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Executive Summary

Problem: Many Barriers to Physical Activity for Baby Boomers

There is an overload of information stressing how important physical activity is to maintaining strong overall 

health; however 75% of Boomers still fail to meet recommended activity levels.  This is due to several barriers  

that prevent people from acting on the health information they so actively seek out. 

Market: Meet the Baby Boomers

Baby Boomers—individuals born between 1946 and 1964 with a population of approximately 77 million—will 

represent the largest demographic shift in history  as it will cause the U.S. population ages 65-74 to increase 

by 74% by 2020. Interestingly, once these individuals reach the age of 65, their risk of developing chronic 

diseases and/or other health related issues increases dramatically. According to the American Hospital 

Association, maintaining high levels of physical activity coupled with a healthy lifestyle can help to reduce 

these risks significantly.

Solution: Online Platform to Motivate, Encourage and Empower

LogicaLife™ offers a  is a user-driven online platform dedicated to motivating, encouraging and empowering 

Boomers to engage in physical activities and reach their fitness goals.  The site will help individuals identify 

and overcome their barriers to exercise, develop a roadmap with realistic fitness goals, connect to physical 

resources available in their community, and motivate them to take action.  

Industry Analysis: The Growing Health and Wellness Industry

The Health and Wellness industry is relatively new and is expected to grow to $1 trillion in sales within 10 

years. The Baby Boomers provide a great opportunity within this industry because they are the consumers 

that hold the majority of the disposable income spent in this industry.

Business Model: Internet-Based Content Site

The free services provided by LogicaLife™ will be used to generate consumer traffic. This traffic will then be 

converted into revenue through different advertising models. Also, in conjunction with Healthways, 

LogicaLife™ will offer a premium membership which will then give the member access to Healthways 

assortment of physical activity and fitness resources.

Competitive Analysis and Advantages

LogicaLife™ looks to fill the void created by health information portals and physical activity resources within 

the community by providing services not currently offered.
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Operations and Technology Plan

The operations will occur in 3 stages: Development and Creation, Implementation and Launch, and 

Maintenance and Sustainability. Creation of the website includes front and back-end development, including 

third-party software support. This is followed Implementation and launch, and finally maintenance and up-

keep of the website.

Marketing and Sales Strategies: Reaching the Physically Inactive

The marketing strategy will revolve around local promotion in Phoenix, Arizona, then expand to other cities 

within the U.S. In following years. The promotional strategy includes advertising at local fitness events, public 

relations, sponsorships, and online advertising.

The Management Team and Advisors

The members of the team come from diverse backgrounds including: Management, Marketing, Biochemistry, 

Entrepreneurship, and Economics. Each member will receive a Bachelors in Science with one or more 

majors from the University of Arizona in May 2008. The members have strong background in marketing, 

consulting and organizational improvement. In addition to being an active community member, the team is 

passionate in finding new ways to help individuals change behavior for their personal betterment. 

Financial Analysis

LogicaLife™ has generated a financial analysis to establish, promote, and grow its business.  The initial use 

of funds will be dedicated to hiring professional software engineers, developing a site infrastructure, and 

marketing and promotional activities. Under medium demand projections, LogicaLife™ expects a year five 

EBITDA of $19.9 million and a Year 5 valuation of approximately $42 million.  Positive earnings will be realized 

in year three with rapid growth in subsequent years. 

Financial Summary:

" Investment Requested: $2.6 million

" Cash Positive: Year 3

" Break Even Point: Month 28 

" Pre-Money Value: $1,381,553

" Projected Year-5 EBITDA: $19,934,264

" Projected Year 5 Acquisition Value:  $41,749,611
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Problem: There are Many Barriers to Physical 
Activity for Baby Boomers

There is an overload of information stressing how important physical activity is 

to maintaining health; however 75% of adults are still insufficiently active. This 

is due to barriers that prevent them from realizing the true benefits of physical 

fitness.1

Baby Boomers have access to a variety of sources for health related information as  

well as several options of ways to engage in physical activity.  Currently, 74% of 

Boomers use the internet to find health information on a regular basis.2 

Despite actively seeking out this information, 75% of them do not achieve 

recommended levels of physical activity.1  Essentially, people are getting the 

information they need—whether it be from their doctor, a friend, or a website—but 

they fail when it comes time to act on that information.  Why do they fail?  They fail 

because there are several barriers to physical activity that must be overcome 

before individuals can turn information into action.  Barriers include the following:

• Social

• Friends, coworkers, family members can have high levels of 

influence over our attitudes toward, beliefs in, and participation in 

physical activity. 

• Location 

• Distance from gyms, parks, trails, etc.

• Weather (too hot, too cold)

• Personal

• Lack of motivation or support

• No time or no money

• Health

• Chronic diseases and health issues can strain/limit physical activity options

• People think that because they feel healthy that they are healthy enough not to exercise 

(reactive vs. proactive argument)
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2 Boomers International

“The baby boomers are 

aware that exercise is impor-

tant, which makes it easier 

for architects, developers, 

seniors center management, 

fitness facilities and equip-

ment designers. They don't 

have to sell boomers on the 

idea that exercise is good, 

they only need to provide 

the opportunities.”

