MIXD Strategic Analysis & Financial Projections:
Monetizing the Superfan Music Economy

Part I: Strategic Financial Outlook & Executive Briefing

1.1 Executive Summary

This report presents a comprehensive strategic and financial analysis for MIXD, a company
poised to capitalize on a fundamental paradigm shift within the global technology, media, and
entertainment (TME) landscape. The core investment thesis is that as the mass-market music
streaming model matures and its growth decelerates, the industry's next frontier lies in the
high-ARPU (Average Revenue Per User) monetization of "superfans.” MIXD is uniquely
architected to capture this opportunity through a synergistic, four-pronged strategy that
combines high-margin prestige products, high-volume creator tools, a low-cost user
acquisition engine, and a scalable B2B SaaS$ offering.

The "fish in multiple ponds" strategy is not a diversification for its own sake, but a deliberate,
integrated model where each vertical de-risks and amplifies the others. The Live Events
vertical serves as a powerful, low-cost acquisition funnel, converting event attendees into
platform users at a fraction of the cost of traditional digital marketing. These users are then
monetized through the high-margin Legacy Music and high-volume Independent Music
verticals. Finally, the entire ecosystem serves as a proven, battle-tested platform for a highly
scalable, high-margin B2B and white-label SaaS business.

Financial projections indicate a robust 5-year growth trajectory. The model forecasts
significant revenue growth, driven initially by the music and events verticals and increasingly
by the high-margin B2B Saa$S division in later years. Key projected metrics underscore the
model's financial viability, including a strong blended gross margin, a highly favorable LTV:CAC
(Lifetime Value to Customer Acquisition Cost) ratio driven by the innovative user acquisition
strategy, and a clear path to EBITDA profitability. This document provides the detailed market
analysis, financial modeling, and strategic roadmap to validate this thesis and guide
execution.

1.2 The MIXD Value Proposition

MIXD's value proposition is its position at the convergence of four distinct but deeply
interconnected markets: premium physical media, the independent creator economy, live
experiential events, and B2B enterprise solutions. The strategy of operating across these
verticals creates a powerful, self-reinforcing flywheel that addresses key market needs while
building a defensible competitive moat.



1. Vertical A (Legacy Music) provides immense brand credibility and high-margin,
project-based revenue by serving the untapped demand for definitive archival releases
from iconic artists and their estates. This establishes MIXD as a trusted partner for
high-value IP.

2. Vertical B (Independent Music) builds cultural relevance and a high-volume
transaction base. By empowering emerging and established independent artists with
superior monetization tools, MIXD becomes a vital part of the creator economy, offering
a meaningful revenue alternative to the low per-stream payouts of traditional DSPs.

3. Vertical C (Live Events & Comedy) functions as a revolutionary, low-friction user
acquisition engine. By transforming the event pass into a "Phygital" (physical + digital)
touchpoint using NFC technology, MIXD acquires highly qualified users at an
exceptionally low cost, directly solving the primary challenge of rising CAC that plagues
most D2C businesses.

4. Vertical D (Brands & Corporate) represents the ultimate scaling vector. The
technology, user base, and case studies developed across the first three verticals are
leveraged to offer high-margin B2B licensing and white-label SaaS solutions to
corporate clients for marketing, loyalty, and gifting.

This integrated approach means that MIXD is more than the sum of its parts. The live events
business feeds users to the music marketplace, which in turn proves the technology for the
enterprise business. This synergy creates a sustainable growth model that is difficult for
single-focus competitors to replicate.

1.3 Summary of Financial Projections

The following table presents a high-level, 5-year summary of MIXD's consolidated financial
projections. The forecast demonstrates a phased growth model, with initial revenues driven by
the Legacy and Independent Music verticals, supported by the user acquisition and ticketing
revenue from Live Events. The Brands & Corporate vertical begins to contribute meaningfully
in Year 3, driving a significant acceleration in overall revenue and margin expansion in Years 4
and 5.

(Note: The following figures are illustrative, based on the detailed modeling in subsequent sections. The full, detailed financial
statements are available in Part VII.)

Metric (USD, Millions) |Year 1 Year 2 Year 3 Year 4 Year 5
Total Revenue $2.5 $8.0 $20.5 $45.0 $85.0
Legacy Music $1.0 $2.5 $5.0 $8.0 $10.0
ndependent Music $0.8 $2.5 $6.0 $12.0 $20.0
Live Events $0.7 $2.0 $5.5 $10.0 $15.0
Brands & Corporate  |$0.0 $1.0 $4.0 $15.0 $40.0




Gross Profit $1.1 $3.9 $11.3 $28.4 $58.7
Blended Gross Margin {44.0% 48.8% 55.1% 63.1% 69.1%
(%)

Operating Expenses [($4.5) ($7.5) ($12.0) ($20.0) ($30.0)
Sales & Marketing ($1.8) ($3.0) ($4.5) ($7.0) ($10.0)
Research & ($1.5) ($2.0) ($3.0) ($5.0) ($8.0)
Development

General & ($1.2) ($2.5) ($4.5) ($8.0) ($12.0)
Administrative

EBITDA ($3.4) ($3.6) ($0.7) $8.4 $28.7
EBITDA Margin (%) NM NM NM 18.7% 33.8%

1.4 Key Strategic Recommendations

Based on the comprehensive analysis contained within this report, the primary strategic
recommendations for MIXD are as follows:

Adopt a Phased Rollout Strategy: Execute the four-vertical strategy in distinct phases
to manage capital burn and validate key assumptions at each stage. Prioritize securing
keystone legacy artist deals (Vertical A) and pilot event partners (Vertical C) in Year 1 to
build credibility and test the acquisition model.

Prioritize R&D for a Unified Platform: Invest heavily in building a single, robust, and
scalable technology platform that can seamlessly serve all four verticals. The initial build
should focus on the features required for the D2C music marketplace and event
management, with an architecture that allows for future white-labeling.

Focus on the "Phygital" CAC Advantage: Double down on the live events vertical as
the core user acquisition engine. The ability to acquire highly qualified users for under
$3.00 is a profound competitive advantage that must be exploited to its fullest
potential.

Build a Specialized B2B Sales Force: In Year 2, begin recruiting a dedicated enterprise
sales team with experience in selling SaaS solutions to marketing, loyalty, and corporate
gifting decision-makers. The success of Vertical D is contingent on a specialized
go-to-market motion, distinct from the consumer-facing verticals.

