SponsorsOne Inc.

Management's Discussion & Analysis ("MD&A")
For the year ended December 31, 2013

The MD&A of SponsorsOne Inc. ("SponsorsOne" or'@empany") has been prepared by management
of the Company as of April 29, 2014 and should dedrin conjunction with the Company's audited
financial statements and accompanying notes forytha ended December 31, 2013 and the listing
statement dated December 19, 2013. The auditeddialastatements and notes thereto and this MD&A
are presented in Canadian currency (unless otherwisted)and were prepared in accordance with
international financial reporting standards ("IFRS"

Forward-Looking Information

This MD&A contains certain forward-looking statente@and information relating to the Company that is
based on the beliefs of its management as wellsaangptions made by and information currently

available to the Company. When used in this docujrtee words "may", "will", "anticipate”, "plan”,
"intend"”, "estimate”, "project”, "continue", "belie", "estimate”, "expect" and similar forward-loogi
terminology, as they relate to the Company or iagement, are intended to identify forward-looking
statements. This MD&A contains forward-lookingtstaents relating to, among other things, regulatory
compliance, the sufficiency of current working ¢apand the estimated cost and availability of fagd

for the continued operation of the Company. Suakements reflect the current views of the Company
with respect to future events and are subject t@micerisks, uncertainties and assumptions. Mayofs
could cause the actual results, performance oraehients of the Company to be materially different
from any future results, performance or achievemémdt may be expressed or implied by such forward-

looking statements.

Although management believes that the expectatiefiscted in such forward-looking statements are
reasonable, all forward-looking statements addreasters that involve known and unknown risks,
uncertainties and other factors and should notelagl as guarantees of future performance or results.
Accordingly, there are or will be a number of sfgrant factors which could cause our actual results
performance or achievements, or industry resutisha materially different from any future results,
performance or achievements expressed or impliedump forward-looking statements. Factors that
could cause actual future results, performancecbiegements to differ materially include, but a n
limited to, our limited operating history, our @@lice on key personnel, future capital needs, depeed

on proprietary technology and limited protectioergof and general economic trends and international
risk. The Company is subject to significant risksd any past performance is no guarantee of future
performance. The Company cannot predict all ofrikle factors, nor can it assess the impact, if afy,
such risk factors on the Company's business oextent to which any factor, or combination of fasto
may cause actual results to differ materially frdmse projected in any forward-looking statements.
Accordingly, forward-looking statements should betrelied upon as a prediction of actual resultss T
MD&A offers a brief overview of some of the riskctars to be considered in relation to the Company's
business. This list may not be exhaustive and rgfactors may emerge from time to time. Pleage se
the section "Risks and Uncertainties" for furth@ormation. We disclaim any intention or obligatitm
publicly update or revise any forward-looking staémts after distribution of this MD&A, whether as a
result of new information, future events or othgcumstances, except as may be required pursuant to
applicable securities laws.



Overview of the Business

Business Profile

SponsorsOne Inc. (formerly New International Infofggstems Ltd., or “Infopet”) was incorporated
under the laws of the Province of Ontario on Ma&¢l965. The primary office is located at 99 Rahdal
Drive, Suite 2, Waterloo, Ontario, Canada, L2V 1C5.

MXM Nation Inc. (“MXM” or “MXM Nation”) was incorpaated on February 2, 2005 under the Business
Corporations Act of Ontario, Canada. On December 283, MXM completed a reverse takeover
transaction of Infopet. For accounting purposes, MM¥ considered the acquirer and Infopet the
acquiree.

MXM was created to support amateur athletes, spatlif in Canadian motocross with sponsorship
opportunities. In 2007 MXM launched its tracksigmssor promotion program in conjunction with a full
support program; MXM signed 30 major sponsors tigpate in the program during MXM's first full
season. Sponsors recognize the benefits of promatia local level, within niche markets.

In 2009, social media was changing the dynamic¢hefadvertising and promotion model. A major
equipment manufacturer approached MXM to move glmansorship model online so every athlete could
participate. In response, MXM developed the xCeedihline sponsorship engagement model and
subsequently recognized that the online solutioveldped for motocross athletes and sponsors is a
highly applicable and beneficial offering for theotisands of Vertical Social Networks (“VSN”) in
existence faced with the challenges of monetizatiser engagement and return on investment for
brands/advertisers. In light of recognizing thiportunity, the concept of SponsorsCloud — a platféor
integration into any VSN to deliver the social sparship engagement and social commerce model — was
developed.

Evaluating the disruptive technology innovation dhne industry impact of the sponsorship engagement
model, MXM pivoted its focus from the single sotutifor motocross athletes (B2C) to a robust B2B
integrated platform for monetizing VSN by delivagirsocial sponsorship engagement and social
commerce between Brands (Sponsors) and Users. udrgly, MXM rebranded itself as SponsorsOne
(“SPQO") in June 2013. In order to protect this walogy innovation, MXM developed a major patent on
Sponsorship Management within a Social Network fled this patent as an international patent on
September 20, 2013, and is currently working orftidigaa second patent to be filed. MXM Nation will
continue to have a presence as a vertical soctalonle capturing the market for Canadian motocross
athletes and Brands.

