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Executive Summary

A comprehensive overview of Tiny Homes 2's business model and market opportunity.

Our Vision

We offer affordable, sustainable tiny homes to combat high living costs and foster environmental consciousness.

Executive Summary

Tiny Homes 2 is poised to revolutionize the Australian housing market by offering affordable, sustainable, and innovative tiny homes, capitalizing on a booming global market projected to reach $27.89 billion by 2031.
With a keen focus on eco-friendly materials and designs, including repurposed shipping containers, Tiny Homes 2 addresses the growing demand for cost-effective housing solutions amidst rising living costs. The
company's competitive pricing strategy, with homes ranging from $70,000 to $100,000 and a construction cost of approximately $41,150 AUD, positions it as a leader in the industry, offering high-quality homes that
promise not only a smaller ecological footprint but also a unique living experience. By targeting eco-conscious millennials, downsizing retirees, and remote worker adventurers, Tiny Homes 2 taps into diverse market
segments, each with unique needs and pain points such as high rent costs, the desire for mobility, and the need for affordable, manageable living spaces. The strategic focus on sustainability, affordability, and quality,
combined with a comprehensive understanding of market dynamics and customer preferences, sets Tiny Homes 2 apart as a visionary enterprise ready to meet the challenges of modern living and lead the tiny home
movement into the future.
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Consumer Insights

Analysis of real consumer insights has found that Tiny Homes 2 holds a unique stance in the market.

Issues that Tiny Homes 2 resolves Values that Tiny Homes 2 embraces

High Cost of Tiny Homes Environmental Sustainability

Introduce more affordable tiny home options and financial assistance programs Launch a line of eco-friendly, foldable tiny homes that incorporate sustainable

to make tiny homes accessible to a wider audience. Encourage builders to focus materials and energy-efficient technologies, targeting environmentally conscious
on cost-effective designs without compromising quality. consumers and urban areas with limited space.

Supply Chain and Material Cost Issues

Explore alternative building materials and methods to reduce costs. Encourage
collaboration with suppliers to stabilize prices and ensure the availability of
essential materials for tiny home construction.
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Unique Value Proposition

The unique benefit that Tiny Homes 2 provides

We offer affordable, sustainable tiny homes to combat high living costs and foster environmental consciousness.

The Challenge

Customers struggle with the high costs associated with purchasing a tiny home and fluctuating supply chain and material costs. There is also a rising demand for eco-
friendly housing solutions.

Our Solution

Tiny Homes 2 addresses these challenges by offering cost-effective, high-quality tiny homes. We sustainably repurpose shipping containers and employ alternative
building methods to mitigate supply chain issues. Our financial assistance programs also make our homes accessible to a wider audience.

Why We're Different

Our value driver is environmental sustainability. We introduce innovative, foldable tiny homes that incorporate recycled materials and energy-efficient technologies,
targeting urban locales and environmentally conscious consumers. Our close collaboration with suppliers also ensures stable pricing and the availability of essential
construction materials.

What You Get

We provide a unique housing solution that combats high living costs and promotes sustainable living. Our collaborative and approachable business model ensures the
availability of cost-effective, high-quality tiny homes.

Tiny Homes 2 - Business Plan Page 5 of 18



04

Market Analysis

Analysis of global search volume and market potential across different regions

Low = Mid High

Australia
1

Canada

United States

Brazil

Low

Low

Low

Low
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m Selected

413,610

614,320

8,424,540

138,440

$6889.8B

Total Addressable Market

1al Search Volume: 114 48

Serviceable Available Market
Top Locations: United States (B.4M), Canada (61 ), Australia (413.6K)

$575.5M

Serviceable Obtainable Market

Conversion Rale 0.1%

ANNUAL REVENUE PER CUSTOMER

$60.0K

Average annual value generated from each customer in Tiny Homes 2's target market
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Section 4.1

Market Analysis Detail

Breaking down Tiny Homes 2's Serviceable Obtainable Market (SOM) into actionable sales strategy

TARGET MARKET POTENTLAL Customer Segments

9 6 K Breaking down Tiny Homes 2's target market into key segments

Total Customers

$5755M Eco-Conscious Urbanite

Annual Revenue Seeks sustainable, space-saving living solutions.

