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Executive Summary
This document is the final businesstry document for SENIORYV. The document reflects the vision of

the consortium for a future exit of SENIOR/ into the real market. Aim of the document is to define the

initial business scenarios, nailed down into specific targeted customers and reagkeents. The final

product presentation takes place in the beginning of this document as well as the USP of-SEZNTQ&

current status of the market is revised and lessons learned, recommendations and pitfalls to avoid are

considered also in this sami.
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l.UpdatedConsortiumds Vvi sion
Towards the project execution and after mé2fymeetings and also virtual meetings tBENIORTV
consortium memberstill we havethe common understanding and communication during the project
executionabout the prg c t 6 s. Thewhalercensortiurhas a vision for SENIORV to scale and
become, from an AAL Project, into a real produddbwever, duringhese years of working we did not
manage to find a common commercial vehioleluding all the partnersn orderto use and exit into the
market. After discussions, GLUK will take over the role to exploit the full product or sub products of the
project i ntnmarkdt.The way that SENIORT wib e introducedwill still be through an

STB(Set Top Box) ad through Android TV.
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2. SENIOR-TV as a product

SENIORTV is a Smart TV software platform for providing formal and informal caregiving services to
older adults that live alone in their own homes, at an affordable price, aiming to fostegadligh long,

and healthy life.

SENIORTYV aims to provide a T\Wased platform to run thirgarty applications, with social, medical and
entertainment purposes, which may be combined with other equipment such as smartphones and tablets.
Specifically, it aims at d#gning and implementing a multichannel intelligent platform for offering formal

and informal caregiving services to older adults that live at their own homes, with special attention being
paid at active prevention, and fostering a higlality, long, andhealthy life. SENIOR TV will be

distributed with a set of builb applications that will render the product functionalofithe-box

The peoplethrough a simplified interfaceaninteract with the SENIOR'V. The hardware part of the
product it is foreseen to be salding an existing commercial STB (Set Top Bdr)that way the buyer
will have just to connect the STB intlke TV set and then the TV becomes a smart Senior TV. An image
of thecurrentview of the SENIOR-TV is presented below(ln this picture we are using Xiaomi Mi but we

have used also other hardware devices during the project execution).
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Figure 1: SENIOR-TV in an STB

D4.2 Final Business Plan Paged



S AAL

senior tv PROGRAMME
The SENIORTV platform will be open talevelopers to add their content (after control). During the AAL

Project execution a set of applicatiaryd serviceginformal and formalgre available through SENIGR

TV such as

M Virtual Center 2.0

1 Agenda2.0
1 Events 3.0
 News 3.0

M1 Tracker2.0

1 Wikipedia 2.0

1 Weather 3.0

1 Audiovisual Channel$.0

9 Audiovisual Channels TV
1 Audiovisual Channels Web
{1 Video chatl.0

9 Social Netsl.0

I Rehabilitation Games

1 Leisure games

1 Outhome leisure recommend&i0

91 Health2.0

Some indicative screenshotssaflected apps are presented beldare detailed info about the final apps,
servicestheir view and functionality can be found in the deliverable 2.3 SENIUR/3. NOTE: The

following screenshots are indicativend here are not presented all the asomkservices The designed

appeared here is the fimdsign. Thescope of this section is to give to the readanditativeview of the

SENIORTYV final interface.
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k sl_test_1@stv.com >

e My favourite locations ®Add new location

Logout Muang La (LA)
Latitude: 20.92056 Longitude: 102.13268

Vigo (ES)
Latitude: 42 Longitude: -9

Ljubljana (SI)
Latitude: 46 Longitude: 15

Figure 2: Weather 3.0 Web

Marcos Mourino X

(:) Refresh

Main data
Main data
uiD
A7IMBEeu40S36QE2AjXxTM
User name
Marcos Mo
(45} Channels Q @ Non-associated channels &
SeniorTV seniortv.aal.cyprus

seniortv.aal.romania

seniortv.aal.slovenia

Figure 3: Virtual Center 2.0 Web
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Day centre videos

Cooking
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My videos

D Exit 1 Home

Figure 4: Audiovisual Channels

Video Chat

Franc Novak

. CALL

Figure 5: Video Chat
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Figure 6: Social Networks

f HOME D BACK Matching pairs
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Figure 7: Games
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Health App

Please use the D-pad of your remote control to navigate through categories. Use the “OK”" button to select a category.

