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EXECUTIVE SUMMARY

MISSION STATEMENT

Embracelet aims to aid our community in the struggle

against stress by creating a product that provides our O(OC@(
customers an outlet to fidget in high pressure situations. (<\

PRODUCT DESCRIPTION \6

Our Embracelet provides customers a way to de-stress and { \
relax through our bracelet and community safe-space. The
bracelet has a total of 8 beads, each of which can be rotated so ‘
that the customer can fidget with the bracelet while being l ,
discreet. The beads can be moved up and down the bracelet as \ )
a method of fidgeting and calming down stress. The Embracelet \ J
comes in Amazonite and Sodalite. Once customers purchase a N 7/
bracelet, or donate, they gain access to our website’s plethora 'a®

of features which include an online journal, calming playlist, and

daily inspirational text messages.

COMPANY PERFORMANCE

Tasked with the challenge of starting a company virtually, we worked effectively together to
identify a core issue in our community and develop a solution. Embracelet has given us the
opportunity to grow as individuals and hone in on our different interests and passions within
the realm of business.

FINANCIALS OVERVIEW

Embracelets Sold: 214
Revenue: $1,376.07

Breakeven: 97 units (4/2/2022)
Expenses: $629.37

ROI: 101%

Donations to GMHO: $112.01
Gross Profit: $887.70

Net Profit: $634.69
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INNOVATION

N
One-Size-Fits-All
Tightening Knot Stretchy Nylon
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F EATU R ES Mechanism

The Embracelet is a stress-relief fidget bracelet, utilizing a push-and-pull mechanism to act as a
fidget, aiming to relieve stress in its user. Individuals feeling anxious, nervous, or restless, who are
inclined to make small movements now have an outlet to do so with the Embracelet, with our
product serving as a distraction in any over stimulating environment. To cater to all customers,
our product was designed using the one-size-fits-all approach, eliminating the need for the
bracelet to be manufactured in multiple sizes. In addition, Embracelets come in two crystal types:
Amazonite, known for its soothing effect on the nervous system and Sodalite, known to provide
balance in the body.

MARKET IDENTIFICATION

Being raised in the Bay Area, our team has been exposed to the transformation of our classmates
from bubbly, cheerful kids to anxious teenagers. According to our findings, 75% of high school
students have experienced some form of acute stress during their adolescent years. 38% of
adolescents have been diagnosed with some sort of anxiety disorder. This inspired us to conduct
a study of our peers, and the results confirmed our hypothesis and reinforced the need for the
Embracelet. This analysis enabled us to define a distinct market, quantify prospective demand,
and identify potential customers: teenagers, working adults, and students.

PRODUCT DEVELOPMENT

We began strategizing potential solutions to lessen the load that we all face after it was seen this
was an issue close to our hearts. We intended to prioritize the quality of our product from a
durability and cost aspect, keeping the key issue in mind. When it came to selecting materials, we
went through a lengthy interactive process in which we tried out a variety of beads and threads.
We finally settled on the design we have today after numerous models. Our product is made in-
house by team members, with materials purchased from online suppliers. This form of
manufacturing allows us control over output. Following minor roadblocks, we were able to create
a mini assembly line in which specific members specialize in particular sections of the
manufacturing process.

0fQ0e
@(/0/, \?@

3



TECHNOLOGY

WEBSITE FEATURES

With the purchase of an Embracelet comes customer-only features including a built-in
journal forum and a blog space. To any individual visiting our website, however, we offer
a music playlist filled with relaxing, warm music and even more so, a free subscription
service providing daily inspirational and motivational messages.

WELCOMETO QuR COMMUNITY

T0U5E QUL M OURNAL, 10 MUSTLOGEA A A NMBELAND
HAGBEATI

©fC¢,
Try to go outside , do some stretches, ST i%
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and take a light jog for about 2-5
minutes
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Embracelet
See message summary

Before a big challenge, visualize
yourself winning the challenge. Make
confidence your biggest asset.

Embracelet

Try to write down all of your thoughts
and emotions right now on a paper, and
take ten deen hranths afterwares!

