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Case Study One: The Value Creation Wheel Applied to an Artisanal Book Publishing 
Company: Pangaea and the problem of targeting. 
 
Appendix 1 \ Internal Diagnostic – Facts 
 

Company Team Product 
• The name Pangaea, 

came from the 
supercontinent, serving 
as a reminder of the 
fact that the portuguese 
language is present 
across the world. 

• Founded in August 
2016 in Lisbon, 
Portugal. 

• Philosophy: “now that 
the digital era has 
released it from the 
necessity of carrying 
all the information, the 
book can now again 
assume itself as a work 
of art”. 

• Online (their own 
website) is the only 
distribution channel/ 
no physical store. 

 

• The team is entirely 
composed by the 
founders/ key decision 
makers, Alexandra 
Santos and Lino 
Santos. 

• Passion Project, 
coming from long 
standing interest in 
portuguese literature 
and beautiful books. 

• Professors at IADE, 
Creative University in 
Lisbon, Portugal. 

• Love for quality books, 
that are passed on 
though generations. 

• Found a hole in the 
market, where the 
tradition of artisanal 
books is somewhat 
lost. 

• No employees so far. 
• Focus on portuguese 

language, even if not 
from Portugal, but 
portuguese written 
literature. 

 

• Fine printing books. 
• Book as luxury art 

piece. 
• High value- High 

price, in comparison 
with mass printed 
books. 

• Written in Portuguese. 
• Time consuming, 

artisanal process that 
requires knowledge on 
the techniques. 

• One book, Mensagem, 
by Fernando Pessoa- 2 
Editions. 

• 10 Sold so far (in 1 
year). 

 

 
Source: Alexandra and Lino Santos, founders of Pangaea (Developed by the VCW team) 
 
Appendix 2 \ Marketing Mix 
 
PRODUCT 

• Fine printing books. 
• Book as luxury art 

piece. 
• High value- High 

price, in 
comparison with 
mass printed books. 

• Written in 
Portuguese. 

• One book, 
Mensagem, by 

PHYSICAL EVIDENCE 
• Pangaea Website 
• Stock of books 
• Facebook Page 

 

PRICE 
• Set prices per 

edition of the book 
• 875€ for the Artist 

Edition 
• 515€ for the 

Limited Edition 
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Fernando Pessoa 
• 2 Editions 

 
PROMOTION 

• Social media 
communications- 
Facebook 
 Communication on 
company website 

• Networking/ PR 
 

PROCESS 
• Order is placed online 

o Shipping 
o Delivery 

• Personal selling through 
contact 

o Delivery 
 

PLACE 
• Online purchase 

from the website 
• Personal selling 

through 
networking 

 

PEOPLE 
• 2 Founders of the 

company 
• 0 employees so far 

 

  

 
Source: Alexandra and Lino Santos, founders of Pangaea (Developed by the VCW team) 
 
Appendix 3 \ Porter’s Five Forces 
 

 
 
Source: Developed by the VCW team. 
 
Appendix 4 \ Results from Poker Method – Ideas/Solutions 
 
Kill Review Keep Multiply 

1. Use IDEO cards, 
to give ideas to 
understand a 
potential 
user/market 

2. Offer it to 
Universities that 
teach poetry, 
literature 

3. People who like 
aesthetic/ design 
or collecting and 
have a love for 
literature 

1. Book Clubs in 
high-earning 
environments 

2. Amazon Data on 
book sales 

3. Advertise in local 
websites, save 
and explore the 
data requests- 
who clicked on 
the ad, etc. 

4. Pangaea’s 
potential 
consumers have a 

1. People who have 
portuguese 
literature highly 
rated on 
Goodreads 

2. Analyze and 
target the 
competition, 
know who they 
are and how they 
attract costumers 

3. Attend book fairs 
with your stand 
and see what kind 

1. YouTube book 
communities (not 
very developed in 
Portugal) 

2. Do field analysis 
in bookstores, 
interviewing 
people 

3. See what’s the 
target market in 
the other 
countries  

4. 50 women and 
men, above 
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4. Do research in 
portuguese-
speaking 
countries, and 
other parts of the 
world 

5. Analyze markets 
in countries 
where demand in 
this field already 
exists  

6. Got to a place 
where intellectual 
people go and set 
up a stand there- 
Gulbenkian 

7. Benchmark on 
companies doing 
it. Crowdfunding 
platforms, 
collectors, 
auctions, tv 
morning shows 

8. Public gardens- 
read to children, 
see how people 
around react 

9. Make a poll/ 
survey in the 
street to know 
who’s interested 
in it 

10. Try to go in some 
places (library, 
supermarket, 
campus) with a 
pop up store 

11. Go to a book 
event where 
potential readers 
can be 

12. Use adwords and 
analyze clicks 

13. Take part in 
literature 
exhibitions and 
be present at 
universities 

14. Create an online 
contest so people 
can win the book.  

15. To be more 
customized to 
meet people’s 
needs since the 
book is 
expensive. People 
that spend this 
much on a book, 
can have 
specifities 
preferred 

16. Go to public 
events at libraries 
with a stand and 
talk to the 
different people 

very specific 
lifestyle, they 
usually attend 
nice events, 
they’re interested 
in art/culture. Try 
finding them at 
cultural events, 
museums, 
festivals, etc. 

5. Offer it at art 
auctions 

6. Social media: 
create a 
questionnaire and 
spread it via 
Facebook, etc. 
(“Would you 
consider buying a 
book at X 
price?”) Find 
common criteria 
of people who 
said yes 

7. Go online or 
offline to different 
platforms and see 
where people are 
more receptive 

8. See how people 
act, for 
themselves or as a 
gift? 

9. Place the books 
on sale websites 
like Amazon 

10. Create an online 
contest so people 
can win the book.  

11. Seminars and 
book-sharing 
workshops 

12. Contact 
bookstores: 
cooperation to get 
data (not 
personal, just 
general data) 

13. Market survey to 
find target market 

14. Consumption of 
this type of books 
per region 

15. Base strategy on 
rented services 
online as a multi-
channel approach 
as marketing 
strategy 

16. Do a business 
analysis related to 
what kind of book 
the marketing are 
more interested to 
have hand made 
books instead of 
mass made 

of people actually 
seem attracted 
and interested in 
the books 

4. Find some 
official figures: % 
of people who 
read the books + 
how old they are  

5. Market study= to 
define the market 
and customers’ 
needs  

6. Define keys of 
success 

7. Contact and work 
together with 
book clubs, 
libraries and book 
shops locally and 
worldwide in 
order to define 
the group of 
people which are 
interested in 
books, supported 
by them create a 
possible customer 
profile  

8. Find portuguese 
reading 
communities that 
love books, 
through social 
media 

9. Organize free 
reading sessions 
of the books in 
Portugal, Brazil, 
Mozambique, etc. 
You will target 
people that are 
not online but 
may be able to 
afford the book. 

10. Take part in 
literature 
exhibitions and 
be present at 
universities 

11. Enrich the 
marketing 
channel, so far, 
Pangaea only has 
the website, 
presence in 
bookstores and 
workshops is 
encouraged 

12. Connect with a 
luxury brand, 
integrate the 
books in 
exhibitions and 
sell them in 
luxury shops 

13. Brazil: connect 

average income 
(above 2000€ 
after taxes), high 
education level, 
interested in 
reading, literature 
poetry, art, 
interested in 
unique gifts, book 
shops, art 
exhibitions and 
calligraphy 
classes 
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to understand 
their preferences 

17. Value based 
prcicing- what are 
potential 
customers willing 
to pay 

18. Market analysis- 
interview people 
in book 
conferences 

19. Do a Google 
AdWords through 
google search 

20. Post sponsored 
ads on websites 
that relate to the 
topic of literature  

21. Search the 
common 
interactions of the 
people that go to 
the website 

22. Fnac, Bertrand- 
exclusivity 

23. Launch translated 
literature 

24. Launch smaller 
cheaper versions 

25. Display at 
Berardo museum 

26. Museums and 
Cultural Events 

27. Target the market 
according to 
interests, gender, 
social hierarchy, 
money, etc…. 

28. Sell the book not 
to individuals, but 
to institutions 
(museums, 
libraries) 

29. Make a market 
study with a 
round table and 
with a potential 
reader 

30. Book fairs  
31. University level 

literature students 
may have interest 

32. Young authors 
may have interest 

33. Age groups 
interested in the 
product 

34. Potential Points 
of sale of the 
product 

35. Find the age 
interval of people 
interested 

36. Find who is able 
to pay for the 
product 

37. Start at a flea 

17. New 
advertisement 
channels 

18. Open a physical 
store and see what 
kind of people go 
there 

19. Find coffee shops 
that are also 
unique in style 
(classic ones,…) 
and display the 
books that can be 
read by the coffee 
shops’ clientele 

 

with libraries, try 
to do a library-
tour. Be there 
with the books 

14. Speak with 
people that make 
antiques to see if 
they are 
interested in the 
books 

15. Advertising in 
libraries 

16. Book collectors 
as information 
sources 

17. Start by defining 
which are the 
types of people 
who like to read 
and collect the 
books 

18. Reach out to 
previous 
customers and 
ask them what 
they liked about 
the books 

19. Invite very 
diverse people to 
the production 
site and hear their 
thoughts 

20. Start a Pinterest 
site and observe 
which people 
start following 

21. Go to exhibitions 
and ask them to 
present the book 
with an order list 
at the customer 

22. Ask a library to 
include some 
books in the 
portfolio and 
observe who’s 
borrowing it 

23. Clearly identify 
richer areas and 
more educated 

24. Target B2B 
25. Go to every book 

store and expose 
the book while 
asking customers 
how much they’d 
be willing to pay 
for that book , 
then agglomerate 
the ones that gave 
it an equal or 
higher value 
when compared 
to the real one 
(Book tour) 

26. Use some sort of 
TED talk with 
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market and 
observe the 
demography of 
interest 

38. Go to book fairs 
and present the 
books 

39. Do a marketing 
research about 
handmade books 
to see where are 
the main 
competitors and 
find the 
customers that 
may be interested 
in their product 

40. Put books in a 
different light to 
examine potential 
customers  

41. Vary the price 
when 
investigating 
market structure 

42. Make survey for 
students 

43. On street, group 
discussion, online 
questionnaires; 
location, age, 
gender, daily 
habits 

44. Make cheap 
version to give 
away 

45. Gather 
information in 
trade exhibitions 

46. Partnerships with 
some events. 
Example: festival 
and mixing 
reading & 
listening to music 

47. Quizzes on the 
Internet (social 
media) 

48. Do an analysis of 
the people who 
are googling for 
terms like 
“authentic books” 
etc. 

49. Try to find out 
what’s the target 
group of similar 
businesses around 
the world 

50. Go to expositions 
to show the 
results of the 
Portuguese work 
to actual final 
consumers 

51. Go to offline to 
talk to final 

interactive 
questions to 
analyze how 
many people 
would buy the 
book if you 
applied some sort 
of Marketing into 
the project 

27. Develop profile 
of a typical buyer, 
marketing 
research 

28. identify age 
group on the 
Facebook group 

29. search for 
appropriate 
hashtags on 
Instagram 
(Explore 
Instagram 
marketing option) 

30. Study 
segmentation 
used by 
publishers 

31. List all the 
readers “pain” 
and “issues” 

32. Qualitative 
studies on social 
media 

33. Making some 
conferences 
around the world 
to talk to people 
who are 
interested 

34. Develop new 
markets- show 
people the value 
of the product 

35. Search for forums 
on book lovers 

36. Collaborate with 
some famous 
online bookshops 
and put links in 
the websites to 
get attention from 
book lovers 

37. Sample different 
segments to find 
the best features 
of the target 
consumer base 

38. Present the books 
as luxury items in 
famous 
bookstores 

39. Look up world 
collectors 

40. Ask for consumer 
info at Fnac, 
Bertrand 

41. Find major 
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consumers 
52. Launch Lusíadas 
53. Digital promotion 
54. Create a niche of 

gourmet books 
55. Understand the 

market and 
behavior of book 
collectors in 
Portugal and 
Brazil 

 

contributors of 
museums 

42. Understand and 
find different 
types of libraries 
in Portugal and 
Brazil- some of 
them might me 
interested in 
having different 
books 

43. Search for high 
reviews of People 
who have 
"Mensagem" 
highly rated on 
Goodreads and 
get their 
demographic info 
(which his 
available on the 
website). 

