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Executive Summary

Destiny-Gram's revenue model targets £35M Annual Recurring Revenue (ARR) by Year 5
through a diversified three-tier subscription strategy. Our approach combines individual student
subscriptions with high-value university enterprise licensing, creating a robust and defensible
revenue stream that scales from £120K to £35M+ over five years.

Key Revenue Drivers:

e Student Subscriptions: Basic (£12/year) and Premium (£60/year) tiers

e University Enterprise: Team Analytics, LMS Integration, Custom Assessment
Frameworks

e Geographic Expansion: UK foundation scaling to international markets

o Cambridge Credibility: Academic validation enabling premium pricing

Our Strategic Database Advantage
Immediate Market Access:

e 765 US universities representing 27% of all 4-year institutions

e 12-14M students within database universities (60-70% of US college market)

o Existing relationships eliminate cold outreach and accelerate partnerships

e Market intelligence on university decision-makers, procurement processes, and technology
needs
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Revenue Growth Overview
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Destiny-Gram Revenue Projection
5-Year Growth Across Three Subscription Tiers
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YE;( 1 Year 2 Year 3 Year 4

M Basic (£12/year) M Premium {£60/year) M Enterprise {Analytics, LMS, Custom)

Total Annual Recurring Revenue (ARR)

O Year 1: Basic £120K, Premium £0, Enterprise £0 = £120k

O Year 2: Basic £2. 160, Premium £2 M, Enterprise £0.14M = £5M

O Year 3: Basic £3 240, Premium £4.05M, Enterprise £2 710 = £10M
O Year 4: Basic £6M, Premium £9M, Enterprise £7M = £220M

O Year 5: Basic £7 20 Premium £120M, Enterprise £15. 80 = £35M

Year §

Year 5 ARR

£35M+

1M+ active users

Growth Rate

29,000%

E-year compound growth

Enterprise Revenue

45%

Anzlytics = LM3 + Custom

Year1

T Ll
Year 2 Year 3 Year 4

Enterprise Revenue Streams

Team Analytics

Dazshboard & reporting for university administrators

£15K-50K/year

LMS Integration

Canvas, Blackboard. Moodle seamless integration

£25K-T5K setup + annual

Custom Assessments

Dhiscipline-speacific. univarsity-branded frameaworks

£50K-200K development

Year S

Year 5 Enterprise Mix: 50 universities = £150K average + major custom frameworks = £15.8M (45% of total ARR]



5-Year Revenue Trajectory:

e Year 1: £120K (pilot phase)

e Year 2: £5M (proven concept)

e Year 3: £10M (scaling phase)

e Year 4: £22M (market expansion)
e Year S: £35M+ (market leadership)

Growth Metrics:
e 29,000% 5-year compound growth (“Blitz scaling”)

e 1M+ active users by Year 5
e 45% enterprise revenue mix by Year 5

Tier 1: Student Subscription Model

Basic Subscription (£12/year)
Target Market: University students seeking personalized Al guidance
Value Proposition:

o Comprehensive Al personality profile creation

o Personalized responses across all Al platforms

e Academic guidance tailored to individual learning styles

e Career advice aligned with personal background and goals

User Journey:

Profile Creation: 150+ validated psychological and academic assessment questions

Al Integration: Seamless connection with ChatGPT, Claude & other Al platforms via APIs
Personalization: 62% improvement in Al response relevance (validated)

Continuous Learning: Profile refinement based on user interactions

b

Pricing Rationale:

e £1/month: Accessible to student budgets
e Annual commitment: Reduces churn, improves lifetime value
o Comparable pricing: Netflix student discount, Spotify premium

Premium Subscription (£60/year)

Target Market: Graduate students, PhD candidates, career-focused undergraduates, and eventually
global professional market

Enhanced Features:

e Advanced Analytics: Detailed learning pattern analysis and recommendations
e Multi-Platform Sync: Professional LinkedIn integration and career tracking

o Progress Tracking System: Quarterly profile reviews

e Priority Support: Direct access to personalization experts



o Research Tools: Academic writing assistance with discipline-specific optimization
o Networking Features: Connection with similar profiles across universities

Premium Conversion Strategy:
e Free trial: 30-day premium access for basic subscribers

e University partnerships: Premium included in advanced degree programs
e Corporate sponsorship: Employer-sponsored upgrades for internship programs

Tier 2: University Enterprise Licensing

Team Analytics Dashboard (£15K-50K/year)
Target Customers: University administrators, academic departments, student success teams
Core Functionality:

e Student Engagement Tracking: Monitor Al interaction patterns and learning outcomes

e Cohort Performance Analysis: Compare student success across different personalization
approaches

o Predictive Analytics: Early warning systems for at-risk students

¢ ROI Measurement: Quantify impact of personalized Al guidance on academic outcomes

Competitive Advantage:
o First-to-market in Al personalization analytics for education
o Cambridge research backing for validated metrics and methodologies
o Integration capabilities with existing student information systems
Pricing Tiers:
e Small Universities (< 10K students): £15K-25K annually

e Medium Universities (10K-25K students): £25K-40K annually
o Large Universities (25K+ students): £40K-50K annually

LMS Integration (£25K-75K setup + annual licensing)
Target Market: Universities using Canvas, Blackboard, Moodle, or custom LMS platforms
Integration Features:
e Single Sign-On (SSO): Seamless student profile access within LMS
e Grade Passback: Al interaction data contributes to academic assessment
o Course-Specific Personalization: Tailored Al responses based on current coursework
o Faculty Dashboard: Instructor insights into student Al interaction patterns
o Assignment Integration: Personalized Al tutoring embedded in course materials

Implementation Process:

1. Technical Assessment: 2-week university system analysis
2. Custom Development: 8-12 week integration build



3. Pilot Testing: 4-week controlled deployment with selected courses
4. Full Rollout: University-wide implementation with training and support
5. Ongoing Support: Annual licensing includes updates and maintenance

Revenue Model:

e Setup Fee: £25K-75K (based on complexity and university size)
e Annual Licensing: £10K-30K (includes support, updates, and hosting)
o Professional Services: Additional consulting at £1,500/day for custom requirements

