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Statement of roles and responsibilities 

 

Marketability of Tunable Fourier Transform Spectropolarimeter 

 

Marcin Bednarski- Marcin took care of the operations in regards to the project. He met with all 

the required contacts and conducted interviews with the necessary personnel. He also worked on 

all of the recommendations which were presented to Tech Launch Arizona. 

 

James Meglio- James took care of the in depth research in regards to the market for the 

technology. 

 

Ron Rojany- Ron did in depth research on the technology itself. He was also in charge of the 

thesis showcase.  

 

Everyone above took an active part in preparation of the presentation which was given on April 

27
th

 and the defense which took place on that day. 

 

LifeFit Venture 

 

The above mentioned people were in the same venture group in the entrepreneurship program 

and the distribution of roles was similar. James was in charge of the finances for the venture, 

Marcin was the operations manager and Ron was a market analyst. The venture project and 

business plan were developed throughout the entire year and every group members worked an all 

assignments and provided sufficient input.   



 

 

 
Researching the marketability of the Tunable Fourier Transform Spectropolarimeter. 

By: James Meglio, Marcin Bednarski, & Ron Rojany 

Abstract 

Through various primary and secondary research methods, a University of Arizona technology 

from the Optics Department was analyzed in terms of new venture viability and sustainability in 

Southern Arizona. Tunable Fourier Transform Spectropolarimeter (TFTS) has applications in 

military, biology and astronomy by using polarization to distinguish different objects such as 

cancer cells. The technology measures details of how an object within an image can change the 

polarization of light compared to how other object in that same image changes the polarization. 

Innovative aspects of the technology include tenability, achromaticity and the bandwidth size. 

The technology however only worked in a laboratory setting and further development was 

ceased due to lack of funding and interest from outside investor groups. Primary data sources 

included the inventor (Dr. Dereniak), the lead optics licensor (Amy Phillips), cancer center 

employees (Dr. Bartels, Mr. Yozwiak), and patent application. Secondary sources included, but 

not limited to, informational databases, medical journals, optical journals, office of technology 

transfer, and small business innovation research. Based on information gathered and consulting 

work, two recommendations were presented to increase the likelihood of the University 

benefiting from innovation: 

 Addition of an Innovation Fund to yearly Tucson conference called Idea Funding. 

Innovation Fund is a $50,000 prize for the most promising technology based on detailed 

criteria. Along with the prize, remaining competitors would receive needed exposure to 

increase funding possibility. 

 Creation of a research funding position at the Office of Technology Transfer. It would be 

the duty of this employee to research and aid in the grant application process for all of the 

technologies at the OTT. 
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Introduction 

 

The honors thesis project within the McGuire Program for Entrepreneurship proved to be a 

difficult, yet rewarding, inquiry into a neglected technology created here at the University of 

Arizona. The technology is a Tunable Fourier Transform Spectropolarimeter (TFTS), and our 

team was tasked with learning about the technology, researching the market potential, and 

providing recommendations to improve the technology transfer process at the University of 

Arizona. 

Technology 

The Tunable Fourier Transform Spectropolarimeter is an optical imaging device that was 

developed by Dr. Eustace Dereniak and graduate student Michael Kudonev. With over 15 

patents to his name, and over 30 years of experience in the Optical Sciences department, Dr. 

Dereniak is a leader in the Optics field. The technology he created measures the details of how 

an object within an image can change the polarization of light, compared to how other objects in 

the image change the polarization. Through the use of this device, objects that were once hidden 

from view can now be seen clearly.  

Due to the multitude of markets in which this product could be used for, we have identified the 

three biggest markets in which the TFTS could be used. The medical imaging, surveillance, and 

astronomy fields would value this technology greatly, each with its own highly specialized use. 

In the medical imaging field, one such use would be for cancer detection. The TFTS could 

hypothetically tell the difference between normal and cancerous cells, and it would be a far more 

precise imaging tool than is currently used. The surveillance field could utilize the TFTS as well, 

by using the different polarizations to differentiate between tanks and camouflage due to the 



 

different polarizations of metal and foliage.  The astronomy field could also use the TFTS to find 

objects, such as planets and stars, hidden in nebulous clouds. The opportunities are immense in 

just about every field, but the biggest problem facing the TFTS’s marketability, according to Dr. 

Dereniak, is that there is not enough funding to provide specialized TFTS solutions to these 

markets. 

SWOT Analysis 

Now that we’ve discussed the functionality of our technology, we want to go into a detailed 

SWOT analysis of the Tunable Fourier Transform Spectropolarimeter within its market and 

industry. The strengths of the TFTS are its innovative nature, its ability to be accurate and 

precise, the option to be a tunable device, and the achromatic nature of the TFTS. What actually 

triggered the innovation of our technology will be discussed a bit later, but the TFTS is 

innovative. It utilizes polarimetry, a technique that has not been put into practice before in this 

way. Polarimetry avoids the problems that the current technologies run into in the infrared 

wavelength because the crystal retarders allow the system to run more smoothly. This new 

method also makes the TFTS more accurate and precise than its competitors. The ability of the 

TFTS to employ this innovative technique allows the results to be much more accurate and 

precise, which then equates to better performance of the technology and a stronger product in the 

marketplace. Another strength of the TFTS is the fact that it is tunable and achromatic, two key 

essential functions of the TFTS that will be explained in more detail later. These functions, 

however, are absent in all competitors and result in a strong advantage for our technology.  

 

The weaknesses of the TFTS are the fact that it can’t be used in the field yet. It is currently 

limited to laboratory functionality, since the vibrations from outside the lab destabilize the 



 

system’s ability to produce the same accurate results that it does in the lab. Another is the 

difficult user interface. Currently, it takes a physicist or high-level grad student to even operate 

the TFTS, which obviously presents a weakness in terms of bringing our technology to the 

market. The user interface needs to be brought to common customer level before this weakness 

can be eradicated. 

 

In terms of opportunities in the marketplace, we see many. There are multiple ways that this 

technology can be applied, which broadens the market through which the TFTS can enter and 

penetrate for customers and sales. Big opportunities include the medical industry, to scan for 

cancer cells and scan the eye for eye-health screenings, the security industry for surveillance and 

detection to decipher hidden objects such as tanks beneath trees, and lastly the astronomy 

industry to spot a possible planet within a nebulous cloud. There are so many ways through 

which this technology can be applied that if we can get it to be functional in the field it would not 

fail to find a niche in either market through which it can efficiently operate.  

 

Although it does have these multiple market opportunities, the TFTS faces a few threats as well. 

