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Executive Summary

As product for the smart factory, we propose the
«OST-Gadget», a wireless charger for your phone

Market analysis Marketing strategy Marketing mix

Wireless is the charging technology of the
next decade, CAGR +29.4%

Wireless charging is a key priority feature
for 78% of smartphone users, 20% own
already a wireless charger

Compatibility (Qi standard) and charging
speed are key ease-of-use needs

As battery anxiety is a key concern,
consumers want to see wireless power
available to them in more places

Prices range from ~10-150 CHF, most
products around 40CHF
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Digital manufacturing know-how is our
strength, our weakness is that we are not a
real and competitive enterprise

We recommend targeting the segments OST
merchandise with expected 300 chargers
per year and OST students & staff with
expected 200 chargers per year

We propose a focus strategy with
personalized design is at the core of our
differentiation, combined with OST branding
and sustainable materials

Qi certification, sufficient wattage, and
durability are must-haves. We prefer a
compact, mobile charger. MagSafe and/or
USB hub are nice-to-have.

Physical product only — no frills, no service

We make the housing to demonstrate our
strengths in digital manufacturing

We buy the electronics to avoid certification
and speed up time to market

Est. cost variable 8CHF, fixed 50kCHF

We estimate a 25 CHF price; we could still
sell at market’s average 40 CHF if quantities
are -50% lower than expected

Students & staff can order online and pick
up at the reception, smart factory visitors
can watch the product being made

Promotion to students via classes utilizing
the smart factory, to staff via intranet

OOST



Introducing the OST-Gadget

Showcasing applied digitalization

OS7~ \
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What is the «OST-Gadget»?
The OST Smart Factory is a real-world industrial production

environment to showcase applied digitalization

St. Gallen
Sales and service.

Buchs

Product management,
electronics development,
and final assembly.

Rapperswil-Jona

Production of injection-
moulded parts.

BILDUNGS-
OFFENSIVE

Die St.Galler Bevélkerung

und Wirtschaft sollen \
zu den Gewinnern der A
Digitalisierung gehéren. ‘_

8 WIR SIND TEIL DAVON!
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What is the «OST-Gadget»?
As product for the smart factory, we propose the

«OST-Gadget», a wireless charger for your phone

The OST-Gadget is a wireless charger for
your smartphone or any other Qi-compatible
device.
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What is the «OST-Gadget»?
Our proposal meets all defined product requirements, our
focus is demonstrating the smart factory’s competencies

o
7% koo
Representing OST Q,o,. Y%
Useful

The product needs to show the obo
competencies of OST. ‘96/

The product must be useful — you
need to want to have it!

More than an app V

The function of the product must
not be replaceable by an app.

Suitable for smart factory
It must be feasible to produce the

product in the smart factory’s
infrastructure. Production of
variants (e.g. multiple housing

colors) must be possible. Simple
assembly is a priority.

Sustainable V Reali I V
The product must be sustainable ealizable

— no batteries, use of recycled Product cost and time to market
materials, etc. must be reasonable.
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Market Analysis

What is our environment?

Os, W
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How is the market characterized?
Almost 80% of the global population is using a smartphone,

sales are saturating at a high level

Global smartphone sales to end users 2007-2021
1’800

Smartphone users as share of global population

1600 25 059 1'495.96

1'423.9 1'433.86
1°400 1'351.84
1244.74
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1000 969.72
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472
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200 12232 139.29 172.38 I
mn B

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
Note(s): Worldwide; 2007 to 2021 StatiSta 5

Source(s): Gartner
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How is the market characterized?

In Switzerland, >97% of the population own a smartphone

Smartphones owners in Switzerland

100% - 95% 95.6% 97.2%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

2017 2018 2019 2020

Hinweis(e): Schweiz; 2017 bis 2020; 2.079 Befragte; reprasentativ fiir alle Regionen der Schweiz St atl sta '.

Quelle(n): Comparis
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How is the market characterized?

1.8M smartphones are sold in Switzerland in 2022. With 6% of
the population, Kanton St. Gallen would account for ~100k.