Strategies and Outlook

The Company is in the process of raising capitaéxecute its three pronged growth strategies and
continued development of its disruptive xCreditgiab sponsorhip engine and the SponsorsCloud
technologies.

SponsorsCloud and xCredits Model

SPO is powered by the SponsorsCloud platform aadk@redits sponsorship engagement currency and
rewards engine, in combination addressing the kaon&dia marketing challenges faced by brands.
SponsorsCloud is the platform that integrates vsiticial networks and enables the delivery of the
sponsorship engagement model to Brands and useradits is the underlying currency and sponsorship
engagement rewards engine that drives the sponigastagement model.




Historically, it has been difficult to earn and mee the return on investment and the impact of
sponsorship marketing for Brands, aside from whealidg with the top high profile sponsored persons.
It is also very challenging for the Brands to ntetwne-on-one relationships and keep the sponsored
person engaged and promoting the Brand. Frequespbnsored persons never engage with the Brand
again after the initial product/service supportaggment. There has been limited ways to measure the
impact of sponsorship and/or to determine if proamobdf the Brand ever even occurred. To allevibge t
challenges of sponsorship engagement (i.e. maintaongoing engagement with sponsored persons, no
meaningful understanding of the return on investmensts related to product/service and suppo#rgiv

to the sponsored persons with no communication redapost sponsorship), MXM has developed the
patent pending xCredits engagement model and slagng the SponsorsCloud platform.

The xCredits system establishes and nurtures aosoee relationship between Users and Brands and
motivates the user to continuously engage withBifsands through social media. Sponsorship provides a
immediate benefit to the User of a social netwarthie form of immediate discounts to the User ftbm
Brand, set by the Brand. The Brand further engagesUser by offering the incentive of xCredits
whereby the User will be rewarded with xCredits dogaging with the Brand. Users work their way up
to higher levels of sponsorship by continuously anthentically engaging with Brands through various
social engagement activities online and in stommation activities, all the while earning xCredits a
sponsorship reward and currency that can also bd fos transactions with the sponsors through the
system. The xCredits engine monitors all the agtiof the User within the social network and basad
criteria set by the Brand such as quantity, quadibd type of engagement related to a Brand (Spsimgo
program/campaign criteria), xCredits will be trarséd from the Brand to the User representing
sponsorship currency. The more points the Useliwvesdhe higher the sponsorship discount levels the
User will be entitled to in a tiered format setthg Brand. The xCredits can also be used to aspessal
promotions/offers aside from the core sponsorstognam.

The SponsorsCloud platform is being developed o allow the User to perform ecommerce
transactions with the Brands within the systemmdfer xCredits to other users, and perform tranzast
offline in retail locations with discounts and/dfers earned with xCredits. As Users earn xCreglitd
reach higher sponsorship discount levels, the spedsUser can exchange their xCredits for products
and services from their sponsoring brands in wleatehannel works best for them, either direct from
brand (online/in store) or from a retailer (onlinestore).

In combination, SponsorsCard — the SPO mobile lagprtins on all mobile devices — will be the priynar
device that the user of the social network engagtsthe brand so this can be in real time, anywher
anytime and any way.

SPO will attract the global and national sponsats the platform and manage these relationships and
SPO will seek to acquire existing digital media keding firms that have established relationshipth wi
major brands. The VSN also have opportunity and emeouraged to bring Brands specific to their
network to the platform. The general categorieBrainds are:

Global/National: These are the major corporation such as car rdvwtdl, fuel, airline, drug prescription,
services, office supplies, insurance, financiavises, food, home repair, etc.

Regional: These are local product and service providersriizy compete with the national sponsors but
offer a higher level of local service. Their proinoal strategy may be highly differentiated frone th
national sponsors.



Vertical: These sponsors are very specialized within thil @8d their topic of interest. For example
extreme sports may have helmets and snow boardfatduarers targeted specifically to this vertical.

The SPO platform will provide all the tools necegdar Brands, Users, and VSN to achieve theiraoci

media goals and objectives including earning arr@sgive return on investment from their social raedi
efforts, which has proven to be very challengingléte in the social era. Brands are provided with a
automated, data rich sponsorship platform to relaechdreds of millions of member accounts and
thousands of social networks.

The system monitors and tracks and logs all ofréthevant data of the system, specifically engagemen
activity of the User and Brands within the sociatworks, all of the movement of xCredits between
users, brands, and across social networks. Thasisldhen used to perform in-depth analysis andigeo
analytics reporting to the Brand in the form of k&ing intelligence, which is invaluable for Brands
This is an essential component of the platform #gl potential insight to be gained by the Brand is
unlike any other social media analytics or marlgtimelligence available because of the naturehef t
unique one-to-one social sponsorship engagementiraod the data it produces.

