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EXECUTIVE SUMMARY

"At Bose we believe sound is one of the most powerful forces on earth.”

Bose's expertise: sound technology
SleepWave's purpose: supporting individuals struggling with
sleep issues
° How it works: utilizes sound frequencies to improve ®
relaxation and reduce sleep disruptions MEE
° Target: individuals aged 18-40 seeking better sleep and
well-being



THE EVOLUTION OF SOUND THERAPY

Sound therapy emerged as a healing Scientists like Dr. Alfred Tomatis
tool in Egypt (chanting) and India (Nada formalized sound therapy, introducing
Yoga) methods that improved cognitive
development
T Renaissance T Today
Ancient l 20th Century l
civilizations

Visionaries like Pythagoras and
Leonardo da Vinci explored the
relationship between sound, harmony
and mathematics

Widely used to reduce stress, relieve
pain and improve relaxation through
the use of advanced technology
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THE SLEEP AID MARKET IS A DREAM

- Consumers are becoming increasingly aware of sleep as a part of their overall wellness.
- 58% of adults 18+ have tried to implement better sleep habits but they did not last.

- Consumers have relatively few associations, good or bad, with sleep aid technology.
- This means the market is a proverbial "blank slate” and an area of high opportunity.

- The US market size of over the counter sleep health products reached $2 billion in 2024.
- Itis projected to grow at a rate of 4% for the next five years.



HOW BOSE FITS INTO THE MARKET
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Beautifully Engeineered Sound

- Bose has along history as a leader in the field of
audio.

- Its emphasis on research and development has
helped it pioneer new technology in varied markets,
from live music to aviation.

- Bose's expertise in sound gives it the credentials to
launch a new, sound-focused product in the sleep
aid market.



INTRODUCING...
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- Leveraging Bose's expertise in sound, SleepWave
creates an adaptive environment for relaxation, sleep
induction, and gentle waking.

- While other competitors in the market emphasize light,
L breathing exercises, and meditative soundscapes,
SLEEPWHVE )y, SleepWave will be the first to explore the untapped area
of sound therapy in the sleep tech market.

- SleepWave will utilize Bose's incredible audio
technology to provide curated experiences for each
individual user, utilizing an array of sonic frequencies best
suited to calm the mind




Hatch

-Marketed as an alarm clock that
helps you build healthy sleep habits.

- An emphasis on disconnecting
from technology is its unique
positioning in the market.

- The "Restore 2" retails for $169.99.

THE COMPETITION

Créé par des
insomniaques

Dowdow

- Dodow is a sleep aid technology
specifically geared towards
consumers concerned with
insomnia and their heart health

- Its focus on breathing exercises
differentiates it from other sleep
aids on the market.

- Dodow retails for $69.99.

Phillips SmartSleep

- Positioned as a sleep aid that
helps you fall asleep and wake up
gradually, feeling refreshed.

-The legacy of Phillips as a light
producer is what differentiates this
product from others in the market.

- Phillips SmartSleep retails at
$179.95.
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SWOT ANALYSIS: INTERNAL

Strengths

Strong brand equity in the
audio technology market
Patented product

High quality product
Approved by FDA

Trusted by doctors

Weaknesses
e Higher price point than
competitors
e New entrantinto the field of
sleep aids
e High cost of research and

development



SWOT ANALYSIS: EXTERNAL

Opportunities Threats
e AnagingUS population e Highly competitive market
e Agrowing number of with low barriers to entry
individuals moving to e Alternatives such as
metropolitan areas and supplements are more
need to block out noise economical treatments for

sleep issues
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BOSE MISSION STATEMENT

Dr. Amar Bose

"We have a simple mission: think of better solutions,
create better products, help people enjoy the things
they love. Everything we do supports this mission
and points us forward. It started when Dr. Bose
founded the company in 1964 and continues today
with innovative, passionate employees around the
globe’




SLEEPWAVE BUSINESS OBJECTIVES

& ¢

OBJECTIVE 1 OBJECTIVE 2 OBJECTIVE 3
Position Bose as aleaderin Achieve a 5% market sharein Revenue growth through
sleep technology sleep technology by reaching diversification

existing Bose product users as
well as other potential customers
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THE 3 MORES

Penetration: Bose Sleepwave will target consumers who are currently using other
forms of sleep aids such as melatonin and benadryl.

