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FORWARD LOOKING STATEMENTS @

This document contains forward-looking statementswithin the meaningof Section27A of the

SecuritiesAct of 1933 and Sections21E of the SecuritiesExchangeAct of 1934 and is subjectto

the safeharbor createdby those sections Forwardlooking statementsmay be identified by the

use of forward-lookingterminologysuchas"believes,""'expects,""may," "should," "anticipates,"
"estimates,"or "forecasts"or the negativethereof. Suchforward-lookingstatements,particularly
as related to the businessplans of the Company,expectationsof strategic relationshipsand

businessopportunities, the ability of the Companyto realizethe assumptionsusedin salesand

valuation models,the ability of the Companyto develop productsand servicesthe Company's
ability to gain market share,the sizeof the market, and the ability of the Companyto compete
effectivelyin the marketplace,are basedon current expectationsthat involve a number of risks
and uncertainties Actual results may differ materially from the Company'sexpectationsand

estimates No assurancegan be giventhat the future results coveredby suchforward-looking

statementswill be achieved




MARKETING COMPLETION FUND e

Marketing Completion Fund, Inc. 6 & U/K2SY LJI of & & / A aymedia investment
company founded in 2017 to finance, develop, and distribute original and existing
intellectualpropertiesdo a Lt € U

Our visionis to apply a FinancingRiskMitigation and Marketing TechnologySystemto
reduce risks investing in new intellectual property 6 & L veritubes and monetize the
revenueopportunitiesglobally
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INTELLECTUAL
PROPERTY

MCFwill investin IP developedby early stage companiesin a range of industry sectors
(e.g. Artificial Intelligence,AugmentedReality,Brands,Films,GamesMarTech,MedTech,
andVirtual Reality)

The Company provides professional consulting servicesto companiesfocused on IP
technologyand pricing options for servicesare typically a combination of hourly rate,
monthly retainer, commissionsfor product sales,and equity sharesof company stock
basedon contributionto the anticipatedcompany'sgrowth in value

Current Clients Alternative Quant Fund, (Al) Artificial Intelligence MedTech,BPOCall
Center,Chinac U.S CrossBorderEntertainment,FinTechRealEstate SaaSechnology




BUSINESS OVERVIEW i

The first project and investment opportunity utilizing the FinancingRisk Mitigation and
Marketing Technologysystemis the Iron Ice feature film and Hat Tricklifestyle sportsbrand
intellectual properties6 & Ltargetingthe China,U.S and globalentertainmentand media
($2.2 trillion) and sports($1.5 trillion) markets

MCF has developedan investment structure to invest in motion pictures that has the
potential to earn substantialreturns. Thefilm canearn revenuefrom box office receipts
and ancillary rights sources of income These sources include merchandisingrights,
televisionspin-off rights, home video, sequel,prequeland remake,book publishingrights,

computer game rights, soundtrackalbum rights, and the music publishingrights in the
Iron Ice Film IP g¢ore

T Hg[SN'}] A RJ{IHE YOURE FROM, WHEN THE

PUCK DROES, WE ALL SPEAKTTHE SAMELANGUAGE.

COMNGSOON _

Thefeaturesof the CapitalStructureand Marketing Technologysystemare to:
l A Reducdevelsof riskinvestingin new IPventures
‘. A Generatecustomersandrevenue PRIOROPRINCIPARHOTOGRAPY

HAT TRICK A Generaterevenueprojectedto be $5,000,000in 30 months,$60,000,000in 60 months,
and over $300,000,000 in 120 months From feature films, animated series,books, e-

Hat Trick Sports IP commercesubscriptions,mobile games,AR/VR events lead generation merchandise,

travelmarketing,celebritycharityevents,youth fund raisersandother categories




INVESTMENT OFFERINGS @

The Companyis raising capital and offering accredited,
corporate, and institutional investors an opportunity to
Investin the following 2 options

A $500000 seed round convertible note with terms of
Twelvepercent(12%) simpleinterestpaid semtannually

A $19,575,000 Private Offering of CommonStock/ Limited
Liability Units that are a combination of Marketing
CompletionFund, Inc. CommonStockand Iron Ice Films,
LLOVlembershipUnits (collectivelythed & S OdzNA O A S & €




MCF INNOVATION HIGHLIGHTS

MCFhighlightsincludea:

U FinancingRiskMitigation Systenthat addresses
a perennial question for investorsthat would
like to reduceriskin anynew venture.

Marketing Technology System

U Marketing Technologysystemthat is comprised
of a grouping of technologiesthat improve
marketing activities to simplify processesand
make it easier to measure the impact of
marketing channelsand drive more efficient
spending
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INTELLECTUAL
PROPERTY

U IPstrategyto increaseshareholdewalue

U Businesgrocessthat includeslP development,
financing,contentcreation,anddistribution.




PROBLEM SOLVED FOR INVESTORS @

FinancingRiskMitigation System

MCF has developed its own Financing Risk Mitigation System that
addressesa perennialguestionfor investorsthat would like to reducerisk RISK

in any new venture namely,protection of investedcapitaland infusioninto MANAGEMENT
the ventureuponprovenmilestoneachievement

If these milestonesare not met in a timely manner, then the remaining
investorcapitalwill be returned.

Film FinancingRiskMitigation Features

A Forfilm projectsthe FinancingRiskMitigation Systemrequiresspecific
milestonesto be met before the moniesinvestedcan be releasedfor
film production

A A marketing technology system designed to optimize generating
revenuestreamsPRIOR OPRINCIPARHOTOGRARYid after theatrical

anddigital distribution of the film.




MCF RISK MANAGEMENT PROCESS Q

Capital Milestones

Licensing Lead Product Sales Funds

Development : o Generation released from
Capl’[al Ralsin( escrow




MCF IP STRATEGY @

MCF is developing IP focused on sports categoriesthat are Iron Ice Film IP
experiencingcurrent and significantmarket growth in addition
to significantinvestmentsbeingmadeinto the category

ywm X
- ects intally a Chi IRONICE
MCFwill focus on projects (initially a China/USyouth hockey

film series)with generallythe following attributes: international

appeal, actionoriented, conducive to allencompassing

a A Y'Y S Niandhgasd marketingfeaturing opportunitiesin Hat Trick Sports Brand IP
gaming, virtual reality, co-branding participations, lead
generation,charityeventsand similar

Its initial project is to acquire, develop and finance the (ﬁ

production and distribution of & L NIRQ SéyButh hockey
themed motion picture and associatednarketingopportunities HAT TRICK
In motion picture licensedgamesand merchandise




IP RESEARCH AND DEVELOPMENT

IRONICE

Iron Ice Film IP

@
HAT TRICK

Hat Trick Sports IP

Hollywood Hat Trick IP

Timeline 2018 2018 2019 2018 2020 2020 2020 2020 2020
. Ecommerce VR/AR Subscription | Global Film Mobile Console/PC Animated
Cate Merchand Book
ategory erchandise Website Content Box Box Office Gaming Gaming o0 Series
“‘ 2 H
1T e N> [+
Market Licensing U.S. sales 51088 37M visitors. Global sales | $244B global
Sire movie tie-ins $4858 by Market by | 800% growth | $50B by 2020 | $35B Market | S60B Market | $1238 by Market in
$118.38 2016 2021 2021 since 2014 2020 2015
Production S400K per
Cost $200K $500K $100 - $500K $500K $2M-S100M | $250K-$5M | $2M - $60M $100K episode
Revenue 2M - $10M 2M - 510M M -52M 2M - 525M 35M - 575M 500K profit
} $ 3 $ 3 $ $ $ $ $ $ $25M - 575M | $25M - $75M | S500K - $2M 8 p
Potential per year per year per year peryear per film per episode

Timeline 2018 2018 2018 2019 2019 2020 2020 2020 2020
" Sports Subscription R Hockey Celebrity Smart Sport Sports Destination
Category Merchandise Nutrition Ecommerce Box Training Charity Events | 10T Devices Youth Fund Raisers Travel
Category — [ I Q g @
feon 4 g W\ N 2 g
— ~ ;]
Li i ‘ ® I ® o] =
icensing {0’ \ e = &) HAT TRICK |{s) HAT TRICK
Category HAT TRICK HAT TRICK| |\ yaT TRICK el FUND RAISERS TRAVEL
SUPPLEMENTS B ox
Sports Apparel 5458 1.5.54858 by 37M visitors. $2B market ~
Market Size 5184.6B by globally by 2021. China BOO0% growth VR 33;‘: by 2.4% yearly 3358 by 2020 a RalsTf2E:early. 1 5608 Market
2020 2022 S1LITin2017 | since 2014 srowth ppareltop ftem sold.
Producti
rocu twn $200K $200K $500K $500K $500K $500K 3200K $200K $200K
os
Revenue 2018-2024 2015 - 2024 2015 - 2024 2015-2024 2019 - 2024 2015 - 2024 2019 -2024 2019 - 2024 2019 - 2024
Potential 510.5M 510.5M s21M $10M 310M S6M S5M 513.5M 312m




SPORTS INDUSTRY VERTICAL IP STRA-G

Hockeyis the first sportsvertical IPbeingdeveloped(lron Ice film and Hat Tricklifestyle brand)with early stage
developmentin processn the sportsof soccerbasketball football, baseballRugbyandthe Olympics

Baseball Basketball Football Hockey Olympics Rugby Soccer
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Baseball Basketball Football Hockey Olympic Rugby Soccer
Hat Trick Hat Trick Hat Trick Hat Trick Hat Trick Hat Trick Hat Trick

* -

The Companyowns the following URLsand plansto developsports vertical websitesand App. www.baseballhattrickcom,
www.basketballcom, www.gohattrickcom, www.footballhattrickcom, www.olympichattrickcom, www.rugbyhattrickcom,
andwww.soccerhattricknet. TheHockeyHat Trickwebsiteis online www.hockeytrickcom.



http://www.hockeytrick.com/

PROJECT MILESTONES & GOALS i

Script Investor  Iron Ice / Hat Trick App / Ecommerce  Iron Ice Film Hollywood Iron ice
Delivered Lead Sales Product Sales / VR Launch Photography Hat Trick Film Release

A Startingin 2018the Companyplansto generaterevenuefor 2 yearsduringthe processof raisingcapitalfor
the film and pre-productionactivities(i.e. Attachingtalent, obtainingguaranteeddistribution agreements)
and prior to the film starting principalphotographyin the 4th quarter of 2020,

A MCFwill deliverinvestorleadsto the MCFplacementagentand broker dealersthat are membersof the
capital raising syndicate The investor lead program will be usedto develop an extensivenetwork of
investmentbankersand FINRAicensedbrokerdealersto sellthe PrivatePlacemenOffering

A TheCompanywill utilize the Marketing TechnologySystemto convertthe consumereadsinto purchasing
products,attendingeventsand engageasaffinity marketingpartners

A TheCompanywill implementmarketingcampaigngargetingboth Englishand Chineseaudiencesutilizing
technology(i.e. Apps,e-commerce,games,GoogleMaps, GoogleEarth, VR- virtual reality) and acquire
customers with third-party social media and messagingplatforms (i.e. Global ¢ Facebook,Google,
Instagram,YouTubefor Chinag Alibaba,Renren,Taobao,Tencent, TMALLWeChat)




REVENUE STRATEGIES & PROJECTION

Projectedrevenuesare $500,000 over the next 12 months and $6,000,000 over 24

months prior to film production and $300,000,000 in overall revenuein 120 months Descrint 2017-2024
. escripuon
after the film andgamerelease Revenﬂe
MCFplansto generaterevenuefrom: Iron Ice Film | $ 55,000,000
A Englishand Chinesenvestorand consumereadgenerationsales ::::zzi::r::;:;,:amﬂ gi’ggg
A Consultingeesfor providingprofessionakerviceto Chinaand U.S companies Iron Ice Sports Nutrition $ 10,500,000
A Thedevelopmentand salesof associatednarketingopportunitiesin Iron Icemotion '™ ceFilml! S ALl
) ) . . . Iron Ice Film 111 $ 45,000,000
picture licensedgamesand merchandiseHat Tricklicensedproducts,celebrityteam ) _
. MCF Consulting Services S 3,170,000
events,youth fund raisersandtravel packages Leadmatching f e
A Investorand Consumeteads(2018) A IronlceAR/VR2019 Hockey Hat Trick e-commerce § 21,000,000
A IronIceMerchandisg2018 A HatTrickYouthFundraiseProgram(2019 Hat Trick Merchandise $ 10,500,000
A HatTrickSportsLifestyleProducts(2018) A HatTrickDestinationTravelPackage§2019 ~ HatTrickTravel _ $ 12,000,000
A HockeyHat Trickecommercevebsite(2019 A HollywoodHat TrickCelebrityEvents(2019 HETITF'CREDUth F‘f”sra“e” 3 13,500,000
A GoHat TrickApp (2019 A IronlceFilm(2020 Hollywood Hat Tric > 6,000,000
) Total Revenue 4 318,555,000
A HockeyHat TrickGoogleMap/ EarthAPI(2019 A IronlceGameg2020
Revenue 2018 2019 2020 2021 2022 2023 2024

