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How	
  it	
  works	
  Register	
  now	
  

LEAP.	
  WITH	
  CONFIDENCE.	
  
Easily	
  quanKfy,	
  analyze,	
  and	
  track	
  your	
  career	
  objecKves	
  and	
  goals.	
  
Make	
  your	
  next	
  career	
  decision	
  stress-­‐free.	
  Find	
  your	
  fit,	
  confidently.	
  

REGISTER	
  NOW	
   HOW	
  IT	
  WORKS	
   CONTACT	
  US	
  CSuite	
  
For	
  the	
  analyzed	
  self.	
  



CSuite	
  
For	
  the	
  analyzed	
  self.	
  

•  Product	
  DescripKon	
  	
  
•  Business	
  Model	
  
• Market	
  Analysis	
  
•  User	
  Journey	
  
•  ValidaKon	
  
•  Financials	
  
•  Roadmap	
  
•  Product	
  Lifecycle	
  



What	
  is	
  this?	
  
Where	
  did	
  it	
  
come	
  from?	
  

CSuite	
  
For	
  the	
  analyzed	
  self.	
  

Product	
  DescripKon	
  	
  
Business	
  Model	
  
Market	
  Analysis	
  
User	
  Journey	
  
ValidaKon	
  
Financials	
  
Roadmap	
  

Product	
  Lifecycle	
  



How	
  this	
  all	
  began…	
  



Personal	
  intelligence	
  

•  Governments	
  and	
  businesses	
  spent	
  $14.4B	
  on	
  
Business	
  Intelligence	
  and	
  AnalyKcs	
  in	
  2013*.	
  	
  

•  Why	
  don’t	
  individuals	
  (and	
  families)	
  have	
  such	
  
capabiliKes	
  at	
  their	
  disposal	
  as	
  well?	
  

*	
  hcp://www.forbes.com/sites/louiscolumbus/2014/04/29/2013-­‐business-­‐intelligence-­‐and-­‐analyKcs-­‐market-­‐share-­‐update-­‐sap-­‐conKnues-­‐market-­‐leadership/	
  



Analyzed	
  self	
  

•  QuanKfied	
  self,	
  beyond	
  counKng	
  steps.	
  
•  What	
  about	
  the	
  big	
  hairy	
  quesKons	
  in	
  life?	
  
– Or	
  even	
  the	
  not-­‐so-­‐hairy	
  stuff…	
  like	
  what	
  to	
  do	
  on	
  
holiday?	
  



Career	
  management	
  

•  Career	
  –	
  one	
  of	
  the	
  biggest	
  “big	
  decision”	
  
things	
  in	
  life.	
  

•  People	
  put	
  so	
  much	
  effort	
  into	
  analyzing	
  stuff	
  
to	
  make	
  good	
  decisions	
  at	
  work,	
  but	
  put	
  licle	
  
effort	
  into	
  analyzing	
  if	
  their	
  work	
  is	
  right	
  for	
  
them.	
  

•  This	
  product	
  will	
  enable	
  people	
  to	
  reveal	
  
career-­‐centric	
  insights,	
  with	
  minimal	
  effort.	
  



Product	
  characterisKcs	
  

•  Eventually	
  mass	
  market.	
  
•  1-­‐sided	
  breakeven	
  (ads	
  and	
  subscripKon).	
  
•  PotenKal	
  (unsized)	
  2-­‐sided	
  upside.	
  
•  Purely	
  solware	
  based:	
  
– No	
  hardware	
  or	
  manpower	
  intensive	
  services.	
  

•  Habit-­‐forming.	
  
•  Exploits	
  algorithms,	
  but	
  not	
  a	
  “black	
  box”.	
  



Lean	
  canvassing.	
  

CSuite	
  
For	
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  analyzed	
  self.	
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Ini$al	
  emphasis	
  on	
  job-­‐seekers	
  as	
  users	
  
(segments	
  1	
  &	
  2)	
  



Market	
  sizing.	
  	
  
Customer	
  traits.	
  
CompeKKve	
  
landscape.	
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Market	
  size	
  

•  LinkedIn	
  had	
  4	
  million	
  users	
  in	
  AU	
  in	
  20132.	
  
– 5	
  million	
  “professionals”	
  in	
  AU2?	
  

•  AU,	
  US,	
  CA:	
  
– High	
  degree	
  of	
  “labor	
  mobility”1.	
  
