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1. Objectives, product
positioning and design logic,
budget and resource
allocation



Travel Loyalty programs don’t meet millennial needs...

e Millennials are the perfect Loyalty target: inherently social, price / deal sensitive, demanding
e But they're not loyal to travel supplier brands (especially for leisure)

e But they hate accumulating points, expecting instant gratification

Long gestation period to accrue meaningful rewards as they are spread across 10-15 programs
Only 25% of Loyalty members are very satisfied with the level of effort needed to earn a reward, 57% of
respondents abandon a program because “it took too long to get points or miles”

o Purchase frequency is a factor in travel, affecting perceived utility of points and time to redemption

e But they want recognition and a personalized experience on a consolidated platform

o OTA Loyalty is based on package price due to business model / low margins on airfare, and is perceived as
one-size-fits-all

o  Millennial consistency voice a desire to have greater autonomy and unbundle their travel purchase

o  63% of TripAdvisor users want one place where they can read reviews, compare prices and book

@ Source:


https://www.businesswire.com/news/home/20170629005694/en/U.S.-Customer-Loyalty-Program-Memberships-Reach-Double
https://skift.com/2016/05/27/4-charts-showing-millennials-thoughts-on-loyalty-and-direct-bookings/
https://www.tripadvisor.com/TripAdvisorInsights/w661
https://www.bcg.com/documents/file129974.pdf
https://www.dropbox.com/s/doaac3w8dmruykt/Arival 2018 State of In-Destination_EXT_OCT2018.pdf?dl=0

..and Loyalty Management shows structural fatigue

Financial: high degree of account inactivity + low redemption rates
o Unclaimed rewards are liabilities on company’s balance sheet, and an estimated $100 Billion in points are
left unredeemed by Members
o Difficult interoperability (conversion) across partner networks

Technical: software mostly borrowed from retail industry or coupled to legacy (CRS, GDS), business logic not
easily customizable

Marketing / branding: innovation by intermediaries is generating problems for suppliers
o 57 Billion HHonors points lost by Hilton guests by booking with OTAs or other intermediaries in 2015,
enough to redeem 1.6 Million room nights. At growth in suppliers Loyalty membership YoY (+15%) does
not correspond growth in room nights booked with points (+2%)
o  Bigsupplier umbrella program affiliation is a big branding problem for smaller hotel chains or independent
suppliers

Operation: transaction, management & customer acquisition costs
o $35 Billion fees paid yearly to 3rd-party processors for servicing loyalty points, up to 80% savings could be
gained by issuing tokens

Privacy: increasingly a key concern for the tech-savvy consumer
o 500 Million customers’ data leaked in Starwood Nov 2018 incident

Source:


https://cdn2.hubspot.net/hubfs/352767/Bond Loyalty Report 2017 Exec Summary_Launch Edition_US.pdf
https://www.bloomberg.com/news/articles/2018-05-30/forget-airline-miles-crypto-coins-are-coming-to-reward-programs
https://news.marriott.com/2018/11/marriott-announces-starwood-guest-reservation-database-security-incident/
https://www.researchandmarkets.com/reports/4031496/loyalty-management-market-by-type-of-solution

A bold vision

Imagine as a traveler being able to choose the holiday
that best matches your desires and state of mind for
that specific trip, and being able to get answers to the
guestion “what next?” while you're traveling

Imagine as a supplier being able to offer and compete in
an open travel marketplace driven by fellow suppliers
and not governed by aggregators / intermediaries

Where travelers are matched to hotel, airline, tour
according to a distributed recognition and reward
fabric, where alliances between partners are as
opportunistic or tight as necessary, and where
geography, vertical or niche leaders can emerge

All powered by a blockchain giving partners the tools to
exchange and monetize points and traveler profilesin
an optional, secure and auditable way, to combat
Loyalty fraud, while letting travelers own their identity
to comply with privacy rules and, well, because it’s just
fair

A pragmatic strategy

How to disrupt the flawed status quo? We are
pragmatic and don’t aim to replace the current
ecosystem. Travel suppliers: keep doing your
own online marketing, inventory / rate
distribution on channels, all of it

But once you get that web visit, then Pointmark
empowers you to know and serve that traveler
better during the online experience, and then
enables you to extend the reach of your Loyalty
by cross-offering the best experiences in
destination or after stay, and benefit fromitin
terms of money and traveler profiles / leads

