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Who Is ecree?

The ecree Competitive Advantage

We teach. They fix.
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Industry Overview

C

E-Learning, digital education, educational software, edTech:
= The EdTech industry netting over $9 billion in 2017, up 30% from the prior year (Medium, 2017)

= Industry market size is valued at over $8 billion, with global spending around $5 trillion
(Brandongaille, 2017)

= Current market growth rates are continuing to exceed 9% in the U.S., and globally at 18.3%
(Brandongaille, 2017)
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The EdTech industry netting over $9 billion in 2017, up 30% from the prior year (Medium, 2017)
 
▪ Industry market size is valued at over $8 billion, with global spending around $5 trillion 
(Brandongaille, 2017)
 
▪ Current market growth rates are continuing to exceed 9% in the U.S., and globally at 18.3% (Brandongaille, 2017)



Industry Overview continued

= Over 65% of students are using educational apps/software on a weekly basis (statista, 2018)

= 53% of those who purchased and/or are using EdTech software are actively trying to

develop and improve skKills (statista, 2018)

= Two of the largest barriers to increasing usage are lack of funding by schools and districts

at around 63% and the availability of devices at around 60% (statista, 2018)
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Competitive Analysis

Hemingway Editor

G

Cast {monthiy) $29.95 $14.95 (premium) $29.96 $19.99 $4.92  TBD (New Platform)
Unique benefits Simplicity, Precise accuracy Language translator 40 languages, dominate Fluency breakdown, Several Teaching tool, not quick
and quick fix ability 105 performance low price and teaching  languages, easily fix tool, education

embedded driven

Free trial Yes No Yes Yes Yes Via request

Accuracy Very Accurate Relatively Accurate Very Accurate Inconsistent Accurate N/A

Add on Yes No Yes Yes Yes Yes

Threat level High Moderate High Moderate/low Moderate Low

CorrectEnglish

ey
-

Cost (monthly) 550 $24

Unique benefits Writing coach, offers templates Writing coach, research tools, formatting
Free trial Via Request Yes

Accuracy Accurate Moderate

Add on Yes Yes

Threat level High Moderate/high
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SWOT Analysis

Strengths

« On-demand, quality feedback

» Less expensive than competitors
* More of a customized platform

« Saves teachers and parents time

LYNN

UNIVERSITY

Weaknesses

No foreign languages

Limited free capabilities

No mobile, iPad, tablet capabilities
Only on Canvas and LMS

Paper maximum of 3,000 words
Lack of brand awareness

lynn.edu
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Gen Z and technologyit’s estimated that generation Z log about 10 hours a day online and a whopping 96 percent own a smartphone - SOURCE

T = 


SWOT continued

Opportunities

Booming industry/market

Trend in technology in the classroom
Gen Z growing up with technology
Distance learning on the rise (Statista, 2017)

Increased number of students in aftercare
programs (Statista, 2017)

Academic under-preparedness is a trend
(Statista, 2017)

The growing number of homeschoolers
(3.3%) (washington Post, 2017)

The growing number of students with

learning differences... 1.8 million (National
Center for Education Statistics, 2012)
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Threats

Highly competitive marketplace

First-mover brands with high brand
recognition

Many colleges offer similar
programs

Some offer for free versions
Mobile takeover with Gen Z

lynn.edu
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Target Audience

Primary: Millennial Moms

Secondary: Gen Z
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This is SO

LYNN

UNIVERSITY

lynn.edu


Presenter
Presentation Notes
Age around 20 to 37

According to schoolfoundations.org… https://www.schoolfoundations.org/.../2016nc_What%20Matters%20to%20Millennial%2...

There are currently an estimated 13 million Millennial moms in the U.S. (48% K-5 parents are Millennials) 

Millennial Moms will spend approximately $750 billion a year. 

She wants it now and she wants it fast.

Education is valued by Millennial Moms

Millennial Moms are willing to spend to save time.

Customization is a way of life.

Millennial Moms are digital story tellers.

Millennial Moms are early adopters of new media.

Millennial Moms have a smart phone and is on it an average of 3-4 hours per day.

Millennials access the Internet through their smartphones.

Don’t call Millennial Moms on the phone.

YouTube is the search engine of Millennial Moms.

They do not resonate with celebrity endorsements.

Sharing is her new form of socializing.