44. Analyze the 
target market of 
Arion Press and 
Folio Society. 
Know who they 
are and how they 
attract costumers. 
Apply the same 
method to 
Pangaea. 

45. Attend book fairs 
with a stand and 
see what kind of 
people actually 
seem attracted 
and interested in 
the books and 
make a 
correlation 
between these 
people. 

46. Find demographic 
statistical studies 
on readers of 
portuguese 
literature. 

47. Order a market 
study for the 
target market 

48. Present book at 
Culturgest's book 
club and 
interview the 
people present in 
that session for 
their reasons to be 
there. (The books 
are announced 
months before, so 
the people present 
are there on 
purpose for the 
specific book) 

49. Attend art and/or 
literature auctions 
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and show the 
book, registering 
the type of people 
that are interested 

50. Describe the 
general target 
market for luxury 
brands and the 
target market for 
books and create 
a persona based 
on the 
characteristics 
that overlap in 
both. 

51. Connect with a 
portuguese luxury 
brand, selling the 
book in their store 
to understand if 
the wealthy 
consumer is the 
target. (If it still 
doesn't sell, that 
may mean that 
the target is more 
focused on the 
literature part, 
than the book as a 
luxury good to 
possess) 

52. Do a book tour in 
the wealthiest city 
in Brazil to test 
the interest for 
Brazilians and see 
which types of 
people buy the 
book 

53. Gather 
experienced 
antique makers 
and talk over their 
experiences with 
the general 
market and create 
a persona based 
on the overlap of 
indications by 
them. 

54. Create impactful 
campaign (poster) 
in select book 
stores and hire 
someone to watch 
who takes the 
time to read it and 
then interview 
these people on 
demographical 
aspects 

55. Create a schedule 
of presence at 
artistic events in 
Lisbon, 
interviewing the 
participants for 
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interest. Compare 
the results of the 
different events to 
create the 
customer persona, 
based on the level 
of interest 
correlated with 
the target of each 
event. 

56. Reach out to 
previous 
customers and 
ask them what 
they liked about 
the books 

57. Invite very 
diverse people to 
the production 
site and hear their 
thoughts and 
interest in the 
book. Make a 
workshop on the 
printing and 
gather the 
information again 
to see if the 
people feel 
different when 
they know how 
the books are 
made. 

58. Start a Pinterest 
site and observe 
which people 
start following in 
terms of interests 
to have na idea of 
where to find 
these people. 

59. The book is being 
considered for 
state/ country gift. 
Understand the 
reasons why it is 
being considered, 
how do they see 
it, as piece of art, 
as high end piece 
of portuguese 
history?  

60. Segment Portugal 
based on statistics 
on average wage, 
education level 
and age and 
contact people in 
these places, 
comparing the 
levels of interest. 

61. Contact big 
portuguese 
companies, 
inquiring whether 
they would be 
interested in 
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buying the book 
to give out as 
business gifts. 
Serving as 
direction on 
whether b2b 
makes sense or 
not. 

62. Go to museums 
and expose the 
book while 
asking customers 
how much they’d 
be willing to pay 
for that book, 
then agglomerate 
the ones that gave 
it an equal or 
higher value 
when compared 
to the real one 
(small interview 
as well)  

63. Organize a small 
conference with 
interactive 
questions to 
analyze how 
many people 
would buy the 
book if you 
applied some sort 
of Marketing into 
the project 

64. Gather focus 
groups of 
different types of 
individuals and 
introduce the 
discussion of: 
Would you buy 
"Mensagem" 
from Pangaea 
rather than a mass 
copy? Why? 

65. Identify the age 
group on the 
Facebook group 
and other 
demographics in 
order to 
extrapolate the 
target market. 

66. Create Instagram 
campaign, use 
Instagram's new 
marketing tools to 
get info on the 
reach of the 
campaign 
(Instagram tools 
provides 
demographic 
data) 

67. Study 
segmentation 
used by 
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publishers and 
implement it for 
Pangaea. 

68. Interview the 
people who 
already bought 
the books, in 
terms of their 
reasons for 
purchase and if 
any, what were 
the reasons they 
had for hesitation 
prior to purchase 

69. Use Instagram 
Stories to engage 
with followers in 
terms of their 
reasons for 
following the 
page and analyze 
the profile of who 
engages back, in 
order to create an 
overall consumer 
profile 

70. Create 
International 
Survey to 
understand if 
foreign people 
would be 
interested in 
buying the book. 

71. Interview 
librarians to 
understand the 
demographics of 
the readers of 
portuguese 
literature. 

72. Search for forums 
on book lovers 
and gather non 
personal data  

73. Collaborate with 
some famous 
online bookshops 
and put links in 
the websites to 
get attention from 
book lovers 

74. Sample different 
segments to find 
the best features 
of the target 
consumer base 

75. Organize a book 
tour during the 
summer, showing 
the book in 
different antique 
coffee shops, 
analyzing the 
interested 
demographics, 
possibly making 
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sales 
76. Look up review 

information of 
Amazon on books 

77. Ask for consumer 
info at Fnac, 
Bertrand on 
demographic 
information on 
portuguese 
literature 
shoppers. 

78. Create referral 
program, where 
each client if 
refers someone 
else that may 
have interest, will 
have a discount 
on their purchase. 
Over time, a 
profile can be 
created by the 
types of people 
that are being 
referred. 

79. Contact the most 
high-end 
bookstores 
around the world 
and get 
information on 
the type of 
consumer for that 
store. 

 
 
Source: Developed by the VCW team. 
 
Appendix 5 \ Results from Poker Method – Ideas/Solutions 
 
Kill Review Keep Multiply 

1. Examines in a 
detailed way, the 
people who already 
purchased 

2. The target reached 
is unique 

3. Considers literature 
enthusiasts, even if 
seemingly not in the 
right wage segment 

4. Shows all the 
different appeals the 
books can have and 
how they may 
appeal to potential 
costumers 

5. Even with well 
defined target, the 
company has the 
capabilities to 
communicate with 
the market 

6. Takes into account 
various different 

1. Is coherent 
within the 
cultural reality 

2. Fast and simple 
process 

3. Takes into 
account market 
trends 

4. Understands life 
event cycles to 
match 
opportunities 

5. Segments luxury 
consumers 

6. Takes into 
account trends in 
the future for the 
target market 

 

1. Within the budget set 
2. Defines a broad group of 

consumers 
3. Considers non-portuguese 

speaking consumers 
4. Includes all the different 

characteristics that potential 
consumers have  

5. Clearly defines the target. Easily 
understandable. 

6. Analyzes all different types of 
people 

7. Considers international 
consumers 

8. Looks at, non individual 
consumers (museums, 
government, etc.) 

9. Looks into wage segments of the 
population 

10. Considers all the possible 
distribution channels possible. 
With this, different types of 
consumers can be found 

11. Is similar to the competitors’ 
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ideas/opinions 
7. Keeps questioning 

the target market in 
terms of 
accurateness  

8. Narrow enough to 
have small ad 
budget (well 
targeted) 

9. Gets a target big 
enough to be 
profitable 

10. Results in objective 
data 

11. Sees what people 
are buying similar 
products 

12. Illustrates all the 
users of the book 

13. Up to date with 
current trends of 
communication 

 

strategy to find the target market 
12. Takes into consideration your 

ideal customer 
13. Takes into consideration the 

needs of the target 
14. Involves research on online 

behavior 
15. Is a different strategy than what 

already attempted? 
16. Creates a customer persona 
17. Examines past interactions with 

the brand 
18. Allows for continuous deeper 

understanding of the target market 
19. Makes use of targeting tools, such 

as Google Ads 
20. Expands target audience outside 

obvious customers 
21. Integrates A/B testing to tailor the 

communication 
22. Company has access to necessary 

tools to achieve results 
23. Does not affect pricing strategy 
24. Provides hard, factual data 
25. Looks at both B2B and B2C 
26. Considers vary different types of 

consumers (Age, gender, wage 
segment, field of interest)/ 
Diverse sample. 

27. The team has the time to 
implement the activity. 

 
 
Source: Developed by the VCW team. 
 
Appendix 6 \ Final List of Solutions 
 

Search for high reviews of People who have "Mensagem" highly rated on Goodreads 
and get their demographic info (which his available on the website). 

Analyze the target market of Arion Press and Folio Society. Know who they are and 
how they attract costumers. Apply the same method to Pangaea. 

Attend book fairs with a stand and see what kind of people actually seem attracted and 
interested in the books and make a correlation between these people. 

Find demographic statistical studies on readers of portuguese literature. 

Order a market study for the target market 

Present book at Culturgest's book club and interview the people present in that session 
for their reasons to be there. (The books are announced months before, so the people 

present are there on purpose for the specific book) 

Attend art and/or literature auctions and show the book, registering the type of people 
that are interested 
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Describe the general target market for luxury brands and the target market for books and 
create a persona based on the characteristics that overlap in both. 

Connect with a portuguese luxury brand, selling the book in their store to understand if 
the wealthy consumer is the target. (If it still doesn't sell, that may mean that the target is 

more focused on the literature part, than the book as a luxury good to possess) 

Do a book tour in the wealthiest city in Brazil to test the interest for Brazilians and see 
which types of people buy the book 

Gather experienced antique makers and talk over their experiences with the general 
market and create a persona based on the overlap of indications by them. 

Create impactful campaign (poster) in select book stores and hire someone to watch who 
takes the time to read it and then interview these people on demographical aspects 

Create a schedule of presence at artistic events in Lisbon, interviewing the participants 
for interest. Compare the results of the different events to create the customer persona, 

based on the level of interest correlated with the target of each event. 

Reach out to previous customers and ask them what they liked about the books 

Invite very diverse people to the production site and hear their thoughts and interest in 
the book. Make a workshop on the printing and gather the information again to see if the 

people feel different when they know how the books are made. 

