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1. SUMMARY

The global eCommerce market has demonstrated explosive growth in the past couple of 
years and its future is expected to be booming. In 2017, the global e-retail sales amounted 
to 2.3 trillion U.S. dollars and projections show a growth of up to 4.48 trillion U.S. dollars 
by 2021. This astonishing growth is primarily being driven by consumers using their mo-
bile devices to acquire goods and services.

In this ultra-competitive environment, finding and acquiring new customers can be a huge 
challenge for merchants. In addition, 53% of adults living in high-income households 
claim to be willing to switch brands for the sake of using a coupon.

The challenges for players in this giant market are key, including customer loyalty, achiev-
ing profitable long-term growth, and choosing the right technology and partners, among 
others.

At the same time, the tremendous evolution of blockchain technology is radically chang-
ing the way many markets operate. Important USPs of blockchain like transparency, co-
herence, cost-effectiveness and effective integration with processes at all levels of the 
business can bring to the e-commerce market endless opportunities.

Now, imagine the explosive combination of e-commerce, blockchain technology, and 
cryptocurrencies: the IOU Platform, a true P2P e-commerce loyalty platform on the block-
chain.
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It aims at empowering blockchain Merchants and Consumers with decentralized and se-
cure Peer-to-Peer technology driving customer satisfaction and loyalty through Merchant’s 
trade-able IOUs. IOU Platform can successfully address many of the challenges of the 
e-commerce segment.

IOU is launching the IOUX token and a promising Initial Coin Offering (ICO) campaign. Be-
low you will find all the relative information on IOU together with the specifics of the ICO 
campaign.

Be part of the blockchain revolution in e-commerce!
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2. E-COMMERCE MARKET: A GIANT

The e-commerce market is a global giant. For private consumers around the globe, the 
most well-known form of e-commerce falls into the business to consumer (B2C) category, 
which includes online retail or online shopping. In 2017, an estimated 1.66 billion people 
worldwide purchased goods online. During the same year, global e-retail sales amounted 
to 2.3 trillion U.S. dollars and projections show a growth of up to 4.48 trillion U.S. dollars 
by 20211. In Asia Pacific, e-retail sales accounted for 12.1 percent of retail sales in 2016 
compared to 8.1 percent in North America, and only for 1.8 percent of retail sales in the 
Middle East and Africa2.
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ECOMMERCE GROWTH BY COUNTRY

According to eMarketer’s latest reports, (B2C) ecommerce sales will increase 
by 20.1% this year to reach $1.500 trillion.

North America
$482.6 Billion

Latin America
$57.7 Billion

Western Europe
$382.7 Billion

Middle East
North Affrica
$33.8 Billion

Central
and Eastern Europe
$58.0 Billion

Asia Pacific
$525.2 Billion
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In recent years, mobile shopping has been on the rise, with customers increasingly us-
ing their mobile devices for various online shopping activities. According to a March 2016 
study regarding mobile shopping penetration worldwide, 46 percent of internet users in 
the Asia Pacific region and 28 percent of those in North America had purchased products 
via a mobile device, whether smartphone or tablet computer.

Worldwide, e-commerce growth is primarily being driven by consumers using their mobile 
devices, phones and tablets, to acquire goods and services. According to eMarketer esti-
mates, retail e-commerce sales reached $2.3 trillion in 2017, a 23.2 percent increase over 
the previous year. The mobile share of this stood at 58.9 percent, or $1.4 trillion. In 2021, 
mobile e-commerce could rake in some $3.5 trillion and then make up almost three quar-
ters (72.9 percent) of e-commerce sales3.

One third of all 
retail sales 29%
GROWTH IN B2C E-COMMERCE 
SALES BY 2018

B2C COMMERCE SALES 
WORLDWIDE BY 2017

$2.357 TN
B2C E-COMMERCE SALES 
IN ASIA PACIFIC 2017

$1,052.9 BN
Asia Pacific 
Share in 37.4%
B2C SALES WORLD WIDE 
BY 2018
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Mobile E-Commerce is up and Poised for Further Growth 
Estimated mobile e-commerce sales worldwide

MOBILE AS SHARE OF TOTAL E-COMMERCE

TOTAL MOBILE E-COMMERCE SALES (IN TRILLION U.S. DOLLARS)

© Statista 2018
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lets) regardless of the method of payment or fulfilment; excludes travel and 
event tickets As of January 2018.
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Transaction Value in the “Digital Commerce” segment amounts to US $2,873,774 m in 
2018.