Millennial Moms love Instagram.

Millennial Moms won’t buy products without reading reviews.

Millennial Moms are the first generation to call social media a business.


Millennial Moms
The $2.4 trillion social media influencer comes 2o

13 million 86% use social media to be an influencer... and is not 3.4 social
Millennial looking for branded messages depicting perfection... media
Moms in the She’s more interested in authentic marketing that accounts
U.S. resonates with the realities of her busy lifestyle.

Spend Have an 30% of Spends

8+ hours average of Millennial almost 17

24 close Moms are hours a week

L friends they single and on their social

grlmar_lly to share work full-time networks
rowsing product jobs

part_entlng recommenda
advice tions

online a week

LYNN
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Generation Z

Growing Up Connected

Contribute By 2020, they
$44 will account

billion to for 1/3 of the

the American us.
economy population

Tends to find new products on

Instagram, with 45% using it
for brand discovery

LYNN
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91% access

at least one of
their social
media
accounts daily

Has an
obsession over

Instagram

25% said they
spend seven
hours a day on
their phone

L
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Subcultures within Generation Z

 Large homeschool population

e Significant population with learning differences

* Majority are academically under-prepared

« Vast majority are technology advanced (using computers, apps, mobile

daily)

Please see Statista slides as the end of the presentation for reference and growth rates.
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Creative Strategy

The AHA! Moment ...Based on one common thread
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Creative Strategy continued

The It’S YOUI‘ T|me Campaign

Earned and | Using the Digital Strategic
Integrated, Owned Platforms: Storytelling S G Partnerships

12-Month . Facebook Mom Blo
- . . ggers
Digital Media i Relevant Engagement e

: *Google HaShtagS
Cam paign *Pinterest

*YouTube

LYNN
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IMC Tactics
Getting the Ground to Swell

The Objectives:

	▪ To generate interest and awareness of the ecree brand name

	▪ To educate the target audience of what ecree does

	▪ To entice trial 




=g 0

Homework Made Easy

Ecree is a writing app that saves
¢cree moms time and helps kids
succeed.

Set your budget

S~ 3,000.00 Perday g Estimated performance @
average
788,692 -1,314,512
$91,200.00 monthly maximum @ impressions
per month

44,470 - 74,118 clicks
per month

3

Typical competitor budget range@ This estimate is based on
businesses with similar ad settings

d budget.
How your budget works and hudge

What you pay for How much it costs If you change your mind
Pay only when people click your Costs vary for each click, but you Try running your ad, but no need
ad or call your business. won't spend more than your to commit. Change your budget

monthly budget. or cancel your ad at anytime.
BACK NEXT

LYNN
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Will be doing paid ads and spending $3,000 a day for AdWords SEO

Buying high-quality, relevant search words

This is in addition to creating creative content in an effort to boost ecree’s overall quality score for organic searches in google

The organic creative content will also revolve around the It’s Your Time central campaign concept


IT'S YOUR TIME
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IT'S YOUR TIME

FaceBook and
Instagram Ads

(A combination of paid and earned media)
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WHY INSTAGRAM:

56% of Millennial Moms check Instagram multiple times a day

73% of Generation Z use this social photo sharing app

Visual content creates “650% higher engagement





Get 20% OFF! Click for more informationiias ]

Facebook and

Instagram Ads
continued

g\ ) geree: |
ﬁ}‘iﬁ“xfﬁﬁ“ﬁ%ﬁ“ﬁﬁiﬁ

WIL H4NOA S.11

-
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#GENIUSATWORK

Not a writer? We all can't be good at everything.
But with the ecree writing app your papers can go from
"blah" to "schwing" in an instant.

Most ecree users saw a 5 percent increase in their grades
for each paper submitted using the ecree writing app--
that's like going from an 85% to a 90%
with just a few clicks of a button.

Now you can get the grades you want,
faster and easier than ever before...
and you don't have to rely on mom to proofread.

So what are you waiting for?
Now you can get the grades you want, the help you need
and the time to do the things you really want to do.