PAIN POINTS

High living costs
Limited space

Eco impact

e Lack of options
SIZE OF MARKET 7/10

Sales Channels
Breakdown of Tiny Homes 2's SOM by channel

Organic Search Sales FUTURE POTENTIAL 8/10
Natural search traffic
9,590.91
$575.5M EXPECTED SALES
$2.4M (0.4%)
Strategic Method Sales
Direct marketing channels
1
$60.0K

Downsizing Retiree
Looking for affordable, manageable living.

PAIN POINTS

¢ Downsizing need

Budget constraints
Sustainability desir
e Maintenance ease

Tiny Homes 2 - Business Plan

Page 7 of 18



SIZE OF MARKET 6/10

FUTURE POTENTIAL 7/10

Distribution Strategy
Targeting 1 customers EXPECTED SALES

$2.1M (0.4%)

Method Customers Revenue Frequency

Expos 1 $60.0K Per Year

First-Time Home Buyer

Young, eco-aware, seeking affordable homes.

PAIN POINTS

e Home affordability
e Eco-friendly build
e Modern design

e Financial aid

SIZE OF MARKET 5/10

FUTURE POTENTIAL 9/10

EXPECTED SALES

$1.5M (0.3%)
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Competitor Analysis

A detailed analysis of your key competitors, their offerings, and how Tiny Homes 2's product differentiates itself in the market.

COMPETITOR NAME

Tumbleweed Tiny House Company

Habitaflex

Boxabl

Incredible Tiny Homes

Escape Tiny Homes

Eco Tiny Homes Australia

Wilka Tiny Homes

Lennar

Tiny Home Builders

Tiny Homes 2 - Business Plan

COMPETITOR WEBSITE

https://www.tumbleweedhouses.com/

https://www.habitaflex.com/

https://www.boxabl.com/

https://www.incredibletinyhomes.com/

https://www.escapetraveler.net/

https://ecotinyhomes.com.au

https://www.wilka.com.au/

https://www.lennar.com/

https://www.tinyhomebuilders.com

DESCRIPTION

Tiny home manufacturer

Canadian prefabricated homes

Foldable tiny homes

Tiny home builder

Tiny home and RV manufacturer

Australian tiny home builder

Australian tiny home builder

Home construction company

US tiny home construction

HOW TINY HOMES 2 BEATS THE COMPETITION

Offers Barn Raiser unfinished tiny homes for DIY projects.

More affordable and quicker build times.

Innovative foldable design for easy setup and relocation.

Posts unique, compact designs on social media.

Offers turnkey solutions with better financing terms.

Emphasizes sustainability and custom eco-friendly materials.

Promises high rental income potential for investors.

Building tiny towers for affordable housing.

Focuses on DIY kits and extensive customer support.
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Strategic Analysis & Opportunities - SWOT Analysis

An analysis of Tiny Homes 2's internal strengths and weaknesses, alongside external opportunities and threats.

Strengths

1. Strong Market Demand: The global
tiny home market is experiencing
significant growth, with a value of
$20.47 billion in 2022 and expected to
reach $27.89 billion by 2031, growing
at a rate of 3.5% annually. This
presents a lucrative opportunity for
"Tiny Homes 2" to capitalize on the
growing demand for affordable and
sustainable housing solutions.

2. Competitive Pricing Strategy:
"Tiny Homes 2" offers tiny homes at a
price point of $70,000-$100,000, which
is competitive in the market. By
keeping costs relatively low at $41,150
for construction, there is a significant
margin for profit, enhancing the
business's financial viability.

3. Sustainability Focus: With the
increasing emphasis on sustainability
and eco-friendly practices, the use of
materials like shipping containers in
constructing tiny homes aligns "Tiny
Homes 2" with consumer preferences.
This sustainability focus can attract
environmentally conscious customers
and enhance the brand's reputation.

Tiny Homes 2 - Business Plan

Weaknesses

1. Limited Business Location: The
absence of specified business location
hinders "Tiny Homes 2" from
establishing a physical presence for
customers to view the tiny homes. This
lack of visibility may impact customer
trust and the ability to showcase the
quality of the homes.

2. Lack of Established Online
Presence: Without a designated
website or online platform, "Tiny
Homes 2" may be missing out on
potential customers who prefer to
research and purchase products
online. An online presence is crucial in
today's digital age for reaching a wider
audience and increasing sales.

3. Reliance on Trades for
Construction: The reliance on
external trades for carpentry, plumbing,
and electrical work may lead to
inconsistent quality standards and
potential delays in production. "Tiny
Homes 2" should explore ways to
streamline construction processes and
ensure quality control.