The SPO sponsorship engagement and incentive nivilels long-term user engagement and is the
future of targeted online marketing within sociatworks in the social era. Sponsorship is the
cornerstone to establishing a one-to-one connetigiween Brands and members of a social network.
Dollar for dollar, Brands much prefer to spend ithallars on one-to-one promotion rather than on
targeted display ads. Brands recognize the valuavard-of-mouth, and the bragging rights Users
associate with being sponsored. SPO facilitates type of marketing in a highly innovative and

disruptive manner; continuously connecting the dramd the User on a one-to-one basis through
sponsorship while serving the VSN's best interesivall. The Sponsorship model applies to all VSN
whereby social networks of all type can benefitfr8ponsorship by using it to drive engagement with
their Users and monetize their user base.

Expansion Strategy

SponsorsOne has a 3-pronged License, Build, andsBategic approach to rapidly build its business a
establish its social sponsorship engagement phatfas the industry standard for Brands to most
effectively engage users in the social era.

1) License Strategy — License and Integrate the Sat Sponsorship Engagement Platform:
SponsorsCloud is designed for integration intot@dgsVSN. These VSN are targeted to specific market
and interests with a highly engaged user base.e/téise networks are not necessarily large compared
Twitter or Facebook, they tend to have higher RaeeRer User (RPU) potential than these large
consumer-based social networks.

VSN tend to have a smaller user base (between QOGO 1,000,000 members) but can usually
demonstrate higher RPU. This is driven by highesr usngagement and higher conversion to paid
subscriptions with higher subscription costs. Femtithe RPU through the sponsorship engagement
model expects to generate significantly higher RiRdh display ads.

Under this strategy, SPO will also seek to partwéh major professional influencers who have a
substantial number of followers in social mediad arho can be considered a VSN of their own with all
their followers. These professional influencersl wipically have relationships established with anaj
Brands, and Brands are greatly interested in aicaptseir followers. SPO will license and integréte
SPO platform in their web/mobile properties to naeetheir followers.
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Integration Revenue

It is anticipated that it will take about 2-3 mositto integrate SponsorsCloud into an existing V&g

the SponsorsOne integration services. The VSNth@h begin their marketing programs to encourage
user migration to sponsorship, engagement and ctindutransactions. Integration fees may be
applicable in certain instances and not in othgedding on the licensing agreement.

License Revenue

SponsorsOne will bring a slate of national sponso® the platform that the VSN can offer to their
community immediately with discounts in the 10%098 range. This brings immediate benefit to the
members of the VSN, encouraging them to engage x@tedits for higher discounts and eventually to
transact business among the members and the spofisar licensing model, SponsorsOne will license
the platform for a share of gross revenue from a&tifsons and sponsorship. In addition, SPO will
operate, maintain and support the social spongoesid commerce Platform, and may charge a monthly
fee based on the number of total users on therayste

Transaction Revenue

In addition, SponsorsBank will operate, maintain anpport the xCredit transaction system within the
SponsorsCloud platform. Revenue is generated fribherea monthly fee, continuous on demand, or
block purchases of xCredits for rewarding usersmgagement activity.

2) Build Strategy: Build the Vertical Social Netwak: SponsorsOne can rapidly build a social network
using its social sponsorship engagement platforth laonch to the target user base using traditional
social networking techniques. This is the case lidn extreme sport’'s athletes, whereby MXM has
established relationships with multiple sponsotisletes and dealers to participate within the galti It

is estimated that Extreme sports have 5 milliontamraand professional athletes competing in loodl a
international competitions around the world. Theperts are very expensive and athlete support is
critical. Most sponsorship programs offered by ittgjor manufacturers and service providers are ad ho
and not very well organized and funded. The usgagement model and sponsorship incentives are
designed to bring all athletes together with tlspionsors and drive an economic model of suppotty, bo
financially and socially.

SPO will continuously pursue opportunities to depel/SNs to capitalize on target market opportusitie
SPO can virtually segment markets to create usistess for Brands to target, and hence can create a
monetize social network segments based on evestgpgtaphics, and virtual communities, etc.

Revenues will be derived from Brands paying to ascand deliver targeted sponsorship promotion
campaigns to these users in the form of a mon#dy ér continuous on demand, or block purchases of
xCredits for rewarding users on engagement actigte that sponsorship revenue per VSN will vary

depending on the number of users within the VSN.

3a) Buy Strategy 1: Acquire the Vertical Network: It is estimated thahere are thousands of vertical
social networks operating around the world wittidito no revenue. Their user count is typicall),000

to 5 million and their revenue sources are displdyertising through Google or Yahoo and possibly a
small subscription fee. The valuations on these \&8&low making them an ideal acquisition target in
order to acquire more specific users that Brandst@aget. SponsorsOne will allow each Brand, nafion
regional and vertical to select the networks théghwo participate in, allowing one-to-one sponbgrs



engagement to promote their products and servitgesliscussed, the size of the vertical will detewni
the Brands monthly fees.

