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Executive Summary 
Digital media research often focuses on the negative consequences of new technologies without 

highlighting the numerous benefits that they provide. These concerns are further heightened once 

children become involved, but it’s clear that fighting childhood adoption of new technology is fruitless 

at best, and harmful as worst, since young people will need to rely on technology more and more to be 

successful as they grow older. 

As technology proliferates, children are becoming increasingly exposed to and dependent on new 

media and tools available to them. This made its way to the forefront in my household as my four-

year-old is spending more and more time with tech devices at home, especially with the iPad which he 

uses to watch videos, play games, and engage in educational apps. This led me to ask: instead of taking 

the iPad away, or just allowing my son to watch cartoons, how can we better leverage tech devices and 

tools to help him learn, engage, and improve himself? 

When I was introduced to the Google Cardboard Virtual Reality headset, which uses popular mobile 

devices to create immersive 360-degree video experiences, I immediately thought of my son and how 

he will someday soon be using similar devices to watch movies and play games. More importantly, I 

thought of how powerful these immersive experiences can be for teaching my son and other children 

about a variety of subjects. EVRA (Educational Virtual Reality Application) is proposed as an online 

platform/app which will produce, compile, and distribute proprietary educational content for use on 

virtual reality devices such as Google Cardboard, Samsung VR, and Occulus Rift. These immersive 

educational experiences can transport students and children to historical events, museums and more 

interesting learning opportunities that will be more effective than traditional teaching. By partnering 

with educational institutions and existing education brands, EVRA will capitalize on emerging digital 

media technology to become the new standard in education. 

EVRA is a platform which collects, categorizes, and distributes virtual and augmented reality 

content to grade-school students and educators to help them learn and teach more 

effectively. We believe that by engaging students with immersive experiences during the 

education process they will have more enthusiasm for the learning experience and will gain 

greater benefits from their time learning.  
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General Company Description 
EVRA is a Virtual and Augmented reality video education platform which collects, organizes, manages, 

and disseminates VR and AR videos and curriculum to educators, parents and students via accessible 

virtual reality headsets and user-owned mobile devices. The platform will help facilitate relationships 

with new members and distribute new learning methodologies and tools to help students learn.  

Mission Statement: Accessible education through immersive experiences. 

Company Goals and Objectives: The goal of EVRA is to be a healthy, sustainable business and the 

leader in immersion education. To achieve this, we are estimating 850 memberships in year one, 

averaging $30 per membership per month to access various subscription levels within the platform to 

for educational experiences.  

Our business philosophy is that immersive experiences are an effective, cost efficient method of 

learning and should be available to everyone. 

Our market will consist primarily of educators and educational systems such as teachers, school 

administrators, and school systems; additionally, we will target parents and students. 

Virtual/Augmented reality and educational technology markets are primed for significant growth. 

Deloitte valued the VR industry at $1bn this year, and Goldman Sachs estimates that the market will be 

worth $80bn by 2025 (Stott, 2016). Augmented reality (AR) is an even more robust market, as it is 

predicted that by 2018 there will be 200 million mobile AR users and Projections suggest that AR apps 

will generate 5.2 billion dollars in revenue by 2017 (thedigitalmarketingbureau.com, 2014). In 2015, US 

K-12 edtech funding reached an all-time high at nearly $800 million invested in education technology 

(EdSurge Research, 2016). 

EVRA’s core competencies will be the ability to develop and distribute VR/AR content quickly and 

aligned with common-core curriculum for elementary school education. By focusing on this age group 

we can develop content and additional learning materials to match the educational path of students 

and teachers. We plan on working closely with educators and advisors to build valuable content that 

will be exciting for students and successful as teaching tools for educators; Our advisors include an 

experienced university professor and former Dean of the School of Education at the University of 

Connecticut, and a teacher with over 15 years of experience working in childhood education, both as a 

teacher and as a director of early childcare programs. Founder Phil Decoteau brings a Master’s degree 

in Interactive Media Communication, as well as 10 years of experience working in digital media and 

content strategy, which will contribute to the overall content planning and strategy for the platform. 

