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Whiskers, 2 years old. Max, 5 years old.

Enjoys sunny windowsills, gentle Loves frisbee, hiking adventures,
pets, and chasing laser pointers. and afternoon naps in the sun.






















RESEARCH RESULTS

Finding the right personality match is
more important than choosing a pet
based on appearance
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How important is lifestyle
compatibility when adopting a pet
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PRODUCT FEATURES

e Create profile with lifestyle quiz

e Browse pets using swipe feature

o

. ——— - ___--'
=
s

 Compatibility match score for each pet -~
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e Direct messaging with shelters u
e Save favorites & track matches
e Adoption support & follow-up E
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FREE TIER

$0

Swiping +
matching

Messaging

Meet & greet
scheduling
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or $29.99/year

Advanced filters

Unlimited saves

Adoption
checklist

Priority matches

Profile
management

Messaging +
scheduling

Basic
analytics



















SALES FORECAST

e Strong revenue growth
each year

e High profitability

e Growth driven by
o Increased users
o More shelter
partnerships
o Higher platform
engagement
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/50- shelter partnership goal

e Target addressable market:
o ~3,900-5,000 shelters and
~14,000 total animal welfare
organizations in the U.S

e 750 shelters = ~15-19% of shelters

e 25,000 users is conservative: ~33
users per shelter on average

e Scalable growth model
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REVENUE GENERATION STRATEGY

" Shelters = Users
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ae 1.5% People Costs
Wages, Payroll Taxes, Benefits

0.3% $236,070 — 78.5%

9%

Operations

Insurance, Travel, Supplies
$12,050 — 4.0%

7; 3% Technology

Depreciation, Subscriptions
$4,408 — 1.5%




BREAK EVEN ANALYSIS

Year 1

Total Revenue S 1,094,655
Total Units Sold 137,750
Total Variable Costs

Total Fixed Costs S 476,040
Average Sales Per Unit S 8
Average Variable Cost Per Unit S -
Average Profit Per Unit S 8

Break Even Units 59,606
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