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Tinybeans Group Limited (ASX: TNY)

TNY is a mobile and web-based social media platform that allows parents to record and 
share their children’s moments and milestones with family and friends. Unlike more general 
social media platforms, TNY is solely for this purpose, providing a platform without other 
distractions or privacy concerns that may otherwise arise over sharing a child’s moments and 
milestones. The Company generates revenues from advertising from brands (predominantly 
in the baby and child space), premium subscriptions, the sale of printed products (photo 
albums and other products) and the sale of targeted usage data and market analytics. 
TNY listed in April 2017 and has used part of that working capital to continue to evolve the 
platform as well as build its staffing levels in its key US geographic market. The Company is 
now well placed to grow advertising revenues, its brand partnerships, and continue to grow 
the user base. Over the past 12-months, TNY has grown its monthly active user base by 47% 
to approximately 800,000 and registered users to over 2,100,000. TNY is engaged in a range 
of strategic initiatives but the key success factor moving forward is building a critical mass of 
users. The next 12 to 24 months will likely prove critical in providing transparency as to TNY’s 
ability to achieve the step change in absolute growth needed to put TNY on a clear path to 
profitability and solid earnings growth thereafter.                             

KEY POINTS       
 � Strong and competitive product offering - the TNY social media platform is specifically 

targeted to parents and family and friends. Unlike more general social media platforms, 
it effectively addresses concerns regarding child privacy and over-sharing, in addition 
to having a range of features specifically designed to address the wants of the target 
market. The platform is highly regarded by the user base, as evident by the Apple App 
Store and Google Play Store reviews and overall ratings.

 � Proven business model - TNY has proven it can generate advertising revenues from 
the platform and do so with return-on-investment (ROI) metrics from its advertising 
initiatives that are well above industry averages given its highly targeted, specific, and 
commercially attractive user base.

 � Strong active user growth - organic growth numbers have been encouraging and on 
the right trajectory. In December 2017, the Company announced a record near 800k 
monthly active users, representing 47% year-on-year growth compared to December 
2016. Aiding these metrics, we note that TNY has very high retention rates of its new 
user base (relative to social media platform averages). In IRR’s view, we would like to see 
a doubling of current numbers over the next 12-months to instill a strong confidence that 
TNY is on a clear path to profitability and beyond. 

 � Strong value proposition for advertisers - given the very targeted nature of the user 
base and the ability of TNY to target the active user base by a range of ‘data points,’ 
advertising conversion metrics are well above industry averages. Emial open rates for 
brand partnerships are 24% versus an industry average of <3% while email and lead 
generation success rates have been materially higher than industry averages. 

 � Prospective advertising and e-commerce market - with over 125 Million new babies 
born globally every year to largely the Millennials demographic (heavy social media 
platform users), TNY sees significant opportunity to partner with global brands in the baby, 
child care and family market. It will do so by way of utilising its ‘digital family ecosystem’ 
to connect parents and families with innovative products and content to assist in raising 
their children. Furthermore, TNY is well placed in regards to brands looking to adapt with 
the growth of in-app advertising and the increased engagement it provides.

 � Investment View - IIR has a 12-month price target of A$1.50 per share based on our 
underlying earnings assumptions and DCF valuation. The Company has a proven product 
and business model. TNY offers a strong selling proposition for brands operating in the 
infant space. Its users are millennial parents with modern and connected families and 
who have a high level of trust in the platform. The platform offers the opportunity to target 
advertising to parents and families whose children are “graduating” to the appropriate 
age or milestones to consume the relevant products and services being offered by the 
advertising business. As brands look to adapt with the growth of in-app advertising and 
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the increased engagement it provides, TNY will seek to capitalise on this opportunity. 
It shall do so by integrating trusted brands content into Tinybeans milestones and child 
development features, undertaking targeted email, social media and content advertising 
campaigns, and utilising the TNY audience to provide brands with feedback and insights. 
With the product established and the US-based team now bedded down, the critical factor 
moving forward is scaling up user growth and the further monetisation of each user. The 
Company’s revenue and ultimately earnings growth is predicated on TNY’s ability to scale 
users, ensure retention and generate a greater degree of revenue from each user. This 
represents the key challenge for the Company over the foreseeable future. We believe the 
next 12-18 month period will prove particularly important in providing greater transparency 
of the user growth potential of TNY and the degree to which it can monetise its user base. 
Investors should note that while IIR has undertaken a DCF valuation there is a high degree 
of uncertainty with the key earnings and DCF assumptions. 

SWOT ANALYSIS
Strengths

 � From a competitive perspective, the TNY social media platform is very well placed in 
terms of the target market. Unlike more general social media platforms, parents need 
not have privacy concerns or the perception that they may be over-sharing (‘sharenting’). 
Furthermore, the various product features are specifically designed for the target user 
and, in this regard, provide richer functionality than directly comparable platforms;

 � User acquisition has predominantly been through word of mouth referrals and in this 
regard the Company is well placed. User reviews have been overwhelmingly positive, as 
evident on the Apple and Android app stores;

 � The TNY platform presents a powerful proposition for advertisers. Given the very 
targeted nature of the user base and the ability of TNY to target the active user base by 
a range of ‘data points,’ advertising conversion metrics are well above industry averages. 
Further, TNY is well placed to capitalise on brands looking to adapt with the growth of 
in-app advertising and the increased engagement it provides.  

 � In IIR’s view, the TNY business model is proven. It has shown that it can generate 
advertising and partnership revenues from its user base and do so with success rates 
well above industry averages given the highly targeted user base. This addresses one of 
the two critical factors to the long-term success of the Company, with the second being 
the ability to build a critical mass of users and sustain strong long-term growth. 

