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EXECUTIVE SUMMARY 

During developmental process, Recovery Room faced a challenge of determining and 

quantifying market size as well as demand for the services indented to provide. This concern created 

uncertainty about the entire business model and questioned the idea of taking it further, going into 

debt.  

I found it very difficult to make financial projections without solid understanding and the “feel” for 

the market. I began searching for people who can help me better understand problems and pains 

that athletes face when it comes to recovery. It was extremely important to obtain such perspective 

to help me build a better product that would serve people. Looking for such knowledge and 

expertise I initiated several face-to-face meetings with the business owners and coaches, who target 

similar customer segment. To make it even more insightful, I met with the owners of competitive 

businesses. I met with Kris Sheppard (The Runners Academy), Michael Liberzon (X3Training Lab). 

Main takeaways I received: 

Cryotherapy is beneficial ONLY if it’s done consistently. For most people, 9/10 it won’t work. 

Massage is a bit better for recovery. Stretching is beneficial only for improving the range of motion, 

but for most people it is never effective. Totally not a fan of stretching. Physiotherapy clinics have 

most of recovery tools including Normatec boots. However they DON'T have saunas. People saw it 

more like a Spa for Athletes. 

Suggested Locations: 

• Between Danforth and Lake 

• Leslieville 

• Beaches 

• East York 

While such feedback and advice was beneficial, I still haven’t had enough information to 

measure the market. To fill this gap I created online questionnaire (google forms). 46 questions were 

made out of the main assumptions I had for the business. I distributed the questionnaire among my 

athletic  friends, triathlon teammates and local sports club groups on Facebook. I received about 10-

12 quality responses, which gave me much better understanding of some of my potential customer’s 

needs and demands. Still I was not satisfied because I could not understand if there is a demand for 

the services I was indented to provide. I needed to think outside of box. 

To test the market I created an MVP for Recovery Room. The minimum valuable product (service 

in my case) was the compression therapy service. The idea was to attend road running, triathlons, 

cycling sports events under the umbrella of Recovery Room business, offering compressions therapy 

treatment on a site, particularly after the event, at the race expo. This would open my idea to a 

wider group of people, where I can test my core assumptions and get the “feel for the market” . I 

created the prototype - video presentation of the future business so people can better understand 

what Recovery Room is intended to be. The video was a virtual walkthrough facility, showing exactly 

what the customer will see, including all the equipment we would have installed. Then I would ask 

them to fill out the questionnaire previously prepared online in Google Forms, so it’s easy and 

people can do it from their phones.  

Link to the prototype video - Recovery Room | Train Like PRO - Recover Like PRO 

To obtain the equipment needed I went to the leader on the market of compression therapy 

equipment - USA based company called NormaTec. They are the largest manufacturers and 

distributors in North America. I got in touch with Jessica Miller – a company’s representative, to see 

if there is a partnership opportunity. There was.  

http://therunnersacademy.com/
http://x3training.com/
https://docs.google.com/forms/d/e/1FAIpQLScSjZidRQxgcmheDcUjCHyAGz8ApitcVxyZn-Gg6re6N2Gv8Q/viewform?usp=sf_link
https://youtu.be/UGhn1m3P1J4


I negotiated 10 compression systems with “gravity” chairs for rent, to run my MVP project, from 

June to October, 2019. I did not have to invest a large sum of money into purchasing the equipment 

(~CAD$ 2,000 /unit) as I was not sure if there would be demand for it. Instead the total rental cost 

for 10 brand new units was USD $1.610, which included: rent, shipping, customs and gravity chairs 

mentioned before. In return, NormaTec would get a free promotion in Canada and potential 

purchase of those 10 units. 

Having the equipment I registered the business and obtained the Master License. I also 

opened business bank account and purchased the merchant machine to charge my customers. I 

developed the website: https://recovery-room.ca/ and social media pages on Instagram and 

Facebook. Created promotion materials, including flyers, banners and business cards. 

