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David Ronchaud
French web designer student and 
freelance. I’m interested by new 
technologies and all ways to be 
better than before.

Öykü Koşma
Turkish Industrial Product Designer 
who is interested in combining 
creativity and practical solutions in 
many aspects of design.

Lina Krivickaitė
Lithuanian Creative Industries stu-
dent, especially interested in graphic 
design and advertising.

Lisa Moreels
Belgian journalism student, special-
ized in written journalism and very 
interested in all aspects of market-
ing communication.

Team’s words 

To start this project we first 
have visited PROF consor-
tium. After that, we made 
intercultural teams to think 
about a new concept for 
PROF.

Rapidly, we found the Prof-
Doll name for our team. 
Why? Because our team 
consists of 4 serious and fun 
people  who come from dif-
ferent countries and sectors.

After some brainstrom ses-
sions and analyses, we think 
we have a good idea to 
resolve the bacteria issues 
in hospitals.

Good reading!

06Our communication strategy
What is our target? How we communicate?

You have to know that all 
images of this report are 
not Royalty free.

Let’s begin
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The problem

Nowadays world is facing a huge problem - bacteria 
resistance to antibiotics. For this issue both, doctors and 
patients are responsible. Doctors used to provide pre-
scriptions too easily and patients still find their ways to 
get antibiotics and treat themselves in a wrong way. It all 
leads to antibiotic resistance, when the same drugs can’t 
heal the same disease that you’ve already had anymore. 

Talking about consequences personally, it means that it 
will be more difficult and expensive to heal each time. 
Talking globally – we all can get back to the pre-antibiotic 
era. Therefore, everyone has to act responsibly on this 
case. However, people try to heal themselves because 
of the bacteria. So bacteria and its spreading is an initial 
problem, which we focused on while creating the Nandle.

What 
about 
our client, 
PROF?

Who is PROF?

PROF is an international open innova-
tion consortium that started in 2009. 
It brings more than 300 care PRO-
Fesionals from multiple disciplines 
and organisations together to think 
about the evolution of care systems. 
The power of the consortium lays in 
its interdisciplinary approach where 
care organisations work together with 
research centres, universities and 
companies to create visions for the 
future. Each of these visions has been 
realized as a concept room, which all 
can be visited at the PROF location in 
Poperinge – Belgium.

The approach of PROF to inno-
vation.

In the PROF-consortium, there is 
always a brainwave session as a 
start, where all partners brainstorm 
together to generate ideas for con-
cepts. This typically results in 1000+ 
post-its with ideas.  Next, the post-its 
are converted into keywords which 
are input of the creative team to come 
up with a concept, which is presented 
and validated by the consortium.  The 
final phase is building the concept: all 
companies join forces to realise the 
concepts and create innovative solu-
tions for the problems encountered 
during the construction phase.  The 
last step in this process is the launch 

event when the concepts are being 
shown to the stakeholders and the 
press. These concepts remain at the 
PROF-site and can be visited upon 
request.

The PROF’s keywords

PROF works with eight keywords, 
which represent basically the main 
ideas about PROF. Thanks to these 
keywords, the values and standards 
which the products and concepts 
PROF stand for, become easily clear.  
Here are the keywords:

Awareness implies that sick, disabled 
or elderly people should have a good 
feeling about the concept or solution 
offered by PROF. When people feel 
better, they recover faster and feel 
happier in their environment.

Comfort describes the minimal level 
of comfort that patients or elderly 
people need. This level varies among 
people as different persons have 
another estimation of what minimal 
comfort means.

It is important to bring a feeling of 
safety to patients and elderly people 
as they are in a vulnerable situation 
when in hospitals and other care sit-
uations.

Privacy is used to indicate that per-
sonal privacy and cocooning are  

critical. Creating a homely feeling in 
hospitals and other healthcare insti-
tutions is key in PROF.

Recognizing that elderly persons are 
increasingly lonely in modern socie-
ties, guided PROF to design solutions 
to avoid the feeling of “loneliness”.

Another keyword is “non-stigmatiz-

ing”. Technically a product can be per-
fect but people may be ashamed or 
humiliated when they have to use it; 
wheelchairs and walking racks were 
cases in point.

For the PROF 2.0 brainwave, 90% of 
the consortium members said they 
personally would want intergenera-

tional solutions as they grew older; 
almost nobody wanted to live together 
only with other elderly people.

Hospitals, healthcare facilities, and 
elderly houses should use the space 
in a flexible way. Stays in hospitals 
become shorter (most surgeries take 
only one day stays), and chronically ill 
patients are cared for in specialised 
care facilities.

