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 I. Executive summary  

MOS Consulting Group was mandated by Learning Andrago, a performance consulting firm, to 
evaluate the message design for his product, the Business Likelihood Index (BLI) and offer 
recommendations to improve its sales.  

Marc Lalande, founder of Learning Andrago, created a Business Likelihood Index in 2009, which 
is a tool that helps account managers in B2B and entrepreneurs to assess whether a business 
proposal is worth pursuing or not, based on a specific list of pre-established criteria. So far, 
Learning Andrago has sold one copy of the tool. According to the company, the low number of 
sales is due to a lack of promotion and misperception of the value of the tool. In addition, the 
company presumes that the prospective clients are getting used to the “pain” of spending long 
hours writing proposals; therefore, they do not see a need for investing in such a tool.  

This document describes the analysis performed and offers a high level view of the message 
redesign that will be covered in details in our Design Report. The main elements of the message 
redesign are a change in the audience as well as a change in the technology supporting the BLI 
tool. 

II. Project’s Main Objective 

After performing a thorough analysis of the current message of BLI, we have identified that the 
main objective of our project is for Lalande’s clients (sales account managers in B2B and 
entrepreneurs) to try the Business Likelihood Index, feel confident in using it, purchase the BLI, 
and use it as part of their sales process. This tool will help them estimate the probability of 
winning business proposals, so that they will invest time and resources on business proposals 
that are more likely to be won, and avoid the pain of wasting time and resources on business 
proposals that are less likely to be accepted. 

According to Rune Petterson (2012, p: 101), when working on a message design process, “we 
should always begin by defining what the message is supposed to show.  What is the problem 
we want to solve?” We believe the problem with the current message is that prospective clients 
do not believe that the tool will actually work, and that it can save them time and resources in 
the decision-making process. Therefore, we need to deliver the message of credibility and 
influence the perceived value. To build on this idea, it is important to highlight that “the content 
of the message is more important than the actual execution of the message” (Petterson, 2012, 
p: 101). Thus, our primary focus will be on building credibility, whereas the medium itself is a 
secondary focus.  

III. Methodology 

Using the ADDIE (Analysis, Design, Development, Implementation and Evaluation) model, we 
will analyze and propose an evaluation strategy. The result of this analysis will feed in the 
design process. The analysis phase will be conducted at different levels, including needs 
assessment, learners’ analysis, context and task analysis. Our task analysis will be to identify 
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the objectives that the redesign of the message needs to achieve, which is described in the 
main objective section of this document.   

IV. Analysis  

The goal of our analysis is to evaluate if the message is conveyed by the BLI tool, as well as the 
marketing tools related to it, such as the website, the explanatory brochure, and the Andrago 
president’s LinkedIn signature, among other tools. The goal is to assess whether those 
marketing tools are reaching the BLI’s audience successfully, and also identify any opportunities 
for improvement. 

The following is the process of our analysis: 
● Describe the data collection strategy. 
● Evaluate the current message of the Business Likelihood Index through the Levels of 

Analysis template. 
● Propose an evaluation strategy for the purpose of redesigning the message of the BLI 

tool’s marketing strategy. 
● Offer a potential design strategy for the BLI tool. 

IV-I. Data Collection Strategy 

Primary Data 

Business Likelihood Index:  

Our message analysis began by examining the Business Likelihood Index. Marc Lalande sent 
us the tool via an email attachment which we downloaded on our desktop computer. The BLI 
consists of a simple Excel sheet which has embedded macros and formulas.  Users score the 
client’s proposal based on 6 categories: relationship, reputation, client, beliefs, uniqueness, and 
selection. The user then clicks on a button to compute a number based on an algorithm that 
combines all of the categories scored by the user. The user can then compare different 
proposals and choose the ones with the highest scores. The tool is fairly simple to use, has a 
rudimentary design, and requires a couple of minutes to compute the results.  

 

Website:  
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We analyzed the company’s website, Learning Andrago Inc., which was mainly designed to 
promote the company’s consulting services. The BLI is not mentioned on the home page, but 
only in the ‘Our services’ section, therefore, one needs to search for it. There are many stock 
images on the website itself, giving the visitor the impression that many people work for 
Learning Andrago. In addition, the content of the website was not updated recently; the last 
testimonial dated back to 2015. 

