The Muslim consumer
brand that earned a DLENN

° DEENIN started with The Wudhu
g I 0 b a I fo I I OW I n g Socks, grew into a multi-category

lifestyle portfolio, and now ships
to customers in more than 50
countries.
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' The Wudhu Socks™

=SS ABDEEZ Portable Prayer Mat
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Vision
We aim to establish DEENIN as the leading

lifestyle brand for Muslims globally by
integrating deen seamlessly into modern life.

MISSIOh

. To develop products and
experiences that support Muslims
in practicing their Deen across all
stages of life—from childhood to
parenthood, from first prayers to
final reflections.

2. To develop products and
experiences that seamlessly
integrate deen into every part of
the day—from Fajr to Isha, from
work to worship, from the quiet of
dawn to the calm of night.

DEENIN



Islamic Economy:
$2.29 Trillion and Growing!

Over the past decade, the Global Islamic Economy ‘ l
has expanded from $1.62 trillion in 2012 to $2.29

trillion in 2022, supported by a global Muslim popula- $2.29T 2022
tion of nearly 2 billion and increasing demand for
products that combine quality, convenience, and

cultural relevance

This market spans key sectors including modest
fashion, Muslim-friendly travel, and media &
recreation.

$1.62T 2012
V’

Source: State of the Global Islamic
Economy Report 2022, DinarStandard
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The Numbers
Behind the
Opportunity

A young, fast-growing, and digitally
connected Muslim population and a
non-Muslim ethical consumer market
is driving demand for faith-aligned,
practical solutions

41% growth
since 2012

2 Billion
Muslims
globally

1..9 Million
Muslims in the
US (Pew,2022)

50+ Countries
reached by
DEENIN

Source: Pew Research Center
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The Problem Muslim Consumers Face

Daily Challenge
with Faith

Spaces Not Designed
for Muslims

Over 25% of the world’s population is
Muslim, yet modern life often hinders
full Deen practice — from finding
clean places to pray to making
Wudhu or teaching children at home.

Everyday places—like airports,
offices, schools, and malls—often
overlook Muslim needs. These
spaces can make practicing Islam
feel inconvenient, uncomfortable,
or even isolating.

Muslims: A Movement,

1

[ |

Low-Quality or ‘
VA

Non-Shariah-Compliant Not a Niche

iR . ‘ While mainstream brands treat

Many existing products are not Muslims as a seasonal market, we

specifically designed around Muslim see them as a permanent,

consumers' everyday needs. conscious class driving the next
wave of large, Muslim-consumer
companies.

DEENIN



Kids by DEENIN makes
Islamic learning fun with
educational products like
puzzles and affirmation
cards, fostering faith and
knowledge in children.

Fashion by DEENIN offers
stylish, modest accessories like
hijab magnets and under scarves,
blending modern style with
Islamic values for Muslim women.

Our Solution -
A Truly Islamic
Lifestyle Brand

Ebadat by DEENIN offers
premium Islamic prayer
rugs and gift sets,
combining luxury and
tradition to enhance your
spiritual experience.

ABDEEZ by DEENIN offers

innovative prayer and ablution

essentials for Muslims,
ensuring ease and Sharia

compliance wherever you are.
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Customer Strategy

DEENIN’s unique dual segmentation — by Lifecycle (age/stage) and Clock (daily routine) — lets us
serve multiple customer needs using a core set of products. This not only builds deep customer loyalty
but also drives sustainable, diversified revenue.

Clock-Based Bundles Revenue Model Aligned With

Lifecycle-Based Bundles Segmentation

Targeting spiritual and lifestyle needs Tied to daily worshipand Islamic Bundle Pricing Strategy
across ages: routine: - Higher AOV through curated Kits
Repeat Purchases
* New Mom Spiritual Care Kit: Spray, * Fajr Prep Set: Towel, Wudhu Spray, - Routine-based use ensures
Backrest Mat, Dua Cards Prayer Mat replenishment
* Revert Welcome Bundle: Socks, * Midday Mobility Kit: Portable Prayer Lifecycle Upsell
Prayer Mat, Tasbeeh Mat, Socks - Grow with the customer from kids
« Barakah Morning Routine Kit: Bidet, » Evening Reflection Pack: to parents
Affirmations, Underscarf Affirmations, Dua Cards, Cross-Segment Utility
Tasbeeh - One product, many revenue paths
| | |

Our segmentation isn’t just demographic, it's devotional and daily. This lets us sell the same products across different
needs, moments, and life stages, maximizing revenue and customer connection without overextending our catalog.

DEENIN



Value Proposition

How it Supports
Life Stage

Products evolve with user’s
lifestyle — from kids to parents to
elders (e.g. wudhu spray, socks).

Accessible to students, new parents,
working professionals

Enables users to uphold salah, taharah,
and gifting practices at every stage of
life.

Products serve new Muslims,
young learners, and diverse Muslim
identities globally.

Deal for life events — birth,
Hajj/Umrah, marriage, conversion.

Value Pillar

Practical &
Portable

High-Quality &
Affordable

Faith-Centered
Functionality

Inclusive
Appeal

Gifting-Ready
Aesthetics

How it Support daliy
Routines (Timeclock)

Supports users from Fajr to Isha
with portable tools for prayer,
travel, work, or rest.

Designed for daily use — durable
enough for repeated ablution, salah,
and travel.

Provides tools for spiritual practice
throughout the day (e.g. salah kits,
tasbeenh, bidet).

