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Abstract 

Obtaining a visa to study abroad is a complicated process associated with a lot of stress for students. 

The uncertainty of not having all the necessary documents or all forms filled out in the correct way leads 

to a real risk of not receiving the visa in a timely matter or even at all. SimplyVisa is a business proposal 

that focuses on solving visa application problems for American students by providing them with all the 

required information and support in order to save them time and stress. We offer a wide range of 

services from simple application checks to covering the entire process beginning-to-end. In the first 

years SimplyVisa will focus on providing this service for US students who desire to study in Barcelona. 

We found that the Spanish market has the most attractive features for our business; however, in the 

future this business model could be exported to other countries.  

The following thesis contains an external analysis of the United States, Spain, and the International 

Higher Education industry they share, which illustrates the attractiveness of doing our business between 

these two countries. Moreover, the business plan highlights a detailed marketing and operational 

strategy about our planned activities. Finally our financial analysis examines three different scenarios to 

accurately forecast the possible financial future of our business. 
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1 Executive Summary 

Our proposed business, SimplyVisa, is a response to what we have identified as a conflict between 

the strong and growing desire amongst Americans to study abroad and the difficult legal obstacles 

they face when applying for their student visas.  

The high demand for study abroad opportunities is reflected in the large and always increasing 

number of Americans studying abroad each year. In 2013 there were 289,000 Americans studying 

abroad, which was a 65% increase from only a decade earlier. Whether it is because of the 

astronomically high and rising tuition costs in American universities, the increasing demand from 

companies for employees with international experience, the sudden surge in American language 

master’s programs abroad, or just a genuine interest in exploring other cultures, American students 

are enthusiastically pursuing international education opportunities.  

However, their enthusiasm is met with challenging political and legal barriers as soon as they begin 

the student visa application process. Students must provide upwards of ten different documents, some 

requiring translation, others requiring authorization, and all consisting of some degree of confusion. 

We have identified Spain as having a more difficult visa application process than any of the other 

popular destination countries for Americans studying abroad. The many obstacles to obtaining a 

Spanish student visa include understaffed consulates where phone calls and emails are seemingly 

never answered; appointments that are backed up for months; and guidelines that are unclear and 

inconsistent from consulate to consulate. 

SimplyVisa provides a solution to these issues so that Americans can study abroad in Spain without 

the added stress of a visa application process replete with uncertainties and doubt. We have chosen to 

initially specialize in helping Americans obtain their student visas to study in Barcelona, Spain and 

strive to simplify every step of their visa application process. 

In this report, we have outlined a detailed plan for SimplyVisa, which will operate in both the US and 

Spain. We begin with a brief overview of our company’s vision, mission, and value proposition. This 

is followed by an external analysis of Spain and the US as well as a cultural comparison of the two to 

help our team members gain awareness on key differences between our operating countries. We then 

look more closely at study abroad trends, specifically ones pertaining to Americans studying in Spain. 

Next, we examine our potential competitors and partners before moving on to an in-depth report of 

our company. The rest of the business proposal consists of our strategic, marketing, organizational, 

operational, and financial plan.  

Key Takeaways 

Our external analysis confirms that focusing on US students who want to travel to Barcelona is a 

logical choice. Spain is the third most popular study abroad destination for Americans and has one of 

the most difficult student visa processes in Europe. Moreover, Americans have a cultural affinity and 

high willingness to pay for convenient services. 

Our competitor and partner analysis highlights the fact that we have differentiated ourselves from the 

others within the legal and study abroad consulting industries by solely focusing on student visas and 

adopting a transparent and customizable product and pricing structure. 

Our marketing research resulted in very positive feedback for our service, with focus group 

participants confirming that they struggled with the visa application and 87% of American students 

polled indicating they would use our service. 

Our financial analysis projects an estimated net profit of $1,904 in the first year that reaches $129,211 

in the last year. This results in a high return on equity of 35% in the fifth year. 

Finally, our outlook shows strong potential for expansion into other related services and geographic 

locations. 
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2 Introduction 

2.1 Business Proposal       

Our business idea is to offer a student visa service to Americans who want to study in Barcelona. We 

have identified that American students have problems finding reliable information when applying for 

Spanish student visas, primarily because the online guidelines are unclear, information is not 

frequently updated, and consulates are understaffed. Consequently, nobody is available to answer the 

applicants’ many questions. In addition to the unnecessary stress, there is a real risk of not being able 

to study abroad due to mistakes in the visa application.  

Our company would be part of both the legal and study abroad consulting industry without the 

unpredictable and high costs for our customers. We plan to offer fixed and affordable packages with 

differing sets of services. Our tiered packages allow customers to have a clear understanding of our 

pricing and products rather than having to pay the high hourly fees of immigration lawyers whose 

services are not as transparent. Our focus is on both B2B services as well as B2C. By cultivating B2B 

partnerships with universities and study abroad agencies, we will gain credibility as well as access to 

a large number of American students. We will grow our B2C business by reaching students directly 

through our online presence and participating in study abroad fairs.  

We have decided to operate as an American company with an initial focus on student visas to 

Barcelona, Spain. We chose the United States and Spain because the US is a large and growing 

market where students have an affinity for Spain, especially Barcelona, which receives more 

American students each year than any other Spanish city (Huffington Post, 2011). The most recent 

figures state that 290,000 Americans studied abroad in 2013, a 66% increase from 10 years prior. Of 

these 290,000, 9% of them chose Spain as their study abroad destination, making Spain the third most 

popular study abroad destination among Americans (IIE, 2014). We have chosen the US for our home 

office rather than Spain because it will allow us to utilize the postal system to efficiently send and 

receive critical application documents as well as to reduce time zone issues and more easily 

communicate with our clients, partners, and the consulates. 

2.2 Vision 

Our vision is to create a service through which student visas are no longer an obstacle to international 

exchange. 

 

2.3 Mission 

At SimplyVisa our mission is to offer high quality student visa services at an affordable price to our 

customers. We strive to simplify every aspect of the student visa application process by giving all 

clients the level of guidance they need, whether that is a basic visa check, assistance on the NIE 

application, or anything in between. We work to remove the student visa as an obstacle to 

international exchange.  

 

2.4 Objective 

Our objective is to have served more than 1200 customers within three years. Furthermore within two 

years we would like to have established partnership contracts with three of the eight universities in 

Barcelona and with 4 relevant universities in the United States.  

 

2.5 Value Proposition 

Our main value proposition is providing reliable and structured guidance to help American students 

obtain their Spanish student visas at an affordable and transparent price. This is very convenient for 

the customers as they save both money and time. Additionally we reduce the risk of not obtaining the 
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visa. This is of great value for students since the cost of not being able to study is much higher than 

the cost of our service.  

By creating a team that builds up experience with the process and by using large batches of Visa 

applications at the embassies, we will be able to do visa applications in a fast and efficient way. 

Lastly value is created by offering complementary services to make the arrival for students arriving in 

Spain more comfortable.  

 

3 External Analysis 

3.1 Country Analysis of US and Spain 

3.1.1 PESTLE USA 

In order to better understand the macro-economic environment in which we will operate, we did a 

PESTLE analysis focused on factors that could influence our business directly or indirectly. Recently 

US politicians have been encouraging students to study abroad, and social awareness of the 

importance of international experience is rising. Furthermore, the tuition fees in the US are constantly 

rising, which will lead people to consider studying abroad for economic reasons. As the Spanish 

language becomes more important to US society and business, students may begin choosing Spain 

not only for its affordability, but also for the Spanish language practice. Another good reason to 

choose Spain apart from the lower tuition costs would be the language as demographically Spanish 

will become more important in US society and business. To know whether our business model could 

work we analyzed the internet and postal infrastructure, which are both excellent. To start a limited 

company in Washington D.C. is quite easy, which is partly because of the political support for 

international founders. We also have to consider that US consumers are increasingly aware of the 

environment, which might make it advisable to use carbon-neutral postage. Our product will perfectly 

fit in the recent social trend of convenience among Americans, especially students.   

 

Figure 1. PESTLE USA 

Political analysis 

 Strong political support for studying abroad: Senate resolution 

declaring 2006 to the “year of studying abroad” is demanding 

better support for Americans to study abroad  (The library of 

congress, 2005) 

 The government supports students study abroad with scholarships 

and grants (NAFSA) 

 US government to launch study abroad branch, which will enable 

and encourage more students to study abroad (Custer, 2015) 

 Political support for international founders in Washington by 

providing cheap office space and initial funding (DC.gov, 2015) 

Technical 

 Highly developed internet 

infrastructure, which is a necessity for 

our service (Forbes, 2014) 

 Postal system ranked number 1 in the 

world and the US have efficient 

express delivery (FedEx), which will 

allow for the efficient handling of our 

business (Keating, 2013) 

Economic 

 Costs for higher education are skyrocketing with total student debt 

over $ 160 billion (Lorin, 2014), which makes studying 

internationally in Spain more attractive 

 Wide gap in wealth and income distribution, which makes 

studying abroad even more attractive for many students 

(Matthews, 2014) 

 

Legal 

 Quite easy to start a company (Doing 

Business, 2015)  

 The limited company is an easy way 

to avoid full risk regarding 

bankruptcy (Fishman, 2014) 

 

Social 

 Rising awareness for importance of international experience 

(AASCU) 

 American students are getting more attracted to Europe (Noack, 

2014)  

 Rising number of Spanish speakers in the US (40 million by 2020) 

will make Spain more attractive (Lopez & Gonzales-Barrera, 

2013) 

Environmental 

 Very large country with 50 states, 

many of which are not so populated 

(could be a problem to offer equally 

good service there) 

 Increasing awareness of 

environmental issues (We should 

consider using ecofriendly shipping, 



4 

 

 American students are very attracted to convenience, which makes 

them ideal customers for our product (Farrell, 2015) 

for example with a certificate saying 

that we invest in eco bonds) 

(Wincuinas, 2015) 

 

3.1.2 PESTLE Spain 

In the analysis for Spain, we focused on factors, which would be important to consider when starting 

and running a subsidiary there and what the conditions for exchange students are like. First of all 

there is a higher political interest in getting founders and interesting events to the city, which makes 

Barcelona the ideal hub for networking. The startup costs are quite low and the rent is cheap for small 

companies. In general, Barcelona ranked eights among the top cities to invest in Europe.  For our 

clients it will be important that Barcelona has a growing number of good English speaking studying 

programs and that many people in the city also speak English. Additionally the clients will be 

attracted to the great cultural offers, which make Barcelona one of the most attractive tourist 

destination in the world.  

Considering legal factors, it is important to note that the visa application is quite complicated and the 

process is not done once the student is in Spain as many need a NIE and might have to renew it.  

Figure 2. PESTLE Spain 

Political analysis 

 Political support for starting a company in Barcelona (cheap rent 

for small companies, etc.) (Barcelonactiva, 2014) 

 Political movements against tourism in Barcelona; it is unlikely 

that this will spread to international students but the situation has 

to be monitored (Kassam, 2015) 

 

Technical 

 Barcelona has a very good 

infrastructure both for transportation 

and internet (DAFE, 2012) 

 Many fairs of startups and technical 

companies offer opportunities to 

network and find new partners 

(Garcia, 2014) 

  

Economic 

 The economic crisis had a drastic impact on the economic 

situation of Spanish universities. The government cut spending in 

all areas of education but especially on the level of universities. 

(Education in Crisis, 2015) In order to replace those lost funds 

many universities have increasingly started English speaking 

programs to attract foreign students. (Mastersportal, 2015) The 

tuition for those is higher than for regular programs but much 

lower than for example in the US.  

 Barcelona ranked eighth among the top cities to invest in Europe 

(ACCIO, 2015) 

 

Legal 

 Relatively easy and cheap to set up a 

subsidiary in Barcelona. This 

subsidiary could have limited 

liabilities: (Catalonia Trade & Invest, 

2014) 

 Complicated to get the visa and also 

very complicated to get the NIE 

renewed once in Spain; people 

without strong Spanish skills will find 

it difficult (see Appendix I) 

 

Social  

 Over forty percent of the population in Barcelona over 15 speaks 

English (Idescat, 2014) 

 People in Barcelona are quite cosmopolitan and open for 

exchange students (Astarloa, 2015) 

Environmental 

 Barcelona has a warm climate and is 

one of the most attractive tourist 

destination (CNTraveler, 2014) 

 Barcelona has very attractive English 

speaking studying programs (Niesen, 

2014) 

3.1.3 Cage and Hofstede Country Comparisons 

Since we are operating in both Spain and the US we have utilized the CAGE and Hofstede models. 

This is a way for our team members to fully grasp the differences between the two countries in a 

concrete way, and we can use these findings to guide our strategy as well as our customer 

interactions. Please see Appendix II and III for the full analyses. 

CAGE (CIA, 2015) and Hofstede Comparison (The Hofstede Center) 
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Figure 3. CAGE and Hofstede 

 

As seen in both analyses, the US and Spain have quite a large distance between them when 

considering cultural, administrative, geographic, and economic factors. Culturally, the two countries 

are very different, and this will have a huge impact on our business. The different languages and 

social norms are both part of the attraction that Americans have for Spain, but also part of the reason 

our service is so necessary (especially once the students have arrived from Spain and need 

assistance). Additionally, the high individualism of Americans influences the large and increasing 

number of students who seek independence and personal growth through study abroad experiences. 

The administrative distance is also critical to our business model because, without it, the need for a 

visa would probably not exist. Additionally, the economic distance due to Spain being a smaller 

economic power makes living in Spain more affordable for Americans, adding to its appeal as a study 

abroad destination. 

3.2 Market Analysis 

3.2.1 USA – Higher Education and Study Abroad 

In the US, studying abroad has been 

steadily increasing for over a decade at an 

average annual growth rate of 5.24% from 

2003 to 2013 (IIE, 2014).  

We believe that the growth rate of 

Americans enrolling in universities abroad 

is likely to continue increasing at an 

estimated rate of 4% per year. This 

estimation is lower than the 10 year 

average growth rate in order to avoid being 

overly optimistic. 

There are a number of factors contributing 

to the increase in Americans studying 

abroad: 

Source: Own graph based on 

IIE Open Doors Report 2014 

Figure 4. Growth 

of Americans 

studying abroad 
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Figure 5. Cost of university and tuition 

First, the cost of higher education in the US is the second most expensive in the world and continues 

to grow. When accounting for both cost of living as well as tuition, the average annual cost for a 

student in the US in 2013 was $35,705 compared to only $7,006 in Spain, the second most affordable 

country (Brazil, 2013).  