A privately owned and run company, EVRA can be nimble in content development, and can work 

across markets, directly with schools as well as with individuals and parents who want to use the 

EVRA platform for at-home entertainment and education.  
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EVRA will be set up as a C-Corporation in order to accommodate investments from outside parties, 

allowing for payment dividends following profit gains.  

Products and Services 
 

Membership Level Monthly Price Annual Price Key Features 

2-week Free Trial n/a n/a  Free membership for 2 weeks to the Tier 1 
membership level and features 

Tier 1 Membership $9.99 $99.99  ‘Rent’ and access up to 10 videos each month 
 Limited membership library 
 Discounted Cardboard headset pricing 

optional 
 View videos on any mobile device or online 
 Free subscription to enewsletter which shares 

new content, tips for learning/teaching and 
additional information 

Tier 2 Membership $49.99 $499.99  Unlimited content access each month 
 2 Cardboard headset devices come with 

purchase - discounted pricing for additional 
devices as needed 

 Select curriculum teaching/learning 
materials to go with video content 

 Select activities for students/children to use 
alongside videos 

Tier 3 Membership $99.99 $999.99  Educator-level access includes full library of 
content and curriculum paths for specific 
classes 

 5 cardboard headset devices with purchase – 
discounted pricing for additional devices as 
needed 

 Full library of teaching/learning materials to 
go with videos 

 Full library of activities to use alongside 
videos 

 Account representation and attention to 
service any additional needs including issues, 
questions, suggestions 

Custom Curriculum Custom Pricing Custom Pricing  Personal account service representative 
meets with customer to build an individual 
curriculum plan to coincide with 
teaching/class needs. Pricing agreements 
recommended based on scope of project, 
term of relationship and additional terms.  

 Includes strategic plan, service management, 
content production, assisted implementation 
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Competitive Advantages: 

 Centralized app and library organizes content in easy-to-use experience 

 Membership tiers allow individual user access up to large-scale institutional access and custom 

partnerships 

 Content developed by EVRA ensures high quality video and relevant, consistent subject matter 

 Access to cardboard headsets to facilitate use 

 Learning materials extend the content beyond videos to ensure further discussion and 

engagement  

 Custom partnerships build curricula for large-scale partners to match class/school needs 

 

Marketing Plan 

Market Research 

Mobile devices have changed the ways that consumers get their content, and how they interact with 

technology. These devices shifted entertainment and content from a mostly-passive practice to one 

that is inclusive of the user’s experience preferences, allowing the user to control the environment, 

output and information that is coming back to them.  

A comScore report found that mobile use outpaced desktop in 2014 (e U.S. Mobile App Report) with 

the total activity on smartphones and tablets accounting for 60 percent of digital media time spent in 

the U.S., and mobile continues to grow, with Flurry Analytics reporting 58% growth in mobile usage 

year over year (Khalaf, 2016). 

As mobile growth has continued, so has the consumption of mobile app and video content. The 

comScore report mentioned above states that app usage makes up a majority of total digital media 

engagement at 52 percent.  

Mobile is Video 

Video consumption has grown alongside mobile and tablets. According to Cisco, by 2018, 69 percent of 

total Internet traffic will be video (Cisco http://www.pointsgroupllc.com/online-video-trends-

2016/).The Ericsson Mobility Report states that 50 percent of mobile data traffic currently comes from 

video (Ericsson, 2015), and Reuters predicts video will grow 14 times within five years and account for 

70 percent of mobile network traffic (Newman, 2016). 

Video Turning into Reality 



 

Page 7 of 28 

Although the term virtual reality hit the mainstream in the 1990’s, its adoption has been stagnant due 

to lack of technological availability as well as content production. However, that seems to be changing 

as VR has taken off in recent years, especially in 2016. A study conducted by research and consulting 

firm Deloitte predicted that virtual reality in 2016 would “have its first billion-dollar year” consisting of 

about $700 million in hardware sales and the remainder from content (Deloitte, 2016). 

Meanwhile, Tech M&A advisory firm Digi-Capital predicts a $30 billion market for VR by the year 2020 

(Sun, 2016).  

