation.  

As we intend to organize fundraisings for schools in rural areas, and in the future, we also want to 

help Honduran artists and crafters to get known in the Taiwanese art sector; a possible partnership 

with TaiwanICDF should be considered, as their logistic and technical knowledge would help us 

assess projects with the intent of supporting our community.  

 

2.1.2. Honduras Population Profile 

The population in Honduras is very diverse, the main language is Spanish, but Honduras has a very 

good percentage of bilingual speakers, reason why many foreign call center companies have 

decided to open branches within the territory. As the USA is one of the main trade partners, they 

also collaborate a lot on offering English learning opportunities to the young population. This factor 

is one that Taiwan actually lacks as most of the local businesses prefer to do their communication 

in mandarin, whereas in Honduras, businesses proactively become bilingual.  

In 2018, the economically active population was 4.3million from which 40% is concentrated in the 

agriculture sector, 21% in the industry sector, and 40% in the services sector; the population in the 

                                                           
6 About Us. (2020). International Cooperation and Development Fund. 

http://www.icdf.org.tw/ct.asp?xItem=4470&CtNode=29840&mp=2 
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age of working (18 and more) is 7.1million.7  The major urban areas are Tegucigalpa with a 

population of 1.4million and San Pedro Sula with 903,000 citizens.  

As opposed to Taiwan that is considered an “old country” due to its number of elder citizens, 

Honduras is a very young country, with a median age of 24 for males and 25 for females. The 

population from 15-24 years, accounts for 21.03% (969,302 males and 972,843 females); from 25-

54 years it accounts for 37.79% (1,657,260 males and 1,832,780 females), this 2 groups total 

58.82% of the countries’ population (Gen Z, Millennials and Gen X) 

 
Figure 3.Honduras population pyramid 

 

2.1.2.1. The behavior of Millennials in Honduras 

In 2019, COHEP (The Honduran Private Enterprises Council) released a statistical research called 

“2019 Millennial Profile in Honduras” which records information related to the behavior and 

preferences of Honduran millennials.8  

                                                           
7 Central America: Honduras — The World Factbook - Central Intelligence Agency. (2020). CIA: The World 

Factbook. https://www.cia.gov/library/publications/the-world-factbook/geos/ho.html 
8 C. (2019, July 22). Perfil del Millennial en Honduras 2019. COHEP. http://cohep.com/sdm_downloads/perfil-del-

millennial-en-honduras-2019/ 
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There are 2.7million Millennials in the country, 52% females and 48% males. Of the total 

Millennials, 48% are single and 16% are married; also 41% have kids, 8% actively does volunteer 

work, 22% do online shopping and 28% have traveled abroad. 

When it comes to the latest education degree obtained: 22% has a Bachelor's degree, 1% has either 

a Master's Degree or PhD and 34% only has a High School Degree. In the job are, 38% are 

employed on private companies, 21% are still students, 17% have their own business, 14% are 

stay-at-home moms, 8% work for the government, 2% are domestic employees. As to job 

aspirations, for 44% of Millennials the most important skill to have to get a job is being bilingual, 

for 24% it is knowledge of Microsoft Office, 17% believes it is the knowledge of soft skills and 

15% chose Emotional Intelligence. 11% of Millennials aspire to venture in the creation of their 

own business and 42% are actively working to improve professionally as one of their main goals.   

When it comes to social media, and interesting fact is that 46% of Millennials are influenced in 

their decision –making process by social media, 32% by TV, 5% by recommendations, and 17% 

through other media. The use of social media is widely spread as within this generation, 81% of 

the total have a Facebook profile, 44% have an Instagram account, and 90% have WhatsApp as 

their instant messaging app (Line is not popular in the country). Women between the ages of 21 to 

30 use social media more than men, and though more citizens have Facebook, the people between 

14 to 30 years mostly use Instagram and Snapchat, while young people and women in rural areas 

use Facebook almost exclusively.  

The Honduran Millennials, much as in other countries, values the importance of experiences, and 

no longer follow the traditional ideas of business, job market, and social interaction. They are 

driven by emotions and personal fulfillment, they engage more in discussions and exchange of 

ideas. One of the challenges that they have is the overall social, political and economic issues that 

the country is facing, this also influences the goals of the generation, as they use social media as a 

tool to demand changes in the government, discuss the social problems, and even group to help 
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those communities and people that are struggling due to poverty, lack of education, health, and 

violence. 

2.1.3. Education and Poverty in Honduras 

In 2018, the INE (Institute of National Statistics) reported that 61% of Honduran homes live under 

poverty conditions (60% in rural areas and 40% in urban areas); from this, 38.7% lives under 

extreme poverty, and 19% are homes that live with USD1.00 or less per day.9  

The high levels of inequality plus the many inefficiency issues from the government, create a cycle 

the drives many to commit crimes, join gangs, drop out of schools to sustain themselves, accept 

jobs in precarious conditions or immigrate illegally in search of better life quality for them and 

their families.  

The absence of an efficient budget distribution has also contributed to the fact that many families 

in rural areas have no access to proper health and education services, creating a social situation 

where many kids do not finish school and are made to work to help the family, many female 

teenagers become young moms, and poor families have kids due to a lack of sex education and 

awareness.  Rural areas are left to depend on the help of International Aid Organizations, NGOs, 

Donations, and Development projects; as they are mostly forgotten by the government. 

Another sector that has been neglected is the Indigenous and Afro-descent population, which 

account for 1.5million (as of 2007, no recent census has been done) which are distributed as follows:  

  

                                                           
9 INDICADORES CIFRAS DE PAÍS 2018. (2018). INE-Instituto Nacional de Estadística. 

https://www.ine.gob.hn/V3/imag-doc/2019/09/cifras-de-pais-2018.pdf 
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Table 1. Indigenous and Afro-descent population distribution (2007 last census) 10 

TABLE 1. INDIGENOUS & AFRO-DESCENT POPULATION DISTRIBUTION (2007 

LAST CENSUS) 

Indigenous Group Location 
No. of 

Communities 
Population 

Tawahka 
Olancho, Colon and Gracias a Dios 

7 1,500 

Pech 10 tribes 3,800 

Tolupan Yoro and Francisco Morazán 30 tribes 18,000 

Lenca 

Lempira, Intibucá, Ocotepeque, Santa 

Barbara, Francisco Morazán and a few 

small communities at La Paz 

2,500 720,000 

Miskito 
Gracias a Dios and small groups in some 

main cities 
420 76,000 

Maya Chortí Ocotepeque and Copan 52 10,600 

Garifuna 
Cortes, Colon, Gracias a Dios and 

Atlántida 
47 300,000 

Afro-Honduran 

Creole English-

speaking 

Honduran Bay Islands 46 80,000 

Nahua Olancho  18 19,800 

TOTAL 1,229,700 

 

Indigenous and afro-descent citizens suffer social exclusion, intimidation and poverty, they also 

face challenges of discrimination and marginalization. 19% of the indigenous population is 

illiterate and they have less access to education, healthcare, and difficulties to be part of the urban 

labor market.11 Most of their economic activities are in the agriculture sector, manual labor, and 

many women are dedicated to elaborate traditional craftworks from local materials, handmade 

accessories and textiles, and other handmade crafts.  

 

                                                           
10 Pueblos Indígenas de Honduras | Territorio Indígena y Gobernanza. (2019). Territorio Indígena y Gobernanza. 

http://territorioindigenaygobernanza.com/web/hon_07/ 
11 Honduras. (2019, June 27). Minority Rights Group. 

https://minorityrights.org/country/honduras/#:%7E:text=Main%20minorities%20and%20indigenous%20peoples,%2

C%20and%20Tawahka%20(2%2C690). 
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2.1.4. Mental Health in Honduras 

In 2019, Miguel Aguilar, sub-director of the “Hospital Psiquiátrico Mario Mendoza” (Mario 

Mendoza Psychiatric Hospital located in Tegucigalpa) stated that from the year 2014 until 2018 

almost half a million appointments were attended at the hospital, at the same time the average 

number of patients per year remained the same rather than decreasing.12 Just between the months 

of January to September of 2019, 200 to 300 patients on average had been attended daily and on 

those months alone the hospital had already provided 41,288 medical appointments. 

The sub-director also stated that amongst patients located in Tegucigalpa, the most common mental 

health ailment is depression, which also affects a significant number of the population. In 2018 

there were around 400 suicides in the country, and from January to October of 2019, there were 

312 cases. Many national studies and experts have agreed that the mental health of Hondurans has 

decreased due to the countries’ high rates of violence, crime, protests, poverty, unemployment, the 

lack of quality in the public health and education services and corruption. (this statement support 

the mental health survey, as the majority of the sample agreed that the countries’ poverty and 

violence issues affect their levels of stress and anxiety); making more than 50% of the population 

inclined to developing a type of mental ailment. 

 

2.2. Promotion of Cultural and Artistic Exchange 

Back in 2017, the exhibition “Honduras- Taiwan: United by Art” was organized and held in Taiwan 

to promote the understanding of the Honduran culture through art. 13  The event presented 55 

paintings by 3 different Honduran artists. Later in 2019, the exhibition was once again organized 

with 3 different artists. Taiwan has a very well developed art and cultural environment with many 

                                                           
12 I. (2019b, October 19). Depresión, el principal problema de salud mental en los capitalinos. Diario El Heraldo. 

https://www.elheraldo.hn/tegucigalpa/1327793-466/depresi%C3%B3n-el-principal-problema-de-salud-mental-en-

los-capitalinos 
13 Focus Taiwan - CNA English News. (2017, September 14). Honduras art goes on display in Taipei - Focus 

Taiwan. Focus Taiwan. https://focustaiwan.tw/culture/201709140025 
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activities held throughout the year. In fact, the Latin American community, with the help of the 

government, does cultural events to promote the traditions of many Latin American countries, so 

Taiwanese citizens are very open and curious in learning about other countries, doing cultural 

exchanges and appreciating the art movements of different Latin American countries. 

Another example is that of August 2016.14 The Embassy of Taiwan in Honduras release a call for 

a public bid for a project named “Academia de Taiwan” (Academy of Taiwan), to develop a cultural 

platform during the months of September and November of that year. The objectives of the project 

were to promote cultural exchange between both countries through a series of events, workshops, 

and other media. The bid was granted to MUA (“Mujeres en las Artes”- “Women in the Arts” is a 

non-profit organization located in Tegucigalpa, created in 1995 to promote culture and arts with 

an emphasis on the influence of women in Honduran society).  

Not only is there a political and economic relationship, both countries actively engage in various 

cultural and artistic projects. This is clear evidence of the existence of a market interested in cultural 

products and services, and the possibility of building business and profits through this industry. 

There are many opportunities and, though there is clear participation between different parties of 

both countries, there are still many areas of improvement: the logistics and management of the 

projects, proper and effective budget allocation, increasing social media and modern media 

presence, more involvement and communication with the community. 

Taking these factors into consideration, and art company such as “Arte Formosa” can assess the 

environment to find additional business opportunities not only for us but also for the local 

Honduran crafters, Taiwanese suppliers, and Taiwanese artists. With the right assessment, an 

ecosystem can be developed around the cultural industry of both countries and even expanded to 

other regions in the future. 

                                                           
14 Team, I. (2016). ANUNCIO DE LICITACION DEL PROYECTO DE LA PLATAFORMA CULTURAL-ACADEMIA 

DE TAIWAN DE LA REPUBLICA DE CHINA (TAIWAN) EN HONDURAS. Embajada de La República de China 

(Taiwán) En Honduras 駐宏都拉斯大使館. https://www.roc-taiwan.org/hn_es/post/7060.html 
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2.3. The Stationery Market 

To understand the industry better and for this report, a distinction between “office and school 

supplies” and “stationery” needs to be mentioned. Office supplies are all heavy materials needed 

daily at an office/company/organization setting such as desks, furniture, cabinets, printers, 

electronic devices, etc. the same applies for school supplies as it covers desks, whiteboards, shelves, 

and computers.15 Stationery is all the light supplies (that can be also used in an office or school 

setting) such as paper products, writing materials, adhesives, binders and so on since the terms 

represent the light materials, most art products like brushes, watercolors, painting tubes, inks, etc. 

can also be categorized under stationery. When it comes to statistics and evaluations, the industry 

and many governments would usually categorize office, school and art supplies under the same 

category, either “office and school supplies” or “stationery”,  

Even with the rise of the Digital Era, the global stationery industry has been able to evolve and 

grow over the years, in part due to the formation of new art movements and trends. In 2019, the 

global stationery industry was valued at 90.6 (billion USD), the fastest-growing markets are Europe, 

East Asia and Central Asia.16 China is the number 1 exporter of office and school supplies. The top 

10 stationery brands as of 2020 are: 

1. Staedtler Mars GmbH & Co. KG (Germany) 

2. Faber-Castell (Germany) 

3. Maped (France) 

4. Schwan-STABILO (France) 

5. Muji (Japan) 

6. KOKUYO (Japan) 

                                                           
15 The Mystery between Office Supplies and Stationery Supplies. (2012). Office Supplies and Stationery Supplies. 

http://collanojoel.blogspot.com/2012/05/mystery-between-office-supplies-and.html 
16 Top 10 Stationery Brands in the World 2020, Top Stationery Brands | Global Stationery Market Factsheet. (2020, 

April 22). BizVibe. https://www.bizvibe.com/blog/top-stationery-brands-world/ 
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7. Sakura Color Products Corporation (Japan) 

8. Typo -Cotton On Group- (Australia) 

9. Canson (France) 

10. Crane Currency (USA) 

 

2.3.1. Honduras Stationery Market 

The Honduran stationery market is currently dominated by traditional “office and school supplies” 

stores (more of this is explained in topic 5.1); one of the biggest customers’ segments are the 

parents with kids in school ages, due to this there are 2 peaks in the year, one in January- February 

as public and private school start classes, and from June-July when bilingual school start classes. 

These are the highest peaks of sales for any stationery/ school supplies store. It is estimated that a 

low-medium income family spends HNL400.00 to HNL600.00 in middle school supplies and 

HNL500.00-HNL700.00 in high school supplies, this is a one-time purchase without counting 

materials spent that have to be bought again through the year. Parents from medium-low families 

that look for better quality might spend HNL1,300.00-HNL1,500.00. 

Parent from medium-upper to high income spend more in school supplies as they have higher 

spending possibilities, they will pay more attention to quality, designs and variety rather than just 

the prices. Also with our survey, we were able to notice that various customers are professionals 

or freelancers and that buy stationery as raw material for their products, this segment does, mainly, 

personalized handmade crafts to be sold. Since there are no statistics related to “stationery supplies”, 

market research was elaborated to gather recent information, which is further explained in the topic: 

“2.4.1. Market Research: “Stationery in Tegucigalpa” 

There are very few private local manufacturers of stationery and the ones in existence produce a 

very limited variety of products (see competitors’ analysis for a detailed list), so the majority of the 

local consumption has to be imported. In 2018, Honduras imported USD2.5million in “artist, 

student and signwriter colors, small packs” mainly from China, Hong Kong, Mexico, and the USA; 
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for “colors in sets” it imported USD337k from China, Mexico, Brazil and USA; for “paper 

notebooks” Honduras actually exported USD1.2million to Costa Rica, El Salvador, Nicaragua, and 

Canada but it imported USD6.72millions from India, El Salvador, Costa Rica, and China.17 

 

2.3.2. Taiwan Stationery Market 

Due to Taiwan’s location and economy, the stationery market has been able to develop constantly, 

the country does have various local manufacturers of stationery that export mainly to China, Japan, 

South Korea, the USA, Hong Kong, and various European countries. However, Taiwan hasn’t tried 

to penetrate the Latin American market, which is currently highly dominated by USA and China. 

There is no specific reason but the language barrier can be considered one factor, also the lack of 

knowledge of the market and possibly the fear of entering the market and not being successful. 

In 1956, The TASI (Taiwan Association of Stationery Industry) was founded.18 They count with 

more than 100 members (medium to large companies) from different parts of the country, and they 

aim at promoting the stationery industry locally and abroad, coordinating industry relations and 

seeking improvements for economic development; they also organize exhibitions and event in 

Taiwan creating a space for producers to present their products to possible buyers, also 

international events are promoted so companies can decide to participate. It was around 1940 that 

the industry started growing, not only by the number of businesses but also by type of products, 

through the years and recently, producers have set to release new types of products, pay more 

attention to designs and introduce new technology that benefits them and improve quality. Though 

the market is still dominated mainly by Japan, China, and the USA, the Taiwanese business has 

been able to position itself even on a smaller scale.  

                                                           
17 M. (2020). Artist, student & signwriter colours, small packs nes in Honduras. OEC - The Observatory of 

Economic Complexity. https://oec.world/en/profile/bilateral-product/artist-student-signwriter-colours-small-packs-

nes/reporter/hnd 
18 TASI - ABOUT US |TAIWAN ASSOCIATION OF STATIONERY INDUSTRIES. (2007). About TASI. 

http://www.tasi.org/en/about/about_index.asp?F=about-TASI.html 
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The TASI identifies 3 main areas of importance, that should be analyzed by companies: 

1. Marketing promotion: encourages companies to promote under their brand rather than only 

focusing on ODM and OEM services; give importance to the after-sales customer service; 

strengthen the collection of information from target markets, international trends and 

competitors; reduce over-reliance on the Japanese, USA and Hong Kong markets. 

2. Research and development: explore eco-friendly production; develop products with new 

functions; improve product sophistication by refining design and packaging. 

3. Production management: find ways to reduce production cost; try new technologies for 

production improvement; strengthen warehouse processing and material management. 

 

In 2018, Taiwan exported USD2.97million in “artist, student, and signwriter colors, small packs” 

mainly to Japan, USA, Hong Kong, and China; and in this category, USD4.94millions were 

imported from China, Japan, France, and The Netherlands. For the category of “colors in sets” 

USD2.69millions were exported to Hong Kong, USA, Japan, and China; and USD2.29millions 

were imported from China, South Korea, Japan, and Russia. In “paper notebooks” Taiwan exported 

USD27.6millions to the USA, Germany, UK, Japan, and China, and it imported USD9.36millions 

from China, Japan, the USA, South Korea, and France. 