 

Brochure: 

The brochure that explains the BLI in details is accessible online through the company’s 
website. It has a simple and straightforward design, a combination of stock images, and 
graphics that comply with the company’s branding. It also has short texts and eye catching titles 
such as ‘What’, ‘Why’, ‘Who’, and ‘When’ in capital letters, inviting the reader to find out more 
about the tool through simple questions.  The brochure also provides information with regards to 
the one-hour webinar that is offered with the purchase of the tool. The brochure describes 
thoroughly who the target audience is and how the tool can benefit the users.  

 

 

Webinar: 

Use of the BLI tool is facilitated via web-conferencing. In this webinar, the client reflects on and 
estimates profitability losses, and learns how to use the BLI tool to predict the likelihood of a 
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successful outcome. In addition to the webinar training, the client will receive a workbook and an 
electronic version of the BLI tool. Rather than being pre-recorded, the webinar is live-streamed. 
Its content is described on a different section of the website, along with other webinars 
previously given by Lalande.  

Secondary Data 

Interview with SME 

We conducted a one-hour Skype interview with Marc Lalande to better examine his current 
situation. From there, we collected valuable primary information that helped us to gain a clearer 
picture of his current challenges. Mr. Lalande indicated that over the past 8 years since the 
inception of the tool, he has experienced a 92 percent success rate regarding accuracy of the 
tool when applied to his own projects. Moreover, people who have used it have reported that 
they are very satisfied with it. 

However, Mr. Lalande’s main challenge is marketing the tool itself. He hasn’t been very 
successful at promoting it or selling it. Mr. Lalande says this is mainly due to the fact that he’s 
not comfortable promoting himself as the creator of the tool. 
  
The following questions were posed to our client via the Skype interview: 

- Describe the business likelihood index tool you have created. 
- What was the need for such a tool? 
- Who are the potential users of this tool (the audience)? 
- Why would your users find this tool useful?  
- What messages have already been created?  
- How effective was this campaign? 
- What are your expectations in terms of designing the message for this tool? 
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IV-II. Levels of Analysis 

In this section, we analyzed the following: 

A. Needs Assessment 
B. Learner Analysis 
C. Context Analysis 

A- Needs Assessment
Problem statement The major challenge for the tool is its unsuccessful promotion and low 

sales. When a salesperson spends resources (including time and 
money) on a proposal which does not result in a business contract, the 
time spent on preparing the proposal is not invoiced. Therefore, it is a 
waste of resources. Moreover, that same time could have been 
invested in writing a proposal that was more likely to be successful. 

The problem is that the tool does not sell, and Mr. Lalande’s audience 
is not receiving the message that the tool can save them time and 
money.   
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Current assessment 
of the target 
audience

The current audience consists of business sales professionals, such 
as account managers and entrepreneurs, who write proposals and feel 
that proposal-writing is a resource-consuming process.   

The problem amplifies depending on the number of proposals received 
on a daily/weekly/monthly basis, and how complex and time-
consuming those proposals are.  

If the audience spends resources on multiple proposals that are 
eventually unsuccessful, it may affect the sales figures of their 
organizations. It can also result in pain and frustration.  

The main message that the BLI tool wants to convey is to invest 
resources on business proposals that are more likely to be winnable, 
in order to avoid the pain of losing valuable resources. 

We assume that clients who are not using such a tool are wasting their 
resources on business proposals that are unlikely to be winnable.  

We assume that potential clients are not considering the tool as an 
investment for their sales process, either because they are unaware of 
its perceived value (hence the message), or because they consider it 
to be too expensive.  

B- Learner Analysis (Target Market Analysis)
Target Audience

Who needs to know 
about the product, 
use it and purchase 
it? 

There are two types of target audience to consider: 

1- Account managers and entrepreneurs working with an 
overwhelming amount of business proposals. 

2- Junior account managers who are in the training process and who 
lack experience in identifying which proposals have potential. 

Prior Learning

Do they have 
background skills or 
knowledge that will 
help them learn the 
task? 

We assume that most account managers have solid skills and 
experience in sales, or have developed an instinct that helps them 
determine whether a proposal has potential. We also assume that 
clients come from various industries and are experts in their own lines 
of business. 
  
However, we assume that some clients may not perceive the value 
that such a tool can bring to their business, since they already have 
the knowledge, skills and instinct to determine whether a proposal has 
potential.
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Attitudes

What is their attitude 
toward the subject 
matter and towards 
learning? 

According to our interviewee, Marc Lalande, his clients have shown 
interest in the BLI tool and have found it to be very useful, but they 
have not shown interest in buying it. So far, Mr. Lalande has been 
offering the BLI tool for free to his existing consulting clients, and only 
one of them has purchased it. 
  