Currently there are 4.8 million paying VR customers, but research firm KZero expects that VR will 

have 28 million paying customers by 2018, driven mostly by gaming content (Sun, 2016). 

Augmented Reality 

Augmented reality (AR) is an even more robust market, as it is predicted that by 2018 there will be 200 

million mobile AR users and Projections suggest that AR apps will generate 5.2 billion dollars in 

revenue by 2017 (thedigitalmarketingbureau.com, 2014). 

Product Availability 

The virtual and augmented reality market in its current form is new, but growing quickly as audiences 

become more open to using VR/AR products and as the technology becomes more accessible. VR 

headsets and viewing devices such as Google Cardboard, Occulus Rift and Samsung Gear VR have 

become prolific in the marketplace, allowing more customers to experience advanced virtual reality 

through affordable technology.  

 

Figure 1: Google Cardboard Headset 
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Figure 2: Samsung Gear VR Headset 

 

Figure 3: Occulus Rift VR Headset 

Content Examples 

Publishers and networks have taken advantage of the new appetite for virtual reality by building VR-

centric apps and platforms. The New York Times went as far as handing out thousands of cardboard 

VR devices to support the release of their VR news app, placing news consumers into the content itself 

and improving the news distribution process. 
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Figure 4: In-screen examples of The New York Times VR App 

 

Virtual reality in the form of 360-degree interactive video is available through major video and 

platforms including Youtube and Facebook, where users can manipulate the video by shifting the 

position of their mobile device or dragging their mouse to direct the video view.  



 

Page 10 of 28 

 

Figure 5: Example of Youtube 360˚ Video 

 

Meanwhile, mobile device ubiquity has accelerated the growth of augmented reality, highlighted in 

2016 by the cultural movement following the release of the Pokemon Go app, which allowed users to 

find Pokemon characters in their physical surroundings using mobile an augmented reality gaming 

application. 

Virtual and augmented reality have entered the market in a significant way in 2016, and the market has 

proven that it is primed and ready for disruption and innovation in all forms of content consumption 

to match. 

Competition 

The primary competition for this product falls into two categories: Direct VR education products and 

other educational technology and apps. The market for VR/AR educational products is relatively open, 

with just a handful of products currently in the market.  

The most direct competitor, with the most traction gained to this point, is a Google product called 

“Google Expeditions”. This product is an app that connects schools and educators with VR 

experiences through the Google Cardboard device for educational purposes. 

The premise of this product is closer in nature to the higher-end memberships that EVRA will offer. 

The largest difference that we expect to provide will be a cleaner, more usable experience, a more 
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robust and better categorized library of content, and the addition of augmented reality content and 

components.  

The other factor making the Google app different is that Google expects its product users to create 

content for the app by “leading expeditions”. The EVRA app plans to facilitate premium and app-

approved content by working with production partners and with educational locations/events. By 

creating more curated content, consumers will get higher quality and more valuable experiences 

through the EVRA app. 

 

Figure 7: Google Expeditions Website Home Screen 

 

Figure 8: Google Expeditions Website Home Screen 
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Figure 9: Google Expeditions Website Home Screen 

 

Other VR education apps like Discovery VR, Titans of Space, and Unimersiv are mainly focused on 

a category such as space, the human body, or the pyramids. Furthermore, many apps are not designed 

with young children in mind, but rather are made for adult or professional education. EVRA will have 

content developed specifically for elementary-age audiences and will have a number of categories such 

as the ocean, museums, history and space, which will be of greater benefit for teachers and students, 

and will have longer-term benefits and uses for our users. 

 

Figure 10: Discovery VR Website Home Screen 
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The app ThingLink is an immersive VR app which provides annotated multimedia content for 

education across categories. This is like EVRA in that it has information for multiple types of classes, 

primarily for elementary-aged children, including video, images and rich media. Its focus, however, is 

the video editor which allows users to edit 360 degree videos and content to add comments and 

information. EVRA’s primary focus will be video education, and we will be able to position the product 

as the go-to app for this type of educational content. 

