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Crone Consulting, LLC has unmatched expertise in mobile and
alternative payments strategy, related customer self-service (CSS)
and marketing opportunities, and all aspects of mobile commerce

B Consulting clients representing every major
stakzholder in the mobile commerce ecosystem,

providing a full 360° view of Mobile Customer
Self-Service, Payments & Marketing

Pebit Card
[ssuers

m Performed the datailed due diligence Wireless
reviews for many of the largest mergers, H;‘rﬁfgﬁ
acquisitions (M&A) and investments in
mobile commerce

hhn:
B Developed the hands-on electronic 5*"'5%%“
: ' Merchan ts, ~I" Cione Consulting, LLC
payment strategy and implementation Billers & B L)

tactics for many of the country’s s Transit Cos.
largest merchants/billers, banks, | A

Hobis
processors, integrators and networks

Proprietary AINIATA
> Bank Asgocigtion: =
B Posses unigue implementation experience | Ll e
. m . Providers
and insight on how to leverage all five (5)
maobile channels (voice, text, mobile Sl . vment
browsers, downloadable applications and Fﬁ:‘fmﬁ .Fr
Mear Field Communications- NFC) to create new . e

lines of business and revenue opportunities

Alternalive

" In the past 24 months, Crone Consulting has led sirategy angagements with clients from each of these cafegories
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The changing landscape of the payments industry offers new
business and revenue opportunities for transit authorities;
Likewise, banks, issuers, carriers, merchants, billers, processors

and start-ups are expanding their view of the role of mobile
payments

What are the goals of mobile self-service & payments in your business?

Creating

Reducing

Cost of New Lines of

Business
With Revenue

Doing
Business . sy e
gpponitunities  Contribution

Optimization Retention & Innovation
Expansion
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Stakerholders need to strategically position themselves to ride
each of the three waves in mobile

3. Opt-In Mobile Marketing - Ulilizing two-
way interacfive functionality for “review
and release” transacticns, alerts, loyalty

programs, instantaneous location specific

offers, electronic coupons and the like.

2. Mobile Payments - Enabling cell phones to initiate

pay menls in the physical, point of sale and virtual worlds such
as tap and go situations using Near Field Communications
(NFC) technology, person to person via SMS and many other

novel ways now being developed to faciltate mobile
payments that are device, carmier and bank independent.

1. Mobile Self-Service — Patron Self-Serwvice (PSS) extensions that are

prn:all ly available through the Internet, Voice Response Unit (VRU), &
Ticketing Machine (FTW) op timizec through one of the various
mobile sub-channels such as ﬁ.ﬂ:nce simple message semvice text
{SMSI] mobile browsers using the Wireless Access Protocol (WAP2),
downloadable proprietary applications loaded on the phone, Near Field

Communications (NFC) and several other different options.
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Each wave represents increasing benefits to the largest U.S.
retailers with a minimum of $7 - $53+ million for the largest entities
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There are five enabling channels available on the mobile phone;
three (3) are open and two (2) are closed proprietary channels

B Voice Extensions — Provisioning Reach, toial market, 280mm

> Better use of voice, Natural Language Processing (NLP), text
message and email follow up to voice activated data request

m Short Message Service (SMS) — 196 mm active users, growing
exponentially

> Creatlng a new customer self-service {E:EE] script using SMS as a
communications channel; appe

OPEN

m Proprietary Client-Side Software Applications — Reach, near 0

> Proprietary, downloaded client scftware loaded on the mobile
device that is driven by TA, bank, carrier and/or 3rd party vendor(s)

CLOSED |CLOSED
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Understanding which call types are initiated by which customer
segments (demographic, psychographic, technographic) is key to
prioritize your mobile CSS options

B Voice Extensions — Provisioning Reach, total market, 260 mm

» Befter use of voice, Natural Language Processing (NLP), text message and
email follow up to voice activated data request
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Voice is the lowest common denominator and using Caller ID,

ringback tones and voice mail now make it a viable channel for user
defined alerts and notifications

Patron to

the
Transit
Agency

> Reactive > Proactive

» Pull, on-demand, customer » Push information, antici
defines request request

» Customer defines the call, » Customer defines the call,

customer initiates sarvice proviger initiates

m Most calls today to the contact center originate on a mobile device so...

