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Overview

« What are QR codes?

 \Why should you use them?

e \WWhat's the business model?




What is a QR Code?

« AQR code s
— *Quick Response” Code
— a specific matrix barcode or 2D barcode

— readable by dedicated QR barcode readers and
camera phones

— consists of black modules arranged in a square
pattern on a white background

— Information encoded can be text, etc.

Source: http://en.wikipedia.org/wiki/QR_code



How do they work?

s
s

STOE

1. SELECT 3.CONNECT 4.VIEW

Select the scanning Scan the QR Code Connect instantly to a website View the website
software on your phone. or an inbuilt text message. with the information




Bar Code Readers

RedLaser

— http://www.redlaser.com/
ScanlLife

— http://lwww.getscanlife.com
KAYWA Reader

— http://reader.kaywa.com/
Nokia Reader

— http://europe.nokia.com/support/product-support/nokia-n80/phone-software/smartphone
I-nigma Reader

—  http://lwww.i-nigma.mobi/

Lynkee Reader

— http://m.lynkee.com/

UpCode

— http://www.upcode.mobi/

QuickMark

— http:/lwww.quickmark.com.tw/En/basic/download.asp
SnapMaze

— http://mobile.snapmaze.com/jar/

BeeTagg

— http://get.beetagg.com/

NeoReader

— http://get.neoreader.com/

MobileTag

— http://m.mobiletag.com




QR Code Generators

 Any Google search will return a long list of

QR code generators:
e http://www.mobile-barcodes.com/gr-code-generator/




QR Code Business Partners

Partner with code tracking vendors:  Partner with scanner app companies:

ehttp://www.qridg.com/  RedLaser M

o - 3 ' ¥ _
http://qreateandtrack.com/ ScanlLife %&3’. SC AN Ll FE
SpyderLink
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2D Bar Code Market Players

Customized
Code
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Bar Code Types

Name Bar Code App/ Custom Calls to Action Notables Features
SMS Code
Microsoft Tag App Yes / No Save a Contact Conde Nast, Golf Digest * Tracking from MS.
www.microsoft.com/tag Send Calendar Entry Lucky Magazine, Mazda,
Web site P & G, Seventeen,
Toronto Star, TV Guide
Woman'’s Day
QR Code App Yes / No Save a Contact Ubiquitous « Tracking purchsed from 3rd
Public Domain Send Calendar Entry party
Web site
Spyderlynk SMS Yes SMS with links — must BANG Newspaper Group * Active & Passive opt-in for
www.spyderlink.com call browser future marketing
r A » Have “Call to Action” style
_ tags
( e consumers Snap & Send
~ e capture opt-in information
L -4 » remarket with weekly offers
* send a immediate coupon

www.shotcode.com Yes No Web site N/A * Not currently in use
JagTag SMS Yes SMS with links — must Duane Reed » Active & Passive opt-in for

www.jagtag.com

call browser, requiring
second user action.

future marketing

*Tracking from JagTag




Three Rules of QR Codes
1. Mobilize the landing page

«  Mobile web site, video
 Never drive people to your main web site

2. Keep the URL short

"y
Ralph Lauren QR Code Smaller Code with Higher ECL

3. Make the content compelling

. If someone has gone to the trouble of decoding your QR Code the
last thing they want to see is bland content




Overview

 What are QR codes?

e Why should you use them?

e \WWhat's the business model?




Advertising that Sticks !

How likely would you be to remember an advertisement with a QR code?

80%
70% '

60%

50%

40%

30%

20%

10%

0%

Likely Neither likely, nor Unlikely Don't know
unlikely

Source: MGH’s QR Code Usage and Interest Survey
February 2011 netspapers




Marketing Appeal of QR Codes

1. Interactive

 Engages the readers to interact with print

2. Measureable

 All scans can be tracked and measured for response rates

3. Innovative

. lllustrates one way in which print can remain relevant today

4. Flexible

. Can be used for URL, information, video, contest, etc.

