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s there potential to move into
the medical and health sector
with a chemical detecting

system with design roots in our
existing products?




What is our current position within the
market?



Looking Inwards

Utilising Management information tools we can assess our model and
it's components

To do this we can focus on the two most fundamental aspects of our
business

Our Customers Our Products



Our Products

We currently have a breathalyser focused product range:

”B(el?lth test Rapid” — For our on the field testing aiming to get results
quickly

“Breath test 50” — For more reliable and accurate results

“Breath test Advanced” — For advanced use by trained individuals, requires
training course



Our Customers

Strong partnerships in the form of repeat purchases by established
customers
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Our Current Business Model Canvas

Key Partners

Our Continuous customers:
°Security Employers
cAirlines

°UK Police

°Warehouses

°Universities

Our Suppliers, supplying:
oPlastics shells
°Batteries

cetc

&

Key Activities
These include:
oSustaining our returning
customers and meeting their
needs

°Maintaining our existing ranges

with design updates when
necessary

°Constant market monitoring and

competitor analysis

°Production of our products for

sales

Our customer value is generate
through:

°Reliable products, supply chains
and support

°Our complete breathalyser range

Key Resources

These include:

°Market Insights and monitoring

oStrong supplier connections
oStrong distribution networks

P
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Value Propositions (!

Customer Relationships '

°Our customer relationships are a
fundamental building block of our
current business model.

°Making sure we form strong
relationships with new customers is key
to expanding with our current range of
products.

°Ensuring our existing relationships are
supported and maintained is also
extremely valuable.

°Training courses for advanced product
use

°Qur distribution model is strongly
linked to our customer
relationships. Interacting directly
with repeat business to business
sales and supplying orders when
necessary.

°We have no current infrastructure
for sales through a storefront,
physical or digital, self-owned or
partnered.

Channels

Customer Segments

°As our market is niche with only a
number of specific sectors that our
small, focused range of products can
be applied, our customer priorities
should be proportioned accordingly
with order quantities.

°Any expansion of our customer
sectors should aim to generate a
strong partnership with new
customers as to ensure a long-
lasting repeat purchase relationship.

Cost Structure

°The question arises, are we Value driven, or Cost driven?
oCurrently we are cost driven, aiming to minimise the expenses we associate with the
whole lifecycle of our asset sales, production, relationship capturing, relationship

maintaining, aftersales support etc.

L 4

product range.

Revenue Streams
°Qur only current revenue stream is recurring transaction-based purchases for repeated

customers where our revenue is generated through the business-to-business sales of our

6

°No plans to establish additional routes, subscription models for example, are yet planned.

Osterwalder, A., Pigneur, Y. and Clark, T.




Our Current Business Model Canvas

Internal

External

Key Partners

Our Continuous customers:
=Security Employers
Airlines

2UK Police

“Warehouses

=Universities

Our Suppliers, supplying:
<Plastics shells
<Batteries
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Key Activities

These include:

*Sustaining our returning
customers and meeting their
needs

“Maintaining our existing ranges

TRENGTHS

=Constant market monitoring and
competitor analysis
*Production of our products for

sales

Key Resources

These include:

“Market Insights and monitoring

Helpful

Value Propositions ﬁ
Our customer value is generated
through:

Reliable products, supply chains
and support
=Qur complete breathalyszr range

Customer Relationships '
=Our customer relationships are a
fundamental building block of our
current business model.
*Making sure we form strong
relationships with new customers i
key to expanding with our current
range of pW - C
Ensuring our existing relations [p's"
are supported and maintained is
also extremely valuable.
Training courses for advanced

product yse

Channels h
*Qur distribution model is strongly
linked to our customer
relationships. Interacting directly
N CpCa T unnCIoTeuTn eSS
sales and supplying orders when
necessary.

“We have no current infrastructure
for sales through a storefront,
physical or digital, self-owned or

partnered.