Smartphone sales in Switzerland

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Hinweis(e): Schweiz H | A
Q:eII:(Sn()?)Stact:ista? Statista Consumer Market Outlook Stat|8ta .‘
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How is the market characterized?

Smartphones in Switzerland are typically used 24 years

How long are you using your smartphone before buying a new one? (Switzerland, 2021)
45%

40% 39.1%
35%

30%

25% 22.9%
21.2%

20%
15%
10.9%
10%

5%, 3.9%

- L
- —

<1 year 1 year 2 years 3 years 4 years or more | don't know

Hinweis(e): Schweiz; Oktober 2021; 2042 Befragte; reprasentative Befragung in allen Regionen der Schweiz; geplante Nutzungsdauer aktuelles Handy Statlsta '.
Quelle(n): Comparis
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How is the market characterized?

Android and Apple are dominating

What operating system are you using? (Switzerland, 2021)

Android OS

IOS (Apple)

Windows (Windows Phone)
Linux

BlackBerry OS

Firefox OS

KaiOS

Symbian OS

Tizen

Sonstiges

Weil} nicht

Hinweis(e): Schweiz; 07.10. bis 22.12.2021 und 06.07.2021 bis 20.09.2021 und 06.04.2021 bis 16.06.2021 und 07.01.2021 bis 17.03.2021; 1968 Befragte; 18 bis 64 Jahre; Befragte, die ein Smartphone

nutzen

Quelle(n): Statista Global Consumer Survey (GCS)
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How is the market characterized?
To charge smartphones and other devices, wireless charging

is the technology of the next decade, CAGR 2020-2030 +29.4%

Wireless charging market revenues worldwide 2020-2030
200

1 §5.9
180
®© 160
g 1446
. 140
D
- 120 ™ 24—
2
5 100
£ 87._2_
3 80 CAGR 29.4% 67.6 .
© T
2 60 .
[0}
~ .
®© 40
= _ i
20 : :
0
2020 2021 2022* 2023* 2024* 2025* 2026* 2027 2028~ 2029* 2030~
Note(s): Worldwide; 2020 to 2021; * Forecast. CAGR 2020-2030: 29.4% Read more St ati sta 5

Source(s): Next Move Strategy Consulting
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http://www.statista.com/statistics/1256342/worldwide-wireless-charging-market-revenues

How is the market characterized?
At least 78% of smartphone buyers can be expected to want a

wireless charger

What features are important to you when buying your next smartphone? (2022)

0% 20% 40% 60% 80% 100% 120%
Robusteres Bildschirmglas 96%
Verarbeitungsqualitat 95%
Akkulaufzeit 92%

Bildschirmqualitat 90%
Langfristige Update:s  1m—"—————————————— e 6 Y/
Speicherplatz 1 36 %0

Displaygro(3c 1 30 %o

Drahtloses Laden ma.-—-————ssssssssssssssssssssssssssssssssms /3% | \/\/ireless Charging

Kameraqualita:t . /G %o
Anzahl der Kameralinsen 1m0 %
5G-Kompatibilit2 1 GO o
Marke  —— G0 %/,
Wasserdichtigkeit . 5.3 %/,
Fingerabdrucksensor mE————EE 56 %
Gesichtserkennung I 56 %o

Hinweis(e): Deutschland; Februar 2022; ab 16 Jahre; 835 Smartphone-Nutzer St ati sta 5

Quelle(n): Bitkom Research; ID 180389
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http://de.statista.com/statistik/daten/studie/180389/umfrage/gruende-fuer-kaufentscheidung-von-smartphones

How is the market characterized?