In the industry, some big companies have move part of all of their manufacturing to China, while 

some have stayed completely local. Another type of stationery producers are the local artists and 

illustrators, many freelancer artists produce their merchandise in small quantities to be sold online, 

in small market/fairs, or stores. As there are many possible suppliers we have created a master list 

of producers we want to work with, making sure that all of them produce locally and paying 

attention to their products and designs. 
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Table 2. Selection of Taiwanese stationery producers 

TABLE 2. TAIWANESE STATIONERY PRODUCERS 

Business Name Type 
Product 

Type 
Product(s) Description Comments Instagram 

Nan Pao 

Stationery 
Medium Stationery 

various types of 

stationery 

notebooks, 

notepads, 

sketchbooks, 

cards, washi tape, 

stickers, pencil 

cases, and others. 

They have a 

Sanrio and 

Disney license. 

Tainan 

nanpaostationery 

YUANCHi 
Individu

al 
Combine Art illustrator 

mostly digital 

illustrations have 

done a few 

printings and 

paper material to 

sell. Taipei 

yuanchisart 

BirBir巧 
Individu

al 
Digital Art illustrator 

has a shopee 

page, sold 

stationery like 

tote bags, sticker, 

calendar, printed 

illustrations 

bir_bir_chiao 

TRUEGRASSE

S 
Micro 

Eco-

stationery 

eco-friendly stationery 

and living products 

part of the profits 

is donated to 

NGOs (Taiwan 

Environmental 

Information 

Association, 

Wild Bird 

Society of Taipei 

and 

Environmental 

Ethics 

Foundation of 

Taiwan). For 

now, they only 

have a few 

notebooks, pens, 

bamboo bottles 

and straws 

 

Sarah 
Individu

al 
Digital Art illustrator 

very few 

traditional art 

illustrations, uses 

ibon to release 

prints (like 

hahasarah_draw 
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calendars and 

illustrations) 

右手超人 / 

yohand studio 

Individu

al 
Stationery illustrator 

Illustration brand 

(designer: 

@ej04zp) does 

digital 

illustrations and 

sells their 

stationary with 

various products 

like stickers, 

seals, notebooks, 

agendas, 

calendars 

yohand.studio 

鍾全斌 
Individu

al 
Combine Art illustrator 

artist does online 

class. Human 

body/anatomy 

illustrations 

mostly in black 

and white 

chuanbin_chung 

LCN Design 

Studio 

Individu

al 
Stationery 

various types of 

stationery 

illustrator has an 

online store. 

Does metal 

stamps, wax seal 

stamps, rubber 

stamps, sticker, 

keychains, pins, 

masking tape and 

some charms 

linchianing 

Season Paper 

& Gift Co., 

Ltd. (四季紙品

禮品) 

Large Stationery 
various types of 

stationery 

Wide range of 

catalogs with 

themed releases 

almost every 

month. 

Hardcover and 

softcover 

notebooks, 

stickers, washi 

tape, 

scrapbooking 

decorations, 

pencil cases, 

small bags, gift 

cards(small and 

big), a few 

Christian themed 

products, 

scrap/sketchbook

s, colored ink and 

seals, paper gift 

with designs or 

seasonpapergift 
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solid patterns, 

DIY accessories 

and materials, 

SKB Medium Stationery 
Writing and painting 

items 

A wide selection 

of writing 

materials, high-

quality fountain 

pens is their 

expertise. The 

catalog for 

writing items is 

big, ink pens, 

highlighters, 

different 

markers, and so 

on. They also 

have painting 

materials color 

pencils, sketch 

pencils, 

colormagic, 

Copic style 

markers; tube 

and Crayola 

watercolors, 

acrylic paint. 

skb_1955 

Simbalion Large Stationery 
Writing and painting 

items 

Good selection of 

writing materials, 

different type of 

markers (POP 

Marker, Drawing 

Pen, Sign Pen, 

Highlighter, Ball 

Pen, Wet-Wipe 

Marker); fancy 

drawing items 

(Graphic Pencil, 

Watercolor 

Pencil, Pastel, 

Metallic Marker, 

POS Marker, 

Paint & 

Permanent 

Marker, Super 

Crayon, Oil 

Colors, Acrylic 

Colors, Carry Art 

Sets, Poster 
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Colors, Painting 

Media, Art 

Design Marker, 

Fabric Marker, 

Ceramic Marker, 

Glitter Marker, 

Marbling Paint) 

they also have 

arts sets and 

gallery arts sets 

(this are more 

expensive) 

三瑩文具 

Sunny 

stationery 

Micro Stationery 
various types of 

stationery 

A few small 

bags, pencil 

cases; journals 

and notebooks; 

cards and 

postcards; 

sticker; few 

accessories, like 

mirrors, tote bags 

sunny_stationery_t

w 

Conifer 綠的事

務用品 
Medium Stationery Mainly paper stationery 

Good selection of 

journals, 

handbooks and 

notebooks, 

memo pads and 

small notepads; 

sticker; 

conifer.jackman 

IWI (Mengtian 

Industrial Co., 

Ltd.) 

Small Stationery Writing items 

high-end metal 

pens, fountain 

pens, and ball 

pens 

iwi_writing 

永新行文具 

Yung Hsin 

Hang 

Stationery 

Large Stationery Mainly paper stationery 

A few selection 

of notebooks, 

sticky notes, 

memo pads and 

other items. 

OEM, 

customized 

products 

 

Macro Wave 

(馬可威) 
Small Art supplies Painting brushes 

fine hair and 

synthetic fiber 

brushes for 

watercolor, 

acrylics, oil, also 

brush pens and a 

few other items 

for carrying 

brushes 

macrowave_brush

es 
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Tin Shing 

Brush Mfg. 

Co., Ltd. (天成

毛刷廠股份有

限公司) 

Large Art supplies brush manufacturer 

brushes 

manufacturer 

(they also do 

cosmetic 

brushes) all are 

synthetic and 

they do lettering 

brushes, display 

cabinets, brush 

assortments; 

watercolor, oil 

and painting 

brushes 

 

ARTAM 

ENTERPRISE 

CO., LTD. 

Large Art supplies brush manufacturer 

(Headquarter in 

Taiwan, factories 

seem to be only 

in China), has 

ISO 9001-200; 

they also do 

cosmetic and 

dental brushes. 

Has a wide 

selection of 

synthetic and 

natural hair 

brushes 

 

九達生活禮品 

Joystar 

Giftware 

Small Stationery 
various types of 

stationery 

notebooks, 

handbooks, 

memo pads, a 

wide variety of 

stickers, post-it, 

washi tapes, and 

other items 

joystar_giftware.t

w 

Chuyu Culture 

Co., Ltd (珠友

文化) 

Medium Stationery 
various types of 

stationery 

a wide selection 

of stationery, 

notebooks, 

handbooks, 

memo pads, 

notepads, sticky 

notes, pencil 

cases, cards, 

envelops, name 

tags, party 

decorations, 

journals, agendas 

chuyuculture1984 

Paper Museum 

(紙博館) 
Medium Stationery Paper manufacturer 

crafts papers, 

decorated, a wide 

variety of 

designed paper 

for scrapbooking, 

gifts, envelops 

papermuseum1988 
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and so. DIY 

crafts items 

KW-trio (Pao 

Shen 

Enterprises 

Co., Ltd.) 

Large Stationery 
stationery tools 

manufacturer 

TO NOTE 

notebooks series, 

heavy-duty paper 

commercial 

guillotine, rotary 

paper trimmer, 

paper guillotines; 

Hole punchers, 

electric punch, 

power punch, 

effortless punch, 

and standard 

punch; Staplers, 

electric staplers, 

heavy-duty 

commercial 

staplers, 

effortless stapler, 

standard stapler; 

electric pencil 

sharpeners; 

Macaron 

stationery; 

stamps; tape 

dispensers; 

cutting knives; 

cutting mat 

 

ESTAPE（易

撕貼）Seal 

King Co, Ltd. 

Medium Stationery adhesive tapes 

various types of 

sticky adhesives, 

decorated 

masking tapes 

and various 

purpose 

adhesives 

 

Moosy Life (目

喜生活 ) 
Micro Accessories boxes and trays 

storage boxes for 

jewelry and 

stationery 

moosylife 

魚仔包手繪溫

室 

Individu

al 
Stationery handmade stationery 

handmade 

decorations items 

for scrapbooking 

and journaling. 

She sells stickers, 

wood seal 

collections, 

washi tapes, 

ladyf05 

MU LifeStyle Micro Stationery handmade stationery 

a wide selection 

of print-on 

stickers, a good 

selection of clear 

mu_lifestyle 
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stamps (acrylic 

block also on 

sale), watercolor 

sticky notes, 

wood pressure 

bar for stickers 
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2.4. General Summary of Consumers’ Survey 

2.4.1. Market Research: “Stationery in Tegucigalpa” 

Because of the lack of historic statistics regarding the consumption art stationery/ art supplies, it 

was decided to create an online market research survey, to gather data related to consumers' 

behavior, demographics, and general profile. As the plan is to open a physical store in Tegucigalpa, 

the survey was promoted towards citizens currently liven at Tegucigalpa city, and that have bought 

or buy stationery/art supply items.  

A total of 168 responses where gathered, after data tabulation (see Appendix B) 31 individuals were 

not currently living in Tegucigalpa (separated through a rule in the survey system), so real workable 

data total 137 individuals that follow through with the complete survey. 

The sample is composed of 84% female and 16% male; with ages of 9% 20 or less, 61% from 21-

30, 26% from 31-40, 4% from 41-50, 1% 51 or more. The group is concentered mostly on the age 

range of 21-40 totaling 86% The survey found that 71% of the sample are employed students or 

Higher Education Students. 24% of the respondents buy stationery once a month, and 31% would 

fall under a group that buys stationery from 2 to 4 times a month, the other 45% has a buying habit 

moving from bimonthly to rarely. 

About preferences and habits, the survey found that 87% like to buy writing materials follow by 

50% for scrapbooking/journaling/bullet journal materials, then 36% drawing/painting materials, 

34% calligraphy materials, and 3% others (4 individuals that mentioned items such as memo pads, 

folders, clipboards, flower arrangement paper). Interestingly 67% buys stationery with the reason 

being a hobby or personal taste, 12% due to their profession or job, 18% is due to either school or 

office purpose, and the remaining 3% does it for special events (such as birthdays, church activities, 

or children activities). 
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Individuals were asked to organize in order of priority (1 being the most important and 5 the least) 

the importance of 5 factors when buying stationery, the final order was: (1) quality, (2) price, (3) 

variety and designs, (4) brand, and (5) country of origin, showing that customers are looking for 

good to excellent quality products and based on that factor they will consider the suitability of the 

price. About the current variety of stationery in Tegucigalpa, 45% think that the basics can be found 

(meaning that only commonly used products are found or those consider necessary by the 

companies), 36% think that there is a low variety of products and 4% a poor variety of products, 

this means that 85% of the sample are unsatisfied to a certain degree about the variety of products 

in the current market, and there is an existing need to supply those consumers. 

The survey also looked to make a comparison of the quality and price of the 2 most common 

products’ country of origin, which are China and USA; about USA quality 50% chose good, 37% 

excellent, and 12% neutral, giving an average that falls in between good and excellent, about China 

quality 42% chose good, 36% neutral, 15% excellent, and 8% bad, the average falls in between 

good and neutral; about USA price 49% chose expensive, 36% neutral, 14% very expensive, and 

1% cheap, giving and average between expensive and neutral, and regarding China price 47% 

chose neutral, 37% cheap, 7% very cheap, 6% expensive, and 4% very expensive, average falling 

in between neutral and cheap. 

It was found that 63% buy stationery at physical stores, 8% use online stores, and 29% use both 

methods, this means that more than 90% do like to visit stores when buying their stationery. From 

a selection of locations, individuals chose where would they like to see the store 39% responded to 

Multiplaza Mall, 27% Las Cascadas Mall, 15% Metrópolis Towers, 11% Plaza Miraflores and 9% 

La Galeria Mall. The most voted option is the biggest shopping mall of Tegucigalpa, with a wide 

variety of stores, restaurants and other businesses, the least voted location is a small mall located 

at a street known for being pricey.  

A separated small survey was done through Instagram stories in which 2 questions related to the 

location where asked and 55 individuals responded: (1) Imagine you are going to buy stationery 
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and you have these 2 options: (a) A small store with limited variety at Multiplaza Mall or (b) A 

bigger store with more variety at Métropolis Towers, 70% chose option “b” which is a bigger store; 

for the second question they were ask- (2) Now imagine that you want to buy an art product that 

you like and you can find it at 2 locations: (a) For HNL550.00 at Multiplaza Mall or (b) For 

HNL500.00 at Métropolis Towers, individual chose “b”. This small survey shows a tendency in 

which variety and price influence highly how customers move when asked directly to a few 

individuals, some of them mentioned that they are willing to move to different areas so long as 

there is a parking lot available.  

 
Figure 4. Instagram stories showing the results of the small survey 

Following the main survey, when asked if they had ever bought or received Taiwanese stationery, 

19% answered yes and 81% no. Next questions presented 4 images with 4 different products made 

in Taiwan (a) SKB fountain pen, (b) Season Paper stickers, (c) NanPao washi tape, and (d) 

Simbalion painting products. Individuals were asked to choose the one they were more interested 

in, 42% chose D, 27% A, 23% B, and 8% C. most individuals are interested in drawing/painting 

materials and then calligraphy pens. From the images shown the next question asked if they would 

visit a store in Tegucigalpa that has available all the products shown previously, 69% answered 
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definitely yes, 15% depends on the prices, 15% depends on the store’s location and 1% (only 2 

individuals) answered no.  

For the last two questions, the survey found out that if we were to organize volunteering events to 

support low-income students 74% would participate, 23% would participate depending on the 

activity and only 3% (4 individuals) wouldn’t participate. And if the store were to create a space 

for local entrepreneurs to exhibit their products (arts, crafts, food, accessories, etc.) 82% would 

visit the store, 9% would visit depending on the type of products, 7% would visit depending on the 

store ś location, 1% (2 individuals) said they wouldn’t visit and no one showed susceptibility to 

the possible prices. 

 

2.4.2. Market research: “Interest of Honduran Citizens in Topics of Mental Health” 

To improve the market analysis and understand better the needs and opinions of future possible 

customers, an online survey was created regarding the topic of mental health, the survey was open 

to all Honduran citizens. A total of 101 responses were gathered (see Appendix C). 

The sample is composed of 75% females, 24% males, and 2% (2 individuals) that chose to not 

disclose their gender. As the survey was open to all citizens their locations differ with 85% from 

Francisco Morazán (department where the city of Tegucigalpa is located), Cortes 5% (department 

where the city of San Pedro Sula is located), Atlántida 4%, Comayagua 2%, Olancho 1%, La Paz 

1% and Islas de la Bahia 1%, most of this departments are located in the northern region of the 

country. The majority of the sample is still concentrated within the city of Tegucigalpa which 

corresponds with our stationery sample. The ages varied as 63% are in-between 21-30 years, 27% 

from 31-40 years, 5% from 41-50 years, and 5% are 20 or less years, in this survey the marital 

status was also asked as this data can be helpful to recognized sub-segments and when it comes to 

mental health it helps to identify possible topics of interest for workshops and talks, so 71% are 

single, 9% are married without kids, 18% are married with kids, 2% (2 females) are single mothers. 

Regarding their occupations, 47% are employees, 29% are higher education students, 17% 
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currently study and work at the same time, 6% are business owners or freelancers and 2% (2 

individuals) are stay-at-home mothers. With these initial results, we can point that 63% of our 

sample resides in Tegucigalpa, are mostly single with no kids, they are between the ages of 21 to 

40 years old and all of them are currently working.  

The next section of the survey was labeled as “Personal Experience” and the questions where made 

as to have a general profile of the current state of the sample and the general opinion they have 

about the topic of research. First, it was asked if they have had or believe to have any sort of ailment 

related to their mental health, 22% said that never, 45% answered “sometimes”, 14 “on one 

occasion”, 8% “frequently”, 11% “continuously” meaning that they have dealt with an ailment for 

a long time and 1% answered other (1 individual specified that he was diagnosed at specific points 

of their life), the answers show that 78% of the total sample has dealt with mental health issues at 

least on one occasion of their life. The next question was only opened to those who had answered 

“at least on one occasion” to the previous question as it inquired to select from 6 options which one 

was the closest to the ailment they have or had experienced, so from the 78% of the previous 

question 53% chose “anxiety symptoms”, 22% “depression symptoms”, 13% “sleep disorders”, 

6% “obsessive-compulsive disorder”, 5% “social anxiety/ social phobia”, and 1% others (1 

individual specified anxiety disorder with depression). 

Question #9, and the rest, was open to answering for the complete sample, question #9 asked 

individual had ever visited or talk with a professional regarding mental health, 53% said that 

“never”, 26% has visited a psychologist, 4% has visited a psychiatrist, 6% has visited both, 8% has 

visited a family doctor or internal medicine doctor, and 3% said “others” (3 individuals from which 

1 got church guidance, 1 used coaching and spiritual guidance, and 1 used a free chat service from 

their university). This question shows interesting results as it means that from the 78% that has 

experience mental health ailments at least once, 46% didn’t search for help with a professional.  

Question #10 (more than 1 option could be chosen) asked if they receive or had received any type 

of teaching about mental health, 35% said little to no teaching at all, 70% received teaching at 
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school/high school and/or university, 21% have received teaching at their workplace, 14% were 

taught by parents and/or family, and 8% through other methods (8 individuals from which 5 do 

self-learning, 1 through their church, and 2 via psychological coaching). Question #11 contained 5 

common ideas mentioned online about mental health, individuals were asked to choose those that 

were the closest to their opinion of “mental health” 95% defines the topic an issue that requires 

professional treatment/support and that is equally important as physical health, the other 5% think 

that mental health is either a sign of weakness or that it is only an issue of the new generations. The 

next question presented 8 statements related to the topic so that individuals could choose if they 

agree or disagree with each, more than 90% (90% to 100%) agrees that schools and universities 

need to promote more awareness about the topic, that the government does not offer proper services, 

that excessive work can result in developing mental health ailments, that is it not necessary to have 

a mental health problem to visit a psychologist, also 90% agrees that the current insecurity and 

poverty problems of the country affect their mental health and that the majority of men are insecure 

of talking about the topic due to the fear of being ridiculed, it is curious to point that 26% they feel 

ashamed of talking about their mental health to others and 12% think that it is easy to recognize 

when a person suffers from depression.  