! -Colin Milner, CEO

! International Council 

! on Active Aging

“Programs, classes, and fa-

cilities that will attract 

boomers to engage in physi-

cal fitness are needed.”

! -Journal of American 

! Dietetic Association



Oftentimes, these barriers create a roadblock that prevents people who have information about exercise from 

actually getting up and implementing that information in the form of physical activity.

Figure 1. Adults believe in the statement that they should exercise more than they do already.3

Thus, the key to getting people to participate in physical activity is to remove the roadblock between 

information and exercise by creating a program that will effectively help motivate individuals to recognize, 

cope with, and overcome these barriers.  

Healthways Can Reach a New Market of Consumers

Given the core competencies of Healthways and the large Baby Boomer population 

(analyzed in the next section), Healthways has a strong opportunity to extend its services 

directly to this new market of consumers. Along with LogicaLife™, Healthways can help 

Baby Boomers overcome the challenges they face in meeting recommended levels of 

physical activity,
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The Market: The Baby Boomer Population

Meet the Baby Boomers

Currently, over 220 million adults live in the United States, and while they all come from different 

backgrounds, cultures, and geographic locations, they all have one thing in common—they all need to stay 

healthy.4
#The largest demographic group within this population (representing one out of every three adults in 

the United States today) is the Baby Boomer, and these Boomers will play a vital role in the future of the 

health and wellness industry.5

Baby Boomers—individuals born between 1946 and 1964 with a population of approximately 77 million—will 

represent the largest demographic shift in history  as it will cause the U.S. population ages 65-74 to increase 

by 74% by 2020.6 Interestingly, once these individuals reach the age of 65, their risk of developing chronic 

diseases and/or other health related issues increases dramatically. According to the American Hospital 

Association, maintaining high levels of physical activity coupled with a healthy lifestyle can help to reduce 

these risks significantly.##

Notorious for spending before saving, Boomers are projected to work much longer than previous generations 

in order to help monetarily justify their current lifestyles and spending habits. They literally cannot afford to get 

sick, and oftentimes are forced to find ways to remain in the workforce.##

Boomers Relationship to Health and Fitness

Boomers have much higher expectations in terms of health care than any other previous generation. They 

refuse to accept pain and potential health issues as simply being a result of aging and instead actively seek 

out health information. Despite their efforts to access health information, over 45% of Boomers say 

that they do not have the time to act on this information (i.e. participate in physical activity) even 

though 75% of them recognize that sports and fitness are an important part of helping them stay young. 

Sadly, over 15 million Boomers admit that they should exercise more often, but consistently use 

their busy schedules as an excuse not to.7

Boomers are Connected

The majority of Boomers recognize the power that the Internet has in today’s world. As of 2006, 

approximately 33 million Boomers are accessing the Internet on a regular basis.6#They have become 

increasingly dependent on the Internet for finding personal and work-related information, establishing and 

maintaining relationships, and simplifying and planning their busy schedules.#In fact, Boomers are 
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approximately 18% more likely than the average adult to admit that the Internet has changed the way they 

work, communicate, and live.# With specific interest to their health, Boomers are avid users of health 

information websites such as WebMD and Revolution Health.# For example, Boomers are 14% more likely 

than non-Boomer adults to register for and participate in health websites.# Because of their busy 

schedules, many Boomers turn to these websites for their health questions and issues before visiting their 

doctors.7

Figure 2. Boomers sources of health information and the value they see in each source.

Market Segmentation

Need Based Segmentation

Marketing efforts will primarily focus on two distinct market segments. Segment A is made up of Boomers 

who are/were physically fit, but who no longer have an adequate outlet for their desire to stay fit.  These 

individuals seek out the opportunity to meet and connect with other Boomers who share similar interests in 

fitness and physical activity. From swimming and biking to tennis and golf, these Boomers want to stay 

active. Segment B also focuses on the Boomer population, but specifically on those Boomers with less 

active lifestyles. These sedentary Boomers tend to face several barriers to physical activity (i.e. lack of 

motivation, health restrictions, no time) keep them from meeting their required amounts of physical activity.  

Despite these barriers, Segment B needs to find ways to stay healthy and become more physically fit. 
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Segment A: Stay Active Segment B: Get Active

Demographics

Age 48.3 years 47.7 years

Married 56% 42%

Working Yes Yes

Education Majority college educated Mix of high school and college

Median Income $57k with large % of $75k+ $50k with moderate % of $75k+

Lifestyle

Interests Improving health, career 

advancement, camping, hiking

Health foods, getting active, self 

improvement, diets, family 

oriented activities, moneymaking 

opportunities

Entertainment International travel, sports, 

internet

Sweepstakes, traveling with in 

the US, television

Fitness Biking, gym activity, jogging, Walking for health, reading and 

looking up information

Usage Behaviors

Gym Memberships More likely to take advantage of 

gym memberships

Likely to have at one time 

purchased a membership, but 

used it infrequently

Physical Activities Biking or jogging regularly, more 

likely to participate in scheduled 

activities like tennis, golf, and 

hiking

No consistent physical activities

Market Quantification

There are 77 million Boomers in the United States, all of which should be concerned with physical activity, 

one of the largest contributors to better health. However, it is unreasonable to assume that we would be 

getting 77 million members to register, as well as the financial costs it would take to market to this cohort. In 

Segment A, there are roughly 24 million households members across the United States that has 

identified staying in shape and physical fitness as a top interest.8 Segment B is smaller at around 13 

million members.8 Combined, we have a target market size of 37 million potential households to connect 

and empower to be active. 
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Solution: Online Platform to Motivate, Encour-
age, and Empower

LogicaLife™ is a user-driven online platform dedicated to motivating, 

encouraging and empowering members to break through their barriers and 

engage in the physical activities that will allow them to reach their fitness 

goals.

