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Tind ’S Tinder's Global Strength
Paradox: Global ¥

75M monthly active users worldwide

DO .lnalnce’ US #1 dating app in 190 countries

90% of user base is international

Dec lne ?ﬁ;ﬁgg brand recognition and market

Tinder's US Crisis

Tinder is losing ground
Only 10% of users, but 40% of

in the market that revenue

dri v half i+’ Market share: 25% (Bumble: 24%,
rl\/eS nedar y d ITS Hinge: ]8%) f
Subscribers down 15% from 2022
revenue. peak
e Revenue growth: 1.1% (near flat)
Daily active users declining 10% YoVY




Why Young Singles Avoid Tinder

, Net Promoter Score -
NO ONE TAKES IT
sErRIOUSLY - ITSIUST — 85% OF SINGLES 52

FOR HOOKUPS AVOID TINDER  \Worst among major
DUETOITS °

ser experience >Score - "HOOKUP APP" ”
e erenee e " REPUTATION CONVERSATION

GOES
W than 97% of "
2 pps tested "TM TIRED OF ENDLESS, NOWHERE

MEANINGLESS SWIPING”

The Disconnecl: Tinder’s brand perception doesn't mateh what users actually want
from modern dating. This perception gap is blocking user aequisition and
premium conversions.

Sources: Wells Fargo 2024 Consumer Survey, MeasuringU UX Benchmark Study, Stanford Medicine Study



WHY TINDER MUST ACT NOW

REVENUE AT STRATEGIC THE
RISK IMPERATIVE OPPORTUNITY

o US market = 40% of Can't performance-market Reposition Tinder =
global revenue ($1.2B our way out of a unlock 82% of market (vs.
annually) o perception crisis fighting for 12%)

e Declining DAU = declining Competitors (Bumble, $5.5M investment to
premium conversions Hinge) gaining share in protect $1.2B revenue

o [f US trend continues: premium segment stream = 0.5% of revenue
-$120M annual revenue Window for repositioning at risk
loss by 2027 is closing - first-mover Alternative: Watch market

advantage matters share erode while
competitors innovate

Th ine: This isn't just a product feature - it's a strategic
necessily to secure Tinder's position in the US market.




THE DATING APP LANDSCAPLE:
WHERE DOES EVERYONE SIT?

82% of singles want casual connections with quality matching. Yet no major app serves this segment.
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The Opportunity: "Casual but intentional” - quality without commitment pressure. No
major player owns this space.




WHY 'C
IST

Market Reality

Only 12% are actively
looking for marriage right
now

67% say existing apps feel
either "too serious” or "too
supertficial” - nothing in

between

74% of Gen Z prefer
"seeiné? where things go"
over "defining the
relationship early”
Post-COVID shhz;: 68%
want to return fo meeting
people in person, not just
texting

Why This Gap Exists

e Cultural mismatch: Apps
designed for 2010s dating
culture (swipe for hookups OR
find "the one") don't match
2025 reality
Gen Z Values: They wants
authenticity without
commitment pressure
Post-pandemic behavior:
People want IRL connection
after years of screens, but
without forced commitment

o App fatigue: Users burned out
on both extremes - want quality
without pressure

SUAL BUT INTENTIONAL"
E WINNING POSITION

Why Tinder Can Win

e Brand elasticity: Tinder's

already "casual” - just need to
add "intentional”

Largest user base: 75M users =
biggest pool of casual daters
Easiest pivot: One dimension
shift (add quality) vs.
competitors' two (change
commitment level AND quality)
Product differentiation: IRL
Events = tangible proof, not just
marketing

First-mover advantage: Define
the category before
competitors react

The Opportunity: 82% of the market wants this. No one delivers it. We're positioned to

own it.