 � High degree of experience and credibility in both the management team and board. 

Weaknesses     
 � With the platform targeting the baby and child demographic, it incorporates a natural user 

base attrition dynamic as a child ages. This is in contrast to more general social media 
platforms which have no such natural ‘expiry’ period. However, given the relatively short 
history of the app to date, it remains to be seen how this attrition dynamic will play out. 

 � By its design, TNY is a private and restricted platform in terms of each parents’ 
connected family and friends. There is less of an inherent network effect than the general 
social media platforms where there is a very strong virtuous cycle of more users leading 
to ever more users. While recognising TNY has the potential to materially grow revenues 
by increasing the monetisation of each existing user, this may nevertheless inherently 
curtail the degree of organic growth potential. 

 � Not surprising given the user growth ramp-up stage, TNY is drawing down on cash 
reserves and may need to raise further additional capital during the CY2018 / 2019 period.  
There is a risk that any possible equity raise may prove dilutive to existing shareholders. 

Opportunities
 � In IIR’s view, the next 12-18 month period will provide greater transparency of the 

magnitude of attainable longer term revenues and earnings. While the investment risks 
are currently not insignificant, investors today will likely be appropriately rewarded for the 
risk should the absolute growth numbers continue to materially increase. 

 � In our view, general social media platforms are not ideally suited as a baby/child - parent 
platform. We do not view the likes of Facebook and Instagram in their current formats 
as direct competitors to TNY and, therefore, provide no barrier to TNY user growth. In 
terms of parenting specific platforms, we believe TNY is best placed in terms of product 
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features and existing scale. TNY is in a strong competitive position relative to both 
parenting specific and more general social media platforms. There is also the potential to 
capitalise on growing distrust of social media giants. 

 � Potentially grow beyond the baby and toddler segment and follow the growth of a child.

Threats
 � While relative growth rates in active users is strong (47% YoY), user growth has 

almost solely been driven by word-of-mouth advertising. This reflects very well on 
user experience but it remains to be seen whether it can lead to the step-change in 
absolute growth numbers to propel revenue to more material levels. Additionally, there is 
uncertainty as to whether brand and paid user initiatives will prove materially successful.               

 � 3.6M shares will come out of escrow shortly in April 2018. This may have created the 
perception of, and the possible reality, of a stock overhang in the context of what is a 
relatively illiquid stock.

COMPANY OVERVIEW  
Tinybeans started in Sydney in 2012 and launched its social media platform a year later. The 
Company was founded by three principals that represent the senior management team. 
Specifically, Mr Stephen O’Young (Executive Director and Chief Technology Officer), Mr Eddie 
Geller (Chief Executive Officer), and Ms Sarah-Jane Kurtini (Head of Product Marketing). In 
early 2015, the Company opened an office in New York to capitalise on the growing demand 
for the TNY social media platform in the US market.

Since launching the platform in 2012, the Company’s user base has grown to over 2,100,000 
registered users and approximately 800,000 “monthly active users,” as at 31 December 
2017. A monthly active user is defined as a registered user who interacts with the platform, 
whether via the mobile app, email, or web browser, at least once per month. To date, 
over 80% of active users have joined on account of word of mouth referrals, with existing 
users being highly effective in promoting the platform. TNY currently has users in over 
170 countries, however the majority of the users originate from the United States (62%), 
Australia (16%), the United Kingdom (6%) and Canada (4%). 

The Company has pursued a three-pronged strategy to deliver continued growth in the user 
base. Specifically, through word of mouth referrals, partnerships with the likes of parenting 
portals and blogs and a variety of online stores relevant to the child/baby demographic, as 
well as paid user acquisition. 

In April 2017, the Company listed on the Australian Stock Exchange, raising $6.5M through 
the issuance of 6.5M ordinary shares at $1.00 per share. The working capital provided by the 
capital raising was and is an integral part of the Company’s long-term growth strategy. Since 
the capital raise, the key strategic initiatives have been to establish the product team in the 
US, continue to innovate and refine the platform to increase user engagement, building out 
the product/brand sales team in the US, and continue to grow brand partnerships. In IRR’s 
view, TNY is now well placed to pursue its revenue and customer growth targets. 

FINANCIAL POSITION
 � As at 31 December 2017, the Company had a cash balance of $3.16M versus $5.74M 

at the previous half. TNY is currently drawing down approximately $1.0M in cash per 
quarter.          

 � Based on current cash utilisation rates and realistic user growth expectations, there 
is a likelihood TNY will need to raise additional capital during the latter or early part of 
the 2018 and 2019 calendar year periods, respectively, to continue to fund its strategic 
initiatives and achieve the required active user growth trajectory. Investor appetite at the 
time will clearly prove important in terms of both the potential size of the raise and the 
pricing as well (dilutionary risk). 

 � Based on various revenue growth expectations, it is estimated the cash flow breakeven 
point roughly equates to 1.2 million active users.
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BUSINESS OVERVIEW

PRODUCT DESIGN & USER INTERFACE

The TNY social media platform enables parents to capture photos, videos, milestones and 
other unique data points around their children as well as invite family and friends to have 
access to their children’s journal. The calendar-centric design encourages users to capture 
“a-moment-a-day,” thereby driving daily engagement and building habits with new parents. 
At the core of the Company’s ethos is devotion to product design with a focus on parent user 
experience. The Company believes this to be a major strength. The core intellectual property 
that comprises the TNY platform was developed by and is owned by the Company.  

The sceenshots below illustrate several of the main user interface pages. The first illustrates 
the calendar interface as a way of organising memories and encouraging daily interaction of 
both parent, family, and friends. The ability to track milestones, personalised parenting tips, 
and marking special moments are all illustrated below as well.    