Total Revenue  $505,000 $5,500,000 $47,250,000 $68,500,000 $84,750,000 $65,000,000 $57,000,000
Total Net Income $209,750 $2,050,000 $19,212,500 $28,375,000 $35,287,500 $26,150,000 $22,575,000




REVENUE TIMELINE

Lo

2017-2018 2018- 2019 2020 2021¢ 2022 2022¢ 2023
g (o N (] N [ N B
ﬁ :'riﬂdlcl\galzr:ﬁmg A Hockey Hat Trick A Iron Ice Film 1 A Iron Ice Film 2 A Iron Ice Film 3
Develooment Ecommerce A Iron Ice VR, A Iron Ice / Hat A Iron Ice / Hat
A P A Subscription Box Mobile, Game Trick Products Trick Products
Iron Ice/Hat
Trick Brand A Hollywood Hat A Hollywood Hat A Iron Ice VR, A lron Ice VR,
Development Trick Trick Event Mobile, Game Mobile, Game
\ VAN 2N 2N L /
Timeline 2018 2019 2020 2021¢ 2022 2023¢ 2024 ‘
A Investor, 4 A //3\ Film (A Fim ) /A Film )
Consumer A Lead Sales A VR, Game A VR, Game A VR, Game
Revenue Lead Sales ﬁ Services A Lead Sales A Lead Sales A Lead Sales
A Services Merchandise A Services ﬁ Services A Services
S y S Y, \A Merchandisej N Merchandlsej \A Merchandisej
$500K $5.5M $47M $153M $122M




FILM WINDOWING REVENUE CHANNEL@

Films earn their revenues by gomg through seven sales chan

4 Months » 45 Days : 45 Days 12 Months

Video
> Theatnca> Sell- Throug>
> Video Rental> PPV/VOD>

Internet
Rental

Internet Sell-
Through Televmon Television
e Basic
wwwwwwww Free

T




PROJECTED REVENUEQRQ24

Description

Revenue

Iron Ice Film |

Iron Ice (VR, Mobile, Game)
Iron Ice Merchandise

Iron Ice Sports Nutrition
Iron Ice Film Il

Iron Ice Film IlI

MCF Consulting Services
Leadmatching

Hockey Hat Trick e-commerce
Hat Trick Merchandise

Hat Trick Travel

Hat Trick Youth Fundraisers
Hollywood Hat Trick

Total Revenue

Total Variable Costs

Total Fixed Costs

Total Net Income

Total Net Income %

Total Iron Ice Film LLC Montly Net Incom$

2018 2019 2020 2021 2022 2023 2024
$ -1 $ - | $20,000,000 $15,000,000 $10,000,000 $ 5,000,000] $ 5,000,000
$ -1 $ - | $15,000,000 $15,000,000 $15,000,000 $ 5,000,000 $ 5,000,000
$ 35,000{ $ 500,000] $ 1,000,000[ $ 1,500,000 $ 2,000,000[ $ 2,500,000] $ 3,000,000
$ - | $ 500,000 $ 750,000 $ 1,000,000 $ 1,250,000} $ 1,500,000| $ 2,000,000
$ -1 $ -1 $ - | $20,000,000 $15,000,000 $10,000,000 $ 5,000,000
$ -1 $ -1 $ -1 $ - | $20,000,000] $15,000,000 $10,000,000
$ 120,000] $ 500,000( $ 500,000 $ 500,000/ $ 500,000 $ 500,000] $ 500,000
$ 350,000( $1,000,000{ $ 3,000,000 $ 4,000,000( $ 5,000,000, $ 6,000,000] $ 7,000,000
$ - | $1,000,000 $ 2,000,000 $ 3,000,000 $ 4,000,000 $ 5,000,000 $ 6,000,000
$ - | $ 500,000 $ 1,000,000 $ 1,500,000 $ 2,000,000, $ 2,500,000| $ 3,000,000
$ - | $ 500,000 $ 1,000,000 $ 2,000,000 $ 3,000,000 $ 3,000,000 $ 2,500,000
$ -1 $ 500,000 $ 1,000,000 $ 2,000,000 $ 3,000,000 $ 4,000,000 $ 3,000,000
$ - | $ 500,000 $ 2,000,000, $ 3,000,000 $ 4,000,000, $ 5,000,000[ $ 5,000,000
$ 505,000 $5,500,000 $47,250,000 $68,500,000 $84,750,000 $65,000,000 $57,000,000
$ 194,250 $2,350,000 $17,587,500 $25,675,000 $32,012,500 $25,600,000 $22,775,000
$ 101,000 $1,100,000 $10,450,000 $14,450,000 $17,450,000 $13,250,000 $11,650,000
$ 209,750 $2,050,000 $19,212,500 $28,375,000 $35,287,500 $26,150,000 $22,575,000
41.5% 37.3% 40.7% 41.4% 41.6% 40.2% 39.6%
1,313 $ 37,500 $ 1,294,792 $ 1,156,250 $ 1,017,708 $ 504,167 $ 541,667

Lo

2018 -2024

55,000,000
55,000,000
10,535,000
10,500,000
50,000,000
45,000,000

3,170,000
26,350,000
21,000,000
10,500,000
12,000,000
13,500,000
$ 6,000,000
$318,555,000
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Chinac U.S.
CrossBorder
Economic Development
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Our missionis to build cultural bridgesand
economicdevelopmentwith entertainment
and sports diplomacy by developing
profitable entertainment projects and film
stories that tell a universal theme that
applies to anyone regardlessof cultural

differences,or geographidocation

18



ECONOMIC DEVELOPMENT i

MCF will target economic development in the following countries, states, and cities and industry sectors with
the estimated capital investment.

China California Minnesota Seattle

Location
‘?URNI
: “‘
Investment $5 million $4 million $5 million $5 million
Ecommerce. Eilm Call Center, Ecommerc Call Center, Ecommerc Al ¢ Artificial
Industr Einancin I’)i ital’ Film, Digital Marketing, Film, Digital Marketing, Intelligence, AR
y g, 2l Investment Banking, Investment Banking, Augmented Reality,

Sectors Marketing, Sports,

Technology, Travel ~ PO'ts: Technology, - Sports, Technology,  Games, Technology,

Travel Travel VRC¢ Virtual Reality




CHINA U.S. CROSS BORDER FILM & SFiR

IT DOESN'T MATTER WHERE YOU'RE FROM, WHEN THE
- PUEK I]RIIIES, WE ALL SPEAK THE SAME LANGUAGE.

- g -
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COMNGSOON
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Building Ching U.S. Cultural Bridges and
Economic Development through Sports,
Entertainment, and Technology IP Diplomacy!

ENTERING OR EXPANDING IN

CHINA MARKET




PROJECT TIMELINE

018

App to build Hockey
and Film Community

VR Content
Hat Trick Products
Brand Partnerships

2021
2020 Film Release
2019 Film Post Premiers
: , Production _ _
Film Production Film Festivals

Iron Ice and Hat

Q4 201% Q1 2020  Trick marketing China
Community and customer Los Angeles
Building acquisition Minnesota
Minnesota

United States

China

2020- 2022

Hollywood Hat Tric
Celebrity Hockey
Charity Events and
Road Show

Minnesota

Los Angeles
China

NHL Cities
Hockey Countries




THE JOURNEY STARTS HERE i

ThreeFeatureLengthFilms

Overthe next 5 yearsthe companyplansto develop,finance, produce and distribute three feature length
films that follow the lives of two families¢ one from Beijing,Chinaand the other from a fictional small city
locatedin the Mesabilron Rangan Northern,Minnesota

lron Ice

The first film being producedis & L N.PG/& £€ampelling comingof-age, immigration story set againstthe
expansivebackdropsof Beijing,China,the Mesabilron Rangein Northern Minnesota, and the Minnesota
StateHighSchooBoysHockeyTournamenthat wasfirst playedin 1945and hasbecomethe highestattended
highschoolsportseventof its kind in the world.

Goal is to Achieve Success Similar to Films Like Blindside and Hoosiers

Thisgeneralreleasemotion picture is anindependent,commercial action, PGfilm focusingon a teenageboy
from Chinaand high schoolhockeyin the Midwest, specificallyMinnesota Thegoalis to producea sports
dramaliked | 2 2 dahdBhed ¢ BiBd{ A Rusdgenerateaninternationalaudience




IRON ICE FILM TRILOGY i

Subsequent sequels follow the relationship of the high school friends through the Olympics and ultimately the
National Hockey League finals as they transition from friends, teammates, and adversaries.

IRON ICE 1 IRON ICE 2 IRON ICE 3

[T DOESN'T MATTER WHERE YOU'RE FROM, WHEN THE
PUCK DROES: WE ALL SPEAKTHE SAME LANGUAGE:

t
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Winter 2021 Winter 2022 Winter 2023
www.ironicefilm.com www.olympicice.com www.minnesotahattrick.com



http://www.minnesotahattrick.com/
http://www.ironicefilm.com/

HOCKEY ON THE BIG SCREEN IN CHINf
IRONICE

MINNESOTA HOCKEY COMES OF AGE IN CHIT

ThelRONICEfeature length film is a compellingdramaset againstthe expansive

backdrop of Beijing, China, the Mesabi Iron Rangein Minnesota and the

Minnesota State High SchoolBoysHockeyTournamentand features a Chinese
nationalimmigrantwith hisfamily settlingin Minnesotaasthe headof the family

acceptsan important position with a multi-national iron mining company The
oldest son bonds with a local of many generationsthrough youth hockeyand

helpshisteamwin the MinnesotaStateHighSchooBoysHockeyTournament

Winter 2020 www.ironicefilm.com



http://www.ironicefilm.com/

BOX OFFICE DEMAND & PROJECTIONC

Box Office Revenue
Followingillustratesthe rangeof possiblecashreturnsshouldd L NEOY&a a f A MNP Aall tBddayupto a
G K Zaiitlie box office and video sales Theseprojected returns must be read in conjunctionwith all the
materialin the ConfidentialOfferingMemorandum

Low Grosser Medium Hit

$35,000,000 $75,000,000 $400,000,000

Thisgeneratreleasemaotion picture is an independent,commercial action, PGfilm focusingon a teenageboy

from Chinaand high schoolhockeyin the Midwest, specificallyMinnesota Thegoalis to producea sports
dramalLiked | 2 2 dahdhdd € BIRd{ A RtSse&dpectedio haveinternationalinterest

Demand

Thereis a tremendousdemandby the movie audiencesaround the world to seeaction, hockey(aswell as
manyother sports),comingof age,immigration,romance,andrelationshipfilims. Everyonadentifieswith the

ongoinginternal strugglefor-life-answersthat weavethroughoutthe storylineof & L NLROySMhile the setting

Issmalltown the themesare universal

BuildingAudience

Beforethe productionof the motion picture, & L NLEOWilEengagein multiple efforts to promote the film and

generatea largefollowing and databaseof film and hockeyfanswith socialmedia, marketingof merchandise,
prior to the releaseof the film will increaseattention




IRON ICE FILM STORY @

Thefilm story featuresa Chinesenationalimmigrantwith hisfamily settlingin Northern Minnesota
asthe head of the family acceptsan important position with a Chinaowned multi-national iron
miningcompanythat acquiresa Minnesotairon miningcompanyin the Mesabilron Range

Theson,who isan up andcomingstar hockeyplayerin Beijingaspiresto playfor the ChinaNational
teamandthe 2022BeijingWinter Olympics

He does not want to go with his family to Americabut is encouragedby his best friend, who
immigrated from Canadato China,is half Chineseand half Canadianand introduced him to the
sport of hockey,who explainsto him what a great opportunity it is to moveto the United States
andthat he canbecomethe YaoMing of hockeyfor China Hecanlearnfrom someof the bestin
the numberone hockeystate in America

Thefamily overcomeghe cultural differencesin the communityand globalizationchallengesat the
mining company Thesonbondswith Minnesotalocalsof manygenerationsthrough youth hockey
andhelpshisteamwin the MinnesotaStateHighSchooBoysHockeyTournament




IRON ICE STORY

FA
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<

1} Ilivein the capitalcity of Beijingthat hasa population of
21.5 million peoplein the country of Chinalocatedn EastAsia
that hasa populationof 1.371billion people

2} I'love hockey My bestfriend who is half Chineseand half
Canadianimmigrated to Chinaand introduced me to inline
hockeywhen | was 10 yearsold. We playedin the streetsof
Beijingand practicedeverywhere,evenon The GreatWall of
China

3} | started playingice hockeyat 13 on the frozen rivers of
Beijingand trained and playedon my first ice hockeyteam in
the icerinksaroundthe city.