5. Everywhere

« Codes can be placed everywhere / anywhere




Everywhere

INOW,

WashingtonDC

)} To unlock the secrets of NOW &
receive a special gift see page 5.

G-I R el Dining | Attractions | Nightlife | Maps

Winter 2011




QR Code Trends

Search Voluma indax Googla Trend! F

Regions
7.50 1. Thailand
2. Taiwan

3. Hong Kong

. Czech Republic
. Metherlands

5,00
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W om o mom e

ltaly
10. Hungary

2004 2005 2006 20407 210048 2U049 | 21114 2011
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e Growing visibility
— Google trends, Google news

Source: www.google.com/trends




Hype Cycle for Imaging and Print Services

expectations

Enterprise-Level Cloud
Faxing
30 Printing

Printed Semiconductors

Printer Fleet Management Suites

Cloud Printing Services User Interfaces for Disabled People

A4 Color MFPs
Photoe-Printing Kiosks
Solid-Ink Print Devices

Scan 1o E-Mail and Scan to Workflow

Electronic Paper High-Speed Color Inkjet Printing

Black-to-Color Office Printing

Strategic Document Outsourcing
Printail Business Continuity and
Disaster Recovery

Vaoice-Augmented MFP's

E-Book Readers

Serverless Printing
LED Frinthead Technology

Context-Enriched Content Retail Digital Signage

Managed Print Services

Pagewide-Amra
Erasable Paper g Y Web-to-Print Applications

Printing Systems Office Inkjet Printing

QRiGelor Gode - SmantMFPs As of July 2010
Peak of
Technology Trough of Plateau of
- Inflated : Slope of Enlightenment
Trigger Expectations Disillusionment Productivity
time v
Years to mainstream adoption: ——

Olessthan2years © 2toS5years @ Sto10years A morethan 10years & before plateau

Source: Hype Cycle for Imaging and Print Services —
Gartner July22, 2010




Awareness

Have you seen a QR code?

70% 65%

60%
50%
40%
30%
20%
10%

0%

28%

7%

Yes No Don't know

Source: MGH’s QR Code Usage and Interest Survey
February 2011 H E AR ST newspapers




Awareness & Usage

Where have you seen a QR code?

If you have seen a QR code, have you ever used one?

Would you be interested in using a QR code, either for the first time or again?

0% 1 70%
70% -
60% -
50% -
40% -
30% -
20% -
10% -
0% -
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21%

9%

Yes No Don't Know

Source: MGH’s QR Code Usage and Interest Survey
February 2011




Mobile Barcode Penetration

Overall Growth of Mobile Barcode Scanning:

18.0

16.0
14.0

12.0

10.0
8.0

Relative Growth

6.0

4.0

2.0

0.0 -

» 2010 saw a 1600% increase in overall traffic

« Traffic doubled since in the 4th quarter of 2010 which was driven by UPC scanning during the
holiday shopping season and 2D scans from large retail campaigns

*The largest scan days were November 26th (“Black Friday”) and December 25th (Christmas)
*On average, a unique user scans 2-3 barcodes per month

*97% found mobile barcodes useful in some capacity, with only 3% finding them “not very
useful”

Source: ScanLife MOBILE BARCODE TREND REPORT Dec 2010




What are consumers scanning?

Most Used Scanlife “Shopper” Features (from UPC codes)

Reviews, 8% Other, 3%

Local Prices, 11% Coupons, 37%

Nutritional Info,
12%

Prices, 29%

 People are interested in a variety of content to enhance their shopping experience
» Features that help save money like Coupons and Prices are seeing the most usage

» Local Prices and Nutritional Information have the highest CTR (“click through rate”) showing
that those features are of great interest when available

« The top reasons to scan barcodes are: price comparisons (81%), product reviews (63%),
and to receive special offers (63%).