We note that the app has been extremely well rated and reviewed on the Apple App Store 
(12,100 reviews with an aggregate rating of 4.9 out of 5.0); and Google Play Store (2,000 
reviews with an aggregate rating of 4.3 out of 5.0). In reading a representative selection 
of these reviews, common points of feedback included: great way to store and organise 
precious memories providing a journal of a baby’s life; restricted sharing unlike other more 
general social media platforms, such as FB, where parents are often reluctant to post baby 
photos; value the comments and interaction from family members; a chronological and 
backed-up record of child’s moments; easy to use; the memories feature inviting family to 
look back; grandparent friendly - automatic email updates means no smartphone required.
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Tinybeans Users – Key Metrics

 � Monthly active users: over one-third of TNY users (approximately 800,000 users) are 
“monthly active users” who use the platform at least once a month. The following 
table shows the number of TNY registered users and monthly active users. December 
2017 delivered a record result of 798,645 monthly active users. These activity levels 
represent growth of 47% year-on-year growth and the near term quarterly growth 
higher again. Given TNY acquired and engaged more users than previous users with far 
less marketing spend, we would concur with the Manager that it validates further the 
Company’s strategy in relation to product related user growth rather than large increases 
in marketing spend. It also speaks well to the regard that the platform is held by the user 
base and, consequently, the power of word of mouth referrals.   

User Growth

Tinybean key metric Jun 2015 Dec 2015 Jun 2016 Dec 2016 Jun 2017 Dec 2017

Registered users 693,641 910,456 1,189,390 1,454,765 1,769,267 2,119,934

Monthly active users 244,316 390,143 439,391 542,539 684,654 798,644
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 � Retention rates: TNY has very high retention from its user base delivering 55% after 6 
months, 47% after 12 months and 34% after 2 years. These are reputedly high relative to 
other social media platforms, with global average for user retention for other apps is only 
3% after 30 days. We also note these retention rates have been very consistent over 
different time intervals, suggesting a persistence of these levels. 

 � Average interaction time: TNY users spend 3 minutes and 40 seconds on average 
each time they use the platform, with the average user using it 92 minutes per month. 
These levels are significant higher than industry averages, which we understand to be 4 
minutes per month. 

 � User referrals: TNY users are strong advocates of the platform. Surveys conducted by 
the Company of its users have realised a net promoter score of 68. TNY has historically 
focused its growth on using existing users to promote the platform.  This strong 
advocacy by existing users has seen the business signing up over 2,000 new users per 
day to the platform.

User growth

TNY revenue growth is predicated on the Company’s ability to scale users and ensure 
retention.  Tinybeans has three key strategies for user growth.

1.  Organic

a. Word of mouth referrals by existing users and informal marketing by TNY users has 
delivered significant user acquisition growth and, to date, has been the Company’s 
most successful user growth strategy.

b. Tinybeans Rewards is a program which incentivises existing users to refer new users 
to Tinybeans and rewards existing users with a free month’s subscription to “Family 
Premium” for each new user referred.
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2. Partners

a. TNY works with partners who offer products and services in the infant space to 
make cross-market offerings.  TNY and these partners cross-promote each other’s 
services using dedicated marketing to its respective users and clients. In the most 
recent half, the Company announced a new partnership win with Meredith. TNY 
expects to establish more partnerships alliances as the user base continues to grow, 
the proposition around TNY’s targeting capabilities gets more widely known and the 
Company begins to capitalise on its increased marketing resources in its US office. 

b. TNY works with day care centers in the US, who use Tinybeans across their 
classrooms, have their teachers take photos, and have those photos shared with the 
parents on Tinybeans.

3. Paid user acquisition

a. TNY has been working with Mom365 since 2013. Mom365 is an in-hospital 
photography company in the US that takes photos of newborns in hospitals and sells 
the prints to parents. Through this arrangement, Mom365 invites each of their new 
mothers to join Tinybeans. Approximately 4,000 new mums per month have been 
signed up through this introducer platform at rate of US$1 per registered user. 

b. Over the past two years, TNY has tested paid user acquisitions using a variety of 
online social media platforms including Facebook and Twitter. Historically the cost 
of acquiring a new user via a paid channel has averaged $2.20. While the Company 
significantly reduced paid user acquisitions during 1HFY18, the Company will likely 
return to this method in the future and do so on the basis of what it has learnt 
regarding the most effective way to do so. 

Platform Monetisation

Revenue is generated from users in four ways, the first two of which below can be broadly 
classified as ‘consumer’ and the latter two as ‘corporate.’ Corporate current represents 
approximately 60% of total revenues but the expectation is that this will grow to 80-
90% over the next couple of years. On the consumer side, the large bulk of revenues is 
derived from premium subscriptions. However, the Company’s focus is not so much to 
grow premium subscriptions per se, rather to grow the total user base as there is as much 
monetisation potential from a free subscriber as a premium one.

 � Premium subscriptions - TNY offers a premium subscription service called “Family 
Premium.”  This service enables a user to upgrade their album and enjoy richer features 
that are not available in the basic subscription.  All friends and family invited to access 
the particular album also benefit from the premium service (premium operates by album 
rather than by user). Family Premium subscriptions are offered by month (currently 
US$8 per month), by year (US$50 per annum) and lifetime (currently a single payment 
of US$250). As at 31 December 2017, approximately 27% of the active user base had 
access to premium enabled albums subscriptions.

