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MOBILITY CONSULTANCY “1;7:1;1:11“
ASPER SCHOOL OF BUSINESS
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KEY ISSUE

How does PromenAid make its value

proposition known to drive growthe




| CRITICAL CHALLENGES

* Differentiation * Outreach * Structure
* |dentity * Channels * Talent
Acquisition




STRATEGIC GOALS

$15.7MM in Build awareness Robust

revenues by & competitive organizational
2020 advantage structure by 2020




RECOMMENDATION

Position PromenAid as the expert in mobility care and preventative

assistance.

Distribution
Brand Creation Talent Acquisition
Channels




-I-H E c U S'I'O M E R 149 million private households

Home Owner 34 million (22.8%)

44.7 million (30%)
The residential speciality segment is aligned with PromenAid’s core

offering.




THE CUSTOMER NEED Goals

A functional
fall

prevention

handrail Jobs
Maintain

mobility within
the comfort of

. their home
Pains

The “shrinking” home
Sustaining injury
Fear of moving to nursing
home

Seniors and mobility impaired customers have the need for fall

prevention assistance.




PROMENAID VALUE Benstte
PROPOSITION

* Durable
* Special designed
(power grip)
Core Offering *  Warranty
Fall prevention
code compliant
handrail

Pain Reliefer
* Easy to install
* Affordable
* In-home preventive
solution for falls

PromenAid’s product has a competitive advantage over other

competitive unspecialized products.




PROMENAID REACH

General
Practitioners

Occupational
Awareness Therapists
X Users

Senior or

Early Adopters MO bi I iTy
Buyers impqired

Family
Members

Users
Early Majority Home Builders

PromenAid should adopt a strategy to create awareness and generate adoption.




SUMMARY ANALYSIS

Strengths

Challenges

* Unique product
* Value addition
* Power Grip

* Low brand
awareness

* Limited
employees

Threats

Opportunities

* New qualified
competitors

* Lower priced
products

* Huge market
* Only player




| ALTERNATIVES

e Cnd-User

= Low Cost

mmm Cxpert




ALTERNATIVE 1: END-USER

Pros Cons

Focus on targeted sales to the

end-user of mobility aids Di
through direct marketing and 'réct to user Shipping and

informational advertisements. Installation

Immed;j
Example: E-Commerce Platform ediate




ALTERNATIVE 2: LOW COST

Pros Cons

Lack of
Capture the largest market eXxpertise
share by offering the low cost Large

alternative in the mobility market sjze
handrail market.

Easy

Example: Home Hardware Purchasing Future

posiﬂoning




ALTERNATIVE 3: EXPERT

Pros Cons

Consumer

Position PromenAid as the b ehavior

industry leader in mobility care

and as the #1 choice in Recommendation
supported by based

preventative assistance. influencers

Example: General Practionner
recommendations




DECISION CRITERIA

Increased brand awareness

gelile

with users and influencers

Core Utilizes expert knowledge of
health care industry and

$15.7MM in revenues

Financial
by 2020

Competency

quality manufacturing




DECISION MATRIX

Alternative 1: End-User Alternative 2: Low Cost Alternative 3: Expert

E-Commerce Platform Home Hardware GP Recommendations

Brand
Increased awareness with

users & Influencers

Core Competency

Health care & quality ‘ ‘ ‘

product

Financial

$15.7MM in revenues by ‘ ‘

2020




RECOMMENDATION

Position PromenAid as the expert in mobility care and preventative

assistance.

