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Prepare a product for launch through user feedback, 
data analysis, and a proposed marketing 
management system.

Introduce a Pilot Mini-Launch.

Construct a timeline for a 4-Quarter system.

Find and build loyalty with the correct early adopter 
demographics.
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[Q0] Pilot

mini-Launch
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Target Audience - early adopters

Dance companies & 
choreographers expand 
awareness and is the 
foundation for a sales 
enablement GTM.

Local Dance studios

Q0 marketing strategy

complimentary product 

for beta testers at full 

launch

strategy:


Guerrilla outreach
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competitorS

LOGO HERE

Currently in Beta testing → 
has polls to gauge user 
recruitment and offers a free-
base service of 3 choreos.



Drag characters and coordinate 
their movements individually.

Q0 Competitor strategy

LOGO HERE

Customizable stages that utilize 
circles for people → 2D 
rendering.



Offers a discounted student 
plan at $36/yr starting in 2024.

LOGO HERE

Controls the market with 
200,000+ users.



Simple 2D platform to swiftly 
and effectively arrange people 
while minimizing time and 
physical drafts. 



Offers 14-day free trial.
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competitorS

LOGO HERE

Prioritizes customization 
between stage size, character 
colors, and names.



Animated transitions.



Mobile app only. 

Q0 Competitor strategy

LOGO HERE

ChoreoRoom offers plenty of 
free features regarding blocking 
and built-in tutorials.



No music syncing or in-app 
notes.



Available only on iOS.

LOGO HERE

DanceMaker allows users to 
create choreography prompts 
and inspire dance based on a 
theme.



Been around a while, has 
become buggy and old.



Available only on iOS.
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Mini-launch

Test out the Beta launch 
with a controlled 
amount of the total 
target market ranging 
from:

5-10%
Q0 marketing strategy

Can re-adapt the 
product before full 
launch and reduce 
financial risk of 
customer acquisitions 
by:

90%

Can be provided with 
clear and concise data by 
identifying problems 
with a customer 
satisfaction rate of:

80%
SYNCHORA



objectives

1
Create brand awareness 
and loyalty.

Q0 marketing strategy

2
Receive user data and 
stats/feedback.


(in Mini-Launch and 
product Launch)

3
Positive win-rate.
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[Q1] Market 
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positioning statement

Choreographers plan 3D movement with 2D tools, while Synchora 

develops processes that translate flat representations into spatial, 

embodied experiences through interactive, 3D visualization and iterative  

exploration.
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Timeline

Quarter 1
Pre-launch launch Month 1 Month 1-2 Month 2

Determine 
pricing/
advertising 
model/media 
team. Register 
domains 
across 
platforms.

Mini-launch 
to 10% of 
SOM.

Initiate 
guerrilla 
outreach → 
10 studios/
choreograph
ers per day.

Alpha-Beta 
User 
agreement.

User data 
collection 
period → 
manage stats 
to provide 
detailed 
qualitative 
feedback.

Q1 marketing strategy

Month 2-3

Prepare to 
expand 
market reach 
to the early 
majority 
through a 
structured 
launch.
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User feedback

How has the Mini-Launch 
impacted Beta customers?



-Has it promoted customer 
loyalty?

-Is the software working 
properly?

-Is it ready for a full product 
launch?
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Pain points

Pain point 1
What issues are you finding?

Pain point 2
What issues are you finding?

Pain point 3
What issues are you finding?

Q1 feedback strategy

Benefits

Benefit 1
How we will solve it.

Benefit 2
How we will solve it.

Benefit 3
How we will solve it.
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Target audience - Early majority

Who next?

Local Dance studios
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[Q2] Market 
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Ideal Customer

While the instructor may 
purchase the product, the 
dancer uses it to learn, and the 
community is enriched by 
tasteful dance and its 
profound meaning.

Q2 marketing strategy

different backgrounds. 
Same interest.

“To teach is to 
touch a life 
forever, to teach 
dance is to 
touch a soul 
forever.”
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Timeline

Quarter 2
Month 3 Month 3-4 Month 4 Month 4-5 Month 5

Approach end 
of beta → full 
product 
launch.

Heavy media 
contributions. 
Push the 
product to a 
wider 
demographic 
through 
personal 
stotytelling.

Collaborations 
through 
brand/
company 
involvements. 
Match with 
2-3 larger 
studios.

Negotiate with 
these 
collaborators 
in exchange 
for discounted 
multi-seat 
deals/product 
usage.

Arrange funds 
for a paid 
acquisitions 
campaign.

Q2 marketing strategy

Month 5-6

Update/
introduce 
features. Keep 
the product 
fresh with an 
improved UX.
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Poll

Which feature to roll out 
next?
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Timeline

Quarter 3
Month 6 Month 6-7 Month 7 Month 7-8 Month 8

Introduce paid 
acquisitions 
→targeted 
ads through 
Instagram, 
Facebook, 
GoogleAds.

Use acquisition 
data to monitor 
changes for 
social media → 
run a themed 
campaign.

Use CAC data 
and attempts 
to funnel 
users to more 
premier plans.

Build an 
industry 
centered 
around 
Synchora for 
brand 
recognition and 
future business 
events.

Outreach/user 
data collection 
period to 
resolve issues 
heading into a 
business 
branding and 
expansion 
venture.

Q3 marketing strategy

Month 8-9

Approaching 
industry 
conferences, 
business 
expos, and 
dance 
webinars, 
through a 
brand 
experience 
tour.
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campaign funnel

Q3 marketing strategy

Collaboration & 
Storytelling through 

Dance

New Features 
Promotion

Practicality of 
Product

Origin of company
Who you are
what synchora has accomplished

what is new & fresh?
why is it enticing?
what to expect in the future

should want to use
constantly improving ux
this is the how it works
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Timeline

Quarter 4
Month 9 Month 9-10 Month 10 Month 10-11 Month 11

Brand 
experience 
tour.

Utilize new 
locations as 
opportunities 
for 
collaboration 
and pitch to 
larger studios.

Recruit a SMB 
sales team to 
close larger 
contracts (will 
be ongoing).

Improve website 
interactivity 
and 
collaboration 
with an 
improved 
feedback system 
utilizing 
automation.

Establish a 
referral 
program to 
drive in new 
users → 
create a 
loyalty 
program.

Q4 marketing strategy

Month 11-12

Approach a 
new ad 
campaign 
promoting a 
feature (such 
as tutorials/
choreography 
ideas).
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Public roadmap

Which option should 
we pursue?
Enhance the user experience through 
being open to existing issues and new 
features.




Caution: be careful not to over-extend 
and promise something that takes 
longer than imaginable to develop.
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end of beginning

Thank you.
Once you’ve read through this deck, 

make sure to stamp your face.
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