


B.A.N.K. T.R.A.V.E.L. Featuring
The C.0.M.M.U.N.L.T.Y.



Why use our B.A.N.K. T.R.A.V.E.L.
Featuring the C.0.M.M.U.N.I1.T.Y.?

We designed the B.A.N.K. T.R.A.V.E.L. Featuring the
C.0.M.M.U.N.L.T.Y. program as a cornerstone of the Pay-
by-Bank initiative to provide robust financial solutions
within a secure, closed ecosystem. This innovative
program allows participants to generate and utilize travel
credits through a variety of activities. These travel credits
are designed to be versatile and powerful tools for
financial empowerment, offering significant benefits over
traditional reward systems.



Key Features:

Secure Ecosystem: The program operates within a tightly controlled
environment, ensuring the security of all transactions through advanced
tokenization and multi-factor authentication (MFA).

Versatile Travel Credits: Participants earn travel credits from their
activities, primarily focusing on travel. These credits are not restricted
by blackout dates or usage limitations, providing unparalleled flexibility.

Financial Empowerment: Travel credits can be converted into
monetary value, exchanged with other participants, or sold for cash.
This flexibility allows participants to use their credits for a wide range of
purposes, including education, medical expenses, and community
projects.



Key Features Continue:

Enhanced Value: The conversion rates of travel credits are
competitive and transparent, ensuring participants receive fair value for
their earned credits.

Community Support: The program emphasizes community
engagement, allowing participants to support each other through shared
financial benefits and collaborative projects.

By leveraging the power of travel credits, the BA.N.K. TR.AVE.L.
Featuring C.O.M.M.U.N.LTY. program offers a unique and effective way
to promote financial independence and economic growth for
underserved and unbanked populations.



A Few Brief Examples
follows this slide
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Whiteboard Page

The examples show a Middle, High, and
Elementary Schools and five classrooms of
what it may look like when creating at
the school, muti-school, or a classroom
using it to just raise money for a science
project of an after school science club
wanting Lego Robots for a Robotic Club.



Joins: Builds Their Own Program
(Supported by Disney,
Carnival, Sandals Resorts,

And Bahama Tourist
Boards)



Joins: Bui
ins: Builds Their Own Progra
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(Bor;rr):rted by Chinese Tourist
o , I?elta Air Lines and
ghai China Int’l School

{ Field Tri

to

ps are paid for 6

12 months in advance.
puring Thanksg'wing,
Christmas, Va\ent'me‘s day,
Spring greak, July at,
summer Vacation, study
Abroad and returning t0

pack to school.




Joins: Copy Another H.S. Program

(Supported by Bora-Bora Tourist
Board, French Polynesian Islands
Senior Graduation trip with

Half staying in the
Hawaiian Islands)

Business’s or
supporters that uses
the program or joins to
be supportive actually |
supports nine different |

schools




’?, " L CLICK ON THE TEXT TO
“ CHANGE THE NAMEPLATE ON

THE DESK TO EVEN FURTHER

Field tips are based on money
raised and the fundraising
length during our time slot.
Was it enough for a three day
trip plus over night hotel stay.

CUSTOMIZE THE TEMPLATE ©

Who wants to explain the
concept of time vs the amount
we raised. You must compute
our daily earnings, compare it
to our goal, showing the real
results of our efforts.

Plus as a bonus, compute if
there is an overage? And if so,
compute the total, the
amount and average amount
each student will receive as
memorable spending money

©

Real Life Planning, Budgeting and Banking
Time management, cost of goods sold, profit and
loss, marketing strategy. The classroom becomes
more than just apace to receive instructions. It
becomes a Life Long Learning Lab!
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Last Year...

The 4t grade science
club started their
fundraiser in May, and
over the Summer the
commission earned
the money for the new
Robotic class and club.

All without one bake
or candy sale or money
asked from parents...




(ANIMATED SLIDE)
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Your teacher for next

I’ m new but | say we
start a rocket club and
take a trip to NASA ©

year ask me to have
you vote on which
fundraising project
you want for next year.
©
So take out a piece of
paper and lets see
those ideas...