20% of smartphone users already own a wireless charger

Ownership of iPhone and Android accessories in Belgium 2019

120%
100%9%
N 100%
"qc: ° 88%
80%
2 80% 72%
S 67% 67%
60% 59%
)
0 60% 52% .
= 47% O
o 40% 3% . 37% 36%36%
et 31% 28% 27%p6 27%
P 2% o 2% | oo 19%
*18% 718%
» 20% I I I I I 13%13%  12%119,
0% it B
< %) 2 N $ X 2) ) O ) o X ) o5 o)
& & <% & £° » oq,ﬁb s° g & S¢ & &° & &
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\@ ¥ i 3 R NZ © > N O ¥ 2 i © &
> R S R 2N 5 & ¥ R e 2 N % @ Z
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\ %0 (@) .«@ 9(9 (%) $\ Q\ < <
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miPhone = Android
Note(s): Belgium; 2019; 18-75 years

Source(s): Deloitte; ID 1097587 Statista 5

15 | Case Study OST-Gadget Sample Solution O OST



http://www.statista.com/statistics/1097587/ownership-of-iphone-android-accessories-in-belgium

What do customers need?

Desk research identifies compatibility and charging speed as
key consumer ease-of-use needs

Qi certification for compatibility

Qi has become the accepted standard for wireless

charging, allowing compatibility and safety of wireless
chargers with a range of devices.
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Sufficient wattage for charging speed

10W

7.5W \ 15W

More Watts = more charging speed.

Qi wireless charging technology can transfer up to 15W.
iPhones currently capped at 7.5W (15W with MagSafe).

OOST



What do customers need?

Simple positioning is another relevant ease-of-use request,
consumers welcome Apple’s MagSafe feature

iPhone users most liked new features of the iPhone 12

60%
° 53%
g 50% 47.8%
o 41.9%
2 40% 37.9%
8 30.8%
© 30% 25.9%
S 2057% 16 9%
(o)

© 20% ° 14%,
® 10.9% 8.29
& 10% I 70 I
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O(bQ QQ" . @\(\ b&@ Qb é\ (os\Q s(\(\ @6\(9 ng éo
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9_)6 \{Q, Q QO é@ O\/ \(b%‘b @ %\0 (8\6« \/\Qv $ 00
Q® & g N * © W N
P ® b+ .@\6 @6 Q@Q @6
& 3 £ Q«O\\ Q@A
¢ 3 SR & i
QQ?\ \@Q @@‘0 A A Stat|8ta 5
\@)

Note(s): United States; October 18-26 2020; 18 years and older; 3023 respondents; U.S. based iPhone users
Source(s): SellCell.com; ID 1199139
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Source: Apple

Wireless chargers need to be precisely
aligned with the device they are
charging.

MagSafe is an Apple standard for
positioning the phone via magnets for
maximum charging efficiency.
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What do customers need?
Generally, durability and quality are key customer preferences

for mobile phones and digital gadgets

Main attributes driving purchase behavior for consumer electronics (mobile phones and digital gadgets)

14%
13% 13% 13%
129 12% 12%
¢ 1% 1%
£ 10%
C
)
§e)
S 8%
% 7%
S 6%
Q
2
o 4%
2%
0%
Durability Quality Technology Safety Price Brand Design Country of Others
origin

Note(s): Vietnam; June to July 2020; 1,000 respondents; among households in Hanoi, Ho Chi Minh City, Can Tho and Da Nang

Source(s): Deloitte; ID 1110932 Statista 5
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What do customers need?
As battery anxiety is a key concern, consumers want to see

wireless power available to them in more places

Consumers wishing wireless charging options

80%

Consumers experiencing battery anxiety (fear to run out of battery)

72% 73%

70%

Share of respondents
N w B (o)) (o))
o o o o o
X XN R R

10%

0%
2018

m At least once a week

39%
31%

2019

At least once a day

While out at bars

In a movie theater

At public entertainment venues

In a medical/dental office or other waiting room
In a salon or other place you regularly go
Airplane

In a train station, subway or other form of local transport
Trains, taxis and/or buses

In Coffee Shops

In an Airport

While out at restaurants

At my office/at work

Lodging other than home

0

10

m2018 m2019

Note(s): 3,500 consumers across U.S., U.K., Germany, China, India, Indonesia and Japan
Source: WPC Global Consumer Perceptions Study 2019
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What do customers need?
With our digital manufacturing in mind: 69% of consumers are

willing to pay a premium for personalized electrical products

Premium consumers willing to pay for personalized products in Great Britain 2015

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Clothing

Footwear

Furniture, homeware & DIY

Fashion, accessories & jewellery
Holidays 4% 5%

Health & Wellness

Beauty products 3%

| Electrical products 5% —— |
Food & groceries 6%

Flights

Hotels 249 199

Beers, wines & spirits 25%

Restaurants 26% 2%
Books, music & entertainment 31% 4%

&
S
° X

m Not willing to spend extra 10% more  m20% more 30% more  ®m40% more Over 50% more  mDon't know