We were doubting if we would take PROF as 
direct client, or choose for a hospital or health 
institution within the consortium of PROF to 
take directly as our client. We choose for PROF, 
because if we can sell it to them, we strongly 
believe that the other institutions will follow 
because of the high credibility and good image 
of the products and ideas that are exhibited by 
PROF. If we afterwards  go ourselves with our 
product to hospitals and health centers, is the 
fact that our client is PROF a nice reference.
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What about our 
Communication Challenge?

There are two main challenges that we 

face. They are about persuading hospitals 
to buy Nandle and, also, about changing 

people’s mindset.

We meet first communication chal-
lenge at hospitals, because we have to 
persuade them to think that they need 
Nandle. Despite the fact that in Belgium, 
healthcare is of a relatively high standard, 
budget’s cut and short-term vision com-
plex makes persuading complicated.

Belgium has six governments, and this 
fragmentation in governmental and par-
liamentary responsibilities prevents a 
coherent and long-term healthcare policy. 
For instance, the regions are responsible 
for disease prevention (e.g. health pro-

motion campaigns), whereas the Federal 
Government holds (most of) the respon-
sibility for medical treatment (e.g. reim-
bursements, financing hospitals). The 
regions are thus not directly rewarded for 
the investments they make, nor do they 
have the budget for implementing their 
policies. Also, the short-term vision of 
previous governments has led to serious 
cuts in healthcare budgets. These budget 
cuts led to an emphasis on financing 
quantity over quality and innovation. For 
instance, Belgium only finances on aver-
age one nurse per 13 patients. Budget 
control itself is not favorable for us, too. 
A euro spent in one domain is a euro 
shifted away from another. It means that 
government seeks to imply only evi-

dence-based treatments and practices, 

with a proven efficacy and effectiveness 
and of course after careful consideration. 
Despite the fact, that we believe in our 
product, hospitals do not have budget-
ary room for waste or inefficiency, con-
sidering the great current needs which 
will only be further expanding with the 
ageing population, increasing number of 
chronic conditions, complexity and inno-
vation in care. It means that we face a 
challenge to persuade hospitals which 

do want to take any financial risk that 

they not only need handle, but that it 

is efficient and would help to improve 

hospital’s performance.

Second communication challenge is 
about consumers’ mindset. The chal-
lenge begins with the initial issue – bac-
teria spreading. People who do not wash 
hands after using a toilet, holding coins, 
petting an animal can get sick easily – 
they just need to touch their eyes, nose, 
or mouth. If they do not wash their hands 
especially when they are sick, the germs 
can be spread directly and easily to other 
people or surfaces that many people 
touch (mainly handles of doors, public 
transport etc). 

Personal hygiene seems to be a thing that 
is taken for granted nowadays, however 
the American Society for Microbiology 
and the American Cleaning Institute did a 
survey in 2010, which showed that 85% 
of respondents (it means not all of them) 
wash their hands after using a bathroom. 
Only 42% of the people wash it up after 
petting a dog or cat and just 27% wash 
their hands after handling money. More-
over, Initial Washroom Hygiene surveyed 
100,000 people across Europe on their 
hand-washing habits, the largest ever 
analysis into this topic. Apparently, only 
60% of women and 38% of men wash 
their hands after going to the toilet. How 
many of them wash hands after touching 
pets or money? 

These numbers show that people do not 
know when they must wash their hands. 
We need to raise the level of awareness 
of bacteria spreading through different 
ways as well as the importance of clean-
ing hands in order to help the patient 
heal better, to protect him/her for extra 
germs as well as keep a person himself/
herself safe. Until everyone knows it, our 
communication challenge is to change 

people’s mindset that it is okay not to 

wash hands after the toilet, petting an 

animal, touching money, and etc.

1. 
Hospitals

2. 
People
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We have two main target groups:

   The first target group is the boards of 
hospitals. There are more than 70 of 

them in Belgium. 

We mainly aim at the doctors that are gen-
eral directors of the hospitals, medical 
directors, directors of finance and directors 
of facility.  Our first target group wants to 
improve hospitals’ performance. However 
they only want to purchase efficient medical 
equipment.  Our first target group is high-
ly-educated, professional and experienced 
doctors. 

   Our second target group is hospitals’ 
visitors and patients. We understand 

that everyone can become him or her at least 
once in a lifetime however we mainly focus 
on those people who have many members 
of families, relatives or friends with differ-
ent backgrounds. They are caring and sym-
pathetic.