When considering tuition fees alone, the average annual cost in the US in 2013 was $23,872, which is 

nearly 24 times higher than Spain’s average cost of $1,002 (U.S. Department of Education, 2015) 

(Brazil, 2013). The astoundingly high costs of American universities continue to rise and have 

resulted in a total student loan debt of $1 trillion with two-thirds of students graduating from US 

colleges and universities in debt (Denhart, 2013). We predict that a growing number of American 

students will begin looking abroad for more affordable education opportunities, and Spain is one of 

the most affordable options available. 

Besides the financial benefits of studying at foreign universities, it has become increasingly important 

for students to have international experience in order to more easily enter the global workforce. 

American multinational and domestic companies value employees who have experience with cultural 

diversity and knowledge of a second language. Both of these crucial resume builders can be obtained 

through an international education, and thus are influencing the increase in US students studying 

abroad.   

Regarding foreign language, Spanish is especially 

important in the American market. With 37 million 

native Spanish speakers living in the US, it is useful for 

workers within all industries to be able to communicate 

in Spanish. Living in a Spanish-speaking country is a 

very effective way to learn the language, which is why 

it is no surprise that Spain is the third most popular 

destination for American students (IIE, 2014). The 

growing importance of international experience and 

bilingualism is a factor that has influenced the rise in 

American students going abroad, and it will continue to 

do so in the future.    

Finally, there has been a rapid increase in English-

language master’s programs abroad in recent years; for 

instance, in 2007, Spain had only 8 English language programs, and as of 2013 it had 373 – that is a 

4,562% increase. The purpose of these English-language programs is to attract foreign students, and it 

is certainly working with Americans. The number of Americans fully enrolled in master’s programs 

abroad has grown from 7,003 (3.4% of total American students abroad) in 2004 to 24,310 (8.4% of 

total American students abroad) in 2013 (Institute of International Education, 2014). We believe that 

Source: Own graph based on HSBC 2013 Report Source: Own graph based on U.S. Department of Education, 2015 

Figure 6. Increasing amount of US students abroad 
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as Americans’ awareness of more affordable English-language programs abroad grows, so will their 

participation in those programs. 

Given the large and growing number of Americans studying abroad, their purchasing power, their 

cultural affinity for convenient services, and the fact that we have an American on our team, we 

established that we wanted to cater to US students. 

3.2.2 Spain – Attractive Market 
Once we identified Americans as our target customers, we needed to ensure that Spain was the right 

option for our visa service. We knew of many Americans who struggled with the Spanish student visa 

application process, but in order to be sure it was a strong starting point for our business, we used a 

weighted scorecard to compare the most popular study abroad destinations for Americans – Spain, the 

UK, Italy, France, China, and Germany. 

Figure 7. Grading scale for the weighted scorecard 

 

Within the scorecard, we assigned weights to seven factors in order to measure the attractiveness of a 

country for our service. We gathered data from the Institute of International Education’s “Open Doors 

Report on International Education Exchange 2014”, the World Bank’s “Doing Business 2015”, 

UNESCO Institute for Statistics, Mastersportal.eu, and embassy webpages to analyze each country 

according to the chosen indicators (See Appendix V for the full analysis).  

Figure 8. Weighted scorecard to choose a country 

 

The weighted scorecard shows that Spain is indeed an attractive market for our business. It is tied 

with France for the most difficult visa application process, which we judged based on processing 

time, translation requirements, number of documents needed, the existence of clear and consistent 

guidelines among consulates, whether there is an expediting service, and if it is possible to apply 

from the destination country. As a team, we are also the most culturally connected with Spain due to 

our experience living there and having business level proficiency in Spanish. Additionally, Spain is 

the third most popular study abroad destination for Americans, and its rapidly growing English 

language master’s programs will likely increase its attractiveness for Americans. 

 

  

Weight Factors 1 2 3 4 5 6 7 8 9 10

5%

US Students Pursuing 

Full Degrees 0-500 501-1k 1001-2k 2001-3k 3001-4k 4001-5k 5001-6k 6001-7k 7001-8k > 8001

10% Ease of Doing Business 91-100 81-90 71-80 61-70 51-60 41-50 31-40 21-30 11-20 1-10

10%

10 yr Growth of 

Americans Studying 

Abroad 0-10% 10.1%-20% 20.1%-30% 30.1%-40% 40.1%-50% 50.1%-60% 60.1%-70% 70.1%-80% 80.1%-90% > 90.1%

10%

English Language 

Master's Programs 0-100 101-200 201-300 301-400 401-500 501-600 601-700 701-800 801-900 > 901

15%

Americans Studying 

Abroad 0-4k 4001-8k 8001-12k 12001-16k 16001-20k 20001-24k 24001-28k 28001-32k 32001-36k 36001-40k

20%

Cultural 

Connection/Experience 

of Founders

30%

Ease of Obtaining the 

Student Visa

Use the grades based on living experience and knowledge of language (see appendix)

Use the grades given in the analysis of the student visa appication process (see appendix)

US Students 

Pursuing 

Full Degrees

Ease of 

Doing 

Business

10 yr Growth 

of Americans 

Studying 

Abroad

English Language 

Master's 

Programs

Americans 

Studying 

Abroad

Cultural 

Connection 

of Founders

Ease of 

Obtaining the 

Student Visa

Overall 

Grade

United Kingdom 10 10 2 10 10 7 1 5.9

Italy 1 5 6 4 8 1 6 4.75

Spain 3 7 4 4 7 10 7 6.8

France 5 7 4 5 5 1 7 4.9

China 4 2 10 5 4 1 2 3.3

Germany 5 9 8 8 3 8 4 6

Weight 0.05 0.1 0.1 0.1 0.15 0.2 0.3
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3.2.3 Market Size and Growth 

We estimate our initial market size to currently be 10,704 students in Spain, with 5,352 of those 

studying in Barcelona. Our forecast projects a 2% 

growth annually. 

To estimate our market size and growth, we relied 

heavily on data retrieved from the Institute of 

International Education’s “Open Doors Report on 

International Education.” We began with the number 

of Americans studying abroad each year. After 

analyzing the student profile data, we were then able 

to estimate how many of those Americans were 

studying for longer than 3 months (Institute of 

International Education, 2014). Next, we estimated 

how many of those students would be studying in 

Spain, and thus need a student visa, based on the fact that 9% of Americans choose Spain as a study 

abroad destination (IIE, 2014). Then, based on the fact that Barcelona is the most popular study abroad 

destination within Spain, and is the only Spanish city within the top 10 study abroad cities, we estimated 

that half of the students studying in Spain would be in Barcelona (Huffington Post, 2011). We then 

calculated an average yearly growth rate for the number of students studying abroad that require visas 

and used this to forecast the number of Americans coming to Spain, as well as Barcelona specifically, 

through 2020. (See appendix V for the data used). 

Figure 10. Market size and forecast 

 

 

3.2.4 Student Visa Requirements 
Taking a closer look at the Spanish student visa application process for Americans shows that it is a 

complicated ordeal, which is ideal for our business model. 

There are eight consulates, and students are only allowed to apply to their state’s assigned consulate. 

Each consulate can have different requirements for the applicants, but their online guidelines are 

unclear and confusing. For instance, Miami asks for proof of health insurance for the entire length of 

the program, but the typical length of an international health insurance plan for students is maximum 

one year, so this requirement seems extremely difficult for students to fulfill (in reality, a year’s 

worth of health insurance is enough, but this is stated nowhere). This is especially a problem for 

students whose consulates serve a large number of students from many states and have no extra staff 

to answer questions via the phone or email.  These students have to spend time and money to travel to 

the consulate for their appointment without being sure that they properly completed the application 

form and have all necessary documents. Since the waiting time to get an appointment can exceed 2 

months, this is a stressful situation and carries high risk for the student. 

Figure 9. Students with a longer stay 
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Depending on the student’s situation and assigned consulate, there are 10-15 documents that he or she 

must bring to the visa application appointment. Many of the documents are not straightforward or 

very easy to obtain, such as the proof of financial means or accommodation (See Appendix IV for an 

overview of the requirements). 

The table below summarizes the main discrepancies among the different consulates. 

Figure 11. Comparison of the requirements of different consulates 

 

The high number of documents required, the frequent changes in regulations, variation among 

consulates, and lack of transparency and availability to answer questions make Spain’s application 

process difficult for students to handle on their own, which is why we believe there will be a 

willingness to pay for our service. 

3.2.5 Foreign National Identification Application 

Additionally, we estimate that there are 1,550 Americans studying in Spain for more than 6 months, 

and expect this to grow by 11% annually (See Appendix XIV for calculations). Those students need 

to register on the Central Register for Foreigners by applying for a Foreign National Identification 

(NIE) and acquiring the Foreign National Identification Card (TIE). This is a tedious, multi-step 

process that is extremely difficult without some knowledge of the Spanish language. The student 

must bring 8 original documents and photocopies to their NIE application appointment, one of which 

is a census document that requires a separate registration of its own at one of Spain’s Citizens Advice 

Offices (See Appendix VI for full requirements). 

3.2.6 Foreign National Identification Renewal 

Students whose NIEs expire before the end of their studies must apply for a renewal of their NIE and 

TIE; this process is more complicated than the original application. The NIE can only be renewed for 

periods of 3 months or more and the process of renewal should begin up to 60 days before the 

expiration (there is up to a 500€ for late renewal). There are numerous steps to the renewal process, 

which takes between 2 and 3 months to complete (See appendix VII for full list of requirements). 

Step 1: Application for renewal (8-10 documents needed) 

Step 2: Acceptance of application 

Step 3: Appointment at the Immigration office, after your original NIE expired (5 documents needed) 

Step 4: Collection of the TIE card (available 30-45 days after appointment) 

 

3.2.7 Traveling with an Expired Visa or NIE: Permit to Return Application 

Students who wish to travel, or are required to by a school trip for instance, will need to apply for a 

return permit if their visa or NIE has expired. Even if a student has applied for a NIE or renewed TIE 

Consulate Jurisdiction

Appt. 

Necessary Spanish Translation

Passport Valid 

for…

Proof of 

Financial 

Means Visa Fee

Processing 

Time

Boston
Maine, Massachusetts, New Hampshire, Rhode 

Island, Vermont
Yes

Absence of police 

record only

length of study in 

Spain
$1000/month

Money 

order
4 – 6 weeks

Chicago

Illinois, Indiana, Iowa, Kansas, Kentucky, Michigan, 

Minnesota, Missouri, Nebraska, North Dakota, 

Ohio, South Dakota, Wisconsin

Yes No
minimum of 1 

year

532€/month (or 

equivalent in 

USD)

Money 

order

4 weeks + 

10 days 

mail 

delivery

Houston
Alabama, Arkansas, Louisiana, Mississippi, New 

Mexico, Oklahoma, Tennessee, Texas
Yes No

minimum of 6 

months after 

departure date

$800/month
Cash or 

money order
4 weeks

Los 

Angeles
Southern California, Arizona, Colorado or Utah. Yes

Absence of police 

record only

length of study in 

Spain
1500€/month

Money 

order
4 weeks

Miami Florida, Georgia and South Carolina Yes

Admission Certificate, 

health certificate, 

absence of police 

record

minimum of 6 

months

Does not 

specify

Money 

order
4 weeks

New York
New York, New Jersey, Connecticut, Pennsylvania 

and Delaware
No No

length of study in 

Spain
$700/month

Money 

order
2 – 4 weeks

San 

Francisco

Alaska, Hawaii, Idaho, Montana, Nevada, Oregon, 

Washington, Wyoming, Pacífic territories and 

Northern California

Yes No

minimum of 6 

months after 

departure date

$800/month
Cash or 

money order
4 weeks

Washington 

D.C.

Maryland, Virginia, West Virginia, District of 

Columbia and North Carolina
No No

length of study in 

Spain
$1000/month Cash 6 weeks
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and is waiting to receive it, he or she still needs to apply for a return permit. This requires making an 

appointment and bringing 6 documents, including the acceptance of the student’s TIE application and 

photocopy of his or her flight ticket (See appendix VII for full list of requirements) 

 

Given the fact that the NIE/TIE application, renewal, and permit to return are all, on the one hand, 

difficult for American students to handle on their own, and on the other, highly standardized 

processes, they provide an opportunity for us to offer ongoing services to our students even after they 

have received their visas.  

  

3.3 Industry Analysis 

3.3.1 Competitors  

For the industry analysis we have to look at two industries as we combine a legal service with the 

studying abroad industry. When looking at the other players in the market for international students 

and visa services (figure 12) it becomes clear that we will position ourselves in a very specific spot. 

Although certain companies provide services for living and studying abroad and others focus on other 

types of visas, none specialize in student visas.  

Figure 12. Competitor analysis 

 

Many tuition package providers such as ISA, CIEE, and BarcelonaSAE offer complete packages that 

include tuition, housing, and insurance, among other services. These packages however, do not 

include visa services or help with legal processes once in Spain. Since we can share their customers 

and offer a complementary, rather than competitive, service, these tuition package providers could be 

ideal partners.  

The law firms shown in the matrix could compete with us since they would also offer specific support 

with the visa process. We will, however, be narrowly focused on students, which will help us to 

position ourselves as specialists. Additionally we differentiate ourselves by offering fixed prices 

instead of hourly rates. This will make us more attractive in comparison to lawyers who have less 

transparent pricing, which often times makes customers feel cheated because they do not know 

exactly how their money is being used (Rose, 2013) (See Appendix XVII for Reviews). 

In addition to the general discontent about the non-transparent fees, GlobalVisas is widely accused of 

being a scam. There are numerous complaints online with people claiming the company promised 

them visas and never delivered (Scambook, 2012). See Appendix XVIII for an email of Brighter 

Visas, giving one of our team member hope of a new life overseas without receiving any information 

beyond the contact information and the fact that she was interested in a visa. This is not only just bad 

business practice but can be actual fraud and illegal.  Nevertheless, those companies are found first 

when googling visa services. 
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The general dissatisfaction with non-transparency and the fear of fraud could become a problem for 

us as we will have to make sure to not be associated with those companies. Our fixed packages will 

solve the transparency issues, but to convince the customers that we are not a scam we will have to 

take additional measurements. There are certain marketing tools and certificates, which can be used 

to create trust. This is described more in depth in the 4 Ps. However, there are other methods to 

improve a company’s reputation.   

  

3.3.2 Potential Partners 

The process of creating a strong brand image and gaining trust can take a long time, which is why we 

plan on partnering with organizations that already have well-established reputations. We want our 

own brand to benefit from being associated with them, and we are confident we can offer an excellent 

service to these partners and their customers. 

