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Today’s presenter

Zsofi Paterson, CEO of Tinybeans (ASX: TNY), brings 
over a decade of global strategic leadership to 
Tinybeans. A power-user of Tinybeans and mother 
of two, Zsofi was appointed CEO in July 2023.

Before Tinybeans, Zsofi led Quadrant Private 
Equity’s digital fitness apps, including ‘Centr by 
Chris Hemsworth,’ scaling it globally and achieving a 
$100M+ exit. She also held executive roles in media 
& technology companies in Los Angeles and Nine in 
Australia, and started her career as a Corporate 
Lawyer at DLA Piper. Zsofi holds an LLB/BPA.

CEO, Tinybeans

Zsofi Paterson

Today’s presenter
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Company overview

About
Tinybeans is a trusted partner for millions of families 
worldwide, providing a platform that celebrates, protects 
and preserves the joy of parenting. 

Mission
Tinybeans is on a mission to foster love, not likes. Unlike 
traditional social media platforms, we provide a private, 
secure and authentic space for intentional parents to 
connect with their loved ones. 

Vision 
By combining technology with a deep understanding of 
family needs and digital privacy, we exist to make parenting 
more joyful, simple and meaningful. 
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01
Highlights

Parent on Tinybeans,
USA

“We’ve used it since my kids were born 3.5 years ago and 
we LOVE it. Easy to use, fun to interact with, and keeps 
a lovely digital record of my kids’ lives. I’ve gotten my 
two brothers and their families hooked on it too, and I’ve 
recommended it to many others as well.”
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Reasons to invest in Tinybeans

Highlights

Market leading 
consumer subscription 
metrics, with 40% year-
on-year subscription 
revenue growth, 93% 
referral rate and 43% 
increase in Average 
Revenue Per User

Large, regenerating 
global market with 5M 
births every year; 
currently reaching less 
than 1%, plus ongoing 
privacy concerns, 
presents huge 
opportunity for 
Tinybeans to scale 

Bolstered Management 
& Board in US and 
Australia, with renewed 
focus on Australian 
market, and opportunity 
to transition key 
operations from US to 
AU 

OPEX reduced by 15% 
year on year; plus 
ongoing transition from 
reliance on advertising to 
subscription revenue, 
and disciplined review of 
cost base expected to 
result in substantial cost 
reductions in FY25 
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A leading private family photo sharing platform with strong CSS fundamentals

Highlights

FY24 Revenue

$5.4M
53% recurring

Annual Recurring 
Revenue

$2.9M
+40% pcp

Monthly Active 
Users 

0.95M
-3% pcp

Paid Subscribers

51K
-8% pcp

Average Revenue 
Per Subscriber

$72
+43% pcp

Lifetime Value

$351
+11% pcp

Retention Rate

89%
Blended Renewal

Daily Use Product

59%
DAU/MAU

High Engagement

64M
Memories uploaded 

Referral Rate

93%
Recommend TB

All references in $USD; ARR, ARPU, LTV, Retention Rate, Daily Use, Referral Rate - all relate to Tinybeans+ Paid Subscribers; Monthly Active Users relate to all Tinybeans subscribers. 
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36% 
CAGR

Total Revenue Recurring Revenue (ARR)

Record subscription revenue as we execute our strategy

Shifting the revenue mix to 53% ARR 
subscription revenue over 3 years 

Delivering 36% CAGR of ARR 

Highlights

Average Revenue p/ Subscriber

Average Revenue per Paid Subscriber 
now $72, a 43% increase over the year 

F
or

 p
er

so
na

l u
se

 o
nl

y



Proportion of 
Followers activating

9

Strong underlying metrics, Tinybeans is ready to scale

Paid Subscribers Paid renewal rate

+43% increase in ARPU (Paid Subscribers) 
and minimal churn following Tinybeans+ 

price increase implemented May 2023

89% blended renewal rate, peaking at 
92% blended renewal rate (Q4). 

Followers are activating and engaging on the 
mobile apps at the highest rate ever, increasing 
by 30% with recent product & lifecycle updates.