4} Whenl was15 my friend and | madea pactthat we would
play for ChineseNational Hockeyteam and tried out for the
ChineseYyouthHockeyteam.

5} When Chinawas awardedthe 2022 Winter Olympicsin
2015we committed to another goal and that wasto play on
the ChinaOlympiclce Hockeyteam. After Chinawon its bid
to hostthe 2022 Olympics PresidentXi Jinpingvowed to get
300 million of his people "on the ice,” an initiative to
encouragewinter sports

o

6} My dad works for the Beijing Iron & Steel Company His
companyproducesthe steel that is building Chinaand countries
aroundthe world.

7} Hiscompanypurchaseda controllinginterestin the Mesabilron
Mine located in the Iron Rangeof Northern Minnesota This is
where all the iron ore camefrom that createdthe steel for World
War Il and helped build America He has been charged with
overseeingthe managementand operations of the mine for his
company

8} | learnedtoday that my family is movingto the city of Mesabi,
Minnesotathat hasa population of 3,000 people  Minnesotais
the hockey capital of the United States | am encouragedby my
friend to go to the United Statesand to becomethe YaoMing of
hockeyfor my country.

9} My goal is to become a member of the Mesabi Miners High
SchoolBoysHockeyteam and help them makeit to the Minnesota
State Boys Hockey Tournament, the largest high school sporting
eventin the world.

10} My goalisto help the MesabiMinerswin the MinnesotaState
BoysHockeyTournamentagain

My R | Ry6sdsare to supportme to becomethe besthockeyplay |

canbecomeandovercomethe culturaland globalizationchallenges
he is facing at the mining company and with the Mesabi
community




CAPITALZING ON ECONOMIC TRENDS @

U Chinainvestmentsbeingmadeto prepare U  Growthof the Chinamiddleclass
for the Beljing2022Winter Olympics

U Growth of Chinaecommerce,film, games,internet,
U China investments in Hollywood films, hockey,sports,travel,andwinter sportsindustries

technologyand professionakports ) o , L
dyanap P U Opportunities in new film distribution channelsto

U Global brands, Hollywood, NHL, sports monetizefilms.
teams and technology companies are
investing in the China film, internet,

sports,technologyand Olympics i LosAngeleshostingof 2028 SummerOlympicGames

y 5
BEJING Q022 ‘ Q o~
~—

OC%@ LOS ANGELES

OLYMPIC GAMES 2028

Q588

U Globalizatiorof sportsindustryandhockey




CHINA U.S. HOCKEY MARKET GROWTIff

e

BEIJING {QZZ

Candidate City

[ KA yHreQdent Xi Jinping  Hockey, one of the most
Vowed to get 300 million of popular sports in the Winter
hispeople”"ontheA QS € Olympicsjs a key part of that
President Xi Jinping and strategy

the Chinese  government
pledged a ‘"three-hundred
million-person  winter-sports"
plan, hoping to boost
participation numbers from less
than 2 percentto 22 percent

With a population of more than
1.3 billion, Chinais committedto
hockeyand expectsto expandits
participation in all winter sports
to 300million peopleby 2022

' 9 China Games

Presented by {n HBESER
0.R.6. ORG PACKAGING

The NHLwill play a vital role
In  helping to promote
hockeyculture acrossChina

The League will look to develop
programs to provide schools
with training and instructional
content




ALIBABA PARTNERS WITH OLYMPICS @
459+9[ htLbD .w!b5 La!D9 hb

EZ/ Jack Ma, Founder and CEO, Alibaba

Alibaba Group Alibaba executive chairman Jack Ma announced a 12-year
MEEESD partnershipwith the International OlympicCommitteeat the World
Of)\O Economic Forum The partnership will help the IOC attract a
\(J younger,millennialaudience Alibabais expandingits alreadyhuge

footprint by betting big on the next six Olympics Games,
includingthe 2022Winter Olympics

JackMa calledit ad K A & da¥ fdkkh®©@ompanyand a hugepart of

his strategyof steeringthe massiveonline shoppingchanneltoward
partnerships and deals that focus on & K| LILJRnA KB t 0 K €
throughsports @& a 2 p&Bpleneedto getinvolvedwith sportsand

the Olympicspiritis aboutworkingli 2 3 S (MK SiNE £

Alibabawill utilize its ecommerceplatform to help the I0Cengage
with fanswho are lookingfor Olympiclicensedproducts




NHL PROMOTES HOCKEY IN CHINA

A TheNHLwill playa vital role in helpingto promote hockeyculture acrossvariousregionsof China
With a populationof more than 1.3 billion, Chinais committed to hockeyand expectsto expandits
participationin all winter sportsto 300 million peopleby 2022

A The Leaguewill look to develop programsto provide schoolswith training and instructional
content to implement these impactful hockey programs that promote physical education,
sportsmanshipteamworkandfitnessthrough participationin hockey

A First preseasonNHLgamesconductedin China 2017 NHLChinaD I Y S presentedby O.RG.

AAA ; Packagingn Shanghaiand Beijing between the Los AngelesKingsand the VancouverCanucks
@ China Games Ticketsto the preseasongamesbetween the Kingsand Canuckson Sept 21, 2017 at Mercedes
<> sty Con BEEEH BenzArenain Shanghaiand on Sept 23, 2017 at WukesongArenain Beijing are availablefor

purchasenow viaen.Damaicn.

A Canucksand Kingshave each participated in youth hockey campsin Chinain recent years In
addition, severalNHLclubshaveconductedhockeycampsfor Chineseyouth recentlyboth in China
and North America,includingthe BostonBruins,Montreal CanadiensiNew YorkIslanders;Toronto
Maple Leafsand WashingtonCapitals

A The2017NHLChinaGamespresentedby O.RG. Packagingre a joint effort of the NationalHockey
League,the National Hockey League Players' Association (NHLPA),founding partner O.RG.
PackagingBeijing Sports Bureau, ShanghaiSports Federation, ShanghaiSports Bureau, Beijing
Sports Competitions Administration Center, ChineseWinter Sport Federation and Bloomage
International Culture & SportsDevelopmentCompanyltd. The Leaguewill work side by sidewith
many of these sportsbureausto developgrassrootshockeyprograms,supportlocal youth hockey
andhockeydevelopmentat all levelsoverthe followingyears




MINNESOTA STATE HIGH SCHOOL HOC@4:Y

The Minnesota High School Boys Hockey program is a high school ice
hockey program in the State of Minnesota Based on tournament
attendance, ice hockey is the most popular high school sport in the
state (approximately256 schoolsand over 6,500 participantsin total due to
cooperativeteam arrangementsfield sanctionedvarsityteamscompetingin
the MinnesotaState High SchoolLeague(MSHSL)Theseteamsare divided
into two classesAAandA. Eachclasss alsodividedinto eightsections

gt

/
JeT N,
(™ "\‘\

Minnesota State High School Hockey Tournament
Attendance has been strong throughout the years, with 22

settingtotal of 135,618 (both classes)ln the 2006StateTournament, _'-,_?'-
the averageattendanceper gamein the championshiporacketswas
18,000 people TheMinnesotaStateHighSchoolHockeyTournament g

IS currently the largeststate sportstournamentin terms of viewing v
and attendance, beating the Florida's State High School Football Efassas
Tournamentand Indiana'sStateHighSchooBasketballfournament 4




HOCKEY MARKET e

Why Minnesota hockey? Why Hockey? Watch Hockey NHL

Minnesota is the No. 1 state ir A Global market size of ice 1 5 million in United A The NHL cites research frol
terms of hockeyplaying hockey played in over 80 States and Canada that shows its fan base &8
population with a record high countries by 6 million 7 135 million million people in the United
of 54,951 in 201412 people with largest worldwide States and 13 million in
TheMinnesota High School markets being Canada an HockeyProductSales Canada. Of those, it

Boys Hockeprogram U.S. A Global hockey considers 12 million in the
comprised of 155 teams is the A There are 72 countries equipment U.S. and 8.5 million in
most popular high school spoi  that are members of the market: $650 Canada (note: by league
and the Hockey Tournament i International Hockey million reckoning, this accounts for
currently the largest state Association. 3 out of 10 Canadian
sports tournament in the A Registered player adults).

United States with 22 growth 1-2% per year; A NHL has more than 1200
tournaments eclipsing 100,00t true rate higher due to games per season, selling :

in yearly attendance. unregistered players million tickets.




CHINA FILM BOX OFHJDBP 8

: ) A Journey to the
Film Title | Wolf Warrior 2 The Mermald Monster Hunt Furious 7 Transforr_ner_s. Kung Fu Yogg Mojin: The West: The Demon
(Mei ren yu) Age of Extinctior] Lost Legend Strike Back
Country China China China USA United States Ch|r_1a China China
Hong Kong Japan India Hong Kong
Year 2017 2016 2015 2017 2017 2017 2015 2017
Budget $30,100,000 | $60,720,000 | $56,000,000 | $190,000,000( $21,000,000| $65,000,000 | $37,000,000 | $63,900,000
Domestic | $2,703,941 $3,232,685 $32,766 $353,007,020 | $245,439,076] $362,657 $1,243,810 $880,346
E::Q%r/] $867,604,339| $550,577,543| $385,252,051| $383,000,000| $858,614,996| $253,849,588| $258,124,638| $245,740,052
Worldwide | $870,308,280( $553,810,228( $385,284,817| $1,516,045,911$1,104,054,07| $254,212,245| $259,368,448| $246,620,398
Language Mgndann Mandarin Mandarin English English Mandarin Mandarin Mandarin
English Frenct




SPORTS FILM BOX OFFICE

HOGKY

m iﬂl'
4
ANDRA BULLOCK “j
THE BLIND SIDE TITANS
. . . . . Remember A League of , .
Film Title The Blind Side Miracle the Titans Rudy Their Own Mighty Ducks Hoosiers
Studio Warner Bros | Walt Disney | Walt Disney | TriStar Picture: Sony Walt Disney | United Artists | Orion Pictures
Year 2009 2004 2000 1993 1992 1992 1976 1986
Budget $29,000,000 | $28,000,000 | $30,000,000 | $12,000,000 | $40,000,000| $10,000,000| $1,100,000 $6,000,000
Domestic $255,959,475| $64,378,093 | $115,654,751| $22,750,363 | $107,533,928| $50,700,000 | $117,235,147| $28,607,000
Foreign $53,248,834 $67,615 N/A N/A N/A N/A N/A N/A
Worldwide | $309,208,309] $64,445,708 N/A N/A N/A N/A N/A N/A
Domestic
Video Sales $138,181,104 N/A N/A N/A N/A $54,000,000 N/A N/A




Intellectual Property (IP) Development
and Financial Modeling

AR/VR Film Games Products Ecommerce
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BUILDING IP VALUE e

BuildingShareholdedP Value

MCFhasdevelopeda strategyto increaseshareholdewvalueby developinglPrightsto new ideas
and innovations Intellectual Property (IP)is a work or inventionthat is the result of creativity,
suchas manuscriptor a design,to which one hasrights for which one may apply for a patent,
copyright,or trademark

PROPERTY
Value of IP
Intangible assets including IP comprised approximately 84 percent of the market capitalization of S&P 500
companies.
IP Management
Managementof intellectual property will becomea core competenceof the O 2 Y LJI syicteQsiuénterprise
MCFplansto leverageits IP portfolio for strategicand economicgainsand utilize ascurrencyto lucrative new
market opportunities The IIPSportfolio will be considereda financial asset,and managementplans to
efficiently extractreal valueanddrive economicperformancefrom the portfolio.
Creating Value
DevelopingIP Intellectual Property brand value for the goods and servicesof a company are generally
recognizedas a key assetfor creatingvaluefor a business One of the most important thingsit cando with
suchintellectual property assetsis to usethem astools in developinga brand imagefor itself and the goods
andservicest provides




STRATEGIES FOR BUILDING IP BRAND ‘@Ll

Strategiesfor building IP intellectual property brand value and revenue with goodsand services
focused on growth industries and economic developmentin targeted geographicalareas and
demographics

Industries Countries States Cities

A Apparel A Olympics A China A cCalifornia A Beijing

A Augmented Reality (AR)A Sports Industry A Canada A Minnesota A Las Vegas
A Ecommerce A Sports Merchandise A United States A New York A Los Angeles
A Entertainment A Sports Nutrition A Top film A Nevada A Minneapolis
A Events A Sports Travel A Top hockey A New York
A Ecommerce A Subscription Box A San Francisco
A Mobile A Travel A St. Paul

A Film A Virtual Reality (VR) A Vancouver
A Games A Wearable IOT Devices

A Licensed Merchandise A Winter Sports

A Marketing Technology A Youth Fundraisers




TRANSMEDIA STORYTELLING STRATE(@'

TransmediaStorytelling

A Transmediastorytelling is the technique of telling a single story or story experienceacross
multiple platformsandformatsusingcurrentdigitaltechnologies

A Transmediastorytelling involves creating content that engagesan audience using various
techniquesto permeatetheir daily lives In order to achievethis engagementa transmedia
productionwill developstoriesacrossmultiple forms of mediain order to deliveruniquepieces
of content in eachchannel Importantly, these piecesof content are not only linked together
(overtly or subtly),

MCFTransmediaStrategy

A The MCF Transmedia Strategy develmpstiple verticals simultaneously to leverage the
efficiencies of the project budget and maximize the marketing media spend.

