SMILE

PRINT

f or w h en yo u need s o m e po si ti vi ty

Table of Contents
01
02
03
04
05
06
07
08

Smile Print at a Glance
In the Package
Research
Target Customer
Business Model
Marketing Plans
Future of Smile Print
End Note

pg. 2
pg. 4
pg. 6
pg. 9
pg. 12
pg. 13
pg. 14
pg. 16

Smile Print at a Glance
the elevator pitch

Smile Print is a vending machine that supplies users with five different positive emotions of their choice by printing short and uplifting letters in the format of shopping receipts. It draws inspiration from the convenient and easily accessible nature of typical
beverage vending machines to cater position emotions into our
daily lives, whilst assisting in bettering the collective well-being of
our society, one person at a time. Smile Print is a wholesome pillfree alternative, attempting to tackle negative mental well-being
through accommodating users to regain and maintain a positive
mentality when undergoing emotional hardships.
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“Our main objective is to turn as many frowns into
smiles.”

In the Package

The Vending Machine

Power Cable for Printer

A Roll of Receipt Paper

Instruction Manual
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Images:
Affirmations like these are printed from the
vending machine

pg.5

02 In the Package

02 In the Package

Positivity

Research
Problem Identification

User Research

Mental health illness is a growing concern
that must be given greater attention,
not only in the UK but also worldwide.
Extracting the critical pieces of
information revealed from the secondary
research, statistical records show that:

To investigate further in to the realm
of mental health, user research was
conducted.

+ 1 in 4 people are affected by mental
illness at some point in their lives [1]
+ Around 450 million people are
currently experiencing mental illness
symptoms of varying intensities [1]
+ 48% of British citizens diagnosed with
mental illnesses are prescribed drugs,
making medication the most common
treatment [2]
+ NHS UK prescribed a record number
of 64.7 million items of antidepressants
in 2016 [3]

OTHERS
25.33%
LACK IN MOTIVATION
17.33%
SADNESS
17.33%

i. Survey

FRUSTRATION
16%

The survey, comprising of three simple
questions as listed on the right was
posted on multiple social media accounts.
A wide range of information was
deduced from analysing the collected
data. However, the pie charts on the
right most prominently reveals that one
of the most commonly implemented
method of regaining positivity is through
actively seeking affirmation, even though
the format in which the affirmations
are delivered differ depending on each
individual.

DISSAPOINTMENT
14.66%

Question 1:
What negative emotions do you feel the
most often? Please list as many as you wish.

ANGER
6.67%
LACK IN CONFIDENCE
2.66%
SEEK AFFIRMATION
25.33%
ENTERTAINMENT
17.33%
SEDENTARY ACTIVITY
17.33%
PHYSICAL ACTIVITY
16%

Question 2:
How do you deal with negative emotions?
What do you do to regain your positivity?
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CONSUMING FOOD
6.67%
OTHERS
2.66%
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03 Research

SOCIAL INTERACTION
14.66%

Target Customer
ii. Interview
Critical information were also derived from interviewing
multiple individuals within the age range of late teens to mid
20’s, during casual conversation settings. To concisely summarise
the interview findings, some individuals seem to be more prone
to entering into an unhealthy loop of negative thoughts, being
trapped in it, and appear to seek less for positive affirmations.
I hereby share a few paraphrased (and some translated) opinions
expressed by the anonymous interviewees.

“I have difficulties sleeping at night,
because it’s when I’m alone in a quiet,
dark space that I feel an overwhelming
amount of worry due to mentally devising
potential negative scenarios about
my future.”

Smile Print aims to serve a wide range of users including
individuals struggling to maintain a positive mental and emotional
well-being, to those requiring a quick positive energy boost from
simply having a bad hair day. In these ways, negative emotions
are an inevitable aspect of any individual - hence adding greater
value and relevancy to this product.
Smile Print essentially facilitates users to break free from
unhealthy thought cycles through original affirmations (as
discovered from the research), and simultaneously assists in
cultivating the habit to intervene negativity with positivity.
The following page outlines the persona of a potential user, her
story, and a possible scenario in a visualised user journey map.
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“I feel most anxious and frustrated about
my current circumstance when I’m alone. I
wish I can continuously be around and talk
to someone since it helps me to distract
myself from worrying, but that’s quite
impossible since everyone has
busy schedules.”

User Journey Mapping
User Story

Kei, age 21, is a 3rd year graphic design student at The University of the Arts London.
She is a diligent student but time management is not her forte. She has been sleep
deprived for the past few weeks.

Kei is feeling anxious as she is not sure if she can complete all her projects before the
upcoming final submission. She wants to increase her level of faith in herself, but finds
it difficult when facing her neverending to do list.

