Invest in LYC Products

We connect people and companies to wellness
activities, services and produets.
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Why you may want to invest in us...

Qur team has decades of relevant business experience including working in
start-ups.

The wellness econemy is aver $4T annually and growing worldwide

Our product supports every companies’ sustainability goals and their
workforce wellhess programs.

77% of people today say wellness is very important to them which strengthen
our idea of LYC.

The Pledge supports the Culture of Health for businesses championed by
Harvard and RWJF.

We will have multiple revenue streams such as premium features and
membership/ partnership fees.

Please download the app & join the community whether you invest or not.
You will make a difference!

Why investors ¥ us

VE RAISED $161,000 SINCE OUR FOUNDING

First, I have invested in several prejects with Anthony and I have made money
on each investment.

I have been daing business with for 30 years Anthony and he is a hardwerking
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Anthony has been developing this idea for several years and when he

explained the growth of the wellness cconomy and the market niche, he was
targeting it was clear to me that his business madel was sound. Third, there
are major companies and foundations working on conneeting businesses to
wellness for their employees, customers, and the communities the operate in.
Wellness is elearly on the radar of many people and businesses. Finally, the
current times demonstrate like the
LYC Pledge community. I believe this is great product coming forward at the
perfect time!

m’f‘ that there is a need for produu:s

read less
Timothy J. Rand President - Midway Airport Concessicners

(NSRS L8 INVESTING $10,000 THIS ROUND & $125,000 PREVIOUSLY

I have known Anthony since 1973, when we played high school baskethall v
together. Since then Anthony has overcame many life obstacles to hecome the
man he s today. I myself retired from the Chicago Police Department as a
supervisor (Sgt). T once was on patrol one evening and responded to an
assignment in which Anthony was the building cwner. The tenant had a

complaint that the management company wasn't handling in timely manner.
mentioned this to Anthony when I seen him (being he lived in my area of
patrol) and I'was impressed as to the effort and commitment he went through
to solve his tenant problems. This was impressive to me knowing that he could
have easily d more

his building... r
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Anthony Ferguson

Founder/CEQ

Iam committed to building businesses and the community. My experience as
entreprensur for the past 30 years combined with my lifestyle has developed
the skillset necessary for my current position at LYC. Most of all, I love helping
people!

Blair Bolden
Advisory Board member
Blair has been part of 2 suceessful exirs from startups.

in

Ronald Giles
Director of Operations
Develeped a public charter school from the ground up!

Pierre Joubert
Business Development advisor
Successfully exited from a start-up Pierre co-founded in South Africa.

in

O. Alexia Hall

Branding and Marketing Director

Develeped a branding and marketing plan for ShareBank that both the
customers and the community opplavded!

in

Downloads

Our Story The idea!

Over a decade ago, our [ounder, Antheny Ferguson, began developing the LYC Pledge
goals. It bogan with the search for an idea that would make healthier p@oplo and
communitics. Anthony discovered that wellness was the pathway for both people
and communities. In August of 2018 we started a company to build the platform
and app!

By November 2018 we had an app development plan and business
model.

Business Model:

It’s about Connectivity
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IN APP . Multiple Revenue Streams

Advertising
InApp Purchases
Premium Features
Workforce Wellness
Parinerships
Suharonne
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First version of the app ready August 2019!
With the help of our development team we developed The LYCPLEDGE App.

At LYC (Love Your Community) we built a community platform where people make
themselves better by participating in wellness activities. In the app you can create both
public and private groups which allows you to join others who can help you become
happier, healthier, and more connected. Companies and organizations can create private
and/or public groups to promote and support workforce wellness as well as enhance

corporate responsibi]ny and community engagement efforts.

1 pledge...

= Activity Feel
* Give Back # Be Courteous
All ® Give B @ Mother Earth ¥ Shop Local Best Health
*+ Be Social 7 Music
Open Mind @ Best Health

My Activities

% Best Health
Better Health

Dr. Weil video on better sleep
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In September 2019 we launched beta testing.