Transaction Value is expected to show an annual growth rate (CAGR 2018–2022) of 9.2 % 
resulting in the total amount of US$4,083,110m in 2022. In the “Digital Commerce” seg-
ment, the number of users is expected to amount to 2,592.2m by 2022.
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The average transaction value per user in the “Digital Commerce” segment amounts to 
US$1,492.68 in 2018. From a global comparison perspective, it is shown that the highest 
transaction value is reached in China (US$841,888m in 2018)4.
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A. E-COMMERCE LOYALTY

Finding and acquiring new customers can be a huge challenge. The reasons can be many, 
but the customer loyalty stats don’t lie: it’s roughly 500% more expensive to convert new 
ones than to keep current customers.

Fetching a new customer from the clutch of an eminent competitor is like an everlasting 
headache for marketers5.

When it comes to personalized online experiences in the US, the most popular [factors] 
were website optimized by the device (desktop, tablet, mobile) (64%) and promotional 
offers for items the customer is strongly considering (59%)6.

An interesting finding: 53% of adults living in high-income households are willing to switch 
brands for the sake of using a coupon7. This leads us to a major issue: the challenges that 
e-commerce faces.
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B. E-COMMERCE CHALLENGES

In the era of internet, e-commerce is the king. However, this exponentially growing market 
faces some serious challenges:

1. CUSTOMER LOYALTY

It is a key issue as it takes lots of efforts for companies to make a new customer and main-
tain the same customer for long time.

One of the reasons why ecommerce companies face the struggle while building trust and 
loyalty with customer, is because a seller and a buyer don’t know each other, nor they can 
see each other while making a transaction unlike street-shopping. It takes few transac-
tions, time and plenty of efforts by the company to build the customer trust and loyalty8.

2. ACHIEVING PROFITABLE LONG-TERM GROWTH

Increasing sales is one way to grow the business but in the end, what matters most is prof-
itability. Online retailers must always find ways to cut inventory costs, improve marketing 
efficiency, reduce overhead, reduce shipping costs, and control order returns.

3. CHOOSING THE RIGHT TECHNOLOGY & PARTNERS

Some online retailers may face growth challenges because their technology is limiting 
them, or they’ve hired the wrong partners/agencies to help them manage their projects. 
Retailers wanting to achieve growth must build on a good technology foundation. They 
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must choose the right shopping cart solution, inventory management software, email soft-
ware, CRM systems, analytics and so much more. In addition, hiring the wrong partners 
or agencies to help them implement projects may also limit their growth. Online retailers 
must choose carefully who to work with9.
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C. GROUPON FACTOR

Groupon, a true success story of pre Blockchain era, has taken advantage of the collective 
buying power of its users to offer deep discounts for services and products. The business 
model is a combination of coupon discounts and group buying. Coupon discounts and 
group buying are old concepts which date back to the late 19th century and early 20th 
century, respectively. In 1887, Asa Candler, a partner with the Coca-Cola Company, was 
the first to utilize coupon discounts as an advertisement strategy. Candler made use of 
various avenues such as magazines, mail, employees and sales representatives to distrib-
ute complimentary coupons to potential customers.

With over 100M total subscribers across over 500 cities in more than 50 countries, Groupon 
is the largest player in the local deals market. The company, a pure-play on the local deals 
segment with a proven success. Groupon offers “Deal of the Day” and other promotions on 
their local markets and thereby guaranteeing revenue and large number of customers for 
the local businesses. Local businesses do not have to pay upfront fees and need to share 
revenue with Groupon only if the deal achieves the minimum subscription. Groupon offers 
considerable savings to consumers who can discover services/merchandise that were not 
known to them earlier.

Groupon backbone of success has been its strong partnership that it created with local 
businesses breaking into new markets by researching the local market and identifying suc-
cessful local businesses which are approached by the Groupon sales personnel. Groupon 
is best suited for high fixed cost businesses and business where the customer acquisition 
cost is very high and businesses have to advertise a lot and their deals offer them a chan-
nel to reach out a target consumer based in the local market without paying any upfront 
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fees. Groupon is also best suited for businesses thriving on repeat customers such as spas 
and restaurants.