Note(s): United Kingdom (Great Britain); June 2015 ; 16 years and older; 1,560 respondents; All interested in customized products and/or services
Source(s): Deloitte; YouGov; ID 462684
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http://www.statista.com/statistics/462684/premium-willing-to-pay-personalized-products-or-services-great-britain

What is the competition?

Anker and Belkin are the leading brands

Wireless charging companies worldwide 2022, by revenue

0 200 400 600 800 1’000 1’200
Anker Innovation Technology 1’000
Belkin 645
Mophie I 15
POpSOCketS I 1 Wireless charger = ISy % "of digitec.ch
PowerSphyr = 19 Sortby x x x
MIPOW | 12 Bestseller v )
Am brane |nd|a Pvt n 1 1 Hide identical properties [ I
Gonoise ® 10 ;
Wi-Charge B8 85.50 36.90 43.20 37.90 37.90
Anker Mag-Go 2-in-1 (7.50 W)  Anker PowerWave Il (7.50 W) Anker PowerWave (7.50 W) Anker PowerWave Il (7.50 W) Anker PowerWave |1 (7.50 W)
Casely 15
Courant 15 Wireless charger « EPaESIN x d digitecch
Humavox 1 5 Sort by ] x x | x| % X x
i B|ades I 5 Bestseller o
. Hide identical properties :;‘::-_:__ -
iMuto 15 /‘ l % =
iOttie 15 =2t —
58.50 42.60 45.20 25.80 21.30
Belkin Portable MagSafe Belkin BOOST{CHARGE Belkin BOOSTtCHARGE Belkin Boost Charge (10 W) Belkin Wireless Charging Pad
Charging Pad (15 W) Indoor (7.50 W) Indoor (20 W) 10W Micro-USB

Note(s): Worldwide; May 2022

Source(s): Statista; ZoomInfo Statista E
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What is the competition?

Prices range from ~10-150 CHF, most products around 40CHF,
but also strong demand for premium products

rc! digitec.ch Wireless charger « 22 compare Top 4 BNy E
Sort by » . y y
Bestseller

Oll“‘l“llhlhuln thu, !!3

Hide identical properties

37.70 100.- 123.- 151.-
10 136+ Apple MagSafe Charger (15 Apple MagSafe Duo Charger Zens 4 in 1 Magnetic Alu Belkin Boost Charge Pro
W) (15W) Charger (30 W) 3-in-1 Wireless Charger with
kR 710 P = xRy 740 S B Ry |5 £ 0B xRy 147 P
Power = @ Delivered the day after tomorrow @ Delivered the day after tomorrow @ Delivered the day after tomorrow @ Delivered the day after tomorrow
(sw 30 °
U 75w ° ~ The most important differences
[Jow 8
Number of charging ports 1 pes. 2 pes. 4 pes. 3 pes.
[Jow 163
E] 105W 1 Suitable for Headphones with Qi, Smartphone Headphones with Qi, Smartphone Apple Watch, Headphones with Qi, Apple Watch, Headphones with Qi,
C] 15w 68 Smartphone Smartphone
C] 20W 5 Additional functions Magnetic Magnetic Magsafe LED charge indicator, Magnetic
[ sow 1 Power 15w 15w 30w 1B5W
[] 45w 1,
Close ~ Description

Description

22 | Case Study OST-Gadget Sample Solution

MagSafe is a colourful accessory that
magnetically holds to your iPhone,
giving it a personal touch and... more

Charge your compatible iPhone, Apple
Watch or AirPods with wireless charg-
ing case and other Qi certified... more

Beautiful, simple and elegant: This no-
ble charging station from Zens is
made of high-quality aluminum...
more

This extremely convenient 3-in-1 wire-
less charging stand provides the
fastest possible charging for your...
mare

OST



What is the competition?