The main threat that the TFTS is facing is its lack of funding. This strong technology has been 

developed and patented, yet it is struggling to make it out of the lab because of the low levels of 

funding and manpower that the OTT and the U of A get. This results in many U of A patented 

technologies to fall by the wayside because of a lack of support and attention. Another threat, 

which plays off the prior threat, is that the TFTS could get crowded out of the market. As this 

polarimetry technique starts to materialize throughout the industry, more inventors will begin to 

employ it within their own project. We are worried that, as more time passes without funding and 



 

a usable product, the TFTS could get crowded out of the market completely. Acting quickly 

would benefit the TFTS and help avoid this approaching threat.  

 

The TFTS has a pretty solid SWOT in place, so now we would like to move forward with what 

triggered this innovation. The current technology that was in place did not employ this 

polarimetry technique, but it did result in some basic results of what the TFTS does. These 

results were not at the same level as the results that the TFTS were creating. The current product 

had very low resolution, which would make it difficult to read, and it had uncorrected dispersion. 

Uncorrected dispersion is what occurs when the light refracts off of the object and loses some of 

its clarity in terms of the resulting reaction. This dispersion of the light spectrum and atoms 

would not be corrected and would be left as it was, which equated in questionable results. The 

inventors of the TFTS, and Dr. Dereniak, saw these problems and saw the opportunity to create a 

technology to fix this. Through polarimetry, they not only fixed the problems of low resolution 

and uncorrected dispersion, but they also created a technology that brought forth three even more 

important characteristics. The TFTS brought forth tenability, achromaticity, and a much larger 

bandwidth. The tenability allows the TFTS to function successfully across multiple channels, and 

can be adjusted to work in many different setting and scenarios. The achromaticity allows the 

resulting light spectrum, on the multiple channels, to keep its full spectrum without getting 

mixed up across channels. This full spectrum allows the light to be refracted more accurately and 

precisely, which gives us stronger and clearer results. The large bandwidth is just helpful because 

it allows the TFTS to handle a much larger load of data at one time, as well as more jobs in a 

day. This simply increases the effectiveness and efficiency of the technology. As you can see, the 

inventors saw a fundamental problem in a technology and an opportunity to fix it with an 



 

innovative new method, and did so quite well, adding more attributes along the way to make it a 

very strong tool in its multiple industries.  

 

Defined Market  

Now that we understand the technology and innovative competitive advantages, it is important to 

establish which markets this technology would enter. It doesn’t really matter what product you 

have or how cool it is, if there is no demand or established and sufficient market for it, it’s 

useless. Fortunately, this is not the case for the TFTS. Although there are many uses for the 

TFTS, we really wanted to attack the lowest hanging fruit in terms of market size and sector. We 

funneled the industries and market sizes down to two main markets: the global medical imaging 

equipment market and the security/surveillance detection market. This is as specific a market as 

we can get for the TFTS since it really can’t be applied to any specific field yet. We see these 

two markets as the strongest opportunities for the TFTS to succeed and really help people.  

 

The global medical imaging market is a strong and growing market. It currently consists of 11 

billion dollar annual sales, and is growing at a 6% compounded annual growth rate. There are a 

lot of big players in this market, such as GE, Siemens, and Philips, however none of them 

currently carry a technology such as this on its product lines. The specific use within this 

industry, as stated before, would be the cancer screenings and eye tests to find cancerous cells 

amongst healthy cells and more effectively measure the health and eyesight of people’s eyes. 

There is definitely a comfortable niche market available for the TFTS to jump into and grab a 

large share of revenues and profits from the big players. This is the strongest market for the 



 

TFTS to enter and we think it gives it the best chance of succeeding and providing the U of A 

with licensing revenue. 

 

The other market we see as a strong opportunity is the security and surveillance detection 

market. This is an absolutely massive market that has 68 billion dollars in annual sales, and that’s 

funneled down to the specific surveillance detection market. Security and defense as a whole is 

even larger. This 68 billion dollar market is growing at a fast 12% compounded annual growth 

rate and also has big players such as Lockheed Martin, Northrop Grumman, and Tucson’s own 

defense contractor Raytheon. With the heightened sense of security these days and all the 

attacks/threats that circulate on a daily basis, this market is only going to get bigger.  

 

Since this surveillance market is so large and such a great opportunity, we wanted to break it 

down a little more to validate the decision to enter this market. First, we broke down the security 

detection by sector. There are six sectors for this market: air, food, water, plant, human, and 

animal. Food is focused on the USDA and safe products being put into stores, animal and plant 

also focus on the USDA but are handled on a more agricultural level. There is also water, which 

is the basic security of our drinking water from possible attacks or leaks. But the two sectors that 

we want to focus on with the TFTS is the Air and Human sectors. Human is the obvious one in 

that it handles the Department of Defense and Homeland Security. This is the Army and basic 

military protections that the US provides to its people. The other we can utilize is Air. Another 

use of the TFTS, which could be used in this industry, is the Air sector, because the TFTS can be 

used to detect and categorize aerosols, which comes in handy for possible biological attacks 

through the postal service, or any other possible method. The Air and Human sectors of our 



 

defense are definitely the two main ways we can get into the surveillance industry. Going further 

into this, we broke down the 68 billion in funding by the allocation of the funds in terms of level 

and department within the government. The levels of government who receive this funding are 

split into 6 categories: Department of Homeland Security, State and Local Homeland Security, 

Other Federal Departments within Homeland Security, Homeland Defense, Private Sector 

Homeland Security, and Intel. Community/Counter-Terrorism. When broken down, the State and 

Local level of funding receives the most at 24%, whereas DHS gets 19%, Counter-terrorism gets 

19%, Other Fed departments gets 17%, homeland defense gets 20%, and the private sector gets 

11%. This validates that fact that a quarter of the 68 billion dollar market is funneled through 

local and state levels of security. This creates great opportunity for TFTS within the Tucson and 

Arizona community. Although a strong national market is great, seeing so much of the market 

share available at that level gives smaller community projects a chance to grab some share of that 

revenue. 

 

Arizona Environment 

Now that the market has been defined and established, we want to narrow the focus of this 

technology within the local Tucson and Arizona markets. After all, this is a University of 

Arizona invented and patented technology, and we would like to see the licensing revenue and 

utilization of the product itself within that local community. In terms of the medical imaging 

equipment market, there are a variety of companies in the medical imaging and cancer screening 

business that could benefit from TFTS. Companies such as Professional Image Inc, the American 

Eye Institute and Laser Care, and Assured Imaging, all of which are here in Tucson, could all 

gain a competitive advantage over other companies by implementing this technology. There is 



 

definitely a need for a technology like this here in Tucson and Arizona in terms of the security 

detection market. We obviously have the third largest defense contractor in the US here in 

Raytheon, and we also have the large issue of border patrol and surveillance with Mexico. Both 

of these create strong opportunity for TFTS right here in Tucson. 