 � Printed products - TNY offers its users the ability to print their moments onto 
photobooks, canvases, prints, calendars, coffee cups and many other methods. The 
Company partners with third party providers that manage the high-quality printing 
and fulfilment and takes a margin (typically 20-45%) on the full price of the service. 
Effectively, TNY simply processes the order in addition to the customer base. 

 � Advertising and marketing - These revenues can, in turn, be divided into direct sell and 
programmatic sell. In relation to direct sell, the Company works with brands that want to 
deliver their content, products or services to parents and families. Tinybeans generates 
advertising revenues through promotion and advertising of these brands on the platform. 
For example, TNY has done direct deals with endemic brands for babies such as 
Bugaboo, Enfamil, and Huggies. In all these examples, the companies were looking for 
rich engagement with a very targeted and relevant market. These campaigns may have 
involved integrating brand messages into the platform or an email campaign which may 
revolve around certain milestones (such as a child’s birthday). With programmatic sell, 
advertisements are placed across the platform and which programmatically generates 
revenues through the audience and traffic generated. Although these revenues are 
smaller than “direct sell” revenue (direct sell revenues are 3-5 times higher), it fills TNY’s 
unsold advertising inventory on the platform and generates additional income.  
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 � Data and insights - TNY offers brands direct research into a specific audience based on 
the requested need. The Company designs and implements the study. For example, 
the Company has undertaken research for insurance provider MetLife to ascertain the 
propensity of new parents to take up life insurance. Because TNY can craft the questions 
and ask the relevant users, it is able to obtain a very rich data set in which to formulate 
insights and recommendations. The service is relatively embryonic, having been launched 
over the last 12-month period. 

Revenue by Segment (A$) Title

Period H2FY17 H1FY18 %Chg

Advertising 226,688 399,967 75%

Premium Subscriptions 197,465 242,249 23%

Printed Products 36,643 105,458 188%

Other Revenue 8,917 40,991 360%

Total 471,733 788,665 67%

Advertising, 
50.72%

Premium 
Subscriptio
ns, 30.71%

Printed 
Products, 
13.38%

Other, 
5.19%

Advertising Premium Subscriptions Printed Products Other

Revenue strategies

Over the last 12-months since its equity capital raise, the Company’s focus has been 
investment and execution in a manner that places the Company in a strong underlying 
position for future growth. Specifically, the Manager has built out its product team and 
presence in the US, and is now well placed to ramp up efforts to build brand partnerships and 
grow advertising revenue in its largest user geography. It has undertaken various initiatives 
around optimising the onboarding user engagement as a means of optimising user growth 
(including Facebook sign-in which resulted in a 22% increase in onboarding). It undertook a 
range of product development initiatives, such as new features around social sharing (such 
as photo filters), further tested and strengthened platform security. and the optimisation 
of programmatic advertising revenue. Finally, the Company continued to build on its brand 
partnerships with groups such as Enfamil, Mustela, MetLife and DK Books. 

IIR concurs with the Manager that the TNY business has proven it can generate advertising 
revenues from the platform and not only that but the ROI metrics on its initiatives are well 
above industry averages given its highly targeted, specific, and commercially attractive user 
base. With a business like TNY this removes the uncertainty in one of the two key critical 
success factors, the other being the ability to attain a critical mass of users. 

It is the latter that is now the critical factor in the financial success, or otherwise, of TNY. The 
former is proven up but the Company has yet to prove whether it can take that critical next 
step by moving to the next level of user growth to generate the level of advertising inventory 
(and eventually e-commerce opportunities) to put the Company on a clear path to profitability 
and subsequent earnings growth in the foreseeable future. 

The Manager will continue with its product development initiatives which essentially centre 
on creating a higher degree of engagement from the user base and a greater degree of 
impressions (that is, advertising inventory). Adding features such as flashbacks/reminiscing 
on a monthly basis, read email receipts, and surprises and delights photo montages are all 
designed around prompting and encouraging parents to add more memories. As the parent 
adds, family and friends consume. This is the critical cycle to build engagement, retain active 
users and, hence, build per user advertising revenue potential, as well as other potential 
sources of future revenue such as e-commerce.

Word of mouth referrals have been the predominant means in which the Company has grown 
its user base to date. It has proven effective and reflects the fact that the platform is almost 
without exception very well reviewed and regarded. We note that the dominant social media 
platforms, including Facebook, Instagram, Whatsapp, Twitter, etc, all largely established this 
position through word of mouth ‘advertising.’ But many more aspiring social media platforms 
have clearly not. While the strong regard the platform is held in by its user base puts the 
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Company in a strong position, as a precondition to effective word of mouth advertising, there 
is uncertainty as to what degree of growth in user numbers it will ultimately generate. 

To date, paid up user acquisition has not been significantly effective. In fact, as noted the 
Company largely ceased doing so over 1HFY18 yet achieved its strongest absolute growth 
numbers. However, this is not to say that these initiatives have been wasted or that it can 
not represent an effective means of growing users in the future. The Manager explains that 
the process to date has also been a deliberate learning/testing process to determine what 
may work and what may not. If this process can lead to effective tweaks then paid user 
acquisition has the potential to be a more significant contributor to user growth. But at this 
point it remains somewhat unproven and its future potential as a source of material user 
growth remains uncertain. 

User brand partnerships have and will likely continue to be a more prospective source of user 
growth. To date, various partnerships have included Mom365, Meredith and other parenting 
partners like Fatherly and Motherly, amongst others.  

The trajectory of TNY user growth has been going in the right direction and encouraging. 
From IIR’s perspective, we would like to see the December 2017 numbers doubled over 
the next 12-month period. In our view, this would provide us with the confidence that the 
Company has achieved that inflexion point and that very meaningful and significant user 
growth thereafter is achievable based on the virtuous cycle of more engaged users more 
word of mouth referrals. 