. Create

First Name Lost Nome

Daily messages are sent through the Remind
app once a customer inputs their contact into ——
our website.

subscribe for daily motivational messages.

first, please download the remind app if you haven't already. once
you enter your name and phone number, you will be sent a
confirmation message to your phone number from our remind.

once you confirm it's your number, you will get daily inspirational

PR Customers can create their own
\ journals or answer weekly prompts
\ offered by our team.

@ Lovsonan mental health resources.

here are some resources to learn about how to reduce stress and anxiety in our daily.

lives and to learn more about mental health awareness

An hours-
long
playlist
filled with
calming

music.

BB Let's Chat!

A variety of mental health awareness
= © resources are directly linked.
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MARKETING

N

MARKETING STRATEGY

e Partnered with well-known organizations

o Global Mental Health Outreach Program
e Social Media

o Frequent posts on Instagram

o Posted on TikTok

o Utilized marketing budget to purchase professional ad spaces

o Non-digital forms

o Networked with local media contacts to be featured in the
Dougherty Valley High School's award-winning newspaper

Embracelet Engagement Sources
Wix Website

Linktree

Facebook
Google

Direct

TARGET AUDIENCE

Our company's main demographic was teenagers and
young adults around the ages of 15-24. With Embracelet,
we hope to give them this bracelet and a safe community
where they can gain support from other teenagers.

MARKETING CAMPAIGNS

Our company gained a lot of traction through social
media platforms such as Instagram, LinkedIn, and
TikTok. We made posts surrounding our product
features, company partnerships, and locations where
we were selling.

COMPETITIVE ADVANTAGE

Our competitive advantage is the fact that our
company doesn't just provide bracelets, but an online
platform with resources directed towards helping
people that are struggling with their mental health.
We used this to its fullest potential in our marketing
campaigns. Embracelet is not just a product, it is a

community.
®§q999£?6
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FASHION AND ¢ comronr

BY NAYJA SHAH
Staff Writer

Embracelet, a student-led business

founded by junior Knsh Bala, helps
tackle anxiety and stress using fid
get-bracelets

launched on March 8, Embracelet
was created for the Junior Achieve
menlt entrepreneunal program. Tasked
to develop a unique business, junior
Krish Bala and ten other DVHS stu
dents drafted a few ideas. Thewr focus
was anxiety and stress

Chielof Operations Shreya Balasubra-
mamiam. a junior, explains, “For leenag-
ers, [there are| higher rates of anxiety
and depression. So we, as a group of
teenagers, wanted Lo design a product
that combats these issues. We came up
with a fidget bracelet.”

Similar to pearl prayer beads, an em-
bracelet has a fidgeting component to
alleviate stress.

“The maneuver is to slide the beads
along the bracelet” adds sophomaore
and supply chain manager Sadhana Ta
depalli

“This bracelet dra-
matically reduced my
nervous squirming.

In a uny plastic package, the bracelet
mmu‘.ml{ 1 a person; alized. handwritten
note for the customer. Theembracelet is
an adjustable double strand nylon satin
cord that holds eight blue beads

As someone prone Lo fidgeting this
bracelet dramatically reduced my ner-
vous squirming during a school day. It
eased an unconscious tension as [ re
Im—.:tcdly slid the pearls back and forth
ike abacus beads.

The cord's texture is nether rough nor
prickly and the cord Is not thick. Fortu
nately, the beads do not envelope the
entirety of my wrist, something that is a
pusunll anpoyance as it forms an awk
ward space between the table surface
and the wrist Bemng lightweight, the
bracelet leaves only a subtle reminder of
its presence.

Devoid of any hyper-gendered ele
ments {eg. color and decorations), it

reserves inclusivity. The lack of spar-
Elas and bright colors helps retain neu-
trality; with muted shades of blue and
smooth beads, the embracelet stays

This simple embrocelet ollows
students to find a source of comfort
during their stressful c.h:vr|
J/NAYJA SHA
true Lo its sole purpose :;t reducing anx-
iety. This aspect ¢ |ughl my attention.
Many other anxiety bracelet brands
focus on visual appeal Therefore, the
decoration overpowers the pacifying
purpose of those bracelets, resulting in
visually appealing bracelets whose tex-
ture and color can cause agitation or
distraction.