Recognizing Physical Activity Barriers

Provide health assessments in order to understand the main challenges the member is facing in regards to 

becoming more physically active.

Develop a Fitness Roadmap with Goals

After viewing results of the “Barriers Assessment,” the member is able to devise goals to increase physical 

activity that bypass the identified challenges. They then develop a roadmap that includes milestones that will 

help keep them on track to accomplishing their goals.

Receive Guidance and Support

LogicaLife™ provides the following tools and resources in order to overcome the social, location, personal, 

and health barriers that were identified:
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• Online Community

People connect with People

• Database of local resources for physical activity

Find activities to do in the local community and sign-up or add to calendar

• Reminders for motivation

Get reminders to motivate and encourage more physical activity

• Online calendar to manage goals

Allows people to manage and track goals step by step

Healthways Resources for a Premium Membership

• Fitness Center Network

• Fitness Center Access

• Class-Based Activities (MSROM, Yoga, Pool, Circuit)

• Face-to-Face Advisement

• Discount Rates to other Fitness Center Services
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Mission Statement

" Our mission is to earn a profit encouraging Baby Boomers to become 

" more physically active and lead healthier lives.

Vision Statement

! LogicaLife™ delivers a physical activity health and wellness platform 

! centered on the “call to action” and and providing actual physical 

! fitness resources. This philosophy allows us to make a real emotional 

! connection with the consumer by motivating and encouraging them to 

! greater fitness through one unique website. Thus LogicaLife™ 

! strives to empower consumers to be a partner in their own health.
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Business Model: Internet-Based Content Site

The free services provided by LogicaLife™ will be used to generate consumer 

traffic. This traffic will then be converted into revenue through different 

advertising models. Also, in conjunction with Healthways, LogicaLife™ will 

offer a premium membership which will then give the member access to 

Healthways’ assortment of physical activity and fitness resources.

Figure 3. This figure shows the positioning of LogicaLife™ 

in the market as well as the sources of revenue.

Sources of Advertising Revenue

In order to convert the traffic the website generates into revenue, LogicaLife™ utilizes a variety of business 

models, such as the following:

• Advertising (Cost per click, CPC)

Advertisers pay (based on the nature of the advertisement) a fee related to the number of 

people who click on an ad. Since LogicaLife™ is in a niche health fitness market, it will be 

able to charge slightly more for its advertising services.

• Affiliate Marketing (Cost per action, Cost per lead)

LogicaLife™ will attract and maintain a number of “affiliates” who will sell their products and/

or services directly or indirectly through the website, in exchange for a commission. This 

revenue stream will be based on a CPA (cost per action) or CPL (cost per lead). 

Premium Membership Revenue

• Premium Content

LogicaLife™ offers premium subscription to access Healthways assortment of resources. 

Members pay a monthly fee to gain access to valuable articles and resources provided by 

the website and Healthways.
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Building Customer Relationships

As a physical activity and fitness website geared towards Baby Boomers, building a personal and emotional 

relationship with each member is crucial. The following factors will play a role in developing and fostering this 

relationship:

• Brand Name/Strategic Partnerships

LogicaLife™ will establish itself as a valued service for these Baby Boomers to increase their 

physical activity levels and reach healthier lifestyles. Also, the strategic partnership with 

Healthways will bring credibility of proven results to help validate LogicaLife™’s mission.

• Quality of the Site

LogicaLife™ will develop a high-quality and appealing website from the start to help establish 

a name for quality and ease of use.

• Quality of Customer Service

LogicaLife™ will help build strong relationships with its customers by providing a high level of 

customer service and working to solve every issue that may arise.

• Ability for Other Customers to “Rate” Services

Using the online community and forums, customers will be able to provide feedback on the 

services provided by LogicaLife™. This will allow LogicaLife™ to adapt and create new 

services to meet the needs of its customers.

• Ability for Customers to Reach Someone

Representatives of LogicaLife™ will be available via telephone or email if any customer has an 

issues regarding the services provided. The voice call reminders will also serve to build a 

relationship—the customer will interact with the same voice allowing them to become 

accustomed and associate the voice with LogicaLife™.

Value Chain Positioning

As Figure 3 indicates (page 11), LogicaLife™ is positioned between Baby Boomer consumers and the 

Healthways organization. This will open Healthways to a new market, namely the consumer realm, and give 

Baby Boomers new options for fitness and physical activities.

Value Proposition

Healthways—LogicaLife™ adds value to the Healthways organization by establishing a new customer base 

for them. This brings in new sources of revenue, diversifies their existing business operations, and hedges 

the company against fluctuations in corporate/government wellness contracts.

