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Offering

I help investors and CEOs across Health & Wellness
achieve clarity and conviction for key strategic decisions.

I help my clients define their vision of success,
develop conscientious strategic plans,

and evaluate exciting opportunities.
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Client Success
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Snapshot of Prior Clients Snapshot of Client Outcomes

Collaborated with CEO at a PE-backed healthy eating 
leader to identify and prioritize innovative go-to-market 
strategies, resulting in 4 novel business model 
experiments

Identified and prioritized portfolio expansion 
opportunities for executive team at a VC-backed mental 
health leader, resulting in the strategic acquisition of a 
new business unit

Partnered with internal innovation team at a public 
financial services leader to evaluate DNA & personal 
health data market trends and define related investment 
opportunities for their products and services

Investors

PE-Backed
Companies

VC-Backed
Companies
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What My Clients Say

4

"In short. Teddy is awesome. 
Working with individuals as 

talented as he has been rare both 
personally and professionally 

over the past 20 years. His 
particular collection of values and 
capabilities is truly uncommon in 

the financial world. I relied on 
Teddy as a sounding board, 

thought partner, and coach."

"Teddy does outstanding work 
- thoughtful, comprehensive, 

strategic, efficient - leveraging 
his industry expertise and 

consulting background. On top 
of that he is very responsive, 
proactive, and a pleasure to 

work with."

"Teddy has proven to be an 
invaluable partner in thinking 

through growth prioritization. He 
is extremely organized, smart and 

resourceful. He is passionate 
about health and wellness and 

very special to partner with 
someone who really understands 

and supports your mission."

Tim Jones
Chief Executive Officer

Precision Nutrition

Rob Klapper
Chief Executive Officer
Empowered Education

Christine Barone
Chief Executive Officer

True Food Kitchen
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Health & Wellness Focus

5

Core Focus Areas Out of Focus

Verticals Company Types Offerings*

Nutrition Services Diagnostics

Exercise Products Digital Apps

Mental Health Technology Therapeutics

Sleep Content Coaching

Relationships Marketplaces Wearables

General / Holistic Equipment

Note: *Select examples. Other prominent offerings include food, VMS, therapy, digital content, equipment, gyms, boutique fitness, and preventive primary care.

• Traditional Healthcare

• Beauty

• Life Sciences

• Real Estate

• Professional Sports

• Sexual Health

• Substance Use Disorders

• Financial Wellness

• Life Coaching

• Animal Health
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How We Can Work Together
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Other Corporate StrategyGrowth Strategy

Description

Who It Is For

Key Deliverables

Timing

In-depth evaluation of
Health & Wellness sectors

to craft an initial strategy and
identify actionable paths forward

In-depth evaluation of
a Company’s current and potential 

markets, products, customers,
and/or competitors

Companies exploring
novel growth opportunities

across Health & Wellness

Companies seeking analysis & insights
to guide strategic decision-making

• Sector Evaluations

• Entry Options

• Recommendations & Roadmap

• Tailored Analysis & Insights

• Strategic Opportunities

• Recommendations & Roadmap

~1-2 Months ~2-4 Weeks
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Differentiated Outcomes

7

• Background in Corporate Strategy (Bain), Private Equity 
Investing (Charlesbank), and Health & Wellness Operating 
(Headspace, Canary Health)

• Prior Clients & Projects (60+ clients across Health & 
Wellness over 7+ years)

• Health & Wellness Network (150+ Investors, Companies, 
Executives, and Service Providers)

• Health & Wellness Market Map (1.5K Companies and 750+ 
Deals)

• Health & Wellness Market Research (150+ Industry and 
Market Reports)

• Health & Wellness Deal Digests (30+ Monthly Syntheses)

• Tailored A.I. Leverage (for Market Research & Target 
Identification)

My Novel Assets Your Improved Outcomes

• Breadth of Expertise across Health & 
Wellness

• Rigor and Quality of Deliverables

• Speed of Execution

• Proprietary Health & Wellness Deal 
Opportunities

• Proprietary Health & Wellness Network 
Connections



Corporate Strategy – Service Overview   |   Prepared by Healthy Growth Advisory. Confidential and proprietary.

