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[bookmark: _Toc37975529]Executive summary		
Based on the project initiation document (PID) of the Four Seas Mercantile Holdings Limited (we use “the Group” thereafter), 
This report is feasibility study (Justis & Kreigsmann, 1979) to analyses the historical performance of Four Seas Mercantile Holdings Limited (or Four Seas Group) and describes the projected additional sales and profitability in coming three years though establishing the sales office and distribution centre in Malaysia. 
It uses PESTLE (Political, Economic, Sociological, Technological, Legal and Environmental) framework to evaluate the factors of macro environment (Perera, 2017) that are influencing the Group to enter Malaysia market. 
Furthermore, it provides critical success factors (CSF) in internal analysis (SWOT) that suggests the entry market strategies of the Group and then gives conclusion with recommendation to implement. 
Along with this, this report provides three years project plan with its budget planning, revenue target, activities, related department and person in charge to achieve success the project.
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1. [bookmark: _Toc37975531]Introduction	
	Four Seas Mercantile Holdings Limited (we use “the Group” thereafter) is one of the famous food sector organisations of Hong Kong. From 2017 to 2019, the total revenues of the Group were slow growth and the new lowest profit attributable to the Group were recorded in 2019. Currently the organisation is facing different challenges such as lack of global presence and high level of competition. This report is suggested to the Group to adopt oversea market and product development strategies for revenue and profit growth in coming years. 




























2. [bookmark: _Toc37975532]Background of the Group
The Group was established in 1971, it trades and manufactures about confectionery, snack foods, frozen food and beverages products etc. (FMSL, 2019, pp6-8).

Table 1: The revenue of the Group in 2017 to 2019.
	Products
	 Year 2017 Sales amount of major items
	 Year 2018 Sales amount of major items
	 Year 2019 Sales amount of major items

	
	Sale revenue (HK$M) and (% of total Sales)

	Snacks
	1,249.561
	1,270.89
	1,301.81

	　
	42.38%
	42%
	43%

	Confectionery
	568.786
	569.076
	582.269

	　
	19.29%
	18.95%
	19.22%

	Ham and Sausage
	372.623
	364.627
	369.125

	　
	12.64%
	12.14%
	12.19%

	Beverage and dairy products
	235.076
	264.281
	223.01

	　
	7.97%
	8.80%
	7.36%

	Food materials/ ingredients
	227.505
	222.408
	235.048

	　
	7.72%
	7.41%
	7.76%

	Other
	294.738
	311.155
	317.724

	　
	10.00%
	10.36%
	10.49%

	Total 
	2,948.289
	3,002.437
	3,028.987

	　
	100.00%
	100%
	100%

	Profit attributable to equity holders
of the Company
	50.274
	347.703
	30.161*

	Stock share price (Adj Close HKD at year end)
	3.271
	3.797
	3.300


Note*: The profit attributable to equity holders of the Group for the year was HK$30,161,000 (2018: HK$347,703,000) because of the absence of the one-off gain on the completion of the disposal of a property in 2018.
Source: FMSL,2018 and 2019,pp17-18 and p136.

	In table 1, the Group was recorded HKD 2,948,289 in 2017, HKD 3,002,437 in 2018 and HKD 3,028,987 in 2019 (FSML, 2019, p24). The new lowest profit amount was HKD 30,161,000 in 2019 comparing previous years in 2017 and 2018. The snacks and confectionery contributed more than 60% of sale revenue to the Group during 2017 to 2019 (FMSL, 2019, p.18). Therefore, this report is suggested the Group to promote its snacks and confectionery items to create growth with the sales of international market such as Malaysia.   
3. [bookmark: _Toc37975533]Background of chosen country
The distance from Hong Kong to the Kuala Lumpur (the capital of Malaysia is about 2,541 kilometres (1,579 miles) in image 1(Airmilescalculator,2020). Malaysia is becoming a lead among the emerging markets of Southeast Asia. As the populations of Malaysia has approximate 32.6million in 2019 (Department of statistics, Malaysia, 2019), it has flourished in retail modernization and mature consumers, especially compared with many Association of Southeast Asian Nations (or ASEAN) peers such as Vietnam, Indonesia, Myanmer, Cambodia etc.(HKTDC,2014). The Group may benefit to do business due to its transparent business environment, credibility and flexibility.  


Image 1: The map of Hong Kong and Malaysia.
		[image: ]
Source: Google maps, 2020.