The last section of the survey was labeled “Willingness to participate in events” questions where 

made to know the preferences of the sample regarding workshops/events and talks. First, it was 

asked how interested they are in attending to mental health events and 100% of the sample is 

interested, with 42% answering that it would depend on the topic and type of event and 16% 

answered that it would depend on the price. Question #14 asked to choose from multiple topics, 

which are the ones they are most interested in, 40% are attracted to events about “work stress 

(reduction and management, “burnout syndrome” prevention, depression, anxiety and emotional 

exhaustion”, 24% are interested in events regarding either “entrepreneurship workshops” or “self-

care tools”, 15% chose events related to “interpersonal relationships”, 13% chose events related to 

“art therapy” and only 8% are interested in “meditation and yoga workshops”.  
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To add more support to the research, a small survey was done through Instagram (see below Figure 

5) asking what type of events they are more interested in, from the answers 14 individuals that are 

frequent stationery consumers answered that they were interested in either “artistic/crafts 

workshops” or “volunteering” none of those 14 individuals chose “Mental health workshops”.   

 
Figure 5. Instagram Survey regarding events’ preferences. 

On a 2nd small IG small survey, individuals were asked specifically if they were interested in 

signing up for workshops about stress management (personal and work), self-care, mindfulness 

and/or anxiety; from 28 respondents, 14 answered “Yes”.  
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Figure 6. IG survey “interest in attending to workshops about stress management and other self-

care topics” 

Taking into consideration the different opinions received through surveys, it can be concluded that 

a higher percentage of workshops/talks have to be separated into either “Mental health topics” or 

“Artistic/crafts topics”, though we will still organize events related to “art therapy” they would be 

done with a previous assessment of the customers’ interest, and priority has to be given to the topics 

preferred by customers and possible consumers. 

Considering that the company will be located in Tegucigalpa city and most events will be there, 

individuals were asked to choose the modality they prefer to sign for events, 15% chose online 

workshops/talks (receive the materials through email, 13% chose In-person modality, and 72% 

chose both which means most of the sample is flexible when it comes to the modality of events. 

For question #16 they were asked to insert the highest (minimum being HNL100.00=NTD120.00 

as of June 1st) amount they would be willing to pay for a 2-hour workshop that includes materials 

and a small meal (snacks); -As of June 1st, 2020 the exchange rate is HNL1.00=NTD1.20- from the 

101 individuals, 25 chose amounts of HNL450.00 or less, 32 wrote HNL500.00; 15 are willing to 

pay a max of HNL1,000.00; 10 have a max of HNL600.00 and the remaining 18 had varied 

responses ranging from HNL700.00 to HNL2,500.00; when searching online events with the same 

characteristics mentioned in the question, the common price charge is HNL500.00  
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The last question asked to choose the preferred time to assist an event (more than 1 option could 

be chosen) 46% prefer Saturday morning and 36% Saturday afternoon-night, 32% chose weekdays 

at night, 12% for Sunday morning and 15% for Sunday afternoon, 18% chose Friday night and the 

least liked option weekdays in the morning 8%, with this the best day to organize events is Saturday, 

and there is flexibility for the weekdays at night. 
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3. PRODUCTS AND SERVICES 

Arte Formosa will be the first Taiwanese Stationery store in Honduras, offering a wide range of 

carefully selected products that will be updated following seasonal and consumer changes. To 

differentiate from a traditional store, we will also offer services centered around Art events. 

 

3.1. Products 

As per the consumer survey, products have been separated into 4 main categories, this was intended 

not only for inventory management purposes but also thinking about different sub-groups of 

customers and the specific needs they might have when looking for stationery or art supplies. Since 

products are made in Taiwan, we have also made sure that there is a supplier available that 

manufactures the item. 

 

3.1.1. Writing Materials 

Writing articles are pens and pencils with various specifications, different end sizes, purposes, 

colors, and purposes. Writing materials can be used almost across all styles of art, from painting to 

lettering, the range of consumers is significantly wide as casual to expert consumers look for 

writing articles. 

A few of the most common types are: 

 Color markers 

 Highlighters 

 Brush pens 

 Permanent markers 

 Ink-based pens 

 Graphite-based pens 

 Ballpoint and rollerball pens 

 Gel pens 

 Stylus pens 
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3.1.2. Scrapbooking, Bullet Journal, and Journaling Materials 

These 3 crafts, were put in the same product category as they share products and supplies between 

each other, a few items that are looked for by all customers of this category are: 

 Wood/acrylic seals and stamps 

 Scissors, trimmers, and cutters 

 Embellishments 

 Supply storage cases 

 

3.1.2.1. Scrapbooking 

The art of scrapbooking has a history that can be traced back to the 15th Century, and it is the term 

used to represent a collection of fully-decorated pages intended to preserve and paste photos and 

other small paper keepsakes.19 Scrapbooking journals are made to preserve photos and paper 

through time, therefore, the materials used for this craft can have particular characteristics, a lot of 

consumers that do scrapbooking present certain expertise in this craft, as there are sites and groups 

dedicated exclusively for scrapbook-makers. Some of the most common materials needed are: 

 Acid-free paper for scrapbooking 

 Print-patterned paper 

 Scrapbook kits 

 D-ring, 3-ring albums 

 Page protectors/covers 

 

                                                           
19 Scrapbook.com. (2017, January 16). The History of Scrapbooking. https://www.scrapbook.com/articles/history-of-

scrapbooking 
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3.1.2.2. Journaling and Bullet Journal 

Consumers that practice journaling and bullet journal (also known as BuJo) seek for products 

across all our categories as it is a mix-media type of art. Journaling is a term that can describe 

activities involving writing that are done mindfully, it is a modern diary, for people to express free-

writing, daily thoughts, poetry, art journaling (combines visual art and words), or even travel or 

event journaling.20  

Bullet journal is a specific type of planner system, in which a blank notebook is used to create a 

personalized planning spread.21 For a Bullet journal creator, rather than buying an already made 

agenda, they find more value on creating a mix of to-do lists, monthly/weekly calendar logs, mood 

trackers and sleep trackers. 

As both start with a blank notebook that is later individually decorated, both crafts have a lot of 

similar products: 

 Notebooks 

 Soft/hardcover journals 

 Bullet journal stencils and rulers 

 Washi tapes 

 Stickers and adhesives 

 Bullet journal stamps 

 Post-it notes 

 Clips/ binder clips 

                                                           
20 M. (2018b, February 14). PSA: Planner vs. Bullet Journal vs. Normal Journaling. Our Journey in Journals. 

http://www.ourjourneyinjournals.com/2018/02/psa-planner-vs-bullet-journal-vs-normal-journaling.html 
21 M. (2018b, February 14). PSA: Planner vs. Bullet Journal vs. Normal Journaling. Our Journey in Journals. 

http://www.ourjourneyinjournals.com/2018/02/psa-planner-vs-bullet-journal-vs-normal-journaling.html 
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3.1.3. Paint and Drawing Materials 

These products have been selected to cater to expert artists or art professionals and beginner artist, 

the products available are: 

 Watercolors 

 Gouache 

 Oil-based paint 

 Brushes 

 Crayons 

 Colored pencils 

 Drawing paper 

 Graphite pencils for sketching 

 Painting paper 

 Artwork storage/portfolios 

 Paste
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3.1.4. Lettering and Calligraphy Materials 

Lettering and calligraphy are both written arts, but since both need certain expertise and need 

specific types of pens, a category is made so consumers can identify easily the products inside the 

store, some of the products are: 

 Black and colored inks 

 Lettering paper 

 Nib pen 

 Fountain pain 

 Calligraphy markers 

 

3.2. Services 

Most office and school supply stores in Tegucigalpa, end their services in the transaction, and only 

a few do services such as marketing campaigns and product showcasing, thus, there is very little 

added value to the brand, as customers know the company but exclusively for the products they 

sell.  

This is where the first differentiator stands out, as our business is not a traditional retailer. By doing 

event organization, we offer customers the options of being part of small workshops where they 

can develop their artistic and personal skills, we are also offering entrepreneurs events where they 

can showcase their products to a bigger audience.  

 

3.2.1. Workshop Events 

Small workshops and talks will be offered to customers to connect them with skillful professionals 

and help them develop artistic skills and/or improve wellbeing. The workshops will be divided into 

art and mental health events.  
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a. Art workshops: Honduran artists will be invited and recruited to co-create classes for 

different crafts, scrapbooking, lettering and calligraphy, painting and drawing; this will be 

the main categories, depending on the costs and type the number of people will be kept in 

between 10 to 20 per workshop, smaller groups are considered better so each participant 

can be attended during the sessions. The length will be kept to 2 hours max and depending 

on the skills more than 1 day will be organized. Materials will be given to participants, so 

the price of the workshops will cover the lessons, materials, and food (on a case to case 

basis). 

b. Mental health events: for these types of events different people will be invited, counselors, 

psychologists, doctors, physical activity trainers, and more. The purpose of the events is to 

teach skills for personal development and mental health care. The sessions will also keep a 

length of 2 hours max and depending on the type of events more than 1 day could be 

organized; the groups will be kept between 15-30 (events such as yoga and meditation 

lessons allow for more people).  

 

3.2.2. Art/Local Products Fairs 

Local fairs and weekend bazaars are quite popular in Honduras, in this case, the government, public, 

and private entrepreneurship organizations create events where small businesses can showcase and 

sell their products. 

Our Fairs will be focused on art crafts, illustrators, handcrafts, handmade products, that will be also 

showcased to potential customers. Spots will be sold to sponsors and entrepreneurs for them to 

have a position within the fair, no entry will be charged to customers (for small fairs it is not 

common to charge entrance). We will also look for sponsorship be it monetary, with materials or 

logistics, to reduce costs. Small online surveys will be done to customers and participants, to assess 

the performance of goals achieve with the events. 
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On possible bigger events, we will also invite suppliers to participate so Taiwanese representatives 

can have a space to showcase their particular brand and their product catalogs. It is a goal of our 

business to create a “National art fair” once a year. That can gather national and Taiwanese 

producers. 

 

3.2.3. In-Store “Local Product Spotlight” Section 

Inside the store, there will be a space where Honduran products will be showcased for customers 

to see and buy if interested. Many small businesses that produce organic, local products do not 

have an established point of purchase, so they rely on showcasing their products at other already 

established businesses (restaurants, coffee shops, mini supermarkets, and others), places like 

supermarkets and medium businesses only manage products at large quantities and might charge 

significantly high fees. 

In our store, entrepreneurs can contact us, to get their product featured at our “Local spotlight” 

section; to help them, the first month will be free of charge, and depending on the type of product, 

the items will be limited to a certain quantity. In the second month, a shelve-rent fee will be charged 

per month, being able to rent up to 3 months consecutively. The limit of 4 months serves to allow 

other entrepreneurs to have access to the shelve-rent spaces and to keep the section updated. 

As shown in appendix B, 82% of individuals answer that they would definitely visit the store if we 

were to have a space for local products.  

 

3.3. Social Impact 

Our second differentiator and added value is the pursuit to find ways to support the community, 

from our customers to local entrepreneurs and citizens from low-income families. Unfortunately, 

many social issues in Honduras have been neglected, and it is difficult to tackle all issues at the 
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same time, but we want to engage in awareness and support for education and mental health, 

especially. Education has been highly mistreated by the government and with the rising percentages 

of citizens that live below the minimum wage; many teenagers and kids are forced to leave schools 

to help support their families, even citizens from indigenous and afro-descents communities lack 

access to proper education. Kids and teenagers in this situation don’t have the extra money to access 

art supplies or lack proper guidance to develop possible artistic skills. Regarding mental health, 

Honduran society has many taboos about mental illnesses and health, increasing the number of 

people that suffer depression, anxiety, bipolar disorder, burnout syndrome, and other illnesses and 

do not look for help or do not have people they can support on.  

We also want to engage our community in cultural exchange and awareness, Taiwan and Honduras 

have had bilateral cooperation for many years, with Taiwan collaborating in the sectors of health, 

education, and agriculture; they are regarded by many Hondurans as a society with high social and 

economic development, a big producer and manufacturer, with excellent product quality, but 

somehow Taiwan hasn’t penetrated the Honduran market, which in many sectors is dominated by 

USA, Mexico, El Salvador, China amongst other countries.  

With all of this in mind, some of our Social responsibility activities will be: 

3.3.1. ICDF and MOFA Scholarship guidance  

Personally, as a former ICDF scholarship recipient, I have tried to make sure that every year I 

promote ICDF program on social media and help anyone that contacts me to get more information 

or guidance on the application process.  

This will be done by our business through social media, we will release material (guides, videos, 

etc.) to help the interested public understand the process and steps that need to be taken. We will 

also release helpful material as to how to properly write essays, cover letters, résumé, and other 

needed requirements to help leverage the acceptance possibilities of applicants. If needed, we can 

arrange for small talks with students and parents, so they can engage in a Q&A session about the 

scholarships. 
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3.3.2. Cooperation with the Taiwan Embassy in Honduras and vice versa 

We want to pro-actively create cooperation between our business and the embassies from Taiwan 

and Honduras, though they might already have communication processes between each other, we 

believe that as we build our community, cooperation can be done to join resources and create more 

cultural awareness and exchange between both countries. We can exchange best practices, support 

for the arrangement of events, social media awareness amongst other resources.  

 

3.3.3. Art Workshops for Elementary/High School Students of Low-income Families 

In the downtown area of Tegucigalpa, also known as “El Centro” (literally “The Center”) there are 

many public schools and high schools with kids from low-income families, we will select a few to 

gather a group of young students that are interested/like art but don’t have the necessary supplies, 

with the help of our volunteers we will build small workshops for them to learn basic 

drawing/painting skills and other craft skills that can help them improve. We will provide all the 

materials either from leftover inventory or through sponsors/donations.  

Through our social media, we will promote the activity so volunteers can sign up, and slowly build 

a community of artistic volunteers that help us build resources for young students. Not only are we 

seeking to help develop artistic skills, but due to the violence in Honduras, finding ways to keep 

kids out of the streets and far from the gangs is crucial to aid them in securing a better future. 

 

3.3.4. Fundraisings for School Supplies for Rural Areas and Ethnic Minorities 

As described in section “2.1.3. Education and Poverty in Honduras”, many indigenous and afro-

descent students have no access to proper education services, this situation has been going from a 

long time due to the lack of attention and actions from the government. As we believe education is 
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a basic right and that our indigenous citizens should have access to health and education services. 

We will organize events to gather supplies for rural communities, people will be invited to go to 

our store and leave their donations, which will depend on the community and their major needs, 

the priority will be to facilitate school supplies to kids. We will also actively seek sponsorships 

with companies so bigger donations can be done. 

For these activities volunteers will be also invited to help visit the communities and present the 

donations when possible small activities will be done, it can be a celebration for Children’s day or 

Christmas. 
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4. BUSINESS MODEL 

4.1. Empathy Map Canvas 

 

Figure 7.  Empathy Map Canvas 
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4.2. Business Model Canvas 

 
Figure 8 Business model canvas 

4.2.1. Key Partners 

 Taiwan stationery suppliers: being the party that supplies with the products, Taiwanese 

stationery companies are essential to our business, we will build strong relationships with 

them, constantly communicating to discuss product quotations, possible contract 

arrangements that benefit both parties, facilitating data that can be used for their business 

development and product research. We want to help the Taiwanese stationery industry to 

slowly penetrate the Latin American market, and expand their market share and exports. 

 Individual and micro Taiwanese artists: we also want to promote emerging Taiwanese 

artists and entrepreneurs, as we understand that it might be difficult for them to expand their 

sales, be it the language barrier or the lack of capital, we want to be the company that can 

showcase their brand to a new market. At our store we will be selling handmade stationery 
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from Taiwanese artists; their names and a small background story will be shown with the 

product, so Honduran customers can get a sense of the artist behind the product. 

 Embassy of Taiwan in Honduras: with the growing bilateral cooperation between both 

countries, we want to be part of that community, help gather representatives, and discuss 

possible business ideas, events, activities, that can promote the support to small and medium 

businesses from both sides. As an intermediary, the Embassy of Taiwan can be of great 

support for contact information, procedures, regulations, and other diligence that might be 

needed. 

 Chamber of commerce: being involved with the activities organized by the Chamber of 

Commerce means having access to services such as legal services, training, commerce 

advisory, to improve the business and make sure all is done as per the laws and regulations 

of the government. 

 Embassy of Honduras in Taiwan: this counterpart of the Taiwan embassy, when necessary 

we want to help organize events to take local Honduran products to Taiwanese events, for 

possible investors, customers, and alike to have access to see first-hand the quality of the 

Honduran craftsmanship. Since we are interested in events such as Multicultural Fairs, 

Taipei Arts Exhibitions, Giftionary Expo, Taiwan Fashion week amongst others. Keeping 

contact with the Honduran embassy will be important to receive advisory on possible 

project management.  

 National College of psychology: the professionals at the college of psychology are an 

important social responsibility partner (they helped my research by sharing the survey on 2 

of their Facebook pages). With their help we will be able to properly organize all workshops 

and talks related to mental health, as this is a medical topic that needs a level of expertise, 

we need professional that can facilitate guidelines for our events to have a positive result 

on the attendants. 

 Schools and mental health organizations: for fundraisings and art workshops we will 

slowly build a catalog of schools in rural areas, and especially in areas with communities 

of indigenous people, and mental health organizations to work with, the idea is to work 
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with schools not only to make a one-time donation but to create small scale projects that 

can have a medium to long term impact. 

 

4.2.2. Key Activities 

 Customer service: through a small survey and interaction via Instagram, I talked with 9 

small artists that buy stationery frequently. All of them mentioned the lack of proper 

customer service at stores, this topic expands to many sectors as, unfortunately, a lot of 

companies do not properly help train their team. For our business, even though in the 

beginning we will be a small team, as the owner, I want to make sure that the team has 

access to proper training and is qualified to make our customers feel valued. Information 

will be facilitated so we can all learn about the products and give proper advisory to 

customers when they need it. We will also encourage the team to present ideas, concerns, 

and solutions, as feedback is always important to improve.  