With the product team in the US and Australia now established and so too the product 
largely, with near term developments more refinements to continue to encourage greater 
user engagement, the strategic focus and absolute critical goal now becomes user growth. 

COMPETITIVE ENVIRONMENT
The infographic below compares the key features of TNY with that of its competitors. The 
table is essentially divided into social media platforms that specifically target the child - parent 
market and more general social media platforms, such as Facebook. 

In the first group, Lifecake is probably the closest application to TNY, and is regarded as 
number two in the segment. Lifecake is a UK based operation (acquired by Canon) but is 
more limited in application and features, with a primary focus on photos and printing only. 
Little Nugget and Baby Pics are also very photo centric with even less features than Lifecake. 
Ovia Parenting is considered the most comparable to TNY in terms of features, functionality 
and selling advertising, however there are three versions of its application: fertility, pregnancy, 
and parenting. We note that Ovia Parenting has materially less users than TNY however.  

With the more general social media platforms, the key point is these are generic platforms. 
There are parent concerns about child privacy, the risk of over-sharing (‘sharenting’), and 
the fact that they do not provide an effective and easy to use journal of a child’s progress 
and milestones. Additionally, they lack a range of other parenting specific features and 
functionality.  With the TNY platform, there is no such thing as oversharing. A parent can have 
hundreds of photos, but does not necessarily have to filter and make decisions to avoid the 
risk of over sharing. Further, while the likes of Facebook and Instagram are sharing platforms 
they are not as effective as a recording platform.  In contrast, TNY represents something of 
a dedicated book/journal which is easy to return to access memories or print a collection of 
memories. 

Based on the above, we believe TNY is in a strong competitive position, being the largest of 
the dedicated providers and with generally the richest functionality. While we do not perceive 
the more general social media platforms as direct competitors at this point in time. In both 
cases, we do not perceive competition to be a key impediment to TNY at this point as the 
target market is so under-served and the market opportunity so under-exploited. 

Having said the above, user surveys have identified product weaknesses or frustrations, 
which may represent lost opportunities for the Company and ultimately a source of 
competitive threat if not addressed. An example of this is developing a more functional and 
easy to use baby album/photo printing service, which may also head off the competitive 
threat from some print companies entering the digital space and offering integrated digital/
print baby books. 
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Similarly, while we may not view the more general social media platforms as direct 
competitive impediments to TNY at this point in time, we do not dismiss the threat of future 
product developments, such as automation in the photo space and developing more robust 
account/privacy settings. These large, financially strong incumbents with huge user numbers 
have exactly that inherent competitive advantage in developing and rolling out new product 
features. 

Tinybeans Lifecake Little 
Nugget

Baby 
Pics

Ovia 
Parenting

Facebook Instagram WhatsApp Dropbox iOS 
Photos

IOS Y Y Y Y Y Y Y Y Y Y

Android Y Y Y Y Y Y Y Y

Web app Y Y Y Y

Organised Journal/
Timeline Y Y Y Y Y

Free Version Y Y Y Y Y Y Y Y

Paid Version Y Y Y Y

Cloud Backup Y Y Y Y Y Y Y Y Y Y

Printing Y Y Y Y

Photo Collections Y Y

Search Y Y

Parenting Tips Y Y

Stickers/Milestone/
Special First overlays Y Y Y

Shareable overlays 
(strong design) Y Y

Photo Editing Y Y Y Y Y Y Y

Videos Y Y Y Y Y Y Y Y

Text Notes Y Y Y Y Y Y Y

Flashbacks Y Y Y

Automated private 
sharing Y Y Y Y Y

Follower emails Y Y

Social sharing Y Y Y Y Y Y Y

Follower interaction 
(comments, likes) Y Y Y Y Y Y

Height/Weight tracking Y

Milestone tracking Y Y

Developmental guidelines Y Y

Slideshows Y

Sponsor/partnership opps Y Y Y Y

EARNINGS FORECASTS
Our key earnings assumptions and forecasts are presented below. All amounts are in AUD.

Key Earnings Assumptions

Revenue assumptions: Material increase in active users, both organic growth and acquired users. The former is 
largely predicated on the product initiatives to increase onboarding rates and the level of 
active engagement (and bring back users that are not active) as well as a significant ramp-up in 
marketing and parrtnership initiatives. The material increase in acquired users corresponds with 
a resumption of (more targeted) expenditure on such intiatives. In turn, such assumed growth will 
also boost word of mouth referrals.  

A material increase in direct advertising revenues based on recent personnel hires and a 
continuation of momentum with existing brand partnerships. Mild absolute growth in Data / 
Insights revenue as the Company begins more actively promoting the service. Similarly, mild 
absolute growth in printing revenues based on planned initiatives to begin to capitalise on what 
has been an under-exploited potential service offering to date. 