And if you are or grow into a big / anchor player,
Pointmark enables you to become the platform
where this interaction happens and data is
gathered
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Multiple alliance scenarios
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1. Suppliers exchanging
Loyalty points and
profiles / leads. E.g. hotel
chain 1 + hotel chain 2 +
independent hotel +
destination tours + local
restaurants

Topology: islands

2. Anchor player minting
Loyalty points and
governing traveler
profiles for its partners.
E.g. airline + hotel chains
+rent-a-car + local
online merchants

Topology: archipelago
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3. Multiple travel Loyalty programs interchanging points and
profiles in a regulated and secure way across geographies
and verticals, eventually extending to other industries to
enable cross-industry scenarios (e.g. holiday sim cards with
roaming in destination, on-demand insurance polity for
destination, on-demand travel purchase loan)

Topology: ocean



Loyalty as a currency
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Background

Mik Ruberl CEO

CTO at Sandos Hotels & Resorts
with startup and corporate

experience in travel, tech, Loyalty

20+ years as a technologist in
travel and IT organizations. Serial
tech entrepreneur in China,
LATAM, Europe. Previously a
career delivering mobile/web
architectures for Ducati, Pirelli,
Deutsche Bank, Ericsson, H3G

K R Rakesh cPo

Product Head at Jio, Idea with
rich product management
experience

Head product teams managing
products ranging across various
verticals such as personal cloud,
live TV, news, magazines across
various geographies i.e. India, US,
Canada. Worked with large Indian
MNCs such as Jio, Idea, Infosys

Lei Bramley CTO

Eng. Lead at Jio, Tesco with a
track record of delivering
complex tech products

Hands on engineering and tech
leader with 18 years experience
across mobile, retail, publishing,
social networks. Built and led
great tech teams delivering
cutting edge technology solutions
for Jio, Tesco, Pearson, Samsung



Budget and resource allocation

Software budget

e Developed 800K USD worth Intellectual Property as Loyalty Management System: Loyalty-as-a-Service,
blockchain synchronization, traveler-to-venue matching engine and dynamic benefit mechanics.
e Forecast 300K USD to complete Phase 1 product (Traveler Recognition), then 500K USD to complete Phase 2

(Point Interchange, Profile Exchange).

Resources from partnerships

Development Agreement in place with Tirasa for non-core software provision, including risk sharing.
Distribution Agreements in place with Dingus and HotelNet CRS to piggyback on their established hotel
customer bases in respective markets, and Stentle 020 commerce to demo non-travel, cross-industry scenarios to

their fashion brand customers.
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2. Product overview



Loyalty as a service

Traveler
recognition

Point interchange

Consumer profile

Type Saa$S

Value
proposition

White-label or API
Loyalty program

Unl.que 1.Laser-focused on
sel.llng travel mechanics
points 2.Based on blockchain
3.Multi-tenancy
support
Industry Travel & hospitality

Saa$S

Profile enriching APIs

1.Anonymous lead
enrichment

2.Profile deduplication
and stitching

3.Al matching and
dynamic benefits

Travel & hospitality

with partners and global

interchange

Platform / Marketplace Platform/

Own branded Loyalty
points exchange

1.Integrates with
blockchain /
traditional
Loyalty programs

2.Contract-based
or opportunistic,
auditable, anti-
fraud

All industries

Marketplace
Own branded profile /

lead exchange

1.Enables consent-
based consumer data
monetization by data
owner

2.Cross-program
named lead
marketplace

All industries



B2C B2B

e Obtain points for purchase and/or travel, e Obtain points for e-learning and certification
redeem points for merchandising, upgrades,

discounts e Obtain points for selling the brand on all

channels, redeem points for free travel
e Online gamification: obtain points for sharing,

. e Obtain points by referring customers to B2C
commenting etc.

loyalty program
e Offline gamification: support animation team

by obtaining points for games, scratch codes
with viral distribution mechanics etc. C 0 R P

e Freedom to give points to friends, obtain

points by referring friends, and for booking via e Obtain points by referring guests to B2C loyalty
external channels program, redeem points for perks at hotel

@® Multiple tiers, catalogs, powerful promotions
system

Loyalty management system laser-focused for travel, that has been battle-tested
for 1.5 years and powers millions of dollars-equivalent transactions on a

@ database of 300K hotel chains customers
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Name +Point Rules