Premiumization: Bose Sleepwave will be positioned as a premium product. In addition
to the standard base model, buyers will also be able to purchase SleepWave Pro which
offers customization options such as soundscapes, adaptive light therapy, detailed
sleep analytics, and compatibility with other smart home devices.
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PEOPLE

Who Bose SleepWave will target




Segmentation and Targeting

Age Demographics: Individuals age 18 to 40+

Interest: Individuals who have a strong interest in health and fitness. These
individuals take care of themselves and enjoy working out and meditating.

Lifestage: Bose SleepWave will primarily target individuals who have a busy lifestyle.
They are either full time students or work full time jobs.

Mindset: Bose SleepWave will target individuals who have a wellness mindset, they

understand that sleep is a vital part of their life and impacts their performancein
other areas of their life.



Demographics
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Data Source: CDC Behavioral Risk Factor Surveillance System (BRFSS), 2013-2022.

Sleep is not assessed on the core survey in the following years: 2015, 2017, 2019, and 2021.
Percentage of adults not getting enough sleep, adjusted for age.

37.5% of men and 36% of women experience inefficient sleep. (CDC, 2022)



SEGMENTATION AND TARGETING

Millennial and Gen Z consumers are spending more on health and wellness
than older consumers.

US health and wellness purchases, by product/service type and generation,’
% of respondents (n = 2,007)
® GenZ @ Milennials O Overall average

°®
O

Appearance Health Fitness Nutrition Sleep Mindfulness
(eg, cosmetic (eg, over-the- (eg. fitness club  (eg, food subscrip-  (eg, cooling (eg, meditation
procedures, hair  counter medications, memberships, tion services, mattresses, classes, mindful-
care products, skin studio classes, food-tracking apps) gravity blankets, ness apps, therapy
care products) wearable devices) melatonin) sessions)

products, vitamins)

McKinsey & Compan

Millennials and Gen Z



Psychographics

US: barriers to implementing improved sleep behaviors, 2024

| plan to go to sleep on time
but am not tired when the
time comes

It's hard to know what
technique would actually
work for my unique needs

My schedule makes it too
difficult to go to bed at the
same time every day

I'm unable to disconnect
myself from technology

In the moment, | don't want to
sacrifice my leisure time for
more sleep

Other individuals in shared
sleep space would be
affected by sleep methods

None of these

% of respondents

We will target individuals who struggle to fall asleep and have difficulty
finding a technique.



SEGMENTATION AND TARGETING

Top 10 factors for US consumers when purchasing wellness-related products,’
% of respondents (n = 2,007)

Effective/works
for me

e
Science backed

McKinsey & Company

50

Well-priced

26
o000 00
0000000006
cco000EO00Q

Recommended
by a medical
professional

High quality

23

Easy to understand

37

Good value

(1 1) 23

0000000000
2000066000
Certified by a scientific
and/or food-and-drug
organization

@ Related to effectiveness or scientific credibility

Addresses my
specific needs

23

Clean/all-natural
ingredients

We will target upper-middle income consumers, as they gravitate towards

quality and science-backed products.




POSITIONING

Why: Sleep is the foundation of well-being. We believe
everyone deserves the deep, restorative rest that nourishes

both body and soul.

Why How: By leveraging 60+ years of research in audio technology

and Bose extensive distribution network.

How What: A sound machine that utilizes optimal frequency noises

that are proven to promote relaxation and lead to higher

What quality sleep.



PRODUCT

The Value We Prov ide
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- An alternative option for consumers who struggle to
fall asleep but do not want to take supplements such as
melatonin.

- SleepWave will be categorized as a specialty product.

