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Clubhouse Media Group, Inc. (CMGR) appears well 
positioned, in our view, to be successful as a social 
media influencer with substantial reach both in 
terms of people and its unique profiles in key 
TikTok and Instagram channels.  Clubhouse Media 
Group arguably benefits from a proven concept, 
growing addressable market and strong manage-
ment team.  Moreover, the company’s stock 
market valuation can currently be inferred to be 
comfortably less than US$1 per reachable person.

Clubhouse Media Group offers investors a chance to 
participate in the increasingly attractive space of 
social media influencing.  The company boasts a 
desirable combination of functional Clubhouse infra-
structure for its influencers, demonstrable growth in 
reachable numbers and a brand development strategy.  

Social media influencing is an attractive, well reco-
gnized business activity and one which continues to 
grow.  However, it is potentially hard for investors to 
find an SEC reporting vehicle through which to parti-
cipate in this technology sub-segment’s potential.  
Moreover, the CMGR business model benefits from 
the operation of an actual physical footprint – i.e. its 
four Clubhouse premises of which three are in the US 
and one in Europe.  The Clubhouse concept delivers 
what could be described as “orchestrated seren-
dipity” whereby influencers feed off each 
other to expand and improve the quality 
of their social media content.

CLUBHOUSE MEDIA GROUP
THE VALUE OF INFLUENCE  CLUBHOUSE MEDIA 

GROUP (CMGR)
Description

Clubhouse Media Group, Inc. (CMGR) is 
a fast-growing and up and coming 
influencer which currently boasts a 

potential reach of 500 million persons. 
Clubhouse Media Group represents a 
best-in-class and first of its kind com-

pany. The company includes “The 
Clubhouse,” an integrated social media 

influencer incubator with a physical 
and digital footprint in Southern 
California and Europe, Doiyen – a 

talent management company, and 
WOH Brands, a brand incubator, 

content creator and technology deve-
loper.  The company actively participa-
tes in key social media – notably TikTok 

and Instagram – through its growing 
community of influencers.
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Key social media channels remain in growth mode, which argues in favour of CMGR being able to 
sustain the company’s rapid growth rate.   As recently as February 2021 the company’s social 
media “reach” was 100m individuals.  This grew to 150m in the following month and is currently 
estimated to be around 500m according to a 17th August 2021 company press release.  

Moreover, the underlying product propositions for social media influence are sizable.  For exam-
ple, the US apparel and footwear market was estimated by statista.com to be worth US$368bn in 
2019.  
Clubhouse Media Group operates with a focused structure which tends to underscore its ability to 
deliver a growing, relevant, social media driven business. The company’s activities include the 
Clubhouses, talent management services and brand development and content creation. 

CMGR’s leadership team boasts a useful combination of modern technological talent and finan-
cial and corporate experience.  The business is spearheaded by CEO Amir Ben-Yohanan and Presi-
dent and co-founder Chris Young.

The simplest valuation method is arguably one based on market cap per individual reached.  
Right now, investors in Clubhouse Media Group pay less than US$1 per such individual.  Further-
more, it should be noted that revenue expansion tends to trail reached numbers.  As the influence 
footprint expands, we expect revenue and, ultimately profitability, to follow. The company genera-
ted US$1.0m in revenues in 2020 having been at essentially zero the previous year.

Please refer to the important Swiss Growth 
Forum disclosures shown on the back page. 
The information contained in this report is 
categorised as marketing material

https://www.statista.com/topics/965/apparel-market-in-the-us/
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Clubhouse Media Group (www.clubhousemediagroup.com) operates a global network of profes-
sionally run content houses, each of which has its own brand influencer cohort and production 
capabilities. The company offers management, production and deal-making services to its han-
dpicked influencers, a management division for individual influencer clients and an investment 
arm for joint ventures and acquisitions for companies in the social media influencer space.

CMGR’s management team consists of what the company argues are successful entrepreneurs 
with financial, legal, marketing, and digital content creation expertise.