Universally usable products (e.g.
hygiene tools) fit into routines regard-
less of background.

Gifting around daily Islamic rituals like
prayer, dhikr, and learning becomes
more intentional.

DEENIN



DEENIN's Revenue Model

Shopify (D2C)

2 stores using 3PL (US) &
China) higher AOV, more
control over experience

@ Amazon (FBA)

70% of revenue
4dmarketplace optimized
PPC strategy

B2B Wholesale

Global distributors in 15+
countries, expanding into
MENA & Southeast Asia

Future

[ sus |
Subscriptions

Miswak kits, DEENIN Kids
monthly learning Kkits

DELNN

We're not just selling products, we're building scalable, repeatable
revenue channels globally

DEENIN



Launch referral
system for Muslim
lifestyle bloggers and
Islamic ecommerce
platforms.

Seasonal
Promotions
Run Instagram/Tik- Publish SEO-optimized
Tok/Facebook ads blog posts on topics
targeting Muslim- like Islamic travel,
majority geos (e.g. \ gifting, parenting, and
UK, US, Malaysia, cleanliness to drive
UAE) and diaspora. Tar ; ° organic traffic.
geted Ads r Ma rketl n g ‘ Blogs

Strategy

Launch Hajj & Ramadhan
campaigns and limited
drops around peak
spiritual periods.

Influencer Customer
Partner with Collaborations Relationship Build automated email
Muslim content Management flows, send weekly news-
creators and travel letters, exclusive promo-
bloggers to tions, and retarget existing
promote real-use customers through loyalty
scenarios. programs and personalized

product recommendations.

DEENIN



Launched The
Wudhu Socks
Started selling on
Shopify and
Amazon, marking
DEENIN’s first
breakthrough in
faith-based
e-commerce.

Amazon Global
Rollout

Expanded to 4
Amazon market-
places: US, UK, AU,
and CA. Fulfillment
centers estab-
lished in China and
the US.

Despite the challenges
of the 2020 pandemic,
our Travel Wudhu
Spray (TWS)
maintained steady
traction in the market,
a testament to its
essential utility and
consistent consumer
demand during
uncertain times.

2020 - 2022

Milestones

New Launches on
Amazon

Introduced key
SKUs including
Portable Prayer Mat
and Prayer Mat
with Backrest,
deepening the
purification &
ibadah category.

2022

DEENIN Store
Launched

A unified lifestyle
brand with a
broader
vision—faith-cen-
tered, practical,
and premium. DNN
Kids category
introduced with
Al-Agsa & Haijj
puzzles.

May 2023

In-House
Manufacturing
Begins

Established internal
production unit for
The Wudhu Socks
in Pakistan to
optimize costs and
improve quality
control.

Dec 2024

Strengthening Our
Foundation

We've focused on
streamlining
product lines,
reducing costs, and
resolving stockout
issues to enhance
customer experi-
ence. By launching
evergreen products
like the electric
bidet, we're build-
ing consistent sales
and long-term
stability.

2024 - 2025

DEENIN



Traction

10.4% Reorder rate across our Shopify storefronts,
o (o] .
demonstrating strong consumer |loyalty

50+ Countries where DEENIN products are already
sold though our sales channels

Customer acquisition cost decreased by 41% from

$6.59 CAC 2023 to 2024

DEENIN



Operational Highlights

Revenue Breakdown by Channel

Annual Revenue Gross Profit Margin*
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Q1 2025 vs. Q1 2024 Revenue Growth
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Shipped to 50+ Countries & Growing

JJ] Countries we
have shipped
products to

D Countries where
our products are
sourced from

DEENIN



Distribution of Funds

We're raising $500K to scale DEENIN’s growth in 2026 and beyond

B [nventory 45%

W Marketing 25%

M Tech 12%
Operations 10%
HR 8%

DEENIN



Tech as a Competitive Advantage

Challenges

@ Separate Shopify & Amazon inventory - Complexity & inefficiency

@® Manual, siloed order planning - Delays & errors

@® Stockouts & excess inventory - Strain cash flow
@ Limited differentiation - Disadvantage vs generic lifestyle brands Operational Impact

@® Scaling operations globally

@® SExpected to improve inventory and working
capital management

@® Expected to improve inventory and working capital
management

@ Support improved margins through operational efficiencies.

@® Designed to strengthen customer engagement and retention.

Tech Solutions

@ ERP + unified inventory - Real-time visibility across channels

@ Al-driven demand forecasting - Smarter working capital use

® SEO + UGC strategy = Organic traffic & community growth

@ Al personalization - Higher conversion & retention

DEENIN



Carter Mandrik S ETd GEDR Surkhel Yousafzai
Co-Founder & CEO Co-Founder & Head of Partnerships

Laiba Noor Hamza Nadeem Zuhayr Amin Eman Siddique Kashaf Zaheer
Operations & Supply Marketing Manager Product Financial HR Manager
Chain Manager Development Lead Accountant
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Disclaimer:

This Regulation Crowdfunding (Reg CF) offering is being conducted through Wefunder Portal
LLC, a funding portal registered with the U.S. Securities and Exchange Commission (SEC)
and a member of FINRA. Investing in startups and early-stage companies is highly specula-
tive, illiquid, and involves a high degree of risk, including the possible loss of your entire in-
vestment. Please review the offering materials and risk disclosures available on the We-
funder campaign page before making an investment.

https://wefunder.com/deenin/

Thank You!