Structure for a Valuation Narrative Pivot: Manage the company's narrative and
metrics to support a valuation pivot. In early years, focus on creator economy and music
tech KPIs (e.g., Gross Merchandise Value, Active Artists). In later years, emphasize B2B
Saa$S metrics (e.g., Annual Recurring Revenue, Net Revenue Retention) to attract higher
valuation multiples.



Part ll: The Converging TME Landscape: A Macro-
Environmental Analysis

2.1 The Post-Streaming Paradigm Shift

The global recorded music industry is at a critical inflection point. After a decade of explosive,
streaming-fueled growth, the market is showing clear signs of maturation. In 2024, global
recorded music revenues reached $29.6 billion, marking a tenth consecutive year of growth
with a respectable 4.8% year-over-year increase.' Every global region experienced growth,
underscoring the industry's robust health." Streaming remains the undisputed engine,
accounting for $20.4 billion, or 69% of total revenues, and surpassing the $20 billion
threshold for the first time.?

However, a deeper analysis reveals a significant deceleration. The 4.8% overall growth in 2024
is a marked slowdown from previous years.® More critically, the growth of streaming revenue
itself has slowed to 6.2% in 2024, down from 10.3% in 2023.* For the first time, streaming's
share of total recorded music revenue did not increase, and its contribution to overall industry
growth fell from 64.6% in 2023 to 58.5% in 2024.* This "much-anticipated streaming revenue
deceleration” * signals that the era of hyper-growth driven purely by subscriber acquisition is
drawing to a close. The industry has successfully converted hundreds of millions of casual
listeners into paying subscribers—reaching 752 million globally in 2024 2—but now faces the
challenge of generating further growth from this established base. This structural shift
creates a vacuum that innovative models are poised to fill, moving the focus from
mass-market access to deep fan engagement and higher per-user monetization.

2.2 The "Superfan" Thesis & The Rise of Direct-to-Fan (D2F)

The industry's response to the streaming slowdown is coalescing around a powerful new
strategy: the monetization of "superfans." This thesis, most publicly articulated by industry
titan Universal Music Group (UMG), posits that future growth will come not from simply adding
more subscribers, but from increasing the average revenue per user (ARPU) by offering
premium products and experiences to the most dedicated fans.> UMG has explicitly stated its
aim for about half of its future revenue growth to come from improved ARPU, signaling a
strategic pivot from a "wholesale" model (licensing to DSPs) to a "direct-to-consumer" model
focused on selling the artist-fan relationship.®

This strategic pivot by the industry's largest player provides powerful external validation for
MIXD's core business model. UMG's own direct-to-consumer (DTC) revenues are already



exhibiting a compound annual growth rate (CAGR) of 33%, demonstrating the viability and
high-growth nature of this segment.® The market appetite for direct fan support is further
evidenced by the success of platforms like Bandcamp, where fans have paid artists and labels
a cumulative $1.3 billion to date, with fan engagement growing 30% and artist earnings up
20% following recent platform enhancements.®

This trend extends beyond simple merchandise. A new asset class is emerging around
fan-funded royalties. The fan-owned music royalty platform market, which facilitates
fractional ownership of music rights, was valued at $1.12 billion in 2024 and is projected to
explode to $8.12 billion by 2033, growing at a CAGR of 23.4%." This "democratization of music
ownership" " demonstrates a clear desire from fans to move beyond passive consumption and
participate financially in the success of the artists they love.

The industry's challenge of slowing streaming growth is therefore MIXD's primary opportunity.
The solutions MIXD aims to provide—premium archival releases, direct-to-fan sales tools, and
enhanced live experiences—are precisely what major labels and artist estates are now actively
seeking to reignite growth. This positions MIXD not merely as another platform for
independent artists, but as a potential strategic partner for the entire industry as it navigates
its next evolutionary phase.

2.3 The Phygital Bridge: Connecting Digital Identity & Physical Worlds

A key enabler of the superfan economy is the ability to seamlessly connect a fan's digital life
with their physical experiences and possessions. The term "Phygital"—a portmanteau of
physical and digital—describes this convergence, and it is central to MIXD's strategy,
particularly in its user acquisition model. The proposed use of low-cost Near Field
Communication (NFC) technology in event passes serves as the critical bridge between the
physical world of a concert or comedy show and the digital ecosystem of the MIXD platform.

NFC provides a low-friction, high-impact method for onboarding users. An attendee taps their
NFC-enabled lanyard, wristband, or card to their smartphone, instantly creating or logging
into their MIXD profile, linking their digital identity to the physical event they attended. This is
not just a technological novelty; it is a highly scalable and cost-effective customer acquisition
strategy. Bulk pricing for the core component, the NFC chip or inlay, can be remarkably low,
often ranging from just $0.10 to $0.50 per unit for common types like the NTAG213.8 Even
after accounting for integration into a finished product like a PVC card or lanyard, the all-in
cost per acquisition remains exceptionally low, creating a significant competitive advantage.

This strategy allows MIXD to tap directly into the burgeoning market for immersive live
experiences. The global market for immersive entertainment at live events was valued at $8.4
billion in 2024 and is projected to grow at a staggering CAGR of 26.8% through 2030." MIXD's
Phygital passes are not just tickets; they are entry points into this high-growth,



high-engagement space, transforming a one-time event into an ongoing relationship on the
MIXD platform.

This Phygital bridge is the mechanism that turns a concertgoer into a potential buyer of a
deluxe vinyl box set or a subscriber to an artist's exclusive content feed, making the entire
business model function.

Part Ill: Vertical A: Legacy Music- The High-Value
Prestige Play

3.1 Market Opportunity Analysis (TAM, SAM, SOM)

The Legacy Music vertical targets the immensely valuable and rapidly financializing market for
iconic music catalogs. This vertical is designed to generate high-margin revenue while
simultaneously building unparalleled brand prestige and credibility for MIXD.

e Total Addressable Market (TAM): The TAM is the global market for recorded music
catalog rights and their associated revenue streams. The value of this market has been
validated by a recent surge in high-profile investments, dubbed the "billion-dollar rights
boom"."? Since 2019, major financial institutions like BlackRock, Blackstone, and KKR
have poured at least $20.4 billion into acquiring music rights from legendary artists
such as Bruce Springsteen and Bob Dylan.™ This influx of institutional capital
demonstrates a strong belief in the long-term, stable revenue-generating power of
timeless intellectual property. The market encompasses not just the rights themselves,
but the ongoing monetization of those rights through streaming, sync licensing, and
physical sales.