m  Why wait for patrons to call you, allow them to opt-in to user defined voice
notifications and reduce the attended calls to your contact center for big
savings and increased patron satisfaction by empowering patrons

B Provide prepaid fare product purchases with mobile phones alerts (both
voice and/or text) to build your enrolled base of patrons
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We now send and receive more text messages than voice calls

m Short Message Service (SMS) — 161 mm active users, growing
exponentially
» Creating a new customer self-service (CSS) script using SMS as a
comimunications channel
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Average US mobile subscriber sent and received more SMS text
messages than mobile telephone calls during Q2 2008, according to
Nielsen™

S Average Monthly Calls Made/Received and Text Messages
Sent/Received per US Mobile Phone Subscriber, by Age, Q2 2008

”  Surge in Texting

Avaerage number of munthly
callphone callsvs, boxt rnassa

2000 T sant and I'BEEI":' 1 Hmon WII‘E

1600 +— ...| M Texts | 13-17

W 18-24
1200 + W 25-34
800 L 0 35-44

I""m_ b i T I -ﬂ] a7 1ﬂ oe EU L'IEI [I 45'54
400 M 55-64
231 265 239 223
193145 o 065+

0 _
Calls Texts

"Source: Emal from eMarketer citing Nielsen Mobile press release, Seplember 22, 2008,
“Source: USA Today Snapshots® citing Melsen Mobile, October 8, 2008.
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Account Access

N

¥l e

Bark of Trust Mabile

SMS Text Account Balances
Short code E"E -';1 100,00
H S300.00
22551 SAVI 43200000

Message: CRD $2800.00
bl

Ralanres, rransaction hisisey
and other account information

Aclionable Alerts

Automatically send alerts for

fuestianabla account activities,

Transactions

- -

I uill =

Bank of Trust Mabile
Chedking Activity

o411 3706 ATH
Withdrawal 5200
012008 ATRAPOS

Activity 593.73

Fand transfers. mobile payments.
approvals and verifications

Marketing Campaigns

- -

Get a Bank of Tust
Cebit Card!

Lafer than cash
easiar than chacks.
Eam reward po nts,
Interastoec?

Reapaly wwiLhs “cl” yoar

Launch 2-wiay © ustormer acouisition

and retention campaigns

Examples of how to create a new customer self-service script using
Short Message Service (SMS) from ClairMail”

No-Hold Customer Service

~

Y all (T
Bank of Twst Mobile

A Bank ofTrust
ro e rtatve wall

call you Eackin 12
imtes,

Insert themsebvas into the call
gjueue without waiting on hold

Transaction-Level Security

I al | m—ﬂ\

Bank of Twst Mobile

To confirm your
transfer of 522000
use PIM 7345327 in
anline session within
% oinies,

Exread FHEC requiraments for
multi-factar authentication

ClairMail says the banks using its system are experiencing “...getting well over 90%: of mnblle

banking consumers signing up for and receiving bank-defined and user-defined 2-way alerts.”
“Source: ClairMal brochure fifed "Messaging-Powered Mobile Customer Interaction, with permission”

S Crone Consulting, LLC
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Every mobile phone for the last seven years has been equipped
with a mobile browser if for no other reason to access the wireless

carrier’s own customer self-service website and digital goods

m Mobile Browsar — 215 mm handsets enabled, 65 mm on some
type of data plan, 29 mm active users, growing stzadily in double
digits

» Nobile browser (WAPZ2) accessing a streamlired version of the bank’s
existing CSS web presence

e CI_'ﬂrIE EﬂI'IEU"inE,, LLZ Copyright ©2009 Crone Consulting, LLC — The Mext Wawve in Payments®, Confidential and Proprietary
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Total U.S. mobile web browsing subscribers are projected to
surpass 250mm by 2008; 300mm by 2012

— [ =)
LI Total LS kachle
250 D D Subscribers
B 'WAP Handset
I I Installed Base
200 1 mWAP Browser
Users

IN MILLIONS
@
=]

2005 2006 2007 2008 2009 2010 2011 2012
Mote: WAP = wireless application protocol

Source: Promation of repart fitled “Bank of America Drives Hall-Millon Customers fo Web-Based Mobile Banking, " by The
lower Group, November 7, 2007 on web site at
hitp://www. fow ergroup.com/research'search/search_reportexhibits. itm ?researchFormatid=6&search Type=newSi
mpe&searchSwitch=&submit y=11&keywords=bank+of+ america&submil. x=9&serviceld=&reportSort=sunrselDate
&exhibitSori=sunriseDate and Doug Brown, SVF, Bank of America at BAl RDS show in 2007
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The Apple iPhone has redefined the potential for mobile phone
based downloadable applications

