WE NEED TO GET AMERICA ON CHAIN

TO GET THE WORLD ON CHAIN...WHY?
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HUMANS ARE MEANING SEEKING MACHINES

WE SEE UNIQUELY, WE LABEL BY EXPERIENCE,
WE JUDGE NEAR INSTANTANEOUSLY



THE VIEW FROM THE TOP

The Global Pyramid Of Wealth

An overview of global wealth distribution (U.S. dollars)

36m

(0.7%)
>$1 million $128.7trn (45.9%)
- 391m $111.4trn
$100,000 to $1 million (7.9%) (39.7%)
1,054m $32.5trn
$10,000 to $100,000 (21.3%) (11.6%)

3,474m $7.6trn
<$10,000 (70.1%) (2.7%)
Wealth Range Number of adults Total wealth
(percent of world adults) (percent of world)

@StatistaCharts Source; Credit Suisse 2017 Global Wealth Report F()rbes statlsta 5

BEAUTY IS IN THE EYE OF THE BEHOLDER



AMERICA AND THE US$ IS THE ECONOMIC SUPERPOWER
THE CORNERSTONE OF THE GLOBAL ECONOMIC SYSTEM

United States
of America
24.32%

Malaysia O.4%
Philippines 0.39%

Continents

North America

South America Economy by GDP
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| AM MY BELOVED'S AND MY BELOVED IS MINE



AN ECONOMIC SUPERPOWER BY THE NUMBERS
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ECONOMIC SUPERPOWER BY THE
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WHAT DO THE FINANCES OF SUPERPOWER CITIZENS
LOOK LIKE?
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WE ALL HAVE COGNITIVE BIASES

| PLEASE
DO NOT
FEED

THE
FEARS

CONVENIENT MENTAL MODELS THAT
HELP US PROCESS OUR WORLD



DESPITE U.S. ECONOMIC POWER

SURVEY: HOW MUCH MONEY DO YOU

HAVE SAVED IN YOUR SAVINGS ACCOUNT?

$10,000 or more
15%

$5,000-59,999
4%

$1,000-54,999
11%

Less than $1,000
35%
[€®)BankingRates

228 MILLION AMERICANS HAVE LESS THAN
US$1,000 OF SAVINGS



THIS IS AN AMERICAN WITH LESS THAN US%$1,000 OF
SAVINGS?

Table A. Average expenditures and income of all consumer units and percent
changes for selected components, 2014-16(1)

T Percent change
2016 % 2014-2015 2015-2016

Average income before taxes $66,877 $69,62% 574,664 4.1 Tad

Average annual expenditures 53,495 55,978% 57,311 4 4.6 2.4
Food 6,759 7,023 NJ,209 3.9 2.6
Food at home 3,971 4.015 4,049 1al 0.8
Food away from home 2,787 3,008 3,154 7.9 4.9
Housing 17,798 18,409 18,886 3.4 2.6
Shelter 10,491 10,742 11,128 2.4 3.6
Owned dwellings 6,149 6,210 6,295 1.0 1.4
Rented dwellings 3,631 3,802 4,035 sl 6.1
Apparel and services 1,786 1,846 1,803 3.4 -2.3
Transportation 9,073 9,503 9,049 4.7 -4.8
Vehicle purchases 3,301 3,997 3,634 233 -9.1
Gasoline and motor oil 2,468 2,090 1,909 -15.3 -8.7
Other vehicle expenses 2,723 2,756 2,884 1.2 4.6
Healthcare 4,290 4,342 4,612 1:3 6.2
Health insurance 2,868 2,977 3,160 3.8 6.1
Entertainment 2,728 2,842 2,913 4.2 2.5
Cash contributions 1,788 1,819 2,081 1.7 14.4
Personal insurance 5,726 6,349 6,831 10.9 7.6
and pensions
Life and personal
insurance 327 333 322 1.8 -3.3
Pensions and Social
Security 5,399 6,016 6,509 11.4 8.2
All other expenditures 3,547 3,845 3,933 8.4 23

(1)Subcategories do not sum to 100%.

AMERICANS ARE RELUCTANT SAVERS BUT
DEDICATED CONSUMERS



/0% OF AMERICANS LIVE PAYCHECK TO PAYCHECK

“ AVERAGE ANNUAL
EXPENDITURES

APPAREL
& SERVICES

THEY ARE WORTH US$1,000 - US$1,500 PA TO ACQUIRE



WHO ACQUIRES AMERICAN CONSUMERS?
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E-COMMERCE IS POWERED BY CONSUMPTION

US ecommerce sales surging growth
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Source: US Census Bureau
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WHAT DO CONSUMERS WANT?