“As our market is niche with only a
number of specific sectors that our
small, focused range of products can
be applied, our customer priorities
should be proportioned accordingly

Customer Segments

SESdCr quantities.
“ANy txpansion of our customer

sectors should aim to generate a
strong partnership with new
customers as to ensure a long-
lasting repeat purchase relationship.

trange.

nue Streams
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Wly current revenue stream is recurring transaction-based purchases for repeated
ers where our revenue is generated through the business-to-business sales of our

ns to establish additional routes, subscription models for example, are yet planned.

Harmful




Strengths, Weaknesses, Opportunities, Threats

Internal

External

STRENGTHS
Our customers Our focused product
range
Our sturdy market

position

Our market insights
Our customer support

OPPORTUNITIES

Our strong customer

New technologies : ,
relationships

Our RnD

Design Innovations :
& Business model

Innovations

Helpful

WEAKNESSES
Our Niche Market

Our lack of potential for
storefronts

THREATS

Customer Losses

Competitor performance

Changes in legislation and
standards

Harmful



What businesses could we be in ?

Transition from Direct to Business to a New market / Business



Customer Value Proposition : Chemical Detector
System

* A customer value proposition (CVP) is a strategic tool that is used by a company to communicate how it aims to provide
value to customers. (Anderson et al. 2006).

* A customer value proposition (CVP) is a strategic tool facilitating communication of an organization’s ability to share
resources and offer a superior value package to targeted customers (Payne, A., Frow, P. and Eggert, A. (2017)

* Marketers should proactively search for novel means to create desired values for their targeted customers and increase
customer equity. Marketing practitioners should also put high emphasis on product and service innovations that can
provide the greatest benefits for customers to achieve lasting competitive advantages (Hanaysha, J.R. and Al-Shaikh, M.E.
(2022)

* Question is how does this apply to the development of the Chemical Detector System ?



Leadership

CVP Leadership Support
Strategic vision of new
product importance

CVP Formalisation
Developing structure and
processes for new product

Chemical Detector System Process (Customer Value Proposition)
(Tidd and Bessant (2016) , (Homburg, C. et al. (2017)

Product Knowledge
Technical specifications and
potential applications

Market Knowledge
Customer and competitor
knowledge weakness at
present

Innovation
New product CDS

Customer Relationships
New market opportunities

Brand Reputation
Risk and opportunity

Cost v ROI

Customer Value Proposition
WHAT can new customers can
expect from engaging with us

Internal development
market orientation in the

Customers
New market customers’ value
perception

organisation, provides strategic
guidance and a sense of purpose

Market-Based Resources y

/

Resources

CVP Design Characteristics

New customer base — opportunity
and risk

Development of a

Customer Persona

Strategy Decisions

Strategy Implementation Competitive Advantage 12



2. Strategy formulation ~ 1- Customer focus 2. Strategy formulation

35. System integration

3. Planned opportunism
34. Product development controls , .
4. Clear strategic objectives
33. Knowledge capital _ .
Chemical Detector System 5. Core business competencies

31. Voice of customer

Market / Customer Value Development Proposition 7. Market assessment

requires consideration of key areas within the Market /
Customer Value Proposition process outlined.

30. Electronic data interchange

29. Computer auto. prod./delivery 8. Requirements management

9. Cross-functionality

Best practise is to consider the process from 1-7 to
develop Customer Value Proposition however in
addition a requirement is to also consider at an early
stage either impact or how stages 8-35 may develop the
CVP.