Active paid subscribers invite on average 18 
family & friends to follow their journals. 
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02
Business 
update

Mitali Bravo 
Melbourne, Australia

“My parents-in-law regularly thank me for uploading 
photos to Tinybeans, and my 98 year old grandmother 
has loved looking at our Tinybeans photos on her iPad for 
almost 9 years now.”
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Landscape

Today Tinybeans acquires less than 1% of new parents every 
year as subscribers. By scaling our marketing, distribution and 
partnership efforts, we have an opportunity to grow market 
share and materially grow our subscribers.  

Competitive advantage 

Major platforms offer generic solutions, lack custom-built 
features and do not put privacy or family needs at the core.

5M
births annually in
our key markets

Large, regenerating global market

With 5 million births annually in our key markets, Tinybeans 
has a significant growth opportunity in a valuable, 
regenerating, always present global market.

11

● Risks associated with social media sharing 
● Users don’t own their photos 
● Public posts part of Meta’s AI training

● Compatible with iOS / Google devices only
● Generic features & no dedicated product  

● Built for messaging not safe family photo sharing 
● No dedicated product 

Tinybeans offers differentiated, purpose built solution

● Tinybeans is designed purposely for private & 
secure family photo saving & sharing over several 
years & children. 

● Tinybeans is device, platform and OS agnostic, 
catering better to multi-generational families. 

● Tinybeans offers many features & benefits outside 
of photo-sharing, including curated content, 
milestones & photo books. 
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Tinybeans app is better than ever

Product

● Launched new Tinybeans Android app, lifting US 
Google Play Store ratings from 2.6 to 4 Stars

● Improved underlying tech, core features and overall 
app performance on iOS, maintaining US App Store 
4.9 Star rating and increasing weekly uploads by 
20% in Q4

● Improved UI and onboarding experience to drive first 
time and ongoing user engagement, improving all 
key engagement metrics 

● Improved user communications with subscribers and 
their families to drive more in-app engagement, 
resulting in 30% increase in in-app activation from 
followers in Q4

● Improved ad placements and video units, enabling 
stronger in-app offer for brand partners 
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Unified, uplifted brand experience

Brand

Invested in a powerful new brand experience

The new Tinybeans brand creates a cohesive multi-
platform experience focused on joy, connection, and family 
privacy

Website and app 

The Tinybeans app remains central, supported by 
upgraded, high-quality parenting content tailored to age 
and stage. 

Content strategy 

Delivering insightful, relatable, and positive content 
through premium newsletters and marketing channels, 
enhancing the Tinybeans brand's appeal to subscribers 
and brand partners.

Multi-platform
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A high-trust platform for advertisers 
to safely reach desirable audience

Ad Sales

● Tinybeans is a partner for leading consumer brands to 
safely reach a valuable segment of the market

● Strengthened the Tinybeans advertising offer with better 
ad products across app, email & web and stronger 
creative execution

● Secured large campaigns with major national and 
international brands across Entertainment, Travel & Toys

● Moving forward, focussed on 1st party data asset, as we 
continue to shift away from scale based publisher model
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Bolstered board and management 

People

● CEO completes first 12 months, demonstrating 
strategic clarity, operational rigour and ability to 
execute plan 

● Strengthened & refreshed board going into FY25, 
with key new appointments:
○ James Warburton (AU), former CEO of 

Seven West Media
○ Mike Rothman (US), former CEO & Co-

Founder of Fatherly

● New team capabilities to execute strategy in 
FY25, including Data & Analytics and Brand & 
Partnerships 

Andrew Silverberg
Non-Executive Director

Catherine Cohen
Non-Executive Director

Chantale Millard
Non-Executive Chair

Zsofi Paterson
CEO 

James Warburton 
Non-Executive Director

Appointed July 2025 

Michael Rothman
Non-Executive Director
Appointed Aug 2025
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03
Financial 
Summary

Parent on Tinybeans 
USA

“As someone who doesn’t like the concept of my child 
being on Facebook, Tinybeans is a perfect app for sharing
photos of my baby girl in a safe, secure way with the 
people that matter most in her life!” 