 

This product has had a pretty interesting rise through its development. The basic timeline 

illustrates its process. Basic product development began around 2004, where they then continued 

to work on the invention and bring it to fruition around early 2007. In October of 2007, the 

University of Arizona filed for a patent for TFTS. Then, starting in 2008, the basic 

commercialization process began where the school looked into possibilities for funding in order 

to bring TFTS to the market. Unfortunately, not too many opportunities for funding came to 

fruition and the technology couldn’t really be brought to the market in 2008 or any years 

following. This brings us to the current state of the TFTS technology. It is really unfortunate 

because, currently, this great technology is basically just sitting on a lab shelf somewhere not 

being utilized or worked on. It is not being actively pursued or advertised to anyone in the local 

markets or even within the school. We spoke with doctors here at the cancer center at the U of A 

hospital, Dr. Hubert Bartels and Michael Yozwiak, people within the astronomy department, and 

countless people within related industries, and no one really has heard or knows about TFTS. 

Once we break it down to them, everyone gets really excited and spoke about its many 

possibilities of being used within their specific company. However, even the people within the U 

of A community, didn’t really know what it was. The other part is that, although it’s a great 

technology and can do so many things within the lab, people aren’t taking it too seriously 

because it is still not usable in the field and hasn’t been developed into a prototype to show to 



 

these folks. The technology itself isn’t even listed on the OTT website. It is just unfortunate 

because the TFTS has fell by the wayside, because of the lack of manpower and funding 

supporting it, and it has so many undiscovered possibilities. We hope that it can be taken out of 

its current state and reignited with some funding so we can bring a field-operating prototype into 

the market.  

 

Research Methods 

We quickly wanted to highlight the main research methods we used in collecting this data for our 

thesis project. Our main primary research were contacts such as the inventor, Mr. Dereniak, who 

helped with the basics of the process of bringing the technology through its invention process 

and the basic uses for the technology in the marketplace. We then spoke with Amy Phillips, who 

is the licensor in the OTT who handles the optical technologies. She helped explain the basics of 

the OTT and how it functions and handles the technologies itself. She also assisted in 

understanding the TFTS a bit more and the science behind how it works. We went through the 

archives at the OTT and got the physical patent application, which explained its innovative 

nature and competitive advantages over other similar products. As mentioned above, we spoke 

with Dr. Bartels and Michael Yozwiak within the U of A cancer canter as well as prior 

professors within the astronomy department and individuals in companies throughout Tucson. 

We then also had basic secondary research based heavily online through the SBIR, OTT, and 

Innovation websites, informational databases, Medical Science Journal for Optical Devices, and 

the Kalorama Information- Global Market for Medical Devices market research report. Our 

research spread far and wide but we believe that it was all high quality information that led us to 



 

validated conclusions to help TFTS succeed within not only Tucson and Arizona markets, but 

national markets as well.  

 

Recommendations  

Idea Funding 

 

During the course of the investigation of the technology, it was discovered that one of the major 

difficulties that faces most of the technologies at the University of Arizona is lack of funding. In 

order to help alleviate this problem, addition to a current Tucson initiative is being suggested. 

 

Idea Funding is has been a part of the Tucson entrepreneur community since 1995 when it was 

established focusing on innovation commercialization and entrepreneurial economic 

development in Southern Arizona. The Eller College of Management and many of the influential 

firms in the Southern Arizona who attend this daylong retreat sponsor it. It is essentially a 

conference for individuals interested to bring new products or services to market. Entrepreneurs 

and investors who attend the conference are engaged in face-to-face speed pitching allowing the 

ventures to gain exposure and hopefully funding. While it is a great networking opportunity, a 

few companies have been lucky to gain the funding that they seek. There are two awards 

available to participants, Thomas R. Brown Award and the Emergent Entrepreneurs Award, 

however none of them provide substantial funding.  

 

An additional award called Innovation Fund is proposed in the sum of $50,000 and given to the 

best exhibitor, best developed or most promising venture concept in need of funding. Each 

contestant would be required to produce a statement of need prior to the competition. The 



 

objective of the Innovation Fund would be to support projects that would enhance commercial 

value of University of Arizona’s intellectual property assets. The financial support would be 

extended to an individual technology for a period of six months. It is recommended that Tech-

Launch Arizona becomes a sponsor of Idea Funding and helps subsidize the $50,000 award with 

its budget.  

Each participating technology would be given ten minutes with five minutes question/answer 

session to present to the panel of judges. The criteria which has been developed to judge the 

competition includes the following: 

 The technology’s novelty and need 

 The market definition 

 The stage of the technology 

 The impact the funding will make 

 The legal issues surrounding the technology 

 The principal inventor’s commitment to commercialization 

 The design of the project 

 

This solution could be included within Idea Funding schedule however preferably, it should be 

made an extension and consist of its own full day of activities therefore extending Idea Funding 

to a two-day event. The latter solution would also allow to bring in experts and interested 

companies, in the given industries that will compete for the funding, allowing for an increased 

exposure of the technologies in the particular field.  

 



 

What is very important about the proposed solution is that it would have a two-fold benefit. First, 

it would provide one technology with the possibility of getting some of the needed funding to 

move the innovation forward. Second, it would increase the chances of other technologies 

present in getting funding from outside investors present. By giving the formal ten-minute pitch, 

each technology or venture would have a higher probability of gaining traction. Along with the 

higher probability comes the increased exposure in the technology’s industry by interacting with 

invited experts and companies specific to the technology’s area.  

 

Research Funding Position at Office of Technology Transfer (OTT) 

 

This second recommendation is also aimed to eliminate the problem of funding for a technology 

or innovation at the University of Arizona by creating a Research Funding Position at the OTT. 

Before the details of the recommendation are provided, it is important to understand what has led 

to the formulation of this proposal.  

 

Relating back to our original technology discussed, Dr. Dereniak mentioned that apart from 

money, as an inventor, he also needs time. As a researcher in the optics department with many 

patents under his name, Dr. Dereniak says that he does not have time to pursue funding himself 

as the optics department invents a lot of things. In addition, through interviews with Amy 

Phillips (chief licensor at the optics department) it was concluded that projects are often “pushed-

out” of the OTT too quickly. As a result, if they are not in the proper stage prototype stage for 

example and they do not gain traction, the efforts to commercialize it will be put on hold as 

another innovation is pursued. The TFTS, which was investigated, is a perfect example of this 



 

occurrence. The University Cancer Center was contacted regarding the technology. Dr. Bartels 

and Mr. Yozwiak expressed interest in the technology but stated that it is nowhere ready to be 

adopted by the Cancer Center because of its halted laboratory development stage. Cancer 

screening companies in the Tucson area have responded in a similar way. The technology is 

simply not ready for commercialization, which is why it has not gained any traction in the 

industry and efforts to pursue it were abandoned. Just like TFTS, many technologies are not 

developed enough before they are presented to the industry, which presents a major problem as 

well as lost opportunities.  