Source: ScanLife MOBILE BARCODE TREND REPORT Dec 2010




Who Is scanning?
Top 10 US States Scanning:

California
New York
Florida
Texas
Illinois
Pennsylv...
Ohio
Michigan

Virginia

Minnesota

Source: ScanLife MOBILE BARCODE TREND REPORT Dec 2010 T newspapers



Who Is scanning?

Representative Demographics of Users:

> $200,000 Income

$150,000 - 10%
$200,000
16%

< $50,000
18%
35-44

St <18, 4%
(1]
18-24
9%
$100,000 - $50,000 -
$150,000 $100,000
25% 24% 32%
Ages 25 — 54 = 79% Gender All income levels

Female
30%

Male
70%

Source: ScanLife MOBILE BARCODE TREND REPORT Dec 2010




Mobile Scanning Penetration

Share of Mobile Operating Systems Scanning:

J2ME, 1% Windows
Symbian, 3% Mohile, 1% TOP 5 MODELS

Motorola Droid

iPhone OS5, 18%

Apple iPhone

Samsung Intercept
Android, 54% Motorola Droid X T™

BlackBerry, 23% BlackBerry 9700 J4

e Android continues to grow as the leading OS with over half
the scans, mainly taking share from BlackBerry

* IPhone increased 20% from the previous report

 The top 5 devices remained consistent apart from the Droid
X which took the number four spot from the BlackBerry 9700

Source: ScanLife MOBILE BARCODE TREND REPORT Dec 2010



Overview

 What are QR codes?

 \Why should you use them?

e \WWhat's the business model?




Business Model

QR codes are free, public domain

S0 how do you monetize them?
— Custom design services
— Tracking
— Lead generation via CTR
— E-commerce

* Value Proposition Example
— Mobile, Social, Print e-tailing




Indirect vs. Direct

Cade cankst » .5 LRL

Figure 2.0. - Direct Barcade
Soumze: NeoMedia

e

¥ty
Gif el
Code Canst: ey

Figure 2.1. - Indirect Barcode
Source: Neoldedis

pRewspapers



Quick Wins — Service $$

Visitors for Year 2011
100

mbzr -

ctob

Septe mber
Mowe mber

« Tracking and reporting campaign * Generating custom QR codes
responses  Color

» Soften edges
» Logos (30% error correction)

Source: Reel Seafood — Albany, NY http://qreateandtrack.com/




Quick Wins — Service $$

QR 1

QR 2 QR 3 QR4
_ _ ;{?aei Bronze SilverPlatinum
Partner with code tracking vendors: "
30 days

[ http //WWW q rl d q . Co m/ GR CodeTag Generation yEs

YES
http://greateandtrack.com/
YES
Search Engine Analytics VeS
Ad . (] no
Mumber of campaigns 1

Partner with scanner app companies: PRSI ’

Mobile Dashboard ho

- scantite \i3 SCANLIFE

Export Report ho

ot file format

0.00




Newspaper Applications — Local Shopper

Savings Source

APRIL/MAY 2011 WW.Savingssource.com magaz ine

Visitors for Year 2011

100

January
Fabroary -
March
April
[
June -
Juby
August -
Septambear
Dctober -
Mowvember
Decamber -

~



Newspaper Applications - Real Estate

Prudential GARY GREENE, REALTORS
Rock Solid in Real Estate.

View Open Houses Online at GaryGreene.com

1706 Northshore Dr. 5311359

2810 Lakeview Dr. 5170.000

smmmmﬁ.gm'zﬁm

526 Kin@sbar Dr. $315.000 4302 Mustang Crossing Ct. 4314 Lake Kemp Ct. 5283,000

Sugar bakes — lalmo{ l'mlnr Quail Valley sus o) — Waterside Estates —— Lakes of Williams Ranch ——
Slﬂerwﬁlﬁmbwas]ﬂﬂlliﬂetmn i Stmm bém Pery Beautiful shecra patio home on the poff dy Smnru'g(}lerliﬂt'sq ft! immaculste. hmlmgmca'mﬂrml&ua-
afomance at i Waterdont  acnces haa.m‘ijl in & oalll $§ upsades ind- cowse anil view of the water. This property La.rgsmrl ows, soaring ceifings & open floor well-mamtzined, ready for quick move-in, 13- toriew Ring among ol trees & low stress.