Situation

Case Study: PE-Backed Company
Growth Strategy

8

The CEO at a PE-backed middle market leader in healthy eating wanted to update her growth and distribution strategy to best match 
the evolving needs of her customers and the broader market. She wanted to answer the question “How do we grow in the right way?”, 
share our initial answers with the board, and then invest in the most exciting opportunities. We evaluated 8 ‘evolutionary’ and 
‘revolutionary’ growth opportunities, representing ~$2B of incremental revenue, to better understand their attractiveness, as well  the 
ability to enter and win. This evaluation resulted in a clear prioritization of and experimentation with 4 specific growth opportunities.

Project Samples Outcomes

8 growth opportunities identified and evaluated

4 growth opportunities selected for investment
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Growth Opportunities: ‘Distance from the Core’ Map
Core Incremental Evolution Revolution

On Premise
Daypart Optimization

On Premise
Guest Retention / Loyalty

On Premise
Menu Optimization

On Premise
Technology Enablement

Marketing
Digital Marketing 

Optimization

Off Premise
Delivery Optimization

Off Premise
Pick Up Optimization

On Premise
‘Lights’ Segment Deep Dive

New Format
Redacted

New Format
Redacted

New Business Model
Redacted

New Format
Redacted

Marketing
Brand Education

New Business Model
Redacted

New Business Model
Redacted

Business Development
Partnerships

Marketing
Brand Extensions

Business Development
Current M&A Opportunities

New Business Model
Redacted

New Business Model
Redacted

Legend: In Scope Out of Scope

Corporate Strategy – Service Overview   |   Prepared by Healthy Growth Advisory. Confidential and proprietary. 18

Growth Prioritization: Initial Assessment
RedactedRedactedRedactedRedactedRedactedRedactedRedactedRedacted

○◔◕◑◑◑◔●
Prioritization 
for Client

Market Attractiveness

$0.05-
0.1B$0.1-0.2B$0.1-0.4B$0.01B$0.3B$0.08B$0.05B$0.5-1.6BMarket Size

(Obtainable)

$2M
($50M)

$0.3M
($50M)

$0.3M
($70M)

$0.05M
($0.5M)

$1M
($200M)

$0.4M
($30M)

$0.6M
($120M)

$4M
($1,000M)

Cost to Enter
(Scale)

◔◑◑◕◔●◑◕
Fit with 
Company

Ability to Win

○◔○◔◔◑◕◕
Ops 
Feasibility

◑◕◔◕◑○◕◔
Competitive 
Intensity

◑◕◑●◕◕◑◕
Entry 
Options

Legend: Attractive Unattractive
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[Redacted Segment]: Snapshot Overview
Cost to EnterOperating MarginsMarket GrowthMarket Size

Enter: $4M
Scale: $0.1-2.0B15-27%7-10%

TAM: $55B
SAM: $8-14B

SOM: $0.5-1.6B

High priority 
segment for 

Client

Key Market & 
Customer Trends

•Redacted

•Redacted

•Redacted

Fit with Company
•Mission & Brand: Redacted

•Core Business: Redacted

Operational Feasibility •Redacted

Main Competitors
•Redacted: Redacted

•Redacted: Redacted

•Landscape: Highly competitive, but highly fragmented, with no clear national winners.

Entry Options
•Build: Redacted

•Buy: Redacted 

•Partner: Redacted
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[Redacted Segment]: Fit with Company
Fit with Mission

Company Created
Fit with Brand

Consumer Perceived
Impact on Core Business

Financial Lens

1. Redacted – Redacted

2. Redacted – Redacted

3. Redacted – Redacted

4. Redacted – Redacted

Net Impact – Neutral / Positive

Potential FitBrand 
Attribute

●Healthy

◕Delicious

●Quality

Potential FitClient Belief

●Better food means 
better living.

●
Every ingredient 

matters. In 
everything we 

make.

◑
Great chefs keep 
us cooking—and 
thinking—fresh.

◑
We treat every 

guest as an 
individual. Because 

they are.