	



	 The reason of expand business in new developing market like Malaysia as shown below table. 

Table 2: Ease of doing business (EDOB) comparison.
[image: ]	
The reason of chosen country is Malaysia because World bank group (2019) was benchmarked that Ease of doing business rankings (EDOB) were Malaysia at 15 with score 80.60; Thailand at 27 with score 78.45; Vietnam at 69 with score 68.36; Indonesia at 74 with score 67.96 and India at 77 with 67.23 implied that Malaysia has seen more business-friendly than other Asian Markets. 

Figure 1: Sales value of manufactured snack products in Malaysia from 2015 to 2018 (In million Malaysian ringgit).
[image: ]
Source: Statista,2020.
In Figure 1, the statista(2020) reported that the sales value of manufactured snack products in Malaysia were recorded from RM830.86 million in 2015 to RM 1281.69million in 2018 that the amounts were increased year on year. Furthermore, Imposes forecasts that snack industry will grow at a strong ccompound annual growth rate (CAGR) approximately 10.76% from 2018 to 2022 (HKEXnews,2019),
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4. [bookmark: _Toc37975534]Marco Environmental (PESTLE) analysis
	  The Political, Economic, Social, Technological, Environmental and Legal (PESTLE) analysis (Perera, 2017) that are used to identify the macro environmental factors of Malaysia facing to the Group.   
4.1. [bookmark: _Toc37975535] Political factor
	 Malaysia is political stable country and is leader within Association of Southeast Asian Nations (ASEAN) member and the organization of the Islamic conference (or OIC) (Pero, 2020). In formulating and implementing its foreign policy, it follows the principles of peace and neutrality. 
Political factor involves the government regulated area such as trade tariff, taxation, conflict among countries related to trade restriction, fiscal policies etc. In 2019, Malaysia and other ASEAN members have agreed to reduce their trade tariff and taxation with a clear and progressive tariff reduction timetable on goods originating from Hong Kong (HKTDC, 2019). 
Refer to the Transparency International Corruption Perception Index (CPI) reported that Malaysia ranked 51st out of 180 countries in 2019, it showed that Malaysia was far lower than Hong Kong but it is still slightly higher than the Southeast Asian average (CPI, 2019).       Therefore, Malaysia is business friendly and reducing its trade restriction for Hong Kong and China products exporting.  
4.2. [bookmark: _Toc37975536] Economic factor		
The real gross domestic product (GDP) is used to compare the macroeconomic statistic of Hong Kong, Malaysia and world average during 2010 to 2019 in figure 2 and table 3.   
 

Source: International Monetary Fund, 2020.

	  According to the data of International Monetary Fund, although the percentage of gross domestic product changed was decreased in Malaysia from 7.5% in 2010 to 4.5% in 2019 that was still higher than Hong Kong from 6.8% in 2010 to 0.3% in 2019 and World average from 5.4 in 2010 to 3.0 in 2019. Furthermore, the average of real gross product annual percent changed from 2010 to 2019 was calculated in Table 3.
	


Table 3: The average real gross domestic product changed percentage during year 2010 to 2019.
[image: ]
Source: International Monetary Fund, 2020.
Malaysia was also higher that Hong Kong and World average. Therefore, the Group may benefit to entry Malaysia because Malaysia had higher total spending including government spending, industry spending, total consumer spending and excess of exports over imports due to overall level of price changed in the economy.

Figure 3: Gross domestic product (GDP) per capita of Malaysia during 2017 to 2020.


Note *: IMF staff estimated the GDP (PPP) data of the year 2019 and 2020.
Source: International Monetary Fund, 2019.

The gross domestic product (GDP) of Malaysia was increasing from US$358.58 billion in 2018 to US$365.3 billion in 2019. In figure 3, the gross domestic product per capita (at purchasing power parity) was recorded US$9960.323 in 2017 and US$11072.387 in 2018 and was estimated to increase year on year from to US$ 11484.505 in 2020. (International Monetary Fund, 2019). It implied that Malaysia has a healthy economy and indicated the living standards of the country was increasing year on year.  

