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Planning Phase
What is the problem? How will we address it?



Who will be using this 
product?

Audience:
- Professional Athletes

- Amateur Sports Enthusiasts

- Fitness-Conscious Individuals

What issues do current 

audiences face with their 
training strategies?

Problems:
- Suboptimal Progress

- Lack of Real-Time Refinement

- Lack of Motivation

Where do current solutions fail 

in optimally helping athletes?

Key Aspects:
- Variability in Athletes’ Day-To-Day 

States

- Disconnected Data Tracking

- Lack of Real-Time Feedback

- Difficult to Optimize Recovery

Why exactly do current 

training solutions fail?

Root Causes:
- Training Platforms Built Separately

- Basic Intelligence Features in 

Current Solutions

- Delayed & Ineffective Feedback

- Failure to Translate Data into 

Actionable Recommendations

Target User Pain PointsSpecific Problems Locating the Problem

Solution 

MVP Framework

Microsoft Sports Productivity Copilot



Competitor Research



Execution Phase
Developing a market plan



Target Persona

Who will be using our product?

Fitness-Conscious 
Individuals

Amateur Sports 
Enthusiasts

Professional 
Athletes



Visual Mockup



Go-To Market Strategy



Control Phase
Establishing a budgetary framework



KPI Frameworks

● Cost Per Engagement

● Campaign Budget Usage 

Maximize Retention ROI While Staying 

Within Budget

● % of Developer/ Design Hours Used vs. 

Planned

● $ Spent per Core Feature

● User Feedback

● Development Cost vs. Budget
● Hours Billed vs. Budgeted Hours
● Cost Per Feature Used

Build and Launch Tiered Subscription 

Features Within Budget

● $ Spent on Ads / # of App 

Downloads

● Weekly Spending vs. Projected 

Outreach Budget

● Cost per Signup or Event RSVP

● Cost Per Click 
● Cost Per Acquisition
● Outreach Budget Burn Rate

Limit Spending While Reaching New Users
Goal

Objective
Stay Within Budget During 

Community Acquisition

KPI

Metrics
● $ Spent on Retention (notifications, 

events) Per Active User

● % of Recurring Costs (server fees, 

email marketing) 

● Budget Remaining vs. Projected 

Timeline

Monitor Feature Development and 

Operating Costs

Cost Effective Consumer 

Retention



Monitoring Phase
What are possible risks of our strategy? Mitigations?



User Journey Map



Risk Assessment Matrix
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Q & A / Contact Page

Thank You!

1. blair.davis@yale.edu
2. giannaa@andrew.cmu.edu
3. bk2909@columbia.edu
4. .william.t.cohen.27@dartmouth.edu
5. fzv5jn@virginia.edu
6. sbc90@georgetown.edu

mailto:giannaa@andrew.cmu.edu
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