SponsorsOne has identified a number of other VSidguire and is working with a number of VSN
platform developers to build their VSN strategytba SponsorsCloud platform creating joint ownership
opportunities.

3b) Buy Strategy 2: Acquire Digital Media Creative Agencies: Many global brands are now looking
to the boutique digital media creative agenciedeiiver their online digital media marketing canye,
within the social networks. These agencies are ugniimp their ability to attract and retain the rare
combination of creative, marketing and technolaggrit that are highly sought after by Brands wantin
to maximize their online engagement with their Wser

These agencies have a solid relation with moshefglobal brands that spend significantly on online
engagement. Given the marketing initiatives thdt la¢ required to build awareness amongst online
Users, these agencies are the best of the bestildiniy buzz online. They will assist the Brands on
properly running their sponsorship engagement cagnpa

Agencies also have access to some of the mostemifal people in social media with significant
followership all over the world. These major infheers are very attractive and sought after by Bsand
and have very committed followers with no way tereatly monetize their follower base making them
ideal candidates for the SPO platform to monetimartnetwork of followers. SPO will seek to partner
with these major influencers through the digitadmaecreative agencies.

SPO has an established agreement with a Toroneul lsggency that has strong relations with a network
of some of the best of these agencies around thielvilche Toronto agency will lead SPO’s acquisition
strategy in this regard. A global management firith e established by SPO and partners to manage th
digital media agency conglomerate. This will disseate strategy to all the creative assets that SPO
acquires, and drive and manage the relationshifis e marketing departments of the Brands and the
major Influencers.

Reverse Takeover Transaction

On December 19, 2013, MXM completed a reverse takeof Infopet (the “Transaction”). Infopet
acquired all of the issued and outstanding sharddXM by issuing one unit for each MXM common
share held. Each unit consisted of one common sifdrdopet and one-half warrant exercisable a650.
for one common share of Infopet, expiring one yean the date of the transaction.

Each of the stock options and warrants to purchasgmon shares of MXM were exchanged and retain
all original terms but are now exercisable for ammmmon share of Infopet. After closing of the
Transaction, the name of the Company was chang8gdnsorsOne Inc.

This Transaction has been accounted for as a e\sguisition that does not constitute a business
combination. For accounting purposes, these fimhratatements reflect a continuation of the finahci
position, operating results and cash flows of tben@any’s legal subsidiary, MXM.

Operating Highlights

» With the advent and explosion of social media, @oenpany determined that social media provided
the opportunity to expand its business operations.
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* On February 5, 2013, the Company officially acodiikey intellectual property from an officer of the
Company. The intellectual property consisted of $lgetem architecture and design for the social
network, current and future patent applicationslusiry contacts (partners, sponsors, athletes, and
customer lists), and Company branding and logos.

» Pursuant to the acquisition of its intellectualgedy, the Company continues its strategy of filing
patents required to protect its intellectual propand business model.

Selected Financial Information

Selected annual information

2013 2012 2011
Total revenue $ nil $ nil $ nil
Net loss $1,810,723 $ 182,659 $ 72,010
Net loss per share $0.23 $1,826.59 $720.10
Total assets $ 769,739 $ 182,895 $ 201,551
Long-term liabilities $ 183,300 $ 190,743 $ 198,968
Dividends per share $ nil $ nil $ nil

Selected Quarterly Financial Information

The following table highlights selected unauditathhcial information in respect of the previousheig
guarters of the Company. The Company's quarteryatimg results have varied in the past and may var
substantially in the future. Accordingly, the infaation below is not necessarily indicative of réséibr
any future quarter.

Q4-2013 Q3-2013 Q22013 Q1-2013 Q4-2012 Q3-2012 Q2-2012 Q1-2012

$ $ $ $ $ $ $ $
Revenue
Net loss 1,223,958 273,127 191,221 122,417 23,844 6,577 62,180 80,058
Basic &
diluted loss 0.15 0.03 0.02 0.03 238.44 165.77 621.80 800.58
per share

Operating Results
Year ended December 31, 2013 compared with the yeanded December 31, 2012

For the year ended December 31, 2013, the Commuoyted a net loss of $1,810,723 versus a net loss
of $182,659 in the comparable period for 2012.

A large portion of this loss is attributable to theverse takeover transaction, which took place in
December 2013. This accounts for $846,523 of thdass in 2013 and is non-recurring in nature. In
addition, of this amount, $563,898 is non-cashsaation costs.



Sales, general and administrative expenses wer8,@56 during 2013 vs. $151,790 in 2012. This
increase is predominantly due to the change indfamuthe Company and the hiring of several key
consultants in 2013 as it begins to ramp up oAt

The Company also undertook research and developmetitities in 2013 as it focuses on the
development of the social media sponsorship infriagire. The Company incurred $136,652 of research
and development expenses in 2013 vs. $nil in 2012.

Depreciation increased from $15,383 in 2012 to $8¥bin 2013. This is due to the acquisition of key
intellectual property during 2013, which had a totast of $425,000.

