
💼 MM Suites™ War Room Bundle (Investor & 
Stakeholder Ready) 
🔥 I. Welcome & Overview 
60-Second Elevator Pitch: “Melanin Magic Suites” (MM Suites) is not just another 
salon suite rental – it’s a franchise-ready “business-in-a-box” for beauty and wellness 
professionals, powered by the CrownThrive ecosystem. We provide turn-key 
micro-salon spaces with premium amenities, integrated technology, and ongoing 
training/support. Every Suite Pro (our term for the beauty professionals who rent a suite) 
can launch their own independent salon business with zero tech or operations burden – 
we handle the heavy lifting like booking apps, loyalty programs, marketing, 
e-commerce, even compliance. In 60 seconds: MM Suites empowers talented stylists, 
barbers, estheticians and more (especially from Black and brown communities) to 
“launch and grow on day one”, backed by an ecosystem that amplifies their earnings 
through product sales, courses, and referrals. It’s high-yield, turnkey, and already in 
motion – combining cultural empowerment with business scalability in a $280B+ beauty 
industry ripe for innovation. 

Mini Master Prospectus: MM Suites is born from a clear market need and a bold 
vision. Major salon-suite chains like Sola® or Phenix® have hundreds of locations, yet 
none cater to the unique cultural and business needs of Black beauty 
entrepreneurs. MM Suites fills this void by providing top-tier facilities and culturally 
competent support for underserved beauty pros – turning each location into a 
community hub and launching pad for legacy businesses. As a venture in the 
CrownThrive portfolio, MM Suites seamlessly integrates with CrownThrive’s 60+ digital 
platforms (from booking apps to e-learning, loyalty, and marketing). This means every 
physical suite is backed by an online powerhouse – a unified experience for clients and 
entrepreneurs alike. Strategically, our model generates sustainable multi-stream 
revenue via a hybrid franchise structure: beyond one-time franchise fees, 
CrownThrive shares directly in suite revenues through a royalty, and franchisees 
subscribe to our enterprise platform. This alignment (“your success is our success”) 
ensures we profit together with our partners. Moreover, MM Suites charts a pathway 
from stylist to stakeholder: a Suite Pro can grow to franchise owner, then regional 
licensee, and even investor or board member. In short, MM Suites is turnkey – a 
high-tech, high-touch salon suite franchise that is already gaining traction and poised to 
scale nationally. It delivers a differentiated, mission-driven solution in a booming 
industry, unlocking the latent potential of thousands of creators who have the talent and 
clientele but lack support and space. As we often say, “Your passion, our platform, a 
shared prosperity.” 

 



CrownThrive Ecosystem Word Map: MM Suites draws its strength from the broader 
CrownThrive™ ecosystem – a constellation of interconnected platforms and services 
that work in unison. (Imagine a visual word map here, with each platform as a node in 
an integrated web.) Key components include: 

●​ ThriveSeat™ – AI-driven booking and scheduling platform for clients to find and 
book Suite Pros. 

●​ Kamora360™ – CRM and operations hub for managing appointments, client 
records, and facility logistics. 

●​ CrownRewards™ – A universal loyalty program where clients earn points on 
every service or product purchase, redeemable across its Parner network. 
Check-ins via QR code link to their profile, driving repeat visits and cross-service 
uptake. 

●​ CrownThriveU™ – A digital university offering on-demand courses, quizzes, and 
certifications in beauty, wellness, entrepreneurship, business and more, so Pros 
(and even clients) can continually level up skills. 

●​ ThrivePeer™ – Mentorship and community forum connecting less experienced 
professionals with veteran mentors for virtual advice, Q&A, and support. 

●​ Crown Affiliates™ & Crown Ambassadors – A referral marketing program 
enabling anyone (especially Suite Pros and franchisees, who join by default) to 
earn commissions by promoting ecosystem products/services. Ambassadors are 
an elite tier of Affiliates with override earnings (more on this later). 

●​ CrownFluence™ & AdLuxe™ – Digital advertising and influencer marketing 
tools that help promote Suite businesses and brands. For example, 
CrownFluence connects Suite Pros with brand campaigns, and AdLuxe 
automates local ad placements (with AI-optimized creatives). 

●​ CrownLytics™ – A real-time analytics dashboard and attribution engine that 
aggregates data from all sources (appointments, sales, referrals) to give each 
stakeholder actionable insights. 

●​ CHLOM™ – Stands for Compliance Hybrid Licensing & Ownership Model, 
CrownThrive’s blockchain-based compliance and licensing ledger (discussed in 
Section VI). It automates things like royalty splits, contract enforcement, and 
credential verification across the franchise network. 

●​ (Additional ecosystem elements include: ThrivePay (formally ThrivePay) for 
payment processing, ThriveTickets for event bookings, ThriveFund for 
community reinvestment, NeuralCraft™ for AI solutions, FindCliques™ for 
hiring/networking directory, and Locticians™ Directory – a niche marketplace 
for haircare specialists, makeup artists, reiki gurus, massage therapists, DJ’s, 
fashion designers, and more. Together, they create a powerful one-stop 
platform.) 
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In summary, when we say MM Suites is “deeply integrated”, we mean that every suite 
is a physical node of a much larger digital network. A CrownThrive IO™ portal ties it all 
together: when a client walks into an MM Suite and gets a service, they seamlessly 
enter this ecosystem (earning loyalty points, receiving follow-up marketing, getting 
invited to classes, etc.). This integration not only enhances the customer experience but 
also multiplies revenue opportunities – every booking can lead to a product sale, 
every client can become a referral source, every stylist can become an educator. 
MM Suites is where online and offline merge, creating a flywheel of growth for 
everyone involved. 

🧱 II. Suite Model Architecture 
Suite Types Overview: MM Suites locations come in three scalable formats – 
Flagship, Compact, and Mobile – each designed to maximize revenue per square foot 
while delivering a consistent brand experience. 

●​ Flagship Suites: Our large-format, full-service locations, typically 6,000–15,000+ 
sq. ft. with around 20+ suites for rent. Flagships are located in major urban 
centers and serve as regional hubs. They feature expanded amenities – e.g. a 
multi-purpose classroom/training room, a ThriveCafe™ coffee/juice bar, a 
dedicated content studio (ThriveStudio), and even an AI-powered 
self-service kiosk in the lobby. A flagship MM Suite is an immersive 
environment: think upscale salon meets co-working meets retail boutique. With 
ample space, flagships can host mini events or workshops on-site, and 
incorporate extras like a small wellness lounge or VIP room. Despite the larger 
size, the layout is carefully planned so each Suite Pro still has an intimate, 
private studio while the common areas buzz with community energy. 

●​ Compact Suites: A smaller footprint model, roughly 1,500–5,000 sq. ft. with 
about 5–15 suites (ideal for secondary markets or dense urban neighborhoods). 
Compact locations distill the concept to its core: a stylish reception area with 
retail displays, a cozy waiting lounge, and a handful of private suites for select 
Suite Pros. All core CrownThrive tech is present (smart locks, QR codes, 
CrownRewards scanner, etc.), just on a smaller scale. A compact MM Suite 
might not have a full classroom or cafe, but it still offers a “micro flagship” feel 
– high-end finishes, consistent branding, and perhaps a small multi-use nook 
(e.g. a consultation corner (or CrownConsult Kiosk) or a single-chair 
training area for one-on-one sessions). These units are easier to launch (lower 
build-out cost) and perfect for testing a new market while maintaining a 
premium feel. 
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●​ Mobile Suites: Taking the model on the road, our mobile suite is a salon on 
wheels – a converted trailer or sprinter van outfitted as a mini salon unit. It’s fully 
equipped with a styling chair, mirror, sink (with water tanks and plumbing), power 
supply (generator or battery with solar), HVAC, and even Wi-Fi. The mobile unit 
allows us to bring the MM Suites experience to events, pop-ups, or 
underserved areas. It remains connected to the ecosystem: clients can scan a 
QR code to check in for loyalty points even in the van, and all transactions go 
through the CrownThrive platforms just like a brick-and-mortar location. The 
Mobile Suite is a flexible marketing tool and revenue generator – for example, it 
can appear at a hair expo or community festival, offering services and selling 
products on-site. It underscores our commitment to reaching clients wherever 
they are. (Think of it as the “food truck” version of a salon suite, with full tech 
integration.) 

Each format – Flagship, Compact, Mobile – is turnkey and standardized. We have 
design and build guides for each, ensuring brand consistency (from the Melanin Magic 
color palette on the walls to the placement of smart mirrors and QR decals) while 
allowing local flair in decor. This tiered approach means we can target different 
investment levels and markets without sacrificing the deep integration and premium 
vibe that define MM Suites. 

Floorplan & Layout (Schematics in Words): Picture walking into an MM Suites 
location: 

●​ Entrance & Reception: You’re greeted by a modern reception desk (often with a 
self-serve AI kiosk or tablet for quick check-ins). The lobby area (~600–800 sq 
ft) is open and inviting. High ceilings, sleek lighting, and a feature wall displaying 
the CrownThrive logo cloud (a cluster of our platform names) immediately 
communicates this is not a typical salon suite rental. To one side, there's a retail 
display of Melanin Magic products and partner brands (shelves neatly arranged 
with haircare, skincare, candles, etc.), taking up ~50–100 sq ft near the front. 
Digital signage might show a welcome video or rotating promotions. 

●​ Client Lounge & Amenities: Just past reception, many locations (especially 
Flagships) have a comfortable lounge area (~400 sq ft). Plush chairs or 
couches, charging stations, and a refreshment counter (our “ThriveSip” mini 
café section offering Melanin Magic Cafe infused water, tea, coffee). In flagship 
sites, this includes a ThriveCafe corner (~100+ sq ft) with a small coffee/juice 
bar and sometimes a “kids nook” with tablets to occupy children. The ambiance 
is spa-like: soft music (perhaps from our curated Virality Music playlist), subtle 
signature scent (Melanin Magic’s lavender & vanilla notes), and wall art 
celebrating Black beauty and entrepreneurship. This space not only comforts 
waiting clients but also encourages them to browse products or scan QR codes 
to learn about our loyalty program while they wait. 
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●​ Private Suites Corridor: From the lobby, hallways lead to the individual suites. 
Typically 10–20 private suites line the corridors in a flagship (fewer in 
compact). The layout maximizes suite frontage – often a main corridor loop or 
spine, with suites on both sides. Each suite door has a smart lock (keypad or 
RFID) and branding (e.g., the Suite Pro’s name and specialty, plus an MM Suites 
plaque). Hallways are well-lit and around them you’ll see our subtle tech touches: 
for instance, small QR code plaques next to each door handle for client check-in 
via CrownRewards. There may be a digital screen in the hallway showing 
announcements or CrownThriveU tips of the day. Flooring is durable yet stylish 
(wood-look vinyl for easy cleaning). The design ensures even interior suites feel 
inviting – some have transom windows or frosted glass panels to borrow light, 
and a consistent aesthetic ties them together. 

●​ Inside a Standard Suite (~100 sq ft): Each suite is a fully furnished, private 
studio. Standard suites are about 10’x10’ and come with all essentials: a styling 
chair and mirror/vanity with flattering dimmable lighting, lockable cabinets for 
storage, a rolling cart, and for hair-focused suites, a shampoo bowl + chair 
installed. The design is modern and premium – e.g., gold or matte black fixtures, 
a backsplash behind the mirror, and accent walls that tie into the Melanin Magic 
brand colors. We ensure high-power electrical outlets (for blow dryers, etc.) are 
strategically placed. Some suites (deluxe ~150 sq ft) have extras like a window or 
space for a small sofa or additional chair (for VIP clients or assistants). 
Technology in each suite includes a tablet or mounted iPad (running our 
ThriveSuite app created by ThriveApp) that the Pro can use to manage 
bookings, play music, or even display CrownThriveU tutorials. Importantly, every 
suite has a QR code at the mirror – clients can scan to pull up the stylist’s 
profile, leave a review, re-book, or even purchase products used during their 
service. This is part of our engagement loop (more on that in Section VII). The 
suites are designed to balance privacy and personalization (each Pro can 
decorate within guidelines) with a uniform base quality – so whether a client 
steps into Suite #1 or Suite #15, they get a consistent upscale feel. 
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Specialty Zones: Flagship locations include additional dedicated spaces: 

●​ A Creative Content Studio (~500 sq ft) doubling as a training classroom. This 
room might have one wall of mirrors (for holding small classes or demo 
sessions), a green screen curtain for filming, and ceiling mounts for cameras or 
ring lights. Suite Pros can book this studio to film tutorials (for YouTube or 
CrownThriveU courses) or to host a workshop for a few attendees. It’s 
sound-insulated and equipped with extra lighting and high-speed internet for 
live-streaming. When not in use for content creation, it serves as a classroom – 
with modular desks and chairs that can be arranged for 15-20 people for training 
sessions. We’ve essentially built a mini-production studio inside the salon – a 
unique feature competitors don’t offer. 

●​ A Conference/Consultation Room (~100 sq ft) in some sites for franchisee or 
Suite Pro meetings, consultations or even as a co-working space where Pros can 
do consultations (or CrownConsult) or paperwork in a quiet area. 

●​ Back-of-House & Tech Hub: There is a manager’s office or back room which 
also houses the “nerve center” – routers, servers for our IoT devices, security 
monitor feeds, and the CrownLytics dashboard screen. In flagships, a small wall 
of screens might display key metrics (e.g., today’s appointments, occupancy, 
CrownRewards scans) so management can monitor activity at a glance. It’s like a 
mini war-room dashboard right on site. 

●​ Restrooms and Break Room: Typically, each location has one or two 
ADA-compliant restrooms (single occupancy, 50-65 sq ft each), nicely 
decorated (plants, motivational quotes on the wall, high-end soap – reflecting our 
brand’s attention to detail). There’s also a small Pros’ break room/storage area 
where professionals can store extra supplies or take a quick break; it often 
doubles as laundry nook (washer/dryer for towels) or contains lockers. 

●​ Mobile Suite Layout: (for comparison) The interior of our mobile unit is tight but 
efficient – roughly the size of a large van interior. It has one styling station, a 
small hair wash sink, and storage cabinets. Despite being on wheels, it mirrors 
the decor of our physical suites, so stepping in feels familiar (same color scheme, 
mini versions of our posters/branding). It even has a tablet mount and QR codes 
just like a brick-and-mortar suite. 

Overall, the architecture ethos is “modern boutique meets tech-enabled 
workspace.” We maximize revenue-generating space (the suites and retail corners) 
and minimize wasted space, while ensuring flow – clients move smoothly from 
reception to service to retail checkout, encountering interactive touchpoints (like QR 
scan spots or digital displays) along the way. The environment is designed to elevate 
the brand (polished, professional, culturally tuned to our audience) and make both 
clients and Suite Pros feel part of something bigger. 
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Branded Zone Guide: Every MM Suites location is carefully outfitted with branded 
touchpoints and interactive zones that reinforce our ecosystem and encourage 
engagement: 

●​ Mirror QR Codes & “Magic Mirror” Cards: At each stylist’s station, we place a 
small elegant placard on the mirror – it has the trackable Suite Pro’s personal 
QR code and a short message like “Scan for Loyalty Points, Re-Booking or to 
Discover Products Used”. For example, after a haircut or facial, a client can scan 
the mirror code to re-book instantly or see the stylist’s recommended 
products (which link to our online store or the front-desk checkout). These mirror 
cards are both functional and branded – they often include an empowering 
tagline (like “Reflecting Your Magic – Join the CrownThrive Community”). This 
turns a normally passive moment (sitting in front of the mirror) into an opportunity 
for the client to interact digitally on the spot. 

●​ QR Walls & Interactive Displays: In common areas, we use wall space for 
engagement. One example is a “CrownThrive Ecosystem” word map on the 
wall (the same concept mentioned earlier as a visual) with a giant QR code in 
the center – scanning it brings up a microsite explaining all our platforms, or it 
might launch a fun AR experience (like a filter that places a digital crown on the 
user’s head and prompts them to share on social media). Another example: a 
Testimonial Wall in the lounge with photos of successful Suite Pros or clients, 
each with a QR code that plays a short video of their story when scanned. 
Product shelves often have small info cards with QR codes too – e.g., under a 
bottle of Melanin Magic Hair Oil, a QR code might lead to a video of how to use 
it or a page to order more online for home delivery. These QR engagement 
loops ensure that whether a person is waiting, browsing products, or even using 
the restroom, there’s a way to connect deeper via their smartphone – be it joining 
our CrownRewards program, following us on social media, or accessing 
educational content. 

●​ Branded Mirrors and Signage: Many suites have one-way vinyl decals on 
mirrors or windows with motivational phrases aligned to our brand (“Magic 
Happens Here”, “Thrive On”, etc.) along with a subtle CrownThrive logo. Even 
the floor mats, robes, and capes used in suites are co-branded with MM Suites 
or Melanin Magic logos, reinforcing brand identity at every step. 

●​ Smart Shelves and “Scan & Go”: We encourage retail sales by making it easy 
and techy: each item on display has a tag that says “Scan to Learn More or Buy 
Now”. Clients can scan and get product info, see reviews, and even add it to an 
online cart for pickup or home shipment. If they’re enrolled in CrownRewards, the 
system will automatically apply any eligible loyalty points to their purchase – a 
nice surprise that often encourages conversion (e.g., “Oh, I have $5 off from 
points, I’ll go ahead and get this”). All shelves are strategically placed – some 
inside suites (so Pros can upsell products during service) and a central retail 
area in the lobby for impulse buys and public visibility. 
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In essence, the “branded zones” turn the entire suite center into an interactive 
showroom for our ecosystem. The client’s journey is peppered with prompts to engage: 
scan here for loyalty, tap there for a course, see this product, join this referral program, 
etc. It’s never obtrusive – everything is optional and enhances the experience. But it 
means every mirror, every wall, every shelf is working for us – driving either 
retention, cross-sell, or brand immersion. This not only boosts revenue (through product 
sales and referrals) but also makes the space feel high-tech and fun, distinguishing MM 
Suites from any run-of-the-mill salon or coworking space. 