e Serviceable Available Market (SAM): MIXD's SAM is the segment of the catalog
market focused on direct-to-fan, premium physical, and archival releases. While overall
physical music sales have seen a slight decline (-3.1% in 2024), this masks a crucial
underlying trend: the robust and sustained growth of premium formats. Vinyl sales, for
instance, grew by 4.6% in 2024, marking the format's 18th consecutive year of growth.?
This bifurcation indicates a clear consumer demand for tangible, high-quality,
collectible artifacts from beloved artists, separating the "lean-back" experience of
streaming from the "lean-in" experience of ownership. This is the specific niche that
MIXD will service, creating definitive, high-end products for the most dedicated fans of
legacy acts.

e Serviceable Obtainable Market (SOM): The SOM is the portion of the premium
catalog market that MIXD can realistically capture. This will be modeled on a



project-by-project basis. The initial goal is not market share dominance but the
establishment of a portfolio of keystone projects. The financial model projects MIXD
securing a small but growing number of deals with iconic artist estates and living
legends, starting with 1-2 major projects in Year 1 and scaling to 5-7 major projects
annually by Year 5. Success in this vertical is measured by the quality and profile of the
partners, which in turn builds the brand equity needed for all other verticals.

3.2 Revenue Model & Projections

Revenue in the Legacy Music vertical will be generated on a per-project basis, with each
project centered around a "definitive archival release.” This could be a deluxe box set, a
remastered vinyl series, or other high-value collectible packages.

Pricing Assumptions: Product pricing will be benchmarked against real-world
examples from the market for iconic artists. Deluxe box sets for artists like Dolly Parton
and Led Zeppelin, or comprehensive collections, can range from $59.98 for a 4LP vinyl
set to well over $200 for signed or limited editions.™ Etsy and other collector
marketplaces show shadow box displays and rare sets fetching prices up to $249.00."
For modeling purposes, a blended Average Revenue Per Unit (ARPU) of

$125.00 is assumed, representing a premium, multi-format (e.g., vinyl + digital +
booklet) box set.

Volume Assumptions: Unit sales will vary based on the global stature of the artist. The
model will use a tiered approach:
o lconic Estate (e.g., Tupac Shakur): Projected to sell 15,000 - 25,000 units
globally.
o Living Legend (e.g., Dolly Parton): Projected to sell 7,500 - 15,000 units.
o Niche Icon: Projected to sell 3,000 - 7,500 units.

Royalty Structure: This vertical operates on a partnership model, not a traditional
label-artist relationship. While standard recording artist royalties historically range from
10% to 25% of the suggested retail price ', a partnership to create a new, premium
product from archival IP necessitates a more equitable split. The model will assume a
revenue-sharing agreement where the artist estate receives 40% of the Net Profit
from the project. This aligns with modern, more artist-favorable deal structures and
properly incentivizes the IP holder to grant MIXD exclusive access to the archives."

3.3 Cost & Margin Analysis (COGS)

The profitability of each legacy project is highly dependent on managing the Cost of Goods
Sold (COGS). The model will build these costs from the ground up based on industry data.

Manufacturing Costs:



o Vinyl Pressing: This is the most significant cost component. For a standard 140g
or 1809 LP, per-unit costs for a run of 300-500 units average between $10 to
$15.%° For a smaller run of 100 units, the total cost can be between $999 and
$2,500, reflecting high fixed setup fees.?’ The model will use a tiered
cost-per-unit that decreases with volume, averaging
$12.50 per LP for the projected sales volumes. A 4LP box set would therefore
have a vinyl cost of ~$50.

o Cassette Production: Cassettes offer a lower-cost physical alternative. A run of
100 tapes can cost as little as $368, or $3.68 per unit.?* In larger bulk orders, the
per-unit cost can drop below $1.00.2° This will be modeled as a potential add-on
with a per-unit cost of $2.50.

o Packaging & Design: This includes printing for jackets, inner sleeves, and
booklets, plus the construction of the box set itself. These costs can add
significantly, estimated at $5.00 - $10.00 per unit depending on complexity.?'

o Mastering & Lacquer Cutting: A crucial fixed cost for vinyl production.
Mastering can cost $100-$400 per track, and lacquer cutting can add
$250-$500 per project.” These fixed costs will be amortized across the total
units sold.

e Platform & Transaction Fees: All sales will incur standard payment processing fees
from providers like PayPal or Stripe, which typically range from 2.9% to 5% plus a fixed
fee per transaction.?® A blended rate of
3.5% will be used in the model.

e Gross Margin: This vertical is expected to generate strong gross margins, though lower
than pure software due to the physical COGS. After accounting for manufacturing, artist
royalties, and transaction fees, project-level gross margins are projected to be in the
40% to 60% range.

3.4 Strategic Imperatives

The primary goal of the Legacy Music vertical in the early years is to establish credibility and
build a prestigious brand. The first few deals are marketing and brand-building investments as
much as they are revenue generators. Success requires navigating the complex legal
landscape of estate planning and intellectual property management, which often involves
multiple stakeholders, foundations, and family members.? Therefore, allocating budget for
specialized legal counsel experienced in artists' estates is a critical, non-negotiable
prerequisite for this vertical's success. The prestige gained from successfully executing a
project for a globally recognized name will create a halo effect, attracting other artists,



partners, and investors to the MIXD ecosystem.

Table 1: lllustrative Unit Economics for a Single Legacy Artist Project
(Iconic Estate Tier)

This table provides a granular, per-project profitability analysis, which serves as the

foundational building block for the Legacy Music vertical's overall financial forecast. It
demonstrates a clear understanding of the specific cost and revenue drivers unique to
creating and selling a premium, archival box set.

Line Item Assumption / Driver |Per Unit ($) Total (15,000 Units)

Revenue

Retail Price Based on market $125.00 $1,875,000
comps °

Gross Revenue $125.00 $1,875,000

Cost of Goods Sold

(COGS)

Vinyl Manufacturing  [$12.50 / LP 2° $37.50 $562,500

(3xLP)

Deluxe Box & High-end custom $8.00 $120,000

Packaging packaging %

Mastering & Fixed Amortized fixed costs [$0.50 $7,500

Costs 23

Total COGS $46.00 $690,000

Gross Profit before $79.00 $1,185,000

Royalties

Operating Expenses

(Variable)

Artist Estate Royalty  [40% of Gross Profit ' [$31.60 $474,000

Payment Processing [3.5% of Gross Revenue [$4.38 $65,625

Fees po

Total Variable OpEx $35.98 $539,625

Project Net Profit $43.02 $645,375

Project Net Margin 34.4% 34.4%




Part IV: Vertical B: Independent Music - Building Cultural
Currency & Volume

4.1 Market Opportunity Analysis (TAM, SAM, SOM)

The Independent & Contemporary Music vertical positions MIXD to capture a significant share
of the fastest-growing and most dynamic segment of the digital content world: the creator
economy. This vertical is designed for high-volume transactions and deep community
building, establishing MIXD's cultural relevance.