A This transmedia planning and implementation strategy reduces and lowers risk and optimizes
the highest projected returns across all verticals combined
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MCF INTELLECTUAL PROPERTY (IP) |

Sports Lifestyle IP Celebrity Brand IP Technology IP

58}

s { Marketing Technology
‘. |1 = gl B o
HAT TRICK

Games * Merchandise * Licensing

Marketing Technology System

&) HAT TRICK §) HAT TRICK
FUND RAISERS TRAVEL




IRON ICE FILM IP CATEGORIES

IRONICE

TimelinegMarket Size Budgetc Revenue Potential

Lo

Timeline 2018 2018 2019 2019 2020 2020 2020 2020 2020
Cateqorv | Merchandise Ecommerce VR/AR Subscription| Global Film Mobile Console/PC Book Animated
gory Website Content Box Box Office Gaming Gaming Series
‘\“ H
=L i < oq L
i W\
Market Licensing U.S. sales $108B 37M visitors. Global sales| $244B global
Size movie tieins |  $485B by Market by | 800% growth| $50B by 202( $35B Market| $60B Market| $123B by Market in
$118.3B 201¢ 2021 2021 since 2014 2020 2015
Production’ 4500k $500K | $100-$500K|  $500K | $2M-$100M| $250K-$5M | $2M-$60M |  $100k | SA00K per
Cost episode
Reven'ue $2M-$10M | $2M-$10M | $1IM-$2M | $2M-$25M | $35M - $75M $25M- $75M | $25M- $75M | $500K- $2M $500K.prof|t
Potential per year per year per year per year per film per episode




HAT TRICK SPORTS BRAND IP @

The Hat Trick IP iIs being developed as a sports lifestyle brand!

a! ftAFTSatgetsS OoNFYR Aa | O2YLIl yeée OGKIFG Y
the interests, attitudes, and opinions of a group or culture.

Lifestyle brands seek to inspire, guide, and motivate people, with the gqal their
LINE RdzOG O2YyUNAROGdziAY 3T (2 GKS RSTFAYAIL

O 666 6

HAT TRICK HAT TRICK HAT TRICK HAT TRICK HAT TRICK HAT TRICK

T




HAT TRICK SPORTS IP LICENSING

!

Timeline 2018 2018 2018 2019 2019 2020 2020 2020 2020
: Sports Subscription VR Hockey Celebrity Smart Sport . Sports Destination
Category | Merchandise Nutrition Ecommerce Box Training Charity Eventy IOT Devices Youth Fund Raisers Travel
Icon v \ () ’
~ N
Licensing ‘\0’ \® \e 7| |&) HAT TRICK |&) HAT TRICK
TRICK
ategory HAT TRICK gy HAT TRICK FUND RAISERS TRAVEL
SUPPLEMENTS B ox VR SPORTS
Sports Appare $45B U.S.$485B by | 37M visitors. $2B market .
Market Size| $184.6Bby | globallyby | 2021. China | 800% growth VRZ%%SSB’V 2.4% yearly | $35Bby 2020 | R:::f tizstgrena;gi ; $60B Market
2020 2022 $1.1Tin 2017 | since 2014 growth pparetiop '
Production
Cost $200K $200K $500K $500K $500K $500K $200K $200K $200K
Revenue 2018-2024 | 2019-2024 2019- 2024 2019- 2024 2019- 2024 2019- 2024 2019-2024 2019- 2024 2019- 2024
Potential $10.5M $10.5M $21M $10M $10M $6M $5M $13.5M $12M




Apparel e

Iron Ice & Hat Trick Apparel

MCFis developinginnovative Iron Ice and Hat
Trick graphic designsfor the casualand active
sports athletes A line of Tees, polos, walking
shorts, shorts, and hoodiesare just a few of the

productlinesbeingdeveloped _ Hat Trick
Category Iron Ice Merchandise :
: : : : : Merchandise
MCFis collaboratingwith leading companiesto 5 _ — Soorts A |
: L : icensing movie tins ports Appare
design, manufactl_Jre, market and distribute the Market Size $118 3B 2016 $184.68 by 2020
Iron Iceand Hat Trickapparel Production
e o $200K $200K
Partner capabilities includes distribution to Cost
ecommercemassmerchandiserstetailers,sports Revenue $2M - $10M 2018-2024

distribution and fund raisingorganizations Potential PEREA] $10.5M




ARC AUGMENTED REALITY -
Iron Ice & Hat Trick AR
N

MCFis developingARcontent that will overlaydigital
information on the physicalworld usinga smartphone
or aheadset

In its simplestform, ARis simplya rectangulardisplay
floating in front of the eyes More advancedforms

will drop video gamecharactersor usefulinformation —
seamlesslynto physicalobjects 2019
MCFis working with experienced AR development Category AR Content

companies,that are already designingand building Market Size $108B Market by 2021

applications utilizing the latest Augmented Reality SeRuEier Cos $100- $500K
platforms for brands and films, to develop Iron Ice _
and Hat Trick ARexperiences Revenue Potential  $1M-$2M per year




CELEBRITY TEAMS e

©

N

Iron Ice & Hat Trick Celebrity Teams

|
| A N
The goal of the celebrity teams is to support and I"\(C:QN H
generateawarenessfor causes,and raise donations @E VS. ‘.
for charities,non profits and youth organizations & HAT TRICK

MCFis developingCelebritysportsteamsand events
modeled after the Harlem Globetrotters and
CelebrityHockeyTeambusinessnodel

Category Celebrity Charity Events
The team member_s will play gharlty_event games, Licensing Category Celebrity Teams
and supportmarketingand publicrelationsactivities
_ _ _ Market Size $2B market 2.4% yearly growth
Thelron Ice and Hat Trick Celebrityteam rosterswill _
Production Cost $500K

have Hollywood and local celebrities, professional
athletes,socialinfluencersandbusinesdeaders Revenue Potential 2019 - 2024 - $6M




CELEBRITY HOCKEY PLAYERS

==

N
YA\ |

CelebrityHockeyPlayersand Coacheg Thefirst CelebrityHockeyTeamplayedtogether for
over 11 yearsand helpedraise donationsfor organizationsand charities Teamsover the
yearshave current film, musicand televisioncelebritiesand National HockeylLeague(NHL)
stars,pastand presentwho playin the games Many on the following list participatedon the
teams that played for the charity events Hockeyfor the Homelessat the Forumin Los
Angelesand HollywoodHat Trickat the TargetCenterin Minneapolis Minnesota

Lo

Bobby Farrelly
Brendan Fehr
Matt Frewer
Rod Gilbert
Cuba Gooding, Jr

Michael Rosenbaum

Kiefer Sutherland
Dave Taylor
Alan Thicke

Alex Trebek

Jerry Houser
Joshua Jackson
Pat LaFontaine

Denis Leary
Pete Mahovlich

Larry Playfair
Jason Priestley
Chad Smith

t SGSNI ~(

Colin Mochrie

Sean McCann
Rogatien Vachon
Donnie Wahlberg

| & BrgdéGarrett

Jeremy Piven

Kim Alexis Scott Grimes Mike Vallely Lanny McDonald D. B. Sweeney Bill Goldberg
Glenn Anderson Paul Guilfoyle Llewellyn Wells Neal McDonough Michael Vartan Patricia Heaton
Allan Bester Chris Jericho Stephen Baldwin Mark McGrath Barry Watson Dulé Hill
Dave Coulier Jari Kurri Rachel Blanchard Lochlyn Munro Scott Wolf Jane Seymour
Mark DeCarlo McG David Boreanaz Mike Murphy Enrico Colantoni Dan Moriarty
Ryan Dempster Barry Melrose Mel Bridgman Ken Olandt Alan Doyle Michael J Fox
Ron Duguay Bernie Nicholls Dino Ciccarelli Rob Paulsen Frank Gehry Avril Lavigne
Phil Esposito Rene Robert Patrick Flatley Pete Peeters Michel Goulet Keanu Reeves

Scott Bakula

Paris Hilton

Tom Glavine
Stephen Colbert




CELEBRITIES WHO PLAY & LIKE HOCKIgs

To T 3o Io Do Io Io Do Do I Io Do Do Do I

Taylor KitscliFriday Night Lights)
Michael Vartar(Alias)

David Boreana@Bones)

Andie MacDowell

Jason PriestlefBeverly Hills 90210)
Landon Donovao [ ! DI f | E&
National Team Alum)

Taylor Dayne

John OndrasikFive for Fighting),

Jerry BruckheimefCSI, Top Gun, Amazing Rac
Steven R. McQuegiVampire Diaries, Chicago
Fire)

|saiah MustafdOld Spice commercials)

Riker LyncliGlee)

LorenzoHenrie(Fear the Walking Dead)

Chris KleirfPresident of the LA Galaxy)
Alyssa Milano

3

Sylvester Stallone
Snoop Dogg
Emilio Estevez
Hulk Hogan

Drake

Ad Stave Nashy Q &
A Matthew Perry

A Tom Hanks

A Metallica

d) Carrie Underwood
Elisha Cuthbert
Michael J. Fox
Christie Brinkley
Shania Twain
David Beckham
Leonardo Di Capri
Kevin James

To T I I o

To T I T Do o I
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MichaelBuble
Keanu Reeves
Will Arnett

Will Ferrell
GordDownie

Jim Cuddy

Cuba Gooding Jr.
John Cusack
Anne Murray
Mark Wahlberg
Larry King

Steve Carell
Kiefer Sutherland
JimBelushi
Stephen Colbert
Kid Rock

Too o Joo T I I I I T T To Do Do Do o

Gene Simmons
William Shatner
Taylor Swift
JoePiscopo

Nicole Kidman

Keith Urban
RalphMacchio

John McEnroe

Jimmy Fallon

Tracey Morgan

John Goodman

Ozzy Osbourne
Burton Cummings
Chris Jericho

Rod Stewart son Liam
Stewart currently plays
for the Alaska Aces




ECOMMERCE w
gg Hockey Hat Trick Ecommerce Website

&) HAT TRICK e S

The Power of Social Networking!