With much success, however, Groupon has met many challenges:

•	 Local Businesses Have to Figure out the Economics of the Deals. In some cases, local 
businesses offered deals in which there was no cap on the number of subscribers 
and the deal was oversubscribed. In such cases, local businesses ended up being 
unable to meet the delivery expectations and incurred huge losses. Businesses with 
unprofitable promotions have reported low rates of spending by Groupon users be-
yond the deals face value and low rates of return to the business again at full price.

•	 Low Barriers to Entry and Low Switching costs. Groupon’s business model is easy to 
copy, barriers to entry for the local deal market are low and switching costs for con-
sumers and local businesses are low.

•	 Competition from other player is rapidly expanding to all cities in which Groupon is 
offering deals. Groupon could also face competition from players in the local review 
& search space such as Yelp, which has started offering deals.

•	 Consumer retention is difficult. While most of Groupon consumers are deal-driven 
and not long-term consumers its retention rate is about 20% which requires the 
company to spend heavily into sales and marketing expensive resources. Groupon’s 
consumer base is composed of deal seekers and bargain shoppers who are not will-
ing to make purchases beyond the deal. The majority of users make onetime pur-
chases at Groupon.



16

This document is strictly private, confidential and personal to its recipients and should not be copied, 
distributed or reproduced in whole or in part, nor passed to any third party.

•	 Low revenue share is not sustainable for its merchant partners. Groupon takes a 
40%–50% of the revenue from its deals. This arrangement is not sustainable in the 
long run as merchants learn quickly to move into search and other competitive ad-
vertising alternatives driving revenue away from Groupon by charging less.
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3. BLOCKCHAIN TECHNOLOGY: 
DISRUPTS THE MARKET

Blockchain is an open, distributed ledger that can record transactions be-
tween two parties efficiently and in a verifiable and permanent way.

Harvard Business Review

With blockchain, we can imagine a world in which contracts are embedded in digital code 
and stored in transparent, shared databases, where they are protected from deletion, tam-
pering, and revision. In this world every agreement, every process, every task, and every 
payment would have a digital record and signature that could be identified, validated, 
stored, and shared. Intermediaries like lawyers, brokers, and bankers might no longer be 
necessary. Individuals, organizations, machines, and algorithms would freely transact and 
interact with one another with little friction. This is the immense potential of blockchain10.

Blockchain technology is taking over the world and disrupts the way many segments 
work. In 2017, the global blockchain technology market was predicted to reach 339.5 mil-
lion U.S. dollars in size and is forecast to grow to 2.3 billion U.S. dollars by 2021.

The demand for distributed ledger technology, reduced total cost of ownership, rising 
cryptocurrencies market cap and initial coin offerings, increasing demand for simplified 
business processes, transparency and immutability, faster transactions, and Blockchain-
as-a-Service are said to fuel the growth of this market.

“
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In addition, rising importance and adoption of blockchain for communication service pro-
viders, transformation of international trade and supply chain management, new breed 
for programmable blockchain platforms, and high adoption of blockchain for payments, 
smart contracts, and digital identities would create opportunities for the growth of this 
market11.

© Statista 2018
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Many corporate giants like IBM, Oracle are already using blockchain technology, while it is 
increasingly being tested or used by companies such as Wal-Mart Stores Inc. and Visa Inc. 
to streamline supply chain, speed up payments and store records.

Almost six in 10 large corporations are considering using blockchain, according to a Juni-
per Research survey of 400 executives, managers and tech staff12.
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A. BLOCKCHAIN & E-COMMERCE

Blockchain ecommerce seems to be the word of the year; well, more like for the years to 
follow too. The early developments in the application of Blockchain and the proliferation 
in its adoption says a lot about its future and how it could shape the world of ecommerce. 
Alibaba, the ecommerce giant, is investing heavily into blockchain to track genuine food 
products and verify the authenticity of the items.