INVESTMENT CASE

This SGF Evergreen report explores the key components of the investment case for Clubhouse 
Media Group (CMGR) based on it being a proven concept with addressable market growth poten-
tial that meets entry level due diligence requirements.  Moreover, there is a strong leadership 
team and the company’s shares appear to trade at what could be argued to be an acceptable 
valuation. We explore all five of these investment case criteria in the body of this report.

PROOF OF CONCEPT

Clubhouse Media Group’s core concept is the use of physical premises – i.e. its clubhouses - which 
the company operates as workplaces in which its influencers are able, on a collegiate basis, to 
enhance and grow their social media messages and profiles to positive commercial effect.  
Clubhouse Media Group is in turn rewarded by brand owners in key areas where influence is a vital 
component of consumer decision making.

BUSINESS OVERVIEW
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The Clubhouses’ success in expanding social media reach is evident from the company’s recor-
ded data for the reach of its influencers – i.e. the aggregate number of their followers.  This 
progression has been rapid, with the latest estimate being 500 million.  We illustrate recent 
growth in followers in Figure 1.

Figure 1 – CMGR follower growth in 2021

Source: Company press release data. (Note - link to latest filing is sec.report/Document/0001493152-21-016956 
and link to latest press release is www.nasdaq.com/press-release/clubhouse-media-group

https://sec.report/Document/0001493152-21-016956/
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The importance of apparel and fashion for Clubhouse Media Group’s media influence growth tends to 
be confirmed by the breakdown of followers by social media channel.  In a CMGR press release, which 
was dated 14th July 2021, TikTok – where clothing accounts for a sizable portion of content – was comfor-
tably the largest source of followers at 290 million out of a then total 400 million.  YouTube and Insta-
gram were the second most important while Snapchat and Twitter were relatively small.  The break-
down is summarised in Figure 2.

Figure 2 – CMGR follower breakdown in July 2021

Source: Company press release 14th July 2021 
www.finance.yahoo.com/news/clubhouse-media

https://finance.yahoo.com/news/clubhouse-media-total-aggregate-social-120000286.html
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Social media network usage, the driving force behind the commercial importance of social media 
influencers, is expected to continue to advance at a rapid pace.  According to Statista data, the 
number of users is estimated to advance at a 4% compound annual growth rate between 2020 
and 2025.  
(Source: www.statista.com/statistics/278414/number-of-worldwide-social-network-users).

However, the way in which social media are used and the associated ability of influencers to 
perform their role is not static.  For example, Facebook remains the dominant social media chan-
nel with 2.85 billion of the world’s estimated 3.78 billion estimated social network users in 2021 – 
i.e. around 75% of users are on Facebook, according to Statista data. (Source: www.statista.com/-
statistics/278414/number-of-worldwide-social-network-users).

As a result, the faster growing networks seem likely to be those which are more amenable to 
social influencers.  In particular,we note the rapid growth of TikTok in the past two years.  Accor-
ding to data reported on Wallaroo, the number of active TikTok users increased from 680 million 
to 1,100 million between November 2018 and February 2021 – i.e. a compound growth rate in 
excess of 20%. (Source: www.wallaroomedia.com).

Moreover, on 14th July 2021 Sensor Tower reported total TikTok downloads of around 3.0bn which 
implies growth headroom for active users even within the social media company’s existing ecosy-
stem. (Source:  sensortower.com/blog/tiktok-downloads-3-billion ).

In summary, the most important contributor to Clubhouse Media Group’s addressable market 
growth is comfortably outperforming the social network category as a whole.  We summarise 
recent brisk growth and projected expansion in the social network and media sector in Figure 3. 

THE GROWTH CASE FOR SOCIAL MEDIA

Figure 3 – Worldwide social network users - 2017 to  2025

Source: Statista

https://sensortower.com/blog/tiktok-downloads-3-billion
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/
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Clubhouse Media Group’s activities include the Clubhouses, Doiyen talent management services 
and West of Hudson (WOH) brand development and content creation.  We look at the Clubhouses 
first.