CLICK BUTTON BELOW TO GET STARTED WITH ecree

ccree

lynn.edu



Top Mom Hashtags
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#momlife
#momcommunity
#mommalife
#bloggermom
#momgoals
#ohheymama
#momblogger
#momconfessions
#modernmom
#parentlife
#welcometoparenthood

#modernmotherhood

#mamalife

#momboss

#momwin
#parenthood_unveiled
#motherhoodsimplified
#momentsinmotherhood
#mommydiaries
#momlove

#bestofmom
#simplymamahood

#showerdaily

lynn.edu



Facebook and YouTube Mommy Bloggers

€ Youlcbe - NoOEIREET S HoENRe

€ Our Story | Facebook

Reviews  Fhotos

Soutof5
P Recommended by 2 people

Do you recommend local mom scoop?
Just Coll Us Dad | SAOMTRUTHS )

YES [ HO
] a‘ Gt s\
s local mom scoop Most Helpful Most Recent
Cat and Nat talk about sharing their ‘Mom Truths' - Today Show
it iveww today. com/_.feat-and-nattalk-aboul shaing their-mom-ruths- 1 383781955 Our Story r ﬁ_ Camila Rojas P recommends local mom
' scoop
‘[ﬁ venvds Catherne Beknap and Natalie Telfer - aka Cat and Nat - join Dec 4, 2018 - @&
TODAY 15 talk about connecting with . . M | 3
A South Florida Lifestyle blog for moms. | love this page! Whenever | go to Flanda,.l-!ealher
has the best tips to find great places to visit, to
Meet Cat and Nat, whose "Mom Truths' are striking a ... - Today Show shop, and to have a great time with Kiddos!! Great ...
. As a personal shopper during my pre-mom life, I
had the pleasure of helping people look and feel O
better about themselves. Clients would ask me for
advice on what to wear and where to go. ol Like (I Commen (> share

moms who hune-in daily to watch

Now, during my journey of motherhood, it's

brought me back to helping people again. Not
Cat & Nat - We are LIVE with Jenna Bush Hager of the Today... . .
hittps:/veun facebook comjeatandnativideos 1 426850484097760/ only with fashion, but places to take your

children, the hottest dining spots, where to
travel with your kids and more.

h Jenni

snything and everythiny

n Hager of the Today Show taking sbout Iiterally

Being a mom in South Florida can be tough
sometimes.

LYNN
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WHY BLOGGERS:�
Millennial Moms trust friends or influencers regarding brands more than what brands say about themselves 


WHY YOUTUBE:�
Generation Z watches an average 2-4 hours of YouTube a day, but watch less than 30 minute of cable TV

85% of Generation Z learns about new products through social media 





Facebook and YouTube Mommy Bloggers
continued

Presenting: |
Carpool Conversations
by ecree

Meet Cawvoline

— Mommy Blogger
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UNIVERSITY






Top 50 U.S. Mommy Bloggers by Cision

SUPPORTED PLATFORMS v TOP LISTS v LIVE COUNTS / REALTIME v CONSULTING COMPARE BLOG COMMUNITY DISCORD

1. LaDonna Dennis — Mom Blog Society
2. Liz Gumbinner - Cool Mom Picks

3. Scarlet Paolicchi - Family Focus Blog o0, PO
4. Jacinda Boneau & Jaime Morrison Curtis — Pretty Prudent i

5. Jenn Waorden — Jenn’s Blah Blah Blog

6. Lenore Skenazy - Free Range Kids

e b e

1. Lisa Leake — 100 Days of Real Food T
. 3

8 Janel C - A Mom's Take ey sy

9. Leah Segedie - Mamavation . e b S e AT B,
10. Kristen Howerton — Rage Against the Minivan
11. Nicole Feliciano — MomTrends
12. Heather Armstrong - Dooce
13. Melissa Weintraub — The Mommyhood Chronicles 45,196th 99,709th 60,177th
14. Cher Kachelmuss — Mom and More SUBSCRIBER RANK VIDEOVIEW Rane SOCIAL BLADE RaNK O
15. Lisa Weidknecht — Planet Weidknecht
16. Pamela Maynard — Mom Does Reviews
17. Kate Marsh Lord — The Shopping Mama
18. Louise Bishop — MomStart
19. Liz Mays — A Nutin a Nutshell
20. Colleen Shibley — Shibley Smiles
21. Vera Sweeney - Lady and the Blog
22. Anna Fader — Mommy Poppins
23. Jennifer Gervens — Sweet T Makes Three
24. Kimberly Vetrano — She Scribes
25. Crissy Page — Dear Crissy