The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company's sustained revenue growth,
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EVERYTHING!




O ACQUIRES AMERICAN CONSUMERS?

The consumer packaged goods (CPG) industry is one
of the largest and most successful industries in North
America. During the last several decades, this industry
experienced remarkable growth in both revenue and
shareholder returns, fueled by the expansion of
emerging-market economies and the subsequent
increase in global consumption. The last few years,
however, saw a decline in people’s disposable
iIncomes, as well as a general change in consumer
attitudes. Nevertheless, CPG sales.i United States

such as food and drinks, clothing and footwear



WHO ACQUIRES AMERICAN CONSUMERS?

B b
YA
qE§k
O O

. 4 ¢
o 1
Eos
?g-tﬁ% = o .
URITES ~ o
===0 5% 2%
el S
~£.E
W == 1an
e e,
g e S Helloggs
-;;_ British Foods
D z .
(Mg [P

MARS
Shetr
«@ D GP
S| (@] [ 1 4
D o m| 4 =
vorearce | (B0 () | [ S @B @ it
A o | "o, O Sl & =




HOW MUCH DO THEY PAY?

Figure 1: Marketing Budgets By Industry

Marketing accounts for what percentage of your overall budget?

Consumer Packaged Goods [ 24%
Consumer Services [ 15%
Tech Software/Biotech | 15%
Communications/Media [N 13%
Mining/Construction [N 13%
Service Consulting [ 12%
Education [ 11%
Healthcare/Pharmaceuticals [N 10%
Retail Wholesale [ 10%
Banking/Finance/Insurance [N 3%
Transportation [ 8%

Source: The CMO Survey and Deloitte Digital



WHAT DO CONSUMERS REALLY WANT?

The big disconnect: Executives and consumers are seriously misaligned

Factors driving customers’ willingness to try companies’ digital CX initiatives

Executive ranking Consumer ranking

0@93 less @

e Improved convenience

e Faster results

Q Easier processes

3| ess expensive

e Digital savviness
e Ability to self service

0 Improved sense of control

e Curiosity

Source: IBM Institute for Business Value, Executive survey n = 600; Consumer survey n = 5,895.
Note: Multiple instances of the same ranking number represent a tie.

Improved sense of control

Customer’s digital savvy
Improved convenience

Ability to self service

Easier processes
Takes less time
Curiosity

Faster results

Less expensive

0000 ©



SHOW ME THE BEHAVIORAL ECONOMICS

Brand High Fogg Behavior Model
Money Motivation
Exclusives PRI B mat
reduce friction o 1ty
Offers - ::::::an'e mnm
9
- &
S trigger at peak
°
: O,
s % :
triggers
fail hare
Low
Motivation ww.Behavio.rMode!.or
Hard to Do ability Easy to Do
Simple

Takes less Time



EXPANSION OF "MARKETING™
CONTRACTION OF "SALES”

The New Marketing & Sales Funnel

Then... ...Now

Marketing

Marketing
Consideration

Sales

Sales




BRANDS PAY ADVERTISING COMPANIES
FOR OUR DATA

Demand generation

Internet is now a third of all advertising: Google and Facebook have well over half of it

Global ad revenue (2016 $bn)
250

Internet
....... Google 200
= = =+ Facebook
1
Television =
Radio
0

1980 1982 1984 1986 1988 1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016

ANDREESSEN HOROWITZ Souce: Zenith, Google, Facebook, a16z

GOOGLE, FACEBOOK & AMAZON OWN
/3%+ OF INTERNET ADVERTISING



TOTAL USYAD SPEND US$2208B

This statistic contains data on thg digital advertising
expenditure in the United States from 0 2015, with

forecasts until 2020. The source projected digital ad spending
would reach 93.18 billion U.S. dollars in the U.S. in 2018.
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ALL COMPETING FOR THE SAME DIGITAL
MARKETING DOLLARS TO GET YOUR ATTENTION'!

ww chiefmartec.com Marketing Technology Landscape March 2016
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GOOGLE, FACEBOOK AND AMAZON OWN 73% +
OF ALL DIGITAL ADVERTISING,

@bal internet ad spending (sz

250 .