At the current moment, clients seem not to perceive a need for the 
tool, nor do they think it will bring a great deal of value to their 
businesses.

Language and Learning Preferences

What preferences do 
they have for the 
product delivery?

Since the potential clients are business sales professionals, we 
assume that they would like to use a tool that is visually appealing and 
accessible on their mobile devices. Furthermore, they will find value in 
a tool that is sophisticated enough to bring value and simple enough to 
use. 

We assume that clients are technologically savvy, educated, and 
experts in their lines of business. Moreover, since they write proposals, 
we assume that they are proficient in their language(s) of business 
(English and/or French).  

Due to the nature of their jobs and their tight schedule, we assume 
that clients prefer a conversational style that is clear, short, and 
straightforward.  

We assume that different cultural backgrounds and demographics will 
not affect these preferences. 

C- Context Analysis  
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V. Current and Future State  

MOS Consulting Group recommends a revamping of the Business Likelihood Index and 
its conversion from a simple Excel spreadsheet to a modern and sophisticated mobile 
application compatible with all mobile devices. It could initially be offered for a free trial 
during a given period, and eventually sold for a cost. 

Hereafter, we present the Gap analysis and a brief description of the marketing 
elements around the redesign of the message. More insight about the reasons for 
selecting a specific audience will follow.  

1.What type of 
instruction is 
expected? What 
modes of delivery 
can be supported?

Currently, users who want to use the BLI tool need to purchase it with 
the webinar.  

Upon purchase of the tool, clients are sent the BLI in the form of an 
Excel spreadsheet, which they need to download on their desktop.  

Use of the BLI tool is relatively easy and quick. It is compatible with 
both Microsoft and Apple, however, its current interface is not 
compatible with modern mobile devices, which could be seen as a 
constraint. 

Training for use of the tool can be either face-to-face (when Lalande 
meets his clients for his consulting services) or via Webinar.  

At the present, users who wish to learn about the tool need to register 
for Lalande’s one-hour webinar, for which they need a solid internet 
connection to have an adequate live stream. The clients must also 
schedule the webinar with Mr. Lalande. Furthermore, if clients want 
more information with regards to the tool, they need to contact Mr. 
Lalande.

D. Task analysis
Goal for the project The main objective of our project is for Mr. Lalande’s clients to try the 

Business Likelihood Index, feel confident using it, purchase the BLI 
tool, and use it as part of their sales process. The message design for 
the tool needs to be improved in terms of credibility and perceived 
value, so the company can ultimately increase B2B sales.

Gap 
Analysis

Current Future Gap

  10



Audience B2B Account 
managers 

Entrepreneurs

New entrepreneurs 
who experience an 
overwhelming 
amount of request for 
proposals.  

Junior sales account 
managers in B2B 
who lack experience 
in determining what 
proposals are worth 
investing in solely 
based on their 
instinct.

Attract sales professionals who lack 
experience through promotion of the 
tool on social media. According to 
Wang and Shen (2011, p: 564), 
“another good way to promote 
learning in an informal learning 
environment is through social 
interaction and cooperative learning. 
Knowledge is the product of 
interaction between people and the 
environment.  The design of 
collaborative social interaction can 
maximize the interactivity in 
situational learning so that the 
learner can get a better learning 
experience”. Because the BLI tool 
does not need a formal setting to be 
taught, we believe that trial and 
feedback by a community of 
professionals would be the most 
appropriate way to build credibility 
and increase the perceived value of 
the BLI. An example of how to create 
such a community is illustrated by 
professor Alex Pentland (2014) 
through several MIT lab experiments 
where social networks were used to 
promote collaboration in a business 
environment.         
-Market research on the profile of the 
future audience could add more 
insight.

Message 
Design

Tool in Excel, 
brochure, website, 
word of mouth, 
LinkedIn, email 
signature that has 
a link to his 
website. 

App with a 
sophisticated and 
modern look and 
feel, promotional 
videos, training 
videos instead of a 
live-stream webinar.

Design and develop an App for the 
tool, choose the pricing that appeals 
to the future audience, design and 
develop content to generate 
collaboration within the community of 
users in order to build up credibility 
and convert followers to clients.
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We have included a SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis to 
conceptualize our findings and our suggestions for the BLI’s future message design using the 
4Ps of marketing (Product, Price, Promotion, and Placement). This 4Ps concept will be 
incorporated only to the extent that we believe they can enhance the message of the new tool. 
In other words, they will not be developed further from a marketing perspective.   