💸 III. Financials & Revenue Engine 
1-Page P&L Snapshots: To demonstrate the financial viability, we present simplified 
pro forma P&L examples for two scenarios – a Compact MM Suite and a Flagship 
MM Suite. These illustrative samples showcase how each location can generate 
healthy profits through multiple revenue streams. 

●​ 🟢 Compact MM Suite (Sample Financials) – Approx. 1,500–2,000 sq ft 
location​
Assumptions: 5 active Suite Pros, ~80% average booking utilization (i.e., most 
of their available hours are booked by clients). A modest retail area is stocked 
with products and a rotating display of featured items. Local loyalty and referral 
programs are active (driving repeat business), and Suite Pros and clients are 
engaged with our CrownThriveU and affiliate programs. 

Monthly Revenue:​
- Service Booking Royalties (Commission on Services): $9,750 – This assumes 
each Suite Pro grosses about $6,500 in services per month (roughly 20–25 clients/week 
at an average ticket). MM Suites retains 30% as commission/royalty (splits with 10% 
to Corporate, 10% to Franchisee, 5% to Regional Licensees, 3% to Ad Fund, and 
2% to ThriveFund) on those bookings (the Suite Pro keeps 70%, in lieu of a fixed rent). 
Calculation: 5 Pros × $6,500 × 30% ≈ $9,750.​
- Retail Product Sales: $3,000 – Total sales of take-home products (haircare, skincare, 
etc.) sold through the suite’s retail shelf. This figure could come from, say, 50 clients 
each buying a $60 product on average. (Note: this is gross sales; the franchisee’s profit 
on this might be a margin of that, but here we treat gross for simplicity.)​
- QR Loyalty Redemptions (Converted to Paid): $600 – Loyalty redemptions refer to 
clients using CrownRewards points toward purchases or services. We assume about 
$600 worth of loyalty points are redeemed but importantly, those points were earned 
earlier and now 10% of them convert back into paid services/products. In other words, 
loyalty brings people back in – e.g., clients redeem $1,000 equivalent in points, of which 
maybe 60% is covered by points and 40% ($400) they pay in cash to get a higher value 
service; plus additional purchases stimulated by loyalty deals. This line is a bit abstract, 
but essentially it’s incremental revenue driven by the loyalty program (clients 
spending beyond just the free portion). We estimate ~$600 a month in extra sales 
attributable to loyalty incentives.​
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- Affiliate/Ambassador Referral Commissions: $1,200 – Revenue share from 
referrals and affiliate sales. For instance, if local Suite Pros or Ambassadors refer clients 
to each other or sell online products/courses with referral links, the location (franchisee) 
and HQ share certain override commissions. This $1,200 could include things like a 
percentage of CrownThriveU course sales to local clients that the franchise gets, or net 
commissions from local ambassadors promoting MM Suites. It basically represents the 
ecosystem referral income flowing into the suite’s P&L (outside of direct 
services/products).​
- Training & Onboarding (CrownThriveU) Sales: $1,000 – Revenue from selling 
digital courses or training to people in or around the suite (e.g., aspiring beauty pros in 
that city buying online training). Franchisees get a cut of any CrownThriveU courses 
sold to their local network as part of our model. Also, if the franchise hosts in-person 
workshops (paid tickets via ThriveTickets), that revenue would show here. $1k/month 
might be from a couple of course bundles or a small class. 

Total Monthly Gross Revenue: ≈ $15,550 

Monthly Expenses:​
- Lease (Rent for Location): $3,000 – Assumed lease cost for a high-traffic metro area 
at ~2,000 sq ft. (This could vary widely by city; $3k might be low in big cities but could 
be offset by subleasing to Suite Pros through their commissions. Also some franchisees 
might own property, but here we treat it as expense.)​
- Utilities, Internet, QR signage: $700 – This covers electricity, water, high-speed 
internet, and miscellaneous tech like maintaining QR code kiosks/displays. (Internet is 
vital for our cloud systems; QR signage cost is amortized, mostly negligible monthly but 
maintenance included here.)​
- Platform Ops Fees: $800 – The cost to the franchisee for using the CrownThrive tech 
stack (ThriveSeat, Kamora360, CrownLytics, etc.). In reality, franchisees pay a $10k 
monthly platform fee discounted to $7.5k for first years, but much of that is “paid” 
via the 30% commission we already accounted as revenue share. To avoid confusion, 
here we show a smaller $800 as direct tech expense (perhaps additional software 
licenses or local IT support). Note: In the actual franchise model, the platform fee is 
significant, but it’s effectively financed by the revenue split. We can clarify in investor 
discussions that this $800 is not the full fee, just any extra tech costs.​
- Staff/Support: $2,000 – If the compact location has a front-desk receptionist or 
concierge (maybe part-time) and a cleaner, plus any on-call maintenance, those wages 
sum up here. A small location might have one full-time staff covering reception and light 
cleaning, or a couple part-timers. We budget $2k.​
- Inventory Replenishment: $1,500 – Cost of goods for the retail products sold. If 
$3,000 in products were sold, and assuming roughly 50% wholesale margin, $1,500 
would be the cost to restock those products. We also include supplies for 
complimentary refreshments or towels etc. here.​
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- Marketing (Local): $1,000 – Local advertising spend (flyers, local Facebook/Google 
ads, perhaps participating in local events). CrownThrive’s AdLuxe automates some ads, 
but franchisees often supplement with their own budget. We assume $1k for community 
sponsorships, targeted promos, etc. This also covers any contribution to the brand-wide 
ad fund if not already netted out (franchisees contribute ~3% of revenue to a national ad 
fund, but that might have been taken from the Suite Pro’s commission; nonetheless we 
show a flat amount here).​
- Misc. Admin/Insurance: $500 – Business insurance (liability, property), 
legal/accounting fees, and other admin costs spread monthly. Could be a bit higher, but 
many small costs are grouped here. 

Total Monthly Expenses: ≈ $9,500 

Net Operating Income (Monthly): ~$6,050 – In this scenario the compact suite clears 
about \$6k per month in profit, before any taxes or owner’s draw. That’s ~$72,600 
annualized. This is a solid result for a small location in its steady state. Notably, it’s 
achieved with just 5 Suite Pros – highlighting the power of multiple revenue streams 
(service commissions + product + training + referrals). A traditional salon might struggle 
to net this with 5 stylists if only relying on chair rental fees. Our model, by taking a 
percentage of service revenue and layering additional income channels, yields robust 
profits even at modest scale. 
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🔵 Flagship MM Suite (Sample Financials) – Approx. 6,000–8,000 sq ft location​
Assumptions: 20 active Suite Pros, ~70% average utilization (since with more pros we 
anticipate a mix of fully booked and some ramping up). The site offers full brand 
experiences – a classroom, a small cafe, maybe extra services – which open additional 
revenue lines (like event space rental). We include an AI kiosk and other 
enhancements, but also higher overhead (more staff, bigger lease). 

Monthly Revenue:​
- Service Booking Royalties (30% on services): $36,000 – Here 20 Suite Pros each 
average around $6,000 in monthly service sales (a bit lower per person than the 
compact scenario, assuming a mix of veteran and newer pros). Total gross service 
volume ~$120,000; at 30% commission, the Franchisee, Regional Licensees, and 
Corporate share is ~$36k.​
- Retail Product Sales: $8,000 – A larger retail footprint and more traffic means higher 
product sales. This could be from a combination of clients of all 20 pros buying items, 
plus possibly a small in-house “MM Store” that draws walk-ins. It equates to roughly 
$400 per pro per month in product revenue, which is reasonable if each pro sells a 
couple items a week.​
- QR Loyalty Engagement Revenue: $2,000 – With a flagship’s volume, the loyalty 
program drives more return visits and upsells. We estimate a few thousand in sales are 
directly tied to CrownRewards engagement (points redemptions leading to upgraded 
services, friends referred via the app, etc.). For example, if 400+ QR scans/check-ins 
happen monthly (20 pros × 20 clients each), and some of those trigger bonus services 
or referrals, it adds a tangible $2k in incremental paid revenue.​
- Affiliate/External Commissions: $3,500 – A flagship might partner with external 
brands or run many affiliate campaigns. This line could include commissions the 
location earns from hosting vendor pop-ups, or overrides from Crown Ambassador 
activity in their house (since all their Suite Pros are Ambassadors, the franchisee may 
get an override as well). It might also encompass things like a deal with a local 
cosmetology school that pays a referral fee for any student sign-ups. Essentially, a pot 
for miscellaneous but significant commission streams in a large operation.​
- Education & Events (CTU + Rentals): $2,500 – Flagships often have a classroom or 
event space. This figure could come from a combination of: in-person classes (e.g., 
hosting a weekend training where attendees pay tuition), CrownThriveU digital course 
sales attributable to this location’s outreach, and perhaps renting the classroom or 
studio for private events (photography sessions, small beauty shows, etc.). For 
instance, a flagship could rent its studio on Sundays to an independent educator for 
$500, plus sell a few CrownThriveU courses and some tickets for an on-site seminar – 
adding up to ~$2.5k. 

Total Monthly Gross Revenue: ≈ $52,000 
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Monthly Expenses:​
- Lease (Prime Urban Location): $10,000 – Larger space in a prime city means a 
much higher rent. We assume ~$10k (could be $8k in a cheaper city or $15k in NYC; 
this is an average for modeling). Flagship franchisees might negotiate favorable leases 
or revenue-based leases, but $10k gives a sense of the commitment.​
- Utilities & Maintenance: $1,500 – All the additional square footage, more water 
usage (multiple shampoo bowls, restrooms), higher electric for lighting, HVAC for a big 
space, etc. We also include maintenance contracts (HVAC servicing, cleaning beyond 
staff, security system) here.​
- Technology Stack Ops: $2,000 – A flagship uses more of the platform (more user 
accounts, more data) and perhaps additional software modules (like advanced 
CrownLytics reports, AI kiosks maintenance). Also, they might have multiple tablets, a 
display wall, etc., incurring higher IT costs. We budget $2k to cover the CrownThrive 
platform fee portion and any extra tech support specific to a large site. (Recall: 
corporate subsidizes platform fees early on, but by a mature stage, a franchise might be 
paying the full amount – however, that full amount is partly offset by revenue share 
already taken at the top line. This $2k can be seen as the net cash outlay for tech after 
the revenue split.)​
- Staffing (Manager & Support): $5,000 – A flagship likely employs a full-time location 
manager, a receptionist or two (covering extended hours, maybe one per shift), a janitor 
or cleaning service, and possibly a part-time marketing/community outreach person. 
Labor costs vary, but $5k/month might cover a manager (~$3k) and two part-time staff 
plus cleaning services. Security personnel might also be needed depending on location 
(some flagships in urban centers hire a doorman or night security – included in this 
figure).​
- Inventory + Seasonal Rotation: $3,000 – Cost of goods for retail. If selling $8k, at 
50% margin, restock is ~$4k. We list $3k assuming some consignment or better 
margins on house-brand goods (Melanin Magic products may have higher markup since 
we produce them). Also, flagships tend to hold more inventory and do seasonal 
merchandising displays (e.g., special holiday gift sets), so we account for the costs of 
additional inventory and display materials.​
- Marketing & Launch Events: $3,500 – Big locations spend more on marketing. This 
includes local ads, bigger grand opening or periodic events, PR efforts, and maybe 
sponsoring local influencer visits. $3.5k could also go into hosting quarterly open-house 
events (e.g., “Beauty & Wellness Fair” at the location) or targeted digital ad campaigns 
via AdLuxe. This budget ensures the flagship remains highly visible in the community. 
(Also, the franchisee’s contribution to the national ad fund – 3% of revenue – would be 
around $1,560 of this if not separately accounted.)​

 

http://shopmelaninmagic.com
http://xenthrive.com
https://crownthrive.com/portfolio-details/ab6xy


- Insurance, Admin & Reserves: $2,000 – Higher insurance premiums for a larger 
facility (including liability for events), plus professional fees (accountant, lawyers), permit 
fees, and setting aside a small reserve for repairs or contingencies. Given the bigger 
operation, we allot more here than in the compact scenario. 

Total Monthly Expenses: ≈ $27,000 

Net Operating Income (Monthly): ~$25,000 – This flagship example yields about $25k 
per month in profit, or roughly $300k annualized pre-tax. The margins are strong – 
~48% of revenue – demonstrating the efficiency once scale is achieved. A single 
flagship unit, once mature, can thus realistically gross over $1M/year and net around 
$300k/year in the hands of a capable operator. This underpins the high ROI potential 
for franchise owners at scale. (It’s also why our strategy focuses on getting to dozens of 
such units – each flagship is a significant cash generator.) 

Franchise Fee & Royalty Flow: MM Suites employs a hybrid franchise model that 
aligns incentives between franchisees and franchisor (CrownThrive). The money flows 
are structured as follows: 

●​ Initial Franchise Fee: ~$50,000 (one-time). This is paid by the franchisee to 
CrownThrive upon signing, granting them the rights to operate under the MM 
Suites brand in a defined territory. It covers initial training, support, and the 
license to our systems. (We offer discounts for multi-unit deals or longer 
commitments – e.g. someone signing a 3-unit agreement or a 50-year license 
might get a break on per-unit cost.) The fee is generally non-refundable, except 
in unusual cases (like if a candidate withdraws during the disclosure period). 

●​ Ongoing Royalties (Revenue Share): Instead of a flat royalty on gross sales 
like traditional franchises, we implement a built-in 30% commission on service 
revenues from Suite Pros. Effectively, Suite Pros pay 5% of their service 
income to the franchise (this is how they “pay rent” and platform usage) – and 
that 30% is then split among the stakeholders: 

●​ Franchise Operator (local owner): receives 10% of gross service sales as their 
portion of the royalty. This is essentially their reward for managing a thriving 
location. (As seen in our P&L, that 10% forms a big part of their revenue.) 

●​ Corporate (CrownThrive HQ): takes 10% of gross service sales as the 
franchisor’s royalty. This is revenue to CrownThrive for providing the brand, tech, 
and support. 

●​ Regional Licensee (if applicable): gets 5% of gross service sales for their 
territory oversight role. (Regional licensees are like area developers/master 
franchisors who help roll out multiple units; if no regional licensee, Corporate 
might retain this portion or use it for other initiatives.) 

●​ Ad Fund Contribution: 3% of gross service sales is earmarked for the 
marketing fund. Suite Pros technically pay this as part of their 30%, and the 



franchisee remits it to a collective fund for national advertising, big campaigns, 
etc. This ensures every location contributes to broader brand marketing. 

●​ ThriveFund (Community Fund): 2% of gross service sales goes into 
ThriveFund, our social impact and reinvestment fund (supporting grants, 
community projects, etc., as part of our mission). This small cut is also taken 
from the 30%. 

All together, that accounts for the full 30% split (10 + 10 + 5 + 3 + 2). In practice, these 
splits are handled automatically by CHLOM smart contracts in real time whenever a 
transaction is logged. For example, if a client pays $100 for a service, the Suite Pro 
immediately gets $70, and the other $30 is divvied up: $10 to franchisee, $10 to HQ, $5 
to regional, $3 to ad fund, $2 to ThriveFund – “every dollar tracked, every influence 
paid” as our mantra goes. 

●​ Platform Fee: In addition to royalties, franchisees pay a Monthly Platform 
Support Fee (essentially a subscription for all CrownThrive services). It’s set at 
$10,000/month per franchise, but we subsidize 25% for new franchises in first 5 
years (net ~$7,500). This fee covers continuous software access, updates, cloud 
hosting, ongoing training programs, and central support. Importantly, franchisees 
don’t feel this as an out-of-pocket cost in full, because the system’s revenue 
model is designed to “bake in” the platform fee – the commissions collected 
from Suite Pros largely fund it. In our financials, we accounted part of it as an 
expense line, but effectively the franchise’s revenue share comes after paying 
this fee in the value chain. (Think of it as CrownThrive taking their 10% royalty 
plus this fee from the top-line before passing the remainder to franchisee – our 
pro formas ensure that even after these, the franchisee has a healthy margin.) 

●​ Franchisee Net Income Logic: A franchisee primarily earns from Suite Pro 
rents/commissions and product sales, as shown. They must pay some fixed 
costs (rent, staff) out of that. After also paying the royalty to Corporate (10%) 
and ad fund (3%) from those commissions, the rest is theirs. The model is set so 
that if the franchisee keeps occupancy high and helps Suite Pros increase 
service sales, they directly earn more – aligning their incentives with helping 
their Pros succeed (unlike a fixed rent model where a landlord might not care if a 
stylist has zero clients as long as rent is paid). Here, if a Suite Pro is 
underperforming, the franchisee’s 10% cut is lower, motivating them to actively 
support or replace underperformers to maximize both parties’ income. This 
creates a collaborative environment: franchisee provides local marketing, 
mentorship, etc., to boost everyone’s earnings. 
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●​ Franchisee → Corporate Flow: To summarize the cash flow: A client pays for a 
service (via our system), CHLOM allocates the splits instantly – the franchisee 
accumulates their share (10% of all services + any product markup) which is 
essentially their gross revenue. At month-end, the franchisee then pays 
Corporate the platform fee and confirms the royalties (though in practice, since 
transactions are tracked daily, corporate may auto-deduct their portions via the 
system). Franchisees also periodically remit the ad fund contributions to an 
escrow account for marketing, and any CrownThriveU or affiliate sales splits 
due are settled through the ledger automatically. The end result: corporate’s 
revenue per unit is a combination of the 10% royalty, the platform fee, plus 
wholesale product margins on Melanin Magic products they supply, etc. 
Franchisee’s revenue is the 10% local royalty + their retail markup + local event 
income, etc., out of which they cover expenses to yield profit. 