THE BUSINESS IN MORE DETAIL

In contrast to technology and content providers where there is minimal physical presence, due 
diligence on Clubhouse Media Group is facilitated by the Clubhouse structure itself.  The company 
currently operates from three US locations and one in Europe, which are illustrated in Figure 4.

Aside from providing  CMGR with a physical presence, the Clubhouses give the company a clear 
advantage relative to other more virtual businesses.  In particular, they present the opportunity for 
individual influencers to interact by creating what could be referred to as “orchestrated serendipity.”  
  

THE CLUBHOUSES

Figure 4 – Clubhouse Media Group Clubhouses

Locations shown are Beverly Hills, CA (top left and right), 
Bel Air, CA (bottom left) and Malta (bottom right)

Source: (https://www.sec.gov/Archives/edgar/data/1389518/000149315221014370/form253g3.htm)
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The Clubhouse is an established network of social media content creation houses, which include 
three scenic mansions in Southern California, USA and a location in Malta, Europe.  The stated aim 
is for each Clubhouse to provide a picturesque living environment for the company’s band of 
social media influencers, complete with in-house media production teams, including photo-
graphers and videographers.  

The company argues that this enables the influencers living at these houses to maximize the 
depth, breadth and scale of followers that those influencers can build across popular social media 
platforms.  CMGR’s influencers include content creators, entertainers and style icons. 

Moreover, while the influencers themselves operate on an individual franchise basis they benefit 
within the Clubhouse system from shared ideas and the constant ability to be aware of new 
trends and fresh approaches to their roles, which not only enhances influencer quality but contri-
butes to their ongoing loyalty.   

An illustrative example of the Clubhouse’s success was disclosed in the company’s 11th June 2021 
Offering Circular.
(www.sec.gov/Archives/edgar/data/1389518/000149315221014370/form253g3.htm). 

The company cited that  one of the influencers who was living in one of the company’s Clubhou-
ses experienced in 4 months growth from 3.22 million followers on Instagram to 5.2 million 
followers on Instagram.

Another influencer who lived in one of the Clubhouses experienced in the same period, growth 
from 1.5 million followers on Instagram to 2.3 million followers on Instagram.

Clubhouse Media Group’s longer term intention is to expand the number of Clubhouses, which 
makes sense in our view.  Not only do the Clubhouses enhance influencer quality and loyalty but 
they also build a significant barrier to entry relative to other influencer organizations.
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DOIYEN

Doiyen is a talent management company for social media influencers. Through Doiyen, the com-
pany seeks to represent some of the world’s top talent in the world of social media. CMGR plans to 
hire experienced talent and management agents as well as build its support and administrative 
resources seeking to expand operations.  As a talent management company, Doiyen generates 
revenues based on the earnings of its influencer-clients by receiving a percentage of the earnings 
of its influencer-clients. 

As of June 2021, through Doiyen, CMGR represented more than 24 social media influencers, with 
a combined number of followers on Instagram, TikTok, and YouTube of over 70 million.  The com-
pany is dedicated to helping Doiyen’s influencer-clients build their brands, maintain creative con-
trol of their destinies and diversify and grow their businesses through “The Clubhouse.”   This 
provides them with opportunities to increase their monetization potential and amplify their 
reach. 

WOH BRANDS

Since May 2020, WOH Brands has engaged in brand development, with a focus on creating appa-
rel, beauty and other lifestyle brands with quality product offerings. The company intends to use 
WOH Brands to acquire or enter into joint ventures or launch best-in-class brands. 