Objective
s

The current tool 
helps the users 
estimate the 
probability of 
winning business 
proposals, so they 
will invest 
resources on 
business 
proposals that are 
more likely to be 
winnable and 
avoid wasting 
resources on 
business 
proposals which 
are less likely to 
be accepted. 
However, the 
users have not yet 
found the real 
value in the tool. 
Therefore, they 
are not investing 
in purchasing the 
tool.

Prospective clients 
will be introduced to 
the redesigned BLI 
tool, try it, find value 
in it, and purchase it. 
This tool will help 
them estimate the 
probability of winning 
business proposals, 
so they invest time 
and resources on 
business proposals 
that are more likely to 
be won and avoid the 
pain of wasting time 
and resources on 
business proposals 
are less likely to be 
accepted.

Revisit the marketing strategy: 
revamp the tool and convert it to an 
App, offer free use, create traffic on 
the company website by creating 
regular content, generate interest on 
Social Media, share success stories 
of satisfied users.  

Product at a Glance: 

Current Marketing & SWOT Analysis
Product Business Likelihood Index (BLI)

Description The BLI is a supporting tool for the elaboration of proposals on a sales 
process. 

Price $300 CAD

Year of inception 2009

Current Target 
Audience

● Self-employed consultants and entrepreneurs.   
● Account Managers in charge of B2B business development.
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Strengths Tool is easy to use. 

Useful for those who have a significant amount of proposals to analyse and 
make a quick decision.

Weaknesses Product: Excel sheet may appear basic in design and not self-explanatory. 
This may affect the perceived value of the tool. 
Price: $300 may be seen as too expensive for those who do not perceive 
its value.  
Promotion: Very limited; PDF brochure and mentioned on company 
website.  
Placement: Only through the purchase of webinar and payment.  

Opportunity Redefine the target audience: Junior Account Managers (with the goal of 
speeding up their learning curve on sales). We believe a less experienced 
audience will benefit more from the tool and have a higher value perception 
of it, because senior sales personnel will be more inclined to trust their own 
experiences and instincts.    

Product: Define the BLI as a digital product, independent from the webinar 
and other professional services of the company. Improve the design for 
mobile and desktop devices, and provide the look and feel of a 
sophisticated tool. Include features that enhance credibility and therefore 
perceived value. Recent research indicates that “mobile devices will be a 
major delivery vehicle for multimedia learning content in the coming 
decades” (Wang and Shen, 2011, p: 566). In other words “a self-directed 
learning platform related to professional practice sounds suitable for 
mLearning” (Wang and Shen, 2011, p: 564). This is why we believe that an 
App is a suitable solution for this product, as well as for the professional 
audience working in this particular environment. This is very similar to 
informal learning environments where the adoption of the tool can be 
facilitated.   

Price: Set a price that allows users to experience the product before 
purchasing it. This will create credibility and allow for value recognition of 
the tool. The price needs then to be aligned with the market for an App, 
which we will not explore further in this project. To offer free trials for a 
limited period, and later offer a ‘pay per use’ option, seem to be a 
reasonable pricing strategy.  

Promotion: Build an online community that tries the product through 
collaborative efforts and thereby creates the credibility the product requires. 
The sharing of experiences will create the content to better promote the 
tool.  

Placement: Offer the BLI as an independent digital product, an App 
available at the main App purchasing shops (Apple Store and Google Play 
Store), downloadable on 3 types of devices (mobile phone, tablet, and 
desktop computer). 
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Why the change in audience? 

The company was originally targeting sales account managers in B2B as well as entrepreneurs. 
After the needs analysis, we propose to further explore the proposed target audience and to 
define it more precisely. Thus, we suggest that Mr. Lalande target one of these two subgroups: 

- New entrepreneurs who experience an overwhelming amount of requests for proposals.  

- Junior sales account managers in B2B who lack experience in determining, solely based 
on their instinct, which proposals are worth investing in. 

A more selectively targeted audience can help us redesign the message of the BLI tool. In 
redesigning the message, one must take into account some of the six characteristics of the 
adult learner (Knowles, 1970). The one we looked into was readiness. Users need to see the 
purposes for learning and applying the product, and one of the questions they may ask is 
“What’s in it for me in using that tool?” An account manager who is experienced may be able to 
determine whether a proposal is a ‘go’ or a ‘no go’ based on their instincts, and therefore may 
have no need for the App. 