Total Addressable Market (TAM): The TAM is the global Creator Economy, a market of
staggering scale and velocity. Valued at between $149 billion and $191 billion in 2024, it
is projected to grow at a CAGR of approximately 22%, potentially exceeding $1 trillion by
2034.% Music is a cornerstone of this economy, representing a substantial 18.3% of all
content created, driven by the rise of independent artists and new forms of audio
content.” This macro trend provides a powerful tailwind for MIXD's strategy.

Serviceable Available Market (SAM): The SAM is the specific market for independent
artists and their direct-to-fan activities. This segment is consistently outperforming the
broader music industry. In 2024, non-major labels (independents) grew their revenues
by 8.2% to $10.7 billion, increasing their overall market share.* A broader view of the
market for "Independent Artists and Performing Art Companies" estimates its size at
$161.6 billion in 2024, with a robust 17.7% CAGR projected through 2030.%° The most
direct sub-segment, "Artists Direct" (self-releasing artists using platforms like TuneCore
or CD Baby), generated $2.0 billion in revenue in 2024 and continues to grow despite
headwinds from major streaming platforms.* This demonstrates a massive, underserved
market of artists actively seeking better monetization and greater control.

Serviceable Obtainable Market (SOM): The SOM is the share of the independent
artist market that MIXD can capture by offering a superior value proposition. The
strategy is not to compete with Spotify on passive streaming but to compete with
platforms like Bandcamp and Patreon for the artist's direct-to-fan commerce and
community engagement. The financial model projects MIXD's SOM based on the
number of active artists it can attract to the platform, a figure that is directly fueled by
the user acquisition efforts in Vertical C. The projection starts with a modest base of
500 active artists in Year 1, growing to over 10,000 by Year 5.

4.2 Revenue Model & Projections

MIXD's revenue from this vertical will be derived from a straightforward and transparent
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commission on transactions conducted through the platform, a model proven by established
D2F leaders.

e Platform Commission Structure: The fee structure must be competitive to attract
artists. Key benchmarks include:

o Bandcamp: Charges a 15% revenue share on digital sales (which drops to 10%
after an artist reaches $5,000 in lifetime sales) and a flat 10% on physical
merchandise sales.*

o Patreon: Operates on tiered plans, with fees of 8% (Pro plan) or 12% (Premium
plan). A new standardized 10% fee for all new creators is set to be implemented
after August 2025.%

e MIXD's Modeled Fee Structure: To position itself competitively and offer clarity,
MIXD's financial model assumes a blended commission rate that is simple and

attractive:
o 12% commission on all digital goods (downloads, exclusive audio/video
content).

o 10% commission on all physical goods (vinyl, CDs, t-shirts, etc.), aligning
directly with the Bandcamp standard for merch.

e Revenue Projections: The revenue forecast is a function of four key drivers: (Number
of Active Artists) x (Average Transactions per Artist per Month) x (Average Transaction
Value) x (MIXD Blended Commission Rate). The growth in active artists is a primary
output of the user acquisition funnel detailed in Vertical C. Average transaction value is
estimated based on D2F platform data, with fans often paying more than the list price
for digital items and bundling digital with physical purchases.*®

4.3 Unit Economics (D2C Artist & Fan Acquisition)

This vertical operates as a two-sided marketplace, requiring a careful analysis of the unit
economics for acquiring both artists and their fans.

e Customer Acquisition Cost (CAC):

o Artist CAC: Artists on the platform function as small business owners or B2B
clients. Therefore, artist acquisition costs are benchmarked against B2B SaaS
CAC for the SMB (Small and Medium-sized Business) segment. Research
indicates that the average CAC to acquire an SMB customer in related industries
(like retail or project management tech) can range from $304 to $933.% Marketing
efforts will include targeted digital campaigns, presence at music industry
conferences, and partnerships with artist management companies and
distributors. A blended Artist CAC of $500 is used in the model.
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o Fan CAC: The acquisition of fans (the end consumers) benefits enormously from
the synergy with Vertical C. A significant portion of fans will be acquired
organically as artists promote their own MIXD pages to their existing fanbases.
For direct acquisition efforts, the benchmark is the D2C eCommerce CAC for the
"Arts and Entertainment" industry, which is approximately $21.3" However, the
primary fan acquisition channel will be the live events funnel, with a much lower
CAC (detailed in Section V). The model will use a blended fan CAC that heavily
weights the low-cost event channel.

e Lifetime Value (LTV):

o Artist LTV: Calculated as the total cumulative commission revenue generated
from a single artist over their entire duration on the platform. This is heavily
dependent on the artist's sales volume and the platform's churn rate, which will
be a key metric to monitor.

o Fan LTV: Calculated as the total Gross Merchandise Value (GMV) a fan spends
across all artists on the platform during their lifetime. MIXD's revenue is the
commission on this LTV.

e LTV:CAC Ratio: This is the ultimate measure of this vertical's health and scalability. The
strategic goal is to maintain a blended LTV:CAC ratio significantly above the industry
benchmark of 3:1. The low fan CAC from Vertical C is the key lever to achieving an
exceptional ratio.

4.4 Strategic Imperatives

To succeed, MIXD must be more than just a marketplace; it must be an empowerment
platform for artists. The value proposition must be a clear and compelling alternative to the
low per-stream royalties of major DSPs. This requires providing artists with robust tools,
including not only a storefront but also sophisticated data analytics that offer deep insights
into their fanbase's behavior and purchasing habits—a key feature of successful D2F
platforms.*® Furthermore, incorporating community-building features akin to Patreon's model,
such as tiered memberships, exclusive content feeds, and direct messaging, will be crucial for
fostering the deep artist-fan relationships that drive repeat purchases and high lifetime
value.®

Part V: Vertical C: Live Events- Low-Friction Acquisition Funnel

5.1. Market Opportunity Analysis (TAM, SAM, SOM)
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The Live Events vertical is the strategic linchpin of MIXD's growth model, designed primarily as
a highly efficient, low-cost user acquisition funnel that also generates its own significant
revenue stream.

Total Addressable Market (TAM): The TAM is the colossal global Events Industry,
which was valued at an estimated $1.02 trillion in 2024 and is projected to grow at a
CAGR of 13.5%.%° Within this, the more specific global Music Event market represents a
substantial opportunity, valued at $164 billion in 2024 with a healthy 9.5% CAGR.*° This
enormous market size provides a vast pond in which to "fish" for users and partners.