I then created the list of events to attend and businesses to contact with the offering of 

compression systems for rent. I contacted local gyms, boxing clubs, fitness studios and CrossFit gyms 

to see if there would be an interest. I emailed a lot of local hokey, running, swimming and triathlon 

clubs. I contacted different sports race event organizers across Ontario. I posted the adds on local 

Buy/Sell boards (Kijiji.ca, Craigslist.com) offering the systems for rent on a day-to-day basis. On the 

weekends I set up my tent at Angus Glenn Community Center parking lot, where local cycling teams 

would usually start their weekend group rides. I ran several paid promotion campaigns on Instagram 

and Facebook. 

I partnered with Multisport Canada and agreed to support two of their triathlon events in 

exchange of the space at the race expo for free. Recovery Room was present at Bracebridge and 

Wasaga Beach triathlon events. We also supported Popeye's Durham 1/4 Marathon event. Working 

at those events for free, I got a chance to collect customer feedbacks, gage the interest and demand 

for my service among the potential customers. I collected 32 quality feedbacks and provided my key 

takeaways below. 

https://recovery-room.ca/


 

 



 

 



 

 

  



 

Other takeaways not listed above: 

• 77% of people have never seen similar service offered, as showed on prototype video. The 

rest 13% received compression therapy there and payed about $80 for it. Almost all of them 

were satisfied and would come back again. 

• Only Olympic distance athletes showed interest in the service. People participating in 

shorted distances showed zero to no interest at all. 

• The age of participants range widely, from 21-57 years old, but the majority of athletes were 

in their 30th. 

• Most people are in a sport of triathlon for over a year 

• Majority of people train in the morning, before work. Convenience is the main reason, 

therefore opening hours need to be scheduled around the times that are most convenient. 

• Almost 70% of people are married or in relationship 

• 75% always research on tools and techniques that will help them improve in sport 

• On average athletes dedicate about 1 hour a week to recovery practices and they do it on 

certain days (when convenient, not necessarily on the weekends) 

• People are mostly interested in compression boots for the recovery treatment opposed to 

other methods described 

• People feel comfortable paying about $80 for one hour treatment session. Also, this is a 

typical amount being spent on a monthly basis 

Summary: 

Not enough demand found. People are not familiar with advanced recovery tools offered at 

Recovery Room. A huge amount of resources needs to be put into marketing. Marketing strategy 

would have to be focused on education of our customers. Seminars, demo events, online podcasting 

and strong social media presence would have to be developed to take the word out in the world. 

Marketing is not my area of interest. 

Seasonality is another concern for the business. Competition season in Canada is much 

shorted than at other places, therefore not so many athletes are training hard in the cold months, 

and pay much less attention to recovery practices. Financial loses are anticipated in the winter 

months. 

 MVP “Smoke Test” allowed me to obtain business knowledge and experience as well as to 

make a decision on whether to pursue the idea or not. Considering the factors outlined above and a 

personal loss of interest to the subject of advanced recovery, I have decided not to pursue this 

business project and terminate Recovery Room at its early stage. I might change my decision and 

perspective in future, but for now it shall remain as is. 

 I still believe this is a good innovative idea and anticipate to see similar businesses open 

across US and Canada in future. I am also convinced that athletes can benefit from implementing 

and utilizing advanced recovery tools into their athletic routine. Because of that I am sharing the 

work I’ve done over the past several months with the public and allow anyone use it whether to 

start their own business or improve existing one. Below you will find complete business plan 

outlining my vision for the business, a step-by-step process of developing this initiative and detailed 

marketing research.  
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• Opportunity: I solve the problem of limited access to advanced recovery tools used by pro-

athletes for people who participate in demanding sports on pro or amateur levels, because 

proper recovery is the key factor in enchasing sports performance and preventing injury. The 

idea of providing such service comes out from my own needs not being met. I am making 

athletic recovery tools available to people that otherwise would be limited only to high level 

athletes.  

• Mission: To provide customers with access to advanced recovery and performance tools used by 

professional and elite athletes. Recovery Room will help you reach your human potential, through 

reaching your athletic potential. 