 

Due to the conclusions that primary investigators at the university often do not have time to 

apply for their own funding, and the funding is crucial in order to further develop the product 

before it gains traction, a new position is suggested to be implemented at the Office of 

Technology Transfer. Out of the twelve person staff at the OTT, most of them are in charge of 

legal proceedings in regards to the technologies and have to prioritize. Amy Phillips mentioned 

that in the optics department alone she has so many active projects that she cannot tend to every 

technology herself – best ones come first. It has been proven in the entrepreneurial world 

however that it is not always the most likely winner that will yield the highest return on 

investment. Every technology therefore deserves personal attention and since that attention often 

cannot be provided, the new position would at least tend to each technology in the most crucial 

area of funding. It would be in the person’s job description to focus on all the grant possibilities 

for all of the incoming OTT technologies, to work directly with the inventors and primary 

investigators on grant applications, and track the technology through the entire grant process. 

This solution would ensure that each technology coming into OTT exploits all of the possible 



 

funding options and reaches the highest possible development stage before it is presented to 

outside inventors or companies. As a result, each technology would have a greater chance of 

gaining traction and being commercialized.  

 

Referring back to TFTS, Dr. Dereniak mentioned that the a good niche for the technology would 

be to look into optometry due to the fact that polarization has not yet been used in the industry 

and there are properties internal to the eye which allow polarization to more accurately determine 

how good the eye is. SBIR grants have been researched and there is in fact a grant that pertains 

exactly to this area of study. The grant is offered by the National Eye Institute in Optometric 

Imaging with the solicitation reference PA-12-088. In more detail, the grant is offered in the 

strambismus, amblyopia, and refractive error section for new tools and techniques for vision 

screening. Anyone interested in this grant and TFTS would need to fill out the grant application 

and apply for phase I funding in the amount of $250,000 renewable for two years. Phase I would 

be used to further test the viability of TFTS and to specialize it for eye use. If the research would 

yield positive results, Phase II could be obtained in the amount of $750,000 for three consecutive 

years upon which a prototype is made and the product is commercialized.  

 

To conclude, our team worked very hard throughout the semester to study this technology and 

analyze the ways in which it can be brought to the market and how the OTT can become more 

efficient in dealing with these technologies for the U of A. We believe that our recommendations 

listed above should help with this process. We also hope that our technology, the TFTS, will get 

funding and pushed into the market because we not only believe that it has the ability to make 

money, but also provide the priceless alternate value for helping people’s lives. 
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LifeFit Executive Summary 

  

Business Summary: Within the $727 million pedometer industry, health and fitness products, such as Google 

Health and the Jawbone UP, have had great success in attracting customers to their products, but have failed 

repeatedly in motivating and engaging these customers. We propose the development of an app-based fitness 

platform, which will use the concept of game mechanics to reduce the number of “one-and-done” users. Using a 

simple fitness-tracking bracelet, one’s daily fitness performance will be “gamified,” or turned into a game, by 

incorporating weekly team competition, points, and badges. By pairing users up in teams, we will use the proven 

concept of team competition to engage and increase the lifetime value of the typical fitness consumer. 

Customer Problem: The $143 billion global market for devices and accessories shows that people are paying for 

products to help them with their weight; yet, when hardware is unsupported by a competitive platform, these 

individuals often stop using these products within 30 days of initial use. Just using the available hardware accounts 

for an initial increase in exercise, but has little to do with long-term sustainable motivation to exercise. 

Solution: LifeFit is creating an app-based fitness platform where people compete on teams every week. Each team 

member contributes to his or her team’s overall performance by exercising, which will be detected by our bracelets, 

and therefore integrated into the game. By creating inter-dependence amongst team members, our goal is to establish 

a sense of obligation to exercise as the collective team depends on the individual contributions. Accordingly, fitness 

platforms incorporating competition are proven to increase the likelihood that a customer stays engaged with the 

product. Within the game, points are given to individuals for their own exercise accomplishments and to each of the 

winning teams every week. Ultimately, those points will dictate levels, badges earned, and social status/ranking.   

Target Market: The market we are entering is a blend of two unique markets, pedometers (hardware) and gaming 

(software). The pedometer industry is comprised of 25-65 year olds, which make up 81% of the market and $589 

million in annual sales. In addition, women more often than men are actively seeking to lose weight through the use 

of fitness devices. On the gaming side, the average consumer is 37 years old, and women over 18 are the fastest 

growing demographic. Overlapping demographics indicate the ideal market is women between ages 25 and 65. 

Business Model: The cost of our bracelets will be $54.99 per unit. In addition, we will be providing an optional 

service at $2.99/month for a premium offering that allows users to cash in points earned. On average, the bracelet 

sales will represent 76% of our total revenue and recurring service revenue will represent 24% of our total revenue.  

Competitors: Jawbone UP is our most direct competitor, and they were able to sell ~40,000 bracelets and generate 

$40 million in revenue in their first month. In addition, they were able to secure $120 million in funding prior to the 

release of their bracelets. The simplicity of our bracelet firmware and the optional premium subscription will allow 

us to sell our bracelets at just $54.99, giving us a price advantage over our competitors. In addition, Fitocracy, our 

benchmark fitness gaming company, was able to grow to 100,000 users in just 5 months.  

Sales/Marketing Strategy: While Fitocracy has generated 100,000 users with only $150,000 in funding for their 

free web-based platform, we project an average cost of customer acquisition of $25.52 in the first year because we 

are selling bracelets alongside our free phone-app platform. That number will drastically shrink in year 2 to $14.16 

as we scale up and will continue to shrink until it is $9.14 in year 5, as fewer marketing promotions will be needed 

to generate sales over time. Because we are incorporating a Bluetooth component that connects our bracelets to our 

phone-based app, we will be distributing through electronics stores and sports retailers (both of which our 

competitors have done) in addition to making our product available over the Internet.   

Competitive Advantage: Our main competitive advantage is our unique blend of hardware and software. While the 

concept of an activity/motion-tracking bracelet already exists, it has never been blended into a game where team-

based competition is the backbone.   

Financial Projections:  

Year 2013 2014 2015 2016 2017 

Revenues $250,000 $1,350,000 $2,600,000 $6,000,000 $11,900,000 

Expenditures $270,000 $1,250,000 $2,450,000 $5,210,000 $9,300,000 

Net Income $(20,000) $100,000 $150,000 $790,000 $2,600,000 



 

 

Company Stage Prototype Ready 

Previous Capital $80,000 

Monthly Net Burn $6,000 

Pre-Money Valuation $350,000 

Capital Seeking $150,000 

      *We will have been in business for 8 months prior to our seed round of financing 



 

Opportunity 

 

The weight loss and weight management industry is well documented. Struggles all across the globe are 

rampant, but in North America, it is even more of a pressing issue. With 50% of women and 33% of men 

actively trying to lose weight, there is a definite customer pain without a comprehensive and ubiquitous 

solution in sight. In addition, people are tracking their exercises more frequently, which is represented by 

the increasing sales of pedometers in North America.  With sales exceeding $727 million in 2010 and a 

compound annual growth rate of 4.5%, tracking activity and calorie burn is becoming increasingly 

popular in North America.  