Start a Pinterest site and observe which people start following in terms of interests to 
have an idea of where to find these people. 

The book is being considered for state/ country gift. Understand the reasons why it is 
being considered, how do they see it, as piece of art, as high end piece of portuguese 

history? 

Segment Portugal based on statistics on average wage, education level and age and 
contact people in these places, comparing the levels of interest. 

Contact big portuguese companies, inquiring whether they would be interested in buying 
the book to give out as business gifts. Serving as direction on whether b2b makes sense 

or not. 
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Go to museums and expose the book while asking customers how much they’d be 
willing to pay for that book , then agglomerate the ones that gave it an equal or higher 

value when compared to the real one (small interview as well) 

Organize a small conference with interactive questions to analyze how many people 
would buy the book if you applied some sort of Marketing into the project 

Gather focus groups of different types of individuals and introduce the discussion of: 
Would you buy "Mensagem" from Pangaea rather than a mass copy? Why? 

Identify the age group on the Facebook group and other demographics in order to 
extrapolate the target market. 

Create Instagram campaign, use Instagram's new marketing tools to get info on the reach 
of the campaign (Instagram tools provides demographic data) 

Study segmentation used by publishers and implement it for Pangaea. 

Interview the people who already bought the books, in terms of their reasons for 
purchase and if any, what were the reasons they had for hesitation prior to purchase 

Use Instagram Stories to engage with followers in terms of their reasons for following 
the page and analyze the profile of who engages back, in order to create an overall 

consumer profile 

Create International Survey to understand if foreign people would be interested in 
buying the book. 

Interview librarians to understand the demographics of the readers of portuguese 
literature. 

Search for forums on book lovers and gather non personal data 

Collaborate with some famous online bookshops and put links in the websites to get 
attention from book lovers 

Sample different segments to find the best features of the target consumer base 

Organize a book tour during the summer, showing the book in different antique coffee 
shops, analyzing the interested demographics, possibly making sales 

Look up review information of Amazon on books (available) 
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Ask for consumer info at Fnac, Bertrand on demographic information on portuguese 
literature shoppers. 

Create referral program, where each client if refers someone else that may have interest, 
will have a discount on their purchase. Over time, a profile can be created by the types of 

people that are being referred. 

Contact the most high-end bookstores around the world and get information on the type 
of consumer for that store. 

 
Source: Developed by the VCW team. 
 
Appendix 7 \ Final Ranked List of Filters 
 

Filter #1. Within the Budget Set . 

Filter #2. Company has access to necessary tools/ people/ know-how to achieve 
results. 

Filter #3. The team has the time to implement the activity. 

Filter #4. Creates sale opportunities. 

Filter #5. Takes into consideration the needs of the target. 

Filter #6. Considers vary different types of consumers (Age, gender, wage 
segment, field of interest)/ Diverse sample. 

Filter #7. Considers non-portuguese speaking consumers. 

 
Source: Developed by the VCW team. 
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Appendix 8 \ Business Model Canvas 
 

 
 
Source: Developed by the VCW team. 
 
Appendix 9 \ Questionnaire for the Workshops 
 

 
 
Source: Developed by the VCW team. 
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Case Study Two: Avantgarde: Innovating Brand Experiences to Acquire Multinational 
Clients, applying the Value Creation Wheel. 
 
Appendix 10 \ Internal and External Diagnostic about Avantgarde and the Creative 
Agency Industry 
 

 
 
Source: Developed by the VCW team. 
 
Internal Diagnostic: Avantgarde’s Current Marketing Mix. 
 

 
 
Source: Developed by the VCW team. 
References: 
Avantgarde. (n.d.). Retrieved from https://www.avantgarde.net/. 
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Internal Diagnostic: Avantgarde’s Strengths and Weaknesses. 
 

	
 
Source: Developed by the VCW team. 
 
External Diagnostic: PESTEL Analysis in the Creative Agency Industry. 
 

 

 
 
Source: Developed by the VCW team. 
References: 
Arrigo, Y. (2016). Brand Experience Report 2016. Haymarket Media Group, 1-20. 
Barfield, T. (2017, November 5). Tobacco advertising could disappear by 2020. The Local. Retrieved from 
https://www.thelocal.de/20151105/tobacco-advertising-could-disappear-by-2020. 
Bonini, S., & Oppenheim, J. (2008). Helping ‘green’ products grow. McKinsey Quarterly Strateg, 1. 
Corporate Tax Rates 2017. (2017). Deloitte Touche Tohmatsu Limited, 3. 
DeMers, J. (2016, November). 7 Technology Trends That Will Dominate 2017. Forbes Media LLC. Retrieved from 
https://www.forbes.com/sites/jaysondemers/2016/11/16/7-technology-trends-that-will-dominate-2017/ #369d91694a51. 
FAZIT Communication GmbH. (2017). Facts about Germany. Retrieved from https://www.tatsachen-ueber-
deutschland.de/en/categories/environment-climate/pioneer-climate-policy. 
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Free Management Books. (2013). PESTLE Analysis [e-book]. Retrieved from http://www.free-management-ebooks.com/dldebk-pdf/fme-
pestle-analysis.pdf. 
Germany – Economic forecast summary. (2017). OECD Economic Outlook 1(2), 151-154. 
Meister, J. (2016, January). Consumerization Of HR: 10 Trends Companies Will Follow In 2016. Forbes Media LLC. Retrieved from 
https://www.forbes.com/sites/jeannemeister/2016/01/07/consumerization-of-hr-10-trends-innovative-companies-will-follow-in-
2016/#57690cd26b5a. 
Passport Country Report. (2016). Germany in 2030: The Future Demographic. Euromonitor International. 
Passport Country Report. (2017). Advertising in Germany. Euromonitor International. 
Schoeman, R. (2017, October 20). Why is Germany a Powerhouse In Research and Innovation? [Blog post]. Retrieved from 
https://theculturetrip.com/europe/germany/articles/germany-technology-research-and-innovation/. 
Schumpeter. (2014, February 1). We want to be your friend. The Economist. Retrieved from 
http://www.economist.com/node/21595412/print. 
Taxation and Investment in Germany 2016. (2016). Deloitte Touche Tohmatsu Limited, 1-4. 
Troch, T. (2016). Enter the Experience Economy: Increasing memory and empathy to drive change. Paper presented at ESOMAR 
Conference Papers, Congress, New Orleans, USA. 
Werberat. (2017). Retrieved from https://www.werberat.de/keyfacts. 
ZAW Werbewirtschaft. (2017). Wirtschaft und Werbung 2016. Retrieved from http://www.zaw.de/zaw/branchendaten/wirtschaft-und-
werbung/?navid=116153116153. 
 
External Diagnostic: Competitor Analysis in the Creative Agency Industry.  
 

 
 
Source: Developed by the VCW team. 
References: 
Arrigo, Y. (2016). Brand Experience Report 2016. Haymarket Media Group, 1-20. 
Avantgarde. (n.d.). Retrieved from https://www.avantgarde.net/. 
Jack Morton. (n.d.). Retrieved from http://www.jackmorton.com/about/. 
George P. Johnson. (n.d.). Retrieved from https://www.gpj.com/who-we-are. 
TBA. (n.d.). Retrieved from http://www.tbaplc.co.uk/. 
TRO. (n.d.). Retrieved from https://tro.com/about-us/. 
 
External Diagnostic: Porter’s Five Forces in the Creative Agency Industry. 
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Source: Developed by the VCW team. 
References: 
Arrigo, Y. (2016). Brand Experience Report 2016. Haymarket Media Group, 1-20. 
Gabszewicz, J. J., Laussel, D., & Sonnac, N. (2006). COMPETITION IN THE MEDIA AND ADVERTISING MARKETS. The Manchester 
School, 74(1), 1-18. 
Grant, R. M. (2010). Contemporary Strategy Analysis. West Sussex, England: John Wiley & Sons. 
Hestbaek, D. (2012, May 30). How to measure the cost of switching advertising agencies [Blog post]. Retrieved from 
https://www.trinityp3.com/2012/05/how-to-measure-the-cost-of-switching-advertising-agencies/. 
Patel Apoorva C., Patel Arpankumar M., Sharma J. R., Vyas P. M., Patel R. D., Suthar D. R., & Patel V. S. (2014). In depth study on 
advertising industry (Master’s thesis). V. M. Patel Institute of Management Ganpat University, Kherva, India. 
 
External Diagnostic: Opportunities and Threats in the Creative Agency Industry.  
 

 
 
Source: Developed by the VCW team. 
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Internal and External Diagnostic: TOWS Analysis. 
 

 

 

 
 
Source: Developed by the VCW team. 
References: 
Mind Tools. (n.d. a). Using the TOWS Matrix. Retrieved from https://www.mindtools.com/pages/article/newSTR_89.htm. 
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Appendix 11 \ Key Performance Indicators (KPIs) to Measure the Success of the Project 
 

 

 

 
 
Source: Developed by the VCW team. 
 
Appendix 12 \ Ideas and Criteria to Adapt the Brand Positioning and to Acquire 
Multinational Clients 
 
First VCW \ Adapting the Brand Positioning: Brainwriting Questions. 
 
01 How is the target group? 
02 What is Avantgarde? 
03 What is the offer that makes Avantgarde truly unique? 
04 How would you rename Brand Platforms? 
05 What are the “proof points” of the uniwque offer? 
06 What kind of criteria are important when thinking about brand positioning? 
 
Source: Developed by the VCW team. 
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First VCW \ Adapting the Brand Positioning: Ideas. 
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Source: Developed by the VCW team. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



	 27 

First VCW \ Adapting the Brand Positioning: Criteria. 
 

 
 
Source: Developed by the VCW team. 
 
Second VCW \ Acquiring Multinational Clients: Brainwriting and Interview Questions. 
 
01 How can Avantgarde acquire potential multinational clients? 
02 Think with no box at all. What can Avantgarde do differently than any other “normal” client 
acquisition programs and tools (anything else than a powerpoint presentation)? 
03 What kind of criteria are important when thinking about client acquisition? 
 
Source: Developed by the VCW team. 
 
Second VCW \ Acquiring new Clients: Ideas. 
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Source: Developed by the VCW team. 
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Second VCW \ Acquiring new Clients: Criteria. 
 

 
 
Source: Developed by the VCW team. 
 