200 T

150 -

100 -

2007 2008 2009 2010 2011 2012 2013 2014 201§ 2016 2017

"Desktop ™Mobile [Source: Zenith, a16z]

AND 99% OF EVERY NEW DIGITAL ADVERTISING $1DOLLAR!



HERE ARE THE SUPER SUCCESSFUL ONES!

2 0 1 7 This Is What Happens In An
Internet Minute
S

Google  ggo000 16mition  Youll)

Logins Text
3.5 Million Messages 4.1 Million
Search Videos Viewed -
"ETFL'X Queries
70,017 & W55
Hours 342,000
Watched Apps Downloaded
$751,522 : ) 46,200
Spent Online E O Posts Uploaded ‘nstagwom.
1.8 Million
. . 452,000
Snaps
@ s SECONDS sl
15,000
Gifs Sent via 9593;2600
o e
120 y
S
Created
50 40,000
Voice-First Hours v
Linked m Devices Shipped  Listened M Created By:
YW @LorilLewis
amazon echo ' e Spotify W @OfficiallyChadd

HOW MANY OF THESE SERVICES DO YOU PAY FOR ?



YOU ARE
THE CONSUMER AND THE PRODUCT!

2016 Revenue vs. Net Income
B Annual Revenue B Annual Net Income

$136.0B

$90.3B

$27.6B $19.5B

$10.2B
AL - — L

amazon facebook  Google

Source: SEC Filings and Company Announcements.



THIS IS A LOCK IN AND A LOCK OUT!

T & Infrastructure
Artificial Intelligence .: Google Assistant 30\18’10" alexa OSIN

Hardware DEViC(’§ G Pixel o Home amagzon fre’ AMALont | OiPhone‘:i‘ gl’j‘WATCH
: N Chromecast etc.

Communication & Messaging @ Google+° Allo

Digital Media & Entertainment | p You- R
i s ~ , -integrotion
Connected Car & e-Mobility ‘ androidauto R Alexa integration 2,0,,550,,300,,)

E-Commerce & Retail Google Shopping amazoncon et amazén Facebook

" . Prime) W = ) o ’
urchase on Google Buy-Button

' ‘ © -integration
FinTech & Payment S ama;on Payme”ts (Friend-to-Friend Payment)

2 S : . : a®) Amazon Maps AP,
Navigation & Location services Lfﬂ Google Mops MAPS.ME integration . Apple Mops
& - ‘ JoubIaC! Ch Focebook Business,
. A(’VGF(ISIHg A . AdExchonge amazonaCver Lsrg instagrom Business Appie Search Acs




IF THE BRANDS ARE PAYING US$220BN TO
SPEAK TO 125M US HOUSEHOLDS...

“A man who stops advertising to
save money is like a man who
stops a clock to save time.”

-Henry Ford o

- —— Ta— e

WHY DON'T THEY PAY US DIRECT?
HOW?



ONCE A BRAND HAS CONSUMER ATTENTION,
THEY MUST RETAIN IT, BUT HOW?

2

Consumers add or subtract
brands as they evaluate what
they want.

1 3
The consumer considers Information gatiering, shopping Uttimately, the consumer
an initial set of brands, selects a brand at
based on brand perceptions the moment of purchase.

and exposure to recent

touch points. c“'r

Initia‘l- | Moment
consideration of

set purchase

Ongoin exposure

4

After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next

decision journey.



WHY PAY TWICE TO ACQUIRE CONSUMERS?
RETENTION IS VITAL TO SUCCESS

Where Starbucks stacks up in deposits

Starbucks and PayPal have more consumer cash than many
financial institutions, in billions