Baby Boomer Consumers—LogicaLife™ brings value to consumers in the following manners:

• Community to connect to other people with same interests

• Motivational reminders to be active

• Personalized pages

• Local resources database for physical fitness activities

• Better health
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Industry and Competitive Analysis: The Growth 
of Health and Wellness

Health and wellness is a rapidly growing industry that, within the next ten 

years, will see an additional $1 trillion dedicated to it.9 

What is the “Wellness” Industry?

Wellness industry: Products and services provided proactively to healthy people—that is, those without an 

existing disease—to make them feel healthier and look better, to slow the effects of aging, or to prevent 

diseases from developing in the first place.10

The Baby Boomers’ Health and Wellness Industry

In the year 2002, wellness in America was already a $200 billion industry; about half of that is composed of 

the $24 billion spent on fitness clubs plus the $70 billion spent on vitamins and minerals.

Fueling the rapid growth of the wellness sector is the consumer group known as the Baby Boomers. 

Accounting for nearly 30% of the U.S. population, the Baby Boomers have an estimated annual spending 

power of $2 trillion.11 In fact, Boomer spending accounts for 50% of the economy.8

Competitive Environment

LogicaLifeTM looks to fill the void created by health information portals and 

physical activity resources within the community by providing services not 

currently offered. 

In addition to these major online health forces, there are hundreds of smaller websites that attempt to offer 

unique services for those interested in physical activity and fitness. However, few of them are able to offer the 

services that LogicaLife™ will.
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Competitive Environment Gaps and Opportunities

Online 

Communities

Ask a Health 

Expert

Online Calendar 

to Manage Goals

List of Local 

Physical Activity 

Resources

Motivational 

Reminders

! ! !

! !

! !

! !

! ! ! ! !

Competitive Advantages: What We Bring and How we Differ

1. Healthways Inc. Strategic Partnership

!

The utilization of Healthways resources (“legos”) helps build a strong foundation for the direct-to-consumer 

market. Since Healthways is a well established organization within the health and wellness industry, the 

existing tools and resources will both be used and modified to fit the needs of the Baby Boomer market. 

The Healthways resources that will be utilized within the premium memberships to Baby Boomers include:

1. Fitness center network/access

2. Class based activities (MSROM, yoga, pool, circuit)

3. Face to face advisement

4. Discount rates to other fitness center

Currently, the competition does not connect the consumers to physical resources. The Healthways broad 

network will give the consumers the advantage to choose local personalized programs offered by 

Healthways to better fit their needs and expectation to lead a healthy life. In addition, the extensive 

network of facilities throughout the United States will allow LogicaLife™ to grow and build a solid customer 

base at a more rapid rate. In return, unlike other existing competitors, LogicaLife™ can offer Healthways a 

targeted audience for their services.

2. Our Resources Motivate, Encourage and Empower on a Personal Level

LogicaLife™ helps the health-conscious individual overcome the gap between information and action by 

providing access to the physical resources (i.e. gyms, fitness centers, exercise classes, sports leagues, etc.) 

necessary to accomplish his/her goals. Currently, competitors such as WebMD and Revolution Health offer 
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great informational tools to help guide and direct individuals who are interested in living healthier lives. 

However, they fail to completely motivate the individual to go out and take action in living a healthier lifestyle.

We Motivate by Reminding Boomers of Their Goals

ElIZA-#Eliza is a technology company that 

specializes in design, development and hosting 

of speech recognition#software applications 

exclusively in the healthcare industry. The 

phone-based programs automate the 

collection#and sharing of#information between 

patients, providers and healthcare organizations  

with personalized and conversational 

interactions.# 

Given the lack of readily available personalized 

patient centric service motivational tools, Eliza’s 

phone technology is used to send motivational reminders to customers.

This tool functions in the following ways:

• Send voice reminders, tips, facts, etc. via telephone calls 

• Help motivate with personalized information specific to individual health needs 

• Allow call-transfers for additional information if necessary 

Eliza encourages people to "go out and do it." This tool has proven to be successful in several areas within the 

healthcare industry, and it has also generate positive feedback from millions of users.

"Hey John, I'm calling to remind you about your workout at LA Fitness. Make sure to hydrate 

yourself!"

"Hey Joanne, you mentioned you were interested in going hiking this weekend. Well, it's a 

beautiful day, and the trail is a mile away!"

"Hey Jill, the yoga class you were interested in is today. Should I connect you to 

them?"
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We Encourage by Providing Community-based Interaction 

Social Network (Forums)- A community 

based forum will help develop a social 

community. Communication between 

people within a given city, state, or world will 

further enable personalized support to 

connect individuals with each other and 

encourage positive behavior. 

LogicaLife™ will build a personalized social 

network to compete to manage the lives of 

people while connecting them to areas of 

the community in which they live. The forum 

will serve to be more personalized, but still 

informative, in comparison with those of the 

competition. 