– Decent	
  mobile	
  internet	
  penetraKon.	
  

•  Folks	
  who	
  highly	
  value	
  career:	
  9.77%	
  of	
  US	
  
households3,4.	
  

1.  The	
  best	
  indicator	
  of	
  this	
  that	
  we	
  could	
  find	
  is	
  “employment	
  tenure”	
  tracked	
  by	
  the	
  OECD.	
  
2.  hcp://www.brw.com.au/p/business/million_members_places_counKng_Igi7nirJjn6NfV7KexTv0H	
  
3.  Based	
  on	
  our	
  analysis	
  of	
  Acxiom	
  PersonicX	
  Cluster	
  PerspecKves	
  document	
  
4.  Let’s	
  just	
  go	
  ahead	
  and	
  assume	
  AU==US	
  for	
  now	
  J	
  



Market	
  size	
  (cont’d)	
  

•  AU:	
  843k	
  –	
  1.686M	
  potenKal	
  users.	
  
– ~30%	
  of	
  LinkedIn’s	
  user	
  base.	
  

•  US:	
  11M	
  –	
  23M,	
  CA:	
  1.2M	
  –	
  2.4M.	
  
•  TOTAL:	
  13.5M	
  –	
  27M	
  users.	
  



Market	
  size	
  (cont’d)	
  

•  PHDs:	
  
– AU	
  produced	
  7000	
  PhDs	
  in	
  20131.	
  
– Up	
  from	
  4000	
  in	
  2001	
  (4.77%	
  CAGR)	
  

•  Not	
  accounKng	
  for	
  MBAs,	
  masters	
  degrees.	
  

1.  hcp://www.abc.net.au/radionaKonal/programs/bigideas/2013-­‐04-­‐08/4605074	
  
2.  hcp://www.brw.com.au/p/business/million_members_places_counKng_Igi7nirJjn6NfV7KexTv0H	
  
3.  Based	
  on	
  our	
  analysis	
  of	
  Acxiom	
  PersonicX	
  Cluster	
  PerspecKves	
  document	
  
4.  Let’s	
  just	
  go	
  ahead	
  and	
  assume	
  AU==US	
  for	
  now	
  J	
  



Market	
  size	
  (conclusion)	
  

•  AU,	
  US,	
  and	
  CA	
  are	
  of	
  interest.	
  
•  Total	
  #	
  of	
  potenKal	
  users:	
  13.5M	
  –	
  27M.	
  
– AU:	
  843k	
  –	
  1.686M	
  (~30%	
  of	
  LinkedIn).	
  

•  Postgraduate	
  populaKon	
  in	
  AU	
  good	
  with	
  
robust	
  growth.	
  



Aside:	
  career	
  guidance	
  consultants?	
  

•  This	
  market	
  segment	
  has	
  two	
  roles:	
  
– At	
  a	
  subscripKon	
  price	
  of	
  $39	
  pcm,	
  this	
  segment	
  is	
  
worth	
  no	
  more	
  than	
  $10k	
  pcm	
  in	
  AU.	
  

– Their	
  value	
  may	
  be	
  more	
  as	
  a	
  source	
  of	
  users	
  who	
  
can	
  bypass	
  a	
  couple	
  of	
  steps	
  in	
  the	
  journey.	
  

•  No	
  $	
  but	
  may	
  be	
  a	
  growth	
  hack.	
  



Empathy	
  map	
  –	
  Mr.	
  Blonde	
  1	
  
Think	
  &	
  Feel	
  

Say	
  &	
  Do	
  

He
ar
	
  

Se
e	
  

Work	
  &	
  
life	
  should	
  
not	
  be	
  
siloed.	
  

Job	
  hunKng	
  via	
  
job	
  sites	
  is	
  

demoralizing.	
  
I'm	
  worried	
  that	
  I	
  

could	
  like	
  something	
  
on	
  the	
  surface,	
  then	
  
get	
  into	
  it	
  and	
  realize	
  
that	
  on	
  a	
  deeper	
  level	
  I	
  

hate	
  it.	
  

Listens	
  to	
  Pat	
  Flynn	
  
and	
  Marie	
  Forleo	
  (on	
  
entrepreneurship)	
  .	
  