The majority of chargers has a single charging port

Single charging port
4 SN - compact size for both

Number of charging ports  * mobile and stationary use
Select all - Q, -
(] 1pes. 311 =
(] 2pes 58
(] 3pes. 42
[:] 4 pes. 4
(] 5pes. 3
Close
Source: Apple
v digitec.ch -
. . \--..____. |
d Multiple charging ports .
. Source: Belkin
—> stationary use I
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What is the competition?
Differentiation can be generated by MagSafe or the

combination of wireless charging with an USB hub

MagSafe USB hub

Source: Apple
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What is the competition?

For wireless charging in businesses, there are dedicated

suppliers offering additional functions

PLACE AN ORDER IN AFEW STEPS

..............
CHECK-IN ORDERATTABLE  SERVICES ~  PHONE
oooooo

BEDROOMS

R/
RESTAURANT

MEETING/
LOUNGE CONFERENCE ROOM

Source: Aircharge
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EASY INSTALLATION

UNDERSTAND YOUR CUSTOMER




Marketing Strategy

Where to play, how to win?
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What is our strategic position?

Digital manufacturing know-how is our strength, our weakness
is that we are not a real and competitive enterprise

a Strengths

Cutting-edge digital manufacturing technology, in particular in

injection moulding

» Availability of a brain pool of experts with innovative mindset
* OST is a brand known to local students, industry, and limited

public that is associated with innovation and education

|/" Opportunities

* Pressure to de-globalize supply chains increases interest in

smart factory technology
« Exponential growth of wireless charging market
- Battery anxiety and trend to wireless charging on the go

« Trend and pressure by European regulators to standardize
smartphone chargers

Case Study OST-Gadget Sample Solution

g Weaknesses

No experience, no infrastructure, no personnel for cost-efficient
series production, distribution, and service

Lacking know-how in certification (= Qi certification)

High labor cost

Brand only known locally

It is not the purpose of OST to create commercial products

| ™M, Threats

Supply chain disruptions endangering raw material supply, in
particular electronics, and increase COGS

Rise of electric vehicles might put further pressure on
availability and cost of electronics material

Continuous development of charging technology and

standards put pressure on product cadence
O oST



What are our target segments?

Consumer: large segment, but are we ready for a competitive

mass market?

Segment characteristics

We expect a potential of 60’000 wireless chargers in
Kanton St. Gallen next year.

Assuming we take 1% and demand stays constant,
we could sell 600 chargers per year.

Assumptions:

1.8 Mio. smartphones will be purchased in Switzerland next year,
proportionally to the population we assume 100k in Kanton St. Gallen
(- slide 10)

78% of smartphone buyers want a wireless charger with their next
smartphone (= slide 14)

20% of smartphone buyers already own a wireless charger
(- slide 15)
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Pro

Large segment, potential for economies of scale benefits

A successful product would boost awareness for OST in the
general public

Con

High competitive pressure

High customer expectation on quality and service
Cost-sensitive

Requires elaborate distribution network

Requires intensive communication

Requires creating after sales service

OOST
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What are our target segments?

Consumer premium: Allows to focus & play our strengths, but
can we live up to expectations on quality and service?

Segment characteristics

We expect a potential of >8’000 wireless chargers in the
premium category in Kanton St. Gallen next year.

Assuming we take 1% and demand stays constant,
we could sell 80 chargers per year (with premium
margins).

Assumptions:
Premium category = >80CHF
13% of products >80 CHF (digitec.ch)

Share of sales proportional to available products

Case Study OST-Gadget Sample Solution

Pro

A successful product would boost awareness for OST in the
general public

Allows playing our strengths in technology, e.g. personalization,
to differentiate and justify a price premium (- slide 20)

Less cost-sensitive
Higher margins can compensate lower quantities
Allows focused communication and distribution

Con

High competitive pressure
Very high customer expectation on quality and service
Requires creating after sales service

Special requirements — you can’t target other segments with the
same product

In-house electronics development for technological differentiation
might require certification (Qi), where we are lacking know-how

OOST
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What are our target segments?
Charging to go in lodging and gastronomy:
small and difficult segment

Segment characteristics Pro

: , : : - Efficiency in communication and distribution — low number of
We expect a potential of up to 10°000 wireless chargers in customers, each customer with a demand of potentially double
Kanton St. Gallen. digit nubmer of units

Assuming we take 1% and a 5 years cadence, we could
sell 20 chargers per year.

Assumptions:
220 hotels with 9292 beds in Kanton St. Gallen (BfS, 2020)
1613 gastronomy businesses in Kanton St. Gallen (BfS, 2018) Con
A gastronomy business would in average buy 10 chargers, a hotel a
charger per bed « Special requirements (businesses want more than a charger, >
53% of customers would welcome a charger in the hotel, 40% in slide 25). you can’t target other segments with the same product
gastronomy (> slide 19) + Low adoption rate so far — businesses and would need

convincing that offering wireless charging is a good idea
« Customer pool is very limited
* High customer expectation on quality, cost, and service

* Requires creating after sales service
Case Study OST-Gadget Sample Solution O OST
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What are our target segments?

Charging to go in the office: We can build on existing industry
relationships of OST, but no pull on wireless chargers

Segment characteristics

We expect a potential of up to 50’000 wireless chargers in

Kanton St. Gallen.

Assuming we take 1% and a 5 years cadence, we could
sell 100 chargers per year.

Assumptions
In Kanton St. Gallen there are 307’000 workplaces (BfS, 2019)

36.7% of employees are working in offices (Institut der deutschen
Wirtschaft, 2020)

49% of employees would welcome a wireless charger at their desk
(> slide 19)

Case Study OST-Gadget Sample Solution

Pro

Efficiency in communication and distribution — low number of
customers, each customer with a demand of potentially double
digit nubmer of units

We have an established relationship with industry partners of
OST

Con

Low adoption rate so far — businesses and would need
convincing that offering wireless charging is a good idea

Customer pool is very limited
High customer expectation on quality, cost, and service

OOST

Requires creating after sales service
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What are our target segments?

OST students and staff: we expect reasonable quantities at

moderate effort

Segment characteristics

We expect a potential of 600 chargers for OST students
and staff next year.

Assuming we take 30% and demand stays constant we
could sell 200 chargers per year.

Assumptions
OST has 3800 students and 1500 staff (OST.ch)

97.2% of OST students and staff own a smartphone
(= slide 9)

20% of smartphone owners will buy a new device next year
(= slide 11)

78% of smartphone buyers want a wireless charger with their next
smartphone (- slide 14)

20% of smartphone buyers already own a wireless charger
(- slide 15)

Case Study OST-Gadget Sample Solution

Pro

Identification of students and staff with OST
Simple communication and distribution
As an OST-internal product, service expectations are lower

Con

Small market

OOST
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What are our target segments?
OST merchandise: good fit for a premium merchandise,

we expect reasonable quantities

Segment characteristics Pro

» Good fit for a merchandise: Enables demonstration of
technological competencies of OST, in particular of those in the
smart factory, and proves OST’s hands-on approach

We expect we could use 300 chargers per year.

Assumptions: * No distribution network, no promition required

Due to its cost, the Gadget is not distributed as a merchandise on fairs and
events

The Gadget is used as a merchandise gift for premium partners, assuming
50/year

Each industry visitor of the smart factory in Buchs or Rapperswil receives a
Gadget, assuming 20/month Con

* The cost is substantially higher than the unihockey ball
previously produced by the smart factory in Rapperswil

Case Study OST-Gadget Sample Solution O OST



What are our target segments?
We recommend targeting merchandise and students & staff;

premium interesting but can’t be targeted with same product

5 Con3timer

~
& -
9 OST merchandise
(]
P
g E OST students & staff
% Chardingto go

3 Char 0 go

lodging tronomy
low mid high

Competitive position
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What is our value proposition?
Our strategic position implies a focus approach with

technological differentiation

Porter’s generic strategies

Cost leadership Differentiation

Build on technological strenghts!