Partnering with universities is key to improving both our reputation and our sales more quickly than 

we could do on our own. Spanish universities could include our service fee in their tuition for 

American students; this would add value to their program offerings and help them to attract more 

Americans, and it would obviously help us reach a larger group of students and improve our brand 

awareness. US universities could recommend our services to their current or former students, and this 

would give us instant credibility. We found through our focus groups that American students identify 

their current and former university advisors as a trusted and reliable source for guidance on these 

issues (See marketing research). Building a strong and trustworthy reputation is a high enough 

priority for us that we would be willing to initially offer our services to our partners’ students at a 

high discount in exchange for a long-term partnership. 

Regarding the above mentioned tuition package providers, we would offer them a lesser discount 

because these relationships would be mainly motivated by driving sales and making profit. They 

could include our services in their packages, and thus be able to offer their customers a more 

complete service while still focusing on their core competence of helping students navigate the 

different study abroad options.  

After analyzing the high prices and extraordinary margins of these companies it became clear that 

they could simply raise their price slightly to include the costs of our service; their customers have 

already demonstrated such a high willingness to pay that it is very unlikely they would notice such an 

incremental price increase (See Appendix XVI for a detailed analysis of the prices of CIEE and ISA). 

In addition to universities and tuition package providers, which we consider key to gaining customers 

and a positive reputation, we will also have a group of partners that will receive customers from us. 

We will recommended these partners’ services to our customers in exchange for a commission. These 

partners include housing agencies, language schools, and scooter rental companies.  

An overview of our partner structure is shown in figure 13.  

Figure 13. Partner analysis 
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4 Strategy 

4.1 SWOT 

Figure 14. SWOT of SimplyVisa 

                       

               

                       

                    Internal  

 

 

   External  

Strengths  

1.      Uniqueness and 

usefulness of the service 

2.      Dedicated, educated 

and enthusiastic 

international team 

3.       Strong network 

consisting of universities 

and professionals. 

4.       Bilingual 

knowledge in the team 

5.      Connections in both 

the US and Barcelona 

Weaknesses  

1.      No brand awareness  

2·      Limited legal 

knowledge/experience 

3.       No former 

experience with setting up a 

business in the team       

4.       Limited capital 

5·       IT needs to be 

outsourced 

Opportunities  

1·       Unsaturated market 

2·       Growing number of 

American students studying 

abroad (see Appendix)·       

3.        Studying in Spain is 

much cheaper than in the 

United States 

4.        Entering new student 

markets (China, Latin America 

and Russia) 

5·       Expanding to other 

services, housing, insurance, 

public transportation, etc. 

6·       Receiving support from 

the Spanish and or U.S 

government 

   SO strategies  

Promoting studying in 

Spain by focusing on the 

significant lower tuition 

fees (7,096 in Spain and 

35,705 in the US on 

average), “study cheap in 

Spain and we will make it 

easy to get there”  

Establish partnership 

agreements with American 

governmental institutions 

promoting studying abroad 

such as GSA (Generation 

Study Abroad) 

WO strategies 

Actively promote our 

company on student fairs in 

America as well as relevant 

student sites 

Hire a legal consultant for a 

short period in order to 

acquire legal knowledge 

When knowledge and 

experience is developed in 

setting up a visa business, 

use this to enter new 

markets 

                 Threats 

1·       Loosening of Visa 

requirements for American 

students 

2.     The poor reputation of visa 

companies in the market 

3·      New competitors entering 

the market 

4·       Larger cuts in 

government spending on 

education in Spain 

5·       Increase in different 

consulate restrictions→ 

difficulties to comply with all 

requirements 

ST strategies  

Adding extra value to our 

service next to the visa, for 

example by offering 

support and guidance 

when the students arrive in 

Spain  

 

Focus on creating a 

trustworthy brand image 

through partnerships with 

universities 

WT strategies 

Develop strong 

partnerships with study 

abroad agencies and 

universities in Barcelona in 

order to higher the barrier 

for competitors that enter 

the market. 

Continuously analyze the 

American and Spanish 

governmental environment 

to be able to adapt to 

possible threats 

As shown in the SWOT, we will have to apply various strategies to benefit from strengths and 

opportunities while mitigating threats and weaknesses. These strategies will enable us to combine the 

positive and negative aspects of our business and to achieve our objectives. 
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4.2 Stakeholder Analysis 

                                                                                                                                    Figure 15. Stakeholder of SimplyVisa 

To clearly identify and show how to manage our 

stakeholders identified through the external 

analysis and SWOT we used the power/interest 

grid (Eden & Ackermann, 1998). Through our 

stakeholder analysis we have found that it is of 

great importance to fulfill the demands of the 

Spanish embassies in the US and the Municipal 

government in Barcelona. In addition American 

students, companies offering services for 

international students, study abroad agencies and 

universities in Barcelona are considered to be key 

stakeholders and should be the main focus of our 

business. As we identified in the SWOT we should 

aim to develop partnerships with various 

stakeholders in this group.  

 

4.3 Activity Map 

When developing our strategic plan, we felt it was crucial to show how our activities fit together in a 

system that provides differentiation and sustainable competitive advantage. In the case of our visa 

service, our overall objective of providing American students with reliable and easily accessible 

Spanish student visa information is achieved through a strategic system of tightly fitting and related 

activities. We identified five key strategic themes that connect these activities and relate to our 

overall strategy: high quality customer service, reliable information, low prices, convenience, and 

high social value. Given the repetitive nature of the service we offer, we will have highly 

standardized procedures that will help us to optimize efficiency. We are able to achieve fit among our 

activities because of their related nature, but also because of the trade-offs we have made by 

narrowing our focus to student visas for American students wanting to study in Barcelona. That is a 

very narrow service offering compared to the possibility of serving other nationalities with other visa 

categories in other countries besides Spain. Additionally, we will not initially focus on other services 

related to studying abroad, such as housing and international health insurance, but instead will rely on 

partners. 

These trade-

offs allow us 

to have a very 

tight fit among 

our activities, 

which deepens 

our strategic 

advantage.  

 

 

 

 

 

 
Figure 16. Activity map of SimplyVisa 
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Show considerations 
 

Municipal government in 
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5 International Marketing Plan 

Our international marketing plan consists of four parts. First, we present the results of our marketing 

research activities. Based on the outcomes we identify our target segment, and lastly, we present the 

7P’s of our B2C marketing activities. Apart we present our strategy towards our B2B customers. 

 

5.1 Marketing Research 

5.1.1 Focus group summary  

In order to further develop our business idea we used a common qualitative research tool, which is 

the focus group. We found a homogenous group where all members were students and from the US. 

In total we held 2 focus groups, the first involved 8 participants and the second one had 9 

participants.  

Both focus group discussions about the visa application confirmed that students face a large number 

of problems during the process. The students shared complaints about the slow process, the poor 

communication and availability of the consulate and, consequently, the high uncertainty about the 

correctness of the documents. Moreover, we discovered that some students ended up with an 

extremely overpriced contract for housing. Many possible solutions to this problem were identified; 

one student even mentioned the possibility of a service company that would intermediates between 

the official consulates and the students. In addition they suggested that this company should be in 

close contact with the US universities since the majority of students start their research process with 

requesting information from their current or former university. They also discussed the issue of trust 

and what it would take for them to trust a company with the personal details involved in the 

application. They insisted that they would trust a company suggested to them by their universities, 

and some also claimed that locating the company in the US would further increase trust. Most 

students indicated that their parents would be willing to finance such a service as it would give them 

some peace of mind. Moreover, some students mentioned that they would be interested in additional 

services such as housing, language classes or insurance. Furthermore students mentioned that they 

would trust an American company more than a Spanish one and that support regarding the NIE would 

be very helpful. In summary, it can be said that all participants faced various problems and would be 

willing to use such a service (see Appendix XX).  

 

5.1.2 Poll Results 

In the next step we took the findings of the focus group and created a poll for our quantitative 

research. In total we obtained 117 responses and found that the most, 87.2%, are willing to pay for a 

visa service (see Appendix XVIV).  

Figure 17. Willingness to pay 

 

As can be seen in the graph above, more than 60% of the participants are willing to pay more than 

$100 for a Visa Service. Furthermore, another 28% of responses would pay more than $300. In 

conclusion, the majority of the students would have paid enough money for our service that we could 
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operate with a positive margin. Furthermore, we found that we should consider more packages with 

different price ranges for our business. 

5.2 Segmentation Strategy  

Based on the results of our marketing research and the external analysis we have identified our target 

market. We identified students who do their bachelor studies in the USA but want to go abroad for at 

least more than 3 month and undergraduates, who want to do their masters or PHD abroad as the most 

suitable profile. (See Appendix XXII). In terms of geographic segmentation, we will focus mostly on 

the students in the area between Washington D.C. and New York (see Appendix XXI). However, we 

want to aim our marketing efforts at all students who are willing to pay for a visa service when going 

abroad. 

5.3 Marketing Mix  

5.3.1 Product Strategy 
Figure 18. Products of SimplyVisa 

 

Based on the results of our quantitative and qualitative marketing research including surveys and 2 

focus groups we discovered the potential for various products including different services. Therefore 

we have developed 5 distinct packages in order to serve the different needs and desires of our 

customers. In addition to our visa guidance, we will offer complementary services provided by our 

partners through which we will earn a commission. 

Tier 1 (Basic): Students submit the paperwork they have completed, and we provide feedback on 

whether the application is complete. If it is not, we provide them with a consulting session, in which 

we advise them on what needs to be done for a complete application. 

Tier 2 (Bronze): We will help the student to fill in the documents via email, have the documents 

translated and notarized, draft their letter of financial means, etc.  In this tier we only focus on the 

documents and do not include any external services.  

Tier 3 (Silver): We work closely with the student throughout the entire process leading up to the 

visa. The students have 2 hours of live Skype sessions to fill out the application, have the documents 

translated and notarized, organize health insurance, draft their letter of financial means, etc. This tier 

is the all-inclusive package to get to Spain. 

Tier 4 (Gold): We deliver all services provided for silver + provide assistance once they are in 

Barcelona. In addition to helping with the NIE application and renewal, we connect students with our 

local partners that will offer services such as apartment rentals, wifi contracts, and opening a bank 

account at a high discount. 

Tier 5 (Platinum): We deliver all services provided for gold + services for getting settled in 

Barcelona. In this we include finding an accommodation by paying a partner, helping to find a phone 

and internet provider and providing recommendations for the first weeks.  

In terms of warranties, if the visa is still not obtained 90 days after the customer purchased the service 

or if the student did not receive her visa due to a mistake of SimplyVisa, we will return the full 

payment to the customer. If the customer did not provide necessary or factual information, the fee 

will not be repaid. Figure 19 illustrates the differences in packages 
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Figure 19. Product Tiers 

Package Tier 1 

Basic $149 

Tier 2 

Bronze $359 

Tier 3 

Silver $699 

Tier 4 

Gold $989 

Tier 5 Platinum 

$1199 

Documents check      

Assistance in filling in      
Translating and 

notarizing documents      
Draft letter of financial 

means      

Live Skype assistance      

Health insurance      
N.I.E. application and 

renewal      
Receive a discount with 

local partners      

Getting settled in Spain      
 

In addition to the packages, we offer various individual products for students that do not desire a full 

package or only need one aspect of the service. 

Individual products: 

 Visa application filling in: filling in the application for the visa ($190) 

 Going to consulates for presentation of the visa application documents (on request, as it 

depends if the consulate allows a third party to do this process) 

 Translation and authentication of documents: translation of documents, which is needed for 

certain embassies, and an authentication of documents to make them usable for the visa 

application ($200) 

 Health insurance ($350/year) 

 NIE service in Spain, once students arrive in Spain we will get in touch with them, organize 

their appointment and accompany them to the police station to pick up the NIE ($300) 

 4 cultural day trips in the area including food: These trips will be in and around Barcelona 

and explore the Spanish/Catalan culture, in addition a lunch with local dishes is included 

($400) 

 Mobility/Online service: organizing a phone contract and wifi ($100) 

 Getting settled in Spain package: including legal advice on apartment (without rent), mobile 

phone, internet contract, NIE ($399) 

 Legal advice in Spain: this is regarding contracts and bank contracts ($100/hour) 

 Language class: paid per semester (4 hours a week for 8 weeks) ($850/semester)  
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5.3.2 Pricing Strategy 

We created the prices for our packages based on the results of our poll, focus group, and external 

research, as well as by looking at the cost of goods sold. 

Figure 20. Pricing Tiers 

Package Tier 1 

Basic 

Tier 2 

Bronze 

Tier 3  

Silver 

Tier 4  

Gold 

Tier 5 

Platinum 

Prices $149 $359 $699 $989 $1199 

Savings $0 $31 $41 $51 $140 

 

One can see that our prices vary largely in price due to the different levels of service they provide. 

The tiers are more attractive options than the individual products as they offer savings on the price of 

individual products, which is why we try to persuade customers to purchase the tiers. In addition, we 

chose to increase savings as tiers progressed, thereby making the more expensive packages with a 

higher profit margin more attractive. The individual products are slightly overpriced but still remain 

attractive for customers that desire to purchase only one product.  

 

5.3.3 Promotional Strategy 

Student Fairs 
One of our main methods of promoting our services would be through direct contact with universities 

in the US and Spain.  In the US we would be visiting “study abroad fairs,” (see Appendix VIV) and 

our sales people would discuss potential deal terms with universities. Universities in the US are 

considered to be more of a “service provider” than in Europe, which make this kind of service 

interesting for US universities. In Spain we got in touch with universities that might be interested in 

offering our services to their American students coming to Spain. In the first year we expect to spend 

6,500 US dollars in these promotional activities. 

Our promotional strategy foresees a physical presence at the US universities with the highest number 

of US students studying abroad. We will start our marketing campaign at universities near (or at least 

reachable by a flight under two hours) to our headquarters in Washington D.C.: 

1. New York University with 4,274 students  

2. Michigan State University with 2,514 students  

3. The Ohio State University with 2,255 students  

4. Boston University with 2,134 students 

5. University of Pennsylvania with 2,109 students 

6. George Washington University with 1,170 students 

7. American University with 1,008 students 

(IIE, 2014) 

 

SEO Marketing 
Another big part of our promotional activities will be connected to the Search Engine Optimization 

(SEO) strategy in order to increase the page visits on our website (simply-visa.com). Therefore, we 

plan to invest up to $8,500 alone in the first year for advertisement on Google (Google Ad words), 

Facebook and other important websites in order to reach a high rank in the search results. Moreover, 

one person will be in charge with posting regular blogs, giving updates on the social media channels 

and link building with other web sites. All activities have the aim to increase our user number. The 

SEO Marketing can be tracked very easily regarding its effectiveness through Google Analytics and 

similarweb.com. Both sites track the exact numbers of web traffic on our site, the sources from where 

the users come from and traffic changes through stronger SEO-marketing. Moreover it allows us to 

compare our traffic numbers with possible competitors in order to value our development better. 

http://simply-visa.com/
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Logo 
Our logo is a globe in front of rounded lines, which resembles the “flor de 

Barcelona” design that can be found on the pavements of Barcelona. This subtle 

influence pays homage to our origins. Moreover, the lines around the globe should 

indicate the traveling of students around the world (see Appendix XXVII). We 

chose the blue color for its association with stability and trust, green on the other 

hand has a correspondence with safety and symbolizes growth and development.  

