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IMPORTANT INFORMATION gtingbeans

This presentation is provided for information purposes only. The information in this presentation is in a summary form, does not purport to be complete and is not
intended to be relied upon as advice to investors or other persons. The information contained in this presentation was prepared as of its date, and remains subject to
ge without notice. This presentation has been provided to you solely for the purpose of giving you background information about Tinybeans Group Ltd

Einybeans”).

q; representation or warranty, express or implied, is made as to the accuracy, reliability, completeness or fairness of the information, opinions and conclusions
ntained in this presentation. Neither Tinybeans, its related bodies corporate, shareholders or affiliates, nor any of their respective officers, directors, employees,
djated bodies corporate, affiliates, agents or advisers make any representations or warranties that this presentation is complete or that it contains all material
ormation about Tinybeans or which a prospective investor or purchaser may require in evaluating a possible investment in Tinybeans or acquisition of shares. To
maximum extent permitted by law, none of those persons accept any liability, including, without limitation, any liability arising out of fault or negligence for any
s arising from the use of information contained in this presentation or in relation to the accuracy or completeness of the information, statements, opinions or
tters, express or implied, contained in, arising out of or derived from, or for omissions from, this presentation. Tinybeans has not independently verified any of the
contents of this presentation (including, without limitation, any of the information attributed to third parties). No person is under any obligation to update this
@sentation at any time after its release to you.

Eertain statements in this presentation may constitute forward-looking statements or statements about future matters that are based upon information known and
sumptions made as of the date of this presentation. Forward looking statements can generally be identified by the use of forward looking words such as,

@pect”, “anticipate”, “likely”, “intend”, “should”, “could”, “may”, “predict”, “plan”, “propose”, “will’, “believe”, “forecast”, “estimate”, “target” and other similar

Wpressions within the meaning of securities laws of applicable jurisdictions. Indications of, and guidance or outlook on, future earnings or financial position or

L performance are also forward looking statements. These statements are subject to internal and external risks and uncertainties that may have a material effect on
ure business. A summary of some of the key risks of Tinybeans business is set out in the appendix. Actual results may differ materially from any future results or
rformance expressed, predicted or implied by the statements contained in this presentation. As such, undue reliance should not be placed on any forward looking
tement. Past performance is not necessarily a guide to future performance. Nothing contained in this presentation nor any information made available to you is,

or shall be relied upon as, a promise, representation, warranty or guarantee, whether as to the past, present or future.

| -

@Ijusted EBITDA is defined as earnings before interest, tax, depreciation, amortisation and share-based payments.

Ll];bis presentation is not, and does not constitute, an offer to sell or the solicitation, invitation or recommendation to purchase any securities in Tinybeans and neither
this presentation nor any of the information contained herein shall form the basis of any contract or commitment. In particular, this presentation does not constitute
an offer to sell, or a solicitation of an offer to buy, any securities in the United States.

This presentation may not be reproduced or redistributed to any other person. All references to dollars, cents or $ in this presentation are to USD currency, unless
otherwise stated. In receiving this presentation, each recipient agrees to the foregoing terms and conditions.
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Company overview -8

The only platform purpose-built for
lifelong family memory curation and preservation

Ab Missi Visi ’
Tinybeans is a trusted platform for To foster love, not likes. We help By combining technology with a

millions of families worldwide, offering intentional parents privately share deep understanding of family

a private space to capture, protect and and preserve memories, building rieees Eel @ i iy, e et

to make parenting more joyful,

celebrate the joy of parenting. stronger family bonds. simple and meaningful
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@tinybeans

A word from the chair

Over the past two years Tinybeans has undergone a significant
transformation. We have reshaped our strategy, streamlined operations and
strengthened our financial foundations. The FY25 results demonstrate the
progress we have made, with stronger subscriber trends, reduced costs and
improved cash flow.

