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Background
In the first stages of the topic selection, the team was struggling to find an innovation that was original, innovative and that would really solve an existing problem in the world. Our original approach was to identify a domain with a suboptimal state we could work on to solve a problem and make an innovation out of the problem. As we continued our discussions about several domains based on our daily life, I mentioned some challenges I, personally as an exchange student, was facing during my experience in the United States so far and we soon found a bridge between my experience and the whole project itself – we found a domain, the foreign exchange student programs.
Study abroad and exchange student programs are gaining more popularity every year, not only due to the opportunity to gain knowledge on the field of studies in a different country in a unique perspective, but also having the chance to live in a new country, learning a new culture for a semester or a whole year can be a different experience for many students. However, the new culture can produce some disadvantages for the foreign exchange students since their knowledge of the destination country is solely based on online research and word of mouth. To find the possible solutions for the disadvantages or problems we tried to identify what major challenges exchange students might face, referring to personal experience and opinions from other exchange students.
The first problem that was identified was the lack of assistance for travels; little to none existing services that help students during their stay in the foreign countries, for instance questions regarding the visa, laws/regulations of the respective countries (especially in times of Covid-19), general information about what to be careful of etc. Since many exchange students do not have a person (or a very limited amount of people to ask) who really helps and guides them through the process from obtaining the visa to arriving at campus, many students get confused and lost in the process. Additionally, upon arrival many students do not know how to get to their destinations using public transportation, since the whole public transportation system can only be unfamiliar to foreigners and the students would end up paying a lot of money for a taxi or eventually an Uber. We could soon observe that a platform that lets students exchange and share information not only for the way to come to campus, but also general information or news that might be important for foreigners in the US could be very helpful for the exchange students.
The second problem to be addressed is that there was almost no way for exchange students to meet new people coming from the same country or from the same ethnicity, which in fact is a very important factor for exchange students when it comes to homesickness. Especially introverted people, find it difficult to approach new people in general and for them to find people from their original country by asking people around if others knew any, might be very challenging. By giving the international students the opportunity to connect with students coming from the same country, not only at the same university but also nationwide, students are likely to go back to their original countries without any complaints and instead recommend the exchange program. 
Given all these identified challenges many exchange international students are facing, the team came up with a social media platform exclusively for exchange students going abroad. The platform will allow exchange students to connect with other people from the same original country or from the same ethnicity as the students and they will have the chance to add friends and chat with them, post things to only added friends or to the whole community (same original country/same ethnicity). Further elaboration of the features will be discussed in detail in the following.
The Innovation
There is no other application on the market that will offer the same featurisms. Out of the 6 million international students in the world no application had catered the needs and wants of this target market.  Xchanged proposes multiple functionalities that will not only make it easier for international/exchange students to communicate with others, however, it will also ensure their safety. Safety is Xchanged’s number one priority on this application, that is why it will feature multiple forms of verifications to use the application. 
Before diving into the features of Xchanged, let's illustrate how this application will satisfy our target audience. We micro analysed the target audience to a smaller scope: International Students, Introverted Exchange Student, and Unsecure Exchange Students. This allowed us to better address their needs. By doing so, we have used three forms of User Testing: Formal Interview, Fly on the Wall observations, and an SUS form/ABtesting. This eliminates the initial biases that the team may have before the application development and human error at the end of the deployment. This process was vital to layout what features were wanted and needed within Xchanged. The wants and needs were complex and needed to be sorted into a wireframe. After wireframing the features and uses, we designed a rough high fidelity prototype through Figma and Adobe XD. Aftering wireframing the application we ran another round of testing and SUS forms to finetune the applications features. This helped us split up the needs of the users into different pages. 
The final architecture of the application consists of 5 pages: Network, Uni, Home (landing feed), Profile, and Notifications. Each icon will bring the user to different features catering the different subsets of users. This reiterates that each interaction is layed out with purpose and meaning for the user.
The landing page allows users to interact with other users on a global scale. Here they will be able to see posts from friends, groups, and events. The algorithm will be similar to that of Tik Tok and Instagram. They will also receive news and important information for events regarding the user, that is why data is vital for this application. Users will be able to see reviews and ratings of Schools, Programs, and Homestays.
In the Network page, users will interact in a more personalized way. This page is tailored to show select information from groups and events from a direct connection to the user. This will incentivize users to get out of the door and into their community. This will also allow users to have a better calendly view of their events. And may allow them to share past or current events with others.
The University page will feature a “following” an “followers” list of students, where the user may view their profile. There will also be a school description, its ratings and reviews from students. Relevant posts regarding the school will also be displayed. This will help the user gauge if they like the program or not, if the school is a right fit, and how to communicate with the community there.
The notifications page is like any other notifications page on other social platforms and the profile page will include the users languages spoken, embassy information, and hold personal information such: Visa, Passport, Vaccine card. It will also help track the students' exchange/international journey and their return. They will also be able to see when their next visitation to the embassy will be and when/how to go.