Custom Assessment Frameworks (£50K-200K development)
Target Market: Research universities, specialized academic programs, international institutions
Development Process:

e Needs Analysis: Collaborate with university researchers to identify specific requirements

e Framework Design: Create discipline-specific assessment questions and scoring
algorithms

e Validation Research: Conduct studies to ensure psychological and academic validity

o Implementation: Deploy custom framework with university branding

o Publication Support: Joint research papers demonstrating effectiveness

Example Applications:

e Medical Schools: Clinical reasoning and patient interaction personalization

o Engineering Programs: Problem-solving approach optimization

o Business Schools: Leadership style and decision-making personalization

o Language Programs: Cultural adaptation and communication style assessment

Pricing Structure:

o Research Collaboration: £50K-100K (joint publications, shared IP)
e Exclusive Development: £100K-200K (university-owned, proprietary framework)
e Ongoing Licensing: £20K-50K annually (updates, support, additional users)

Market Sizing and Penetration Strategy

Primary Market Analysis
US Higher Education Market:

5,819 total institutions (universities, colleges, community colleges)
2,832 four-year institutions (primary target market)

19.25M total students enrolled across all institutions

15.2M undergraduates (82.9%) and 3.1M graduate students (17.1%)

Destiny-Gram University Database:

e 765 universities in current database
e 27% coverage of all 4-year US institutions (excellent market penetration foundation)
e 12-14M students estimated in database universities (60-70% of all US college students)



o Strategic advantage: Pre-existing relationships and data on primary target market
UK Higher Education (Secondary Market):

e 169 universities across England, Scotland, Wales, and Northern Ireland
e 2.7M students total enrollment
e Cambridge connection: Immediate credibility and pilot program validation

Target Penetration Strategy:

e Year 1-2: Focus on database universities with Cambridge validation
e Year 3-4: Expand to remaining US 4-year institutions
e Year 5: International expansion leveraging US and Cambridge success

Customer Acquisition Strategy
Student Subscriptions:

Database University Partnerships: Leverage knowledge/access to 765 US universities
Cambridge Validation: UK pilot success provides credibility for US market entry
Student Union Partnerships: Campus ambassador programs across database universities
Academic Integration: Course-specific Al tutoring demonstrations in high-enrollment
classes
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Enterprise Sales:

1. Database Relationship Leverage: Warm introductions to decision-makers at 765

universities

2. Cambridge Network: UK research partnerships enhance credibility with US academic
leaders

3. Academic Conferences: EdTech showcases and research presentations (EDUCAUSE,
NACADA)

4. Pilot Programs: Risk-free trials leveraging existing university data and relationships
5. Regional Expansion: State university system partnerships for multi-campus deployments

Financial Projections and Assumptions

Year-by-Year Revenue Breakdown

Year 1 (Pilot Phase): £120K

Basic Subscriptions: 10,000 students x £12 = £120K

Target Universities: Cambridge pilot + 5-10 US database universities
Geographic Focus: Simultaneous UK validation and US market entry
Key Milestone: Proven concept across both markets

Year 2 (US Market Expansion): £SM

o Basic Subscriptions: 180,000 students x £12 = £2.16M
e Premium Subscriptions: 45,000 students x £60 = £2.7M
o Enterprise Revenue: 5 analytics packages (3 US, 2 UK) = £140K



e Target: 50 US universities from database + Cambridge network
o Key Milestone: US university enterprise pilots, international credibility

Year 3 (Database Penetration): £10M

e Basic Subscriptions: 270,000 students x £12 = £3.24M

e Premium Subscriptions: 67,500 students x £60 = £4.05M

o Enterprise Revenue: 15 universities (10 US, 5 international) = £2.71M

e Target: 150+ database universities with proven ROI

o Key Milestone: Established US market presence, Cambridge-validated platform

Year 4 (Market Leadership): £22M

e Basic Subscriptions: 500,000 students x £12 = £6M

e Premium Subscriptions: 150,000 students x £60 = £9M

o Enterprise Revenue: 40 universities (30 US, 10 international) = £7M
o Target: 300+ universities including non-database institutions

o Key Milestone: US market leadership, international expansion

Year 5 (Global Platform): £35M

e Basic Subscriptions: 600,000 students x £12 = £7.2M

e Premium Subscriptions: 200,000 students x £60 = £12M

o Enterprise Revenue: 75 universities (50 US, 25 international) = £15.8M

o Target: 400+ universities across multiple continents

o Key Milestone: Global education platform, professional market preparation

Key Financial Assumptions
Student Acquisition:

o Database Advantage: Pre-existing relationships with 765 US universities covering 12-14M
students

o Conversion Rate: 15% of students exposed to product subscribe (conservative given
personalization benefits)

e Market Penetration: 5% of database university students by Year 5 (600K-700K students)

e Churn Rate: 20% annually (typical for student software, improving with engagement)

e Premium Upgrade: 25% of basic subscribers upgrade to premium (driven by career
preparation needs)

e Organic Growth: 40% of new users from referrals by Year 3 (62% improvement drives
word-of-mouth)

Enterprise Sales:

o US Market Focus: 2,832 four-year institutions provide massive enterprise opportunity

o Database Leverage: Existing university relationships accelerate enterprise sales cycles

e Sales Cycle: 8-12 months for US universities (faster than UK due to database relationships)
o Contract Length: 3-year average enterprise agreements with annual expansions

e Win Rate: 35% of qualified opportunities (higher than typical due to existing relationships)
e Average Contract Value: $75K-150K annually for US universities (larger scale than UK)
o Enterprise CAC: $500-1,500 per client (amortized over contract length)

e Enterprise LTV: $225K-450K (3-year contracts with expansion revenue)



Unit Economics and Business Fundamentals
Customer Acquisition Cost (CAC):

e University Channel: $7.50 per student (£6)
e Direct Channel: $21 per student (£17)
e Blended CAC: ~$12 per student (£9.50) with database university focus

Lifetime Value (LTV):

e Basic Subscription: $45 LTV (£36) - 3.75 year average retention x £12 annual
e Premium Subscription: $198 LTV (£160) - 2.7 year retention X £60 annual
e Blended LTV: ~$85 (£68) with 25% premium mix

Key Financial Ratios:

e LTV:CAC Ratio: 5:1 to 9:1 (excellent for SaaS businesses)

e Gross Margin: 80% (industry-leading for Al-enabled education software)
o Payback Period: 3-6 months (exceptional for subscription business)

e Monthly Churn: 1.5% (18% annually, improving with engagement)

Unit Economics Validation:

e University channel advantage: 65% lower CAC through institutional partnerships

e Premium tier value: 4.4x higher LTV drives profitable customer base expansion

o Database leverage: Existing relationships reduce CAC further in core 765 universities
e Scalable model: Unit economics improve with scale due to network effects