Teaching Planning...
Use the moving up in
grade levels as a platform
to teach everyday life
planning concepts

Program would allow up or downward
scaling to meet funding goals to teach
concepts of a period of years and how
planning or poor choices effect current

choices being provided or denied.




(STATIC SLIDE)

TEXT AREA

Here is an area you
can add your own
text or descriptions
instructions.

This slide uses isometric images and
PowerPoint shapes with isometric 3D
rotations. You can scale the shapes to your
own needs, but you may need to reposition
them after scaling.



Whiteboard Page

EXTRA TIME AND RESOURCES ...

Can added be designed for maximum growth
including parents how become agents can turn
over large cruise line sales to ne class to fully
fund their project in one sale.



A Ms. or Text Page

Scale...

" Here is the power a scalable program
where one parent who becomes an
agent for the sole purpose of funding
money for her child's classroom, grade-
level, or even at the level of the school to
purchase a bus.

The parent does all the work, and at
completion the parent-agent sales enters
the agent number of the school not hers.

The schools receives all the money, the
children get a new bus



Text Page

/,,Special Programs for Special Needs..

This program can be directed for the
purpose of decreasing the higher costs
for providing a level of service that will
raise the access of services and field
trips leveling the playing field.

If these costs can be lowered or fully
funded, a quality of life in experiencing
school can be greatly enhanced.




- School

Buy one Hybrid car a
year through allocating a
part of commissions
allocating summer and
holiday sales.

RUN THE PROGRAM....

Whether together or A-La-Carte,
whether a small classroom or large
multi-campus scale it operates in
the same fashion

If nothing other than a
shuttle bus and the
program pays for the
insurance cost also.




— Visual Aid

Easy as 1-2-3...
1 NEW GYM... ,
Repair or lay a P S
new floor. No i “
need for hoop ¥ ‘ |

jumping with
The B.O.E, just
fundraise it
yourself!

2 NEW Equipment... "

Desks, Laptops, Color
Copiers, upgrade to
GOOGLE CLASSROOM.

3 INCREASE...

Teacher compensation
Hiring Masters level and
Ph.D.s because you have
the stable funding to hire
the best fresh out of school
with the latest teaching
concepts




6 Point — Visual Aid

1 Teach and Learn —>

Turn the entire school into
one Hugh “Learning Lab”.

Mr. Teacher,

We don’t have the items
I need for my science
——I project. Can you help?

~ EXPOSE... =~

Take every

opportunity to visi
every museum
science lak

"~ TEXT AREA

Here is an area you
can add your own
text or descriptions
instructions.

== [ FREE AFTER SCHOOL

Programs all paid for with the
same teacher working at the
school instead of a second
low-wage job. All paid for by
the PTSA’s fundraiser.




Review 2014

$117Billion
62 cruise lines
482,000 herths
22 million cruise a year
6 new ships introduced in 2019
$25 Billion for 55 new ships 2015 - 2020
2019, 92 ships to provide 1,065 cruises in Asia for 2.17 million

From the GLIA Report 2014 - Charting A Gourse Annual Report Page. 1



Limited or no Options
In solving your issues, they say:
“everyone is in the same hoat”
We disagree, we say...



Maybe ot @

By leveraging the power of travel credits, the B.A.N.K.
T.R.A\V.E.L. Featuring the C.0.M.M.U.N.L.TY. program Dwarfs
Other programs !




Travel Credits given to the school...

Like the Masters...


http://ppttemplate.net/?utm_source=ppt&utm_medium=logo&utm_term=thanksgiving&utm_content=0056&utm_campaign=ppt

Football

Tickets bought with Travel Credits



http://ppttemplate.net/?utm_source=ppt&utm_medium=logo&utm_term=ppt&utm_content=NNNN&utm_campaign=ppt

> f
& Bookmarks (TJ Oraclecom (] WkyRPT (] Toad (] Oracle CJPC (C3IT CJPDF (COSQL (O3

] www.agent.goldentickets.com

Your Passport to Sports
for Over €7 years

—~—

Tickets You Can Trust/
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877-424-2311

Sports Tickets

o NFL Tickets

« NBA Tickets

o MLB Tickets

o NHL Tickets

« NCAA Tickets

« Auto Racing Tickets
o Golf Tickets

« Tennis Tickets

« Horse Racing Tickets
« Rodeo Tickets

o WNBA Tickets

e CFL Tickets

« Boxing Tickets

)CO
ating:

.