Hockey Hat Trick is a ecommerce,sports vertical, oot dmaporhimnaplon: NOURN [ENTEO
community building website, designedto acquire . C—
individuals and partner companies It can be % HAT TR'CK
translatedinto multiple languagesand will offer Iron \
Ice, Hat Trickand partner companyproducts, curate
original content and have a comprehensivehockey
directory.

www.hockeyhattrick.com
The goal for the websiteis to generatesalesof Hat

Trick and Iron Ice products, Box, supplements,and AONRS

travel packages In addition the site will sign up

At the Center of Hockey

individuals for film updates, Hollywood Hat Trick el Ecommerce

eventsand FundRaisemprograms Market Size U.S.$485B by 2021. China $1.1T in 2017
There are future plansto develop additional sports Production Cost $500K

verticalwebsites (e.g., BasketballBaseballFootball, _

Olympic,Rugbyand Soccer) Revenue Potential 2019 -2024 7 $21M



http://www.hockeyhattrick.com/

EVENTS

Hockeyeventsin China,Minnesota, Los Angelesand other cities
that will be organizedteams of Hollywood and HockeyCelebrities
from Minnesota,NHL film, TV,sports,andbusinesdeaders

Youthhockeyplayersand moviefanswill get an opportunity to play
in charity event and win prizes by utilizing social media to
participate in contest Other prizes Role in movie, merchandise,

film tickets
Benefit local and national youth hockey and other charitable
groups
Corporatesponsorshipshat will highlightcausemarketing
Modeled after: Cities / States / Countries
A SXSw A Los Angeles
A NHL Celebrity Hockey Team A China
A Globetrotters A Minnesota

Lo

Hollywood Hat Trick

Fan Festival, Expo & Charity Event

www. hollywoodhattrick.com

Category Celebrity Charity Events
Market Size $2B market 2.4% yearly growth
Production Cost $500K



http://www.hollywoodhattrick.com/

[T DOESN'T MATTERAWHERE YOU RE FROM, WHEN THE
[ PUCK I]RI]ES, WEALL SPEAK'THE SAMELANGUAGE.

MCFis producingad L N.POy& éompellingcomingof age,

sports drama film story set against the expansive

backdropsof Beijing, China,the Mesabi lron Rangein e N 453
Northern Minnesota, and the Minnesota State High I"(C’N @E
SchoolBoyslce HockeyTournament

Thefilm features a Chinesenational immigrant with his www.ironicefilm.com
family settlingin Northern Minnesotaasthe head of the

family acceptsan important position with a Chinaowned

multi-nationalmining companythat acquiresa Minnesota
Taconite_Mine. Theoldestsonbondswith alocalof many Category Eilm
generationghroughyouth hockey

< * ’ ~
ICE
oGS

. rN.

: . : Market Size 50B by 2020
The sequels follow the relationship of the high school _ IZ S “y
friends through the Olympics and ultimately the National ~ Production Cost $10M i $30M
Hockey League finals as they transition from friends, Revenue Potential  $35M - $75M per film

teammates, and square off as adversaries.



http://www.ironicefilm.com/

FUND RAISERS -

&) HAT TRICK
Q(@f? FUND RAISERS

|

MCF is developing the Hat Trick Fund Raiser
programasa salesdivision

The MCFteam has experiencedeveloping youth
fund raiser programsand has a marketing plan to
work with hockey and other youth sports
organizationsin China and the United States

startingin Minnesotaand Beijing PAONRS

Youth SportsFundraising?rogramPartnerships Category Youth Fund Raisers
Organizationganraisefundsby sellinglron Iceand Market Size $2B yearly. Apparel top item sold.
Hat Trick merchandising products that include Production Cost $200K

gameshockeypucks t-shirts,hats,wearables
Revenue Potential 20197 20247 $13.5M




Iron Ice Games

®
MCFis developingthe Iron Ice mobile and IRGN @E

console/pcgamesto be crossmarketedwith
the Iron Icefilm. Gamerevenueis projected
to be $45,000,000.

MCF has engaged a leading game 2020 AL

development team that has experiencein

developinggameson multiple platforms for Category Mobile Gaming Console/PC Gamin
film contentto optimizerevenue Market Size $35B Market $60B Market
The gameteam has developedsome of the Production Cost $250K- $5M $2M - $60M
more popular sports gamesand generated Revenue Potential $25M- $75M $25M- $75M

over $1.5Bin gamerevenue




GAMING PLATFORMS 2017 @

THE MOST IMPORTANT GAMING PLATFORMS IN 2017

Percentage of game developers who are currently developing games for the following platforms

PC/Mac
——— e
rsuero | -
R Headsets [ 2%
MCF is developing RO ——
the Iron lce games wen ovouser NN +=
utilizing the most e I
. ] AR Headsets 5%
important  gaming . =
p|a'[f0rmS. Nintendo switch [JJJJj 3%
SOURCE: Survey of 4,500 game developers ahead of Game Developers Conference 2017 statista¥a BUSINESS INSIDER




{3 Hat Trick Box
TheHat TrickBoxis a subscriptionservicethat will offer ' :
lIron Ice and Hat Trick products, partner company /
products, a themed catalog, special offers and prize O
giveaways Thebox will be mailed three times a year
and the monthly subscriptionamount will be priced at
$19.99 a month which is $239.88 a year If the yearis BOX

paid in full the subscriptionservicefor the three boxes
is $199.00. Individualboxesand productswill alsobe

offered. —
Eachboxwill target a retail valueof productsand offers Tlmellne 2019

in the box equalto over $125for eachbox and a value Category Subscription Box
of $375or more for the three boxesfor the year : . :
Market Size 37M visitors. 800% growth since 2014

HAT TRICK

BOX

HAT TRICK

\.

MCFhasbeenin discussionwith strategicpartnersfor _
product development, manufacturing, logistics, Production Cost $500K

marketinganddistribution. Revenue Potential 201971 20247 $10M




SUPPLEMENTS B

= Hat Trick Supplements

MCF has partnered with a global nutraceutical H
\®

manufacturing company whose mission is to build
partnerships with  scientists, researchers, and HAT TRICK
professionalsin the nutritional supplementindustry to
benefit the global community and produce quality

productsthat delivergenuinehealth-enhancingoenefits : :

Hat Trick is marketing the patented formulation as a

SUPPLEMENTS

natural Nutraceutical supplement under the brand, Category Sports Nutrition
Mighty Pill. Market Size $45B globally by 2022
Theformulais patentedin 51 countriesand filed with the Production Cost $200K

World Intellectual Property Organization(WIPO)located
in GenevaSwitzerland TheU.S PatentNo. is 7,438934.

Revenue Potential 201971 20247 $10.5M




TRAVEL

sl

The Hat Trick Travelcompanywill offer entertainment and sports
destinationtravel packageso LosAngelesandLasVegas

The Companywill focus on the highr-end segmentof the growing
Chinesaourism markettravelingto California,LosAngelesand Las
Vegasandthe corporateeventandfilm festivalexecutivetravelers

The travel experienceofferings include team sports Los Angeles
Kings- hockey, Lakers- basketball,AnaheimDucks- hockey, Las
Vega Golden Knights ¢ hockey and entertainment  Universal
Studios Disneylandand LasVegasStrip Experience

Thereare plansto bundlethe trip packagesith Hat TrickLifestyle 2020

productsand promote the HollywoodHat Trickevent and Iron Ice
film premiers

MCFplansto distribute the packageghrough travel partners and
working with consultants currently working in the China¢ U.S
CrossBordertravel businesdo developthe travel packagesand set

up salesanddistribution.

&) HAT TRICK
TRAVEL

HIJLLYWIJIJD

z 05 ANGELES

F wonlous %

GDLDEN KNIGHTS.

MIVEML STUM .
: w Dlsneglaggl@

Category Sports Destination Travel
Market Size $60B Market
Production Cost $200K
Revenue Potential 2019 - 2024 - $12M

Lo




WEARABLES o
g Hat Trick Wearable Smart Wristband

MCFis developinga the Hat Trick Wearable Smart Wristband
|OTdeviceintegratingthe 1OT,Al computingcapabilitieswith a
CRMsystemto have reaktime accesso accountdata, engage
more effectively with customers, systematically identify
opportunities for crossselling and up-selling, and enrich the
customerrelationshipsat everyencounter

Ourwearabletechnologiessnableusersto enjoythe samekind
of integrated digital experiencethat they expect from their
desktop, laptop, smartphoneor tablet, but with the easeand

convenienceaffordedby watchesor glasses 2020

The MCF wearable development is supported by industry- Category Wearable IOT Devices
standardtechnologyplatforms and tools suchas Salesforceand
Microsoft CRM, which allow devices, applications, data, Market Size $35B by 2020
products and servicesto work together in brand new ways :

Internet connectivitythrough Wi-Fi, telecomnetworksand APIs Production Cost SO
provided by standardoperating platforms suchas Android and Revenue Potential 20191 20247 $5M
iOSare further poweringthe Y | NJ| rapid ©@Iution




VIRTUAL REALITY e

Hat Trick Sports VR

Hat TrickSportsVRis developingunique VRsports
gamesand Iron Ice VRexperienceghat canused ’
with mobile or tethered VRheadsets

We are workingwith industryleadingVRhardware \Q

and content companies who have developed |HAT TRICK
successfuNMR film, game and brand content and VR SPORTS
marketing campaignsthat have generated large
scalecustomeracquisitionandrevenue

VRproductsbeingdevelopedare: 2019

A Iron Ice VR experiences for customer Category VR Hockey Training
acquisition Market Size AR/VR $35B by 2025

A Hat Trick VR Hockey Training App that where Production Cost $500K
:/r;e;t(i]lcea\llglopmentcanbeapplledto other sports Revenue Potential 20197 20247 $10M




COMPANY




[ Marketing Completion Fund, In%.

[ Financing] [ CFO ] [ CTO ]

[Operations] [Marketing] [ Sales ]

Vs

Iron Ice Film 1, LLC

Iron Ice Film 2, LLC

Iron Ice Film 3, LLC

~N

Soccer Film, LLC

J

o A3 838 38

Basketball Film, LL(}

Project Managemenﬂ [ Capital ] [Creative] [VR Lab] [Controller] [ Data] [Production] [Distribution]

o

MARKETING
COMPLETION

— FUND -

Capital Formation
Structuring,
FP&A, Capital

Raising Strategies

"4

IMMERSIVE IP STUDIOS

IMMERSIVE IP
INNOVATION LABS

IP strategy, Creative space and
branding, content, virtual platform to

and product develop innovative
development AR/VR content

leadmatching:

Digital marketing,
investor and consume
lead generation, and
call center

=




increasing value of common shargs

Film revenue and associated film licensipg
revenue provide cash distribution

i : Functions generat& for MCF, Inc.
[ Marketing Completion Fund, In%. [ g ;

[ Financing][ CFO ] [ CTO ] [Operations] [Marketing] [ Sales ]

Project Managemena [ Capital ] [Creative] [VR/Games] [Controller] ‘ Data \ [Production] [ Distribution]
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Iron Ice Film 2, LL(}
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TEAM EXPERIENCE @

Experienceomprisedof IPbrand, content, film, game,productdevelopmentand sales call centers,
capital raising, ChinaM&A, digital marketing, events, film financing, production and distribution,
media,marketingtechnologymerchandisetravel and WealthManagement

T

TechnologylLabs¢ Successfullypuilt technologylabsto developfuture technologysold to governments
andcorporations

Capital ¢ Developedinnovative capital formation structures and capital raising strategies Provided
servicedo 234 securitiesengagementsotaling $2,173809,195in capitalraised

Filmsg Successfullpurchasedand sold over $10 billon in film for major studios Producedanddistributed
independent films and documentaries 50+ Yearsfilm finance, distribution, brand integration, and
marketingexperience

Gameg; Developedsportsgamesfor Activision,EA Midway, and Sonythat generated$1.5 billion in sales

DigitalMarketing¢ Over100 yearsbuildingand marketingcompanyproductsand servicedor companies
DRTVbroadcastmediabuying,leadgeneration,global,U.S brands,andverticalindustries
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https://www.linkedin.com/in/david-ortiz-9b79a41/
https://www.linkedin.com/in/michael-hainkel-ba6a587/
https://www.linkedin.com/in/richard-turner-31225a65/

GEORGE CONGBEMICONDUCTOR IP

George Cone, Semiconductor IP Technology

Mr. Conehasexperienceworkingat the world's leadingsemiconductodP companiesand hasled
teamsbuildingfacilitiesaroundthe world that havedevelopedand licensedtechnologythat has
beenat the heart of manyof the digital electronicdevicessoldaroundthe world for decades

Mr. Coneleft collegeto servein the KoreanWar and enlistedin the military where he flew over
40 missionshe wastrained asan electronicsspecialist One of the more memorableexperiences
of all his missionswas when they tested the atomic bombs and the plane they were flying in
becametransparentfrom the radiationblast

After the war at 25 yearsof agehe attended SanJoseCollegeon the Gl bill and started working
at the SanJoselBM plant asan Electronicdnspectorfor FloatingHeadDisks While working at
the IBM facility he developed operating proceduresthat improved efficienciesthat were
implementedat the IBM plantsglobally

Georgedesiredto work on the Minute Man program and left IBM to start work at Fairchild
Semiconductowhere hisfirst office waswith Bob Noyceand GordonMoore consideredto two
of the foundersof SiliconValleywho alsofounded Intel. While at Fairchildhe was selectedto
build the Fairchildsemiconductorchipmanufacturingplantin HongKong