Appendix 13 \ Selection of Blogs, Industry Events as well as Award Shows and Rankings 
 

 
 

 
 



	 30 

 
 
Source: Developed by the VCW team. 
References: 
ADC. (2017). ADC. Retrieved from http://www.adcawards.org/. 
Art Directors Club für Deutschland. (2017). Retrieved from http://www.adc.de/. 
Cannes Lions. (2017). Retrieved from https://www.canneslions.com/. 
Carbary, J. (2017, August 9). 27 of the Best Marketing Conferences in 2017 (and 2018). Oath Inc. Retrieved from 
https://www.huffingtonpost.com/entry/26-of-the-best-marketing-conferences-in-2017-and-2018_us_598a8e6ce4b0f25bdfb32099. 
Dervan, B. (2017, March 16). Your Guide to the Must-Attend Advertising Conferences in 2017 [Blog post]. Retrieved from 
http://www.skyhookwireless.com/blog/company/adtech-event-guide-2017. 
Effie Effectiveness Index. (2017). Retrieved from https://www.effieindex.com/. 
Feedspot. (2017, December 17). Top 70 Advertising Blogs And Websites For Marketing, Media & Advertising Professionals 
[Blog post]. Retrieved from https://blog.feedspot.com/advertising_blogs/ (accessed November 27, 2017). 
Hall, J. (2017, January 22). Marketing Conferences To Check Out In 2017. Forbes Media LLC. Retrieved from 
https://www.forbes.com/sites/johnhall/2017/01/22/marketing-conferences-to-check-out-in-2017/#45794cec23a9. 
Inbound.org. (n.d.). Inbound 50: The Top 50 Marketing Blogs On The Web [Blog post]. Retrieved from https://inbound.org/top/blogs. 
Wright, T. (2016, February). 16 Top Marketing Blogs and Publications You Need To Be Following”. Inc. Retrieved from 
https://www.inc.com/travis-wright/16-top-marketing-blogs-and-publications-you-need-to-be-following.html. 
 
Appendix 14 \ New Business Team Structure 
 

 
 
Source: Developed by the VCW team. 
References: 
Veyrat, P. (2017, June 12). Organizational Structures: But which to use? [Blog post] Retrieved from https://www.heflo.com/blog/business-
management/small-business-organizational-structure-examples/. 
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Appendix 15 \ Paid and Organic Endorsements on LinkedIn 
 

 
 
Source: Developed by the VCW team. 
References: 
LinkedIn. (n.d. a). Advertise on LinkedIn. Retrieved from https://business.linkedin.com/marketing-solutions/ads. 
LinkedIn. (n.d. b). Get started with LinkedIn Company Pages. Retrieved from https://business.linkedin.com/marketing-solutions/company-
pages. 
LinkedIn. (n.d. c). IN Learning. Retrieved from https://learning.linkedin.com/. 
LinkedIn. (n.d. d). IN Premium. Retrieved from https://www.linkedin.com/premium/products?upsellOrderOrigin=premium_nav_upsell_text. 
 
Appendix 16 \ Storyboard and Mood Board of Avantgarde’s Image Film 
 

 

 
 
Source: Developed by the VCW team. 
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Appendix 17 \ Moods for the Avantgarde Dice Engagement and Cookbook 
 
Dice Engagement: Mood Board. 
 

 
 
Source: Developed by the VCW team. 
 
Cookbook: Mood Board. 
 

 
 
Source: Developed by the VCW team. 
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Appendix 18 \ The Studio X Munich Mood Boards, Program, and Guest List 
 
The Studio X Munich: Mood Board. 
 

 
 
Source: Developed by the VCW team. 
 
The Studio X Munich: Program and Guest List.  
 

 
 
Source: Developed by the VCW team. 
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Appendix 19 \ The Pitch Presentation 
 
The Pitch Presentation: From the “Hot-Problem Barometer” to Avantgarde’s Manifesto.  
 

 

 
 
Source: Developed by the VCW team. 
 
The Pitch Presentation: Overview of the Pitch Presentation Template. 
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Source: Developed by the VCW team. 
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Appendix 20 \ Measurement, Implementation, and Financial Plan 
 
Measurement: Overview of CX Ecosystems’ KPIs and Measurement Tools. 
 

 
 
Source: Developed by the VCW team. 
References: 
Blades, F. (2015). Experience Driven Marketing: A new framework that is revolutionizing the way marketers are investing in advertising and 
media. Paper presented at the MRS Awards. London, England.  
Branding Strategy Insider. (2016, February 12). 7 Customer Experience Mistakes Brands Make [Blog post]. Retrieved from 
https://www.brandingstrategyinsider.com/2016/02/7-customer-experience-mistakes-brands-make.html#.WfdZTRNSz-Y. 
 
Implementation: Template for the Implementation Plan Structure. 
 

 
 
Source: Developed by the VCW team. 
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Financials: Template for the Financial Plan Structure. 
 

 
 
Source: Developed by the VCW team. 
 

 
 
Source: Developed by the VCW team. 
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Appendix 21 \ A Detailed Description of the Strategic Marketing Plan 
 
Strategic Marketing Plan: Five Steps. 
 

 
 
Source: Developed by the VCW team. 
References: 
Egan, C., & Thomas, M. J. (1998). Strategic Marketing, A practical guide for designing and implementing effective marketing strategies. 
Oxford, England. Reed Educational and Professional Publishing. 
 
Strategic Marketing Plan: Step One \ Internal and External Diagnostic.  
 

 
 
Source: Developed by the VCW team. 
 
 
 
 
 
 
 
 
 
 
 
 



	 39 

Strategic Marketing Plan: Step Two \ Vision and Mission Statement. 
 

 
 
Source: Developed by the VCW team. 
 
Strategic Marketing Plan: Step Two \ Marketing Objectives and Marketing Strategy. 
 

 
 
Source: Developed by the VCW team. 
References: 
Egan, C., & Thomas, M. J. (1998). Strategic Marketing, A practical guide for designing and implementing effective marketing strategies. 
Oxford, England. Reed Educational and Professional Publishing. 
Mind Tools. (n.d. b). Porter’s Generic Strategies. Retrieved from https://www.mindtools.com/pages/article/newSTR_82.htm. 
Wilson, R. M., Gilligan, C., & Pearson, D. (1992). Strategic Marketing Management: Planning, implementation and control. Oxford, 
England: Reed Elsevier. 
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Strategic Marketing Plan: Step Two \ Positioning, Segmentation, and Targeting. 
 

 
 
Source: Developed by the VCW team. 
References: 
Gupta, S. (2014). Marketing Reading: Segmentation and Targeting. Harvard Business Publishing Core Curriculum Readings Series, 8219. 
Keller, K. L. (2013). Strategic Brand Management. Building, Measuring, and Managing Brand Equity (4th ed.). Essex, England: Pearson 
Education England. 
Wilson, R. M., Gilligan, C., & Pearson, D. (1992). Strategic Marketing Management: Planning, implementation and control. Oxford, 
England: Reed Elsevier. 
 
Strategic Marketing Plan: Step Three \ Marketing Mix. 
 

 
 
Source: Developed by the VCW team. 
References: 
Khan, M. (2014). The Concept of “Marketing Mix” and its Elements. Internal Journal of Information, Business and Information, 6, 1-3. 
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Strategic Marketing Plan: Step Four \ Implementation Plan. 
 

 
 
Source: Developed by the VCW team. 
References: 
Wilson, R. M., Gilligan, C., & Pearson, D. (1992). Strategic Marketing Management: Planning, implementation and control. Oxford, 
England: Reed Elsevier. 
 
Strategic Marketing Plan: Step Five \ Evaluation. 
  

 
 
Source: Developed by the VCW team. 
References: 
Morello, R. (n.d.). 7 Ways to Evaluate Your Marketing Plan. Small Business Chron. Retrieved from http://smallbusiness.chron.com/7-ways-
evaluate-marketing-plan-58331.html. 
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Appendix 22 \ The 3Ms Framework to Allocate Resources 
 
3Ms: Manpower. 
 
INTERNAL STAKEHOLDERS. 
GLOBAL NEW BUSINESS TEAM 
\ CEO 
\ Head of Global New Business 
\ Senior Global New Business Managers 
\ Global New Business Manager Assistants 
EMPLOYEES 
\ Creative, design, digital, architecture, trend scouting, project management, PR, and production units 
at the headquarter 
\ Film unit at the Berlin office 
\ Project management and production at international offices 
MANAGEMENT BOARD 
\ Board members 
\ Shareholders 
 
EXTERNAL STAKEHOLDERS. 
CLIENTS 
\ CMOs 
\ Global Brand and Marketing Managers 
\ Procurement 
SUPPLIERS 
\ Creative, design, digital, architecture, project management, and production freelancers 
\ Construction, building, print, technical, furniture, location, and cleaning suppliers 
CONSUMERS  PARTNERS 
COMPETITORS DISTRIBUTORS 
INVESTORS 
 
Source: Developed by the VCW team. 

 
3Ms: Minute. 

 
Source: Developed by the VCW team. 
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3Ms: Money. 
 

 
 
Source: Developed by the VCW team. 
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Case Study Three: NextGEOSS: How to attract new users to the platform, applying the 
Value Creation Wheel. 
 
Appendix 23 \ Industry Value Chain 
 

 
 
Source: (PwC, 2016) 
Reference: PwC. (2016). Copernicus - Market Report 2016. Retrieved from: 
http://www.copernicus.eu/sites/default/files/documents/Copernicus_Market_Report_11_2016.pdf 
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Appendix 24 \ Porter 5 forces 
 

 
 
Source: Developed by the VCW team. 
References: 
EARSC. (2017). A Survey into the State and Health of the European EO Services Industry. Retrieved from http://earsc.org/news/results-eo-
industry-survey-september-2017 
PwC. (2016). Space Tech and Services | Big Data in Earth Observation. European Union. 
 
Appendix 25 \ PESTEL Analysis 
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Source: Developed by the VCW team. 
References:  
NextGEOSS’s Internal Documents; 
PwC. (2016). Copernicus - Market Report 2016. Retrieved from: 
http://www.copernicus.eu/sites/default/files/documents/Copernicus_Market_Report_11_2016.pdf 
 
Appendix 26 \ Competitors Analysis 
 

 
Source: NextGEOSS’ Internal Documents 
Reference: NextGEOSS’ Internal Documents 
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Appendix 27 \ VCW 1: Final Ideas and Filters  
 
List of Final Ideas: 
 
1. Integrated Platform for Earth Observation 
2. Sandbox Service Specialized in EO 
3. EO Data Platform 
4. Tailored experience for users 
5. Cooperation and support from EC 
6. Cooperation and support from EC at a regional scope (Data access, Support, Users) 
7. European Driven Platform 
8. Data Hub 
9. Processing platform 
10. Cloud Resources 
11. Integrated offer comprising data, cloud resources and processing infrastructure 
12. Facilitate access and discovery of data 
13. Search Engine for EO data 
14. Specialized Tools to be used by developers 
15. Service Support 
16. Pilot Integration Support 
17. Helpdesk (Support) 
18. Ticketing System 
19. Connected to GEO 
20. Supporting the Sustainable Development Goals 
21. Feedback is incorporated via User Feedback 
22. Good quality of service (Quality of Service activity) 23. Reproduciability 
24. NextGEOSS empowers "EO data experts" with solutions for compute-intensive tasks 
25. NextGEOSS supplies "Modellers" with simpler EO data management workflows 
26. NextGEOSS is a matchmaking platform between data providers, systems and developers 
27. Facilitates B2B Partnerships 
28. Facilitates innovation for EO products and services 
29. NextGEOSS engages with key actors in the private sector 
30. NextGEOSS creates value for the private sector 
31. Integration of "EO-based" products & services in their processes 
32. Advanced discovery tools for Copernicus related data and Information for thematic areas 
(for semantic search) 
33. Any Geodata at global scale, including commercial data, can be made accessible from the 
DataHub 
34. Pilots are used as champion users to lead adopters in communities 
35. Support is offered for external pilots (NextGEOSS is open for adopters, trials without any 
costs or commitment) 
36. Federated platform 
37. Enables new services offers to public and commercial users 
38. Helping service companies develop new products and services 
39. Providing the tools to connect GEO data with European users. 
40. Single Access Point to all European GEOSS related data 
41. Efficient access and processing of European EO open data 
42. Next generation infrastructure for EO services (cataloguing, processing, access, user 
management, community feedback) 
43. Data freely available to science, citizens and business open data 
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44. One of the largest open data initiative in the EU 
45. Connected to the largest EO data sets 
46. One of the largest open data initiative in the EU, with joint forces larger than national 
approaches 
47. Broker of cloud processing 
48. Data discoverability 
49. Collaboration platform 
50. Community enhancement (Open data and processes) 
51. GEOSS Community Catalogue for Europe 
52. NextGEOSS supports Data Cube vision 
53. Demonstration Pilots for the communities of practice 
 