Transparency, coherence, cost-effectiveness and effective integration with business pro-
cesses at all levels of the business are just a few USPs of blockchain. Irrespective of the 
size of a business, (gradually) combining the strengths of blockchain with an e-commerce 
business can present endless opportunities13.
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4. IOU PLATFORM: THE ULTIMATE 
COMBINATION

Now, imagine the explosive combination of e-commerce with blockchain technology and 
cryptocurrencies: the IOU Platform.

IOU is a true P2P e-commerce loyalty platform on blockchain

It aims at empowering blockchain Merchants and Consumers with decentralized and se-
cure Peer-to-Peer technology driving customer satisfaction and loyalty through Merchant’s 
trade-able IOUs.

“
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A. IOU VISION

IOU reinvents existing loyalty systems in 
order to provide more flexibility, control, and 
enhanced benefits for Merchants in order to 
guarantee the highest possible level of con-
sumer satisfaction for the incurred market-
ing expenditures.

IOU “loyalty system” allows business own-
ers to create a new level of interaction with 
consumers and, most importantly, provides 
the opportunity for consumers to freely ex-
change their IOU Offers with other consum-
ers for other IOUs which are needed more for 
those trading parties.

IOU Peer-to-Peer (P2P) platform providing 
new opportunities for each Merchant (Busi-
ness Merchant) in the world with regard to 
loyalty system organization, interaction with 
consumers, investment attraction, and reve-
nue growth by the means of issuing its own 
freely tradable IOUs (IOU Crypto-Obligations 
/ “IOU-CO”).
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B. HOW IT WORKS

IOU offers complete transparency utilizing Blockchain 
for its Group Loyalty offers with clear visibility, securi-
ty, speed of processing and traceability of transactions 
through the decentralized register of all sources.

IOU is Offering Merchants and Consumers clear advan-
tages over the traditional e-commerce environment 
making transactions Cost-Effective and Secure while 
building ultimate trust between Merchants and Consum-
ers. Rating mechanism would boost a trust even further.

Cost-effectiveness of transactions and global reach of 
consumers beat the conventional digital payment meth-
ods as it removes the middlemen/payment processors 
that take a big cut.

Not only consumers would feel secure and get significant 
savings but also, they could use their purchased IOUs as 
actual monetary assets which they will be able to trade 
with other consumers or sell on the exchange. This is a 
tremendous benefit of IOU Platform.

Loyalty factor is another huge benefit allowing both 
consumers and merchants to get rewarded for gener-
ating top rated, quality offers and transactions on IOU 
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Exchange. Merchants and Consumers will be able to donate some IOUs for those in need 
and get rewarded for philanthropic activities. The company would also place donation 
requests on special causes and would reward Merchants and Consumers, as well as match 
such donations to benefit those causes.

I. FOR MERCHANTS

•	 IOU-Co Issuance

•	 Online Store displaying various Merchant IOUs on range of categories

•	 Mobile and browser integration for transfers of IOU offers

•	 Marketing Campaign module allowing multi-media and social networking integra-
tion

•	 Consumer Data analysis such as GPS and Buying Trends

•	 Various permissions and roles based on Merchant status to reach consumers

•	 Analytic Reports on sales and consumer interaction

•	 Web Services with home grown or 3rd party applications

•	 Rating Tools

•	 Merchant would also have an option to Guarantee the Service and issue refunds of 
payments

•	 P2P Exchange of IOU offers between Merchants and Consumers as well as among 
other Merchants
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II. FOR CONSUMERS

•	 Purchase IOU-Co offers from Merchants directly or on P2P IOU exchange

•	 Exchanging IOU-Co offers with other Consumers

•	 Unanimous messaging system to receive communications from Merchants of inter-
est

•	 Consumer Profile Management module allowing consumers to promote their inter-
ests and receiving special offers from Merchants

•	 Rating functionality allowing Consumers to rate Merchants as well as other Consum-
ers

•	 Secure Repository of purchased and favorite IOU-Co Offers
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C. KEY ADVANTAGES

With existing advertising systems becoming less and less effective, the IOU Platform pres-
ents the ultimate solution. Its key advantages for merchants and consumers are the fol-
lowing:

FOR MERCHANTS

•	 Loyalty and Customer Retention

•	 Viral Marketing

•	 Market Driven Flexibility

•	 Merchants can receive current consumers’ parameters and interests

•	 Getting in contact with consumers

•	 Receiving additional parameters of consumer profile

•	 Barter functionality between merchants

FOR CONSUMERS

•	 Trade IOUs with other consumers

•	 Protection of anonymity

•	 Opting out at any time of Merchant interaction

•	 Possibility to personalize interaction with Merchants
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D. IOU WORK-FLOW ENGINE

IOU offers complete transparency utilizing 
Blockchain for its Group Loyalty offers with 
clear visibility, security, speed of processing 
and traceability of transactions through the 
decentralized register of all sources. IOU is 
Offering Merchants and Consumers clear ad-
vantages over the traditional e-commerce 
environment making transactions Cost-Effec-
tive and Secure while building ultimate trust 
between Merchants and Consumers.

Rating mechanism would boost a trust even 
further. Cost-effectiveness of transactions and 
global reach of consumers beats the conven-
tional digital payment methods as it removes 
the middlemen/payment processors that take 
a big cut.

Not only consumers would feel secure and 
get significant savings but also they could use 
their purchased IOUs as actual monetary as-
sets which they will be able to trade with other 
consumers or sell on the exchange. This is a 
tremendous benefit of IOU Platform.
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Loyalty factor is another huge benefit allowing 
both consumers and merchants to get reward-
ed for generating top rated, quality offers and 
transactions on IOU Exchange.

It is hard not to mention the ability for Mer-
chants and Consumers to donate some IOUs 
for those in need and get rewarded for phil-
anthropic activities. Company would also 
place donation requests on special causes and 
would reward Merchants and Consumers, as 
well as match such donations to benefit those 
causes.
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IOU MERCHANT 
OFFERS

IOU CONSUMER 
REQUESTS

IOU P2P CONSUM-
ER OFFERS

IOU RATING TRANS-
ACTIONS

IOU LOYALTY 
TRANSACTIONS

Local Offers
Hot Offers
Donate Offers

Consumer to Mer-
chant
Consumer to Con-
sumer
IOU Offer Transac-
tions

IOU Exchange
IOU to Sell
IOU Donate

Rate Merchants
Rate Consumers
Rate Deals

Merchant Rewards
Consumers Re-
wards

P2P TRANSACTION ENGINE

OUTBOUND 
Transactions

INBOUND 
TransactionsBLOCKCHAIN

MODULE MANAGER
Token Manager • Consumer Manager • Merchant Manager

Loyalty Manager • Blockchain Verification Manager
Campaign Manager • IOU P2P Exchange • IOU Offers Manager

UI P2P OFFERS 
CONSUMER
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MERCHANT
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CONSUMER
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5. IOU INITIAL COIN OFFERING 
(ICO)

IOU is launching a promising 
Initial Coin Offering (ICO) 
campaign and a utility 
token IOUX.
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A. TOKEN UTILIZATION

The token IOUX is expected to be utilized in many ways, including:

•	 Escrow Management

•	 VIP Merchant Status

•	 Consumer Purchases of IOU Merchant Offers

•	 Loyalty Token Grants

•	 Promotional Offers

Merchants must pay 5% Gas fee in IOUX Tokens for every IOU offer issued for Consumers 
(in addition to the 5% Fee on any purchases made by other cryptocurrencies, while pur-
chases made by IOUX Tokens would be exempt).

In exchange, to provide incentives for the IOUX Token holders, every IOUX Token transac-
tion would be granted an additional 5% Discount to the Consumers. Additional 10 Loyalty 
Tokens would be given equally each time to both Merchants and Consumers after accumu-
lating transactions of 1,000 Tokens.

Merchants would also have an option to Guarantee the Service and issue refunds of pay-
ments if product or service offered by their IOU offers was not satisfactory. Thus, addition-
al IOUX Tokens would be escrowed until the completion of the term of the IOU Offer.

During issuance of IOU offers, Merchants must agree to the Token Discount, Service Guar-
antee, and Gas Fee Terms.
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B. TOKEN STRUCTURE

800,000,000 IOUX TOKENS * 
1 IOUX = $0.28

* Allocated for ICO and Private Sale. Company will burn unsold tokens and use 20% of 
e-commerce transaction fees on buy-back program to quarterly acquire IOUX tokens from 
listed exchanges and burn those re-purchased tokens.
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C. BONUSES

IOUX Tokens will be distributed based on the whitelisting-priority model. The ICO whitelis-
ting process will start after the private institutional sale.