5.3.4 Placement Strategy 

As we offer an online service, our place of contact with our customers is online on our website 

simply-visa.com. Therefore, we developed a professional website which can be seen as a screenshot 

in figure 22. Our main objective was to keep the website as simple and user friendly as possible for 

our potential customers. 

The website is structured into 5 different 

parts. In “Services” one can find a 

simple summary of our entire business 

model with brief explanations about our 

services. In the “Products” section the 

different tiers and individual services are 

listed. This page is crucial since the 

customers will place their order through 

this page. We offer them different 

payment methods in order to facilitate the 

customer’s shopping behavior. 

Moreover, users can find the pages 

“References” and “Our Team”. These 

two sections are important to build up the trust in our service and to give them the opportunity to get 

to know us better. Finally the “Contact” page is important for providing the option to directly contact 

us for any detailed questions. We will be available by phone call, Skype, e-mail and through chat 

programs (See Appendix XXIII). 

In general, we have to ensure that our customers have access to all 

relevant information they need in the correct format. Furthermore, we 

selected an efficient e-commerce technology system in order to provide a 

professional shopping process. As trust from customers in our website is 

a key success factor, we will pay a monthly fee to have the “SSL Secure 

Shopping” license. Figure 23 shows the logo we placed on our website 

for building a visible confidence in the trustful payment system and a 

fast delivery of our service. Any failures in this part may result in very 

negative consequences for our business, which is why we will carefully 

choose our hosting server (see Appendix XI) 

The additional 3 P´s can be found in Appendix XXIV. 

5.3.5 Marketing to Partners 

A critical part of our marketing strategy is the marketing to partners. They will be crucial for our 

revenue stream as some will provide us with new customers and some will receive customers from 

us, from which we will earn a commission. Other partners, such as American universities, will not 

only boost sales, but will help us gain a better brand perception and increase our trustworthiness. We 

will have two (founding) members of our team in DC who will get in touch with the study abroad 

agencies and universities as well as attend study abroad fairs near the area. During those fairs we will 

also represent our Spanish partner universities after agreements are made. The two (founding) team 

members who stay in Spain will engage Spanish universities and companies that provide student 

services, such as accommodation services and language schools. We will contact potential partners 

through email and telephone however this is not always effective in the B2B market. Therefore we 

Figure 22. SimplyVisa Website 

Figure 21. Logo 

Figure 23. Importance of Secure 

Shopping 

http://simply-visa.com/
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will additionally try to make initial contact with relevant persons through business partners, fairs or 

network events. After establishing contact we will set meetings to negotiate the terms for a 

partnerships and possibly engage in a contract. Depending on the main motivation for the partnership 

we will prepare different offers with varying margins. If we, for example, try to recruit a partner like 

UPF, which would be important for not only sales but also credibility, we would offer our service at a 

discount as they could provide us with large batches of customers and improve our standing in the 

eyes of potential customers or new partners (see Appendix VIII for an example of a slide of a 

promotional partner presentation). 

6 Organizational Plan 

6.1 Organizational Structure 

As can be seen in figure 24 our 

organizational structure includes 7 

team members in the first years, but 

this excludes the legal consultant that 

will be hired for the first 6 months of 

the 1st year. In general, hierarchies 

will be flat and important decisions 

will require consensus among all 

four founders independent of the 

department. Additionally, depending 

on the workload every manager will 

help out in the daily operations 

wherever it is necessary. One critical 

point will be the physical separation 

between the four managers, since 

Nico Broersen and Stefan Weyrich 

will work from the office in Barcelona and Kai Niehues and Hannah Scott in Washington D.C. This 

means we will need well-structured coordination between the 2 teams, and thus, we will hold daily 

Skype sessions.  

  

6.2 HR Policies  

We developed several HR polices to ensure a productive environment within the company. 

Recruiting 

In the first year we will recruit a legal consultant for the first 6 months. In the second year we are 

planning to hire staff for 3 positions: Two interns and one online marketing manager. Our recruiting 

process contains the sourcing of possible candidates through universities, online networks and 

referrals. We have a unique opportunity of being surrounded by Washington D.C. universities where 

many of the students seek internships related to international relations, and thus would most likely be 

interested in working with us. In the case of the online marketing manager we may consider paying 

for a job ad on a well-known job board or recruit one of the interns for the position. The right 

selection process will be crucial to finding the most talented person. Therefore, besides a CV check, 

we will base our selection on phone interviews, personal meetings and a practical test. 

Training and Development 

The most important knowledge we have to develop refers to all possible legal questions regarding the 

visa application. We will organize training sessions with our legal consultant in the first 6 months in 

order to develop knowledge and expertise in the application process. In addition, we will develop 

manuals throughout our experience and sessions with legal consultants to efficiently deal with various 

scenarios in the visa application process. Moreover, we will need a training about the do’s and don’ts 

as customer service representatives.  

Figure 24. 

Organizational 

Structure 



20 

 

Salaries 

The payment structure of SimplyVisa will be kept transparent. The four founders agreed on working 

with a starting salary of 500 US dollars a month in the first year, this is low as we try to reduce 

operational expenses. This amount raises every year until 1500 US dollars a month in the fifth year, 

this is still low; however, the founders are compensated through dividend payments. The legal 

consultant receives 2,500 US dollars a month for his six months of employment. The online 

marketing manager will be compensated with 1,250 US dollars a month and will start in the second 

year. His income also steadily increases in the next years. The interns will receive a monthly 

compensation of 300 US dollars, which covers their accommodation.  

 

6.3 Operational Plan 

Before starting our operational activities we will register our company in Washington D.C. as a 

Limited Liability partnership (LLP). We chose this organizational form because the partners are 

allowed to take an active role in management, and, in addition, they have limited liabilities. 

Furthermore we will select an office space in D.C. and in Spain as well as purchase office equipment 

(The identified costs can be found in Appendix XXXVII).  

We chose Washington D.C. for our home office after analyzing the geographic distribution of 

students based on their assigned consulate. Through this analysis, we found that both the Spanish 

Embassy in D.C. as well as the New York consulate are easily accessible, and thus with a D.C. office 

we would have access to two of the three most trafficked consulates. 

Figure 25. Geographical analysis 

 
 

Besides office space and equipment expenses, we will pay for the development of a website and for 

installing the needed payment systems such as PayPal. The website will be tested before being 

launched online. In addition, we will approach local potential partners that offer student services in 

Barcelona, such as an accommodation service, to negotiate contracts in which we refer customers that 

will receive a discount while we earn a commission. Moreover, we will contact universities in 

Barcelona and make a proposals to offer our service to the American students they receive at a 

discounted price. We will also do the same for universities in the United States. In the first year we 

will only focus on universities in Washington D.C., New York, and the nearby surrounding area as 

we identified these as having a favorable position for our business activities. This will allow us to 

receive large batches of students, which will lower the cost of the visa application process.  
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Our daily operations can be divided into 5 main activities. First of all, we have to be able to deal with 

all incoming customer requests either related to a sale of a tier or individual product. Our team 

members need to develop knowledge of the visa process in order to assist potential customers in the 

best and most efficient way possible. Therefore, we will request consultation from legal experts at a 

rate that is expected to be highest in the first year and diminishing as employees become more skilled.  

In addition we will hire a legal advisor for the first 6 months to assist us on a daily basis in the initial 

phase of our business.  We will document all our findings in different possible cases in order to 

develop an efficient way to deal with the visa application process in various scenarios. 

Secondly, we will have to develop sales skills. The sales pitch we will train our employees in will be 

aimed at the advantages of our comprehensive tiers. For example if a student contacts us for a simple 

check of the documents we will try to convince him of the advantages of upgrading to a package, 

such as saving time and possibly money by allowing us to fill in the application, translate his 

documents, and create a draft letter of financial means. 

In the third place, there is customer service itself. In this stage our clients have already decided on a 

certain product option and expect guidance. Therefore, we are responsible for responding quickly to 

all issues and for providing them with detailed information about what we need from them to deliver 

our service. It is crucial that we are always available during our office hours from 8:30 – 17:30. 

Moreover, incoming e-mails will be answered within 24 hours. 

In the fourth place, we will conduct marketing activities in order to gain brand awareness. This will 

be done in various ways; one of these is by working on the visibility of the website in search results 

by paying for search engine optimization. In addition, we will hire an online marketing manager in 

the second year who will further promote our website and products by creating a high number of links 

with other study abroad related websites and actively promoting our company through social media. 

Lastly, we will promote our company by attending study abroad fairs in the United States. (the 

identified costs can be found in Appendix XXXVII) 

Lastly, we will be constantly in contact with the universities and other possible partners for building 

up long term agreements. As mentioned before, we will concentrate on universities in Barcelona as 

well as the US, the Spanish embassies, study abroad agencies and companies in Barcelona that 

provide student services. (A chart and test of our business model can be found in Appendix XXV) 

 

6.4 Visa Application Process 

In the chart below one can see the visa application process in more detail.  

Figure 26. Process of Application 

 



22 

 

6.5 Milestones 

In figure 27 we show our most important milestones for the coming years. First, it explains the events 

leading up to normal business operations. Once we have completed these milestones we focus on our 

key objectives in the first month, such as creating partnerships and making initial sales. In 2016 we 

concentrate on increasing our website traffic, new university partnerships in Barcelona and the hiring 

of new staff. In 2017 we will boost sales and breakthrough 1000 products sold. Lastly, our goal is to 

reach over 20 partnerships with US universities by 2018. 

Figure 27. Milestones for SimplyVisa 

 

 

7 Financial Plan 

Funding 

The founders of SimplyVisa will provide $20,000 in equity with each founder providing an equal 

amount of $5,000. This will be used to finance the start-up costs as well as to cover the lower revenue 

and higher operational expenses in the first year. To further ensure liquidity and solvency a loan of 

$20,000 will be acquired from an American bank with an estimated interest rate of 6%. This loan will 

be collateralized through the equity provided by founders (see Appendix XXXVII).  

Start-up costs  

The low net income in the first year is caused by several factors related to setting up the business as 

well as a lack of brand awareness. Firstly, initial marketing costs are higher as we try to increase 

brand awareness among American students. This will be done mainly through the attendance of 

student fairs and search engine optimization. Secondly, we will have to acquire legal knowledge, 

therefore we will hire an experienced legal consultant for the first six months in order to learn from 

his knowledge and train our employees accordingly. Lastly, we will invest in office equipment and a 

web page/online shop to sell our products B2C (see Appendix XXXVII). 

Revenue 

Our revenue will be generated through three channels. The most crucial revenue stream for our 

business is the tiered packaging. From number 1 to 5 the tiers increase in price and gross margin but 

also in savings on the individual products; this makes them more attractive for our customers 

(Appendix XXXVII). Secondly we offer individual products for customers that only desire one 

product. Lastly, we generate revenues in the form of commissions by referring our customers to 

partners. On average the tiers represent 76% of our revenue, the individual products 15% and 

commissions 9%. The majority of our revenue will be collected within a month as the customer pays 

directly through PayPal or a credit card company. However, the revenue of commissions is expected 

to be collected every 3 months. 
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Costs 

Similar to many online service companies, our main costs lie in operating expenses instead of in costs 

of sales. Still we have variable costs per unit. These include notarizing documents, purchasing health 

insurance, and paying a partner to find an apartment, mobile phone and internet contract. In addition 

to this we pay an average fee of 2.4% to PayPal and credit card companies on our revenue made on 

tiers and individual products. We also have various operating expenses; the three highest are salaries, 

rent and marketing costs. Salaries are our main costs as the value of our service is created through 

human capital. In addition, we have costs for the development and maintenance of the website and 

office equipment. Furthermore, we will have legal costs as we expect to acquire support and 

knowledge from legal consultants. 

In time these costs will decrease as 

our employees will become more 

skilled in handling legal affairs, 

which will steadily lower our legal 

fees and increase our profitability 

in the long term. (All costs and 

prices can be found in Appendix 

XXXVII) 

 

 

 

 

 

 

8 Financial Projections 

SimplyVisa will generate a net profit of $1,904 in the first year, which will rapidly increase to 

$68,779.37 in the second year, and will continue to do grow, reaching $129,211 in the fifth year. This 

is caused by an expected increase in sales through growing brand awareness as well as an increasing 

number of students coming to Spain (see Appendix XIV). The low net income in the first year is 

caused by several factors related to setting up the business as previously explained in the financial 

plan. Our profitability increases largely from the first to fifth year, as the increase in sales lowers the 

fixed costs per unit. Our profit margin increases from 1.53% in the first year to 34.12% in the fifth 

year.  

 

Cash flow 

While we generate a negative operating cash flow for 6 months in the first year we maintain a 

positive net cash flow throughout the year. This is due to the equity brought in by founders and the 

acquired bank loan. We maintain an increasing positive cash flow throughout the five years reaching 

346,512 in the end of the fifth year, which is when 50,000 in dividends are paid out to founders (see 

Appendix XXXIV).  
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Figure 28. Financial Data I 

Cash flow stament summary 2015 2016 2017 2018 2019

CF from Operating Activities -$152.54 $68,935.73 $91,873.67 $104,763.28 $132,092.17

CF from Investing Activities -10.000,00 $      -1.500,00 $         -1.500,00 $     -1.500,00 $     -6.500,00 $        

CF from Financing Activities 40.000,00$       -$                   -$                -20.000,00 $   -50.000,00 $      

 Increase (decrease) in Cash  $29,847.46  $67,435.73  $90,373.67  $83,263.28  $75,592.17 

Final Cash Balance $29,847.46 $97,283.19 $187,656.86 $270,920.13 $346,512.31

Figure 29. Financial Data II 
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Scenario analysis  

In our most likely scenario, we expect a market penetration of 4.4% in the first year that increases up 

to 12.3% in the fifth year. Through our poll we found that 87% of American students would be 

interested in a visa, thus we think a market penetration of 12.3% in the fifth year is a feasible 

estimate. In the worst case scenario we have a market penetration of 3.3% in the first year and 9.2% 

in the fifth year. Additionally to 25% lower sales in the worst case scenario compared to the neutral 

scenario, we have higher legal fees than expected. In the best case scenario we have a 5.6% 

penetration in the first year which moves up to 15.3% in the fifth year. In this case the legal fees will 

turn out to be relatively lower than in the neutral scenario. As can be seen in figure 30 there are large 

differences in net income. These differences are larger than the difference in quantity of sales, as 

profitability increases rapidly with larger quantities through a relative decrease of fixed costs per unit. 