As of Jan 2020, the unemployment rate in Malaysia was 3.2% (Ceicdata, 2020). It implied that Malaysia’s economy is strong and is moving towards from middle income to high income status.
Since 2019, Malaysia, the Philippines and Thailand will eliminate customs duties on about 85% of their tariff lines within 10 years and reduce customs duties on about another 10% of their tariff lines within 14 years (HKTDC, 2019).
       Malaysia received foreign direct investment (FDI) which was increasing from RM32.65billion in 2018 to RM 32.76 billion in 2019 (Tradingeconmics, 2020). The  amounts of FDI were the highest FDI inflow in Malaysia because some China and Hong Kong factories were moving to Malaysia for cheaper operation costs and also avoid US-China trade war (Yean et al, 2019). 

4.3. [bookmark: _Toc37975537] Social factor	
The social factors are influencing the Group to entry strategies by looking at their population, language, religious and lifestyle. 

Figure 4: Current Malaysia population in 2018 and estimates in 2019.
[image: ]
Note *: Estimates population of 2019.
Source: Department of statistics, Malaysia, 2019.


During 2018 and 2019, the composition of Malaysia population had 0 to 14 years old (young age) decreased from 23.8% to 23.3%, 15 to 64 years old (Working age) increased from 69.7% to 70% and over 65 year old (Old age) increased 6.5% to 6.5%. The median rose from 28.6 in year 2018 to 28.9 years old in year 2019. Malaysia has large population of working age and median will be expected to reach 30 years old in 2020 only. The official languages of Malaysia are Malay and also free to use English, Chinese, Tamil and Mandarin (Department of Information, Malaysia, 2016).  

It implied that Malaysia is younger age population market comparing to the median 45.6 years of Hong Kong (CIA, 2018). The Group may benefit to expand operation by its younger workers.    


Chart 1: The percentage distribution of the population by religion, Malaysia in 2010.
 [image: ]  
Source: Department of statistics, Malaysia, 2010.

			In Chart 1, the main religion in Malaysia is Islam which has around 61.3% of the total population and 19.8% are belongs to Buddhism in 2019 (Shah, 2019). The Islam/Muslim religion is not allowed to eat foods that are not “Halal” because Halal means “permissible” in Arabic. According to Islamic law, its religion people needs to consume the Halal Food and beverage that cannot contains not hygienic ingredient such as dead animal meal, pig or pork meat etc. Islam people believes that eating halal food can prevent a person from punishment in the hereafter (Armanios & Ergene, 2018). Therefore, the Group also needs to provide the products with halal standard and Halal certification (Department of Islamic development, Malaysia, 2019). The products are required to put the logo in image 2 that will be also export to other Muslim population from other neighbouring countries such as India or Vietnam.



Image 2: Halal Logo.
 [image: Jakim: Halal certification is still under our purview | The Star ...] 
Source: Department of Islamic development Malaysia, 2019. 

				 
Malaysian has rich cultural life comparing with other upper-middle-income countries because they have the almost free health care, lower national income tax, the social welfare system, the low cost of local food and fuel. 

4.4. [bookmark: _Toc37975538] Technological factor
Malaysia has about 80% of residents using internet, mobile networks and digital social media such as Facebook, Instagram, and YouTube etc. (Kumar 2019). It may be a good place for international technology companies such as HP, IBM, Cisco etc. because it has IT infrastructure and skilled labour. The Group can use social media or on line shopping to approach customers. 

4.5. [bookmark: _Toc37975539] Legal factor
	Malaysia is mainly a common law country with an independent Islamic law system. 
Food regulation and safety standards are the major areas affected by law in Malaysia (Devadason, Govindaraju & Tuck Cheong, 2016)).The Group can meet its standard because it has high level hygiene production.   
In 2017, ASEAN and Hong Kong signed the Investment agreement and Free Trade Agreement (FTA). Malaysia and Hong Kong signed agreement a joint declaration on strengthening economic cooperation on 1 December 2009 (TID, 2020) that can increase the trade and investment flows between the two countries. These provide new opportunities for the Group to promote revenue growth in the long run.
4.6. [bookmark: _Toc37975540] Environmental factor
The challenges facing Malaysia are climate-related natural disasters, river and air pollution, increasing carbon dioxide emissions and excessive waste generation that may not affected to the Group because their products are produced in China and Hong Kong.

Overall of PESTLE analysis finds that the Group has great opportunity to expand business in Malaysia due to snack market size increasing, stable country policy; larger population than Hong Kong; bigger economic size than Hong Kong and Free Trade Agreement (FTA) advantage on the products of Hong Kong or China.     






















