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‐ Ackroo is a SaaS based solution provider in the USD
$190B+ North American gift card and loyalty market,
specializing in the small and medium businesses
segments
‐ Only publicly traded pure play in the gift card and
loyalty space in Canada
‐ The company is completing an impressive turnaround
under CEO Steve Levely’s leadership
‐ The North American gift card and loyalty market is
ripe for a roll‐up stategy
‐ With profitability around the corner, Ackroo is at an
inflection point where it can accelerate growth with
highly accretive acquisitions
‐ To execute on its rollup strategy, Ackroo announced
on March 18, 2015, that the company is conducting a
private placement offering of 10,000,000 shares priced
at 0.20$ each.
‐ Based on our 3‐year financial model, we initiate
coverage with a 12‐month price target of 0.51$, a 162%
return potential from current share price.
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Company Description
Ackroo Inc. (“Ackroo”) is a SaaS based solution provider focused on selling its cloud
based gift card & loyalty platform into the retail and hospitality markets across North
America with an extra focus on supporting the small to medium size business segments.
Through this focus Ackroo has developed a solution that is robust, easy to use, and
affordable for all merchants. From single location mom and pops to large multi‐location
organizations the Ackroo platform is built to support the growing needs of this important
business segment. Ackroo is headquartered in Ottawa, Canada.
Ackroo’s platform provides 3 key functions:
 Process gift card and loyalty transactions at point‐of‐sale
 Provide merchants with important administrative and marketing data
 Allow customers to access and manage their gift card and loyalty account
The Company then provides 2 key additional services:
 Distribution ‐ Help merchants sell their gift cards at other retailers or online
 Marketing – Help merchants utilize Ackroo’s technology to market and grow
their customers base

The Market Opportunity
According to CEB (NYSE: CEB), the U.S. gift card market was estimated to be USD $130
billion in 2015 and growing at 5‐6% per year. Although the overall growth of the industry
has been slowing in recent years, an increasing number of SMB businesses are switching
paper‐based solutions to plastic cards and we are witnessing a massive adoption in e‐gifting
and mobile solutions. We believe there are compelling growth opportunities in those segments
of the market.

The North American loyalty and incentives market was a USD $54 billion market in
2013‐2014 according to Raymond James. A recent study from Colloquy shows that total
loyalty program memberships in the U.S. grew from 2.6 billion in 2013 to 3.3 billion in
2015 for a compound annual growth rate (CAGR) of 13%. On average, every American is
involved in more than 10 different loyalty memberships. With big data and analytics
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constantly improving in quality and efficiency, companies increasingly rely on loyalty
programs to engage, retain and acquire precious data on their customers.
In Canada, the gift card market has been growing nicely in recent years. Based on
previous data available and growth rates, we estimate the Canadian gift card market to
be at least $8 billion. A survey1 from Blackhawk Network published in December 2015
shows that 87% of respondents have both purchased and received gift cards in the last
year, up from 68% in 2010. Another interesting statistic: 76% of respondents said they
would prefer receiving a gift card rather than a specific gift. Gift cards have become the
gift of choice for Christmas and birthdays. Although the market is approaching maturity,
it will continue to grow by having customers who are aware about gift cards buy more of
them. From the respondents in the Blackhawk survey who have bought at least one gift
card in the last year, 53% actually bought 4 or more cards.

The gift card and loyalty North American market is highly fragmented with many small
and large players specializing across a wide variety of niches. Competitors in Canada
include names like Givex, Ernex, Eigen and DataCandy. The larger players in the industry
will typically service the big accounts while small and medium businesses (SMB) are either
serviced by smaller providers or non‐serviced at all. In 2016, there still exists a huge
opportunity to convert SMB using paper based gift and loyalty solutions to plastic cards
and mobile technologies.
1

Blackhawk Network’s 2015 Canada Gift Card Survey
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We believe that this type of fragmented market, with lots of non‐profitable companies,
is perfectly suited and ripe for a roll‐up strategy. The opportunity lies in the fact that
many smaller players in the gift card and loyalty industry have a hard time reaching
profitability. The typical economics of the SaaS model require companies to invest money
upfront to develop technology, acquire and set‐up customers, and then wait for several
months to get a payback on their investments while supporting accounts. Ackroo’s
$13.5M accumulated deficit is a testament of the significant barriers to profitability in the
gift card and loyalty industry.