Just as they retain non-gendered
components, the bracelet adjustability

rowdes another critical detail Often,
Emu‘]vl.- lack size options: hawever, the
double-strand cord allows customers to
Fu'll or push the stnngs of the embrace
et to fine-tune the size. Those struggling
with this form of adjustment can refer to
the demonstrative video on their web
site.

Anti-anxiety bracelets are not a new
product. What makes this business
unique, though, is their personalized
website, After a customer purchases an
embracelet from their store, they have
access to multiple services |l)s1:|ti|r1lr
a journal where customers can share
their thoughts and anweties, educa-
tional resources about anxiety disorders
and consistent positive messages.
Embracelet achieves mclusmaty and
simplicity despite releasing only o single
product design. Consequently, they ve
successfully created a neutral safe space
for their customers through a conven
tionally decorative object. While still
in its infancy, Embracelel’s innovative
style to aid those batthng anxiety and
stress is testament Lo its integral cause.

“Within a bracelet you can tell your
story, be yourself and ultimately reduce
your stress and we really want to give
that to the community,” said Bala

Embracelet was featured in the
Dougherty Valley Wildcat Tribune!



SALES

Types of Orders

Business Fair

Website
DI Event
In-Person
Bulk Orders
BULK ORDERS

Although the Embracelet has a retail price of $6.99, to encourage
large orders we formed a bulk pricing system.

EVENTS

To bring our product to larger audiences, we
participated as vendors in numerous fairs. Our
team attended the 2022 Junior Achievement
Marketplace, where we found success in our
sales and perfected our elevator pitches. More so,
our CEO had the opportunity to travel all the way
to LA to be a vendor at the Destination
Imagination’s California state tournament.
This event was where we became aware of the
fact that our target audience was not just
teenagers, it was individuals of all ages, as
everyone faces stress and anxiety in their daily
lives. Our biggest success, however, was the San
Ramon Children's Business Fair in late April
Team Embracelet debuted our newest bracelet
color, Sodalite, and we sold out of both colors in

BULK ORDER PRICING

Number of Price per
Units Unit
1-4 $6.99
5-9 $6.50
10-14 $6.00
15-19 $5.50
20+ $5.00

Team Embracelet at the 2022 Inaugural

San Ramon Children's Business Fair

mere hours. Our company is always on the
lookout for more events.

PARTNERSHIPS AND DONATIONS

Our team realized that we wanted to make a more profound impact in the
field of mental health awareness. This is why we partnered with Global

global

Mental Health Outreach to donate 15% of our profits to them while they mental

promoted our product to their audiences. We also allow direct
donations on our website, in support of the National Alliance On Mental

health
outreach

lllness (NAMI), America's largest mental health organization.
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FINANCIAL PERFORMANCE )

RAISING CAPITAL

Our team of 10 members decided to have equal equity in the company. We collected $60 from each
person, leaving each person in the company with a 10% stock in the company ($360 in the capital).

SETTING PRICE-POINT

The unit cost of one Embracelet was about $2.07. The cost of
shipping one Embracelet was about $0.48. The explicit cost
per one bracelet would add up to $2.55. Since we are
manufacturing the bracelets ourselves and are sending the
bracelets through the postal service, we figured out that
there are implicit costs that we must address. We priced the
amount of manual labor per one bracelet at about $2.00 and
other shipping costs at about $0.50. When we added both
implicit and explicit costs together, we got a total cost of
$5.05. We didn't want our economic profit to be $0, even
though our accounting profit would be around $2.50,

Units Sold and Revenue Per Week
Units Sold Revenue

1500

1000

500

Revenue $1,367.07
Variable expenses $424.55
Packaging Expenses $54.82

Total Variable/Packing Expenses |$479.37

Gross Profit $887.70
Website $77.00
Fixed Costs $73.00

Total Fixed Costs + Website Cost ($150.00

Total Expenses $629.37
Donations to GMHO $112.01
Profit Before Donations $746.70
Net Profit $634.69

We also surveyed people around our
neighborhood and our school, and we
got a general price range of around
$6.00 to $8.00. We finally selected a
price point of $7 if purchased on the
website and $6 if purchased in person.
This resulted in an accounting profit of
$4.50, and an economic profit of $2. We
felt this to be healthy approximate
considering customers could also
access several resources on our
website.