[bookmark: _Toc37975541]5. Micro Environmental analysis and Critical success factors
	The micro environment analysis tool is used to determine all the strengths, weaknesses, opportunities and threats (SWOT) factors of the Group to entry Malaysia that will guides to figure out the critical success factors (CSFs) affecting the business in favourable or adverse manner (Gürel & Tat,2017) as follows:

Table 4: SWOT analysis and critical success factors to the Group 
	
	Threats:
1. Stiff competition in local brands such as Nestle , Hup Seng Perusahaan Makanan and Munchy (SEBSEAM, 2015) .
2. Currency risks will influence to set pricing and profitability to Group. (Gherasim and Gherasim, 2019).
3. Large Muslim pollution needs halal certificated products.
4. High non-resident corporate tax rate at 24%. 




	Opportunities:
1. Attract their health conscious consumers by introducing healthier based snack products.
2. Launch products to target retailers such as Dairy Farm Group, Mydin Mohamed Holdings, Trendcell, Village, Grocer Holdings, and AEON Group (USDA,2019) 
3. With the innovation of upcoming technology and new taste, the group may new pricing strategies in new market such as Malaysia or other ASEAN Market...

	




(To be continued).

	Source: From this research.                                     

	Weaknesses:
1. Competition with similar products.
2. Controversies in different countries of operation.
3. Lacks halal certificated products.
4. Different official language.
	CSFs:
W1-T1: Provide a wide range of products different to competitors.
W2-T2: Make currency forward contract to hedge currency risk (Bash et al, 2018).
W3-T3: Apply halal certificated on their products in Hong Kong Muslim’s organisation.
W4-T4: Hire local consultant for better communication and merge local company to reduce tax rate from 24% to 19% (Inland Revenue Board of Malaysia, 2016).  

	CSFs:
W1-O1: The Group can provide its products differentiation from its competitors by more natural and healthier ingredients.
W2-W3-O2: Merge experienced local company to use its distribution channels to approach local retailers.
W3-O3: Provides old or new products with Halal certification for new market. 

	Strengths:
1. Have high level hygiene production, good in resource and development of production to provide many differential of good products.
2. High brand loyalty.
3. Resource and development facilitates product innovation continuously.

	CSFs:
S1-T1: Provide a high standard products differentiation to competitors and gain competitive advantage.
S1-S2-T2-T4: The Group has high quality differential products and brand loyalty for increase in the price of products.
S3-T3: All new product innovation should meet Halal requirement.  


	CSFs:
S1-O1: The high quality and differential healthy products help attract their health conscious consumers.
S2-O2: High brand loyalty can attract its retailers to accept.
S3-O3: Product innovation of new taste is able to set new pricing strategies in new market.   


Source: From this research.

		In table 4, the critical success factors in SWOT analysis found that although the group will facing stiff competition, currency risk, and different culture and higher cooperate tax in Malaysia, it should provide the products with   differentiation from local competitors (Nestle , Hup Seng Perusahaan Makanan and Munchy etc.). These products will can be used more natural and healthier ingredients in order to meet the main market segment that large Muslim pollution needs halal certificated products. The entry strategies will be suggested to employ the experienced consultant and merge the local experienced food distribution company that can use its ready distribution channels for quick approaching to local retailers. The Group merges with local residence small medium enterprise that benefit to reduce the cooperation tax from 24% to 19% (Inland Revenue Board of Malaysia, 2016).  


