$13.02

$4.55

$3 36 $3 32

PayPal SVB
Financial

Source: WSJ and S&P Global Market Intelligence. Starbucks



MASTERS OF WEB 1.0 & 2.0

E-commerce, November 2016

TIME SPENT PER

MONTH PER USES

® 35
2 31X walmont WatMant Stores, Inc. 1131 a6% 15% 0:26 8 314 55 65 191
3 ebay <Boy cBay Inc. 867 I | (8% 122 " 622 493 a2 153
« @ spplecom Apple, Inc. n3 29% ™ 0.07 '3 2:58 229 393 215
5 Groupon Groupon, Inc. 678 7% 2% oM 6 234 265 23 8s
« [E] rcosonsiore  Microson Coporation 625 25% 10% 015 3 422 4908 87 37
: @ mont Target Corporation 613 25% 9% 013 4 329 236 365 23
s B coigsin Croigstist, Inc. 448 18% 6% 2m 9 14:40 21 239 8.4
O P 431 7% 10% 037 s 739 282 23 57
né Best Buy T mmc«.m' s P - | o 3 42 |20 | » S
n \\'s_*, S p— P e [ [oe 3 5:04 166 3.9 61
an ovs | cvsemncoponion | 324 | ox | = | o s 257 10 207 46
o Bl evoes [Frnanz [ 300 = @ | ose ls 239 27: || es 29
“ Etsy Eusy Etsy. Inc. | 303 2% | o | an I 433 136 155 5
s [l screancy 1 JC. Penney Corporation, Inc. ,.m o lex | o l 2 | 4% 161 | @ 43



HOW ELSE DO BRANDS CONNECT
WITH CONSUMERS?

ThelUnited States Postal Servicedelivers more mail to more
addressW’ ical area than any ot .
the world. The Postal Service delivers to more thah 156 million
addresses in every state, city and town in the countm

Everyone living in the United States and its territories has
access to postal products and services and pays the same for
a First-Class postage stamp regardless of their location.




FROM DIGITAL COPY TO DIGITAL PRINT

Mail is big business

The U.S. Postal Service is the core of the more than $1.4
trillion mailing industry that employs more than 7.5 million
people.

These types of mail brought in most of @.4 bill@
operating revenue in 2016:

First-Class Mail — $27.3 billion
Standard Mail — $18.0 billion

Shipping and Package Services — $17.3 billion

Periodicals — $1.5 billion

If it were a private sector company, the U.S. Postal Service
would rank 39th in the 2016 Fortune 500.

In the 2016 Global Fortune 500 list, the U.S. Postal Service
ranked 107th.



THE US POSTAL SERVICE (USPS) IS THE
LOGISTICS BACKBONE OF AMERICA, A "MASTER
NODE” NETWORK SERVING 125M HOUSEHOLDS

By the Numbers*
e 71.4 billion — 2016 operating revenue

<.:153,9 billion — number of mail pieces processed an
delivered

e 47 — percent of the world's mail volume handled by the
Postal Service

e 1.9 billion — dollar amount paid every two weeks in
salaries and benefits

e 508,908** — number of career employees
e 130,881** — number of non-career employees
e 31,585 — number of Postal Service-managed retail offices

e 227,896 — number of vehicles — one of the largest civilian
fleets in the world

e 37 million — number of address changes processed
e 13.5 billion — total retail revenue
<_e 877.4 million — total number of retail customer visits__»

e 24 — percent of retail revenue from alternative access
channels

‘C’..:;:—"IJ billion — total number of visits to usps.com A__:>




HIDING IN PLAIN SIGHT

THE US POSTAL SERVICE (USPS) IS THE DECENTRALIZED
DISTRIBUTED LOGISTICS BACKBONE OF AMERICA

Total Number of Mail Pieces (All Classes) Attributed to Direct Mail: 2005 - 2015

Percentage of Total Volume

Total # USPS Pieces Total # Direct Mail pieces
attributed to Direct Mail
2005 211,742,711 104,258,020 49.2%
2006 213,137,703 105,672,117 49.6%
2007 210,603,097 113,057,605 53.8%
2008 201,128,003 108,151,636 53.8%
2009 175,363,436 91,093,787 51.9%
2010 169,154,120 91,699,510 54.2%
2011 166,460,877 92,429,764 55.5%
2012 159,858,854 86,659,650 54.2%
2013 155,280,499 87,298,707 56.2%
2014 152,135,884 86,452& m?].0%
2015 150,197,938 <§s,§i7a 57.0% >

*The total number of direct mail volume is determined from the following percentage opproximations agreed upon by the USPS ond DMA

Due to changes in USPS classifications ond marketer proctices, DMA's methodology for calculating direct mail has changed. In the old colculation,
before 2006, numbers cre for 95% of stoandard mail (A), 7.5% of First Closs, 85% of Stondord Maoil (B) Bounded Print Motter, and 296 Internctional.
In the new calcvlotion ofter 2007, numbers ore 15% of First Class, 95% of Stondord Moil, 85% of BPM.

Source: The DMA /USPS Revenve, Pieces ond Waeight by Classes of Mail and Special Services for fiscal years 2005 - 2015.

A "MASTER NODE"” NETWORK SERVING 125M HOUSEHOLDS



HOW MUCH, DATA?

TOTAL DATA SPEND FOR DIRECT MAIL

in billions YN

Source: Winterberry Group, 2016.