Body Weight Blood Pressure Blood Glucose

Figure 8: Health
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3. The Business Model

During the project pilots and workshops with the end users, in the second half of the project, we had
involved in the process a lot of business devalept questions and relative activities. Throughout this

process 2 main findings came aapsifiedasThere i s a grou

1 elderly that they are independent and decide by their own selves for the $prodtests that they
want to purchase. This group-TV.She outcomeaf theot ent i

research resulted as that they found interesting the idea but never would spent a dime to have it.

1 elderly that are somehow dependent and third parties decideefar(éhg. care centres, family,
doctors, nurses, carers, &tdn this group the care centers expressed their interest of buying

SENIORTYV for their clients.

Taking account this classification during the exit of SENHDRin the marketve will target the decision

makers for elderly.

The market we initially target is the B2B market in Europe, and more specifically thelderly care
organizations biotope (elderly care centerglderly housing companies, hospitals, et€he business
modelis that we will sell them the SENIOGRV service as an in orime purchase. For every case there
will be a unique price depending the services they will desire to have, number of usersn airtie
contract, etc. In case that they need extra support, this withtber negotiation for every specific case
At this stage we are not yet ready to offer full back office esimsupport and we can not define a pricing

strategy angbolicy for the support

In order to increase the market size, we will also offer the SENTIOR a s aT \idR.e h&tbi | | t he
clients remain the same, so we will not have to make any extra efforts to change the businegdsmodel.

the model here it will b82B, at least in the first stage of the exit of SENIDR.
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3.1 The Story

John, 64 years ol d, who |ives in a A5star hotel o
for his morning swimming in the ndhsbreakfastche wosld po ol
love to read the new content delivered by the center administration in the smart environment of his TV in

his room. John is absolutely active and healthy and he wants to remainimtidgy and brairafter his

retirement. Using he feasy t-3V renwote conti®lbddhddses to have a video call, through

his TV set, fist with his grandchildren and afterwards with Sam, a friend of him acalleague. In the

notification center John had seen that the series of photogregsonk that he had ordered is available and

he can start following them. In the meantime, Maria, his personal assistant and carer, visited him in the
room and using a Bluetooth device got his blood pressure parameters which automatically, through the
SENIOR-TV i nterface have been transmitted to the per

John can start following the online photography lessons that he always loved to have.
Pain reliefs:

i.  for John: Feeling of independence, stays mentally actieeedses the setbnfidence, increases
the life quality, direct and easy access to content

ii.  forthe center: easy to handle and distribute the content into multiple users, easy to collect medical
data from the inhabitants and monitoring their health statasigh their CRMrise of the quality

of the offered services and new customers came in.

3.2 USPs

Following the business modigl the beginning of this chaptere can highlighthe following USP%f the

product for the specific model:

9 Tailored made coeit according to each organization needs, accessible by a TV device.
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SENIORTYV is not competing the existing TV broadcast, CTV (Connected TV), VOD (Video on
Demand) models. It offers specialized services/content on top of traditional content.

Easy to bernistalled into existing infrastructure without any installation costs.

Easy to be used both from people that are not familiar with computers/tablets interfaces and also
from technological advanced people.

Possibility for Integration with existing IT infrasicture of the organization (care center, hospital,

etc.).

3.3 Highlights of our market exit

In this section we will summarize the key actions that we will perform during the exit of SENNOR

We will follow the B2B approach, at least in the initial phase of the market exit of the product.
As a starting point we will consider the market segments in which GLUK and the technical
partners are currently involved and also the End Users organisations. This will also allow us to
get to the market using the same channels and collaborations thatttiexs have already set up
in their business and collaborative activities.
The target customers will be reached directly (i.e. the solution will directly be sold).

