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PROBLEM

INFLUENCER's
campaigns &

fans’ emotional
bonds are
difficult to
measure In
business terms




Problem

1. There is a management
agency that promises to
increase traffic for a client
through the influencers it
manages.

2. The campaign is launched (i.e. the
influencers recommend/communicate
to their followers in their posts to buy
from the client).

Since no one asks customers who
enter the client's stores "who sent
you", neither the client will get
feedback on the effectiveness of
the campaign, nor will the
management agency know which
influencer's communication was
effective.

Bercode platform enables:

all details of all transactions,

how many fans the influencer has
~persuaded",

how much money the fans spent,
automatic collection of
commissions,

distribution of commissions to
influencers on a pro-rata basis.



1.Enabling campaigns
through VIRTUAL

8.MONETIZING MERCHANDISING 2.Developing an

SOLUTION for communities EMOTIONAL BOND
Influencers' own 7. Automatic m Erablin
community- COMMISSION 3-Enabling

)4 COLLECTION & BILLING immediate
based business " BERCODE DISCOUNT
partnerships, ATV Digital framework \

- o 4.Offering

and campaigns influencer-generated PERKS

TRAFFIC

5.Increasing THE NUMBER of LOYAL
followers, fans,
customers and members




TARGET
GROUPS

- stars (artists,
athletes)

- influencers (other
celebrities)

- foundations (othe
non- prOflt If you're trying to build brand loyalty today, an emotional connection is no longer a nice-to-have, it's a need-to-have.
organisations) René Vader

Global Sector Leader, Consumer & Retalil
KPMG International




MARKETSIZE TAM: Total

influencer
37 million

SAM: Of

business

interest
3.2 million




REVENUE
TYPES

1. Product
(merchandising)

2. Commission
after sales

Business modell

3. Other marketing B->B p|atf0rm

services
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TRACTION

already In
Hungary

Bercode issuers Issued bercodes
(mainly NGOs) (materialized)

200+ 1im+




ROADMAP 2022 - 2023

Q2 2022 Q3 2022 Q4 2022 Q2 2023
Branch office in LA, USA  US market startup Indian market startup  Branch office in Mumbai
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___________ --- ~-- == in Kolkata
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EU market startup Branch office in Delhi Branch office in NY, USA



SCALEABILITY

The goal is 257
million users within
3 years, through...

The scaling tree is
based on the total
revenue & user
number from
American, European
and Asian markets.

Year 3.
Revenue: $231.4 million

| Users: 257.3 million

Year 2.

Revenue: $80.4 million
Users: 113.5 million

Year 1.
Revenue: $2.5 million

g+ =% Users: 7.4 million



o S

Founder
20 years of experience in building
and operating (membership) card
schemes

CEO

15 years experience in project
management

-« m
CTO

20 years of experience in
program design and coding




m IT development

49%

Expansion

Incentives

» New language & support moduls — 10 new languages

» Branch offices and management in Los Angeles
and Delhi.

» Daily, weekly and monthly CASH PRIZES for
bercode owners/users, bercode issuers and
bercode premium merchants.





mailto:zsolt.torok@benefitbarcode.com
http://www.bercode.com/

Backup slide 1. -

- lunit | Yearl | Year2 | Year3 |
USD -1 807 753 42026 781 132192 608
I UsD 0O 14709373 46267 413
USD -1 807 753 27 317 407 85925195
USD 4800 8 400 8 400
UsD -24000  -18.000 0
USD -1 826 953 27 307807 85933595

Venture capital USD 1 826 953

Proposed shares to investor 5,00%

ROI

ROI from FCFF 135,18%
Yield USD 2 469 727

Company value at the end of

Year 3 USD 344 158 635
ROI from company value 841,89%
Yield usbD 15 380 979



Backup slide 2.
Market size

How Many Instagram Influencers Are There?