I‘rnmsrnsuauﬁ_,p-od park & clobhause.

hardwoods, shutters & blinds, molding,

s hoen wpdated. Master i= down, second-

plan. Home has hardwoods, tile & campet,

14 it ceffings, wide gallery entrance FI Ig

Lowety home with &f bdms down, gzmernom

Greal Soor plas wfboth buidouts  Remodeied bedeooms - &w  up. wadows w/wews {0 back, fomal dinin
[E 3[R foms, ynfm’rw. B ER:[E] kichen, updated msse =178 =1 Weszrzian 3 = El "“ﬁ‘m = n?éa-n [E1 R[] Jemntic appl, Butier's Pan- = -EI i B ke SR e
bath. Meticalously cared Gail Akromis rielt, no hack try. ceramic e & much o7 view, e, Manned
L i A for by ogingd oweers = = 2814572377 z an culde-sac A mo! MISH44035400 : A gt MISET9320848
MLSSE0106684 = msm:mm L Holly Cravens L Linda Bell Team
713-865-1841 ° 2816849112

* Marian Hecker
713-304-4415

SBDQIllltumnlhuw 5189.500

Trace
BEI.H Tran Wew!! Geaming faniwouds in
study & dining Tile m kiaches, brds & wet
ames Gorgeous 417 cabinets i kit W Sk
stone comEr mps 55 appl, recent glass

5611 Waters Landing 5738, 000
Lakes of Williams Ranch ——
This Tommy Cashicla Home, bult by Ha-
aiFe Cusiom Buikder is = water oot baauty.
Builder quality to workmanship and
design. & hea.lgl.ll waterront property.

i,

5299.250

Great boy on this former Village Buider
Mipdal. Lncated on 3 quiet steet with opes
view fom e front of the Bome

master, semroom & home offie of kitchen,

14110 Bracebridge 5265.000
5 Land ————
Located in Gen Lawel This is 3 Wianasr!
Shows pride of menership. Huge pranite is-
lerxd kilchen, band scraped wood laminate
fioors, new csmﬁ. fans & fotwres upsdated.

16422 Mellow Daks 5229,500
Village of ODak Labe ——
Ml moms am fape in this beautifid home
on comer fot] Tmpical hackyard w/pocf, spa
& pam ! 7 elegant di