Both	
  my	
  parents	
  
were	
  worker	
  drones	
  
(wants	
  more	
  than	
  

they	
  had)	
  

Discusses	
  career	
  challenges	
  with	
  
peers	
  in	
  co-­‐working	
  space.	
  Values	
  
their	
  moral	
  support,	
  but	
  doubts	
  

the	
  advice	
  is	
  right	
  for	
  her.	
  

Likes	
  to	
  
explore.	
  

	
  Has	
  various	
  
side	
  projects	
  
(including	
  
unpaid).	
  Networks	
  

acKvely.	
  

Work	
  Is	
  
mostly	
  

analyKcal/
research	
  
based.	
  

Started	
  looking	
  for	
  a	
  
job	
  2	
  months	
  before	
  
compleKng	
  Masters	
  

degree.	
  

On	
  job	
  sites,	
  
found	
  few	
  

opportuniKes	
  
that	
  she	
  really	
  

wanted.	
  

When	
  networking,	
  
found	
  that	
  certain	
  

professional	
  
communiKes	
  were	
  

olen	
  not	
  as	
  
expected.	
  

Cannot	
  package	
  
life	
  experiences	
  

and	
  values	
  in	
  a	
  CV.	
  

Pain	
   Gain	
  

Find	
  work/opportuniKes	
  that	
  are	
  a	
  good	
  fit.	
  Has	
  doubts	
  about	
  what	
  
would	
  be	
  a	
  good	
  career	
  fit.	
  

Can’t	
  express	
  her	
  
career	
  values.	
  



Personas	
  

Mr.	
  Blonde	
  (N=1)	
  
•  25-­‐35.	
  
•  Recently	
  finished	
  an	
  advanced	
  

degree.	
  
•  Yearns	
  for	
  “life-­‐work”	
  rather	
  

than	
  “work-­‐life	
  balance”.	
  
•  Significant	
  investment	
  to	
  

networking	
  (e.g.	
  goes	
  to	
  
meetups,	
  works	
  out	
  of	
  a	
  
coworking	
  space).	
  

•  Does	
  projects	
  on	
  the	
  side.	
  
•  Very	
  digitally	
  savvy;	
  uses	
  

Evernote,	
  Google	
  Calendar,	
  
LinkedIn,	
  Meetup,	
  Seek.	
  

	
  

Mr.	
  White	
  (N=2)	
  
•  35-­‐45.	
  
•  Happy	
  to	
  spend	
  $	
  on	
  career	
  

dev	
  acKviKes	
  (e.g.	
  training).	
  
Free	
  Kme	
  is	
  the	
  limited	
  
resource.	
  

•  Nostalgic	
  and	
  proud	
  of	
  a	
  
previous	
  role	
  –	
  looking	
  to	
  
capture	
  that	
  magic	
  again.	
  

•  Digitally	
  savvy;	
  uses	
  Seek,	
  
LinkedIn.	
  

•  Open	
  to	
  new	
  ideas,	
  but	
  wants	
  
a	
  career	
  that	
  builds	
  on	
  their	
  
history.	
  



CompeKKve	
  matrix	
  



Other	
  compeKtors	
  

•  A	
  few	
  emerging	
  and	
  unconvenKonal	
  career	
  
sites	
  to	
  consider:	
  
– Wobb	
  
– TribeHired	
  
– Glassdoor	
  

•  Meetup	
  and	
  MooCs!	
  
– Some	
  job-­‐seekers	
  are	
  specifically	
  wrestling	
  with	
  
the	
  decision	
  of	
  what	
  networking	
  communiKes	
  or	
  
training	
  courses	
  to	
  invest	
  Kme/effort/money	
  into.	
  



User	
  journey	
  
mapping.	
  

Wireframes.	
  User	
  
stories.	
  Habit	
  
formaKon.	
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User	
  stories	
  















Anxiety,	
  doubt…	
  

CONFIDENCE.	
  



Habit	
  forming	
  
•  Trigger:	
  
–  External:	
  mobile	
  noKficaKons	
  to	
  make	
  A/B	
  choice.	
  
–  Internal:	
  concern	
  about	
  job/career.	
  

•  AcKon:	
  
–  A/B	
  choice	
  requires	
  ONE	
  click.	
  
– When	
  the	
  user	
  makes	
  A/B	
  choice,	
  occasionally	
  compel	
  
them	
  to	
  check	
  out	
  dashboard.	
  