28. Flexible production/ delivery | |
10. Development planning

27. Analytical methods .
11. Design standards

26. Process control

12. Documentation
This requires a consistent review of all business areas

25. Information systems
outlined

13. Product reviews
24. Market analysis

23. Coaching
22. Team boundaries

Tidd and Bessant (2016) 14. Continuous improvement

15. External partnering

21. Organic structure 16. Project orientation

20. Team rewards 17. Cross-functional teaming

19. Ambidexterity ~ 18. Co-location .



Strategy Canvas — Chemical Detector System

Review, consider,
inform,

and ensure
continuous
information flow
for

a more risk
based informed
decision

(Sheehan, N.T. and Bruni-Bossio, V. (2015)

Corporate strategy and objectives

Current Customer base

Price

Legislation

Market assessment

Risk to business

Capability

Opportunity of new market

Challenge and inform current business
strategy

Challenge, engage, understand current
customers — can this be additional
sales

New product links to legislation — HSE
etc, international law

Buy in more detailed market
intelligence or new marketing skills
within business

New Market — direct to business (current
model ) or consumer direct sales

14



Strategy Canvas — Chemical Detector System

Review, consider,
inform,

and ensure
continuous
information flow
for

a more risk
based informed
decision

(Sheehan, N.T. and Bruni-Bossio, V. (2015)

Corporate strategy and objectives - currently B2B model -
challenge could be new consumer model

Current Customer base - exploit current relationships?
Potential limited impact on breakthrough technology

Price — new technology leader high price base v affordability
v volumes

Legislation - build on consumer concerns/fear linked to HSE

Market assessment - persona

Risk to business - risk is no market penetration

Capability — full capability however new resources required

Opportunity of new market — significant

Challenge and inform current business
strategy

Challenge , engage, understand current
customers, police , health , security —can this
be additional sales for those customers

New product links to legislation — HSE
etc, international law

Develop persona market research

New Market — direct to business (current
model ) or consumer direct sales

15



Market Research Considerations — Sector

Aerospace

Logistics

Police

NHS

Security

Direct to customer

Opportunity

Travel has opened up,
but people want to feel
safe

Linked to drug testing

Linked to drink and
drug tests

Linked to employment
law / enforced practises

Linked to employment
law / enforced
practises

Safety — People values /
health

Size of market /
market
E

Significant £

Significant £

Significant £

Significant £

Global £

Global £

Legislation

Not detailed
only advice
on testing but
lever
potentially

No legislation
—not deemed
as public
safety risk

No legislation
—not deemed
as public
safety risk

None —
however
have ability to
influence

None —
however
have ability to
influence

None

Low

Low

high

Med

Low

High

Current Business Strategy /
Capability

Some links to current business ,
however not direct engagement

Good current links to market

Good links to current business but
not future market

Good links through current product

Current direct links into sector and
have ability to influence and drive
forward market share

No current market links , no direct
sales to consumer direct within
business , no links to 3 party
vendorsi.e Amazon

Cost to enter market

Some cost need ROl model

Expensive on new
marketing and sector
development

Expensive , need full ROI
model developed

Some cost need ROI model

Low

Depending on model — high
cost

16



Market Research Considerations — Sector

Border Security

Health and Well
being

International Health

Opportunity

Travel has opened up,
but people want to
feel safe

Healthy living major
market opportunities

Linked to drink and
drug tests

Size of market /

market assessment

Significant £

Significant £

Significant £

Legislation

Not
detailed
only advice
on testing
but lever
potentially

No
legislation
—not
deemed as
public
safety risk

No
legislation
—not
deemed as
public
safety risk

Risk
AVAR

Low

Low

Med

Current Business Strategy /

Capability

Some links to current business ,
however not direct engagement

No real links to market

Good links to current business

Cost to enter market

Some cost need ROl model

new marketing and sector
development

need full ROI model
developed

17



(Tidd and Besant (2016)

Chemical Detector
System

Direct to consumer sales
Complete new business

Production

Social
media /
eb based

Public —
Consumers

Direct
Marketing
and sales

Branding

On going
product
development




(Tidd and Besant (2016)

Chemical Detector
System

Partnership / Co production
model with key sector
partner

Co
Production

Co-design Branding
O_

Co"deve’opment
Airline Sector

Co-promotion

Marketing
percentage
sales

Branding

On going
product
development




(Tidd and Besant (2016)

Chemical Detector
System

Direct Business to Business Sales with
some links to sector NPD or Franchise /
membership model

Production

Joint
Branding

Indirect
Marketing

On going
product
development




What businesses could we be in?