 Space for workshops and fairs: a standard process flow will be created to organize events 

so that depending on the size of attendants, we can always properly accommodate our 

customers, small events will be done at our store. The locations will be chosen to be of easy 

access, and we will partner with local event planning businesses, to further improve the 

customer experience. 

 Event planning: communicating with sponsors, artists, and event planning businesses, to 

make sure all requirements are achieved. As we invite experts and speakers, we need their 

guidance to give them the tools and creative freedom for them to ensure that attendants 

receive a good learning experience. 

 Honduran/ Taiwanese products promotion: as many of our customers will buy their “raw 

materials” at our store to elaborate their art/crafts, we will do promotion events on social 

media, to help them increase their audience, this will also be done for other local 

entrepreneurs. The same will be done for Taiwanese artists, we will present them to our 
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local audience, with the idea that even if a language barrier exists, the message of artistic 

expressions can still be understood. 

 A special selection of the products: stationery products to be imported will be selected based 

on data and inventory analysis, this is why customer feedback is important, we want to 

bring popular products and introduce unique products that can only be found at our store. 

This idea will be communicated to suppliers to explain to them the consumer behavior 

based on our Latin American market, and what kind of products be might need or look for. 

 

4.2.3. Key Resources 

 Location: It also includes physical resources such as furniture, decorations and materials.  

 Human resources: employees, suppliers, art and mental health experts. 

 Brand: intellectual property. 

 

4.2.4. Value Proposition 

 A new store layout to enhance customer experience: currently, school and office supplies 

stores have a distinctive store layout, shelves are installed from floor to ceiling, creating 

short hallways that store the products. Products are only loosely separated by types 

(notebooks, plastics, painting materials) but there is no reference as brands, specifications, 

and such. Basically, there is no esthetic because these stores are not accommodated for 

artists and crafters.  
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Figure 9. Example of a common school and office supplies store in Tegucigalpa. 

Another difference is that Honduran stores always keep writing materials in glass cabinets, below 

eye level, so it makes customers bend down to see the products and having to ask the employee 

each time they want to see a different type. 

 
Figure 10. Example of layout for showcasing writing materials 

Arte Formosa wants to adopt the Taiwanese store layout, where is very common to install shelves 

on the eye level, though the customer might still have to bend, the vision is concentrated on a 

specific area, the writing materials are gathered in an open space, and “testers” are assigned for 

people to try the product and have easy access to it. A common layout is to allocate tables in the 

center of the store for small and writing items, and the walls are used for the shelves to create a 

kind of circular flow inside the store. 
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Figure 11. center table with shelves on the sides makes it easier to view the products. 

 
Figure 12. Writing material on open sections, better access to see the items. 

Customers looking for stationery and art supplies have a very distinctive behavior in which, they 

need to see the item, try it, feel the material and comfort level, based on this they make a buying 

decision; so, by creating a new store layout we are influencing positively the individual’s senses to 

make buying decisions. 

 new products that are difficult to find: The Honduran consumer is very used to the USA 

and China product presentation, both are made on very westernized styles as to obviously 

cater to western customers; but, there is a market segment that wants to have access to Asian 

products, as they feel the styles are very different. Another factor is that school and office 

supplies stores are very basic in their product variety, as they sell mostly for parents, 
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private/public companies, teachers, and similar, the products are functional, they serve a 

specific purpose and that’s it, for stationery, colors, design, aesthetic, quality, touch is very 

important. That’s where we make sure to bring fresh and new products that are seldom 

imported by other retailers. 

 Be the first and main Taiwanese stationery supplier in Honduras: there is a chance that 

competitors will try to copy our business plan, but in the Honduran environment, the first 

will always be the reference point. That’s why we want to be that reference point, be the 

first ones to introduce Taiwanese products, and the first ones with such a business where 

social impact and art products cohabitate in the same place.  

One of the questions asked in our survey was “what do you know about TAIWAN (ROC)?” 

(answers are shown in Appendix B) individuals had to write in 140 characters what they 

think/knew about Taiwan. A word cloud was created with the responses (result shown 

below in figure 13) to identify the frequency and importance of words. Some of the 

keywords that stand out the most are “Technology”, “High quality”, “Good Products” and 

“Cultural Traditions” this indicates a positive view of Taiwan in the eyes of Honduran 

citizens. And it is interesting to point that although the presence of Taiwanese products is 

exceptionally low in the Honduran market and that there is no Taiwanese stationery 

available, people still expect good quality products. Their positive perception can be 

considered as an advantage to enter the market and our business will be the one to take on 

that opportunity. 
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Figure 13. Word Cloud made with the answers provided by surveyed individuals. 

 Opportunities to local artists and crafters to promote their products and brand: Taiwan 

promotes various art expos and small crafts fairs, where small entrepreneurs can engage 

with a bigger audience to present their products. It is something that our society is working 

on, but the support of the government is still not proper, and most of the support comes 

from the CSR private companies do and small organizations for small and medium 

enterprises. We will be a new channel for those local artists and crafters. 

 Various art events to create community: promote special activities, that can become 

recurrent, like annual events, fairs for special holidays such as Christmas, valentine’s day, 

and others, where the artists and crafters will have more chances of increasing sales. We 

want our events to be recognized by the community so they can attend frequently. 

 Take actions to help our rural communities and indigenous citizens: we will give back to 

the community, and make sure that the to the best of our abilities we can reach and help as 

many rural communities as possible, we want to do this with the help of our customers and 

promote empathy and cooperation. 

 Serve as space for customers to learn the importance of mental health: our business has 

chosen mental health as our second cause to fight for, not many companies would choose 
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such a cause but we believe in its importance and that there are many resources and 

information people have no access to or don’t know and that would be beneficial for their 

well-being.  

 

4.2.5. Customer Segments 

Based on the survey, our bigger customer segment is women from 21 to 35 years old, from this we 

have (1) Freelancer artists and craft creators, these are small entrepreneurs that buy stationery to 

make handmade crafts for their customers. (2) employed females that practice arts and crafts as a 

hobby or for personal interests and (3) young adult professional (Bachelor, Master, Ph.D. students) 

that also practice arts and crafts as a hobby or personal interest. There is still a small percentage of 

men that fall onto the 3 different subcategories. 

4.2.6. Customer Relationship 

Social media it’s highly important to engage with our customers, Instagram, Facebook, our website 

will help us build our community, it is important to us to engage customers in discussions, about 

product selection, opinions, ideas, so they know they are an important part in the improvement of 

our brand. 

A volunteer group will be created. currently through my personal Instagram, as I have made know 

my business plan, I received comments from people that are already interested in participating. 
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Figure 14. Message received on my personal Instagram 

The relationship with customers is not only that of selling and buying a product but one where we 

are all working to be change agents, and help those in our community that lack support and 

opportunities.  

Our community will be kept always updated, by letting them know the projects we are working on, 

and keeping surveys to gather their feedback. 

4.2.7. Channels 

We chose Instagram as our main communication tool. IG is a very visual platform, and many 

accounts pay attention to the aesthetic of the posts, the visuals need to be cohesive and engaging, 

hashtags are important, constant posts, IG stories; the platform offers many options for publishing 

stories such as @mentions, polls, quizzes, countdowns, questions, that help keep the audience 

interested and also give us useful data. Apart from this, we will also update through Facebook, the 

official website, and Youtube. 
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We will also engage with artists and crafters social media to reach more people, and some 

traditional media, such as radio and newspapers. 

 

4.2.8. Cost Structure 

 Equipment: furniture, decoration, appliances, computer, barcode scanners, and other 

utensils. 

 Labor expenses: Fixed salaries for employees plus 2 annual bonuses.  

 Outsourcing: translator, shipping company, accounting services, event organization 

services, artists, and experts for workshops. 

 Facilities: monthly rent payment 

 Debt: bank loan and suppliers. 

 Event organization: event organizers, any electronic media needed, place, decoration. 

 IT: webpage maintenance, digital tools such as Canva, Survey cake, Hootsuite. 

4.2.9. Revenue Stream 

The main revenue comes from the sales of products, commissions charge for event participation of 

companies and local businesses, workshop and talks fees, online sales, and sponsors. 
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5. MARKETING PLAN AND SALES STRATEGY 

5.1. Competitors’ Analysis 

The Honduran stationery market currently has a traditional approach, most of the market is 

dominated by traditional “office and school supplies” stores, many of the most popular retailers are 

local with only one big foreign retailer that stands out. In recent years, individual online sellers 

have surface, these persons sell more modern “office and school supplies” and also expand to 

“stationery items” (scrapbooking, calligraphy and others), they manage the business only through 

social media with no physical stores. 

 

5.1.1. Local Office and School Supplies Stores 

As stated before, the current Honduran market is dominated by traditional “office and school” 

stores, most of them import their products from USA, China and Europe. Table 2 (below) describes 

the general profile of each company. When it comes to the type of company most of them are 

wholesalers, retailers, or a combination of both; all of them have at least 1 physical store and from 

the 14 companies, 7 provide online shopping (not all products are available through online 

shopping). After analyzing their social media all companies market themselves as selling functional, 

simple and practical items for school and office, because of this their publicity is marketed towards 

parents with kids (between the ages of 7 to 17, which are the middle and high school ages), teachers 

from different education levels, university students, and to any business that needs to buy office 

supplies for their employees.  

Supermercado YIP, PACASA, Ú tiles de Honduras, ACOSA and the supermarkets, also standout 

as they heavily publicize their low prices for school supplies, which are convenient for the lower-

middle-income families, as this customer segment only looks for the specific necessary supplies 

that their children need or are requested by the school; kids are the final consumers so the product 

design is marketed for them with use of bright colors, popular cartoon characters (Disney, Pixar, 

movies, series, kid TV shows, and so on), popular entertainment personalities and Honduran 
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culture (local paper-notebook manufacturers commonly choose designs that showcase Honduran 

culture), the marketing is both marketed for kids and parents and to parents with a focus on price 

as they are the ones with the buying power. All these stores handle high amounts of inventory. 

The previously mentioned companies with the addition of Larach & Cia, Don Quijote, and Libreria 

Casa Sol are importers of European stationery, mainly writing materials and painting drawing 

materials. European stationery sold in Honduras is mostly expensive, due to this the main consumer 

are upper-middle and high-income families. Larach & Cia has the same marketing approach of 

affordable prices (for some products) practicality and functionality, Don Quijote as it is a smaller 

business focuses on marketing high-quality products for art experts and professionals, they 

exclusively sell products for painting and drawing and related to technical arts such as architecture 

and design, thus being only available for high-income families. Libreria Casa Sol is also a small 

business, mainly a library and Café, they are one of the few that focuses their marketing to teenagers 

and young adults that practice art as a hobby. With their product selection being mainly writing 

and drawing materials with a novelty and aesthetic design. Since they have a Café area, they use 

their location to provide renting space for workshops in their store and help organize them.  

Miniso is a particular case as they decided to open their first store in Honduras in 2019. This is the 

first store of its kind in the country, and it has become popular quite fast, they market towards 

upper-middle and high-income individuals, teenagers, and young adults that like stationery, with 

an added novelty and aesthetic design. Both Miniso and Libreria Casa Sol offer more novelty 

stationery, but it is not their main product, so the selection is new and peculiar distinctive but 

limited. These 2 businesses would be indirect competition as they have a similar audience to us, 

but they sell alternative products and applied a different approach. 

For CSR most of the Supermarkets have an established CSR department and they involve in 

donations to families in poverty conditions, students from low-income families, and other causes. 

Libreria Casa Sol, though small, also involves the business in fundraising and donation events. The 

rest of the companies (except Miniso) do donations events especially school supplies for schools 
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located in poor areas of the city. None of them is involved in mental health events or promotion 

neither artistic workshops for students of low-income families. 

Table 3. Description of Honduran Traditional "School and Office Supplies" Retailers and 

Wholesalers 

TABLE 3. HONDURAN TRADITIONAL "SCHOOL AND OFFICE SUPPLIES" 

RETAILERS AND WHOLESALERS 

Business 

Name Origin 

Type Location 

Sellin

g 

Form

at 

Comments 

Supermerc

ado YIP 

Hondu

ras 
Retailer 

1 store in 

Teguciga

lpa 

In-

store 

Supermarket, with a department store 

setting. The business sells all types of 

groceries on their 1st floor, the 2nd floor 

sells various kinds of novelty products, 

from accessories, cosmetics, a wide 

selection of office and school supplies, 

home products. They are known for 

importing low-price Chinese products. 

(B2C) 

INMECRO 
Hondu

ras 

Wholesal

er 

1 store in 

San 

Pedro 

Sula 

In-

store 

and 

online  

Importer and seller of novelty products 

from USA (B2B and B2C) 

DISPROA 
Hondu

ras 

Wholesal

er 

1 in 

Teguciga

lpa 

Online 

Importer and seller of paper, office and 

school supplies from China and USA 

(B2B) 

Papelera 

Calpules, 

S.A. de 

C.V., 

(PACASA) 

Hondu

ras 

Manufact

urer and 

Retailer 

10 in 

Teguciga

lpa and 

12 in San 

Pedro 

Sula 

In-

store 

and 

online  

Paper manufacturer, they produce their 

line of school and office paper products. 

Importer of various office and school 

supplies (China and USA), and craft 

materials (B2C) 

INDUSTRI

A 

PAPELER

A 

HONDUR

ENA, S.A. 

(INPAHSA

) 

Hondu

ras 

Manufact

urer and 

Wholesal

er 

1 Fabric 

in 

Teguciga

lpa 

Online 

Paper manufacturer, they produce their 

line of school paper products. They are 

well known for their school and office 

notebooks brand "COPÁ N" (B2B) 
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Utiles de 

Honduras 

SA de CV 

Hondu

ras 

Wholesal

er and 

Retailer 

7 in 

Teguciga

lpa 

In-

store 

and 

online  

Importer and seller of paper, office and 

school supplies from China, USA, 

Europe. They also sell Honduran brands 

(B2B and B2C)) 

Don 

Quijote 

Arte y 

Diseño 

Hondu

ras 
Retailer 

1 in 

Teguciga

lpa 

In-

store 

Importer and seller of stationery and 

artistic supplies (mostly USA and 

partially China), high-quality brands from 

Europe (B2C) 

Larach y 

Cía. 

Hondu

ras 

Wholesal

er and 

Retailer 

6 in 

Teguciga

lpa and 1 

in San 

Pedro 

Sula 

In-

store 

and 

online  

Known as the biggest hardware supplier, 

their products branch out to construction 

materials, home and design, gardening, 

home articles, and, office and school 

supplies from USA, China, Europe and 

Honduran brands (B2B and B2C) 

Librería 

Casa Sol 

Hondu

ras 
Retailer 

1 in 

Teguciga

lpa 

In-

store 

Local bookstore, they also offer some 

stationery items, school and office 

supplies, all from USA (B2C) 

Office 

Depot  
USA 

Wholesal

er and 

Retailer 

1 in 

Teguciga

lpa 

In-

store 

and 

online  

Importer and seller of paper, office and 

school supplies from China, USA, 

Europe. They also sell Honduran brands 

(B2B and B2C)) 

Walmart USA Retailer 

2 in 

Teguciga

lpa and 1 

in La 

Ceiba 

In-

store 

Supermarket chain. Sells office and 

school supplies from USA, China, and 

also Honduran paper brands (B2C) 

La Colonia 
Hondu

ras 
Retailer 

52 stores 

across 

different 

cities (24 

in 

Teguciga

lpa) 

In-

store 

Supermarket chain. Sells office and 

school supplies from USA, China, and 

also Honduran paper brands (B2C) 

Paiz USA Retailer 

8 (6 in 

Teguciga

lpa) 

In-

store 

Supermarket chain. Sells office and 

school supplies from USA, China, and 

also Honduran paper brands (B2C) 

Miniso China Retailer 

1 in 

Teguciga

lpa 

In-

store 

and 

online  

Japanese style personal and home novelty 

items. Opened in 2019, offers medium 

price stationery items 

ACOSA 
Hondu

ras 
Retailer 

16 stores 

across 

different 

cities 

In-

store 

and 

online 

Importer and seller of paper, office and 

school supplies from China, USA, 

Europe. They also sell Honduran brands 

(B2B and B2C)) 
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5.1.2. Online Individual Sellers 

The second type of competitor in the market is the “online individual sellers”. They are persons 

that have decided to start selling stationery products online, they manage small quantities of 

inventory and sometimes specific quantities of certain products, as such their sales are limited and 

do not have a physical store to reduce costs and due to the lack of enough capital. Table 3 describes 

the general profile of each seller. 

Most of them manage their sales through social media (Instagram and Facebook) and also use 

WhatsApp as a communication and sales channel, all of them use local couriers to do national 

delivery. Basically what is shown on their social media is what they offer and there is no way to 

see or try the products before buying them. 

A noticeable difference between online sellers from traditional is that online sellers do try to import 

Japanese and sometimes even Korean products in small quantities, and they do not import 

European products as the traditional sellers. Online sellers focus on offering popular brands that 

are well known amongst art and stationery fans, brands such as Copic, Stabilo Tombow, Sakura 

Colors, Micro, Muji, and others. These brands are known to be good to high quality, expensive, 

and for many of them, the user needs to have a certain degree of artistic expertise (for example 

Copic pens are to be used by professional artists, comics creators and designers). 

For their marketing all of them promote their products through social media with special attention 

to Instagram, their publicity has a different design and branding than that of traditional stores, 

branding is done with aesthetic into consideration, highlighting design and the novelty factors of 

the products. “Soulignehn”, “Hondurasplanner”, “sweetchic0318”, and “Ooly.hn” solely use social 

media to post images of their available products. They communicate with customers regarding, 

prices, availability, and delivery.  
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On the other hand, “Lapaperboutique” and “thepaperplacehn” stand out as they not only use their 

social media to display available products, they actively engage with customers and audience by 

sharing tutorials of crafts that can be elaborated with the products they sell, they share craft 

recommendations and tips, organize giveaways and small raffles, the owners personally do they 

own crafts and artistic designs and share them with their audience. 

As for social responsibility, none of them does fundraising or donation activities, most of them are 

not involved in mental health and education awareness. But, again with sellers “Lapaperboutique” 

and “thepaperplacehn” it can be seen that they do create free content for their audience, with the 

idea of sharing art expertise with the community, they try to collaborate with local crafters and 

artists to promote the local art community, their social media also presents an image of positivity, 

empathy, creativity and support for the local artists and crafters. 