Sources: Pew Research 2024, Morning Consult, Match.com Singles in Amer




WHY COMPETITORS CAN'T CLAIM THIS SPACE

Each competitor is trapped by their brand positioning. Here's why they can't pivot:

Hookup Apps The Middle Ground Serious Dating Apps

Bottom - Left Quadrant Center Quadrant Right Quadrant
(Plenty of Fish, Feeld) (Bumble, CMB, OKC) (Hinge, Leauge, eharmony, match.com)

* Brand Promise: Fast, no-strings, e Brand Promise: "Designed to e Brand Promise: Moderate
high-volume connections be deleted” - find your approach - appeals to broad
e The Problem: Deeply entrenched forever person audience
in hookup culture with smaller, e The Problem: Entire identity e The Problem: No clear
less engaged user bases. POF built on commitment and differentiation. "Women make
built on "free = low quality” marriage outcomes. Going first move" (Bumble) or
perception. Feeld serves niche casual would alienate core "quality over quantity" (CMB)
(open/poly relationships), not users who chose them aren't positioning statements.
mainstream casual dating. specitically for serious intent. Can't suddenly own "casual
Bottom Line: Lack scale, Bottom Line: Can't be "no but intentional” credibly.
resources, and brand equity to pressure” when brand Bottom Line: Middle
credibly reposition as "quoﬁlfy promise is "tind the one.” positioning means owning

casual.” nothing specitic.

The Strategic Reality: Tinder moves ONE dimension (add quality to casual). Competitors
must shift TWO dimensions or abandon their identity entirely.




QO

e ® _‘ APP FATIGUE
| 1.6Bo|c1||y swipes .
Wh C urrent 00 swpes persessn g
Da 1 g A ps
TEXTING DEAD ENDS
WOI‘ mg? L ——

MEET
ALREADY?"

messages
Ghosting is the norm

Users want to skip the n—
digital friction and meet in CRAV]NG IRL OPTIONS

real life. |
74°/o prefer meeting IRL

Want authentic interactions
Tired of edited profiles

"INEED TO SEE
IF WE VIBE"

Sources: Business of Apps 2024, Pew Research Center 2024, Morning Consult Gen Z Survey 2024



IRL Dating Events: Growing Trend, No Clear Leader

Competitors dabble in IRL events but haven't scaled or integrated them:
APP What They Do Price The Gap

Bumblr IRL Sporadic events, no schedule Free No app integration

The Leauge Small exclusive mixers $35-50 Limited scale, elitist

Speed Dating Traditional 3-min rotations $30-45 Dated format, no tech

Eventbrite User - created events $25-40 No verification, inconsistent

Tinder Events Integrated app experience $20/$10 /FREE National scale + integration

What's Missing: Tinder’s Opportunity:
X National scale with consistent quality
X Product integration (event — match flow)
X IRL data to improve algorithms

v/ First to combine scale +
integration + data




User Segmentation: Target Audience

Where do the 82% ot singles seeking casua

but quality connections go? Currently, nowhere.

"Alex” (M, 28)
- Burned Out
Swiper

‘Jordan” (F, 26)
- Reluctant
Dater

"Stacy” (F.29)
- Relationship
Seeker

"‘Casey” (M, 29)
- The Social
Butterfly

‘Kevin" (M, 31)
- Marriage
Minded

"Rachel” (F, 30)
- The Settling -
Downer

‘Morgan” (F, 27)
- The Authentic
Seeker

High Quality,
Relationship
Focused

Hinge, Bumble
(competitors
own this)

eHarmony,
OkCupid
(competitors
own this)

Match, The
League

(competitors own
this)

High Quality,
Experience
Focused

"90 MATCHES, ZERO

DATES”
->
Needs: IRL
fast-track

"FIRST DATES
STRESS ME OUT”
->
Needs: Low-
pressure groups
settings

"WANT
COMMUNITY, NOT
JUST DATES”
->
Needs: Social
experiences

"TIRED OF
SUPERFICIAL APPS”
->
Needs: Real
connections
without pressure

The Heality: Hinge, eHarmony, and The League serve the 12% seeking marriage. The remaining
82% want quality casual dating - yet no major app serves them. We fill that space.

Sources: Pew Research 2024, Morning Consult 2024, Match.com Singles in America 2024




REPOSITIONING TINDER:
FROM TRANSACTI NTENTIONAL

The Perception Problem "Casual But Intentional”

X "It's just a hookup app’ v Low pressure, high quality
X Shallow, low - effort v Meaningful connections
Interactions without commitment pressure
X Swipe culture = disposable. Repositioning v Authentic chemistry,
connections verified people

X No investment in outcomes v Real-world experiences

X Transactional mindset V" Intentional presence

Brand Associations: Brand Associations:
Casual, superficial, low commitment, Approachable, genuine, fun, safe,
no follow -through community -driven

"Find Your Spark”

The Strategy: We're not abandoning casual - we're elevating it. Casual doesn't have to
mean shallow. It can mean authentic, pressure-free, and real.