The forum will function in the following ways:

• Allow people to ask questions, get answers, and obtain information and ideas on how to live 

healthier from other individuals with similar goals

• Serve as an open or personal communication platform between registered users

• Categorize health related issues for ease of use and accessibility

• Community forums will also allow people to communicate with behavioral and health professionals 

around the nation for information and suggestions to improve/maintain a healthy lifestyle

We Empower by Placing the Community at Your Fingertips

Location Finder- LogicaLife™ offers a "finder" 

that gives users the option to locate and choose 

a variety of physical activities in the community.

• Pick and choose which activity best fits 

your fitness goals (i.e. tennis, golf, 

hiking, etc.)

• Learn about upcoming physical events 

in your community (i.e. 5k run)

• Organize your upcoming physical 

activities on a personal calendar and 

sync with ELIZA reminders

Personalized Calendar- A personal calendar 

will place the power within the customers hands. 

The calendar will allow users to manage and keep 

track of both short and long-term goals. 

Source: Revolutionhealth.com

Source: Google Earth
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Operations and Technology Plan

The operations will occur in three stages: Development and Creation, 

Implementation and Launch, and Maintenance and Sustainability. 

Development and Creation

In the development of the website, there are two points-of-view that need to be taken into consideration. 

They are the front-end, or what the user experiences, and the back-end, the technology that makes it all 

work.

The Front-end—What the user experiences and interacts with

• Design of the site: Higher end and sophisticated, targeted towards Baby Boomers tastes

• Usability: Easy to use; maximum of 5 clicks to get from home-page to page of interest

• The site-map

• Features and Functionality: (described below)

• “Sticky-ness”

• Personalization: User profiles as well as own online calendar allows members to create their own 

physical fitness experience

The Back-end—The technology and fulfillment that makes everything happen

• Choosing a platform: Web 2.0 technology and applications

• Customer service: Members would be able to contact LogicaLife™ if they experienced any 

difficulties

• Software: Third party software will be used to increase ease and speed of development

LogicaLife™ will hire a team of web designers and software engineers to create the functional website that 

would integrate the features described. Also, third-party software vendors will be used to create the features 

rather than developing them from scratch.

Online Community

To create the online communities, software companies such as Lithium or 

LeverageSoftware will be utilized. They have established names and 

competency in the areas of social media, allowing LogicaLife™ to 

leverage their expertise in creating communities targeted towards the 

Baby Boomers. Also, health experts including physicians and experts in 

other physical fitness areas will be hired to monitor and provide feedback 

to members.
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Database of Local Physical Activity Resources

Finder to Locate Local Resources: A constantly updated database will be created that users would 

be able to query in order to find local physical fitness activities. They would be able to search by location 

and/or type of physical activity.

User-generated List: As a off-shoot of the online communities, there would be a section on the 

website that allows users to post physical fitness activities that they know of in their areas. This would be 

integrated with the “finder” database so that users can easily and quickly find activities.

Motivational Reminders

Phone: ElIZA Corp. is a company that specializes in healthcare voice calls using 

automated software. LogicaLife™ plans to utilize their services to place reminder phone 

calls to members based on their preferences and online calendar of activities.

Email and Web Alerts via Online Calendar: These alerts will be also integrated with 

the online calendar sending reminders to members on days they have schedule physical activity.

Online Calendar to Manage Goals

The online calendar would work in the same manner as Google™ Calendar does, allowing users to 

update and add events. Once the calendar is updated, it allows for reminders to motivate members to 

continue their physical activity.

Implementation and Launch

In order to implement and launch the website, LogicaLife™ will lease web hosting services from a reputable 

source to ensure that it will be up and running all the time.

Maintenance and Sustainability

The team of web developers, webmasters, and software engineers will maintain, update, and expand the 

website as new customer demands are created. 
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Marketing and Sales Strategies: Reaching the 
Local Markets First

The marketing strategy will revolve around local promotion in Phoenix, 

Arizona, then expand to other cities within the U.S. In following years. The 

promotional strategy includes advertising at local fitness events, public 

relations, sponsorships, and online advertising.

Promotional Strategies

In its first year, LogicaLife™ plans to launch a $200,000 marketing campaign directed towards our segments  

in Phoenix, Arizona. While membership will be available to everyone across the United States, it is more 

effective to target smaller areas in order to build up membership numbers from the start. 

LogicaLife™ will utilize different promotional strategies to increase the physical activity of Boomers.  These 

marketing strategies will create awareness and brand recognition among the company’s potential 

membership base.  

• Arizona Events: LogicaLife™ will setup booths and materials at local events that share in the 

same markets. Promotional sources include marathons, biking events, triathlons, and sporting 

tournaments. For example,  Arizona events such as the PF Changs Rock’n’Roll Marathon, the 

FBR Open, the Race for the Cure, the Arizona Tennis Association are prime targets for 

promotion.

• Local Businesses: Our target market also enjoys healthy food, outdoor activities, and status 

events. Keeping this in mind, we want to promote ourselves at pro-shops, country clubs, and 

sporting goods stores. We would like to host tennis clinics, or fitness classes at gyms to bring 

potential members to us. 

• Sponsorships: Eventually, we would like to sponsor biking, swimming, and running events that 

our members can participate in. Initially, we may want t partner with pre-existing events in order 

to get our name associated with physical activity.  