• Solution: My customers are very dedicated, competitive and performance driven people. They 

are seeking for ways to improve their health and physical performance in the sports they 

engaged in. One of the main ways to improve is to speed up and increase the quality of recovery 

from training sessions. 

Recovery is a complex process and includes a lot of tools to assist with that. Modern recovery 

tools are broadly used by professional and elite athletes around the world. They often 

expensive, which stops non-professional, amateur level athletes and simply active people from 

investing into them.  

Such tools are: 

1. Compression Boots (Normatec, Rapid Reboot etc.) (Chargers and laptop support for while 

in compression boots) 

2. Gravity Boots 

3. Cold Plunge Tub (10 °C / 50.0 °F) 

4. Cryotherapy / Cryogenic Chamber (-100 °C / -148 °F) 

5. Hot Tub / Jacuzzi 

6. Infrared Sauna  

7. Foam Rollers (Vibration fitness rollers & regular) 

8. Sports massage 

Some of this equipment have been found available at massage salons, physiotherapy cabinets and 

spa's, but usually at the high cost and in limited amount. There is no business that would offer them 

in bundle, at one location and affordable price. 

Basic necessities needed to get off the ground and create a great customer experience: 

1. Commercial Space for Rent 

2. Furniture & Decorations 

3. Electronics: 

• Music Speakers 

• PlayStation 



• TV 

4. Basic office supplies: 

• Computer and a printer 

• A calendar (to keep track of appointments) 

• Pens and paper 

• Debit and credit machine for payments 

• Cash register or drawer and a calculator for cash purchases. 

5. Basic Equipment: 

• Infrared Sauna 

• Hot Tub 

• Cold Tub (Plunge) 

• Compression Boots 

• Gravity Boots 

• Foam Rollers 

• Massage Bench 

• Market Focus: My customers are in their late 30s or early 40s. Average age 36.7 years old. Mostly 

Caucasian males with approximately 20% of females. Three-quarters are married or in a 

committed relationship. Half of them have children. The number of single, divorced and widowed 

is lower than the average population. 

  



COMPANY OVERVIEW 

“ЯR” Recovery room is innovative premium recovery and performance enchasing center for 

elite and amateur class athletes. We provide athletes with tools and techniques that will make them 

better humans beings through reaching their full athletic potential.  

We can all improve in the field where in and part of it is a proper recovery. Recovery Room is the 

"one stop shop", for athletes and people who are interested in getting some sort of gains in their 

sports performance, can find everything they need in terms of physiotherapy and recovery from 

hard training sessions. 

 

• Company Summary: We provide athletes with tools and techniques that will make them better 

humans beings through reaching their full athletic potential. 

• Mission Statement: Provide you with access to advanced recovery and performance tools used 

by professional and elite athletes. Recovery Room helps you to reach your human potential, 

through reaching your athletic potential. 

• Company History: This service comes out from my own needs not being met. I am making athletic 

recovery tools available to people that otherwise would be limited only to high level athletes. 

• The Steps I have taken to starting this business: 

1. Using official data, made an explicit customer research. Research defines the following: 

a. Who my customers are. Put them into different segments (groups); 

b. Behaviors and motives of each group; 

c. Geographic segmentation (where my key customers reside); 

d. The ideal customer profile. 

2. Created a list of professional sports teams based in the Greater Toronto Area. 

3. Conducted 33 face-to-face customer interviews. Recorded and analyzes the data collected. 

4. Contacted 10 business owners in the similar field, asking for mentorship and meeting. 

5. Met face-to-face and interviewed two business owners of the businesses similar to mine. 

Documented their feedbacks and suggestions. 

6. Defined direct competitors. Created the list. 

7. Created 3D prototype/concept model of my business. 

8. Created the list of key equipment required for the business. Estimated the price for each 

with 

9. potential place of purchase. 

10. Created the list of permits and licenses required to operate the business. 

11. Created the Brand: Mission & Vision statements, Value Proposition and defined Core 

a. Values. 