PRE-ICO: IOUX Tokens will be distributed based on the whitelisting-priority model. The 
pre-ICO whitelisting process will take 2 weeks after which Tokens will be offered for sale 
during 1 Day of Pre-ICO sale to registered individuals/entities which were approved during 
the whitelisting process.

ICO: IOUX Tokens will be distributed based on the whitelisting-priority model. The ICO 
whitelisting process will take 6-8 weeks after which Tokens will be offered for sale during 
1-3 Days of ICO sale to registered individuals/entities which were approved during the wh-
itelisting process.

Bonuses will be awarded based on the day of the whitelisting registration, total tokens 
sold and amount of investment. Here are the terms of the ICO bonus structure:
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TOKENS BONUSES

Pre-ICO 10,000,000 40%+ volume bonus

ICO 100,000,000 Tokens sold bonus, 
Time of crowdsale bonus, 
Volume bonus

TOKENS SOLD BONUS (ICO) TIME OF CROWDSALE BONUS 
(ICO)

VOLUME BONUS (PRE-ICO & ICO)

Less than 10MM Tokens – 30% 20 Days – 10% 1,000–5,000 Tokens – 5%

10MM–20MM Tokens – 25% 21–40 Days – 8% 5,001–10,000 Tokens – 7.5%

20MM–30MM Tokens – 20% 41–60 Days – 6% 10,001–15,000 Tokens – 10%

30MM–40MM Tokens – 15% 61–80 Days – 4% 15,001–20,000 Tokens – 12.5%

40MM–50MM Tokens – 10% 80+ Days – 2% 20,001+ Tokens – 15%

50MM+ Tokens – 5%
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D. TOKEN DISTRIBUTION

Due to the high utilization expectations and the need for expansion capital, the Company 
will freeze the majority of the tokens (600,000,000) and only release up to 10% per year 
if necessary for company expansion, Marketing and Loyalty Programs to maintain token 
liquidity.

IOUX TOKEN DISTRIBUTION POST ICO 
(EXCLUDING FROZEN TOKENS)

Company Management and Founders will reserve 20% of the tokens with 3 years-time 
based lock-up provisions.

Public – 57.5%

Founders and Management – 20%

ICO Advisors and Bounty Marketers – 2%

Company – 20.5%
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The Company will reserve 28% of tokens only if there is a need for additional expansion 
capital during the first year of operation. Those unused tokens will be frozen otherwise. 
2% of Tokens will be allocated for Advisors and Bounty programs.
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E. BUDGET ALLOCATION

Most proceeds from the sale will be allocated for Marketing and Expansion purposes and 
20% of proceeds will be allocated to complete the testing and release of Beta and future 
versions of IOU technology. All ICO Crowdsale investors will receive first invitations to the 
Closed Beta release prior to the Beta market release.

Technology – 45%

Marketing / Expansion – 35%

Operations – 12%

Other – 8%
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6. ROADMAP
MAR 17 MAY 17 JUN 17 JUL 17

AUG 17 SEP 17 OCT 17 NOV 17

AUG 18 SEP 18 DEC 18 JAN 19

FEB 19 APR 19 JUN 19

AUG 19 SEP–DEC 19 JAN–MAY 20

Market Research Feasibility Study Prototype Design Development Environment 
Setup

Start Implementing Existing 
Loyalty System Modules into 
Blockchain Environment

Start P2P IOU Exchange Devel-
opment

Phase I: Module Testing and 
Q/A

Finish P2P IOU Exchange De-
velopment

Start Mobile Application Devel-
opment

Start Phase II: Loyalty Project 
Development

Finish Phase II: Loyalty Project 
Development

Start Phase III: Loyalty Project 
Development

PRE-ICO / White-Listing

Start ICO / White-Listing Finish Phase III: Loyalty Project 
Development

Exchange Listing Initiative

IOU Loyalty System Testing Q/A

Finish ICO / White-Listing IOU Beta Release

Start EMEA Marketing Expan-
sion Campaign

End Beta — IOU v. 2.0 Release

Finish EMEA Marketing Expan-
sion Campaign

APAC Marketing Expansion 
Campaign

North America / Iberia / Latin 
America Marketing Expansion 
Campaign

MAR 19

IOU Closed Beta Release
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7. TEAM AND STRATEGIC 
ADVISORS