B Proprietary Client-Side Software Applications — 0

» Proprietary, downloaded client software loaded on the mobile device that is
driven by the bank, carrier and/or 3rd party vendor(s)

e EI_'ﬂr'IE Cﬂnsulling, LLG Copyright ©200% Crone Consulting, LLC — The Mext Wave in Payments®. Confidential and Proprietary

15



L 3 Store

What's New in iPhone 11

A Speed G

P Feeme oF 'Fhﬁ\'-:fhﬁhaﬁgﬁ F_i|'||||:|'.-'l
Lnr.-erprlz.e

Maps with GPS oo
L =8 are F

oo (D

EL SATIEE

AAFM fmara: k

i iphone SG Fieldrunners
15,000 apps. And counting. D

A 2 The fastest way to buy an iPhone 3G starts here »

iPhome it' 'I'H'I:rrlr:l Towr There's an app for just i®hane ? 2 Sﬂnwarg upda;p
YN ¢ atmu'r .H'|!|.'T|"|II'||;| ko

= COeE- &8

iTuras Music 72
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Mobclix reports there are 31,000 apps listed in the Apple App Store
(29% free), up from 25,000 officially reported by Apple and 800
million app downloads, up from 500 million reported earlier in year

Apple iPod and iPhone Unit Sales Worldwide, 2001-2008 (thousands)

60,000 /ﬂa

50,000 *1Phone 52.68
—=—iPod /'7[5:3;

40,000 /

30,000 / 31,90

20,000

/ 13,675
10,000 P
8,263
125 470 1.451 /—' 3,704
u ’ﬂ H H o | !

2001 2002 2003 2004 2005 2006 2007 2008 |

B Combined installed base of is now estimated to be over 30 million iPhones
and iPod Touches

Source: eMarkerter emall titlad “IPhone Downloads Up, " dated March 19, 20009, citing Apple company reparts,
VentureBeat and 149Apps. San Jose Mercury News, “Forecast rapidly growing markefplace ior iPhone
apps, " April 1, 2008,
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There are more than 2,400 different phones in the US, more than
9,000 different models worldwide and multiple versions of 8 major
mobile operating systems

% & iPhone

brew.

f_"fl .' wﬁdgsblle Sym bian

3

o
Lin

an>30I1D
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CTIA reports there are over 180 facilities-based wireless providers in
the USA; six largest are AT&T (71 mm), Verizon Wireless (67 mm),
Sprint Nextel (54 mm), T-Mobile USA (30 mm), Alltel (13 mm) and
TracFone Wireless (10 million)

list of United States Mobile Phone Companies

7-Eleven Speak Out Wireless
Airlink Mobile

Alaska Communications Systems

Alaska Digital
Alaska Telecom
Alaska Wireless
Allkel )
Amerilink Wireless
Appalachian Wireless
AT&T Mobility
BeyondMobile
Boyond Wireless
Blue Wireless
Bluegrass Cellular
Broadpoint

Buzz Mobile
iMalldrs e

LA BN N

Caprock Cellular
Cellcom

Cellular One of East Central Illinois

Cullular One of 5an Luis Obispo
Cellular One of East Texas
Cellular One of East Arizona

Cellular One of Northeast Pennsylvania

Cellular One Bermuda
Cellular One of Morth Alaska
Cellular One Montana
Cellular South

Centennial Wireless
Chariton Valley Wireless

Cincinnati Bell Wireless
Commnet Wireless
Consumer Cellular
Cordova Wireless

Corr Wireless

Cricket Communications
Cross Communications
DTC Wireless

Einstein Wireless
Embarg

Epic PCS

Farmars Wirclass

GCI Wireless

Hargray {cumsntly being acquired b
Gri::hu_agtl GD;I‘I'!IIJI'IiEEtiD-‘II'IE-:I 9% d
Helio

