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The Shifted Reality Is Upon Us




WHO ARE WE AND WHAT DO WE

@ KNOW?
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GLOBAL APPROACH

FRONTIER MARKETS
LOCAL MOBILE GLOBAL
CHANGE PROCESS

T

TOTAL

PROCESSING

* Rebrand
* Messaging

*  Personas

Now Trust Payments
best lead source

Sales Materials

Trust Payments’ huge
strategic partnership

H - "' NetChain? {EASTERN ATLANTIC
Cure Metrix secure//ircldmg @° \etChai 7@4@

DAVO ﬁ MO bl | Vs (9/- p] oEcLupE FT THREAT§ PATTERN
@ divent
VOXPOP BEFRESNEL Xodoe @ o

sIDNSstuff.com  bCODE cererate’chools  CgoudMailsoe  CauseMetrix
Sales Strategy * Rebrand * Deep commitment to the
Video * Retain + Grow partnership

Matalan « 2018: $75k pre-IPO four website

Trust Payments’

* 2019-20: opportunity cost as

build out (Kobus promise)
2019: $162k administration:

manage PR, websites, etc. with

no bills being paid



Payments are no longer Merchant Focused but Experience Focused

Measuring, tfracking 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



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 atftract a specific Audience and Amplify any Message

Bottom Line: Sustainable Revenue + Increase LTV + Lower CAC



Market Expectation is ahead of Commerce

,,,,,,,,,,,,,,,, Businesses Need
Need to Recover

Need A Plan
A Starfing Point

Businesses Need
A HELP CENTER

VOLUME VOLUME

- THIS IS NOT A DRILL!
Businesses Need THIS IS NOT BUSINESS AS USUAL!

To act as pIO’rforms to Compe’re in the CLOUD BUILD EXPERIENCES, NOT BUILDINGS!

Your customers are being STOLEN You are being LEFT BEHIND RECOVER Your Business Get FIXED




WHATS GOING ON IN YOUR

@ COMMUNITY



Pre-COVID

| Path To Permission
| Over-values:

| Physical Location

| Merchant Driven

| Payment Focused

Payment Experience

In the Building

* Brand=Trust=Building

* Locate Engage Order

e Pay Deliver Welcome
Back

The Cloud Rush

In The Cloud:

i Path To Permission
| Shared Experience:
| LIKE PAY SHARE

| . ,
| Experience Driven
|

e o e — — — — — — — — — — — — — —




The Cloud Rush

Engage

MERCHANT > >
SITE > EXPERIENCE >

Engage

o
P

Destination Driven Commerce
Converges

THE PAYMENT EXPERIENCE (Path to Permission)

Merchants are reenvisioning their businesses in the cloud

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




Opftions

PRE2020 Planning 2021 Reality Decision
Payments Only Model Business Need Help 2021 -2022Market Ready Solution
At risk based on With ENTIRE experience Would Dominate
Revenue share instability No Product to solve the entire problem
A service + solution will solve the problem Solution Would Recognize
Lower Value Businesses have Supporters
To merchant Single Solution Platforms NOT CUSTOMERS
Less Reason To call (poy Oﬂ|Y) Mid Tier Platforms Supporfers want experienceg
Make the mistake of trying to be a cure They can Like Pay and Share
Shifted Focus Giants Already have 360 View with L1
No Path to permission to engage Adding Payments
“Customer, Merchant Payment”

Businesses Have Supporters Now f Merchant Focus=Location
Not Just Customers | Experience Focus=Cloud



Launch Sustain Or Grow @
Revenue Model

Use of funds Pre 2020 Z )
Develop Refine Product | Tools + Materials
(Pre Covid Pre Platform)
Product Market Fit Broadcast Revenue
Sell Advocate Recurring
Revenue Model +
Market Opportunity Sustainable
Revenue
Revenue ; Revenue
Use of funds 2021 Identify Segments of market Align Your Product as
. part of the solution p &l
in platform users (LPS)
e The initiative Back the Revenue Revenue
Develop Initiatives oroduct &
Revenue@




Outrage At Fees

o Tt Ut 3 nesaw
w

s Gsgracelur - AIB critcised for Lsking a8 much a5
€100 in bank fees from Covid-19 unempioyed

oo

() i oogmorn
B O & ¢

Mistrust Fin. Institutions

X & www.ajc.com

Atlanta’s First Data, former exec
to pay $40 million for scam
charges

By Andy ¢ The A

a Journal-Constitutk

Advertaemert

L TumEmA R 047AW

& cmcom x 0
McDonald's and other brands are making
‘'social distancing’ logos

By e

Updated 328

McDonald's, Coca-Cola, Audl and Volkswagen

are just a few of the corporate conglomerate:
MALAR Intermening “social (ISIANCInn” with oo

< @ [u] Q

etfood
for Saturday in Amesbery!