VLADIMIR SHEVCHENKO
Chief Executive Officer
https://www.linkedin.com/in/vladimir-shevchenko-28180949/

VITALY GARSHTYA
Chief Visionary Officer
https://www.linkedin.com/in/vitaliy-garshtya-782296154/

VLADISLAV FRANTZ
Chief Technology Officer / Systems Architect
https://www.linkedin.com/in/vladislav-frants-a1247489/

MAX KOSTIN
Chief Information Officer
https://www.linkedin.com/in/max-kostin-36b68392/

EDWARD W. MANDEL
Strategic Advisor – Business Development
https://www.linkedin.com/in/edward-w-mandel-760185/

https://www.linkedin.com/in/vladimir-shevchenko-28180949/
https://www.linkedin.com/in/vitaliy-garshtya-782296154/
https://www.linkedin.com/in/vladislav-frants-a1247489/
https://www.linkedin.com/in/max-kostin-36b68392/
https://www.linkedin.com/in/edward-w-mandel-760185/
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SOL ALAN SAAD
Strategic Executive Advisor – International Investment Banking and Business Develop-
ment
https://www.linkedin.com/in/sol-alan-saad-505996b9/

VICTOR JACOBS
Business Development Executive
https://www.linkedin.com/in/victor-jacobs-069b32162/

ANDREAS IOANNOU
Legal and Compliance Executive
https://www.linkedin.com/in/andreas-ioannou-aa3585a8/

MARIOS CHARALAMBIDES
Corporate Structuring and Accounting
https://www.linkedin.com/in/marioscharalambides/

ANDREY NECHESOV
Blockchain Developer, Scientist
https://www.linkedin.com/in/nechesov/

VYACHESLAV MIRGORODSKY
Full Stack Developer
https://www.linkedin.com/in/slava-mirgorodsky/

EVAN BERGER
International Legal and Venture Finance Strategy
https://www.linkedin.com/in/evanberger100/

https://www.linkedin.com/in/sol-alan-saad-505996b9/
https://www.linkedin.com/in/victor-jacobs-069b32162/
https://www.linkedin.com/in/andreas-ioannou-aa3585a8/
https://www.linkedin.com/in/marioscharalambides/
https://www.linkedin.com/in/nechesov/
https://www.linkedin.com/in/slava-mirgorodsky/
https://www.linkedin.com/in/evanberger100/
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GERMAN TANOV
Marketing Strategist
https://www.linkedin.com/in/germanceo/

KAMAL MUSTAFA
Strategic Advisor
https://www.linkedin.com/in/kamal-mustafa-7b604b15/

NICK VERO
Sales and Marketing Strategist
https://www.linkedin.com/in/nick-vero-67820ab5/

MAXIM GARBUZOV
Community Manager. Social Media Marketer.
https://www.linkedin.com/in/maxim-garbuzov-110361164/

ROMAN MIROSHNICHENKO
Digital Marketing Strategist. Project Manager.
https://www.linkedin.com/in/ibgceo/

DR. BING DENG, PHD
Blockchain Strategist / Crypto Investor / APAC Marketing
https://www.linkedin.com/in/bing-d-03aa204/

PUI CHI WONG
Strategic Advisor – Investment Banking, APAC Business Development
https://www.linkedin.com/in/pui-chi-wong-857160162/

https://www.linkedin.com/in/germanceo/
https://www.linkedin.com/in/nick-vero-67820ab5/
https://www.linkedin.com/in/maxim-garbuzov-110361164/
https://www.linkedin.com/in/ibgceo/
https://www.linkedin.com/in/bing-d-03aa204/
https://www.linkedin.com/in/pui-chi-wong-857160162/
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DR. PAVEL BONDAREV, PHD
Strategic Advisor – AI Development
https://www.linkedin.com/in/pbondarev/

LIUDMILA ERUKHOVA
Strategic Advisor – Fintech Analyst
https://www.linkedin.com/in/liudmila-erukhova-60259554/

MARLOW ROSADO
Strategic Advisor – Music and Entertainment Partnerships
https://www.linkedin.com/in/marlowrosado/

