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Loneliness

Fun fact:

Gen Z Al users use Al for emotional
companionship due to
Do you know how much
are doing this?

Constant as the Stars

P06 Problem —hizi@= 94
PAERIRIE, BEHEIES TASKRST™m, SHE.

A Target B2C Customers

Our B2C targeted customer is:

Urban Millennials IN Europe

Why? Pain Points —> Polaris Solutions
+ Need something to satisfy their emotional demands

* Need to interact with people

« Our Solution: Podcast that focuses on connection and emotion. Meeting their
unmet demands.

Constant as the Stars

P19 Target Customers —BEiFE#EEI R
BRG], SHkr-mBERER——BMTE—, ik,
AEH.

Polaris City Echoes Podcast
Product Feature 1

Interactive Emotional Release

City Echoes

Stories, Psychology, and Rain

Format:
Intro: Sounds of a ticking clock and city traffic
fading into a soft jazz track.

Segment A: Reading 2 letters from audience
that contains their story.

Segment B: The host discusses the psychology
behind the stories and provide emotional
support.

Outro: A 5-minute rain sounds to help the
listener sleep.

P11 Product Feature —= R =S 813k
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% Financial Statement
tem 2026 2027 2028 Total population of Europe: ~735 Million People
EU+UK Market: ~515 Million People

o EE - 40000 80000 200000
K EF| B2 In Western Europe, the millennials bracket typically represents 20% of the

Website: 000 £000 10000 total popuiation.

Legal & Insurance 8000 10000 14000 515M * 20% = ~98 Million

RaD 000 000 000 People who live in urban areas and have deposable income: 75%

o w000 000 ao 98075735 Milion

il Wellness Adoption: According to 2025 consumer trend reports,
Hosting 10000 18000 26000 approximately 30-35% of European Millennials actively identify as
Editing 10000 16000 23000 *Conscious consumers® who prioritize mental health and emotional values
Total Addressable Market: 73.5M * 0.35=25.7Million
‘Sound Desig 6000 8000 14000
e eeon Serviceable Obtainable Market: 25.7M * 10% = 2.57 Milion

hiad 88000 147000 302000 Assuming 10% will choose a podcast product, conversely.

Platform Feos/Listener 1 1 09

o 50000 150000 350000 OUr Salles in the first year is 51500, which is a very realistic prediction with

2% of SOM, other products typically has 3-5% of SOM.

Subscribers (3%) 1500 4500 15000

Subscribe Foe/Month 5 5 5

AD Revenue/Listener/Month 15 15 15

Total Revenue 62500 247500 600000

Profit 31000 93000 271500

Profit Margin 22% 308% 1%

APP Partnership. 3 6

- Constant as the Stars
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Loneliness

Fun fact:
Gen Z Al users use Al for emotional
‘companionship due to
Do you know how much
are doing this?
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What's the difference between 2
us and toy pendants on the marketse

1. Unlike classic Tamagotchi for solo raising, our product supports remote pairing.
Users can connect with family or friends, letting pets interact and share care reminders
to create shared companionship. 9

2. Different from pets growing only via virtual feeding, our product uses satellite Q.—:
positioning to record steps and outdoor tracks. More outdoor activities help pets unlock
rare forms, linking virtual raising to real life.

3. Unlike traditional Tamagotchi that only respond to buttons, our product has emotion-
sensing functions. It can judge users’ moods and actively comfort them through changing
expressions and behaviors.

4. Unlike old Tamagotchi that vanish after neglect, our product supports memory
storage and generational inheritance. Users can pass down pets’ personalities and
memories to new generations.

p4 Difference Introduction——F=RZLERUN B

MIMERBFEYRTESEREENE, FIHATEOKIRR
NgE, AR ORSEA,

Target customer: )

1. Primary Customers: Children aged 8-14 (Primary & Middle School Students)
Typical example:

A 10-year-old primary school student who likes cute cartoon characters and pixelistyle
games. They feel bored after finishing homework, and hope to have a small interactive toy .+
to keep them company. They also enjoy sharing their pet’s growth with classmates.
Survey finding:

From our questionnaire, 75% of surveyed children said they would like to raise a digital pet
with lovely appearances, and they are willing to accept a pocket-sized pendant toy.

2. Secondary Customers: Yo ple aged 15-25 (Teenagers & Young Adults)
Typical example:

Ahigh school student or university student who often feels lonely and stressed from study.
They need a small device to relieve anxiety; they also care about product appearance and
hope to have a unique gadget different from others.

Survey finding:

68% of young respondents mentioned that traditional Tamagotchi is too old-fashioned,
and they expect more innovative functions such as real-life linkage and remote interaction,
which are exactly what our NOVA provides.

p9 Target Customers——BiFRAP S BS
KoEREBGAF, FRMEZEFEZOEEHER,

Some real survey reports for you: “

—Equestion W= Which do you prefer to do
8 on weekends: stay at home
or go out?
‘ ' Have you ever heard of

electronic pets before?