How to communicate 
our product?
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Our persona’s goal 

Christelle is a middle aged, confident woman 
that is living her life in the way she wants to. 
Lately ther are only two priorities that are 
relevant in her life: her family and herself.  
She enjoys seeing her family happy and does 
everything in her power to keep it that way. 
Next to that, now her children moved out 
and after a lot of years of putting them on 
the first place, she now puts herself on top. 
She spoils herself more and does things that 
she always dreamed off, but didn’t have time 
to realise it like taking a course of flower 
arrangement.

Christelle Davids
Hospital patient

She is married to Jean 
(59 years old) a mother 
of two children: David, 
who is 24 years old and 
Guillaume, who is 26 
years old. Guillaume is 
engaged and has two 
children: Marie, who 2 
years old and Aurelie, 
who is 4 years old.

Her challenge 

After years of working a lot and raising her 
children, she wants time for herself and can 
be anoyed by people at work asking her a 
thousand times the same stuff, asking her 
everything etc. She just wants to work 
calmly till her retirement, where she is really 
looking forward to.

Next to that, she is thinking about her chil-
dren and grand children  a lot. Even worry-
ing, because even if she wants to put herself 
more on the first place, they stay her first 
and most important priority.

Her story

Christelle and her husband are a typical, 
average couple. They are absolutely not 
poor, but also not extremely rich. She works 
as secretary/receptionist in one of the big-
gest companies of the city where she lives, 
Waregem. 

She lives in a nice house in a nice suburb of 
Waregem, where nothing bad happens usu-
ally and a lot of families live. She raised there 
her two sons, David and Guillaume. But since 
a bit more than one year, they both don’t 
live at home anymore. David graduated as 
an engineer almost two years ago and works 
and lives abroad. Guillaume lives nearby his 
parents in another suburb of the city, but 
is really busy with his work and raising his 
children. Although, he sees his parents a lot, 
because they adore they grand children and 
want to see them a lot and want to spend 
time with them often.

Christelle also started a new part of her 
life, where she wants to think more about 
herself. Recently she started for example a 
course to learn about flower arrangement, 
together with her best friend.

Next to that, she is a decent woman who 
really wants to take of herself very well. She 
wants people to see her as a decent woman 
aswell with a certain flair. She will buy 
from nice brands, always where jewels and 
make-up for example, but not over the top.

Brand associations

Inno, Esprit, Caroline Biss, Expresso, Casa, 
bol.com

Media & news sources 

Goed gevoel, Libelle, Marie Claire, deredac-
tie.be, Eén (nieuws)

Digital ability 

intermediate

Level of online trust 

intermediate to rather high (gets higher by 
time)

She lives in Waregem, 
Belgium.

She went to school till 
her 19th. She studied 
account management 
and administration 
skills.

She works full-time as 
a secretary in the big 
company Renson.



B2C or B2B

Our product is a B2B product, we want 
to sell it to health organizations like hos-
pitals, retirement homes, etc. 

Next to the client where we want to 
sell our product to, we want to make an 
awareness campaign for the hospital and 
hospital visitors, to promote our product 
undirectly by make people aware of the 
importance of washing hands. In this 
way, the problem will be known more by 
every party and we can encourage com-
panies in that way to buy our product, by 
some kind of peer pressure because of 
the awareness of the people. In this case 
we can talk about our product as B2C in 
some kind of way.

Consumer insights

The main objective of our product stop-
ping the spread of bacteria, or at least 
reduce the spread. This problem may 
think bigger than people at first sight, 
for problems that are not visible at first 
sight, are more difficult to make people 
aware of. Hand washing can be so impor-
tant, but is generally done especially 
after using the toilet. But there are many 
other moments where heaps of bacte-
ria are passed, but there are people not 
always thinking about. People who don’t 
clean hands after going to the bathroom, 
holding money, hugging their pets can 
get sick more easily, because a lot can 
be transmitted by those ways, after just 
touching their eyes, nose, or mouth.

If people don’t clean their hands, espe-
cially when they are sick, the germs can 
be spread directly and easily to other 
people or surfaces that many people 
touch (for example at public places, the 
public transport, etc.).