Three months ended December 31, 2013 compared withe three months ended December 31, 2012

For the three months ended December 31, 2013, dhgény reported a net loss of $1,223,958 versus a
net loss of $23,844 in the comparable period fdr220

A large portion of this increase, as with the yeaded December 31, 2013, was attributable to the
$846,523 incurred in listing costs for the revaedeover transaction, versus $nil in 2012. Thesaation
took place in the fourth quarter of 2013.

In addition, operations of the Company ramped ufh&last quarter of 2013, resulting in a significa
increase in expenses across the board comparéé fourth quarter of 2012. This includes increases
sales, general and administrative expenses, résaadcdevelopment, and depreciation.

General and Administrative Expenses

Years ended December 31,

2013 2012

Salary and wages $ - $ 84
Professional fees 113,433 57,188
Consulting fees 415,846 -
Office, rent and miscellaneous 122,568 52,231
Travel and accomodation 16,247 42,287
$ 668,094 $ 151,790

Liquidity and Capital Resources

The Company is in the early stage of operationsiand the process of expanding its operations and
requires additional capital to achieve its stratemjectives. The Company requires additional wagki
capital to fund business development efforts exjpands VSN, building and acquiring new VSN and
licensing its technology, establishing strategidnparships, and executing acquisitions.

As at December 31, 2013, the Company had a workapifal deficiency of $177,491. As at the date of
this report, the Company had a working capital aieficy of approximately $700,000. SponsorsOne is
currently not generating operating cash flows, &ag significant cash requirements to continue its
research and development of its platforms and adtrative overhead. In order to meet future
expenditures and development costs, SponsorsOmeneét to raise additional financing. Although
SponsorsOne has been successful in obtaining fimame date, there can be no assurance that agequat
funding will be available in the future, or availalunder terms favourable to SponsorsOne. Whether a



when the Company can attain profitability and pesitcash flows is uncertain. These uncertainties
represent significant risks to the Company'’s aptlit continue as a going concern.

The Company is currently working on raising additibfunds to address the current working capital
deficiency and the company has implemented a staisth flow management process with oversight from
the board of directors to ensure cash is utilizethe most effective manner. This includes weekighc
flow management meetings, budget committee preeappof all cash expenses and disbursements, and
on-going cash balance tracking and management.n®utimes of working capital deficiencies,
management and the board of directors collectiyelgritize necessary payments and communicate
payment plans with the relevant stakeholders/vendor

Commitments

The Company is committed to the rental of faciiti€uture minimum lease payments are as follows:
$63,420 in 2014.

The Company has no commitments for capital experett

Contingencies and Off-Balance Sheet Arrangements
The Company has no contingencies and no off-balsineet arrangements.

Outstanding Share Data

As at the date of this report, the following Comn&imares and convertible securities of the Compaay a
issued and outstanding:

Common Shares — issued and outstanding 13,788,990
Stock options — vested and unvested 1,305,000
Warrants 11,466,774

Accounting Changes

The Company has adopted the following IFRS accagrdtandards as of January 1, 2013 with no
material impact on the consolidated financial stetets:

* |FRS 7: Financial instruments, disclosures

* |IFRS 10: Consolidated financial statements

* IFRS 11: Joint arrangements

» |FRS 12: Disclosure of interest in other entities

* |IFRS 13: Fair value measurement

* |AS 28: (Revised 2011) Investments in associatedgaint ventures



Future Accounting Changes

Standards issued but not yet effective up to thie daissuance of these financial statements atedli
below. This list is of standards and interpretatiassued that the Company reasonably expects to be
applicable at a future date. The Company intendsltpt those standards when they become effective.

IFRS 9, Financial Instruments: Classification anddgurement, effective for annual periods yet to be
determined.

Transactions with Related Parties
The amounts due from (to) related parties as at:

2013 2012
Due to a company controlled by an officer (PilkimgiCapital, Mr.
Gary Bartholomew) - $477,503
Due from a company controlled by a director (PimP&ervices
Canada, Mr. Doug Beynon) $2,300 -

The following table outlines the Company’s relapedty transactions for the periods ending:

2013 2012

Transfer of Intangible Property by an officer oé tGompany (Mr. Myles

Bartholomew) $425,000 -
Shares issued to a company controlled by a diredtthre Company to settle

expense reimbursement amounts due (Pilkington &apir. Gary

Bartholomew) $599,999 -
Shares issued to a former officer of the Comparsettle amounts due (Mr.
Jack Greenberg) $206,000 -

Remuneration of key management personnel of thep@oynfor the year ended December 31, 2013
included $450,606 of short-term compensation (20ENil) and $77,531 of share-based compensation
(2012 — $Nil).

The Company also has a loan outstanding to whiatffaaer of the Company (Mr. Gary Bartholomew) is
paying on behalf of the Company.