LYNN

UNIVERSITY

User Summary Future Projections Detailed Statistics Featured Box Similar Channels User Videos Live Subscriber Count

TOTAL GRADE @

2,001,990 "5+ 7,980 "7
VIEWS FOR THE LAST 30 DAYS SUBSCRIBERS FOR THE LAST 30 DAYS

$500 - $8K $6K - $96.1K

ESTIMATED MONTHLY EARNINGS @ ESTIMATED YEARLY EARNINGS @

Lynn.edu
Source: Cision (2017)



Pinterest

UNIVERSITY

ecree

0 followers - 0 following
ecree is a8 FAST, EASY AND PERSONALIZED writing feedback that can help every student - and every teacher,

Boards Pins Tries Topies

0 boards.

YOURSTUDENTS ™

i

lynn.edu
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Conversion 8.2% 4.7% 3.1% 2.9% 5%

Rates

* Average % of visitors websites received from each platform Source: Forbes (2018)
LY N N lynn.edu
UNIVERSITY
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Digital Budget

$6 million Social Media

marketing budget 2019
10%

(based on 20% of revenue)
20%

Google SEO m Facebook Instagram m Pinterest YouTube

LYNN
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Financials

LYNN
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Total Market

Ecree is in the Education technology
industry, which is composed of
electronic learnings aids, their main
competition is Grammarly,,, ect.
The US EdTech industry is an $1.4 billion
in 2018 growing at 9%

X

Market share

Revenue (sales)

Ecree has their own competitive
advantages against many other EdTech
companies that they compete directly
with, however are not as established in
the market as others are.
Target Market share of 2%

Operating expenses

Operating income

Ecree moving to their new revenue
model of direct to consumer with a 10
dollar per month fee. With the service

already created, little maintenance must
be done, allowing ecree to have a low-
cost model, thus allowing for higher
margins
Pretax Target margin of 30%

Tax rate

Due to the low-cost model that ecree has,
seeing that the product is in full operating

After-Tax operating income

After-tax Cash Flow

Adjusted for time value & risk

Adjusted for operating risk with
a discount rate and for failure
with a probability of failure

use, its main costs will be infrastructure to
allow for increase user flow, and regular
maintenance.
Sales to capital ratio for this sector is 4.0

Ecree is still a relatively young company,
especially regarding their change in
revenue model. Taking this into account,
a high cost of capital (12%) will cover
the bases. As the company grows and

becomes more established, this will
decrease.

Low Cost




Financials continued

Year

2019

2020

2021

2022

2023

Total User Number

Revenue S

234014]

28,053,646.27 | $

297052]_

35,610,575.17 | $

333034]_

39,930,140.38 | $

350117_[

43,170,807.78 | $

378170

45,335,062.05

200,000 pre
/ existing users

— based off 0f 9.99

Highschool Students

Growth Rate
Attriction Rate
User Number

40000.00 40016.00 40029.61 40036.01 40045.22
0.04% 0.03% 0.02% 0.02% 0.09%
150.0% 175.0% 100.0% 75.0% 50.0%
10% 10% 10% 10% 10%
260016.00 330057.61 370093.62 400125.83 420189.28

LYNN

UNIVERSITY

Total user
number includes

annual revenue

per month

highschool enroliment
for the US total off of

&— 0.25% + growth rate

500.00%

Lynn.edu
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Gen-Xers (44%) and millennials (37%) were most likely to accidentally sign up for automatic payments. 
Thirty-five percent of Americans say they signed up for a subscription or membership, such as a gym, that enrolled them in an automatic payment plan without even realizing it, according to a new survey of 1,002 adults by CreditCards.com. 
While it’s common for internet companies like Amazon (AMZN) to offer free trials, 48% of respondents say they have forgotten to cancel a free trial before being charged by an auto-renewal 
https://finance.yahoo.com/news/one-third-americans-paying-subscriptions-without-knowing-165413533.html 
 
 
 
Recent research by Vantiv and Socratic Technologies showed that 89 percent of millennials have active subscription service (versus 78 percent of Gen Xers and 67 percent of boomers). 
https://www.nbcnews.com/business/consumer/35-percent-americans-are-enrolled-auto-pay-it-s-news-n797131 
 