o Examples of direct customers are elderly people care and hospitals.
The price tag of therpduct would be always close to the competition. We are not going to offer a
super cheap product, no matter how cheap we can afford it.
The price per client would be always negotiable and will be dependent on many parameters, (e.qg.
number of users, sepgs requested, delivery time, etc.)
As one realistic target to be achieved, is to sell the product at least into an elderly people care
organisation. The reason is that because of the trials we already have made a pilot with elderly

people and seems eadiarget, comparing to the other target markets, to fulfil.
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19 The plan is to create a successful case, on wh
acceptability of the solution. Having a succes

charces, the next customers.
f The market approach would use various schemes and channels.
o Firstly, we will consider direct sales to key target clients, with instruments like cold
calling, cold emailing and in person visits and presentations.
o Secondly, we wiluse inbound marketing technigues, such as digital marketing, social
networks, paid advertisement.
o And finally, we will set up collaborations with key players which can optimize our

customer reach.

4. Consumer need and opportunity

4.1 Market opportunity i The ageing marketplace

Globally, the number of those aged 65 and over is growing at around twice the rate of the overall population.
This age cohort is now the fastgst owi ng pri mary segment of the worl

is outstripped ply by that of an even older subgrouthose aged 80 plus

Inthe UKtodaypt he maj ority of the UKO6s pBbSdoanal Unwmatl t dad
home equity owned by ol der gener ati onsThewllsr est i m
consumer market is large and it is growidghen we compare this to the younger segment of the market,
we see that the 189 year old group is only forecast to grow by 7% in comparison to the older market,

which is forecast to grow by 81% from 20@52030.By 2030 the over 65s will account for 25% of the

1Economistintelligence Unit, A Silver Opportunity? Rising longevity and its implications for business, A report from the Econottiggtricte
Unit Sponsored by AXA, 2011

2 McKinsez & Comeanz, From Austeritz to Proseeritz: seven Eriorities for the Iong term, Ni@v 20
D4.2 Final Business Plan Pagel8



S AAL

senior tv PROGRAMME

total consumer market (people over 16 yearsoljanexampléo day 6 s over 500s alrea
the UK6s savings é and are responsible f &20040% of

billion per yeat.

This reflects a significant opportunity for those companies willing to address the needs of people in later
life. Opportunities not only exist for companies developing products and services for older consumers, but
for those able toapitalize on the knowledge and skills of an ageing workforce. These are the two key areas
that have been identified as being important for business by the Economist Intelligence Unit in their report

6A Silver Opportunityo.

4.1.1 Key Sectors likely to bedit

It is clear from researésthat older people want good products ardvices in the same way anyone else
does.Generally, there is more information on the opportunities for business in sectors such as health, ICT,
nutrition and finance, which are commonly seen as the critical areas for business growth in the ageing
market. The key sectors that have been identifielikely to benefit from the ageing demographic are those

in which fAcompanies are able to hel p° Andmmeu mer s
specifically, Afheal t hcar eouan g mp raardmaf ci®haatailmeeaal |s , s el r
singled out as being particularly attractive to

beverages, retail artdchnologyo’.

4.1.2Examples of businesses adapting to the older marketplace

One does not have far to look for examplesahpanies evolving their product to suit the needs of the

ageing consumer market.

3 David Sinclair, Head of Policy and Researcth.C UK, The Golden Economy: the consumer marketplace in an ageing society

4 The New Old Age: perspectives on innovating our way to the good life for all, Nesta, 2009

5 Economist Intelligence Unit, A Silvédpportunity? Rising longevity and its implications for business, A report from the Economist Intelligence
Unit Sponsored by AXA, 2011

6 Economist Intelligence Unit, A Silver Opportunity

7 Economist Intelligence Unit, A Silver Opportunity
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Intel Corporation, in a joint venture with General Electric, formed Care Innovations, a $250million
enterprise devoted to serving the needs of older people with healtmgkalldhe explicit aim of Care
Innovations is to tap into new market opportunities, such atéslth and home monitoring. Eric Dishman,

Intel 6s Director of Health Policy and I nnovation,

busiress opportunit)*lntel haveclearly recognizedsomethinghat manytechnologycompaniestill ¢ a |n 0t

see- seniorscan learn new technologiesto take care of their own health)