List of Final Filters: 
 
1. What is NextGEOSS’s point of difference 
2. Respects the level of maturity of the technology needed to provide a service 
In case you consider filter 2 important, please define what should be the minimum level of 
maturity of the technology/concept (using TRL scale, or other scales) 
3. Alignment with NextGEOSS strategic orientation 
4. What EO developers value the most 
5. Promotes innovation towards decision makers in the public & private sectors  
6. Number of reachable organizations/persons 
In case you consider filter 6 important, please indicate the minimum number of reachable 
organizations/persons that should be taken into account 
7. Characteristics that demonstrate the technological advancement of Europe 
8. Relevant for the Group of Earth Observations 
9. High degree of proximity to communities of practice 
11. Characteristics that reflect functionality of NextGEOSS 
10. What NextGEOSS's competitors are not doing 
12. Characteristics that reflect usability of NextGEOSS 
13. Concepts that are well known/equally named in the different communities 
 
Source: Developed by the VCW team. 
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Appendix 28 \ NextGEOSS’ Poster 
 

 
 
Source: Developed by Bente Lija Bye 
Reference: NextGEOSS’ Internal Documents 
 
Appendix 29 \ VCW 2: Final Ideas and Filters 
 
Final Ideas: 
 
GEO CRADLE: 
Adaptation to Climate Change (ACC) 
Improved Food Security – Water Extremes Management (IFS-WEM) 
Access to Raw Materials (ARM) 
Access to Energy (SENSE) 
H2020 Espresso: 
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Rotterdam, Case 1: Parking Spaces 
Rotterdam,Case 2: Ground Water Level 
Tartu, Case 1: Energy (it might be an opportunity with Bart) 
Tartu, Case 2: City Information Modelling 
Co-ReSyF: 
Co-ReSyF Platform (for research) 
Bathymetry Determination from SAR Images 
Determination of bathymetry, benthic habitat classification and water quality from optical sensors 
Time-series processing for hyper-temporal optical data analysis 
Ocean coastal altimetry 
Hypertemporal Analysis 
MELOA: 
MELOA Platfrom 
Marine EO – SATOCEAN:  
Ocean biotic and abiotic parameters, climatological information and historical statistics; 
Regular monitoring of Marine Protected Areas (MPAs); 
Fish farm monitoring; 
Arctic based services – Level of trust for Vessels and Icebergs detection.. 
Marine EO – SATSURVEILLANCE: 
Unusual/Irregular activity monitoring around a Critical Infrastructure 
Enhanced Change Detection 
SIMOcean: 
Pilot "Sustainable Fishing" 
European Climatic Energy Mixes (ECEM): 
European Climatic Energy Mixes 
ERA-PLANET: 
Smart Cities & Resilient Societies 
Resource Efficiency and Environmental Management 
Global Change and Environmental Treaties 
Polar Areas and Natural Resources 
CLIM4ENERGY: 
Windpower 
Generation- demand balance 
Bioenergy 
Hydropower 
Freezing rain 
Oil & gas offshore assets  
OpenLand Use: 
Open Land Use Map Through VGI 
SDI 4 Apps: 
Open INSPIRE4Youth 
Ecosystem services evaluation  
EVER EST: 
Natural Hazards 

Supercities 
Land Monitoring 
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Sea Monitoring 
DATABIO: 
Precision Horticulture 
Arable Precision Farming 
Subsidies and Insurance 
Melodies: 
Melodies Project 
Emissons Inventories Services 

Urban Accounting Services 
Land Management Services 
Ocean Status Assessment Services 
Desertification Indicators Services 
Crisis Mapping Services 
Marine Transport Services 
Groundwatter Moddeling Serives 
GLOBDIVERSITY: 
GLOBDIVERSITY Project 

ECOPOTENTIAL: 
Ecopotential Project 
GDIS: 
Global Drought Information System 
Call Evolution of Copernicus Land Services based on Sentinel data: 
E2mC 
SENSAGRI 
CEASELESS 
Copernicus App Lab 
ECoLaSS 
ECOLaSS - Indicators and variables from high spatial and temporal resolution data, for both the 
Continental and Global component products 
ECOLaSS - Incremental update strategies for the main pan-European products (i.e. the HRLs) 
ECOLaSS - Improved permanent grassland identification 
ECOLaSS - Crop area and crop status/parameters monitoring 
ECOLaSS - Further novel LC/LU products 
Copernicus App Lab 
EuroGEOSS, Call for Commercial Pilots (out in 2018): 
CE-SC5-03-2018: Demonstrating systemic urban development for circular and regenerative cities 
CE-SC5-04-2019: Coordinated approaches to funding and promotion of research and innovation for the 
circular economy 
SC5-17-2018: Towards operational forecasting of earthquakes and early warning capacity for more 
resilient societies 
Call: Greening the Economy in line with the sustainable development goals (SDGS) H2020: 
SC5-17-2018: Towards operational forecasting of earthquakes and early warning capacity for more 
resilient societies 
SC5-15-2018: Development of commercial activities and services through the use of GEOSS and 
Copernicus data 
Data Science for Social Good: 
Ocean.ai project 
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List of Final Filters: 
 
Category 1) Funding 
1. Funded by ESA  
2. Funded by H2020 
3. Funded by a specific institution 
In case you consider filter 3 relevant, please indicate what spcecific institution you consider it 
should be take into account 
4. Developed in the scope of GEO 
5. Existing financing support from the EU to the target industry 
6. Existing EU Directives (H2020) to tackle the specific challenge that the pilot is proposing 
to adressed 
7. Developd by a SME 
8. Developed by an European organization (e.g. public institution) 
9. Developed by corporations 
10. Developed by existing partnerships with NextGEOSS 
11. Private Pilot (i.e. that has a private funding rather than dependent on European/regional-
related public funds) 
12. Attractive Industry for Investment by Private Institutions 
13. Pilots that guarantee a period of financing above 2 years 
 
Category 2) Market and Macro Trends 
14. Operating in Europe  
15. Operating in a specific country/region 
If you consider filter 15 important, please define what country/region  
16. High forecast value of target market 
17. Size of target market (number of communities involved) 
18. High industry growth of target market 
19. Services with mediatic exposition in the downstream market 
20. Pilots in the education sector (education value to students undergrads and general public) 
21. Pilots targeting the Agriculture market 
22. Pilots targeting the Oil & Gas market 
23. Pilots targeting the Air Quality market 
24. Pilots with focus on industries not explored by main competitors (niche markets) 
25. Level of scalability inside of the market (if the pilot can be replicated in more 
geographies) 
26. Services that use Copernicus Sentinel Data 
27. Pilots with high reach of users 
28. High industry impact (the products generated by the pilot can be used and reused by 
industries for building new services and products on top of them) 
29. High Research impact (the pilot foster the development of new researches also outside its 
original scientific field) 
 
Strategic & technical fit, Capabilities, Maturity & timing 
30. Pilots aligned with the Sustainable Development Goals (Urban Monitoring; Agriculture; 
Renewable Energies; Air Quality) 
31. Pilot in need of User Feedback Mechanism 
32. Pilot in need of Open resources and Processes 
33. Pilot in need of Quality of Service (QoS) assessment 
34. Need for Processing Power  



	 53 

35. Good synergies among current pilots (in terms of data resources) 
36. Need of integration expertise 
37. Need of thematic support 
38. Need of brokering of ICT tools 
39. Need of expertise related to Cloud Resources (target pilots whom institutions involved 
don't have cloud resources in their value chain) 
40. Usage of a variety of different data sources (insitu, satelites, usavs) 
41. Projects using citizen data 
42. Pilots that use data available in NextGEOSS's catalogue, which has not been explored yet 
43. Pilots from thematic areas which were not explored by NextGEOSS yet 
44. Can make use of the NextGEOSS Data hub in a valuable way (users demonstrate that they 
are using the pilot for decision making) 
45. Service is replicable for other sensors (not dependent on a specific mission or in-situ 
source) 
46. Pilots that bring a new service which does not exist in NextGEOSS 
47. Pilots with need of more than 2 components of NextGEOSS 
48. Maturity of service offered (TRL 6 or above) 
 
Source: Developed by the VCW team. 
 
Appendix 30 \ Market Opportunity Assessment  
 

 
 
Source: Developed by the VCW team. (Results from Brainstorming Session with Nuno Grosso) 
 
About the Ocean Monitoring Market: 
(In Million €) Overall EO downstream 

market 
Intermediate users’ 
revenues for Ocean 
Monitoring 

2015 911 103.9 
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From Ocean Monitoring Sector, the Marine Ecosystems & Coastal subsector are the ones 
with higher number of active players in the European market for ocean monitoring-related EO 
products. 
 
Potential Target Market in Europe 

  
Source: 

Number of companies active in the domain of EO services in Europe 
 

460 EARSC Survey 
12% of the total number of companies active providing Marine EO-
based Services 
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Copernicus 
Market Report 

Marine ecosystems & coastal Subsector account for 82% of the 
companies in the Marine EO-based Services  

 
45 

Copernicus 
Market Report 

Estimate Growth Rate 7.3% 
 

48 EARSC Survey 
 
References:  
PwC. (2016). Copernicus - Market Report 2016. Retrieved from: 
http://www.copernicus.eu/sites/default/files/documents/Copernicus_Market_Report_11_2016.pdf. 
EARSC. (2017). A Survey into the State and Health of the European EO Services Industry. Retrieved from http://earsc.org/news/results-eo-
industry-survey-september-2017 
 
 
Appendix 31 \ Adapted Marketing Mix 
 
Product: 
NextGEOSS Data Hub: 

• Data Hub for Marine Community 
Data Hub for Marine, with wide range of community relevant data sources as: Copernicus 
Marine Environment Monitoring Service (CMEMS); World Meteorological Organization 
Extranet (WMO) data sets, and others. 
NextGEOSS Cloud Platform: 

• Users Integration Support 
Developers can create applications using in a cloud development environment with 
specialized.  
tools to easily discover and explore Marine Copernicus data sets & Services.  

• Cloud Resources Broker Service 
Federated Cloud Resources which allows scalability of the services.  