Motivating people to stay active over an extended period of time is one of the main issues with obesity. 

Furthermore, simply presenting a user with data from a pedometer or other activity-tracking device, even 

if presented in a graphical format, has been unsuccessful in creating such motivation. Google Health has 

attempted this, giving people every piece of heath information possible in an appealing, easy-to-read 

format, but they were forced to shut down operations in just months. It is not the data people truly care 

about seeing; it is how that data is manipulated and made engaging. 

Failure of Google Health and Jawbone Up 

Google Health 

Google and Jawbone created archetypal failures in the health technology field with Google Health and the 

Jawbone UP. However, with these failures they have also provided the market with immense 

opportunities by letting other companies succeed where they came up short.  

Google Health was a voluntary personal health information centralized service, which provided users with 

a simplified and visual representation of their health data. After four years of providing the service, 

Google decided to shut it down because it did not have the anticipated impact the company hoped for. 

The problem with Google Health was that it provided the data and nothing more. Users saw no value in 

Google Health because it did not change their behaviors, and this is where the opportunity arises.  

While data is important, it will not enact behavioral change on its own.  

Jawbone UP 

On the other hand, the Jawbone UP utilizes the power of wearing sensors on the body to gain valuable 

data. However, this product was also unsuccessful in pleasing customers. Jawbone failed because of a 

hardware issue, but they had a growing problem with their user experience as well. Where Google 

excelled-Jawbone failed, and where Jawbone failed-Google succeeded. Google had a fantastic user 

interface but there was a lack of real-time data, and Jawbone had developed great hardware (with a few 

critical flaws that led to its recall) but had a very basic user interface.  

Merging wireless sensors with an intuitive interface is only half the battle, as this is only the foundation 

necessary to create behavioral change.  

 



 

Solution 

The question is, with the healthier options available today because of stricter food regulations and 

policies, why do people continue to struggle with their weight? Even with the new products that are trying 

to engage people in an environment of personal accountability and social community, no company has 

contemplated the option of team competition, which promotes an environment of accountability and inter-

dependence.  

By creating a platform that allows people to compete in groups, we hope to tackle the issue of sustainable 

motivation to exercise. Competition inherently affects people so that they want to be the best. 

Psychologically speaking, losing is a deflating feeling, and being responsible for someone else losing is 

even worse. By developing a platform that incorporates both inter-dependence and accountability through 

team competition, we plan to improve the landscape of pedometer usage and sustainable motivation 

indefinitely. 

The solution is broken down into two parts, hardware and software. The hardware is the means to an end, 

and serves as a way for users to be on an even playing field. However, the core competency of LifeFit lies 

within the unique phone application platform we are developing. Bracelets will track fitness data, which 

will be sent wirelessly to a user’s Smartphone application. On that application, they will join teams and 

compete for points, rankings and badges. Because we are ultimately an “app-centric company,” we will 

be outsourcing our hardware manufacturing, but keeping web-based social platform in-house.  

LifeFit Platform 

 

The Platform 

As proven, presenting the data is not enough. Putting it into a platform that engages the users by 

promoting competition and dependability is where we plan on differentiating ourselves. By utilizing a 

concept called “gamification,” and the incorporation of game mechanics into an existing platform, we 

plan to engage the users so that they not only have more fun exercising, but that they feel more obligated 

to do so. It has been proven that competition increases people’s engagement and commitment to a specific 

activity, and we are using this proven human behavior to develop the backbone of our platform (The 

Effect of Competition on Physical Activity: A Randomized Trial, 2010). 

 

 

 



 

Weekly Team-Matchups 

Upon registering their bracelets, users will join teams that they will compete with on a weekly basis 

against other teams. Upon registering their bracelet, they can choose an existing team to join or choose to 

create their own team, in which they can invite friends to join. Teams can consist of two or more 

individuals and can be freely named directly by the creator of that team. If a team does not have 2 or more 

people, that team will be encouraged to join a default team in order to compete. Every member of a team 

will be responsible for contributing to their teams overall performance each week, where their physical 

activity is translated into points. The winner of the weekly matchup will be based on whichever team has 

the highest average total of team points.  

 

LifeFit Weekly Matchups 

 

Points 

Users will sync their bracelets wirelessly with their phone where all of the accelerometer outputs are 

turned into actionable data such as calories burned and steps. Using a pre-developed formula, all of that 

data will be converted into a universal point system where the intensity of people’s actions dictate the 

level of points. Users will earn points for their individual performances but those points will also 

contribute to the team’s score for that week. At the end of the week, all of the winning teams will earn a 

pre-determined amount of points for all of the individuals on that team. 

Levels and Badges 

Another part of gamification is the incorporation of levels and badges. As people hit certain point 

milestones, they “level up.” In other words, users will graduate to new levels after they have completed 

and earned a certain threshold of points for their completed activities. At certain levels, they will earn 

badges, which will serve as symbolic incentives for users. There will be 10 different badges, each earned 

at different level. Earning a badge is much more difficult than moving up a level, as there are over 100 

levels, and just 10 badges. Levels, badges, points and rankings are all viewable to the public so that users 

feel a sense of pride in their accomplishments. The LifeFit achievement badges can be seen below.  

LifeFit Achievement Badges 



 

 

   

Leader Boards 

The ultimate goal is to collect as many points as possible, which will be reflected on the leader board. The 

leader board is displayed all throughout the day so that people have an incentive to work hard. The leader 

board will display total points, the badges earned, the level, the sex, the location (by geographic area) of 

that user and their overall record. By using our model of team based competition and publicly displayed 

results, we will look to increase fitness performance and length of product usage.  

The Bracelet 

As previously mentioned, the demand for pedometers, and more specifically, new stylish pedometers is 

massive. A popular trend right now is silicone bracelets, as was first exemplified by the success of both 

Livestrong bracelets and PowerBalance bracelets. LifeFit is a silicone bracelet that tracks your activity 

and fitness levels by using a 3-axis accelerometer, where the data is sent wirelessly through Bluetooth 4.0 

to a smart phone.  

 

LifeFit Bracelet 

 

 

Core 



 

Competency 

Our core competency is our unique social platform. Because our core competency is not hardware-based, 

we are going to be outsourcing the manufacturing of our bracelets to Kyto Electronics Inc. in China, 

where they have the experience and capacity to produce quality hardware in large quantities. 