- Tume AR aueM Tem-
Agreatbunchof bds! & & & &

e Fingal Greed Van + Rosd Watch
o
SHAME ON YOU AS

AIB have just aneounced (yes, i the middie of the
COVIDTS crisis) ot they wil start charging 0.20€ for at
non-centactiess trarmactions ard 0 35€ for gattng
ey from an ATM.

Dinner 0ut? 0.20€
Ausomatic debit for e ectric B4I7 0.20€
Gas 217 0.20€

Brosdtand bir? 0.20€

Buping onkee ickets for & concert? 0.20€
Retrieng YOUR money eom an ATM? 0.35€

AL ron-contact less TRANSACTIONS wil have 3 fee!

Alsoyou wil be charged 450€ minimum each quarter
00100 ¢f all the vansactons fees

A 50race Tat AIB issus TS when Deosie's amenton s
I the weibbeing of ther famibes and s many progle.

Personal Current
Account Fee Changes
Effective from 30 May 2020

Invite Only

Venom Towards Wealth

Closed my wie's account last Saturday - the's 3
00 woman band in onkne retal

Closed with immediate effect

Mearribie people

Stripe hang your heads in shame

& q

d @

Mark Hughes «

Disgracefut?

& 2um @

| T-Mobile LTE 5

mystery meat on a stick

@ Rickkozan

Stephanie Scarola actually chix thighs

@ Write a comment ©

Gl Sean Seaberg
o 1M -9

Leave your big banks for
local credit unions...cut
all ties if possible

@O Brandon Hayes and 26 others 11 Comments 3 Shares

oY Like () comment /2> Share
. Chris Fisette
Been with service forever. We do use ally for
savings though

Y —
o & o =

DAY XPS



People Seeking Reviews People Sharing Reviews Distributors Selling Direct People Fact Checking each other

o ToMoie W P C 500 PM Ll . .-
e angobluaivy Anged
Meghan Carmedy Kinsey commented. fucebOOk Q
oY Like ) Commen £ Share winetests
SO ared

@ Meghan Carmody Kinsey
& hs -

Best bed sheets you ever owned? Go.

28 Comments

[ﬁ) Like @ Send

Catherine Abati
Bought bed sheets at the New England boat
show for $20 & used them on regul... See More

Natasia Keating
™
gmmw
3 Yo Yot 485 AM D

() comment

0 Meghan Carmody Kinsey
Catherine Abati so how do | get them?

View 1 more reply.

Restaurants Selling Online Agents Looking 4 Work

11:26 PM 7 -

© ©

/| T-Mobile LTE *¢

/| T-Mobile LTE 3¢ 433PM
facebook Q & =
Meghan Carmody Kinsey » Liz Harris
0043 2 Comments 12 Shares @~ 5hrs - &
" Thank f; :
o) Like (D comment /> Share ank you tarmers

Nancy latata Cavwel "
e tmm 9

Coltin Johnson » Merchant Services Sales
2hrs - @

Looking for a good I1SO to work with. | have experience
working at TSYS. Looking for good residual spilts and
preferably not a non-compete clause.

Thank you everyone! A
What a pasta night!
We still have 60 pasta

O3 23 Comments

oY Like

Benjamin Griefer
We can help! High splits with competitive buy
rates. We're a FSP with proprietary... See More

‘ Coltin Johnson

Benjamin, | am always open to look into

() comment

BOSTONGLOBE.COM
For local farms, the coronavirus outbreak has led to a
surge in customers and demand - The Boston Globe

©O Liz Harris and 5 others

available for tomorrow.
Saturdays close to sold. Call L
or email 2pm @ eocommen © ® e
978.358.8112 @ ooconmen
&

(D comment

@ Sharon Hubbard Gaines e
2hrs - 8%
_ Elena J. Russo

ahrs- &

Love you guys..hot Todd..Julie and BOOE=

O B ® & =

" CE WineText.com:
Farms Selling Direct

Conclusion: False

i The primary cams in the nformation am
actually naccurate.