Healthy Living / lliness Prevention Solution Providers
OR
Keeping Your Customer Safe



What businesses could we be in?

*Aerospace — Partnership model within the sector to provide international health
assurances, could be linked to national health policies globally (World Health
Organisation). Testing of airborne virus and other health issues (market circa £150Bn)

*Border Security — Testing on all immigration routes to ensure the non-spread of
infection and potential to contain at source before release to general population
(Linked to NHS opportunity — market circa £257 Bn)

*NHS — National requirement of nations health and well-being, could be used to detect
a range of illnesses such as cancer and allergies linked to ill health (market circa
£257Bn)

International Health sector — Health Prevention / 1st line defence against virus
spread and monitoring, potential partnership Big Data provider to monitor spread of
virus (World Health Organisation — market circa £500 Bn)

*(ONS (2023 ) Home - Office for National Statistics (ons.gov.uk) accessed 2023)



What businesses could we be in?

*Defence — Could be adapted for Military Use within filtration systems (Gas Masks) as
first line defence capabilities, international opportunities linked to UK defence
markets (UK market £71.4 Bn)

*Security — Large event management security linked to national threats ( Manchester
Arena ), on door tests or new filtration systems developed for venues (UK market
£42.3BN)

Logistics ( Government / Industry ) — Response to supply chain resilience by ensuring
key areas such as food and raw materials cannot be disrupted by monitoring health in
supply chain (£8.4 Trillion globally)

*Health and Wellbeing — Product could be adapted to be aimed at well-being market ,
looking at a range of uses within fitness market , diet management , future
disease monitoring (circa - £4.5 Trillion globally)

(ONS (2023 ) Home - Office for National Statistics (ons.gov.uk) accessed 2023)



What businesses should we not bein ?

*Direct sales to Consumer —

*Major investment required in logistics and customer sales platform
*Increased sales / marketing budget to promote product
*Packaging considerations — single pack sales

Different cash flow models for business

Significant Investment required with high risk of possible low sales

*Monitor other sectors to consider in 12 months if this would add value



In depth PROCESS

BUYER PERSONA -EVENT MANAGEMENT & SECURITY

- P
R"-IJ BACKGROUND Q‘ CHALLENGES

Alun Jones

Undergraduate in Events, Getting people in[and out) of events without any

] ) delay or disruption.
Event Security Supervisor,
Cowid has presented an issue with getting
attendees into an event guickly without causing
delays, despite the advice, people turn up
without proof of vaccination.
This could cause major upset and disruption at
event entry points.

Worked in Event Security & Hospitality for 20
years.

ki

& COMMON OBJECTIONS

DEMOGRAPHICS
Age 45 Wk Cost of the device,
Male Easily portable [weight/dimensions),
Marned Hygene,
2 Children Quick results,

il HOBBIES AND INTERESTS Definitive result
P Football,

GOALS Rughby, MAJOR FEARS
Mot to be seen as the classic officious security CrcelERis Unruly attendees causing upset.
employee, -

Motorcycles, Delays in attendee entry to event.

‘Would like a quick and easy way to tell if

someone attending an event without proof of Rock Music [plays in a band)
vaccination can be let in without causing delays : '
in others getting into the event in a timely

rmanner.
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A DAY IN THE LIFE...

EVENT MANAGEMENT & SECURITY

Scenario:

Coldplay playing their last ever gig (Hooray!) Start time:19:05 Venue: Manchester AO Arena

Auditors from a local university observed the main entrance to the Arena, keeping a log of instances where attendees were denied entry to the gig through not being
able to produce a valid Covid pass, recording what reason triggered this, what occurred and Alun's thoughts.