◑Living well begins 
at our table. Legend: Strong Fit No Fit

Redacted

Redacted
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Growth Prioritization: Opportunity Summary

P
rio

rit
iz

at
io

n
H

ig
h

Lo
w

Entry 
Options

Competitive 
Intensity

Ops 
Feasibility

Fit with 
CompanyCost to EnterMarket SizeGrowth Opportunity

◕◔◕◕
$4M

($1,000M)$0.5-1.6BRedacted

◑◔○◑
$0.3M

($70M)$0.1-0.4BRedacted

◕◑◔◔
$1M

($200M)$0.3BRedacted

●◕◔◕
$0.05M
($0.5M)$0.01BRedacted

◕○◑●
$0.4M
($30M)$0.08BRedacted

◑◕◕◑
$0.6M

($120M)$0.05BRedacted

◕◕◔◑
$0.3M

($50M)$0.1-0.2BRedacted

◑◑○◔
$2M

($50M)$0.05-0.1BRedacted

G
reat

O
K

W
eak

P
o

o
r

G
o

od

Legend: Attractive Unattractive
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Growth Prioritization: Initial Opportunity Map

A
tt

ra
ct

iv
en

es
s

Ability to Win

Lo
w

H
ig

h

Low High
“Disregard” “Deprioritize”

“Evaluate Further”

REDACTED Year 5
Revenue

REDACTED

REDACTED

REDACTED

REDACTED

REDACTED

REDACTED

REDACTED

“Test / Diligence”
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Situation

Case Study: VC-Backed Company
Growth Strategy
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The leadership team at a VC-backed leader in mental health wanted to update its product growth strategy to best match the evolving 
needs of its customers and the broader market, while also creating a clear framework for making related strategic decisions as a 
leadership team. They wanted to answer the question “What else should we build/buy to grow and expand our current offering and 
realize our vision?” and then proactively invest into the most exciting opportunity. We identified 13 adjacent growth opportunities, and 
then prioritized and evaluated 10, to better understand their attractiveness, as well  the ability to enter and win. This evaluation led to the 
selection of a specific growth opportunity, resulting in the strategic acquisition of a new business unit.

Project Samples Outcomes

13 growth opportunities identified

10 growth opportunities evaluated

1 strategic acquisition of a new business unit
Corporate Strategy – Service Overview   |   Prepared by Healthy Growth Advisory. Confidential and proprietary. 25

Growth Opportunities: Market Map

Redacted
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Prioritized Growth Opportunities

Redacted
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[Redacted Segment]: Snapshot Overview

Redacted
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[Redacted Segment]: Market Size (Addressable)
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Growth Prioritization: Initial Assessment

Redacted
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Growth Prioritization: Opportunity Recommendations

Redacted

Redacted
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Situation

Case Study: VC-Backed Company
Customer Segmentation

10

The leadership team at a VC-backed emerging leader in sports nutrition wanted to update its customer segmentation archetypes. They 
wanted to validate initial archetype hypotheses from their branding agency with objective data. We created an online customer 
segmentation survey (N=3.3K) and utilized advanced clustering analysis to identify 4 customer segments that mapped roughly to the 4 
archetype hypotheses in their attitudes and behaviors. The survey revealed that each customer segment had specific demographic 
skews and meaningful differentiation in a variety of behaviors and attitudes, enabling differentiated marketing efforts to reach targeted 
customer segments.

Project Samples Outcomes

4 customer segments validated

1 customer segment prioritized for marketing spend
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Customer Segmentation: Demographics

Segment 1

• Age: Skews older
• Gender: Skews heavily female
• Geography: Skews rural
• Income: Skews lower income

Segment 2

• Age: Skews older
• Gender: Minimal skew
• Geography: Minimal skew
• Income: Minimal skew

Segment 3

• Age: Skews younger
• Gender: Skews male
• Geography: Skews suburban
• Income: Skews middle income

Segment 4

• Age: Skews younger
• Gender: Skews male
• Geography: Skews urban
• Income: Skews higher income

26 - 35 36 - 45 46 - 55 Male Female Urban Suburban Rural Other
Under 

$35K

$35K - 

$69K

$70K - 

$99K

$100K - 

$199K

$200K 

and above

Raw Count

Overall 1,033 766 359 809 1,349 636 948 531 43 692 820 330 280 36

Segment 1 232 207 104 172 371 137 213 171 22 268 169 58 46 2

Segment 2 232 213 94 197 342 163 225 141 10 178 205 77 67 12

Segment 3 287 171 82 221 319 143 273 117 7 139 227 88 78 8

Segment 4 282 175 79 219 317 193 237 102 4 107 219 107 89 14

% of Total

Overall 47.9% 35.5% 16.6% 37.5% 62.5% 29.5% 43.9% 24.6% 2.0% 32.1% 38.0% 15.3% 13.0% 1.7%