Fact-Check from PoltiFact

o Py D
PolnFact « A websie giitch s fueling »
CONSPITACY theory ADOWT CONONIVINus COV...

© O

“ :)'lf- - W AN " - ‘(‘-)F" ‘) : woare

OB & O =



HOW IT WORKS

@



LIKE / PAY / SHARE

New Currencies Platform

CONTEXT
Currencies 2020 PAY. LIKE. SHARE.
Initiative Considerations Commerce Communication Community
Approach and Delivery Products. Solutions. Stories. Ads. Narratives. Need to control a channel.

Solution Selling 3 Strategy Points/Questions

Needs . Commun!’ry .
. « Communication
Consultative Sales . Commerce =



Initiatives

Solution Message Currency

People Crave Managed Exchanged

There are 3 currencies in the cloud

The cloud is accessed through platforms

+ 016



Platform Thinking
Results in candidate style
marketing

Candidates Run On Initiatives
Initiatives = Narrative

+017



Jobs Caring

HOW EASYISIT
TO LOCATE YOU? e WHERE
S pedi— ——— 0
EL L = L e —————y

BE&MORE_ THAN SEO BE+INCREDIBLE

YOU WORK HARD

BI(‘ B ANKQ | WEVE GOT T0 BUILD
1 W\ OUR OWN ECONOMIES

FAILED US. BESAHEAD BEsENGAGING.
i F— “"‘: = g o rew s ‘:T-b
= e \ -
e

Solving Problems

FINANCIAL EXCLUSION

Support Payments

\-\ URGENCY. CURRENCY. £
FREEDOM.

JOIN OUR REVOLUTION

VACCINE FOR POVERTY FUND THE HOMELESS CLOUD-BASED PAYMENTS LOVALTY ARCHITECTURE

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



HOW DO WE GENERATE

SCORE

PAYMENT

THE
INDUSTRY’S Eexperience

| @ e mnmn_,

i

PROVIDER

FIRST



HOW DO WE
MEASURE
TRACK
IMPACT



ALL BUSINESSES NEED TO TREAT CUSTOMERS LIKE %KRAI\DYE/;\I;\E\EA
MEMBERS OR THEY WILL LOSE OUT TO BETTER LN WHISKEY”
COMMUNITY, COMMUNICATION, CUSTOMER -
COMMERCE OF LARGE PLATFORMS @

I (] L] I
: A COMPANY ALREADY HAS + Businesses Need All These Services In The Cloud :
LIKES MANY OF THESE SERVICES : ) '

| locole | Engage | Ouer | Pay | Delver | Re-Engage i

i_CIoud Based Tools L L L ] |
| That Businesses access their | | Social and Web | | Infernal Platform ] Real People | | Mobile (Need) |
| L L | |

| Customers Through

After Accessing Business
Only Helps With ONE Problem

|

|
Location Based :
Singular Focus |
Merchant Service :
|

|

|

|

[

Doesn’t Solve Immediate Biz Problem Payment Service




FinCom™ Score
DAY XPS !

ABOUT US CONTACT US

v‘, , [ 560

MEASURE

Geta 6-p business checkup.

ou
etition

/ ©C ® o
1171

LOCATE ENGAGE ORDER

f‘ I welcome to the oo RE"GE °“
DAY XPS
Business Recovery Center

’ | Get your business back online and

fast track your financial recovery. oottt ol ool

KAGES

Get AScore + TRACK
Get Fixed Or Fix it yourself 'Sgbs'ffibe to m'canthl)f n'ionii.:o.ringv.

make sure your business is running on all cylinders and alert you when something breaks

www.bmorefin.com $49/mo
‘ ‘ SIGNUP +




Deriving the SCORE

FIN.COM

PAY Commerce

LIKE Communication

4 )

SHARE Community

.