In 2010, the American Society for Micro-
biology and the American Cleaning Insti-
tute did a survey about the amount of 
people that wash their hands. That survey 
had as a result that not all people wash 
their hands after going to the bathroom, 
15% of the people does never wash their 
hands. Only 27% wash their hands after 
handling money and just 42% of the 
people wash it up after touching a dog 
or cat.
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Daniel Herstraeten
Doctor

Our persona’s goal 

Daniel’s goal is to become one of the best 
doctors at his field in a country. His goals 
are mostly oriented at work.  However, they 
aren’t selfish. He also wants to improve his 
hospital performance – to make sure that 
environment of the hospital is suitable for 
faster healing.

He is married to 
Melissa (36 years old) 
a father of one child:  
Mathieu, who is 5 
years old.

His challenge 

After years of hardworking, Daniel has 
noticed that positive changes in a hospital 
come slowly year after year and that it usu-
ally takes a lot of investment. However, he 
still seeks for a simple and reasonable solu-
tion to improve the performance.

His story

Daniel and her wife are well-educated and 
extra-motivated goal seekers. They do not 
waste time and always try to improve. They 
might be a bit conservative, however, they 
are more likely to be open for new valuable 
ideas, technology, etc. Also, family is consid-
ered to be rich. They live in Sint-Martens-
Latem, Belgium. 

The Herstraetens live in a luxurious suburb. 
Daniel and Melissa are raising their son 
here. Mathieu is about to leave a kinder-
garten where he has made a lot of friends 
and start to go to a primary school. Mathieu 
is an active kid who is always interested in 
surroundings (especially new) and people. 
He loves to play both, inside and outside. 
He doesn’t mind sharing his toys with neigh-
bours’ kids. 

As Daniel is already successful at his career, 
he reached that part of his life where he really 
wants to focus on his hospital.  Recently he 
has been one of the initiators of the confer-
ence for local and international doctors. 

Next to that, he is a self-confident decent 
man who really wants to take the maximum 
of life. He wants to gain people’s trust. He 
usually wears solid classical clothes.

He lives in Sint-Mar-
tens-Latem, Belgium.

He has made 12 years 
in  medic ine f ie ld 
(Ghent University, 
neurology).

He is the head doctor 
of an important hospi-
tal in Belgium.

Brand associations

Tommy Hilfiger, Massimo Duti, Hugo Boss, 
Apple, Swatch, Porsche, Calvin Klein

Media & news sources 

De Standaard, De Dokter, Menzo

Digital ability 

high

Level of online trust 

high



We aim at two target groups. 
Therefore, we have two objec-
tives:

Our first objective is to implement Nandle 

in at least 4 Health institutions in Belgium 

in 1 year from the date when Nandle will 

be released into the market.

Our second objective is to increase the 

awareness of hospitals’ visitors of bacteria 

spreading through hands by increasing the 

percent of new survey respondents who 

wash hands after the toilet to 95%, after 

petting an animal to 80%, after touching 

money to 60% in 2 years after the start of 

a campaign.

What do we want to 
achieve?

How are we going to achieve our objectives?
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Strenght

Opportunities Threats

Weaknesses

• Ability to 
implement it 
at any public 
institution 
(school, 
kindergarten).

• Our product is 
simple and easy 
to adapt and 
use.

• A small effort 
can have a big 
influence on the 
initial problem.

• People’s 
indifference.

• Not that cheap 
to make.

• The risk of 
overuse and 
allergies. 

• Electronics may 
get broke.

Big idea (concept)

We already know that a lot of people do 
not wash their hands as often as they 
should. Moreover, even nurses and doc-
tors wash only 30% of the required time 
between patient contacts and proce-
dures. Our main idea is to prevent the 
hospital room from bacteria and germs 
that a person collects from using a handle 
when entering that room. Therefore we 
came up with idea to change regular han-
dles. Nandle is a handle that only unlocks 
the door if a visitor activates the sensor 
and gets the antibacterial gel. The Nandle 
consists of three parts: a shelf, a soap 
dispenser and an actual handle. When 
people push a button on the soap dis-
penser they get a gel and they naturally 
clean their both hands. Meanwhile, the 
magnetic lock unlocks and let a visitor 
enter the room. Also, there is a hidden 
sensor for doctors so they could use their 
bracelet/card, etc. to open the door with-
out using the gel every time. Finally if vis-
itors come with gift or any other things 
– they can use the shelf to put them on, 
so it would be convenient for them to 
open the door. They can even hang their 
jackets on a door knob. With Nandle we 
provide opportunity to clean hands with 
simply opening a door – it means that it 
requires just few seconds of additional 
time. It is a simple to use product that can 
also be easily adapted in any health care 
institution that has doors and handles. 
So, a small effort can have a huge influ-

ence on the initial problem. Most impor-
tantly, implementing a Nandle means no 
isolation or loneliness, only security, pri-
vacy and healthiness.