On the other hand, inexperienced account managers who are starting in the sales business may 
this App valuable during their training process, and will recognize that this App may save 
resources.  

Another point to consider is the nature of the career of sales personnel, who are usually quite 
busy and highly mobile. An App that is available on their mobile device will be very practical to 
use.  

An additional factor to consider is how overwhelmed the user is with proposals. If the user is 
required to submit a substantial amount of proposals every week or month, they will see value in 
a tool that helps them identify the successful proposals. 

VI. Evaluation Strategy 

MOS Consulting Group will apply all 4 levels of the V Model to the BLI tool to ensure that the 
levels are well-aligned with our objectives for this project, which were for the prospective clients 
to try the BLI, feel confident to use it, purchase the BLI tool, and incorporate it in their sales 
process so as to better invest their time when developing proposals. 

Challenges The perceived value of the current product does not seem to be compatible 
with its real value.  

Gross sales  
(since inception)

Only one $300 purchase by an existing client. 
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VII. Potential Design Strategy 

We have used the Gagné Model (1985) to approach the message design of the product and its 
marketing effort. 

We believe that we need to work on the perception of value that the end user has about the tool. 
We also believe that the credibility of the BLI tool is affected by its image, functionality and rate 
of success. 

Objectives Measures/
Data

Data 
Collection 

Method

Data 
sourc

es

Timing Responsibiliti
es

Level 1 -  
Reaction and  
Planned Actions 
At this level, the user is 
willing to recommend the 
App to others if they find it 
relevant, useful, and 
important.

4 out of 5  
on a 1 to 5 rating 
scale. 

Feedback 
mechanism on 
the BLI App: 
 “Rate this App”; 
“Would you 
recommend this 
App to your 
colleagues?”;  
“How useful /
important/
relevant do you 
find this App?”. 

End 
users.

Periodic 
measure, 
starting 
from the 
time the 
App is 
released. 

Learning Andrago.

Level 2 - Learning 

At this level, users will try 
the BLI App and 
demonstrate confidence in 
using it. 

A decreasing 
number of end 
user questions 
about how to use 
the tool. 

“Contact us” 
option on the BLI 
App. 

End 
users.

Periodic 
measure, 
starting 
from the 
time the 
App is 
released.

Learning Andrago.

Level 3 - Application/
Implementation 

At this level, people are 
using the App on a regular 
basis and integrating it as 
part of the sales process.  

Volume of end 
user activity. 

Tracking data on 
the BLI App.

End 
users.

Periodic 
measure, 
starting 
from the 
time the 
App is 
released.

Learning Andrago.

Level 4 - Impact 

At this level, the 
consequences of using the 
BLI App for the business, 
expressed as specific 
measures, should be 
evident. We will measure 
the BLI App acquisition/
delivery, the benefit for the 
end user when working 
with it, and the level of 
engagement.

1. Increasing 
number of 
downloads of the 
App. 

2. Decreasing 
time on 
unwinnable 
proposals.  

3. Increasing 
number of 
reviews. 

1. BLI App 
downloads 

2. Feedback from 
end users about 
time invested on 
unwinnable 
proposals.  

3. “Customer 
Reviews” option 
on the BLI App.

1. 
Tracking 
data on 
the BLI 
App. 

2. End 
users. 

3. End 
users.

Periodic 
measure, 
starting 
from the 
time the 
App is 
released. 

Learning Andrago.
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Therefore, we are proposing an App to replace the current Excel spreadsheet because an App 
will be perceived as a more advanced and valuable tool, featuring a sophisticated design where 
the Excel algorithm is not visible to the end user. 

The functionality of an App is also better than an Excel sheet, as it can provide end user 
tracking information about usage and a shareable feedback mechanism. Moreover, an App 
provides a continuous connection between the company and its clients, thereby satisfying 
current trends in mobility and accessibility for users. 

The success rate of the tool is critical for its credibility and perceived value. To assess this, we 
have designed two levels of feedback: the sharable feedback that affects the credibility of the 
tool, and the experience of the end user in pursuing a proposal that was rejected by the App. 
Performance is the key indicator of the App’s credibility, and this will convince the user to pay for 
it. 

The two principal components of our message consist of a marketing strategy and technological 
modifications to the product.  