F
or

 p
er

so
na

l u
se

 o
nl

y



● Total Revenue of US$5.41 million decreased by 36% compared to prior
comparative period (pcp), due to the continued year-on-year decline in
advertising revenue.

● Advertising revenue was down 62% pcp from US$6.19m FY23 to US$2.34m in
FY24 due to challenging macro market factors and sales proposition rebuild
required in FY24.

● Paid subscription revenue (MRR) increased by 40% pcp to US$2.97m,
reflecting strong renewal rates after roll-out of Tinybeans+ new pricing in April
2023. Q4 was highest ever.

● Operating Expenses reduced by 15% pcp demonstrating disciplined cost and
cash management by incoming CEO.

● Cash balance ending FY24 was US$3.39m (A$5.07 million), increasing from
US$1.55m (A$2.38 million) at 30 June 2023, following the successful
completion of the Company’s capital raising in Apr/May 2024

● Operational cash burn for FY24 was US$3.08 million compared to US$2.13 
million for FY23.  Opex savings were offset by drop in ad sales resulting in high 
cash burn.

● Go-forward focus is efficient and effective use of capital, with disciplined
investment in areas prime for value creation and growth; and continued review
of cost base.

FY24 Financial 
Results (in USD) 

Operating Performance

17

FY24 Financial Results 
(in USD) 

F
or

 p
er

so
na

l u
se

 o
nl

y



Profit & Loss Summary
Key points:

● Revenue decreased 36% vs prior year to US$5.41m, driven by 
advertising sales decreasing by 62% partially offset by 
subscription revenue increasing by 40%

● COGS equivalent as revenue mix shifts towards recurring 
subscription revenue, which has more long-term value. 

● Gross margin % decreased slightly to 89% due to product mix 

● Operating Expenses in FY24 decreased 15% from US$8.46m 
vs prior year of US$10.00m, main driver was decrease in 
people related expenses as well as other operational 
efficiencies

● Total expenses decreased by US$1.54m in FY24 pcp

● Operating Expenses as a percentage of revenue increased over 
FY23 due to the lower revenue base

USD ($M) FY24 FY23 % Chg

Total Revenue 5.41 8.44 -36%

Cost of Goods Sold (0.59) (0.58) 1%

Gross Margin 4.83 7.86 -39%

Gross Margin % 89% 93% -4%

Operating Expenses (8.46) (10.00) -15%

Adjusted EBITDA1 (3.63) (2.14) -70%

1. Adjusted EBITDA defined as reported EBITDA excluding share-based
payments expense, goodwill write-off & other non-operating income.

FY24 Financial 
Results (in USD) 
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FY24 Financial 
Results (in USD) 

FY24 Financial Results 
(in USD) 
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Balance Sheet
Key Points:

● Cash balance as of 30 June 2024  was $3.39m.  This 
included capital raise of approx. $3.0M (net of fees) in Q4 
FY24

● Accounts Receivable decreased by 30% over prior period  
due to better collection but also lower advertising revenues

● Non-Current Assets decreased 39%.  Main drivers were 
standard amortization of software platform and content 
repository 

● Current Liabilities increased 14% due to an increase in AP 
and deferred revenue from subscription revenue increase

USD ($M) 30 Jun 24 30 Jun 23

Cash 3.39 1.55

Accounts Receivable 0.80 1.14

Other Current Assets 0.43 0.42

Total Current Assets 4.62 3.12

Total Non-Current Assets 0.98 1.61

Total Assets 5.60 4.73

Total Current Liabilities 2.12 1.86

Total Non-Current Liabilities 0.00 0.04

Total Liabilities 2.12 1.90

Total Equity 3.48 2.83

Total Liabilities and Equity 5.60 4.73

FY24 Financial 
Results (in USD) 
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FY24 Financial 
Results (in USD) 

FY24 Financial Results 
(in USD) 
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04
Strategy 
Overview

Tinybeans user 
LA, USA

“The Tinybeans calendar visual is literally the best. I love 
being able to scroll back to a day and immediately know if 
it was on a weekend, a Tuesday, etc.
We seriously love this app and recommend it to all our 
friends with kids.”
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Our Future

Monthly Active Users Global leader in digital 
parenting category

1 in 4 first time parents 
use Tinybeans

m

These aspirational goals drive our strategy

$25 million annual 
revenue, with over 50% 

subscription revenue 21

Vision: To make parenting more joyful, simple and meaningful

By combining technology with a deep understanding of privacy & family 
needs, we create meaningful connections and lasting memories. 