In February 2007, a company controlled by an offafethe Company entered into a loan agreement for
the purchase of equipment. As the Company holdsalusive use agreement over the equipment, which
was obtained for the benefit of the Company, aed@bmpany has agreed to pay for all reasonable cost
associated with using and financing the equipntiet.equipment and corresponding loan obligation are
recorded on the Company’s records. The loan amaast $42,043, maturing February 2023 bearing
interest at 6.69%. The loan was refinanced at 7.##%nother five years effective February 2012e Th
equipment serves as collateral for the loan. APatember 31, 2013, the balance of this loan was
$29,525 (2012 — $31,660).

In March 2011, an officer of the Company enterdd gnloan agreement for the purchase of equipment.
As the Company holds an exclusive use agreement theeequipment, which was obtained for the
benefit of the Company, and the Company has adcepay for all reasonable costs associated withgusi
and financing the equipment, the equipment andesponding loan obligation are recorded on the
Company’s records. The loan amount was $176,91@Qring February 2028 bearing interest at 7.64%.
The loan was refinanced at 7.10% in August 20128 &duipment serves as collateral for the loan.tAs a
December 31, 2013, the balance of this loan wag,$18 (2012 — $167,308).
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On July 5, 2013, the Company entered into a loaremgent for $40,000. The loan matured when the
Company raised $150,000 in equity financing and repaid during the year.

The following table summarizes the payments aret@st payable for the next five years:

December 31, December 31,

2013 2012

Payments due within one year 22,374 23,164
Payments due years two to five 89,497 115,818
Total Interest paid 60,506 67,632

Financial Instruments

All financial assets are classified either fairualthrough profit or loss (“FVTPL"), held-to-mattyri
investments, loans and receivables or availablsdte. Also, all financial liabilities are clased as
either held for trading or other financial liabgis. All financial instruments are initially reced on the
balance sheet at fair value. After initial recdigmi, financial instruments are measured at threvigues,
except for held-to-maturity investments, loans eswkivables and other liabilities, which are meaduat
amortized cost.

The Company's financial assets and liabilitiescéassified and measured as follows:

Asset/Liability Classification Measurement
Cash and cash equivalents FVTPL FVTPL

Other receivables Loans and receivables Amortipest]
Investments Loans and receivables Amortized cost

Accounts payable and accrued liabilitie®ther financial liabilities Amortized cost

Long term debt Other financial liabilitigsAmortized cost

Subsequent Events

NFU Inc. Acquisition

Subsequent to the year, the Company entered itgarasheet to acquire NFU Inc. (“NFU”), a Toronto-
based digital marketing and creative agency. Theyg@amy intends to issue up to 1,000,000 shares at a
price of $0.90 per share for a total of $900,00tese shares will be issued under the following dglee

20% at closing, 20% six months after closing, 3Q%dhe first anniversary of closing, and the renraini
30% issued eighteen months after closing. The f8t#b6 tranche of shares will be subject to NFU
meeting certain performance criteria.

The pending acquisition is conditional on boardrapal, regulatory approval, due diligence and the
negotiation of definitive documentation.
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Warrant exercise
Subsequent to the year, 366,667 warrants wereisgdrfor gross proceeds of $110,000.

Stock options

Subsequent to the year, 150,000 stock options were issued, exercisable at $0.95 per share for a period of
10 years from the date of grant. 50,000 options vested immediately, with the remainder vesting 10% upon
issuance, and 45% on each anniversary thereafter until fully vested.

Risks and Uncertainties

Given the speculative nature of the business ofGbmpany, an investment in the Common Shares
should only be considered by those persons whaoatfand a total loss of their investment. The risks
presented below should not be considered to beuskiia and may not represent all of the risks that
Company may face. It is believed that these ardatimrs that could cause actual results to bemdifft
from expected and historical results. Additionadksi and uncertainties not presently known to the
Company or that the Company currently deems imnadteray also impair the Company’s business
operations. If any of the risks described belowuoc¢he Company’s business, financial condition,
liquidity and results of operations could be matyiharmed:

Limited Operating History and Sales

The Company has a limited operating history on Wwhit base an evaluation of its business, financial
performance and prospects. As such, the Compansiadss and prospects must be considered in light o
the risks, expenses and difficulties frequently cemtered by companies in the early stage of
development. As the Company is in an early stagk iarintroducing new products, the Company's
revenues may be materially affected by the decsioncluding timing decisions, of a relatively
consolidated customer base. In addition, it is a@#ficult to evaluate the viability of the Compdsy
SponsorsCloud platform because the Company ha$irhield experience to address the risks, expenses
and difficulties frequently encountered by companie their early stage of development, particularly
companies in new and rapidly evolving markets saghthe Company's target markets. There can be no
assurance that the Company will be successful dnezding these risks, and the failure to do smin a
one area could have a material adverse effect®Ctmpany's business, prospects, financial comditio
and results of operations.

No Assurance of Profitability

The Company cannot give assurances that it wilimmir net losses in the future. The limited oparat
history makes it difficult to predict future opdrag results. The Company is subject to the riskeient

in the operation of a new business enterprise iremerging business sector, and there can be no
assurance that the Company will be able to suad@ssafidress these risks.