Segment 1 42.7% 38.1% 19.2% 31.7% 68.3% 25.2% 39.2% 31.5% 4.1% 49.4% 31.1% 10.7% 8.5% 0.4%

Segment 2 43.0% 39.5% 17.4% 36.5% 63.5% 30.2% 41.7% 26.2% 1.9% 33.0% 38.0% 14.3% 12.4% 2.2%

Segment 3 53.1% 31.7% 15.2% 40.9% 59.1% 26.5% 50.6% 21.7% 1.3% 25.7% 42.0% 16.3% 14.4% 1.5%

Segment 4 52.6% 32.6% 14.7% 40.9% 59.1% 36.0% 44.2% 19.0% 0.7% 20.0% 40.9% 20.0% 16.6% 2.6%

% Delta from Overall

Overall 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Segment 1 -11% 7% 15% -16% 9% -14% -11% 28% 103% 54% -18% -30% -35% -78%

Segment 2 -10% 11% 5% -3% 2% 3% -5% 6% -7% 3% 0% -7% -4% 33%

Segment 3 11% -11% -9% 9% -5% -10% 15% -12% -35% -20% 11% 7% 11% -11%

Segment 4 10% -8% -11% 9% -5% 22% 1% -23% -63% -38% 8% 31% 28% 57%

Age Gender Geography Type Household Income
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Segment Differentiation: Top Health & 
Wellness Focus

0%

5%

10%

15%

20%

25%

30%

35%

40%

Mental Health Fitness Nutrition Sleep Longevity Other No Focus Right
Now

All Segments 1 2 3 4

Question: What is your #1 health & wellness focus right now?

Target customer segments show clear differentiation in top focus on Fitness, Mental Health, and Sleep.
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Segment Differentiation: Supplement Spend

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

All Segments 1 2 3 4

Nothing $1-25 $26-50 $51-100 $100+

0%

10%

20%

30%

40%

50%

Nothing $1-25 $26-50 $51-100 $100+

All Segments 1 2 3 4

Question: How much did you, yourself, spend on all nutritional supplements in the past 30 days?

Target customer segments spend meaningfully more on nutritional 
supplements, with a majority spending >$25 last month.
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Survey Panel: Statement Ratings across Subjects

3.2

3.5

3.6

3.4

3.0

3.4

3.6

3.6

4.0

3.8

3.4

3.7

3.9

3.2

3.8

3.9

3.4

2.4

3.8

3.7

3.1

3.8

3.1

3.5

3.7

3.9

3.4

3.7

3.9

4.0

2.8

2.7

3.5

0 1 2 3 4 5

I track specific metrics to ensure that I am making progress towards my goals.

My health and wellness has a direct impact on whether I will achieve my goals in life.

Health is an important factor in deciding what I eat.

I get all of my nutrition from the food I eat.

Packaged and processed foods are a part of my regular diet.

I go to great lengths to research a nutritional supplement product and brand before purchasing.

I must trust a brand of nutritional supplements before buying it.

Nutritional supplements are a part of my fitness routine.

Working out will help me live a long life.

Working out helps me do the activities that I enjoy the most.

I work out because I know that I am supposed to.

I work out to lose or maintain weight.

Working out helps me feel good in my clothes.

I work out to gain muscle.

Working out energizes me.

Working out helps me with stress and anxiety.

Working out is fun.

I am a high-performance athlete.

Working out is a vital part of a balanced and healthy lifestyle.

Improving my fitness performance is an important goal for me.

My fitness is core to who I am.

I want to be better, stronger, faster.

I dedicate my life to performance.

I turn every obstacle into an opportunity.

I do not settle for less than my best.

I do not believe in magic pills or shortcuts.

I live an achievement-oriented life

Daily activity and healthy habits are required to meet my goals.

Habit and routine are an important part of my life.

Being productive is an important part of my life.

Sharing information on health & wellness is an important part of who I am.

Coaching others on health & wellness is an important part of who I am.

I want to unlock the best in those around me.