I wirelecs

Immix

Indigo Wireless
Jitterbug Wireless

KTC

Liberty Wireless
Locus Mobile

Long Lines Wireless
Lucky Wirelass
MetroPCS

Mid-Tex Cellular
Movida Wirzless
NEP Wireless
nTelos

Omni Prepaid

Page Plus Cellular

Pine Cellular

Pinpoint Wireless
Plateau Wireless
PlatinumTel Prepaid Wireless
PowerNet Global

Revol

Simmetry
SouthernLINC

Sprint Nextel

STI Mobile

Telispire

Thumb Cellular
T-Maobile USA

TracFone Wireless
Tran Malhila

Unicel {currently being acquired by
'nfaria_-:-rl Wi rel_aa-a:

Union Wireless

U.s. Cellular

Verizon Wireless

Viaero Wireless

Virgin Mobile

Woeast Cantral Wiralass
Westlink

Working Assets Wireless
XIT Communications
Xtreme Maobile

Source:r List of United States Mobile Phone Companies from Wikipedia, iffoy/ e wikivedigorg wikisList of
Upited Stat il b

CONIPaNes

f Crone Consulting, LLC
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Telstra, National Australia Bank and Visa state the three-month trial
of mobile contactless payments at Melbourne’s Docklands
“...exceeded expectations, with a clear consumer demand
emerging for contactless mobile payments and services...”™

% of participants said paying using a
moblle phone was better than cash

% of trial participants said they were
likely or extremely likely tc use this
technology in the future

% of participants saying they expect it

will bacome a standard way to makea| 00

payment in the future

% of trial participants were very or
extremaly satisfied with the contactless
mobile phone payment system

“Source:  hitp:favw. paymantsnews. com/ 200802 somea-rasults-fram-australias-rial-of-contactess-mokbile- paymeanis. him!
**Source: hitp:www nowwearstalting. com au/news tels fra-nab—visa-launch-contactles s mobile-parment-fifals

g Crone Consulting, LLC Copyright £2009 Crone Consalting, LLC — The Mext Wave in Payments@, Confidential and Proprietary 20




Provisioning reach, activation effort, device/carrier dependence, software
maintenance and overhead costs all play into the business case for
prioritizing each mobile channel alternative

rigmwint 1 ke will
call voa bk bn i3
I

Proprietary Cllent- Mear Fleld
Silde S are Communications

- Richness of data presentation increases

Device and carrier dependence increases >

— Activation effort and cost increases —————-

\ Provisioning reach decreases -————————————> l
> |

| Barriers to entry for competitors increases
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Mobile is a cross-channel enabler for customer self-service sinceitis
present within every other channel experience

I]-g ogit of

- 0to
chackin
ACCOUn

£1.00 off

g Crone Consulting, LLC
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By 2012 nearly 40% of retail sales will be cross-channel sales

. , ¢
In 2007 Cross-Channel Shopping A A
Accounted for $510B or 20% of By 2012 Cross-Channel Shopping will
Total Retail Sales Account for 40% of Total Retail Sales
$30 | $3.0 - _
: ﬁ 1%
325 |
)
% §20 - e
E N, r, E
= =
= §154 o
(] O
(7] Ay
= $1.0 - = $1.0
$0.5 - $0.5
Eu u B T T T m.ﬂ T T
Offline Cross- Online Total Offline Cross- Online Total
Channel Retall Channel Retall
e Sales J O Sales J
Sourcar Wabinar tited “M-Commerca: The Gateway to Buy Anpwhare, Fulfill Anywhare Commearcs, "by Escalate, Inc, March 5,
2009 and Fomaster: “The Web's Impact on in-Store Sales; Forrester US Retail e-Commerce Forecast 2006 to 2011
ﬁ Crone Consulting, LLC Coppright @ 2008 Grone Consuling LLC - The Mext Wave In Payments®, Confidential and Propretary 23




Personalized mobile marketing and loyalty programs, with user
defined, geo-, SIC-, MCC-, MID-, SKU- and UPC-based predictive
modeling, sets the stage for product manufacturer sponsored

payment network

MOBILE CASH

Apsnunt it ool 23
Laxi Transaction AmourtDate:

SAVE 10*!

