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ASX RELEASE 
 
4 May 2021 
 

Third Quarter FY21 – Investor Call Transcript 
 
Tinybeans Group Limited (ASX: TNY) (OTCQX:TNYYF) (“Tinybeans” or “the Company”), the 
technology platform that connects parents with the most trusted tools and resources for their 
children, is pleased to share the investor transcript from the recent quarterly earnings call on April 
28, 2021.  
 
Tinybeans CEO, Eddie Geller said, 
 
“We are pleased to provide investors with this transcript of our Investor Conference Call held on 
Wednesday, 28th April 2021. 

Q3 was a solid performance in a seasonally quiet period. We delivered strong growth despite COVID 
disruptions to our operations and to our brand partners.  

On a product level, we continued to invest across the platform to drive growth in our subscription 
base and recurring revenues. We launched Beanstalk, a paid content experience that offers parents 
a newsletter with support, ideas and advice across four different content categories. In addition, we 
have introduced an invite-only, video-driven parenting community experience in the app, allowing 
users to directly connect with fellow parents to swap tips and recommendations. These launches, as 
well as our recent entrance into the pet parenting market, illustrate the exciting progress we are 
making with our product innovation pipeline.    
 
We also continued our advertising momentum throughout the quarter. As vaccination programs 
rolled out, we also saw a strong increase in brands requesting campaign proposals through 2021. In 
Q3 alone, we submitted 29 proposals each worth over USD $100k in revenue, which is double what 
was requested last quarter. This activity demonstrates the positive impact we are having on our 
brands, as well as the increase in activity across our growing partner network.  
 
Looking ahead to Q4, we are forecasting a new record revenue performance, supported by over 
$3.2M in forward contract revenue. Across our organization, we will continue working to execute on 
our growth strategy and create additional value for our customers and shareholders alike.”  
 
This announcement was approved for release by the CEO. 
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Investor Call Transcript. 
 
Eddie Geller (Tinybeans CEO): 
 
Tinybeans is well known for being an incredibly private, wonderful app for parents to be able to capture 
moments every day and share them with family all over the world.  The screenshots demonstrate what this 
looks like in-app, in addition to the content features.  
 
A little over a year ago, we acquired a company called Red Tricycle. It's important to understand where 
we're heading as a company, going from an app and content platform and expanding to a whole experience 
for Parenthood. This presentation brings some of those ingredients together for you to really appreciate 
what we're doing, where we've come from, and more importantly, where we're heading. 
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The Company started with a very intentional strategy around growing a recurring subscription revenue 
stream that complements the advertising revenue streams.  
 
Overall, the Company has had a successful past 3 months, which is seasonally the weakest quarter in relation 
to content consumption and advertising revenues.  
 
You can see we just hit $2 million in revenue, 58% on last year's pcp revenue, with advertising revenues and 
subscription up. Subscriptions are also up, however that is still based on the existing paid premium product 
related to memories. This is an area of investment that we expect to see results later in calendar 2021. 
 
E-commerce revenue grew nicely by 45% on the previous quarter. The cash balance as at March 31, ended 
on $3.3 million, with cash burn of $1.1M.  
 
The company announced last week a big win and partnership with Hill’s Pet Nutrition, Inc. (a subsidiary of 
Colgate-Palmolive) to launch into Pet Parenting.  
 
Q3 delivered a record in forward-booked contracts, which has set up a record Q4.  
 
Overall, the Company has several big growth drivers in the US. With the vaccination-driven recovery 
increasing, strong growth is coming out of the local advertising business with consumers beginning to 
formulate summer travel plans in the U.S.  
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Overall, the last three months have been robust. The Company delivered growth compared to the 12-month 
prior quarter across all revenue lines. I will call out that the RedTricycle acquisition did not contribute in the 
pcp so the Q3 result is a mix of organic and acquisitive performance. 

 
 
 
The Company continues to be successful in winning big brands. At least 50% of the brands are retained 
brands from the previous year while new brands are approaching the Company regularly. 
 
In Q3 alone, we submitted 29 proposals each worth over USD $100k in revenue, which is double what was 
requested last quarter. This activity demonstrates the positive impact we are having on our brands, as well 
as the increase in activity across our growing partner network.  
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As of March 31, through the remainder of calendar 2021, Tinybeans has $3.2M in forward contracted 
revenues.  This $3.2M in forward contracts includes, $2.6M in signed Direct Advertising and over $630K in 
Premium Subscriptions (without assumed auto-renewals).   
 
These contracted advertising revenues are related to signed contracts with Hills Science, Kraft-Heinz and 
many other brands that have committed to the platform for calendar 2021. 
 
Revenue will be recognised from these contracts monthly from April and onwards. Note that although these 
contracts are signed, clients can postpone their engagements, or even cancel completely in certain cases 
for advertising.   
 