 

Figure 11: Thing Link Website Home Screen 

 

Indirect competitors include apps and websites which provide educational materials and interactive 

experiences for students, teachers and parents.  

Apps like ABCMouse use several different interactive techniques to educate children, including games 

and other activities. It is mainly targeted to parents of young children, and is therefore most 

comparable to our lower-end, less expensive and accessible membership level. Although this and 

similar products are in the same space, the product and content that EVRA will provide is 

fundamentally different since few other educational apps have video content or virtual reality content 

available for educational purposes, therefore we believe the markets can easily co-exist, and that 

ultimately the content provided by EVRA will be preferable to consumers.  
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Figure 12: ABC Mouse Website Home Screen 

 

Figure 13: ABC Mouse Website Home Screen 

Finally, video libraries and websites may compete indirectly with EVRA due to the availability of 

educational videos. Products like Youtube and Netflix have a vast collection of videos already and are 

often used by parents and children for educational viewing. The primary difference is the format of the 

videos on these channels, which is predominantly traditional ‘2d’ video. Although Youtube now offers 

360 degree videos which can be viewed by VR devices depending on the production, these video types 

are sparse and often the consumers aren’t aware of the availability of this format. Further, the sheer 
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amount of content makes it difficult for consumers to find truly educational content and/or content 

that is a reliable source of accurate and helpful information.  

 

Figure 14: Youtube Education Search Screen 

Economics 

 Per TheFool.com (Sun, 2016): 

o 500 million headsets sold annually by 2025  
o A $30 billion market by 2020 
o 28 million paying customers by 2018 
o Up to 10 million downloads of Google Cardboard 

 
 Barriers to entry and success include: 

o Platform development costs 
o High production costs 
o High marketing costs 
o Consumer acceptance and brand recognition 
o Membership adoption 

 To overcome barriers: 

o Capital investments will be needed to develop platform and content 
o First private platform of this type to-market will help build the profile of the company 

and its content 
o Freemium model will spur initial adoption 
o Influencer marketing and PR will help build trust and adoption 
o Content rollout and beta program will ensure product success and growth 
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Niche 

Our niche includes educational institutions looking for affordable, accessible ways to improve 

childhood education through technology, as well as parents who are interested in supplementing their 

child’s school education by providing educational entertainment.  

Marketing Strategy 

Promotion 

The primary method for promotion in the first months will be via digital media, including: Paid search 

advertising (Google, Bing, Yahoo), Video advertising (YouTube), social media advertising (Facebook, 

Twitter, Instagram), banner display advertising and Influencer marketing. We have identified these 

marketing channels as the best opportunities to achieve brand awareness at low cost, while also 

driving high-intent clicks, website visits and leads.  

Following lead generation, we intend to employ a lead marketing program to drive continued interest 

and engagement with our brand messaging. This will include a CRM program such as Hubspot, email 

marketing and other content marketing efforts. These efforts will activate leads and drive downstream 

user engagement to membership signup. 

We will also use additional organic marketing efforts such as public relations and outreach, blogging 

and content, search engine optimization, and social media marketing.  

Finally, we will identify several events in the first year where educators will be in attendance and 

develop a live exhibition of the product. We will also engage these events to inquire about speaking 

opportunities to get in front of key decision makers in the education sector. 

Promotional Budget 

Our year-one marketing and promotional budget will be $42,500 and will cover the top-priority and 

top performing marketing channels listed above. 

Beyond the first year we plan on allocating approximately 10% of our budget to marketing efforts. 
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Sales Forecast 

 

 

The membership generation plan will focus early on building awareness and adoption in the lower 
levels to gain momentum and work out initial or unforeseen operating issues. We feel that a new 
member trend of approximately 20-50 members per month is achievable, especially within the less 
expensive membership tiers, which will provide limited access to content.  

The first 6 months will be focused primarily on tiers 1 and 2 to gain awareness and momentum in 
the market. During this time, we will be actively reaching out to educational institutions to 
introduce the tier 3 membership level, and we expect to begin building this membership type after 
the initial 6-month period.   