Cost Structure Breakdown
Cost of Goods Sold (15% of revenue):

o Al API costs: 8% of revenue (OpenAl, Anthropic usage)
e Cloud hosting: 4% of revenue (AWS, data storage)
e Third-party integrations: 3% of revenue (LMS APIs, LinkedIn)

Customer Acquisition (varies by channel):

e University partnerships: £6 CAC through institutional relationships
e Direct marketing: £17 CAC through digital marketing and referrals
o Enterprise sales: £500-1,500 per enterprise client (amortized over 3-year contracts)

Operational Expenses:

e Research & Development: average 20% of revenue (Al model improvements, feature
development)

e Sales & Marketing: average 25% of revenue (blended across channels, decreasing with
scale)

¢ General & Administrative: average 15% of revenue (Cambridge operations, compliance)

o Total Operating Expenses: 60% of revenue (40% contribution margin)



Cash Flow

DESTINY-GRAM: 5 YEAR CASH FLOW FORECAST [Base Case]

Filot]  “ear1 Yeard Vear 3 ear 4 Year b
ADF - Filat| Post-Launch
Mumber Baszic Subscription 10,000 120,000 270,000 &00,000 E00,000
web Test Charges [£12] 100,000 2,160,000 3,240,000 &,000,000 7,200,000
Mumber Fremium Subscrption 45,000 E7.500 150,000 200,000
web Test Charges [£60] 2,700,000 4,060,000 3,000,000 12,000,000
Mumber Enterprize Clients ] 15 40 75
'web Test Charges [£30k-210k) 140,000 2,710,000 7,000,000 15,800,000
IncomefSales .
Tatal web Test Chargesfincome 100,000 5,000,000 10,000,000 22,000,000 36,000,000
Full Y'ear Post-£100,000 Filat Tear 2 ear 3 Year 4 Year b
Total Revenue £1000,000 £5,000,000 £10,000,000 £22,000,000  £35,000,000
Total Ezpenses -£E00,000 | -£2220,000 -£ 7,500,000 216,500,000  -£28,250,000
CAC -EE0 A K -E22 -£25 £33
Costs of Goods Sold
Al-AP (8] -£8,000 -£400,000 -£ 200,000 -£1,760,000  -£2,800,000
Cloud Hosting [434) -£4,000 -£200,000 -£400,000 -£580,000 -£1,400,000
Cther &F1= [32] Linkedin, LIS -£3,000 -£ 150,000 -£300,000 -£EE0,000 -£1,050,000
Total -£15,000 -2 7R0,000 -£1,500,000 -£3,300,000  -£5,250,000
Gross Margin £86,000 £4,250,000 £8,500,000 £18, 700,000  £29,750,000
Gross Margin [*) 26 Bh B 25 25
Operating Costs
web Dew! Maintenance/Ri0 [205) -£2300,000 -£70,000 -£2,000,000 4,400,000  -£7,000,000
web PromaotiondSales & Marketing [25%] -£160,000 -£1,250,000 -£2,500,000 -£6,500,000 -8 7R0,000
Total Op Costs -£4 60,000 -£1,320,000 -£4,500,000 -£9,300,000  -&15,7R0,000
Margin 2375000 £2,930,000 £4,000,000 £5,800,000 £14,0000,000
Margin [*] 37 i 403 40 40
Overheads
General Ouerheads [15:4) -£125,000 -2 7RO,000 -£1,500,000 -£3,300,000  -£5,250,000
Total Ezpenses -EOOO00  -E2E20,000 -£ 7,500,000 216,500,000  -£28,250,000
Net Cash Flow -£ B00, 000 £2,180,000 £2.500,000 £5,500,000 £8,750,000
EEBITDA Margin -A00% 442 26% 25% 25%
Cumulative Cash Flow -£500,000 £1,650,000 £4,130,000 £9,680,000 £18,430,000
Funding F acility! Bequirement -£ 500,000

Business Net Cash Flow & Cumulative Cash Flow

(Years 1-5 Post-Pilot)
£20,000,000
£10,000,000
f0 - — -

-£10,000,000

B Net Cash Flow  WEBITDA Margin = Cumulative Cash Flow

£40,000,000

Year 5

Yeard

Tear 3

[

£20,000,000 £10

Total Revenue

£20, 000,000

RalLxp

£40, 000,000

ENsEs



Year One Expenses (assuming £100k income not achieved)

PRODUCT TOTAL

DEVELOPMENT
EXPENSE CATEGORY TOTAL  Software/Tools £25,000
Team Costs/Admin £125,000 Cloud Infrastructure £30,000

Assessment Framework  £35,000

R&D (Revised) £125.000 Y Integration & APIs  £20,000
Sales & Marketing £250,000  gecurity & Compliance  £15,000
TOTAL EXPENSES £500,000 R&D SUBTOTAL £125,000

Risk Analysis and Mitigation
Market Risks

Competition from Big Tech:

o Risk: Google, Microsoft, or OpenAl develop similar personalization features
e Mitigation: Focus on education-specific use cases, university partnerships, Cambridge
research validation

Economic Downturn:

o Risk: Universities reduce technology spending, students cancel subscriptions
o Mitigation: Demonstrate clear ROI, offer flexible pricing, focus on essential academic
tools

Regulatory Changes:

o Risk: Data privacy regulations impact profile creation and storage
o Mitigation: Privacy-by-design architecture, GDPR compliance, user data sovereignty

Operational Risks

Technical Scalability:

e Risk: Al API costs increase faster than revenue growth
o Mitigation: Diversified Al provider relationships, efficiency improvements, premium
pricing

Team Scaling:

o Risk: Inability to hire qualified technical and sales talent
e Mitigation: Cambridge ecosystem recruiting, competitive equity packages, remote-first
culture

University Procurement:

o Risk: Slow enterprise sales cycles delay revenue growth
o Mitigation: Pilot program strategy, academic champions, proven ROI data



Post-Year S5: Blitz Scaling Strategy

The £10B+ Professional Market Opportunity

While our 5-year plan focuses on education for credibility and validation, the true exponential
growth lies in the 900M LinkedIn professionals seeking career guidance and personalized Al
assistance. The education sector serves as our proof-of-concept and credibility foundation for this
vastly larger market.