This hybrid royalty + subscription model is innovative: it provides CrownThrive a 
steady recurring revenue stream (like SaaS) and upside from high-performing locations 
(like a royalty), while franchisees get full top-line potential of suite rentals plus a share of 
all activity in their four walls. Notably, Suite Pros do not pay a fixed rent in the 
traditional sense; their “rent” is essentially the 30% commission and mandatory platform 
participation (loyalty, etc.), making it easier for them to start (no large fixed weekly rent 
due when they have no clients – if they earn nothing, they owe almost nothing). This 
lowers Suite Pros’ risk and attracts more talent to fill suites, which in turn benefits 
franchisees via occupancy and royalty. It’s a win-win-win financial structure. 

5-Year Growth Trajectory: From an investment perspective, MM Suites’ growth 
projections are very compelling. We anticipate scaling rapidly over the next 5 years, 
leveraging franchising to expand footprint while compounding digital revenue. 

●​ Unit Expansion: By Year 3, we plan to have on the order of 15–20 locations 
open (mix of flagship and compact). By Year 5, about 60 franchise locations 
system-wide is our goal. This includes penetrating every major U.S. region and 
possibly a few pilot international sites. In terms of Suite Pros, ~60 locations * 
averaging ~15 Suite Pros each = ~900 independents empowered (we often 
round to “~1000 Suite Pros” by Year 5 for vision casting). 

●​ Financial Projections: For CrownThrive Corporate, consolidated revenues 
could reach ~$15+ million annually by Year 5. Let’s break that down: at ~60 
franchises, if each pays a $7.5k/month platform fee, that’s ~$450k/month 
($5.4M/year) from platform subscriptions alone. Add corporate’s 10% royalty: if 
system-wide service sales are ~$50M/year by Year 5 (which 1000 Suite Pros can 
realistically generate, averaging ~$50k annual each), 10% of that yields another 
~$5M/year to HQ. Plus product distribution, affiliate sales, etc. – we comfortably 
surpass $10M. In fact, our internal pro forma shows $15M+ revenue in Year 5 is 
achievable with those system metrics. Importantly, the profit margins are strong 
by then, since the platform model has scalability – corporate Net Income might 
be ~$3.75M+ by Year 5 (25% margin). 

http://crownthriveu.com


●​ Franchise Network Economics: By Year 5, with 60 locations, we’d likely have 
around 8 Regional Licensees (territory owners) in place as well, each 
overseeing a cluster of franchises and fueling growth in their areas. The 
franchise system would be hitting its stride: many early units maturing into stable 
profitability, and newer ones coming online. The cumulative effect is network 
effects in referrals and brand recognition, meaning digital revenue grows ~10x 
from Year 1 to Year 5 (think: more people using our apps, more product sales 
across locations, etc.). 

●​ Investor ROI and Valuation: For investors, these projections translate into 
significant value creation. If we hit, say, ~$8M EBITDA by Year 5 (just an 
illustrative target from our pro forma), even a conservative 10x EBITDA valuation 
yields an ~$80M enterprise value. At higher tech-enabled franchise multiples 
(some franchise platforms trade at 12–15x or more when growth is strong), we 
could easily be north of $100M valuation by Year 5 – a tremendous leap from our 
initial funding (which is far smaller). This is why we emphasize: investing in MM 
Suites early captures a high-growth, high-margin trajectory. It’s asset-light 
expansion (franchisees carry build-out costs), with multiple revenue streams per 
unit, and a technology backbone that makes scaling efficient. We anticipate a 
larger capital event around Year 5 (perhaps to fuel global expansion or provide 
liquidity), which could be an opportunity for early investors to partially exit at a 
premium or double down. 

●​ Growth Drivers: Key drivers to hitting the trajectory include: aggressive 
franchise sales (we already have strong initial interest via waitlists and inquiries), 
maintaining excellent unit economics (as shown above) to attract franchisees, 
continued platform innovation to stay ahead of competitors, and community 
building to ensure we have a pipeline of talented Suite Pros for every new 
location. We also plan to smartly time our entry into mega-markets – for example, 
likely tackling New York and LA around Year 4 once our model is finely tuned, so 
that by end of Year 5 we have flagship locations even in those top cities. That 
sets the stage for Phase 3: international expansion beyond Year 5, leveraging 
our proven concept to new markets abroad. 

In summary, our 5-year outlook shows MM Suites evolving from a flagship pilot to a 
dominant national player. By Year 5, ~60 thriving locations mean we’re serving tens 
of thousands of end customers, empowering ~1000 entrepreneurs, and generating 
strong financial returns. This isn’t an abstract hockey-stick promise; it’s grounded in the 
numbers we’ve demonstrated and the scalability of franchising. Each successful 
opening adds recurring revenue to CrownThrive and accelerates the next. Investors and 
stakeholders can take confidence that the model scales both horizontally (more 
units) and vertically (more revenue per unit over time) – a powerful combination. 

 



Suite Pro Income Range Matrix: A core ethos of MM Suites is enabling our Suite Pros 
(the franchisees’ tenants) to earn far more than they could in a traditional booth 
rental setting by leveraging multiple income streams. We often illustrate this with 
scenarios to show the earning range for a Suite Pro, from a basic case to a maximized 
case: 

●​ Baseline Solo Artist: “Service-Only” Scenario. Consider a stylist who focuses 
only on client services in her suite, working full-time. Suppose she charges ~$50 
per service on average and serves 25 clients a week (5 per day). That’s $5,000 
weekly gross, or ~$20,000 monthly gross in service sales. After the 30% 
commission to the suite, she keeps 70%, which is $14,000. She then has to 
cover her own supplies product cost and maybe a small share of utilities (some 
franchises pass through a bit of cost). Let’s say that’s ~$3,000 (for color 
products, disposables, etc. and misc.). She’d net around $11,000/month. This is 
already above average for independent stylists. If she were just renting a chair 
for a flat fee elsewhere, her take-home might be lower or similar but without the 
benefits we provide. Now, that’s a high-output stylist. If someone is doing, say, 
$10,000/mo gross in services (perhaps 15 clients a week, a more modest book), 
70% of that is $7,000, minus say $1k costs = ~$6,000 net. So the range for a 
typical single-focus Suite Pro might be around $6k to $11k per month net 
depending on how busy they are and their pricing. 

●​ Empowered Suite Pro: “Services + Retail + Upsells” Scenario. Now take the 
same stylist and have her utilize the ecosystem: she retails products to ~30% of 
her clients, which adds, say, $2,000 in product commissions (she might get 
20-30% commission on products she sells, since the rest goes to product cost 
and franchise margin). She also occasionally upgrades services or adds add-ons 
(treatments, etc.) triggered by loyalty rewards (for example, offering a special 
package where loyalty points apply – bringing in perhaps $1,000 extra revenue, 
of which she keeps 70% = $700). These additions could tack on another couple 
thousand to her earnings. So maybe now she’s at $12k–$14k/month net. In fact, 
in our projections a motivated Suite Pro by Year 3 can be averaging 
~$14.5k/month net. This aligns with someone who has grown their clientele and 
has learned to monetize beyond just services (product sales, slight price 
increases due to high demand, etc.). 

 



●​ Enterprise Suite Pro: “Services + Retail + Courses + Referrals” Scenario. 
Here’s where CrownThrive truly unlocks earning potential. Imagine our stylist 
launches an online course (“The Art of Braiding 101”) on CrownThriveU and 
prices it at $100, selling even just 20 copies a month globally – that’s $2,000/mo 
gross. She keeps perhaps 50% as the instructor royalty = $1,000. She also refers 
a friend to become a Suite Pro at another location and thus earns a referral 
override on that friend’s revenues (small, but maybe $100/month). She’s a Crown 
Ambassador too, posting affiliate links on her Instagram for a skincare product – 
that yields another $200 commission. And because she’s now somewhat of an 
influencer, she hosts a paid workshop once a quarter (netting $500 a month 
averaged out). Adding all these: that could be an extra $1,500–$2,000 per month 
on top of her behind-the-chair earnings. So an enterprising Suite Pro can 
realistically reach $15k–$16k+ per month net income when combining service 
revenue, product sales, education, and referrals. Our pro forma indeed shows 
top performers crossing $16k/month by Year 5. 

●​ Upper Limit / “Suite CEO”: Is there a cap? Not exactly – because any Suite Pro 
can scale beyond their chair by adding more passive streams. Some might hire 
an assistant and double their client volume, others might create multiple courses 
or a product line. The ecosystem doesn’t limit them; in fact, one could imagine a 
Suite Pro earning multiple six figures ($20k+ per month) if they fully tap in (we 
have stretch examples of someone who, say, becomes a regional educator on 
ThriveU and a top Ambassador with a team – effectively running a mini-empire 
from their suite). Those would be outliers, but it’s possible because “technically 
no upper limit, as it’s lifetime and network-driven” for things like ambassador 
overrides. 

To summarize the matrix: Newer or part-time Suite Pros might be in the mid 
four-figures per month ($3k–$8k). Established Suite Pros focusing on services hover 
around $10k+ per month. Power users who stack multiple streams can reach $15k and 
beyond monthly. This is transformative – we are positioning Suite Pros to become 
“mini-entrepreneurs” with diversified income, not just someone renting a chair. Our 
prospectus highlights this with an example of a loctician who, through CrownThrive, 
turned teaching, mentoring, and referring into significant extra income on top of her 
salon services. This multi-stream earning model is a huge selling point in recruiting 
Suite Pros (hence keeping occupancy high) and thus a huge draw for franchise 
investors (full suites of happy, motivated earners). It proves that empowering the 
professional with more than one way to earn not only changes their life but improves 
the franchise’s bottom line (via higher service volume and low churn). 

(We can provide an actual matrix graphic in the presentation version, showing columns 
of “Service Income”, “+Retail”, “+Courses”, “+Referrals” adding up, for a few example 
personas – to really drive home how a Suite Pro can climb from say $60k/year to 
$180k/year by layering offerings.) Scenarios do not account for rental payments. 

 



Cost-to-Launch Estimates: Launching an MM Suites franchise involves several 
investment components. We’ll outline typical costs (and note how CrownThrive helps 
mitigate them where possible): 

●​ Franchise Fee: $50,000 (as discussed) for a standard single unit. Due at 
signing. Multi-unit investors might pay more upfront but lower per unit (e.g., 
$120k for 3 units). Regional license rights cost higher (around $250,000 for a 
large territory), but that’s separate from unit economics. 

●​ Location Build-Out (Fixtures, Furnishings & Equipment – FF&E): This is the 
major cost. For a compact 5-suite location, build-out might be in the range of 
$150k–$250k. For a flagship 15-suite, it could be $300k–$500k. Variables 
include the condition of the leased space (white-box vs. needs full 
plumbing/HVAC), local construction costs, and the level of luxury in finishes. Our 
specs include installing partition walls for suites, salon plumbing (shampoo 
bowls, etc.), electrical upgrades, flooring, lighting, and furnishing each suite 
(chair, mirrors, cabinets) plus the lobby and common areas. We do have design 
prototypes and preferred contractors which can create efficiency. For 
example, we may negotiate volume discounts on salon furniture or have modular 
wall systems for suites that lower cost. In some cases, landlords may provide a 
Tenant Improvement allowance to cover $50k–$100k of build-out, especially in 
desirable locations (we help franchisees explore that). We also consider leasing 
options for equipment to reduce upfront burden. 

●​ Initial Inventory & Supplies: To open, each location needs an initial stock of 
retail products (Melanin Magic and/or XENThrive lines, etc.), maybe ~$5k–$10k 
in inventory to dress the shelves. Plus consumables for operations (towels, 
capes, cleaning supplies, etc.), maybe another $2k. Let’s call it ~$10,000 in initial 
inventory/supplies. (Much of this is recouped as product sales occur.) 

●​ Technology Setup: This includes hardware and software. Tablets for each suite, 
a POS terminal for the front, security cameras, smart locks, maybe an iPad for 
the AI kiosk, etc. A lot of the software cost is in the platform fee, but initial 
hardware and installation might run ~$5k–$15k depending on size (flagship 
with more devices at the higher end). We mitigate costs by using scalable cloud 
systems – franchisees don’t need a local server (everything runs on CrownThrive 
IO cloud), they just need devices and internet. 

●​ Pre-opening Marketing & Training: We advise a strong grand opening 
campaign, local ads, launch event, etc. A franchisee might spend $5k–$10k on 
marketing leading up to and immediately after opening (this includes a launch 
event party, local press, social media blitz, etc.). Also, traveling for training: 
franchisees come to our HQ or we send a team to them for a week – the cost 
(aside from what’s covered by the franchise fee) might be travel/hotel for 
trainees, etc. and initial hiring costs for staff. That could be maybe $3k–$5k in 
miscellaneous opening costs. 
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●​ Working Capital: We recommend having a cushion for the first 3–6 months for 
any shortfalls. Possibly $20k–$30k set aside to cover negative cash flow until 
breakeven (if any). However, our model’s beauty is that if you fill suites quickly, 
you’re cash flow positive almost immediately (Suite Pros start paying 
commissions from their day one services, and many have client bases they 
bring). Still, prudent to have reserve funds. 

In total, an investor might expect ~$250k–$400k total investment for a compact unit 
and $500k–$800k for a flagship unit. These are ballpark and could vary – e.g., a 
20-suite build in LA might hit $600k if heavy construction is needed, whereas a 5-suite 
conversion of an existing salon in Atlanta might be done for $150k. The goal for each 
unit is to keep build costs as low as feasible without compromising quality, because that 
directly affects ROI timeline. 

Real-life Example Estimates: For instance, our pilot flagship in Virginia (15 suites) cost 
approximately $320k in build-out (in a leased 7,000 sq ft space that was previously a 
medical office). It reached breakeven in about 14–16 months, which is phenomenal 
for a franchise unit of that investment level. We forecast new units will recoup initial 
investment in ~18–24 months on average – faster if they open full and crank up 
revenues, or longer (up to ~3 years) if ramp is slower. Our pro formas show a 
franchisee can hit 30–40% annual cash-on-cash returns by Year 3 when the unit 
matures. This high return is due to the strong unit economics discussed. 

CrownThrive helps ensure costs stay in check by providing: - Standard build-out plans 
(reduces architect fees and mistakes), - Bulk purchasing deals for furniture, products, 
insurance, etc., - Guidance on location selection to avoid overpaying for space that 
won’t yield commensurate revenue, - Pre-launch support like marketing to have Suite 
Pros and clients lined up Day 1 (so the franchisee isn’t carrying an empty location cost). 

When pitching to investors and stakeholders, we emphasize that each franchise unit 
is a self-funded growth engine: the franchisee invests the upfront cost, which quickly 
turns into a cash-flowing asset; for CrownThrive corporate and our investors, it means 
we can scale without deploying a lot of our own capital per unit. Yet, we still share in the 
upside of each unit through royalties and fees, producing a capital-efficient growth 
model. 

(We have detailed breakdowns in our Franchise Disclosure Document Item 7, which 
lists estimated initial investment range. In the War Room, we can provide a summarized 
table of low-high estimates for different sizes.) 

 



⚙️ IV. Ecosystem Tech Stack 
Platform Attribution Matrix: MM Suites is powered by an integrated tech stack – a 
combination of proprietary platforms, apps, and data systems – each with a specific 
role. Here we map out the key components and their functions within the ecosystem: 

●​ ThriveSeat™ (Booking & Scheduling): This is our core booking platform. 
Clients use the ThriveSeat app or website to find Suite Pros, view services, and 
book appointments. It handles time slots, sends reminders, and even optimizes 
bookings (using AI to suggest ideal slots to maximize each Pro’s calendar). 
Function: Client acquisition and booking management. 

●​ Kamora360™ (CRM & Operations): The backbone for Suite Pros and 
franchisees. Kamora360 is a CRM, POS, and operations management 
system. It keeps client records, service histories, notes, and automates routine 
tasks (like sending post-appointment follow-ups or receipts). Franchise operators 
use it to track suite occupancy, manage leases (if applicable), and monitor daily 
sales. It also interfaces with devices (like check-in kiosks, door locks). Function: 
In-location operations and customer relationship management. 

●​ CrownLytics™ (Analytics & Attribution): Our data warehouse and analytics 
dashboard. It aggregates inputs from all other systems – every booking, sale, 
referral, QR scan – into real-time metrics. For example, a franchisee can see at a 
glance today’s total services, product sales, and even which marketing channel 
brought in those customers. CrownLytics provides insights like top performing 
Suite Pros, peak booking times, and flags anomalies (e.g., if a location’s 
bookings suddenly dip). Importantly, it also performs cross-platform attribution: 
if a client saw an ad via CrownFluence, clicked and booked, then bought a 
product online later, CrownLytics ties it all together to credit the appropriate 
ambassador or marketing channel. 