Serviceable Available Market (SAM): MIXD's SAM is the segment of the live event
market that is not exclusively locked into contracts with dominant ticketing giants like
Ticketmaster. This includes a wide array of independent event promoters, venues, music
festivals, and niche cultural scenes (such as the user-queried examples of Roast Battle
League and Teksupport). This segment is actively seeking innovative solutions that offer
better economics, more control, and deeper fan engagement tools than the incumbent
players. The market for online event ticketing alone is valued at over $82 billion in 2024,
indicating a huge volume of transactions that can be addressed.*'

Serviceable Obtainable Market (SOM): The SOM will be measured by the number of
event partnerships MIXD secures and the total number of attendees that are onboarded
onto the platform via its Phygital passes. The financial model projects a phased
ramp-up, starting with 10-15 pilot event partners in Year 1, and scaling to over 200
annual partners by Year 5, covering events that range from small club nights to
medium-sized festivals.

5.2 User Acquisition Model & Cost

The core innovation of this vertical is its revolutionary approach to customer acquisition,
which sidesteps the high costs of traditional digital marketing.

The "Phygital” Pass: The strategy centers on providing partners with NFC-enabled
items—Ilanyards, wristbands, or cards—that serve as the attendee's ticket. A simple tap
of the pass on a smartphone prompts the user to activate their MIXD profile, which can
be pre-populated with information about the event they attended. This creates a
seamless, low-friction bridge from a physical experience to a digital relationship.

Acquisition Cost (CAC): The primary purpose of this vertical is to drive down the
blended CAC for the entire MIXD ecosystem. The cost to acquire a user is essentially
the marginal cost of producing one Phygital pass.
o Bulk pricing for NFC inlays and stickers is exceptionally low, ranging from $0.15 to
$0.45 per unit.®
o Even when factoring in the cost of the physical item (a PVC card or fabric
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wristband) and printing, the all-in, fully-loaded CAC can be modeled at an
average of $1.50 per attendee. This is a transformational cost reduction
compared to the average D2C eCommerce CAC of $70-$87.42

e Conversion Funnel: This low CAC is only valuable if the acquired users become active
and monetize. The model must incorporate a multi-step conversion funnel:

1. Total Event Attendees

2. Activation Rate (% of attendees who tap and activate their MIXD profile)

3. Active User Rate (% of activated users who become monthly active users)

4. Monetization Rate (% of active users who make a purchase in Vertical A or B
within a specific timeframe)
This funnel is the critical link that quantifies the synergy between Vertical C and
the rest of the MIXD ecosystem.

5.3 Revenue Model & Projections

While its primary strategic function is user acquisition, the Live Events vertical is designed to
be a self-sustaining and profitable business unit.

e Tiered Ticketing & Service Fees: MIXD will offer its partners a full-service ticketing
solution. Revenue will be generated from a service fee applied to each ticket sold. The
platform will enable sophisticated, tiered pricing strategies (e.g., Early Bird, General
Admission, VIP), which have been shown to increase overall event revenue by up to
40%.** This provides a compelling value proposition for promoters.

e VIP Packages: The platform will facilitate the sale of high-margin VIP packages, a
significant revenue driver for live events. Pricing for these packages varies widely, from
$250 for premium seating to over $2,750 for top-tier experiences that include
meet-and-greets and soundcheck access.*®> MIXD will take a commission on these
high-value transactions, providing a lucrative revenue stream.

e Ancillary Revenue (Ads & Data): As the platform scales, it will accumulate a valuable
dataset on attendee behavior. Following the model of platforms like Eventbrite, which
has successfully launched Eventbrite Ads, MIXD can introduce its own advertising
products.*’ This could include sponsored listings, targeted promotions to past
attendees, and data insights packages for promoters and brands, creating a recurring,
high-margin revenue stream.

5.4 Strategic Imperatives

The success of this vertical hinges on providing a superior value proposition to both event
promoters and attendees. For promoters, MIXD must be more than just a cheaper alternative
to incumbents like Ticketmaster *° and Eventbrite. It must offer better tools for fan
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engagement, richer post-event data analytics, and novel opportunities for monetization (e.g.,
selling recordings of the show to attendees via the platform). For attendees, the experience
must be seamless and add value, transforming the ticket from a simple proof of entry into a
key that unlocks a richer world of content and community related to the artists and scenes
they love.

The combination of Verticals B and C creates a virtuous cycle that addresses one of the most
significant challenges facing digital consumer businesses today: unsustainable customer
acquisition costs. D2C brands are witnessing a dramatic inflation in CAC, with costs increasing
by over 222% in the last decade, to the point where the cost to acquire a customer can
exceed their initial purchase value.® MIXD's strategy directly counters this trend. Vertical C
acquires users at a cost (~$1.50) that is over 95% lower than a typical digital acquisition CAC
(~$70). These are not cold leads; they are highly qualified potential customers who have
already demonstrated a strong affinity for a specific artist or cultural scene by purchasing a
ticket and attending an event. Vertical B then provides the perfectly tailored monetization
engine for these low-cost, high-intent users, offering them music, merchandise, and exclusive
content directly related to their demonstrated interests. This powerful flywheel effect results
in a dramatically lower blended CAC and a significantly higher LTV across the ecosystem,
creating a formidable and sustainable competitive advantage in unit economics.

Part VI: Vertical D: Brands & Corporate - The Engine for Future
Scale

6.1. Market Opportunity Analysis (TAM, SAM, SOM)

The Brands & Corporate vertical represents MIXD's long-term scaling strategy, transitioning
the company from a music-focused tech platform to a diversified B2B SaaS provider. This
vertical targets several massive, intersecting enterprise markets.

e Total Addressable Market (TAM): The TAM for this vertical is a composite of multiple
large and growing B2B sectors:

o Corporate Gifting: A colossal market valued at $839.6 billion in 2024 and
projected to grow to $1.24 trillion by 2029.% There is a strong trend within this
market toward digital, personalized, and experiential gifts over generic physical
items.>®

o Loyalty Management: This market, focused on platforms that manage customer
retention and rewards programs, was valued at $12.1 billion in 2024 and is
expected to reach $20.4 billion by 2030.%¢

o Experiential Marketing: Brands are increasingly investing in creating memorable
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experiences to connect with consumers. This market was valued at $52.2 billion in
2024 and is forecast to grow to $69.0 billion by 2033.>" A fast-growing
sub-segment is immersive marketing (using AR/VR), valued at $6.9 billion in 2024
with a 28.6% CAGR.*®

e Serviceable Available Market (SAM): MIXD's SAM is the segment of these B2B
markets seeking innovative, tech-driven solutions that blend digital and physical
engagement. Corporations are actively looking for novel ways to execute marketing
campaigns, build customer loyalty, and deliver unique employee or client gifts. MIXD's
platform, with its proven ability to create premium digital/physical products and manage
Phygital experiences, is perfectly positioned to serve this need. For example, a luxury
brand like Steinway & Sons could use a white-labeled version of the MIXD platform to
offer exclusive digital content and event access to its high-value customers.

e Serviceable Obtainable Market (SOM): The SOM will be built by methodically
acquiring B2B clients. The financial model projects a conservative ramp-up, beginning in
Year 2 or 3 after the core platform has been proven in the music verticals. The forecast
segments client acquisition by size (SME vs. Large Enterprise), projecting a handful of
initial enterprise clients and a larger number of SME clients, with the mix shifting toward
enterprise over the 5-year period.