mplmdmwﬂ?‘ng:;r’d;ﬁ"mm

13734 Drakewood  5110,000
ovi ‘Woods

malg:?nﬁm.-t bedrooms, 7 baths,
formals, file flooes thu-out, low tazes, well

eateilished community i the heat of
Segar Land. Geeat fioor plan, A bedemoms, 2

! 2.l kit
[E] RG] 5 by b (& 'i"’f“mm ey [ERE] e Unecoevn o ] ST e el \[8] Bevas T e sl
scaped, 2 hiinds thnr-out. manned gate commurey. 1E4T ppliances, Tdge stays! poal, split plan wf massive established community in
b A MiSTEERA0 : A WISEEIT040 : Brooks Simmons b 3 Neipootood seo A Must See! 3 e eart of g Land.
] Judy Mwamba ] Linda Bell Team 7135028905 o] e L5#30471182
* 2813822761 ¢ 251-684-5112 :  Mlsi21288154 5
OPEN HOUSE « SUNDAY
SUBDIVISION  ADDRESS TIME MLS#  PRICE OFFICE PHONE
Gakwood Glen 17711 Windy Point 24pm 9500347 $126,900 CyFair Z81-444-5140
Oakwood Clen 17711 Windy Paint 14pm 0500347  $126,000 CyFair 781-444-5140
Gakwood Glen 17711 Windy Point 24pm 9500347 $126,900 CyFair 281-444-5140
Oakwood Blen 17711 Windy Paint 24pm 9580347 $125,900 CyFair 781-444-5140
Oakwood Clen 17711 Windy Point 24pm 9500347  $126,900 CyFair Z81-444-5140
Oakwood Blen 17711 Windy Paint 24pm 9580347 $126,900 CyFair 781-444-5140
Gakwood Clen 17711 Windy Point 34pm 9500347  §126,000 CyFair 781-444-5140
Cakwood Blen 17711 Windy Paint 2-4pm 9580347  $126,000 Cffir 814445140 25814 Sundrop Msadow 510,000 Scan me with your cell
Gakwood Glen 17711 Windy Point Z4pm 9500347  §126,000 Cyfair 281-444-5140  Cinco Ranch ——————— phone to access other
Bridgeland 17515 Bremonds Band  12-5pm 30101148 §785,000 Northwest 261-800-4024 ‘& ﬁ”"gmsn'“""r:‘ sim heme homes in your ZIP code.
Bridgsland 17518 Bremonds Band  12-5pm 54205882 5764900 Northwest281-890-3024 gt ey b Dt

A 3 baimore o living - areas
L s 3 sindy F71343033

NEW YORK NEWSPAPERS ADVERTISING.

Fair Office 281-444-5140




Newspaper Applications - Auto

the highway, wilh an
engme-muscle of 406
pounds-foot torque

SOUTHWEST
~LINCOLNT _

PROOF THAT SOMETHING CAN
BE BEAUTIFUL AND SMART.

Eapun lines Impeceable degn And inskde” Lunusioo sp-
poisimmects. e cober-oadind el el B, b
st 4 s, BesUBTuly s Cr sHARYy BewtEf. 3 ﬂ

SOUTHWEST | E%
OLN

10025 S outhwest Froevay
Houston, TX 77074
713-981-3586

Toll Fres: 800-497-5174

Sners sabd,
“Fueling” the Leaf is
comvenient, he said, Te gess
charging at hooie with
Installed in

unning the heater, he
;u?n‘J_ S:L:& [uln_ue L“ﬁp;e\- The company has also pnnooneed it will pralifemte its
SANITE |'nern'1h:|;|'| using dieze] technology o other, less-cxpensive models such &
= e G, sxn thie GF TI for now serves as a green lech
shawease that demnaenstrates how it is possible o
the capability and comfort drivers wint
CONSpLInT

the kids move out,

the air conditioner, During

the winter, hufr{'r-\,' SR WRE

spaared by warming the cabim
cell-phone command to

PROOF THAT SOMETHING CAN
BE BEAUTIFUL AND SMART.

Elegant lines. Impeccable design. And mside? Luxurnious ap-
pomtments. Intitive color-coded controls, 2 media hub, touch
screen and more. Beautifully smart. Or smartly beautiful. l; | n

SOUTHWEST | 2%8
LINCOLN| @

10025 Southwest Freeway
Houston, TX 77074
713-981-3586

Toll Free: 800-497-5174

southwestlinceln.com

Al!%lﬂ Ao e



Newspaper Applications - Local

We love our fans!

Win $500

iIn Provence crystal glassware
by Ichendorf!

b
Cile

Like our chron.com "A'chron.com

Facebook page and enter for
. [ ]
your chance to win at
www.facebook.com/chroncom




New Revenue Opportunities ?