RSVP in app
Priority access for premium
users

I!‘tﬁ‘)d“ﬁﬂg‘: o s
Tinder Events

Attend casual mixer or activity
Meet people naturally, no

. . pressure
Curated, intimate IRL meetups Check in with QR code (verify
where verified Tinder users attendance)
connect in person first, then match See who you vibe with IRL

digitally afterward.

Post - event swipe deck unlocks

T . Swipe through people you MET
. o on: Meet “.{L first, Match if mutual interest
match digitally after. Chemistry

. "You both went to [Event
before swiping. Name]l



PRODUCT FEATURES: SEAMLESS INTEGRATION

Tinder Events integrate directly into the existing app experience - no separate platform needed.

Events Tab Event Details Post-Event Matching

Rooftop
Summer Mixer

Events Near You
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Discover upcoming events, check View event info, see real-time Swipe through people you met
availability, RSVP with priority capacity, browse attendee list [RL - same interface, smarter
access (post-RSVP) matching

Simple, intuitive, integrated - if you know Tinder, you know Tinder Events.




Pricing Strategy: Tiered Access

Events create clear value ditterentiation across tiers, driving premium upgrades.

Tier Event Price RSVP Access Value Prop.

Free Users $20 per event General access (last) Sample events, pay as you go

Tinder Gold

10 per event 7 day early access Save 50% + better selection
($14.99 / month) $10p y eary

Tinder Platinum o First access to all live Guaranteed access +
Free Unlimited o
($24.99 / month) events unlimited

The Math: .
The Strategy: Platinum pays
Free user: 2 events/month = $40

Tinder Platinum: $25/month = Unlimited events + all premium for ltselfafl:el'.z o
features events/month - making it a

o | | o no-brainer for active users.
$ Savings: $15/month + Super Likes, Rewinds, Priority Messages




ok & Feel Like

Event Types:

e Casual Mixers: 50 people; Open bar /lounge venue; 2-3
hours; free-flow mingling

o Activity-Based: 30 - 40 people; built-in icebreakers; (ex:
bowling, trivia, cooking classes)

 Seasonal Specials: Varied events; (ex: Valentine's mixer,
Summer rooftop series, Holiday parties)

Create i . | i — Event Principles:
experiences _ > unf N f e Intimate: Max 50 people (not overwhelming)

o T LR e Casual: Approachable vibe, not overproduced
worth talklllg - = o Safe: Security present, ID verification required
about - where ’ o e Inclusive: All genders, orientations, identities welcome

T  Exclusive: Limited capacity creates scarcity
peﬂple want to Vg » Frequency: 2 events per month per city (one every 2

show up and - — weeks) to maintain prestige
want to return. =<



Go-to-Market Campaign
"Find Your Spark”

"NO PRESSURE. JUST — \ "REAL CHEMISTRY
POSSIRILITIES” LET'S SEE WHERE THIS GOES. HAPPENS IN PERSON”

Content Themes: Visual Identity:

@
‘7 e Warm, candid .
C reatl e photography (real E\e’ﬁ{:]t dc_jat e\/—lcs)gégn%s

moments, not staged)

]) ® ® ® Attendee testimonials
e Tinder gradient with -
lPECtlon. earthy accents g ;n?géuna;% met
e Authentic, relatable tone e FOMO - driven
countdown content

The Message: Dating should feel exciting, not exhausting. We're bringing back the spark - IRL.