• Online Advertising: A good portion of our target market is very active online, owning at least 

one home computer, cell phones, and using the internet for information, banking, and financing. 

With this in mind, we plan on advertising on sites such as WebMD, Google AdWords, and sites 

dedicated to particular physical activities. 

• Public Relations(PR): LogicaLife™ will use have a strong focus on PR in order to promote our 

name and create brand recognition. We will submit press releases to all media outlets, news 
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sources, and radio stations in the Phoenix metro area.  Examples of these publications are The 

Arizona Republic, The Scottsdale Tribune, and stations such as KVOA.

This basic template will move from geographic market to geographic market. We have identified cities where 

our target markets exist not only high numbers but in high percentages compared to the population as 

whole. These cities include San Francisco, Los Angeles, Denver, and Atlanta (green dots). 
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The Management Team and Board of Advisors

Ravi K. Goyal - Operations Manager

Mr. Goyal will receive his B.S. in Economics and Entrepreneurship with Honors and his B.S. in Biochemistry 

with Honors in May 2008. He has experience in forming companies like TelegentCom, LLC., a 

telecommunications consulting firm. Mr. Goyal has experience in detail management and operations through 

his internship at the Tucson Fiesta Bowl where he helped organize and manage philanthropic events around 

the community. 

Andrew J. Loeb - Financial Manager

Mr. Loeb is currently a senior at the University of Arizona and is set to graduate with honors in May with a 

double major in business economics and corporate entrepreneurship.  Mr. Loeb has a strong interest in new 

venture consulting and has developed a sound entrepreneurial skill-set from his training and experiences with 

SCORE.  As a result, his analytical, problem solving, and communication skills will prove valuable to the 

success of LogicaLife™. 

Amar P. Patel - General Manager

Mr. Patel is an undergraduate honors student at the University of Arizona. He is currently obtaining a B.S. 

Focused in Business Management and Entrepreneurship. He also has a pre-medical science background 

with a minor in Chemistry. Mr. Patel has over 1 years worth of experience within the behavioral health as well 

as pre-hospital emergency medicine field. In addition to an excellent scholastic record, Mr. Patel has 

participated in community service through local organizations, business internships, and healthcare 

experience. 

Brad R. Wulff - Marketing Manager

Mr. Wulff has experience during his tenure as the Marketing Director for ASUA, one of the largest student 

governments in the country. With only a budget of a few thousand dollars, he implemented media kits, PR, 

grass roots efforts, and traditional marketing materials effectivly and on a budget. Mr. Wulff has motivation 

and desire to take LogicaLife™ to the publc by storm. He has practical knowledge on the web technology, 

able to write and understand HTML, CSS and basic scripts, as well as a foundation in graphic design. 

Involved in many student orginizations during his time at the University of Arizona, Mr. Wulff has developed a 

personal and private network that will be invaluable in taking LogicaLife™ to the next level. 

Advisors:

Jim Jindrick - McGuire Entrepreneurship Program Mentor

  

Business Plan! 21



Current Status and Timeline

Current Status: Development Stage

LogicaLife™ is currently in the process of developing the website, conducting further market research, and 

implementing initial marketing promotions.

Timeline

!
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Financial Analysis

Financial Overview: 

LogicaLife™ is currently seeking $2.6 million in equity financing to establish, promote, and grow its business.  

Initially, LogicaLife™ plans to focus its efforts in the state of Arizona. Assuming relative success, LogicaLife™ 

hopes to expand throughout the entire southwest within five years of inception.  

The initial use of funds will be dedicated to hiring professional software engineers, developing a site 

infrastructure, and marketing and promotional activities. Under medium demand projections, LogicaLife™ 

expects a year five EBITDA of $19.9 million and a Year 5 valuation of approximately $42 million.  Positive 

earnings will be realized in year three with rapid growth in subsequent years. 

Proposed Use of Funds:

The majority of our use of funds will be for soft expenditures like 

advertising, employee compensation, and website development and 

maintenance.  These areas are of primary interest to LogicaLife™ because 

they will help fuel growth, promote demand for our services, and recruit 

quality trained professionals to help serve our customers.  The success of 

the DTC physical activity motivation program will initially depend heavily on 

marketing and promotion activities.  

Financial Projections:

Revenue and Demand Growth

LogicaLife™ expects revenue and member numbers to be relatively conservative during its first year as the 

company works to refine the web portal, develop a strong user base, and attract advertising revenue from 

third party sources. 

As a result, Year 1 revenue is expected to total 

approximately $61,000, and is broken down as 

follows: $45,000 in membership revenue and 

$16,000 in advertising revenue.  LogicaLife™ 

forecasts that in the first year its site will have 

6,900 unique users visiting each month and 278 

active premium memberships.  As LogicaLife™ 

develops itself in the market, the company expects 

revenues and membership to increase significantly 

from the first year.  In fact, in year 5 LogicaLife™ 

projects that it will have revenues in excess of $50 

Misc.
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Site Development

7%
Marketing

30%

Salaries/Wages

58%

Membership Revenue Ad Revenue

0

15,000,000

30,000,000
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million, with $36.4 million in membership revenue and $13.7 million in advertising revenue.  In addition, the 

company estimates it will attract over 2.1 million unique individuals per month, and have approximately 

82,000 active premium memberships in Year 5.  