The Mobile Opportunity
In today’s U.S. gift card market, the fastest growing segment is e‐gifting, which only
accounted for 5.5% of total volume or USD $7.1 billion in 2015 but is up 26% from the
prior year. According to research from CEB, e‐gifting is expected to grow to USD $18
billion or 11% of the total gift card market by 2018. New peer‐to‐peer (P2P) payment
services such as Apple Pay and Chase Pay will help drive market adoption.
In Canada, e‐gift adoption is following a similar pattern. According to Blackhawk
Network’s 2015 Canada Gift Card Survey, 33% of respondents purchased an e‐gift in the
past year, up from 26 percent in 2014, and 38% said they were likely to purchase an e‐
gift in the next year. Moreover, 59% would be interested in receiving an e‐gift in the
coming year, up from 43% in 2014. The top reasons for purchasing e‐gifts were: they are
easier to redeem (33%) offer immediate delivery (32%) and are easier to purchase (23%).
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History
Note: On December 8th, 2014, Ackroo did a 10:1 shares consolidation. All share prices are
expressed on a post‐consolidation basis.

Formely known as MoneyBar Rewards Inc., Ackroo became public via a reverse take‐
over of Rare Earth Industries Ltd. (“Rare Earth”) in October 2012 at a pre‐money
valuation of $19.5M, with trailing 9‐months revenue of just a little under $500K. Earlier
that year, Ackroo was acquired by a Vancouver VC firm named Bluestone from founder
Ron Frank. Bluestone moved the company’s head office to Ottawa and brought their own
management team, former executives of RIM, Nortel and Bridgewater Systems.
To say market expectations were high for this new little publicly traded company would
be an understatement. The company raised $3.5M in a private placement from
institutions and retail investors at a price of $4.50 per share. Including Rare Earth’s cash
balance, Ackroo had more than $6.2M in working capital to execute on its ambitious
growth plan to tackle the gift card and loyalty market for small and medium businesses.
Heavy cash burn, ineffective management and a bad business plan quickly extinguished
Ackroo’s financial resources. In its first full fiscal year as a public entity, Ackroo reported
revenue of $1.28M and a loss of almost $3.9M. Building a direct sales force proved to be
a costly endeavor and a very ineffective model. Add poor technology and a bloated
management structure to the mix, and you have a recipe for disaster. To support working
capital needs and the development of Ackroo Anywhere (“AKR3”), Ackroo’s next
generation gift card and loyalty platform, the company raised $500,000 at $1.50 per share
in February 2014. However, in May 2014, management ran out of money again.
On May 20, 2014, Steve Levely was named CEO after Eamonn Garry stepped down from
the position. Mr. Levely previously was Executive VP of Sales and Marketing with Ackroo
and has over 15 years of experience in various sales and business development positions.
The board of director appointed him with a clear mandate: either salvage or sell the
business. When he took over, the company had no cash and was operating on its line of
credit. He managed to raise $401,250 at 50 cents per share in July 2015 from current
shareholders and started a long journey to turnaround the company.
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In January 2015, after a 10:1 shares consolidation, Mr. Levely raised $1.25M at 15 cents
per share with the stated goal to reach cash flow breakeven in about a year. He
restructured the company, lowered headcount from 46 to 16, aggressively reduced
expenses, added new channel partnerships and made strategic acquisitions to accelerate
growth.

We believe Ackroo’s turnaround has been nothing short of impressive. In January 2016,
the company reported record revenue of $588,641 for the fourth quarter of 2015.
Including recent acquisition of D1Mobile, we estimate the company’s revenue run‐rate to
be roughly $2.3M with a burn‐rate of only $20K a month.

Business Model
The retail market is so highly fragmented that the potential revenues per account are
relatively modest in the SMB portion of the market. In the payment industry, processors
generally sell to these smaller sized accounts through independent sales organizations
(ISOs) who are 100% sales‐focused and can develop specific competencies in this area.
They can bundle several related services such that the revenue opportunity can justify the
sales effort.
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There is a very large and established ISO sales network throughout North America that
is already selling debit and credit payment processing services to small and medium‐
sized merchants. Ackroo’s prior management didn’t have any experience in the payment
industry and didn’t realize the full potential of leveraging the ISO network to build referral
partnerships. Steve Levely’s focus is to increase the number of selected channel partners
and to nurture those relationships to fuel organic growth.
Ackroo’s Partners

Current referral partners represents over 250,000 locations and integrated product partners, over
a million merchant locations.

