




Concept
Promote healthy posture

Boost confidence

Wellness cushion

Neutral Spine Position

Embedded sensors







7.5
hours spent 

sitting 

3 
competitors

124,570,000
full-time employees in 

the United States 

1  



Price is justified if good posture will boost actual or perceived 
confidence

Go-to-market strategy



$885,963
Year 1 Marketing Budget

$61,572
Year 1 Units

$19.99
Landed cost

$14.39
Cost of Customer Acquisition
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COMPETITIVE 
ANALYSIS



DARMA Smart 
Cushion

Lumo LiftUpright Posture 
Coach



ACTION PLAN



Action Items
• File for intellectual property protection (utility patent, trademark for company and product names)

• Secure funding (Seed capital, Kickstarter, and bank loans)

• $150,000 seed capital

• $200,000 Kickstarter campaign

• $250,000 bank loan

• Establish partnerships (CrossFit, giveaway targets)

• Build distribution network (Brookstone, Staples, Best Buy, Hammacher Schlemmer)

• Finalize assembly source and supply chain



PROTOTYPE/PRODUCT 
DETAILS



Technical Specifications
Components

Arduino Uno
Brain of the product. Analyzes sensor data and 
commands motors.

Wires Transmit data.

Velostat x conductive thread
sensors 

Allows for the construction of custom shaped/built 
sensors that change resistance when flxed.

USB Cable
Not shown, allows for arduino to be 
programmed/debugged

Resistors Not shown, allows to keep circuitry in check. 

Vibrating motors
Provides user force feedback when triggered by 
sensors 

Memory foam inserts
Cotton exterior

Internal

External



Technical Drawings

Dimensions:

● Length = 17”
● Depth = 14.5”
● Height = 7.5”
● Thickness -

○ Seat = 1.25” (front) 
and 1.75” (back)

○ Backrest = 1” (at the 
center) 



PRODUCT LINE



INSTRUCTIONS MANUAL



INSTRUCTIONS MANUAL



BROOKSTONE

Product placement

$89.99



SHARPER 
IMAGE

Product 
placement



WEBSITE

Product 
placement



WEBSITE 

Product placement



LEGAL 
RESEARCH



Legal Summary 

Upright Posture Coach
Utility patent on sensors that 
monitor neutral spine deviation 
(way of detecting posture)
Status: pending (filed in 2014)

LUMO Lift
Utility patent on 
biomechanics sensors (angle 
detection = posture tracking)
Status: active (filed in 2012)

DARMA
Utility patent on sensor technology 
(for physiological levels - stress, 
posture, heart rate, etc.)
Status: active (filed in 2016)

Trademark on company name
Status: approved, active (filed 
in 2015)



END USER 
RESEARCH



Demographic of Interviewees



Interviews: Self-awareness of Posture (n=61)



Interviews: Perception of Posture (n=61) 

The terms “Good posture” and “Bad Posture” represent the 
pictures used to illustrate good posture. The counts 
represent who they believed were healthier based upon the 
images.



Interviews: Perception of Posture (n=61) 



Interviews: Willingness to Pay (n=61)  



Interviews: Time Spent Sitting per Day (n=61) 



Interviews: Intervals Spent Sitting per Day (n=61)



CUSTOMER PROFILES



Jake: Customer Profile
● Age - 26

● Works for a consulting firm

● Young professional

● Sedentary lifestyle

○ Wants a solution that fits into his lifestyle

● Cares about product quality and durability → functionality 

○ Wants a discreet product that doesn’t stand out in the workplace

● Values career, ambitious, wants a leg up

● Wants to make resolutions for himself

○ Confidence, etc. 

● Insecure about work performance, reputation/position in office, going unnoticed, etc.



● Age - 30

● Financial analyst

● Young professional

● Does yoga 2-3 times a week

○ Meditates frequently, doesn’t want to be stressed at work

○ Doesn’t want to undo her effort in yoga when she’s at work (sitting long hours, stressed, etc.)