Sandos Hotels & Resorts v

Membership Levels

Consumer Program Employee Program Travel Age

Loyalty Progam Name

Sandos Coins

Choose the type of b guests are
points for (check at least one)

Direct External

How points are calculated

Setup rules for how loyalty points are calculated and which
guests can earn them. Points are calculated based on

(B% of Cost + E% of Cost of Extras) / Number of valid people
in booking / Coefficient

Direct Bookings

% of Cost of Booking (8) % of Cost of Extras (E) Coefici

10% 5% 4.2

Types of guests that earn points (check at least one)

Seniors (65+) Adults (18-64) [/}

a
Child (2-12) Infants (2 and <)
Indirect Bookings
% of Cost of Booking (B) % of Cost of Extras (E) Coefici
10% 5% 4.2

Types of guests that earn points (check at least one)

Seniors (65+) Adults (18-64) M

a

Child (2-12) Infants (2 and <)

How points are earned

Select which actions awards guests with points

Points Earned

Birthdays 10

Points Earned

W1 Dar Blam Dact 10

VB |

Colne

HOWITWORKS  SPONOPOINTS  KARNPOINTS  MEMIERSHS

Earned 500 coins for Booking | Redeemed 550 coins during your sta
- it | 41 (X

Ve a5arecats 70w Seediac w0 e Cart mibe Sarcturdl) an wen graster vakm

LOOKING TO GETAWAY AGAIN?

Look no further, C

eckout the other resorts Sandos has to offer and

save by booking right now

¥ Y e
it
BOOK & GET 10% OFF BOOK & GET 10% OFF BOOK & GET 10% OFF
Playacar Beach Resort & Spa Playacar Beach Resort & Spa Playacar Beach Resort & Spa
Novembor Oealt Noverber Deal! November Deal!

Stay with us before December 20th
2017 and get 10% oft your stay!

CHECK AVARARILITY

‘Stay with us befors Decamber 201
2017 and get 10% off you stayt

CHECK AVARLABRLITY

Stay with us bebore December 20th
2017 and get 10% off your stay!

CHECK AVAILASIITY

FEATURED REWARDS

We hand selected these offes

for you based on

your points balance and layalty level

Bottidof dd wine

{from the house) and

cheese talg -

improvement to superior saa view - 50%
ints 50% direct payment

mmovemtnmhn% 50%
points SO% direct payment

Relaxing mass

Sa0don Papagayn (s

HOW IT WORKS

Edit Profile

Lty

MEMBERSHIP ; . 1000 |

2.9 Sados Cobe

SPEND POINTS  EARN POINTS

Bookings Billing Information Notification Settings

WELCOME BACK, JANE DOE CARD: OWEB1234678

Membership Level: Level 1: Blue

Stays Away from Leveling Up

Nights Away from Leveling Up.

Your last connection was 11/12/2017 at 19:38 @ Claim Physical Card

< 200 coins will expire on 12/31/17

* || By 1000

» coins available

#/10

You're aimost a Gold member Jane! Come stay with us again
and eam more rewards

Complete Your Profile
£am 200 Coins

Sandos Playacar Beach Resort

Paseo Xaman Ha Manzana 1 Lote 1,
Playacar Playa Del Carmen,
Quintana Roo, Mexico 77710
Phone: 01800 9075292

Confirmation #
56871234

rt | All Transactions v

1550

coins exchanged

2050

coins obtained

EARN MORE SANDOS COINS

& Redeom Scratch Code

Complete these tasks to eam some quick coins
I-l-l—] s

2 |=m .

Invite Your Friends via Tell us about your
Email Upcoming Visit

Earm 200 Coins

Share a blog post

Eam 500 Colns Eam 500 Colns

MOST RECENT BOOKING

Details Check In/Check-Out
Number of Nights Check-n:  Check-Out:
3PM 12PM

05 November 2017 -
15- Novembr 2017
9 Nights
Presidential Sulte

Number of Persons
2 adults, 2 children

POINT HISTORY M Clim a Booking

DatefStatus Product Name/Action Points  CashPaid  Quantity  Nights  Points Batance
1172802017 Bandana Reward
Sandos Papagayo Beach Resort 50 s 1 wa 1000
Bandana
oa/18/2017 20% Discount on Soa Package
Sandos Papagayo Beach Resort s00 0 1 wa 1050
Bandans
o001 R -
Sandos Papagayo Beach Resort . ® 1 s
oar31/2016 Upgrade from standard raom to
i Sulte S0% points 50% 1000 250 1 5 1050
dect payment
os/2412016
Booked Suite
Sandos Cancun Besch Resort +500 o 1 s .
o4r24/2016
ked e
Rejecred Pocked w0 o 1 s