Furthermore, in our monthly cash flow statement of the scenarios a positive cash account is 

maintained 

throughout the 

year (see 

Appendix 

XXX for 

additional 

information on 

the scenario  

analysis).  

 

 

 

 

 

 

 

 

 

 

Ratio analysis 

As can be seen in figure 31 our debt ratio is high 

in the first year (47%) and decreases to reach 

zero in the fourth year as our loan is paid off. 

Furthermore, our profit margin steadily 

increases as our sales increase. Lastly, our return 

on equity increases largely from year 1 to 2 as 

the value of our shareholders equity is relatively 

low compared to our income. However, it 

decreases hereafter as our retained earnings 

increase largely and thereby our shareholders 

equity. Since dividends of 50,000 are paid out to 

shareholders in the fifth year, this reduces 

retained earnings, and the return on equity 

remains similar to the previous year.  
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Figure 31. Financial Data IV 
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9 Conclusion and Outlook 

We have identified a strong need for our services and found a feasible business model in the niche 

market of student visas. Our external research shows several factors that benefit our business. For 

instance, US students face much higher tuition fees than in Spain, studying abroad has become more 

important, and the number of US students has been steadily increasing in the last decade. Moreover, 

the number of English-language master’s programs has skyrocketed in the last 8 years in Spain. This 

has resulted in an increase of American students in Spain. 

In addition, we identified a niche market within the industries of student agencies and visa agencies. 

Our main competitive advantage is that no other company is combining these two businesses, which 

allows us a differentiated position compared to the rest. Furthermore, our marketing research resulted 

in very positive feedback from both students as well as various universities that indicated they would 

be interested in partnering with us. This would allow us to capture students at the initial stages of 

their research concerning visa issues. Additionally, based on our financial analysis, one can see that 

we generate increasingly positive results, and this healthy growth does not require a high initial 

investment. Furthermore, through our operations we will have generated retained earnings of 

$346,512, which can be used for investments in expansion. 

Our business model offers various expansion opportunities. Firstly, we could expand to other 

products, such as accommodation, mobile contract, scooter rentals, travel packages or language 

classes. Currently we are offering additional products and services through partners and receive a 

commission for this; however, as we gain the trust of our customers through the visa application 

process we could begin selling them additional products. One of the more lucrative services in which 

opportunities will be explored in the future is an accommodation service since it provides high 

margins and would make our packages more complete. Furthermore, we could explore other services 

such as organizing trips (which are now offered through partners). These trips could offer high 

margins and do not require much experience or expertise. By adding services we will be able to offer 

American students packages that prepare them completely for their stay in Spain.  

Besides expanding to other services we also have expansion opportunities in other popular study 

abroad destinations. After we have developed knowledge and experience in the visa market and 

increased our brand awareness, we will be in a good position to export our business. This could be 

within Spain or to other locations such as Germany and the UK, which we determined to be the 

second and third most attractive markets for a visa service for American students (figure 8).  

Our findings show that a visa service for American students coming to Spain has all the factors 

needed to create a successful business. Through our business plan consisting of our market, industry 

and internal analysis we will be able to benefit optimally from the opportunities that lie ahead.
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Appendices 

 

Appendix I, Spain & US analysis  

Spain Key Facts, as of May 2015 

Population 46,62 million (2013 World Bank) 

Area 504,645 sq km     

Form of government Democracy. Parliamentary government under a constitutional monarchy   

GDP 1,393  trillion USD (2013 World Bank)     

PPP 33.711 USD per capita (2014 World Bank)     

Currency Euro     

Official Language Spanish (Autonomous Communities have their own official languages) 

Business Language Spanish, English 

Other Languages Castilian Spanish (official) 74%, Catalan 17%, Galician 7%, and Basque 2% 

Religion Roman Catholic 94%, other 6% 

 

Capital Madrid 

Main cities Madrid (3m), Barcelona (2m), Valencia (0.8m), Sevilla (0.7m)  

National Holidays 1st January: New Year’s Day, 6th Jan: Epiphany, Mar or April: Good Friday, Oct 12: National 

Day, May 1st: Labor Day, Aug 15: Assumption of Mary, Nov 1st: All saints day, Dec 6th: 

Constitution day, Dec 8th: Immaculate Conception, Dec 25: Christmas Day 

Main Harbors 1 Valencia; 2 Algeciras; 3 Barcelona; 4 Las Palmas; 5 Bilbao 

Main Airports 1 Madrid; 2 Barcelona; 3 Palma de Mallorca; 4 Malaga, 5 Gran Canaria 

Cultural Dimensions PDI IDV MAS UAI LTO IND 

57 51 42 86 48 44 

Time Directness Monochronic    

Comm. Context High Context 

 

US Key Facts, as of May 2015 

Population 318,9 million (2014 World Bank) 

Area 9,629,091 sq. km     

Form of government Democracy. Federal Republic ( 50 states)     

GDP 16,768,100 million USD (2013 World Bank)     

http://en.wikipedia.org/wiki/Monarchy_of_Spain
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PPP 53042 USD per capita (2014 World Bank)     

Currency US dollar     

Official Language English (80%) 

Business Language English 

Other Languages Spanish (12.4%), Other Indo- European (3.7%), Asia and Pacific Islands (3%)  
 

Religion Christian 78.4% (Protestant 51.3%, Catholic 23.9%) Others 4.5% (Jewish 1.7%)  
 

Capital Washington DC 

Main cities New York(8,5m) Los Angeles (3,9m) Chicago (2,7m) Houston (2,2m) 
Philadelphia (1,5m)  

National Holidays Jan 1st;Martin Luther King 3rd Monday in Jan; Presidents day 3rd Monday in 
Jan; Memorial Day Last Monday in May; Independence Day July 4th; Labor Day 
1st Monday in Sep; Columbus Day 2nd Monday on Oct; Nov 11th; Thanksgiving 
Day 4rth Thursday and Friday Nov, Dec 25th  

Main Harbors 1 Los Angeles; 2 Long Beach; 3 New York; 4 Savannah; 5 Oakland ; 6 Norfolk  

Main Airports 1 Atlanta; 2 Chicago; 3 Los Angeles; 4 Dallas, 5 Denver; 6 New York  

Cultural Dimensions PDI IDV MAS UAI LTO IND 

40 91 62 46 26 68 

Time Directness Monochronic    

Comm. Context Low Context 

 

 

Appendix II CAGE 

CAGE: Spain – USA Overview 

Cultural 
Moderate-High 

Administrative 
Moderate 

Geographic 
High 

Economic 
High 

 

Cultural Distance: Moderate-High 

 Spain USA Distance 

Language Castilian Spanish: 74% 
Catalan: 17% 
Galician: 7% 

Basque: 2% 

English: 79.2% 
Spanish: 12.9% 
 

Moderate-High 

Religion Roman Catholic: 94% 
Other: 6% 
 

Protestant: 51.3% 
Roman Catholic: 

23.9% 
Jewish: 1.7% 
Muslim: 0.6% 
None: 4% 

Moderate-High 



28 

 

Ethnicity “Composite of 

Mediterranean and 

Nordic types” 

White: 79.96% 
Black: 12.85% 
Asian: 4.43% 
Hispanic (can be 

white, black, Asian, 

etc.): 15.1% 

Moderate-High 
 

 

Administrative Distance: Moderate 

 Spain USA Distance 

Trade Member of EU 

 

Member of NAFTA 

 

 

Moderate-High 

Although the US commonly trades with EU 

countries, there is a very small percentage of 

trade going on with Spain 

Currency EUR USD High 

Colonizer NA England, France, 

Spain, Netherlands, 

Sweden (includes 

Finnish population) 

Low 

Spain colonized present day Florida, 

Alabama, Georgia, Louisiana, and 

Mississippi 

Corruption 

(Transparency 

International, 2014) 

Low – Moderate 

corruption 
CPI score: 60 
Rank: 37 

Low corruption 
CPI score: 74 
Rank: 17 

Low-Moderate 
Both countries are considered fairly clean, 

but Spain has more corruption 

 

Geographic Distance: High 

 Spain USA Distance 

Area 505,370  sq km 9,826,675 sq km 
 

High 

Spain is about 5 times the size of the US state of 

Kentucky 

Physical 

Distance 

6095 km between Washington D.C. and Madrid Moderate-High 

It takes about 8 hours to fly between the two 

cities 

Time Zone Western European 

Time Zone (UTC 

+00:00) & Central 

European Time Zone 

(UTC+01:00) 

9 time zones; none of 

which are the same as 

Spain’s 

High 

No shared time zones 

Shared 

Border 

No shared land border, but both border the 

Atlantic Ocean 
Moderate-High 

 

Economic Distance: High 

 Spain USA Distance 

Nominal 

GDP 

1.393 trillion USD 16.77 trillion USD High 

GDP Per 

Capita 

(USD) 

29,863.18 USD 

(2013) 
53,041.98 USD (2013) 

 

High 

 

Real GDP 

Growth Rate 

-1.2% annual 

change (2013) 
2.2% annual change 

(2013) 
High 
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HDI (2014) 

(United Nations 

Develoment 

Program, 2014) 

Very High Human 

Development 
Score: 0.869 
Rank: 27 

Very High Human 

Development 
Score: 0.914 
Rank: 5 

Low 
 

 

Appendix III, Hofstede analysis US & Spain 

 

Power Distance: The two countries are comparable in power distance, with Spain having a higher 

score of 57 and the US having a score of 40. Although the difference is not great, Spain falls on the 

hierarchical end of the spectrum, whereas the US is considered to be more equalized. People in Spain 

accept inequality and this is reflected in the centralization of power in many organizations as well as 

the formal interactions between subordinates and their bosses. Regarding the visa application process, 

Americans who are used to lower power distance expect information to be shared easily, but in Spain, 

and its consulates in particular, information is not released easily. 

Individualism: Spain’s score of 51 is moderate, while the US score of 91 is very high, which means 

the US is much more individualistic. In the US, people watch out for themselves and their direct 

family only, and workplace decisions such as hiring and promotion are based on merit and experience 

rather than personal relationships. In the US, the individualism is more extreme and Americans 

develop loose networks in place of deep friendships; they also are very geographically mobile, which 

explains the steady increase of Americans studying abroad. 

Masculinity: Spain’s low masculinity score of 42 indicates that it is a feminine society whereas the 

US score of 62 shows that it is a masculine society. In Spain, people value harmony, consensus, and 

cooperation. In the US on the other hand, there is a “winner takes all” attitude.  

Uncertainty Avoidance: Spain’s score of 86 for Uncertainty Avoidance is much higher than the US 

score of 46. Americans are therefore more likely to take risks and place less emphasis on rules than 

the Spanish.  

Long Term Orientation: Spain’s score of 48 is higher than the US score of 26, but both scores 

indicate that they are normative societies. Thus, both countries value traditions and want to see quick 

results in the workplace. 

Indulgence: Spain’s score of 44 is much lower than the US score of 68. The US’s score explains the 

“work hard play hard” mentality as well as the high number of drug users relative to other wealthy 

countries. Social norms prevent Spaniards from being overly indulgent. 

 

 

 

 



30 

 

Appendix IV, Student Visa Requirements 

As mentioned, the regulations and requirements vary by consulate, but in general, students need 

the original and one photocopy of the following: 

1. Completed and signed application form  

2. Two passport size pictures 

3. Passport valid for various amounts of time and one or two empty pages, depending on 

consulate 

4. Permit to return to the US (for non-US citizens) 

5. Proof of residence in consulate’s jurisdiction (voter’s registration card not accepted at all 

consulates) 

6. Original certificate of admission verifying enrollment as a full-time student in an official 

university or school in Spain (required content of letter different depending on consulate) 

7. Proof of health insurance coverage (required coverage differs) 

8. Proof of means of support in the form of: a letter from a study abroad program assuming full 

financial responsibility; bank statement showing sufficient means to cover all expenses; 

notarized letter from parents assuming full financial responsibility during the entire stay in 

Spain, along with a copy of the parent’s ID, bank statement, and birth certificate of the student; 

proof of financial aid or scholarship covering expenses 

9. Proof of accommodation 

10. Health Certificate that is dated less than 3 months from the application date 

11. Police clearance / criminal background check 

12. If the applicant has spent six months or more in another country during the last five years, he 

or she must submit that country’s police records 

13. Visa fee 

14. Prepaid US Postal Service Express-Mail Envelope with appropriate postage if you want the 

passport returned by mail 

 

Appendix V, External Market Attractiveness: Weighted Scorecard Factors 

  

 

Number of US students working toward full degrees

US Degree Students Period of Reported Data

United Kingdom 16185 2009-2010

Italy 448 2012

Spain 1034 2009-2010

France 3356 2009-2011

China 2184 2010

Germany 3826 2009-2010

Source: UNESCO, IEE
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Doing Business

United Kingdom 8

Italy 56

Spain 33

France 31

China 90

Germany 14

Doing Business in Top 6 Destinations

Source: World Bank, Doing Business 2015

2007 2013 % change

United Kingdom 11983 NA

Italy 7 304 4243%

Spain 8 373 4563%

France 11 494 4391%

China NA 458 NA

Germany 88 733 733%

Source: IIE, Mastersportal.edu

English Language Masters Programs and Growth

Founders' Cultural Know-How and Experience

Experience Score

United Kingdom

Living: No

Language: Yes, 1 native + 3 fluent 7

Italy

Living: No

Language: No 1

Spain

Living: Yes, 4 lived there

Language: Yes, 2 working proficiency, 2 

fluent

Other: 1 has experience with visa process 10

France

Living: No

Language: No 1

China

Living: No

Language: No 1

Germany

Living: Yes, 1 from there

Language: Yes, 2 native 8

Processing time Translations

# of additional 

documents besides 

application

Online 

application

Need to go in 

person (or send 

rep) to consulate?

Same 

guidelines for 

all consulates?

Expediting 

service 

offered?

Apply 

from the 

country?