Active Users

0
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2,250,000

3,000,000
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6,962 104,017
406,454
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Profitability

LogicaLife™ expects to realize positive cash flows 

in month 22, and its break-even point will 

occur in month 28 once sales reach 

$428,581.  EBITDA is expected to grow 

rapidly and reach a year 5 value of 

approximately $19.9 million.  The following 

graph compares annual revenue to 

EBITDA over years 1-5.  (Note: Complete 

annual statements can be found  in 

appendices)

EBITDA Net Sales
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Potential Investor Return 

LogicaLife™ is looking to raise approximately $2.6 million in equity financing, preferably from a single 

investor.  Given projected demand conditions, this value will allow the company to meet all of its cash 

obligations, and it will also cover three months of operating expenses should the company run into any 

unforeseen fluctuation in cash flow.

Assuming a 60% discount rate, the NPV of discounted cash flows or the pre-money value is $1,381,553. 

After incorporating an estimated terminal value of 5%, LogicaLife™ has a projected value of approximately 

$42,000,000 in Year 5.  In return funding, LogicaLife™ hopes to provide its investor with a return between 

$25-28 million in Year 5 or approximately 10 times initial investment. 

Financial Summary:

" Investment Requested: $2.6 million

" Cash Positive: Year 3

" Break Even Point: Month 28 

" Pre-Money Value: $1,381,553

" Projected Year-5 EBITDA: $19,934,264

" Projected Year 5 Acquisition Value:  $41,749,611
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Appendix A: Financial Assumptions

Revenue Assumptions

• LogicaLife™ will collect revenue from two sources:

" Advertisement revenue

" Membership revenue

• Membership revenue is based on an average membership price for access to Healthways’ services will be 

$50/mo and will be collected by LogicaLife™

" Healthways will receive 75% of this revenue and LogicaLife™ will retain the remaining 25% or $12.50/

member/mo

• Advertising revenue assumptions include the following:

" LogicaLife™ will offer three ad units per page

" Cost-per-Click Model 

" Click-through percentage of 5%

" Cost per click fee of $0.75

" Average member will visit the site 20 times per month (includes both paying members and free 

members)

Cost and Expense Assumptions

• Payroll salaries are based on industry averages and all employees will receive 5% annual salary raises

• Additional operating expenses include the following:

" Web Hosting

" Advertising

" Office Rent

" Electricity

" Travel

• Collection cycle for memberships will be done electronically, and therefore LogicaLife™ expects to collect 

90% at time of sale.  The company allots 10% of collection to come in the following 30 days (this is 

primarily for payments for advertisement real estate on our site)

• Computer and software costs will increase annually by 10%

• 40% of the company’s payments will be made upon receipt of goods and the remainder will be paid n/30.  

• LogicaLife™ has allotted 0.5% return and allowances should membership complications arise

• Cost per membership sold will amount to 4% of the monthly membership

" For an annual membership at $50/mo, LogicaLife™ will spend $24 per member on an annual basis for 

retention purposes

• Payroll taxes are assumed to be 7.65%

• Variable employee benefits will be set at 15% 
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• Federal tax rates will be set at 34% for years 1-5 and state taxes will be set at the Arizona state tax rate of 

6.97% for years 1-5

• LogicaLife™ will allocate $200,000 for advertising expenses in Year1 and will increase this amount 

$50,000 in each subsequent year.  Advertising will not be a function of membership growth for the 

following reasons:

" LogicaLife™’s research has shown that web portals using Web2.0 technology statistically spend less 

to attract customers 

" Healthways advertising will supplement LogicaLife™’s customer traffic

" Word of mouth will increase traffic to our site

Valuation Assumptions

• Terminal growth rate of 5%

• Discount rate of 60% used in valuation

• Our statement of cash flows assumes a single capital call in month one of $2.6 million
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Appendix B: Healthways Financial Calculations

Revenues per Life under Management: $412,308/2,426 = $169.95

Cost of Services per Life under Management: $281,161/2,426 = $115.89
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Appendix C: Financial Statements

Annual Income Statement
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Annual Statement of Cash Flows
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Annual Balance Sheet
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Appendix D: Management Team Resumés

! PROFILE! Amar Patel is an undergraduate honors student at the Univerity of  Arizona. He is currently obtaining a 
B.S. Focused in Business Managemenr and Entrepreneurship. He also has a pre-medical science back-
ground with a minot in Chemistry. Amar has over 1 years worth of  experience within the behavioral 
health as well as pre-hospital emergency medicine field. In addition to an excellent scholastic record, Amar 
has participated in community service through local organizations, business internships, and healthcare 
experience. 

! EXPERIENCE! EMERGENCY MEDICAL TECHNICIAN
Compass Health Care, Tucson, AZ! 2007-Present
Worked at this local medical detoxification facility as an EMT to help treat patients addicted to drugs and 
alcohol. Was appointed to lead EMT of  a team of  four individuals three months after initial hire. 