However, we understand that not every-
one who enters the room with a group 
will get the antibacterial liquid. On the 
other hand, if two people enter the room 
and only one of them cleans his hand, we 
reduce the opportunity to spread bacte-
ria through hands by 50 %. Our main idea 
is to reduce and to limit the amount of 
bacteria spread by hands by using the 
Nandle.

Let’s introduce our concept with the fol-
lowing SWOT:

Key message

There are two key messages: one for the 
holders of hospitals and another for the 
visitors of hospitals. 

   The message for the holders of hos-
pitals is that Nandle can help in the 

fight with bacteria spreading. Doctors 
are experienced in a medical field and 
they know that bacteria are not a wanted 
guest in a hospital room as well as that 
it is important to wash hands. However, 
hospitals cannot afford products that 
are inefficient. Therefore, our message 
is that Nandle is an efficient and simple 
way to prevent a hospital room from 
rapid and uncontrolled microbes spread.  
We state that Nandle can help patients 
to heal faster and that it can reduce the 
deaths led by nosocomial infections. 

   The message for visitors is similar, 
however it differs a bit. We want 

to tell our second target audience that 
hand hygiene is very important, espe-
cially when it comes to the spread of 
bacteria in the hospital room. It means 
that we are going to say our target audi-
ence that is it important to clean hands 
because microbes get on their hands 
almost everywhere they go or from any-
thing they touch. We also want them to 
know the reasons why hand hygiene is so 
important – the very same microbes dis-
turb their sick family members, relatives, 
friends to heal or even worse – they can 
lead to lethal infections.

Proposition

We are going to introduce Nandle to 
the holders of hospitals via specific fairs, 
media (medical magazines, website, 
Facebook page), live presentation with 
real visitors involment at hospital.

We are going to introduce Nandle to vis-
itors via same live presentation at hos-
pitals, media (Website, Facebook page), 
brochures at health care institutions.

1. 
Hospitals

2. 
People
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Our promise

By drastically reducing the transmis-
sion of disease-causing microbes on the 
hands, we will automatically reduce the 
spread of bacteria in hospital rooms and 
in general. All this we can promise thanks 
to our concept, without ruining the eco-
nomic hospitals with highly complex 
technology. People will automatically 
clean their hands without having to do a 
lot of effort, which is still the best way to 
encourage people to action.

The last few years have already been 
set up awareness campaigns in Belgian 
hospitals to remind people how impor-
tant it is to wash hands. Thanks to these 
campaigns of the Belgian national gov-
ernment, the number of infections with 
methicillin-resistant Staphylococcus 
aureus or MRSA has steadily declined 
in recent years. Imagine what a simple 
system as our concept can do with this 
number.

Tone of voice

   With the holders of hospitals we 
will speak in a professional way. 

We understand that they are experts at 
medical field therefore we can use spe-
cialized vocabulary and approach. Sec-
ondly, we will be informative. We have 
to provide needed information about 
the product itself as well as about its 
efficiency. Finally, the voice will be per-
suasive, because they have to believe 
that they need Nandle.

   With patients we will speak in a 
friendly way. We don’t want to give 

orders, but we would like to encourage 
people to wash their hands more fre-
quently. We will also explain what it is 
and why it is important, so we will be 
informative and clear, too. Finally, we 
will mention the people that are close 
to them, so the voice will be touching 
and sympathetic, too. 

How are we going to activate the communication?

Activation and touchpoints

We will reach to our target group by different touch-
point. First of all, in the case of the Nandle, we have 
actually two different target group. First of all we have 
our main target group, the people who are going to buy 
our product. These are obviously not general people, 
but the people  in the board of the health organizations 
(hospitals, retirement homes, etc.) responsible for buying 
products. Next to that, we have our second target group. 
This target group is more secondary  when it comes to 
selling our product, but can be interesting to encourage 
hospitals to buy our product. People have to be aware 
of the risks of not cleaning their hands and transmitting 
bacteria. That’s why they are our second target group is 
the population of Belgium (to start with) in general, with 
an awareness campaign. With this campaign, we will try 
to let them realize more what the consequences of not 
cleaning hands and spreading bacteria can be.  This can 
also encourage hospitals undirectly to buy our product.

   To reach our first target group, the hospital board 
(and hospitals in general), we have different ways. 