●​ CrownRewards™ (Loyalty & Rewards): A universal loyalty program 
spanning all CrownThrive services. Clients earn points for every dollar spent on 
services or products at MM Suites (and even online purchases). They can 
redeem points for discounts or special offers. CrownRewards is QR code driven 
– clients scan a code at the front desk or suite to check-in and apply points. It 
boosts retention by encouraging clients to try different Suite Pros or services 
(points earned with one Pro can be used with another, which fosters an “one 
network” feel). Function: Customer retention, cross-utilization incentive. 
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●​ CrownThriveU™ (E-Learning & Certification): Our education platform 
offering courses and quizzes. Accessible via web and mobile, it hosts content 
from technical skills to business training. Suite Pros enroll in tracks (with quizzes 
and exams) and earn certifications that appear as badges on their profiles. It’s 
also a marketplace for experts to sell courses (some Suite Pros become 
instructors). CrownThriveU is integrated such that completing certain courses 
can automatically reflect in compliance records (e.g., a sanitation course 
completion could update their CHLOM profile). Function: Talent development and 
credentialing. 

●​ ThrivePeer™ (Mentorship & Community): A virtual social mentorship 
platform/marketplace where Suite Pros and others can book mentors, ask 
questions, share advice, and find mentors. New members (Tier 1 Trainees) get 
paired with experienced Pros (Tier 4 Experts) who volunteer as mentors. 
ThrivePeer ties into CrownRewards too – e.g., mentors might earn points or 
kudos for helping. Function: Knowledge sharing, community building. 

●​ Crown Affiliates™ & Crown Ambassadors (Referral System): Our affiliate 
marketing program platform. Affiliates get unique referral links and codes to 
promote products or services. The Crown Affiliates portal tracks clicks, 
conversions, and calculates commissions. Crown Ambassadors (the higher tier) 
have additional dashboard features to see their downline (Affiliates they referred) 
and their override earnings. This system is deeply integrated: any sale anywhere 
in the ecosystem can trigger a commission that Crown Affiliates logs and CHLOM 
pays out automatically. Function: Growth via word-of-mouth and incentivized 
referrals. 

●​ CrownFluence™ (Influencer & Advertising Hub): A platform where we 
manage marketing campaigns and connect Suite Pros or brand partners with 
advertising opportunities. It has two sides: 

o​ Influencer Marketplace: CrownFluence allows us to run campaigns (say a 
product launch) by getting our Suite Pros or clients (as micro-influencers) 
to create content. They get rewarded through the platform, tracked via 
CrownLytics. 

o​ Ad Management: It also serves as an interface for franchisees to launch 
local ads easily (like a mini ad agency in a box). This ties to AdLuxe™, 
our AI-driven ad automation that can create and place hyper-targeted local 
ads (e.g., geo-fenced mobile ads around the neighborhood). We often roll 
them together (CrownFluence/AdLuxe) as our marketing engine. Function: 
Demand generation and brand amplification. 
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o​ ThrivePay™ (Payments): Our integrated payment gateway that 
processes all transactions (appointments, point-of-sale, online sales). It’s a 
Stripe-powered backbone branded as ThrivePay, ensuring funds flow to 
the right parties. For instance, if a client buys a product online from 
Melanin Magic, ThrivePay ensures the referring Suite Pro or Ambassador 
gets their cut and the local franchise gets credit if relevant. It also handles 
subscription billing (for example, if a franchisee signs up for extra services 
or if Suite Pros eventually subscribe to premium tools). Function: Financial 
transactions and revenue split enforcement (closely linked with CHLOM 
for the split logic). 

●​ CHLOM™ (Compliance & Ownership Ledger): The heart of trust and 
automation (detailed more in Section VI). Technically, it’s part of the stack as a 
private blockchain ledger and smart contract system that all the above 
platforms hook into. For example, when ThrivePay registers a $100 sale, 
CHLOM’s smart contracts execute the logic to allocate the percentages to 
franchisee, corporate, etc. When Crown Affiliates’ records a referral, CHLOM 
attributes it to the Ambassador’s license token so they “own” that customer’s 
referral chain. When CrownThriveU issues a certificate, CHLOM can mint it as an 
NFT badge under that user. It’s our cross-system trust and compliance layer. 
Function: Automation of legal, financial, and compliance rules across the 
ecosystem. 

●​ Others: There are several supporting tools and integrations: e.g., NeuralCraft™ 
AI solutions we use internally and build custom public-facing solutions (like an AI 
chatbot on the franchise info site to answer FAQs automatically, Locticians 
Community and Directory which is a specialized directory for hair specialists 
that feeds into CrownThrive’s network (Suite Pros can get listed there for extra 
client leads), ThriveTickets for ticketing events (used if a location hosts events 
or classes), and Stripe Climate/EcoDrive integration (to track the carbon offset 
points we give for certain actions, donate food and water, remove plastics from 
the ocean, plant trees, cultivate kelp, and more. These initiatives also create jobs 
for the local communities, etc, aligning with our sustainability commitments). 

 

http://chlom.io
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The beauty of this matrix is that all platforms are interconnected under one 
ecosystem login (CrownThrive IO portal). A user (be it client, Suite Pro, or franchisee) 
has one account that ties to all these services, and data flows between them. This is 
unlike any competitor: no other salon suite brand has an in-house tech stack spanning 
education, loyalty, booking, etc. – it’s our moat. For stakeholders, this matrix shows that 
we aren’t just a real estate play; we’re a tech-enabled platform business. 

Ecosystem Integration & Data Flywheel: The integration of these platforms creates a 
powerful flywheel effect – data and activity from one part of the ecosystem boosts 
another, fueling overall growth. Some concrete examples of this interoperability in 
action: 

●​ Seamless Data Flow: When a new client books a service on ThriveSeat, their 
profile and appointment details don’t live in isolation – they instantly flow into the 
Suite Pro’s Kamora360 CRM (so the Pro can see their info and preferences) and 
into CrownRewards (creating or updating their loyalty account). If that client later 
buys a product online, CrownLytics knows which Suite Pro referred them or 
serviced them last and can credit the appropriate party. Everything is linked. This 
means a client never falls through cracks – they become a known entity across 
our system, enabling personalized marketing. For instance, after their 
appointment, they might get a thank-you email with a coupon for a related 
product – all automatically triggered because the system “saw” they had that 
appointment and ties to our product store. 

●​ Cross-Promotion Automation: The system can automatically promote one 
service through another. Example: A Suite Pro publishes a new class on 
CrownThriveU (say a weekend makeup course). The platform can detect which 
of her existing clients (from ThriveSeat/Kamora360/ data) might be interested 
(maybe those who asked about makeup tips), and then send them a notification 
via the ThrivePush (our notification system) or email. Similarly, if a client 
redeems loyalty points, the app might suggest: “Hey, you have 500 points – you 
could use these to get $10 off a wellness workshop happening next week in our 
studio.” Thus, the flywheel: bookings lead to course sales; course participation 
leads to more product purchases; product use leads to more appointments for 
upkeep, etc. The platforms talk to each other to make these suggestions without 
human intervention. 

 

http://thriveseat.com
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●​ Real-Time Attribution & Trust: Thanks to CrownLytics and CHLOM, every 
transaction or referral is attributed instantly and transparently. If Ambassador 
Alice refers Client Bob who buys from Suite Pro Charlie, the system immediately 
logs that and Alice can see her commission pending. No waiting until 
month-end to manually tally things – it’s on-chain and often paid out immediately 
(or accumulates for payout). This builds trust among participants: a Suite Pro can 
look at her dashboard at day’s end and see: X services done, Y products sold, Z 
earned from referrals/content, etc. – all verified by the ledger. It’s like having a 
daily profit-and-loss statement. That motivates them to engage more (they can 
literally watch their extra earnings from referrals tick up, which is addictive in a 
good way). For franchisees and corporate, it means accountability – 
under-reporting or errors are virtually eliminated since CHLOM is tracking all 
sales directly. 

●​ Unified Customer Experience: Integration also shines in customer-facing ways. 
A client might discover MM Suites from a CrownFluence ad on Instagram, 
leading them to book via ThriveSeat. They show up and scan a QR code to join 
CrownRewards and check in. They get points, which the system automatically 
tallies. After the service, they receive a text: “Thanks for visiting! Here’s 10% off a 
product you might love,” linked to our e-commerce – which when they click, 
auto-applies their loyalty points at checkout. Next week, they get a notification 
about a new stylist (Suite Pro) in the same location offering a service that 
complements what they had, nudging an upsell cross-booking. From their 
perspective, it’s all one smooth journey – they don’t realize multiple platforms 
(ads, booking, loyalty, analytics, etc.) were involved. For us, each step increased 
engagement and revenue. 

●​ Data-Driven Improvements: Because of integrated data, we can improve 
operations continuously. For example, CrownLytics might show that Suite Pros 
who regularly engage with CrownThriveU (maybe hosting a course or completing 
one) have 15% higher client retention. We then feed this insight back: the system 
can encourage other Pros to take a course (“Professionals who completed the 
‘Master Customer Service’ course saw +15% client retention – enroll now!”). 
Another example: through integrated feedback forms (post-appointment surveys 
through CrownRewards via CrownPulse and The Mane Experience), we might 
see clients at one location keep mentioning “parking difficulty.” That data surfaces 
in analytics – the franchisee can address it (maybe negotiate reserved parking or 
inform clients better). Or HQ might see one service (say a special scalp 
treatment) gets rave reviews network-wide; we then double down promoting that 
service in marketing across all locations. 
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●​ The Flywheel Effect: More Suite Pros and locations = more clients = more 
data = better targeting of offerings = more revenue per client = attracts 
more Suite Pros, and so forth. Every new participant (user or service) doesn’t 
add linear value, but exponential potential via cross-sell. A phrase we use is 
“compounding earnings for all participants” – because the integration means 
each action one person takes can benefit many. A Suite Pro brings a client -> 
client buys product -> product sale gives franchisee and corporate revenue + 
maybe Ambassador commission -> which motivates Ambassador to refer 
another Pro -> that Pro brings more clients… etc. The platforms are the rails on 
which this virtuous cycle runs. 

In technical terms, our architecture is API-driven and modular. We have internal APIs 
that allow, for instance, the booking system to query loyalty points, or the POS to log a 
sale to analytics service. We maintain central data consistency by having a unified 
database (or rather, a well-orchestrated set of databases with CHLOM ledger linking 
keys). We can plug in external integrations too – e.g., if a franchisee wanted to put a 
booking widget on their own local website, our API could allow that without breaking the 
attribution chain. 

For the War Room audience, the takeaway is: our tech stack is not a bunch of 
disparate apps; it’s a cohesive, home-grown system built to work together. This is 
difficult for competitors to replicate and gives us a tech advantage similar to how Apple’s 
ecosystem keeps users locked in. Here, once a Suite Pro or client is in our world, 
everything they need is there, and it all “just works” together. It drives higher LTV 
(lifetime value) and lower churn – which is gold for investors. 

AI, QR, and Automation Infrastructure: MM Suites is very much a smart salon 
concept, leveraging cutting-edge tech like AI and IoT to automate operations and 
enhance user experience. 

●​ Artificial Intelligence (AI): We incorporate AI in several ways, making the 
business more efficient and scalable: 

o​ AI Assistants & Chatbots: On our websites and apps, an AI-driven chatbot 
(internally codenamed “Thrive AI featured on our Help Center EcoBot on 
Locticians Community and Directory”) answers common inquiries from 
prospective franchisees or clients 24/7. It uses our knowledge base to 
handle FAQs like “How do I become a Suite Pro?” or “What’s the franchise 
fee?” – reducing the burden on staff and speeding up response times. 

o​ Smart Scheduling: The ThriveSeat booking system uses AI to suggest 
optimal appointment times (considering a client’s past behavior and a 
Pro’s schedule) and even to upsell (“You have booked a facial; others 
often add a brow service – would you like to?”). It can fill calendar gaps by 
prompting waitlisted clients when an opening appears. 
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o​ Marketing Automation: AdLuxe Network and SocialAIly uses AI to 
generate and target ads. For example, a franchisee can simply input “I 
want more bridal makeup clients” and AdLuxe will create an ad with 
appropriate imagery and verbiage, decide whether to run it on Facebook 
or Google via SocialAIly based on past performance, set the budget, and 
monitor results – all using machine learning from other campaigns. Also, 
we use AI for content creation assistance – e.g., helping Suite Pros draft 
better social posts or helping our marketing team A/B test landing page 
copy (via GPT-like systems). 

●​ Personalization: On CrownThriveU, AI recommends courses to users based on 
their career stage and interests (similar to how Netflix suggests shows). In 
CrownRewards, AI analyzes client behavior to personalize offers (like identifying 
that a client gets haircuts every 4 weeks and nudging them at week 4 with a 
points booster if they book again). 

●​ Operations & Maintenance: We employ AI in analyzing IoT sensor data – e.g., if 
an environmental sensor in a suite shows unusual humidity or a device 
malfunction, our system might predict a needed maintenance before it becomes 
a problem. CHLOM’s compliance AI checks patterns like if a Suite Pro hasn’t 
logged a sanitation check in a while or a cosmetology license is nearing expiry, 
and sends automated reminders or actions. 

●​ Decision Support: For expansion planning, we use AI to analyze demographic 
and market data to pinpoint promising new locations (basically an AI-enabled site 
selection tool that cross-references competition, local beauty spending, etc.). 

●​ QR Codes & IoT Automation: As highlighted, QR codes are a simple but 
powerful tech we’ve woven throughout the experience. They serve as the bridge 
between physical and digital: 

●​ Client Journeys: Check-In QR – Clients scan on arrival which notifies their Suite 
Pro via ThriveSeat and logs their visit (starting the CrownRewardsloyalty accrual 
for that visit). Mirror QR – clients scan to take actions (rebook, review, tip 
electronically, etc.). Product QR – scan to read reviews or order more later. This 
creates an automated loop where actions trigger data: e.g., scanning to 
check-in triggers CrownRewards to allocate points and simultaneously updates 
the appointment status in the system. 

●​ Suite Pro Actions: We have QR codes on equipment or posted in backrooms for 
internal use too – e.g., scanning one to reorder supplies quickly, or to log that 
they performed a weekly deep clean (they scan a code, which brings up a 
checklist on their phone to complete – once submitted, CHLOM logs that 
compliance record). 
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●​ IoT Smart Devices: Each suite’s door lock is smart – Suite Pros unlock via app 
or code, and it logs entries. This means a franchisee can see usage (for security 
and for interesting analytics like which Pros come in earliest, etc.). We also 
integrate things like smart thermostats, lighting – a franchisee can control or 
automate them to save energy (lights off and AC to eco mode after 9pm 
automatically). If a Pro books a client at 7am, the system could ensure the main 
door unlocks at 6:45 and the AC is on – then relocks later; all automated. 

●​ Kiosks and Payment: We have or plan self-service kiosks in lobbies (the AI 
Kiosk concept) where clients can check themselves in, sign up for loyalty, or even 
virtually consult an AI stylist for product recommendations. All of this reduces 
friction and staffing needs. At POS, scanning a code can bring up the client’s 
profile to redeem points or pay via mobile wallet – reducing the need for physical 
cards or even staff handling transactions. 

●​ Automation of Routine Tasks: With integrated systems, many tasks are 
automated: nightly, CHLOM runs checks – did every transaction today properly 
split? Yes. Did all referrals get logged? Yes. It might auto-email daily reports to 
franchisees. If a Suite Pro’s insurance or license on file is expired, CHLOM can 
automatically suspend their booking privileges (with a warning) until updated 
– ensuring compliance without manual oversight. If a franchise royalty payment is 
due and not made, smart contract can auto-draft or flag it immediately. All these 
reduce the need for human admin work and catches issues proactively. 

●​ Smart Treasury & Finance (DeFi elements): We’re implementing a form of 
Smart Treasury – essentially our corporate finance system that automatically 
allocates a portion of revenue to designated funds (like the ad fund, ThriveFund 
charity, etc.) and invests or holds them as programmed. This could extend into 
DeFi territory: e.g., temporarily parking collected ad funds in a yield-bearing 
stablecoin account until used (earning a bit of interest for the network). We’re 
exploring a CHLOM treasury where all royalty splits accumulate transparently, 
and disbursements happen with one click or on schedule via smart contract. 
While still largely internal, these practices mean less manual accounting and the 
possibility of innovative funding (like community members staking into a fund to 
support new franchisees, etc., down the line). 

●​ DAO and Decentralized Governance Prep: As mentioned, CHLOM is being 
built with future DAO-like governance in mind. We intend that by Phase 3 
(around Year 5), certain decisions (use of ThriveFund grants, election of advisory 
board members, etc.) will be voted on by the community of stakeholders via a 
decentralized app. Our infrastructure already issues digital tokens (like NFT 
licenses and badges). Eventually, say every franchisee and Suite Pro 
(Ambassadors) might hold a governance token giving them votes on certain 
proposals. While not fully deployed yet, we’re ensuring the tech stack can 
support this – meaning our database and apps will integrate with a blockchain 
voting system. The War Room note: we’re future-proof, preparing for Web3 



models where appropriate, which could further increase stakeholder engagement 
and loyalty (everyone feels like an owner with a voice). 

In plain terms for stakeholders: MM Suites leverages technology not as a buzzword, 
but as a practical enhancer of efficiency, experience, and scale. AI reduces 
overhead and improves decision-making; QR codes and automation streamline 
operations and create modern, touchless customer interactions; and our forward-looking 
approach to blockchain (CHLOM) and DAO means we’re ready for the next era of 
secure, transparent business management. All of this tech is in service of one goal – 
making the MM Suites model easier to run and more profitable while delivering a 
superior experience to every user. 