Earnings assumptions: Costs of goods sold primarily relate to 3rd-party printing costs and Apple and Google app 
download related expenses. Fixed costs are largely personnel related. The Company is not 
expecting to add more than one or two additional resources over the next 12-24 months. We 
assumed material increases in product engineering costs to maintain consistency with product 
initiative driven active user growth.
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Profit & Loss Forecast (A$M)

Period FY17A FY18F FY19F FY20F FY21F

Revenue

Advertising $0.48  $1.65  $5.08  $10.96  $15.44 

Premium $0.42  $0.51  $0.55  $0.65  $0.63 

Data/Insights $0.02  $0.13  $0.31  $0.47  $0.31 

Printing $0.16  $0.21  $0.60  $1.21  $1.96 

TOTAL Revenues $1.09  $2.50  $6.54  $13.29  $18.34 

COGS $0.19  $0.21  $0.64  $1.51  $2.55 

Operating Expenses

Product Engineering n/a  $1.49  $2.95  $4.43  $4.87 

Sales & Marketing $0.50  $0.58  $0.94  $1.40  $1.68 

Head Office & Operations $2.84  $1.54  $3.57  $5.36  $5.89 

TOTAL Op Expenses $3.65  $3.61  $7.46  $11.19  $12.45 

EBITDA -$2.06 -$1.33 -$1.55 $0.59 $3.34

Key Metrics

Registered Users (million) 1.76  2.83  4.42  6.21  7.71 

Active Users (million) 0.68  1.07  1.55  1.97  2.19 

Rev/User $0.62  $2.34  $4.21  $6.68  $8.52 

Rev/Active User $1.68  $0.88  $1.48  $2.11  $2.42 
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VALUATION SCENARIO ANALYSIS
IIR has undertaken a DCF valuation analysis based on the above earnings forecasts. A key 
DCF assumptions, specifically a WACC of 20%, is intended to reflect the substantial forecast 
uncertainty surrounding TNY at this point in time. Should this uncertainty progressively 
disappate, then we would see that grounds to apply a lower discount rate. 

Given the level of uncertainty associated with a range of key earnings metrics, such as user 
growth and the degree to which each user may be monetised (revenue per user metrics) in 
addition to the appropriate DCF valuation key inputs, the analysis is only intended to provide a 
guide of possible valuation outcomes based on user growth and monetisation trajectories. 

Key DCF Assumptions

WACC 20%

Forecast period Six years to FY23

Terminal growth rate 3%

USD / AUD 0.77

Valuation (12-month target): A$1.50 per Share
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Additionally, TNY has previously released to the ASX a Monthly Active Users valuation 
analysis of large and established social media platform, which we have reproduced below. 
Social media platforms can be valued according to MAU and travel a well worn path of 
building large user bases first and then revenues. We note that the value per MAU varies 
substantially, partly based on the perceived degree of monetisation potential of that active 
user base. We would make the point that the TNY active base is probably at the more 
lucrative end of the spectrum given the very targeted and specific nature of the app and the 
nature of its user base interaction combined with the high usage per month levels. 

In IRR’s view, the analysis may be useful in highligthing ultimately valuation outcomes if/
when the Company achieves a critical mass of users in the multi-millions. Utilising the 
lowest MAU multiple of $16 per MAU (which we are simply adopting as a conservative base 
case) and the assume FY20F active user base of approximately 2 million would produce a 
Company valuation of $1.18 per share. We note the market is currently valuing the Company 
at slightly above this level, given a currently MAU share price based valuation of $US18.7 
per MAU. However, given our view regarding the inherent monetisation potential of the user 
base, a higher Value per MAU could well be justified.  

Social Media Platforms: MAU Valuation Metrics

Exit Type Company MAU  
(m)

Market Cap   
(US$M)

Value / MAU  
($)

M&A LinkedIn 106 26,200 247

Public Facebook 2,000 492,619 246

Public Momo 82 8,570 104

Public Snapchat 300 15,940 53

Public Weibo 340 17,220 51

M&A WhatsApp 450 19,000 42

Public Zynga 80 3,070 38

Public Twitter 328 11,910 36

M&A MyFitnessPal 20 475 24

M&A Twitch 45 970 22

Public Yelp 157 3,230 21

M&A Instagram 50 1,000 20

Public YY 152 2,450 16

Public Tinybeans 0.8 14.9 19

CAPITAL STRUCTURE
 � TNY has 26.14M fully paid ordinary shares on issue and 0.36M unlisted options. The 

options have an exercise price ranging from $0.32 to $0.54 and can only be exercised on 
or after 21 April 2018.

 � 19.65M of the ordinary shares are currently held in escrow and are attributable to the 
three original founders. Of this, 3.6M are due to be released from escrow shortly on 21 
April 2018 and are attributable to several initial seed investors. It is conceivable that a 
degree of these investors will seek a liquidity event given what has now been a four year 
investment term. The remaining 15.9M are released from escrow in April 2019 and are 
largely attributable to the current management team.

Security Number on Issue Details

Ordinary fully paid Shares 6.5M n/a

Ordinary fully paid Restricted Shares: 16.0M Released from escrow on 21 April 2019

3.6M Released from escrow on 21 April 2018

0.4M Options released from escrow on 21 April 2018 with 
Exercise Price ranging from $0.54 to $0.32

Fully Diluted 26.5M
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Top Ten Shareholders % Issued Capital

Stephen O'Young 25.7%

Eddie Geller 18.9%

Sarah-Jane Kurtini 11.7%

Pushstart Management Pty Ltd 4.5%

JP Morgan Nominees AU Ltd 2.1%

Fifty Second Celebration Pty Ltd 1.8%

Myaldali Pty Ltd 1.8%

VIP Petfoods Superannuation Fund 1.8%

Gisborne Park Pty Ltd 1.5%

Mulloway Pty Ltd 1.4%

Top Ten Total 71.2%

RISKS
 � Growth and profitability dependent on growing active users - The Company has 

not achieved operational profitability. In order to achieve profitability, the Company 
must continue to attract new active users, retain active users and, in particular, paid 
subscribers to the TNY platform. There is a risk that the Company may not be able to 
grow its active user base or retain existing active users and, as a result, may fail to 
become profitable. Having said that, we note that TNY was cashflow positive in late 2016 
but then decided to double down and grow users as its focus. The Manager states that it 
could be profitable based on its current 800,000 active user base if it so chose to be. 

