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Section 1: Product Description  

Understanding your product:  

Team strengths: 

Eimear: Creative thinker, Positive personality, Energetic. 

Isabel: Confident leader, Hard worker, Committed and a good team player. 

Jaskiran: Deep thinker, Mature, Hardworker. 

100-word description:  

Evac-U-Buddy is an app that helps people find shelter during an evacuation. 
It is aimed at helping people who live in Tsunami unsafe zones or in any area 
at risk of danger. It is also for people who want to help evacuees but don't 
know how. It is designed to be easy to use, accessible to old and young peo-
ple and has features for disabled and special needs. It provides a fast and 
easy to use evacuation plan for high stress situations. It is a global solution 
for any country, and situation. It also develops friendship opportunities for all.

Section 2: Potential Market & Research 
Our primary market is New Zealand Tsunami and earthquake evacuations and there 
is currently NO OTHER app providing what we offfer. Geonet provides updates, 
Wremo also, but no options for local accomodation. Facebook groups pop up be-
tween friends for accommodation but this isn't a widespread solution - and not as 
broad. 

Competitor Analysis:  

There are NO other competitors offering this solution as its very unique. The 
concept is original and effective.  

Features/Competitor SmartFit FitHappy FitBit

Price

In-app purchases

Basic/Medium/High 
Functionality

Ease of navigation
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Trend Research: 

New Zealand has on average over 40,000 earthquakes a year. Earthquakes can trigger 
Tsunamis that can grow to over 5m high. 76% of people in Wellington NZ, live with 5km of 
the coast. 

Consumer research: 

WE met with Jason Paul, from WREMO (Wellington Regional Emergency Management 
Office) and got allot of feedback and insights into the target market. He also looked at el-
ements of our app and gave us good advice into what we should and shouldn't feature. 

Target Market: 

The app is aimed at coastal communities, suburbs and low lying areas. All ages 10+ and 
genders, also disabled and special needs people are included in our target group. They 
would use it only when the emergency happens. It would be on their device and potentially 
built with a Facebook backend. 

Potential Market Size: 

We think the market in NZ is pretty much everyone - evacuees from low lying areas and 
the rest who live in safe zones and want to help. It would work with facebook to enable a 
wide network and so would remain o their devices until activated.

Section 3: Finances  

Budget: 

What are the important costs in your business?

• Fixed costs: We have researched freelancer programmers on UPWORK. Aver-
age rates are $50 per hour. We think our project would require 3 coders for 40 
weeks. Apps $6000 a week in salaries, and potentially $240,000. 

• Variable costs: Perhaps transport costs, for meetings and pitches.  

Tracking features with 
web app
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Revenue Model: 

It would be free but we would get a grant form NZ Government to develop the app 
using high end programmers, designers etc. We would manage it and also be paid. 

Section 4: Marketing 

Branding & Promotion 

Write your strategy for promoting your app here.  
● Online news websites like Stuff, Dominion Post. 
● Facebook ads 
● Radio adverts 
● TV adverts 
● Local community events. 

Platforms 

Andriod and Apple IOS 

Launch 

It wold be a big launch - with the government behind us. We would also look to get the ALL 
BLACK rugby team involved for added publicity. 

Growth/Future: 

● Password and email registering database 

● Live realtime functioning map database 

● Facebook backend 

SUBMISSION GUIDELINES & JUDGING RUBRIC 

Please read the submission guidelines and judging rubric carefully before starting your 
project. 

You must upload ALL DELIVERABLES for your division to be eligible for judging. Submit 
whatever you have for each deliverable by July 28, 2017, 5:00 pm AEST, even if it isn't 
perfect. We cannot judge incomplete submissions, so don't leave any deliverable out of 
your submission.  
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APPENDIX 

SKILLS MATRIX 

SCORING 
0 - Need not have knowledge 
1 - Should have basic knowledge 
2 - Should do with support 
3 - Should have knowledge & do independently  
4 - Should be good in theory and practical and can train others 