 

Product Details 

Features and Benefits 

EVRA will provide premiere, high-quality virtual and augmented reality content through a digital 

platform. The content will be responsive to different VR devices and may also be used on most digital 

and mobile devices, making it accessible to any user with a digital device and video/AR capabilities.  

The membership library will allow members to access videos based on different criteria, including 

grade level, type of content (VR/AR), curriculum/course type, and others. This will allow users to 

choose which content to view based on their needs, and allowing educators to match the content to 

their teaching themes.  

Month
1

Month
2

Month
3

Month
4

Month
5

Month
6

Month
7

Month
8

Month
9

Month
10

Month
11

Month
12

Tier 3 Members 0 0 0 0 0 1 5 10 15 25 35 50

Tier 2 Members 2 20 35 50 80 100 120 150 180 200 250 300

Tier 1 Members 5 30 60 100 150 200 250 300 350 400 450 500

0

100

200

300

400

500

600

700

800

900

12  MONTH MEMBERSHIP FORECAST BY T YPE
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Broader curriculum planning will be made available to top-level members. This type of membership 

comes with concierge representation and customized content planning/development for educators to 

build entire courses and curricula around, using our VR/AR production and planning capabilities.  

All levels of membership will receive additional tips, content and guidance related to VR/AR 

education. This will help members dig deeper into the content to find new ways to teach and use the 

platform.  

Customers 

Customers of EVRA will include four primary types of user:  

1. Teachers 

2. Parents 

3. Educational Administrators 

4. Students/Children 

Teachers and Educational Administrators include those who work in schools or educational 

systems and are looking for new ways to teach their students. We will be targeting U.S.-based users to 

start, but international audiences will be part of future business growth plans and may be available to 

download/use the app depending on certain parameters (currency use, technology specifications, local 

laws). Most users within these two groups will purchase a membership through their professional 

affiliations. We will partner with teachers’ unions and professional groups to offer program benefits 

and potential discounted membership in return for membership adoption and use. We will approach 

educational institutions, both public and private, to develop partnerships which allow for more robust 

membership offerings and custom content. Large memberships and partnerships will also distribute 

VR headsets at scale to schools.  

Parents will be a key audience for EVRA’s growth, and we will allow individuals to purchase lower-

level memberships to access specific amounts of content per month or year. App downloads and some 

content will be available for free to show parents and students the utility of the platform.  

EVRA will offer VR headsets either as part of the membership purchase or as an additional purchase 

through the platform.  

Ultimately, students between the ages of 5-12 are the ones who will be using the device, and we will 

cater content to be both educational and entertaining for our student users. The design of the 

interface and videos will focus on appealing to children as well as being clear and usable for younger 

audiences. The success of the platform will depend on the user experience from a student’s 

perspective, and we recognize the importance of building an application that students will be excited 

about.  
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Layout and Design Samples 
 

User Experience - Wireframe 
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Design Mockups 
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Operational Plan 
Evra will manage its business via four distinct operational activities: 

Partnerships 

 

 

 

 

 

 

Location Partners will be essential to the success of the application. We will look to events, locations, 

and institutions as partnership opportunities to develop proprietary educational content which 

transports students around the world though the application. For example, we will reach out to 

museums to develop virtual reality tours which students can visit though the evra app. We will 

negotiate partnership deals based on member views to ensure partners are properly compensated for 

the use of their institutions. An example of this would be a static payment for each member who 

accesses the content associated with that location in a given month, up to a specified amount.  

Educational partners/members will also be an important part of the evra product. We will look to 

partner will schools to develop custom curriculum plans for their students based on the needs of the 

teachers and students. We can then develop custom content to meet the needs of their programs. For 

example, a school in MA may have a curriculum need for their history class around the founding of 

America. We can develop content in and around the city of Boston to take students through Plymouth 

Rock, through the Freedom Trail, and to other important historical sites. This custom curriculum 

program will be whitelisted for the school. Schools can pay project-based and annual membership fees 

to access this content. Further, we will work with the schools to train teachers, distribute headsets and 

help students use the materials for the most effective learning experience.  