! ! INTERNSHIP
Rain Bird, Tucson, AZ!  2006-2007
Worked in collaboration with Rain Bird’s training department to develop a comprehensive marketing plan.    
Duties included meeting with company personnel, industry research and analysis, and creative implemen-
tation of  marketing strategy to increase training attendance and revenue for Rain Bird Inc.

!

! EDUCATION! UNIVERSITY OF ARIZONA

Tucson, AZ — B.S. Business Management, 2008
! B.S. Entrepreneurship, 2008
! Minor in Chemisry, 2008

GPA: 3.9
Deans List (3.5+ GPA): 8 consecutive semesters
Deans List w/ Distinction (4.0 GPA): 4 semesters

ACTIVITIES

Alpha Epsilon Delta- Pre-medical fraternity focused on community service
Mortar Board- A national honor society consisting of  35 Seniors focusing on leadership, and service. 

" SKILLS" Languages: Gujarat, Hindi, and beginner proficiency in Spanish

Computer Skills: Microsoft Office Certified, Mac OSX, Microsoft Windows

Volunteer: University Medical Center, Glendale Fire Department, 

! REFERRALS! Jim Jindrick
Mentor in Residence for Corporate Entrepreneurship
University of  Arizona, McGuire Center for Entrepreneurship
Jindrick@gmail.com

WORK 520 3668699! AMAR PATEL! CELL 623 2039529

"

2621 N ESTRELLA AVE. APT 4101   TUCSON, AZ 85705
AMAR2386@GMAIL.COM
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Education

University of Arizona, Tucson, Arizona

B.S. Biochemistry and Molecular Biophysics, 2004-2008; GPA: 3.24/4.0

! Honors Thesis: Characterization of Cancer Treatment Compound

B.S.B.A. Business Economics, 2004-2008; GPA: 3.8/4.0

B.S. Entrepreneurship, 2004-2008 

! Honors Thesis: Business Plan

Cumulative GPA: 3.66

Experience

Student Researcher, Hurley Lab; Tucson, AZ - July 2007-Present

• Conducted scientific research

• Analyzed data using Excel

• Wrote a thesis

Student Consultant, Rain Bird Services Corp.; Tucson, AZ - Spring 2007

• Conducted market research

• Developed surveys

• Wrote a recommendations paper

Student Intern, Rice University, Drezek Lab; Houston, TX - Summer 2006

• Conducted scientific research

• Presented a poster of findings

Intern, Tucson Fiesta Bowl; Tucson, AZ - Fall 2005

• Organized philanthropic events

• Input data into database

• Managed office operations

Achievements

Biochemistry Department Ambassador, 2007-2008

Biochemistry Department Peer Mentor, 2007-2008

Vice President, BIOTeam; 2006-2007

First Level Honors Award, University of Arizona Honors College, 2005 

Dean’s List with Distinction, Fall 2006

Dean’s List, Fall 2004, Spring 2005, Spring 2007

7629 W Libby St

Glendale, AZ  85308

T 602-295-2227

rgoyal@email.arizona.edu

Ravi Goyal
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Andrew Jacob Loeb 

4919 E. Kings Ave                                                                                                    cell: 602.743.6329 

Scottsdale, AZ 85254                                                                                               email: loeb@email.arizona.edu 

  

Education Bachelor of Science, Business Administration 

University of Arizona 

Eller College of Management, McGuire Entrepreneurship Program  

• Major(s): Business Economics, Corporate Entrepreneurship 

• Cumulative GPA: 3.95 

R e l a t e d  c o u r s e  w o r k :  Econometrics, macro/micro economics, new 
venture finance, corporate finance, strategic business planning, 
statistics, business management, business ethics and law, and marketing  

 

Expected: May2008 

Skills/Abilities Management  

 • Organized nationally recognized fund-raising program for a student honorary, which 
raised over $5,000 for UNICEF  

• Executive board member for UA Foundation Student Honorary that assisted in UA 
Presidential Inauguration ceremonies and raised over $3,000 for local charities in 2007 

• Coordinated and co-directed Marriott tennis programs, including corporate tournaments            

 

 Analytical   

 • Conducted extensive market research, forecasted in-depth financials, and analyzed 
competitive landscape in development of business plan  

• Enhanced and critiqued business plans and venture concepts for SCORE clients 

• Professionally certified in Microsoft Excel and proficient in Microsoft Word, PowerPoint, 
and Publisher 

 Communication/Leadership  

 • Developed and maintained a strong list of clients for private, semiprivate, and group tennis 
training programs   

• Met with university alumni, benefactors, and the Arizona Board of Regents to devise 
future tuition plans  

• Active member of Project SOAR Student mentoring and responsible for working with five 
economically/socially disadvantaged youths  

• Consulted with and advised several aspiring entrepreneurs 

Work Experience 

 

 

Intern Consultant                                                                        Tucson, Arizona 

SCORE Consultants to America’s Small Businesses                               (December 2006-August 2007 

 

Tennis Tournament Coordinator and Instructor                      Scottsdale, Arizona        
JW Marriott Desert Ridge Resort and Spa                                             (August 2003-Present) 
 

Honors/Awards 
 

 
University of Arizona Provost Scholarship 
Spirit of Discovery Scholarship 
Emily Mescher Scholarship 
Chi Omega Junior Man of the Year Scholarship 
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