🧑‍🏫 V. Suite Pro Ops & Training 
CrownThriveU Pathway (Quizzes & Certification Tiers): People are the core of MM 
Suites, so we’ve built a comprehensive training and career development program 
through CrownThriveU™, our online academy. The pathway ensures every Suite Pro 
(and franchisee and even their staff) is well-prepared to thrive in both craft and 
business. Key elements: 

●​ Foundational Tracks: Upon joining, each participant is enrolled in a track 
tailored to their role: 

o​ Suite Pro Entry Track – Covers the essentials a beauty professional needs 
to succeed in our system: how to use the ThriveSeat booking dashboard 
efficiently, maintain sanitation standards (with our specific protocols), 
understanding CrownRewards loyalty logic (so they can explain it to 
clients and maximize repeat visits), how to activate QR promotions, 
handle client follow-ups, and some basic small-business finance (setting 
prices, tracking income, etc.). It’s basically “Running Your Business 101” 
combined with “MM Suites Platform 101.” 

o​ Franchise Owner Onboarding Track – More advanced business training: 
navigating the pro forma financial model, learning the platform override 
logic (i.e. how revenue splits and subscriptions work), mastering 
Kamora360 for facility management (like suite assignments, building 
maintenance logs), registering licenses with CHLOM (so a new franchise 
is properly set up on our blockchain ledger), and guidance on hiring (using 
FindCliques™ to find talent and support staff). It’s a thorough orientation 
so a new franchisee knows how to operate day-to-day and leverage HQ 
support. 

o​ Brand Ambassador Bootcamp – For those in the affiliate/ambassador 
program (including Suite Pros, since they automatically become 
Ambassadors). This track teaches effective promotion: how to create 
content that sells without being spammy, basics of social media marketing, 
how to use our AdLuxe ad manager interface for personal campaigns, 



and sales psychology to convert referrals. It’s like a mini marketing course 
so our ambassadors represent the brand well and benefit from it. 

 



Each track consists of modules with video lessons, readings, and quizzes. For 
example, the Suite Pro track might have modules on Customer Service, on Tech Tools, 
on Health & Safety, etc., each ending with a quiz or practical assignment. 

●​ Assessments & Certification: At the end of each track (and interspersed), there 
are timed assessments or skill evaluations. For a Suite Pro, this could include a 
short exam on our policies and a practical test like creating a mock booking or 
scanning a QR code successfully. Franchisees might have to simulate entering a 
week of sales and running a report. We require a passing score to move 
forward – ensuring comprehension. Upon completion, individuals earn a 
Certificate from CrownThriveU (for Suite Pros, this is essentially their license to 
operate in our system). Successful completion of onboarding tracks unlocks 
various things: for Suite Pros, it unlocks eligibility to participate in our referral 
and override programs (they become a fully-fledged Ambassador/Affiliate once 
they pass). It might also be a condition to, say, get a higher commission on 
product sales or to list on premium spots in our directory. Basically, it gamifies 
the training – you gain status and perks by completing it. 

●​ Course Libraries: Beyond onboarding, CrownThriveU offers ongoing 
education. There are technical courses (e.g. advanced coloring techniques, 
skincare treatment courses), business courses (pricing strategies, tax basics), 
tech courses (deep dives into using CrownLytics, or setting up an online store), 
financial literacy (how to manage cash flow, invest profits), and leadership & 
DEI training (like managing apprentices, building inclusive spaces). Many are 
created by industry experts or even by our top Suite Pros (who earn royalties on 
course sales, another incentive for them). Each course often has its own quiz 
and a digital badge upon completion. Suite Pros can display these badges on 
their CrownThrive profile – clients see them and know, for example, “This stylist 
is certified in Advanced Color Correction” which builds trust. 

 



Tiered Credentialing System: We’ve structured a tier system that maps to 
achievement and engagement: 

●​ Tier 1: Trainee – New entrants who are still learning the ropes. They have limited 
privileges (e.g., they might not yet appear at top of search results until fully 
certified, and they get limited referral eligibility). They are often paired with a 
mentor and are encouraged to complete their onboarding fast. 

●​ Tier 2: Certified Pro – Achieved after completing the main track and some initial 
milestones. Tier 2 means they are a “CrownThrive Certified” professional. At this 
level, they become eligible for the affiliate program (they get their referral links), 
and can participate in basic overrides. They can also list themselves as 
“Certified” which we believe will carry weight as our brand grows (like getting a 
stamp of quality). 

●​ Tier 3: Expert (Pro+) – This is for those who have multi-skill certifications or 
significant tenure. For instance, a stylist who also completed a business course 
and a leadership workshop. They might also need a minimum of say one year in 
the network with good reviews. Experts unlock more perks: they might get 
referral bonuses (like a higher cut on products), product discounts, and 
eligibility to teach or host events (so they can create a class on CrownThriveU or 
host a local seminar, and we give them platform support). Essentially, Tier 3 are 
our rockstar Suite Pros or franchisee staff who can start mentoring others. 

●​ Tier 4: Mentor/Leader – These individuals are vetted experts who actively 
contribute back – they might be mentoring newbies on ThrivePeer, hosting 
webinars, or leading local training. They get top recognition: perhaps a profile 
badge highlighting them as a “Thrive Mentor”. They receive override 
commissions if their mentees perform well (a small percentage of their referred 
mentees’ sales as a thank you). They might also be invited to join advisory 
boards or beta test new programs. 

Note: Suite Pros aren’t the only ones in tiers; franchisees can have similar tiers as they 
grow (but that’s more internal). The key is we’ve formalized career progression, which 
is rare in this industry. A stylist in a typical salon has little upward mobility except 
opening their own salon; with us, they can climb tiers, earn recognition, and even get 
leadership roles (like a ThriveAlumni Board seat if they become a regional 
ambassador). 

●​ Gamification and Rewards: CrownThriveU uses gamification heavily. 
Completing courses might reward CrownRewards points or even NFT trophies. 
Leaderboards show who’s taking the most courses or scoring highest. We run 
periodic challenges (e.g., “Complete 3 courses this quarter and get a bonus 
product kit”). This keeps engagement high. Our ultimate aim: make constant 
learning part of the culture (“Never Stop Learning, Never Stop Teaching” is a 
motto we use). 

For stakeholders, this robust training pipeline means quality control and scalability. 
We’re not just throwing franchisees and stylists out there – we’re rigorously training 



them so the brand experience is consistent and professional. It also means faster 
onboarding (a new franchise can ramp up quicker because the employees go through 
structured training) and retention (people stay when they see a growth path). It’s also a 
selling point to recruit talent – they see joining MM Suites as joining an elite program, 
not just renting a room. 

Crown Affiliate & CrownRewards Referral Flow: One of CrownThrive’s most powerful 
growth engines is our referral and loyalty system – it turns every stakeholder into a 
promoter through aligned incentives: 

●​ Crown Affiliate Program: Anyone can become a Crown Affiliate (often clients, 
fans, or emerging influencers). By signing up, they get a unique referral link/code. 
They earn 5–15% commission on any sale they drive – whether it’s a product 
on our e-commerce, a CrownThriveU course, or even a service booking for an 
MM Suite (we attribute new client referrals too). The exact percentage depends 
on the product and their performance (top affiliates earn higher rates). Affiliates 
have a dashboard (via Crown Affiliates platform) to track clicks, sales, and 
earnings. Crown Afilliates can earn monthly cash bonuses and commission 
increases by 5 to 15% more depending on performace. This program essentially 
turns satisfied customers and community members into an extended sales force. 
For example, a client loves her hairstyle and shares her stylist’s booking link – if 
a new client books through that, the system knows and can give that referrer a 
commission or reward (sometimes paid in cash, sometimes bonus loyalty points 
or gifts for micro-referrals). 

●​ Crown Ambassadors: This is an elevated tier of the affiliate program. Typically, 
Suite Pros and franchisees automatically start as Ambassadors (since 
they’re deeply invested advocates), and also top-performing external affiliates 
can be invited up. Ambassadors get higher lifetime base commissions of 
15-30% and crucially, override commissions on others they bring in. 
Specifically: 

o​ They earn on their direct sales (like affiliates do, say ~30%),and can earn 
monthly cash bonuses and commission increases by 5 to 20% more 
depending on performace. 

o​ Plus, if they recruit other affiliates or ambassadors, they earn a small cut 
of those people’s sales: 5% lifetime override on sales by Ambassadors 
they refer, and 3% on sales by Affiliates they refer. 

o​ This is a single-level network—meaning Alice (an Ambassador) refers Bob 
(Ambassador) and Carol (Affiliate). Alice gets 5% of Bob’s referral sales 
and 3% of Carol’s. If Bob refers Dave, Alice doesn’t get Dave’s sales (only 
Bob would get those). We deliberately kept it one-level to avoid MLM 
craziness, while still leveraging network effects. 

All Suite Pros being Ambassadors means every entrepreneur in our system can earn 
beyond their direct work. For example, a Suite Pro could refer a friend in another city to 

http://affiliate.crownthrive.com


open an MM Suite; when that friend’s location does well, the Suite Pro gets a piece of 
referral commission (the specifics of franchise referral rewards are defined, e.g. $10k of 
the franchise fee as mentioned). Similarly, if they bring in new customers or other suite 
renters, they earn rewards. 

●​ Referral Flow Example (Services): Let’s illustrate a common scenario: A happy 
client becomes an advocate. She has a friend who needs a stylist – she shares 
her stylist’s profile link (which contains her referral code). Her friend signs up and 
books. That friend automatically gets, say, bonus CrownRewards points for 
being referred (maybe 500 points = $5 value, as a welcome), and the referrer 
(the client) also gets some points as a thank-you. Additionally, if the program 
dictates, the referrer might get a cash commission if that friend keeps booking 
(for Ambassadors, they would; for a casual client maybe just points unless they 
formally join the affiliate program). This dual incentive (points for both) 
encourages word-of-mouth greatly. 

●​ Referral Flow Example (Products/Courses): A Suite Pro writes a blog post 
about a certain hair oil (Melanin Magic Oil) and includes her affiliate link. People 
click, buy the oil on our shop for $30. She earns maybe $9 (30%). If one of those 
buyers also joins CrownThriveU and buys a course because of her blog’s 
influence, she’d get commission on that too. With Ambassadors, layering 
overrides, someone like a franchisee who recruits 10 local enthusiasts as 
Affiliates can then earn a % of each of their sales, etc., creating a small, yet 
growning (evergreen) passive income stream. 

●​ Integration with CrownRewards: Our loyalty program works hand-in-hand. 
Sometimes the reward for a referral is loyalty points (especially for clients who 
refer other clients). For example, refer a new client, and both of you get 500 
CrownRewards points. Those points can be redeemed for discounts on 
services or products – which drives the next purchase. In CrownRewards, we 
also have promotions like “refer a friend, get a free add-on service” or “share 
this QR code and if 5 people scan and join, you get a free product.” So it’s 
not all about cash; often it’s about creating a loop where referrals feed into loyalty 
and vice versa. 

●​ Automated Tracking and Payout via Stripe/PayPal (ThrivePay) and  CHLOM: 
The complexity of tracking all this (referral chains, lifetime overrides, 
multi-platform) is handled by our backend. ThrivePay + CrownLytics + CHLOM 
record every referral event with metadata of who referred whom and who gets 
what. Payouts are automated: e.g., Ambassador Alice will see in her Crown 
Affiliates dashboard that she earned $50 from Bob’s sales this month. At 
month-end, the smart contract triggers a payout either to her bank via ACH or as 
crypto or however chosen. There’s transparency – she can click and see the 
transactions that made up that $50. This builds trust – no one worries “Did I really 
get credit for that referral?” – they can literally see it on their phone immediately 
after the referred purchase. 



 



●​ Cultural Impact of the Referral System: By giving everyone skin in the game, 
we encourage a culture of mutual promotion. Suite Pros hand out each other’s 
cards because if they refer a client they can get a slice. Franchisees encourage 
their Suite Pros to bring fellow stylists into the network (some franchise systems 
discourage that to avoid poaching; we encourage it because all referrals are 
rewarded and it grows the pie for all). It’s common in our pilot that a barber refers 
his overflow clients to a loctician down the hall – he gets points or a cut, the client 
stays in-house, everyone wins. Compare this to a traditional salon suite model: 
there, each renter is siloed and might even compete or be indifferent to others. In 
MM Suites, the referral economics turn them into a team, essentially. 

●​ Ambassador Referral of Franchisees: We also reward referrals on the B2B 
side: e.g., if a franchisee refers another franchise sale, they get a portion of that 
franchise fee (we saw around 20% in the plan: $10k on a $50k fee). We’ve baked 
that into CHLOM too. This incentivizes successful franchisees to help us find the 
next operators (and often mentor them, since they have a vested interest via 
override). 

Summing up, the Crown Affiliate & Rewards flow is our growth backbone – “growth 
hacking” baked into the model. It reduces our customer acquisition costs (why pay 
Facebook when our own people will bring customers for a share?), increases retention 
(clients stick around to use points), and opens new income for participants (which 
makes them happier and more loyal). Stakeholders should know that our system has 
the monitoring to avoid abuse (no multi-level pyramids beyond the single tier, no inflated 
sales because everything is real usage). And the fact that 99% of cross-platform 
referrals are accurately tracked means we’re effectively monetizing every social 
connection. This is modern, data-driven franchising – where a significant portion of 
growth comes from within the community rather than pure ad spend. 

Sample Suite Pro Agreement Snapshot: Every Suite Pro signs a Suite License 
Agreement (which is partially an NFT license via CHLOM, but also a traditional 
contract). We’ll summarize a few key provisions that align with our model: 

●​ Integration & Platform Use: Suite Pros are required to conduct their business 
through the CrownThrive ecosystem tools. This means all client bookings must 
go through our system (ThriveSeat), they must use Kamora360 and 
ThriveSeat for managing clients, and they agree to honor CrownRewards 
loyalty program – i.e., they can’t refuse a client’s loyalty scan and they can’t 
implement their own separate loyalty outside the system. They also automatically 
become Crown Ambassadors, as noted, so they agree to the terms of that (like 
ethical promotion, etc.). In short, being a Suite Pro in MM Suites is joining the 
CrownThrive platform – the contract ensures they can’t “opt out” of tech; this 
consistency is crucial to maintain the unified experience. 

 



●​ Financial Terms: in Phase 4, instead of rent, the agreement spells out the 
revenue share: typically 30% of service revenues are paid to the Suite (which 
then flows to franchisee/Corporate as per earlier breakdown). Some agreements 
might have a minimum (for example, if a Pro doesn’t generate at least $X in a 
month, a minimum fee might apply (floor rent) though we often avoid rigid 
minimums to be flexible. It also covers product sales – usually Suite Pros get a 
commission on products they sell (the rest goes to cover product cost and a cut 
to franchisee). Payment terms: all transactions processed via ThrivePay will 
automatically split, so Suite Pros receive their 70% share typically daily or weekly 
via direct deposit (the contract outlines that mechanism). This is very different 
from paying rent on the 1st of the month; it’s more like they get paid, after our 
cut, in near-real-time. 

●​ Compliance & Standards: Suite Pros must maintain all required licenses 
(cosmetology, barbering, massage, etc. as applicable) and comply with health 
and safety regulations. They must follow our sanitation protocols (e.g., daily 
cleaning checklists, proper tool sterilization – we detail these and CHLOM 
monitors some aspects as mentioned). The agreement likely references our 
Operations Manual where these standards are detailed and makes compliance 
a condition of staying on. With CHLOM, enforcement can be automatic: e.g., if 
they lapse on a license, their booking privileges pause – the agreement gives us 
the right to do that and even remove them if not cured. 

●​ Non-Compete & Non-Solicitation: Typically, while occupying a suite, they agree 
not to divert clients outside the system. For instance, they shouldn’t process our 
clients off-book to avoid paying commission (if caught, grounds for termination). 
After leaving, often there’s a brief non-compete for that location (e.g., they can’t 
open a salon across the street immediately and poach all their clients – perhaps 
a 6-12 month, 5-mile radius type of clause, as allowed by state law). This 
protects the franchise’s investment. Since Suite Pros aren’t franchisees, these 
clauses vary by state, but we aim to balance protecting the business with 
individuals’ right to work. At the very least, a non-solicitation: if they leave, they 
can’t solicit other active Suite Pros to follow them, nor solicit clients via our 
system’s contact info in an aggressive way. Given that clients belong to the Pro, 
we don’t stop them from announcing moves, but we forbid using our marketing 
channels to do so. 

●​ Ambassador/Affiliate Obligations: As part of being in our ecosystem, Suite 
Pros agree to some baseline promotional efforts. For example, they might be 
required to post on social media that they’re at MM Suites, or to participate in at 
least one community event or cross-promotion per quarter. This isn’t heavily 
enforced, but it’s in spirit of our collaborative model. Also, since they are default 
Ambassadors, the contract binds them to our Affiliate Program policies – no 
spamming, no false claims in promotions, adherence to our brand guidelines 
when marketing. 



 



●​ Use of Space & Decor: The agreement specifies what they can and can’t do in 
their physical suite. They can decorate to reflect their style, but major changes 
(paint color, installation) might need approval. They cannot display any offensive 
material. They must keep the suite clean and not create hazards. If we have 
“quiet hours” or rules (like no loud music after 9pm), they abide. Essentially, think 
of it like a high-end co-working membership agreement meshed with franchise 
brand standards. 