But Intel is not alone among big technology companies recognizinggh@rtuniy. Some of the biggest

names in the US, Asia and Europe are ®alstking in this marketNintendo Wii provides an example of a

product with broad appeal. Di&kt r oud, MD of specialist marketing ac-
is an example of extemy a product line into a completely new margketcessfully. Usually the response

from companies is thatif youtargetapg oup you exclude another, but Ni-Tt

4.2 Market opportunity i Over the top players

The television seotr a l | across the world is facing a deep
traction over the past few years all over the world. It is basically a TV set that links to the internet. Connected
TVO6s all ows the ¢ ons urrearwebaontent tbreughsa foan of renfiote comeol. o f n
The connected TV6s allow users to access soci al r
through WiFi connectivity and offer a facility to record TV programs. Due to effectiveness andrefficie
connected TVO6s have gained various features and h
these TVO6s are becoming as suitable as personal {
internet and video browsing. Apart from this,cenmt ed TVO&6s suppor-FisBluetaoth Et her n.
and flash memory cards from digital cameras and HDMI and other-gig@io connections. The global
connected TVd6s mar ket shipments and revenue have

to escalate at a rapid pace during the period 20P%.
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Market studies prove that there is going to be a booming ifi thes e r  T\hnearket. ®maamations

of doom by commentators about the future of television are easy to find. Every major tgaholo
advance, such as the Internet and tablets has prompted a flurry of misguided obituaries for traditional
television.A first reality check concerns the motivations of consum&trshis moment the consumers can

bring any content they want in their TV set iniagledigit fee per monthfor example Netflixs priced at

08 per month in the Netherl ands.

Thei o v e r  T\hrmearket,@lpeady showing huge consumer uptake via pnevide Netflix, Hulu,
and Amazon, is expected to increase fourfold by 2019, gotinected TVsubscription forecasted to
generate $31.6 billion i n -ro-eonsemeuraodel, dncedthe itetritorg of c h a n g

only a few players, is becong a more complex ecosystem with more options for viewers.

The Prospects for Premium OTT in the USReport,released by Ooyala and Vindicidound that the
environment is perfect for the growthfofo v e r  delviees. The mféastructure is alreadplace; there

is greater availability of public WiFi; tablets, connected TVs, and streaming media players are becoming
more popular among consumers; and device interoperability is improving. The report also indicates that
consumer awareness, understanding aillingness to pay for premiumi o v e r tsérwices tar@ p 0

exceptionally high in the USAnd secondly in Europas the success of services like Netflix demonstrates.

On the same report is referred that wilktflix, Hulu, and Amazon have primarily donated the market,
industry experts predict that this wonot be the
introducing OTT options: CBS All Access, HBO Now, and DISHE&TYV are just a few examples. In this

market all the niche services Wiroliferate The current status is an opportunity for SENIOR-TV to

penetrate into the OTT market.

4.2.1 Aggregating content and applications
Current dominant service aggregators have emerged from the PC ecosystem (Microsoft) the smartphone

and tablet ecgystem (the App Store from Apple and Google Play from Google), and also from the Smart

D4.2Final Business Plan Page21
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TV ecosystem, with players such as Samsung, Sony, Google, Apple, Microsoft and Roku, to name just a
few68. As the Internet of Things expands, new platforms emergengaingim watches and wristbands to
clothes, cars, homes, electrical grids and much m
function as an aggregator for new services running on top of the platform. This can be in combination with

a smartpone. Fitbit and Jawbone wristbands, for example, do not have displays of their own.

The activities of players like Apple, Amazon, Google and Microsoft in home automation, transport and
health show how digital service platforms are invading amdbracing ew domains.This provides
opportunities for digital services SMEs and startups that can benefit from the infrastructure, reach

and marketing power of these large platform providersDepending on the level of interoperability and

on the footprint of the nevaggregation platforms, starps and SMEs may have to develop multiple

versions of their applications to reach potential customers.

4.2.2 TV penetration igeniosolife

Todayobés Senior are more independent | participptiomimct i v el
media consumption is an important part of the lives of the elderly. Recent studies showed that music, films

and tv are key components to their wading. (Chotiner, 2016) And most of the senior citizens rely on
television for entertainnmg, access the weather, stay on top of the news and be alerted of any emergencies.

(Waxman, 2017)

Slowly but surely, digital consumers are taking over the coveted media demographics. Thesemaans

opportunities for adults (65+) are shifting to theitdiiggeneration

In the report O6Adul t s o Sasketelderlypeople t@asayloutotall thetdevitess 6 b

they use, which single device they would miss the most if it were taken away.