To start with, we will proactively try to contact the hos-
pitals to show them the product, explain them what it’s 
all about and finally convince them the importance of 
investing in our product. Next to that, we will reach out 
to medical journals and magazines to convince them to 
write about our new handle, and the importance of using 
our handle. What will the effects be, etc. There are two 
ways of reaching out to them, for an objective article 
or a written infomercial article. For the credibility of our 
product and company, we would obt for the objective 
article, but that doesn’t matter that the infomercial arti-
cle can’t be possible in the future. We will also go for the 
advertisements in those journals.  Another action would 
be showing our product at (inter) national medical fairs. 
There we have automatically the right audience to show 
our product, answer questions, convince people of the 
simplicity and efficiency of the Nandle.

   Next to that we would go to the health organiza-
tions again to introduce our Nandle to the organ-

ization, the staff and of course the visitors.  Next to 
reaching the hospital, we want to combine that with 
an awareness campaign to all people who can enter a 
hospital (everyone). For that, we can show our teaser to 
the big audience. It can be projected at doctors’ offices, 
health organizations, fairs, … It will also be available 
online. People will be able to reach our website and 
Facebook page, too. Next to that, we will try to reach 
newspapers and magazines, if they can write about the 
problem of spreading bacteria by washing hands and 
name our product as one of the (new revolutionary) 
solutions that would be a great start. We will also go 
for advertisements in highly readable newspapers and 
magazines. Moreover, people will be able to find our 
brochures and flyers at the healthcare organizations. 
Finally, we will reach people through the radio before 
the fairs.
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Nandle - mediamix plan 

Media planning
Cost Measure and demands Frequency Total cost Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug RACE

Events
Expo: Helth Care Ghent € 143 / m2 m2 3 days 2 105,00€                        RACE
Expo: Soins & Santé € 140 / m2 m2 2 days 1 830,00€                        RACE
Proactive meetings -€                            2 hours 12 -€                                     RACE
Live presentations -€                            3 hours 4 -€                                     RACE
Media
Magazines
Artsenkrant 2 900,00€               Pages, A4 4 weekly issues 11 600,00€                     R
Tijdschrift voor Geneeskunde 2 500,00€               Pages, A4 4 weekly issues 10 000,00€                     R
Knack 5 525,00€               Pages, 1/3 page 4 weekly issues 22 100,00€                     
Newspapers
Het Nieuwsblad 19 287,00€            Specific page, 142 x 200 mm Four times 77 148,00€                     R
De Standaard 12 856,00€            Specific page, 142 x 200 mm Four times 51 424,00€                     R
Social media
Facebook page & Twitter -€                            Social media channels Once -€                                     RACE
Facebook page ad 30,00€                      Facebook page promote Daily 10 950,00€                     R
Youtube teaser 5 000,00€               30 5 000,00€                        RA
Website 3 000,00€               - Once 3 000,00€                        R
Radio
Radio 1 2 040,00€               1 second, day time 5 secs, 7:58, 3 days 30 600,00€                     R
Print
Brochures 0,07€                         10,5 x 21 cm, 8 pages 5000 347,37€                            R
Flyers 0,01€                         A5 10000 118,58€                            R

Total cost: 226 222,95€                  

Media cost
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How did we get there?

Before:

At the beginning we had two goals – short-term and long-term. 
The short-term goal was to reduce the amount of bacteria at 
hospitals’ rooms and the long-term goal was to increase peo-
ple’s awareness on bacteria spreading. We reconsidered our 
objectives and gave them an actual timing. However, we still 
believe that change people’s mindset in general will take longer 
than limit the bacteria.

During:

We know how many hospitals there are in Belgium, so we know 
where to go with our proactive meetings and where to show 
live presentations. We also know when the specialized fairs are 
happening and we are going to attend them. Finally, we are 
going to make ourselves public in help of online and printed 
media.

After:

We are going to evaluate our objectives by counting per how 
many days a patient heals after implementing the Nandle and 
also counting the decrease of lethal infections. Moreover, we 
are going to make a survey about people’s habit to wash hands. 
We are going to compare the results with the ones we already 
have.
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30Cost calculation & investment plan
Cost and profit.

Basic product information 24

33Conclusion

What is our product? And how to use it?

Our product and process.

32List of stakeholders & Plan of action
Who is concerned? Our plan for the first year.