Professional Market Sizing
Target Market: Career-Transitioning Professionals

e 900M LinkedIn users globally seeking career advancement

o 80%+ career transition rate over 5-year periods

e Average professional income: £30K-150K annually

o Willingness to pay: £120-600 annually for career-critical tools

Market Segments:

e Career Changers: 180M professionals switching industries (primary target)
o SKkill Upgraders: 300M professionals acquiring new competencies

e Leadership Development: 50M managers seeking advancement

e Entrepreneurs: 25M individuals starting businesses or side hustles

Professional Product Evolution
Professional Premium Tier (£120-300/year):

e Career Transition Guidance: Industry-specific Al mentoring for career changes
o Networking Intelligence: LinkedIn integration for strategic relationship building
o Skill Gap Analysis: Personalized learning recommendations based on career goals
o Interview Preparation: Role-specific coaching with industry knowledge

o Salary Negotiation: Data-driven compensation guidance

Enterprise Professional (£500-2000/year):

o Executive Coaching: C-suite level strategic guidance and decision support
e Team Leadership: Management style optimization and team dynamics

e Industry Intelligence: Sector-specific insights and trend analysis

e Board Preparation: Director-level governance and strategy support

Blitz Scaling Pathways
Pathway 1: Organic Expansion (Years 6-8)
Year 6-7: Professional Market Entry
e Alumni Networks: Natural transition from university to professional users
e LinkedIn Partnership: API integration for seamless professional profile enhancement

o Corporate Pilot Programs: Enterprise clients sponsor employee subscriptions
o Target: 500K professional users, £150M ARR



Year 8: Market Dominance

e Global Professional Platform: Multi-language, multi-market expansion
e Al Career Ecosystem: Integration with job boards, recruitment platforms, learning systems
o Target: 5M professional users, £1B+ ARR

Pathway 2: Strategic Acquisition (Years 5-6)
Microsoft/LinkedIn Acquisition:

Strategic Rationale: Microsoft needs Al personalization for LinkedIn's 900M users
Valuation Multiplier: 15-25x ARR (typical for Al/SaaS companies with network effects)
Estimated Valuation: £500M-1B based on Year 5 £35M ARR

Integration Benefits: Immediate access to LinkedIn's professional user base

Alternative Acquirers:

Google: Workspace integration for professional development

Meta: Professional networking platform enhancement

Open AI/GPT/Anthropic Claude: Offering enhanced Al-chat mentoring
Salesforce: CRM and professional development integration

Adobe: Creative professional workflow personalization

Why Education-to-Professional Transition Works

Credibility Transfer:
e Academic Validation: Cambridge research backing translates to professional credibility
e Proven Methodology: University success stories demonstrate effectiveness
e Research Foundation: Peer-reviewed publications support professional applications

Technical Infrastructure:

o Scalable Platform: University systems can handle professional complexity

e Privacy Architecture: GDPR-compliant education data handling exceeds professional
requirements

e Al Integration: Educational Al partnerships provide professional platform foundation

User Journey Continuity:

o Lifetime Value: Students become professional subscribers (10+ year relationships)
e Network Effects: University connections enhance professional networking features
e Brand Loyalty: Early adoption in education creates professional market advocates

Revenue Projections: Post-Education Scaling

Professional Market Revenue Potential (Years 6-10):

Year Professional Avg Total Professional Education Combined

Revenue/User ARR ARR ARR

3 500K £300 £150M £50M £200M
2M £350 £700M £65M £765M
E sm £400 £2B £80M £2.08B
ER oM £450 £4.5B £100M £4.6B

20M £500 £10B £120M £10.12B



Destiny-Gram 10-Year Revenue Projection

From Education Foundation to Global Professional Platform

£120K — £10.12B ARR (84,000x Growth)
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Est. Valuation
Strategic Phases £50-75B
5-Tx ravenue multipls
Years 1-3 Years 4-5
Education Foundation Education Dominance
Cambridpe validation & US expansian Glabal university platioem
Years &6-7 Years 8-9 Year 10+
Professional Entry Professional Scale Global Platform
Linkedin mb=gration & career focus Glabal career platform daminance 1P or strategic exit

Strategic Inflection Points

M Year 5: Education Platform Maturity
£35M ARR, 1M + users, proven enterprise model

Professional Market Transition (Years 6-10)

Career Transition Focus

Target 8062 of LinkedIn’s 900M users in career transitions

# Year & Professional Market Entry £120-600/year

Professional subscription tiers

Linkedin partnership, career transition foous
Linkedin Integration
APl partnership for seambess professional profile enhancement

Network Effects

S00M user addressable market

Year & Professional Dominance

£2B+ ARR. 5M professionalks, acquisition interest

Global Expansion

"IrE'ﬂr “:l: Gk]hal P‘Iﬂtﬁ]nﬂ Multi-language, multi-market professional platform
Acquisition Target

£10B+ ARR, IPD readiness or strategic exdt Microenth Coogle, beta

* Education foundation (Years 1-5) provides credibility and validation for exponential professional market growth (Years 6-10)

Cambridge partnership enables this trajeciony through academic credibility and research validation



Competitive Advantages in Professional Market
First-Mover Benefits:

e Structured Personalization: No existing platform offers comprehensive (private and
secure) Al personality profiling for professionals

e LinkedIn Integration: API partnerships provide immediate distribution channel

o Cambridge Credibility: Academic backing differentiates from generic career tools

Defensive Moats:
o Network Effects: Professional connections enhance platform value
o Data Advantages: Years of personality and career progression data
o Switching Costs: Integrated career planning becomes essential infrastructure
Platform Strategy:
e API Ecosystem: Third-party integrations with job boards, learning platforms, HR systems

e White-Label Solutions: Enterprise versions for large corporations
o International Expansion: Localized versions for different professional markets

Strategic Exit Scenarios
IPO Path (Years 7-8):
e Revenue Scale: £500M-1B ARR supports public offering
Market Comparisons: Similar to LinkedIn's career-focused platform model
e Valuation Range: £5-15B based on professional platform multiples
Strategic Sale (Years 5-6):
e Education Platform Sale: £500M-1B to traditional education companies

o Professional Platform Sale: £1-5B to Microsoft, Google, or LinkedIn
e Technology Licensing: API licensing to multiple platforms for recurring revenue

Investment Implications
Cambridge Angels ROI:
e 5-Year Education Focus: 50-100x return potential on £500K investment

o Professional Market Upside: 1000x+ return potential with blitz scaling
o Portfolio Diversification: Technology applicable across multiple sectors

Risk Mitigation:

e Education Revenue: Provides stable foundation during professional market entry
o Multiple Exit Paths: Acquisition opportunities in both education and professional markets
o Platform Strategy: Technology value independent of specific market focus

The education sector investment provides the foundation for a £10B+ professional platform
opportunity, making Destiny-Gram one of the most compelling investment opportunities in the Al-
enabled career development space.