Our software will be controlled and constantly monitored internally because the interfacing and 

presentation of our data is what sets us apart when compared to existing products.  Our Chief Technology 

Officer (CTO) will be in control of our database and our customer relationship management (CRM). We 

are going to control a mountain of valuable data, which can be used for the development of future 

applications and may open the door for future partnerships. 

Creating the complete user experience is our number one priority, which is where a large portion of our 

early focus is going to be directed. Making sure that we have a platform that is engaging and motivating 

to the users is the foundation of our company, and by perfecting that experience, we will see the greatest 

levels of success. Higher user engagement leads to lower churn rate, and lower churn rate leads to higher 

lifetime value of our customers.  

Competitive Advantage 

LifeFit LLC has a number of competitive advantages over the competition. It is innovative in the sense 

that it will be the only equipment that allows users to compete on a team level with others in the 

community to further enhance long-term health goals. 

 One of the immediate competitive advantages is the price point. There is no equivalent hardware 

on the market for less than $100. Life Fit will provide the user with the technology and additional 

feature for nearly half of the price of competitors. 

 LifeFit has an advantage in effectiveness. By joining team to compete each week, the level of 

engagement will be higher than individual-based competition or personal goal setting. The team 

will encourage each member to push their limits, reach their goals and inequitably earn more 

points for the team and themselves. 

 The team competition aspect in itself is a market advantage as it symbolizes a novel, innovating 

component of game mechanics that has yet to be applied to the health and fitness industry.  

The strategy of LifeFit LLC is therefore to be a focused price differentiator when it comes to managerial 

practice and the business model.  

Industry Analysis & Target Market 

 

Industry Analysis 

 

The weight management, health and nutrition industries have been increasingly popular and growing 

within the past 20 years. A lot of it is due to the increasing obesity problems globally, but primarily in 

North America. As health decreases, so increases the health market. It is predicted that the global weight 

loss market will be valued around $586.3 billion by the year 2014 (Global Weight Loss & Diet 

Management Products & Service Market, 2010). This is derived from the compounded annual growth rate 

(CAGR) of 10.9% from the years 2009-2014 (Global Weight Loss & Diet Management Products & 

Service Market, 2010). Of this, the United States alone carries $310 billion of the industry and a CAGR 



 

of 12.2%, with Europe following behind at $238 billion (Global Weight Loss & Diet Management 

Products & Service Market, 2010). The following chart breaks down the industry and shows their values 

through the past and coming years. 

 

 

Weight Management by Product 

 
 

 

This market is just now beginning to explode and there is no market leader in terms of revenue or market 

share. Companies are just starting to establish themselves and get funding from investors to move 

forward, although no company in our industry does exactly what we want to do in terms of team-based 

gamification.  

 

Global Market Size 

The global market for device and accessories was a whopping $143 billion in revenue in 2010, with a 

compound annual growth rate of 12.9% (Global Weight Loss & Diet Management Products & Service 

Market, 2010). More specifically to that however, is that the market for pedometers was $1.8 billion in 

terms of sales in 2010 with a compound annual growth rate of 5.6% (Global Weight Loss & Diet 

Management Products & Service Market, 2010). These are incredible statistics showing the demand for 

fitness tracking in today’s society.  

     

Global Market by Product 



 

 

North American Market Size 

LifeFit is going to be targeting North American consumers at first, primarily become of the sheer market 

size they represent. North Americans represent an astounding 38.3% of the market for devices and 

accessories. That would mean, in terms of pedometer sales, that North America represented $727 million 

in 2010 (Global Weight Loss & Diet Management Products & Service Market, 2010).  

Gamer Market 

With the North American pedometer industry yielding annual sales of $727 million, the fact that 77% of 

North Americans are gamers means that approximately $560 million in revenue is generated from gamers 

interested in fitness. Of that $560 million, since 55% of gamers play games on their phone, we were able 

to extrapolate that $308 million can be generated in annual sales for those playing fitness games on their 

phones.  

 

       

 

 

 

    Market Funnel 



 

 

 

 

Target Market 

 

The market we are entering is a blend of two unique markets, pedometers (hardware) and gaming 

(software). The pedometer industry is comprised of 25-65 year olds, which make up 81% of the market. 

In addition, women more often than men are actively seeking to lose weight through the use of hardware. 

On the gaming side, the average consumer is 37 years old, and women over the age of 18 are the fastest 

growing demographic (Essential Facts About the Game Industry, 2010). Overlapping demographics 

indicate the ideal market for LifeFit is women between ages 25 and 65. The last statistic, as we have 

previously covered, is that 55% of those who are gamers play those games on their phones (Essential 

Facts About the Game Industry, 2010). This is big news for LifeFit, as our platform is designed solely for 

a phone application.  

 

Gender 

Women, rather than men, make up a significant portion of those who are seeking to either lose or 

maintain their weight. Roughly 50% of all women are either trying to lose or maintain weight, whereas 

33% of all men are trying to do the same. When it comes to gaming, women over the 18 represent 37% of 

the market, and they also represent the fastest growing group of gamers (Essential Facts About the Game 

Industry, 2010). In order to take advantage of the large growing segment of women gamers, we will be 

seeking local partnerships with women’s fitness or women’s weight loss groups to take advantage of the 

$308 Million 

$560 Million 

North American 
Pedometer Market 

77% Gamers 

55% Phone Games 

$727 Million 



 

high interest in products like ours. In addition, by marketing through online women-centered blogs and by 

offering colors and styles that women prefer, we are hoping to attract a heavy female user base as LifeFit 

grows. Further down the road, advertising in Women’s Health magazines will be critical in reaching a 

high volume of women.  

 

Ages 

From an age perspective, people ages 25 to 65 represent 81% of market in terms of sales of exercise 

devices and accessories. People who are the ultimate buyers of our bracelet would fall under this category 

because they are purchasing similar devices and accessories for the same purpose of tracking their fitness. 

     

     

Ages: Device & Accessories 

 

Competitive Landscape 

Competitors 

The fitness device and accessories market is currently a hotbed of activity. The main companies we have 

identified are Jawbone, Nexercise, Nike, and Fitbit. We believe however, that if designed correctly, 

LifeFit would be able to grab a significant portion of the market share even against these larger 

companies. 



 

Jawbone UP- Jawbone UP is a water-resistant bracelet that tracks a person’s activity throughout 

the day and reminds the user to move when inactive. It tracks steps, distance, calories burned, 

pace, intensity level, active vs. inactive time, and allows users to challenge, support and 

individually compete with friends. The price is $99 per bracelet. 

Nike FuelBand- Nike FuelBand tracks your progress, lighting up from red to green throughout 

the day. Get to green and you’ve hit your goal. It allows you to turn everyday into a game. The 

price is $149 per bracelet. 