 � Competition risk - The social media market in which TNY participates is competitive and 
characterised by rapid technological change. The Company’s potential inability to improve 
the existing Tinybeans platform and/or to develop new technologies could have a material 
adverse effect on the Company’s business. In addition, the Company’s social media 
competitors could introduce new products that compete with Tinybeans’ platform that 
have greater capabilities, better pricing or offer greater synergies for brands in the infant 
market.  Such developments could have a material adverse effect on the Company’s 
business. The Company competes with larger companies with greater resources on the 
basis of performance, cost, overall value, delivery and reputation.

 � Third party relationship risk- The Company is dependent in part upon its relationships 
and alliances with brands in the infant market. Some of TNY’s partners do or may in 
the future assist TNY in the development of its products through testing, research 
and development or teaming arrangements. If any of TNY’s existing relationships with 
partners were impaired or terminated, or if the Company was unable to implement 
additional partnering arrangements it may require from time to time, the Company could 
experience significant reductions in revenue.

 � History of operating losses - Although the Company has experienced significant revenue 
growth since inception in 2012, it has incurred net losses every year and has yet to 
turn an operating profit. There is a risk that the Company may not achieve profitability 
in the future. The Company’s operating expenses have risen based on hiring additional 
employees, increases its marketing efforts, expanding its operations and continues to 
invest in the development of its technology platform, including new services and features 
for its members. These costs may prove more costly than the Company budgets and the 
Company’s revenue may not increase sufficiently to turn an operating profit and become 
cash flow positive.

 � Loss of key management personnel - Over the Company’s short history, it has been 
heavily reliant on the skills and expertise of its core management team.  As such each 
member of its management team remains critical to the Company’s success and their 
retention is crucial.  A failure to attract and retain executive, business development, 
technical and other key personnel could reduce the Company’s revenues and operational 
effectiveness. There is a continuing demand for relevant qualified personnel, and the 
Company believes that its future growth and success will depend upon its ability to 
attract, train and retain such personnel.
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BOARD & MANAGEMENT
The Board of the Company comprises:

(a) Mr John Dougall, Non-Executive Chairman;

(b)   Ms Megan Gardener, Non-Executive Director;

(c)   Ms Missy Godfrey, Non-executive Director;

(d)   Mr Kim Heras, a Non-executive Director;

(e) Mr Stephen O’Young, Executive Director and Chief Technology Officer; and,

(f) Mr Eddie Geller, Executive Director and Chief Executive Officer. 

The Directors of the Company bring to the Board a variety of skills and experience, including 
industry and business knowledge, financial management and corporate governance 
experience. The Company’s senior management team is led by Mr Eddie Geller (Executive 
Director and Chief Executive Officer), Mr Stephen O’Young (Executive Director and Chief 
Technology Officer), Ms Sarah-Jane Kurtini (Head of Product Marketing),  Ms Grady Edelstein 
(Head of Brand Partnerships), Mr Jesse Richards (Head of Product), Ms Ula Mikus (Head of 
Talent and Happiness), and Ms Maria Centino (Head of Finance).  Their skills cut across all 
elements of the Company’s business particularly in the business and technology sectors.  
These key executives are responsible for driving development of the TNY platform, user 
growth and engagement, monetisation and managing the expansion of TNY across multiple 
jurisdictions. TNY’s broader management team has been instrumental in the success of the 
business to date and is well placed to execute further on the business’ growth strategy.

 � Mr John Dougall, Non-Executive Chairman. John Dougall has worked at senior executive 
and board level in a number of technology companies based in Melbourne, New York, 
Sydney, London and San Francisco. John has also been the Managing Director of four 
ASX-listed companies, successfully exporting Australian technology to China, India, The 
Philippines, Vietnam and Latin America. Additionally, John also served as President and 
CEO of an Australian company that ultimately listed on the NASDAQ, selling its software 
solutions to major retailers in the USA and Europe. John has served as a Director to 
several Industry Associations, as past Chairman of the Australian Government’s CSIRO 
Information Technology Advisory Board, as well as advising Government on Industry 
Strategy and Trade. 

 � Ms Megan Gardner, Non-Executive Director. Megan Gardner is a sought-after board 
member for fast-growing technology businesses (portfolio spans North America, Europe, 
Asia, and Australia). Her portfolio companies have completed numerous rounds of 
fundraising and several transactions, including a recent sale to Oracle. She serves on 
several boards, including Crown & Caliber (chair) and DoubleNet Pay. In addition, she 
operates as an independent board member and adviser for Apiary, EverlyWell, and 
others. She is the chair of YPO’s Golden Gate chapter. Known as a business innovator, 
Megan focuses on applying disruptive technology to new spaces and teams. As CEO and 
founder of Plum District, she raised venture capital funding from top-tier Silicon Valley 
investors, expanded the e-commerce company to two-dozen cities, and grew the online 
member base to more than one million people. Megan managed over 350 employees 
and contractors, worked with top retailers like Target, Gap, and Whole Foods, and created 
partnerships with Facebook, Google, and Disney. Under her leadership, the company 
was featured in The New York Times, The Wall Street Journal, and Bloomberg. Forbes also 
repeatedly listed Plum District as one of the top 100 websites for women.

 � Missy Godfrey, Non-Executive Director. Missy is currently the interim CEO of Only 
Good News, a start-up digital video company. Previously she was the CEO of SpaFinder 
Wellness a global marketing, commerce and media company sold to BlackHawk Network 
as well as CEO of Socialflow, a Saas platform for social media marketing. Ms Godfrey 
is a senior operating executive and general manager with a distinguished track record 
spanning over two decades in multiple diverse sectors, including traditional and digital 
media, luxury goods, advertising, private equity investing, and wealth management. She 
is an expert in the strategic planning, product launches and start-up growth initiatives.