Mr. Conehasfoundedhis own semiconductorcompanywhich he successfullgoldand hasbeen
engagedby VCsto lead the managementteam of variouslP technologycompaniesand this led
to himrelocatingto Seattle Washington




DAVID ORTIZGAMING, ESPORTS, VR

&» NHL

Sony
Interactive

Entertainment

Microsoft

game)(studios-

DavidOrtiz, CEOEmortalSports

Mr. Ortiz has over 15 years of domestic and international experiencein the gamingand digital
industry He has experiencebuilding and leading blockbusterteams at large corporations like
Microsoft, EASports,Sony,and WarnerBrothers Therevenuegeneratedfrom the productshe has
beeninvolvedis over$1.5 Billion

He has negotiatedand securedthe international rights of globallyrelevant brands,sponsoredand
helped organizeevents and competitionswith multi-million dollar prize pools, includingthe NBA,
MannyPacquiaoulCCNorld Cup,World Seriesof Poker,and BobArum/TopRankBoxing

He is the founder of Emortal Sports,a revolutionary virtual and augmentedreality eSportsgame

developmentcompanythat is committed to bringingthe emergingand increasinglylucrativeworlds

of VR/ARgamesand eSportscompetitionto the largestpossibleaudience Emortalis accomplishing
this by owning all three aspectsof their own VR/AReSportsecosystem Games,Venues,and

Competition

Mr. Ortiz specialtiesand experiencelnclude game design, public speakingand lectures, ESports,
FantasySports,Poker,GamblingMobile, ConsolePC FacebookStoryCreation,Ul/UX,Sponsorship,
FundRaisingPitching,LicensingMovie and IP BasedGamesBusinesPevelopmentOrganizational
Leadership,Game Production, VR, Prototyping, Roadmap,Pre Production, Story Creation, P&L,
Editing/Modding,EdutainmentLicensingSponsorshipand Tournaments

Lo




MCF & IRON ICE FILM TEAM e

China Digitd Capital Film Finance Health Hockey Technology

5

Andrew Barrett David Ludewig Brad Turner Richard Turner Ryan Turner Greg McAndrews Greg Ris Aaron SoderbergBryan Lemster

i
%

DJ Jiang David Kuff ~ Rana Gujral Drew Aveling Edward Singletary JrHatem Kateb

Simone Liu Ron Wells Cervantes Lee




TEAM EXPERIENCE -
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ICONOCLASTIC

TOUR C O MPANY A

eugust m *mocys ANAE )
2 »
M

|O|“||C Mecha STUDIOS PICTURES

O’&'Go? Llnkedm VA} DECO | LIGHTING @ thtl(_?, erlt
Narrott Roxu <7 2ass NEC o a2 i

Films / Documentaries China CrossBorder

7 \
‘ROLLING | ND THY
'APERS

S ONY {LIBERTY
iy

ANCHOR BAY STARZ
— A LIONSGATE COMPANY ’

JAMES DEAN
YSHUA TREE, 1951




CAPITAL RESOURCES -

Angel

China Crowdfunding

Groups

HONG KONG
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MARKETING PARTNERSHIPS @

Hollywood Product
Hat Trick | Development

Wse e

woan I ouTs ..m Equalearning

Vs

Laser Marketing
Spend Less, Sell More

China

Sports Technology

T




MCF DIVISIONS @

MCF has five divisionsthat are profit centersfor the IP they are developingin
additionto providingservicedo other brandsandcompanies

A MarketingCompletionFundc Capitatformation and capitalraisingservices
A ImmersivelP Studiosprovidesbrandingand productdevelopmentcompany

A ImmersivelP InnovationLah Providecreative spaceand virtual platform to
developinnovative AR/VRcontent with latest technologyfrom Google,Dell,
HP,Microsoftin additionto developing

A Hat Trick Film Production produces feature length films with a global
universalstory.

A Leadmatchingom is a digital marketing agency that managesa lead
generationcallcenter

T




MARKETING COMPLETION FUND @

Marketing CompletionFund,Inc. is a mediacompanyin LosAngeles California
since2017. The companyoperatesat the intersectionof China¢ U.S Cross
Border diplomacy, Capital Advisory, entertainment, sports, technology, and
WealthManagement

MCF producesthe Investor Wealth Builders Seriesand publishesthe online
| | website Completion Fund, an online resource for Wealth Managers,Family

Offices,and Accredited,Angel,and High Net Worth investorsto learn about
exclusiveevents and networking opportunities focused on Alternative and
MARKETING Emerginglechnologynvesting

COMPLETION | _ | | |
~ FUND - A Capital Formation Structuring A Marketing Materials
A Capital Raising Strategies A Offering Documents

A Capital Introductions A Investor Events

A FP&A Services
www.completionfund.com



http://www.completionfund.com/

IMMERSIVE IP INNOVATION LABS e

Google Jump Camera

Jump enables VR filmmakers to produce
3D-360 video with cameras and
automated stitching.

VasedK 3D 360 Spherical VR Camera
Capture 360 VR Videos & Stills in 4K 3D
Eight Sony Full HD 1080p Image Sensors
Captures UHD 4K/30 per Eye

Stitching Software & Mobile App Included

VUZE

VR Camera

IMMERSIVE P
INNOVATION LABS

Too To o T

Creative people can bring to BB Microsoft
the forefront their ideasin the B HoloLens
Immersive IP Innovation Labs,
a state-of-the-art technology
studio with the Ilatest VR
cameras, equipment, work
stationsconnectedto cloud VR
tool platformsanddistribution.

https://www.microsoft.com/en
us/hololens/hardware

For professional creators

Highest performing and fully customizable
workstations certified with professional
applications. Featuring the most powerful
Intel® processors and an innovative
design.




INVESTOR LEAD GENERATION e

Investor LeadGenerationExperience Iea d matCh Ing§

A Leadmatching & [ praévidlesdigital marketingand lead generationservices
utilizing call centersand most other media channelsthat can support both
Englishand Chinesdanguagecampaigns

A Experiencedeam that has generated AccreditedInvestors,Non-Accredited
Investors pre-qualified prospects consumerandbusinesgprospects

Film Projectinvestor Leadsc Englishand Mandarin

A MCFplansto generateleadsfor the film project and associatedorandsand for brandsand companies
seekingleads Eachlead -- dependingon industry vertical (financial,mortgage,insurance jinvestor, auto,
homeimprovement,solar)¢ is deliveredto up to four clients

A The companywill be one of the four clientsthat will take delivery of the investorleads Our planis to
conducta film surveywith a free offer and utilize the investorleadsto generateinterestin investingin the
film project and monetizethe leadswith Hat Trick products, events,and travel offers. LM will generate
leadsfor both the Englisrand Mandarinspeakingconsumers




OFFICEOCATIONS

MCF is utilizing the flexible office solutions provided by
WeWorksto houseour VR CreativelLabtechnologyequipment
andsalesmarketing,engineeringandinnovationteams

Century City
10250 Constellation Blvd
Los Angeles, CA 90067

LosAngeless the CreativeCapital
of the World where one in every

rade, entertainment, technology, 500 Yale Avenue Nor8eattleWWA98109
fashion,sportsand SiliconBeach Seattle is home to software, biotechnology, and

Internet companies and giants like Amazon,
Angelesis located at WeWork Microsoft, and Nintendo alongsidethe innovative

Constellation Place, a 35story,  Startups

492-foot skyscraperin the Los  ThelmmersivelP Studiosin LosAngeleds locatedin
Angeles,Californiacommunity of the heart of Seattle'sstart-up and technologycenter
CenturyCity, in the SouthLakeUniondistrict at WeWork

The Immersive IP Studiosin Los

Brad Turner 310 668434 brad.turner@completionfund.com
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Customer Acquisition
Marketing Technology
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GROWTH STRATEGIES o

A The company is building a film, sports, and hockey fan community and generate revenue with the
developmentand salesof associatednarketingopportunitiesin the Iron Ice motion picture licensedgames
and merchandisethe Hat Trick sports lifestyle licensedproducts, HollywoodHat Trick Celebrityteam and
events, youth fund raisers,travel packagesand technologyproducts (i.e. Apps, AR ¢ AugmentedReality,
Games\VR- virtual reality).

A TheCompanywill utilize the Marketing TechnologySystemto convertthe investorand consumereadsinto
purchasingproducts,attendingeventsand engageasaffinity marketingpartners

A The Companywill implement marketingcampaignsargeting both Englishand Chineseaudiencesutilizing
technology(i.e. Apps,AR¢ AugmentedReality,e-commerce games,GoogleMaps,GoogleEarth,VR- virtual
reality) and acquire customers with third-party social media and messagingplatforms (i.e. global ¢
Facebook(oogle nstagram,YouTubefor China- TaobaoRenren,Tencent,TMALLWeChat)

A GoHat Trickwill be the universalapp for eachSportsvertical and supportthe Hat Trick Lifestylebrand and
eachverticalwebsitesuchaswww.hockeytrickcom, FootballHat Trickand SoccetHat Trick




BUILDING CHINAJS. COMMUNITY ]
et gy 2

hockey fan community targeting the China, Alibaba com
CanadianlJnited Statesand top film andice hockey

markets G I
oogle d¥hrenren

Thecomprehensivenarketingplanincludes ~,

A The Hockey Hat Trick community portal E’GO g|€ )@im
www.hockeyhattrickcom and sports vertical Taobao.com
websites Go g|€ Maps Tenceni i

¥

A GoHat Trick App (Developedwith GoogleMaps n rm
and GoogleEarthAPI) @ Tt h%ﬂ

A Utilize Chinaand Globalthird-party socialmedia Instagram, THALLCOM
andmessaginglatforms(i.e. global¢ Facebook,

Google Instagram,YouTubefor Chinac Alibaba,
Renren,Taobao,Tencent,TMALLWeChat) YOII T“he



http://www.hockeyhattrick.com/

MARKETING TECHNOLOGY

aaaaaaaaa

f Jointhe Alex Rodriguez -
< Transformation Challenge 523

Nex Rodriguer hioi Guisge

Go Hat Trick App

ARc Augmented Reality

Film Websites

Influencer Marketing System

H. HAT TRICK 1-855 HAT-TRICK
The Power of Social Networking!
We bring ol the best hackey people together  Be one of them | nos
=3
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Your Best Pood Heckey
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Olympics Rugby Soccer
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Olympic Rugby Soccer
Hat Trick Hat Trick Hat Trick

Ecommerce Websites

Google Map Technolog

Sports Vertical Websites

AR/VR Content




APPc GO HAT TRICK e

MCFis developingthe GoHat TrickAppto market
and distribute AR, products, video, and VR
content Thegoalis to provide usersaccessto
the content on computers,smart phones,tablets
or by using appliances such as video game
consolessettop boxes,or SmartTVs

Go Hat Trickwill be developedasa universalapp
free to downloadthat will have individual sports
content and supportthe Hat Trick Lifestylebrand
andeachsportverticalwebsite

The Go Hat Trickmobile app will include a global
directory, ecommerce, content, profiles, maps,
news, and calendarand an online, social media
and offline strategyfor customeracquisitionwith
hockey groups, company partners, affiliates and
affinity marketinggroups




ARC AUGMENTED REALITY e

Augmented Reality is a technology that
superimposesa computergeneratedimageon a
user's view of the real world, thus providing a
compositeview.

MCF is working with experienced Augmented
Realityconsultantsand companiego developand
deliver Iron Ice and Hat Trick AR content and
marketingstrategies

Customersand clients will be able to experience
the productsor serviceasthey are meantto be
used

Augmentedreality (AR)marketingtakesthe reins
from virtual reality platforms to create a
new, interactiveconsumerexperience




ECOMMERGEHAOCKEY HAT TRICK e

Community Building Website At The Center of Hockey
for Hockey Players and Fans!