Sandos Cancun Boach Resort




@® Know your customer at brand’s first point
of contact:
Anonymous lead enrichment

e (Cleanse data from legacy systems, keep
history of data changes and query /
recover data at point in time, cross-
identify and deduplicate your customer
across data sources:

Identity stitching

Recognize millennials’ affiliation with
benefits and gamification:
Personalized dynamic benefits

Integrations already available with
standard connectors thanks to Apache
Camel and industry-specific connectors to
booking engine, CRS, PMS.

https://www.tripadvisor.com/Hotel_Review-g152515-d308090-Reviews-or30-San...

M8

Sandos Finisterra Los Cabos
@@@@)( 2728 reviews  #25 of 71 Hotels in Cabo San Lucas @ Centificate of Excellence

@ Bivd. Paseo de la Marina sin, Cabo San Lucas 23450, Mexico (Formerly Hotel Finisterra) ~ + Hotel amenities

“Second time was even better!”

@@@©®® Reviewed 4 weeks ago
This was our second stay at Sandos having stayed a little
Level @ Contributor
& 45 roviews
() 14 hotel reviews
4517 helptul votes P I

Guest's name: Trisha Tim
Document: K123456789
Birthrhy: 1973-02-25
Telephone: 123455789

Email: iemail@dns com

Search

Metersnce  Document # | Doou
s ™ 6:710109(_ TIMEKIA TRISHAWN BRINSON NAYOSATI, ghcument:33667853 .gender:F birthday:1980-04-01 tel:, email:, hotel:

omrse:  acwnsD  SoEse SESSA s

ETSdmM.  GCIBARl.  ATABMETA- | AGFE48CH-

soen saia- wwar e

e o - e uAt

HECTOR HECTOR HECTOR HECTOR s

MATORELL  GAMERO  ROMERO  Gowez

Gonez aavEo reLAE? GonoE

conoe conoe conoe conne

wae wae s waLe




@® Extend the reach of your loyalty
programme and of points as a currency
across industries and geographies: travel
players (tour operators, hotels, airlines,
destination apps, review sites), telco,
insurance, banking

@® Transfer loyalty points seamlessly
through secured network protocol,
ensuring security, tamper proofing,
auditability, provenance and efficiency

® Provide partners with a
customizable, ready to go loyalty
management system

e Onboarding portal and API to govern
points interchange

We maintain a distributed ledger of transactions
between members and partner, and especially among
partners, that is verifiable and immutable and allows

for reconciliation and anti-fraud

N

pointmark-loyalty oo

q
Assets Participants Transactions
CreateRewardTransaction

B RedemptionTran: ¢geresemptionTiansaction

UpdateRewardTransaction
pointsTransactionld tran points member partner

UpdateRedemptionTransaction
RD100011 COM 500 resource:org.pointmark loyalty.Me...  resource:org.pointmark.
IssuePoints

RD100012 COM RadeemPoints 500  resource:org.pointmark loyaltyMe...  resource:org.pointmark

BuyPartnerPoints

| RD100013 COM 500  resource:org.pointmark loyaltyMe...  resource:org.pointmark

SellPartnerPoints

RD100014 cOoN resource:org.pointmark loyalty.Me...  resource:org.pointmark

SetupDemo

RD100015 COMPLETE VOUCHERS00 resource:org. pointmark. loyalty. Me resource:org. pointmari.|

RD100016 COMPLETE VOUCHERS500 resource:org.pointmark.loyaltyMe...  resource:org.pointmark.|

RD100021 COMPLETE

VOUCHER1000 resource:org,pointmark loyalty. Me...

resource:org, pointmark

RD100022 COMPLETE VOUCHER1000 resource:org.pointmark.loyalty.Me...  resource:org.pointmark.|

