


» Prepare a product for launch through user teedback,
data analysis, and a proposed marketing
management System.

e Introduce a Pilot Mini-Launch.
* (Construct a timeline for a 4-Quarter system.

* Find and build loyalty with the correct early adopter
demographics.

GTM STRATEGY SYNCHORA



[Q0] PILOT
MINI-LAUNCH



TARGET AUDIENCE - EARLY ADOPTERS

Dance Companies & COMPLIMENTARY PRODUCT
choreographers expand FOR BETA TESTERS AT FULL
awareness and 1s the LAUNCH
foundation for a sales
enablement GTM.

LOCAL DANCE STUDIOS

STRATEGY:
GUERRILLA OUTREACH

Q0 MARKETING STRATEGY SYNCHORA



COMPETITORS

FORMI

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

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

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

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.

SYNCHORA



COMPETITORS

A\

arrange us

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

Mobile app only.

Q0 COMPETITOR STRATEGY

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

No music syncing or in-app
notes.

Available only on 10S.

= @

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 10S.

SYNCHORA



MINI-LAUNCH

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

9-107%

Q0 MARKETING STRATEGY

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

90%

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

80%

SYNCHORA




OBJECTIVES

1

Z 3

Create brand awareness Receive user data and Positive win-rate.
and loyalty. stats/teedback.

(iIn Mini-Launch and

product Launch)

Q0 MARKETING STRATEGY SYNCHORA
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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

O O O O O O >
PRE-LAUNCH LAUNCH MONTH 1 MONTH 1-2 MONTH 2 MONTH 2-3
Determine Mini-launch [nitiate Alpha-Beta User data Prepare to
pricing/ to 10% ot guerrilla User collection expand
advertising SOM. outreach — agreement. period — market reach
model/media 10 studios/ manage stats  to the early
team. Register choreograph to provide majority
domains ers per day. detailed through a
across qualitative structured
platforms. feedback. launch.
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USER FEEDBACK

synchora File Edit View

How has the Mini-Launch
impacted Beta customers? performers S

Uploa Lead 2
-Has it promoted customer MU
loyalty? Audio S
-Is the software working TEET L oancars
properly? vancers

Dancer 4

-Is 1t ready for a full product
launch?

Dancer 5

Dancer 6
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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.

SYNCHORA



TARGET AUDIENCE - EARLY MAJORITY

WHO NEXT?

LOCAL DANCE STUDIOS

Late
Majority

Early
Adopters

Early
Majority

Laggards
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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 1s to

touch a life

forever, to teach

danceis to
touch a soul
forever.”

SYNCHORA



TIMELINE

QUARTER 2

O O ) ) O O >
MONTH 3 MONTH 3-4 MONTH 4 MONTH 4-5 MONTH 5 MONTH 5-6
Approachend Heavymedia  Collaborations Negotiatewith  Arrange funds  Update/
of beta — full contributions.  through these for a paid introduce
product Push the brand/ collaborators acquisitions features. Keep
launch. product to a company In exchange campaign. the product
wider involvements.  for discounted fresh with an
demographic ~ Match with multi-seat improved UX.
through 2-3 larger deals/product
personal studios. usage.
stotytelling.
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Which feature will enhance the user experience?

Project #1

Project #2

Project #3

Project #4

Project #5

No votes yet @® Results revealed
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TIMELINE

TER S

QUAR

O O O O O O >
MONTH 6 MONTH 6-7 MONTH 7 MONTH 7-8 MONTH 8 MONTH 8-9
Introduce paid Useacquisition Use CACdata  Build an Outreach/user  Approaching
acquisitions data to monitor and attempts  industry data collection  industry
— targeted changes for to funnel centered period to conferences,
ads through soclal media — userstomore  around resolve issues  business
[nstagram, runathemed  premier plans. Synchorafor  headingintoa expos,and
Facebook, campaign. brand business dance
GoogleAds. recognitionand brandingand  webinars,
future business expansion through a
events. venture. brand
experience
tour.
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CAMPAIGN FUNNEL

Q3 MARKETING STRATEGY

» OR
> WH

GIN OF COMPANY
O YOU ARE

> WH

AT SYNCHORA HAS ACCOMPLISHED

> WH

AT IS NEW & FRESH?
Y IS IT ENTICING?
AT TO EXPECT IN THE FUTURE

» SHOULD WANT TO USE
» CONSTANTLY IMPROVING UX
» THIS IS THE HOW IT WORKS

SYNCHORA
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TIMELINE

QUAR

TER 4

O O O O O O >
MONTH 9 MONTH 9-10 MONTH 10 MONTH 10-11 MONTH 11 MONTH 11-12
Brand Utilize new Recruita SMB  Improve website Establish a Approach a
experience locations as salesteamto  Interactivity referral new ad
tour. opportunities  close larger and program to campaign
for contracts (will ~ collaboration  drive in new promoting a
collaboration  be ongoing). with an users — feature (such
and pitch to improved Create a as tutorials/
larger studios. feedback system loyalty choreography
utilizing program. 1deas).
automation.
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Which option do you prefer?

Option A

Option B

You voted v Rkl fiddar




END OF BEGINNING

THANK YOU.

Once you've read through this deck,
make sure to stamp your face.

I've reviewed this deck
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