Average statement ratings varied from ~2.4 – 4.0, with much variance 
attributable to Age, Gender, Geography, and HH Income.

Sharing & Coaching

Performance

Exercise

Research & Trust

Nutrition

Metrics & Tracking
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Key Takeaways: Segment Insights Map
Customer Segment

Segment 4Segment 3Segment 2

Elements of Feeling Healthy

#1 H&W Focus

Challenges for #1 H&W Focus

Supplement Knowledge

Supplement Category Consumption

#1 Reason for Supplements

Supplement Brand Use

Supplement Purchase Channels

Supplement Spend

Supplement Purchase Factors

Supplement Switch Factors

Supplement Research and Trust 
Attitudes

Note: Check mark ( ) indicates that there is a meaningful difference for answers to that survey question. Red dashed box indicates that segment insights are particularly meaningful.

Customer Segment

Segment 4Segment 3Segment 2

Health Metric Tracking

Metric Tracking Attitudes

Exercise Volume Past Week

Exercise Types

Exercise Locations

Exercise Attitudes

Performance Attitudes

H&W Info Mediums

H&W Info Sources

H&W Info Sharing

Sharing & Coaching Attitudes

Prepared by Healthy Growth Advisory. Confidential and proprietary. 41

Customer Segmentation: Clusters from Advanced Analytics

Cluster 1 Cluster 2 Cluster 3 Cluster 4

Metrics & Tracking -0.9 -0.3 0.4 0.7

Food -0.3 -0.4 0.2 0.5

Supplements -1.1 0.3 0.2 0.7

Exercise -1.0 -0.3 0.3 1.0

Performance -0.7 -0.2 0.3 1.0

Sharing & Coaching -0.8 0.0 -0.3 1.2

Segment 1

Non-supplement users
+

No aligned attitudes

Similar to No Archetypes
(i.e., not your customer)

Segment 2

Light supplement users
+

Few aligned attitudes

Similar to On the Cusp

Segment 3

Light supplement users
+

Many aligned attitudes

Similar to Newfound Fitness

Segment 4

Heavy supplement users
+

Very aligned attitudes

Similar to The Fitness 
Professional & The High

Customer Segments (& Alignment to Archetypes)

Note: Values shown are scores 
are Z-scores, i.e., the number of 

standard deviations from the 
mean for that customer segment 
vs. overall survey panel. Positive 
values are above average, and 

negative values are below 
average. 

Clustering 
Variables 

Calculated from 
Survey Data 

(Attitudes and 
Behaviors)

Customer Segments from K-Cluster Means Analysis

REDACTED
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Situation

Case Study: Venture Creation Studio
Product Strategy

11

A venture creation studio had a vision for creating a lifestyle behavior optimization tool, but did not yet have a product strategy. I 
evaluated 5 major market segments, including 22 sub-sectors and 25 key companies, to validate key hypotheses; shape the value 
propositions, product features, business model, and go-to-market strategy; and enable partnership conversations and opportunistic 
M&A. As a result of our initial phase of work, I identified 20 actionable product strategy recommendations and created a 3-year product 
roadmap to provide an entry point into lifestyle behavior optimization.

Project Samples Outcomes

22 sectors and 25 key companies evaluated

20 product strategy recommendations

3-year product roadmap
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Wearables: Sub-Segments & Competitors
General / Holistic

Competitor Snapshot

Nutrition Exercise Sleep Mental Health

Business Models

• Watch: $150 – 2,400

• Wristband: $70

• Add-Ons: Monthly 
memberships; 
Materials upgrades; 
Monthly carrier 
charges (Separate 
w/ TelCo’s)

Competitor Snapshot Competitor Snapshot Competitor Snapshot Competitor Snapshot

Watch Focus

Watch Focus
Clinical Diagnostics Focus Headgear (EEG) Focus

Business Models

• CGMs + App: $130 –
400 / month (~$1.6 –
4.8K / year)

• Upfront ‘Calibration’: 
$260 for Initial 
‘Calibration’ CGM  + 
App for $120 – 336 / 
year

Business Models
• Watch: $120 – 700

• Wristband (Fixed): $80 – 150

• Wristband (Variable): $200 –
360 / year (Note: WHOOP 
trying a traditional 
smartphone framing, with a 
single monthly price 
[$30/mo.] plus long-term 
commitment [1 year])

• Sensor (Variable): $150 – 190 
/ year

Business Models
• B2C Wearables: $130 –

550

• B2C App: $6 – 18 / mo.