 
A charge of $10 or so per month may seem like small change to many consumers. However, it adds up over time if you forget about the account or put off canceling it. 
https://www.creditcards.com/credit-card-news/autopay-poll.php 



Financials

continued

UNIVERSITY

IFrinsk Vakastion US EdTech mar!(et 148
us dollars growing 9%
1 2 4 5
Overall market $ 1,450,000.00 $ 1,580,500.00 $ 1,722,745.00 $  1,877,792.05 $  2,046,793.33 Tapeted market shiate
Market Share (Gross) 1.935% 2.253% 2.318% 2.299% 2.215% j— “‘;‘:;Wemf Boiover s
Annual Revenues $ 28053.65 § 35610.58 39930.14 S 43170.81 % 45,335.06 *
Operating Margin i 23.93% 24.16% 25.75%8 27.31% 29.34% coporate tax rate of
Operating Income $ 6713.41 $ 8,602.64 5 1028149 $ 11,787.83 $ 13,300.52 / 21% as benchmark
Effective Tax Rate 21% 21% 21% 21% 21%
lesstaxes $ 1409.82 $ 180656 $ 2159.11 $ 2475.44 S 279311 ————
After-Tax Opearting Income S 5303.60 $ 6,796.09 S 8122.37 S 9,312.38 § 10,507.41 3.06 - 4 dollars of
53'&5/C3pﬁ3[R3ﬁ0. s 4.00 | s 4.00 $ 3.77 | $ 3.57 . s 3.06 |[«— revenue for every
Free Cash Flow to the Firm S 7,013.41 S 8,902.64 S 10,581.49 5 12,087.83 $ 14,801.39 dollar of capital
discount rate | 12% — discount rate of 12%,
which is the top end
of most US companies
1
N N Lynn.edu
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Financial

Index

LYNN

UNIVERSITY

| Numbers in 000s

ecree finanicals

| 5 year
|VC Totals b 1,500.00 § 300.00
| Software development (43%) & 645.00 s 129.00
(Sales & Business Development (| $ 525.00 §
| Marketing (15%) 3 225.00 §
Office and Admin (7%} $ 105.00 g

$ 1,500.00 §

sources of captial
(VG Capital 300.00 300.00 300.00 % 300.00 300.00
other 3 - $ = 5 - $ - 5 -
| Total captial contributions $ 300.00 § 300.00 § 300.00 % 300.00 % 1,200.00
Revenues $ 28,053.65 § 35,610.58 § 39,930.14 § 43,170.81 % 45,335.06
growth % N/a 78.78% B89.18% 92.49% B86.82%
| Total Sources of Cash % 28,353.65 § 3591058 § 40,230.14 § 43,470.81 % 46,835.93
Uses of cash
| Software development % 4,337.05 § 547059 % 6,11852 % 6,604.62 % 6,929.26
| % of revenue 15.00% 15.00% 15.00% 15.00% 15.00%
|Sales & Business development | $ 8,521.09 § 10,788.17 & 12,084.04 % 13,056.24 % 13,705.52
| % of revenue 30.00% 30.00% 30.00% 30.00% 30.00%
| Marketing 5 565573 § 716712 § 763173 § 781575 § 7,751.96
| % of revenue 20.00% 20.00% 19.00% 18.00% 17.00%
| Office & Admin 5 282636 % 3,582.06 § 381436 § 3,906.37 § 3,647.80
% of revenue 10.00% 10.00% 9.50% 9.00% 8.00%
percentage of revenue use 75.00% 75.00% 73.50% 72.00% 70.00%
Opeartional Costs 5 21,340.23 % 2700793 § 20648.65 % 31,382.98 % 32,034.54
| Operating P/L $ 6,713.41 $8,602.64 $10.281.49 § 11,787.83 § 13,300.52
Net cash flow $ 7.013.41 $8,002.64 $10,581.49 § 12,087.83 § 14,801.39
-cash flow growth rate n/a 27% 19% 14% 22%
| Beginnging Cash Balance $ - $ 7.013.41 % 15.916.06  § 26497.54 % 38,585.37
Ending Cash Balance $ 701341 § 15,916.06 § 26,497.54 § 38,585.37 % 53,386.76
Lynn.edu




Thank you

A sincere thank you to IACBE and ecree
for this amazing, hands-on learning opportunity.