With the Tinybeans brand advertising value proposition and an integrated sales team, the Company’s 
pipeline of brand partner opportunities has continued to develop strongly. The qualified pipeline 
(opportunities greater than a 50% probability of becoming a contracted campaign) for the next 60 days is 
over $4M.  
 
You can see this in the chart on the below. The key for red, is for current quarter revenues based on the 
forward contracts we have. It really looks like it's going to be a record quarter and we've just begun with a 
whole two months left of the quarter.  
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Tinybeans reported EBITDA (excluding discretionary growth investments) of $293k for Q3-FY21. Consistent 
with its strategic objectives, the Company reinvested in growth initiatives to take advantage of the large 
and timely addressable market opportunities. 
 
The board believes that continuing to innovate and improve the Company’s product offering is essential to 
the future of the business; however, it is important to note that without this investment, the Company would 
be cash-flow positive. 
 
The Company is building a business with multiple scalable revenue streams.  
 
Team costs remain largely unchanged as the Company continued to invest in the product. The fact that the 
Company began the quarter with revenue already at a record demonstrates the strength of the business 
and the investments delivering a return.  
 
Paid media investments will begin in FY22. 
 
The Company has ample cash reserves for at least 12-18 months of operations. 
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These past 12 months has seen the Company bring on a new leadership team, integrating the platforms 
and offerings and getting ready for faster growth in the coming years.  
 

 
 
  
The market of 72 million millennials in the US alone is huge. They start their day on their devices and end it 
the same way.  
 
Currently, there is no brand that is synonymous with parents – Tinybeans intends to change that! Today, a 
lot of parents still start with the generic search engines to find answers, for places to go, to find solutions, 
to find other ways to address challenges and opportunities with kids. Tinybeans is creating a platform to 
deliver that.  
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The Company has a very affluent audience that is always looking out for what they need to do for their 
children. High propensity to spend, high propensity to engage in high-quality content and high-quality 
services. This is why brands want to work with us because we have these types of parents on our platform.  
 

 
 

The Company continues to be fully committed to not only growing the advertising business but also 
creating a thriving consumer subscription business. As services are launched, both will complement one 
another.  
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On the consumer side, Memories is the core, however there are new features planned for release to make 
this experience even better.  
 
In recent months, the Company launched a premium content experience called Beanstalk. Initially, the 
services launched are targeting for parents of two to three-year-old’s. In future months, that will be 
expanded to other age groups.  
 
The Company also launched a video first Community experience. Initially in beta for a small group, however 
there are plans to expand as the service features grow, updates are rolled out and more people are using 
the experience.  

 
 
 
Beanstalk, the recently launched premium content subscription product, is a customized product that 
focuses on children of specific ages and delivers packaged content related to their developmental and 
emotional stage and what parents are experiencing during that moment in time. At present, this feature is 
only available for new customers and sent as a newsletter to their inbox. Beanstalk will become an added 
benefit to all paying premium subscribers in the near future.  
 
Community features a video-first experience where parents can post and share experiences to ask questions 
and provide support and advice to one another. Early feedback has been positive as new releases continue 
on a biweekly basis. Waitlist has strong demand. Also, the service introduced a new public profile where 
users may review and edit their posts, as well as manage their profile settings. Currently available only to 
users in the Community Beta. 
 
The Company is thrilled to broaden the platform to include the pets of existing Tinybeans families and to 
welcome new pet-only families. This new feature not only services our existing users with a richer experience 
that caters to their entire family, but also broadens the user acquisition funnel to millions of pet parents 
who treat their pets like children. 
 
Parents are hungry for the best information out there for their entire family. Expanding our memory and 
content offerings to pets creates additional reasons to engage while driving total lifetime value.  
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This platform release enhances and strengthens our position as the preeminent experience for parents and 
families everywhere, now inclusive of pets. 
 
 

 
  
 
The Company continues to execute on its consumer subscription strategy, with ongoing work on 
foundational elements across subscriptions, payments and many other aspects to fold in a variety of 
recurring revenue-generating services. 
 
The illustration below highlights the roadmap through calendar year 2021 as a single subscription product 
to be delivered to parents that incorporates Memories, Content, and Community.  
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Chris Motsay (Tinybeans CFO): “My name is Chris Motsay and I'm the new CFO at Tinybeans. I've been 
here a little over a week and I am certainly still in the process of getting immersed in the numbers and the 
story of the Company, but I just wanted to come on for a minute and tell all of you how excited I am to be 
here to partner with Eddie and a very talented leadership team to help fulfill the potential and all of the 
opportunity that this brand and this company has ahead of us. I think the future is very exciting. There's a 
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lot of things that are untapped, that we plan on tapping and unlocking in the near future and cannot be 
more excited to see what unfolds in the next, you know, several quarters and beyond. So, I look forward to 
helping where I can and getting to know many of you and establishing those relationships over the next 
few quarters. With that, Eddie, I'll turn it back over to you.” 
 