Future Capital Needs; Uncertainty of Additional Felimg

The Company may not be able to fully implement ardcute its business strategy without additional
financing. There can be no assurance that suciticadd financing will be available, and if availab
there can be no assurance that the cost of obgasioh financing will be on favourable or reasoaabl
commercial terms or that financing will not resualsubstantial dilution to the Company's sharehwslde
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Dependence on Key Personnel

The Company's future success depends on its atalitgtain key employees and attract, train, regsic
successfully integrate new talent into its managerteam. The Company’s success is highly dependent
on its continuing ability to identify, hire, traimotivate and retain appropriate personnel. Cortipeatior
these personnel can be intense, and the Companyptgarovide assurance that it will be able to attoa
retain them. To do so, it may be necessary forGbmpany to materially increase the compensation it

pays.

Management of Growth

The Company may experience a period of signifigaatvth in the number of personnel that will place a
strain upon its management systems and resoutseBitlire will depend in part on the ability of its
officers and other key employees to implement amgrove financial and management controls, reporting
systems and procedures on a timely basis and tandxprain, motivate and manage the workforce. The
Company's current and planned personnel, systeorsegures and controls may be inadequate to support
its future operations.

Competition

Competition in the advertising industry as it retato digital and social media is increasing. Whie
Company is targeting smaller niche sites with higétgpected revenues per subscriber, there can be no
assurances that competitors will not adopt a smsteategy and attempt to enter the markets that th
Company has targeted.

Dependence on Proprietary Technology and Limitestéation Thereof

The Company will be relying on a combination ofdgeark, copyright, patent and trade secret law, as
well as confidentiality restrictions contained irtain confidentiality agreements, to establish pradect

the Company's proprietary rights in its intelle¢tooperty. As a result, the Company may not be &bl
adequately prevent a competitor, business partneunsiomer from creating or obtaining an illegapygo

of its software or otherwise using it for inappriape purposes such as reverse-engineering.

General Economic Trends

The worldwide economic slowdown and tightening oddit in the financial markets may impact the
business of the Company's customers, which cowe bha adverse effect on the Company's business,
financial condition, or results of operations. A& changes in general economic or political coomst

in any of the major countries in which the Compalnes business could also adversely affect the
Company's operating results.

Asset Location and Legal Proceedings

Substantially all of the Company's assets are éacat Canada where intellectual property is geheral
enforced. Social media is global in nature, and Gmenpany expects to have subscribers and assets
located outside of Canada. Accordingly, the Compaay be subject to legal proceedings and judgments
in foreign jurisdictions.

Risk Associated with Foreign Operations in DeveigpCountries

The Company's primary revenues are expected teluewed initially in North America. However, the
Company may expand to markets outside of North Acagrand become subject to risks normally
associated with conducting business in a developimmtry. The Company cannot predict government
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positions on such things as foreign investmengllettual property rights or taxation. A change in
government positions on these issues could adyeaffeict the Company's business.

Market Acceptance

The Company's ability to gain and increase markegjptance of its platform depends upon its abitity
establish and maintain its brand name and reputatio order to do so, substantial expenditures on
market research, product development, productngsstrategic relationships and marketing initiesiv
may be required.

Rapid Technological Change

The advertising industry as it relates to social digital media marketing is characterized by rapid
technological change, changes in user and custmegeirements and preferences, frequent new product
and service introductions embodying new technokgied emergence of new industry standards and
practices that could render the Company's exighimglucts and systems obsolete and can exert price
pressures on existing products. It is criticallte €Company’s success that it be able to anticigadereact
quickly to changes in technology or in industrynsiards and successfully develop and introduce new,
enhanced and competitive products on a timely basie Company cannot give assurance that it will
successfully develop new products or enhance apdoie its existing products, that new products and
enhanced and improved existing products will achiearket acceptance or that the introduction of new
products or enhanced existing products by othellsnai render the Company’s products obsolete. The
process of developing new technology is complex wamakrtain, and, if the Company fails to accurately
predict customers' changing needs and emergingdémlical trends, its business could be harmed. The
Company must commit significant resources to depiatp new products before knowing whether its
investments will result in products the market vaiticept. To remain competitive, the Company may be
required to invest significantly greater resourtteen currently anticipated in research and deveém
and product enhancement efforts, and result ireasad operating expenses.

Product Defects and Reputation

The Company will continue developing source codetfoplatform. Such source code and related
products may contain errors or hidden defectsrtiegt significantly impact the user experience. The
Company may not be able to correct the defectdimely manner, and may lead to a loss of or aydiela
market acceptance. In addition, such errors ordmnditefects could cause adverse damage to its tigouta
and impair its ability to acquire new users. Initidd, the Company may need to make significant
expenditures to eliminate defects from its produstswell, errors and defects could lead to clafions
liability or other claims involving costly litigadn.