•  Variable	
  Reward:	
  
–  Dashboard	
  updates	
  in	
  meaningful	
  ways.	
  
–  The	
  “hmm	
  that’s	
  interesKng”	
  effect	
  –	
  more	
  on	
  this	
  later.	
  

•  Investment:	
  
–  User	
  tweaks	
  their	
  template;	
  adds/removes	
  factors,	
  etc.	
  

*	
  Nir	
  Eyal	
  and	
  Ryan	
  Hoover,	
  “Hooked:	
  how	
  to	
  build	
  habit-­‐forming	
  products”	
  	
  



TesKng.	
  Key	
  
metrics.	
  MVP.	
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Experiment	
  

•  Verify	
  that	
  a	
  clone	
  of	
  me	
  (or	
  as	
  close	
  as	
  we	
  
can	
  get)	
  also	
  finds	
  this	
  thing	
  useful;	
  
– “As	
  a	
  CompSci	
  PhD,	
  I	
  want	
  a	
  template	
  career-­‐
choice	
  dashboard	
  that	
  refines	
  with	
  input	
  so	
  that	
  I	
  
may	
  easily	
  uncover	
  my	
  career	
  preferences.”	
  

•  Most	
  important	
  assumpKon:	
  “Assigning	
  
weights	
  to	
  factors	
  is	
  the	
  hardest	
  part	
  of	
  
comparing	
  opKons”.	
  
– This	
  is	
  the	
  key	
  novelty	
  of	
  the	
  product.	
  



Experiment	
   J	
  
“…	
  yeah,	
  those	
  opKons	
  
both	
  sound	
  interesKng,	
  
not	
  clear	
  at	
  all	
  which	
  
one	
  I’d	
  pick.”	
  



Experiment	
   J	
  
Added	
  3	
  more	
  
factors	
  with	
  no	
  
difficulty	
  



Experiment	
   J	
  
No	
  difficulty	
  with	
  
scoring	
  either.	
  



Experiment	
   ?	
  
Too	
  easy??	
  

Solved	
  in	
  like	
  10	
  seconds	
  
(expected	
  it	
  to	
  be	
  like	
  2	
  mins)	
  



Experiment	
   ?!?	
  
Not	
  what	
  was	
  
	
  expected…	
  

Solved	
  in	
  like	
  30	
  seconds	
  (expected	
  10)	
  
BUT…	
  interspersed	
  with	
  “Hmm	
  that’s	
  interesKng”	
  



Experiment	
  
•  Ranks	
  not	
  the	
  same	
  as	
  weights;	
  should	
  redo	
  experiment.	
  
•  All	
  assumpKons	
  validated	
  correct…	
  except	
  the	
  very	
  end.	
  
•  Weights	
  were	
  the	
  most	
  important	
  thing	
  to	
  test.	
  The	
  results	
  

were	
  surprising.	
  
•  Ranking	
  mulKple	
  opKons	
  required	
  licle	
  effort.	
  	
  

–  Not	
  the	
  same	
  as	
  assigning	
  weights,	
  but	
  the	
  hypothesis	
  was	
  that	
  
this	
  would	
  take	
  some	
  Kme…	
  turns	
  out	
  it	
  didn’t.	
  

•  When	
  confronted	
  with	
  a	
  preference	
  selecKon,	
  the	
  test	
  
candidate	
  on	
  2	
  occasions	
  reacted	
  with	
  “hmm	
  that’s	
  
interesKng”	
  and	
  pondered	
  the	
  choice	
  for	
  a	
  moment,	
  even	
  
though	
  he	
  had	
  effecKvely	
  just	
  made	
  the	
  same	
  decision	
  a	
  
few	
  seconds	
  ago!	
  
–  Preference	
  selecKon	
  may	
  be	
  a	
  quality	
  win,	
  instead	
  of	
  ease	
  win.	
  

tl;dr	
  encouraging,	
  but	
  worth	
  tweaking/repeaKng	
  



Key	
  business	
  metrics	
  
•  AcquisiKon:	
  

–  #	
  of	
  uniques	
  that	
  arrive	
  at	
  site	
  and	
  click	
  through	
  to	
  “learn	
  more”	
  
and	
  spend	
  at	
  least	
  3	
  minutes	
  on	
  site.	
  

•  AcKvaKon:	
  
–  #	
  of	
  logins	
  via	
  LinkedIn	
  and	
  naKve.	
  