Mediakix estimation for the total
NUMBER OF INFLUENCERS on
Instagram, YouTube, and TikTok:

Instagram Influencer Size

>1 million followers
>100,000 followers

>1,000 followers

20,000 - 40,000
300,000 - 2 million

2 million - 37 million

mediakix

YouTube Influencer Size

>1 million subscribers
>100,000 subscribers

>1,000 subscribers

How Many YouTube Influencers Are There?

3,000 - 23,000
31,000 - 220,000

1.5 - 5 million

mediakix

TikTok Influencer Size

>1 million followers
>100,000 followers

>1,000 followers

How Many TikTok Influencers Are There?

2,000 - 15,000
3,000 - 30,000
5,000 - 50,000

mediakix

3.2 —37.8 million wordwilde

Influencer Overlap Across the Top 1,000
Instagram, YouTube, and TikTok Accounts

Influencers on a top 1,000 list for all 3
platforms

Influencers on a top 1,000 list for
Instagram and YouTube only

2.4% /

Influencers on a top
1,000 list for TikTok and

Influencers on a top 1,000 list
for TikTok and YouTube only

1.3%

Instagram only

5.3%

Influencers on a top

0.7%

1,000 list for one
platform only

90%

mediakix




Backup slide 3.

Incentives & results

Daily, weekly and monthly CASH

PRIZES for bercode owners,
bercode issuers and bercode
remium merchants.

Incentives inspire brand preferences and future purchases

How often consumers made
purchases because of incentives,
in the past year

Incentives sway consumers to
choose one brand over another

[even if they're loyal to the brand without rewards]

Always None
u Often m1-3 imes
m Somalimas m4-E times
Never 7-10 times

= 10 times or maore

After receiving a reward, consumers are likely to perform the following actions:

Share your experience on social media -
Leave a positive review
Discuss your experience with others _
Make another purchase —

None of the above

Other (please specify)

0 10 20 30 40 50 60 70 &0

Source: wirecard Consumer Incentives 2019: The Digital Transformation of Rewards, Rebates, and Loyalty

Positive rewards experiences drive omnichannel engagement

How consumers engage with brands after a positive rewards experience

Follow them on social media _
Subscribe to their newsletter
View brand contant _
Visit the brand’s retail locations _
Attend the brand's events

Other (please specify)
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Backup slide 4.

Money,
product bercode issuer
commislsion flow as bercode seller

virtual (and A 80-100% A

materialized) I from the price

2*1/3 of the
bercode /

|
of bercode l commission
|

carriers

|
|

merchandise | I merchandise,
v 1 carrier

Commission flow

premium merchant
as goods/services

1/3 of the
Benefit Barcode, Inc. « — 2T - N Orke-l-plgce commission
as operator o Hsh <
-20% from the
webshop
of bercode | A \
merchandise, o v
carrier _ I | priceofthe N L
virfual (and | bercode 0@\@ P
mOTeriglized) I merchondisel 6\5004\065 7 P
bercode merchandise | I carrier X7 el 7 Ods\
carriers I ac® 7 7’ 0
I Q / / Sed @C’ X
v | 7’ Ve O\(\O ‘4‘\0 O\)(\
7’ V4 Q\)\ © 6\%0
x” o
bercode owner

as buyer

seller




Backup slide 5. W

In this example a Premium Merchant of Benefit Barcode provides The discount can be any

- - . . - percenfage, but the commission
10+3% discount for significantly increasing sales. Sl e b 2l fies

Immediate benefit o
Commissian
At the Point of Acceptance the

bercode-holder gets a 10% discount Fn:nm the Point of A[.CEpTaHEE the 3% commission
Is collected aufomatically

ﬁ',ﬁ\ﬂﬁ PARTNER
1%

The commissions received by Benefit PERMANENT
Barcode will be credited to our Issuing

Partners' accounts REUENUE

for bercode isswers

- 1/3 - goes fo fhe kssuing Pariner whose bercode was
used for that given purchase

B 1/3 - goes to the Issuing Pariner whose bercode the
Merchant connects o the platform with

] 1/3 - covers the expenses of Benefit Barcode