Custom curricula will include learning materials developed alongside teachers. We will have phased 

out course work including quizzes, workbooks, games and other activities to build a 360-degree class 

around a subject, working in conjunction with the VR/AR content.  

Content Production 

By producing content, we will have full ownership over the videos and images in the app, allowing for 

consistent messaging, design and content themes.  

Member 
Service

Content 
Maintenance

Content 
Planning and 

Production
Partnerships
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The production of content will first include a phased approach to build the initial library. The beta 

version of the website will have 20 pieces of virtual reality (or 360-degree) videos which will span 

several categories. 

Phase 1 launch: 

 US Geography – Major U.S Landmarks 

o Grand Canyon 

o Yellowstone National Park 

o The Atlantic Ocean 

o The Pacific Ocean 

 American History – The founding of America 

o Landing in America 

o The Freedom Trial Boston 

o The Declaration of Independence 

o Washington DC 

 Natural History – The Museum of Natural History 

 Science – Museum of Science 

 Arts and Culture 

o Children’s Theater 

o Learning Instruments and Sound 

o Exploring Color 

We will plan to develop a series of new videos each quarter to build the library of content regularly. 

Videos will be created to fulfill all significant areas of education for young children. 

Sample Content: 

 Music and Culture 

o Live concerts for young children  

o Regions around the world  

o Art museums 

o Puppet shows  

o Plays for young children 

o Significant cultural events 

 Reading 

o Storytime reading and video accompaniment 

o Phonetic stories and words 

 Science  

o US travel – seeing the seasons 

o Nature walks around the world 

o Under the sea 
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o Space exploration 

o Science museums 

o Archeology 

 History 

o Museum of natural history 

o Historical sites 

o Historical reenactments 

 Geography  

o World locales 

o Major global landmarks 

 Other 

o Problem solving – finding and identifying items 

o Zoo visits 

o Fun – rides 

 

Learning materials will be developed to go along with each video. These materials will include any of 

the following: 

 Teaching and Discussion Guides 

 Quizzes/Exams 

 Learning Activities 

 Games 

These pieces of content will be available to save or download by members and will include instructions 

on how to teach and support the video content provided by the app.  

Content Management 

Content will be organized with the following initial filtering criteria 

 VR/AR/360-degree 

 Age/Grade Level 

 Subject Matter 

 Location Type 

 Curriculum path 

Members will be allowed access to videos based on membership tier – premium memberships will be 

allowed access to more content while some content will be available to all members.  

Featured videos or curriculum paths will be highlighted each month. 
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Membership Services 

All members will have access to account support via an app-based support ticket system. Premium 

educational partners will have dedicated account support.  

Additionally, members are encouraged to provide their own suggestions via an online suggestion box 

for new content or app improvements.  

Members who sign up will be eligible to receive cardboard VR headsets as a part of their membership, 

via either purchase or with membership registration. Premium members can request higher numbers 

of headsets for classrooms while other members can purchase additional headsets as needed through 

the app at potentially discounted rates. 

Startup Expenses and Capitalization 
 

Need Cost 

Domain Purchase $10 

Hosting $50 

App Development  $5,000 

Trademark  $100 

VR Headset Devices  $500 

360-degree camera  $300 

Video Production Equipment $500 

Apple App store membership (1 yr)  $99 

Contingencies $3,441 

Total $10,000 

 

Startup costs include those requirements expected for product development and launch. We are 

asking investors for an initial investment of $100,000 which will cover startup costs above as well as 

initial operating costs for the first year in business. We believe that the product will be profitable in 

year two, but depending on the strategic growth plan of the business we may seek an additional round 

of funding to continue the momentum that the product will have achieved.  

Following the initial startup period we will focus on video development, aiming to produce 20 pieces 

of content for launch. 
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Financial Plan 

12-Month Profit and Loss Projection 

 

 

In the first year we expect to grow to a monthly gross income of $25,000 by month 12, with steady 

growth in membership activity. The majority of the income will be from the tier-2 memberships which 

will provide additional content and access vs. tier 1.  