[bookmark: _Toc37975542]6. Conclusion and recommendation
		The conclusion of the PESTLE and critical success factors in SWOT analysis find that Malaysia will have less trade restriction than other ASEAN markets and is a potential market for the Group to entry. It is recommended to export its differentiation products direct to new subsidiary local company to launch their goods. The Group should set up local website for advertisement and on line shipping to gain more revenue and profit.
The position of products are that natural and healthier of ingredients are reducing fat, less salty, less sweet and more functional food additives that will be set a little higher price. These differentiation snack and confectionery products will avoid direct competition with local product. These products should be certified by halal that will target to the segment who are genderless, not age limit, medium high income and health conscious (Lau, 2019). 
These practices help the Group to have globalize branding and increase profitable business. As result, it creates value for stakeholders that are meet their customers’ needs, meets most customer needs, increase revenue and raises stock price for shareholders etc.
         By adopting this, the Group is recommended to set up project team members and also hire local consultant such as Quantum consulting services (Quantum, 2019) or other experienced consultant to help dealing with merging local distributor. The consultant would help the Group to identify any issues from misunderstand their laws, different cultures, different official languages and tax tariff of Malaysia (Schuster and Holtbrügge,2017).The consultant may help the Group to solve some local issues and saving time to implement the merging plan (McKay,2016).   
        On the other hand, the advantage of new merge with experienced local distributor can help the group to understand their business culture, custom clearance, food regulations and tariff issues in order to operate effectively and also avoid any local issues (Jethu-Ramsoedh & Hendrickx, 2019). Therefore, it is recommended local distributor such as First Food Distribution (M) Sdn Bhd located at 47610 Subang Jaya, Selangor, Malaysia (First Food, 2020) or other experienced distributor company.	
        According to the profit for the year 2019 of the Group was HKD 37,944,000 (FSML,2019,p77), it is recommended to do self-franchising amount HKD10,000,000.and direct export to the new subsidiary joint venture company that will have better control market, easier decision making, tax reduction and fast approaching to local retailers. The budgeting, Sale forecasting and implementation planning of new subsidiary company has been estimated as below:     




Table 5: Budget planning during years 2020 to 2023. [image: ]Source: From this research.		
	In table 5. the labour, rent, advertising, utilities, Mergers and acquisitions (M&A) cost and other expenses of capital requirement has been determined funding of around 7,550,000 in the first year. The total budget of investment has been estimated about HKD 10,000,000 within first three years. These investment will be forecasted to gain the sales and profit or loss in table 6.   

Table 6: Sales, profit and loss forecast in Malaysia (in $HKD). 
[image: ]
Source: From this research.
		The targeted of additional sales will be increased 10% of year 2019 total revenue that the additional sales amount will be estimated about HKD 30,300,000 in 2022 and forecast the amount of accumulated profit will be HKD 10,870,000 at the end of 2022. Under this plan, the Group will facing slow cash flow on first two years and targets to gain net profit on third year. These returns of investment will be estimated in table 7. 

Table 7: The estimated return of investment (ROI) at each fiscal year-end.
[image: ]
Source: From this research.
        In table 7, the return of investment (ROI) percentage is estimated about 109% at the end of third fiscal year that is the high ratio between total investment budget and accumulated profit. The Group will gain of total investment compare favourably to its total costs and back pay period will target to occur on second year.        		
		As result, these project will benefits to the stakeholders which the business expansion and product development of Four Seas Mercantile Holdings Limited will be beneficial for all the stakeholders. Major benefits for them are listed below:

1. The development of business will help the investors to increase possibility of getting higher returns on their monetary resources.
2. With the help of expansion and development of Four Seas Mercantile Holdings Limited the customers will be able to get good quality products which will satisfy their needs.
3. It will be beneficial for suppliers also because their supply will be increased when the organisation will expand its business.
4.  The shareholders or investors will also get benefited with the development strategies of the enterprise because with the higher growth of the company they will be able to get their money back in less time with lower possibility of bad debts.
5. The merger & acquisition of consultant provides past accomplishments to advise the shareholders to prevent some issues of local Legal or culture.
6. The local distribution partner and local retailers can gain the revenue by the Group’s quality products.     

By adopting this, it is recommended to form project team and implementation plan.  

			




		
[bookmark: _Toc37975543]7. Implementation plan
		The each transactional leadership will help for the development of the improved activities of the planning management and integration (Tiwari & Kumar Sharma, 2017).

Table 8: The task and transactional leader. 		
	Task
	Transactional leader
	By when

	Finding the data of emerging markets and formulating plan.
	Project team manager and consultant.
	Starting of the project

	Determining new and unique changes that could be brought in existing products.
	Marketing team
	While planning for product development

	Review and approve the plans for future.
	Board of directors
	When deciding for expansion

	Hiring experiences staff
	Human resource manager
	While expansion

	Determining cost of expansion and development
	Finance manager
	While allocating funds

	Finding local distributors in the new country
	Research and development term
	When expanding business in new country

	Forming strategies for market research
	Marketing team 
	When deciding for launching new products

	Design and propose local website and mobile app
	Information technology (IT)
	When deciding for expansion.


    Source: From this research.

		Below table presents the timeline of implement for related departments and tasks.
 








Chart 2: Grantt chart for implementation.