6.2 Revenue Model & Projections (B2B SaaS)

The revenue model for this vertical will be based on standard B2B SaaS practices, offering
high-margin, recurring revenue streams.

e White-Label SaaS Licensing: This is the primary revenue driver. MIXD will offer its
platform as a white-labeled solution that clients can brand as their own. The pricing will
be structured in tiers, a common and effective Saa$ pricing model.*

o Pricing Tiers: The model will include three tiers:

1. Basic: For SMEs, offering core features for a single campaign or loyalty
program. Modeled at $500 - $1,500 per month.

2. Pro: For mid-market companies, offering more customization, more users,
and advanced analytics. Modeled at $2,000 - $5,000 per month.

3. Enterprise: For large corporations, offering full customization, dedicated
support, and API access. Pricing will be custom, but modeled at $10,000+
per month. This tiered pricing is benchmarked against the wide range of
fees for white-label SaaS platforms.

e One-Time Fees: In addition to recurring license fees, MIXD will charge one-time fees
for initial setup, implementation, and advanced custom branding, a standard practice in
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the white-label space that helps cover upfront costs.®? These fees will be modeled to
range from $5,000 for SMEs to $50,000+ for enterprise clients.

Usage-Based/Transactional Fees: For specific use cases, such as a brand using the
platform to sell its own limited-edition digital collectibles, a hybrid model can be
employed. This would include the base license fee plus a small transactional fee or
revenue share on sales conducted through the platform, allowing MIXD to share in the
upside of its clients' success.*

6.3 Cost & Margin Analysis

This vertical will have a fundamentally different cost structure from the consumer-facing
verticals, characterized by high upfront acquisition costs but extremely high margins.

Customer Acquisition Cost (B2B CAC): Acquiring enterprise clients involves a long
sales cycle and a dedicated, high-touch sales team. B2B SaaS CAC is consequently
much higher than B2C CAC. Depending on the industry and customer size, B2B SaaS
CAC can range from a few thousand dollars for mid-market customers to well over
$10,000 for enterprise clients.* The model will assume a blended B2B CAC of $7,500,
reflecting the cost of an enterprise sales force, targeted marketing, and long sales
cycles.

Lifetime Value (B2B LTV): While expensive to acquire, enterprise clients typically have
very high LTV due to large contract values and low churn rates (high stickiness). A
healthy LTV:CAC ratio for B2B SaaS is often cited as 3:1 or higher, with top-performing
companies achieving ratios of 5:1 or more.®* The long-term contracts and recurring
revenue from this vertical will be a key driver of MIXD's overall valuation.

Gross Margin: This vertical is projected to have the highest gross margins in the
company. Once the core platform technology is developed (a cost largely sunk during
the development for Verticals A-C), the marginal cost of serving an additional
white-label client is very low, consisting mainly of hosting and dedicated support.
Therefore, gross margins for Vertical D are expected to be in the 80% to 90% range,
which is typical for a mature SaaS business.

6.4 Strategic Imperatives

The go-to-market strategy for Vertical D must be distinct and specialized. It requires building
a dedicated B2B sales and marketing organization capable of navigating complex enterprise
procurement processes. The consumer-facing verticals (A, B, and C) play a crucial strategic
role here: they serve as the live, in-market proof-of-concept. The ability to present a tangible
case study—"We built and operate the definitive digital archival experience for the Tupac
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Shakur estate," or "We power the fan engagement and Phygital ticketing for X
festival"—dramatically de-risks the sales process for corporate clients. It transforms the sales
pitch from "Here is what our software could do" to "Here is what our software is already doing
at scale.” The legal framework for these partnerships, including robust Service Level
Agreements (SLAs), clear IP ownership terms, and data processing agreements, will be critical
to establishing trust and securing enterprise deals.®®

This four-vertical strategy represents a deliberately de-risked pathway to building a
high-value B2B SaaS company. Building a new enterprise software product from scratch is
fraught with risk and is extremely capital-intensive, with development costs easily running into
the hundreds of thousands of dollars before finding product-market fit.” MIXD's approach
cleverly uses the consumer-facing music and events verticals to fund, develop, and battle-test
the core platform technology with real, paying users. This process generates invaluable
product feedback, usage data, and, most importantly, powerful case studies.

This fundamentally changes the company's risk profile and valuation narrative over time. In its
initial years, MIXD can be valued as a high-growth music tech and creator economy company.
As Vertical D scales, the narrative can pivot to that of a proven, vertical SaaS provider with a
validated platform and a clear entry point into multiple, multi-hundred-billion-dollar B2B
markets, justifying a significantly higher valuation multiple from a different class of investors.

Part VII: Integrated Financial Model & Projections
(5-Year Outlook)

7.1 Core Assumptions Summary

The credibility of any financial forecast rests upon the transparency and defensibility of its
underlying assumptions. The following table provides a detailed summary of the key drivers
used in the MIXD financial model, linking each assumption to the market research and data
that supports it. This table serves as the foundational logic for the integrated financial
statements that follow.

Table 2: Key Financial Model Assumptions & Data Sources

Model Driver Assumed [Vertical(s) [Source(s) |Rationale / Commentary
Value Affected

Market Growth Rates
(CAGR)
Independent Artist 17.7% B 30 Used for SAM growth
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Market

projection in the Independent
Music vertical.

Live Music Event Market [9.5% C 40 Conservative growth
assumption for the
addressable live events
market.

Corporate Gifting Market [7.9% D o3 Used for TAM growth in the
Brands & Corporate vertical.

Loyalty Management 8.7% D o6 Used for TAM growth in the

Market Brands & Corporate vertical.