8 https://www.ofom.org.uk/__data/assets/pdf_file/0026/80828/28d6ltsmediauseandattitudes.pdf
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EDVR

Paper copies of
books/ mags/
newspapers

M Radio set

B Tablet
B Computer
TV set

W Mobile phone

All Aduits éAged 16-24 Aged 25-34 Aged 3544 Aged 45-54 Aged 5564 Aged 65-74 Aged 75+

A3 — Which one of these things you use would you miss the most if it got taken away?

Base: All adults aged 16+ (1841 in 2015, 246 aged 16-24, 263 aged 25-34, 300 aged 3544, 279 aged 45-54,
277 aged 55-64, 223 aged 65-74, 253 aged 75+) - NB Showing responses by >2% of all adults

Arrows show significant differences (95% level) by age compared to all adults

Figure 9:Most-missed media device, by age

Currently, over 65+people highly loved TV set comparetb other media devices. Then, how about Smart
TV? Based on the research, by 2019, more than 50% of TV households in Japan, the US, thadgK, Fr

and Germany will have Smart TVs, according to §HSorrespondent, 2016)

9 https://www.broadbandtvnews.com/2016/02/02/stremmrttv-growth-in-japanus-and-europe/
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Smart TV Household Penetration by Country

70%
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10%

0% -
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mssWW o =#=US =@—France ~#*—Germany =>*~UK =%=Japan =®=China ~—*—Russia ~India Brazil
Source: IHS © 2016 IHS

Figure 10: Smart TV Household penetration by Country

Al s o, the age group of Smart TV ownhadvastdge gfthe cent a

internet connection of their TV. In a nutshell, the penetration of Smart TV is increasing, and also adults can

use its features very well.

Hereds t he st r en gandtherfore Segior m\for omacaaring T V

1. Smart TV is easy to beonnected with other digital devices such as Smartphone and Tablets. Also,
other secondary peripherals like Play station, Wii and Kinect for certain services.

2. It can suggest an easy way of keeping in touch with their friends, family, caregiveoshand
people around them. (for nemartphone users)

3. Smart TV can be remotely controlled by caregivers or family members.

4. Users dondt need to buy a new product, they

4.2 3 Key findings

Asummary of key findgs about the future of the fover the
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1 In the coming 10 years next generation media technologies, devices, wearables-geidtéoT
platforms will create important new opportunities for content and application providetsliinggl
European firms to deliver highly innovative, in some cases disruptive, services over the Internet.

1 Ubiquitous and ultrdast mobile and satellite Internet connectivity such as those delivered through
5G and softwarelefined networks will enable adveed internet services that require stability and
minimal lag such as communication between autonomous vehicles and advanced smart city
applications.

1 The costs of content and service creation will continue to decrease rapidly, especially in terms of
softwae (with open source, modular building blocks and cloud storage and processing).

9 Access to and control over data will become important strategic assetat® and capture value;

T Concerns over the O&@privacy par adoyxénhancmgnai n,
technologies such as adblockéngicatesthat consumers arn@creasingly active in protecting

privacy.

4.3 Barriers to market

Some of the barriers businesses face in entering the ageing marketplace are discussed below.

1. Not enough marketing directed towards older people

One criticism made of businesses that have products and services suitable for older people is the lack of
focused marketing relevant for this section of the populafidvhadvertising, in particular, is failing to
makeanimpact on the over 506s. A MAPcirassociaion with matupey r e s e
market specialist consultancy Involve Millennium, reveals 63% 830 year ol ds c¢cl aim th
to advertising they see on the television. The figises to 68% of 65 to 74 year olds and contrasts with

49% of 35 to 49 year olds

10 MarketingWeek, Tv spots paint false image of material girls, July 2011
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iMar keters are missing the point with their campa

and yet this audience tHavreasketdstaer e@lr atttes cti o gt. e adver

2. Companies are uncertain how to communicate with older people

Understanding the best communication channels for targeting older peaptglier issue companies will
face when entering the older market. Thannel(s) companies use torket and sell to older people will
often needo be different to those used to reach a younger generation of conBamef the difficulty in
identifying the right communication channel is duelte fact older people do nosel thelnternet to the
same extent as younggenerations and are less likely than other ages to shop around or keepah eye

for better deals.

iltés not just about packaging and servicin

and how older people should be targetedand d r e ¥ s e d . 0

3. The stigma of companies being associated with older people

This fear was partly born out of the fact they perceived ther@o obvious or wepublicizedcompanies

who act as role models in thgeing sector.