WHY DO THEY DO IT?IT WORKS...

LACK OF DIGITAL METRICS IS HINDERING DIGITAL GROWTH

ABILITY TO VERIFY MY BRAND ADVERTISING
CREATED THE DESIRED RESULT

ABILITY TO VERIFY MY DIGITAL BRAND
ADVERTISING WAS ACTUALLY DELIVERED
TOMY INTENDED AUDIENCE

PURCHASING EFFICIENCY

ABILITY TO USE THE SAME METRICS TO EVALUATE
BRAND ADVERTISING EFFECTIVENESS
ONLINE AS ARE USED OFFLINE

MORE GUIDANCE ON HOWTO RUN
CROSS-PLATFORM CAMPAIGNS




AND WHERE ARE THE JOBS?
THE NEW GIG ECONOMY OF "ME & WE"

If an 73%
ecommerce are more likely to visit a retailer's
oa__ = local store if the commerce site
site is out of provides in-store product
a product ... 81% 5 availability information.
willgo to :
a competitor’s
site instead.
 BY%
0 N
14% weren't 91% ‘.‘
would still  likely to shop of online shoppers
shop there. elsewhere. say they will spend
more to qualify for

free shipping. Py

-

Why
people call ®
customer et
service Placing
25% 54% orders  gaoe 27%

of customers
will live chat
for assistance.

p':efe; to U'fse Product 48%
:1 ef pdoqe 061 info Shipping
p during the and delivery

holiday season. questions




AND WHERE ARE THE JOBS?
THE NEW GIG ECONOMY OF "ME & WE"

The payment TEE— = & 18% - >22% - >97% Social QR Qnly 236 of respondents scid
said they've of those will think : ey will use social media i

process on : Media they have questions about
had an order shoppers twice about .

ecommerce : . a holiday order. But they
wrongly will never do placing an expect quick responses: 70%

sites has to identified business with  order with expect same-day response

be smooth Sl fal BTLIE T A LT and 27% within a few hours.

0 But when cheap

78% 53% 18% For those ];(7 /oi shipping is available,

who have items expect it
of shoppers It saves | want to get . within people change
will choose shipping my order delivered ... T their attitudes.
in-store pickup costs. immediately. : :
to avoid
shipping costs.

89%
are willing
to wait

five to 10
40% days for
of shoppers delivery.
* will purchase

wﬁgﬁ ;tﬁen;s Bqt no matter what
pick up their shipping costs are, 90%
orders of the respoqdents w!ll
in store. choose a delivery option

: that ensures their order

arrives within seven days.

23%

always choose
expedited shipping.

e




YOU ARE THE CONSUMER AND THE PRODUCT

THE GDPR IS GOING TO USHER IN A NEW
ERA IN, PRIVACY, SECURITY AND DATA VALUE



FINANCIAL INCLUSION REQUIRES DIGITAL INCLUSION

WE NEED TO OWN OUR DATA'



WE NEED TO OWN OUR IDENTITY & DATA

As we wrote before, the CLOUD Act is a far-reaching, privacy-upending piece of legislation
that will:

Enable foreign police to collect and wiretap people's communications from U.S.
companies, without obtaining a U.S. warrant.

Allow foreign nations to demand personal data stored in the United States, without
prior review by a judge.

Allow the U.S. president to enter "executive agreements" that empower police in foreign
nations that have weaker privacy laws than the United States to seize data in the United
States while ignoring U.S. privacy laws.

Allow foreign police to collect someone's data without notifying them about it.

Empower U.S. police to grab any data, regardless lf 1t s a U.S. person's or not, no matter
where it is stored. : :




YOU SAY YOU CARE...BUT THE
FREEMIUM MODEL IS ADDICTIVE

Consumers' Most Sensitive Private Data

based on a survey of 2,116 US and UK consumers

May 2017

"UK and US consumers would be most upset to know marketers had the following data:"

63%
58% 56% 56%
I I I 52%

Salary / probable salary Credit rating Private social media data Smart home data Internet browsing history

MarketingCharts.com | Data Source: BlueVenn

#DELETEFACEBOOK IS NOT TRENDING



WE SAY WE CARE ABOUT PRIVACY
AND SECURITY...BUT

WE TRADE OUR IDENTITY (OUR DATA) FOR
SEARCH, EMAIL, CLOUD, MAPS, SOCIAL MEDIA... WHY?

