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Executive Summary
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The Solution

Provide an accessible credit 
option and a high value 
marketplace committed to 
customer success.

We offer quality products at low prices, 
with an amazing customer experience.
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How it works

Customer signs up Starts shopping Saves money & builds 
credit

Valid checking account
$1 deposit for $3 of credit

Fulfillment held until 
deposit clears – 48 hours

Low prices
Low interest
Report to credit
agencies
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Business Model
Strategy Revenue Highlights

3X 90% 

44% $1

1/12 $550

$ $1k

Sourcing product at mfg. 
cost allows for 3x margins & 
low prices

90% of rev from product, 10% 
from interest

$1 Deposit for $3 of Credit 
limits risk only to our 
margin  

With, Bad Debt, ACH fees 
& interest, Gross Margin is 
44%

Payments are 1/12th of credit 
limit, ensuring customer 
stays on track and doesn’t 
get buried

Annual sales per customer 
est. at $550

Good Payment history 
rewarded with limit 
increases & positive ratings 
to agencies

3 Year LTV $1k+
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45 million
Americans 

don’t have a 
credit score

130,000 
people

immigrate to the 
U.S. from Mexico 

alone every 
year

21 million
Americans with 

credit cards have 
maxed out their 

cards

78 million 
Americans

don’t have a 
credit
card

8.5 million U.S. Families without Credit

                                  = $10 Billion Market
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Market size and Competition

$1.7b
Revenue 2015

- High product costs
- 24.9% APR
- Lower quality products

- 100% Deposit Required
- Annual fees up to $69
- Interest rates 21-24%

- APR's up to 300%
- Predatory approach

$46b
Annual Revenue

$3.2b
and growing

Comes with  stigma

O�ered by all
banks
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Growth Strategy

Position BSCo. 
as desirable 
marketplace 
and a great 
way to rebuild 
credit.

Leverage 
digital 
media: social 
media, blogs, 
targeted 
advertising

Maintain strong 
customer retention

Leverage PR – We’re a great story!

Build a strong customer 
referral program
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Financial Projections

750

550

20%

20%

10%

35%750 customers by end of 
first month ($40k pre launch 
marketing budget)

Assumes 20% 
default rate

Growth trends in line with 
top 35% of e-commerce 
businesses as of 2015

Assumes 10% 
attrition rate

Estimated annual revenue 
per customer of $550

Assumes 20% 
product return 
rate

$7,671,000

$32,397,000

$65,654,000

Revenue EBITDA Customer Count

Year 1

Year 2

Year 3

$732,000

$3,661,000

$9,664,000

17,551

62,449

119,927

The Average Family Spends $270 on Back to School Clothing
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Assumes 20% 
product return 
rate

Founding Team

NameName Name
Founder/CEO 

Managing Director EFM East-
ern Canada

CMO/Head of Media 
President DAC Media Group 

Europe

V.P./Production
 Founder Coolibar Specialty 

Apparel  
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Our Traction Final sourcing is 
in progress for 
back to school 2016.  
We’re able to start with 
clothing from new born 
thru grade 10. 

Our website and account 
management platform designed to 
manage the e-commerce portion 
of the business, the credit and 
underwriting, and provide an 
amazing proactive
customer experience! Our offices in Charleston, SC will 

be staffed by late July, and our $40k 
pre-launch targeted marketing 
campaign will encourage customers 
to build profiles before site goes live.
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Funds collected Use of funds

$50k
JR

SP

DJ

F&F

$45k

$15k
$10k

Seeking
additional

$500k
Seed Round (pref. conv). 

Cap table included in 
appendix

Secure 
inventory for 

fall season

Web 
development

Legal & 
Regulations 

Operations 
for first 

3 months

Pre-launch 
marketing