Joyful

Simple Meaningful
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Evolution of our key strategic pillars  

Strategy

22

● Deploying brand centric, insight-led 
marketing & growth strategy in AU & US

● Build brand awareness based on privacy 

● Focus on partnering with aligned brands to 
leverage audiences

● Acquisition focussed on expecting and very 
new mums

● Leveraging high referral & WOM factor

Brand Awareness & 
Subscriber Acquisition 

● Product development focussed on 
obsession with first time user experience to 
drive people to take the actions to make 
them stay

● Insight that new subscribers using 
Tinybeans 4 times results in higher 
propensity to stay

● Adding family and friends to follow their 
journal in first interaction, and that follower 
activating, is biggest indicator of LTV

Subscriber Activation & 
Early Engagement

● Continuing to focus on opportunities 
utilising our rich 1st party data 

● Generating more and unlocking latent value 
from our existing subscribers and audience

● Monetization strategy focussed on our core 
asset, shifting reliance from publisher led 
model 

● Partner as appropriate to reduce overhead 
costs 

App Monetisation &
1st Party Data 
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Insights

*Source: 2024 Parent Privacy and Insights Survey, conducted with 1,500 parents in the USA and Australia, July 2024.

Data and insights inform everything we do 

Subscribers have 
recommend 

Tinybeans to friends 
& family

93% - Utilise Tinybeans subscribers 
as ambassadors & content 
creators

- Build out gifting & referral 
program to enable this organic 
behaviour 

Cite privacy as key 
reason for choosing 

Tinybeans

90%
- Execute PR & thought 

leadership strategy

- Re-inforce privacy USP in all 
messaging

- SEO focus

Subscribers acquired in 
first 2 months of baby’s 

life

62%
- Targeted partnerships strategy 

to put Tinybeans in front of 
expecting and new parents via 
brands who reach this audience 

- Very focussed audience for paid 
marketing efforts

Monthly active usersSubscribers propensity to 
return materially increases 

after 4 app interactions

4X - Optimise first-time user 
experience and lifecycle 
marketing to drive 4 
interactions fast, with a key 
focus on follower invites

Subscribers return 
second month once one 

Follower engages!

75% - Product & lifecycle marketing 
efforts laser focussed on 
improving follower onboarding 
& experience to drive subscriber 
retention & engagement

Subscribers discovered 
Tinybeans from friends 

& family

72% - Cost-effective use of 
marketing given strong WOM 
and referral factor
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Increasing investment & executing a full-
funnel marketing & growth strategy

24

Marketing

● Introducing brand activities and top of funnel initiatives to grow 
brand awareness and subscriber acquisition:

○ Strategic partnerships to boost marketing & distribution 
efforts, with first key US partnership announced in June 
2024 with Babylist 

○ Australian PR strategy to position Tinybeans as solution 
for parents concerned with social media and privacy 

○ Ambassadors, social media influencers and content 
creators generating user-generated content, using 
genuine Tinybeans users as ambassadors where possible

● Continue to optimise SEO, performance media, lead generation 
and affiliate marketing for cost effective bottom funnel activity & 
conversion, as well as seasonal promotional campaigns 

● Continue to optimise Retention & Lifecycle marketing to nurture 
user base and maximise user retention, engagement & 
conversion

● Undertaking surveys, segmentation and research to enhance 1st 
party data and inform marketing, product and sales strategies
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Product development focussed on initiatives to support product-led growth 