United Kingdom 15 days no 5-10 yes no yes yes no

Italy 7-15 days no 8-10 no no* no no no

Spain 21 days+ yes* 10 no yes** no no no

France 14 days no 10 no yes yes no no

China 4 days no 4 no yes yes yes no

Germany 25 days no 6 no yes yes no yes

**Except in New York

Source: Government Embassies

Ease of Getting a Visa

*Depends on consulate

Weight Factors 1 2 3 4 5 6 7 8 9 10

5%

US Students Pursuing 

Full Degrees 0-500 501-1k 1001-2k 2001-3k 3001-4k 4001-5k 5001-6k 6001-7k 7001-8k > 8001

10% Ease of Doing Business 91-100 81-90 71-80 61-70 51-60 41-50 31-40 21-30 11-20 1-10

10%

10 yr Growth of 

Americans Studying 

Abroad 0-10% 10.1%-20% 20.1%-30% 30.1%-40% 40.1%-50% 50.1%-60% 60.1%-70% 70.1%-80% 80.1%-90% > 90.1%

10%

English Language 

Master's Programs 0-100 101-200 201-300 301-400 401-500 501-600 601-700 701-800 801-900 > 901

15%

Americans Studying 

Abroad 0-4k 4001-8k 8001-12k 12001-16k 16001-20k 20001-24k 24001-28k 28001-32k 32001-36k 36001-40k

20%

Cultural 

Connection/Experience 

of Founders

30%

Ease of Obtaining the 

Student Visa

Use the grades based on living experience and knowledge of language

Use the grades given in the analysis of the student visa appication process 
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Appendix VI Process of obtaining the NIE 

How to obtain your NIE/TIE (non-European students) 
 

 
1) Register your address  

In order to apply for registration in the municipal register you should go to one of the citizens advice offices (OAC) in 

your area with the following documentation:  

Valid identification document: Passport, or identity card  

Document accrediting your address in Spain:  
a) Valid rental contract for your residence up to a maximum of 5 years old and valid for a minimum of 6 months, or less 

if it is a renewable contract.  

b) Express authorization, bearing the original signature of a person of legal age who is  already registered at the 

address you wish you register, along with a photocopy of their identity document showing their signature.  

c) Authorization for registering the address: This is for applicants wishing to register from a collective address such 

as a hotel or a residence. You will need the original to be signed and stamped by the person responsible for the entity, 

with the name, address and NIF of the entity.  

 

In Barcelona you can register on the census with or without an appointment. On the Barcelona City Council website you 

will find all the information you need to do this, appointments, and the list of citizen’s advice offices. 

 

 

2) Make an appointment online  
 

website  

 

elect the option “Extranjería”.  

 Select the option “Cita Previa Extranjería”.  

 Click on “Acceder al procedimiento”  

 

 Select “Expedición de Tarjeta de Identidad de Extranjero” > Accept  

 

 

3) Go to the stated place at the time indicated with the following documentation  
 
 Receipt of the appointment for your TIE application  

 Application form Form EX17 (original and copy).  

o Section 2 leave blank  

o Section 4.1.  Select “Tarjeta inicial”  

o Section 4.2.  Select “Estancia por estudios”  

o Tick the box “Consiento la aprobación….”  

 Original and photocopy of valid passport from your country of origin (the complete page with the 

photograph).  
 Photocopy of student visa (study duration 90 days - NEVER A STUDY DURATION OF 180 DAYS)  

 Photocopy of the stamp of entry into a Schengen area (if it is illegible, then a photocopy of your 

flight/train ticket).  

 Original and photocopy of certificate for legal procedures. Document accrediting enrolment at UPF 

Barcelona School of Management. You can request this from the Academic Affairs Office by email 

US Students 

Pursuing 

Full Degrees

Ease of 

Doing 

Business

10 yr Growth 

of Americans 

Studying 

Abroad

English Language 

Master's 

Programs

Americans 

Studying 

Abroad

Cultural 

Connection 

of Founders

Ease of 

Obtaining the 

Student Visa

Overall 

Grade

United Kingdom 10 10 2 10 10 7 1 5.9

Italy 1 5 6 4 8 1 6 4.75

Spain 3 7 4 4 7 10 7 6.8

France 5 7 4 5 5 1 7 4.9

China 4 2 10 5 4 1 2 3.3

Germany 5 9 8 8 3 8 4 6

Weight 0.05 0.1 0.1 0.1 0.15 0.2 0.3
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(g.academica@bsm.upf.edu with your name and surname(s), name of your program, and reason for 

requesting the certificate (NIE application).  

 Three passport-size photographs.  

 Census Certificate (see information section 3.1.2 (Register your address)  

 

Source: Welcomepack UPF 

 

 

 

Appendix VII Renewing NIE 

NIE/TIE renewal  
If you wish to remain in Spain for longer than the validity of your TIE, you must renew it. Bear in mind that you can only 

renew it for the period during which you are studying (at this school or another, provided you can prove this with an 

official certificate). It is slightly more complicated to process the renewal of your TIE card than other procedures you 

have carried out until now. It is therefore important that you read this section carefully.  

Please note:  
expires before your master’s or postgraduate course finishes.  

3 months or more. You should begin processing renewal of your TIE during the 

60 days before it expires. You can be fined up to €500 for late renewal.  
rocess of renewal for the TIE is long (between 2 and 3 months) and comprises different stages:  

 

Step 1: Initial application (from 60 days before TIE expiry)  

 

1.Make an appointment online  
webpage of the Ministry  

 

lect the option “Extranjería”.  

 Select the option “Cita Previa Extranjería”.  

 Click on “Acceder al procedimiento”  

 

 Select the process “Prórroga de estancia por estudios” > Accept > Enter  

 
1 

detailed below.  

 

 

2) Go to the stated place at the time indicated with the following documentation
1 

 
 

Receipt of the appointment for your TIE renewal application. Only if you are applying by yourself.  

Application form Form EX00 (original and 2 copies).  

• Section 4  Select the category “Prórroga” and its 3rd option “Titular de autorización estancia por estudios…”  

Original and photocopy of valid passport from your country of origin. Only the complete page with the photograph.  

Photocopy of your student visa  
Original and photocopy of the certificate for legal procedures. Document accrediting enrolment at UPF Barcelona 

School of Management and successful completion of the program so far. You can request this from the Academic Affairs 

Office by email: g.academica@bsm.upf.edu with your name and surname(s), name of your program, and reason for 

requesting the certificate (TIE renewal).  

Original and photocopy of the certificate for successful completion. If you have studied at a different centre during 

this time, you will need to ask the corresponding study centre for this.  

Up-dated census certificate. Only if your address has changed.  

• Address changed in the last 2 months: New census certificate.  

• Address changed more than 2 months ago: Updated census certificate.  

Health insurance. Insurance covering the entire period for renewal. The CatSalut card is not accepted. If the insurance 

certificate is not written in Spanish or Catalan, it will need to be translated by a sworn translator and authenticated with 

the Spanish consulate stamp in the country of origin. It is important that the insurance includes these three services:  

• Medical assistance  

• Hospital care in the event of an accident  

• Surgery 

Pompeu Fabra University has an agreement with Cobertis, an insurance agency providing health cover at a discounted 

rate for students. You will need to take out an “incoming” student insurance policy. You must take out your insurance 

directly with them either by phone or through their website.  
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Proof of payment of fee 052  
• Section 3 Choose option 1.3 “Prórroga de la autorización de estancia por estudios,..”  

• Indicate the security code.  

• Click on “Obtener documento” and print it out  

• Pay the amount indicated at any bank  

• Attach the receipt of payment (copy for administration) to your NIE renewal application.  

Financial proof. There are several ways in which to prove that you have sufficient funds to extend your stay in Spain. 

However, the most recommendable is to show a Spanish bank account statement, as it is easiest. The following 

calculations are based on 12 month renewals. For shorter stays, the proportional part should be calculated. If you have 

come to Spain with family, all the quantities here must be multiplied by the number of family members:  

• 1.75 for 1 family member  

• 2.25 for 2 family members  

• 2.75 for 3 family members 

 

Choose from one of the following options to prove your financial means in Spain:  

• Option 1: Spanish bank account  

 

Bank statement from an account with a branch in Spain, stamped by the bank, and displaying the account holder’s name 

and the account balance. You must choose one of the following options:  

a) A current minimum balance of €6,358.44  

b) An account statement for the last 6 months and minimum balance of €3,192.72.  

 

Important: These quantities are calculated based on 12 month renewals. For shorter stays, the proportional part should be 

calculated.  

• Option 2: Student grant from the European Union  

 

Accreditation of EU grant-holder indicating:  

 

 

 

The grant will be accepted as proof of your means if it meets the following criteria:  

a) If the grant is paid in one instalment, it must total at least €6,358.44  

b) if the grant is paid monthly, it must be for at least €532.51  

• Option 3: Grant from a country outside of the European Union or financing from a family member residing 

outside of Spain  
a) Accreditation of the grant-holder  

b) Statement by the family member  

 

In both cases, the following must be indicated:  

pressed in €  

 

 

The grant will be accepted as proof of your means if it meets the following criteria:  

a) If the grant paid is in one instalment, it must total at least €6,358.44  

b) If the grant is paid monthly, it must be for at least €532.51  

 

Both documents must be authenticated and translated where necessary. The Spanish consulate stamp in the country of 

origin is sufficient for authentication. For Chile, Mexico, and Brazil, authentication is also accepted when stamped by the 

consulate of these countries in Spain.  

• Option 4: Financing by a family member who is a legal resident in Spain  

You can accredit fulfilment of the requirements in any of the following ways:  

a) Notary document  

b) Personal presentation in the OUE.  

 

In both cases the monthly amount financed by the family member for the student’s expenses must be at least €532.51. 

Only in the event that the student is living with the person financing their expense, the minimum amount designated to 

student expenses should be 30% of the IPREM (Spain’s minimum wage), that is, €159.75. In this case, the student must 

also provide a certificate of co-habitation.  

In both cases, it is necessary to attach an employment contract and the last three pay slips.  

The family member taking care of the student must:  
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Step 3: Checking for acceptance of the application  
When you make your TIE renewal application, you will be given a receipt.  

• If you have applied yourself, it will be given to you immediately by the Immigration office.  

• If you applied through the OMA, you will be notified by email when the receipt if available.  

 

Once you have the receipt, you can use it to consult the status of your application online by following these instructions:  

• Go to the Ministry’s website  

• Select “Servicios”.  

• Select the option “Extranjería”.  

• Select the option “Información sobre el estado de tramitación de los expedientes”.  

• At the bottom of the page, click on “Estado de tramitación de los expedientes por número de expediente”  

• Fill out with the details shown on the receipt:  

• File number: numerical code which is shown on the receipt.  

• Date of document presentation: Date you made the application  

• Consult the status of the application. It will show either “en tramite” (processing), “resuelto-favorable” (processed 

successfully) o “resuelto-desfavorable” (processed unsuccessfully). If it is “processing” you should keep checking until it 

shows “processed successfully” or “processed unsuccessfully”.  

 

Step 4: Make an appointment at the Immigration office  
Once your application is successful, you need to make an appointment at the Immigration office to have your finger print 

taken. Bear in mind that the date of the appointment cannot be before the expiry date of the TIE to be renewed. To 

do this, you need to follow these instructions:  

• Go onto the Ministry's webpage.  

• Select “Servicios”.  

• Click on the option “Extranjería”.  

• Select the option “Cita Previa Extranjería”.  

• Click on “Acceder al procedimiento”  

• Select province “Barcelona” (or corresponding municipality) from the list  

• Select “Expedición de Tarjeta de Identidad de Extranjero”  

• Print the receipt and go with the following documents:  

 Receipt of application for renewal  

 Receipt of appointment  

 Passport  

 Old TIE  

 3 passport sized photographs (they must be different to the one on the expired TIE) 

 

Step 5: Collection of the new card  
Your TIE will be available in about 30 to 45 days starting from the day you had your finger prints taken. When you have 

your fingerprints taken you will be informed where you need to go to collect it. 

 

 

Travelling during the academic year  
If you wish to travel outside of Spain during the year, it is essential that you have a valid TIE or a valid multiple-entry 

student visa.  

Please note:  
Schengen area member countries. When you plan your journey, 

remember that not all European countries are members of the Schengen area.  

 

• If you are going to travel to a country which is outside of the Schengen area, it is your own responsibility to ensure that 

you comply with the country’s entry requirements. For entry into some of these countries, you may need a tourist visa. 

We recommend that you make your travel plans as far in advance as possible because some consulates only issue visas for 

natives. In this case, you would need to return to your country of origin to apply for the corresponding visa there.  

 

• If your TIE has expired, you will be able to leave Spain, but not gain re-entry. Even if you are processing its renewal. In 

order to enter back into Spain, you will have to apply for a “return permit” (autorización de regreso), according to the 

following instructions.  

 

Apply for a return permit  
Before leaving Spain on a trip you will need to apply for permission to return if you are in any of the following situations:  

• Your visa has expired, and although you have applied for a TIE, you have not yet received it.  
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• Your TIE has expired, and although its renewal is being processed, you still have not received the new one.  

 

You will then have to apply for a return permit (autorización de regreso) through the Ministry of Foreign Affairs:  

1) Make an appointment online  
 

e Ministry's webpage.  
 

 

Select the option “Cita Previa Extranjería”.  

Click on “Acceder al procedimiento”  

 

ept  

 

 

 
2)Go to the stated place at the time indicated with the following documentation

1 

 

 

Application form Form EX13 (original and copy).  