We propose a marketing approach emphasizing the establishment of a user community on 
LinkedIn, where users can share and try the App before purchasing it. This will have a positive 
impact on the users’ perception of value of the tool, and cue users to action. 

The following table summarizes our approach to the message design of the BLI tool, based on 
Gagné’s instructional events.   

Instructional Strategy 
Assessment 

Current Future Gap

Gain attention -Email signature. 
-Brochure on Mr. 
Lalande’s website. 
-LinkedIn.

-Self-promotion through 
social media; engaging 
by participating in social 
experiment of the App. 
-Promotional video. 
-Search engine 
optimization on the 
company website.

-Create an online community to 
support the use and future 
development of the App 
(LinkedIn or Facebook) based on 
the Social Physics experiment by 
Alex Pentland (2014 ) 
-Create promotional videos of 
the App 
-Create past user experiences 
as well as their videos on the 
website
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Expectancy -Message delivered on 
the brochure through 
text and images. (Why, 
What, Who, When, 
How, Where). 
 

-Communicate the 
value of the App as a 
model to speed up the 
learning curve for the 
sales process (junior 
sales representatives 
with moderate to heavy 
workload). -Promotional 
videos showing the 
participants: 
- How the app can help 
them to work on 
proposals more 
efficiently. 
-How easy it will be to 
use the App.

Potential clients will be engaged 
and watch the videos

Retrieval -Feeling the pain of 
losing a proposal on 
which we spent so 
much time and 
resources.

-Using an image of dice 
displaying sixes on 
every side, showing a 
win-win situation.  
- The App can be 
presented as a solution 
for working only on 
winnable proposals, 
thereby saving 
resources and 
increasing productivity. 

- Create a new image in the 
promotional videos.

Selective perception -After purchase, clients 
are able to enter values 
in the Excel 
spreadsheet and 
calculate or estimate 
the winning rate of 
proposals.

-Using the App for free 
for a period of time will 
allow the user to 
understand its 
functionality such as 
reviewing past and 
upcoming proposals. 

- Create user accounts for 2 
weeks to 1 month of free trials. 
The trial period needs to be long 
enough to collect feedback to 
prove the App Credibility.

Encoding -The brochure explains 
roughly the hourly cost 
of writing a proposal. If 
the proposal is lost then 
the money is lost. 

- The App will relate to 
the existing problem of 
the user if it is credible, 
if it actually delivers the 
value that is claimed: to 
give the accurate 
answer by 98%.  

- User experience: Create a 
community to share results. 
-“Reality check”: Create a 
section on the App where the 
users can enter the outcome of 
their proposals according to the 
reality and compare them with 
the  
App’s suggestions (History 
Board). The user experience with 
the App will best way of building 
credibility.

Responding -The user should pay 
upfront to try the tool.  

-The user will use the 
App before buying it. 
There is no need to 
purchase it before using 
it.

- Create user accounts for 2 
weeks to 1 month for free trials.  
 

Reinforcement N/A -Collect feedback from 
the App

- Incorporate a Feedback 
mechanism into the app.
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VIII. Assumptions and risks of implementation 
Due to the nature of this project, we have made a few assumptions throughout the analysis 
stage. 

Assumption 1. Credibility of the tool is affecting the users’ purchasing decision.   

We assume that clients are not buying the tool because they do not believe that the tool is going 
to alleviate the pain of losing a business proposal after having spent valuable resources on 
preparing it.  

Assumption 2. Senior accountant managers have experience and a developed instinct to 
determine whether a request for proposals is worth pursuing, and therefore do not feel 
they need the tool. 

We assume that most account managers have strong backgrounds in sales and possess an 
intuitive competency to determine whether a request for proposals is worth pursuing.  

Assumption 3. Clients are technologically savvy. 

We assume that potential clients/users would like to use a tool that is visually appealing and 
accessible on their mobile device. We also assume that they are technologically savvy and 
comfortable with using an App. 

Risks 

The main risk of redesigning the tool as an App is that it requires significant time and financial 
investment to complete. However, there are strategies that can mitigate the risk. For example, a 
series of successful trials in the online community of users can become the basis for a 
crowdfunding initiative. 

In addition, if Learning Andrago can gain enough App users who can eventually become 
customers, the time and financial investment in developing the App can be justified.     

Cueing -“Call us to register” to 
the webinar.

-Free trials and user 
experiences from the 
community.

- Create credibility by sharing 
users’ feedback about the App 
and / or the community of users 
in social media (LinkedIn or 
Facebook).
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