The Challenges & Relations to Johnson
The initial challenge to examine during the development of our application is the feasibility of technology. Through the use of available technologies within our current adjacent possible, Xchanged will succeed in combining available resources to create a finished product. Johnson describes the adjacent possible by stating; “think of it as a house that magically expands with each door that you open.”. As an organization we believe that through a combination of available technologies within the current adjacent possible, our product can open new doors in the domains of exchange programs, social collaboration, and education. The key technological pieces involved in our product are the software for the application itself, as well as the devices by which users will access the application.  Through the use of these available parts, each user will have the opportunity to access our platform and experience the value our service provides. 
Two more challenges to examine during the planning stages of our innovation include a way to test it, and possible societal challenges. Our team identified A/B testing as a useful mechanism for testing our product efficiently in the early stages of development. It is during  A/B testing where two versions of the same product are shown to different groups of consumers in order to see which version drives more productivity. This is a fairly low cost form of testing that could provide our team with useful feedback from the public during development. Societal challenges to examine include user verification and the Coronavirus pandemic. In order to protect every user on our platform , each must be verified by their university or education program as a legitimate foreign exchange or international student. The passport and/or photo ID uploaded to our platform may also serve as a verification factor. The Covid pandemic drastically reduced the amount of both foreign exchange and international students, however, 2021 has seen an increase since the start of the pandemic. With students returning to exchange and international programs, our application will see an increase in the amount of prospective users. The pandemic poses different regulations and information in different areas of the world, through the information aspect of our platform every student will be able to view pandemic information specific to the region they are in. 
 The final challenge to examine during the creation of our application is the current competition within the domain of social media. Examining competition provides a firm with financial goals and information, and also the ability to examine the value created by the products of our competitors and to see where our product fits in. When examining the domain of social media, we observe three major incumbents, which are Twitter, Instagram, and Facebook. Each of these three competitive platforms center their value propositions on social collaboration, and information sharing. For example, a past value proposition from Facebook reads “to 'make the world more open and connected',  a social utility that helps people communicate more efficiently with their friends, family and coworkers.” While this is a positive value proposition, which has led Facebook to major growth as an organization, we at Xchanged feel that our innovation fits into the domain as a more unique platform. While Twitter, Instagram, and Facebook center themselves on social collaboration similarly to one of the key concepts of Xchanged, the fact that our application is designed specifically for exchange and international students makes it an innovative platform, with a more specialized design. When first learning about how to innovate in class, we were instructed to first choose a domain and investigate for problems. This investigation enables innovators to find areas within a domain where a value could be added, better delivered, or removed in the case of a disvalue. During our investigation of the foreign exchange student domain we found a suboptimal state whereby this domain lacks certain values. The three values we built our product around are social connection, information, and reviews for students of their schools, experiences, and living arrangements. Through the implementation of this value proposition, our organization is filling the gap of a suboptimal state and also inserting itself into the domain of social media as a unique and highly specialized player. 

Translation Into Practice
Launching a new app requires an abundance of research on your targeted market and strategic planning for implementation. When analyzing the methods in which we could reach our market, we concluded that building partnerships and operating digital advertising would best serve Xchanged. 
The partnerships would create an alliance between Xchanged and various universities, international schools, exchange programs, and many more. This alliance would come at no cost for the programs to join, and be mutually beneficial. By allowing Xchanged to obtain a master list of exchange/international students in the U.S., it will produce a directory of consumers for the app to develop our audience. Safety is always a priority for Xchanged, therefore acquiring customers through professional exchange programs and universities will help certify dependable users. For instance, we would collaborate with TOEFL (Test of English as a Foreign Language), which is a standardized test to measure non-native speakers' ability to understand the English language for students attempting to enroll in English speaking universities. This exam is a required baseline for all students studying abroad, used by more than 11,000 universities over 190 countries, once again supporting Xchanged’s aim for safety and reliability. The programs that host exchange/international students will be inclined to partner with our app for the simple fact that we are strengthening a gap in their existing domain. While conducting research in the beginning stages of Xchanged’s development, through numerous interviews with exchange students, it was apparent that universities and exchange programs do not assist its students in the ways they need. With the use of Xchanged, we can help answer all the questions students have, connect with people who are in similar situations, and overall enhance the abroad experience, instead of leaving students in the dark to fend for themselves, like they have been for so long. International and exchange programs are more focused on the logistics and business side of hosting students abroad, therefore, Xchanged would be able to cater to the lifestyle aspect for these students, becoming their virtual tour guide, companion, and news source. 