Distribution
Brand Creation Talent Acquisition
Channels




FUTURE AHEAD S

The fall
prevention brand

. #1 choice
Expe.l'!' In recommended by
moblll.l.y medical
professionals and
care contractors
$15.7 MM

Revenue by 2020




| STRATEGIC IMPLEMENTATION

Distribution
s N S N
* Awareness channels * Hiring

* Competitive * Influencers * Training
advantage * Sales

N\l Brond N JEG  Tclent
creation acquisition




| PROMENAID: THE FIRST CHOICE

Strength & Ease of install colors: Blue &
durability Green

.
Tagline

“Have you tried
Affordable & Code compliant & the POWER grip?”
aesthetics 5 year guarantee




BRAND AWARENESS
g P hlet
; * Pamphlefts
Conventions <
* Catalogues
. * Testimonials




| WHO TO INFLUENCE

* Occupational * General
therapists contractors

* General physicians

* CAPS




| SALES CHANNELS

s DBrick and mortar stores
= Direct sales
R Referrals




| GROWTH PLAN

2017-2018

2019-2020

Oregon

California Michigan
British Columbia lllinois
Alberta




TALENT ACQUISITION PLAN

* Operations
* Sales reps * HR manager manager
* Customer * VP Sales, * Inventory
care Mq.rkeﬁng & manager
* Accountant Business * Product
Development engineer




 TALENT ACQUISITION

I Pharmaceutical sales
representatives

= Linkedln & Indeed




IMPLEMENTATION SCHEDULE

Year 2017 2018 2019 2020
Quarter 1 2341234123412 324

Brand Creation

Brand Development ..
Website Enhancement .
Promotional Materials .

Distribution Channels
Get US Certification

Medical Professional Outreach ....
CAPS Outreach ....

Reach out to Home Renovators ...

Brick and Mortar Expansion ...




NEW HIRES

Executive Compensation
Shipper

Sales Reps

CSRs

Accountant

Managers

Sales Marketing Coordinator

Executive Comp
Shipper

Sales Rep Costs

CSR

Accountant Cost
Managers Costs

Sales and marketing Coordinator

2016 2017

100
16 31
100
45
50

65

2018

10

NN R W

104
32
104
47
52
104
65

2019

15

= 0= U

108.16
34

108

49

54

108

65

2020

10
20

R O R o

112.4864
35

112

51

56

112

65

Total Employees will Count will Reach 49 by 2020




TOTAL OPERATING COSTS

2016 2017 2018 2019 2020
Executive Compensation 200 208 216 225
Shipper 16 31 97 202 351
Sales Reps 500 1,040 1,622 2,250
CSRs 90 140 243 304
Accountant 50 52 54 56
Managers - 208 541 1,012
Sales Marketing Coordinator 65 65 65 65
Fixed Costs 50 100 120 144 173
Total 16 936 1,811 2,944 4,263




FUTURE SALES MIX

500

237.76 458.2824

450
400
350
200 124.824 10% Amazon Revenue Per sale
416.08 40% Brick and Mortal Suppliers
250 208.04 -
- 594.4 50% Direct Sales
50
12.4824

200
150
100

458 Composite Contribution Margin Per Sale (S)




FUTURE SALES FORECAST

e Required Sales (thousands)

7,208.78

3,775.33

2017 2018 2019 2020

Future Sales Projections are only 17% of the total 44.9 Million target Homes




| RISKS AND MITIGATIONS

Bl 1 Low recommendation
from practioners

* Forward-thinking conference

= 2 Cash Flow

* Slow hiring

Jlll 3 Difficulty hiring qualified
individuals

Impact * Utilize outside sales reps

Probabilit




KPIS AND CONTROLS

Growth Revenue $3.7MM $15.7MM

Talent Acquisition Retention Rate 65% 80%

Brand Equity Referrals 50% Number 1 Choice of
GPs




RECOMMENDATION

Position PromenAid as the expert in mobility care and preventative

assistance.

Distribution
Brand Creation Talent Acquisition
Channels




APPENDIX — FINANCIAL ASSUMPTIONS

*Average length of Sold Rails

°* Amazon : 3’

* Medical Suppliers = 10’

*30% Markup in Retailers

*Customers bear the Cost of Shipping

*Future Sales Mix Target is 50% Brick and Mortar, 10% Amazon, 40% Direct