Sources: Pew Research 2024, Morning Consult 2024, Match.com Singles in America 2024



Go-to-Market Strategy

O dia

In-App:

Push notifjcations: "New: Tinder

Events

Homepage banner

Events tab in main navigation
Profile prompts

Email:

Personalized city invitations

Event reminders (48hrs, 24hrs,

4hrs before)
Post-event follow-up

Social Media:

[nstagram: Feed posts, Stories,

Reels

TikTok: Event recaps, UGC
content

Twitter: Live event coverage

Total Cost: Free

Paid

Meta Ads ($600K):

Carousel: "What to expect at
events’

Video: 15-sec event highlights
Retargeting: Users who viewed
but didn't RSVP

TikTok Ads ($300K):

PAuthentic creator-style content
"POV: First Tinder event’
Gen Z targeting

Other (S600K):
[n-app promotion budget

Podcast sponsorships (Phase 2+)

OOH wild postings (Phase 3)

Total Cost: 1.2M

Press Outreach:

e Tech: TechCrunch, The Verge,
Wired

e Lifestyle: Vogue, GQ,
Cosmopolitan

e Local: NYC/LA city magazines

Goal: S5M+ earned media value

Influencer Program ($300K):

e Micro-influencers (10K-100K
followers)

e Seed first events with creators

e Authentic event recaps

o Amplify best UGC content

Total Cost: 300K

>




Phase 1 Launch Plan (First 6 Months)

Week 1 Week 2-3 Week 4-6 Month 3 Month &
| | | | | |

Pre-Launch Launch First Events Momentum Building Mid-Pilot Review Go/No-Go

Press briefings Monday: Press release  Events happen in NYC * Share social proof e Analyze Phase 1 e Review against
(embargoed) goes live & In-app & LA content data success metrics
Influencer announcement (banner,  Capture content » Launch second wave e Adjust format, e Present findings to
outreach & push, email) (photos, videos, of events pricing, frequency leadership
invites Tuesday: Social media testimonials) » Retarget users who  Double down on « Decision: Proceed
Final product campaign begins e Deploy post-event viewed but didn't what's working to Phase 2 or pivot
testing Wednesday: Paid ads surveys RSVP , Kill what's not

launch « Monitor RSVP rates, « Iterate messaging

Friday: "First event this attendance, NPS based on learnings

weekend" reminder

Success Metrics:

"4 RSVP rate >10% of active users If metrics hit & Proceed to Phase 2

4 Attendance rate >65% If metrics miss = Pause, iterate, or kill
"4 Post-event NPS >+40

4 Premium conversion >20%




PHASEKE 1

MONTHS 1-6 | $518K

Scope: 2 cities (NYC, LA); 24
events, free access

Goal: Prove demand exists

Key Metrics:

e RSVP >10%
e Attendance >65%
e NPS >+40

B Gate:
e Hit Metrics = Phase 2
e Miss — Kill

PHASE 2

MONTHS 7-18 | $2.01M

Scope: 5 cities; 150 events;
Pricing: $20/$10/FREE

Goal: Scale operations, drive
premium growth

Key Metrics:

e Conversion >25%
e NPS >+50
e Fill rate >85%

B Gate:
e On Track = Phase 3
e Behind — Optimize

STRATEGIC ROLLOUT: VALIDATE, BUILD, SCALE

PHASE 3

MONTHS 19-30 | $2.01M

Scope: 20 cities; 600 events;
Sponsorships mature

Goal: Achieve profitability

Key Metrics:

e Profitable: Month 27
e 60K+ subscribers

e Break-even per event

B Gate:

e Profitable —=International
e Not = Cap at 10 cities

nent: $5.5M | Profitability: Month 27 | Clear kill criteria at each gate




UNIT ECONOMICS: PATHTO PROFITABILITY

Phase Cost/Event Revenue/Event Net/Event What Changes

Phase 1 (Validate) $7,000 $0 (free) -$7,000 Building proof of concept

Phase 2 (Build) $2,900 $1,595 -$1,305 Pricing + conversions begin

Phase 3 (Scale) $2,150 $2,000 -$150 Efficiency + sponsorships

Year 4 (Optimize) $2,000 $2,400 +$400 Profitable per event

Phase 1 — Phase 2: Phase 2 — Phase 3: Phase 3 — Year 4:

e Pricing introduced e Operational efficiency (venue e Scale economies

($20/$10/FREE) partnerships, bulk rates) e Organic marketing (word-
e Premium tier conversions kick in e Higher premium user mix of -mouth)

e In-house operations (lower e Sponsorships mature e Premium mix reaches
costs) ($600 /event) 65%+

The Model: Events operate at a loss initially but improve dramatically each phase.
By Year 4, events are profitable per unit - but the real value is subscription revenue
(E)letailed next slide).
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Ticketed events

subscription upgrades Sponsorships

traditional, but 1.8x higher LTV).