JOHN ZANOTTI
Strategic Advisor – Business Development
https://www.linkedin.com/in/john-zanotti-ba3254163/

MICHELLE L. STEINGARD
Strategic Advisor – Affiliate Marketing
https://www.linkedin.com/in/michellesteingard/

KONSTANTINOS KASTANA
Strategic Advisor – Marketing EMEA
https://www.linkedin.com/in/konstantinos-kastana-80a837131/

ARTURAS SVIRSKIS
Strategic Advisor – Marketing
https://www.linkedin.com/in/arturassvirskis/

https://www.linkedin.com/in/pbondarev/
https://www.linkedin.com/in/liudmila-erukhova-60259554/
https://www.linkedin.com/in/marlowrosado/
https://www.linkedin.com/in/john-zanotti-ba3254163/
https://www.linkedin.com/in/michellesteingard/
https://www.linkedin.com/in/konstantinos-kastana-80a837131/
https://www.linkedin.com/in/arturassvirskis/
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SALINA BO
Strategic Advisor – Compliance
https://www.linkedin.com/in/salina-b-281661167/

KIRILL OVS
Strategic Advisor – Business Development
https://www.linkedin.com/in/kirill-ovs-b3910a162/

TIM CHEN
Strategic Advisor – Marketing APAC
https://www.linkedin.com/in/tim-chen-9b0441149/

BEL R. LI
Strategic Advisor – PR APAC
https://www.linkedin.com/in/bel-r-li-b8209764

KAREN HU
Strategic Advisor – Partnerships APAC
https://www.linkedin.com/in/karen-hu-127882165/

MICHAEL MA
Strategic Advisor – Corporate Sales APAC
https://www.linkedin.com/in/michael-ma-39a803165/

CHI LE
Strategic Advisor – PR and Marketing, Southeast Asia
https://www.linkedin.com/in/chi-le-50aa99153/

https://www.linkedin.com/in/salina-b-281661167/
https://www.linkedin.com/in/kirill-ovs-b3910a162/
https://www.linkedin.com/in/tim-chen-9b0441149/
https://www.linkedin.com/in/bel-r-li-b8209764
https://www.linkedin.com/in/karen-hu-127882165/
https://www.linkedin.com/in/michael-ma-39a803165/
https://www.linkedin.com/in/chi-le-50aa99153/
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THANG BUI
Strategic Advisor – Blockchain Developer, South Asia
https://www.linkedin.com/in/thang-bui-027961165/
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8. DISCLAIMER

NO GUARANTEES

IOU does not guarantee business or financial results or and does not provide any specula-
tive suggestions on the value of its tokens. You are strongly advised to carefully assess the 
risks involved before making investment decisions.

EXCLUSION OF LIABILITY

IOU makes no representations or warranties whatsoever and disclaims all liability and 
responsibility to the maximum extent of the law for any statement or informative materi-
al communicated. IOU team has taken every reasonable step to ensure the integrity and 
accuracy of information communicated in this White Paper and other materials.

VIEWER REPRESENTATION AND WARRANTIES

1.	 All materials, ideas, and concepts are a property of IOU, LTD and protected by copy-
right and other applicable law.

2.	 This whitepaper, the IOU website or any other material produced by the IOU or its 
team, is not an offering, solicitation or prospectus of any kind.

3.	 IOU is exempt from any direct or indirect liability to the maximum extent of the law.

4.	 IOUX tokens are not regarded as securities in any jurisdiction.
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5.	 IOUX token is classified as a utility token.

6.	 Viewer is warned to study and analyze the main components of blockchain technol-
ogy and learn about the blockchain operation structure, wallets and the importance 
of protecting private keys.

7.	 Viewer is warned that any technology, including blockchain based systems, is never 
completely protected from various hacking attacks.

8.	 Viewer is warned of the risks in the crypto industry and potential to incur significant 
losses.

9.	 Viewer is warned that this white paper or any other material presented by IOU is not 
created as a promise to make any profits.

10.	 Every crowdfunding IOU investor will be required to go through extensive white-list-
ing requirements.

11.	 Citizens or residents of the United States of America, Singapore, and China will not 
be approved to participate in IOU crowdfunding.
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