Introduction

The objective of this document is to show information about the design speci-
fications and investment opportunities of a hand sanitizing door unlock system 
that our group have designed within a feasibility study. Our product is mainly 
designed to be suitable for future hospitals which will have been developed in 
future. Moreover, step by step it can be integrated to existing hospitals by using 
the infographics that we have made while creating an awareness about hand 
sanitizing and importance of the bacterias spreading from hands. 

Table Of ContentsDesign File
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Materials

No Component

1 Hand sanitizer cap

2 Hand sanitizer body

3
Hand sanitizer wall mount;

Containing on/of button, cables, battery
4 Hand icon for infographic demonstration

5 Gel dispensing hole and sensor

6 Door handle mount

7 Door handle part with a second function of hanging 
coat & bag

8 Door handle body

9 Door handle mount

10 Shelf for basket & bag

11
Shelf wall mount

Containing sensor and on/of button for nurses 
& doctors to pass

Basic 
Product 
Information

1

3

6

9

2

4
5

7

8

10
11

Product components list

Stainless steel — Shelf and long door handle

Plastic with matte white finishing — Gel dispenser

Plastic with shiny silver finishing — Gel dispenser cap

Dimensions
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How will the door unlock work?
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 1. 
A visitor comes to the hospital to see her rel-
ative, however she is not aware of the bacte-

rias she has been carrying through her hands.
  

 2. 
She sees the iconocraphy in the entrance 
of the hospital, becomes more aware of the 

hospital’s system of the door unlocking system.
 3. 

She comes to the door of her relative’s door, 
and sees our products.

 
4. 

She realizes she has to clean her hands with 
the antibacterial gel, sees the shelf and puts 

her bag for a second.  
5. 

She sees the hand sign on the dispenser and 
puts her hand under it. She rubs her hands 

together to pread the gel.
6. 

She takes her bag back from the shelf, and 
opens the door with the long door handle.

Usage Scenario Infograph to be shown in the hospitals

 Spreading bacterias with our hands is an impor-
tant health issue.

Please use our antibacterial gel before entering 
our rooms to prevent spreading bacterias.

You can prohibit spreading of many diseases with 
clean hands. Thank you for your contribution to 
a healthier life.
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Cost and Investment Calculation

Setting up the business
Accountant's fees 195,00€                                        

Solicitor's fees 120,00€                                        
BVBA business 18.550 capital need borrowed

Setting up the premises
Lease deposit and advance rent 700,00€                                        
Stationery and office supplies 95,00€                                          

Plant and equipment
Equipment 182,00€                                        
Vehicles -€                                              
Telecommunications 50,80€                                          
Computer 669,00€                                        
Software 180,00€                                        

Starting operations
Advertising and promotion 222 287,95€                                 
Entering the fairs 3 935,00€                                     
Long Door Handle (for first 100) 5 500,00€                                     
Lock system (for first 100) 13 400,00€                                   
Shelf (for first 100) 3 800,00€                                     
Gel Dispenser (for first 100) 1 500,00€                                     

Start-up capital
Equity investment 8 000,00€                                     
Borrowings 18 550,00€                                   
Loan from PRoF 200 000,00€                                 
Total 226 550,00€                                 
The result
Total set-up costs 252 614,75€                                 
Surplus funds 0
Borrowings required 26 064,75€                                   

Cost of one product bundle
Long Door Handle 55,00€                 
Lock system 134,00€               
Shelf 38,00€                 
Gel Dispenser 15,00€                 

Total 242,00€               

Cost of just gel dispenser
Lock system (for first 100) 134,00€               
Gel Dispenser (for first 100) 15,00€                 

Total 149,00€               

Profit and Loss Forecast

mai juin juil août sept oct nov déc janv févr mars avr Totals

Sales
Sales (invoiced) -€                        -€                        10 000,00€             -€                        30 000,00€             5 000,00€               5 000,00€               -€                        -€                        -€                        30 000,00€             10 000,00€             90 000,00€             
Cost of goods sold -€                        -€                        2 420,00€               -€                        7 260,00€               1 210,00€               1 210,00€               -€                        -€                        -€                        7 260,00€               2 420,00€               21 780,00€             
Gross profit -€                        -€                        7 580,00€               -€                        22 740,00€             3 790,00€               3 790,00€               -€                        -€                        -€                        22 740,00€             7 580,00€               68 220,00€             

Expenses
Accounting fees 195,00€                  195,00€                  195,00€                  585,00€                  
Mediamix Plan 226 222,95€           226 222,95€           

-€                        
-€                        
-€                        

Electricity and gas 50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    50,00€                    600,00€                  
Equipment 195,00€                  195,00€                  