• Sleep Diagnostic (One 
Time): $250 (Note: 
Ongoing care extra)

Business Models
• Watch: $500+
• Headband: $250 – 400
• Other (Fixed): $150 – 360+
• Other (Variable): $70 – 100 

/ mo. based on 1-1 coaching 
access

• B2C App: $4 – 13 / mo.
• Headset (Clinical): $850 –

1,800
• B2B App: $20 – 30 / mo.

Wristband Focus

Wristband Focus

Sensor Focus
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[Redacted]: Strategic Recommendations
Initial RecommendationsRelated ExamplesKey Strategic QuestionStrategic Choice

• Subjective linear numeric scale for a harmonious, high-quality existence
• Subjective binary for end of day knowing “Where did my time go?”

What exactly are you helping people  to 
improve? How will they know?

Core Improvement 
KPI(s)

• Initial focus on work, relationships, joy (‘most favorites’), and mental health
• Eventual inclusion of sleep, exercise, and nutrition

How broad are the subject areas you will 
utilize to help people improve on that?Breadth of Content

• Initial focus on ‘true believer’ Type-A Overachievers and Quantified Selfers
• Eventually expand into Worried Well after initial demonstration of efficacy

Which people are you helping to improve?Target Customer(s)

• As light as possible on Information and Execution, with focus on engineering 
Outcomes

Which elements of behavior change do 
you want to support?

Information / Execution 
/ Outcomes Spectrum

• Focus on elite / best execution and then shift down from there, as desiredWhat is your bar for execution quality?Good / Better / Best 
Spectrum

• Broader toolkit of recommended behaviors will be rigid / philosophy-driven
• Specific next behavior rigid at first (e.g., first 1-3), and then flexible

How flexible do you want to be in letting 
individuals customize their experience?

Prescriptive vs. 
Experimental

• Perhaps pick 1-3 non-normative behaviors and/or physical markers to 
enable tribal commitment, signaling, and belonging

How much are you willing to violate existing 
social norms for your target customer(s)?Social Normativity

• Automate ad hoc digital “coaching” adjustments for daily improvement
• Maybe offer low tech 1-1 human coaching as a premium upsell

How much AI and/or Human coaching do 
you want involved in the experience?Degree of Coaching

• Identify small handful of key integrations for your power users (e.g., GCal)
• Leverage existing H&W data aggregators for access to broader ecosystem

How integrated do you want to be with key 
related products & services?

Degree of Ecosystem 
Integrations

• Pick specific tracking data to be enriched for delightful social sharing
• Enable community-based problem solving for enabling key behaviors

How social of an experience do you want to 
create? What is important to be shared?

Solo vs. Social 
Orientation

• Wherever feasible / cheap, structure product architecture to enable easy 
localization of content (i.e., assume you are building for 20+ languages)

Do you want to build multi-lingual / cultural 
support into the initial foundations?

Local vs. Global 
Orientation

• Freemium B2C app with tracking of core KPI(s) as free lead gen
• Ultra premium in-person 1-1 and group workshops

How are you going to monetize?Business Model

Redacted

Prepared by Healthy Growth Advisory. Confidential and proprietary. 45

[Redacted]: Product Roadmap Recommendations

Productivity

Daily Planners

Daily planning ritual and 
features geared around 
your novel overarching 

philosophy

Core Offering Additional Launch Offerings

Productivity

Life Coaching

Information (Content) & 
Execution (Digital Tools) for 
enabling specific behaviors 

from your philosophy

Productivity

Time Tracking

Minimum viable tracking, 
reporting, and insights for 

your core improvement 
KPI(s)

Immediate Feature Additions

Physical Health

Exercise Tracking

Data enrichment, story 
telling, social sharing, and 
community-building from 

individual experiences

Productivity

Daily Planners

Digital calendar 
optimization / orchestration 
to enable specific behaviors 

from your philosophy

Year 1-2 Adjacent Additions

Mental Health

Mental Health Tracking

AI-processed voice 
journaling leads to insights 

based on words, pacing, 
and tone

Productivity

Habits & Goals

Create heavy-handed, 
beautifully designed initial 

UX to install initial key 
behaviors

Corporate H&W

Exercise

Ultra premium in-person 1-1 
and group workshops to 
drastically improve your 

core improvement KPI(s)