	Department
	Task	
	Month

	
	
	0.5
	0.5
	2
	3
	4
	5
	6
	9
	12
	18
	24
	30
	36

	Financial, sales and shareholder
	Review annual reports and sales performance for planning
	 
	
	
	
	
	
	
	
	
	
	
	
	

	Shareholders and financial
	Review plan, select  m & a partners and self-financing proposals 
	
	
	
	
	
	
	
	
	
	
	
	
	

	Shareholders and M&A partner		
	Proposal approval  
	
	
	
	
	
	
	
	
	
	
	
	
	

	Human resourcing and administration.
	Form the project team member and hire consultant.
	
	
	
	
	
	
	
	
	
	
	
	
	

	Sales and project team
	Review exiting products and marketing research.
	
	
	
	
	
	
	
	
	
	
	
	
	

	Information technology (IT) 
	Design and propose local website and mobile app
	
	
	
	
	
	
	
	
	
	
	
	
	

	Research and Development
	Find new ingredients and  improving
	
	
	
	
	
	
	
	
	
	
	
	
	

	Purchasing
	Buying material after approval
	
	
	
	
	
	
	
	
	
	
	
	
	

	Production and Quality Check
	Finish new product production
	
	
	
	
	
	
	
	
	
	
	
	
	

	Marketing and IT
	Marketing advertise though Social media
	
	
	
	
	
	
	
	
	
	
	
	
	

	                                                                 (To be continued).	



	Department
	Task	
	Month                                     

	
	
	0.5
	0.5
	2
	3
	4
	5
	6
	9
	12
	18
	24
	30
	36

	Information technology, Sales and Logistic
	Launching new products to online shops and retailers

	
	
	
	
	
	
	
	
	
	
	
	



	

	Communication
	Celebrity endorsement
	
	
	
	
	
	
	
	
	
	
	
	
	

	Marketing and 
Communication
	Influencer marketing
	
	
	
	
	
	
	
	
	
	
	
	
	

	Project term , Information technology, Marketing and Administration
	Monitoring and Controlling
	
	
	
	
	
	
	
	
	
	
	
	
	

	Financial, IT and Communication
	Evaluate financial performance and review on line engagement. Report to stakeholder. 
	
	
	
	
	
	
	
	
	
	
	
	
	

	Financial, marketing  and stakeholder
	Renew data, financial report and planning 
	
	
	
	
	
	
	
	
	
	
	
	
	


Source: From this research.

	The project team will be rewarded by the well perform or will be terminated by failed to meet the task. If the plan results badly, the Group should consider terminate the expanding and study another new plan.    
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Figure 2: Real Gross domestic  changed percentage during 2010 to 2019
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Real GDP growth

(Annual percent change) 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Average

GDP (2010

to 2019)

Hong Kong SAR 6.8 4.8 1.7 3.1 2.8 2.4 2.2 3.8 3.0 0.3 3.1

Malaysia 7.5 5.3 5.5 4.7 6.0 5.0 4.4 5.7 4.7 4.5 5.3

World 5.4 4.3 3.5 3.5 3.6 3.5 3.4 3.8 3.6 3.0 3.8
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Budgeting plan (HKD) Total budget (HKD)

Year Particulars 

2020 Salaried labour 100,000                           

Rent  600,000                           

Advertising 300,000                           

Utilities 100,000                           

Equipments  1,100,000                        

M&A costs and other expenses 5,350,000                         7,550,000                        

2021 Salaried labour 150,000                           

Rent  600,000                           

Advertising 300,000                           

Utilities 100,000                           

Other expenses 50,000                              1,200,000                        

2022 Salaried labour 200,000                           

Rent  600,000                           

Advertising 300,000                           

Utilities 100,000                           

Other expenses 50,000                              1,250,000                        

2020 to 2022 10,000,000                      

Developing new subsidiary company

project for year 2020 to 2023


image11.emf
Years Sales Expenditure Costs of goods

 Accumulated

Profit /(Loss)

2020           8,000,000.00             7,550,000.00 4,800,000.00 4,350,000.00 -   

2021         13,875,000.00             1,200,000.00 8,325,000.00        -                   

2022         30,300,000.00             1,250,000.00 18,180,000.00      10,870,000.00  
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Year Total investment(Accumlated) Investment gain (Accumulated) Return of investment (ROI) 

1st year  7,550,000.00                              4,350,000.00 -                              -58%

2nd year 8,750,000.00                              -                                              0%

3rd year 10,000,000.00                            10,870,000.00                             109%
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