
2021
Will Be like nothing you have ever seen.

The Shifted Reality Is Upon Us



WHO ARE WE AND WHAT DO WE 
KNOW?

YOUR SUCCESS OR FAILURE 
HINGES ON WHAT YOU DO
IN THIS MOMENT
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GLOBAL APPROACH

FRONTIER MARKETS

LOCAL MOBILE GLOBAL

CHANGE PROCESS

• Rebrand

• Retain + Grow 

Matalan

Trust Payments’ 
strategic acquisition

• Rebrand

• Messaging 

• Personas

Now Trust Payments’ 
best lead source

• Sales Strategy

• Video

• Sales Materials 

Trust Payments’ huge 
strategic partnership 
win

• Deep commitment to the 

partnership

• 2018: $75k pre-IPO four website 

build out (Kobus promise)

• 2019: $162k administration: 

manage PR, websites, etc. with 

no bills being paid

• 2019-20: opportunity cost as 

John joins Trust



Payments are no longer Merchant Focused but Experience Focused

Measuring, tracking and impacting these experiences has created  
a new market that has infinite streams of sustainable revenue.

Every Moment in the Cloud is a 
Monetizable Payment Experience (MPE) 

We capture MPE’s 
recreate and improve them 
We mine the data and make it actionable

MPE



Every Moment in the Cloud is a Monetizable Payment Experience (MPE) 

Every MPE has 6 infinite sustainable streams of revenue

MPE revenue is driven by 4 specific Market Forces

LIKE / PAY / SHARE
CONTEXT

Capturing, Recreating and Improving the Payment Experience
allows business to tune any MPE to attract a specific Audience and Amplify any Message

Bottom Line: Sustainable Revenue + Increase LTV + Lower CAC



Market Expectation is ahead of Commerce

Businesses Need 
To act as platforms to compete in the CLOUD

Your customers are being STOLEN You are being LEFT BEHIND

Businesses Need 
Need to Recover
Need A Plan
A Starting Point

RECOVER Your Business Get FIXED

Businesses Need 
A HELP CENTER

THIS IS NOT A DRILL! 
THIS IS NOT BUSINESS AS USUAL!
BUILD EXPERIENCES, NOT BUILDINGS!



WHATS GOING ON IN YOUR 
COMMUNITY

YOUR SUCCESS OR FAILURE 
HINGES ON WHAT YOU DO
IN THIS MOMENT



Social and Web 

Internal Platforms

Mobile

Path To Permission
Over-values: 
Physical Location
Merchant Driven
Payment Focused

The Cloud Rush

Path To Permission
Shared Experience: 
LIKE PAY SHARE
Experience Driven

Payment Experience 
In the Building
• Brand=Trust=Building
• Locate Engage Order 
• Pay Deliver Welcome 

Back

In The Cloud: Pre-COVID



Locate

Engage

Shop

Pay

Deliver

Re-
Engage

MERCHANT
SITE

Locate

Engage

Shop

Pay

Deliver

Re-
Engage

EXPERIENCE

The Cloud Rush

Destination Driven Experience Driven

THE PAYMENT EXPERIENCE (Path to Permission)

Locate Engage Order Pay Deliver Re-Engage

360 Degree
View

Driven 
to a single 

metric
600

Commerce
Converges

Merchants are reenvisioning their businesses in the cloud

And they need HELP
(they’re getting their pockets picked by the big platforms)



PRE2020 Planning

Payments Only Model
At risk based on 
Revenue share instability

Lower Value
To merchant Single Solution
Less Reason To call (pay only)

Shifted Focus
No Path to permission to engage
“Customer, Merchant Payment”

2021 Reality

Business Need Help 
With ENTIRE experience
No Product to solve the entire problem 
A service + solution will solve the problem

Platforms
Mid Tier Platforms 
Make the mistake of trying to be a cure
Giants Already have 360 View with L1
Adding Payments

2021 -2022Market Ready Solution
Would Dominate

Solution Would Recognize
Businesses have Supporters
NOT CUSTOMERS
Supporters want experiences
They can Like Pay and Share