●​ Suite License NFT: One novel part – each Suite Pro is actually issued a digital 
license token (NFT) via CHLOM that represents their rights (to commissions, to 
referrals, etc.). The contract explains that this NFT is how we manage their 
participation. It may also specify that this NFT can’t be sold or transferred without 
consent (to prevent people selling their slot to someone unapproved). However, it 
does enable some flexibility: e.g., a Suite Pro could temporarily lease their suite 
to a substitute via the platform if allowed. The legal text basically says that rights 
and commissions are codified via CHLOM and by signing, they accept that 
mechanism. 

●​ Termination & Remedies: Grounds for termination include failing to maintain 
license or insurance, repeated poor sanitation scores, non-payment of any due 
fees (if any outside the split), or actions that hurt the brand (like crime, unethical 
behavior). Since they don’t pay traditional rent, non-payment is rarely an issue, 
but if someone attempted to circumvent the system to avoid the revenue share, 
that’s cause. We have an interesting clause: because CHLOM monitors for 
under-reporting, if someone systematically tries off-platform transactions, we can 
detect it and consider it a breach. If terminated, they must vacate the suite and 
return any company property (tablet, etc.). Also, due to CHLOM, their NFT 
license could be revoked so they lose access to systems. 

●​ Other Notables: Suite Pros agree to partake in CrownThriveU ongoing 
training – e.g., they must complete a yearly sanitation refresher or new feature 
tutorials. They also agree that any content they create with our tools or events 
they host is co-promoted by us (some legal wording ensuring we can use photos 
or videos from their suite for marketing). They’re also made aware of the suite 
community guidelines – respecting other suite tenants, noise control, shared 
space rules. 

Overall, the Suite Pro agreement is designed to protect the integrity and consistency 
of the MM Suites experience, while giving Pros what they want: autonomy in running 
their business with support. It’s not overly restrictive (we are appealing to independent 
entrepreneurs, after all), but it does mandate participation in the ecosystem. To an 
investor or stakeholder, this ensures that when we onboard professionals, they’re not 
just renters – they’re collaborators who adhere to our system, which safeguards the 
investment in tech and brand. (And since it’s tied to CHLOM, enforcement is partly 
automated – truly “smart contracts” in action in a franchise context.) 



Booking → Retail → Loyalty Redemption Flowchart: Let’s walk through a typical 
customer journey to illustrate how a client interaction can cycle through multiple revenue 
channels and loyalty loops in one cohesive flow: 

1.​ Discovery/Booking: A new client, Jasmine, hears about MM Suites through a 
friend (who is a Crown Affiliate) on Instagram. The friend shared a link to a stylist 
at Melanin Magic Suites. Jasmine clicks and lands on our ThriveSeat booking 
site showing the stylist Alex’s profile. She sees reviews, services offered, and 
notes that Alex has certifications (like “CrownThriveU Certified Colorist” badge). 
She books a haircut and deep conditioning service for $100 total. During 
online booking, she’s prompted to join CrownRewards (“Earn points on this 
appointment!”). She signs up with a couple of clicks (perhaps using her Google 
account). Her appointment is confirmed for next week. – At this point: Alex (the 
Suite Pro) and the franchisee see the booking in Kamora360 and/or ThriveSeat, 
and the friend who referred gets a notification that her referral led to a booking 
(so she’ll earn commission/points). 

2.​ Appointment/Service: Jasmine arrives at the MM Suites location. At reception, 
she’s greeted and sees a sign “Check in and get 50 loyalty points.” She uses 
her phone to scan the QR code at the front desk to check in. Instantly, her 
CrownRewards wallet gets 50 points for checking in, and Alex is alerted via app 
that her client has arrived. Jasmine is impressed with the chic decor as she waits 
briefly. Alex takes her to her private suite and performs the haircut & treatment. 
During the service, Alex uses a Melanin Magic leave-in conditioner and shows 
it to Jasmine, mentioning “This is what I’m using, it really helps with moisture – 
we have it at the front if you’re interested.” The service goes great. 

3.​ Point-of-Sale & Retail: After the service, they step out to the lobby retail area 
to checkout (or they could do it in-suite on a tablet). Jasmine decides she does 
want that Melanin Magic leave-in conditioner Alex recommended. It’s $30. 
Alex rings up the services ($100) + product ($30) on the CrownThrive POS 
(which is basically an interface of ThrivePay integrated with CrownRewards). 
Jasmine has now earned points for the $100 service (say 5 points per dollar = 
500 points, plus the earlier 50 check-in, total 550). The system shows “You have 
550 points (= $5.50) available. Would you like to apply them to your purchase?” 
Jasmine says yes, uses her points. The $130 total bill gets $5.50 off from points. 
She pays $124.50 via credit card (or phone tap). The receipt is emailed/texted 
via the system. She leaves happy with her new product in hand and an upcoming 
appointment already in mind. – Here’s what happened in the backend: For the 
$100 service, the CHLOM ledger allocated $70 to Alex, $30 split to various 
accounts. For the $30 product, suppose the product margin is 50%; the 
franchisee will keep maybe $15 (minus some to corporate for wholesale cost), 
and Alex might get a small commission (if we incentivize retail, sometimes they 
get ~10% of product sales). Jasmine’s points were redeemed; those points 
essentially came from our marketing budget (or a small margin sacrifice) – 



considered the cost of loyalty. The CrownRewards system deducts the points and 
logs that redemption event. Everything is tracked: CrownLytics records the 
service sale, product sale, and that points were used (which it will analyze as 
maybe a driver for her purchase decision). 

4.​ Follow-Up & Loyalty Loop: Because Jasmine joined loyalty, over the next days 
a few things happen automatically: 

5.​ She gets a thank-you email or SMS with a feedback survey link (via 
CrownLytics/CrownRewards/ThriveSeat/ThrivePush). She rates her experience 5 
stars and leaves a comment. This feedback is logged; Alex sees the glowing 
review on her profile. 

6.​ The CrownRewards system awards her a “New Client Bonus” of 200 points for 
filling the survey (for example). Now she has some points again to use. 

7.​ In a week, the ThrivePush system sends her a note: “Hope you’re enjoying your 
new cut! Here’s 10% off a ThriveWick candle – treat yourself!” (Because she 
bought a hair product, now cross-sell a wellness item.) There’s a unique QR or 
link; she can purchase the candle online and pick it up at the suite or get it 
shipped. If she buys, that’s extra revenue, and perhaps Alex (or the franchisee) 
gets credit if appropriate. 

8.​ One month later, the system notices it’s time she might need a trim. It sends her 
an app notification: “It’s been a month since your last visit – book now and get 
2X CrownRewards points!” This entices her to schedule again with Alex. 

9.​ Meanwhile, because she had a great experience, she tells two friends. She uses 
the refer-a-friend feature in the CrownRewards app: it generates a QR or code 
for her friends. When those friends come (one goes to Alex, another chooses a 
different Pro), Jasmine earns referral points or even cash (if she signed up as an 
Affiliate formally). The friends also get a new client bonus. This is how loyalty and 
referrals intertwine. 

10.​Additionally, Alex, being a Crown Ambassador, might see that Jasmine bought 
that product online (if it was through her referral link she shared in the follow-up, 
etc.) and Alex would get a small commission on that thanks to the unified system. 

11.​Long-term Retention: Over time, Jasmine accumulates enough points for a free 
service or expensive product – which ensures she keeps coming back to 
redeem, and often spending more on top. She might also start exploring other 
Suite Pros in the location (maybe a nail tech or esthetician) because her points 
work for any service in the network, not just with Alex. This “universal loyalty” 
encourages her to utilize more services at MM Suites rather than elsewhere – 
she might think “I could get a massage here instead of the spa down the street, 
since I can use my CrownRewards.” That increases overall same-location sales, 
benefiting the franchisee and all Pros. 

 



In flowchart terms (if describing in a diagram):  

Lead Acquisition (referral/affiliate or ad) → Booking (ThriveSeat) → Check-In (QR, 
CrownRewards) → Service Delivery → Retail Upsell (POS) → Loyalty Redemption 
(points used) → Payment (ThrivePay) → Data Logged (CrownLytics) → Follow-Up 
(feedback, marketing) → Referral Out (client refers others) → Rebooking (loyalty 
incentive). Then the cycle repeats. 

Throughout this flow, automation reduced touchpoints: booking was online, check-in 
was QR (no paper forms or manual entry needed), payment was digital, follow-ups were 
auto-triggered. And every step added either monetary or data value: booking captured 
her info, check-in gave her points (ensuring she joined loyalty), POS added product 
sale, loyalty redemption gave her a perk but also locked her back in for next time, 
feedback collected a review to attract more clients, referrals brought new business, etc. 

From the stakeholder view, this flow shows how a single customer interaction at an 
MM Suite yields multiple revenue streams (service fee, product sale, possible future 
course sale if she gets interested in our events, etc.), and how our system maximizes 
lifetime value through retention tactics. It’s not a one-and-done haircut; it’s the beginning 
of a loop of engagement that leverages tech at every step to increase satisfaction and 
revenue. This is a key differentiator of our model vs. a basic salon: we actively engineer 
these loops, whereas a typical salon might just hope a client comes back in 6 weeks. 
We systematically bring them back and through different doors of spending. This 
translates to higher spend per client and more stable income for franchisees and Suite 
Pros. 

(We can show an actual flowchart graphic in the presentation, with icons for each step 
and arrows looping back to “Book again” – that often resonates with investors to 
visualize the ecosystem in action.) 

🧾 VI. Legal & Licensing Structure 
CHLOM Licensing Model Summary: CHLOM™ – our Compliance Hybrid Licensing 
& Ownership Model – is the technological and legal framework underpinning our 
franchise and licensing system. In essence, CHLOM uses blockchain smart contracts 
and AI to enforce franchise agreements, track ownership rights (including revenue 
shares, referrals), and ensure compliance across the network. Here’s a plain English 
breakdown of how CHLOM works and why it’s important: 

●​ Smart Contract Franchise Agreements: When a new franchisee comes on 
board, in addition to signing the traditional paperwork, we record the key terms 
into a smart contract on our private blockchain ledger. This digital contract 
encodes things like: franchise term, royalty percentage, territory granted, 
performance clauses, etc. Once operational, this smart contract monitors 
compliance. For example, if the franchisee fails to report sales (not really 
possible since all sales go through the system, but say they found a 
workaround), CHLOM would detect the discrepancy (because CrownLytics sees 



location foot traffic or appointments vs. reported revenue) and could 
automatically flag it or even impose a penalty – such as a fine or locking them out 
of the system until they comply. If royalties aren’t paid on time (again, system 
auto-pays, but hypothetically), CHLOM could issue a default notice or late fee 
autonomously. Essentially, it acts as a robotic auditor/enforcer that’s always on. 

●​ License Tokenization (LEX): Every franchise license and even each Suite Pro 
license is represented as a digital token (NFT) in CHLOM. In the future, we plan 
to open a License Exchange (LEX) where these licenses can be tokenized and 
transferable under certain conditions. For example, if a franchisee wants to sell 
their franchise, traditionally that’s a complex transfer process with approvals. 
With CHLOM, the franchise NFT can be transferred to a buyer on the blockchain, 
and the smart contract can automatically enforce that corporate approval is 
needed (it won’t transfer without a digital signature from HQ). Once conditions 
are met (like buyer signed new agreements), the blockchain updates the owner 
of that token (thus new franchisee of that unit) seamlessly. This could significantly 
streamline resales and even enable a sort of marketplace for territories under 
our oversight. 

●​ Multi-Party Revenue Splits: CHLOM automates the complicated 
revenue-sharing logic among all parties. We described how a $100 service is 
split ($70 Pro, $10 franchisee, $10 HQ, $5 licensee, $3 ad fund, $2 fund). Those 
rules are coded in CHLOM’s smart contracts. So the moment a transaction is 
finalized, CHLOM allocates funds accordingly and records that event on the 
ledger. It’s an immutable record, meaning no one can dispute later “I was 
shortchanged”—any authorized stakeholder can view the ledger (perhaps via a 
user-friendly dashboard) to audit the splits. At the end of the month or payout 
cycle, CHLOM can trigger automatic payouts: e.g., deposit the franchisee’s 
accumulated share to their bank, transfer the ad fund portion to the marketing 
account, etc., with basically one click or fully automatically. This removes manual 
accounting and ensures accuracy to the penny. It’s like having an AI accountant 
who never sleeps. 

Continuous Compliance Monitoring: CHLOM continuously checks various 
compliance requirements: 

o​ Licenses & Certifications: It tracks, for every Suite Pro, the expiration 
dates of their cosmetology or barber licenses. It knows if they have taken 
required CrownThriveU courses (since those are on ledger too). If a 
license expires and isn’t updated, CHLOM can automatically restrict that 
Pro’s ability to book clients until they update it – safeguarding us from 
legal issues of unlicensed practice. 

o​ Health & Safety: It can log that each location has submitted weekly 
sanitation reports (perhaps via Kamora360 inputs). If a certain required 
form isn’t submitted, CHLOM flags it to HQ and potentially to regulatory if 



needed. In case of an audit or inspection, we can pull up tamper-proof 
records of compliance (e.g., who took which sanitation training when, 
when each suite was cleaned, etc.). 

o​ Franchise Performance: Franchise agreements often have performance 
metrics (like must maintain at least 75% suite occupancy or certain 
customer rating). CHLOM can monitor those – it sees occupancy via 
booking data, sees ratings via CrownRewards feedback. If thresholds fall 
short for a period, it can trigger a review notice automatically. Not to 
punish, but to ensure we catch issues early and remedy. It’s essentially 
automating the role of a franchise business consultant checking in on KPI 
compliance. 

o​ Consumer Protection: Every transaction is logged, which aids in any 
consumer issues (like tracking gift card balances, loyalty obligations, etc.). 
If a customer dispute arises, we have an indelible log of what was done 
and by whom. 

Ownership & Succession: CHLOM defines ownership rights in a flexible way: 

●​ A Suite Pro’s “license NFT” encodes their right to earn commissions/referrals, 
etc. We’ve even built in an inheritance mechanism: an Ambassador or Suite 
Pro can designate a successor wallet for their NFT, so if they pass away or exit, 
their accumulated referral streams could be transferred to a family member. This 
is novel – you can actually pass on your referral network as an asset (which ties 
into our mission of creating generational wealth; an Ambassador’s overrides 
don’t just vanish if they retire – they can pass it on). 

●​ For franchisees, CHLOM’s Decentralized Licensing Authority (DLA) concept 
would allow certain governance (like existing franchisees voting on approving a 
transfer of a franchise in their region, etc.). Not fully implemented yet, but the 
idea is the blockchain can handle multi-party approvals for sensitive ownership 
changes in a secure, auditable way. 

●​ Ultimately, a franchise license token might have real market value and could 
potentially be collateralized or traded (with our oversight). We’re not there yet, but 
CHLOM is built to allow those possibilities once legally feasible. 

Decentralized Governance & DAO Aspects: Starting in Phase 3 (as we scale), we 
plan to gradually decentralize certain decision-making through CHLOM. For example: 

●​ ThriveFund Grants: We accumulate funds for community grants (2% of sales). 
CHLOM could enable a voting mechanism where all Ambassadors (or all who 
hold a certain NFT) can vote on which local projects get funded. The smart 
contract would then release funds to the winning project automatically. This 
ensures fairness and transparency – no HQ favoritism, it’s community-driven. 

●​ Committee Elections: We have committees like a Franchise Advisory Council. 
Instead of manual ballots, we could issue “governance tokens” to eligible voters 



(like each franchisee gets one vote token) and let CHLOM manage a secure vote 
(possibly anonymous but verifiable) to elect representatives. 

●​ Policy Changes: If we ever move to a model where certain policy changes are 
voted on by stakeholders (like adjusting a loyalty program rule), CHLOM can 
record those votes and automatically implement the change if approved (since 
platform rules are coded, the smart contract could flip a parameter once 
consensus is reached). 

●​ We call this vision “progressive decentralization” – early on, we keep control 
to move fast, but gradually, as the network matures, we give more power to the 
community, codified in CHLOM. This fosters trust – stakeholders know the 
system ultimately can be governed by them to an extent. 

●​ Security & Trust: Because it’s a permissioned blockchain (likely for now), we 
avoid wild-west issues but still get immutability. Only authorized nodes 
(CrownThrive HQ, maybe a node for a third-party auditor or trusted partner) 
validate transactions, so it’s fast and energy-efficient, but records are 
tamper-proof. Data transparency means any disputes can be resolved by looking 
at the ledger – which is essentially an objective source of truth. CHLOM helps 
prevent fraud, theft, or error: e.g., a franchisee can’t secretly under-report 
revenue because the ledger won’t allow their local numbers to deviate from 
actual transaction logs (if they tried to circumvent the system, CHLOM would 
notice missing expected entries and flag it). 

In sum, CHLOM is like having an autopilot and guardian over the entire franchise 
network. It reduces administrative overhead (things that would normally need a team of 
accountants or compliance officers happen automatically), and it enforces fairness 
(everyone gets paid exactly what they’re owed, immediately). For regulators or legal 
boards, we can show that our system ensures franchise law compliance, financial 
integrity, and consumer protection in a way few franchise systems can match, 
thanks to technology. It’s a strong reassurance that as we scale, we won’t lose control 
or consistency – CHLOM scales with us. 