SLEEPWRVE |, - Will be seen as an investment in health and wellness,
making buyers less price-sensitive

- Will have limited distribution and selectively targeted
promotion.
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CORE BENEFITS THE PRODUCT AUGMENTED FEATURES
The Bose experience e Advanced sound therapy e (Customer Repair Service
featuring high quality e Ambientlighting e ProductSupport
sound technology e Sleeptracking e Warranty
designed to enhance e Sleek design
daily lives e High quality product



w -/ /L7 S

SLEEPWAH VEWVWM

MY Slt'[ﬂh’ﬂ

VOLUME VOLUME VOLUME




& PRICE ‘%




VALUE ADDED PRICING

Competitor

Price

Feature

Dodow

Hatch Restore

Philips

SmartSleep

Oura Ring

SleepWave by
Bose

(USD)gdsg

59-89

129-179

199-299

299-400

249-349

Score

20

50

70

75

90

Simple light
therapy, no sound
or tracking.

Light and sound, no
personalization or
tracking.

Light therapy, basic
sound, clinically
backed.

Advanced sleep
tracking, no therapy
features.

Light and sound
therapy, tracking,
adaptive features.
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PRICE MATRIX

Value Based Price Matrix

e Dodow e Hatch Restore e Philips SmartSleep
e Oura Ring e SleepWave by Bose

100 150 200 250

Price in $ (Low to High)



PRICING TIERS

SIEEPWAVE )

BASE PREMIUM
MODEL MODEL

SleepWave will offer two pricing tiers to cater to

varying consumer needs:

e Abase model priced at $249, which includes
standard light and sound therapy, pre-loaded
soundscapes, and app integration for basic
sleep tracking.

e  Apremium model at $349, featuring
customizable soundscapes, smart adaptive
light therapy, detailed sleep analytics, and
compatibility with smart home systems like
Alexa and Google Home.



FINANCIAL ANALYSIS

Profit Margin Before and after Taxes for the first two years Base _ Premium
YR1 YR2 YR1 YR2

Total Sales in Dollars S 1,743,000.00 2,091,600.00 2,443,000.00 2,931,600.00
Less: Variable Costs

Direct Materials S 50.00 £0.00 50.00 60.00

Direct Labor S 30.00 36.00 30.00 36.00
Contribution Margin (Sales - Variable Costs) S 1,742,920.00 2,091,504.00 2,442,920.00 2,931,504.00
Less: Fixed Costs

Marketing & Admin Expenses S 500,000.00 313,740.00 366,450.00 439,740.00

Overhead & Other Fixed Cost S 500,000.00

Depreciation
Total Fixed Costs S 1,000,000.00 313,740.00 366,450.00 439,740.00
Net Profit (Contribution Margin - Fixed Costs) S 742,920.00 1,777,764.00 2,076,470.00 2,481,764.00
Gross Profit Margin (Contribution Margin / Sales) 100% 1003 100% 1003
Net Profit Margin (before tax) Net (Profit / Sales) 43% 85% 85% 85%
Net Profit after tax S 482,398.00 1,155,546.60 1,349,705.50




BREAK-EVEN ANALYSIS

CATEGORY BASE MODEL ($249) PREMIUM MODEL DETAILS/NOTES
($349)
SELLING PRICE PER $243 $343 Net price after
UNIT distributor margin
(30%).
VARIABLE COSTS PER $80 $80 Includes $50 for
UNIT materials and $30 for
labor.
CONTRIBUTION $163 $263 z g 5
Selling Price - Variable
MARGIN (CM) Costs.
FIXED COSTS |
- R&D $500,000 $500,000 Includes product
development and trials.
- MARKETING/ADMIN $250,000 $250,000 Launch promotions,
EXPENSES campaigns, and admin.
- OVERHEAD $250,000 $250,000 Logistics,
manufacturing, and
distribution.
TOTAL FIXED COSTS $1,000,000 $1,000,000 Sum of R&D,
marketing, and
overhead.
BREAK-EVEN VOLUME 5,317 units 3,717 units

(BEV)

BASE MODEL

1000000

169 5917 units

Breakeven Volume =

Breakeven Volume = 5917 » 249 = $1,472,333

PREMIUM MODEL

1000000

269 = 3718 units

Breakeven Volume =

Breakeven Volume = 3718 * 349 = $1,297,982



PLACE

Where you can find SleepWave




VERTICAL MARKETING CHANNEL

e AllSleepwaves manufactured by Bose
e Sold onBose's online DTC platform and through existing
partnerships with BestBuy and Target
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PROMOTION

How People Learn About SleepWave




REAL-WORLD PERSPECTIVES ON
SLEEP CHALLENGES

®  Struggles with Sleep Apnea and Insomnia: Experiences
both sleep apnea, requiring a CPAP machine,and
insomnia, with frequent early wakeups (2-4 AM),
affecting overall sleep quality.