Decision

Options

Businesses Have Supporters Now 
Not Just Customers

Merchant Focus=Location
Experience Focus=Cloud



Use of funds Pre 2020

(Pre Covid Pre Platform) 
Develop 

Product

Revenue Model 

Refine Product 

Market Fit

Tools + Materials 

Broadcast Sell 

Launch Sustain Or Grow - +

Use of funds 2021 Identify Segments of market 

in platform users (LPS)

Develop Initiatives

Align Your Product as 
part of the solution

The initiative Back the 
product

Advocate
Revenue 
Recurring

Revenue Model + 
Market Opportunity

Revenue

Revenue

Revenue

Revenue

Revenue

Sustainable

Revenue



Venom Towards WealthInvite Only

Venom Towards Banks

Outrage At Fees

Outrage At Fees

Mistrust Fin. Institutions

Big Brand Validate The Shift



People Seeking Reviews

Restaurants Selling Online

People Sharing Reviews People Fact Checking each otherDistributors Selling Direct

Agents Looking 4 Work Farms Selling Direct



HOW IT WORKS

YOUR SUCCESS OR FAILURE 
HINGES ON WHAT YOU DO
IN THIS MOMENT



LIKE. PAY. SHARE.Currencies 2020

Initiative Considerations

Approach and Delivery

CommunityCommunicationCommerce

Products. Solutions. Stories. Ads. Narratives. Need to control a channel.

New Currencies Platform

3 Strategy Points/Questions
• Community
• Communication
• Commerce

Solution Selling 
Needs

Consultative Sales

LIKE / PAY / SHARE

CONTEXT
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Initiatives

Solution

There are 3 currencies in the cloud

The cloud is accessed through platforms

People Crave 

Message Currency
Managed Exchanged
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Platform Thinking
Results in candidate style 

marketing

VOTE VOTE
Candidates Run On Initiatives 

Initiatives = Narrative



FINANCIAL EXCLUSION

Support Payments

CaringJobs Solving Problems

Your Product Is Involved In All Three Narratives
Your Not Selling You Creating Jobs

Your Not Taking Transaction Fees You are Financially Included
YOUR BANK IS A TOOL FOR FINANCIAL INCLUSION TO FIGHT COMMERCIAL EXTREMISM

www.bmorefin.com 18



THE 
INDUSTRY’S 

FIRST PXP

HOW DO WE GENERATE 
SCORE

PAYMENT
EXPERIENCE
PROVIDER



HOW DO WE 
MEASURE
TRACK
IMPACT

YOUR SUCCESS OR FAILURE 
HINGES ON WHAT YOU DO
IN THIS MOMENT



After Accessing Business
Only Helps With ONE Problem
Wastes Sales Time, Customer Time
Doesn’t Solve Immediate Biz Problem

A COMPANY ALREADY HAS + 
LIKES MANY OF THESE SERVICES

Social and Web Internal Platform Mobile (Need)

Businesses Need All These Services In The Cloud

Locate Engage Order Pay Deliver Re-Engage

Real People

BANK

Cloud Based Tools 
That Businesses access their 
Customers Through

MSP +PSP
Location Based
Singular Focus
Merchant Service
Payment Service

Locate

Engage

Order

Pay

Deliver

Re-
EngageALL BUSINESSES NEED TO TREAT CUSTOMERS LIKE 

MEMBERS OR THEY WILL LOSE OUT TO BETTER
COMMUNITY, COMMUNICATION,

COMMERCE OF LARGE PLATFORMS

“OKAY ALEXA 
ORDER ME 
WHISKEY!”