Fitocracy- Fitocracy is a gamified web application that rewards people with points, badges and 

levels for personal fitness achievements. It does not, however, allow people to compete on teams 

with friends in weekly competition and requires users to manually input their workouts.  

 

                                             Landscape 

 

 

 

Competitors 



 

 

 

 

 

Business Model 

The business model is relatively simple, as it is broken down into two streams of money; the bracelet 

sales and the optional premium subscription.   

Bracelet Sales 

The LifeFit bracelets will be sold at $54.99 per bracelet with a gross margin of $30, because after 

conducting multiple depth interviews, our potential customers have revealed that they would refrain from 

impulse purchases for product over $60. This price is extremely low considering the amount that our 

competitors are selling their product for. The reason we are able to sell these bracelets at a lower cost is 

because we are not dependent on the bracelet sales as the only source of revenue. Approximately 24% of 

our annual revenue will be generated from premium subscription revenue, which allows us to charge less 

for the bracelets. In addition, the basic design and minimal display features on our bracelets makes them 

      

Jawbone Up      

Nike Fuelband 

Fitocracy       

100,000 Users in 8 Months 

Sold Out Within 1 Week of Release 

$4 Million In Sales (Month 1) 



 

cheaper to manufacture. The demand for bracelets is extremely high, even when the price is at $100 per 

bracelet. At just $54.99, the demand will only be higher.  

Premium Subscription 

We hope that by providing a free phone application platform, users will be more inclined to use our 

product. However, by offering a “freemium” service we are also creating an opportunity to generate 

future revenue through an optional premium subscription. As we generate more and more users of our 

bracelet, other companies are going to see opportunities to reach large audiences through our website. 

Companies are usually willing to sponsor a website or another company after they have an established 

user base of a few thousand, which we think we can attain within months of launch. We are hoping to 

leverage this fact to develop the LifeFit store. 

LifeFit Store 

Users will pay an optional $2.99 per month if they want to have access to the LifeFit Store. The LifeFit 

Store is a place where users can buy products heavily discounted, such as protein powders and clothes, 

where such heavy discounts wouldn’t normally be offered. In addition to having the ability to buy these 

discounted items, users can also cash their points in to receive even steeper discounts. In other words, 

people pay to have an unlimited opportunity to purchase discounted items through our site. Buying even 

one product could save them more than the $2.99 they paid for the month. The value for the companies to 

participate in our LifeFit Store is the amount of heavy traffic that LifeFit will be generating, which we 

anticipate to be thousands of views per day. 

By having a source of recurring revenue in addition to the sales generated by the bracelets, LifeFit should 

be able to generate profits by the end of year 2, even with the hiring of numerous employees and 

increasing operating expenses.  

 

 

 

Management Team 

A team of four founders, Joshua, Ron, Marcin and James, will lead LifeFit.  

 Joshua Efron–President, marketing, sales 

o Marketing Major from the University of Arizona Eller College of Management 

 Ron Rojany– CEO, research and development, sales 

o Finance Major from the University of Arizona Eller College of Management 

 Marcin Bednarski- Operations, general management, sales 

o Management Major from the University of Arizona Eller College of Management 

 James Meglio- Accounting, sales 

o Accounting Major from the University of Arizona Eller College of Management 

 Oscar Gomez- CTO, web developer 



 

Personnel Payroll Summary 

Personnel Plan    

  Year 1  Year 2  Year 3 

Joshua Efron $0  $24,000  $42,000  
Ron Rojany $0  $24,000  $42,000  
Marcin Bednarski $0  $24,000  $42,000  
James Meglio $0  $24,000  $42,000  
Oscar Gomez  $18,000  $36,000  $36,000  
    
Total Payroll $18,000  $132,000  $204,000  

 

 

 

 

 

 

 

Sales and Marketing Strategy 



 

The strategic marketing plan will change as we generate a higher cash flow. Ultimately, we will 

want to purchase television and magazine space. However, because magazine purchases are 

close to $70,000 in Women’s Health for two quarter-page ads we will have to wait until we have 

an established and profitable company before we can afford to spend that much on marketing. 

We feel it is imperative to use Women’s Health for mass advertising because the estimated 

readership is 330,000 every month, 99% women (our primary target market). For the first year, 

our entire marketing campaign is going to be Internet based. This is the cheapest way to reach 

large audiences, and since over 78% of Americans use the Internet, it provides an effective mean 

to reach those audiences.  

 

Throughout the duration of our venture, there will be a few marketing tactics that will remain 

consistent. Search Engine Optimization (SEO) is the most important part of our marketing plan. 

Making sure that all the metatags, metalinks, java etc. is built to correspond with the necessary 

SEO is important when initially building the website. Placement of Search Engine Marketing 

(SEM) ads is essential also. Using Google Adwords is going to be pivotal when seeing which 

keywords are searched with the most frequency and which keywords have the most/least 

competition. These are easy ways to find people who are looking for products similar to yours, 

and to possibly gain some of your competitor’s SEO advantage. 

 

Distribution Channels 

 

After we have proven the demand for our bracelets, the plan is to go through distributors such as 

Verizon stores and sports stores. The Jawbone UP is available at the Verizon store because it is a 

device that is dependent on a Smartphone application, much like our device will be. We will also 

be looking to offer our product in sports stores, as our competitor, Fitbit, offers their product in 

stores like SportMart and SportsChalet. 

 
Year 1 

Acquiring Customers 

For the first year, LifeFit will be selling bracelets through Internet channels only. This is because it is very 

difficult for a small, unproven company to convince retail managers to sell their product. Those managers 

want to see prior and proven success to make that commitment. For this reason, we will see low year one 

sales as we build our credibility and customer base. In year one, the average cost of acquisition is 

projected to be $25, and a monthly net burn of about $6,000. Our competitor, Fitocracy, used a mere 

$150,000 to capture 100,000 users in 8 months for an acquisition cost of $1.50 per customer. However, 

they provide a free web-based service and it is much easier to acquire customers for a free service than for 

an app-based platform that requires the purchase of hardware.  

A more telling number than the acquisition cost would be the lifetime value of our customers versus 

Fitocracy. We feel the combination of a much more engaging gamification platform and the sales of our 

hardware would bring an average customer lifetime value of around $60, while Fitocracy’s average 

customer lifetime value would only be around $1.20. Although they spend much less money to acquire 

customers, they generate less revenue. The following table explains better the relationship between the 

different variables. 



 

Year 1 Lifetime Value (LifeFit vs Fitocracy) 

 LifeFit Fitocracy 

Average Co. Lifetime Value 

(LTV) 

$59.5 $1.20 

Acquisition Cost (AC) $35 $1.5 

LTV/AC 1.7 .8 

*Assuming Fitocracy has used their $150,000 in funding to generate 100,000 users 

Advertising Budget 

The marketing budget will be a function of projected sales. We will be designating approximately15% of 

projected sales to be used for marketing purposes, with the exception of quarterly promotional push costs. 