12. Designed logo. Registered domain name: recovery-room.ca. Build the website. 

13. Build social media pages. 



14. Completed 8 week entrepreneurship course at MaRS. Obtained Certificate of 

a. Entrepreneurship (Entrepreneurship 101 - Cohort 9) 

15. Created business model Canvas. 

16. Over the course of 3 months ran the MVP project to test assumptions and make a decision 

on whether to open the physical location for the business. 

 

• Markets and Products: Recovery become a hot topic in the recent years. In the past it was "no 

pain, no gain", causing a lot of injuries and burn-outs. Nowadays people pay more attention to 

their bodies and emotional states. Instead of "working harder", people prefer to "work smarter". 

It applies in every areas of life, including the sport. Triathlon, the endurance sport including the 

three disciplines swimming, cycling, and running, has considerably grown during recent years. 

Triathlon has also grown in popularity and has received increased media attention. More events 

are covered on television and national sport organizations attracting more and more people. 

• Management Team: Recovery Room will operate as a sole proprietorship which is the norm for 

start-ups in this industry and will purchase liability insurance to mitigate any risk. I will hire a full-

time employee to run the day-to-day operations on a site. 

• Legal Structure and Ownership: Recovery Room is a sole proprietorship, owned by Oleksandr 

Tereshchuk. 

• Locations and Facilities: Rosedale is chosen to be the right location for my business. Customer 

segment I am targeting represents higher income group. Therefore I made an assumption that 

having presence in more expensive & well-developed areas of Toronto will allow to attract more 

customers. 

Also, my Marketing Research has shown that richest neighborhoods within Toronto Downtown 

Area are: 

o Rosedale 

o Forest Hill South 

o Lytton Park (East) 

o Lawrence Park 

o Wanless Park 

o Teddington Park 

o Hoggs Hollow 

Further research have shown that this areas host the people that represent my customer segment. 

Another possible location is "The Beaches" in Toronto. 

  



MARKET ANALYSIS 

Marketing analysis outlined below focuses on needs and motives of my potential customers 

that drive their choices. The goal of this analysis is to: gain a greater understanding of a particular 

market, improve skills to better predict consumer behaviors and enhance ability to identify and exploit 

new market opportunities.  

• Industry description: Recovery become a hot topic in the recent years. In the past it was "no pain, 

no gain", causing a lot of injuries and burn-outs. Nowadays people pay more attention to their 

bodies and emotional states. Instead of "working harder", people prefer to "work smarter". It 

applies in every areas of life, including the sport. 

Triathlon, the endurance sport including the three disciplines swimming, cycling, and running, 

has considerably grown during recent years. Triathlon has also grown in popularity and has 

received increased media attention. More events are covered on television and national sport 

organizations attracting more and more people. 

• Industry Type: Begin with the broader descriptions of your market opportunity. For instance, if 

you are planning to open a jewelry store, the industry type would be retail sales, but only locally 

versus if you sold online. Within the retail jewelry industry, globally, revenues are expected to 

exceed $250 billion by 2020, but your local jewelry store will have a much smaller market. Identify 

the number of families or customers in your local geography that might fit into your demographic 

target group.  

• How does the industry work? Winter is the off season for majority of athletes. During cold 

month athletes are focused more on the volume of their training and less on intensity. I would 

expect the sales to go down starting late November until the beginning of March. May - 

September is usually the peak of training and competing season. That’s why it make sense 

launching the business in May, early in the season. 

• What has been the history of the industry in the past to where it is today? Thirty years ago 

there was no such concept of athletic recovery. The topic of athlete recovery has taken center 

stage during the past 5 to 10 years. There is not a great deal of literature or evidence available on 

the topic of athlete recovery. In my research for this editorial, I came across an excellent review 

article by Bishop et al.,1 who write that “recovery from training is one of the most important 

aspects of improving athletic performance.” Recovery is becoming more and more accessible and 

necessary for everyday athletes. Recovery has become a big movement in athletics right now and 

it is because it really works! Recovery trend is not just a trend, but a movement that is backed by 

science and by actual athlete success. 