Strategic Value Proposition

Why Cambridge Angels Should Invest

Market Timing:

Al adoption reaching critical mass, particularly in US higher education

Database advantage providing immediate access to 12-14M students
Personalization gap creating £150B+ global market opportunity

University partnerships providing validation and distribution at unprecedented scale

Competitive Moat:

First-mover advantage in structured Al personalization for education

Database relationships creating 3-5 year competitive barrier

Cambridge credibility enabling premium pricing and global expansion

Network effects from user profiles and university partnerships across 765 institutions

Financial Efficiency:

Industry-leading unit economics with 5:1 to 9:1 LTV:CAC ratios

80% gross margins improving with scale (85%+ by Year 5)

Multiple revenue streams reducing single-point-of-failure risk

Database advantage providing sustainable competitive moat and reduced acquisition costs

Exit Strategy:

Strategic acquisition by major Tech or EdTech companies (Google; Meta; Open
AI/GPT/Anthropic Claude; Salesforce; Adobe Coursera; 2U; Blackboard)

IPO potential with £100M+ revenue scale by Year 6-7

Licensing model attractive to most Big Tech platforms seeking education partnerships

Conclusion

Destiny-Gram's revenue model represents a compelling investment opportunity with clear paths to
£35M+ ARR by Year 5. Our three-tier subscription strategy balances accessible student pricing
with high-value enterprise licensing, creating a defensible and scalable business model.

The Cambridge partnership provides immediate credibility and validation, enabling premium
pricing and accelerated market penetration. With proven product-market fit demonstrated through
62% improvement in Al response relevance and early university pilot interest, Destiny-Gram is
positioned to capture significant market share in the rapidly growing Al-education intersection.

Investment Highlights:

Proven technology with validated user benefits

Diversified revenue streams reducing single-point-of-failure risk
Cambridge ecosystem providing talent, credibility, and partnerships
Global scalability with clear international expansion strategy
Strong unit economics with improving margins at scale



The combination of student subscription growth and enterprise licensing expansion creates multiple
paths to success, making Destiny-Gram an attractive investment for Cambridge Angels seeking
exposure to the transformative Al-education market.

Next Steps:
1. Due diligence review of financial projections and market assumptions
2. Cambridge Enterprise partnership discussion and MOU development
3. Pilot program expansion with additional Russell Group universities
4. Series A preparation targeting £2-8M raise in 12-18 months

Strategic Partnership Framework - Alternative Implementation Note:

While this proposal focuses on the Cambridge Angels and Cambridge Enterprise partnership
opportunity, the fundamental business model and revenue framework outlined above is deliberately
designed for replication across multiple prestigious university ecosystems. Should Cambridge
decline this partnership, equivalent strategic frameworks are under consideration with:

US Innovation Hubs: « MIT Engine (Boston) - Partnership with New England VCs « Stanford
StartX (Silicon Valley) - Integration with Sand Hill Road investors

* Berkeley SkyDeck (Bay Area) - Collaboration with UC system and local angels « Harvard
Launch Labs (Boston) - Joint venture with Cambridge-area venture capital

Alternative UK/European Partners: * Oxford Science Enterprises (OSE) - Direct competitor
partnership model * Imperial College London DSV - London-based angel and VC networks « UCL
Innovation & Enterprise - UK alternative with similar research credibility

Each alternative partnership would leverage the same core advantages: prestigious university
validation, access to student populations, research collaboration opportunities, and credible
academic backing for enterprise sales. The 765-university US database and unit economics (5:1+
LTV:CAC, 80% gross margins) provide immediate value regardless of the chosen academic
partner.

This Cambridge partnership represents a time-sensitive opportunity for exclusive UK market
leadership and preferred international expansion positioning. Alternative partnerships would

proceed with similar financial projections but different geographic and network advantages.

Decision timeline: 60 days from proposal date to ensure optimal partnership selection and market
entry timing.

Contact: Greg Malpass, destinyinvestors@btinternet.com, +44 7850 230692
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DESTINY-GRAM REVENUE MODEL
ADDENDUM (October 2025)
Four-Product Strategic Expansion Impact

Executive Summary: Revenue Model Evolution

This addendum supplements the original single-product EDU revenue model with the
strategic implications of Destiny-Gram's expanded four-product architecture. While the
original model projected £35M ARR by Year S through EDU alone, the four-product strategy
projects £175M ARR by Year 5 and £3-4B ARR by Year 10, representing a 5x

improvement in near-term revenue and a 30-40x improvement in long-term valuation
potential.

REVISED REVENUE PROJECTIONS: FOUR-PRODUCT MODEL

Year 5 Revenue Comparison

e ONAEDY e e
EDU £35M (100%) £15M 9% of total |
‘PRO ‘Not included H£100M H57% of total ‘
ENTERPRISE Not included £50M 129% of total |
‘SHIELD ‘Not included H£10M H6% of total ‘
:gl];AL YEARS £35M £175M 5x increase

Year 10 Revenue Projection
HYear 10 Users

‘Product Line ‘Year 10 ARPU‘ Year 10 ARRH% of TotalH

EDU 2M students £15 £30M 1% |
PRO 20-25M professionals £120 avg  £2.4-3B  |75-80% |
‘ENTERPRISE HZM corporate users H£250 avg H£500M HIZ-IS% H
SHIELD 2.5M families £20 £50M 1-2% H
TOTAL YEAR 10 ARR 26-30M users |Variable £3-4B [100% H

Key Insight: The original EDU-focused model becomes the validation foundation rather than
the primary revenue driver. PRO (individual professionals) emerges as the £10 billion
pathway originally envisioned but now architecturally enabled through four distinct
products.