ANY 
PSP OR MSP 
CUSTOMER
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FinCom™ Score

RECOVERY PACKAGES 
AVAILABLE NOW
Get A Score + 
Get Fixed Or Fix it yourself

560

H



Deriving the SCORE

Locate

Engage

Shop

Pay

Deliver

Re-
Engage

Commerce

Communication

Community

PAY

LIKE

SHARE

560

Track (CCC Platform)

FIN.COM

LEVEL 1 PARTY DATA

Every Moment in the Cloud is a Monetizable Payment Experience (MPE) 

Every MPE has 6 infinite sustainable streams of revenue

MPE revenue is driven by 4 specific Market Forces

Capturing, Recreating and Improving the Payment Experience
allows business to tune any MPE to attract a specific Audience 

and Amplify any Message

LIKE / PAY / SHARE
CONTEXT



THE PAYMENT EXPERIENCE (Path to Permission)

Locate Engage Order Pay Deliver Re-Engage

Gamify RECOVERY

6 Reasons and Rights To Call
6 Opportunities

6 Referrals
Helping Business Recover

Quantify the Real Problem
Qualify for Govt Subsidies

6 Ways to Secure Your Merchants 
6

FinCom™ Score

560
Platform Behavior SOMETHING TO CHECK A REASON TO CALLA Benchmark

Measure: The Number

Track: Create Platform Behavior

Impact: Build Buy Refer

Commerce Converges On a NUMBER.

Get @ SCORE Get @ DIAGNOSIS Get @ EXP Designer Get @ EXP Architect Get YOUR BIZ FIXED



Capturing, Recreating + 
Improving Payment Experience

Monet Allows business to tune any 
MPE to attract a specific Audience and Amplify any Message MPE™

Every Moment in the Cloud is a 
Monetizable Payment Experience 

LIKE / PAY / SHARE

CONTEXT

BECAUSE OF HOW HE VIEWED THE CLOUD
An Artistic Expansion on the word Money
Global
Voice Activated EASY To Say
Gender Neutral (Monet Mony Monay)

LIKE BEST BUY+HOME DEPOT
BUT BILLING LIKE THE CABLE COMPANY
STREAMING B2B
SAAS



Locate

Engage

Order

Pay

Reengage

Deliver

FIND 
REVIEW
LEARN
ALL 6
APIS
6X
MARKETS

INGEST 
DATA
THRU
FINCOM
SCORE

CROSS SELL
LISTED 6
SOFTWARE 
AS A 
SERVICE

HARM
O

N
IZE  PRO

CESS

DO
CU

M
EN

T PRO
CESS

AU
TO

M
ATE 

HARM
O

N
IZED  PRO

CESS

PROJECTS PROCESS PRODUCT

18 Months

Threads are real, create moments/experience in time
The more you know, more you can monetize