Hockey Hat Trick is an ecommerce sports
verticalcommunitybuildingwebsiteportal for
acquiring individualsand partner companies
globally translated into multiple languages
that will sell Iron Ice, Hat Trick, and partner
companyproducts,have original content and

Hockey Social Networking I

ViE ars Dringing 37 12 D251 NOCKEY PEODIS 1092thar
10 bulid 3 community and producs 3 faature iSngth
fim, b2 on2 of ham

X Minnesota Hockey Hockey Diseclory Gear Maps News 8ign Up Calendar

FAMILY * FRIENDS * TRADITION

comprehensivehockey directory. The plan is sty = ok s g campary s o e s it
to generate sales of Hat Trick Lifestyle (—-), HAT TRICK Tom o mmsr RS
products,Box,sportstravel packagesetc. and T S ke ok
sign up individuals for film updates and e ek st s

HollywoodHat Trickevents

www.hockeyhattrick.com



http://www.hockeyhattrick.com/

FILM WEBSITES

Film Title Website URL
Iron Ice www.ironicefilm.com - Live
Olympic Ice www.olympicice.com

Minnesota Hat Trick www.minnesotahattrick.com - Live
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(T DOESK T MATTER WHERE YOU RE FROM, WHEN THE
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http://www.ironicefilm.com/
http://www.minnesotahattrick.com/

INFLUENCER MARKETING SYSTERM @

MCFhas developedthe Influencer Marketing Systema L a { Ehe IMSis a salesand marketingtechnology
system that provides celebrities, influencers, and their business partners a process and platform to
communicate manage and monetizetheir fan base

Thesystemis comprisedof a CRMintegratedwith multiple technologieghat are designedo:
A Builda databaseof existingfansandacquirenew fansor customers

TurnLikesand Followersinto customerssalesanddonations

Supportall mediachannels TV,Radio,Print, Emailand SociaMedia.

Optimizemedia and event strategiesusingmultiple technologychannelsfor direct communicationto
fanswith email,text, voicebroadcastandsocialmedia

Integratewith individualbrand partners,salesteams,call centers,andtechnologysupport

Work with celebrities, actors, musicians,social media personalities, corporate brands, advertising

agenciesagents,managers televisionand film studios, socialmedia services,and other technology
platforms

To o Do Do Do

To

Marketing Technologysystemfor community customerengagemento optimize revenuestreamsprior
to and after the theatricalreleaseof the film. existingand future technologyto marketanddistribute.




IMS DESIGN! AROALEX RODRIQUEZ

Arod TeamCampaignBuildingAlexRodrigueZArod) Team

Join the Alex Rodriguez
Transformation Challenge e 4

Influencer Marketing System Comprisedof website that
connectsto athankyou pagewith videothat is connectedto
a facebookcom/arodteam page Leads are stored
in arod.celebrityecommerce&eom CRMwhich is integrated
with email, sms text, voice  broadcasting,
andinbound/outboundcallcentersuite.

Media: Facebook,Twitter SocialMedia, Affiliate Marketing,
Craigslist'®\ds,MediaBuying

www.ArodTeam.com Landing Page JSurvey Lancing Page Survey Questions Thank You Page / Call / Facebook Like www.Facebook com/ArodTeam

Goalsand Objectives
1. Generatesignupdor A-RodTeam

2. Have Alex's fans fill out the form at
www.arodchallengecom.

3. Goalisto turn the AlexRodriqueZ-ansinto customersof
EvolvHealthwho purchaseproductsand becomebrand
partners

4. Fans will stay highly engaged with Alex Rodriguez
interacting on Facebookand Twitter and share with
othersthe opportunity to join the A-RodChallenge




GOOGLE MAP & EARTH TECHNOLOGY

Hockey Player History Map

&) HAT TRICK

Hockey players will be able to map
personal hockey history and
experiencedy location and organizeit
by time. Createa GoogleEarthmovie
videoandshareon YouTube

Pond Hockey Map

) war TRICK
Your Best Poad Hockey
Story i 10 Words

Hockey community will create World
PondHockeyMap. Hockeyplayerswill
be ableto add pond locationsto world
map with hockeywisdom, comments,
video and pictures Temperature, live
camfeeds gamecalendarwill be make
this map a good placeto discovernew
ponds and let you know the pond is
frozenandreadyto playon

Player Profile Business Directory

Mol

««««««
|||||

Map in multiple languages Great
opportunity for expandingbrand and
product reach Postingevents,training
videos, game opportunities and
connectingwith hockeyplayerslooking
to do businesor playagame




MARKETING TECHNOLOGY SYSTEM

The Management team has
developeda Marketing Technology
System 0 & a ¢ thdt thas been
used to activate brands and
celebrityfan bases

It IS designedintegrating partner
technologies with offline and
online lead generation and call
centers

MCF will own the IP of the
Marketing TechnologySystemthat
will be utilized to generate leads
and customers for the film and

productsales

Marketing Technology Platform

Consumers Sees \

Marketing Channels \

Consumer Action |

Lo

[ Consumers Directed To

Consumers
Affiliate Marketing Tablet «Call Interaction with Websites to sign up
*Fill out form Tesleisiony Sutee
*Take Survey
Technology
Toll Free Number System
855 HAT TRICK 1. Affiliate
Survey Sign Up Tracking
Email Events Display 2. CRM
2 34 3. Email Platform
4. Live Streaming
Public Relations 5. VR =
) HAT TRICK 6. F5’?/1; Text
atrorm ;E
Offline PPC Social 7. Vanity Number —
o s .- 8. Voice
() \‘ .. 2y Broadcasting
:f\ ! " 2 P Generate Calls to Call Center
— — = - 9. Voip Phone ‘
Search Telemarketing - 10. Website | '
Coogle Yasoct AOL b ‘ Hostmg ‘ A
mse @ ovig ) \

N

*Automated Technology

Integrated CRM Platform
*Generates Inbound Calls
*Consumers to Customers
*Reporting Systems 5

Technology Log
CRM Tracks all interaction
with consumer — Calls,
Email open, Text replies,

Facebook, Twitter, Purchases




FILM WEBSITES

Film Title Website URL
Iron Ice www.ironicefilm.com - Live
Olympic Ice www.olympicice.com

Minnesota Hat Trick www.minnesotahattrick.com - Live
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http://www.ironicefilm.com/
http://www.minnesotahattrick.com/

HAT TRICK SPORTS VERTICAL WEBSITES @

SportsverticalHat Trickwebsitesand App www.baseballhattrick.com www.footballhattrick.com
will be designedto build community, www.basketball.com www.olympichattrick.com
provide a diectory, news, events and L ECS  wisobcemariicknet
supportthe Hat TrickLifestylebrand ' . ) ' '
Baseball Basketball Football Hockey Olympics Rugby Soccer

WK

3

=

)

© ® X () &
N

’b
* L = .
Baseball Basketball Football Hockey Olympic Rugby Soccer

Hat Trick Hat Trick Hat Trick Hat Trick Hat Trick Hat Trick Hat Trick



http://www.baseballhattrick.com/
http://www.basketball.com/
http://www.hockeytrick.com/
http://www.hockeytrick.com/
http://www.footballhattrick.com/
http://www.olympichattrick.com/
http://www.rugbyhattrick.com/
http://www.soccerhattrick.net/

VIRTUAL REALITY e

MCF is developing unique VR content
Immersive experiences to create more
opportunitiesfor native adsin video gamesas
well as developingcutting-edge entertainment
marketingfor the Iron IceandHat Trickbrands

We are working with VRcompanieswho have
developedsuccessfuVRfilm, gameand brand
content and marketing campaignsthat have
generatedlarge scalecustomeracquisitionand
revenue

Thegoalis to usethe VRtechnologiesto drive

sales, foot traffic, create new brand
experiencesestablishvirtual storefrontsandto

enable consumersto visualizeor experience
what they are about to purchaseg givingway
to anew reality for commerce
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DIRECT MAGIRON

ICE FILM SURVEY

Lead Generation

Example of proven lead generation

marketing program that generatesinvestor

leads, product sales, registration for

IFONICE FILM

171 PIEF. AVENUE
newsletterand events SANTAMONICA, CA 00405
PostcardSize IRON

Theminimum postcardsizeis 3.5 inchesby 5
inches The maximum postcard size is 4.25
inchesby 6 inches

What s the postagefor a postcard?

A postcard is a rectangular mailer sent

IR.ON ICE FILM

171 PIER. AVENUE

SUITE 449
SANTAMONICA, CA 90405

without an envelope Sendinga postcardis
an extremelyaffordablewayto communicate
when you're using the U.S Postal Service

regularpostcardscostonly $0.34 to mail!

[F.OM ICE FILM
171 Pier Averme Zuite 440
Santa Monica, TA 50403
Phone: 1-B3B-IROW ICE
Webzite: www.ironicefilm com
Email: infodronicefilm com
Mama:
Addrass:
Ciny:
Phones
Email:
WeChat ID:

Interested in helping to make a movia?

Fill out vour name, addresz and phone mumber abava.
Check any of the following items below and we’ll send you
the approprizte information.

Yes! Send me mformation on...

___ The growth of the China film industry.

___ The growth of the Minnesota film industry.

__ The financial opporiumity of the Iron Ice Film.

___ The business appormity of the Iron Ice Film.

__ The merchandize, travel and VE products.

__ The Hellywood Hat Trick Celebrity Sports,
Entertaimment & Tech Fan Fest & Expa.

_ Bemg an extra in the film.

I2tON
ICE
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CHINESE CALL CENTERS

MCFhaspartneredwith a businesgrocessoutsourcingcompanythat has10
yearsof experiencespecializingn contact center and call center services
ServicesProvidedinclude Inbound Customer Service,Outbound Customer
Service,Live Web Chat, Inbound B2C Sales,Inbound B2B Sales,Outbound
B2C Sales,Outbound B2B SalesMarket Surveyand LeadGeneration,Social
Media, BackOffice, TechSupport,DataEntry,DesktopSearch

EXPERIENCED CALL CENTERIN

Native Chinese Mandarin
&
CANTONESE

=

CHINA

&

ENTERING OR EXPANDING IN

CHINA MARKET




CHINESE MARKETING STRATEGIES [§
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CHINA CUSTOMER ACQUISITION e

WeChatis a one of the platformsto market directly to Chineseconsumers
for both the film and products WeChatdaily loggedin usersreached768
million in Q4 2017. About half WeChatusersuse WeChatfor at least 90
minutes a day ~WeChathas driven information consumptionof $174.3
billion Yuan(U$25.3 Bin 2016 anincreaseof 26.2% It accountedfor 4.54%
of total information consumptionin 2016 WeChatmonthly active users,
includingWeixin reached938 million in Q1 2017, representingYoYgrowth
of 28%

Tencentis one of the largest Internet companies,as well as the largest
gamingcompanyin the world. Its many servicesncludesocialnetwork, web
A s portals, e-commerce,mobile games,smartphones,and multiplayer online
Tence n | ﬂ% ;ﬂ gameswhich are all amongthe world's biggestand most successfuin their
respectivecategory
Tencent'smarket value stood at USp423.65 billion surpassed/Nells Fargoto
enter the world'stop 10 mostvaluablecompanies




CHINA SOCIAL MEDIA i

Renren Inc. (NYSE: RENN) operates a sWhrenren

social networking service (SNS) and

internet finance business in China. Our

SNS enables users to connect and

communicate with each other, share

‘ ' ‘ ren ren photos and access mobile live streaming.
A N Our internet finance business includes
primarily auto financing. Renren.com and

our renren mobile application had

approximately 251 million activated users

as of June 30, 2017.

~  PETED
@ zE#SNSTS

> Products and Services

#V¥\renren

Qzone, which is owned by the social
giant Tencent, was one of the first ever

== ) ) . )
QQEIE_I social networks in China and, unlike

Renren, attracts people from all

o = 4 FE B2 Bl demographics. Its 712 million registered
accounts makes it the most popular
media platform in China.