• Service Desk 
Developers may request support from highly specialized engineers. 
Pricing: 
Pricing Strategy for Market Penetration: 
1 - Special package for services with strategic orientation aligned with the Sustainable 
Development Goals: 

•  Service Support  
- Engineering and Service Integration Support - offer discount rate (20%) 
- Helpdesk Service 

•  Brokering of Cloud Resources & ICT Resources 
•  Integration of other Commercial Data: price established by data provider 

2 - Regular Package 
•  Service Support  

- Engineering and Service Integration Support 
- Helpdesk Service 
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- Integration of other Commercial Data: price established by data provider; no fee for 
NextGEOSS 

•  Brokering of Cloud Resources & IT Resources 
•  Integration of other Commercial Data: price established by data provider 

Note: Final price can’t be disclosed yet 
Distribution: 

• NextGEOSS Data Hub 
 Available by invitation in 2018 
 Open and public in 2019 

• NextGEOSS Platform 
 Available by invitation in 2018 
 Commercialized in 2019  
Access will be available via NextGEOSS.eu 
Promotion: 
Focus on acquiring paying users through creating brand awareness 
NextGEOSS will develop an extended communications plan to increase the awareness of the 
platform among the Marine EO community. To accomplish this goal, various tools will be 
used. The prevalent focus of the campaign will be online, but other channels are also 
important since Networking has a strong influence on decision making process for Marine EO 
community. 
 
Source: Developed by the VCW team. 
 
Appendix 32 \ Marine Campaign 6 M’s Framework  
 
General Framework: 
Mission: Attract contact requests from Marine EO potential bidders, by increasing 
NextGEOSS Marine awareness in the community (include the platform in their consideration 
set, thus, increase the probability of engagement) 

Market: Bidders applying for Marine Monitoring Open Tenders 

Message: NextGEOSS has the resources needed to enhance your ability to develop and create 
innovative services that will strongly impact and create awareness about the marine 
environment and climate change 

Media: Online Channels (Social Media: Facebook; LinkedIn; Twitter;); Public Media/ 
Relations (Attendance at NextGEOSS and public events/press releases (in public release, for 
instance)/Newsletters); Email Marketing; Direct Marketing 

Money: 12. 260€ 

Measurement:  
KPI: Number of contact requests from bidders for NextGEOSS Marine Service; Target: 25 
Contact Requests from Marine Community 
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The campaign will consist in 2 main initiatives: 
1) “Discover how you can innovate your Marine Services with NextGEOSS!” 
2) “Join NextGEOSS network, and explore ideas for your Marine services!” 

 
Initiative 1 – “Discover how you can innovate your Marine Services with NextGEOSS!” 
Mission: Attract contact requests from Marine EO potential bidders, by increasing 
NextGEOSS Marine awareness in the community (include the platform in their consideration 
set, thus, increase the probability of engagement) 

Market: Bidders applying for Marine-EO SATOCEAN 

Message: NextGEOSS has the resources needed to enhance your ability to develop and create 
innovative services that will strongly impact and create awareness about the marine 
environment and climate change 

Media: Online Channels (Social Media: Facebook; LinkedIn; Twitter;); Public Media/ 
Relations (Attendance at NextGEOSS and public events/Press releases (in public release, for 
instance)/Newsletters); Email Marketing; Personal Selling; Promotions (Demos) 

Money: 5,910€ (Men hour Software Engineer; EO Experts; Marketing Manager; Demos 
Preparation) 

Measurement:  
KPI: Number of contact requests from bidders with the aim to develop a pilot for Marine 
Services; Target: 13 Contact Requests 

 
 
The following activities will be promoted throughout the campaign: 
A) Webinars – Discover how you can bring to the market innovative marine services 
with NextGEOSS!  
1st Webinar: Trigger: Taxonomy with examples of the Marine sector (EARSC) 
2nd Webinar:  NextGEOSS benefits, reinforcing the ones more relevant for the community 
3rd Webinar: “How-to-use” Guide for Marine Data Hub Catalogue and NextGEOSS Platform 
B) Provide special customized demos for Marine EO community to learn how to use the 
platform the NextGEOSS Marine Service. Viewers will have the opportunity rate and provide 
feedback about the demo, on the respective link on NextGEOSS website (show case user 
experience, promote transparency, compromise with user experience improvement and induce 
positive WOM) 
The initiative should be promoted on LinkedIn groups;  
C) Frequently Asked Questions (FAQ) 
Personalized support to potential users  
D) E-Mail Marketing 
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Send promotional mails in database can useful for this campaign, to create awareness (pre 
launch) and inform or offer of opportunity to get free customized demos. NextGEOSS has 
already a database in place. Direct mail is also important when targeting the corporate buyers, 
and provides them with detailed information about the service and the campaign activities 
such as webinars.  
E) Personal Selling will be carried out by a selling team (2) who in advance should have 
been trained to be familiar with the NextGEOSS Marine service (dealership launch material, 
conferences) and its advantages and how to overcome objections. Personal selling will also be 
of major importance when targeting the corporate buying segment, because these users make 
large investments, they expect to be given personalized offers. Moreover, it allows to get 
direct feedback regarding the potential customers concerns about the service, and make 
improvements if necessary. 
 
Initiative 2 – “Join NextGEOSS Network, and explore ideas for your Marine Services!” 
Mission: Attract contact requests from Marine EO potential bidders, by building a Marine 
community around NextGEOSS (get the change to bring the Marine community close to 
NextGEOSS and get valuable insights about their needs) 

Market: Bidders applying for Marine-EO SATOCEAN 

Message: NextGEOSS is a powerful intermediate between Data providers, researchers, and 
developers. Such strong network will help you to bring your solutions to the market (attract 
partners and investors)  

Media: Online Channels (Social Media: Facebook; LinkedIn; Twitter); Public 
Media/Relations 
Money: 6,350€  

Measurement:  
KPI: Number of contact requests from bidders with the aim to develop a pilot for Marine 
Services; Target: 12 Contact Requests 
 
A) Build a strong social media community on LinkedIn by creating a LinkedIn group and 
invite all partners and contacts from NextGEOSS data base. Invite strategic players in 
marine environment and climate change community, to discuss relevant topics such as the 
marine environment and climate change.  
B) Attendance at public events in order to represent and increase chances of being 
considered as a choice. During each event, share posts on social media accounts and tag 
people to increase visibility. Moreover, promote the current campaigns and invite them to 
join the initiatives. 
C) NextGEOSS Summit can be used to create awareness in the Marine community. Invite 
strategic players and use roll ups to get attention. Teasers on social media during the event 
may also be used to increase visibility. 
 
Source: Developed by the VCW team. 
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Appendix 33 \ Implementation Plan 
 
Men 

Type of 
Effort 

 Main Responsibilities  

Marketing 
Effort 

Marketing Manager 
 
 
 
Marketing Manager 
Assistant 
 
Marketing Effort at 
Events* 

Campaign Management (Prepare both initiatives, 
and ensure that it is executed); E-mail Marketing 
 
Support the monitoring and implementation of the 
campaign;  
 
Manage the social media community and public / 
media relations 
Direct Marketing 

Technical 
Effort  

EO Experts 
Software Engineer 
Senior Software 
Engineer 

Data Hub Webinars 
Platform Webinars 
Responsible for Frequently Asked Questions 
(FAQ)  
Development of customized demos 

 
MINUTE	

 
 

Cost Center: Amount: Observations: 
    

Cost in Men hours 
  

Marketing Manager  4,680 € 
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Marketing Manager 
Assistant  2,860 € 

 
EO Expert  750 € EO Experts on Webinars 

Software Engineer 200 € Software Engineer on FAQ (2 hours/week) 

Direct Marketing Effort 0 €  
Effort already envisioned in the scope of the project 
(Business Development) 

Cost in Promotional 
Activities 

  Dissemination Material for 
the Summit 495 € Printed Flyers (50); Roll up (1) 

Displacement to Event 2.475 € 
1 Event (Men hour, Per diem, Flight, 
Accommodation, Transport)  

Demos Preparation 800 € 
1h/Customized Demo allocated to software engineer; 
20 Demos 

   
Total Cost =12. 260€ 

  
Source: Developed by the VCW team. 
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Case Study Four: The Value Creation Wheel applied to Deimos Engenharia: 
Market Selection and Internationalization of Ground Stations. 
 
Appendix 34 \ Competitor’s Analysis 
 

DigitalGlobe/MDA 

Administrative HQ 
  
Operating 
Satellites 
  
  
  
  
Ground Stations 
  
  
 Revenues 
 
 
Subscriber Base 

Colorado, USA 
  
Near polar LEO (app. 700km) constellation of four large hi-res (31cm) 
satellites (GeoEye/QuickBird and Worldview); planned augmentation 
by 6 smallsats in 2019. Optical Spectrum 
LEO satellites operating in polar orbits at 800 km; Radarsat 2 in 2007. 
Radar wavelengths. 
  
8 strategically located Direct Access Stations provided by MDA 
(including Svalbard, Norway and Troll, Antarctica) 
  
Most revenues (64%) come from a single customer, the US government, 
plus 500 million subscribers from China Mobile.  
 
USAF, ESA, Canadian Space Agency, DARPA, etc. 

ImageSat (ISI) 

Administrative HQ 
  
Operating 
Satellites 
  
  
Ground Stations 
  
Revenues  
 
Subscriber base 

Tel Aviv, Israel 
  
EROS-A and –B 500-km LEO providing very-high-resolution optical, 
then EROS-C due for 2019 launch with 30-cm resolution. Optical 
spectrum 
  
Primary hub in Limassol, Cyprus. 
 
$5.2 million  
 
Mainly governments for national security and intelligence purposes 
(e.g., USAF, ESA, Canadian Space Agency, DARPA) 

SPOT Image/AIRBUS 
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Country/region 
  
Administrative HQ 
  
Operating 
Satellites 
  
  
Ground Stations 
  
Revenues 
 
Subscriber base 

Global 
  
Toulouse, France and Friedrichshafen, Germany 
  
Near polar LEO satellites (Spot 2, 4, 5, 6, 7) and Formosat, Tandem-X, 
Terrastar-X, Pleides and Sentinel (1300km LEO). Optical and radar 
spectrum 
  
30 direct receiving stations 
  
$94 million (2007. Now is blended with Airbus Group) 
 
Unknown 

Planet (former Planet Labs) 

Country/region 
  
Administrative HQ 
  
Operating 
Satellites 
  
Ground Stations 
  
  
Subscriber base 
  
 

Revenues 

Global 
  
California, USA 
  
Constellation of approximately 67 “Dove” (3U) cubesats in 400-km 
LEO orbits. 12 launched in June 2016. Optical spectrum 
  
Network of 6 ground stations operating 5-m X-bands antennas, to be 
increased to 28 for full constellation. 
  
 Market segments include agriculture, resource extraction, and mapping 
industries. 100+ clients, although Planet also act as a satellite 
manufacturer.  
 