FREE & EASY IS IRRESISTIBLE - WHAT HAVE | GOT TO LOSE?



SO WHY |S #DELETEFACEBOOK NOT TRENDING?

PEOPLE DON'T REALLY CARE
& CHANGE REQUIRES TIME AND MONEY

YOU HAVE TO BE 10X THE EXISTING EXPERIENCE
TO MAKE PEOPLE SWITCH



POST GDPR CONSUMERS ARE GOING TO
RECOGNIZE THEIR DATA IS VALUABLE

The EU GDPR will increase privacy for individuals and give regulatory authorities
greater powers to take action against businesses that breach the new laws.
Here’s what it means for your business:

Tough penalties:

fines of up to The regulation also applies to non-EU

companies that process personal data

40/ of annual global of individuals in the EU.
revenue

€20 million,

whichever is greater,  —
The international transfer of data
The definition of personal data is now Will continue to be ggneg;)e;igt:nfeir
broader and includes identifiers such as S
%‘J 4"9 ‘ ?
genetic mental cultural economic social identity.
Obtaining consent for - ® Parental consent
processing personal data ' ' ves Is required for thef
must be clear, and must seek wg::‘:;‘;:g 2 .
an affirmative response.
e children under
age 16.
=S Data subjects have
the right to be
forgotten and Users may request a
erased from records. copy of personal data

in a portable format.



CONSUMERS ARE GOING TO RECOGNIZE THEIR
DATA IS VALUABLE

The appointment of a data protection
officer (DPO) will be mandatory for
companies processing high volumes of
personal data and good practice for

others.
Privacy risk impact
assessments will be
Controllers must report a data required for projects
breach no later than where privacy risks

are high.

72 hours
‘ Products, systems and processes
after becoming aware of the must consider privacy-by-design

bfeaCh, unless the breach has a concepts during deve'opment.
low risk to the individual’s rights.

Data controllers must ensure Data processors can be held

adequate contracts are in directly liable for the
place to govern data ‘ security of personal data.

processors.

Controllers must have a legal

basis for processing and One-stop shop: international

collecting personal data. companies will only have to
# deal with one supervisory

data protection authority.
ISO 27001 and other certifications will e —
help demonstrate “adequate technical
and organisational measures”to
protect persons’data and systems.

You have to comply with EU GDPR by MAY 2018



WORLD ECONOMIC FORUM DIGITAL GOALS

PEOPLE DON'T HAVE THE TIME TO CARE




| COULD OWN MY DATA AND MAKE MONEY?

Establish-

Enabling :
t Ing transparent
S P2P

contracts

transaction '6
-

Blockchain
technology

Promoting

efficient

Establishing
a reputation (9 dynamic

system

' pricing
e
Allowing ‘2

micrometering /
micromonetizing

M

HOW DO | DO THAT? IS IT EASY?
HOW MUCH MONEY?
WHO DO | TRUST?



WHAT ARE THE BENEFITS?

Figure 3: Benefits of DLT

0 Disintermediate

Secured by cryptography

Public key cryptography is a8 method for
verifying digital identity with a high degree
of confidence, enabled by the use of
private and public keys.

in a peer-to-peer model, every peer in
the network s a server and client, thus
eliminating the middlemen in processes
between users.

Allows for increased security and
protection of data and identity in the
system.

Enables the facilitation of transactions

without a central, privileged third
party even in the absence of trust.

O

Real-time settiement

DLT aliows for near real-time settiement
of transactions, removing friction and
reducing risk.

Data on the DLT is immutable, and is
thus resistant to double-spending, fraud,
censorship and hacking efforts.

Enables transactions to be made in
near real-time between users on the
network.

Creates a more secure, transparent
network and creates new avenues for
regulators.

HOW DO |

e Smart Contracts & Oracles

Smart Contracts are virtual agreements
encoded on the DLT that can be
automatically reconciled based on logical
conditions.

Enables the secure automation of
complex, logical agreements and
the business processes using data
gathered by Oracles.

&)

Trustiess

DLT is based on cryptographic proof,
allowing any two parties to transact directly
with each other without a trusted third-
party.

Allows two or more trustless parties to
transact directly with each other.

DO THAT? WHO DO | TRUST?



WHAT ARE THE BENEFITS?
SAVE THE PLANET?

