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Project Goal

To prove that ARYSE is an orthopedic and sports bracing provider 
specializing in revolutionary products that prevent and reduce 

life-limiting injuries.  Project goal is to increase sales of the 
products by positioning ARYSE as the brand of choice in 

orthopedic and athletic bracing. 



Challenges

- Smaller more local company, 
less brand awareness.

- Very specific target audience to 
tailor to.

- Competition has more brand 
recognition and trust. 

- Competition has more big 
name endorsements. 



Research Overview

- Conducted extensive research on Orthopedic surgeons.

- Seven in-person interviews between athletes and athletic 

trainers.

- Researched competitors of ARYSE.

- Discussed products and target audience demographics 

with ARYSE sales representatives.

- Discussed goals with CEO of ARYSE.



Audience



Audiences

- Audience A: Orthopedic 
Surgeons

- Audience B: Athletic Trainers
- Audience C: Athletes 



Audience

Audience Segmentation

- Orthopedic Surgeons
- Male dominant
- 40 - 60 age range 
- $500,000+ individual annual salary
- Private Practice 
- Intelligent individuals who like to help others



Audience 
Audience Segmentation

- Athletic Trainers
- Male dominate
- 25-45 age range
- Working mainly with athletic teams - athletes and 

coaches
- $45,000+ individual annual salary



Audience 
Audience Segmentation

- Athletes
- 18 - 30 year age range
- Both male and female dominant 
- Active, motivated and competitive individuals
- Playing for colleges or universities and professional 

teams 
- Seeking highest performance in their sport 



Audience
Recommended Target:

- Primary Audience: 
Orthopedic Surgeons 



Audience 

- Who are Orthopedic Surgeons?
- Orthopedic Surgeons examine, diagnose and treat patients 

with injuries of the musculoskeletal system with surgery and 
corrective medical devices. 

- Orthopedic surgeons need braces for pre and postoperative 
treatment 

- Private Practice 
- Most interested in braces that are specifically for ACL, ankle, 

or shoulder injury recovery - Orthopedic surgeons most 
common surgeries. 



Audience 

- Orthopedic Surgeons
- Psychographic Profile

- Buy based on quality and comfort
- Buy based on customer service
- Buy based on functionality convenience of a brace



Audience

Where they shop / learn:

1. Medical Research and 
Product Journals

2. Durable Medical Equipment 
(DME stores) 

3. Online Stores



Marketplace



Marketplace 
- Competes in the 

orthopedic and athletic 
bracing industry.



Marketplace

Mueller Athletic Tape

STRENGTHS:

- Lower price range ($4)
- Widely available
- Anyone can buy this
- High rating (4.7 out of 5 on Amazon)

WEAKNESSES:

- Cannot provide the same support
- Does not last long 
- Time consuming 
- Room for error

DonJoy Bracing

STRENGTHS: 

- Well known
- Most trusted
- Leading brace company 
- Wider selection

WEAKNESSES:

- Complicated bracing
- Sizing issues
- Customer service



STRENGTHS:

- Mimics the body's movement
- Excellent customer service 
- Drop Shipping  
- Patent 

OPPORTUNITIES: 

- Ability to expand
- Increase endorsements 
- First to mind

WEAKNESSES:

- Smaller business than competitors 
- Not seen as a long-term partner
- Hard name to remember/pronounce
- Sales only online or through sales reps

THREATS:

- More developed companies
- Government regulations
- Advancements in Medical & Bracing 

Technology 

ARYSE



Key Findings



“Quality is the first thing I look for. Design and 
comfort is the next thing.” -UNL Track and Field 
Trainer



Doctors and trainers prefer quality over looks. 



“Being an athlete is my job, proper recovery is everything to me, 
so I can get back on the field and do what I love.”

- Brandon Reilly, NFL Wide Receiver

“Recovery is key, especially for Ninja Warrior and obstacle racing, 
that can be very taxing on the body. Proper and full recovery is a 
priority in training that is equal to the hard work put in gaining 
strength, taking care of the body means I am able to maintain 
being a high level athlete” 

- Maggi Thorne, American Ninja Warrior 



Athletes depend on their body to keep them active and 
doing what they love.