Product 

25

Improve Core Experience 

Improve core photo- sharing 
functionality & app 

performance to lift above 
competitor set and deliver 

value to subscribers

Increase Subscriber 
Activation

Increase activation of Free 
Subscribers to drive 

engagement & grow monthly-
active-users 

Consider Pricing, Plans & 
Product tiers

Enhance & differentiate 
Tinybeans experience for 

family & friends to drive ARPU 
and engagement

Drive Referral Loop & 
Enable Gifting 

Enable subscriber referral loop 
& gifting to incentivize organic 
‘word of mouth’ behaviour & 

Registry integrations
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Shifting to a monetization strategy centered on core asset 
and 1st party data 

Monetization 

26

Improve in-app advertising to 
more effectively monetize the 

Tinybeans free product & 
boost conversion to paid 

subscription  

Partner where appropriate to 
create value and reduce overhead 

costs  

Improve and expand photobooks 
and physical product range to 

increase ARPU across user base 
and offer aligned value to parents 

and family 

Enhance and tap into first party 
data opportunity to provide 
premium opportunities for 

brand partners

Monetization

1st Party Data Leverage core asset

In-app Advertising Revenue Partnerships
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05
Future 
outlook

“Our grandkids live miles away but our daily pictures help 
us keep up with them. I love it and it is the first thing I 
check each day.”

Grandparent on Tinybeans 
USA
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Wrap Up 

Future Outlook

Grow brand 
awareness and drive 
subscriber acquisition 
in our key markets of 

United States and 
Australia, leveraging a 
partnership focussed 

strategy & privacy 
thematics

Shift our commercial 
strategy to better 

leverage & monetize 
our core asset, 1st 

party data and 
engaged, largely 

unmonetized user base

Disciplined review & 
reduction of cost base

and efficient use of 
capital in areas that 
will generate long-

term value, reducing 
reliance on advertising 

revenue 

Leveraging the 
bolstered US & AU 
board’s digital and 

media experience to 
grow the Company’s 

enterprise value 
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DISCLAIMER
Summary information - This presentation (Presentation) has been prepared by Tinybeans Group Ltd ACN 168 481 614 (Company or Tinybeans) and contains summary information about Tinybeans and its activities which is 
current only as at the date of this Presentation, being 29 August 2024. Tinybeans may in its absolute discretion, but without being under any obligation to do so, update or supplement this Presentation.  The information in this 
Presentation is of a general nature and does not purport to be complete nor does it contain all the information which a prospective investor may require in evaluating a possible investment in Tinybeans or that would be required 
in a prospectus or other disclosure document prepared in accordance with the requirements of the Corporations Act 2001 (Cth) (Corporations Act). The Presentation is not a prospectus, disclosure document, product disclosure 
statement or other offering document under Australian law or under any other law. This Presentation has not been filed, registered or approved in any jurisdiction.

Not investment advice - The information contained in this Presentation is not investment, financial product advice or recommendation to acquire shares. This Presentation has been prepared without taking into account your 
investment objectives, financial situation or any other particular needs This Presentation does not and will not form any part of any contract for the acquisition of shares.  Each recipient of this Presentation should make its own 
enquiries and investigations regarding all information in this Presentation.  Before making an investment decision, you should consider whether it is a suitable investment for you in light of your own investment objectives, 
financial situation and particular needs and having regard to the merits or risks involved. Independent financial advice is recommended.  

Industry and market data – In this Presentation, Tinybeans refers to certain market, industry, and statistical data used in connection with this Presentation may have been obtained from research, surveys or studies conducted 
by third parties, including industry or general publications.  Neither Tinybeans nor its representatives have independently verified any such data and no representation or warranty, express or implied, is made as to its fairness, 
accuracy, correctness, completeness or adequacy. Some data is also based on the good faith estimates of Tinybeans, which are derived its reviews of internal sources as well as the independent sources described above.  