7 WAYS THE BLOCKCHAIN
= CAN HELP THE ENVIRONMENT -

AV TDAOANMEN ; TDHOFE ATIES
TIJ’_;'/‘\J\“"~P“]»‘. !]"(t_‘A' J

TRACK REAL IMPACT AND COMPLIANCE OF

ENVIRONMENTAL TREATIES
DECREASE FRAUD AND MANIPULATION

~/

N

INCREASE EFFICIENCY WITH 3 G, A TRACK WHERE DONATIONS ARE GOING
P2P ELECTRICAL GRIDS =, o \ - DECREASE INEFFICEENCY AND
IMPROVE ACCESS TO POWER IN AREAS OV 4 \ 8y BUREAUCRACY IN CHARITIES
WITH POVERTY OR NATURAL DISASTERS S ' , iy

ENCOURAGE RECYCLING BY - CALCULATE TAX FOR PRODUCTS
PROVIDING TOKENIZED REWARD BASED ON CARBON FOOTPRINT
TRACK AND EVALUATE EFFICACY CREATE A REPUTATION SYSTEM

OF RECYCUING PROGRAMS FOR COMPANIES BASED ON
EMISSIONS

TRANSPARENTLY TRACK PRODUCTS ALIGN INCENTIVES WITH
FROM ORIGIN TO STORE SHELF SUSTAINABLE PRACTICES
REDUCE CARBON FOOTPRINT AND CREATE INCENTIVES FOR PEOPLE
UNSUSTAINABLE PRACTICES TOACT IN SUSTAINABLE WAYS

CREATED BY ; INFORMATION BY

&2 FUTURETHINKERS.ors &£/ ONLINE

——

HOW DO | DO THAT? WHO DO | TRUST?




SOUNDS COMPLICATED, LOOKS FRIGHTENING,
HOW DO WE MAKE THIS SIMPLE AND SECURE?

Cryptocurrency is creating a
worldwide revolution. It's
important to make sure that your

assets stay protected. Please use
this guide to help keep your
cryptocurrency holdings safe.

Purchase and trade cryptocurrencies
from a clean and up to date PC or
laptop. Running Linux or Unix as
Your operating system is
recommended. Dont be afraid to make
the switch! The communitics have lots
of support for beginners. Qubes is o
powerful OS for privacy and sccurity.
Run 2 malware detector if running
Windows or MacOS, and a firewall is
recommended for network security.

Is 2 good idea 10 have one dedicated
device for browsing and ome strictly for
cryptocurvency. Otherwise, comsider
virtualization management for
SOPATILE, SMOCUTe, envIronments,
VMWare, and Parallels are options,
and Virtual Box is an open source and

free VM option.

l Cryptocurrency Security Guide

Madide sghent.cion o net
sale. With this menhad of

Local storage password managers are  your SIM cand can be ported.
preferred Beware of browser Plose call your coll phome

extensions, while convienent, are  r o add 2 ipeiific DO
often targeted by malicious scnpes. :o-:“ln .b': ::L

Layer these with 2FA and multh 80008 oy il sy be subject 10 887
recowery options. sttacks. Use SMS rocovery ot

yomr o risk. Apgs like
KeePass

Burmer. are grex solutions o
= fm:

repreer for srviom
anonymeously

Password
Management

Data Encryption

Full dise encryption for Linux can be wt up
with LUKS or eryptsetup, VeraCrypt for
Windows and FileVault for MacOS, Ity
important to keep your hand drives encrypeed
i they are ever stolen, It's an important step o

ensare your data i+ safe, w be wrv 10 follow

istruction and store your back wp recovery

heys safely. Be sure 10 back up your data on
drives often.

Two Factor

Authentication

On 1op of passwords, two factor authentication

(2ZFA) is important. Download an app on a device

and be sure to write each secret passcode down

when you add a website. Google Authenticator

and FreeOTP are preferred. Koep a copy of the
code stored safely.

Software
Recommendations

Hardware authentication (Fido U2F) is even more
sweure. Use this on wp of pasword managers, or
wherever available.

BE YOUR OWN BANK.
BE YOUR OWN SECURITY.

Browser Privaéy
and Security

Phishing smacks arv oow of the momt
commen threats 10 CryPLoCurrencs.

Cryptocurrencies must not be left on an exchange
unless you are actively trading Cold storage is the
safest method of storing your private keys. Paper
wallets are best for long term storage bt hardware
wallets are comvenient. Hot wallets and desktop
wallets where you have contral of your private keys
are best and eryptocurrency should not be stored on
your computer that you use daily. Back up your
wallets and sore your recovery seods/passcode in o
fire and waterproof safe.