Industry-wide

Avoid cost sensitive segments!

Scope

Avoid complexity in distribution & service!

Stay regional!

Niche market

Low cost Differentiation

Competitive advantage

Case Study OST-Gadget Sample Solution O OST



What is our value proposition?
Using a focus strategy, personalized design is at the core of

our differentiation

OST Personalized
branding design

Communicate
style and values

Gain Creators Sl |dentification
b Y with OST
Wireless Keep phone
charger powered
Produ.cts (I) Customer
& Services

»
w150 power

Waiting while charging

10W-15W power Compitability W Durability ACE1D G
devices

Pain Relievers ISR Pains : powered
Battery anxiety,

Qi certification design e
charger availability
Positioning

Compact size,
single charging pad

on charger

(G Strategyzer
The makers of Business Mode! Generation and Strategyzer strategyzer.com
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What is our value proposition?

Personalization is the core of our differentiation, combined
with OST branding and sustainable materials

OST Personalized
branding desig

Lo

reators

Sustainable
materials

Wireless
charger

Products (I)
& Services

10W-15W pouwer

Pain Relievers
Durable

Qi certification b design

Compact size,
single charging pad

/

COPYRIGHT: Strategyzer AG
The makers of Business Mode! Generation and Strategyrer
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Personalization makes us different

We propose a personalized design as the core of our

differentiation, because

* Consumers want it (= slide 20)

*  Our strenghts in digital manufacturing enables us
to do it (= slide 27)

* It enables us to demonstrate OST’s
competencies, which is one of the key
requirements on the product (= slide 6)

OST branding makes the merchandise

A strong and visible OST branding makes the product
a merchandise.

Sustainable materials represent the values
and mission of OST

Climate and energy is one of the strategic focus
areas of OST. The use of sustainable materials
enables emphasizing that claim.

OOST
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What is our value proposition?

Qi certification, sufficient wattage, and durability are must-
haves. We prefer a compact, mobile charger.

Sustainable
materials

Wireless
charger

Products
& Services

OST
branding

Gain Creators

Personalized
design

0

Qi certification

\

/

v

Pain Relievers

10W-15W power

Durable
design

Compact size, |
single charging pad

COPYRIGHT: Strategyzer AG
The makers of Business Mode! Generation and Strategyrer
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These are must-haves

We consider

Qi certification,

min. 10W and max 15W power, and

durable design
hygiene factors that we must have, but which do not
add to differentiation.

We prefer mobility

We prefer a compact, single-pad, mobile charger over
a stationary charger with multiple charging pads. This
solution is

less costly,
more flexible,
makes charging available on the go, and

displays the OST branding in public.
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What is our value proposition?

MagSafe and/or USB hub are nice-to-have

Wireless
charger

Products
& Services

Durable
Qi certification b design

OST Personalized
branding design

Gain Creators

sl

10W-15W power

Pain Relievers

COPYRIGHT: Strategyzer AG
The makers of Business Mode! Generation and Strategyrer
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CZinpact size,
single charging pad

An USB hub is nice to have

An USB hub feature adds to differentiation, but is not
related to our core competencies or values. We

consider the feature nice to have if it can be added at
minimum cost.

A MagSafe feature is nice to have

A MagSafe feature adds to differentiation and will be
welcomed by users of iPhone 12 or later (= slide 17).
Since these are only a minority of the market, we
consider the feature nice to have if it can be added at

moderate cost.
Oeos



Marketing Mix

How to turn strategy into action?

Os, W
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What is the product?

We only offer the physical product — no frills, no service.
We make the housing, we buy the electronics.

We make the housing to show our strengths

Printed plastic
film Integrated

NFC-chip

Serial number
(DataMatrix-Code)

(back moulded)

Housing possible in
diffegent colors

e

Assembling

Connection by
USB-C or Micro-USB

P —
; _ |
using snap-in P
ke~ T g

* In-house production to demonstrate the smart factory’s
competencies and infrastructure in injection moulding and digital
manufacturing

» Personalized design e.g. by choice of colors, variants or fully
personalized print, etc.