With this analysis and after assessing the competition, it can be concluded that “Lapaperboutique” 

and “thepaperplacehn” would be our most direct competitors.  
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Table 4. Description of Individual Honduran Online Stationery Sellers 

TABLE 4. INDIVIDUAL HONDURAN ONLINE STATIONERY SELLERS 

Business 

Name 

Business 

platform 

 IG 

Followe

rs  

Coverage Products 

Produc

ts 

Origin 

Price 

Range 

Comment

s 

soulignehn 

Social 

media- 

Instagram 

and 

Facebook 

                

817  

national 

shipping 

writing 

materials 

USA 

and 

Japan 

High 

Main 

brands: 

Tombow, 

Stabilo, 

Sakura 

Color and 

Crayola 

(these are 

well-

known 

brands) 

also import 

other 

brands in 

smaller 

quantities. 

Manages 

limited 

quantities 

of products 

hondurasplan

ner 

Social 

media- 

Instagram 

and 

Facebook, 

does face-

to-face 

appointme

nts 

             

2,247  

national 

shipping 

writing, 

painting  

and paper 

products 

USA, 

China 

and 

Japan 

High 

for 

writin

g and 

paintin

g 

items, 

Low 

for 

paper 

items 

Mostly 

handles 

writing 

products 

from 

various 

brands, for 

the paper 

products 

most are 

Chinese. 

Manages 

limited 

quantities 

of products 
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lapaperboutiq

ue 

 Social 

media- 

Instagram  

             

1,726  

national 

shipping 

Scrapbooki

ng 
USA 

Mediu

m to 

High 

Seller of a 

variety of 

scrapbooki

ng 

materials 

thepaperplace

hn 

Official 

store 

website 

             

3,049  

national 

shipping 

Writing, 

scrapbooki

ng, craft 

tools, paper 

items, and 

painting 

tools 

USA, 

China 

and 

Japan 

Mediu

m to 

High 

Has a 

wider 

variety of 

products 

and 

inventory, 

organize 

website 

and 

content. 

alitaart_shop 

 Social 

media- 

Instagram  

             

2,786  

national 

shipping 

Writing 

and 

painting 

products, 

handmade 

paper 

products  

China 

and 

Japan 

Mediu

m 

Very few 

product 

variety and 

inventory 

sweetchic0318 

 Social 

media- 

Instagram  

             

4,362  

national 

shipping 

Novelty 

stationery 

items 

China Low 

Novelty 

style 

stationery 

items such 

as cute 

sticky 

notes, 

pens, 

washi tape, 

pencil 

cases, and 

others. The 

majority of 

the 

products 

are for 

personal 

accessorie

s (jewelry, 

clothing, 

and 

others.) so 
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stationery 

represents 

a small 

section 

ooly.hn 

Social 

media- 

Instagram 

(wholesale

rs- B2B) 

             

2,748  

Tegucigal

pa 

Novelty 

stationery 

items 

USA 

Mediu

m to 

High 

they 

promote 

their line 

of products 

through 

social 

media, 

they have 

specific 

retailers 

that sell 

their 

products. 

 

TOTAL 

followers 

average 

         

2,534  
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5.2. SWOT Analysis 

 

Figure 15. SWOT Analysis 
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5.3. Porter’s Analysis 

5.3.1. Threat of New Entrants 

To import stationery and open a physical store a medium to high budget is needed. This can be 

easily done by big companies (Muji, Daiso, Eslite, among others) for small online sellers, a certain 

capital is needed but it limits product inventory and variety. The government has made various 

changes to the laws and regulations to stimulate foreign and private investment, however, the 

current TLC is an advantage as per the objectives of the agreement, the bilateral business has a 

priority and can receive more incentives and help thus government policies are in our favor. There 

is easy access to distribution channels. Overall new entries are relatively easy but we would still 

have international trade advantage due to the origin of our products. 

 

5.3.2. Bargaining Power of Suppliers 

For Taiwanese stationery the number of available suppliers is high, therefore there are possible 

substitutes in the event of a supplier deciding to increase their prices. As we will have different 

suppliers for different products, only a few of them have a power of complete uniqueness and 

would be difficult to replace. The switching costs of the supply side are low. Prices can be easily 

negotiated as we increase sales orders, since they are substitutes they bargaining power decreases. 

 

5.3.3. Bargaining Power of Buyers 

Market analysis and research have shown that there is a high amount of customers, at the moment 

customers do not have many alternatives available as the “online sellers” work with very low 

quantities of products, and the “traditional sellers” do not satisfy the type of stationery needs 

customers have. If we enter first we can get a high level of dependency from customers, and 

keeping a good amount of inventory and designs would also support market retention. The 

stationery market is characterized by medium to high prices, especially for drawing/painting 
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products the prices are constantly high due to quality standards, and after analyzing the prices of 

the current products we can assess that customers have a high willingness to pay for high-priced 

products. Following closely our value proposition is also an important factor in customer retention. 

 

5.3.4. Threat of Substitute Products 

Our biggest threat of substitutes is Japanese and Korean stationery, both are known for their high-

quality standards (especially Japanese) and they have a wider variety of products and designs that 

Taiwan. This is why products from both countries are a threat, however, the switching cost might 

be high, as currently they are not available in the country and online shopping of those products 

comes with expensive custom and shipping costs.  

 

5.4. Positioning 

Within the current market, we have to position Arte Formosa versus competitors, this positioning 

helps to ensure alignment of our business in regards to how we will present ourselves to customers.  

Following our value proposition, 2 main attributes stand out and that we want our customers to 

associate us with: (1) Novelty value and (2) Social impact. For our actual products which are the 

stationery goods, we want to position ourselves as a brand that offers products with a high novelty 

factor in the market, that are new and different from what traditional sellers offer. And for social 

impact, we want to be a business, that even while being for-profit, can still promote the causes of 

education and mental health, through social media and our charity activities.  
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Figure 16. Perceptual map of the Stationery market 

Figure 16 shows the perceptual map, with the attributes of Novelty value (Y-axis) and Social 

Impact (X-axis). The blue circles are the office and school supplies traditional sellers and the pink 

circles are the online individual sellers. As can be seen, most traditional sellers are on the higher 

end of the X-axis as some of them do involve occasionally on social responsibility events, but they 

are on the lower end of novelty value as almost all of them, sell the same brands and same product 

variety. For the online sellers, all of them are on the higher end of the novelty factor showing that 

sell brings new brands and different products from traditional sellers, 2 of them are not involved in 

social responsibility and the other 2 (our main competitors) are on the higher end as both sellers do 

involve with their online community and offer free artistic services for people that might not have 

the resources.  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000996

71 
 

Arte Formosa stands out as we offer a product that does not exist in the market, making us be on 

the high end of the novelty factor, and with the constant involvement in education and health topics, 

we are also in the high end of social responsibility.  

 

5.5. Marketing Mix 

5.5.1. Product 

Based on the main reason as to why our customers buy stationery they can be divided into 2 main 

groups: first those who buy them as a hobby/ personal use, which are the majority (based on our 

market research survey) and those who buy them due to their profession/business. Based on this, 

all our customers have a purpose in common and is that when they buy stationery they seek to 

CREATE something, be it a letter, drawing, a craft, painting, decorations, etc. they all seek to 

CREATE a tangible or visible object that originated as an idea, once this item/object is created the 

customer achieves their main underlying benefit: “CREATIVE FULFILLMENT”, this is our core 

product. 

For all the customers that choose the sign-up for workshops and talks, regardless of the type of 

event, or the topic (be it art or mental health), the underlying benefit they want to achieve is “SELF-

DEVELOPMENT” as the events offer a way to learn and gather new information. Our actual 

product, as mentioned before, are all the stationery goods we will offer at the store and also our 

workshops and talks which are services we will offer. For last, our augmented product is the novelty 

factor of our stationery goods, they are not standard “office and school” supplies, we are carefully 

selecting products with unique designs that don’t exist in the current market, collections that feature 

a wide variety of options, and good to high quality. 
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5.5.2. Price 

Two factors that need to be considered are that (1) we will have various suppliers; the reason why 

different sales quotations have to be negotiated. This affects our prices, assuming that the first 

orders will have a standard cost whilst we build a business relationship with suppliers and can reach 

a point where preferential prices can be negotiated based on the amounts ordered. (2) the current 

price is set as low/cheap for “school and office supplies” and medium to high for “art supplies and 

stationery”. Since we are targeting upper-middle to high-income individuals we can set our prices 

based on these boundaries. 

We will set a Competitive Pricing strategy for most of our products and services. The pricing will 

be done on the same level as existing competitors. With some exceptions, for example, when it 

comes to painting and drawing products, we can set lower prices than retailers that sell European 

brands. With this strategy, we will be able to focus on competing in other ways to gain market 

share. Some medium to big retailers set their prices based on a 40% earning, as we are new in the 

market we have decided for a 35% over the original price of each product. 

 
Figure 17. Sample of prices from “soulignehn” 
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5.5.3. Place 

Arte Formosa will be located at Centro Morazán Shopping Center. Centro Morazán is a complex 

of 2 buildings, both towers allocate their floors for office, living, business spaces, the first 2 floors 

are the commercial area, which allocates cafés, restaurants and different types of stores and this 

area is also integrated to an open-air plaza that serves as a leisure and entertainment space. We 

have chosen to rent a space in any of the 2 commercial floors, as it has easy access for customers 

to reach the store and the plaza is a perfect space to organize some events. The complex offers 7 

levels of parking space with a capacity of 1,200 cars, they also have bathroom areas for customers, 

and a 24/7 surveillance and patrol system. 

  
Figure 18. View of the 2 commercial floors and open plaza22 

Morazan Boulevard, where the building complex is located, is also a very strategic zone as it is 

surrounded by very important and frequented locations:  

 Multiplaza Mall, which is the biggest shopping mall in the country. 

 Relatively close to the Embassy of Taiwan 

 Novacentro Shopping Center 

 El Dorado Mall 

                                                           
22 Opsa, G. (2020). SE ALQUILA LOCAL COMERCIAL EN CENTRO MORAZAN. Grupo OPSA. 

https://www.quierocasa.hn/se-alquila-local-comercial-en-centro-morazan-tegucigalpa/mtiuufa/prd 
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 Close to the Event organizer center 

 Various important school in the area 

 Many restaurants, offices, and other entertainment spots. 

This location will allow the store to have the Taiwanese style layout that was explained on our 

value proposition. Also, though most of our sample selected “Multiplaza Mall” as their preferred 

location, we decided not to establish the business there as their rent rates are known to be extremely 

high, this would absorb too much of our costs and force us to increase the prices. 

5.5.4. Promotion 

One objective that was accomplished with the creation of the surveys for the market research is 

informing our potential customers about our products and services, and we have even slowly made 

many of them interested to buy products, participate, and even volunteer. 

I want to highlight that since the construction of this business plan, I received messages from 

Hondurans asking when will the store open, showing interest in volunteering, and participating in 

the workshops and talks. I decided to share the process of creating the business plan on my personal 

Instagram account, which allowed me to interact with different persons that like to buy stationery 

and that like art in general. I try to make them be involved in the process by asking questions, 

sharing content and actively communicating with them to read their opinions. This will be a very 

important element of our promotion mix. 

Social media will be our main line of communication, on Facebook, we will share content, update 

about our volunteering works and fundraising, interact with customers to received feedback, make 

use of its features such as the rating sections, albums to organize content and others. Instagram will 

be our social media of preference as it is where more of the stationery/art content creator are, 

hashtags are important to use keywords than can let our content be seen by a big audience. We will 

also create our official website with an online store, and more information about the business so 

customers can know more about us. 
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We want to work with local artists/crafters, so we will actively search for opportunities to 

collaborate with them to showcase our products and reach more possible customers. For this matter 

after analysis we’ve identified 41 main “influencers” and assess their type of content, to recognize 

how or on what we can collaborate. 

Table 5. Profile of Honduran Stationery Influencers 

TABLE 5. HONDURAN STATIONERY “INFLUENCERS” 

Instagram User Followers Format Profile of Content 

gabriela.galeas 329 
Lettering, calligraphy and 

traditional painting 

Artistic content creator, 

reviews products and shares 

tips and recommendations 

decorartehn 1,514 
Traditional painting and 

drawing 

Professional art instructor  

bibliahn 3,028 

Bible journaling, 

lettering, crayoligraphy, 

brush pen and traditional 

painting 

Gives artistic workshops 

related to their main formats. 

Reviews products and shares 

tips and recommendations 

_mundocarezel 176 lettering 
An artistic and personal content 

creator 

briana_study_ 1,024 
bullet journal and 

lettering 

Artistic content creator related 

to their main formats 

dalecoloralapalabra 1,549 Bible journaling, lettering 
Artistic content creator related 

to their main formats 

fermandalas 1,229 
Digital art, traditional 

painting and drawing 

Artistic content creator related 

to their main formats 

art_lettering.jm 12,044 
Bullet journal, lettering 

and studygram 

Artistic content creator related 

to their main formats, reviews 

and suggest products 

chicapastelh 779 
Bullet journal, lettering 

and studygram 

Bullet journal and Stationery 

content creator, reviews and 

suggest products 

clevernotes.hn 197 Lettering and studygram 
Artistic content creator related 

to their main formats 

sali_stones 231 handmade crafts 
Seller of handmade artistic and 

decorative objects 

yunkichimchim_notes 367 Lettering and studygram 
Artistic content creator related 

to their main formats 
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amelianotes_hn 1,241 
Lettering, studygram and 

digital art 

Artistic content creator related 

to their main formats 

jvrcreations 357 handmade paper crafts 
handmade crafts, decorative 

papers products handpainted 

labrujitakitsune 487 handmade paper crafts 
handmade crafts, decorative 

papers products handpainted 

letteringby_s 4,371 
Lettering and traditional 

painting 

Artistic and personal content 

creator related to their main 

formats 

mauximus_art 455 
Digital art, traditional 

painting and drawing 

Artistic content creator related 

to their main formats.  

aprilrenee_designer 956 handmade crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

cscalligraphy 2,642 
digital and traditional 

lettering and calligraphy 

Wall art, painting. Creator of 

personalized gifts, signs and 

event cards 

jess_imaginaycrea 615 
handmade crafts, Bullet 

journal and lettering 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

draw_hn 415 

Graphic design, 

traditional painting and 

drawing 

Artistic content creator related 

to their main formats 

vivirconartehn 219 

Art therapy, digital art, 

traditional painting and 

drawing 

Professional Art therapist. 

Artistic content creator related 

to their main formats 

rivero_hn 895 
Digital art, traditional 

painting and drawing 

Artistic content creator related 

to their main formats 

studymar._ 479 Lettering and studygram 
Artistic content creator related 

to their main formats 

apuntes.bonitoshn 152 Lettering and studygram 
Artistic content creator related 

to their main formats 

jbtarjetas 2,838 
handmade crafts, Bullet 

journal and lettering 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

loveletterscalligraph

yhn 
3,208 

Lettering, calligraphy and 

traditional painting 

Seller of handpainted paper 

gifts/cards, painting and 

drawing 

scrapbookershn 255 Scrapbooking 

Community for scrapbooking 

enthusiasts, shared craft 

tutorials, recommendations and 

tips 
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artitzahn 143 
Lettering and handmade 

crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

paperandlove_hn 434 handmade crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

maryscraftstudiohn 1,222 
Lettering, calligraphy and 

handmade crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

carolartehn 1,304 
Lettering, traditional 

painting and drawing 

Artistic content creator related 

to their main formats, reviews 

and suggest products 

eu.nicerivera 1,451 Scrapbooking 

Artistic content creator related 

to their main formats, reviews 

and suggest products 

detallescholuteca 360 handmade crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

rithas_artcraft 252 handmade crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

quedetalle_hn 1,718 handmade crafts 

Seller of handmade 

personalized gifts, handmade 

cards, and decorative crafts 

myjournalhn 132 
Lettering, bullet journal 

and studygram 

Artistic content creator, 

reviews products, and shares 

tips and recommendations 

anaceciart 372 

Lettering, handmade 

crafts and, traditional 

painting and drawing 

Seller of hand painted paper 

gifts/cards, painting and 

drawing 

art.arq.studio 1,122 
Traditional painting and 

drawing 

Professional artist 

floresycoloreshn 677 

handmade crafts, 

traditional painting and 

drawing 

Seller of handmade artistic and 

decorative objects 

leretro.hn 5,941 

Digital art, lettering, 

calligraphy, handmade 

paper crafts, traditional 

painting and drawing 

One of the most well-known 

professional art instructors, 

seller of personalized paintings, 

drawings, illustrations, and 

paper elements. Does their 

lettering, calligraphy and 
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painting workshops (face-to-

face and online) 

Total Average         1,395    

 

5.6. Competitive Advantages 

5.6.1. Branding and marketing 

As part of our strategy, we will make sure to presents our business as the first of its kind in the 

country, to create curiosity in potential buyers, the initial marketing in social media will be based 

on the qualities and freshness of Taiwanese stationery and how it is different from the current 

products in the Honduras market. Promoting the brands and their line of products, and promoting 

our store as the go-to place for art/craft lovers.  

 We will hire a Branding company to have a photography session and create content for 

promotion making emphasis on our value proposition. 

 MODICO is a local business that creates personalized seals for stores, one will be created 

so when customers receive our products, our brand is present. 

 We will create material related to the products and suppliers, and previous to opening all 

employees will receive training to ensure that customers can be assisted when needed. 

 CEO will train employees in customer service before and after opening to maintain service 

quality. 

 The Taiwan Embassy in Honduras will be invited to help promote our business not only in 

Honduras but also in Taiwan to gain as much attention as possible. 

 A local design company will be contracted to help us design the store space based on the 

Taiwanese layout. 
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5.6.2. Strategic Partners 

As mentioned in our Business model we will have various key partners, so to create strategic 

partnerships we will organize meetings with possible associates to set a work strategy if interested. 

Embassies will be contacted to sit with them and ask for business and logistic recommendations 

and see in what manner we can collaborate. The National College of Psychologist will be contacted 

to help gather a list of authorized experts that are interested in creating workshops and talks, and 

with the Ministry of Education we will create a list of rural areas with schools, so we can assess a 

plan on what they need and how we can help. 