Every 4 months, we will rise that percentage to 22% to spend on addition PR or sales promotion 

advertising so that we can make certain that LifeFit does not become a forgotten name.   

Years 2-5 

Acquiring Customers 

By making our product available in stores where Smartphone users are prevalent, we will be able to 

appeal to a large group of potential customers. With products that promote collective consumption like 

LifeFit does, word-of-mouth marketing efforts become an incredible source of free advertising. People 

join teams to use our product, and as a result they will be actively convincing friends to purchase a 

bracelet so that they can compete on a team with their friends. Because of this, LifeFit is going to see a 

decrease in cost of customer acquisition as our user base becomes larger and larger. In year 2, the cost of 

customer acquisition will decrease to $14, and in year 5, that cost will be as low as $9; because we will be 

able to hire fewer people and incur fewer overhead expenses as a result of this collective consumption, we 

believe we will be experiencing lower costs of customer acquisition than our competitors.  

Advertising Budget 

Much like in year 1, in years 2 through 5 we will devote similar percentages to our marketing efforts. 

Again, every quarter will see a fluctuation in the marketing budget from 15% to 22% of projected sales. 

In year 5, however, we will be devoting a portion of our marketing budget to placing advertisements in 

Women’s Health Magazine in month 48 and in month 54. For two quarter-page ad in Women’s Health 

Magazine, the cost will be around roughly $70,000, but the incredible circulation among those in our 

target market will yield heavy returns in terms of sales.  

 

 

 



 

Funding Schedule 

 FFF Seed Series A 

Time Pre-Launch 0 Month 32 

Pre-money $0 $350,000 $4,800,000 

Founders' 

investment $80,000 $0 $0 

Outside investors' 

investment $0 $150,000 $500,000 

Post money $80,000 $500,000 $5,300,000 

Outside investors' 

ownership 0.0% 30% 37% 

 

Prior to Outside Investment 

Prior to outside investment, the hope is to have a functioning prototype and the necessary mockups done 

to build our interfaced software. A total of $80,000 in founder investment is going to be contributed to 

build the software, and will also be used to generate interest in our product through on-line marketing. 

The goal is to generate enough general consumer interest so that when we do acquire the necessary 

funding to mass-produce the bracelet and build the interfaced software, it will require less money to 

convert these potential customers into actual customers.  

Seed Funding-$150,000 

Prior to any outside investing, we will have not only injected $80,000 into the company to build our 

prototype and generate our mockups, but we will have already been working for over 8 months to acquire 

potential customers. We estimate the pre-money valuation of our company to be $350,000 prior to any 

outside investment, and we will be asking for $350,000 in addition from outside investors to ensure that 

we can cover the costs of our software development and that our ending cash balance is always positive. 

After acquiring our first round of funding, the post money valuation will be $500,000. In terms of 

ownership, we as founders will maintain majority ownership at 70% while the outside investors would 

acquire 30% of the ownership. 

Series A Funding-$5000,000 

Thirty-two months after our seed funding, we will be asking for our Series-A funding to make sure that 

our ending monthly cash balance is always above a certain threshold. To find our 32-month pre-money 

valuation, we used the Price-to-Sales ratio of Weight Watchers because it is a comparable firm in terms of 



 

the type of industry we are entering. With a pre-money valuation of $4,800,000, we will then ask for 

another $500,000 in funding to cover larger expenditures related to the hiring of more employees and 

increasing marketing expenditures. By asking for $500,000, the outside ownership will become 37%.  

Investor ROI 

Assuming all outside investments came from the same source, the total amount of funding will be 

$650,000. After year 5, we anticipate to have a valuation of $28 million. Given that the outside investors 

would own 37% of that company, they would end up receiving $10.5 million, which is 16 times their 

initial investment. Seeing the demand for products very similar to ours, we see this as completely 

attainable. This is assuming we are able to capture a market share of 4% of fitness-oriented gamers in 

North America by 2017. To see what the investor return would be at different market shares, see the 

following graph.  
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Appendices 

 

LifeFit Bracelet Detailed Hardware Components 

 

3-Axis Accelerometer- A 3-axis accelerometer measures ones motion in a 3-demensional axis, capturing 

the change in velocity. Every activity that someone does has an associated G-force that is captured by an 

accelerometer and stored in the microprocessor.   

Bluetooth 4.0- Bluetooth 4.0 optimizes battery usage, and is soon going to become the standard for both 

smart phones and computers. By incorporating Bluetooth 4.0 technology, the bracelet will be able to 

communicate effectively, while draining little of the battery built in the circuit board. This will require the 

users to charge their bracelets less frequently, allowing for higher customer convenience.  

Simplicity-The more simple and easy-to-use the bracelet is, the more effective it is in terms of engaging 

the user. We have chosen to produce a bracelet with a very simplistic look. There is not going to be any 

data displayed on the bracelet itself because that complicates the firmware needed to build the bracelet 

and makes it much more expensive. Also, by making the users sync their data with our phone application 

we will have the necessary data required for the weekly matchups. Users must sync their bracelet with 

their phone to compete and see any data. 

LED Lights/Touch Function 

There are two LED lights that appear on the base of the bracelet and each indicates something. One light 

will turn on when the bracelet is charging. The other light will turn on when the user is in active mode so 

that they can manually define their activity if they choose to. Activity mode will be set with a button on 

the base of the bracelet. One will activate activity mode with a touch of the button, and will turn off 

activity mode with another touch of the button. 
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LifeFit’s Ask Summary 

 Prior to launch of Life Fit, the company will be in a prototype ready stage with a pre-money 

valuation of $350,000 and seeking $150,000 in initial funding. At this stage, there will already be 

$80,000 invested in Life Fit, coming directly from FFF.  

 

 In summary, in the first year of operations, the company is expected to have $250,000 in 

revenues (used to subsidize manufacturing and operating expenses) and $270,000 in expenditures 

leading to a loss of $20,000. The first round of financing is meant to mitigate the loss, subsidize the 

heavy manufacturing and operating expenses, as well as provide a cash balance for future 

operations.   

 Primarily, the most important investors are the ones who can provide cash however we are 

looking for investors who are willing to take an active part in the company. Depending on their 

expertise, investors can be invited to be on the board of directors in exchange for equity or stock 

options.   

 LifeFit is operating in an extremely popular and growing industry. One of the benchmark 

companies, Fitocracy, which relies on self-reporting of activity, has gained a 100,000-user base in 

just under 8 months. Entry into the market can therefore yield significant returns. LifeFit’s risk 

would be mediated by having hard data after a beta launch in the University of Arizona community, 

customer validation and founder’s personal investment in the firm. There is an estimated projected 

ROI of 29x based on the 5th year exit value of $28,000,000. 
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