« Strong OST branding by housing in the shape of the OST logo
« Durable design with sufficient thickness
» Using recycled plastics for sustainability

Case Study OST-Gadget Sample Solution

We buy the electronics to avoid certification

Wireless output

DC 5V/1A (5W), DC 9V/1.1A (10W)
charging distance <6mm
works with all Qi-compatible
devices

USB-C input
DC 5V/2A, DC 9V/1.67A

2 USB-A outputs Xy /—\
DC 5V/1A § {

LED Micro-USB input
Red and blue LED indicating DC 5V/2A, DC
the charging process K) Model WPC488-10W 9V/1.67A

* To avoid the need for a Qi certification and to shorten time to

market, we source the electronics externally

« Assembly of housing and electronics is done in-house
* The propsed electronics feature 10W wireless output, compact

size for a single charging pad, Qi certification, durable design,

and an USB hub.
O OST



What is the price?
We estimate the material cost around 8CHF/pc

plus S0kCHF fixed cost

The variable cost for material is currently The fixed cost for material is currently around
around 8CHF/pc 50°000 CHF

CHF 9.00

CHF 0.25
CHF 8.00

CHF 2.26
CHF 6.00 I

CHF 7.00 | @ The cost for the injection moulding tools is
i 50000 CHF

CHF 5.00
CHF 4.00
CHF 3.00 CHF 5.45
CHF 2.00

CHF 1.00

CHF 0.00 I :
iod of 7 years
Variable cost, per pc at 2500 pcs Assume a depreciation per y

m Electronics Printed plastic flm ®NFC chip
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What is the price?
We estimate a 25 CHF price; we could still sell at market’s

average 40 CHF if quantities are -50% lower than expected

Assumptions

Per unit

« We expect 300 chargers per year for merchandise
(= slide 33).

* We expect 200 chargers per year for OST students
and staff (= slide 32).

« We assume depriciation of the tooling over 7 years

« We only consider materials cost, labor covered by
running the smart factory, no cost for distribution

 We consider Swiss VAT 7.7%

* For the use as merchandise and sales to students and
staff, we want to sell non-profit

v

|
|
I Units
|

250 pcs per year 500 pcs per year
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What is the place?

OST students and staff can order online and pick up their

product at the reception

SmartFactory@OST

Die Digi
fiihs

g verspricht fiir die Schweizer Industrie grosse Potentiale und hilft globale Produktionsnetzwerke zu
ren und weiter zu entwickeln. Das Umsetzen der Smarten Fabrik ist jedoch komplex und hoch

Order online

The ordering infrastructure should create only
moderate effort and allow personalizing the product.

We propose an online system:

» Order on the smart factory’s homepage
* Online design personalization

* Online payment

44 | Case Study OST-Gadget Sample Solution

Bitschwil
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Pick up at the reception

The distribution should not require additional
infrastructure or staff and be available at all OST
locations.

We propose picking up orders at the reception desks
of each OST location. We use regular employee
traffic between locations for logistics.

OST



What is the place?
For use as merchandise, smart factory visitors can watch the

product being made

B tschwilD

o
& Altenrhei:

Rorschach (" —L
ST. GALLEN ’ e
sa .

AR

f "»C')"biepaldaj.>
Altstitten

Visitors can watch the final
assembly. Personalization
only with a pre-defined
choice of designs.

Rapperswil-Jona

Visitors can watch the
housing production. Final
assembly with the
electronics has to be done
manually.
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What is the promotion?
Communication to OST students via classes utilizing the smart

factory, to OST staff via intranet

OST students via classes OST staff via intranet

Y I & —
I Seiten @ @ AT ¥ Favorit © Beobachtun & Teilen -
e 3 O OST-Infoportal o “

OST-INFOPORTAL

55555 9 Willkommen auf der News- und Informationsseite der OST

Direct communication to classes that utilize the smart factory _
does not create any cost * Regular announcements on the intranet does not create any cost

and should reach a high share of employees
Students who have had classes in the smart factory are more d PioY

likely to be interested in the product *No further promotion to avoid cost

No further promotion to avoid cost

Case Study OST-Gadget Sample Solution O OST
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