• What are the predictions for the future? Recovery will continue to grow and to infuse the 

athlete lifestyle. More amateur athletes will place an emphasis on their active recovery 

techniques, and even more mainstream training facilities will add recovery services for their 

clientele. 



Service provided by my company is focused on athletes that come from different disciplines that require 

serious physical work. participate in running, swimming, cycling, strength training, cross-fit etc. This 

individuals put a lot of effort into getting fitter, stronger, faster and take their trainings (not exercising)  

seriously, trying to maximize the adaptation. 

I am engaged into sports entrepreneurship activity.  

A broad definition of sports entrepreneurship refers to any innovative activity that has a sports 

objective. Innovation is at the heart of the sports entrepreneurial process as it focuses on the creation 

of new ventures or maintaining an organization. Sport entrepreneurship involves the processes, 

practices and decision making activities that lead to the development of products, services or markets. 

Creation of the Gatorade drink by the University of Florida football team is an example of sports 

entrepreneurship. It was driven by customers requesting the product that was made famous by the 

university football team. 

• Market Segmentation: Service provided by Recovery Room is focused on athletes that come 

from different disciplines that require serious physical work and participate in running, 

swimming, cycling, strength training, cross-fit etc.  

Specifically, we focus on three major segments: 

1. Triathletes 

2. Cyclists 

3. Marathon Runners 

Depending on the level of engagement, athletes are further divided in three categories: 

1. Serious pursuers. (People in this category are only interested in triathlon and spend lots of 

money on their sport. Primarily compete in half and full Ironmans and participate in 5 events 

per year on average. They are more likely to be interested to buy the latest equipment.) 

2. Sport Lovers. (Characterized by an interest in all types of sports. They are rather male 

triathlon rookies, being overrepresented in the higher income groups, however they do not 

spend a high portion of their income on triathlon) 

3. Socializers/Enthusiasts. (It is suggested that they use the computer to maintain their 
social networks: Facebook, Instagram etc.) 

 

To reach the broader audience, my services has to offer something for each group of triathletes. 

Below is detailed research on each market segment. 

Triathletes 

Triathlon world is divided into two major (and very different) categories:  

1. The Ironman triathlon;  

2. The Olympic-distance triathlon. 

 

Triathlete Profile 

Age Race Gender Country 

from origin 

Education Income Marital Status Occupation 



Triathletes 

are in 

their late 

30s or 

early 40s. 

Triathletes 

are on 

average 

36.7 

years old. 

mostly 

Caucasi

an males 

Two-

thirds of 

triathlete

s are 

Male. 

21% of 

participa

nts are 

female 

Many foreign 
countries 

including: 

Australia, 

Brazil, 

Austria, New 

Zealand, South 

Africa, Spain 

etc. 

Well-

educated and 

have on 

average A-

levels. 

High 

househol

d income 

above 

$ 75 000. 

Average 

income is 

$ 126 

000 per 

year 

 

Three-quarters are 

married or in a 

committed 

relationship. Half of 

them have children. 

The number of single, 

divorced 

and widowed is 

lower than the  

average 

population. 

More than half 

have white -

collar  jobs 
(executive 

managers, 

consultants, 

entrepreneurs 

etc.) 

Road Cyclists Profile 

Age Gender Country 

from origin 

Education Marital Status Occupation 

 

35 years 

Male 

(68%) 

 

Female 

(22%) 

 

Smaller 

percentage of 

international 

participants 

compared to 

triathlon 

  

Married 
More than half 

have white -

collar  jobs 
(executive 

managers, 

consultants, 

entrepreneurs 

etc.) 

Marathon Runners Profile 

Age Gender Country 

from origin 

Education Marital Status Occupation 

 

38-40 

years 

Male 

(51%) 

 

Female 

(49%) 

 

Smaller 

percentage of 

international 

participants 

compared to 

triathlon 

  

Married 
More than half 

have white -

collar  jobs 
(executive 

managers, 

consultants, 

entrepreneurs 

etc.) 