Physical Health

Nutrition Execution

Upfront intake UX to create 
investment and clearly 
show the likely journey 
ahead to realize goals

Mental Health

Mental Health Execution

Minimum viable digital 
access to all levels of 

licensure / expertise for 1-1 
human coaching

Redacted

Redacted
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[Redacted]: Market Segments & Competitors
H&W Wearables

General / Holistic
e.g., Apple Watch, Amazon Halo

Nutrition
e.g., Levels, January AI

Exercise
e.g., WHOOP, Fitbit

Sleep
e.g., Oura, StimScience

Mental Health
e.g., Muse, Happy

Selected Competitors

H&W Tracking / 
Execution Physical Health

Nutrition Tracking
e.g., MyFitnessPal, Cronometer

Nutrition Execution
e.g., Noom, Lumen

Exercise Tracking
e.g., Strava, Fitbod

Exercise Execution
e.g., Peloton, iFIT, Sworkit

Selected Competitors

H&W Tracking / 
Execution Mental Health

Mental Health Tracking
e.g., Moodfit, Day One, Ellipsis

Mental Health Execution
e.g., Calm, BetterHelp, Woebot

Sleep Tracking
e.g., Sleep Cycle, RISE

Sleep Execution
e.g., Sleepio, SleepScore, SleepMe

Selected Competitors

Productivity

Life Coaching
e.g., GrowthDay, Esalen

Time Tracking
e.g., RescueTime, TrackingTime

Habits & Goals
e.g., Habitica, Fabulous

Daily Planners
e.g., Sunsama, Todoist, Clockwise

Selected Competitors

Corporate H&W

General / Holistic
e.g., Virgin Pulse, Thrive Global

Exercise
e.g., EXOS, Gympass

Performance
e.g., BetterUp, Valor

Mental Health
e.g., Lyra, meQuilibrium

Selected Competitors

Execution Enhancers
e.g., Superhuman, Notion

Priority #1 / 7 Competitors Priority #5 / 3 CompetitorsPriority #2 / 5 Competitors Priority #4 / 4 Competitors Priority #3 / 6 Competitors
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Productivity: Selected Competitor Overview

Execution 
EnhancersDaily PlannersDaily PlannersDaily PlannersHabits & GoalsTime TrackingLife CoachingSub-Segment

Scaled leader in e-mail 
execution focusing 

exclusively on power users of 
single element of daily 
(technological) life. Re-

invented UX from bottoms-
up to create clear positive 

impact on metric(s) that 
mattered most, resulting in 
high willingness to pay and 

lock-in.

Rapidly scaling AI 
calendar management 
tool, focused on tech 

companies, that created a 
novel, team-friendly 

approach to “time 
orchestration”. 
Demonstrates 

opportunity to leverage 
AI to optimize our lives 

across multiple priorities.

Scaled leader in task 
management and to-do 

lists helping anyone 
organize their life. 

Example of investor-free 
success driven by digital 
product leadership in a 
Productivity category 

that everybody uses (to 
varying degrees).

Digital daily planner 
focused on tech worker 

niche with novel approach 
to organizing the day and 

seamless ecosystem 
integration. Prime 

example of both the 
benefits (better UX) and 

costs (limited scale) of 
targeting a specific niche.

Less-autonomous / less-
curious version of Project 

Existence’s core value 
prop – it already knows 

what the user ought to do, 
and its expertise is artfully 
guiding the user towards 
successful execution in 

the long-term.

Work-oriented version of 
Project Existence’s core 

value prop – a fully 
automated tracking and 

coaching to tool to enable 
more of what matters 

most (in this case, 
focused work). 

Nascent D2C content 
monetization attempt, 

combining the followers 
of a stable of famous 

coaches, an archive of 
existing coaching and 

course content, a basic 
digital toolkit, and limited 
live coaching sessions & 

new content.

Description

• E-mail execution 
enhancement suite 
for $17-30 / month.

• Enterprise product 
includes security, 
reporting, and 
account 
management.

