> ' Building the Founding Team

[Indiana) headquarters the marketing pe
and the R&D people were on the other SlfiC-

In accepting the assignment
floor of unused space in an old ind
vision of an open design in which commun
R&D specialists would naturally occur.
further set the incubator apart from the rest ©
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colors. Quotarions by famous inventon .dorned the walls. Whi .
out here and there to encourage interaction. ‘ ounted on a for
phone booth was installed at tie hack of the space. [ told people that if ﬁi ‘_::;*
have a private conversation, they co | %
The success of this interdisciplinary prf
important ways. First, it made him rcali]:.c hﬂ\; m
rules and routines, and building new t ings from 4 na
new assignment. In 1998, he was asked to move (O Boston a::d help Tfﬁgm Z’:'* |
venture capital firm, jointly invested in by Bristol Myers Sqmb (Pa-"“l;fi:mm I
General Mills. Consumer health and wellness would bc,m mm:it&m '?"*
how that experience broadened his understanding of: mnova-no:c,d ffer fgp -
and the management challenges faced by young _and i -. Rt
lot of time helping the CEOs of these companics, parn'culatll‘lly in i markeoag
enjoyed sharing his knowledge with these CEOs ant_:l helping cll;: wi -th;; ity
“In many cases, I wished that I was them!” And, in 2‘901'; he t Cﬂmf-‘ e .*
start-up, a biotechnology company initially incubated' within Har‘:‘arﬁleathaliﬂl | ” |
Dickinson’s background brought him into the snght's of Zco s headhunter in Ia
He offered two unique qualities that Zeo needed: experience i dﬁdﬁj{p& ” f hing
marketing consumer health products, and an open, n}cnforlng pcrsonahty, #
part, Zeo represented an outlet for his entrepreneurial instincts. B
Meetings between Dickinson, the founders, 4 _. stors wers G
The candidate met all of Zeo's expectations, and Dickinson liked what he rﬂ -
and its principals. “You could see that these guys were insatiable learners, Der
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and knowledge. They were eager to learn from everyone— from peoplc'lil_s': me,

.nd from their advisory board. There was no youthful arrogancc.i’
[t was a match. After doing due diligence on the venture and its technology,

for a reasonable salary and an equity stake vested over time, Dickinson ]IOl.l‘ld@ he comy

CEOQ in February 2007. e
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Beyond SmartWake

By the time Dave Dickinson joined the company, the team had raised over $1 million

around its SmartWake™ concept. With Dave now wearing the CEO cap, Eric 0¥

his full attention 1O the job of prospecting for 2dditional investment capital ¢ nd expan
for business development. Jason’s focus would remain of pY

7e0’s strategic connections in o
hey? What were their needs in a sleep product? How 1

cusStomers: Who were t w would
connect with Zeo and its evolving technology? 25
Ben's engineering training made him the logical person to handle product deVETF -

This would be no small job. The technology had to be capable of accurately
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~ lunch if it meant building a better product’ Should they launch the
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s sleep without all the paraphernalia and personal assistance needed in conventional

T b - ' - | ,and so simple that an
It had o be affordable 1o the average mmumﬂm 2 nhnllt.;xéﬂlr valid
declared that meeting

mm could operate it correctly. And it had o prov
of an individual's sleep. Maore than one sleep-specialist expert
requUrements was impossible. | :
Eric. Jason, and Ben thought they had a solid ventute concept in Smart
d od themselves at an optimal point

sake™. If people understood their sleep cycles and awaken |
Ve of deep sleep), they would be more rested and alert. And they would be haj .I,l

g L] : ' ) ' ' . m'
Ren's work, bolstered by John Shambroom's background and expertd
e them the technology they needed to make that happen. By early 2007, he had
| partcipants,

¥ -m prototype that Jason could test on tocus group participants. Those
'ﬁ . responded favorably to the prototype and o

Mw students and young pn esstonals, |
the Pnpmi!bﬂ of wakening refreshed and on the ball, They had little interest oF curiosity

sbout their sleep stages, as recorded by the prototype. However, test !tlh}(_'\‘“ whao tqtl_tul'n.ted
the broader population sent the team a disturbingly ditferent message: I'hey had sleep issues
chat SmartWake™ failed to address

The prodiuct said it took me 43 minuses to fall asieep Wikt cam | do 1o get 1o siecp fuster?

| wake up at arosund 2 A M. and cannot get back ro sdeep. How can | change H\.ﬂ* |
Your device sty that | get abost one hour of deep sicep at wight. [+ that good o1 bad’ What dows

. jmﬁr myy performance at work’

People wanted answers 10 these and other questions, and they wanted selutions 10 their
sleep problems. The crucial question was: What can [ do 1o get a better ﬂiﬁl .rlfrp." |

Feedback from potential customers revealed the limited nature of Zeo's initial value
proposition. Sleep was a big issuc for many people — it altected theit tthtinntbi;n. health,
and performance on the job, at school, and on the athletic field. Hundreds of companies,
from pill makers to pillow and mattress manufacturers. were touting the importance of a good
night's rest. Knowing the optimal time w wake up-—the SmartWake™ proposition - was
merely 2 small part of & much bigger issue. “SmartWake™ was attractive 1 the 30-and-under
crowd,” says Jason, “but that part of the ol market was small compared 1o the people who
were experiencing real pain because of their sleep patterns. Not waking up at the optimal
time was nothing compared 1o the problems people experienced by not getting & good night's
sleep -~ problems with drowsines, their relationships, job performance, health, and so on”

~ The opportunity was clearly broader than initially conceived. But addressing it would
require one big thing: practical and personalized solutions to common sleep ditficulties. Recalls

Jason, “We weren’t sure that we had the expertise 10 help people sleep better. We wondered

if this was too high a mountain to chimb.” Indeed. climbing that mountain would require at
least anorher year of work - mavbe two. As things stood, the company did not have enough
cash to fund another year or more of development. Could more be raised? The initial product
bunch was scheduled for mid-2007. Would current investors agree to deferring tha ne

product in it curremt
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“Wehad no