LYNN
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Appendix

The following data and graphs were presented as part of the
research conducted for the Industry Overview, SWOT Analysis,
and Generation Z Subcultures portions of the presentation.
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Percentage of students in the United States taking distance learning courses from 2012 to
2016

U.S. student distance learning enrollment 2012-2016

mExclusive distance mSome distance

Share of students

2012 2013 2014 2015 2016
Note: United States; 2012 to 2016
Further information regarding this statistic can be found on page 35
Source(s): BSRG; ID 944245
Market overview
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Target populations of online education programs in the United States in 2017

U.S. population targeted by online education programs 2017

Share of respondents
0.0% 10.0% 20.0%% 30.0% 40.0% 50.0% B80.0% T0.0% 80.0%
Adult students returning to school after an absence T6%
Transfer students 54%
Military 48%
First-ganeration students 43%

- Students with disabilities %
- Academically underprepared students 25%

International students outside the U.S. 25%

Mote: Nonh Amenca, Uniled States, Octobar and Nowembar 2017, 295 Respondents, Sschool administralors repiesenting  public and pradale nonprofil coleges and unnairsdies
offenng online courses
Further information regarding this statistic can be found on page 41

Sowrce(s): BestColages | 1D 731146
Coursa selaction and entolment

LYNN

UNIVERSITY
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Which devices are used in the classroom in a typical week?
U.S. classroom device weekly usage 2016

Share of respondents

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%
gm— : : . . : :
Laptop computer 56%
==% Desktop computer 54%
Tablet 1%

“—
Interactive whiteboard 45%

Smartphone 28%

Chromebook 23%

Dedicated e-readers 5%
Wearables 3%

Note: United States; 2016; 18 years and older; 2,800; PreK-12 classroom teachers in public or private schools; parents of children under age of 18, who, if they have school-aged
children do not home-school their child; children in kindergarten through grade 12

Further information regarding this statistic can be found on page 54

Source(s): Deloitte; ID 266605
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Which digital learning materials do you use in your classroom in a typical week?
U.S. classroom digital learning materials weekly usage 2016

Share of respondents

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0%
Online educational videos 67'5:{,
Educational apps or software 65%

Websites for research

Games that are focused on specific content or skills

E-bocks

Simulations/virtual reality (like virtual science labs)

E-magazines

Note: United States; 2016; 18 years and older; 2,800; PreK-12 classroom teachers in public or private schools; parents of children under age of 18, who, if they have school-aged
children do not home-school their child; children in kindergarten through grade 12
Further information regarding this statistic can be found on page 55

Source(s): Deloitte; 1D 658475
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Perceived positive difference of classroom usage of education technology according to
educators in the United States in 2016

U.S. positive influence of education technology usage 2016

Share of respondents who believe technology makes a really big/pretty big difference

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 80.0% 70.0% 80.0% 90.0%

Making learning more interesting ;79%
Allowing students who have mastered the topic to move on 76‘{6
Providing learning opportunities outside the classroom 74%
Allowing students to work at their own speed or pace 73%
Creating a customized learning experience 72%
Allowing students who are behind in school to catch up 66'};{;
Allowing students to get feedback and help even when school is not in season 64%
Allowing students to collaborate even when not together ;59%

Note: United States; 2016; 18 years and older; 2,800; PreK-12 classroom teachers in public or private schools; parents of children under age of 18, who, if they have school-aged
children do not home-school their child; children in kindergarten through grade 12

Further information regarding this statistic can be found on page 56

Source(s): Deloitte; 1D 658500
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Which are the top reasons you acquire or want to acquire digital learning materials for your
home?

U.S. home digital learning materials acquisition reasons 2016

Share of respondents

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

To develop the skills | want to improve in my child 53%
To engage my child

To have materials that are fun/entertaining for my child

My child expresses an interest in using digital learning materials

| want to help connect my child's at home activities to what's being done at school*

To provide a way for my child to work with other students even if they are not all in the same place*

My child's teacher recommended them to me*

Note: United States; 2016; 18 years and older; 2,800; PreK-12 classroom teachers in public or private schools; parents of children under age of 18, who, if they have school-aged
children do not home-school their child; children in kindergarten through grade 12
Further information regarding this statistic can be found on page 58.
Source(s): Deloitte; 1D 658552
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