Opportunities

1. Expansion into E-Commerce:
Leveraging the growing trend of online
shopping, "Tiny Homes 2" can set up
an e-commerce platform to reach a
broader customer base beyond
physical locations. This move can
increase accessibility to customers and
drive sales growth.

2. Diversification of Product Range:
Introducing customizations or different
designs for tiny homes can cater to a
wider range of customer preferences.
By offering various options, "Tiny
Homes 2" can attract a diverse
customer base and increase market
share.

3. Strategic Partnerships:
Collaborating with sustainable material
suppliers, home decor brands, or real
estate agencies can enhance brand
visibility and credibility for "Tiny Homes
2." Partnerships can also open up new
marketing channels and opportunities
for expansion.

Threats

1. Intense Competition: The tiny
home market is becoming increasingly
competitive as more players enter the
space. To stay ahead, "Tiny Homes 2"
must differentiate itself through unique
value propositions, such as innovative
designs or sustainable practices.

2. Regulatory Challenges: Changes
in building codes or zoning regulations
related to tiny homes can pose
challenges for "Tiny Homes 2" in terms
of compliance and operational
restrictions. Staying informed about
regulatory updates and adapting
quickly is essential to mitigate risks.

3. Economic Volatility: Economic
fluctuations or disruptions can impact
consumer spending habits and housing
market trends, potentially affecting the
demand for tiny homes. "Tiny Homes
2" should have contingency plans in
place to navigate through economic
uncertainties and maintain business
stability.
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Financial Projections

Tiny Homes 2's financial projections, including revenue, costs, and breakeven analysis.

7.1 Breakeven Timeline

We are aiming to breakeven in 12 months, approximately Jan 2026. We are starting to incur costs from Jan 2025 date, and will aim to launch on Jan 2025
date.

7.2 Breakeven Chart

A$6,000,000 A$240,000.00 $12.3K

A$5,000,000 Monthly Recurring Revenue
average since launch
AZ4 000,000

&

4]

=

5 AS3 000,000 0

)

@« Average sales per month
#52.000.000 averange since launch
AZ1,000,000

AR0

® Cost @ Revenue ® Breakeven Line (Total Revenue)
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7.3

Startup Cost Overview

An overview of Tiny Homes 2's initial business costs and ongoing expenses until reaching breakeven. For detail, refer to the appendix.

Fixed Costs Breakdown Variable Costs Breakdown
Total costs required until reaching breakeven point Costs that vary with each product sale
One-off Costs A$40,000.00 Base Variable Costs
Initial setup and one-time expenses Applied to every product sale

A$4,000.00

Monthly Costs A$2,000.00 /month
Monthly subscriptions and payments small house Variable Costs A$41 ,150.00 /sale

Product-specific costs: A$41,150.00
+ Base variable costs: A$4,000.00

Total Fixed Costs Until Breakeven

12 Monthe
A$64,000.00 large house Variable Costs A$60,000.00 /sale

Product-specific costs: A$60,000.00
+ Base variable costs: A$4,000.00

Total Fixed Costs Total Variable Costs
A$64,000.00 A$121,367.75

Cwear 12 months e = 1.754 s untll brea

Total Costs Until Breakeven i A$185,367.75

Fixed costs + (Variable costs ® 1.154 expacted salas) untl bra

Tiny Homes 2 - Business Plan Page 12 of 18



Funding Overview & Product List

Product List & Financing

An overview of Tiny Homes 2's funding requirements and product list.

7.4 Funding Overview

Funding Goal Total Funding Funding Status
$64.0K $690.5K Surplus of $626.5K

Funding Progress

Investment Type Name Equity (%) Contribution Loan Amount Term (Years) Interest (%) Monthly Payment Notes
Self Funded 59% $50.0K A$0.00 - - $4.2K

Bank Loan 10% $40.0K $500.0K 2 1% $21.1K

Investor 1% $255.3K A$0.00 - - $21.3K

Total 70% $345.3K $500.0K - - $46.5K

Total 100% $690.5K $1.0M

7.5 Product List

Product/Service Price Unit Type % of Sales Monthly Sales to Breakeven Description
small house % monthly sales required

large house % monthly sales required

Totals 100% 0 monthly sales required
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Appendix

8.1: Startup Cost Detail

Cost Type

initial inventry
workshop rent

small house Materials
small house Trades
large house materials
Large House Trades