CHINA PARTNER OPPORTUNITIES e

StrategicPartner Organizationsan China

gFH“T"E ACNEHO) A Sports Equipment Center of the State General
m@?ﬂ%} o% W Administrationof Sportsin China
ﬂ:}f‘ A Department of Communicationand Culture of the
e ChinaDisabledPersongd-ederation
A Communication®epartmentof the CommunistParty
China of/ K A BdijitgMunicipal Committee
A Beijing Organizing Committee for the 2022 Olympic A BeijingMunicipalPublicSecurityBureau
and Paralympic Winter Games A BeijingMunicipalBureauof Finance
A China National Tourism Administration A BeijingMunicipalCommissiorof Commerce
A State General Administration of Sports in China A Beijing Municipal Commission of  Tourism
A Beijing Olympic City Development Association Development
(BODA) A ForeignAffairs Office of the t S 2 LIboSethinentof
A Beijing Olympic City Development Center BeijingMunicipality
A 1DG World Expo China Co., Ltd. A BeijingMunicipalBureauof Sports
Other A Governmentof ZhangjiakouHebeiProvince
A The Association of International Olympic Winter A BeijingOlympicParkAdministrationCommittee
Sports Federation (AIOWF) A BeijingStateowned AssetdMlanagemeniCa, Ltd.
A International Ice Hockey Federation A NorthStarindustrialGroup




Market
Research




INDUSTRY MARKET SUMMARY e

Artificial Intelligence

The global artificial intelligencemarket is expectedto reach USD$35 billion by 2025 from its direct revenue
sourcesgrowingat a CAGRof 57.2%from 2017to 2025 Artificial Intelligence(Al)is projectedto be the next

big technologicadevelopment,alike pastdevelopmentssuchasthe revolution of industries,the computerera,

and the emergence of smartphone technology Artificially intelligent systems constantly work on the
backgroundof popular productsand servicessuchas Netflix, Amazon,and, naturally, Google In the pastfew

years, though, Al has paved its way deeper into marketing, helping brands to enhanceevery step of the
customerjourneyand contentdelivery 1

Apparel

Theglobalapparelmarketis valuedat USE3 trillion, and accountsfor 2 percentof the world's GrossDomestic
Product (GDP) The fashion industry includes many sub industries, such as menswear,g 2 Y S ydag and
sportswear

AugmentedReality (AR

AugmentedRealityis a technologythat superimposes computergeneratedimageon a user'sview of the real
world, thus providinga compositeview. Mobile ARto drive $108 billion VR/ARmarketby 2021 ARtakingthe
f A ZSkhateaf $83 billion and VR$25 billion. PokémonGo hasgrossedover $1 billion in revenuesinceit was
launchedon July6 lastyear,accordinggo measurementirm SensofiTower
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CallCenter

Demandforecastson the global CallCentermarketis projectedto reachUS$407 billion by 2022 driven by the
focus of businessesacrossall sectorsto deliver customercentric servicesand the resulting need for the call
centerasa criticaltouch point for customerinteractions

China Online Video
[ K A Yordlirig@&ideo will grow at a revenue CAGRof 40% between 2015 and 2018to reach a market size of

RMBL10billion (US$16.5 billion) in 2018

ChinaSmartPhones

Smartphoneusersin Chinafrom 2013to 2021 For2017, the numberof Smartphoneusersin Chinais estimated
to reach601.8 million, with the number of smartphoneusersworldwide forecastto exceed?2 billion usersby
that time

Chinesdmmigration

Chineseémmigrantsare the third-largestforeignborn group in the United States,after Mexicansand Indians
The population has grown more than sixfold since 1980, reaching2.3 million in 2016 or 5 percent of the
approximately44 million immigrantpopulationoverall

Canadian®f Chineseadescent,includingmixed Chineseand other ethnic origins,makeup about four percentof
the Canadiarpopulation,or about 1.56 million peopleasof 2016

Lo
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Ecommerce

19 percentof all retail salesin Chinaoccurredviainternet. Chinaeclipsesghe USto becomethe world's largest
retail marketand retail ecommercesalesare projectedto top $2.416trillion in 2020 Retailecommercesalesin
North Americawill rise 15.6% this yearto reach$423.34 billion, maintainingthe area'sstatusasthe world's
secondlargestregionalecommercemarket

Entertainment& Media

GlobalE&M revenuesare expectedto rise from $1.8 trillion in 2016to $2.2 trillion in 2021 at a compound
annualgrowth rate (CAGR)f 4.2 percent

Events

The events industry contributes $115 billion to the national GDP The Athletic Event Organizersindustry
expandedover the five yearsto 2016 and generated$2 billion in revenue Exampleof eventsrangefrom the
SuperBowl and the Presidentiallnauguration,to popular eventslike state and county fairs, cultural festivals,
trade shows,andconcerts
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FilmIndustry

Accordingo MPAA(Motion PictureAssociatiorof America) globalbox office salesreachedUS$38.3bn in 2015
up 5% Yearover year (YOY and at a 4.1% CAGRover 2011-:2015 On the international front, we note that
capacitycontinuesto expandwith cinemabuild out. In 2016 USbox office salesincreased2.2% (YOY to
USP11.4bn while the Chinamarket grew 3.7% (YOY to Rmbt6bn (U$56.8bn). In 2016 Chinasurpassedhe US
in both numberof screeng41k vs40k) andfilm admissiong1.37bn vs1.32bn).

Game

2.2 billion gamersacrossthe globe are expectedto generate$1089 billion in gamerevenuesin 2017 This 4
representsan increaseof $7.8 billion, or 7.8% from the year before. Digital gamerevenueswill accountfor

$94.4 billion or 87% of the globalmarket Mobile is the most lucrative segment,with smartphoneand tablet
gaminggrowing 19% year over yearto $46.1 billion, claiming42% of the market In 2020, mobile gamingwill
representjust more than half of the total gamesmarket ThePCand consolegamemarketswill generate$29.4

billion and $33.5 billion in 2017, respectively

AsiaPacificis by far the largestregion, with Chinaexpectedto generate$27.5 billion, or one-quarter of all
revenuesin 2017. Newzooexpectsthe globalmarketto grow at a CAGRf +6.2%toward 2020to reach$1285

billion.
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Hockey

TheGlobalmarketsizeof ice hockeyis playedin over 80 countriesby 6 million peoplewith the largestmarkets
being Canadaand United States It is estimatedthat 135 million people worldwide watch hockey The NHL
citesresearchfrom Scarborougrand Simmons/PMBhat showsits fan baseas 58 million peoplein the United
Statesand 13 million in Canadajt considersl2 million in the U.S and 8.5 million in Canadgpart of a growing
G | Pdolidi who watch gamedeaguewide.

Intellectual Property (IP)

IP consistsof music, film, games,television, Software, hardware, entertainment, medicine, science,and 5
technologyand generateimmensequantitiesof intellectualproperty revenue

Thevalueaddedby IP-intensiveindustriesincreasedsubstantiallyin both total amountand GDPsharebetween
2010and 2014 IP-intensiveindustriesaccountedfor $6.6 trillion in value addedin 2014, up more than $1.5

trillion (30 percent) from $5.06 trillion in 2010, Accordinglythe share of total U.S GDPattributable to IP-
Intensiveindustriesincreasedrom 34.8 percentin 2010to 38.2 percentin 2014

LicensingP

LIMA, the LicensingIndustry a S ND K | y Asgodidionfays that entertainment characterbased goods
brought in nearly $113 billion worldwide in 2015 roughly 45% of the $2517 billion total retail salesof all
licensedproducts Thisis derivedfrom licensing the saleof merchandisetoys and games,apparel,and story
tie-ins (books,comics,movies,apps,etc.) basedon ownedIP
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|OT¢ Internet of Things

The consumersegmentis the largestuser of connectedthings with 5.2 billion units in 2017. Gartner, Inc.
forecaststhat 8.4 billion connectedthingswill be in useworldwide in 2017, up 31 percentfrom 2016 and will
reach20.4 billion by 2020, Totalspendingon endpointsandserviceswill reachalmost$2 trillion in 2017.

Marketing Technology

Thesizeof the annualmarket for the marketingtechnologyindustryis expectedto reach$32 billion by 2018
The expectationis that market will grow at annualcompoundrate of 12.4% reachinga total spendof $130
billion overthe nextfive years

Minnesota

The economy of Minnesota produced US312  billion of gross domestic product in
2014 Minnesotaheadquartered31 publiclytraded companiesn the top 1,000 U.S companiesby revenuein
2011 This includes such large companiesas Target, and UnitedHealth Group The per capita personal
incomein 2004 was $36,184, ranking eighth in the nation. The median householdincomein 2013 ranked
eleventhin the nation at $60,900.
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Mobile RetailSales
Spendingviamobileis alsoboomingandthis yearwill accountfor 55.5% of all ecommercesalesandreach68%
by 2020 Mobile now accountsfor more than half of allecommercesalesin China

Nutrition Market

Theglobal Nutraceuticalmarket is growing quicklybecauseof the growth in the dietary supplementsegment

The global Nutraceuticalproduct market reachedUSD$142.1 billion in 2011 and is expectedto reach USD
$204.8 billion by 2017, growingat the compoundannualgrowth rate (CAGRYf 6.3%from 2012to 2017. 7

OlympicGames

TheOlympicMarketingRevenudrom 2013¢ 2016was$7,798,000. AlibabaGroupHoldingLtdQ signeda deal
to sponsorthe OlympicGamesthrough 2028 is worth $800 million, accordingto a personfamiliar with the
matter. After Chinawon its bid to hostthe 2022 Olympics PresidentXiJinpingvowedto get 300 million of his
people"on the ice," aninitiative to encouragewinter sports

Sportsindustry

The estimated size of the global sports market is USP1.3 trillion dollars The estimated size of the sports
industrymarketin Chinafrom 2013to 2025/ K A gpor€sectorwasworth 1.5 trillion-yuan(US226 billion) in
2016, is projectedto doublein valueby 2020, and couldbe worth up to 5 trillion-yuan($747 billion) by 2025
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SportsMerchandise

Thegloballicensedsportsmerchandisanarketwill exhibita healthy6.4% CAGRrom 2016through2024 If the
predictionholdstrue, the marketwill rise from a valuationof US527.63 binin 2015to US$48.17 billion by 2024
Of the key product categoriesin the market, the segmentof sportsappareldominatedin 2015 accountingfor
39.8%shareof the market'stotal revenues

SubscriptionBox

The subscriptionindustry is estimatedto be a $3 billion market A subscriptionbox is a packageof retalil
productssentdirectly to a customeron a reoccurringbasis Theindustry hasboomedin recentyears,growing
over 3,000 As of January2016 visits to these sites exceeded21 million per month, as comparedto just
722,000from 36 monthsprior.

Travd

U.S Traveland tourism hasgrown into a $1.5 trillion industry. In 2016 1.8 million Chineetourists visited the
U.S,with nearly 1.3 million tourists spending$2.6 billion in California In LosAngelesthe number of tourists
increasedby more than 21.9 percentfrom 2015 makingit the first UScity to havemore than 1 million visitors
LasVegageceivesover 200,000 Chinesevisitorsa yearby airplane

Lo
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SportsTourism

Globalsportstourism market is expectedto grow at a CAGRof over 41% from 20172021 Youthsportshas
becomea $7 billion industry in travel alone Crossleveragingof sport and destinationsis facilitated when
verticaland horizontalalliancesare formed amongsportandtourism providers

Virtual Reality (VR)
The Virtual reality software and hardware market sizeworldwide is projectedto grow from $3.7B in 201610

$40Bin 2020 ¢ . f 2 2 Yepo8IIAt ChinaVRMarketwill be $8.5 billion. 9

WearablelOTDevices
It is projectedthat 411 million smartwearabledevicesworth a staggeringb34 billion, will be soldin 2020

Winter SportsChina
Recentprojectionsreleasedby the governmentshowthat the industrialscaleof winter sportsshouldreach600

billion yuan (about $87 billion) by 2020, and this is setto further increaseto one trillion by the year2025if all
goesaccordingo plan.

Accordingto the Suggestionsf BeijingMunicipalt S 2 L&o$ementon Acceleratinghe Developmentce &
SnowSports(2016 ¢ 2022 and its sevensupportingplans, by 2022, the number who participate in ice and
snowsportswill reach8 million in Beijing
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Youth Fundraisers

Schoolsand youth groupsraise nearly $2 billion eachyear through salesof popular consumerproducts

Productsalesare consistentlythe most effective approachto fundraising Researchhasfound 75 percentof

Americans- and eight out of 10 parents - purchasefundraisingproducts and the majority of fundraising
salesare madeto family andfriends.

Youth Sports
The U.S youth-sports economywhich includeseverything from travel to private coachingto apps that 1 O

organizeleaguesand livestreamgamegis now a $15.3 billion market,accordingo Winter GreenResearcha
private firm that tracksthe industry Andthe pot is rapidly getting bigger Accordingto figuresthat Winter
Greenprovidedexclusivelyto TIME the y I (1 Ay@uyh-Spbrtsindustry hasgrown by 55%since2010

Wealth Management

Thenumberof high-net-worth individuals¢ thosewhoseassetsare worth at least$1m (£750,000) excluding
their primaryresidenceg increasedoy 7.5pc lastyear,to arecordglobalhighof 16.5 million people
Chineseprivate wealth marketwill seea further boomin 2017, with the total investableassetsexpectedto
reach 188 trillion yuan $27.5 trillion). The2017 ChinaPrivate Wealth Reportreleasedby Bain Consulting
and ChinaMerchantsBankpredictsthat the number of high-net-worth individuals(HNW!I} thosewho are
in possessiomf over 10 million yuan'sinvestableasset in Chinawill climbto 1.87 million this year
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