This journey has required discipline, focus and the collective efforts of our
team. Today Tinybeans is a leaner, more resilient and more scalable business.
We are now well positioned to build on this momentum and deliver
sustainable, profitable growth in the years ahead.

jamgg' [(/arburfﬂh

James Warburton
Chair of the board
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FY25
Highlights

g Rachel

Our little squish is finally here

iy

Spoilin’ starts now od

u're so loved, little one ¥

¥ Auntie Olivia 10 mins ago

e hat! The yawn! | cant!




Highlights

Grew annual
recurring revenue (ARR)

+12% &

pcp

personal use only

S ARR now 69% of Total Revenue, driven by
high subscriber net retention and growth
through 2H FY25

Fo

Improved bottom
line performance

Adjusted EBITDA @
+60% ..

OPEX -33% pcp, over delivering on
USS2M cost-out target announced
post restructure

Transformative year, with subscription-led
growth and financial discipline

Reduced operating

cash burn
-64%..

With 2 successive quarters of
positive operating cash flows to
30 June 2025

Cash burn



Highlights

Strategic reset complete;
now on the path to sustainable growth

efreshed board & leadership (Scalable model & high gross margins ‘ Product & partnership led growth ‘ Path to profitability

m ADJUSTED EBITDA OPERATING CASH FLOWS

| use only
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Highlights @tinybeans

For personal use only

Strong Consumer Subscription Software (CSS) fundamentals at core

$3.3M 51K $355 $75

Improved Improved Maintained Maintained

Annual Recurring . .
Revenue (ARR) Paid Subscribers

Lifetime Value Average Revenue
Per User

0.86M 93% 61% 93%

Maintained Improved Maintained Recommend TB
M°“tl5‘2; r’:‘:t"’e DAU/WAU Referral Rate

All references in $USD; ARR, ARPU, LTV, Retention Rate, DAU/WALU, Referral Rate - all relate to Tinybeans+ Paid Subscribers (ARPU, LTV excludes lifetime paid subscribers); MAU relate
to all Tinybeans subscribers. Metrics compared to H1 FY25 reporting period, 31 Dec 2024. See Glossary for more information.



Highlights

With continued improvement in key CSS metrics as we double-down on strategy

Paid Subscribers Average Revenue Per User
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| -
O H2 generated net Paid Subscriber growth, Churn reduced by 33% since FY24, driven by ARPU up +40% since FY23, with customer lifetime
driven by strong retention & conversion, with strong engagement & retention value high at $355
LL growth continuing into July 25

All references in $USD; Churn & ARPU relate to Tinybeans+ Paid Subscribers. See Glossary for more information.


https://docs.google.com/spreadsheets/d/1Bg9QBxYRXPGXLcKjHrvjCNMh2N-zwhrbasrkxIec4Yo/edit?gid=2109917506#gid=2109917506

@tinybeans

—EPom private
@hoto sharing to

The Tinybeans app
The Tinybeans app is a private, invite-only platform where families can

securely share and preserve their child’s life. Built for everyday use and
intergenerational connection, it delivers daily updates via app or email to a
trusted inner circle. Tinybeans has earned over 150,000 five-star reviews
and been featured as Apple’s “App of the Day” more than 50 times.

041 - -

B Q ey @58

Our subscription plans:

the global family

\ Launched FY25 Coming FY26
\
————_ | e o= =D
ybeans IS a growing Tinybeans Photo Books Tinybeans Photo Store (FY26)

tform helping families

curely capture, organise,
Qand preserve memories
@oross generations.

O

-
O Launched in FY25, Tinybeans+ Tinybeans memories can be Expanding into premium physical
Gift Cards offer a simple, instantly transformed into products with fast global shipping,
LL shareable way to give the gift beautiful photo books. all integrated in-app.

of connection.



Strengthening Tinybeans’ position as
the go-to platform for new parents

Global platform recognition

Featured as Apple App Store’s “App of the Day” in 100+ countries,
including the US, UK, Canada, and Australia — driving millions of
impressions and reinforcing Tinybeans’ credibility and reach.

Major distribution and high-impact partnerships

Expanded reach through Babylist & Bounty Bags, connecting with
100k+ expecting mums per quarter, plus high-impact collaborations
with The Daily Aus, Nine’s Babytalk and personalities.

Targeted brand campaigns

Introduced the new Tiny Moments creative platform with elevated
messaging that shaped paid and earned activity across BVOD,
influencer partnerships, and podcast integrations.

For perspnal use
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Financial
highlights




~EY25 Results summary

c(25 results demonstrate disciplined financial management

U)Revenue from continuing operations (US$'000)

jross Profit from continuing operations
(Us$'000)

@P margin (%)
C

ODperating expenses (US$'000)

)

S==pAnnual Recurring Revenue (US$'000)

thjusted EBITDA (US$'000)

| -
Gash and Cash Equivalents

Operating Cash Flows

4,820

4,208

87%

(6.626)

3,323

(1,443)

171

(1,072)

5413

4,826

89%

(9,925)

2,967

(3,633)

3,387

(3,016)

(M%)

(13%)

(2%)

(33%)

12%

60%

(49%)

(64%)

Total Revenue down due to strategic
shift away from challenged
publisher-led advertising business

Renewed focus on recurring
subscription revenue which was up
12% YoY

Gross profit margins remain healthy
at 87%

Operating expenses down 33% YoY
as management undertook major
restructure and repositioned the
business for sustainable growth

Adjusted EBITDA improved 60% YoY
as a result of disciplined management
of expenditure

Operating cash outflows down 64%
YoY as a result of significant reduction
in operating expenses



Financial highlights

~Responsive spending and investment plan to support
%ustainable ARR growth

v

$3m $3,323

$2,966
$2.5m

U) $2m $2,117

onal u

FY23 FY24  FY25

per

BARR increased US$0.36M or 12%

YoY, and is up 57% when compared to
FY23, reflecting emerging subscriber
growth and reduced churn.

ADJUSTED EBITDA

0
-$1,000m
-$2,000m
-$3,000m
-$4,000m
-$5,000m
-$6,000m

FY23 FY24  FY25

Adjusted EBITDA loss reduced by
US$2.2M or 60% YoY as a result of
disciplined cost management, with total
operating expenses down US$3.3M YoY.

@tinybeans

OPERATING CASH FLOWS

0
v
-$1,000m -$1,072
-$2,000m
-$3,000m -$3,016

FY23 FY24  FY25

Operating cash outflows reduced by
US$1.94M or 64% YoY in light of the
reduced operating expenditure and
investment in product development
during the year.
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Strategy
overview




>From ‘niche’ baby app to Expan(.jlng. our range. to increase subscriber value, boost
— monetisation, and drive new customer growth through

Cthe family memory platform partnerships and tailored plans for every family stage.

Trusted layer in the
family OS
Niche photo sharing
— Empowering the emerging Chief

o)

Multigene.rational memory M ela) B
Private sharing for young preservation
families - Cross-generational access
- Multiple use cases - Plug-in architecture for partners
_ Single use case - Digital + physical formats - Al-powered photo management
- Dieftel e - Native product store AfE” - Seamless sync with digital frames,
- Personalized content - Bespoke keepsakes &’ : calendars and gifting platforms
_ Parenting| guidance - Personalised gifting » ﬂ% % - Loyalty and family-focused perks

. P ’ s
- Memory preservation for early £ 1 Y
7h6 gy ” x
ears By Adve off |
Y %_abneo_,’;g';:so, I\ }

0 N , Where we're headed

We are here!

For personal use

Where we started



Strategy

Evolving subscription tiers to drive LTV

Tinybeans plans are designed to grow with families, offering the right features at the right time to

deepen engagement, reduce churn, and drive long-term value.

[ MONTHLY YEARLY ]

inybeans free

d-supported

5GB storage (~1,200 photos)

20 monthly uploads

s

Tinybeans+

$74.9°

@ 2 user accounts
@ 200GB storage (~50,000 photos)
@ Unlimited monthly uploads

Launching FY26

Tinybeans+ Family

$119.9°

@ 6 user accounts
@ 1TB storage
@ Unlimited uploads

@ Discounted physical products

CEEED .

Tinybeans+ Legacy

$39.99

@ 2 user accounts
@ 200GB storage (~50,000 photos)
@ 20 monthly uploads

@ Discounted physical products

Forpersanal use only

Active sharing phase child 0-5 years

Enables further monetisation of user base
to drive incremental revenue and cost savings

Reminiscing child 5+ years




Strategy

_Expanding our physical product range to
Cdrive ARPU

Q..eamless in-app store with personalised offers turning digital moments
G)'nto premium keepsakes

Stinybedns
ic i L il
.« birthday isJUS -
m’s birth 1 Sh
M:round the corner: °P for photo progycts

¥
ot

Hey Jeanie. —
weeks, .
< pirthday 1S coming UP "" §
Your MUMS BEL L Lt extra specid :
Jov's make |t Xt 2 & N

(red of her and L

For personal us

ve cap! Luunning Calendar
ants you've ot it B S
sautiful momer! o. Wihether ing Ph
All those beautt pel ey reasure. W flee MUB featuring Custom calondr wigh 0to canvas
— rn them into 8 8L seatures Of 3 CONEE L hing *Pecial famity moments TU your best protes
e « filled with their &  easier 10 create $39.05 M0 Beautiful wag gy
photobod! e snap, I¢s never bee $39.95

heir favorit meaningful

Size of physical photo
products market

Estimated Annual Revenue Opportunity
of USS3m+ based on current MAUA

Tinybeans in-app Photo Store

Claims the intersection between privacy-first
sharing and premium photo preservation

Converts everyday sharing into high-margin
products that deliver enduring value

Serves the multi-generational family with
emotionally resonant offerings

Lays the groundwork for potential expansion
into adjacent distribution channels

$3.88B 4.6% 67%

Physical photo products of US moms plan to buy
growing annually a physical photo
product in the
next 12 months

* Verified Market Research, March 2025

T Tinybeans survey “How Moms share & save memories”, April 2025
(n=600)

AFY27 estimate based on MAU x expected uptake x forecast AOV


https://www.verifiedmarketresearch.com/product/photobooks-market/

Growth strategy @tinybeans

ZDriving growth to become the global
gfamily memory platform

Build brand relevance and drive awareness

Increase visibility and engagement through integrated
campaigns utilising PR, influencer marketing and media
& brand partnerships.

ur growth strategy is to drive efficient, high-margin expansion by

eepening brand relevance and raising awareness, unlocking new

cquisition levers, and scaling monetisation, all while reinforcing
33Tinybeans as the privacy-first platform trusted by modern families.

Accelerate user acquisition

Drive cost-effective growth through performance
and lifecycle marketing, referrals and product-led
growth efforts.

'
-
o

Grow premium plans adoption

Drive upgrades to Tinybeans+ through
enhanced plans, personalised marketing,
and premium physical products.

Marketing efforts drive net subscriber
growth with >3X LTV/CAC target

[ ﬁﬂnﬁons

LOVE Tinybezns! You can share ALL your
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Future
outlook




Future outlook

—krom transformation to growth in FY26

personal use onl

Execute product
strategy to drive more
revenue from
subscribers, with product
tiering, expanded
photobook & range, and use
of 1st party data

Drive subscriber
acquisition in US and
Australia, with integrated
marketing plan translating
to predictable & scalable
growth

Pursue path to
profitability via efficient
use of capital in areas that

will generate long-term
value

Cement Tinybeans as
the family memory
platform to drive organic
growth & virality; assess
organic and inorganic
opportunities to own this
space

21



Thank you!

CONTACT US

For investor matters, please contact:
Zsofi Paterson - CEO & MD
E: investors@tinybeans.com
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Appendices
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Appendix 1

~Statement of profit or loss and other comprehensive income

For personal use onl

Advertising Revenue

Photobook Revenue

Subscription Revenue

Affiliate Revenue

Total Revenue

Total Operating Expenses

Loss Before Income Tax Benefit

Income Tax Benefit

Net Interest Income/(Expense)

Loss After Income Tax Benefit

FY25

US$'000

1264

103

3,323

130

4,820

(6,626)

(2,422)

152

(2,270)

FY24

US$'000

1959

m

2,967

377

5,413

(9,925)

(4,499)

(4,500)

YOY Variance

UsS$'000

(695)

8

356

(247)

(593)

3,299

2,077

152

@

2,230

%

35%

(1%)

12%

(66%)

M%)

33%

46%

100%

75%

50%

24



Appendix 2

~Summary Balance Sheet

FY25 FY24 YOY Variance

US$'000 US$'000 Us$'000 %
Total Current Assets 2,430 4,651 (2,221) (48%)
Total Non-Current Assets 972 982 (10) (1%)
Total Assets 3,403 5,633 (2,230) (40%)
Total Current Liabilities 1811 2148 (337) (16%)
Total Liabilities 1,81 2,148 (337) (16%)
Net Assets 1,592 3,485 (1,893) (54%)
Total Equity 1,592 3,485 (1,893) (54%)

For personal use onl

25



Appendix 3

~.Summary Statement of Cash Flows

For personal use onl

Net Cash Outflows used in Operations

Payments for Intellectual Property

Payments for PPE

Net Cash Outflows from Investing Activities

Net Cash Inflows from Financing Activities

Cash & Cash Equivalents at the Beginning of the Period

Net Cash Outflows from Operations

Net Cash Outflows from Investing Activities

Net Cash Inflows from Financing Activities

Effect of Movement in Exchange Rates

Cash & Cash Equivalents at the End of the Period

US$'000

(1,072)

(586)

(586)

3,387

(1072)

(586)

(18)

17

US$'000

(3,016)

(52)

(15)

(67)

4,893

1,547

(3,016)

(67)

4,893

30

3,387

YOY Variance

US$'000

1,944

(534)

15

(519)

(4,893)

%

64%

nm

nm

nm

nm

26



For personal use only

Appendix 4

Glossary

Metric Definition

Annual Recurring Revenue (ARR)

Adjusted EBITDA

Average Revenue per User (ARPU)

Lifetime Value (LTV)
Retention rate

Monthly churn

Monthly Active Users (MAU)

DAU/WAU

Annual paid subscription revenue.

Earnings before interest, tax, depreciation, amortisation and share-based payments.

Average monthly subscription revenue / number of Tinybeans+ subscribers in the period.

ARPU x average customer lifespan (based on last 24-months).

% of Tinybeans+ subscribers with a paid subscription from start to end of month.

% of Tinybeans+ subscribers at the start of the month who cancel or do not renew their subscription by the end of the month.
Number of unique Tinybeans users active in the last 30 days.

Daily Tinybeans+ users / weekly Tinybeans+ users in the same period (engagement frequency).

27



Appendix 5

James Warburton
Chair & Non-Executive Director
Ex CEO & MD Seven West Media (SWM)

For personal use onlys

Andrew Silverberg
Non-Executive Director
Thorney Investment Group

efreshed Board & Leadership

Zsofi Paterson
Chief Executive Officer & Managing Director
Ex CEO Centr, by Chris Hemsworth

Michael Rothman
Non-Executive Director
Ex CEO, Founder Fatherly

Rebecca White
Chief Financial Officer
Ex CFO, CEO Revasum (RVS)

Caroline Simensen
Head of Marketing
Ex Camplify (CHL)

Matt Mulligan
Chief Product Officer
Ex CPO Sensis, Brickfloor, MYOB

Kay Salcedo
Head of Data & Analytics

Ex Woolworths, Virgin
28


https://www.linkedin.com/in/mjrothman/overlay/about-this-profile/