•  RetenKon:	
  
–  #	
  of	
  users	
  who	
  use	
  “dashboard	
  mode”	
  >=	
  twice	
  a	
  month.	
  
–  #	
  of	
  users	
  who	
  use	
  “preference	
  mode”	
  >=	
  3	
  days	
  a	
  week.	
  

•  Referral:	
  
–  #	
  of	
  users	
  who	
  share	
  their	
  dashboard	
  link.	
  

•  Revenue:	
  
–  #	
  of	
  subscribers.	
  



MVP	
  

•  Landing	
  page:	
  
–  IdenKfy	
  early	
  adopters,	
  push	
  them	
  to	
  a	
  survey.	
  

•  Video:	
  
– Product	
  produces	
  value	
  for	
  user	
  only	
  aler	
  some	
  
investment.	
  

– Video	
  needs	
  to	
  convince	
  them	
  that	
  the	
  Kme	
  
investment	
  will	
  be	
  worth	
  it.	
  
	
  



Pricing.	
  Financial	
  
modeling.	
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IniKally	
  1-­‐sided	
  Revenue	
  
•  Ads.	
  
•  SubscripKon:	
  
–  Remove	
  ads.	
  
–  “Privacy	
  Screen”	
  feature,	
  for	
  sensiKve	
  decisions.	
  
–  $5.99	
  per	
  month.	
  	
  

•  Evernote	
  Premium	
  is	
  $11	
  per	
  user	
  per	
  month,	
  LinkedIn	
  
Premium	
  is	
  minimum	
  $23.	
  

•  Breakeven	
  within	
  4	
  years.	
  
•  Required	
  runway	
  to	
  breakeven:	
  $320k.	
  
•  Not	
  accounted	
  for	
  potenKal	
  two-­‐sided	
  
opportuniKes…	
  



Costs	
  

•  3	
  FTE	
  (staggered	
  introducKon)	
  
– CEO	
  
– Web	
  dev	
  
– MarkeKng	
  

•  AUD30k	
  for	
  markeKng	
  



Break-­‐even	
  



Eventually	
  2-­‐sided	
  

•  Career	
  guidance	
  consultants:	
  
– Help	
  them	
  manage	
  their	
  clients.	
  

•  Market	
  research	
  publicaKons:	
  
– Sell	
  packaged	
  reports	
  on	
  trends;	
  “what	
  do	
  job-­‐
seekers	
  want?”.	
  

•  Matchmaking	
  services:	
  
–  Invite	
  end-­‐users	
  to	
  apply	
  for	
  jobs	
  that	
  match	
  their	
  
profile;	
  based	
  on	
  employer-­‐submiced	
  profile.	
  
Employer	
  pays.	
  



The	
  immediate/
medium	
  term	
  

plan.	
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User	
  Journey	
  
ValidaKon	
  
Financials	
  

Roadmap	
  
Product	
  Lifecycle	
  

✔	
  

✔	
  

✔	
  

✔	
  

✔	
  

✔	
  

	
  





The	
  big	
  picture.	
  
How	
  this	
  will	
  all	
  

play	
  out.	
  

CSuite	
  
For	
  the	
  analyzed	
  self.	
  

Product	
  DescripKon	
  	
  
Business	
  Model	
  
Market	
  Analysis	
  
User	
  Journey	
  
ValidaKon	
  
Financials	
  
Roadmap	
  

Product	
  Lifecycle	
  

✔	
  

✔	
  

✔	
  

✔	
  

✔	
  

✔	
  

✔	
  



Development	
  

•  IniKal	
  MRX,	
  focusing	
  on	
  career	
  management	
  
needs	
  of	
  the	
  target	
  market	
  
– Reach	
  out	
  to	
  postgraduate	
  associaKons	
  

•  Landing	
  page	
  to	
  acract	
  early	
  adopters	
  
– Buy	
  ads	
  to	
  drive	
  traffic	
  to	
  landing	
  page	
  

•  Survey	
  a	
  subset	
  of	
  early	
  registraKons	
  
•  Video/landing	
  page	
  MVP	
  



IntroducKon	
  
•  IniKal	
  launch	
  targeKng:	
  

–  Technical	
  PHDs:	
  
•  Core	
  career	
  path	
  product.	
  