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

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

Track (CCC Platform)




SECURE CHECKOUT

™ ¥ / o 3=

Go ("the Whisky Exchange’)

HOW WE FO ORDERING (=
AGED WERE WE ve

6 Reasons and Rights To Calll £
6 Opportunities T T
6 Referrals

Quantify the Real Problem
Qualify for Govt Subsidies
6 Ways to Secure Your Merchants

Measure: The Number

Helping Business Recover .
= 1 = ReENoAcE (L) T L,

Online Payment Processing

—— . Courier to Door

PAYMENT

‘‘‘‘‘‘

8 Grd e HOW WE FOUND THE DELIVERY
EASE OF PAYMENT e sato a1 recsed the parcsd

Track: Create Platform Behavior

Impact: Build Buy Refer THE PAYMENT EXPERIENCE (Path to Permission)
e [ [ o | o oo [

FinCom™ Score
Get @ SCORE Get @ DIAGNOSIS Get @ EXP Designer Get @ EXP Architect Get YOUR BIZ FIXED

Gamify RECOVERY A Benchmark Platform Behavior SOMETHING TO CHECK A REASON TO CALL




R

-

Every Moment in the Cloud is a
Monetizable Payment Experience

-—

o

Capturing, Recreating + »\-.51

Improving Payment Experience

LIKE / PAY / SHARE

optinmé“nster

Ofreshchat

CONTEXT Global

Voice Achvc’re‘d EASY To Say
Ger)o_ler Neu’rrol (Monet Mony Monay)

lw"" )

i |KE (E BEST BUY+HOME DEPOT!! SS e o
,BUT BILLING LIKE THE CABLE COI\/\PANY n

STREAMING B2BMy e 11 W1 N “"f_ﬁ
SAASEER ™ =W B s A
. ,~'-::‘n|n'anJFﬂri*'J |
Monet Allows business to tune any EI="A Pl "™ 8P Y

MPE to aftract a specific Audience and Amplify any Message MPE™ Bl JSE | i‘ " " “' 7

f' H """’""M~




PROJECTS PROCESS PRODUCT

FIND

¥ REVIEW | INGEST
LEARN DATA
ALL 6 THRU

CROSS SELL
LISTED
SOFTWARE

11VINOLNY

AS A
SERVICE

APIS FINCOM
SCORE
r MARKETS

SS300dd LNIINNDO0d
SS300¥d IZINOWWYHVH
SS3004dd d3ZINOWYHVH

18 Months

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



HOSPITALS
SUPPLIERS PATIENT EXPERIENCE PROVIDER
FAMILIES

Every Moment in the patients life is a
Monetizable PATIENT Experience

Capturing, Recreating +
Improving Payment Experience

() LiveChat
, , -ichaport
Nightingale optinméspoten

Ofreshchat

CMT /CMN / CMC

CONTEXT

NIGHTINGALE Allows PATIENTS to MANAGE AND MONETIZE THEIR EXPERIENCE

MPE™



PROJECTS PROCESS PRODUCT

SCORE

RX w, T | >
] @) > > C
W RSN R 8 2 2 5|
FIND
EMR crosssELL | € 1 2 |G 2
My REVIEW INGEST LISTED m Z |1z >
S TECH LEARN DATA SR IE™
Nightingale ol ok o w remEnG L Fa SOFTWARE U O
N S ALL 6 THRU = o
gy HOSPITAL NI vebcom | A2 A Q13 Iz
i ZS At SERVICE m I_(g @)
O v a
wm

MARKETS

18 Months

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



PATIENT Medical Information

Inefficient

Manual

Expensive

Lack of transparency
Not portable

X X X X X

* SCORE?

THE PROBLEM Not Patient Centric

ELECTRONIC
HEALTH
RECORDS

o
M

Silo
1

Silo L E] PHARMA

Silo Silo f HEALTH TRACKER
PROVIDERS & 6 Q| JTecH TooLs

pZAN ' PEOPLE i
GOVERNMENT ﬁF S Silo

« MED TECH IS FLAWED

PEOPLE
EMPATHIZE
WITH

PHARMACY

B0

INSURANCE

O
(g

Silo PROVIDE AN EXCLUSIVE SERVICE
4 TO EXCLUSIVE PEOPLE




MEASURE

@ TRACK

IMPACT



3

New Narratives
Financial Inclusion

Executive Level

Path To A Platform

6

VIP RECOVERY TOOLS
Streams of data
Reasons to talk

SMB
Mid Tier

Enterprise

9

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

Business Development
Cooperative Projects

Enterprise

12

Months
REGROUP
RECOVER
{34\'[e7:Ye] 3

Internal Goals Met
Acquisition Targets

Engages



PAYMENT EXPERIENCE

3 In Narative

Add Six Touch Points
Community .
Communication
Commerce

Post Covid

Market Strategies
Portfolio Strategies
Merchant Strategies

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

o~



Strategy KICK OFF: PAYXPS we are a FinCom Company

THE PAYMENT EXPERIENCE (Path to Permission)
S Tl locate | Engage |  Order | Pay | Deliver |Re-Engae