Original and photocopy of your passport  

Original and photocopy of your expired TIE (or expired visa)  
Original and photocopy of your receipt of application for the TIE (application or renewal)  

Print out of the acceptance of your TIE application  

Photocopy of your flight ticket (return to Spain)  

 

Source: Welcomepack UPF 

 

 

 

 

Appendix VIII, Example for a partner proposal 
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Appendix VIV, Flyer of a study abroad fair in New York (Baruch, 2014) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Appendix X, Potential partners contact protocol 
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Appendix XI, Analysis of webhost providers in Barcelona  
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Appendix XII, First page of the Visa application 

 

(Exteriores, 2015) 
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Appendix XIII, NIE renewal process 

 

(MPT, 2015) 

 

Appendix XIV, Market Size Calculations 

 

 

 

 

# of US 

Students

% change from 

previous year

% of total sttudents 

studying mid & long-

term

(3 months or more)

# students 

studying mid & 

long-term

(3 months or 

more)

% change from 

previous year

% of total 

students that are 

Master's 

Students

# of Master's 

Students

% change 

from previous 

year

# of NIE 

students (longer 

than 6 months)

% of total 

that will 

need the 

NIE

% change 

from previous 

year

2001 / 02 160920 4.38% 51.70% 83196 - 4.70% 7563 - 21724 13.50% -

2002 / 03 174629 8.52% 51.70% 90283 8.52% 4.80% 8382 10.83% 21654 12.40% -0.32%

2003 / 04 191321 9.56% 48.10% 92025 1.93% 4.10% 7844 -6.42% 20663 10.80% -4.58%

2004 / 05 205983 7.66% 54.30% 111849 21.54% 3.40% 7003 -10.72% 20042 9.73% -3.00%

2005 / 06 223534 8.52% 46.60% 104167 -6.87% 4.80% 10730 53.22% 25036 11.20% 24.92%

2006 / 07 241791 8.17% 44.60% 107839 3.53% 5.90% 14266 32.95% 26113 10.80% 4.30%

2007 / 08 262416 8.53% 43.70% 114676 6.34% 6.30% 16532 15.88% 29128 11.10% 11.54%

2008 / 09 260327 -0.80% 45.30% 117928 2.84% 6.60% 17182 3.93% 29417 11.30% 0.99%

2009 / 10 270604 3.95% 43.20% 116901 -0.87% 8.10% 21919 27.57% 33555 12.40% 14.07%

2010 / 11 273996 1.25% 41.80% 114530 -2.03% 8.50% 23290 6.25% 35071 12.80% 4.52%

2011 / 12 283332 3.41% 41.20% 116733 1.92% 8.30% 23517 0.97% 34000 12.00% -3.06%

2012 / 13 289408 2.14% 39.50% 114316 -2.07% 8.40% 24310 3.37% 34440 11.90% 1.29%

Averages 5.44% 45.98% 3.16% 6.16% 12.53% 11.66% 4.61%

Source: Institute of International Education. (2014). "Duration of U.S. Study Abroad, 2000/01-2012/13." Open Doors Report on International Educational Exchange. Retrieved from http://www.iie.org/opendoors

US STUDENTS GOING ABROAD
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Appendix XV, Market Size Forecast: Visa and NIE Applicants 

 
 

Appendix XVI, Offers of tuition packages in Barcelona 

Offer of tuition package provider CIEE 

 Offers: Tuition and academic credits,pre-departure advising, on-site orientation, housing, resident 

director, optional on-site airport meet and greet, Field trips and cultural activities, CIEE iNext 

travel card which provides insurance and other travel benefits 

o Pricing example 

 4 month program at ESCI: $17.850 

 Estimated cost for housing: $2000 

 Estimated cost for study program: $3500 

 Estimated cost for trips: $1000 

 Estimated cost for insurance: $100 

 Estimated distribution margin per student: 11.250 

Source: (CIEE, 2015) 

 

 

 

 

Offer of tuition package provider ISA 

Assumptions:

Year Spain Barcelona Spain Barcelona

2012 / 13 10288 5144 3100 1550

2013 / 14 10494 5247 3242 1621

2014 / 15 10704 5352 3391 1696

2015 / 16 10918 5459 3547 1774

2016 / 17 11136 5568 3710 1855

2017 / 18 11359 5680 3881 1941

2018 / 19 11586 5793 4060 2030

2019 / 20 11818 5909 4246 2123

Source: Estimated from IIE Data

VISA

Abroad students needing visa: 40%

Abroad students studying in Spain: 9% 

Yearly growth in students needing 

Spanish visa: 2%

Number of students studying in 

Barcelona: 50% of Spain

NIE

Abroad students needing NIE: 11%

Abroad students studying in Spain: 9%

Yearly growth in students needing NIE: 4.6%

Number of students studying in Barcelona: 50% 

of Spain

Forecast: US students needing a Spanish student visa and NIE
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Offer: Very similar to CIEE 

 Pricing examples: 

UPF’s Master’s in Current Democracies: 

-UPF’s listing price: 4,092 € 

-ISA’s listing price: $20,000 (about 17,000 €) 

UPF’s MSc in Management: 

-UPF’s listing price: 16,800 € 

-ISA’s listing price: $34,000 (about 30,000 €) 

Source: (Studiesabroad, 2015) 

 

 

Appendix XVII, Review of visa lawyers from Globalvisas  

   

(Reviewstalk, 2014) 
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Appendix XVIII, Email from Brighter Visas  

 

 

 

 

 

Appendix XVIV, Poll results 
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Appendix XX, Focus group summaries  

Focus group  I II 

Location UPF classroom UPF meeting room 

Amount of 

participants 

8 9 

Nationality US US 

Occupation  Master students at UPF Master and bachelor students from 

UAB, UPF and EADA 

Visa obtained 

through? 

1 student got the visa through ISA a study abroad 

program and had to pay double the price for the 

program. The rest obtained it themselves  

1 student paid for assistance by a legal 

consultant, this cost him around 600 

US dollars. The rest obtained it 

themselves 

Common 

problems 

-Traveling to the consulates 

-Obtaining certified paperwork 

-Communicating with consulate (due to them 

never responding and only being open from 9:00 

– 13:00) 

-Concern about whether they had the right 

documents 

-Time was a common issue – they all were 

concerned with getting the visa in time 

-Housing, some participants ended up signing 

contracts with overpriced residencies 

-Ongoing immigration questions have gone 

unanswered  

eligibility to work; registering as a resident; etc. 

-Lack of information about the visa 

process online 

-Embassies are very slow in 

processing the visa application 

-Alternatives for assistance in visas are 

limited and very expensive (lawyers, 

legal consultants) 

-Getting a room was difficult for some 

of the participants and some were 

unsatisfied with their current room 

-Difficulties in reaching the embassies 

-Often various visits to the embassy 

were needed and the distances to travel 

are large  

Takeaways -Pursue partnerships with US universities because 

that is the first place all participants went with 

visa questions 

-Consensus among participants that US students 

and their parents would be willing to pay for a 

visa service simply for the peace of mind and 

convenience 

- Peer advisor program – someone to answer 

questions about classes, housing, social scene, 

etc.-We should make sure we are contacting them 

multiple times to grab the “late-comers” 

- We could partner with universities so they could 

recommend our services in their welcome packs 

-Partnering up with accommodation 

services about half (5 out of 9) would 

be interested in an accommodation 

service  

-All participants would trust a 

company based in the United States 

more than one based in Spain therefore 

this would be preferred  

-Include the NIE in the offer since 

various participants would also have 

been interested in assistance for the 

NIE & renewal 

- Having a partnership with American 

and or Spanish universities would help 

greatly in building credibility  

 

 

Focus group I 

 Participants were all UPF masters students from the US 

 They used the Houston, Chicago, and Puerto Rico consulates 

 One student went through International Studies Abroad (ISA), a study abroad program, that 

took care of his visa process, but he had to go through their company to enroll in the master’s 

program at double the price + extra $150 fee for additional visa service 



45 

 

  

 Common Problems: 

o Traveling to the consulates 

o Obtaining certified paperwork 

o Communicating with consulate (due to them never responding and only being open 

from 9:00 – 13:00) 

o Concern about whether they had the right documents 

o Time was a common issue – they were all concerned they wouldn’t receive the visa in 

time (It took between 3 and 7.5 weeks to process after documents were submitted) 

o Housing – some participants ended up signing contracts with overpriced residencies 

because it seemed like the safest and most legitimate option 

o Ongoing immigration questions have gone unanswered - NIE application and 

reapplication; eligibility to work; registering as a resident; etc. 

  

 Takeaways 

o Pursue partnerships with US universities because that is the first place all participants 

went with visa questions 

 These partnerships will help gain customers’ trust 

o Consensus among participants that US students and their parents would be willing to 

pay for a visa service simply for the peace of mind and convenience 

o Peer advisor program – someone to answer questions about classes, housing, social 

scene, etc. have multiple points of contact with potential customers. They may at first 

want to do it themselves because it seems easy, but as they start the process they will 

see that a service like ours could be useful. We should make sure we are contacting 

them multiple times to grab the “late-comers” 

o Possible option is to have universities include it in its tuition fees so that we would 

only capture customers through them 

o Could just partner with universities so they could recommend our services in their 

welcome packs 

o Would probably need employees or partners located in the US 

o Offering entertainment options such as discoteca entrances and other social events 

could tarnish the brand / decrease perceived legitimacy 

o There’s a demand for ongoing on-site assistance with immigration issues regarding the 

NIE, labor laws, etc. 

 

Focus group II summary (9 participants) 

 Participants came from various universities in Barcelona (UAB, UPF and EADA) 

 Eight of the participants were Master students except for one that was doing a semester abroad 

for his bachelor 

 None used a company for assistance of obtaining a Visa, however 1 paid fees to a legal for 

advice 

 The majority indicated that they would have been interested in a Visa service 

 One student had to get his documents translated for the Spanish embassy in Miami 

 Common problems 

o Lack of information about the visa process online 

o Embassies are very slow in processing the visa application, and even at occasions 

forgot to contact the students about missing documents or fields 

o Alternatives for assistance in visas are limited and very expensive (lawyers, legal 

consultants) 
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o Getting a room was difficult for some of the participants and some were unsatisfied 

with their current room 

o Difficulties in reaching the embassies 

o Often various visits to the embassy were needed and the distances to travel are large  

  

 Takeaways 

o A large number of the students (7 out of 9) are mainly financed by their parents in 

their study abroad. 

o Partnering up with accommodation services because about half (5 out of 9) would be 

interested in an accommodation service that would have helped them with finding a 

room before they came to Spain  
o All participants would trust a company based in the United States more than one based 

in Spain therefore this would be preferred  

o Various participants would also have been interested in assistance for the NIE and its 

renewal 

o Having a partnership with American and or Spanish universities would help greatly in 

building credibility  

 

 

Appendix XXI, students abroad per state 
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Appendix XXII, profile of students abroad 
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Appendix XXIII, the website 
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Appendix XXIV, Additional 3P´s for the marketing mix 

Processes  

As soon customers start to use a service of SimplyVisa, they will experience various processes: 

1.     The shopping process is a key concern in our operations. We decided to make this experience as 

simple as possible for our customers. Therefore we created a simple 4-click method until the purchase 

is completed. 

2.     Payment for our service can be made by credit card, PayPal, or bank transfer, but it must be 

made before receiving our service. 

3.     Once an order is made and paid depending on the package employees will give advice and 

develop the needed documents, fill out the application, have the documents translated and notarized, 

organize health insurance, draft their letter of financial means. 

4.     Employees are selected and trained in customer service and the Visa application process. 

5.     Immigration lawyers are consulted in order to gain the foundational legal knowledge needed to 

help customers and train employees. Moving forward, legal consultants are contacted on an as-needed 

basis. 

6.     Through partnership with nonprofits, universities, and other companies (rental agencies, 

insurance, banks, etc) additional services are offered.  

7.     Optional services are for our platinum customers and scholarship recipients, who will also be 

offered optionally volunteer work. We will offer connection a with our partners as an à la carte 

option to our other customers. We will receive a percentage of our partners’ profits that they earn 

from our customers. 
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8.     After sales service is another important process. Our customer service contacts the students after 

the visa application in order to obtain feedback about our service. 

  

Physical Evidence 

We have decided to locate one office in the US, which will be located in Washington D.C. The office 

should be located in the startup area of the city. In this way we are able to ensure that we are 

operating in a very innovative environment with a lot of possibilities for networking and expansion. 

At the beginning the office needs to has a size of around 30m2 and we calculate that our total 

monthly rent will be around $ 1.000,-/month. At the beginning space is very limited which will result 

in no visible border between the front and back office. Therefore we will focus on designing the 

interior of our office very intelligent, welcoming and open. Furthermore, a professional meeting room 

will be provided for external visitors. 

Besides the one office in the USA, we will have 2 persons working from Barcelona. These persons 

will be provided with a coworking space, which will cost us around € 750,-/month. 

Among the possible telecommunication operators we will contract a company which offers us a dark 

fiber network in order to manage the large data consumption we have to deal with. Possible partners 

might be Colt, Ono or Jazztel. 

The most visible physical evidence for our clients will be the moment when they visit our webpage. 

Therefore we paid a large attention on our online marketing and the presentation of our website. Our 

corporate identity has to be executed in all the external activities of our company (newsletters, 

university fairs etc.). It was very important that the design of our website is up to date and very user-

friendly consisting a lot of interactive parts, large images, simple presentation of content and fast 

loading response time. 

  

 

People 
Our business idea is fully service-orientated, which is why our people are crucial for our success. The 

customer service of our company has to be able to inform, support and deal with any problem in a 

professional and friendly way. If they fail, our service will fail. Moreover, we are selling a very 

complicated service, which includes many questions regarding the law. Therefore, we need to teach 

them very profound knowledge about this topic so they can advise our customers on the best purchase 

for their needs. Before we will let any of our employees deal with customers, we will provide them 

with enough training so they will be confident about all upcoming questions. Besides, we plan a 

continuous evaluation of the quality of our service so we are able to adjust fast mistakes and failures. 