an any Samsung Flal Screen TV

528 50dlan 22 OF
Blalsrce $47T 50
Dapoail: Yeg

Update nfo: Yas NO
Transsclmn Hslary Vs

MENL ® OFTIONS

Before the Transaction During the Transaction
Push functionality can deliver Instantly trackable promotion
timely, relevant and exclusive tied to customer selected options
offers defined and selected by and neural network profiling &
the consumer mobile electronic transaction

receipts with balances

I 57 s

You've just vion S50 off your
Sameung TV purchasa,
Biing this code o Cushomes

After the Transaction

Predictive analytics using SIC,
MCC, MID, UPC and SKU data
increases rendering of relevant
offers based on user selected
criteria
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Mobile marketing: Opt-In, user defined offer and/or marketing
message tied to a user defined alert

Yin Yang of Mobiie Seii-Service, Markeiing & Paymenis

User-defined
Opt-In Alert or

Hemindetr...
“Gift card .

gift card
today &
get 20%
off

oice Mail to Voice
Mail

Mobile Email

Insida a Downloadable
application

e Crone Consulting, LLC Copyrght @ 2008 Crone Consuling LLC — The Nex Wave in Payments®, Confidential and Propretary 25



Consumers prefer to receive mobile marketing messages via simple
message service (SMS text) and multimedia message service (MMS
Text with picture) and other cross channel opportunities as well

Text Message

Picture message

Video

Ads transferred automatically
to email

Voice message

Other

Basea: Af laast somewhat interested fo recaive ads (n = 344)

23%

22%

Media of Choice: Some Surprises!
Delivery Channel

56%

Deeper Dive into Demographics:

» Students prefer text message as
the channel

» Multiple person HHs prefer picture
messages

> Single person HHs would like ads
to be transferred automatically to
the email

a: In which of the following ways wowd you Fke to receive an ad on your cell phone? Please select all that apply.

Source: Harns Inferactive Study as reported by Grant Lenahan, Executive Director and Strategist, Service Delivery
Solutions, Telcardia Technologles, Inc. at Billing and OS5 Confarence, Chicago, IL, April 29, 2008

e CI_'ﬂr'IE Consu "”‘Ig, LLC Copyright £ 2009 Crone Consulting, LLC — The Mext Wave in Payments®, Confidential and Proprietary

26




Mass marketing vs. user-defined mass customization

ANYTHING

ANYTIME

g Crone Consulting, LLC Copyright £ 2009 Crone Consulting, LLC — The Mext Wave in Payments®. Confidential and Proprietary



According to du Pre Gauntt, senior analyst at eMarketer:
"The current response rates for mobile messaging campaigns blow
competing mediums such as direct mail out of the water"”

56.8% 8.0%

o)
=
=

@

1
o
=

]

0

|-

]
(n

buipuodsay juaaiad

o
&

France Germany ltaly Spain UK Us
27,743.9 15,089.8 25,567.9 24,122.6 18,648.8 36,671.8

*Source: “Email eMarketer Daily, December 6, 2007 citing Mobile Marketing A ssociation (MMA), “2007 Mobile
Attitude & Usage Study ™ conducted by Synovate, provided to eMarketer, November 18, 2007,
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Customers that opt-in to mobile marketing command highest rates

Mobile Registered

Opt-in User Profile $30.00

Broadcast TV
Syndication TV

Magazines

Cable TV $5.99

US Advertising CPM, by Media, 2008

Newpapers $£5.50
Radio $4.45
Outdoor

Source: Jefferles & Company, Media Dynamics, InterMedia Dimensions and company reporis, “Snapshot of the Global
Media Landscape,” provided to eMarketer, February 2009. Rates for registered mobile users that opl-in to
user defined marketing messages are based on Crone Consulting, LLC research and estimates.
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elMarketer projects that the global market for ad-supported mobile
messaging will rise from $1.5 billion in 2006 to $12 billion by 2011*

Mobile Messaging Revenues Worldwide, 2006-2011 (Billions)

$11.96

2006 2007 2008 2009 201C 2011

“Source: eMarketer promotion of Mobile Messaging Report, November, 2007 citing Forst & Sullivan Open Source Push
emall & FIM for the Consumer Marke! commissioned by Funambal, July 19, 2007,
httpdvww. emarkefer.com/Report aspxPoode=emarketer_ 2000452
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Get free minutes on your cell phone with Virgin Mobile Sugar
Mama™

All Fees All Ads

= Baszd on mobile game download tests in the LIK.