RD100023 COMPLETE VOUCHER1000 resource:org.pointmark loyalty.Me. resource:org.pointmark.|




lllustrative use case

BOOKING

@ Jane shares her
V2@ airline and hotel

|o_|:\ loyalty membership

details

Il 'l 'l
L] L] L]

y

/

SCHEDULING

Jane makes a
reservation for hotel
cab for local travel

<=

TRAVELING

Jane earns reward

Ig_‘:@ points from airline

and hotel

Jane pays for cab

@ by using airline
G

reward points

EXPERIENCING

(Y Y
Jane pays for spa
@ using her hotel
2@  reward points

Jane pays for hotel
s cab using airline
I_—E reward points

Blockchain-based platform facilitates instantaneous credit, transfer, and @@ Airline Loyalty program

Y redemption of reward points to completely transform traveler’s experience

@ IE—‘:@ Hotel Loyalty program



Monetize your consumers’ data,
with their consent, and get paid for
access

ACL and price for each attribute
specifiable per geography / industry
/ purpose / named blacklists

Anonymous lead enrichment,
segmentation and targeting across
partners, with mediated message
delivery. Cross-programme named
lead marketplace

GDPR compliant: identifiable data
never leave its owner’s systems

What really will enable successful digital
transformations and marketplaces, is a way to
distribute in a controlled way and thus monetize
traveler profiles, not only points. Pointmark allows for
such a distribution with a system where access to
profiles is optional, auditable and mediated, to comply
with privacy regulations. It will generate a new
revenue stream for our partners and their partners
through the cross-stitching of profiles between non-
competing entities, even cross-region or cross-
industry.

£ ] T 6 B BN econee O




lllustrative use case (wefore/aften
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Jane books business Visits hotel Website displays Jane gets frustrated
class flight tickets website standard packages and exits site
[ Flight and hotel are connected via Pointmark profile interchange platform ]
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5 E| Shares
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Jane books business Visits hotel Hotel offers Jane is delighted
class flight tickets website personalized deal and buys a package




3. Results, pain points to
tackle, strategies, challenges
and solutions in project
implementation



PHASE 1

PHASE 2

PHASE 3

1.Loyalty as a service
2.Traveler recognition

1.Loyalty as a service
2.Traveler recognition
3.Point interchange
4.Consumer profile
interchange

5.Loyalty points as a
currency (possibly via
ICOorIEOQ)

1.Independent to medium
hotel chains

2.0ne large travel player
(airline, large hotel chain)

1.Large travel players
2.Bank/telco/insurance
3.Fashion and retail stores
4.FMCG

5.Entertainment

1.Large loyalty programs
2.B2C marketplaces

1.Hotel booking platforms /
CRS
2.E-commerce platforms

1.Loyalty exchange
platform providers

1. Fintech / crypto exchanges
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Size of the opportunity

Industry Global Loyalty Management Loyalty Exchange Loyalty ICO/IEO
Market (points and profiles exchange)

Current size (2016): 2B1 (2017): 1B2 (2019): 0.8B2

Future size (2022): 7.3B? (2022): 2.6B3 (2022): 1.5B3

Growth (CAGR) 24.7%1 37.5%3 23.3%°

Revenue License fee Transaction fee Transaction fee

1.
2. Approach: used 3 as multiplier of the largeest player in industry

@ 3.  Speculative


https://www.reuters.com/brandfeatures/venture-capital/article?id=4287
http://investor.points.com/news-releases/news-release-details/points-international-reports-third-quarter-2018-results

Growth projections

. Traveler inti
Loyalty as a service o If’omt e
recognition with partners and global

Consumer profile

interchange

Users 2018 :300k 2018 :100K 2018 :n.a. 2018 :n.a.
2019 (P): 9M 2019 (P): 500K 2019 (P): 8M 2019 (P): 8M

Customers 2018:1 2018:1 2018:1 2018:1
2019:6 2019:4 2019:5 2019:5

Note: ICO/ IEO launchiis targeted for CY 2020




Results: works for natural use case

e Demonstrated traction in single-geography travel scenario: onboarded 3 hotel brands, onboarding
hotel/timeshare new-concept travel subscription club.
e  Working go-to-market model to grow hotel and customer base in same geography with partners.

Pain point: bold vision on a broad market

e Scaling to multiple geographies costly in terms of bizdev and physical presence.
e Cross-geography model not proven on the market yet.

Strategy: shrink focus and go vertical

e Individuated business case and potential partners (institutional, hotel) for first cross-geography scenario:
inbound/outbound travel between China and Italy.

e Planning cross-industry pilot with telco and fashion players to enhance the experience of China-ltaly travelers.
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P Pointmark

THANKS!