Past and Future performance - Past performance information included in this Presentation is provided for illustrative purposes only, should not be relied upon and is not an indication of future performance. This Presentation 
contains forward looking statements.  Forward-looking statements generally relate to current expectations, hopes, beliefs, intentions, strategies or productions about future events or Tinybeans' future financial or operating 
performance.  For example, statements regarding anticipated growth in the industry in which Tinybeans operates and anticipated growth in demand for Tinybeans' products and services, projections of Tinybeans' future financial 
results and other metrics are forward-looking statements.  In some cases, you can identify forward-looking statements by terminology such as "pro forma", "may", "should", "could", "would", "might", "plan", "possible", "project", 
"strive", "budget", "targets", "aims", "outlook", "guidance", "forecast", "expect", "intend", "will", "estimate", "anticipate", "believe", "predict", "potential" or "continue", or the negatives of these terms or variations of them or similar 
terminology, but the absence of these words does not mean that a statement is not forward-looking.  Such forward-looking statements are subject to risks, uncertainties, and other factors which could cause actual results to differ 
materially from those expressed or implied by such forward-looking statements. These forward looking statements are provided as a general guide only and should not be relied upon as an indication or guarantee of future 
performance and may involve known and unknown risks, uncertainties and other factors, many of which are outside the control of Tinybeans.  You are cautioned not to place undue reliance on any forward looking statement. 
Forward looking statements in this Presentation are based on assumptions and contingencies which are subject to change without notice. Actual results, performance or achievements may vary materially from any forward 
looking statements and the assumptions on which statements are based.  The forward looking statements in this Presentation are based on information available to Tinybeans as at the date of this Presentation and nothing in 
this Presentation should be regarded as a representation by any person that the forward-looking statements set forth herein will be achieved or that any of the contemplated results of such forward-looking statements will be 
achieved.  Except as required by law or regulation, Tinybeans its related bodies corporate and their respective officers, employees and advisers disclaim any obligation or undertaking to provide any additional or updated 
information whether as a result of new information, future events or results or otherwise.

Non reliance and disclaimer – This Presentation is of a general nature and contains selected information only and does not purport to be complete or contain all of the information that may be relevant to the opportunity. The 
Presentation is provided solely for information purposes and should not be relied upon by the recipient. No representation or warranty, express or implied, is made by any person as to the fairness, accuracy, completeness, 
reliability, timeliness, suitability or correctness of the information, opinions and conclusions contained in this Presentation. This Presentation does not purport to summarise all information that a Recipient should consider when 
making an investment decision and should not form the basis of any decision by a Recipient. Except for any statutory liability which cannot be excluded, Tinybeans, its related bodies corporate and their respective officers, 
employees and advisers expressly disclaim all liability (including negligence) for any direct or indirect loss or damage which may be suffered by any person in relation to, and take no responsibility for, any information in this 
Presentation or any error or omission therefrom, and make no representation or warranty, express or implied, as to the currency, accuracy, reliability or completeness of this Presentation.  

Not an offer securities 
This presentation does not constitute an offer to sell, or a solicitation of an offer to buy, any securities in any jurisdiction. The distribution of this presentation and the offer of securities is restricted in jurisdictions outside Australia. 
Any failure to comply with such restrictions could constitute a violation of applicable securities laws. In particular, this presentation may not be released to US wire services or distributed in the United States. This presentation 
does not constitute an offer to sell, or the solicitation of an offer to buy, any securities in the United States or any jurisdiction in which such an offer would be illegal. The securities described in this presentation have not been, 
and will not be, registered under the US Securities Act of 1933 or the securities laws of any state or other jurisdiction of the United States. Accordingly, the securities described in this presentation may not be offered or sold in the 
United States except in transactions exempt from, or not subject to, the registration requirements of the US Securities Act and applicable US state securities laws.

Financial data – All dollar values are in US dollars (US$ or $ or USD) unless otherwise stated. Any financial information provided in this Presentation is for illustrative purposes only and is not represented as being indicative of 
Tinybeans' views on its future financial condition and/or performance. 

Trademarks – This Presentation may contain trademarks, trade names and copyrights of other companies, which are the property of their respective owners.  Solely for convenience, some of the trademarks, trade names and 
copyrights referred to in this Presentation may be listed without the © or ® symbols, but Tinybeans asserts, to the fullest extent under applicable law, the rights of the applicable owners, if any, to these trademarks, trade names 
and copyright.
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