STRATEGIC REVENUE IMPLICATIONS BY PRODUCT
PRODUCT 1: EDU (Validation Market)
Original Role: Primary revenue driver (£35M Year 5 target)
Revised Role: Academic credibility foundation + Series A validation
Revenue Contribution:
e Year 1: £120K (unchanged - pilot validation)
e Year 2: £2.7M (reduced from £5M in original model)
e Year 5: £15M (reduced from £35M in original model)
e Year 10: £30M (mature education market plateau)
Strategic Value Beyond Revenue:
e Academic validation enables PRO market entry
o Research partnerships create IP moat
o University relationships provide enterprise sales pipeline
e Student-to-professional conversion (40%+ of PRO growth)
Why Revenue Is Lower Than Original Model:
¢ Resources allocated across four products rather than EDU optimization alone
e Premium tier (£60/year) migrated to PRO product (professionals pay more)
o Enterprise university licensing partially shifted to ENTERPRISE product for
corporate training
Unit Economics (Unchanged):
e LTV:£60-240 (4-year retention)
e CAC: £8-15 (institutional partnerships)
e LTV:CAC: 6:1to9:1
e Gross Margin: 85%+

PRODUCT 2: PRO (Primary Growth Engine)
New Addition: Not in original model
Strategic Positioning: The 900M LinkedIn professional opportunity - the true £10B pathway
Revenue Contribution:

e Year 2: £24M (individual professional launch)

e Year 3: £50M (40% EDU graduate conversion)

e Year 5: £100M (1M professionals)

o Year 10: £2.4-3B (20-25M professionals)
Market Sizing:

e Addressable Market: 900M LinkedIn professionals globally

o Target Penetration: 2-3% by Year 10

e ARPU Range: £120-600/year (3-10x higher than EDU)

o Retention: 10+ years (follows users across entire career)
Revenue Model:

o Basic Tier: £120/year (core Al career enhancement)

o Professional Tier: £360/year (advanced analytics + integrations)

o Executive Tier: £600/year (premium Al models + priority support)
Unit Economics:

e LTV:£1,200-6,000 (10+ year career arc retention)

e CAC: £100-200 (LinkedIn ads, content marketing)

e LTV:CAC: 12:1 to 30:1 (exceptional for consumer SaaS)

e Gross Margin: 90%-+ (pure software, minimal support)



Why This Is The £10B Opportunity:

Individual professionals pay 3-10x more than students
Lifetime retention (users keep profiles across jobs, decades)
Network effects (professional connections enhance value)
Platform-agnostic (works with all Al systems - no lock-in)
Zero employer access (architectural guarantee of sovereignty)

Natural Migration From EDU:

40%+ of EDU graduates convert to PRO within 2 years
Brand loyalty established during university years
Seamless profile transition (no re-creation needed)
Lifetime value expansion: £240 (EDU) — £6,000 (PRO)

PRODUCT 3: ENTERPRISE (High-Value Contracts)
New Addition: Not in original model

Strategic Positioning: Corporate Al governance - addressing the urgent enterprise
compliance gap
Revenue Contribution:

Year 3: £5M (pilot programs with 5-10 enterprises)
Year 5: £50M (200K corporate users)
Year 10: £500M (2M corporate users across Fortune 500)

Market Sizing:

Addressable Market: 100M corporate knowledge workers in regulated industries
Target Industries: Financial services, legal, healthcare, consulting, pharma
Contract Size: £150K-500K annually (1,000+ employee enterprises)

Sales Cycle: 8-12 months (enterprise B2B)

Revenue Model:

Per-Employee Pricing: £200-500/year (volume discounts)
Minimum Contract: 50 employees = £10K-25K annually
Enterprise License: 1,000+ employees = £150K-500K annually

What Employers Pay For:

Oversight dashboard (Al usage monitoring, IP leakage detection)
ROI measurement (productivity tracking across teams)

Compliance automation (SOX, HIPAA, industry-specific audit trails)
Risk management (real-time confidential data sharing alerts)

Unit Economics:

LTV: £2,500-5,000 (5-10 year contracts)

CAC: £200-400 (enterprise sales + pilots)

LTV:CAC: 6:1 to 12:1

Gross Margin: 80%+ (support overhead higher than pure SaaS)

Critical Distinction from Original Model:

Original model's "University Enterprise Licensing" (£15K-200K) was institutional
EDU

ENTERPRISE product is corporate governance (completely different buyer, use case,
pricing)

Original university enterprise features now split: some remain in EDU, governance
moves to ENTERPRISE



Why This Matters:
e Addresses urgent corporate Al governance gap (regulatory pressure NOW)
o Higher ARPU than EDU (£250 avg vs £15-60)
e Recurring 3-5 year contracts (predictable revenue)
o Reference selling (one Big 4 firm leads to competitors adopting)

PRODUCT 4: SHIELD (Social Impact + Lifetime Value)
New Addition: Not in original model
Strategic Positioning: Child protection - addressing the Al-generated abuse crisis in schools
Revenue Contribution:
e Year 3: £2M (100K family subscriptions)
e Year 5: £10M (500K families + 50 schools)
e Year 10: £50M (2.5M families + 500 schools)
Market Sizing:
e Crisis Context: 300+ pupils suspended weekly for Al-related abuse in UK schools
e Addressable Market: Global families with children + K-12 educational institutions
o Regulatory Tailwind: Child Online Safety legislation creating compliance
requirements
Revenue Model:
e Family Subscription: £20-40/year (up to 4 children)
e School License: £5-15/year per student (bulk pricing for K-12 districts)
What Parents/Schools Pay For:
o Chat monitoring and safety alerts (parental transparency)
e Age-appropriate content filtering (99.7% accuracy)
o Educational AI assistance (homework help without psychological profiling)
e Developmental protection (no behavioral prediction or manipulation)
Unit Economics:
o LTV: £200-400 (10-year retention - childhood through adolescence)
o CAC: £15-30 (viral family referrals, school partnerships)
e LTV:CAC:10:1 to 15:1
e Gross Margin: 85%+
Strategic Value Beyond Direct Revenue:
o Life-Stage Continuity: SHIELD (age 8-17) — EDU (18-22) — PRO (23-65) —
ENTERPRISE (career)
o Family Ecosystem: Parents become PRO subscribers, driving multi-generational

adoption

¢ Social Impact: Positions company as ethical Al leader (regulatory influence, policy
partnerships)

e Regulatory Compliance: COPPA, FERPA, GDPR Article 8 expertise transfers to all
products

Why Revenue Seems Small:
o Lower ARPU (£20-40 vs £120-600 for PRO)
e BUT: 10-year LTV + family viral effects + seamless transition to EDU/PRO
o Lifetime customer value: £400 (SHIELD) + £240 (EDU) + £6,000 (PRO) = £6,640 total