Consumer Benefits: Publishers Benefits

U New avenues for U Insights into consumer
connecting consumers with preferences via direct response
advertisers on content

U Lure of “one-click” mobile
purchasing

U Increase print media
interaction

U Sharing and community
around print content

Q Increased yield through
targeting

U New revenue opportunities by
linking print with digital

Q Content reuse, engagement

and social media communities

IMPROVE
INSIGHTS

Advertisers Benefits
U One-click purchasing

U Discovers highly involved
consumers who self-select

Q Allows for better targeting of
premium consumers who save
relevant content

pRewspapers



QR Code Value Concept

Communications Environment Social Networking/Bookmarking Portal Value Added Services
P q Mobile device ) Product is saved 4 User buys
can code interprets products

code

%
L View Related
Sie Articles mlm
e ——————————— P

‘ifi’ chron.com
My Articles o e e
1. 5 Smart Tips for Holiday Wine Buying ﬂ Print Articles .
My Recipes o i i = LRy e .
1. Vanilla-Orange Flan Uprahe s By it |
My Product List M’ G 0 L) [e
1. 2007 Calera Central Coast Chardonnay e

Maps

5 User interacts EUZCTEEEN 9 MdZon.com

&* SCANLIFE’

\llefeoliglETe] 4™ delicious

‘ [..78247 ]




QR Code Value Concept

L'Oreal creates “code” from Hearst for L'Oreal inserts code into ad for “Jane” scans code from the ad in the
1 Revitalift® product %) Revitalift® in the Houston 3 Houston Chronicle using her mobile
Chronicle device

& L'Oreal pays on a
| e “click through” basis
| NOWBIL each time a Code is
scanned by potential
customer
L'Oreal pays for the el
creation of a code (onef 1
time event) or...
“Jane” launches Facebook App with the “Jane” clicks the RevitaLift® product link in
4 RevitalLift® product in her Facebook S | her portal and is navigated to L'Oreal’s

RevitaLift® product information page

BE] AT R e T a7
.

[ e e ——————

My Products

L'Oreal RevitalLift Buy It

L'Oreal pays for the click,
which generates traffic to
L'Oreal's website

My Recipes
1. Vanilla-Orange Flan

B @ %4 0 E D Gl




QR Code Value Concept

Facebook App portal. She takes advantage of the of  fer from which she can purchase RevitaLift®

‘ “Jane” is served a dynamic ad based on products in h er ‘ Jane is navigated directly to fulfillment website
using the “Buy It” button

B ama;unnum

RS~ @ § - {7 e Said

The it i not e for mazon Prime when porchased o GolomeShonn. S44 mate buvng chosces

My Products

L'Oreal RevitaLift 1. Revenue Share for
My Recipes

Ea % purchase of product
1. Vanilla-Orange Flan & -Co

Targeted Discounts
Save 50% off RevitaLift® based on recognition
by purchasing through

Amazon today!! Use Code of products in portal
NN1234 at checkout

L'Oreal Dermo-Expertise Advanced Revitalift Double Lifting Intanse Re-Tightaning Gel & Anti-Wrinide
Treatment 30mi/toz

IS i ey
55k g b s by
GaemeShappn

_Mdtoialin |-

bncesan ieman | sooes weas
"”"’"’:”‘
[t I

|| i 1 N Wbty

Bosem: |G 94 @0 @D

a

L'Oreal wants to know how successful the
Revitalift® product ad was and to identify
potential cross-sell opportunities

How many product

inquiries?
! = List of buyers that
|_O R EAI_ purchased? Hearst provides list pulls
PARIS Which magazine or and reports

newspaper yielded ( % = Basic metrics (free?)

highest # of inquiries?

9 g Data / = Advanced metrics
Best cross-sell (charged)
opportunity?

= List pull (charged)




Adv

S

tWe

6

Data

Financial and strategic benefits
across many diverse media types

Financial Benefits Strategic Benefits

Revenue Model Description Pricing

= Click-throughs tracked and = Newspaper company tracks all
recorded QR code URLs scanned and

Advertising
charges per lead .
= Anytime-anywhere
_______________________________________ engagement
= Charge for generating QR = Charge advertiser for = Loyalty development
Pay for Services codes — custom codes / short ~ keyword, messaging services » Cross-platform, multi-touch
codes and add-on services point relationship
= Charge for premium designed * Increase in dwell-time with
barcode Print content and
"""""""""""""""""""" advertiser brands
" Charge for QR code tracking = Monthly servicg fee ]‘or = Enhanced customer
Pay for Data service access to tracking site insights and targeting
» Lead Generation - sell user = Charge advertiser for email capabilities
email address to marketers addresses provided = Connection with high
forcll\lewspaper registered QR opportunity digital-native
e segment
= Allow affiliate programs, = Receive percentage of
E-Commerce sale/licensing partnerships seller’s product sale value

= Charge advertiser affiliate fee




What did we learn ?