Risks Associated with Acquisitions

As part of the Company's overall business stratéigy, Company intends to pursue select strategic
acquisitions that would provide additional prodactervice offerings, additional industry expertiaed

a stronger industry presence in both existing aawl jurisdictions. Future acquisitions may expos® it
potential risks, including risks associated with) the integration of new operations, services and
personnel; (b) unforeseen or hidden liabilitie3;tle diversion of resources from the Company'stag
business and technology; (d) potential inabilitygemerate sufficient revenue to offset new cosfsthe
expenses of acquisitions; or (f) the potential lo®r harm to relationships with both employeed an
existing users resulting from its integration ofvgusinesses. In addition, any proposed acquisitay

be subject to regulatory approval.
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Electronic Communication Security Risks

A significant potential vulnerability of electronicommunications is the security of transmission of
confidential information over public networks. Am@who is able to circumvent the Company's security
measures could misappropriate proprietary inforomatr cause interruptions in its operations. The
Company may be required to expend capital and o#seurces to protect against such security breache
or to alleviate problems caused by such breaches.

Data Transmission

The Company transmits the majority of the contdntsoSponsorsCloud platform as a service over the
Internet. If the Company experiences transmissadares or limited transmission capacity on theiinet
or other data networks the Company may use, itlmeaynable meet its commitments.

Insurance Coverage

The Company will require insurance coverage forualper of risks, including business interruption,
environmental matters and contamination, persapaty and property damage. Although the Company
believes that the events and amounts of liabildyeced by its insurance policies will be reasonable
taking into account the risks relevant to its bass) and the fact that agreements with users contai
limitations of liability, there can be no assurartbhat such coverage will be available or sufficiemt
cover claims to which the Company may become stibjédnsurance coverage is unavailable or
insufficient to cover any such claims, the Companfihancial resources, results of operations and
prospects could be adversely affected.

Tax Risk

The Company will be considered to have been cagrgimbusiness in Canada for purposes ofribeme
Tax Act(the 'Tax Act"). However, the Company will be operating in tlogial and digital media space, a
new and developing industry that has had histdyidaiv regulations and tax compliance. There i& ris
that foreign governments may look to increase theirrevenues or levy additional taxes to level the
playing field for perceived disadvantages to tlglitional brick and mortar business. While the Camp
does not foresee any adverse tax affects, theme guarantee that governments will not impose such
additional adverse taxes in the future.

Risks in Foreign Jurisdictions

Social media is a global phenomenon, and the Coynpaticipates that a significant user base will be
located outside Canada. International businessitaesi entail additional risks such as uncertaiasyto
the protection and use of intellectual propertytmership risks, political risks, legal and regafatrisks,
the risk of increase in taxes (including value abithxes) and trade barriers. Furthermore, as profit
foreign subsidiaries are taxable under foreign imedax legislation, revenues from foreign operation
could be adversely impacted.

Currency Fluctuations

Due to the Company's present operations, andtéstion to in the future operate in jurisdictiongside
Canada, the Company is expected to be exposedrificant currency fluctuations in the future. Rete
events in the global financial markets have beempleal with increased volatility in the currency kets.

A substantial portion of the Company’s revenue ddwé earned in US dollars, but a substantial portio
of its operating expenses are incurred in Canaditdiars. Fluctuations in the exchange rate betviken
US dollar and other currencies, such as the Camathfar, may have a material adverse effect on the
Company’s business, financial condition and opegatiesults. The Company intends to continue to
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expand operations globally so it may be subjectadditional gains and losses against additional
currencies. The Company does not currently haveraign exchange hedging program in place.

However, in the future, it may establish a progtanhedge a portion of its foreign currency exposure
with the objective of minimizing the impact of adse foreign currency exchange movements. However,
even if the Company develops a hedging programait not hedge its entire exposure to any one foreig

currency and it may not hedge its exposure atiéttl @spect to certain foreign currencies.

Fluctuations in Quarterly Results

The Company’s quarterly operating results may tlatg significantly in the future depending on fasto
such as the popularity of social media, the abilityattract users, progress on implementation ojepts

and upgrades, the number, timing and significariagew product announcements by the Company and
its competitors, the ability to license and devefmw VSN, introduce and market new and enhanced
versions of products on a timely basis, changesperating expenses, and general economic factors,
among others. A significant portion of the Compangxpenses are based on expectations of future
revenue and, therefore, is relatively fixed in gieort-term. Accordingly, if revenue levels are belo
expectations, operating results are likely to beeegkly affected. As quarterly revenue is dependpah
building a significant user base, and the abildymonetize that user base, the inability to buihd a
monetize the user base could cause the Companiatoop budget inaccurately, and those variations
could adversely affect its financial results.

Officer and Director Conflicts

The Company’s officers and directors may have gentderests and arrangements that are differemt fr
or in addition to the Company’s shareholders. Etieewfficers and directors may have rights to
indemnification including directors’ and officed#bility insurance that will survive consummatioh
their agreements.

Legal Claims and Contingent Liabilities

There were no material legal claims or contingettilities outstanding.

16