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

model
APPROACH Rev Model Product Strategy LT Strategy
Commerce
« Omni-Channel Market Tested Da;aO |
+ Acquiring-Processing : V‘fw) [
« Finance Tools ROl Based Request L Aaromated Cross sates |
C icati » Actionable Data
ommunication
. pOR#A'LS | Journey Based Engagement |  pipeline
+ CONTENT e
¢ EDUCATION E;gehALlL:vShare
Community «  Alternative sales cycles
« Member Manager P
« Campaign Manager - Brand
* Loyalty-Coupon . ;echmo\ogy
M eam

« Culture

DAY XPS



LOOKING FOR
GTM PARTNER

DATA.
ACQUISITION
PARTNER
MERCHANT

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

1 bemore

FINCOM STUDIO

*SEE FINCOM MOU



FINCOM STUDIO

GTM Opportunity ] bemOI'e

FINCOM STUDIO

WWW.BMOREFIN.COM



bemore

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

Brand To Align With 2021 For Billion Executives Involved PERSONAL COMMITMENT Financial inclusion Shared Project Shared Project
Dollar + Valuation Potential BAU Potential B+
Mastercard Ajay Banga, President and Chief Executive Officer, Mastercard Possible in 2021 Possible
Allianz SE Oliver Bate, Chairman of the Board of Management, Allianz SE Possible
Salesforce Marc Benioff, Chair, Chief Executive Officer, and Founder, Salesforce Possible
Dupont Edward Breen, Executive Chairman, Dupont Possible

International Trade Union Conf.

Sharan Burrow, General Secretary, International Trade Union Confederation Possible

United Nations

Mark Carney, COP26 Financial Advisor to the Prime Minister, (UN special Envoy for Climate Action & Finance) Possible

Possible

Possible

EY Carmine Di Sibio, Global Chairman and Chief Executive Officer, EY
Brunello Cucinelli S.p.A. Brunello Cucinelli, Executive Chairman and Creative Director, Brunello Cucinelli S.p.A.
TIAA Roger Ferguson, President and Chief Executive Officer, TIAA

Possible

Inclusive Capital Partners

Lady Lynn Forester de Rothschild, Founder and Managing Partner, Inclusive Capital Partners Possible

Merck & Co., Inc.

Kenneth Frazier, Chairman of the Board and Chief Executive Officer, Merck & Co., Inc. Possible

The Estée Lauder Companies

Fabrizio Freda, President and Chief Executive Officer, The Estée Lauder Companies Possible

CalPERS

Marcie Frost, Chief Executive Officer, CalPERS Possible

Johnson & Johnson

Alex Gorsky, Chairman of the Board and Chief Executive Officer, Johnson & Johnson Possible

(OECD)

Angel Gurria, Secretary General, Organisation for Economic Co-operation and Development 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 Possible

BP

Bernard Looney, Chief Executive Officer, BP Possible

State of California

Fiona Ma, Treasurer, State of California Possible

Principles for Responsible Investment

Hiro Mizuno, Member of the Board, Principles for Responsible Investment 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 Possible

State Street Corporation

Ronald P. O'Hanley, President and Chief Executive Officer, State Street Corporation Possible

The Rockefeller Foundation

Rajiv Shah, President, The Rockefeller Foundation Possible

Kering Group

Tidjane Thiam, Board Member, Kering Group Possible

Ford Foundation

Darren Walker, President, Ford Foundation Possible

MetLife and Saudi Aramco

Mark Weinberger, Former Chair and CEO of EY, and Board member of J&J, MetLife and Saudi Aramco Possible