Unknown (private company). However, $206 million in investments, 
and reportedly $200 million in new business booked in 2015. Company 
valued at $1.1 billion 

 
Source: Developed by the VCW team. 
References: Webber, D. (2016).  No Bucks, No Buck Rogers: The Business of Commercial Space. Universal-Publishers 
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Appendix 35 \ Brainwriting Template 
 

 
 
Source: Developed by the VCW team. 
 
Appendix 36 \ List of Induced Filters (162) 
 

Business/Project Related 
Market structure (demand side/number of possible customers) 

Global players (multinationals) operating that could demand the ground stations in other 
markets  
Number of stations needed to monitor the area 

Market consumption power 
Available partners or possible synergies; potential to arrange a strategic partnership 

Available online data from different organizations that will prejudice GS business 

High costs (materials, maintenance, production, installation, location, transportation) 
Sustainability of the project (for how long is the satellite going to work) 

Identified product need 

Easiness to implement ground stations in final site (in terms of time, available infrastructure, 
etc) 
Is marketing strategy adaptable to the country? 
Does Deimos propose an unique selling proposition in that country?  
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Accessibility to local market (low barriers of entrance)  
Possibility to install a pilot project: how long will take to install it and positive impact to 
government and global community 
Attractiveness of market to companies who are DEIMOS' customers 

Estimated high ROI 

Presence of competitors (# of EO companies operating in the country) 
Reduced need of additional partners (e.g. Intermediaries) 

Necessity to observe Earth autonomously regarding several purposes (disaster management, 
defence, resources management) 
Existing contract/partnerships with other providers that might be complementary (e.g. with 
SAR missions) 
Country member of Group on Earth Observation  

Presence of ELECNOR in that country (to know about country specific issues, problems, 
risks)  

Economic/Demographic Aspects 
GDP/capita < $ 10.000 us dollars 

Countries with high rates of crime 
Density of population: countries with > 100 000 000 

Level of education of the country's people 

Nº robberies/year; Nº deaths/robbery 

Country's development level: Developed, emerging, non-developed country 
Countries with economic availability to invest/pay ground stations 

High volume of investment in in the country regarding the aerospatial sector  

Countries belonging to economic blocks  
Availability to maintain the ground station/service in medium/long term 

Country's main sector of investment (agricultural, climate,...) benefits from EO products 

Share of Agriculture on total GDP 

Price affordability - may be too expensive for some countries 
# years for payback 

Relevance of information/data received to the country's economy 

Number of private investors per country (the more, the better) 
Number of institution/organizations that may benefit from EO imagery  

Economic growth expectation to the country 

Potential sponsorship funding at chosen country 
Governments available to subsidize projects with the necessity of a ground station 

Public allocation applied to Public Security/Defence 

Weight of Public Security/Defence sector in country's economy (GDP) 
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Economic power in relation to the rest of world  
Sector in need for GS has an important share in the domestic economy? (Whether 1st, 2nd, 
3rd) 
Medium/Long term perspective of growth (economically, technologically) 

Indicators of economical/financial stability (such as inflation, % debt) 

Concentration of large companies in the country (large business volume) 
Countries with the necessity to control business routes (in order to optimize those routes to 
exporting countries ) 
Budget of each country/institution to EO images 

Governmental Spending in Space Sector 

GDP > median GDPs of the world 

% of private business community < median percentage of private enterprises in the total 
business community of that country 
Annual government spending in space imagery > median of annual government spending 
with space imagery in all the countries of the world 
Annual government spending with research in natural disasters > median of annual 
government spending in research to natural disasters in all countries of the world  
Economical Stability: impacts available budget, payment risks, legal aspects (taxes, import 
duties) 

Natural/Physical Environment 
Countries with high exposure to natural hazard and vulnerability) 
> 80% of times with clear skies 
Lightest countries > 8h of sun/day (or above average) 
Average rainfall/sunny days per year 
Sun exposure/hour 
Average cloudy hours/day 
Diversity in flora & fauna 
Country's interest in environmental data  
Area's affected by external damages (example: nº of wood fires/year) 
Countries with natural disasters: necessity of monitoring damages afterwards or even prevent 
before. 
Percentage of days per year in which the sky is cloudy < 3rd quartile of the percentage in 
which the sky is cloudy in all countries of the world (the country should be between the 25% 
less cloudy countries in the world)  
Propensity to suffer from natural disasters (measured by past occurrences) > median of 
propensity to suffer from natural disasters across countries of the world  
Monitoring of global warming - level of water, ozone hole and its influence in emerging/non-
developed countries 
Exclude countries with high level of pollution  
Areas with huge potential and quantities of natural resources  
Type of vegetation on the area of interest  
Level of oxygen, quality of air, level of pollution 
Large surface Area  
Owns good infrastructures to facilitate implementation and construction of ground stations 
(lower costs) 
Land condition and availability 
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Number of border countries 
Area's percentage of unpopulated land  
Percentage of water surface  
Stable infrastructure for energy delivery 
Price of land (m2 price) 
Area's percentage of land without infrastructure  
Near oceans & wildlife & natural park 
Geographic distance to the control centre/head office (distance from origin) 
Good infrastructure of logistics/transport method  
Closeness to other countries with similar systems  
Countries which carry constructive projects and development of urban areas 
Significant distance from other ground stations  
Country size km2 (the bigger it is, the more it compensates to buy GS instead of lose images)  
Availability of existing infrastructure that might be reused (other antennas, building) 
Countries with enough area to enjoy the reach of the area of interest  
Proximity to other signal reception stations 

Legal/Political Environment 
Low Corruption Level 

Countries facing the same legal system as Portugal/Spain (Civil Law) 

Global Peace Index: countries identified as “medium/low/very low” 

Crime/cyber security 
Politically stable countries - data security and safety of investments  

Countries at war zone or affected by it 

Country relationship with other countries (mainly borders) 
Foreign investment acceptance by political context  

Inserted on a geopolitics’ agreement (EU, etc) or International treaties 

High activity in military sector 
High impact on a political level if ground station is placed 

Political constraints or legal restrictions to EO products/services 

Authorization: Agreement of local government/government is willing to give access to such 
project  
Legal difficulties to invest in country  

Is it likely that the government will be sharing important data obtained with Deimos with 
other countries/identities?  
Is the country present in international organizations of defence? (Such as NATO, etc) 
National security level index  

High necessity of mapping due to security and defence issues 

Level of risk of Terrorism  
Indicators of "ease of doing business" of the country. Include: level of corruption, quality of 
infrastructures 
Environmentally protected areas  
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Bureaucratic and/or legal barriers 
Does the local government "deviate" funds? (if yes, won't likely be willing to spend so much) 

No export limitations  (i.e. some countries are forbidden) 

Defence/security Stability: provides opportunities in this area 
Easiness to negotiate and/or possibility/necessity of intermediation/economic diplomacy 

Political Stability: might impact availably of funds or changes in priorities 

Social/Cultural Environment 
Local human resources available to the job 
Would you have a qualified team to understand the technology and install the system? 
(Employees' ability to handle technology) 
Cultural differences and mentality 

English-adoption or knowledge in the country  

Civil society openness - data collection is not always favoured 
Low wage country (cheap labor costs) 

Social consequences/impact of having a system that allows access to data 

Level of Education - local skilled people to install, implement and maintain the ground 
stations 
Peoples' interest/willingness to have EO services/products 
Efficiency and competency of manpower 

Quality of life of local staff  

Presence of native tribes 

Potential newspaper visibility & customer awareness 
Tech-savvies among the workforce 

Technological Environment 
Access to technology (network readiness level) 
Network (telecommunication) 

Countries with non-existing EO capacity  

Countries with the high number of space related university degrees 
Technology openness/acceptance  

Technologic incentives within the area  

Countries with high number of articles related to space stations 

Countries with high investment on research related to space  
# Of people with bachelor degree (or other advanced degree) in engineering/technology 

#Universities of engineering/technology 

Investment in innovations €/year avg.  
Country's R&D investment 
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Existence of similar products in the country 
Talent supply in big data 

High sensitivity of data needed 

# of projects in the country that can potentially need ground stations  
Country need of data at a fast speed? 

High-tech oriented country/technology driver  

Access to the internet & electricity 

Installation of similar systems already in place in this country  
Countries that have access to technology in order to maximize the analysis of the collected 
data  
# Data of EO requested per year (per image or €) 

Competitiveness/complementarity with systems at which the final client could potential have 
access to 
Adequate emerging technology level (i.e. not too advanced, but eager to get into the "space 
race"). This is important, they need to have had previous contact with space tech, but not too 
much to have developed full internal capacity to develop their own satellite missions. 
National User base able to use Earth Observation data (i.e. national laboratories, government 
agencies) who can take profit from National coverage (i.e. by re-selling services or by using 
the data for internal purposes of national interest) 
Existing plans for more ambitious systems, such as full satellite systems for which the ground 
station might be a predecessor 
Interest in entering into tech transfer programmes, using the Ground Station contract to train 
local team. 
Existence of Agency/Space Program  

 
Source: Developed by the VCW team. 
 
Appendix 37 \ List of Selected Filters (51) 

 
Political/Legal Environment 

Democracy status (cycles and perspectives)  
Governments available to subsidize projects with a need for ground station's products 
Low export limitations  
Presence in international organizations of defence (Such as NATO) 
Countries at war zone or affected by it 
Safeness of country (safe enough for employees?) 
Bureaucratic and/or legal barriers 

Economic/Demographic Aspects 
Economic stability: Perspective of positive economic growth (in medium/long term) 
Emerging and non-developed countries 
Countries that belong to economic blocks/International treats 
Burden of Import Taxes (legal and tax security) 
No export limitations  (i.e. some countries are forbidden) 
Annual public spending with Public Security/Defence/Military sectors 
High level of investment and resources to apply to monitoring and protection programs  
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English-adoption or knowledge in the country  
Density of population 
Good access to funding (via internal budget appropriations or International Financial 
Institutions) 

Business/Project Related 
Reduced need of additional partners (e.g. intermediaries). e.g. countries with subsidiaries of 
Elecnor) 
Existence of potential strategic partners to install ground stations/to gain proximity and 
accessibility to the government 
Member of GEO 
Existing contract/partnerships with other providers that might be complementary (e.g. with 
SAR missions) 

Natural/physical Environment 
Number of border countries 
Risk of becoming a victim of a disaster as a result of vulnerability and natural hazards 
Propensity to suffer from natural disasters (measured by past occurrences) > median of 
propensity to suffer from natural disasters across countries of the world  
Area affected by external damages (example: nº of wood fires/year) 
80% of time without cloudy weather  
Surface and water surface: existence of significant Exclusive Economic Zone and islands  
Existence of forests and natural protected areas 
Availability of existing infrastructure that might be reused (other antennas, building) 
Costs (materials, maintenance, production, installation, location, transportation) 
Stable infrastructure for energy delivery 
Access to the internet & electricity 
Quality of network infrastructures of telecommunication 

Technology Environment 
National User base able to use Earth Observation data (i.e. national laboratories, government 
agencies) who can take profit from National coverage (i.e. by re-selling services or by using 
the data for internal purposes of national interest) 
Interest in entering into tech transfer programmes, using the Ground Station contract to train 
local team. 
Technological development of the country 
Adequate emerging technology level (i.e. not too advanced, but eager to get into the "space 
race"). This is important, they need to have had previous contact with space tech, but not too 
much to have developed full internal capacity to develop their own satellite missions. 
Existing know-how (e.g. to prepare training plans) / Knowledge of agents or consultants in 
that country 
Competitiveness/complementarity with systems at which the final client could potential have 
access to 
Previous existence of activities related to space/satellites/EO 
Countries with non-existing EO capacity  
Existence of a Space agency/program in the country 
Country's current investment in the space industry and EO products (thousand $) 
Country's main sector of investment benefits from EO products (defence, environment,...)  
Existence of programs/projects that may benefit from satellite imagery (as Environmental 
Protection Programs/Natural disasters monitoring...) 
Current use of satellite data from direct competitors 
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Existence of ground stations currently functioning in the country (contract with a competitor: 
status, expiration date...) 
Closeness to countries with Space programs/access to EO products (Proximity to other signal 
reception stations) 
# Data of EO requested per year (per image or €)  
Matching between EO applications/products and country interests (e.g. agriculture, 
desertification, oil, security..) 
Existing plans for more ambitious systems, such as full satellite systems for which the ground 
station might be a predecessor 
 
Source: Developed by the VCW team. 
 