Featured Events

2016 Super Bowl
Tickets

Super Bowl Tailgate:
Tailgate 50 Tickets
The Masters Tickets
Masters Hospitality
Tickets

e S VS o AP SRl o)

o College Football...
« Super Bowl

« Rose Bowl

« Cotton Bowl

=« SEC Footbhall Championship
« Dallas Cowhoys

e SugarBowl

Coachella Music Festival

Billy Joel

Stagecoach Country Music...

George Strait
Taylor Swift

U2

Kiss 108 Jingle Ball

« Westminster Kennel Club...

Comic Con
Harvey

Bill OReilly
Disney On Ice: Frozen
The Book Of Mormon

Theresa Caputo

Sell Your Tickets

Selling Tickets?

o

Click here

Golden Tickets will
make an offer on
most events.

Hot Tickets!

o NFL Tickets
o JanetJackson

« Notre Dame Fighting
Irish Football

o NCAA Football

o Kentucky Wildcats
Basketball

o SEC Ennthall 1
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Home = Sports Tickets = Football Tickets = NFL Tickets = Super Bowl Tickets = Super Bowl 50 Tickets

Fes | Super Bowl 50
07 Levi's Stadium, Santa Clara, CA
SUN | Sun, Feb7, 2016 TBA

Tickets L\? Best Value Seats m
Price Range: Limit to Quantity: [T]
= @ E-tickets: @ .
3 ; B El ‘.A” '.“
$450 $12000 ?

ij o Section® Row?® QuantityS Pricev E-Tickets$

17 TAILGATE PARTY |50 v|  $450 WO | Buy ||
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% Uppe; Side  gp 4 v| 34650 N | Buy
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EV SSL SITE
AUTHENTIC & 2ECURE
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% %oppy Holidays %

s Fundraising When School is Closed!

N

Every Holiday is a Fundraising Period




46 Million Travelers
is No Turkey... '
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http://ppttemplate.net/?utm_source=ppt&utm_medium=logo&utm_term=thanksgiving&utm_content=0056&utm_campaign=ppt
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Thatis how | Paid for Mine!

 pADI MASTER SCUBA DIVER D DIVER??
Fr N gl
e il [ s
sk aheat e it sl b —
SCUBATUNELP P
- you e not £ encios UBA DIVING
recommend a scuba tune-up
available at a nominal fee.
NIGHT DIVES

Check out our ightifel Octopus, i
y -lnlymwmnemmwﬂlv

Minimum of 4 divers required
PRIVATE DIVES

HOW TO! LEARN |N GE““ :
YOUR FIRST MOBE =
B POOWM: THE LANDSCAPE OF SHREDTUW '
THE ALL-NEW SUPRA BOATS
| PRO WAKEBOARD TOUR JAMBBR
|
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WEDD INGS -~
Best. hiBest

READER FAVORITES
CARIBBEAN BARGAIN.
MEXICO BE

Vodern G I/I for
"Maids & Men

Fresh Island

Fashion

Seay: Treehouse

" Hotels

I‘/l’\ IIUIIIIII
Fiji, Bora Bora,
Bali & Bey ond

.....

ur Wedding Paid for with (rec

Think about it.... Yes, itis just another travel party...that you host, in the Bahamas's




| CHARTING A COURSE TO SUCCE:

| 2014 CLIA ANNUAL REPORT

A Long-Standing Commitment to Charitable Efforts - But not to local schools that | can find

CLIA Member Cruise Lines recognize

the importance of giving back and
supporting local communities in North
America. Through the Cruise Industry
Charitable Foundation (CICF), funded
by CLIA Global Member cruise lines, the industry
provides much needed support to local charities that
offer assistance in critical areas, such as education,
healthcare and environmental conservation.