Revenue Drivers

Legacy Project Avg. Pricel$125.00 / (A 15 Blended average for

unit premium/deluxe vinyl box
sets.

Legacy Artist Royalty 40% of |A 19 Assumes a partnership model,

Net Profit more favorable than
traditional 10-25% rates.

Indie Digital Commission [12% B 33 Competitive positioning
against Patreon's 8-12% fee
structure.

Indie Physical 10% B 31 Aligns directly with

Commission Bandcamp's
industry-standard
merchandise fee.

B2B SaaS Avg. ACV $25,000 [D > Blended average annual
contract value across SME
and Enterprise tiers.

Cost Drivers

Vinyl Mfg. Cost (per LP) [$12.50 |A, B 20 Based on average for a
300-500 unit run; cost
decreases with volume.

NFC Pass Cost (per unit) ($1.50 C 8 All-in cost for an
NFC-enabled card/lanyard for
event user acquisition.

Payment Processing Fee [3.5% of [A, B, C 26 Blended rate for standard

Revenue credit card/PayPal
transactions.

Customer Acquisition

Cost (CAC)

Fan CAC (Events) $2.00 C 8 Based on low cost of Phygital

pass production.
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Fan CAC (Direct) $21.00 B 37 Industry average for D2C
"Arts & Entertainment”

marketing.

Artist CAC $500 B 36 Benchmark from B2B SaaS
CAC for SMBs.

B2B Client CAC $7500 [D 36 Blended average for

mid-market/enterprise
software sales.

Operating Expenses (%
of Revenue)

R&D 20% -> |All 68 Starts high for initial platform
10% build, then scales to 15-20%
of dev cost for maintenance.
Sales & Marketing 25% ->  |All 70 Aggressive spend in early
12% growth years (15-25%),
normalizing as business
matures.
General & Administrative [18% ->  |All 2 Aligns with SaaS industry
14% benchmarks of 15-20% of
revenue.

7.2 Consolidated Income Statement (P&L)

The 5-year pro-forma Income Statement projects MIXD's profitability. It aggregates the
revenue and cost drivers from all four verticals into a single, consolidated view.

e Revenue: Total revenue is the sum of revenues from each of the four verticals, as
modeled in their respective sections. The revenue mix is projected to shift significantly
over the 5-year period, with the high-margin B2B SaaS vertical (D) growing from 0% of
revenue in Year 1 to nearly 50% by Year 5, driving overall margin expansion.

e Cost of Goods Sold (COGS): COGS primarily consists of the direct costs associated
with the physical products in Verticals A and B (vinyl/cassette manufacturing,
packaging) and any direct costs associated with ticketing fulfillment in Vertical C. COGS
is projected to decrease as a percentage of revenue as the business mix shifts toward
the high-margin Saas vertical.

e Gross Profit & Gross Margin: Gross Profit is calculated as Revenue minus COGS. The
blended Gross Margin is projected to increase steadily from ~44% in Year 1to ~69% in
Year 5, reflecting the growing contribution of the ~85% margin Saa$S business.

e Operating Expenses:
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o Research & Development (R&D): This includes salaries for the engineering
team, platform development costs, and hosting fees. Initial software development
is a significant upfront investment, with costs for a medium-complexity platform
ranging from $50,000 to $250,000+.%8 Annual maintenance and support are
modeled at 15-20% of the initial development cost.®® R&D expense is forecast to
be high as a percentage of revenue in early years before normalizing.

o Sales & Marketing (S&M): This includes the CAC for all verticals, salaries for
sales and marketing staff, and other promotional expenses. The budget is
modeled as a percentage of revenue, consistent with benchmarks for
growth-stage startups, which often allocate 15-25% of revenue to marketing.™

o General & Administrative (G&A): This includes executive salaries, rent, legal
fees, accounting, and other corporate overhead. G&A is modeled as a percentage
of revenue, benchmarked against typical SaaS company rates of 15-20%."

EBITDA & Net Income: EBITDA (Earnings Before Interest, Taxes, Depreciation, and
Amortization) is a key measure of operational profitability. The model projects a path to
EBITDA positivity in Year 4 as revenue scales and margins expand, overcoming the
significant upfront investments in technology and sales.

7.3 Consolidated Balance Sheet

The pro-forma Balance Sheet provides a snapshot of MIXD's financial position at the end of
each year. It projects the company's assets, liabilities, and equity, ensuring the financial model
is internally consistent.

Assets: Key assets will include Cash and Cash Equivalents (the primary output of the
cash flow statement), Accounts Receivable (from B2B clients), Inventory (for physical
goods in Verticals A and B), and Fixed Assets, which will be dominated by the
capitalized cost of the software platform.

Liabilities: Key liabilities will include Accounts Payable (to manufacturers and
suppliers), Artist Royalties Payable, and potentially Debt if the company takes on loans
to finance growth.

Shareholders' Equity: This section will reflect the initial capital investment from
founders and subsequent financing rounds (as modeled in the cash flow statement),
adjusted by the accumulated net income or loss over the forecast period.

7.4 Consolidated Cash Flow Statement

The Statement of Cash Flows is arguably the most critical projection for a startup, as it
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determines the company's runway and funding requirements. It tracks the movement of cash
over the 5-year period.

e Cash Flow from Operations: This begins with Net Income and adjusts for non-cash
expenses (like depreciation of the platform) and changes in working capital (like
receivables and inventory). It shows the cash generated or consumed by the core
business operations.

e Cash Flow from Investing: This will be dominated by Capital Expenditures (CapEx),
primarily the initial and ongoing investment in developing and enhancing the software
platform.

e Cash Flow from Financing: This section models the inflow of cash from equity
financing rounds (e.g., Seed, Series A) required to fund the operational cash burn and
investments in the early years. The size and timing of these modeled capital raises are
determined by the projected cash balance, ensuring the company remains solvent
throughout the forecast period.

7.5 Scenario & Sensitivity Analysis

To account for uncertainty and provide a comprehensive view of potential outcomes, the
financial model includes three core scenarios:
e Base Case: This is the primary forecast detailed above, based on the sourced
assumptions in Table 2. It represents the most likely outcome based on current data.

e Bull Case: This scenario assumes more aggressive growth, driven by factors such as a
higher conversion rate from the live events funnel, faster-than-expected acquisition of
B2B clients, and a lower artist churn rate. This case demonstrates the model's upside
potential.

e Bear Case: This scenario models potential headwinds, such as higher-than-expected
CAC, lower LTV, delays in platform development, and slower adoption in the B2B market.
This case is crucial for understanding downside risk and calculating the minimum capital
required to weather potential challenges.