WOH Brands is primarily focused on creating brands on CMGR’s behalf and may consider 
joint-ventures with other established companies in the consumer-packaged goods space for 
purposes of brand and production creation within the Clubhouse system – i.e. not to third parties. 
To date, WOH Brands has only sold a minimal amount of products and has only generated mini-

Figure 5 – Clubhouse Media Group organizational chart

Source: Clubhouse Media Group 2020 
10-K (https://sec.report/CIK/0001389518)
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The Clubhouse Media Group leadership team represents a strong combination of creative, finan-
cial and technological skills.  In addition, management has international awareness and experien-
ce, which augurs well for growth outside the US.  

The team, which we summarise in Figure 6, is spearheaded by Amir Ben-Yohanan,Chris Young, 
Simon Yu, and Harris Tulchin.  The relatively young age of the leadership team is complemented 
by the significant business experience of its  directors, Harris Tulchin and Gary Marenzi.

Figure 6 – Clubhouse Media Group board membership

Source: Clubhouse Media Group 2020 10-K (https://sec.report/CIK/0001389518)

LEADERSHIP TEAM

Amir Ben-Yohanan was appointed as the company’s Chief Executive Officer and as a member of 
the company’s Board of Directors on June 18, 2020. Mr. Ben-Yohanan worked for over 15 years 
for large multinational corporations, such as AT&T and the Associated Press.

Chris Young co-founded CMGR and serves as the company’s President and as a 
member of the company’s Board of Directors on June 18, 2020. Prior to 
joining the Company, Mr. Young was a partner at Venture Funds LPG 
and Amplify, a YouTube Partner Creator, and has held positions as a 
tech entrepreneur, having founded and sold multiple venture 
backed e-commerce businesses.  He holds an MBA from 
USC, a BA from Occidental College and is a Southwe-
stern Law Alumnus. 



Simon Yu co-founded CMGR and was appointed as the Company’s Chief Operating Officer and 
as a member of the Company’s Board of Directors on June 18, 2020. Mr. Yu is also the chief executi-
ve officer of Cannabis Strategic Ventures (OTC: NUGS) and has served in this position since 2017 
when he successfully completed a reverse takeover with an OTC company.  With Mr. Yu’s prior 
experience, he led the charge in CMGR’s reverse merger, corporate governance and capital mar-
kets strategy. Throughout his career, Mr. Yu has launched startups in e-commerce, import/export, 
medical devices, and staffing. Mr. Yu was also a Startup Advisor at the University of Southern 
California’s Business Incubator and was an Adjunct Professor of Entrepreneurship at California 
State University, Los Angeles. 

Harris Tulchin was appointed as a member of the Company’s Board of Directors on August 5, 
2020. Mr. Tulchin is an entertainment lawyer, producer, author, and producer’s representative and 
has been practicing entertainment, transactional, and labour law since 1978. He is the Chairman, 
founder and owner of Harris Tulchin & Associates LTD, an international entertainment and multi-
media law firm that provides legal services to its clients in the motion picture, television, music, 
and multimedia industries. 
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Clubhouse Media Group generated revenue for the first time in 2020 when sales were 
US$1,010,405 and remains a pre-EBITDA company.  However, we believe there is a growth case 
behind the business and expect profitability in the future.  

In our view, investors should note the rapid growth of the number of its influencers’ followers and 
how valuation looks in relation to these.  In particular, there appears to have been little stock 
market reward for the rapid growth in follower numbers.

FINANCIALS & VALUATION

EVERGREEN RESEARCH BRIEF

CLUBHOUSE MEDIA 
GROUP (CMGR)
THE VALUE OF INFLUENCE

25th AUGUST 2021

www.swissgrowthforum.org

Figure 7 – Clubhouse Media Group – Valuation ratios 

Sources: https://sec.report/CIK/0001389518 and 
https://finance.yahoo.com/news/clubhouse-media-group-secures-unique-162400069.html
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CONTACTS