In 2014, CICF provided grants to dozens of organizations
around the country, including the Alaska Wildlife Conservation
Center, Kids in Distressed Situations (K.1.D.S.), Leukemia

and Lymphoma Society, Literacy Council Gulf Coast, Miami
Children’s Museum, March of Dimes, National Children’s
Cancer Society, North American Marine Environment Protection
Association, Second Harvest Food Bank and Tourism Cares.




CHARTING A COURSE TO SUCCE

2014 CLIA ANNUAL REPORT

A Long-Standing Commitment to Charitable Efforts - But not to local schools that | can find

2013 CRUISE INDUSTRY GLOBAL ECONOMIC IV

AT L o/

TOTAL OUTPUT, TOTAL FULL-TIME JOBS TOTALWAGES
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CHARTING A COURSE TO SUCCE
2014 CLIA ANNUAL REPORT

Untapped markers is where we will be drawing, Asia, India , Carinnean

TOP 10 DESTINATION MARKETS
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THEME PARKS WORLDWIDE

5 PARKS 2 PARKS

EUROPE ’\ /. SOUTHKOREA & paRKS

@_ @ JAPAN
2 PARKS @
CHINA

‘/ 2 PARKS

HONG KONG

3 PARKS
CALIFORNIA US.

7 PARKS
FLORIDA, U.S.

VISITORS (MILLIONS)

. Upto5m
‘ Sm=10m

@ - 41% 223.5m 214.7m

. 1S Top 25 amusement/theme Top 25 amusement/ Top 25 amusement/
parks attendance growth theme parks worldwide theme parks worldwide
worldwide 2013=14 attendance 2014 attendance 2013
Figure 2A
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TOP 25 AMUSEMENT/ 2 }r‘EA it ASCOM
THEME PARKS WORLDWIDE

Rank Parkand Location % change 2014 2013 Rank Park and Location % change 2014 2013
1 MAGIC KINGDOM at Walt Disney World, 4.0% 19,332,000 18,588,000 13 OCEAN PARK, Hong Kong SAR 4.2% 7,792,000 7,475,000
Lake Buena Vista, FL
14  LOTTEWORLD, Seoul, South Korea 2.8% 7,606,000 7,400,000
2 TOKYO DISNEYLAND, Tokyo, Japan 0.5% 17,300,000 17,214,000
15  HONG KONG DISNEYLAND, Hong Kong SAR 1.4% 7,500,000 7,400,000
3 DISNEYLAND, Anaheim, CA 3.5% 16,769,000 16,202,000 - g
16  EVERLAND, Gyeonggi-Do, South Korea 1.1% 7,381,000 7,303,000
4 TOKYO DISNEY SEA, Tokyo, Japan 0.1% 14,100,000 14,084,000 -
17  UNIVERSAL STUDIOS HOLLYWOOD, Universal City, CA 11.0% 6,824,000 6,148,000
5 UNIVERSAL STUDIOS JAPAN, Osaka, Japan 16.8% 11,800,000 10,100,000
18  SONGCHENG PARK, Hangzhou, China 38.3% 5,810,000 4,200,000
6 EPCOT at Walt Disney World, Lake Buena Vista, FL 2.0% 11,454,000 3,000
19  NAGASHIMASPA LAND, Kuwana, Japan -3.6% 5,630,000 5,840,000
7 DISNEY'S ANIMAL KINGDOM at Walt Disney World, 2.0% 10,402,000 10,198,000
Lake Buena Vista, FL 20 CHIMELONG OCEAN KINGDOM, Henggin, China (new) NA 5,504,000 NA
8 DISNEY'S HOLLYWOOD STUDIOS 2.0% 10,312,000 10.110.000 21 EUROPA PARK, Rust, Germany 2.0% 5,000,000 4,900,000
w. w W N Vi 1
Ak Wakt Distey Wortd. Lk Priana Vistac 13- 22 SEAWORLD FL, Orlando, FL -80% 4,683,000 5090000
9 DISNEYLAND PARK AT DISNEYLAND PARIS, ~4.7% 9,940,000 10,430,000 SR
Marne-La-Vallee. Erance 23 TIVOLI GARDENS, Copenhagen. Denmark 6.6% 4,478,000 4,200,000
10 DISNEY'S CA ADVENTURE, Anaheim, CA 2.0% 8,769,000 8 514,000 24 DEEFTELING, Kaatshauvel, Netherlands 6.0% 4,400,000 4,150,000
11 UNIVERSAL STUDIOS at Universal Orlando, FL 170% 8263000 7,062,000 35 NATDIGHEVETUINGE PAICATDNNEVLANO P, ~WI% S200000: 49000