Key Storage ‘\F

DI eep

Exoous €4
B TREZOR

electrum

ProtonMasl and Tutaneta

take encryption and privacy
serbounly. The accounts are
free 1o reate and you can hawe
s manry s yould ke 1th oot 0
bad sdea to have mubtaple emmail

and 21w haghly recommendod.
Never e an cmail address that
has been affected by o data
breach or an emul you use for
sockal netwerks.
Encrypteon is impontant in
communications, Dost send

Adding WTTPs everywhere imto your your cryptocurmency keys or
Y Accounts emal.
Ohunglng your DNS cun help Bler Security Tips
owt phishing sctacks and spoofed
websiten. Use Quad? or OpenDNS
10 mbd ancther bywr of protoctoon.
Some DNS servens do by Disable sed remowe
vemperanly bt Quad® doon noe wada ec Adobe Flash
As an extrs lewd of prosection, we o “
VIPN that does nat log privete doa -~ A
or Jesk DNS. Use a VPN Dasable JavaScripe and
jarticslarly when you srv not en cady allow certain webnotes
your hosoe netwark. AVIPN and eomine
Whien bevwaing the web for privacy . 0
e wecwrsty, e wn o bodker be Bookmark cvchangs ond
Privacy Badger ind aBlock Origin. regalarly vieted webeates.

Be cawtroms of clcking
on i,

Networked printers should
oot be wed for pristang

private heys of senulive
informaton wniew dala s

wiped thoeough by
.
W oR
1 s » separste network foe
deviows aod guints thoen
your own persoaal coe.

| -

Uny ube messaging ajys
for commun xataon that are
ik with end 10 emd
cmorvichom L Sigmal
Wickr, or Wire

By Jornvier Legh Tt Benrcate



THERE ARE FEW TRULY “"NEW IDEAS”

EVOLUTION IS ABOUT ADAPTATION



SUCCESSFUL PEOPLE FIND VALUE IN
UNEXPECTED PLACES

It always seems
Impossible until

It’s done

NELSON MANDELA

NOTHING STAYS THE SAME FOREVER



KEEP IT SIMPLE STUPID (KISS)

m anthem com

Use the ADD

nAnthe )

Not signed up? Register now

| Shop for Insurance Find Care

< O O




ZERO TO ONE - FROM VERTICAL TO HORIZONTAL PROGRESS

EGO ECO

CAN EVERYONE WIN? YES,
(APART FROM THE RENT SEEKERYS)



ARKEYTYP CAN BE INTEGRATED PROFITABLY INTO
85 BILLION DIRECT-TO-CONSUMER MAILINGS EACH YEAR TO
GET AMERICA ON CHAIN

Scale Up vs. Scale Out

a

s Scale Up

/
el

Cost | Scale Out

o ty— {H&’!ﬁ@r

Capability

>
Capability

& SciSpike wow sC%ph e com Copyright © ScSphe 2015

A PUBLIC NETWORK OF 10M COMPUTERS (8% OF THE
USPS) WOULD BE LARGER THAN THE 180PF GOOGLE CLOUD



DO WHAT WORKS,
DECENTRALIZE AND DISTRIBUTE THE NETWORK

A PUBLICLY HOSTED"AMERICAN WECHAT"



SKILLS WE ALL NEED GOING FORWARD

21st-Century Skills

Foundational Literacies Competencies Character Qualities
How students apply core skills How students approach How students approach
to everyday tasks complex challenges their changing environment

1. Literacy @ ’ %ﬁggt‘&'ﬁ?% 11. Cunosity

2. Numeracy e 8. Creativity 12. Initiative

3. Scientific W
Iiteracy @ 9. Communication . Persistence/
grit

4. ICT Iiteracy ; e
’ @ 10. Collaboration 14. Adaptability

Financial
iteracy 15. Leadership

6. Cultural and :
civic literacy 16. Social and cultural
awareness

Lifelong Learning

Note: ICT stands for information and communications technalogy.



NETWORK GOVERNANCE REQUIREMENTS

Transparency Shared Values Relationships

Financial Operational

Skill Skill Knowledge Experience

Structural Intellectual

Engineering Sophistication Integrity depandence Reputation

Collaboration Alignment Technology Architecture




TO GET AMERICA ON CHAIN

in m'*n '




'F YOU WANT TO KNOW MORE...
JOIN US!

There are two rules for

success...
1.Never reveal

everything you know