Mont
h 1

Mont
h 2

Mont
h 3

Mont
h 4

Mont
h 5

Mont
h 6

Mont
h 7

Mont
h 8

Mont
h 9

Mont
h 10

Mont
h 11

Mont
h 12

Tier 3 Members $0 $0 $0 $0 $0 $100 $500 $1,000 $1,500 $2,500 $3,500 $5,000

Tier 2 Members $100 $1,000 $1,750 $2,500 $4,000 $5,000 $6,000 $7,500 $9,000 $10,000$12,500 $15,000

Tier 1 Members $50 $300 $600 $1,000 $1,500 $2,000 $2,500 $3,000 $3,500 $4,000 $4,500 $5,000

Monthly Gross Income $150 $1,300 $2,350 $3,500 $5,500 $7,100 $9,000 $11,500 $14,000$16,500$20,500$25,000

$150 $1,300 $2,350 $3,500
$5,500

$7,100
$9,000

$11,500
$14,000

$16,500

$20,500

$25,000
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$10,000

$15,000

$20,000

$25,000

$30,000

12-MONTH GROSS INCOME BY 
MEMBER TYPE

Tier 1 Members Tier 2 Members Tier 3 Members Monthly Gross Income
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We expect to operate at negative net income for the first 8 months as the business gains awareness 

and membership in the market. We project to reach a net income of $12,500 in month 12. 

Three-Year Profit Projection 
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Continued and steady growth in awareness, aided by marketing, word-of-mouth, social media 

community growth, and outreach/PR, will reach a total of approximately 4,500 members by December 

of the third year.  

 

Estimating initial operating and production costs as well as marketing costs, we project a net loss in 

year one due to initial costs while memberships are gained over time. However, we expect that EVRA 

will achieve neatly $300,000 in year two and just under $800,000 in year three, accounting for 

increased monthly operating and marketing costs as the company scales to accommodate membership 

numbers and content needs.  

 

  

Year 1 Year 2 Year 3

Monthly Gross Income $116,400 $594,250 $1,339,000

Monthly Operating/Production
Costs

$90,000 $185,000 $240,000

Monthly Marketing Costs $42,500 $120,000 $300,000

Net Profit -$16,100 $289,250 $799,000
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$289,250

$799,000

-$200,000

$0

$200,000

$400,000

$600,000

$800,000

$1,000,000

$1,200,000

$1,400,000

$1,600,000

THREE-YEAR PROFIT/LOSS FORECAST

Monthly Gross Income Monthly Operating/Production Costs Monthly Marketing Costs Net Profit



 

Page 28 of 28 

References 

Deloitte. (2016). Media, Journalism and Technology Predictions 2016. London, UK: Deloitte. 

EdSurge Research. (2016). Following EdTech Money: . Retrieved from EdSurge Research: 

https://www.edsurge.com/research/special-reports/state-of-edtech-2016/funding 

Ericsson. (2015). Ericsson Mobility Report. Stockholm, Sweden: Ericsson. 

Khalaf, S. (2016, January 5). Media, Productivity & Emojis Give Mobile Another Stunning Growth Year. 

Retrieved from Flurry Analytics Blog: 

http://flurrymobile.tumblr.com/post/136677391508/stateofmobile2015 

Newman, N. (2016). Media, Journalism and Technology Predictions 2016. Reuters Institute for the Study 

of Journalism. 

Stott, J. (2016, October 6). The Future is Virtual: Why Content is Taking on a New Reality. Retrieved 

from Content Magazine: http://readcontentmag.com/content/future-virtual#.WDto9PkrK02 

Sun, L. (2016, February 1). Virtual Reality in 2016: 4 Stats Everyone Should Know. Retrieved from The 

Motley Fool: http://www.fool.com/investing/general/2016/02/01/virtual-reality-in-2016-4-

stats-everyone-should-kn.aspx 

thedigitalmarketingbureau.com. (2014, September 30). The Facts of Augmented Reality. Retrieved from 

The Digital Marketing Bureau: http://www.thedigitalmarketingbureau.com/tag/augmented-

reality-stats/ 

 