We will also contact some of our found local stationery influencers to create content with them 

from the beginning. And at last slowly, we will invite private companies with CSR departments to 

be part of our events or sit with them to discuss possible sponsorships. 
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6. OPERATIONAL PLAN 

6.1. Production and Suppliers 

6.1.1. Products Suppliers 

For our suppliers, we have assessed a list of companies that match the type of stationery we are 

looking for (see Table 2). On the first shipment, we chose 5 companies that are medium to big in 

Taiwan as they produce in big quantities and already have distribution experience: NANPAO, 

FOUR SEASON, SKB, SIMBALION, and CHUYU CULTURE. They have a wide selection of 

products we can choose from. After we will slowly introduce new brands. We want to have a few 

fixed brands, that we can routinely work with to ensure inventory as smaller brands sometimes 

might now have enough products.  

A specific date of shipping will be set; orders will be done with all suppliers so we can receive the 

product on the same shipment and reduce the costs of transportation. Based on inventory 

information, the amount of product will be decided, also considering that a shipment from Taiwan 

to Honduras takes 2 months, we will need to have enough goods and consider a plus for any 

contingencies. 

We will also choose one logistic company (either MAERSK LINE or EVERGREEN) to handle 

the shipping and transportation of the products. Suppliers are in charge of having ready their 

documents so our shipping company can receive them and prepare the Bill of Lading, also supplier 

will have to take the products to the shipping warehouse so they can be later set inside the container 

(LCL- a type of container where different type of suppliers put their goods). 

 

6.1.2. Event Supplier 

For the event organization, as our team will be quite small, we will hire an event organizer, we 

have chosen “VILLA REAL Centro de Convenciones” they are a well-known event organizer, that 

has their own space that can be rented when needed, and they offer different services that include 
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tables, chairs, decorations, audio, and food catering. So Instead of having to communicate with a 

lot of small stores, we can organize everything through one single supplier, this is more time and 

cost-efficient. 

 

6.2. Inventory Management 

One of our competitive advantages is that we will handle enough inventory so customers don’t 

have to wait long periods to buy the product they want. Most “online sellers” work with small 

quantities, so we will take advantage of this by being able to constantly offer products. 

A bar code scanner will be acquired to count products and register them in our platform, this way 

we will revise constantly our inventories, this will also help us manage data information, as which 

products are selling faster, which do people like the most and so on. With this, we will be able to 

improve inventory management. 

As a small company spending money on a warehouse is costly, so for the first year, the CEO will 

lend part of her house to store goods, since the house is near the store location, transporting will be 

fast and a small car or truck can be contracted when needed.  

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000996

82 
 

7. MANAGEMENT AND ORGANIZATION 

ARTE FORMOSA will open from Monday to Friday with business hours from 11:00 am to 8:00 

pm and Saturday from 10:00 am to 8:00 pm. As we are a startup, we can’t afford to have a big staff 

so at the beginning our team will consist of 3 persons in total, with all of them helping in different 

tasks to accommodate the workload: 

 CEO: CEO Daniela Armijo will take charge of all the administrative tasks and decision, 

she will be the main point of contact with customers and suppliers.  

o Social media management 

o Management of Odoo platform for billing and sales processes 

o Inventory revision 

o Sales order 

o Financial responsibilities 

o Contacting outsourcers and partners 

 2 Customer service agents: 2 people will be contracted as customer service agents; they 

will rotate their schedule to comply with the 44 working hours per week that the Labor Law 

establishes.  

o In charge of cashier area register sales in our POS system 

o Inventory revision 

o General customer service, welcome customers, assist with product inquiries 

o Cleaning and product organization 

o Events assistance and organization when needed 

We will outsource accounting services to properly manage all processes related to taxes and 

accounting reports, this will be done through and Accounting Firm for SMEs. We will also 

outsource a translator for the first year, this person will be in charge of interpretation of meetings 

when needed and translation of documents, the translator will help us build a document database 

to be used for general communications.  
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8. FINANCIAL PLAN 

This section will contain ARTE FORMOSA’s financial analysis and information, for this purpose 

some assumptions have been made: 

 The CEO will put a certain capital amount, for the rest, 2 investors will be funding. Lending 

can also be taking into consideration if a party/organization is interested. 

 Sales and inventory will be increasing by 10% per year. 

 The equipment has been depreciated using the Straight-Line Method, Law states 10 years 

for office equipment. 

 The CEO will yield a salary of HNL15,000.00 for the first year and will not receive bonuses, 

this is done to allocate funds in other areas while business stabilizes. For the following years, 

salary will be raised to HNL30,000.00  

 For tax retention, as per Honduras law, 15% is the sales tax (ISV) and 25% is the income 

tax (ISR). 

 The general exchange rate used is USD1.00=HNL24.7115 and HNL1.00=USD0.0439 

(average from June 15th to July 15th, 2020)  

 The FTA agreement was not taken into consideration for any calculation, but it should be 

known that this would reduce costs once applied by customs.  

 Other SMEs discounts and preferential rates were also not taken into consideration, but if 

so, it should also help reduce general costs and initial investment costs.  

 Shipping costs are based on an LCL shipment, each shipment has an estimated cost of 

USD650.00, the first year 3 shipments will be done, and the following years 4. 

 Translator rate is based on a USD240.00 rate for 8 hours (interpreter) and a working period 

of 15-days total 

 Store rent of a 30m2 commercial space is USD700.00 per month (IVA and maintenance 

included), just in case, USD800.00 has been assumed as the final rent cost, for a more 

conservative approach. 
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 The marketing expenses in the income statement involve (1) Facebook “Boost Post”, for 

the 1st year we will allocate HNL4,000.00 for a 30-day ad, then HNL1,000.00 for a 10-day 

ad that will be chosen on 7 occasions throughout the year. 2nd to 5th year, we will only pay 

5 HNL1,000.00 throughout the year. (2) Instagram “Feed Ads”, for the first year we 

estimated HNL17.33 per click, with a reach of 40 people, this will be paid on 7 occasions 

through the year, and for 2nd to 5th year, it will be paid 5 times through the year. (3) Canva 

pro, the payment is done once a year, USD120.00; and (4) Odoo platform, which costs 

around USD125.00 per month and it includes, inventory platform, website, accounting, and 

sales. 

 

8.1. Startup Expenses 

ARTE FORMOSA will need an initial investment of HNL635,928.29 (USD25,685.14). The 

investment will be covered by 3 main investors, the creator, and founder of the business –

HNL230,000.00 (USD9,289.70)- and 2 external investors –HNL215,000.00 (USD8,683.85). Here 

it should be noted that the creator is also contributing the know-how, market researches, and 

expertise. In Appendix E a detailed list of all items is shown, included the details list of the initial 

inventory.  

Table 6. Startup initial investment 

TABLE 6. STARTUP INITIAL INVESTMENT 

Cash L. 20,000.00 

Equipment and furniture L. 101,149.58 

Inventory  L. 258,740.00 

Office Supplies L. 2,089.90 

Cleaning equipment L. 656.60 

Donation and Charity L. 20,000.00 

Marketing L. 12,050.61 

Legal, accounting and other expenses L. 221,241.60 

Total Initial Investment L. 635,928.29 
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8.2. Wages and Salaries 

 First Year: 

Table 7. Annual Salaries details 

TABLE 7. ANNUAL SALARIES DETAILS -FIRST YEAR 

 Deductions  

Employee N° 
Monthly 

salary 

RAP 

1.5% 

IVM 

2.5% 

ECM 

2.5% 

Total 

Deductions 

Monthly Salary 

after deductions 

Owner 1 
 L.     

15,000.00  

 L.                          

225.00  

 L.                    

375.00  

 L.                  

375.00  

 L.             

975.00  

 L.                 

14,025.00  

Customer 

service 

agent 

1 
 L.            

10,000.00  

 L.                          

150.00  

 L.                    

250.00  

 L.                  

250.00  

 L.             

650.00  

 L.                   

9,350.00  

Customer 

service 

agent 

1 
 L.            

10,000.00  

 L.                          

150.00  

 L.                    

250.00  

 L.                  

250.00  

 L.             

650.00  

 L.                   

9,350.00  

Total 3 
 L.           

35,000.00  

 L.                          

525.00  

 L.                   

875.00  

 L.                 

875.00  

 L.          

2,275.00  

 L.                 

32,725.00  

 

 

Table 8. Detail of Employer Labor liabilities 

TABLE 8. DETAIL OF EMPLOYER 

LABOR LIABILITIES 

FIRST YEAR- Employer Labor Liabilities 

Concept Amount in HNL 

Salaries L. 420,000.00 

Annual bonus L. 40,000.00 

Labor liabilities L. 86,100.00 

Total L. 546,100.00 
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 2nd to 5th years: 

Table 9. Annual Salaries details 2022-2025 

TABLE 9. ANNUAL SALARIES DETAILS 2022-2025 

 Deductions  

Employe

e 
N° 

Monthly 

salary 

RAP 

1.5% 

IVM 

2.5% 

ECM 

2.5% 

Total 

Deductions 

Monthly 

Salary after 

deductions 

Owner 1 

 L.            

30,000.00  

 L.                          

450.00  

 L.                    

750.00  

 L.                  

750.00  

 L.          

1,950.00  

 L.                 

28,050.00  

Customer 

service 

agent 1 

 L.            

10,000.00  

 L.                          

150.00  

 L.                    

250.00  

 L.                  

250.00  

 L.             

650.00  

 L.                   

9,350.00  

Customer 

service 

agent 1 

 L.            

10,000.00  

 L.                          

150.00  

 L.                    

250.00  

 L.                  

250.00  

 L.             

650.00  

 L.                   

9,350.00  

Total 3 

 L.           

50,000.00  

 L.                          

750.00  

 L.                

1,250.00  

 L.              

1,250.00  

 L.          

3,250.00  

 L.                 

46,750.00  

 

Table 10. Detail of Employer Labor liabilities 2022-2025 

TABLE 10. DETAIL OF EMPLOYER LABOR 

LIABILITIES 2022-2025 

2ND TO 5TH YEAR  

Concept Amount in HNL 

Salaries L. 600,000.00 

Annual bonus L. 100,000.00 

Labor liabilities L. 123,000.00 

Total L. 823,000.00 

8.3. Sales Forecast 

As our products consist of a variety of goods at different prices and we also have services available 

for workshops and talks, the sales forecast will be based on an average consumption per customer. 

Since many of our potential customers dedicate a decent amount of time in social media (especially 

Instagram) we will analyze the number of followers from our competitors to estimate a base 

potential customer base.  
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Table 11. Competitor  ́social media followers count 

TABLE 11. COMPETITORS’ SOCIAL MEDIA FOLLOWERS 

COUNT 

Social Media followers as of June 2021 

Competitor Instagram  Facebook  

hondurasplanner 2,247 552 

thepaperplacehn 1,726 209 

lapaperboutique 3,049 599 

Total average                             2,341   

For the first year, we are assuming a customer base of 30% of the average number of Instagram 

followers from competitors (average is 2,341). We also assumed for the sales goal, that our 

expected growth of customer per year is 10%. The minimum sale is assumed on HNL300.00 which 

can include 1 box of markers, 1 notebook plus assorted pens, this is a conservative approach. For 

the expected number of visits per customer in a year, it will be 14.83. We are also estimating 2 

events per month (9 months counted for the first year) with a total of 10 participants per event, at 

a conservative scenario, of HNL500.00 and HNL250.00 each for the first year and the following 

years an estimated of 2 events per month (11 months) of HNL500.00, with 15 participants per event; 

and PERT was used to estimate the number of visits per year from customers. 

Expected number of visits per 

customer in a year 

Best case 

scenario 
Most likely 

Worst case 

scenario 

Forecasting 24 15 5 

Weight 1 4 1 

    

PERT 14.83 (sensitivity scenario) 
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The sales forecast is projected for a period of five years. 

Table 12. 2021-2025 Projected Annual Forecast 

TABLE 12. 2021-2025 PROJECTED ANNUAL FORECAST 

Years 2021 2022 2023 2024 2025 

Customers 

Base 
702 772 850 935 1028 

Number of 

visits per 

year 

14.83 14.83 14.83 14.83 14.83 

Consumption L. 300.00 L. 300.00 L. 300.00 L. 300.00 L. 300.00 

Sales 

forecast 
L. 3124,087.80 L. 3436,496.58 L. 3780,146.24 

L. 

4158,160.86 

L. 

4573,976.95 

Spotlight 

shelves 
L. 28,800.00 L. 28,800.00 L. 28,800.00 L. 28,800.00 L. 28,800.00 

Rent Venue 

(2 events per 

month) 

L. 135,000.00 L. 330,000.00 L. 330,000.00 L. 330,000.00 L. 330,000.00 

Expected 

revenue 
L. 3287,887.80 L. 3795,296.58 L. 4138,946.24 

L. 

4516,960.86 

L. 

4932,776.95 

8.4. Annual Utilities and Rent Expenses 

 Phone internet: based on a USD20.99 per month plan from TIGO Company. 

 Store internet: based on a USD89.60 (includes IVA) per month plan from MASNET. 

Table 13. General annual utilities and rent expenses 

TABLE 13. GENERAL ANNUAL UTILITIES AND RENT 

EXPENSES 

Concept Amount in HNL 

Utilities   

Electricity L. 68,019.84 

Phone internet L. 6,224.33 

Store internet L. 26,569.80 

Total Utilities L. 100,813.98 

  

Rent (1-year contract) L. 237,230.40 

Total Annual Utilities and Rent 

Expenses L. 338,044.38 
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Table 14. Detail of electricity consumption 

TABLE 14. DETAIL OF ELECTRICITY CONSUMPTION 

Article Hours per day Kwh per hour Monthly cost Annual Cost 

AC 9  L.            4.82   L.     1,041.12   L.     12,493.44  

Mini fridge 9  L.            4.82   L.     1,041.12   L.     12,493.44  

Computer 10  L.            4.82   L.     1,156.80   L.     13,881.60  

Lightning 10  L.            4.82   L.     1,156.80   L.     13,881.60  

Microwave 1  L.            4.82   L.        115.68   L.       1,388.16  

Router 10  L.            4.82   L.     1,156.80   L.     13,881.60  

Total      L.     5,668.32   L.     68,019.84  

 

8.5. Pro-Forma Income Statement 

            

ARTE FORMOSA 

Annual Estimated Income Statement from 2021 to 2025 

            

  2021 2022 2023 2024 2025 

Sales  
L. 

3287,887.80 

L. 

3795,296.58 

L. 

4138,946.24 

L. 

4516,960.86 

L. 

4932,776.95 

Sales after tax discount 

(15%) 

L. 

2794,704.63 

L. 

3226,002.09 

L. 

3518,104.30 

L. 

3839,416.73 

L. 

4192,860.41 

Cost of Goods Sold 

L. 

1552,440.00 

L. 

1707,684.00 

L. 

1878,452.40 

L. 

2066,297.64 

L. 

2272,927.40 

Gross Profit 

L. 

1242,264.63 

L. 

1518,318.09 

L. 

1639,651.90 

L. 

1773,119.09 

L. 

1919,933.00 

Salaries expenses 

L. 

546,100.00 

L. 

823,000.00 

L. 

823,000.00 

L. 

823,000.00 

L. 

823,000.00 

Utilities expenses 

L. 

100,874.36 

L. 

100,874.36 

L. 

100,874.36 

L. 

100,874.36 

L. 

100,874.36 

Rent expense 

L. 

237,667.20 

L. 

237,667.20 

L. 

237,667.20 

L. 

237,667.20 

L. 

237,667.20 

Marketing L. 49,893.25 L. 45,462.84 L. 45,462.84 L. 45,462.84 L. 45,462.84 

Chinese Translator L. 89,125.20 L. 0.00 L. 0.00 L. 0.00 L. 0.00 

Shipping expenses L. 48,276.15 L. 64,368.20 L. 64,368.20 L. 64,368.20 L. 64,368.20 

Charity/Donations L. 20,000.00 L. 40,000.00 L. 40,000.00 L. 55,000.00 L. 55,000.00 

Start-up expenses L. 73,269.36 L. 0.00 L. 0.00 L. 0.00 L. 0.00 

Depreciation L. 10,009.57 L. 10,009.57 L. 10,009.57 L. 10,009.57 L. 10,009.57 
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Income before income 

tax L. 67,049.54 

L. 

196,935.92 

L. 

318,269.73 

L. 

436,736.92 

L. 

583,550.83 

Income tax (25%) L. 16,762.38 L. 49,233.98 L. 79,567.43 

L. 

109,184.23 

L. 

145,887.71 

Net income L. 50,287.15 

L. 

147,701.94 

L. 

238,702.30 

L. 

327,552.69 

L. 

437,663.12 
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10. APPENDIX 

10.1. Market Research: “Stationery in Tegucigalpa” Template 

Hello! My name is Daniela Armijo and I’m a Master ś Degree student from the National Chengchi 

University in Taiwan. The following survey is part of my graduation project, which is a “Business 

Plan” for the opening of a physical store at Tegucigalpa with stationery products made in Taiwan. 

The goal is to leverage the cooperation between both countries in the arts industry, creating a space 

for cultural exchange, and introduce new products that are accessible for the consumers that like 

stationery. 

At the end of the survey, you can leave your email to participate on the raffle of 3 “Stationery 

packages” worth L250.00 each. The 3 winners will choose stationery products of their liking from 

Taiwanese brands (washi tapes, markers, watercolors, stickers, etc.) 

**In this survey “Stationery” means: drawing and painting materials, journaling, bullet journal, 

scrapbooking, calligraphy, washi tape, stickers, materials for crafts, and artistic decoration. 

Demographic Information: 

1. Age: 

 20 or less 

 21-30 

 31-40 

 41-50 

 51 or more 

 

2. Gender: 

 Female  Male 

 

3. What is your occupation? 

 Student: Middle School/ High 

School 

 Student: Higher Education 

(Bachelor/ Master/ PhD.) 
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 Student and employee 

 Employee 

 Business owner or freelancer 

 Stay-at-home mother 

 Other (specify) 

 

4. Do you currently live in Tegucigalpa? 

 Yes 

 No 

(Rule: if “No”, then the user is sent to “Exit Page”) 

 

5. How frequently do you buy these types of products? 

 Weekly 

 2 or 3 times per month 

 Once per month 

 Bimonthly 

 3 to 5 times per year (approx.) 