Groups

Creste or find your tribe with groups

Taar -

Your Groups
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Brandon Passley
pond in musable Strsws

= mothac tartn
Switch to reusable straws

e best reusable svans of 2019
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‘We learned from our beta testing that the platform can support not only individuals in the
wellness journey but also support companies' social responsibility and wellness programs.
We also found that the platform supports the mission of many non-profits. The pledge
helps companies get their employees and stakeholders to live their mission and corporate
gozls. In essence we are using human activities to improve the bottom line for both
companies and people.

Our target market and potential revenue
From our research we learned that the global wellness economy is about 4.5 trillion U.S

dollars annually and growing twice as ast as GDP. We believe this provides plenty of

potential customers.

Potential Revenue

Global Wellness Addressable Potential
Markets 2017 U.S. Markets Revenue
$ 168 Billion Members' Growth Chart
Fitness and Mind THESE. AND ARE NOT GUARANTEED.
Body Sector: o
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— Platform Revenue Projections

e $1.00 s15: s2.00 $2.50

Revenus. smm‘ $37.5m) $100m| $250m

The competition!

We believe that social media platforms are our biggest competition because they have

users and group features. Because LYC is centered on human activities by our users we

believe that LYC can co-exist with the social media platforms. There are many wellness

apps but none with a holistic wellness lifestyle approach to wellness to build 2 community.

In June of 2020 we completed the development of our web portal for
group administration.

Through beta testing we learned and developed a dashboard for group administrators to
make managing large groups easier. After pitching the app to companies and non-profits
we received great reviews, but we recognized we needed the app to be more user friendly

for large groups.
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Now we are marketing the app and developing version 2.0!

We are ('urr(:nlly growing the community by partnering with companics and markming ta
consumers via social media, We will use the money we raise to increase cur marketing
budget and add some new features to the app. Please go to WW’W‘JXCEICdgE.COHl and
download the app!

Thank you for reading our story and sharing your time with us. Please watch the
video below and see LYC at work!

m Waorkforce Wellness Made Better!
< )

Investor Q&A
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What are the biggest risks? If you fail, what would be the reason? What has
to go right for you to succeed?

QOur biggest risk is not getting enough funding and corporate users to drive user

to the consumer

e users o reduce our mar

We

ng cost. Marketing direc
ng their incentivized

s to the platform so that we have time to grow our partnerships to create our

ed Corpora

is very costly. We also need companies and organizations to
people tot

Ne believe users will want incentives like

marketplace which will incentives our users.

discounts on purchases. We will alsc fail if we don't raise enough money to get cur

gators of

message out anc if we don't connect with the corporate users to act as our agyr

5. We know there are consumers and

use the

already incentivized us npanies that wi

platform, but getting to them is our biggest risk
What do you need the most help with?

f all. Investors that have

'We need money and access to potential corperate users most of
1li

networks with many cennections in corporate America and willing to share their networks

would help us greatly.
What would you do with the money you raise?

We will use the funding to add couple of features to the app and the balance inte

marketing, office expense and last salaries. Depending on how much e raise, adding

people to the team is needed alsc. Increasing our marketing efforts and adding new apps

features are our priority.

Who is your most attractive investor?

‘We want investors who understand that human activities can drive healtheare cost down
and improve communities; and that both are good for businesses. Further, we want

investors that understand the need for businesses to be involved and invested in their
employees and the communities where they do business. We want investors that believe

business should play a big rele in increasing wellness for all of its stakeholders!

How has the pandemic affected your plan?

ecent surveys suggest our plan has been strengthen by the pandemie. One survey claims
that every brand now needs to behave like 2 wellness brand, and wellness will inereasingly
and no longer be the sole preserve of wellness brands. This new global survey (7.000
consumers in 14 countries) by advertising giant Ogilvy explains the why. It asked

consumers how important wellness is for them now and what actions they expect brands to

take to help them improve their wellbeing—and net just for more obvious sector

or travel but even for care and financial services.

Here are some of their many interesting findings:

+77% of people say wellness is very or extremely important to them.
+ 80% want te improve their wellness.

- 73% say all brands need a wellness strategy as part of their core mission.

Based on the above we think our product is very timely.

Investors Founders

Say Hello