A strong and consistent tme in SME feedback on the ability ¢apitalizeon the ageing market is the need

for role models i.e. successful businedbes sell and market to older consumers.

Small businesses want to understand how companies like Harley DaddgoNintendo succesdly

market and sell to older people without puttingtbir existing, younger clientele.

11 David Cole, fast.MAP, as quoted in MarketingWeek, Tv Spots paint false image of materidugyrz)11
12 Mark Gettinby, AgeUK General Manager of group product development
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The section outlines the strengths and weaknes&SESNIORTV as well akey opportunities and potential

threats t(SENIORTVs business model.

T

Strengths
Easy to be installed A
Easy to be integrated to existing A
infrastructure

No training needed (either to be installec A
or used) A
Adjustable functionalities according to tt
buyers needs

TV as a device is in favour by seniors
Productdesigned with feedback from rea

| i fedbs users
Opportunities
Can be used also ad

OTT and CTV industry is evolving and
growing

There is not yet product for elderly from A
big players, Apple TV+, Netflix, etc.

New advertising formats (i.e Product
Placementthird parties servicgs A

Opportunity to develop aiche market A

Weaknesses
Lack of brand recognition
Overlap between Smart TV and Digita
TV services
No offline and on site support

Slow penetration to the market pace

Threats
Big players can come faes to the
market with a similar product when the
decide to have it
Risk of disinterest and lack of
investmentsiii st i gmati ze
companieso el der|l
Personal Data Protection Issues

Local/national regulatory framework

D4.2 Final Business Plan
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6. Competition

In this section we will present tvabfferent types of competitionjréct and indirect competitors. According

to our findings there is not such a lgdscape in direct competitors but the incli@mpetition is a threat.

6.1 Direct Competition

Through the review of the state of the art have been found some EU funded projects that serve quite similar
or relevant scope to SENIGRV but not a comprehensive produ@uite close to SENIORV and on the

market products that could be considered asexidcompetitoare

1 Comp (ttps://www.noisolation.com/global/kom)dOMP requires no prior digital skills from the

users, and allows digital children and grandchildren to share photos, messaga&awmitleo calls
to their analogue grandparenBrice in NL is 990 Euros for the 17 inch mod@urrently is
available for purchase only in Sweeden, Norway, Denmark, The Netherlands, UK).

1 GrandPadittps://www.gandpad.ne)/ GrandPad is designed with seniors in niirtde innovative

device comes with features for connecting with loved ones, without the complicated features of
other tablets. The large buttons and intuitive interface make the GrandPad a sileplertaéniors
who are ready to start video chatting and sharing memories with family and friends around the
world. Price in NL is 299 Euros (including SimCoach).

1 On the other side of the Atlantic, in the US, it has been identified an alneaxket product,

Al nde phtm/enhavoindépenda.comThis product, in principle, could be considered a strong

competitor of SENIORTV but the fact that is being sold in the US only, at this moment, can make

it asa market insertion guide for SENIGR/.

6.2 Indirect Competition
This is one of the biggest threats fro SENKDR. With an increasing percentage of timiseholds having
broadbandnternet the popularity of TWconnected devices such as Roku (box ardk)stAmazon Fire

TV, Apple TV and Google Chromecast, as well as game consoles, is growing. The penetration of these
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devices is increasing as is the time spent using them. This combination is having a meaningful impact on

how people view and engage with temt on the TV set, and is consequently changing the ways in which

media companies provide servickkst of the ISPs now they are offering new types of services (cable TV,

video on Demand, Internet, telephony, etc) everything in a single bundle. AllitHese x e s 0

many and different types of content which is quite attractive for the end user. So, such distinguish for

SENIORTV maybe could be difficult to be achieved and penetrate this market. As an example

demonstrate this situation, we il

of fered by the

present the fAZiggo Hor

t

el

ecom operator

AZi ggoo

Zo0on

in

box©o

The

The subscriber through the telecom subscripijlonernet, telephony and cable t8)benefited by a series

of other servicesuch as, replay tv, video on demand, many apps (sports, lifestyle, news, games, etc),

possibility to watch from ay device in the houséuge selection of content (movies, tv series, internet

channels, etc), everything in a single package.

v‘ .