 Only once per year 

 Other (specify) 

 

Market Research Questions: 

6. Which type of products do you like to buy the most? (you can select more than 1 option) 

 Drawing/ painting materials (watercolors, gouache, oil base, brushes, crayons, color 

pencils, paper, etc.) 

 Calligraphy materials (inks, paper, nib pen, fountain pen, calligraphy markers) 

 Materials for scrapbooking/ bullet journal/ journaling (decorated paper, washi tapes, 

stickers, seals, sticky notes, etc.) 

 Writing materials (color markers, different size markers, highlighters, brush pens, 

permanent markers, etc.) 

 Others (specify) 

 

7. Which is the main reason for you to buy these types of products? 
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 As a hobby/ personal taste 

 Due to my profession and/or job 

 School use 

 Office use 

 Only as presents (for family 

and/or friends) 

 Others (specify) 

 

8. Organize from 1 to 5 the importance of the following characteristics when buying stationery 

products. (1 being the most important and 5 the least important)  

 Price 

 Variety and designs 

 Quality 

 Country of origin 

 Brand 

 

9. Currently, how much variety of stationery products do you think there is in Tegucigalpa? 

 Wide variety 

 Good variety 

 Can find the basics 

 Low variety 

 Poor variety 

 

10. Where do you buy your products? 

 In-store 

 Online store 

 Both 

 

11. In which of these locations would you like to see a stationery store? 

 Metropolis Towers 

 Multiplaza Mall 

 Las Cascadas Mall 

 Plaza Miraflores 

 La Galeria Mall 
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12. What rating would you give to the QUALITY of stationery products made in the following 

countries? 

 Excellent Good Neutral Bad Very Bad 

China 
   

 

 

USA 
   

 

 

 

13. What rating would you give to the PRICE of stationery products made in the following 

countries? 

 

Very 

Expensive Expensive Neutral Cheap Very Cheap 

China 
   

 

 

USA 
   

 

 

 

14. Have you ever bought or received stationery made in TAIWAN? 

 Yes 

 No 

 

15. In a few words, what do you know about TAIWAN (ROC)? 

“Free text answer” (max 140 characters) 
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16. All these products are made in TAIWAN, choose the one you are interested in the most: 

 

17. If ALL the products from the previous images were available in a physical store in 

Tegucigalpa, would you visit the store? 

 Definitely yes 

 No 

 Depends on the price 

 Depends on the store’s location 

 

18. If the store were to organize volunteer events to support low-income schools, would you be 

interested in participating? 

 Yes 

 No 

 Depends on the activity 

 

19. If the store gave space to local Honduran entrepreneurs to exhibit their products (arts, crafts, 

food, accessories, etc.) would you be willing to visit the store? 

 Yes 

 No 

 Depends on the type of products 

 Depends on the prices 

 Depends on the store’s location 
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Thank you very much for your help. If you want to participate on the raffle for a chance at winning 

one of the “Stationery Packs”, leave your name and email below: 

Name: Email: 

The raffle will take place on July 1st through my Instagram account: @danny02armijo 

***Once the winners are selected, I will be communicating with them via email to coordinate the 

purchase of their preferred products and shipping to Honduras. 

** If any of the first 3 winners, doesn’t claim their prize with 3 days, the raffle will be done again 

to find a new winner. 

 

10.2. Stationery Survey Tabulation/ Statistics  

1. Age: 

Options Responses Percentage 

20 or less 12 9% 

21-30 83 61% 

31-40 35 26% 

41-50 6 4% 

51 or more 1 1% 
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2. Gender: 

Options Responses Percentage 

Female 115 84% 

Male 22 16% 

 

 

3. What is your occupation? 

Options Responses Percentage 

Student: Middle School/ High School 2 1% 

Student: Higher Education (Bachelor/ Master/ PhD.) 44 32% 

Student and employee 18 13% 

Employee 53 39% 

Business owner or freelancer 15 11% 

Stay-at-home mother 1 1% 

Other (specify) 4 3% 
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4. How frequently do you buy these types of products? 

Options Responses Percentage 

Weekly 15 11% 

2 or 3 times per month 27 20% 

Once per month 33 24% 

Bimonthly 17 12% 

3 to 5 times per year (approx.) 28 20% 

Only once per year 14 10% 

Other (specify) 3 2% 
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5. Which type of products do you like to buy the most? (you can select more than 1 option) 

Options Responses Percentage 

Drawing/ painting materials (watercolors, gouache, oil base, brushes, 

crayons, color pencils, paper, etc.) 
50 36% 

Calligraphy materials (inks, paper, nib pen, fountain pen, calligraphy 

markers) 
46 34% 

Materials for scrapbooking/ bullet journal/ journaling (decorated 

paper, washi tapes, stickers, seals, sticky notes, etc.) 
68 50% 

Writing materials (color markers, different size markers, highlighters, 

brush pens, permanent markers, etc.) 
119 87% 

Others (specify) 4 3% 

 

 

 

6. Which is the main reason for you to buy these types of products? 

Options Responses Percentage 

As a hobby/ personal taste 92 67% 

Due to my profession and/or job 16 12% 

School use 11 8% 

Office use 13 9% 
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Only as presents (for family and/or friends) 3 2% 

Others (specify) 2 1% 

 

 

7. Organize from 1 to 5 the importance of the following characteristics when buying 

stationery products. (1 being the most important and 5 the least important)  

Options Rank 1 Rank 2 Rank 3 Rank 4 Rank 5 Responses 

Price 38 54 36 7 2 137 

Variety and designs 40 23 48 20 6 137 

Quality 58 49 28 2 0 137 

Country of origin 1 1 5 34 96 137 

Brand 0 10 20 74 33 137 
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8. Currently, how much variety of stationery products do you think there is in Tegucigalpa? 

Options Responses Percentage 

Wide variety 0 0% 

Good variety 21 15% 

Can find the basics 61 45% 

Low variety 49 36% 

Poor variety 6 4% 
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9. Where do you buy your products? 

Options Responses Percentage 

In-store 86 63% 

Online store 11 8% 

Both 40 29% 

 

 

10. In which of these locations would you like to see a stationery store? 

Options Responses Percentage 

Metrópolis Towers 20 15% 

Multiplaza Mall 53 39% 

Las Cascadas Mall 37 27% 

Plaza Miraflores 15 11% 

La Galeria Mall 12 9% 
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11. What rating would you give to the QUALITY of stationery products made in the 

following countries? 

Options CHINA USA 

Responses Percentage Responses Percentage 

Excellent 20 15% 51 37% 

Good 57 42% 69 50% 

Neutral 49 36% 17 12% 

Bad 11 8% 0 0% 

Very Bad 0 0% 0 0% 

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000996

105 
 

12. What rating would you give to the PRICE of stationery products made in the following 

countries? 

Options CHINA USA 

Responses Percentage Responses Percentage 

Very Expensive 5 4% 19 14% 

Expensive 8 6% 67 49% 

Neutral 64 47% 49 36% 

Cheap 51 37% 2 1% 

Very Cheap 9 7% 0 0% 

 

 

13. Have you ever bought or received stationery made in TAIWAN? 

Options Responses Percentage 

Yes 26 19% 

No 111 81% 
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14. In a few words, what do you know about TAIWAN (ROC)? 

Age: Original (Spanish) English 

21-30 Tiene festivales de globos aerostáticos 

Y festivales de linterna, templos, comida, una 

ciudad con tecnología  

It has hot air balloon festivals and lantern 

festivals, temples, food, a city with 

technology 

21-30 Arquitectura, turismo, clima caliente, cocina 

variada.  

architecture tourism hot weather food, 

culinary variety 

21-30 Está situado en Asia y sus productos tiene 

buena calidad, como su cultura es exquisita en 

arte. 

Located in Asia and their products have 

good quality, a culture full of art 

31-40 País de Asia mucho comercio y excelentes 

centros educativos  

Asian country, a lot of commerce and 

excellent education centers 

21-30 Que es un país asiático  Asian country 

21-30 País asiático, con industria de comercio 

enorme 

Asian country, excellent commerce 

31-40 Su comida es espectacular  awesome food 

20 o 

menos 

Amplio en el ámbito de negocios  business diversity 

21-30 Nada en específico. Es dependencia de Chiba 

supongo y es referente en educación. 

Nothing specific. It's a dependency of 

China I guess and a reference for 

education 

31-40 Es parte de china, productor. It's part of China, a producer 

31-40 Que está en China It's in China 

31-40 Taiwán es una isla perteneciente a China 

localizada en el continente Asiático, 

Taiwan is an island that belongs to 

China, located in the Asian continent, 
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caracterizada por tener una muy buena 

actividad comercial. 

characterized by having a really good 

commercial activity 

31-40 País muy comercial  Commercial country 

31-40 Ayuda y colabora a otros países en proyectos 

diversos, muy desarrollado con tecnología e 

investigación amplia 

Helps and collaborates with other 

countries in various projects, very 

developed with extensive R&D 

21-30 Es un país It's a country 

21-30 Un país de Asia A country in Asia 

21-30 País pequeño de Asia A small country in Asia 

21-30 Un país con lugares hermosos  A country with beautiful places 

31-40 Muy poco sé que es un país con una hermosa 

cultura, aman el arte y lo promueven.  

A country with a beautiful culture, they 

love art and promote it 

21-30 Un país lleno de tradición y cultura  A country full of tradition and culture 

31-40 Es un país con mucho desarrollo, que busca su 

reconocimiento como país ante las naciones 

unidas.  brinda mucho apoyo en HN 

A very well developed country, they are 

searching to be recognized as a country 

by the UN. They give a lot of help to 

Honduras 

21-30 Es un país aún no reconocido por algunos 

países, pero sin duda uno de los que ha 

mostrado un gran crecimiento económico 

últimamente.  

It's a country that hasn't been recognized 

by some other countries, without a doubt 

one that has shown a great economic 

growth rate lately 

21-30 Un país que tiene mucho que ofrecer y un 

referente a nivel mundial. 

A country with a lot to offer and a global 

reference 

21-30 País con buen sistema de salud A country with a good health system 

31-40 Es un país moderno y seguro con mucha 

tradición e historia 

A modern country and safe with a lot of 

traditions and history 

31-40 Es un país o Estado independiente, con una 

economía muy buena 

A country or independent state, with a 

really good economy 

21-30 Es un país con un alto grado de desarrollo 

humano y tecnológico  

A country with high degree of human 

and technological development 

21-30 Que es un país orientado a la entrega de 

servicios y tecnología. 

A country oriented to services and 

technology 

21-30 Un país con grandes templos y edificios; 

caracterizado por un mercado que vende cosas 

curiosas 

A country with great temples and 

buildings; characterized by a market that 

sells some novelty items 

21-30 Poco, cultura general nada más.  Few, general culture 
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21-30 Tienen producto muy cute. Se enfocan en lo 

cute 

It has cute products 

31-40 Desarrollo Development   

21-30 Desarrollo, mucha cooperación y tecnología Development, lots of cooperation and 

technology 

31-40 Impulsan economía y producción, 

promoviendo su cultura industrial a otros 

países 

promotes economy and production, also 

promotes their industrial culture to other 

countries 

31-40 Tiene un gran sistema educativo a nivel 

universitario  

has a great education system on a higher 

degree level 

21-30 Buena calidad Good quality 

51 o 

más 

Es uno de los países con altos índices de 

exportación  

A country with a high percentage of 

export 

21-30 Un país de primer mundo  first world country 

21-30 Comida food 

21-30 Manufactura masiva de producto. Buena 

calidad.  

Good products good manufacturing 

21-30 Buenos productos, más económicos  good products good prices 

21-30 Muy poco, pero he escuchado que la calidad de 

sus productos es buena. 

I've heard the quality of their products is 

really good 

31-40 Que es un país colaborador. A country that helps others 

21-30 Algo de historia, gastronomía, animaciones, 

lugares turísticos y culturales.  

history, food, tourism, culture 

31-40 Aliado de Honduras  Honduras ally 

31-40 Su separación con China. Que colabora mucho 

con Honduras y ayuda a profesionales a 

formarse allá. 

Separation from China. They cooperate 

a lot with Honduras and help 

professionals  

21-30 Aliado de Honduras, tecnología, excelente 

servicio de salud y educación 

Honduras ally, technology, excellent 

health and education systems 

21-30 Es un estado independiente de China. Independent state from China 

21-30 Es una isla. An island 

31-40 Isla en el Pacífico altamente desarrollada y que 

ha apoyado a Honduras.  

Island in the Pacific, highly developed 

and supports Honduras 

21-30 Es una Isla que antes perteneció a China y, y 

sus rubro más fuerte son los desarrollos 

tecnológicos  

An island that used to belong to China, 

their strongest sector is technological 

development 

21-30 Love it  Love it 

41-50 Un país que está surgiendo con manufactura  A manufacturing emerging country 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000996

109 
 

21-30 Ciudad moderna con templos tradicionales. modern city with traditional temples 

41-50 Solo los productos que veo que son hechos en 

Taiwán 

I've seen a few products made in Taiwan 

41-50 Gran productor y exportador de casi todo  Big producer and exporter of almost 

anything 

21-30 Productores. Exportadores. Calidad. Producers, exporters, quality 

21-30 Que hay más variedad de productos y mejores 

precios. 

They have more product variety and 

better prices 

21-30 Tienen miles de productos interesantes que se 

pueden vender en cualquier país del mundo  

Has lots of interesting products that 

could be sold anywhere in the world 

20 o 

menos 

que tienen muy buena stationery pero no sabía 

si he visto productos de allí  

That they have really good stationery but 

I'm not sure if I've seen products from 

there 

21-30 Es una isla pequeña con una gran arquitectura 

y con avances tecnológicos. 

A small island with great architecture 

and technological advancement 

21-30 Pequeña isla cerca de Oceanía. Independiente 

de China y con no muy buenas relaciones con 

ellos. Muy avanzados y solidarios con 

Honduras 

Small island near Oceania. Independent 

from China and with a bad relationship 

with them. Highly developed and helpful 

with Honduras 

20 o 

menos 

Están especializados en este tipo de productos 

ya que tienen más prácticas de arte que en otros 

lugares 

they are specialized in this type of 

products [stationery] as they have more 

art practice that in other places 

21-30 Sobre su cultura y ayuda que proporciona. About their culture and cooperation 

21-30 Es una gran potencia económica. It is a world power 

21-30 es una potencia mundial con muy buenos 

productos  

A world power with excellent products 

21-30 Las computadoras Asus Asus computers 

21-30 Comida food 

21-30 Turismo tourism 

21-30 Comida y turismo food and tourism 

21-30 Arquitectura, muy moderno y buena comida architecture, modern, food 

21-30 Festival de globos de aire caliente, Granjas de 

té y comida 

hot air balloons festival, tea farms and 

food 

21-30 Moderno modern 

21-30 templos chinos Chinese temples 

21-30 tecnóloga y turismo technology and tourism 

21-30 mucho turismo tourism 

21-30 tecnología y es un país de primer mundo technology and a world power 

31-40 variedad de comida food variety 
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31-40 tecnología y comida muy variada technology and food 

21-30 comida y un lugar turístico food and tourism 

21-30 dumplings y pasteles de piña dumplings and pineapple cake 

21-30 Muchos festivales festivals 

21-30 Tecnóloga y turismo technology and tourism 

21-30 El festival de linternas lantern festival 

31-40 tecnología y turismo technology and tourism 

31-40 Tradiciones culturales cultural traditions 

31-40 lugar turístico tourism 

21-30 Variedad de computadoras, turismo y buena 

comida 

computers, tourism, food 

21-30 comida diferente, lugar turístico y el trabajo de 

prevención del Covid-19 

food, tourism and covid prevention 

21-30 Está en China y tienen variedad de mariscos China and seafood 

21-30 Tienen un conflicto con China, y también es un 

lugar muy tecnológico 

China conflict and technology 

21-30 Tecnología y turismo technology and tourism 

21-30 Comida y turismo food and tourism 

21-30 Los camotes! sweet potato 

 

15. All these products are made in TAIWAN, choose the one you are interested in the most: 

Options Responses Percentage 

A 37 27% 

B 32 23% 

C 11 8% 

D 57 42% 
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16. If ALL the products from the previous images were available in a physical store in 

Tegucigalpa, would you visit the store? 

Options Responses Percentage 

Definitely yes 95 69% 

No 2 1% 

Depends on the price 20 15% 

Depends on the store’s location 20 15% 

 

17. If the store were to organize volunteer events to support low-income schools, would 

you be interested in participating? 
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Options Responses Percentage 

Yes 102 74% 

No 4 3% 

Depends on the activity 31 23% 

 

 

18. If the store gave space to local Honduran entrepreneurs to exhibit their products (arts, 

crafts, food, accessories, etc.) would you be willing to visit the store? 

 

Options Responses Percentage 

Yes 113 82% 

No 2 1% 

Depends on the type of products 13 9% 

Depends on the prices 0 0% 

Depends on the store’s location 9 7% 
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10.3. Market Research: “Interest of Honduran Citizens in Topics of Mental 

Health” Template 

Hello! My name is Daniela Armijo and I’m a Master´s Degree student from the National Chengchi 

University in Taiwan. The following survey is part of my graduation project, which is a “Business 

Plan” for the opening of a physical store at Tegucigalpa with stationery products made in Taiwan. 

Aside from selling products, one of the objectives of the business is to promote the importance of 

mental health in Honduran society. We will offer workshops and talks related to self-care and 

wellbeing improvement (stress management, depression, anxiety, mental exhaustion, and others) 

the service will have an established price depending on the type of event, but we also what to offer 

no-fee events for people in low-income situations. 

If you want more information you can contact me through my Instagram account: @danny02armijo 

Thank you very much for your help! 

Demographic Information 
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1. Are you Honduran? 

 Yes  No 

(** No= End of the survey) 

2. On what department do you currently live in?  

 Atlántida 

 Choluteca 

 Colón 

 Comayagua 

 Copán 

 Cortes 

 El Paraíso 

 Francisco Morazán 

 Gracias a Dios 

 Intibucá 

 Islas de la Bahía 

 La Paz 

 Lempira 

 Ocotepeque 

 Olancho 

 Santa Bárbara 

 Valle 

 Yoro

3. Age: 

 20 or less 

 21-30 

 31-40 

 41-50 

 51 or more 

 

4. Gender: 

 Female 

 Male 

 Rather not answer 

 

5. Marital Status: 

 Single 

 Married WITHOUT kids 

 Married WITH kids 

 Divorce 

 Widow 

 Other (specify) 
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6. What is your occupation? 

