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Plotd”
0 'S the social activation engine. We

transform open-ended planning into structured
(sidequestsithat actually get people out the door.







The Semester Explorer @exchange_student

‘down foranything’ mutuals-only

Here fora short time but eager to maximize every moment,
they use Plotd to discover curated sidequests and
seamlessly invite mutual connections, turning a four-month
stay into meaningfulmemories and friendships.
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The Social Rebuilder @newly_graduated

Navigating a new city without a core circle, theyrely on Plotd to
transformweak ties into shared experiences, lowering the
friction of initiating plans and rebuilding socialmomentum

from scratch.




The Campus Connector @gueensu_student

i

Surrounded by familiar faces but lacking depthinthose
relationships, they use Plotd to convert surface-level campus
connectionsinto real-world adventures through structured,

trust-based sidequests.
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Business Model

& Monetization




Ads

e Keep app free forusers
e Focus: grow user base




B2B Licensing

e Businessesasuserscan
host their own sidequests

e Fixedcostcharged

e Business grows traction as
we continue expanding



Premium Plan

e $3/monthor$30/year

e Fordedicatedusers

e Curatedside quests &
logistics handling






Testing Ground
Marketing




The social/people aspect
of a sidequestis equally
important as the activity

Testlng GI’. d Students don'twanta itself.

& Mquetlng reason or excuse just 1o

hang out.




Marketing Traction

views on our
K+ Instagram page
@plotd.app

Testing Grour
& Mquetlng

IS0+ wemgiigres
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Total Attainable Market

Higher education studentsamong 19-29 year-olds

240M




Serviceable Attainable Market

North American post-secondary students

20M




Beachhead

Kingston post-secondary students

210] ¢




Serviceable Obtainable Market

Kingston post-secondary students







QU een’s #

% AmbassadorProgram, exchange & =I I
orientation office

* Seedhigh-visibility sidequests

* Continue driving tight network

saturation to prove repeat activation




Product

* |mprovelogistics

% Buildsmarterscheduling

% Enhance verificationsystem

plotd



EXpand

* Young professionals

%* \Workplaces

% Communities
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Erin Zhang Moon Le Lukas Cupsa Jessica Hoang Daniel Yeung
Product Manager Sr.Business Analyst Business Analyst Business Analyst Jr. Business Analyst

Jina Kim Renee Kim Sindu Munasinghe Lucas Chow Kabelo Dike Isaac Fung
Ul/UX Ul/UX Sr. Developer Developer Developer Developer







AD Revenue Assumptions

Impressions perwek peruser /
Penetration Rate /5%
Adoption Rate 109
Daily Active Rate /0%
Cost per Click GDN (CPC) 0.70%

CostperClick GDN (CPM 0.80%



AD Revenue (North America)

Potential Users
Adopted Users
Daily Active Users/Daily Impressions
CTR
CPM Daily

CPC Dalily

Daily Revenue

18M

1.55M

0.945M

0.00662M

0.01523M

0.00265M

0.01588M



AD Revenue (Queen’s)

Potential Users
Adopted Users
Daily Active Users/Daily Impressions
CTR
CPM Daily

CPC Dalily

Daily Revenue

28500

2157.5

1496.25

10.47

20.95

4.19

25.137
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Free Tier

FREE/month

Group chat features

View and sign up for public,
friends-only, chill, etc...

Basic XP & sidequestlog

Limited visibility: only mutual
of mutuals

Premium Plan

$3.00/month or $30/year

Ads not displayed

Calendarintegration

XP multipliers (for cosmetic
badges)

Advanced matching filters:
interests, availability






Assumptions Revenue Per Sponsor Per Year

Years Sponsored Challenges Revenue $30
] 5
Revenue Per Sponsor Per Year
2 7/
Total Revenue $1,020
3 10
4 12

Total 34



Market Sizing

TAM

Global Students (~240M)

264M higher-ed students worldwide
(UNESCO)

Assuming ~90% smartphone
penetrationamong 18-29 year-old

= 240Mreachable students globally
(UNESCO)

2.2M Canadian postsecondary students
(colleges + universities) (Statistics
Canada)

19.4M U.S. postsecondary students (Fall
2023) (National Center for Education
Statistics)

= ~95% smartphone penetration
among 18-29 year-olds

SOM

Kingston Beachhead (~10K - 12K)

Queen’s (~34K), SLC Kingston (~2.8K),
RMC (~1.5 )= 38K students (wikipedia)

Targeting ~30% campus penetrationin
18-24 months

= 10 - 12K users in Kingston as our initial
wedge

Plotd”







Premium Forecast Revenue Forecast

Years Number of Subscriptions Subscriptions 470
1 5 Unit Price $3
2 7 Total Revenue $1,410
3 10
4 12

Total 34






“Ithink it is safe to join if there are privacy

settings not disclosed to other students and are “Iwould trust it only if | can use it with my friends
students that are on campus, not anywhere only and only with Queen’s students.”
else.” ~ ~
‘ International Student l International Student

Campus-only side Moderation and Strong privacy Avoiding late-night

quests reduces safety reporting systems to settings events to ensure

intai f
concerns maintain trust and safety of all users

protection on the

platform