 � Kim Heras, Non-Executive Director. Kim is the co-founder of 25fifteen, a Sydney-based 
startup studio and corporate venturing firm founded by successful tech entrepreneurs 
and industry veterans.  He is also co-founder and Chairman of TechSydney, the industry 
group for Startups in Sydney, founder of the Sydney Tech Startup Meetup and a member 
of ASIC’s Digital Finance Advisory Committee. Previously, Kim was the Managing Director 
of PushStart, a Sydney-based startup accelerator that counts TinyBeans as one of its 
investees and a Director of Fishburners, a not-for-profit co-working space that is Australia’s 
largest community of highly scalable tech startups.  Kim was also Commercial Manager at 
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Ensyst, an IT Services firm acquired by Optus Business in 2014 and Country Manager at 
MyHeritage, the world’s leading genealogy and family history site.   Kim holds a Bachelor 
of Laws (Hons) and a Master of Commerce (Hons) from the University of Sydney.

 � Mr Stephen O’Young, Executive Director and Chief Technology Officer. Mr O’Young spent 
15 years of his professional life creating software and architecting enterprise systems for 
large companies like Allianz, Suncorp and IAG. Then in 2012 he left the corporate world to 
found the Company. His experience in building world class, secure applications enabled 
him to be the chief architect of Tinybeans. With Mr O’Young’s experience in designing 
enterprise platforms in large financial organisations, he has been able to architect the 
Tinybeans platform with the same levels of robustness, stability and security. Mr O’Young 
drives the innovation across the product platform and is striving to build out the platform 
for families that will ensure that Tinybeans is a household brand everywhere.  Mr O’Young 
holds a Bachelor of Engineering Degree from the University of New South Wales.

 � Mr Eddie Geller, Executive Director and Chief Executive Officer. Mr Geller has been an 
entrepreneur in the technology and internet sectors since 1994. He founded his first 
company in 1995 and then in 1999 was the founder/CEO of Unique World. He grew 
Unique World to a prosperous software and management consulting business with just 
under 100 staff, and then successfully exited to a large US company in 2011.  Then in 
2012, he met the TNY founders (Mr Stephen O’Young and Ms Sarah-Jane Kurtini) of the 
Company and was attacted to the problems they were solving. Since 2013, Mr Geller 
took on the CEO role, driving the organisational strategy, sales and partnerships globally.   
Mr Geller, who is originally from Sydney, Australia, now resides in New York with his wife 
and 4 boys, having moved in late 2014. Mr Geller is currently a non-executive director of 
LayPay Pty Ltd, Billsumo Pty Ltd and was previously a director of Unique World Pty Ltd.

 � Ms Sarah-Jane Kurtini, Head of Product Marketing. Ms Kurtini spent the first 13 years of 
her career working in the media and agency industries, first as a media planner and then 
as an account director in London’s first full-service content agency, where she worked 
with brands like Sainsbury’s and The Guardian to tell their stories to consumers.  After 
moving to Sydney with her young family, Ms Kurtini devised the social media strategy 
for family-focused brands at GSK and Unilever. With her brand and digital marketing 
experience, she co-founded the Company with Mr O’Young and drives the messaging, 
content and marketing strategies across the company and its products. Ms Kurtini holds 
a bachelor degree in Arts, English and Philosophy from the University of Manchester.

 � Mr Jesse Richards, Head of Product. Mr Richards brings 15 years experience to TNY, 
from companies such as Meetup, Grovo, and IAC. Additionally, he led product at Proust, 
a startup based on sharing family memories. As Head of Product, Mr Richards guides 
the strategy of what features and updates get built into Tinybeans, and works on ways to 
bring Tinybeans to millions more parents around the world. Mr Richards holds a bachelor 
degree in Fine Arts, Nonfiction Writing, from Drew University.

 � Ms Grady Edelstein, Head of Brand Partnerships. Ms Edelstein spent the first 14 years of 
her career in fashion/beauty media. Her experience is comprised of publications including 
Condé Nast, Hearst Magazines, and Time Inc. Additionally, she has over a decade of 
experience using qualitative and quantitative research methods to define brand strategy, 
inform business pitches and measure client success. Ms Edelstein has a bachelor degree, 
cum laude, in International Relations and Quantitative Economics from Tufts University.

 � Ms Ula Mikus, Head of Talent and Happiness. Ms Mikus has held  strategic roles in HR, 
Organizational Development, and Training at ZARA USA, BMW US, and FedEx. She is the 
co-founder of the Happiness Academy, an NYC based school for top performance at work 
and in life. Ms Mikus holds a Bachelor of Crisis Management from University of Applied 
Sciences Velika Gorica, Human Resources Professional from Selectio Human Resources 
Academy. Additionally, she is a scholarship holder from the Innovative Women Program 
at  Innovation Institute, a scholarship holder from the Executive MBA Program at the 
AMBA accredited Cotrugli Business School, and has an  Executive Coaching Certification 
from Columbia University Teachers College.

 � Ms Maria Centino, Head of Finance. Ms Centino is a qualified CPA, and has twenty 
years’ experience in financial and management accounting, budgeting and forecasting, 
tax and statutory reporting, payroll, accounts payable, accounts receivable and audit. Ms 
Centino has a  Bachelor of Arts in Economics and a  Bachelor of Science in Accountancy, 
from De La Salle University, where she graduated with honors. Additionally, she 
completed the Australian Corporations Law and the Australian Taxation Law from the 
Center of Continuing Education of the University of Sydney, as well as completed the 
CPA program from CPA Australia. 
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