Social media would be another strategy to develop the app into the world. By creating Xchanged profiles on the platforms of Instagram, Facebook, and Tik Tok, we will be able to expand audience reach. Although the apps have some similar social features, they each offer unique advertising benefits. When using Instagram, engaging with frequent stories, reels, and posts will produce a multitude of views and clicks. Instagram produces well-rounded content and will help build a following for the brand. To initiate strong user engagement on Facebook, stories and posts are most beneficial, as this is a prime platform for hitting the target market. These features develop more visibility, which will boost traffic on the app. Tik Tok is rapidly becoming one of the most popular social media platforms, therefore, posting quick tutorials on how to navigate through the app and show first hand user experience will garner awareness to potential new users. Monitoring these Xchanged social media accounts will allow us to post relevant content, better understand what our audience wants from us, and then market our services in a superior fashion. Understanding the metrics behind these platforms will increase our brand image and audience. 
Xchanged adopted a freemium style business model. This type of business model operates on the notion that users can download the app at no cost with basic features, and there is a choice to upgrade to the premium version which provides more features. The decision to take on this business model was heavily discussed, and we found it would be the best cost saving, user friendly, and most favorable for a new app on the market. By offering the app for free, users are more inclined to download and it can lead to a faster revenue, than charging our consumers with an initial cost.
The vision for Xchanged is to assist students studying abroad in the most effortless style. The main value proposition of Xchanged focuses on safely connecting foregin students in America. Looking at who we wanted to target for our market, we found the exchange and international students from Rutgers, Princeton, and TCNJ would be our starting point. We would employ app developers to expedite the creation. Marketing and promotions will be supplied by social media platforms, as mentioned Tik Tok, Instagram, and Facebook. Organizations Xchanged would partner with would include Education USA, National High School Model United Nations (NHSMUN), and Test of English of Foreign Language (TOEFL); these partnerships create secure alliances with our niche consumers. Distribution channels would be served through emails, phone calls, and word of mouth. We would reach out to potential partners via phone and rely on good app feedback to be passed along from person to person. Xchanged would collect revenue from the streams of social media, donations, and advertisements via google ad sense. We found that using already existing or free avenues will be the most cost effective and beneficial for integrating Xchanged into the real world.  

Funding and Projections
Our application has a business model with a long term and reach target audience. In our long term projection we aim to reach 6 million International students and the remaining exchange students. However, to start off we aim to reach 50,000 monthly average users (MUA). This was calculated from our local universities and their reach. Rutgers emailed us in regards to their pull, they have over 9,000 international students from 125 countries, an overwhelming 2,000 more than the numbers they’ve reported (post pandemic). This not only ensures that international student retention was not affected locally, however retains a saturated amount of target users, allowing Xchanged to start with one leg up. Not only does Rutgers New Brunswick, have an overwhelming amount of potential users, however, they have influence by programs: IDIA, NHSMUN, PHILMUN. With word of mouth our application can influence potential students and future exchange students. Rutgers also has other branches of schools in other locations: Rutgers Camden, Rutgers Newark, Rutgers Medical School, Rutgers Agricultural School.... By targeting local universities like Rutgers and TCNJ, we can reach 50,000 potential users within the first year.
What else can Rutgers provide beside users? Rutgers is funded by a staggering amount of international donors. These private donors are alumni and potential students of the university. They would not only benefit from this application, however, they would ensure safety for themselves and their children. What parent wouldn't want to invest in the safety and security of their child? This app would benefit their social life, student logistics, and security in a foreign country. 
On the other hand, established institutions like Rutgers would donate to Xchanged for publicity and public school donation requirements. This app would aid a good chunk of their student population, by ignoring this demographic, their HR would be in shambles. How can a big institution like this handle the security of over 7,000 students in one branch? Afterall, negative reinforcements are more memorable than the positive ones. The legendary horror story of transfer students affects the decisions of their future students...especially in such a politically polarizing climate: Black Lives Matter and Asian Hate.
Educational Institutions like this would invest for data. In the world of machine learning, AI, and the metta verse; data seems to be the driving force behind money and power for big corporations. This application would offer annual feedback to the universities published by verified and honest students. The data would be flowing in continuously, allowing for an annual report on the schools performance. It is a win-win situation for both students and institutions. 
TOEFL is another program we would reach out to for funding. TOEFL creates an exam that is used by any international or foreign student who wishes to attend school in the United States: that would be well over 3 million students in High School and University. If that retention goes down due to fears of transferring, TOEFL will lose their profit. However, with the invention of Xchanged, it would not only ensure the same amount of students post pandemic but increase the amount. 
With 50,000 users within the first year, Xchanged will have made a minimum of  $6,528 annually from google adsense. Xchanged’s API worth within the first year would be an estimate of $250,000. With adsense and an API worth from one user, the total revenue would be $256,528 minimum from one user. Within the first year, the application would have paid off the developer cost of 200,000 (minimum) with no additional deployment costs. How is this possible? We would hire college developers: Database, Cloud Computing, Security, and Fullstack. We would guide them to use Github and AWS ECS & RDS for the free tier services. AWS would be free for the first year, allowing us to only pay for developers.