Clubhouse Media Group, Inc. (the “Issuer”) has paid Swiss Growth Forum (“SGF”) a fee of US$7,500, in cash, 
for publicizing, and disseminating favorable information about, the Issuer and its securities, either directly or 
through its affiliates. In addition, the Issuer has agreed to pay Chris Wickham a fee of US$3,750, in cash, for 
publicizing, and disseminating favorable information about, the Issuer and its securities. Although the Issuer 
has not issued any securities to SGF or Mr. Wickham, SGF and/or Mr. Wickham (and/or their affiliates) may 
hold, as well as purchase and sell, the securities of the Issuer before, during and after they publish favorable 
information about the Issuer. SGF and/or Mr. Wickham may urge investors to purchase the Issuer’s securities 
while they (and/or their affiliates) sell their own shares.  An investment in the Issuer’s securities involves a 
high degree of risk and uncertainty. You are encouraged to conduct your own investigation of the Issuer with 
the assistance of legal, tax and investment advisers. Your investigation should include a review of the Issuer’s 
filings with the U.S. Securities and Exchange Commission (the “SEC”).

DISCLAIMER
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DO NOT BASE ANY INVESTMENT DECISION UPON ANY INFORMATION OR OPINIONS FOUND IN THIS 
REPORT. SGF is not registered as a securities broker-dealer or an investment adviser with the SEC or with any 
state, U.S. or ex-U.S. securities regulatory authority. Neither SGF nor Mr. Wickham is licensed or qualified to 
provide investment advice. This report has been prepared for informational and marketing purposes only 
and is not intended to be used as a complete source of information on any particular company or industry. 
Information, opinions and analysis contained herein are based on sources believed to be reliable, but no 
representation, expressed or implied, has been made to SGF or Mr. Wickham as to the accuracy, complete-
ness or correctness of such information. You alone will need to evaluate the merits and risks associated with 
an investment with the Issuer. Decisions based on information obtained from this report are your sole 
responsibility, and before making any decision on the basis of this information, you should consider (with the 
assistance of legal, tax and investment advisers) whether the investment is appropriate in light of your parti-
cular investment needs, objectives and financial circumstances. The opinions contained in this report reflect 
SGF’s and/or Mr. Wickham’s, as the case may be, current judgment and are subject to change without notice. 
SGF accepts no liability for any losses arising from an investor's reliance on or use of this report. SGF has no 
obligation to update this report. 

Forward-Looking Statements

This report contains forward-looking statements. All statements other than statements of historical facts 
included in this report are forward-looking statements. In some cases, forward-looking statements can be 
identified by words such as "believe," “intend,” "expect," "anticipate," "plan," "potential," "continue" or similar 
expressions. Such forward-looking statements include risks and uncertainties, and there are important 
factors that could cause actual results to differ materially from those expressed or implied by such 
forward-looking statements. These factors, risks and uncertainties are discussed in the Issuer’s filings with 
the SEC. Investors should not place any undue reliance on forward-looking statements since they involve 
known and unknown, uncertainties and other factors which are, in some cases, beyond the Issuer’s control 
which could, and likely will, materially affect actual results, levels of activity, performance or achievements. 
Any forward-looking statement reflects the Issuer’s current views with respect to future events and is subject 
to these and other risks, uncertainties and assumptions relating to operations, results of operations, growth 
strategy and liquidity. Readers are cautioned that such matters necessarily involve significant risks and 
uncertainties that could cause actual operating results and liquidity needs to differ materially from such 
statements, including, without limitation: (i) increased competition, (ii) fluctuations in price, and (iii) risks 
associated with high capital long term investments.  Investors are highly advised to seek professional advice 
and conduct a complete due diligence regarding this, or any other company being considered for invest-
ment purposes.  Investing in securities involves substantial risk and may result in a partial or complete loss of 
investment capital. The Issuer, its subsidiaries, officers and employees cannot guarantee the completeness 
or accuracy of the information contained in this report.  The Issuer assumes any obligation to publicly update 
or revise these forward-looking statements for any reason, or to update the reasons actual results could differ 
materially from those anticipated in these forward-looking statements, even if new information becomes 
available in the future. This report should not be interpreted as an offer to sell or a solicitation to buy Issuer 
stock.