Key Findings

- Quality is the first thing everyone looks for.
- Design and comfort.
- Less care about brand loyalty, more about quality and 

service of the brand.
- Athletes look for something that is comfortable, durable 

and keeps them mobile, and not limit their performance.
- Making a full recovery is key for the target audience.



Brand Platform

To the expert Orthopedic 
surgeon, ARYSE is the brand of 
orthopedic and athletic braces 
that most effectively mimics 
the body's movements 
because our innovative 
approach produces top quality 
supportive products. 



Brand 
Opportunity 



Brand Opportunity 

We are using marketing 
platforms to build awareness for 
what ARYSE is as a business and 
to make it a major competitor 
among other bracing companies.  
We want to be the brace of 
choice when Orthopedic 
Surgeons are needing bracing for 
recovery or prevention.



Destination Planning Map



Brand Attributes

- Design
- Structure
- Patents
- Functionality 



Brand Personality 

- Professional
- Active
- Reliable
- Driven



Brand Promise



ARYSE is the brand that specializes in revolutionary products that 
prevent and reduce life-limiting injuries because of innovative 

patented technology.



Creative



Creative Example A 

Changing the View of Bracing
One Step At a Time



Creative Example B

Leave taping on
the sideline



Creative Example C

ARYSE Above the Competition



IMC - Media Strategy
Print: Magazine

- Specifically in magazines that go in doctors office waiting rooms.

- An advertisement in a magazine for a waiting room, such as Health, Women’s 
Health, Men’s Health would target the patients and the doctors who receive the 
magazines. 

- Our primary target audience are orthopedic surgeons, and a magazine ad in a 
health magazine would give surgeons the opportunity to discuss braces with their 
patients. 

- Ad would be in these magazines for Men’s Health in the December - February 
edition with an advertisement.



IMC - Media Strategy
Digital: Brand Ambassador 

- Josh Banderas, NFL Linebacker, wearing the XFAST brace 
during practice, and games.

- A brand ambassador would work to push a brace to show 
its usefulness of support

- Josh would post about why he uses the XFAST to prevent 
injury, why he likes the XFAST compared to other 
products, etc.



IMC - Media Strategy



IMC - Media Strategy
Digital: Newsletter 

- Sent out to doctors, orthopedic surgeons and athletic trainers to inform them on the 
variety of ARYSE braces

- There would be different newsletters sent out that would be targeted to our primary 
audiences 

- The different ones would inform the person on which one they are most likely to buy, 
show them the variety they have and inform them on the different kinds.

- This kind of media will hit all of our target markets including our primary and our two 
secondary audiences. 

- A newsletter for every quarter of the year



IMC - Media Strategy
Digital: Commercials:

- Commercials starring famous athletes and telling their story about how ARYSE has 
helped/affected them 

- An uplifting, motivational story people can connect to emotionally

- An intense, professional, and sleek commercial showing the benefits and target consumers of 
ARYSE 

- Commercials running from January 2019 - May 2019 



IMC - Media Strategy
Print & Digital: Booth At Orthopedic Conferences

- American Academy for Orthopedic Surgeons 

- March 2019 

- We will have an interactive booth that will attract surgeons attending to come learn more about 
our products. 

- One of the biggest conferences for orthopedic surgeons in the United States.

- Will be marketing the Prime and Precision line, as to those are targeted mainly for orthopedic 
surgeons. 



Measurement



Measurement

- Increase in brand awareness by 15% among surgeons

- Increase of subscriptions to newsletters and product catalogs 

- Increase in brand awareness by 10% among college trainers by end of 2019.

- Were going to do an awareness study at the beginning of January and then a 
benchmark and then an evaluation of the progress at the 12 month period.

- Increase website traffic on braces by 10% by the end of 2019.

-  Analyzing where web traffic is coming from



Discussion
      Questions? 



Thank You