EQUITY AND INVESTMENT GROWTH

Each of the ten

Break-even point | 97 units Returns per Shareholder .
stocks in the
Date we crossed 4/2/2022 y i company was pr’ioed
break-even Equity i
g quity in h £
m Company at $60, as eac (0]
Profit $634.69 g
2 H these stocks grew to
Revenue $1,367.07 E Net Returns $136.71. This means
(o]
Expenses $629.37 S shareholia that the net return
(1]
GMHO Donations | $112.01 v F per stockholder was
$76.71. In total, we
ROI 1.01 $0.00 $50.00 $100.00
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CLEADERSHIP & ORGANIZATION)

Embracelet boasts a strong founding team of executive officers.

Embracelet identified their corporate leadership through the democratic method of holding
general elections. After delivering their sKill sets and past work experiences, team members were
elected to executive positions by a majority vote. Seven officers make up the executive board, and
individual roles within different departments were assigned to the rest of our team members
based on their aptitude and interests. Embracelet operates with 6 departments: management,
sales, marketing, finance, supply chain, and technology.

Maintaining seamless communication was Embracelet’s primary concern when it came to
upholding company structure. For the entire company, biweekly meetings were held, with
meetings on Tuesday hosted over Zoom for an hour and meetings on Saturdays taking place in-
person at a public park. The company’s efficiency and effectiveness heavily benefited from this
hybrid environment of virtual and in-person collaboration. Weekly announcements, tasks,
and minor roadblocks could all be delegated via Zoom, while larger group and individual projects,
as well as serious issues, benefited from face-to-face discussion. Moreover, our team relied on
Slack for any other updates, information, or communication.

LEARNING EXPERIENCES &
FUTURE APPLICATION

Our marketing department first assumed that our target audience would be teenagers, as
previous data revealed that 31% of adolescents feel overwhelmed or stressed, and 38% have been
diagnosed with an anxiety disorder. Upon execution, however, our company members
recognized we had made a notable error in our expectations, with adults making up the majority
of our customer base rather than teenagers. We found that this product is relevant regardless of
age thus allowing us to learn assumptions will only get our company so far as we can never fully
predict the appeal of a product in the market and we are unable to entirely narrow down our
potential market. Below are the feedback and testimonials from some of our customers:

N

“I appreciate what you guys are
doing and I'm rooting for you all”
“Great cause.”

"It is brightening my mood!"

"Helped me get through 4 hours of
my Zoom call this AM"

"You are more than just a bracelet.”

8




NEXT STEPS

N

Following the current momentum of Embracelet in which we have an influx of orders from friends,
family, connections, and those who connect with our cause, we aim to continue this momentum by
participating in upcoming business fairs to market and reach a wider audience of potential
consumers. Mid-may, our team be a vendor at the Maker Market of the Dougherty Valley Festival
of the Arts. Embracelet is also in the works of a collaboration with the Youth Advocates For
Change organization, where our company will be creating custom embracelets for their brand.

Another future goal for Embracelet is creating new products that are centered on the same push-
pull mechanism to help combat stress because we understand that not all potential customers
would be comfortable wearing a bracelet, so we would like to take this opportunity to expand to
new products with the same fidget method. Based on the feedback we've heard from our
customers, we also aim to launch new colors of the Embracelet and perhaps, new personalized
charms along with our logo.

THANK YOU

Thank you to Junior Achievement for providing us with this opportunity to create a fully-
operating company. With the lessons and the guidance JA has offered to us, the members of
Embracelet will be sure to thrive in the business world and overall, gain a better understanding of
entrepreneurship and financial literacy.

A very special thank you to our wonderful team of mentors, Mr. Jeffrey Bray, Mr. Austin Brewin,
Ms. Kiana Ocean, and Ms. Meredith McCreary who have always been our biggest fans
encouraging us to follow our instincts. Without their guidance, we would not have been able to
bring Embracelet to where it is today.

Thank you to all of the mentors and guest speakers
who took the time to attend our meetings and give
us insightful advice that aided in the development
of our business. Your unwavering support has
allowed us to continue to improve and grow
throughout the course of our journey with
Embracelet.

~ Embracelet Team
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