Time Activity (what | see) Notes (what I think)
1 8 . 30 éa?;girafe()cluﬁlf\;grpoe?n;Eewslthagg i?lovlljdesgstgytﬁ?r?t\;mv:rr: bl If only | had a quick detector that could test people in
. away ' P g seconds they could have attended the gig.
A group turned up who had left their printed Covid passes ) )
. in their car. | had to make space in queue to turn them away If only | had a quick detector that could test people in
1 8 42 so they could retrieve their passes - they missed the first act seconds they would not have missed any of the gig.
of the gig .

2 Teenagers who had been drinking beforehand,
1 ) 2 did not have Covid passes. When | turned them away, they If only | had a quick detector that could test people in
8 . 5 wanted to fight/cause disruption. Trouble started with others seconds the trouble might have been avoided.

in the queue. Police had to escort the teenagers away.

2 Groups of 4 turned up late (gig had started)
Had trouble finding their Covid passes on their @ If only | had a quick detector that could test people in

19:05 |phones (been drinking but merry) | had to be seconds they could have attended the gig.
patient while some of them re-downloaded them and i had to

keep both groups patient with each other.

A father and his young daughter turned up late
(gig had started) They had a train delay. Their Covid passes . .
1 9 1 5 were on another phone (which had been left at home) If onlycll ha;]d - qwilj( getectorttha(tj CEUId.teSt people Il?l
. - the child was inconsolable - | helped the father download a seconds they cou ave entered the gig more quickly.
new Covid pass. They missed quite a lot of the gig.




BUSINESS MODEL CANVAS

EVENT MANAGEMENT & SECURITY

Key Partners

Local University

&

Customer questionnaires
Design Studies

Key Activities o

Key Resources ™

LIS

[+ £]
Value Propositions ll

Get everyone who turns up
to an event through the
turnstiles quickly and
efficiently.

Avoid delays at entry points
Less likely to cause
disruption or upset.

Customer Relationships '

Keep all those in the queues
moving at a steady rate.
Keep those in queue happy.
Don’t spend a long time
queuing

Channels .B

Customer Segments ’

No delays on entry.

Don’t need to worry about
non-attendance due to:

1. No vaccination

2. Mislaid Covid pass

3. Not having a Covid pass

Cost Structure

Has to be affordable to provide gains envisaged

Revenue Streams

)

Efficiency of colleagues at events wins more business

27



VALUE proposition canvas

EVENT MANAGEMENT & SECURITY

Products
8 Services

Gain Creators

»

Pain Relievers

%

Proposition aim:

EVENT ATTENDEES

A means of:

* Efficiency in achieving attendee entry to events,
* Through results in a quick time frame,

* Achieving accurate results,

* Re-using the same test kit,

» Keeping crowd disruption to a minimum.

28



Customer VALUE proposition

EVENT MANAGEMENT & SECURITY

A device that:

* will test for presence of COVID-19 virus,

* provide results in a quick time frame, Ctjsotgmn;er
* is re-usable, V —

V —

D —

* results to be accessed by an app/website,

* results to be shared with third parties - i.e Track & Trace,
Airlines, Hotels, Bars & Restaurants.
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Team Activity

The team researched in detail the background of detail of the business, the type of innovation, the detailed
laws internationally , other businesses within the sector and meet on a regular basis to have a detailed
discussion on the overall assignment brief . The team shared research papers and books to increase knowledge
exchange across the group and participated in robust debates at each stage of the process of assessing the
business questions posed .

Each Team member took on assigned and agreed tasks , and a dedicated Teams and WhatsApp portal were
developed to ensure ease of sharing information . The team used the debate opportunities to use work-based
experiences to aid the debate and linked back all the discussion to the journals and academic reading , to ensure
a robust process was developed to understand and provide detailed conclusions.

The team developed an open and robust challenge system, where ideas could be discussed in a fair and open
mannetr.

This allowed a greater understanding of the academic models and the ability to use them to test our conclusions
with greater and focused rigor.