PHASE 2 REVENUE BREAKDOWN @

[$1,595 PER EVENT]

Event Tickets: Subscrip. Upgrades:
$375 (24%) $1,220 (76 %)

e Free users: 10 people x e Free = Cold

80% $20 = $200 conversions: $360
e Cold users: 17 people x e Free = Platinum
$10 = $175 conversions: $300

e Gold — Platinum
conversions: $560

PHASE 3 REVENUE BREAKDOWN
[$2,000 PER EVENT]

Event Tickets: Subscrip. Upgrades: Sponsorships:

- iv: 75% of event revenue $300 (15%) $1,100 (55%) $600 (30%)
comes from premium subscriptions, o Fewer free o Higher . Dati%nil |
not tickets. Events are a subseriber HSETS 9 conversion rand deais
o oy . . remium rates, mature (drinks,
acquisition engine - cost per subseriber (Y E funnel ifestyle
via events: $190 (vs. $50-80 brands)




Investment § Returns: The Complete Picture

Investment 3-Year Returns

Year Amount Focus Metrice Amount

Year T $518K Validation (24 events, 2 cities) Direct revenue (tickets + sponsorships) $7.3M

$5.5M
Investment

Year 2 $2.01M Growth (150 events, 5 cities) New premium subscribers 29,000

->

$23M
Value Created

Total $5.5M =4.2x ROI Total Value Created $23M

Year 3 $2.01M Scale (600 events, 20 cities) Subscriber LTV (3-year value) $15.7M

Where the Money Goes ) ) o Breakeven Timeline
e 35% - Marketing & user Think of events as subscriber acquisition: . Monthly profitable:

acquisition . $190 cost per subseriber (VS. $50—8O Month 27 (Year 3, Q3)
e 25% - Event operations traditional), BUT 1.8x higher LTV ($54O e Cumulative break -

(venues, staff) even: Month 45 (Year
. 18% - Engineering & vs. $300). We pay more upfront for 4, 02)

product | better long-term customers. e Year 4 projected profit:
e 22% - Operations team & $2.5M

HQ




Success Metrics § Expected Impact

Brand

Perception Shift:

Bu

Business Outcomes:

By End of Year 3:

e 29,000 new premium subscribers
(Gold + Platinum)

e $6.8M incremental annual recurring
revenue

e +$400K annual profit (events
division)

e 4.2x ROI on total investment

« Competitive moat established
(first-mover at scale)

)act

Engagement:

e 38,700 attendees experience
Tinder differently

 Event attendees 40% more likely
to stay active at 90 days

o Higher match quality from IRL
chemistry data

e -25% in "hookup app” association

e +30% in "'meaningful connections’
association

« Net Promoter Score: -52 — -30

(approaching industry average)

Market Position:

e US market share stabilization
(prevent further decline)

« Category leadership in "IRL dating
experiences’

e Earned media value: $5M+ in PR
coverage

Satisfaction:

e Post-event NPS: +60 (vs. app
average of -52)

 "This changed how I see Tinder" -
consistent feedback

e Community -building: users form
friend groups, not just dates

Long-term (Year 4-5):

e Path to $25M+ annual profit
e International expansion ready (UK
Canada, Australia)

Competetive: Product Improvement:

e Differentiation from Bumble, Hinge
(hard to copy)

e 1+ year operational head start

e User loyalty through exclusive

experiences

« IRL behavioral data improves
matching algorithm

e Better recommendations for ALL
users (not just attendees)

e Reduced time to meaningful

connection '
®
e v ~

Th ire: Events aren't just a
feature - they're a platform for
Tinder's transformation from
"hookup app" to "where real
connections happen.”




Mitigating Risk: Anticipating Objections (1/2)

Conecern

Our Mitigation Strategy

"Subscription conversion assumptions
seem optimistic”

Sensitivity analysis included: Even at 20% conversion (vs. 35% projected), we
still break even by Month 30. Bumble IRL events see 25-30% premium
conversion - our assumptions are grounded in comparable data.