WWW.BMOREFIN.COM



US TARGETS by MSA and States Most Need Of Recovery

Unemployed
Row Labels E Count of MSAs with >9% Unemployment Sum of Oct 2020 % Unemployment (preliminary) Sum of MSA Population as of most-recent data 2010-2019 (in 1,000s) Population (in 1,000s)

-1AZ 3 428.55 53.04
Flagstaff, AZ Metropolitan Statistical Area 1 9.7 139.1 13.49
Lake Havasu City-Kingman, AZ Metropolitan Statistical Area 1 9.1 86.2 7.84
Yuma, AZ Metropolitan Statistical Area 1 15.6 203.25 31.71
=ICA 11 22016.1 2,295.82
Bakersfield, CA Metropolitan Statistical Area 1 10.6 839.63 89.00

El Centro, CA Metropolitan Statistical Area 1 18.8 163.97 30.83
Fresno, CA Metropolitan Statistical Area 1 9.3 Note: all MISAs with 972.3 90.42
Hanford-Corcoran, CA Metropolitan Statistical Area 1 9.3 57.7 5.37

Los Angeles-Long Beach-Anaheim, CA Metropolitan Statistical Area 1 11 29 % unem p | Oym ent. 13214.8 1,453.63
Merced, CA Metropolitan Statistical Area 1 9.3 266.1 24.75
Modesto, CA Metropolitan Statistical Area 1 9.1 514.5 46.82
Riverside-San Bernardino-Ontario, CA Metropolitan Statistical Area 1 9 4650.63 418.56
Stockton-Lodi, CA Metropolitan Statistical Area 1 10 715.11 71.51
Visalia-Porterville, CA Metropolitan Statistical Area 1 10.9 457.26 49.84
Yuba City, CA Metropolitan Statistical Area 1 9.2 164.1 15.10
=IHI 2 1159.5 159.70
Kahului-Wailuku-Lahaina, HI Metropolitan Statistical Area 1 22.5 167.42 37.67
Urban Honolulu, HI Metropolitan Statistical Area 1 12.3 992.08 122.03
=LA 4 1937.7 209.81
Hammond, LA Metropolitan Statistical Area 1 10.5 20.79 2.18
Lake Charles, LA Metropolitan Statistical Area 1 11.8 210.08 24.79
New Orleans-Metairie, LA Metropolitan Statistical Area 1 11.3 1270.53 143.57
Shreveport-Bossier City, LA Metropolitan Statistical Area 1 9 436.3 39.27
=INJ 1 275.5 32.51
Atlantic City-Hammonton, NJ Metropolitan Statistical Area 1 11.8 27557 32.51
-INM 1 44.4 4.13
Farmington, NM Metropolitan Statistical Area 1 9.3 4447 4.13
=INV 1 2266.72 312.81
Las Vegas-Henderson-Paradise, NV Metropolitan Statistical Area 1 13.8 2266.72F 312.81
=INY-NJ-PA 1 19216.18 1,863.97
New York-Newark-Jersey City, NY-NJ-PA Metropolitan Statistical Area 1 9.7 19216.18 ¥ 1,863.97
=ITN-MS-AR 1 1346.05 130.57
Memphis, TN-MS-AR Metropolitan Statistical Area 1 9.7 1346.05 130.57
=ITX 4 1801.94 184.21
Beaumont-Port Arthur, TX Metropolitan Statistical Area 1 10 404.87 40.49
Brownsville-Harlingen, TX Metropolitan Statistical Area 1 9.5 420.4 39.94
McAllen-Edinburg-Mission, TX Metropolitan Statistical Area 1 10.5 839.54 88.15
Odessa, TX Metropolitan Statistical Area 1 11.4 137.13 15.63
Grand Total 29 50492.64 5,115.99



COMPETITOR DOMAIN COMMON KEYWORDS

adyen.com 299
stripe.com 293

paypal.com 232

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

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.

ESTIMATED
KEYWORDS GAP TRAFFIC BACKLINKS

44,001 158,249 3im
212,460 15m 16.3m

551,740 A Sl.im 0.7b

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.

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



FINCOM STUDIO
THE PAYMENTS EXPERIENCE

TEAM:

DAVID,, MARGOT
JIM, BRETT, RICKY

Strategy + Path to Revenue
JOHN MALONE
EDMUND OLOTU
RICHARD PERSON

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

+ 039