● Worried desk job will compromise healthy habit

○ Doesn’t want work to get in the way of health

● Cares about product quality and durability → functionality 

● Values career, ambitious, wants a leg up

● Insecure about work performance, reputation/position in office, going unnoticed, etc.

Olivia: Customer Profile



SOURCING UPDATES 



Suppliers
Electronics Suppliers

1. Microchip Technology-China
2. Ehaotrade-China
3. Sparkfun Electronics-China
4. Seed Technology-China
5. Mikroelektronika-China
6. Stackpole Electronics-China
7. Kingbright-USA
8. Adafruit Industries-USA

Fabrics Supplier
1. Meishida-China

Foam Supplier
1. Shijiazhuang Chuanghong Technology-China



Name Cost

Controller(photon) $ 2.06000

Battery(lithium ion-polymer) $ 1.82000

Power Shield $ 3.95000

Vibrating Motors $ 3.60000

Jumper Wires $ 0.44850

Resistor $ 0.02178

LED $ 0.05400

Conductive Thread $ 0.42237

Copper Wire $ 0.37966

Pressure Sensitive Sheet $ 3.16000



FINANCIAL INFORMATION



Distribution

Distribution: Number of stores Number of achievable 
stores

Staples (US & Canada) 1607 400

Brookstone 307 307

Hammacher Schlemmer 15 million/qtr 1

Best Buy 1037 249



Distribution
Distribution: Rationale

Staples (US & Canada) Staples wants to have products like Brookstone; this fits well with our 
customer profile for Jake. We are focused on office workers, this is 
exactly lined up with Staples. Our promotional strategy is focused on 
leveraging sales reps to help explain our product in Staples stores. We 
are focusing on the 400 high volume stores that Staples has.

Brookstone In line with our target market. Has a wide variety of posture type products 
and cushion products, but only one direct competitor (Lumo Lift). We 
have produced a high quality, tech wellness product that suits 
Brookstone’s innovative nature.

Hammacher Schlemmer Hammacher Schlemmer is similar to Brookstone; aligns well with 
wellness products.

Best Buy Additional exposure for product; tech aspects line up well with the tech in 
Linear. While this is more of a stretch than Staples, we believe it is still in 
alignment with our brand and could be considered similar to Brookstone
in some respects.



Distribution

Year 1 Units: Monthly 
Units/Store

Achievable 
Stores

Monthly Units 
Total

Annual Units

Staples 4 400 1,600 19,200

Best Buy 4 249 996 11,952

Brookstone 5 307 1,535 18,420

Hammacher Schlemmer 1,000 1 1,000 12,000

Total Units 1013 832 4,631 55,572

Units/stores 64.34



Distribution

Year 2 Units: Monthly 
Units/Store

Achievable Stores Monthly Units 
Total

Annual 
Units

Staples 2 400 800 9,600

Best Buy 1 249 249 2,988

Brookstone 2 307 614 7,368

Hammacher Schlemmer 5 1 5 60

Total Units 10 832 1,418 17,016

Units/stores 20.91



Distribution

Year 3 Units: Monthly 
Units/Store

Achievable Stores Monthly Units 
Total

Annual 
Units

Staples 1 400 400 4,800

Best Buy 1 249 249 2,988

Brookstone 1 307 307 3,684

Hammacher Schlemmer 1 1 1 12

Total Units 4 832 832 9,984

Units/stores 12



Per Unit Margins

Unit Margin:

Retail $            89.99

Dealer $            60.29

LC $            19.99

BOM $            16.79

Margin/Unit: $            40.30

LC Breakdown:

Electronics $            15.92

Materials $              0.68

Packaging $              2.70

Assembly $              0.20

Shipping $              0.50

Total $              19.99



Per Unit Margins

Distributor @ 15% $            46.12

Distributor Marketing 
Funds @ 5%

$             (2.31)

Net Distributor Cost $            43.82

Landed Cost $                19.99

Bill of Materials Cost $            16.79

Manufacturers Suggested $               100.00

Everyday Retail Price $            89.99

Dealer Cost @ 33% margin $            60.29

Marketing Funds @ 3% $             (1.81)

Co-op @ 5% $             (3.01)

Returns/Warranty @ 2% $             (1.21)

Net Dealer Cost $            54.26



Expenses
Expenses: Monthly Annually

Salary $21,666.67 $260,000.00

Office $2,088.00 $25,056.00

Utilities $208.80 $2,505.60

Insurance $5,000.00 $60,000.00

Furniture $166.67 $2,000.00

Supplies $200.00 $2,400.00

FedEx $250.00 $3,000.00

Laptops $333.33 $4,000.00

Legal fees $10,000.00 $120,000.00

Warehouse $3,477.00 $41,724.00

Marketing Year 1 $73,839.26 $885,963.13

Total $117,220.73 $1,406,648.73



Marketing Expenses

Marketing Year 1 Breakdown: Price

In store displays* $378,000.00

Workplace giveaways $99,965.04

CrossFit campaign $300,000.00

QVC $107,998.09

Total $885,963.13

*In store demos Year 1 Breakdown:

Salary $21

Hours worked/month $45

Stores 400

Total Price $378,000



Marketing Expenses

Marketing Year 2 Breakdown: Price

In store displays* $378,000

Workplace giveaways N/A 

CrossFit campaign $50,000.00

QVC N/A 

Total $428,000.00



Marketing Expenses

Marketing Year 3 Breakdown: Price

In store displays* $378,000

Workplace giveaways N/A 

CrossFit campaign N/A 

QVC N/A 

Total $378,000.00



Cost of Customer Acquisition

Year 1

Annual Marketing Expense $885,963.13

Annual Units 61,572

Cost of Customer Acquisition: $14.39

Year 2

Annual Marketing Expense $428,000.00

Annual Units 20,016

Cost of Customer Acquisition: $21.38

Year 3

Annual Marketing Expense $378,000.00

Annual Units 11,484

Cost of Customer Acquisition: $32.92



Marketing Exposure
Source Marketing exposure

Hammacher Schlemmer catalogue 15,000,000 15 million subscribers

Giveaways 50,000 250 companies, 200 employees/company, 
20 units per company

QVC 3,136,623 3136623 average monthly US viewers

CrossFit Games 5,324,307 5 million audience, 324,307 registered 
participants

CrossFit Store 4,000,000 4 million page views/month

CrossFit Athlete giveaways/features 500,000 5 people, 100k followers

Total 28,010,930



Go-To-Market Breakdown

Promotional Strategy: Notes

In store displays* Targeted at Staples, include paying for part time employees to educate customers; 
boost sales by 475%; boosts other product lines by 111%

Workplace giveaways Focus on startups & companies with lots of employees in our key demographic; 
successful product launch could have a 10% conversion rate (based on case studies)

CrossFit campaign Four parts: endorsement from CrossFit/CrossFit athletes, sell through CrossFit online 
store, do giveaways at CrossFit gyms/events, and co-sponsor the CrossFit games

QVC Website has a 21.6% conversion rate (70% of products sold online aren't even on TV); 
Goal for a product is to sell $6,000 worth of product/minute; assume QVC takes 80% of 
retail to LC margin and we break even



Income Statement Year 1



Cash Flow Statement Year 1

Starter Capital needed: $  600,000.00 



Income Statement Years 1-3







RESOURCE 
REQUIREMENTS



Future Resource Usage/ Requirements

The following organizations are part of the Entrepreneurial community, called Mosaic, in Northeastern 
University, which we intend to use -

● Generate - Product Development Studio

● Idea - Venture Accelerator 

● Scout - Design Studio