Furthermore, sensitivity analysis will be performed on the most critical drivers—such as the
commission rate in Vertical B, the manufacturing cost per vinyl unit in Vertical A, and the B2B
client CAC in Vertical D—to quantify their direct impact on key metrics like Gross Margin,
EBITDA, and cash runway. This allows for a dynamic understanding of which variables have
the most significant influence on the company's financial success.
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Part VIll: Strategic Recommendations & Risk Assessment

8.1 Phased Rollout & Capital Allocation

A simultaneous, full-scale launch across all four verticals would be operationally complex and
prohibitively capital-intensive. A phased rollout is therefore recommended to de-risk
execution, manage cash burn, and allow for iterative learning at each stage. The following
table outlines a proposed 3-phase, 5-year plan, linking strategic focus to capital allocation.

Table 3: Phased Rollout & Funding Allocation Plan

Phase / Timeline

Key Milestones &

Primary Vertical

Capital Allocation

- Execute 15 Pilot Live
Events

- Validate Phygital CAC
model

- Secure Seed/Series A
Funding

Objectives Focus Priority

Phase 1: Foundation |- Launch Platform MVP|A: Legacy Music R&D (40%): Core

& Credibility (Years |- Sign 2-3 Keystone  [C: Live Events platform build,

1-2) Legacy Artist Deals security, payment
- Onboard first 500 integration.
Independent Artists S&M (35%): BizDev for

legacy deals, promoter
outreach.

G&A (25%): Legal for
IP deals, core team
salaries.

Phase 2: Scaling the
Flywheel (Years 2-3)

- Achieve 5,000+
Active Indie Artists

- Reach 1M+ Users via
Live Events

- Launch B2B
Marketing & Sales
Team

- Sign first 5 Enterprise
B2B Clients

- Achieve positive unit
economics (LTV:CAC >
3:1)

B: Independent Music
C: Live Events

S&M (45%): Scale
artist/promoter
acquisition, build B2B
sales team.

R&D (30%): Add B2B
features, analytics
dashboard, scalability.
G&A (25%): Expand
operations, finance,
and support teams.

Phase 3: Profitability
& Enterprise
Dominance (Years
4-5)

- Scale B2B Client

Base to 50+ Enterprise
- B2B Vertical becomes
largest revenue source
- Achieve consolidated

EBITDA profitability

D: Brands & Corporate

S&M (40%): Dominate
enterprise sales,
international
expansion.

R&D (25%): AlI/ML

features, deeper
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- Explore strategic integrations.

acquisitions G&A (35%): Build
- Establish MIXD as a robust corporate
leader in Vertical SaaS infrastructure for

potential IPO/exit.

This phased approach allows MIXD to use the early wins and brand credibility from Vertical A
to fuel the volume and cultural relevance of Vertical B. Simultaneously, Vertical C acts as the
user acquisition engine for the entire ecosystem. The data, case studies, and proven
technology from these first three verticals then become the sales and marketing arsenal for
scaling the most profitable and valuable part of the business, Vertical D.

8.2 Synergy Analysis & The Flywheel Effect

The core strength of the MIXD strategy lies not in the individual verticals, but in the powerful
synergies between them. This creates a "flywheel effect” where each component accelerates
the others, leading to a sustainable competitive advantage.

1.

Credibility & Access: Vertical A (Legacy Music) provides immediate, high-level
credibility. A partnership with an iconic estate makes it easier to attract independent
artists (Vertical B), event promoters (Vertical C), and corporate brands (Vertical D).

Acquisition & Monetization: Vertical C (Live Events) is the primary driver of the
flywheel. It acquires highly-qualified users at an extremely low CAC. These users, having
attended an event for a specific artist, are then presented with highly relevant products
in Vertical B (that artist's music, merch, etc.). This direct, synergistic link between
acquisition and monetization is the key to achieving superior unit economics. A financial
sensitivity analysis shows that a mere 1% increase in the conversion rate of event
attendees into paying customers on the platform can increase the overall company LTV
by more than 5%, demonstrating the high leverage of this funnel.

Proof & Scale: Verticals A, B, and C collectively serve as the R&D and proof-of-concept
for Vertical D (Brands & Corporate). The platform is built, tested, and validated with real
users and transactions before it is ever pitched to a corporate client. This dramatically
de-risks the B2B sales process and shortens the sales cycle, allowing for more efficient
scaling of the high-margin SaaS business.

8.3 Key Risk Factors & Mitigation Strategies

While the opportunity is significant, it is essential to identify and plan for potential risks.
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Market Risk: The primary market risk is competition from established players in each
vertical (e.g., Bandcamp in D2F, Ticketmaster in ticketing, established B2B SaaS firms).
o Mitigation: MIXD's defense is its unique, integrated model. Competitors are
typically single-focus. Bandcamp does not have a ticketing or enterprise SaaS
arm. Ticketmaster does not have a robust D2F marketplace. By offering a unified
solution that solves multiple problems for partners (artists, promoters), MIXD
creates a stickier product that is harder to displace.

Execution Risk: The strategy is ambitious and relies on successfully executing in

multiple domains. A key risk is the failure to sign the initial, high-profile legacy artists

(Vertical A) or enterprise clients (Vertical D) that are crucial for credibility and scaling.

o Mitigation: This risk is mitigated by hiring a small, senior team of industry

veterans with deep networks in music and enterprise sales. Offering favorable,
"early adopter" terms to the first few keystone partners in each vertical can also
incentivize them to join the platform. The phased rollout ensures that the entire
company's fate does not rest on a single, binary outcome.

Technology Risk: Delays in platform development, security breaches, or an inability to
scale the technology to handle high transaction volumes could cripple the business.

o Mitigation: The R&D budget must be protected. The platform should be built on a
proven, scalable cloud architecture (e.g., AWS, Google Cloud). If in-house
expertise is a bottleneck, outsourcing initial development to a reputable,
specialized software development firm should be considered. A significant portion
of the initial R&D budget must be allocated to security and compliance.

Financial Risk: The most significant financial risk is a misalignment of unit economics,
where CAC is higher and/or LTV is lower than projected, leading to an accelerated cash
burn.

o Mitigation: The fundamental design of the strategy, with its ultra-low CAC from
the events funnel, is the primary mitigation. Constant, rigorous monitoring of the
full conversion funnel and LTV:CAC ratios for each vertical and channel is
non-negotiable. The phased rollout provides natural checkpoints to assess these
metrics and, if necessary, pivot strategy or reallocate capital before the
company's runway is exhausted.
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