SWOT ANALYSIS 

Role names Project 
Management

Research 
skills

Design Document 
business 
plan

Pitch & demo 
presentation

Marketing 
& brand-
ing

Budgets 
& fi-
nance

AppInventor 
and coding

Eimear 2 2 4 2 3 4 2 3

isabel 4 3 4 2 4 2 2 4

jaskiran 3 3 4 2 4 4 2 4

Student 4

Student 5

STRENGTHS
What are your strengths? Hard working
What do you do better? Unique idea
What unique capabilities and resources do you 
possess? Creative and committed
What do others perceive as your strengths? Fo-
cussed and enthusiastic

WEAKNESSES
What are your weaknesses? What could you do 
better? Meet for longer sessions
What do your competitors do better than you? aren't 
any
What can you improve on? Speed of work
What do others perceive as your weaknesses. Our 
age

OPPORTUNITIES
What trends or conditions may positively impact 
you
? Government looking for solutions to the problem.
What opportunities are available to you? Allot if we 
work hard.
How can you turn your weaknesses into opportuni-
ties? By tackling weakness head on and not caring 
about what others negatively think of our app and 
us.

THREATS
What trends or conditions may negatively impact 
you?If the govt releases its own app thats the 
same.
What are competitors doing that may impact you? 
research 
Do you have solid financial support? No
What impact do the weaknesses have on the 
threats to you? The fact that the govt may not be 
interested as we are only 10
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NOTE: Aim for 5 points for each. 
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WIREFRAME YOUR APP 

Draw out each of your screens here or use index cards. Think about how your screens will 
interact with each other, and draw arrows to indicate the flow of your app.
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PROJECT PLANNING 

Create a plan for how you will complete your prototype. Figure out what basic features or 
components your app will need (text-to-speech, accelerometer, lists, etc.) and then re-
search videos or tutorials that will teach you how to implement those features. Finally, 
make a plan for when you will work on each component.

Feature Resources to learn 
how to use Timeframe Priority

Database online research 
Mentors 
Coding classes

6 months high

facebook backend social media coders 
upwork 
mentors 

6 months medium

functioning live map google maps docs 
mentors 
upwork ui coders

6 months high
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USER TESTING: COLLECTING FEEDBACK ON YOUR PROTOTYPE

Ask potential users about your prototype. Take notes on the feedback you receive here. 
Answer the Usability Testing questions and add some of your own before you begin if 
needed. Consider asking your peers (or mentor) to complete the table below as well.

Questions Notes Changes that need to be 
made by the team

Is there anything that 
is unclear or confus-
ing in the user-inter-
face?

not really, I think its fairly clear 
as its very simple

Would you prefer the 
app look or behave 
differently?

id like some animated buttons 
and motion graphics

add animations

Which features of the 
app interface and us-
ability are of highest 
value?

the map is an awesome idea need to code it as real time

Are there any missing 
buttons or other con-
tent from the app?

real time map - its just a demo 
version

code map

Did your expectations 
differ from the intent 
of the app?

i was blown away by how good 
it is and it looks fantastic!!

:)

Page �10



  �  �

Glossary
Cost Structure: What are the important costs in your business? 

Distribution Channels: How are you reaching your customers? Which method 
works best? Which are the most cost-efficient? 

Fixed costs: Costs that remain the same despite the volume of goods or services 
produced. Examples include salaries, rents, and physical manufacturing facilities. 
Some businesses, such as manufacturing companies, are characterized by a high 
proportion of fixed costs. 

Market Research: Figuring out what your market wants. What problem is your cus-
tomer interested in solving and does your product/service solve this problem in the 
customers’ eyes?

Market Size: Who are all the people and organizations for which you are creating 
value? There must be enough people who would buy your product/service to make 
a profit. 

Profit: The extra money that you have made, subtracting any costs incurred, at the 
end of the day. Profit = Revenue – Cost.

Revenue Streams: How will you make money and from whom? Paid apps? In-app 
purchases? 

User-Centered Design: Designing with the user in mind (You are not necessarily 
the user!)

User Interface: Way of interacting between person and product, especially in soft-
ware.

User Interface Design: Designing things that will make sense for the end user, by 
thinking about how the user will interface with the product.

Value Propositions: What value do we deliver to the customer? Low Price/ Acces-
sibility/Convenience?

Variable costs: Costs that vary proportionally with the volume of goods or services 
produced. Some businesses, such as music festivals, are characterized by a high 
proportion of variable costs.
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