 What are QR codes?

 \Why should you use them?

e \WWhat's the business model?
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Appendix

END OF PRESENTATION




Where are these codes?

i.uﬂﬂ-innl Iﬁ wm:'n us Hﬁll'iphmn Users Hnﬂ-s-m
QR Codes, Feb 2011
% of respondents

On & product S&%
in a8 magerine 46%
Onscowpon L
inanewspapersd  Lg)

e cataion L

T 7

On outdoor ads §l 1

B 5% Dpon't know

Note: apes 18+ amang respondents who had seen a OF code
Source! Hﬁf%cﬂﬂ:ﬂéﬂ Eh"rsu'.l E.I'J’LI'E.EI'JI

13124 weees oM ErKEtes co




ﬂl ScanBuy

el JagTag

Vendor Profiles

SpyderLynk

r A
ToucH
S~

L A

Ownership Privately held. Multiple Privately held, financed by WE ARE PRIVATELY FUNDED TO DATE
investors including angels and two high net worth BUT ARE ANTICIPATING A ROUND OF
Motorola Ventures. family funds FUNDING TO CLOSE IN THE NEXT
MONTH WHICH MAY INCLUDE
INSTITUTIONAL MONEY (VC)
Profitable? Not profitable yet. Hovering around breakeven for OUR CURRENT PROJECTIONS SHOW US
When? the past three months. Assume REACHING TRUE PROFITABILITY
we will be self sustaining shortly (INCLUDING Ré&4) IN Q2 OF 2011,
but we are raising a B round to HOWEVER WE HAVE BEEN SUCCESSFUL
invest more in the product IN FOLLOWING A SOMEWHAT ORGANIC
GROWTH MODEL TO ENSURE
SUSTAINABILITY. OUR FUNDING AND
INCREASING REVENUE WILL HELP TO
DETERMINE THE ACCELERATION OF
OUR GROWTH SINCE WE PLACE A HIGH
LEVEL OF IMPORTANCE TO COVERING
OUR CORE OVERHEAD THROUGH
REVENUES.
HQ 54 West 39th Street Princeton New Jersey DENVER, CO
New York, NY 10018
Age Ten years launched 2000 Since 2006 4 YRS
H# 30 across US, Europe, Approximately 10 employees 6 PLUS SALES REPS, DEVELOPERS, AND
Employees Asia and South America CONSULTANTS -WE ARE CURRENTLY IN

A SUBSTANCIAL GROWTH MODE -PLAN
TO ADD 4 TO 5 MORE EMPLOYEES OVER

THE NEXT TWO MONTH
MA




Vendor Recommendations

ﬂ| ScanBuy eso JagTag i M k SpyderLynk
L] — o O : L p
Pros sLongevity & experience » Decent looking tags eImage brand w/ logo
*App based — returns * SMS - 100% of phones *Existing newspaper reseller model w/ BANG
response instantly *SMS - 100% of phones
* App based — runs any «Building an app and will accelerate
other app on phone development
(video, calendar, call,
emalil, etc.)
* Unlimited size in
response
Cons *B&W with no images *New player *New player

*No reseller model yet

Limited to phones w/
apps only

*B&W w/ only minimal images
*No reseller model

*MMS — 30-60 sec wait on
response

*MMS - limited to certain phone
apps
*MMS - limited size in response

*MMS — 30-60 sec wait on response
*MMS - limited to certain phone apps
*MMS - limited size in response