•  Focus	
  on	
  strategic	
  markeKng	
  to	
  drive	
  traffic	
  for	
  this	
  market;	
  e.g.	
  sponsor	
  

postgraduate	
  associaKon	
  events	
  in	
  return	
  for	
  a	
  brief	
  presentaKon	
  spot.	
  
–  Solware	
  developers:	
  

•  VariaKon	
  of	
  product	
  with	
  a	
  very	
  specific	
  use	
  case	
  as	
  a	
  hook	
  -­‐	
  “What	
  
programming	
  language	
  should	
  you	
  learn	
  next?”	
  

•  Increase	
  ad-­‐buy	
  for	
  this	
  segment.	
  
•  Mobile	
  app.	
  
•  Develop	
  but	
  don’t	
  roll	
  out	
  “Privacy	
  Screen”	
  feature:	
  

–  Analysis	
  to	
  uncover	
  weak	
  spots	
  that	
  can	
  compromise	
  this	
  feature.	
  
•  CulKvate	
  partnerships	
  with	
  domain	
  experts	
  in	
  other	
  fields,	
  and	
  

career	
  management	
  experts.	
  



Growth	
  
•  Expand	
  target	
  market:	
  

–  Advanced	
  degree	
  students	
  (MBA,	
  MSc,	
  MA,	
  etc).	
  
•  Start	
  serving	
  generic	
  ads	
  to	
  moneKze	
  eyeballs.	
  
•  Rollout	
  subscripKons	
  for	
  removal	
  of	
  ads	
  and	
  “Privacy	
  Screen”	
  

feature.	
  
•  Smart	
  watch	
  app.	
  
•  Research	
  non-­‐career-­‐centric	
  applicaKons	
  of	
  the	
  product.	
  
•  Add	
  integraKon	
  with	
  other	
  services	
  to	
  provide	
  a	
  more	
  “end-­‐to-­‐end”	
  

experience,	
  e.g.	
  recommend	
  MOOCs,	
  training	
  courses,	
  meetups,	
  
professional	
  associaKons	
  -­‐	
  anything	
  relevant	
  to	
  career	
  
development.	
  (this	
  will	
  help	
  validate	
  the	
  GO	
  DEEP	
  opKon	
  when	
  in	
  
Decline)	
  

•  Launch	
  blog	
  with	
  career	
  management	
  thought	
  leadership	
  to	
  acract	
  
organic	
  traffic	
  and	
  generate	
  leads	
  for	
  product.	
  



Maturity	
  

•  Target	
  mass	
  market	
  -­‐	
  anyone	
  who	
  cares	
  about	
  
career.	
  
– Major	
  increase	
  to	
  ad-­‐buy.	
  

•  Test	
  non-­‐career-­‐centric	
  applicaKons	
  (this	
  will	
  
help	
  validate	
  the	
  GO	
  WIDE	
  opKon	
  when	
  in	
  
Decline).	
  

•  Start	
  serving	
  premium	
  targeted	
  ads;	
  “Company	
  X	
  
is	
  looking	
  for	
  someone	
  like	
  you”.	
  

•  Develop	
  “research	
  report”	
  product	
  targeKng	
  
enterprise	
  HR	
  professionals.	
  



Decline	
  

•  GO	
  DEEP	
  -­‐	
  Expand	
  career	
  product	
  scope	
  to	
  
become	
  more	
  of	
  a	
  “one	
  stop";	
  become	
  more	
  
like	
  LinkedIn,	
  or	
  Seek,	
  or	
  something	
  else?	
  

•  GO	
  WIDE	
  -­‐	
  Pivot	
  into	
  a	
  generalized	
  quanKfied	
  
self	
  dashboard,	
  where	
  career	
  trajectory	
  
opKmizaKon	
  is	
  just	
  one	
  applicaKon	
  of	
  many.	
  



How	
  it	
  works	
  Register	
  now	
  

LEAP.	
  WITH	
  CONFIDENCE.	
  
Easily	
  quanKfy,	
  analyze,	
  and	
  track	
  your	
  career	
  objecKves	
  and	
  goals.	
  
Make	
  your	
  next	
  career	
  decision	
  stress-­‐free.	
  Find	
  your	
  fit,	
  confidently.	
  

REGISTER	
  NOW	
   HOW	
  IT	
  WORKS	
   CONTACT	
  US	
  CSuite	
  
For	
  the	
  analyzed	
  self.	
  