NU PTV

The Penguins of Madagascar

T —
—— g

ONDEMAND

Multifunctioneel

De Horizon Mediabox zit bomvol opties
waarmee je nog meer lol uit je tv haalt.
Opnemen, films en series bestellen, live-tv
pauzeren en meer.
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Kijken en opnemen

ari

De Horizon |

diabox
Programma's opnemen, terugkijken en meer

Nooit meer thuisblijven voor je favoriete serie, want de Horizon Mediabox
neemt tot wel 4 programma’s tegelijkertijd op in HD. Dat betekent meer
plezier op het moment dat het je uitkomt.

Kom meer te weten over de Horizon Mediabox en wat je er allemaal mee
kunt.

Eigen media afspelen

Ruzie over de afstandsbediening is verleden Met de software van Twonky op je pc deel je

tijd. Tijdens het opnemen van die ene film,
kijken anderen gewoon naar hun favoriete

serie.

speel je gemakkelijk je eigen media af op je tv.

muziek en video’s met de Horizon Mediabox. Zo
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Figure 11 Ziggo Horizon mediabox

In this sense the consumer buys the Internet connection, which is compulsory e.g. for SBNEDE the
same time gets for nf meuvehbacas&ENIORE Vamwuht badddheohbdehb

ono or nAyet anot her boxo in the house, fact that

7. Business model canvas

In todayodos | ife of busi ness, the business model

visualizationand refinement ofommercializatiorplan and exploitation strategy.

7.1 Key Partners

This section comprises key partnerships that are needed to make SEMIREiness model work.

V Video Subscription portals In the current status of the platform we armg®xternal sources for
video content to the users. This stream is very important for the sustainability of the platform.

V Developers The people that will develop new apps, services and maintain the platform.

V Scientists.Necessary partners, since fhatform contains specialized info tailored made to seniors
requirements.

V Hardware suppliers. Since in the current status we are usifig8rtiesh/w, they considered to be
quite important for the sustainability of the product.

V Resellers.Quite important partner if we need to expand our sales activities.

7.2 Key Activities

The key activities in SENIORV are:

V Content acquisition. In order to be always competitive and up to date we need fresh content. In

somecasesand according to the client we will have to acquire also new content.

V Content DevelopmentNew apps and services developed for Seniors.
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Vv

Software design.Contentiously impovement and update of the interfaces, functionalities and

general operability of the platform.

Platform development- update. General maintenance of the platform.

Distribution. Distribution of the sold items to the customers.

Ecosystem developmentThe mat ambitious part of SenidrV. To create an app acosystem

around it.

Marketing and promotion.

Legal.

7.3 Key resources

At this moment the key resources we have are:

Vv

Vv

Existed piloted platform. Based on the existing platform we will start building our etitegy.
HDMI compliance. The hardware we use is compliant with HDMI port, fact that m&asor

TV adaptable to any of the existing TV infrastructure.

Wi-Fi connectivity. Network connectivity immediately gives access to many@udand extra
functiondities.

SENIOR-TV remote control App. This resource is an added value for people that are using
Android smartphones or tablets and makes easier the control of the environment.

Real | i f eds e nldis facsgaides & todesigndhe pradlct functionalities closer to
their needs andot as we think that they would wish to have.

Existing network of care centers.The existing network from our End Users partners could be a

significant help in the sales procedure.
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7.4 Value Proposition

Value proposition can be defined as a positioniategient that enables to define the problem that we solve

and the people benefiting from our solution.

It is a small network device that adapts easily to existing TV infrastructure that offers senior
friendly interface and digital content adapted to ther lifestyle and needs increasing their

independency and life quality
- Open to 39 parties applications/content
- Can sync or stream from the web
- Reduces the stress to the e n i familyd s

The following are best practice that support SENHDR value proposition (already planned or

implemented in the SENIORV project):

T AProviding very speci fic, tailored messages
knowledgesharing needs.