 Student: Middle School/ High School 

 Student: Higher Education 

(Bachelor/ Master/ PhD.) 

 Student and employee 

 Employee 

 Business owner or freelancer 

 Stay-at-home mother 

 Other (specify) 

Individual Experience 

7. At any stage, have you had or believe to have a psychological or psychiatric ailment or 

any problem related to mental health? 

 Never 

 On one occasion 

 Sometimes 

 Frequently 

 Continuously (a prolonged ailment) 

 Others (specify) 

(If “Never” then pass to question #9) 

8. Which of these options is the closest to your ailment? 

 Anxiety symptoms 

 Depression symptoms 

 Sleep disorders (insomnia, excessive sleepiness, etc.) 

 Obsessive-Compulsive Disorder (OCD) 

 Social anxiety/ Social phobia 

 Others (specify) 

 Rather not answer 

 

9. Have you ever visited or search for help with a professional to discuss mental health? 

 Never 
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 Yes, I went to a psychologist 

 Yes, I went to a psychiatrist 

 Yes, I went to a psychologist and psychiatrist 

 Yes, I went to a family doctor or internal medicine doctor (endocrinologist, 

neurologist, etc.) 

 Others (specify) 

 

10. Do you receive or have received any type of teaching related to mental health? (you can 

select more than 1 option) 

 Yes, in my school or high school 

 Yes, at the university 

 Yes, by my parents/family 

 Yes, at work we are given workshops/talks 

 No, I only know what I’ve heard from others or read in the news 

 No, I have never received any talks or being taught about mental health 

 Others (specify) 

 

11. Choose the phrase that is closest to your opinion about mental health (you can select more 

than 1 option) 

 “Mental health illnesses require medical treatment and professional support” 

 “Many of the mental health illnesses are due to the new generations as back in the days 

those didn’t exist.” 

 “They only affect a very small percentage of the Honduran population.” 

 “Mental health is equally as important as physical health.” 

 “Mental health problems are a sign of weakness.”  

 

 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000996

117 
 

12. Read and score the following opinions: 

 Agree Disagree 

Schools and universities should promote more awareness of mental 

health amongst the youth.     

The government DOES NOT offer enough psychological and 

psychiatric services to the citizens.     

I would feel embarrassed or ashamed to talk about my mental 

health with someone else.     

The insecurity and poverty of the country affect my levels of stress 

and anxiety.     

It is easy to know when a person suffers from depression.     

Working excessively can result in serious mental and physical 

problems/ailments.     

The majority of men are ashamed of talking about their 

feelings/emotions for fear of being ridiculed.     

It is NOT necessary to have a mental illness to visit a psychologist.   

 

Willingness to Participate in Events 

13. Would you be interested in participating in workshops and/or talks related to mental 

health? 

 Definitely yes 

 Depends on the topic and type of event 

 Depends on the price and what is offered 

 No, I’m not interested 

(If “No, I’m not interested” then exit survey) 

14. Which of these topics are you interested in? (you can select more than 1 option) 

 Topics about work stress (work stress reduction and management, what is and how to 

avoid “burnout syndrome”, prevention techniques, etc.) 

 Art therapy, how to use art to improve mental health. 
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 Meditation and yoga workshops 

 Informative talks about depression, anxiety, exhaustion and other topics (how to 

identify them in ourselves and to support others) 

 Mindfulness and journaling as tools for self-care 

 Building healthy interpersonal relationships (family, love, friendship and others) 

 Topics and talks about entrepreneurship (professionals from different sectors invited 

for workshops) 

 Others (specify) 

 

15. Considering that the events will be held at Tegucigalpa, which modality do you prefer? 

 Online workshops/talks (receive the materials via email) 

 In-person workshops/talks that include the materials 

 Both in-person and online 

 

16. What is the HIGHEST Price you are willing to pay for a 2-hours workshop that includes 

materials and a small meal? 

 Insert number here (minimum 100.00 with no maximum) 

 

17. Which is your preferred time to participate in an event/talks/workshop? (you can select 

more than 1 option) 

 Weekday (Monday to Friday) in the morning 

 Weekday (Monday to Friday) at night 

 Friday night 

 Saturday morning 

 Saturday afternoon-night 

 Sunday morning 

 Sunday night 
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10.4. Mental Health Survey Tabulation/ Statistics  

Demographic Information 

1. Are you Honduran? 

Options Responses Percentage 

Yes 101 100% 

No 0 0% 

 

 

2. On what department do you currently live in?  

Options Responses Percentage 

Atlántida 4 4% 

Choluteca 0 0% 

Colón 0 0% 

Comayagua 2 2% 

Copán 0 0% 

Cortes 5 5% 

El Paraíso 1 1% 

Francisco Morazán 86 85% 

Gracias a Dios 0 0% 

Intibucá 0 0% 

Islas de la Bahía 1 1% 

La Paz 1 1% 
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Lempira 0 0% 

Ocotepeque 0 0% 

Olancho 1 1% 

Santa Bárbara 0 0% 

Valle 0 0% 

Yoro 0 0% 

 

3. Age: 

Options Responses Percentage 

20 or less 5 5% 

21-30 64 63% 

31-40 27 27% 

41-50 5 5% 

51 or more 0 0% 
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4. Gender: 

Options Responses Percentage 

Female 75 74% 

Male 24 24% 

Rather not answer 2 2% 

 

5. Marital Status: 

Options Responses Percentage 

Single 72 71% 

Married WITHOUT kids 9 9% 

Married WITH kids 18 18% 
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Divorce 0 0% 

Widow 0 0% 

Other (specify) 2 2% 

 

 

6. What is your occupation? 

Options Responses Percentage 

Student: Middle School/ High School 0 0% 

Student: Higher Education (Bachelor/ Master/ PhD.) 29 29% 

Student and employee 17 17% 

Employee 47 47% 

Business owner or freelancer 6 6% 

Stay-at-home mother 2 2% 

Other (specify) 0 0% 
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Individual Experience 

7. At any stage, have you had or believe to have a psychological or psychiatric ailment or 

any problem related to mental health? 

Options Responses Percentage 

Never 22 22% 

On one occasion 14 14% 

Sometimes 45 45% 

Frequently 8 8% 

Continuously (a prolonged ailment) 11 11% 

Others (specify) 1 1% 
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8. Which of these options is the closest to your ailment? 

Options Responses Percentage 

Anxiety symptoms 42 53% 

Depression symptoms 17 22% 

Sleep disorders (insomnia, excessive sleepiness, etc.) 10 13% 

Obsessive-Compulsive Disorder (OCD) 5 6% 

Social anxiety/ Social phobia 4 5% 

Others (specify) 1 1% 

Rather not answer 0 0% 
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9. Have you ever visited or search for help with a professional to discuss mental health? 

Options Responses Percentage 

Never 54 53% 

Yes, I went to a psychologist 26 26% 

Yes, I went to a psychiatrist 4 4% 

Yes, I went to a psychologist and psychiatrist 6 6% 

Yes, I went to a family doctor or internal medicine 

doctor (endocrinologist, neurologist, etc.) 
8 8% 

Others (specify) 3 3% 

 

 

10. Do you receive or have received any type of teaching related to mental health? (you can 

select more than 1 option) 

Options Responses Percentage 

Yes, in my school or high school 29 29% 

Yes, at the university 42 42% 

Yes, by my parents/family 14 14% 

Yes, at work we are given workshops/talks 21 21% 

No, I only know what I’ve heard from others or read in the news 29 29% 

No, I have never received any talks or being taught about mental 

health 
6 6% 

Others (specify) 8 8% 
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11. Choose the phrase that is closest to your opinion about mental health (you can select more 

than 1 option) 

Options Responses Percentage 

“Mental health illnesses require medical treatment and professional 

support” 
57 37% 

“Many of the mental health illnesses are due to the new generations as 

back in the days those didn’t exist.” 
5 3% 

“They only affect a very small percentage of the Honduran population.” 0 0% 

“Mental health is equally as important as physical health.” 89 58% 

“Mental health problems are a sign of weakness.”  3 2% 
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12. Read and score the following opinions: 

Options Percentage Responses 

Agree Disagree Total Agree Disagree Total 

Schools and universities should promote 

more awareness of mental health 

amongst the youth. 

99% 1% 100% 100 1 101 

The government DOES NOT offer 

enough psychological and psychiatric 

services to the citizens. 

96% 4% 100% 97 4 101 

I would feel embarrassed or ashamed to 

talk about my mental health with 

someone else. 

26% 74% 100% 26 75 101 

The insecurity and poverty of the country 

affect my levels of stress and anxiety. 
90% 10% 100% 91 10 101 

It is easy to know when a person suffers 

from depression. 
12% 88% 100% 12 89 101 

Working excessively can result in 

serious mental and physical 

problems/ailments. 

100% 0% 100% 101 0 101 

The majority of men are ashamed of 

talking about their feelings/emotions for 

fear of being ridiculed. 

94% 6% 100% 95 6 101 

It is NOT necessary to have a mental 

illness to visit a psychologist. 
90% 10% 100% 91 10 101 
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Willingness to Participate in Events 

13. Would you be interested in participating in workshops and/or talks related to mental 

health? 

Options Responses Percentage 

Definitely yes 43 43% 

Depends on the topic and type of event 42 42% 

Depends on the price and what is offered 16 16% 

No, I’m not interested 0 0% 
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14. Which of these topics are you interested in? (you can select more than 1 option) 

Options Responses Percentage 

Topics about work stress (work stress reduction and management, what 

is and how to avoid “burnout syndrome”, prevention techniques, etc.) 
70 21% 

Art therapy, how to use art to improve mental health. 44 13% 

Meditation and yoga workshops 27 8% 

Informative talks about depression, anxiety, exhaustion and other 

topics (how to identify them in ourselves and to support others) 
65 19% 

Mindfulness and journaling as tools for self-care 38 11% 

Building healthy interpersonal relationships (family, love, friendship 

and others) 
51 15% 

Topics and talks about entrepreneurship (professionals from different 

sectors invited for workshops) 
42 12% 

Others (specify) 1 0.30% 
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15. Considering that the events will be held at Tegucigalpa, which modality do you prefer? 

Options Responses Percentage 

Online workshops/talks (receive the materials via email) 15 15% 

In-person workshops/talks that include the materials 13 13% 

Both in-person and online 73 72% 
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16. What is the HIGHEST Price you are willing to pay for a 2-hours workshop that includes 

materials and a small meal? 

Variable Result 

Mode           500.00  

Mean           639.11  

Median           500.00  

Minimum           100.00  

Maximum         2,500.00  

Standard deviation 393.30 

The sum of responses       64,550.00  

 

 

17. Which is your preferred time to participate in an event/talks/workshop? (you can select 

more than 1 option) 

Options Responses Percentage 

Weekday (Monday to Friday) in the morning 8 8% 

Weekday (Monday to Friday) at night 32 32% 
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Friday night 18 18% 

Saturday morning 46 46% 

Saturday afternoon-night 36 36% 

Sunday morning 12 12% 

Sunday afternoon 15 15% 
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10.5. Startup cost details 

 

STARTUP COSTS  

  

Description Amount in HNL 

A. Cash L. 20,000.00 

  

B. Equipment   

Office Equipment   

1 Laptop and accessories (ASUS) L. 25,000.00 

1 smartphone (SAMSUNG) L. 21,995.00 

1 Speakers for background music L. 1,595.00 

1 Square Register (integrated Point of Sales machine and software) L. 19,780.84 

1 microwave L. 1,400.00 

1 mini fridge L. 2,800.00 

Bar code scanner L. 990.28 

Furniture   

1 office desk L. 2,599.00 

1 desk chair L. 1,799.00 

Chairs L. 3,600.00 

Cashier desk L. 2,500.46 

6 metallic shelves for display L. 15,000.00 

2 display table L. 2,090.00 

Total Equipment L. 101,149.58 

  

C. Office supplies    

Pens L. 500.00 

Paper and notebooks L. 500.00 

stationery basics (scissor, glue, etc.) L. 350.00 

Trash can and tash bags L. 181.90 

Office supply organizers L. 558.00 

Total Office Supplies L. 2,089.90 

  

D. Cleaning Equipment   
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Mop and broom L. 307.90 

Cleaning towels and surface cleaner L. 348.70 

Total Cleaning Equipment L. 656.60 

    

E. Donations L. 20,000.00 

F. Initial Inventory   

NANPAO spiral notebooks L. 994.50 

NANPAO vertical hardcover sketchbook L. 4,564.50 

NANPAO horizontal hardcover sketchbook L. 2,499.00 

NANPAO colored clipboards L. 3,570.00 

NANPAO washi tape L. 3,230.00 

NANPAO stickers L. 1,785.00 

NANPAO scrapbooking album L. 3,570.00 

NANPAO scrapbooking inner page L. 1,402.50 

SEASON stickers L. 3,060.00 

SEASON golden marble washi tape L. 5,100.00 

SEASON hardcover notebook L. 3,060.00 

SEASON buena vida notebooks L. 3,400.00 

SEASON foodie friends notebooks L. 765.00 

SEASON notepads L. 680.00 

SEASON creativity notebooks L. 3,740.00 

SEASON hardcover planners L. 3,264.00 

SKB retro colors gel pen (pack of 5 pens) L. 3,187.50 

SKB quick drying retro pen L. 1,487.50 

SKB neutral pen L. 2,125.00 

SKB automatic pen L. 2,125.00 

SKB two ends fluorescent pen L. 3,825.00 

SKB pekaboo gel pen L. 2,550.00 

SKB rainbow gel pen L. 4,250.00 

SKB animal top end neutral pen L. 3,187.50 

SKB meow gel pen L. 3,187.50 

SKB fountain pen rose gold with ink L. 2,465.00 

SIMBALION BP35 雄獅彩艷筆 color bush pens 12 colors L. 5,100.00 

SIMBALION BP35 雄獅彩艷筆 color bush pens 24 colors L. 10,200.00 

SIMBALION CM101雙頭彩繪筆 L. 4,080.00 

SIMBALION FSP-12 雄獅螢光色軟式粉彩 fluorescent soft pastels L. 3,697.50 
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SIMBALION HSP 雄獅軟式短支粉彩 24 colors L. 1,615.00 

SIMBALION WCC 雄獅粉餅水彩 28 colors L. 1,912.50 

SIMBALION WCC 雄獅粉餅水彩 36 colors L. 1,445.00 

SIMBALION GC001 雄獅高級水粉/水彩畫顏料 gouache 24 colors L. 2,550.00 

SIMBALION WBU-03 雄獅水筆 portable paint brush small L. 935.00 

SIMBALION WBU-03 雄獅水筆 portable paint brush medium L. 935.00 

SIMBALION WBU-03 雄獅水筆 portable paint brush big L. 935.00 

SIMBALION NAC-75 雄獅壓克力顏料全系列 acrylic  L. 2,210.00 

SIMBALION NAF-30/6 雄獅螢光丙烯壓克力顏料 fluorescent acrylic 

colors (6 colors box) L. 892.50 

SIMBALION KMPC-9561 雄獅 KREEMO 素描鉛筆-鐵盒 L. 1,912.50 

SIMBALION TM-12 布的雙頭彩繪筆 12色 fabric double-end markers 

(box of 12) L. 2,550.00 

SIMBALION V-340 直液前壓式金屬筆 gold and silver markers L. 1,360.00 

SIMBALION MTN-307 雄獅水燦金屬筆 box 6 fluorescent markers L. 2,550.00 

SIMBALION cute food scissors L. 833.00 

SIMBALION bards and desserts clips (set of 4) L. 467.50 

CHUYU CULTURE empty journals L. 5,355.00 

CHUYU CULTURE ruler table mat L. 510.00 

CHUYU CULTURE various stickers L. 2,975.00 

CHUYU CULTURE pencil cases L. 1,275.00 

Total Inventory (2 months) L. 258,740.00 

  

G. Marketing    

Canva (once a year payment) L. 2,955.99 

Promotional materials L. 6,000.00 

Website (Odoo platform monthly payment) L. 3,094.63 

Total Marketing L. 12,050.61 

  

H. Other Expenses   

Legal fees and registration  L. 25,000.00 

Initial capital payment of corporation for registration  L. 2,471.15 

Accounting fees L. 4,942.00 

Chinese Translator  in Taiwan L. 89,125.20 

Shipping expenses L. 16,092.05 

Rent deposit (equivalent to 1 month rent) L. 19,805.60 
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Rent for first month L. 19,805.60 

Salaries for first month L. 35,000.00 

Remodelation of store L. 9,000.00 

Total Other Expenses L. 221,241.60 

Total Investment Cost  L. 635,928.29 

 

10.6. Depreciation Table 

Method: Straight line method   

Asset 
Acquisition 

Date 

Useful 

Life 

Acquisition 

Cost 

Annual 

Depreciation 

1 Laptop and accessories (ASUS) 1-Jan-2021 10 L. 25,000.00 L. 2,475.00 

1 smartphone (SAMSUNG) 1-Jan-2021 10 L. 21,995.00 L. 2,177.51 

1 Speakers for background music 1-Jan-2021 10 L. 1,595.00 L. 157.91 

1 Square Register (integrated Point of 

Sales machine and software) 1-Jan-2021 10 L. 19,744.49 L. 1,954.70 

1 microwave 1-Jan-2021 10 L. 1,400.00 L. 138.60 

1 mini fridge 1-Jan-2021 10 L. 2,800.00 L. 277.20 

Bar code scanner 1-Jan-2021 10 L. 988.46 L. 97.86 

1 office desk 1-Jan-2021 10 L. 2,599.00 L. 257.30 

1 desk chair 1-Jan-2021 10 L. 1,799.00 L. 178.10 

Chairs 1-Jan-2021 10 L. 3,600.00 L. 356.40 

Cashier desk 1-Jan-2021 10 L. 2,495.86 L. 247.09 

8 metallic shelves for display 1-Jan-2021 10 L. 15,000.00 L. 1,485.00 

2 display table 1-Jan-2021 10 L. 2,090.00 L. 206.91 

 Total $10,009.57 

 