Market Share Comparison
©
o
4 -
cagetioph

—
P T —
ool S i i o]

p5 questionnaire survey——F P{RIFiREH
HTERAFEIFEN, RNEIAPRX, MErmiRitE
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Marketing&Sales Channels: w
Reach Your Audience W)

Omni-channel
Layout ®

Prectice Audience

Channel Strategy
Targeting

G i * Focus on high-
Dot Customise nline: Short video performance chammcls
profile n'v"u:ﬁllﬁf T Ry, first, then expand
targeted ads
% Decal derotand Offline: Experience events, 5
-ply unde: user Y 3 D + Keep consistent brand
'ain points oc. commumnity = e Eiie

cooperation
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Comparison of Existing Water Play Solutions

PROBLEM OF :
MARKET :

Discover, propose, improve

P04——Problem of Market TP E S
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Splashes

TARGET CUSTOMER
RESEARCH & ANALYSIS

Core Needs Summary
Low-cost investment

High entertoinment experience
Feadbie and versatilo use

P09——Target Customer Analysis BB P21
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splashes.

PRODUCT E=
No inflation required; frame locks
Foldable Frame «automatically for setup
Kids' Slide Detachable / inflatable small siide mounted at

pool edge
Global mastot oo of portoblo pwdmming ool Inflatable Stairs External inflatable steps for easy entry/exit

. Anti-slip texture/pads on pool i
Anti-Slip Surfaces e R I,

in
shallow zone

1.5-2 inch valve connects to standard garden

Large Drain Valve s

Filter Pump pump

3 - Uy-stabilized fabric resists cracking from sun
Anti-UV Material J

'3 & '3 Folding frame, slide, inflatable stail
’f(’ ’tf{ 'pf '?-1? water depth - all saifety and pl
L

P06——Product Features &= S45@INEE
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MARKETING PLANNING

Data-driven, phased, and targeted

Brand promotion
msmfmswmwmmmuamuw , using

Promotion methods

Wsmmw
‘comping commnitios, offline axporience octivitios

Pricing strategy

Affordablo) High voluo for covaring tho
 pricing omphostang high monoy, covering

P10——Marketing Planning Al A%
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Specoat——gﬁﬁiﬂm Y&
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Specoat -- Company 20

ADAPTIVE &? DETACH. PACK. RESPOND.
PROTECTION o | 2" -
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_ specoat
The Problem:
Weather Gear That ECRRORILIY
% Massive market gap for
ffordable, stylish, adapti
Works Against You e i
@ Noded
i Nades Smart Features
| Ventilation Lacks necessary
Poorvau_'ﬂow, modern capabilities
rerslncnve \;‘\‘?
L2 =
[ ]
Student Survey Date 3
78%D\scomon ® Node2

g Product Weight Adaptive, Smiart &
Co oo heavy for dally use Modular for Active
//_,_)_“ Lifesty

P04——Problems Investigation [EREiFH
miRERIEE, EUAFPHER, HEFmE.

[Ispecoat
Who Is Specoat For?
PRIMARY AUDIENCE SECONDARY AUDIENCE
ACTIVE STUDENTS YOUNG URBAN
(Aged 13-18) COMMUTERS

) Long commutes to school
Style that fits identity
All-day comfort

£ Multi-modal transport
© Smart professional style
Tech for daily use

SECONDARY AUDIENCE USER INSIGHT
OUTDOOR Toox
ENTHUSIASTS 85% of students want
: "techthat helps me,
Weekend adventures = — 85% ) notjustlooks cool "
7 Performance focus Specoat delivers.

/) Versatile protection

P10 ——Target Users B{xFF$iE
NFERINgEH R, BENESHRBEIRAF,

One Coat,
Endless POSSIbIIItleS

The Solution 1 dspecoat
' Smart Temperature
Adapts to Your Body & Environment
Control
90%
B 72% The overheating-in-classrooms,
—E 6% freezing-outdoors problem ends here.
8 Traditional Specoat uses phase-change fabric
oyl /,\\ o ey that automatically adjusts warmth
§ Q/ based on your body heat and
Specoat with s

§ Phase-Change Fabric surrounding air temperature.
B
0%, 20% The result: you stay comfortable from
(5! the bus stop to the classroom to the

o sports field without ever needing to

Bus Stop. Classroom Sports Field layer up or strip down.

Condition (Bus Stop -> Classroom -> Sports Field)

P08——The Solution IR =
HFTRER, AR ER

specoat

How We'llReach You . schoolPop-upsaciubs

Direct student engagement with
on-campus trials.

- School Pop-ups & Clubs

Direct student engagement with on-campus trials.

1 Social Influencers

@) Leveraging Instagram and TikTok
=" through student advocates.

riin Partnerships ~
n [— Local gearshopsandPE (),
departments as key partners.

s, TryBefore You Buy
/7 Letting students test comfort in
real rain to build [ TRUST
Sales Flow

Pre-orders via school portals + limited
seasonal drops to build (EXCITEMENT,

PRE-ORDER VIA SCHOOL PORTAL

P11——Market Promotion iz Ei&
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