In the retail ecosystem, where hardware and payment processing solutions are being
commoditized, gift cards, loyalty programs and Point Of Sale (POS) software solutions
are the differentiators. Ackroo’s gift card and loyalty solutions integrate into the existing
payment and POS systems of merchants. There is no need to buy any new hardware or
software, which significantly reduces costs. Integrated product partners are well
incentivized to push Ackroo’s services because it helps them retain customers longer and
differentiate themselves in an industry suffering from a high customer turnover rate.
Investors should not worry about new players in the space like Apple Pay or Square as
they are potential product partners, not competitors. Merchants prefer third‐party
providers of gift card and loyalty solutions for several reasons. Operationally, there is an
advantage if there is any type of mixed point of sale environment (think Tim Hortons
who’s franchisees use many different types of systems) as systems like Ackroo can
support any of these environments. Functionally, there are advantages because third
PHILIPPE BERGERON‐BÉLANGER | MATHIEU MARTIN
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parties’ breadth of offering is always greater, as this is all they do. Payment neutrality is
one of the biggest advantages. Regardless of the method a merchant chooses to process
payments and manage its business, third party providers like Ackroo do not need to
change. Payment providers prefer to focus on what they do best, which is payment, thus
making providers like Ackroo great partners to work with.
By merging the sales, marketing and operations teams into one single unit, Sales
Operations, Steve Levely was able to achieve significant cost reductions while
maintaining organic growth. Sales Operations staff manages sales leads from channel
partners, on which the conversion rate is 25‐30% according to management. They also
deploy Ackroo’s application, train customers and act as first line support. So they own the
relationship. According to Steve Levely: “This team does double the “work” with half the
people we used to require because of this shift and so effectively operational work is paid
through sales efforts.”
Note that Steve Levely tried to implement in 2015 a reseller model, where ISOs would
white‐label Ackroo’s solutions and be responsible for customer service and training
support in exchange for 50% of gross revenues instead of 10% for referral partners,
leaving Ackroo with the responsibility of providing Tier‐3 support. The model proved
unsuccessful due to the complexity of Ackroo’s products and the high amount of training
required. Everlink is the only reseller left and will be moved back to referral partner once
their contract ends in October.
Revenue Model







38.5% CAGR from 2012 to 2015
Recurring revenue in excess of 60%
Customer retention rate in excess of 90%
Gross margin in excess of 70%
The company currently supports over 2,000 locations on its AKR3, D1Mobile
Appetite and PhotoGIFTCARD platforms.
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Ackroo’s Customers

Competitive Advantages
Even though barriers to entry are low in the gift card and loyalty space, new players
need to overcome significant barriers to profitability. They need to develop robust
technology, build a network of referral and integrated product partners and reach
commercial scale, while supporting large losses in the process.
We believe Ackroo is one private placement away to overcome barriers of profitability.
A recapitalized balance sheet will help strengthen and leverage Ackroo’s competitive
advantages:
 Lower cost structure: The company’s new Sales Operations model has lowered
the cost structure of the business. Competitors of similar size operate at a much
higher breakeven level. Once it reaches profitability, Ackroo will be able to
strengthen its competitive position in the industry with scale. According to
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management, 40‐50% of each dollar of revenue over breakeven point will go
directly to the bottom line.
 Strategic product partners: Integrations with POS and payment providers are a
key aspect of how Ackroo can grow its addressable market and protect itself
against competition. For instance, Internet Retailer Top 500 has ranked Chase
Paymentech #1 Payment Processor and Ackroo is one of Chase’s only three
integrated partners for gift card and loyalty solutions in Canada.
 Only publicly traded pure play in the gift card and loyalty space in Canada: Being
a publicly traded company in Canada comes with its fair share of disadvantages:
The costs of running a public company are higher, your clients and competitors
can access your financial statements and, in the current funding environment,
liquidity has never been this worse. That said, if Ackroo manages to complete its
turnaround, and we believe it will, having a publicly traded stock would be an
important advantage to their rollup strategy. Once the share price reaches fair
valuation, management will be able to use the shares as a currency to complete
highly accretive acquisitions.
Ackroo has a robust developer‐friendly platform that can support big accounts, yet
affordable for SMB accounts. Their sweet spot is retailers and restaurants with 100
locations or less, where their bigger competitors are inefficient.