Capturing, Recreating + 
Improving Payment Experience

NIGHTINGALE Allows PATIENTS to MANAGE AND MONETIZE THEIR EXPERIENCE

MPE™

Every Moment in the patients life is a 
Monetizable PATIENT Experience 

CMT / CMN / CMC

CONTEXT

PATIENT EXPERIENCE PROVIDER
HOSPITALS
SUPPLIERS
FAMILIES



RX

EMR

TECH

HOSPITAL

INSURANCE

GOVT

FIND 
REVIEW
LEARN
ALL 6
APIS
6X
MARKETS

INGEST 
DATA
THRU
MEDCOM
SCORE

CROSS SELL
LISTED 6
SOFTWARE 
AS A 
SERVICE

HARM
O

N
IZE  PRO

CESS

DO
CU

M
EN

T PRO
CESS

AU
TO

M
ATE 

HARM
O

N
IZED  PRO

CESS

PROJECTS PROCESS PRODUCT

18 Months

WE DEVELOP THIS TOGETHER
DEVELOP AND SHARE THE TRUE VALUE OF PATIENT 

DATA



THE PROBLEM

PATIENT

Silo
2

PROVIDERS 

Silo 
5 PHARMACY

Silo
6

HEALTH TRACKER
/ TECH TOOLS

Silo
7

PHARMA 
COMPANY

Silo
1

ELECTRONIC 
HEALTH 

RECORDS

Silo
3

GOVERNMENT

Not Patient Centric

PATIENT Medical Information

Inefficient
Manual
Expensive
Lack of transparency
Not portable

Silo
4

INSURANCE

The Solution is not Tech 

PEOPLE
EMPATHIZE

WITH
PEOPLE

• SCORE? 
• MED TECH IS FLAWED

PROVIDE AN EXCLUSIVE SERVICE
TO EXCLUSIVE PEOPLE



MEASURE
TRACK
IMPACT

THE OPPORTUNITY 
TO FAIL OR SUCCEED
IS NOW



Path To A Platform

3

Executive Level

New Narratives
Financial Inclusion

6 9
VIP RECOVERY TOOLS
Streams of data
Reasons to talk

New Payment Experiences 
Designed for key verticals
To Chase 9 key CUSTOMER

SMB
Mid Tier
Enterprise

Business Development
Cooperative Projects

Enterprise

12

Internal Goals Met
Acquisition Targets

Engages

Months
REGROUP
RECOVER
REENGAGE



Post Covid

• Market Strategies
• Portfolio Strategies
• Merchant Strategies

3 In Narative
• Add Six Touch Points
• Community
• Communication
• Commerce

PAYMENT EXPERIENCE

www.bmorefin.com 32
https://barkerbuccimalone.com/strategy/



Strategy KICK OFF: PAYXPS we are a FinCom Company

Community
• Member Manager
• Campaign Manager
• Loyalty-Coupon

FinCom BIZ DEV Approach LEOPRD

Communication
• PORTALS
• CONTENT
• EDUCATION

Commerce
• Omni-Channel
• Acquiring-Processing
• Finance Tools

Multiple Revenue Paths- Compliments Global Platform Strategy- De-risks rev share only 
model

APPROACH Rev Model Product Strategy

Market Tested

ROI Based Request

Journey Based Engagement

LT Strategy

Data
• 360 View
• Real Time Personal Offer
• Automated Cross Sales
• Actionable Data

Pipeline
• Predictable Lead flow
• Retention Tools 
• High LTV
• Fee + Rev Share
• Alternative sales cycles

IP
• Brand 
• Technology
• Team
• Culture

THE PAYMENT EXPERIENCE (Path to Permission)

Locate Engage Order Pay Deliver Re-Engage



FINCOM STUDIO

LOOKING FOR 
GTM PARTNER

New Consultative Services and Strategies
For Resellers COMMUNITY BANKS + PSP

New Narrative to direct partners
Create Opportunities for Dialogue in Covid

Integrate Commercialize Mobilize
Prepare Acquisition strategy

*SEE FINCOM MOU

DATA.
ACQUISITION

PARTNER
MERCHANT



FINCOM STUDIO
GTM Opportunity

FINCOM STUDIO

WWW.BMOREFIN.COM



FINANCIAL INCLUSIVE IN ITIATIVES THOUGHT LEADER
Executive Level Opportunities for CEO To Discuss 

Financial Inclusion

WWW.BMOREFIN.COM

Executives Involved PERSONAL COMMITMENT Financial inclusion 

Mastercard Ajay Banga, President and Chief Executive Officer, Mastercard Possible in 2021 Possible

Allianz SE Oliver Bäte, Chairman of the Board of Management, Allianz SE Not probable in 2021 Possible

Salesforce Marc Benioff, Chair, Chief Executive Officer, and Founder, Salesforce Not probable in 2021 Possible

Dupont Edward Breen, Executive Chairman, Dupont Not probable in 2021 Possible

International Trade Union Conf. Sharan Burrow, General Secretary, International Trade Union Confederation Not probable in 2021 Possible

United Nations Mark Carney, COP26 Financial Advisor to the Prime Minister,  (UN Special Envoy for Climate Action & Finance) Not probable in 2021 Possible

EY Carmine Di Sibio, Global Chairman and Chief Executive Officer, EY Not probable in 2021 Possible

Brunello Cucinelli S.p.A. Brunello Cucinelli, Executive Chairman and Creative Director, Brunello Cucinelli S.p.A. Not probable in 2021 Possible

 TIAA Roger Ferguson, President and Chief Executive Officer, TIAA Not probable in 2021 Possible

 Inclusive Capital Partners Lady Lynn Forester de Rothschild, Founder and Managing Partner, Inclusive Capital Partners Not probable in 2021 Possible

Merck & Co., Inc. Kenneth Frazier, Chairman of the Board and Chief Executive Officer, Merck & Co., Inc. Not probable in 2021 Possible

The Estée Lauder Companies Fabrizio Freda, President and Chief Executive Officer, The Estée Lauder Companies Not probable in 2021 Possible