Franchise Packet Index: We maintain a comprehensive set of legal documents and 
manuals for the franchise offering – often referred to as the “Franchise Disclosure 
Packet”. In the War Room, it’s useful to show that we have all our ducks in a row 
legally. Here’s a quick index of key documents (think of this as the table of contents of 
the full franchise manual and disclosure package): 

●​ Franchise Disclosure Document (FDD): This is the legally required document 
(per FTC regulations) provided to any prospective franchisee. It includes 23 
items such as the history of the company, management team, litigation history, all 
fees (franchise fee, royalties, ad fund, etc.), estimated initial investment, 
franchisee obligations, financial statements, etc. We have this fully prepared and 
updated (status: Registered/Ready in all necessary states, if applicable). For 
example, Item 7 of the FDD details the cost breakdown we summarized earlier, 
Item 19 may contain financial performance representations (we might include an 



earnings claim, perhaps based on pilot results, since we have strong numbers to 
share responsibly). 

●​ Franchise Agreement: The contract a franchisee signs to actually become an 
owner. We have a standard multi-year agreement (e.g., a 10-year term, 
renewable) spelled out. It covers territory (exclusivity), use of trademarks, 
operational requirements, training commitments, fees and royalty reporting (with 
CHLOM specifics referenced), grounds for termination, dispute resolution (likely 
arbitration clause), etc. This is the meat of the legal relationship. Status: 
Finalized. (Also, any state-specific addenda are included for states with unique 
franchise laws – e.g. California, Maryland have addendums confirming state law 
precedence.) 

●​ Regional License Agreement: For those investing in a Regional 
Developer/License (like the $250k territory rights), there’s a separate contract. It 
outlines their territory boundaries, their rights to open or recruit franchises in that 
region, any development schedule (e.g., they must help open X units in Y years), 
the share of royalties (they get 5% override from units in territory), and their 
responsibilities (like providing some support to franchisees in their region, 
conducting local marketing, etc.). It also covers what happens if they fail to meet 
targets (we can shrink territory or revoke exclusivity). Status: Finalized. 

●​ Suite License (Suite Pro) Agreement: This is the contract we discussed for 
Suite Pros. It’s not typically in the external franchise sales packet (since that’s an 
internal doc between franchisee and their renters and us), but we include a 
template for franchisees to know the terms they must uphold with their Suite Pros 
(and indeed, franchisees are required to use our standard Suite contract, to 
ensure consistency). It covers revenue share, etc., as detailed earlier. 

●​ Operations Manual: A comprehensive confidential manual (hundreds of pages, 
digital wiki perhaps) given to franchisees upon signing. It details all operational 
standards: from branding guidelines (logo usage, interior decor specs), to 
service protocols, to tech setup, to HR policies (if they hire staff), to emergency 
procedures, etc. It’s the playbook for running an MM Suites. It is updated 
periodically (and interestingly, CHLOM allows us to confirm the current version 
easily – we could even deliver updates via blockchain to ensure authenticity). 
Status: Complete & Continuously Updated – we already have a robust manual 
from our pilot. 

●​ Training Manual & Curriculum: Sometimes separate from ops manual. It 
outlines the initial training program for franchisees (agenda, modules, outcomes) 
and ongoing training resources. We include CrownThriveU curriculum highlights 
here. 



●​ Brand Standards Guide: This includes design specifications, approved color 
palettes, signage rules, uniform guidelines (if any), etc. Ensures the look and feel 
is consistent across franchises. 

●​ Technology Use Policy: An agreement or manual section detailing how 
franchisees and Suite Pros must use our tech (not hacking it, data privacy 
commitments, etc.), and what happens if systems are down, etc. (We likely 
disclaim some liability for tech downtime but commit to support). 

 



Compliance & Governance Documents: We have internal docs like: 

●​ CHLOM Compliance Handbook: outlines what CHLOM monitors, procedures 
for addressing flags, etc. (So franchisees know, for instance, if CHLOM flags 
something, how they’ll be notified and what they need to do.) 

●​ Governance Policies: e.g., how the Franchise Advisory Council works, our 
commitment to certain dispute resolution steps, etc. (We noted “Governance & 
Compliance Operating Handbook – established”.) 

●​ Crown Ambassador & Affiliate Policy: a master policy document describing 
how the referral program works, do’s and don’ts for Ambassadors (this is given to 
franchisees since they and their Suite Pros are part of it). 

●​ Financial Statements: As part of FDD Item 21, our last few years’ financials of 
CrownThrive LLC (the franchisor) are included. We ensure those are prepared 
(likely CPA audited or at least reviewed, depending on requirement). For a new 
franchisor, often personal guarantees or financial substantiation might be 
included, but by now we have actual company statements. 

●​ Legal Notices & Registrations: Copies or references to our trademark 
registrations (Melanin Magic™, CrownThrive™, etc.), any relevant patents or IP 
details (like if CHLOM is patent-pending, note that). Also, state-specific franchise 
registration letters for the file (for the 14 registration states in the US, if we filed). 

●​ Territory Map Addendum: Each franchise has an addendum specifying their 
territory boundaries (often attached to their franchise agreement). We maintain a 
mapping so that territories are well-defined (e.g., a radius or county list). 

●​ Acknowledgement of Receipt: (for FDD disclosure purposes) though that’s 
more process than content. 

In our War Room bundle, listing these shows we are thorough and ready. We likely 
have either the actual docs in a data room or at least a summary of each. 

We might annotate status like Status: Completed/Ready for distribution for the FDD and 
manuals, Under Legal Review for maybe international addenda, etc., but given the user 
prompt likely expects that everything is ready ("Smart DEFI, DAO, and CHLOM 
readiness notes" suggests we have notes on advanced stuff too). 

 



TLaaS, Smart Contracts, Smart Treasury, CHLOM Ledger, Smart DeFi, DAO, etc.: 
This essentially highlights the forward-thinking tech integration in legal/finance. Some of 
these we’ve touched on, but to ensure clarity: 

●​ TLaaS (Tokenized License as a Service): While not explicitly defined earlier, 
this term implies that we view our licensing model almost as a service platform 
itself. We can describe TLaaS as our approach to issuing and managing 
franchise licenses via tokens/NFTs, thus allowing streamlined transfers, 
tracking, and potentially novel financing (like fractional ownership of a franchise 
license or crowdfunded franchising, if we ever allowed it). TLaaS could also 
mean we might in future offer our CHLOM platform to other franchise systems as 
a service – but that’s speculative. For now, consider it our internal term that our 
licenses are “smart” digital assets managed by CHLOM. 

●​ Smart Contracts Everywhere: We ensure that wherever feasible, agreements 
between parties in the ecosystem are mirrored by smart contracts. That’s the 
CHLOM philosophy: franchise agreements, suite agreements, vendor contracts 
even (like if we have a deal with a product supplier that gives volume rebates 
after X units sold, a smart contract could track that and auto-rebate the 
franchisees or us). The benefit is automation and trust – no ambiguity in terms 
because the code executes them. 

●​ Smart Treasury: We mentioned how certain funds are automatically managed. 
For instance, the Ad Fund (3%) is essentially a smart fund – contributions go 
into a wallet that is programmed to only be used for marketing expenses 
(ensuring franchisees trust that we won’t misuse it). It could even require 
multi-sig approval from a franchisee committee for large uses, establishing 
transparency. Similarly, the ThriveFund (community fund) can be a smart 
contract where 2% of sales auto-deposits, and disbursements happen only upon 
a community vote (DAO style). We call it “Smart Treasury” because the allocation 
and spending rules are coded, not just manual decisions. 

●​ Smart DeFi Integration: We are exploring decentralized finance aspects – for 
example, allowing crypto payments in our ecosystem (ThrivePay enabling a 
client to pay in crypto which then CHLOM converts and distributes). Or using 
DeFi lending: perhaps franchisees could get funding through a DeFi platform 
where their revenue tokens are collateral. Also, as CrownThrive accumulates 
cash, we might park some in stablecoin yield farms to earn interest for the 
network (with full disclosure). We might eventually have a custom token for the 
ecosystem that rewards participation (though that can tread into complex 
regulatory area). The notes likely indicate that our system is Web3-ready: if and 
when these advanced financial mechanisms make sense, CHLOM can 
accommodate them. For instance, a CrownThrive token could be issued giving 
holders a share in system-wide revenues or voting rights – essentially tokenizing 
equity or profit share – potentially an avenue for raising capital or rewarding early 
members. 



●​ DAO Readiness: Already discussed in governance – by Phase 3, we foresee 
aspects of MM Suites operating like a DAO (decentralized autonomous 
organization) where the community votes on proposals and CHLOM executes 
results. We are laying groundwork so that, for example, the code that runs loyalty 
or commissions could be put under collective governance with certain 
parameters up for voting periodically (with safeguards to protect the core 
business of course). The readiness notes likely cover how voting would be 
weighted (maybe franchisees get more weight, Suite Pros some weight, etc., 
akin to how co-ops run). We want investors to know we’re not blindly jumping into 
decentralization, but we have a roadmap to responsibly involve the community in 
decision-making, which can increase buy-in and potentially create a 
self-regulating ecosystem. 

In summary, these buzzwords in our legal/finance context indicate a franchise system 
that is leveraging blockchain not just as hype, but to reimagine how franchises 
can be run in a transparent, efficient, and inclusive way. We’re effectively 
future-proofing our business: if security laws evolve to allow fractional franchise 
ownership or if global expansion is easier via tokenized structures, we’re ready to 
capitalize. It’s a signal that CrownThrive is not your grandfather’s franchise – we’re 
pioneering “Franchise 2.0” or as we joke, “FraaS – Franchise-as-a-Service.” 

(The War Room might include a schematic showing CHLOM architecture: e.g., boxes 
for Franchisee, Suite Pro, Ambassador, all connected to the CHLOM ledger, illustrating 
how a smart contract triggers actions like royalty payment, license transfer, etc. And 
maybe a timeline of phases: Phase 1 – internal automation, Phase 2 – tokenized 
licenses, Phase 3 – DAO governance, etc.) 

Territory & Compliance Structure (U.S. & Global): 

U.S. Territory Structure: We grant each franchise an exclusive territory to operate 
without internal competition. This is typically defined by: - Radius or Area: In urban 
areas, it might be a radius of a few miles (5-10 miles) around the location. In suburban 
or rural, it could be a whole county or multiple ZIP codes. The idea is to ensure a 
sufficient population base exclusively theirs, so another franchise can’t open next door. - 
Population Metric: Alternatively or additionally, we ensure a minimum population in a 
territory (like one franchise per 500k population in a metro). So if someone has 
downtown, we wouldn’t open another until population supports it. - The exact 
boundaries are documented as a territory rider in their agreement, often described by 
counties, zip codes, or map with coordinates. 

We also have right of first refusal clauses: If a franchisee has, say, City A, and City B 
next door is open for expansion, we may give them first dibs to develop it before selling 
to someone else, especially if City B falls partially in their sphere. 

We delineate territories carefully to be fair yet not too large to block growth. (E.g., in 
dense cities, 5 mile radius might cover too much; we might restrict by borough or 
neighborhood.) 



Territory Protection Enforcement: CHLOM can enforce territory by not allowing 
clients registered in one franchise’s territory to be targeted by another franchise’s 
marketing, for instance. Also, our system will not list a second location within a given 
radius without an override – basically it’s encoded that no two active franchises share 
the same geo region token. If a rogue franchisee tried to open a satellite location in 
another’s turf, the system would flag it and HQ would intervene. 

We also include performance triggers: if a franchisee isn’t fully developing their area 
(like they have rights to a whole large region but only opened one unit when they 
promised five), we reserve the right to reduce their exclusivity or reclaim parts. This 
ensures territories are used, not hoarded. 

Compliance (U.S.): We operate in a heavily regulated environment (cosmetology 
boards, health departments, and franchise law):  

- Cosmetology Compliance: Each state has its own regulations for salons (sanitation, 
facility layout, licensing). We ensure each location’s build-out meets or exceeds state 
code (ventilation, accessibility, number of sinks, waste disposal, etc.). In fact, in 
planning we check state board rules – CHLOM helps track compliance items like each 
Pro’s license as said, but also location license (most states require the salon itself to 
have a license). Our franchisees will be guided to obtain that, and CHLOM could store a 
copy. We often design to a high common standard (e.g., even if not all states require 
separate ventilation for nail services, we incorporate it so we can operate anywhere).  

- Franchise Law Compliance: We are registered in all required registration states 
(e.g., New York, California, Illinois, etc. – those require filing the FDD and getting state 
approval). We have legal counsel for that. We strictly follow the 14-day disclosure rule 
(someone must have FDD 14 days before signing). We likely provide eFDD via a portal 
and CHLOM could even log the disclosure date in an immutable way to prove 
compliance. As laws update (like NASAA issuing new guidelines), we update our docs. 
Our legal structure likely is CrownThrive, LLC as franchisor (Virginia-based LLC) and 
maybe separate operating companies for corporate-owned units or tech.  

- Employment/Labor Compliance: Though franchisees are independent, we provide 
guidelines to them to comply with labor laws (especially since some may have 
employees like receptionists). We also have to be mindful of joint-employer issues: we 
ensure our franchisees are the direct employers of any staff, to avoid CrownThrive 
being deemed a joint employer. Our Ops manual likely has a section on HR best 
practices to avoid any legal pitfalls.  

- ADA & Accessibility: We ensure all locations meet the Americans with Disabilities 
Act (ramps, door widths, etc.). The mobile unit even attempts to address it with a 
portable ramp.  

- Insurance: Franchisees must carry certain insurance (liability, property, perhaps data 
breach insurance given so much tech). We likely require proof annually (CHLOM could 
make uploading insurance certs a requirement and flag expirations).  



- Trademark Usage: We monitor that franchisees use our brand correctly and don’t 
deviate (ensuring our trademarks remain strong and uniform). 

CHLOM plays a role: It could automatically ensure each franchisee has acknowledged 
yearly any new compliance bulletins (like new safety protocols), by requiring a digital 
sign-off on the platform – and tracking who hasn’t and nudging them. 

Global Expansion & Compliance: When we go international (which the 5-year plan eyes 
around end of Year 5), we’ll adapt our structure:  

- We might use Master Franchisees or Regional Licenses internationally  

– similar to US regional license but for whole countries. The CHLOM DLA 
(Decentralized Licensing Authority) can facilitate that with multi-language smart 
contracts, etc.  

- We’ll have to comply with each country’s franchise laws (some have none, some like 
China have specific rules, etc.), as well as local business laws for salons. We likely will 
partner with local entities who know the market.  

- Our model of tokenizing licenses could actually ease cross-border deals  

– it’s easier to grant a master NFT for “Country X rights” with encoded obligations than 
to physically manage an overseas contract, in theory, though legal enforceability still ties 
to local courts. But the blockchain aspect could, for instance, automatically handle 
currency conversion for royalties or localize compliance checks (CHLOM’s AI would be 
updated to check, say, European Union GDPR compliance for data, or UK-specific 
health regs).  

- Data privacy: speaking of GDPR etc., since we’ll have client data, we ensure 
compliance with international data protection laws. Likely our system can localize data 
storage (e.g., EU data stays in EU servers, etc.). We have plans for that. - Territory 
globally will likely be by major city or country. We intend presence in say Canada, UK, 
Africa etc. We will culturally adapt the branding where needed but keep core ethos. 

There’s also the notion of eventually forming a DAO or coop for international network 
– possibly enabling international franchisees to have governance input as well via 
CHLOM. 

The compliance structure ultimately is about scalable oversight: using tech and 
well-defined legal frameworks to maintain quality and consistency as we grow widely. 
Investors and boards love to see that we’re proactive about these issues rather than 
playing catch-up. We can confidently say “we have a system to ensure every MM Suites 
location, whether in Atlanta or abroad, meets all regulatory standards and brand 
standards continuously.” That reduces risk significantly. 

We also emphasize our focus on territory strategy: we won’t oversell franchises and 
cannibalize markets – we’re in it for sustainable growth. And that we’re prepared to 



handle the patchwork of regulations (with CHLOM and good counsel) so that 
compliance doesn’t bottleneck expansion. 

(In War Room materials, perhaps we provide a map showing initial target territories, and 
maybe mention which states are registered, etc. Also a line about having top franchise 
attorneys on board might be reassuring – perhaps we enlisted e.g. DLA Piper’s 
franchise law team or similar.) 

🛍️ VII. Retail & Brand Experience 
Product Display & Retail Flow: One distinctive aspect of MM Suites is that each 
location also functions as a boutique retail outlet – not just renting space, but actively 
selling curated products. The flow of product display is designed to highlight our 
house brand and partner brands in a logical, enticing manner: 

●​ Hero Products – Melanin Magic Line: Front and center you’ll typically find the 
Melanin Magic™ product line – our flagship range of natural haircare, skincare, 
and wellness items. These are displayed prominently on illuminated shelves or 
tables near the entrance and reception. For example, a stand with Melanin Magic 
Shampoo, Conditioner, Oils, Skincare sets, all arranged with attractive signage 
explaining their benefits (and sustainability ethos). Since Melanin Magic is our 
own brand, we feature it as the go-to recommendation. Often we arrange by 
regimen – e.g., “Hydration Station” shelf with moisturizing hair products or “Glow 
Up Skincare” set – making it easy for clients to see a full routine of products. We 
also use testers and have small cards with QR codes that link to videos or 
testimonials for these products. 