Appendix 38 \ Ranking of High Potential Filters (22) 
 
High Potential Filters Rank 
GDP/capita X Surface Area X Expenditure in Defence (%GDP) 5,00 
Member of the Group on Earth Observation 4,70 
# Data of EO requested per year (per image or €)  4,55 
Low export limitations  4,55 
Current use of satellite data from direct competitors 4,45 
Existence of EO ground stations currently functioning in the country  4,40 
Existing plans for more ambitious systems (Space Agency/Program) 4,30 
Economic stability: Perspective of positive economic growth (in medium/long term) 4,15 
80% of time without cloudy weather  4,10 
Countries at war zone or affected by it 4,10 
No/few political constraints or legal restrictions to EO products/services 4,10 
High level of investment and resources to apply to monitoring and protection 
programs  

4,00 

Low bureaucratic and/or legal barriers 3,95 
Good access to funding (internal budget appropriations or international financial 
institutions) 

3,85 

Countries with non-existing EO capacity  3,85 
Matching between EO applications/products and country interests (e.g. agriculture, 
desertification, oil, security..) 

3,85 

Surface area & water surface: significant EEZ (exclusive economic zone) and islands  3,85 
Country's main sector of investment benefits from EO products (defence, 
environment,  ) 

3,80 

Low costs (materials, maintenance, production, installation, location, transportation) 3,80 
Adequate emerging technology level (i.e. not too advanced, eager to get into the 
"space race”) 

3,75 

Stable infrastructure for energy delivery 3,70 
Democracy status (cycles and perspectives)  3,70 
 
Source: Developed by the VCW team. 
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Appendix 39 \ Bahrain’s Map & Geography 
 

 
 
Source: Google Maps & Worldatlas. 
 
Appendix 40 \ PESTEL Analysis 

Political 
The Kingdom of Bahrain is a former British protectorate, which became independent in 1971. 
It is ruled by a Constitutional Monarchy, by the king HAMAD bin Isa Al-Khalifa. The 
Executive Power belongs to the king, the prime minister, and the Council of Ministers. Both 
the king and the prime minister belong to the same family – the Al Khalifa family, who has 
been ruling the country since 1783.  
Although the country does not allow for opposition parties, it consents the existence of 
opposition societies. Nevertheless, during 2016, the nation faced a decline of its human rights 
situation, as the authorities dismantled the opposition society, al-Wifaq, and revoked the 
citizenship of its spiritual leader, Sheikh Isa Qassim. The unstable situation encouraged 
peaceful protests from Shia clerics, who were consequently prosecuted along with numerous 
human rights activists. Bahrain’s law predicts the revocation of the citizenship to the enemies 
of the kingdom, or individuals that are considered to harm the interests of the country, as it 
was the case of the al-Wifaq leader, accused of preaching theocracy.  
Further fierce conflicts between protesters and authorities continued, forcing military 
presence mainly in predominant Shiite regions, as Shia population is the main opposition of 
the Al Khalifa government. According to the Freedom House organization, Bahrain is one of 
the most repressive states of the Middle East and is considered to be “Not Free”, with no 
political rights, and weak civil rights.  
In what regards the spatial industry, the country became a member of the Group on Earth 
Observation (GEO) in 2006, and a member of the UN Committee on the Peaceful Uses of 
Outer Space (COPUOS) in 2017.  
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Economic 
According to the World Bank data, Bahrain’s economy has grown 2,9% over 2016, and the 
country’s GDP reached to $31,9B, while the GDP/capita was $22,4k (OEC, 2017).  
Bahrain is the 60th largest export economy in the world, presenting a positive trade balance of 
$1,09B. Accordingly, among the leading exports are goods such as Refined and Crude 
Petroleum, Iron Ore, Aluminium Wire, and Plating. On the other hand, the main imports 
include Cars, Aluminium Oxide, and Special Purpose Ships (OEC, 2017). 
Regarding its critical commercial partners, Saudi Arabia (19%), the UAE (18%), USA (11%), 
Japan (8,9%) and Qatar (4,9%) were the main destinations of Bahrain’s exports. On the 
contrary, the country imported majorly from the China (12%), the USA (11%), the UAE 
(9,5%), Japan (7,8%), and the Saudi Arabia (7%) (OEC, 2017). 
The majority of Bahrain’s income, 86%, comes from the oil production and refining industry 
(Nordea Trade, 2017). As the crude oil price decreased 57,75% in just two years, from 
$96,29/barrel in 2014 to $40,68/barrel in 2016 (Statista, 2017), the government’s main 
ambition became to increase its competitiveness. As such, the country is becoming a key 
participant in the Islamic financial industry, as well as it is investing in the 
telecommunications and transportations sectors.  
Concerning expenditure, the Defence sector is a sector of high investment, as approximately 
4,6% of its GDP is spent on military activities. The military expense growth rate was positive 
in the last six years (World Bank, 2017), underlying the availability of the country to invest in 
this sector.  
Furthermore, The country was ranked 63/191 in the Ease of Doing Business Index (World 
Bank, 2017), which takes into account the regulatory environment of each economy to the 
starting and operation of a local firm. In fact, the consistent growth of the country can be 
justified by the implementation of liberal economic policies, over the past ten years 
(eGovernment Bahrain, 2017). 

Social 
Bahrain’s population growth has been relatively constant over the last years. In 2016, the 
World Bank registered 1 425 171 Bahraini people. Following the trend of the increasing 
growth rate of population, the labour force has also been increasing in absolute and relative 
values, accounting for 782 055 citizens in 2016. Nonetheless, the percentage of females being 
a part of this group stood at 19,80%, in 2016. Concerning the previous years, this percentage 
has decreased, and projections to 2017 estimate that the rate will continue to decline (World 
Bank, 2017). The unemployment rate at Bahrain stood at 1,28% in 2016, although female 
unemployment rate was approximately 4,30% in that year (World Bank, 2017).  
Concerning the Education Sector, and according to the Higher Education Council of Bahrain 
(2012), there are several Higher Education Institutions in the country. On that year, there were 
13 Private Higher Education Institutions, three Public Higher Education Institutions, and one 
Regional Higher Education Institution. Furthermore, according to the same source, 21% of 
total student’s were international students. One key driver for this is the high percentage of 
Bahrain’s population of expatriates (50%), as the majority of policies concerning visa are 
favourable. Moreover, the country is considered one of the most flexible in the Middle East 
(PWC, 2016).  
Concerning religions, Islam is the state religion, as 70,3% of the population is Muslim, 
according to CIA World Factbook (2017). Within the branches of Islam, Sunni and Shi’i have 
a conflicted relationship, as the majority of the population is Shi’i, and Sunni is the religion 
followed by the political and economic elite.  
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Technological  
In 2014, Bahrain’s National Space Science Agency was announced and the inaugural meeting 
was carried out. The long-term goal was to turn Bahrain into a leader in space science and 
technology, in order to develop scientific research in the country, and encourage technical 
innovation. The government demonstrated special interest in remote sensing satellites.  
(Geospatial World, 2014) Nonetheless, current activities are still not strongly developed, 
besides the clear efforts of the country to integrate within the international scope of space, 
given its participation in organizations like GEO and COPUOS.  
Furthermore, according to the World Bank (2015), the country has little progress regarding 
technological development within doors, as only eight patents from residents were registered 
during 2015.  
 

Environmental  
The Kingdom of Bahrain is a small Arab state in the Middle East, located on the southwestern 
coast of the Persian Gulf. The country is an archipelago with more than 30 small islands, and 
one main island, Bahrain Island. (Britannica, 2017) 
The chance for clear skies over the year is, approximately, 75% (Weather Spark, 2017), which 
represents a significant characteristic to deliver excellent Earth Observation services. 
Moreover, the country is characterized as having an arid climate, which means, it “ranges 
from hot and dry deserts that see almost no rain to semiarid scrubland where rain falls 
intermittently” (Patrick, 2017) 
The Supreme Council for Environment (SCE) is the government institution responsible for 
the development of Bahrain’s strategy regarding the environment and sustainability. 
Furthermore, the entity is also in charge of natural habitat’s protection and human 
environment. (SCE, 2017) 
 

Legal  
Bahraini law is a complex combination of the royal decree, Civil and Criminal codes, and 
Islamic Shari’a law. (Bahrain Center for Human Rights, 2017) The Bahrain civil code 
regulates civil transactions, particularly when dealing with business negligence lawsuits and 
practices. (PWC, 2016) 
According to a PWC Report (2016), Bahrain has available eight options to an investor who 
wants to take a business in Bahrain: 

a) With limited liability company: between two and 50 shareholders must share the 
burden of the company’s debt. Local operations are allowed, and a local office is 
required, as well as an external auditor; 

b) Partnership company: without limited liability. General partnership is an association 
of two or more partnerships  

c) Bahrain shareholder company - public 
d) Bahrain shareholder company - closed 
e) Simple commanded company 
f) Single person company 
g) Branch of a foreign company 
h) Holding company 
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Appendix 41 \ Porter’s Five Forces 
 

 
 
Source: Developed by the VCW team. 
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Appendix 42 \ Business Model Canvas 
 

 
 
Source: Developed by the VCW team. 
 
Appendix 43 \ Preliminary 3M’s Analysis (Manpower, Money, Minute) 

 
Manpower 

Business Development team Elsa Alexandrino 
Carlos Fernandez 

Commercial Management: 
Development of business 
opportunities 

Technical team Antonio Gutierrez 
Oscar González 

Developing the technical 
proposal customized to the 
Ministry of Bahrain 
Training and supporting the 
local team 

Local Partner TBD Point of contact with the final 
client. Arrange meetings 

 
Money 

Travelling Expenses 10 000€ Flight + Hotel + Daily 
Expenses + Visa  

International Affair Services 2300€ Lawyer + Translator 

Salaries  N/A N/A 

 
Minute 
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Source: Developed by the VCW team. 
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