Open Water Swimmers Profile 

Age Gender Country 

from origin 

Education Marital Status Occupation 

Male 

(59%) 

 

Female 

(41%) 

 

32 years 

Two-

thirds of 

triathlete

s are 

Male. 

21% of 

participa

nts are 

female 

Smaller 

percentage of 

international 

participants 

compared to 

triathlon 

Diploma/Deg

ree  (30%) 

Not married (47%) 

 

Married (43%) 

More than half 

have white -

collar  jobs 
(executive 

managers, 

consultants, 

entrepreneurs 

etc.) 

 

 

 



Customer Behavior 

 



Customer Motives 

Triathletes are very dedicated in their training and it is therefore important to take into account the 

motives that drive these people to go through rigorous training and mental preparation in order to 

compete. Such motives as: Socialization, Escape and Relaxation are important to include, as the 

service I provide will attempt to fulfill those needs. 

Facts: 

1. As success-oriented individuals; 

2. Average household incomes exceeding $60,000 and 28% earning more than $100K; 

3. 35% spending approximately $2,000 on their running, cycling and swimming equipment; 

4. The greatest number of triathlons take place in Spring with peak season in July. 

 

• Goal setting 

• Development 

• Travelling 

• Community development 

• Sightseeing 

• Relaxation and safety 

• Fulfilment 

• Test one’s skill against  

nature, others and oneself 

• Competence 

• Enjoyment 

• Wellbeing 

• Ego involvement 

• External awards 

• Self-transformation 

• Sociability 

• Enduring commitment 

• Living a healthy lifestyle 

• Lifestyle enhancement 

• Testing physical limits 

• Achieving increasingly 

challenging goals 

• Competition 

• Participating in events 

• Leverage personal strengths over 

time 

• Love of the sport 

• Togetherness 

• Get and stay in shape 

• Meeting personal expectations 

• Challenge other participants 

• Consolidation 

• Challenging oneself 

• Progression in challenge 

• Stimulation and experience 

• Victory 

• Extrinsic motivation 

• Exogenous control and 

assimilation 

• To escape and distance  

oneself from everyday living 

• Testing the limits of one’s 

body 

• Be inspired by other triathletes 

• Intrinsic motivation 

• Understanding and growth 

• Accomplishment 

• Enjoying training and racing 

 



 
 

  



 
 

 

Ideal Customer Profile 

Based on the information above, I have a good idea of who my customer is. Below described my ideal 

customer, or the customer my company will be focused on:  

 

Geographic Segmentation 

Toronto Data, Research & Maps - data, analytics and marketing services company. 

Social Atlas 2016 Maps – education, ethnic origin, home language, income, labor force, mobility, mother 

tongue, population, recent immigrants, visible minority 

Environics Analytics  

Pre-Incubator: Activities involve development of client's business idea. Services typically include: 

business advisory support, mentoring, networking, and market research assistance. 

35-40 

Male 

Not sensitive 

 

35-40 

Male 

Not sensitive 

 

35-40 

Male 

Not sensitive 

 

35-40 

Male 

Not sensitive 

 

White Caucasian 

Married 

Well Educated/ 

Higher Education 

~$125,000 /year 

• Sociability 

• Well-being 

• Living a 

healthy lifestyle 

• Lifestyle enhancement 

 

https://www.toronto.ca/city-government/data-research-maps/
https://www.toronto.ca/city-government/data-research-maps/neighbourhoods-communities/toronto-social-atlas/2016-maps/
https://www.environicsanalytics.com/en-ca/PRIZM5
https://www.artscape.ca/


 
 

 

 

Based on After-Tax Household Income (2015) Map, people with high income ($130,817 - $206,336) live 

in the following neighborhoods: 

https://www.toronto.ca/wp-content/uploads/2018/06/976e-ct16_TOR_Income_AfterTaxInc.pdf


 
 

• Rosedale.  
• Forest Hill South 
• Lytton Park (East) 

• Lawrence Park 
• Wanless Park 
• Teddington Park 
•  Hoggs Hollow 
 

What is the age of people that live in this high-income 

neighborhoods? 