VAVA

Tiny Homes 2 - Business Plan

Category
Fixed
Fixed
Variable
Variable
Variable
Variable

Variable

Amount
$40.0K
$2.0K
$24.6K
$16.6K
$40.0K
$20.0K

$4.0K

Purchase Frequency
One-off

Monthly

small house

small house

large house

large house

Per Product Sale

When (First Instance)
mm/yyyy
mm/yyyy
mm/yyyy
mm/yyyy
mm/yyyy
mm/yyyy

mm/yyyy

Until (Last Instance)
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8.2: Breakeven Analysis Detail

Sales Costs Revenue (Month) Revenue (Running Total)
Date TotaI\I Units Sold Uni?s Sold Fixed Variable Costs (R?l?::iig Revenue Net Profit Reyenue Net Profit/Loss
n Month (Running Total) Costs Costs  (Month) Total) (Month) (Month) (Running Total)

2'332% 0 0 $1357K  A$0.00 $135.7K $135.7K A$0.00  $-135.7K A$0.00 $-135.7K
2“32; 0 0 $95.7K  A$0.00  $95.7K $231.5K  A$0.00  $-95.7K A$0.00 $-231.5K
z’ggg 0 0 $957K A$0.00  $95.7K $327.2K A$0.00 $-95.7K A$0.00 $-327.2K
2“33@ 0 0 $957K A$0.00  $95.7K $423.0K A$0.00 $-95.7K A$0.00 $-423.0K
2J612n5 0 0 $95.7K  A$0.00 $95.7K $518.7K A$0.00 $-95.7K A$0.00 $-518.7K
2‘(1;3'5 2 2 $957K  $91.2K $186.9K $705.6K  $210.0K $23.1K $210.0K $-495.6K
ZA(‘;ngS 2 4 $95.7K $91.2K $186.9K $892.5K $210.0K $23.1K $420.0K $-472.5K
i 2 6 $957K $91.2K $186.9K $1.1M  $2100K  $23.1K $630.0K $-449.4K
2(322 2 8 $95.7K  $91.2K $186.9K $1.3M  $210.0K $23.1K $840.0K $-426.3K
2%3‘; 2 10 $95.7K  $91.2K $186.9K $1.5M  $210.0K $23.1K $1.1M $-403.2K
2%2% 4 14 $95.7K $182.3K $278.0K $1.7M  $420.0K  $142.0K $1.5M $-261.3K
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Date

Feb
2026

Mar
2026

Apr
2026

May
2026

Jun
2026

Jul
2026

Aug
2026

Sep
2026

Oct
2026

Nov
2026

Dec
2026

Jan
2027

Feb
2027

Sales

Total Units Sold

Units Sold

(Running Total)

10

10

10

10
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30

38

46

54

62

70

78

86

94

104

114

124

134

Fixed
Costs

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

$95.7K

Variable
Costs

$364.6K

$364.6K

$364.6K

$364.6K

$364.6K

$364.6K

$364.6K

$364.6K

$364.6K

$455.8K

$455.8K

$455.8K

$455.8K

Costs

Costs
(Month)

$460.3K

$460.3K

$460.3K

$460.3K

$460.3K

$460.3K

$460.3K

$460.3K

$460.3K

$551.5K

$551.5K

$551.5K

$551.5K

Costs

(Running

Total)

$2.7M

$3.1M

$3.6M

$4.0M

$4.5M

$5.0M

$5.4M

$5.9M

$6.3M

$6.9M

$7.4M

$8.0M

$8.5M

Revenue (Month)

Revenue
(Month)

$840.0K

$840.0K

$840.0K

$840.0K

$840.0K

$840.0K

$840.0K

$840.0K

$840.0K

$1.1M

$1.1M

$1.1M

$1.1M

Net Profit
(Month)

$379.7K

$379.7K

$379.7K

$379.7K

$379.7K

$379.7K

$379.7K

$379.7K

$379.7K

$498.5K

$498.5K

$498.5K

$498.5K

Revenue (Running Total)

Revenue

Net Profit/Loss

(Running Total)

$3.1M

$4.0M

$4.8M

$5.7M

$6.5M

$7.3M

$8.2M

$9.0M

$9.9M

$10.9M

$12.0M

$13.0M

$14.1M

Page 18 of 18

$498.0K

$877.7K

$1.3M

$1.6M

$2.0M

$2.4M

$2.8M

$3.2M

$3.5M

$4.0M

$4.5M

$5.0M

$5.5M