Growth Strategy
We expect Ackroo to post organic growth numbers in excess of 20% for fiscal 2016. The
company has identified multiple organic growth opportunities:
 Deepen the relationships with its channel partners
 Increase the number of selected channel partners
 Increase revenue per current customer through upselling and cross selling
 Focus on strategic merchant types (size & vertical)
 Expand in new markets (US & Other)
We believe there are significant organic growth opportunities related to the
PhotoGIFTCARD (“PGC”) and D1Mobile acquisitions. Ackroo added 900 and 281
locations respectively, to which they can now upsell and cross sell complimentary
solutions.
PHILIPPE BERGERON‐BÉLANGER | MATHIEU MARTIN
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From a product development standpoint, the company intends to rewrite its
PhotoGIFTCARD platform to integrate it with AKR3. Once it is completed, Ackroo will
require that PGC customers, who buy customized gift cards, process transactions with
Ackroo as well. According to management, Ackroo could cross sell gift card processing
solutions to up to 500 locations of PGC’s customer base, a $600,000 annual recurring
revenue opportunity. The rewriting of the PGC platform should be done in Q3 2016.
With profitability around the corner, Ackroo is at an inflection point where it can
accelerate growth with highly accretive acquisitions. There is a huge inorganic growth
opportunity in the SMB segment of the gift card and loyalty industry. Many competitors
are losing money and running out of cash. Ackroo can buy them for a low multiple of
revenue, far less than what it would cost to convert them one by one into clients, and
rationalize costs while acquiring technology and talent.
Acquiring distressed companies is a better strategy than waiting for them to go bankrupt.
There is no business disruption. Ackroo can keep customers captive on their old platform
while adding the needed functionalities and capabilities to migrate them to Ackroo3.
Ceteris paribus (all else being equal), we estimate that Ackroo paid 4‐5x profits for Dealer
Rewards Canada (“DRC”) and that multiple will go down to 2.5‐3x after they are done with
migrating customers.
Focus for 2016 and beyond is to close on one sizeable acquisition per year, with some
smaller strategic acquisitions. The company will finance future acquisitions with a mix of
shares, cash, seller’s notes and earn‐out payments. The latter two are Steve Levely’s
preferred ways of financing acquisitions as it lowers the financial risks for Ackroo and
ensures that minimum performance milestones are reached before issuing the full
payment. As shareholders of the company, this is something we like to see.
Ackroo has a deep pipeline of acquisition targets. Steve Levely is in discussions with a
dozen targets with combined revenue of ~$15M. The majority of them are losing money.
Access to growth capital will determine who will be buyers and sellers.
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To execute on its rollup strategy, Ackroo announced on March 18, 2015, that the
company is conducting a private placement offering of 10,000,000 shares priced at
0.20$ each.
Use of proceeds:
 Retire 1.1M$ in seller’s notes related to the DRC acquisition
 Hire new employees for product development and sales operations
 Have the financial flexibility to pull the trigger on acquisition opportunities

Recent Acquisitions
Ackroo closed four acquisitions in the last 14 months.

PhotoGIFTCARD – January 29, 2015
PGC is an online marketplace allowing people to buy customized gift cards from retail
chains. The acquisition provided Ackroo with online distribution capabilities and a
technology that is a differentiator in the industry. They paid $150,000 cash to the seller
from the 0.15$ private placement proceeds. As a standalone business, PGC is doing $50‐
60K in annual revenue. However, with this acquisition, Ackroo gained access to 900
locations to cross sell their solutions, including Domino’s Pizza.

Dealer Rewards Canada – May 27, 2015
DRC is a SaaS based loyalty rewards company tailored to the automotive sector. When
Ackroo bought the company, they had 107 dealer locations and this number has grown
to 117 as of today. Current run‐rate is $61K in monthly recurring revenue (MRR), of which
40% goes to the DRC vendor as a licensing fee to use the Dealer Rewards platform. One‐
PHILIPPE BERGERON‐BÉLANGER | MATHIEU MARTIN
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time revenue (OTR) can vary from $20K to $30K a month, on which Ackroo makes
between 40‐50% gross margins. SG&A cost additions have been very limited. Ackroo only
added one employee to support operations. Total acquisition price was $1.85M, which
comprised 769,231 shares of Ackroo and payments of up to $1.5M over an 18‐month
term.
Some features need to be developed in order to move DRC’s customers to the AKR3
platform: 1) Integrations to various dealer management systems and 2) Build a number
of reporting functions to create custom reports. Once these features are built and
migration is done, the 40% licensing fee will go away. We are talking about a $290,000+
annual opportunity at current run‐rate. We expect Ackroo to finish migrating DRC
customers by Q4 2016.