9 Highlighting different components within the body of knowledge beimgred and increasing
opportunities for collaborative thinking rather than just presenting information.

1 Encouraging community members to connect in diverse ways.

1 Increasing the likelihood that a message is heard and considered during ereeaikilog by makig

the knowledge accessible at multiple times and in multiple Ways.

7.5 Customer Relationships

V  Support. Through our product support we want to ensure taelieatsthateverything is going to

run smooth and eliminate any-operation stress.

13 httg://www.uws.edu.au/ data/assets/edf fiIe/0018/405252/Kn0WIedge Sharing Handbook.Edf
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V  Quality. During the business cycle we witly to ensure that evergroduct is sent to our clients

and the relative content comply with high quality standards.

7.6 Channels

The following channels dfistribution have been defined:
V  Online
V Direct distributio n

V Resselers

7.7 Customer Segments

Following, you can see the Customer Segments that we have defined.
V Elderly care centers- caregivers One of the main target customers.

V Hospitals. Through our interaction with stakeholders, hospitals are been souglet aistba target
clients, since among the others SENKDR could be used during the rehabilitation time it the

hospital, in order to keep the patient connect
V Rehabilitation centers.

V Senior ds r esi dEhase eesters coutd buyy SENJAOR dar their customers, as a

part of the general deal they have with them.

7.8 Cost Structure

The main costs around the SENION product realization had to do with:
V Platform development and maintenance

V Content Development
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V  Content Acquisition

V Customer Service

V Royalties

V Employees

V Taxes

7.9 Revenue Streams

At this stage our vision is to sell SENIOR/ as:

V Sale of SENIORTV packages

V Commission from 3¢ parties offering their services through SeniofTV

Below are presented tloptions for selling SENIOR'V:

PROGRAMME

noépl ay
1 SERVICES: Support services to Enterprise solutiansl 3! parties commissions.

1 ENTERPRISE: Solution to be sold directly tangElderlyCare Center, Hospitslas a Rehab TV
Seniors Residences, etc. Pricing will be every time under negotiation. As a minimum startir
we ol | set t he oafordhe platforro ddapBth hé rieedsad each customgiug
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7.10 Canvas at aglance

Key Partners Key Activities Value Propositions Qustomer Qustomer Segments
% _;ﬁ!i (T ) Relationships 0
A L L
- Video subscription J,;}» \"'b '—-%Jpport ﬁ
portals - Content Acquisition - Itisasmall network - Quality
- Developers - Content development device that adapts easily - Hderly Care centers
- Siientiststo provide - Software design to existing TV - Hospitals
specialised content for - Patform development ¢ infrastructure that offers - Rehabilitation centers
elderly (e.g. dementia update senior friendly interface - Seniorsresidences
games) - Distribution and digital content
- Hardware suppliers - Ecosystem development adapted to their lifestyle
- Resellers - Marketing and and needsincreasing
promotion their independency and
- Lega life quality
- Opento 3 parties
applications/ content Channels
{L Key Resources - Cangyncor streamfrom | <,
T the web ety
ol - Reducesthe stressto the )
- Bdsting piloted platform family - Online
- HDMI compliance - Direct distribution
- Wi-F connectivity - Resselers
- SNIOR-TVremote
control App
- Readl life@end users
feedback
- Existing networks of care
centers
‘. Cost Sructure

| :_-.

- Patform development and maintenance

- (ontent development

- (ontent Acquisition
- Qustomer Service
- Royalties

- BEmployees

- Taxes

<

- Senior TV sales

Revenue Sreams

- Commission from 314 parties offering their servicesthrough Senior-TV

http://www.businessmodelgeneration.com




8. Financial PlanT 5 years

Based on thenodel above we have created a financial plan for the next 5 years, starting as from the end of
the funding period from the AAL. We set as an exit point Q4 of 2018. Taking account thdsersiitia
comingas a result thate need aeed funding c2MEuroin order to run the business before start generating

profits. the expected return in th& gear will be4,9 MEuros EBITDA (Neutral case estimation).

In the next table you can see theaficial numbers.