CalPERS Marcie Frost, Chief Executive Officer, CalPERS Not probable in 2021 Possible

 Johnson & Johnson Alex Gorsky, Chairman of the Board and Chief Executive Officer, Johnson & Johnson Not probable in 2021 Possible

(OECD) Angel Gurria, Secretary General, Organisation for Economic Co-operation and Development Not probable in 2021 Possible

Visa Inc. Alfred Kelly, Chairman and Chief Executive Officer, Visa Inc. Possible in 2021 Possible

The Estée Lauder Companies William Lauder, Executive Chairman, The Estée Lauder Companies Not probable in 2021 Possible

BP Bernard Looney, Chief Executive Officer, BP Not probable in 2021 Possible

State of California Fiona Ma, Treasurer, State of California Not probable in 2021 Possible

Principles for Responsible Investment Hiro Mizuno, Member of the Board, Principles for Responsible Investment Not probable in 2021 Possible

Bank of America Brian Moynihan, Chairman of the Board and Chief Executive Officer, Bank of America Possible in 2021 Possible

Guardian Life Deanna Mulligan, President and Chief Executive Officer, Guardian Life Insurance Company of America Not probable in 2021 Possible

 State Street Corporation Ronald P. O'Hanley, President and Chief Executive Officer, State Street Corporation Not probable in 2021 Possible

The Rockefeller Foundation Rajiv Shah, President, The Rockefeller Foundation Not probable in 2021 Possible

Kering Group Tidjane Thiam, Board Member, Kering Group Not probable in 2021 Possible

Ford Foundation Darren Walker, President, Ford Foundation Not probable in 2021 Possible

MetLife and Saudi Aramco Mark Weinberger, Former Chair and CEO of EY, and Board member of J&J, MetLife and Saudi Aramco Not probable in 2021 Possible

Brand To Align With 2021 For Billion 

Dollar + Valuation

 Shared Project 

Potential BAU

 Shared Project 

Potential B+



US TARGETS by MSA and States Most Need Of Recovery

Note: all MSAs with 
≥9% unemployment.



Brand awareness/interest describe the dynamics of user 
interactions with your ads. 

Within any targeted audience there will be a certain number of 
users that will not A) click on an ad and/or B) convert into 
becoming users/customers of the advertiser.

DEAD ZONE 1 – users who wont click – drag down CTR
DEAD ZONE 2 – users who do click but don’t convert – drag down 
CVR
QAULITY ZONE – Users who click and convert – Raise CTR and 
CVR

Overall the brand awareness/interest can be observed in the form of CTR and CVR.

(For a relevant audience) the higher the brand awareness, the higher the likeliness 
that a user will click on an ad; the higher the user’s interest in the brand, the higher 
the likeliness that a user who clicks will convert. The higher both of these interaction 
factors (as compared to other advertisers targeting those users), the smaller the total 
dead zone and the lower the risk of saturation, and vice versa.

As an example:

•If Netflix and Shudder were to both compete for the same audience, Netflix would 
likely have a higher brand awareness (i.e. CTR) and brand interest (i.e. CVR) than 
Shudder.
•Netflix therefore would have a smaller total dead zone, or conversely a higher 
quality zone than Shudder.
•Both Netflix and Shudder would perform well when serving ads to users in the 
quality zones of an audience.
•But, Shudder would be likely to saturate the audience at a faster rate than Netflix.

There are around 1000 plus keywords with ranging intent with 
a high difficulty level and high CPC – collectively with over 40 
000 searches per month.

THE SEO AND PPC IN THIS TOPIC RANGE IS EXTREMELY COMPETITIVE AND EXPENSIVE
YOU NEED TO DIVE DEEPER
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FINCOM STUDIO
THE PAYMENTS EXPERIENCE

TEAM:

• DAVID,, MARGOT
• JIM, BRETT, RICKY

Strategy + Path to Revenue

• JOHN MALONE

• EDMUND OLOTU

• RICHARD PERSON

https://bbm.barkerbuccimalone.com/our-work/THEBIRTHOFFINCOM:


