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The Problem

Men’s personal care is
overwhelming, with little
help, leading to a lack of
consistent routines and,
Worse, no results.

The Market

Beachhead:
College freshmen

Expansion:

High school males
Men ages 25-44

Start-up Year-one human
costs resources

$46,975 $237,800

The Solution

We offer curated hygiene
boxes with trusted brands
and simple guided
routines, combined with
habit reinforcement.

Year-one direct
operating costs

$499,760




The lack of guidance cause

Men’s personal care is /> a lack in consistency

S$ Lack of consistency

overwhelming = lack of results
of men are overwhelmed by men DO NOT have a daily of U.S. males experience body
personal care options. hygiene routine. image dissatisfaction.

Statista study on
Optimale study on men's skincare National Library of Medicine study

male hygiene habits routines on male body disturbance




In our survey of
/7 young adult males,
only 5% considered
their personal care
routine to be complete

EXPANSION PATH (POST-TRACTION)

All college men —» Men ages 14-17* = Broader males ages 25-44




TAM

$46 Billion

SAM

$10.6 Billion

SOM

$11M




IV. UNIQUE VALUE PROPOSITION

HiGene is the only system making hygiene efifortless for young men
by turning personal care into a guided habit with automatic delivery.




T gt

Shipping what you need Know how and when to
right to your door use the products



Follow i Experience
ada Ptlve ]‘ 1 Routine Reminder! a utomatlc
routines ‘ ‘ |reﬂHs
Stay on
track with

streaks




VI. CHANNELS

ADVERTISING: HIGENE WILL TARGET LIFE TRANSITIONS

DISTRIBUTION

i e -, [ - o LY

B2C (Wholesale Retail)

1



$5* / month HiGene Box: $2,000* quarterly
$40 Avg. reports

Includes routine creation, streak | 3-5 items; 40% base

system, & Al guidance profit margin Bought by partnering brands
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LIFETIME VALUE

LTV = Average Annual Spend X Average Customer Lifetime (Years)
LTV = $220 Annual Spend x 40% Churn Rate* (2.5 Years) = $550

REVENUE BREAKDOWN

YEAR 2026-2027 2027-2028 2028-2029
HiGene Subscription $162,000 $468,000 $864,000
HiGene Box Sales $432,000 $1,404,000 $2,400,000
Customer Behavior Data $12,000 $90,000 $216,000
TOTAL ANNUAL REVENUE $606,000 $1,962,000 $3,480,000

*Based on industry data for subscription-based eCommerce brands
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VIll. COST STRUCTURE

YEAR 2026-2027 2027-2028 2028-2029
Startup Costs $46,975 $- $-
Human Resource Costs $237,800 $191,400 $210,540
Direct Operating Costs $499,760 $1,346,177 $2,097,533

TOTAL ANNUAL COSTS $784,535 $1,537,577 $2,308,073

CUSTOMER ACQUISITION COST

YEAR MARKETING SPEND NEW CUSTOMERS CAC TREND { j

2026-2027 $67,500 Trust Channels
2027-2028 $175,000 Scalable Channels

2028-2029 $180,000 Building Efficiency




$4,000,000

$3,000,000

$2,000,000

$1,000,000

$0

@ Total Expenditure

@ Total Revenue

KEY TAKEAWAYS

Profit Growth
$1 million in profit by 2028

Profitability

Breakeven 10" month of
operations, all while
maintaining positive cashflow

Sustainable Scaling

Revenue grows ~2x faster
than costs




ROUTINE COMPLETION FREQUENCY
IS THE HABIT FORMING?

90-DAY RETENTION RATE

DID THE HABIT STICK?

LTV:CAC RATIO

IS GROWTH SUSTAINABLE?
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X.COMPETITIVE ADVANTAGE

BUILDING A COMPETITIVE MOAT

HIGENE'S CASTLE OUR MOAT

€~ SUPPLIERLEVERAGE OVERTIME —>

& BEHAVIORAL DATA FLYWHEEL —
& COSTS OF SWITCHING —>
&— HABITLOCK-IN —>
w



$800,000 for 12.5%,

START-UP YEAR 1T HUMAN YEAR TDIRECT
COSTS RESOURCES OPERATING COSTS

| $46,975 $237,.800 $499,760
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