●​ Partner & Niche Brands: Next to or around the core Melanin Magic displays, we 
incorporate products from select partner brands that align with our audience 
and values. For instance, Good Sh*t Only (GSO) – one of our in-house lifestyle 
brands with edgy appeal. GSO might encompass things like apparel (t-shirts, 
caps with motivational sayings), or self-care items. The name is playful and 
resonates with a youthful, confident vibe. We might have a section for GSO 
merchandise: say a rack of GSO shirts or a display with “Good Sh*t Only” 
printed water bottles or journals. If GSO is a partner brand rather than in-house, 
we treat it similarly because it’s clearly a culture fit (the name might grab attention 
and become a conversation starter – which itself is a marketing plus). 

Other examples: ThriveThreads (urban clothing line by CrownThrive) – could be limited 
edition jackets or salon apparel for sale. ThriveWick™ Candles – our scented soy 
candles which tie into the wellness vibe (maybe lit in the lounge and also for sale). Geo 
the Teddy collectibles – if “Teddy Drops” refers to merchandise or NFTs of our mascot 
(Geo the CrownThrive teddy bear, which I see referenced as an NFT collection), we 
might occasionally have a cute plush or art toy called Geo that we drop seasonally (like 
a special edition around holidays, “Legacy Teddy” with a crown pin). If those exist, 
they’d be displayed especially during the seasonal promotions. And Tears of Defeat 



Tissue Packs (saw that mention – likely a novelty gift item with a cheeky name, 
possibly something we include for fun in our retail selection, e.g., fancy tissue packs 
with empowering quotes for post-breakup tears or something – fits a self-care humor 
niche). The presence of such items makes our retail selection quirky and shareable – 
people might Instagram a “Good Sh*t Only” hat they bought at their salon, etc. 

●​ Display Strategy: We refresh displays regularly (much like big retailers do 
seasonal floor sets). For instance, in summer, a “Summer Melanin Magic” display 
might combine haircare with a summer hat from ThriveThreads and a 
summer-scented ThriveWick candle – creating a lifestyle tableau. We use busts 
or mannequin heads to showcase certain items (like a hat or a headwrap that we 
sell). We incorporate digital frames or tablets that play short videos (perhaps from 
CrownThriveTV or our blog) demonstrating product use or telling the story (e.g., 
a clip about ethically sourcing ingredients for Melanin Magic products). 

The layout often flows logically: hair products near the waiting area (since hair services 
are core), skincare perhaps near the restroom or lounge (since people might sample 
hand cream there), apparel and merch near the seating or exit (impulse buys as they 
leave). The idea is wherever a client’s eye falls, there’s something interesting to 
consider purchasing. Yet we avoid clutter – the aesthetic remains upscale boutique, not 
overstocked beauty supply. 

●​ Melanin Magic → GSO and more: That phrasing likely meant we show how 
someone might start with interest in Melanin Magic and get introduced to other 
brands like GSO. For example, a client comes for haircare, buys Melanin Magic 
shampoo. At checkout, they see a GSO t-shirt with a fun slogan and grab that too 
– extending their spend into lifestyle. The staff (or Suite Pro) might say “By the 
way, that t-shirt is from our Good Sht Only line, we do limited drops – it’s super 
popular!” This cross-promotion increases basket size. Another scenario: a stylist 
might host a “retail tour” for new clients, showing them “We have our own product 
line and also check out this Only the Good Sht tote bag – it’s got all our values 
printed on it.” Engaging clients with multiple brands deepens their connection 
with our ecosystem (we’re not just a place to get a haircut, we’re a retail 
destination for their beauty & lifestyle needs). 

●​ Inventory and Sales Integration: All products sold are scanned via our POS 
(which ties to CrownRewards, so clients get points on those too). Each sale is 
credited to either the franchisee (for revenue and to manage reordering), and if a 
particular Suite Pro recommended it, they might get a commission or at least 
tracking credit (the system can mark the sale under the referring Pro’s ID if rung 
up accordingly). This encourages Suite Pros to actively promote retail – they feel 
ownership. It’s not just passive shelf sales; it’s part of their service to prescribe 
at-home care. 

 



Seasonal Merchandising & Promotions: We keep the experience fresh year-round 
with seasonal themes and limited-time offerings. Examples given: - Teddy Drops: 
Perhaps around the holiday season (or another occasion) we do a “Teddy Drop” – which 
could be a limited release of a collectible teddy bear (Geo the Teddy) or a gift bundle 
that includes a teddy bear. For instance, a Valentine’s Day promo: a cute teddy bear 
holding a Melanin Magic product basket (the “Beary Beautiful Bundle”). Only a limited 
number are available (“drop” in the sense of sneaker or toy drops to create urgency). 
These become talking points and press-worthy – maybe we announce on social media 
“Only 100 Teddy Drops available this December!” which drives fans to our locations or 
site. 

Another angle: “Teddy” might refer to something like a nickname for a product drop. If 
Geo the Teddy is an NFT, a physical manifestation or tie-in could be done for customers 
(like buy $X in products, get a Geo teddy NFT or vice versa). Either way, seasonally we 
align with gift-giving times (holidays, Mother’s Day with special bundles, etc.). 

●​ ThriveWick Candles Seasonal Scents: ThriveWick might release seasonal 
candle scents (e.g., “Pumpkin Spice & Prosperity” in fall, “ThriveMas Pine” in 
winter). We’ll have these on display in their season, possibly packaged as limited 
editions with festive designs. We could host in-store “smell sessions” or give a 
free mini candle with high purchases to entice trial. 

●​ Other Seasonal Samples: For example, “Teddy Drops” could be winter, for 
spring maybe something like “Blossom Bundles” with floral-scented products + a 
spring scarf from ThriveThreads. Or new year wellness kits (including a GSO 
gym bottle, detox hair mask, etc.). AdLuxe and CrownFluence help promote 
these seasonal items to our client base via targeted ads and influencer posts. 
Ambassadors get unique codes to push them too (like “Use my code to get the 
limited Teddy Drop – I got mine!” building FOMO). 

●​ Visual Merchandising: Each season, we often change the window display or 
lobby decor to match the theme. E.g., in February, a touch of red/pink and hearts 
with signage “Spread Love, Spread Magic – Valentine’s Gifts Available.” In 
summer, bright colors and beachy props (if we’re selling summer hair protection 
sprays, etc.). This keeps the space lively and clients noticing something new 
each visit. 

 



These seasonal efforts not only spur retail sales but also underscore that MM Suites is 
dynamic and trendy – something is always happening, akin to how Starbucks has 
seasonal drinks or fashion retailers have seasonal lines. It encourages customers to 
drop by even without an appointment, just to see what’s new (maybe to buy a gift). That 
can lead to more service bookings too. 

QR Engagement Loops at POS, Mirror, Shelf: We touched on QR codes before, but 
here specifically highlighting how they create loops at key physical points of sale and 
service: 

●​ At POS (Checkout Counter): We have a QR code on display with something 
like “Scan to Join CrownRewards and get 10% off today!” – aimed at any client 
who isn’t already a member. While the receptionist is ringing them up, the client 
can scan, sign up on phone quickly, and then we can apply their new-member 
discount or points. Also at POS, after payment, a little sign “Scan here to get our 
app for easy re-booking & deals” can prompt them to install the CrownThrive (or 
MM Suites) app which consolidates their appointments, points, etc. This extends 
the interaction beyond the store visit. If they scan, the app link knows which 
location, which might later send push notifications about that location’s events – 
again looping them back in. 

●​ At Mirrors (in suites): As noted, the mirror QR serves multiple roles: leaving 
reviews, rebooking, product info, even fun AR filters. One idea: a client waiting 
during hair color processing could scan a QR on the mirror that says “Learn 
about the history of your stylist’s specialty” – perhaps it opens a short video of 
that stylist’s work or a CrownThrive mini-show. Or simply, “Bored? Scan to play 
CrownTrivia & win points!” – maybe a short quiz about beauty facts that rewards 
a few loyalty points if they play. The goal is keep them engaged and interacting 
with the brand rather than just scrolling Instagram unrelatedly. Those interactions 
feed data and ideally upsells (like showing a promo “Your stylist recommends this 
conditioning treatment next time – book now for 20% off” on their phone as they 
scan). 

●​ At Retail Shelves: Every product has a small QR on its price tag or info card: 
scanning it might show ingredients and benefits (good for ingredient-conscious 
shoppers), or a quick clip of someone using it (for appliances or styling tools, 
e.g., a flat iron’s QR shows a how-to video). Also, for items not physically in stock 
(maybe we can order other products via our site), a QR could allow them to 
browse the extended catalog. If something’s out of stock, QR lets them order it 
delivered to their home with their loyalty account crediting the franchise location 
for the sale. This endless aisle concept ensures no sale is lost. Additionally, 
scanning at shelf can allow adding to wishlist in their app. For example, they 
see a pricey item they want next time – scan to save it, maybe the app later 
reminds them “Your wished item is on sale now, grab it”. 

 



Another loop: client education – a QR by a set of products might say “Scan for Hair 
Tips.” It opens an article or video from CrownThrive blog about winter hair care using 
these products – which subtly encourages buying them. This merges retail with content 
marketing right in-store. 

●​ Printed Collateral with QR: We have mirror cling posters or shelf talkers that 
say things like “Take the Magic Home – Scan to Shop More Varieties” for variety 
of products. Or at mirror: “Mirror, Mirror on the Wall… Scan to See How Beautiful 
You Are with Our New AR Filter” (something playful that might apply a digital 
crown on their selfie, branded hashtag to share – gives social media buzz). 

●​ Loop Closure: Let’s follow one possible loop: Client scans a shelf QR for a scalp 
oil, decides not to buy today. But that action is logged (CrownLytics knows client 
ID looked at product X). Later, the system can follow up with a push “That scalp 
oil you checked out is now 10% off for loyalty members – we saved one for you!” 
She then purchases through the app. Next visit, she picks it up at the suite 
(driving her back in). That’s how the QR engagement loops can go beyond the 
store visit. 

●​ Gamification via QR: Some events: A “QR Treasure Hunt” – we could hide 
special QR codes around the salon that give bonus points or enter them into a 
giveaway if they scan all. This encourages exploration of all services and retail 
corners (“scan the facial room QR” – oh, they have facials here? etc.). Totally 
optional fun, but these ideas foster a sense of belonging and discovery. 

In short, QR codes turn the physical environment into interactive touchpoints. 
They blur online/offline: a shelf becomes an e-commerce portal, a mirror becomes a 
feedback terminal, a poster becomes a video player. They are cheap to implement but 
effective. Our data shows strong adoption of QR scanning by clients (especially 
post-pandemic, everyone knows how to use them). And because everything links back 
to CrownRewards or CrownThrive accounts, we capture data and can follow up. 

Client → Mentor → Suite Pro Progression Path (and others): We emphasize stories 
of how individuals can progress through our ecosystem, illustrating the unique 
opportunities for growth within CrownThrive/MM Suites.  



Two archetypal pathways: 

●​ Client to Suite Pro (Consumer to Entrepreneur): One could start as a client of 
an MM Suites location – say, a young woman who loves beauty but works in a 
different field. Through frequent visits, she gets exposed to the CrownThrive 
culture; perhaps she engages with CrownThriveU content for consumers (maybe 
we have basic beauty courses for the public too). She sees other entrepreneurs 
thriving and decides she wants to pivot career. She enrolls in cosmetology school 
(or if she already has some skills, she takes CrownThriveU courses in business 
& beauty). We have a Mentor Match program: newbies can shadow established 
Suite Pros via ThrivePeer. So our client becomes a mentee – she connects with 
a senior stylist (maybe the one she used to go to as a client) who mentors her 
through training. She takes CrownThriveU certification courses in her field, 
aces them, and with our network’s help, she finds an opportunity to start her 
business under CrownThrive. We might even have an “LaunchPad” program 
where we incubate loyal clients into franchisees or Suite Pros (scholarships for 
training, etc., given our mission for underrepresented entrepreneurs). 

She then becomes a Suite Pro in an MM Suite – perhaps initially renting a temporary or 
“pop-up suite” (some locations have a flexible suite for short stints which newbies can 
use to build clientele). Over time, she builds her own following (and guess what, her 
mentor may get override on her success as an Ambassador who referred her). Now 
she’s gone full circle: from client receiving services to a professional providing services 
in the same ecosystem. And she’s likely an Ambassador now referring new clients 
herself. This path might take a couple of years, but it’s facilitated by our ecosystem at 
each step – training, mentorship, referrals.  

Outcome: someone who might never have opened an independent salon (due to 
cost/knowledge barriers) is now a business owner in our model, thanks to the 
supportive pipeline. 

We also have seen cases of client to brand ambassador to micro-influencer to 
maybe Suite Pro. For example, a client loves our products and starts promoting them 
as an Affiliate (earning commissions which show her the income potential). She gains 
confidence, decides to get licensed and become a Suite Pro to take it further. Or a client 
might become a Crown Mentor not in hair but in something like wellness coaching 
(since we have spaces for varied pros). So maybe they join as an affiliate, then take a 
coaching course on CrownThriveU, then start renting a suite as a wellness coach or 
therapist – broadening what “Suite Pro” can be (could be a life coach, etc., as our model 
supports wellness professionals too). 

●​ Suite Pro to Franchisee to Regional Licensee (Stylist to Stakeholder): As 
mentioned in the intro, a standout stylist (Suite Pro) can ascend the ladder: 

●​ She starts renting a suite, excels in service, builds wealth (maybe hitting that 
$15k/mo earnings). She also engages in the community, mentors juniors, etc. 
Now she has the chops and capital to think bigger. 



●​ We offer her a chance to become a franchise owner. Perhaps she invests in 
opening a new MM Suites in a neighboring city, effectively moving from renter to 
landlord position (with our training, she transitions to management mindset). 
Because she intimately understands what Suite Pros need, she’s well-suited to 
run a location. This “graduate from within” approach ensures franchisees with 
on-ground experience. 

●​ She runs a successful franchise or two. Now, down the line, maybe we grant her 
a Regional License – say she becomes the regional developer for her whole 
state. She oversees, recruits, and supports multiple franchisees, earning 
overrides on each. She’s gone from one-person operation to multi-unit manager 
to effectively a mini-franchisor in that area. And possibly gets a seat on our 
ThriveAlumni board (which is like franchisee advisory council) influencing 
company strategy. 

●​ Eventually, she could even become an investor or part of corporate. We 
imagine a future where top-performing regional partners get equity in the parent 
or form part of a DAO governance token group – i.e., truly becoming a co-owner 
of the CrownThrive network. 

This pathway is core to our pitch: “from stylist to stakeholder” – a real career ladder in 
an industry known for dead-ends. It’s compelling for impact investors too: we’re not just 
making rich people richer; we’re empowering individuals (often from marginalized 
groups) to climb from gig-level work to ownership of appreciable assets (franchises, 
potentially real estate if they buy property, plus earning passive income through 
referrals). 

●​ Other Paths: The prompt says “(and others like it)”, implying there are multiple 
progression stories: 

●​ A Client → Ambassador → Franchise marketing staff: e.g., a enthusiastic 
client becomes an Affiliate, then a formal Ambassador, then we hire them as a 
local community manager or corporate marketer because they did so well (thus 
creating jobs). 

●​ A Suite Pro → Product Line Creator: Maybe a Suite Pro formulates a unique 
product, we incubate it under Melanin Magic brand or partner with them to launch 
it (some franchises do that, like Drybar stylists creating products). So they evolve 
into an entrepreneur in product space while still servicing clients. 

●​ A Franchisee → Master Licensee → International Partner: someone who 
operated a unit in US might help us launch in their home country, for example. 

●​ Internal Team → Entrepreneur: Perhaps one of our corporate employees uses 
CrownThrive knowledge to spin off a new venture which we invest in, or they 
franchise with us – showing mobility not just for front-line workers but also 
corporate team. 

The key thread in all: CrownThrive’s ecosystem is designed to identify talent, nurture 
it, and provide pathways to grow and lead. Unlike a typical franchise that might treat 
franchisees and employees as static roles, we encourage fluid movement upward or 



across roles: - A client can become an entrepreneur, - A stylist can become a multi-unit 
owner, - A franchisee can become part of corporate leadership, - Even a strong 
Ambassador affiliate might become an employee or consultant with us (we’ve seen 
those transitions in influencer programs). 

For stakeholders, this means we have a strong pipeline for growth (we won’t struggle 
to find new franchisees because we’re cultivating them internally), and it reinforces 
loyalty (people stick with CrownThrive long-term because there’s always a next step or 
new opportunity within our umbrella). It also resonates with our mission of community 
empowerment – we can literally chart how one person’s life can transform at multiple 
levels through involvement with our brand. 

(In a presentation, we might showcase a couple profiles, real or hypothetical: “Meet 
Tasha – from Client to Franchise Owner” with timeline and a photo at each stage, or 
“Meet Marcus – he started as a Suite Pro, now owns 3 locations.” Such case studies 
drive the point home.) 

 

MM Suites, backed by CrownThrive, is far more than a salon suite business – it’s a 
convergence of high-tech infrastructure, innovative franchising, and a 
mission-driven community model. We’ve structured this War Room bundle to 
demonstrate that every aspect – from the welcome pitch, the business model, 
financials, tech stack, training pipeline, legal safeguards, to the on-site experience – is 
thoroughly planned, integrated, and already in execution. The result is an opportunity 
that is “investor and stakeholder ready”: high-yield, turnkey in operation, and deeply 
resonant in purpose. We invite you to dive deeper into any section of this bundle, ask 
questions, and envision joining us in scaling Melanin Magic Suites into the next big 
success story at the intersection of beauty, culture, and technology. 

(End of War Room Bundle content.) 
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