• Full suite of AI 
optimization, 
analysis & reporting, 
billing, admin, 
security, and 
support features for 
$7-12+ / month.

• Smart calendar 
management and 
productivity tool 
integrations are free.

• Full suite of task 
management and 
to-do list features 
and integrations for 
$4-8 / month.

• Volume and feature 
limited task 
management and 
to-do list for free.

• Full suite of daily 
planning and 
work execution 
features, with a 
focus on tech 
workers, for $16-
20 / month.

• Digital tools and 
coaching content 
for $50 / year

• Automatic time-
tracking and 
progress reports 
for free

• Coaching and 
focus-enabling 
features for $7-12 
per month

•Digital tools and 
basic content for 
$50 / year
•Additional coaching 

and course content 
for incremental 
$250-450 / year

Product(s)

• Novel execution approach (i.e., 
shortcut and navigation 
design).

• Automation and integration 
wherever feasible to deliver on 
core value prop (i.e., saving 
time).

• Resolves other core user 
anxieties (i.e., undo send).

• Laser focus on Enterprise 
as primary customer.

• Time orchestration for 
multiple calendars, not just 
individuals.

• AI-driven calendar 
optimization enabled by 
nuanced labeling of types 
of time / activities.

• Complete coverage of 
task management and 
to-do list functionality.

• Friction-reducing 
features like natural 
language recognition, 
templates, and 
integrations.

• Guided daily 
planning exercise.

• Drag-and-drop 
integrations across 
Productivity 
ecosystem.

• Scientifically validated 
behavioral science 
approach to habit and 
routine creation

• Coaching content library
• Stack habits into routines
• Gorgeous UX / aesthetics

• Automated time tracking
• Focused work session 

enabling features
• Smart productivity 

coaching
• Identifies key blockers

• Famous / successful / 
expensive coaches and 
courses

• Digital tools for habit 
tracking, journaling, goal-
setting, task management

• Selling motivation / 
inspiration & success / 
achieving goals

Key Features, 
Differentiation, 

and Value 
Propositions

Redacted
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Sunsama: Snapshot Overview

OwnershipFeatures / 
DifferentiationCustomer SegmentsProductsTractionBackground

Key Investors: Four Cities Capital; 
Y Combinator
Total Raised: $1.6M
Latest Raise: $1.4M (Seed / Sep. 
2019)
Valuation: Not Public

• Guided daily planning 
exercise.

• Drag-and-drop integrations 
across Productivity 
ecosystem.

B2C: Main focus

Enterprise: None

Other: None

• Full suite of daily planning 
and work execution 
features, with a focus on 
tech workers, for $16-20 / 
month.

Revenue: ~$1-2M (Note: Max of $1.2M 
@ 5K customers)
Users: 5K+ claimed
Web Traffic: 453K monthly visits
App Ranking: #654 in Android 
Productivity
# FTE’s: 2-10 (~13 on LI)

Founding Year: 2013

Founder(s): Ashutosh 
Priyadarshy, Travis Meyer

Location: Oakland, CA

•Make work-life balance a 
reality.
•Set realistic daily goals.
•Feel calm and focused.
•Go home satisfied.

Value 
Propositions

•Lots of love for the desktop 
experience, but mobile apps 
are lagging behind (on both 
iOS and Android).

Consumer 
Sentiment

•Organize around a single daily 
planning ritual.
•Focus on specific user niche in 

order to prioritize UX and 
ecosystem integrations.

Key Insights

Digital daily planner focused on tech worker niche with novel approach to organizing the day and seamless ecosystem 
integration. Prime example of both the benefits (better UX) and costs (limited scale) of targeting a specific niche.Description

The digital daily planner that helps you feel calm and stay focused.Mission

Productivity

Daily Planners

Branding is professional but light-hearted, with themes of self-control and deep work. Features include day planning, time tracking, and integration across Productivity ecosystem.



About Me
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Leveraging a unique combination of experience and 
expertise in top-tier strategy consulting, private equity, 
and Health & Wellness, I have provided corporate 
development and strategy consulting to 60+ investors 
and companies across Health & Wellness.

Teddy Daiell
Managing Partner

Connect teddy@healthygrowth.co 

https://www.linkedin.com/in/tdaiell/
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