-€                        
-€                        
-€                        

Postage, telephone and fax 50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    50,80€                    609,60€                  
-€                        

Rent 350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  350,00€                  4 200,00€               
-€                        
-€                        
-€                        

Installation of products -€                        -€                        750,00€                  -€                        2 250,00€               375,00€                  375,00€                  -€                        -€                        -€                        2 250,00€               750,00€                  6 750,00€               
Transport/courier costs 70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    70,83€                    849,96€                  
Wages -€                        -€                        750,00€                  -€                        2 250,00€               375,00€                  375,00€                  -€                        -€                        -€                        2 250,00€               750,00€                  6 750,00€               
Workers compensation 10 000,00€             
Total 227 134,58€           521,63€                  2 021,63€               521,63€                  5 216,63€               1 271,63€               1 271,63€               521,63€                  716,63€                  521,63€                  5 021,63€               2 021,63€               246 762,51€           
Result
Net profit (227 134,58)€          (521,63)€                 5 558,37€               (521,63)€                 17 523,37€             2 518,37€               2 518,37€               (521,63)€                 (716,63)€                 (521,63)€                 17 718,37€             5 558,37€               (178 542,51)€          
Gross profit margin   0,76€                       0,76€                      0,76€                      0,76€                         0,76€                      0,76€                      0,76€                      
Net profit margin   0,56€                       0,58€                      0,50€                      0,50€                         0,59€                      0,56€                      (1,98)€                     

Cost & Profit
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List of Stakeholders & Plan of Action
Shareholders

    ROLE Election of directions; ProfDoll

    INTERESTS Profit growth, share price growth

Banks

    ROLE Can inforce loan

    INTERESTS To be repaid, maintain credit rating

Employees

    ROLE Staff turnover & Service quality

    INTERESTS Wages, job security, job satisfaction

Suppliers

    ROLE Pricing quality, product availability

    INTERESTS Long term contracts, prompt payment

Outsourced manufacturers

    ROLE Producing and packaging

    INTERESTS Long term contracts, prompt payment

Community

    ROLE Opinion leaders, raising awareness, word of mouth

    INTERESTS Health rate increase, impact

Hospitals

    ROLE Buyers, influence creators, awareness creators

    INTERESTS Health rate increse, better environment for the patients

Governments

    ROLE Regulation, taxation, planning

    INTERESTS Operate legally, supporting national health rate increase

May

June

July

August

September

October

November 

December

January

February

March 

April

Starting marketing advertisements and promotions. Contacting with 
the doctors and informing.

Contuniung marketing advertisements and promotions. Contacting 
with the doctors and informing.

Contuniung marketing advertisements and promotions. Contacting 
with the doctors and informing.

Contuniung marketing advertisements and promotions. Contacting 
with the doctors and informing.

Contuniung marketing advertisements and promotions. Contacting 
with the doctors and informing.

Contuniung marketing advertisements and promotions. Contacting 
with the doctors and informing.

Contuniung marketing advertisements and promotions. Giving free 
samples to hospitals and selling 10 products.

Contuniung marketing advertisements and promotions. Giving free 
samples to hospitals and selling 10 products.

Contuniung marketing advertisements and promotions. Giving free 
samples to hospitals and selling 5 products.

Contuniung marketing advertisements and promotions. Giving free 
samples to hospitals and selling 5 products.

Joining the health fair in Gent. Selling 30 products.

Joining the health fair in Gent. Selling 30 products.

Conclusion
Our hand sanitizing door unlock system that our 
group have designed within a feasibility study. We 
have calculated and measured our objectives due to 
Belgian authorities and online researches. For our 
first year, our plan is to produce 100 products with 
outsourcing the manufacturing and the producing 
in foreign countries. In the end, we have a realistic 
financial plan with a goal of selling 80 products will 
be divided to 4 hospitals in our first year. 10 prod-
ucts will be used in fairs and our campaings to create 
awareness and to inform the stakeholders. 

Gradually, we will continue to improve our products 
features and with

the help of developing technology, we will imple-
ment new features.

Hopefully, within many years the awareness would 
be raised to a higher level from now on and we will 
be having our product in all hospitals over the coun-
try, becoming reachable for every patient.

Our next step will be focusing on other public places 
such as education areas; schools and universities. 
After that restrooms that in reach of public. To do 
that, we will continue implementing speacial fea-
tures specificly for the places.

Teaser link: 

https://youtu.be/nOAUOpMaKrg
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ProfDoll

Simple Useful Effective

Contact us
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