OnTab Software platform – February 23, 2016
OnTab is an e‐commerce and mobile payments software platform that will allow Ackroo
to offer more payment options to merchants. Today, Ackroo’s platform only supports
PayPal integration for online payment, which is more expensive than other providers. As
Ackroo expands its e‐gift card offering to include PhotoGIFTCARD components, adding
this technology will make it more affordable for merchants but also more attractive as
they can consolidate payment processing partners both in store and online. Finally, OnTab
will assist with the change Ackroo is making to its e‐gift/PGC platform to allow merchants
to get payment right away when customers redeem e‐gift cards (right now, they have to
wait 1‐2 months).
Although small, we like this acquisition because it fits perfectly in Ackroo’s product
development roadmap. It will help them build a strong value proposition compared to
their competitors in the e‐commerce space. We like it even more because Ackroo actually
paid $0 for it. In consideration for the OnTab assets, Ackroo has entered into a consulting
agreement with Behzad Malek, founder of OnTab, pursuant to which he will assist with
the integration of the assets within the Company's existing offerings.
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D1 Mobile’s Appetite Mobile Pay and Loyalty platform – March 15, 2016
The Appetite platform from D1Mobile helps businesses to connect with their customers
via innovative mobile marketing tools. It enables businesses to develop their own rewards
program and e‐gifting offerings. D1Mobile’s current customer base comprises 281
locations, including some big brands such as Freshii and Yogen Fruz. Ackroo paid
approximately 1x revenue through the issuance of 500,000 shares and will pay a
performance‐based cash bonus to the owner during the first 24 months following the
acquisition. Once customer migration to AKR3 platform is complete, which should take
about 6 months, there will be an opportunity to increase revenues per location.
From a technology standpoint, D1Mobile is again a really strategic acquisition. It will
enable Ackroo to offer a white‐label mobile application that works both on iOS and
Android to their merchants. This fills a product gap that otherwise would have needed to
be developed internally.

Case Study: Dealer Rewards Canada acquisition
Even though the DRC acquisition closed on May 27, 2015, DRC customers only started
to generate revenues on July 1, 2015. The closing date was too close from the beginning
of June to transition billing activities in time. While one month of revenue from DRC could
have helped the company, it made it easy for investors to calculate the impact of the DRC
acquisition:

Revenue
(‐) COGS
Gross Profit
(‐) OPEX
Operating Income

Q2 15
315 562
91 028
224 534
513 708
(289 174)
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Q3 15
519 766
183 914
335 852
479 770
(143 918)

Δ
204 204
92 886
111 318
(33 938)
145 256
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DRC ‐ Valuation
Acquisition Price
Annualized ΔOperating Income
Multiple Paid

1 850 000
581 024
3,18

Ackroo managed to acquire a company AND reduce cash OPEX at the same time, which
shows how accretive a rollup strategy can potentially be in the gift card and loyalty
space. Of course, our analysis captured general cost reductions not related to DRC. To
push our analysis further, we built a pro forma of DRC’s financial income statement and
inherent valuation based on information gathered from management:
DRC Pro‐Forma
Revenue
Recurring
One‐Time
(‐) COGS
Recurring
One‐Time (60%)
Gross Profit
(‐) OPEX
Operating Income

Before ‐ Bear

Before ‐ Bull

After ‐ Bear

After ‐ Bull

600 000
200 000

732 000
240 000

600 000
200 000

732 000
240 000

240 000
120 000
440 000
80 000
360 000

292 800
144 000
535 200
80 000
455 200

‐
120 000
680 000
80 000
600 000

‐
144 000
828 000
80 000
748 000

3,08

2,47

Multiple Paid
5,14
4,06
*After = After Ackroo moves DRC customers to its Ackroo3 platform