The baseline — Ad overloaa resulted in
pical = This also suggests that a “continuum™ of prices reduced revenue per
t hil At and sponsorshig levels, targeted (o different b req&tepﬁ
mﬂdﬂeﬂﬂ;f:;‘ng revadd el nchiess, roay e e bresal ol all. i gg.l' L;E'EI"
mo ay . it AT .
3 = Charging and adverising remain bghlly coupled. Difficuit to target ads

at high volumes.

Mixed Model '

A lower, subsidized price,
combined with a imited sef of
Lighly relevant ads yielded the
kighest revenue and value!

EARN AIRTIME IN YOUR SPARE TIME % %

Source: Prasentaton ttled “Charging”Ahead! with a Real-Time, Advartizing and Policy- Driven Billing Modals,” by Grant Lanahan,
Exacutive Director and Strated st, Sewvice Delivery Solutions, Telcorda Technadlogies, Inc at Blling and OS5 Confarance,
Chicage, IL, Aoril 28, 2008
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Even though it is a multi-dependent market all new payment types
start with “merchant acceptance” and Transit Agencies need to
objectively evaluate their options from at least four dimensions

a Customer Orientation: Funding and Settlement: A\

Merchant-Centric Pay Later (Credit)

Ca rrieﬁi‘e ntric NS |
) Pay Now (Debit)

VS.
Bank-Centric VS.
Vs, Pay Before (Prepaid)

Bank Processor Centric
7 .

Mobile Payments Strategy

b #

Mobile Payments Token: Network Gateway Hub:

Near Field Communications (NFC) » Processing Capabilities
VS. > |Issuing

SMS Code-Based » Acquiring

Vs. » User defined alerts &
\ Bar Code or Other opt-in two-way messaging

E Crone Consulting, LLC Copyright £2009 Crone Consalting, LLC — The Mext Wave in Payments@, Confidential and Proprietary



Impartial evaluation of strategic alternatives is complex, with 100+
paths to consider across at least these four dimensions

Your Mobile Payments Mobil
Strategy “Decision Tree” Payments
Strategy
Customer Merchant- Carrier- Bank:
Orientation Centric Centric Centric
Funding & ] | . :
Settlement Credit Prepaid | Credit | Cradit | Debit
Payment NFC -or- | NFC -or- ﬂFE -OI- ‘ NFC -or-
Token | Others | Others Others | Others
Network
Gateway Rolz(s) to be played: Switch? TSM? Processing Capabilities? |ssuing? Acquiring?

Hub

More than 100 sirategic alternatives fo consider...
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Crone Consulting’s independent 10-step process for creating a
leapfrog mobile commerce strategy and impartial ROI

Ten Steps to a Mobile Strateqy: 5. Define Mobile Functional

Requirements, Evaluate and Score
Mobile Channel Options

1. Organize Cross-Discipline,

Enterprise-Wide Team and Conduct
Strategic Planning Session

. Define Customer Self-Service (CSS)
Scenarios, Potential Mobile Use
Cases and Profile the Mobile
Consumer (by merchant and
consumer type)

. Assess Competitive Environment
and the Potential to Move or Lose
Market Share with Mobile
Functionality (customer self-service
Vs. payments vs. marketing)

. Analyze and Assess the Viability of
Each Emerging Mobile Channel for
Each Major Wave: CSS, Payments
and Opt-In two-way marketing

6. Objectively Evaluate Sourcing
Options and Service Providers to
Determine “Buy, Build or Buddy”
Decision

7. Correlate Channel Options with
Customer Profiles and Use Cases
and Compare to Deployment
Options and Suppliers

8. Prepare the Independent Business

Case and Beturn on Investment
(ROI) Analysis

9. Define and Gain Approval for
Mobile Strategy

10.Mobilize to Implement

c Crone Consulting, LLC
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Not all mobile channels and payment types are created equal,
independently comparing the pros, cons, risks and costs will help
you objectively prioritize the strategic options

Ease of Deployment, Maintenance
Total Cost of Ownership (TCO) g
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Bank, Device & Carrier Independence

Source: Crone Consulting, LLC
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Confidential and Proprietary to Crone Consulting, LLC

Copyright @ 2008 Crone Consulting, LLC. All rights reserved.

This document and all of its intellectual propenty is protected by
copyright and other intellectual property laws.

You may not sell, publish, distribute, re-transmit, email, duplicate
or otherwise provide access to the content of this report without
permission by Crone Consulting, LLC.

All intellectual property rights retained by and strictly enforced by
Crone Consulting, LLC.
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