Marne-La-Vallee, France

\ 8» ~"r r
12 ISLANDS OF ADVENTURE at Universal Orlando, FL 0.0% 8,141,000 141,000 _m 223,450,000 | 214,708,000

Figure 2B

4.1% 223.5m 214.7m

Top 25 amusement/theme Top 25 amusement/ Top 25 amusement/
parks attendance growth theme parks worldwide theme parks worldwide
worldwide 2013-14 attendance 2014 attendance 2013
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TOP 20 WATER PARKS
WORLDWIDE

5 PARKs

SRSt

1 ParK
COLOMBIA @ a

9.
@

VISITORS (MILLIONS)
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o 2m+

Figure 3A
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14

1 PaARK @

GERMANY

2 PARKS
CHINA

1 ParK
MALAYSIA @
"

1 PARK
INDONESIA

1 PARK@

UAE.

2.8% 27.6m

Top 20 water parks worldwide
attendance 2014

Top 20 water parks worldwide
attendance growth 2013-14

© 2015 TEA / AECOM

4 PARKS
SOUTH KOREA

9. o000
20

G 1 Park
AUSTRALIA

26.8m

Top 20 water parks worldwide
attendance 2013




TOP 20 WATER PARKS B }r‘EA e ASCOM
WORLDWIDE

Rank Park and Location % change 2014 2013 Rank Park and Location % change 2014 2013
1 CHIMELONG WATERPARK, Guangzhou, China 4.0% 2,259,000 2,172,000 1" RESOM SPA CASTLE, Deoksan, South Korea 2.4% 1,218,000 1,189,200
2 TYPHOON LAGOON AT DISNEY WORLD, Crlando. FL 2.0% 2,185,000 2,142,000 12 WET'N'WILD GOLD COAST, Gold Coast, Australia -4.0% 1,200,000 1,250,000
3 BLIZZARD BEACH AT DISNEY WORLD, Orlando, FL 2.0% 2,007,000 1,968,000 13 SHENYANG ROYAL OCEAN PARK — 6.5% 1,172,000 1,100,000
WATER WORLD, Fushun, China

4 THERMAS DOS LARANJAIS, Olimpia, Brazil 17.5% 1,939,000 1,650,000

14  SUNWAY LAGOON, Kuala Lumpur, Malaysia 0.0% 1,100,000 1,100,000
5 OCEAN WORLD, Gangwon-Do, South Korea -5.7% 1,604,000 1,700,200

15  SCHLITTERBAHN, New Braunfels, TX 1.0% 1,037,000 1,027,000
6 AQUATICA, Orlando, FL 1.0% 1,569,000 1,553,000

16 PISCILAGO, Girardo (Bogota), Colombia -1.6% 1,018,000 1,035,000
7 CARIBBEAN BAY, Gyeonggi-Do, South Korea -8.0% 1,493,000 1,623,000

17  THERME ERDING, Erding, Germany 0.0% 1,000,000 1,000,000
8 AQUAVENTURE WATERPARK, Dubai, U.AE. 16.7% 1,400,000 1,200,000

18  ATLANTIS WATER ADVENTURE, Jakarta, Indonesia -2.0% 960,000 980,000
9 HOT PARK RIO QUENTE, Caldas Novas, Brazl 0.3% 1,288,000 1,284,000

19  BEACH PARK, Aquiraz, Brazil -1.6% 949,000 964,000
10  WET'NWILD, Orlando, FL 2.0% 1,284,000 1,259,000

20 WOONGJIN PLAYDOCI WATERDOCI, -5.2% 945,000 997,000

Gyeonggi-Do, South Korea

R 20000

Figure 38

2.8% 27.6m 26.8m

Top 20 water parks worldwide Top 20 water parks worldwide Top 20 water parks worldwide
attendance growth 2013-14 attendance 2014 attendance 2013
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This i1s The last Slide