REVISED FINANCIAL PROJECTIONS: COMPREHENSIVE VIEW

Five-Year Revenue Trajectory (All Products)

Year EDU PRO  ENTERPRISE SHIELD Total ARR Growth Rate
1 £120K/£0  |£0 £0 [£120K  Baseline
2 [£2.7M£24M [£1M £500K | £282M  [23,400%
3 £5M [£50M |£5M £2M  g62M  120% |
4 £10M £75M £25M £5M [£115M [85% |
5 £15M £100M £50M £10M [£175M |52% |

Original Model Comparison:
e Original Year 5: £35M (EDU only)
e New Year 5: £175M (four products)
o Improvement: 5x revenue increase

Ten-Year Revenue Trajectory (Strategic Horizon)

Year EDU PRO  ENTERPRISE SHIELD Total ARR User Base
6 £20M £500M £150M £20M  £690M  8Musers
7 £25MEIB £250M £30M  £13B  I5Musers
8 [£28M£1.8B £350M £40M  £22B  22Musers
9 £30M£22B £425M £45M  £27B 26Musers
10 |£30M £2.4-3B £500M £50M  £3-4B 26-30M users

Original Model "Blitz Scaling'" Projection:
e Original Year 10: £10B (professional market speculation)
e New Year 10: £3-4B (structured four-product model)
o Difference: More conservative but architecturally validated pathway

UNIT ECONOMICS COMPARISON: ORIGINAL VS. FOUR-PRODUCT MODEL
Blended Unit Economics (Year 5)

‘Metric HOriginal Model (EDU Only) ‘Four-Product Model Hlmpact
1 -1,2 11
Average LTy |00 (blended £800-1,200 (a 12-18x higher
basic/premium) products)

‘Average CAC H£9.50 (university-focused)

£80-120 (multi-channel) Higher but justified

LTV:CAC Ratio 7:1 8:1t012:1 /Improved
Gross Margin | 80% 85%-+ 22‘1’:"%‘1 with
‘Payback Period H3-6 months 3-6 months HMaintained ‘

Key Insight: While CAC increases with multi-product strategy, LTV increases dramatically
more, resulting in superior overall unit economics despite higher complexity.
Product-Specific Unit Economics



‘Product ‘ARPU HLTV HCAC ‘LTV:CAC HGross Margin‘RetentionH
EDU £15-60 [£60-240  £8-15  6:1t0 9:1 |85%+ 4 years H
PRO £120-600 £1,200-6,000 £100-200 12:1 to 30:1 90%+ 10+ years H
ENTERPRISE £250-500 £2,500-5,000 £200-400 6:1 to 12:1 | 80%-+ 5-10 yearsH
SHIELD £20-40 | £200-400  |£15-30 | 10:1 to 15:1/85%+ 10 years H

Strategic Implication: PRO product has the best unit economics of any product line,
justifying its position as the primary growth engine post-Year 3.

MARKET PENETRATION COMPARISON
Original Model (EDU Only)
Year S Targets:
e 1M students (5% of 20M addressable market)
e 400+ universities (14% of 2,832 US four-year institutions)
e Focus: Deep penetration of education sector
Four-Product Model (Multi-Demographic)
Year S Targets:
e EDU: 1M students (5% of 20M addressable)
e PRO: 1M professionals (0.1% of 900M addressable - massive headroom)
o ENTERPRISE: 200K corporate users (0.2% of 100M addressable)
e SHIELD: 500K families (0.02% of global families with children)
o Total: 2.7M users across four demographics
Year 10 Targets:
e EDU: 2M students (10% of market - approaching saturation)
e PRO: 20-25M professionals (2-3% of 900M - still early stage)
o ENTERPRISE: 2M corporate users (2% of 100M addressable)
o SHIELD: 2.5M families (growing but still nascent)
o Total: 26-30M users
Key Strategic Insight: Original model risked over-reliance on education sector. Four-product
model distributes risk across demographics while targeting PRO's massive underserved
market (900M professionals with <3% penetration even at Year 10).

REVISED EXIT VALUATION IMPLICATIONS
Original Model Exit Scenarios
Year 5-6 Strategic Acquisition:
e Revenue: £35M ARR (EDU only)
e Valuation Multiple: 15-25x ARR (Al/SaaS typical)
o Exit Valuation: £500M-1B
o Potential Acquirers: Coursera, 2U, Blackboard, Pearson
Year 8-10 IPO:
e Revenue: £100M-500M ARR (EDU + professional speculation)
e Market Cap: £5-15B (LinkedIn comparison)
Four-Product Model Exit Scenarios
Year 5-6 Strategic Acquisition (Conservative):
e Revenue: £175M ARR (validated four-product model)
e Valuation Multiple: 10x ARR (conservative for multi-product complexity)
o Exit Valuation: £1.75B



o Potential Acquirers: Microsoft/LinkedIn, Salesforce, Google, Anthropic
Year 5-6 Strategic Acquisition (Aggressive):
e Revenue: £175SM ARR
e Valuation Multiple: 15-20x ARR (Al infrastructure premium)
o Exit Valuation: £2.6-3.5B
o Rationale: PRO product demonstrating path to £3B+ Year 10 justifies premium
Year 8-10 IPO:
e Revenue: £2-3B ARR (PRO-dominated)
e Valuation Multiple: 10-15x ARR (mature SaaS infrastructure)
e Market Cap: £20-45B
e Comparable: LinkedIn acquired for £23B at £3B revenue (7.7x), but Destiny-Gram's
multi-product moat justifies higher multiple
Year 10+ Strategic Acquirer Valuation:
e Microsoft/LinkedIn: £30-50B (universal Al identity layer for 900M users)
o Anthropic: £20-30B (constitutional memory perfectly aligned with constitutional AI)
e Google/OpenAl: £25-40B (cross-platform Al personalization infrastructure)

INVESTMENT IMPLICATIONS: ORIGINAL VS. FOUR-PRODUCT MODEL
For £500K Seed Investment
Original Model Returns:

e Year 5 Exit (£1B): 20% equity (diluted) = £200M = 400x return

e Year 10 IPO (£10B): 10% equity (diluted) = £1B = 2,000x return
Four-Product Model Returns:

e Year S Exit (£2.6B): 20% equity (diluted) = £520M = 1,040x return

e Year 10 IPO (£25B): 10% equity (diluted) = £2.5B = 5,000x return
Improvement: 2.6x better Year S exit, 2.5x better Year 10 exit due to:

1. Higher revenue base (£175M vs £35M Year 5)

2. Multiple revenue streams (reduced risk = valuation premium)

3. PRO product pathway to £3B+ (acquirer pays for future growth)
Risk-Adjusted Return Analysis
Original Model Risks:

e Single product dependency (EDU sector volatility)

e University procurement cycles (slow, unpredictable)

e Limited addressable market (20M students)

o Professional market expansion = speculation
Four-Product Model Risk Mitigation:

o Diversified revenue: No single product >60% of revenue

o Multiple buyer personas: Students, professionals, companies, families

e Staged validation: EDU success funds PRO launch

e Natural migration: 40% EDU—PRO conversion de-risks professional market entry
Risk-Adjusted Multiple:

e Original model: 15-20x ARR (typical single-product SaaS)

e Four-product model: 18-25x ARR (premium for infrastructure + risk mitigation)



REVISED GO-TO-MARKET IMPLICATIONS
Original Model Sequencing (EDU-Only)
1. Years 1-2: EDU validation (Cambridge, UK universities)
2. Years 3-5: US education scaling (765 database universities)
3. Years 6-8: Professional market "blitz scaling" (speculative)
Challenge: Required massive leap from education to professional market without
architectural foundation or market validation.
Four-Product Model Sequencing (Staged & Validated)
Phase 1 (Months 0-18): EDU Foundation
e Same as original: Cambridge validation, UK pilots
e Investment: £500K
e Outcome: 10K students, published research, £120K-500K ARR
Phase 2 (Months 12-30): PRO Launch (NEW)
e Leverage EDU validation for professional credibility
e Target EDU graduates + LinkedIn professionals (25-35 age cohort)
e Investment: £2M (Series A)
e Outcome: 100K PRO users, £24M ARR, 40% EDU conversion validated
Phase 3 (Months 18-36): ENTERPRISE Sales (NEW)
o Pilot with Big 4, investment banks, law firms
o Position as "employees already use PRO—now give them work version"
e Investment: £3M (Series A extension or B)
e QOutcome: 20K-50K corporate users, £5-15M ARR
Phase 4 (Months 24-42): SHIELD Expansion (NEW)
e Address child protection crisis with proven platform
e Family subscriptions + K-12 school partnerships
e Investment: £1.5M
e Outcome: 100K-200K families, £2-5M ARR
Strategic Advantage: Each phase validates the next, reducing risk and improving investor
confidence at each funding round.

REVISED COST STRUCTURE & MARGINS
Original Model (EDU-Only) Year S Costs

o COGS: 15% (£5.25M)

e R&D: 20% (£7M)

e Sales & Marketing: 25% (£8.75M)

o G&A: 15% (£5.25M)

e Total OpEx: 75% (£26.25M)

e Contribution Margin: 25%

e Gross Profit: £8.75SM



Four-Product Model Year 5 Costs

3
Category  EDU PRO ENTERPRISE SHIELD g:?;ﬁ:::le Total If’e;’:nue
COGS £225M £10M £10M £15M - £23.75M [14% |
R&D £3M  [£15M £8M £1.5M  £7.5M £35M20% |
Sales & £3.75M £25M £15M £25M - £46.25M |26%
Marketing
G&A § § g - £26.25M £26.25M |15% |
Total OpEx [£9M  £50M £33M £55M  £33.75M £131.25M 75% |
Year 5 Profitability:

Revenue: £175M

Total Costs: £131.25M

EBITDA: £43.75M (25% margin)

Comparison to Original: £43.75M vs £8.75M = 5x absolute profit

Margin Improvement Path (Years 6-10):

PRO product gross margin: 90%-+ (scales beautifully)

ENTERPRISE margin improvement: 80% — 85% (platform efficiencies)
Blended gross margin: 85% — 88% by Year 10

EBITDA margin: 25% (Year 5) — 40% (Year 10) as PRO dominates revenue mix

SUMMARY: WHY FOUR PRODUCTS DRAMATICALLY IMPROVE INVESTMENT

CASE

Revenue Impact

5x Year S revenue: £175M vs £35M (original)
30-40x Year 10 revenue: £3-4B vs £100M-500M (original speculation)
More predictable: Multiple revenue streams reduce single-product risk

Valuation Impact

2.6x Year 5 exit value: £2.6B vs £1B (original)

2-3x Year 10 value: £25-45B vs £10-15B (original)

Premium multiples: Infrastructure play commands 18-25x vs 15-20x for single
product

Risk Impact

Diversification: Four products across four demographics

Staged validation: EDU validates PRO, PRO validates ENTERPRISE
Natural migration: 40% EDU—PRO conversion de-risks scaling

Multiple exit paths: Education, professional, corporate, or platform acquirers

Strategic Impact

£10B pathway now architecturally enabled: PRO product targets 900M professionals
Life-stage continuity: SHIELD—EDU—-PRO—ENTERPRISE captures lifetime value
Regulatory leadership: Four privacy models position company as ethical Al standard-
setter

Network effects: Professional connections + family ecosystems + corporate adoption
create compounding value




CONCLUSION: INVESTMENT RECOMMENDATION
The four-product model fundamentally transforms Destiny-Gram from a promising EdTech
startup into a generational Al infrastructure opportunity.
Original Model Strengths:
e Clear focus (education)
o Cambridge validation pathway
o £35M Year 5, £500M-1B exit potential
Four-Product Model Advantages:
e 5x Year 5 revenue (£175M vs £35M)
e 2.6x Year 5 exit value (£2.6B vs £1B)
e Architecturally enabled £10B pathway (PRO product targeting 900M professionals)
o Risk-mitigated through diversification (four demographics, natural migration)
e Premium valuation multiples (infrastructure vs single-product)
For Investors:
e Original model: 400x Year S return, 2,000x Year 10 return
e Four-product model: 1,040x Year 5 return, 5,000x Year 10 return
o Investment case strengthened 2.6x through architectural sophistication
The Strategic Choice: Cambridge Angels (or alternative partners) are not choosing between
two versions of the same company—they're choosing between a £1B EdTech exit and a £25B+
Al infrastructure exit. The four-product model provides the architectural foundation to
achieve the latter while de-risking the path through staged validation across demographics.

Addendum Prepared: October 2025
Contact: Greg Malpass, Founder
Email: malpass.greg@gmail.com
Phone: +44 7850 230692
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