Opening the Q & A for attendees. 
 

1) Any plans to launch a self-serve advertising model like Facebook and Google to allow smaller 
brands to advertise on the platform?   

 
The Company doesn’t have any immediate plans to offer advertisers a self-service platform, however as the 
platform matures through this year and beyond, and the audience scales based on the openness of the new 
ability to invite parents from anywhere, beginning to build out such features is certainly a significant 
opportunity in the future.  
 

2) Does our growth investments include CAC, and if so, how much of the last quarter was 
attributed to CAC?   

 
The Company has not begun to spend any of its funds on acquiring customers. All the metrics delivered to 
date are all based on organic growth. Having said that, the Company expects to begin paid media in early 
FY22 and as it determines the right unit economics around acquiring customers (CAC) and their LTV, the 
plans will be refined and invested further in.  
 

3) With the video first community, would there be a chat function? What if parents aren't 
comfortable putting themselves on video?   

 
Currently there are no plans for a chat function within Community. There will certainly be comments and 
other features to tag content through. Video is a wonderful way where parents can not only consume 
content quickly but also create.  
 

4) Any insights on why the MAU has come off a bit since Q2?  
 
The main reason for the drop of monthly active users (MAU) from Q2 to Q3 is related to seasonality and 
content consumption. Redtri.com website is largely driven by that. So, a lot more content is consumed in 
the holiday period, a lot more advertising content is created and consumed. The Company is up on the 
same period 12 months earlier (which already had the combined businesses together) so growth of 21% 
year on year is very healthy considering it is entirely organic.  
 

5) During the COVID lockdown, are there any tailwinds in organic growth? What's the plan to 
strengthen retention and further grow that?   

 
One of the tailwinds, we are seeing though, is with our local business. We invested in local and travel last 
year extensively. Travel is a key industry that we go after, and we’ve really doubled down on it. A tailwind 
of a post COVID world, for us is actually winning some really great business with travel and local brands.  
 

6) Discuss the plan starting to develop pet parenting. 
 
There's a whole range of new features being added to the platform to accommodate families with pets and 
their families with pets, they may or may not have children. Initially, we've partnered with Hill Pet’s Nutrition, 
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which is an incredible brand in terms of wonderful, nutritious food for pets. And hopefully, that'll be a long-
term partnership, although it's just six months initially, that's an area and a feature set we're going to 
continue to invest in. We know there are many parents using the platform to share photos of their dogs 
and cats, etc, with families, but they have to add a child to get it set up.  
 

7) What do we attribute to doubling the large advertising tenders last quarter from 15 to 29?   
 
3 reasons: 

1) The value proposition to brands of bringing both the core Tinybeans experience around first 
party data along with the core value proposition of Red Tricycle with rich inspiring content 
together for brands, along with the larger audiences. 

2) Ad sales team doing significantly more engaging with brands and agencies. 
3) New calendar year budgets and new plans that include parents and families. 

 
 

8) What are the client retention numbers like? And what are the two or three main reasons 
clients leave and don't come back?   

 
Over 50% of brands return for further campaigns, whilst others decide that the platform isn’t relevant, or 
their goals don’t allow for it. Sometimes brands only use the platform for product launches which vary from 
year to year. We work hard with the brands to come up with creative approaches to drive success with their 
goals, so that they return. Given Lego, Amazon, Kraft and many more have used the platform for 2+ years, 
the value proposition for them and others are very compelling.  
 
End of transcript. 
 
For more information, please contact: 
 

Australian Investors 
Michael Brown – Pegasus Advisory 
+61 400 248 080 
mbrown@pegasusadvisory.com.au 
 

U.S. Investors 
Jackie Keshner – Gateway IR 
+1 949 574 3860 
TNY@gatewayir.com  
 

Tinybeans Group Limited (ASX:TNY, OTCQX:TNYYF) is a leading app and web platform enabling parents to capture 
their children's everyday memories and share them privately with families everywhere. The platform provides rich 
recommendations that spark everyday family inspiration for what to do, what to buy, and which services to use for their 
children's needs. Being Apple’s App of the Day in the U.S. in October 2019, and again in March 2020, puts Tinybeans in 
the elite company of best apps in the world!  
 
Tinybeans’ Red Tricycle website is also Apple's exclusive parenting partner for Apple’s newest Maps feature—Guides. 
With 80 Guides (and counting!), all guides are available here. Tinybeans serves a deeply engaged user base in over 100 
countries/territories and enjoys over 120,000 5-star reviews in the Apple App Store and the Google Play stores. 

www.tinybeans.com F
or

 p
er

so
na

l u
se

 o
nl

y

mailto:info@tinybeans.com
http://www.tinybeans.com/
mailto:mbrown@pegasusadvisory.com.au
mailto:TNY@gatewayir.com
https://guides.apple.com/?lsp=9902&pp=3041997010146373447
http://www.tinybeans.com/