ONE

TWO

THREE

FOUR

Kei arrives to her studio space on campus
at 9am on Monday morning and finds
her color-coded to-do list after shuffling
through a small pile of documents on her
desk.

Although she has been aware all along
that she is behind on her schedule, she
can’t stop worrying about whether she
can finish all her work by the deadline,
after physically seeing a long to-do list,
predominantly unchecked.

On the way to grab coffee at the canteen,
she passes by a wooden box mounted
onto the wall right beside the door of
the student service centre. Taking a
closer look at the object, shed reads the
tagline and curiously presses the button
captioned “reassurance”.

A small piece of paper with a reassuring
affirmation is printed out. She feels a lot
better and is ready to take actions to
finish her work, rather than worry. She
also decides to tape the letter on to the
wall as a positive reminder.

pg.10

pg.11

04 Target Customer

04 Target Customer

User Persona

Business Model

Marketing

phase one action plan

Revenue Stream

Cost Structure

Overview

Marketing Tactics

Unlike your typical beverage vending
machine, Smile Print does not charge
users every single time they want access
to the affirmations. However, this business
idea will generate revenue following the
business-to-consumer and business-tobusiness model.

Costs to Consider

Although the marketing plan will evolve
as the business develops, I hereby present
our initial plan as a lean start-up.

Owned Media

Individual customers can purchase this
product, through an online shop, and
potentially in the long-run at physical
shops (such as the gift section of
bookstores and independent art shops).

Material
Production
Research & Development
Sales & Marketing
General & Administrative
Labor
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Estimated Profit

£100
£75
£25

*above are the current
costs per unit

Paid Media

Goals:
Receive 10 pre-order requests on the
online shop, partner with 30 institutions
willing to invest in the product
Marketing Tactics:
Mixture of digital and physical marketing

Pay to be featured in magazine articles
and design a public advertisement
posters
Earned Media
As Smile Print disseminates amongst
the public, it will ideally be further
promoted through customers writing
about the product on blog articles,
posting on their social media accounts
and giving reviews.
Face-to-face
Being one of the most important
method for Smile Print, I aim to directly
contact and arrange meetings with
human resource managers at various
organisations. More specifically with
universities, I will contact welfare
representatives of student unions,
student halls and student services.
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This machine can also be purchased
by clients such as corporate firms,
health care institutions, and educational
organisations that are aspiring to invest
in their community’s well-being and build
positive environments. Smile Print can be
installed in any location of your choice
such as in office break rooms, GP waiting
rooms, and university corridors.

Estimated Selling Price
Estimated Production Cost

Duration:
3 months

Set up a website with an online shop,
instagram account and facebook page as
a starting point.

Future of Smile Print
While Smile Print is currently a business idea consisting of a
single product (at its prototype stage) of the same name, I aspire
to develop, as well as expand the project through undertaking
various measures.

Developing the Product
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Smile Print is merely a starting point of an exciting large-scale and long-term project,
hence, I plan to design more tangible products with a similar, if not the same objective
of promoting positive well-being. Below are some of my idea propositions.
Proposition One

Proposition Two

I hope to develop a DIY Smile Print
kit, allowing customers to assemble
the printer themselves after receiving
separated materials in a flat package. The
unique selling point of this product is
its flexibility; Customers will be able to
select the five positive emotions, as well
as customise the content of the printed
affirmation text, through accessing the
Arduino (software used for the machine
to function) template file. The machine
can then be utilised for personal use, in
communal areas within institutions, or
even presented as gifts.

Smile Print can also be designed to come
in various forms instead of the current
five button format, to better cater to a
wider audience. For instance, a course
leader from a university may want to
purchase a smaller printer with a single
large button captioned “reassurance”
to support his/her students during the
period before submissions, whereas a
fast-paced corporate firm may want
to install a printer with three buttons
captioned motivation, happiness and
tranquility.
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In collaboration with product designers and engineers, I aspire
to improve the form, function, internal electric wiring and
coding, whilst developing a wireless printer, to curate a better
user experience. I also aim to research alongside experts in the
field of wellbeing to improve general usability, as well as the
performance of the printer in acting as a solution for mental
health illnesses.

Expanding the Business

End Note

08 End Note

Once again, Smile Print’s main objective is to “turn as many
frowns into smiles”. We hope to become the vending machine
that people go to when experiencing varying intensities of
emotional hardships. We hope to disseminate positivity through
affirmations, because some times, all it takes for you to get back
up and running is just a few words of positivity.
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Contact Us
We look forward to hearing from you:
Smile Print and Co., LTD.
Studio 9A2, Camberwell, London, U.K.
thesmileprint@gmail.com
https://thesmileprint.com
#smileprint
Product and Publication Designed and Written by Anna Tsuda
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