Lytton Park (East) 

Rosedale 

Forest Hill 

South 

Lawrence Park, Wanless Park, Teddington Park, Hoggs 

Hollow, Bridle Path 



 
 

 

 

From the data above we can conduct that mostly people 40+ years old occupy this high income areas. 

The ideal customer age group is 35-39. This segment of people resides mainly in downtown area, 

specifically in: 

• Entertainment District; 

• St. Lawrence Market surrounding area; 

• Liberty Village; 

• Corktown; 

• East Bayfront. 



 
 

Males & Female concentration in the area 

 



 
 

How many customers in the market area I wish to serve? 

Toronto Triathlon Festival is a very popular annual event being hosted in downtown Toronto which 

attracts hundreds of triathletes from the city and nearby areas. During the festival athletes have a chance 

to compete in different categories. Olympic and Sprint categories are the most popular, therefore I used 

the statistics of athletes registered and competed in those two types of races during the festival.  

 

2017  

Olympic Distance: 559 Participants (149 Women / 410 Men)  

Sprint Distance: 435 Participants (191 Women / 244 Men) 

Total: 994 

 

2018  

Olympic Distance: 696 Participants (208 Women / 488 Men) 

Sprint Distance: 546 Participants (241 Women / 305 Men) 

Total: 1242 

 

Using conservative approach, based on this numbers I make the assumption that there is at least 500 

potential customers in Toronto GTA market area. 

 

References: 

1. International Journal of Sport Management and Marketing 
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http://www.activenetworkrewards.com/AssetFactory.aspx?did=352
https://www.researchgate.net/publication/264711034_Sports_Entrepreneurship_Challenges_and_Directions_for_Future_Research


 
 

Competition & SWOT Analysis: There is no business that would offer such services in bundle, at one 

location and affordable price. Therefore there is currently no direct competition on the market. Some of 

the services and equipment have been found available at massage salons, physiotherapy cabinets and 

spa's, but usually at the high cost and in limited amount. Physiotherapy clinics have most of recovery 

tools including Norma Tec boots. However they DON'T have saunas or cold plunges. They are my 

indirect competitors.  

Local, Toronto indirect competitors are: 

1. Runners Academy (Chris Shepperd).  
Strengths: Been in business for a while and developed a good reputation. They have a solid 
customer base that use their services on consistent basis. The business owners are young people 
and trying to keep up with the modern trends in training and recovery.  

Threats: Can easily copy my idea, expanding the list of services they currently offer. 

2. Totem Performance 

Threats: Can easily copy my idea, expanding the list of services they currently offer. 

3. Running Physio 

Threats: Can easily copy my idea, expanding the list of services they currently offer. 

4. ARC (Active Recovery & Rehabilitation) 

5. ReCover.nyc 

Strengths: stylish, Innovative, strong social media following 

Weaknesses: Limited service offering list 

Threats: Potential expansion in Toronto 

My Company: Recovery Room 

Strengths:  

• The service is innovative. 

• The service will not only improve people's physical condition, but will also save them time by 
having everything at one spot. 

• Lower cost compared to typical massage or physiotherapy. 

• Service is broadcasts premium brand image, which makes people proud to be part of it by using 
our services. 

• Not just another physiotherapy clinic, but a "place of power" where people can truly relax and 
rejuvenate physically and mentally. 

Weaknesses: Minimum of experience in starting the business. 

Opportunities: Expansion through opening additional locations throughout Canada and USA. Becoming a 
franchise. 

Threats: Overestimating the market size. 

 

 

  



 
 

FINANCIAL PLAN 

• Projected Start-Up Costs: The table below shows a sample of ongoing and one-time cost items that I  

might need to open your business. 
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Projected Cash Flow Year 1: 
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Projected Cash Flow Year 2:
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Projected Income Statement:
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