At the beginning, we plan with 2 interns responsible for the customer service. 
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Appendix XXV, Business model 
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Appendix XXVI, Language school offer in Barcelona 

 

 

(Olelanguages, 2015; Speakeasybcn, 2015) 

 

 

 

 

Appendix XXVII, Logo 
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Appendix XXVIII, Most likely case scenario income statement                Appendix XXVIV, Most likely case scenario Balance sheet 

      

Revenues 1st year 2nd year 3 third year 4th year 5th year

Tier´s $87,945.92 $199,425.00 $227,344.50 $250,610.75 $286,507.25

Individual products $24,242.44 $40,573.00 $48,687.60 $49,936.00 $54,617.50

Commissions of partners $12,340.72 $26,399.78 $30,363.53 $33,060.14 $37,523.72

Total operating revenue $124,529.08 $266,397.78 $306,395.63 $333,606.89 $378,648.47

Costs

Costs of Tiers´s $15,927.46 $35,962.50 $43,155.00 $45,552.50 $52,745.00

Costs of Individual products $6,965.68 $11,856.00 $14,227.20 $14,592.00 $15,960.00

Cost of online payment system $2,692.52 $5,759.95 $6,624.77 $7,213.12 $8,186.99

Total Costs of goods $25,585.66 $53,578.45 $64,006.97 $67,357.62 $76,891.99

Gross Margin $98,943.42 $212,819.33 $242,388.66 $266,249.27 $301,756.48

Operating expenses

Marketing costs $15,000.00 $11,000.00 $7,500.00 $7,500.00 $7,500.00

Salaries $39,000.00 $70,200.00 $81,600.00 $92,400.00 $98,400.00

Legal fees $12,330.00 $16,875.00 $13,500.00 $11,875.00 $9,625.00

Transportation $622.65 $1,331.99 $1,531.98 $1,668.03 $1,893.24

Depreciation $0.00 $1,000.00 $1,000.00 $1,000.00 $1,000.00

Amortization $0.00 $1,500.00 $1,875.00 $2,250.00 $2,625.00

Travel Expenses $5,000.00 $5,000.00 $5,000.00 $5,000.00 $5,000.00

Rent Expense $21,000.00 $21,000.00 $21,000.00 $21,000.00 $21,000.00

Registration (LLP) & biannual fee $350.00 $0.00 $300.00 $0.00 $300.00

Maintenance of the website $2,200.00 $2,400.00 $2,400.00 $2,400.00 $2,400.00

Operating profit/loss $3,440.77 $82,512.34 $106,681.68 $121,156.24 $152,013.24

Other expenses/profit

Interest Expense $1,200.00 $1,200.00 $1,200.00 $1,200.00 $0.00

Profit before tax $2,240.77 $81,312.34 $105,481.68 $119,956.24 $152,013.24

Income tax (US rate 15%) $336.12 $12,532.97 $15,822.25 $17,993.44 $22,801.99

Net profit $1,904.66 $68,779.37 $89,659.43 $101,962.80 $129,211.25

Balance sheet 1st year 2nd year 3 third year 4th year 5th year

Cash $29,847.46 $97,283.19 $187,656.86 $270,920.13 $346,512.31

Accounts Receivable $2,057.20 $4,400.84 $5,061.60 $5,511.13 $6,255.20

Total Current Assets $31,904.66 $101,684.03 $192,718.46 $276,431.26 $352,767.51

Equipment 4.000,00$       4.000,00$       4.000,00$        4.000,00$        9.000,00$         

Less accumelated depreciation 1.000,00$       2.000,00$        3.000,00$        4.000,00$         

Total equipment net 4.000,00$       3.000,00$       2.000,00$        1.000,00$        5.000,00$         

Webpage 6.000,00$       7.500,00$       9.000,00$        10.500,00$      12.000,00$       

Less accumelated amortization 1.500,00$       3.375,00$        5.625,00$        8.250,00$         

Total Intangible Assets net 6.000,00$       6.000,00$       5.625,00$        4.875,00$        3.750,00$         

Total Long term assets 10.000,00$     9.000,00$       7.625,00$        5.875,00$        8.750,00$         

Total Assets $41,904.66 $110,684.03 $200,343.46 $282,306.26 $361,517.51

Long-Term Debt 20.000,00$     20.000,00$     20.000,00$      -$                -$                  

Total Non-Current Liabilities 20.000,00$     20.000,00$     20.000,00$      -$                -$                  

Common stock 20.000,00$     20.000,00$     20.000,00$      20.000,00$      20.000,00$       

Retained earnings $1,904.66 $70,684.03 $160,343.46 $262,306.26 $341,517.51

Total Shareholders Equity $21,904.66 $90,684.03 $180,343.46 $282,306.26 $361,517.51

Total Liabilities and Equity $41,904.66 $110,684.03 $200,343.46 $282,306.26 $361,517.51
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Appendix XXX, Best case scenario income statement                             Appendix XXXI, Worst case scenario income statement   

 

Revenues 1st year 2nd year 3 third year 4th year 5th year

Tier´s $65,959.44 $149,568.75 $179,482.50 $189,453.75 $219,367.50

Individual products $18,181.83 $30,429.75 $36,515.70 $37,452.00 $40,963.13

Commissions of partners $6,310.60 $13,499.89 $16,199.87 $17,017.93 $19,524.80

Total operating revenue $90,451.87 $193,498.39 $232,198.07 $243,923.68 $279,855.42

Costs of goods sold

Costs of Tiers´s $11,945.60 $26,971.88 $32,366.25 $34,164.38 $39,558.75

Costs of Individual products $5,224.26 $8,892.00 $10,670.40 $10,944.00 $11,970.00

Cost of online payment system $2,019.39 $4,319.96 $5,183.96 $5,445.74 $6,247.94

Total Costs of goods $19,189.25 $40,183.84 $48,220.61 $50,554.11 $57,776.69

Gross Margin $71,262.62 $153,314.55 $183,977.46 $193,369.57 $222,078.74

Operating expenses

Marketing costs $15,000.00 $11,000.00 $7,500.00 $7,500.00 $7,500.00

Salaries $39,000.00 $70,200.00 $81,600.00 $92,400.00 $98,400.00

Legal fees $11,097.00 $14,062.50 $10,125.00 $8,906.25 $8,250.00

Transportation $339.19 $725.62 $870.74 $914.71 $1,049.46

Depreciation $0.00 $1,000.00 $1,000.00 $1,000.00 $1,000.00

Amortization $0.00 $1,500.00 $1,875.00 $2,250.00 $2,625.00

Travel Expenses $5,000.00 $5,000.00 $5,000.00 $5,000.00 $5,000.00

Rent Expense $21,000.00 $21,000.00 $21,000.00 $21,000.00 $21,000.00

Registration (LLP) $350.00 $0.00 $0.00 $0.00 $0.00

Maintenance of the website $2,200.00 $2,400.00 $2,400.00 $2,400.00 $2,400.00

Operating profit/loss -$22,723.57 $26,426.43 $52,306.72 $51,998.60 $74,554.28

Other expenses/profit

Interest Expense $1,200.00 $1,200.00 $1,200.00 $1,200.00 $0.00

Profit before tax -$23,923.57 $25,226.43 $51,106.72 $50,798.60 $74,554.28

Income tax (US rate 15%) $0.00 $3,783.96 $7,666.01 $7,619.79 $11,183.14

Net profit -$23,923.57 $21,442.47 $43,440.71 $43,178.81 $63,371.14

Revenues 1st year 2nd year 3 third year 4th year 5th year

Tier´s $109,932.40 $249,281.25 $299,137.50 $315,756.25 $365,612.50

Individual products $30,303.05 $50,716.25 $60,859.50 $62,420.00 $68,271.88

Commissions of partners $17,529.43 $37,499.69 $44,999.63 $47,272.03 $54,235.55

Total operating revenue $157,764.88 $337,497.19 $404,996.63 $425,448.28 $488,119.92

Costs of goods sold

Costs of Tiers´s $19,909.33 $44,953.13 $53,943.75 $56,940.63 $65,931.25

Costs of Individual products $8,707.10 $14,820.00 $17,784.00 $18,240.00 $19,950.00

Cost of online payment system $3,365.65 $7,199.94 $8,639.93 $9,076.23 $10,413.23

Total Costs of goods $31,982.08 $66,973.07 $80,367.68 $84,256.86 $96,294.48

Gross Margin $125,782.81 $270,524.12 $324,628.95 $341,191.43 $391,825.45

Operating expenses

Marketing costs $15,000.00 $11,000.00 $7,500.00 $7,500.00 $7,500.00

Salaries $39,000.00 $70,200.00 $81,600.00 $92,400.00 $98,400.00

Legal fees $12,330.00 $16,875.00 $13,500.00 $11,875.00 $9,625.00

Transportation $788.82 $1,687.49 $2,024.98 $2,127.24 $2,440.60

Depreciation $0.00 $1,000.00 $1,000.00 $1,000.00 $1,000.00

Amortization $0.00 $1,500.00 $1,875.00 $2,250.00 $2,625.00

Travel Expenses $5,000.00 $5,000.00 $5,000.00 $5,000.00 $5,000.00

Rent Expense $21,000.00 $21,000.00 $21,000.00 $21,000.00 $21,000.00

Registration (LLP) $350.00 $0.00 $0.00 $0.00 $0.00

Maintenance of the website $2,200.00 $2,400.00 $2,400.00 $2,400.00 $2,400.00

Operating profit/loss $30,113.98 $139,861.64 $188,428.96 $195,639.18 $241,534.85

Other expenses/profit

Interest Expense $1,200.00 $1,200.00 $1,200.00 $1,200.00 $0.00

Profit before tax $28,913.98 $138,661.64 $187,228.96 $194,439.18 $241,534.85

Income tax (US rate 15%) $4,337.10 $20,799.25 $28,084.34 $29,165.88 $36,230.23

Net profit $24,576.88 $117,862.39 $159,144.62 $165,273.31 $205,304.62
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Appendix XXXII, Most likely case scenario Cash Flow statement                                      Appendix XXXIII, Market penetration 

 

 

 

 

 

Appendix XXXIV, Cash flow summary most likely case scenario 

 

Cash flow summary, most likely case scenario

1st year (2015-2016) August September October November December January February March April May June July

Cash Flow from Operating Activities -8722 -3.243 -2.339 2.168 4.426 662 -1355 -2108 -602 903 4668 6926

Cash Flow from Investing Activities -10000 0 0 0 0 0 0 0 0 0 0 0

Cash Flow from Financing Activities 40000 0 0 0 0 0 0 0 0 0 0 0

Increase (decrease) in Cash 21278 -3.243 -2.339 2.168 4.426 662 -1355 -2108 -602 903 4668 6926

Begginning Cash Balance 0 21278 18034 15696 17864 22290 22952 21597 19489 18886 19790 24457

Final Cash Balance 21278 18034 15696 17864 22290 22952 21597 19489 18886 19790 24457 31384

Cash flow stament 2015 2016 2017 2018 2019

Net Income $1,904.66 $68,779.37 $89,659.43 $101,962.80 $129,211.25

Add Depreciation $0.00 $1,000.00 $1,000.00 $1,000.00 $1,000.00

Add Amortization $0.00 $1,500.00 $1,875.00 $2,250.00 $2,625.00

Changes in:

Increase in Accounts Receivale -$2,057.20 -$2,343.65 -$660.76 -$449.53 -$744.08

CF from Operating Activities -$152.54 $68,935.73 $91,873.67 $104,763.28 $132,092.17

Purchased equipment -4.000,00 $      -$               -$                 -$                -5.000,00 $        

Investment webpage -6.000,00 $      -1.500,00 $     -1.500,00 $       -1.500,00 $      -1.500,00 $        

CF from Investing Activities -10.000,00 $    -1.500,00 $     -1.500,00 $       -1.500,00 $      -6.500,00 $        

Common stock 20.000,00$     -$               -$                 -$                -$                  

Long-term loan 20.000,00$     -$               -$                 -20.000,00 $    -$                  

Dividends Paid -$                -$               -$                 -$                -50.000,00 $      

CF from Financing Activities 40.000,00$     -$               -$                 -20.000,00 $    -50.000,00 $      

Increase (decrease) in Cash $29,847.46 $67,435.73 $90,373.67 $83,263.28 $75,592.17

Begginning Cash Balance -€               $29,847.46 $97,283.19 $187,656.86 $270,920.13

Final Cash Balance $29,847.46 $97,283.19 $187,656.86 $270,920.13 $346,512.31

0,00%

5,00%

10,00%

15,00%

20,00%

2015 2016 2017 2018 2019

Market penetration per scenario

Worst case scenario Most likely scenario



56 

 

 

Appendix XXXV, Cash flow summary worst case scenario 

 

 

 

Appendix XXXVI, Break even chart most likely case scenario 

 

 

 

 

 

 

 

 

 

 

Cash flow summary, worst case scenario

1st year (2015-2016) August September October November December January February March April May June July

Cash Flow from Operating Activities -8722 -4561 -3827 -1209 205 -2152 -2481 -2952 -2009 -1067 1291 2705

Cash Flow from Investing Activities -10000 0 0 0 0 0 0 0 0 0

Cash Flow from Financing Activities 40000 0 0 0 0 0 0 0 0 0 0 0

Increase (decrease) in Cash 21278 -4561 -3827 -1209 205 -2152 -2481 -2952 -2009 -1067 1291 2705

Begginning Cash Balance 0 21278 16716 12889 11680 11885 9733 7252 4299 2290 1223 2514

Final Cash Balance 21278 16716 12889 11680 11885 9733 7252 4299 2290 1223 2514 5219

 $-

 $10.000,00

 $20.000,00

 $30.000,00

 $40.000,00

 $50.000,00
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Break even chart year 1 to 5 

Total costs
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Appendix XXXVII, Costs and expenses identified and assumed 

 

 

Kolom1 Kolom2 Kolom3 Kolom4 Kolom5 Kolom6 Kolom7 Kolom8 Kolom9

Costs & Prices

Price Cost Gross Margin

Savings compared 

to individual 

products

Tier 1 149 0 149 0

Tier 2 359 40 319 31

Tier 3 699 160 539 41

Tier 4 989 190 799 51

Tier 5 1299 310 989 140

Fixed costs biannual fee & report

Registration costs limited liability partnership 350 300

Rent (including gas, etc) Per month

Office in Barcelona 750

Office in the U.S 1000

On a yearly basis 21000

Salaries

Change When? Amount Reucurring?

Salary/Month 

year 1 Cost year 2 Cost year 3 Cost year 4 Cost year 5

Salary for founders in Spain Beginning 2 Yes 1000 2000 2400 2800 3000

Salary for founders in the U.S Beginning 2 Yes 1000 2000 2400 2800 3000

New online marketing manager 2nd year 1 Yes 1250 1400 1500 1600

Legal advisor Beginning 1 For 6 months 2500

Interns come in 2nd year 2 Yes 600 600 600 600

Variable costs

Cost per package Translating & notarizing docs Health insurance NIE application Getting settled packageTotal

Tier 1 0

Tier 2 40 40

Tier 3 40 120 160

Tier 4 40 120 30 190

Tier 5 40 120 30 120 310

Individiual products Price Costs

Visa Application filling in 190 0

Translation and authentication of documents 200 40

Health insurance /year 350 120

NIE service in Spain 300 30

Mobility/Online service, organizing a phone contract and wifi 100 0

Legal advice in Spain regarding contracts and bank contracts /hour 100 0

Getting settled in Spain package (apartment (without rent), mobile phone, internet contract, NIE) 399 120

4 cultural day trips in the area including food 400 250

Language class 850 400

Per unit cost year 1 cost year 2 cost year 3 cost year 4 cost year 5

Legal advice 75 45 35 25 20

Transportation costs 6 6 6 6 6

Other expenses cost year 1 cost year 2 cost year 3 cost year 4 cost year 5

Equipment 4000 5000

Webpage development and maintenance 6000 1500 1500 1500 1500

Student fairs 6.500 4500 3500 3500 3500

Search engine optimization marketing 8.500 6500 4000 4000 4000

Yearly

travel expenses 5.000

Office supplies 2.000

Funding Amount Interest rate When Duration

Loan 20000 6,00% 1st year 4 years

Common stock (invested by founders) 20000 15% 1st year

WACC 0,1005

Tax rate 15%