° Limited Success with Current Solutions: CPAP machines
and sound therapy have provided inconsistent results,
and wearables like Whoop only track data without
offering actionable insights.

e Receptiveness to Premium Pricing: Willingtoinvestina
high-quality product (5300 range), especially from a
trusted brand like Bose, if backed by a trial period and
proven results.

e Sleep as aWellness Priority

e  Pitched the SleepWave Product



RECLAIM YOUR NIGHTS CAMPAIGN

RECLAIM YOUR NIGHTS.
RECLAIM YOUR LIFE.

& SLEFPWAVE |y
L g

The "Reclaim Your Nights" campaign is designed to position Bose as not just a tech company but as a
champion for mental well-being and personal empowerment through better sleep



RECLAIM YOUR NIGHTS CAMPAIGN

Visual Storytelling: Short films
featuring diverse individuals

RECLAIM YOUR NIGHTS. overcoming sleep struggles with
RECLAIM YOUR LIFE. the help of SleepWave.

Social Media Hashtags:
#ReclaimYourNights encourages
user generated content about
overcoming issues with sleep.

Partnerships: Collaborate with
Y : mental health advocates, sleep

' ﬁf[’p””y clinics, and influencers to spread

" the message of Bose's effortsas a

well-being product.




RECLAIM YOUR NIGHTS.
RECLAIM YOUR LIFE.
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SAMPLE USER JOURNEY

Mindy is a sophomore in college who currently has trouble sleeping at night. She is
constantly worrying about school and has been taking melatonin for the last 3 months to
help her sleep. Lately Mindy has noticed that she is having nightmares which isa common
symptom of taking melatonin.

Mindy is currently on the market for an alternative sleep aid solution.
Attention: Mindy wanted to understand the negative side effects of melatonin and decided
to do some research onit. After finding the long list of side effects she decided to search for

other sleep aid alternatives.

Consideration: She began seeing options for sleep technology and read reviews as well as
looked through Tik Tok for any reviews and product walkthroughs.

Purchase: After comparing options, Mindy liked Bose's superior sound technology and
customizable options and decided to purchase her SleepWave on Bose.com.

Loyalty: After purchase, Mindy received an email for "How to set get the most out of your new
SleepWave machine”



PROMOTION

8:57 il 5G (40 V
< Sleep Doctor a
= 1,395 1.3M 198.
posts followers following
PAID MEDIA Base
@thesleepdoctor Hear it all, all the time, with the Bose Ultra Open
2,088 917K 898.6K Eeaw .
Following Followers Likes (Z) bose.life/shoplG

m Message Rt Follow Message

Improving health through the revitalizing

power of sleep.
(2 https://linktr.ee/thesleepdoctor \" @ @

© Instagram

SoundLink... Ultra Headp... Open Earbi

et

Most viral Sleeping without pain Ow N E D m E D I n @ @
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Diversified product lines
o  Customization for specific groups (kids,
seniors, travelers)
o  Advanced features (Al integration)
Strategic business partnerships
o  Collabs with wellness programs, luxury hotels
and other initiatives
Subscription services
o Personalized soundscapes
o  Sleep coaching programs
Global expansion
o  Expandintotarget markets: Europe and Asia
o  Customizing products for local preferences
and needs
Innovation and leadership



CONCLUSION
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e Technological sleep solution
o  Combines sound and light therapy to address physical and
emotional challenges of poor sleep
o  Atool for better health, well-being, and quality of life
_ e Scientifically supported innovation
 GiErrwAvey, o  Personalized, non-invasive solutions that stands outin the
market
e  Buildingloyalty and long-term adoption
o Measuring success through consumer satisfaction, loyalty, and
becoming a go-to sleep solution
e Legacyofinnovation
o  Strengthening Bose's position as a leader in sound and wellness
technology
o Expandingits role in upgrading lives and shaping the future of
wellness







THANK YOU!
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https://bit.ly/3A1uf1Q
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