"What about safety and PR risk?”

Multi-layered protocol: (1) ID verification in-app AND at door, (2) Security
staff at every event, (3) Zero-tolerance code of conduct, (4) 24 /7 incident
hotline, (5) $200K/year insurance, (6) Legal waivers before RSVP.

“Bumble will just copy this”

First-mover advantages: (1) 1+ year operational head start, (2) Exclusive
venue partnerships (contracts), (3) 75M user base = better scale, (4) IRL data
improves our algorithm first, (5) By the time they launch, we're iterating on
v2.0.

Continued on next slide >




Mitigating Risk: Anticipating Objections (2/2)

Concern

Our Mitigation Strategy

"What if it doesn't scale beyond pilots?”

Clear kill criteria: Phase 1 costs only $518K. If metrics miss (RSVP <10%,
attendance <65%), we kill it. Even stopping after Phase 2 = 10K+ subscribers
worth $5.4M LTV - still positive ROL

"Engineering resources stretched

Phased allocation: Phase 1 uses contractors (zero core team impact). Phase 2
needs 2-3 engineers IF Phase 1 validates. Ring -fenced as separate team. If falils,
team returns to core product.

"Opportunity cost - better uses for
$5.5M?"

Strategic necessity: US market declining (40% of revenue at risk). Performance
marketing can't fix perception. This is repositioning + subscriber acquisition.
Comparable: Bumble spent $150M on brand - we're asking for 4%.

The Bottom Line: This is a calculated bet with elear validation gates, not a blind gamble.
Every concern has been anticipated and addressed with specific mitigation plans.




WHY TINDER EVENTS? WHY NOW?

The Problem is Urgent The Solution is Validated

e US market declining -10% YoY DAU e 82% want casual but meaningful

« Competitors gaining ground connections

(Bumble /Hinge) o IRL dating trend growing (speed
dating, mixers up 40%)

e Perception crisis blocking growth . g ©
e 40% of revenue at risk if decline Tinder Events aren't just » No major app owns this space

continues aboul meetln people - o Users explicitly asking for this
they're about
transforming how

The Opportunity is Now people see Tinder The Investment is Smart

e First-mover advantage window closing

. $5.5M over 3 years (manageable)
gﬁgaetltors will copy - but we can be 1+ years Dhcod with clear kill critets

e Post-COVID: IRL socializing rebounding ‘Bl-ZXkROI potbent\i(al ;
e Gen Z values authenticity over perfection NI =EWEIT Dy Selr

From "just a hookup app" to "where real connections begin."




Any

Questions?




- APPENDIX: SOURCES

e Business of Apps - "Tinder Revenue and Usage Statistics (2024)" businessotapps.com/data/tinder-statistics/
e DemandSage - "Tinder Statistics and User Data (2024)" demandsage.com/tinder-statistics/

e Pew Research Center - "Americans' Experiences with Dating Sites and Apps (2024)" pewresearch.org/internet/dating-and-
relationships/

User Behavior:
e Morning Consult - "Gen Z and Millennial Dating Preterences Survey (2024)"
e Match.com - "Singles in America Annual Study (2024)" singlesinamerica.com
e Stanford Social Psychology Lab - "Online Dating Communication Patterns Study (2023)"

Brand Perception:
e Wells Fargo Consumer Survey - "Gen Z and Millennial Dating App Usage (2024)"
e MeasuringU - "Online Dating Benchmark Study (2024)" measuringu.com/online-dating-benchmark-2024/

e Stanford Medicine - "User Satistfaction with Dating Apps (2023)" med.stanford.edu/news/insights/2023/07 /satistaction-
with-tinder

Competitive Analysis:
e Competitive market analysis based on app store features, public event calendars, and competitor websites (Bumble, Hinge,
The League, Eventbrite) accessed December 2024
e Speed c?o’ring industry pricing research - SpeedDating.com, CitySwoon, Pre-Dating (2024)

Financial Modeling:

e Financial projections based on comparable product launches (Bumble BFF, Hinge video prompts) and internal unit economics
modeling

e Subscription conversion benchmarks from dating app industry reports (2024)

This case study was developed for portfolio purposes. All data is from publicly available sources.