In our bull case, after Ackroo moves DRC customers to its platform, the multiple paid is
a mere 2.5x operating profits. Obviously, migrating customers will require some
resources, but benefits far exceed costs. If Ackroo can replicate the economics of the DRC
acquisition in future deals, we believe the stock has multi‐bagger potential.
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Share Structure
Ackroo has a tight share structure with only 17.88m shares outstanding. Five
shareholders own approximately 40% of those shares. Steve Levely, CEO, own 540,000
shares (3%) and 700,000 options.
AKR ‐ Capital Structure
Shares Outstanding
Options
Warrants
FD Shares Out

Strike
17 884 000
1 400 000
300 000
19 584 000

0.21‐0.37$
0.37$

Financial performance
Since becoming a public company in 2012, Ackroo has greatly underperformed
expectations. The share price took a nosedive on the heels of poor annual financial
performance.

Revenue
(‐) COGS
Gross Profit
(‐) OPEX
(‐) Grants and tax credits
EBITDAS*
Key Metrics
Revenue Growth y/y
Gross Margin
Working Capital

FY 14
1 328 166
360 888
967 278
2 716 753
(135 428)
(1 614 047)

FY 13
1 284 016
426 451
857 565
3 430 474
(77 480)
(2 495 429)

FY 12
681 142
166 825
514 317
4 123 264
(183 701)
(3 425 246)

3%
73%

89%
67%

76%

(510 687)

176 218

3 234 124

*EBITDAS exclude foreign exchange gains and losses

Fortunately, since taking over in the second quarter of 2014, Steve Levely has managed
to shrink the quarterly EBITDAS loss to a more manageable level. As we already
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demonstrated, the DRC acquisition had a huge impact from Q2 to Q3 in 2015. Gross
margins have remained steady at around 70% of revenue.

*EBITDAS exclude foreign exchange gains and losses

What is quite encouraging about Steve Levely’s new Sales Operations model is these
two important SaaS metrics: Lifetime value and Acquisition Cost. They have been
trending nicely as you can see in Ackroo’s latest investors deck:

Successful SaaS businesses have a ratio of Lifetime value to Acquisition cost upwards of
3x. In Ackroo’s case, the ratio is well above this threshold. We expect the company to
continue to post greats metrics under the current leadership. In our opinion, Steve Levely
is a great operator and capital allocator.
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Forecasts and Outlook

*EBITDAS excludes foreign exchange gains and losses
**Working Capital excludes Vendor Debt
***Assuming full issuance of 10% stock option plan

Our 12‐month price target on AKR is 0.51$ based on the following assumptions:
 20% organic revenue growth
 10% OPEX growth on prior year
 65% Gross Margins
PHILIPPE BERGERON‐BÉLANGER | MATHIEU MARTIN
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 2x revenue and 5x profit multiple on acquisitions
 Revenue acquired:
o 2016 = 500,000$
o 2017 = 1,000,000$
o 2018 = 2,000,000$
 Acquisitions will be financed 25% in shares, 25% in cash and 50% in vendor debt
with a 12‐month term
AKR shares should be valued at a minimum of 4x EV/Revenue given the company’s
expected revenue growth rate of 50%+.
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We believe our price target of 0.51$ is conservative. As you can see, EBITDAS ramp up
quickly in our acquisition model. Access to more capital, through debt and/or equity,
could accelerate the rollup strategy even further. Plus, we only built a 3‐year model. Our
preliminary 5, 7 and 10 years model show a significant “Snowball” effect, which makes us
believe Ackroo could have 10 baggers+ potential.
The biggest short‐term catalyst for AKR will be the closing of its $2M private placement.
The recapitalization of Ackroo’s balance sheet will de‐risk our investment thesis. A fair
valuation at 4 times EV/Revenue today would bring AKR shares to 40+ cents. Here are a
few other positive future catalysts to expect:
 Acquisitions
 New referral and integrated product partners
 Contracts with large brands
 Mobile and e‐gifting product enhancements
 Access to more growth capital

Key Risks
We have identified risks to our investment thesis that could potentially affect the
company’s future financial performance and stock price.
Balance sheet
Ackroo’s balance sheet is undercapitalized to execute on its growth plan. They still have
a balance of sale to pay for its latest acquisition, Dealer Rewards Canada, which explains
the working capital deficiency of $808K at the end of September 2015. To address that
issue, Ackroo is currently in the process of raising $2M.
Financing of future acquisitions
Although organic growth should contribute nicely to the topline, Ackroo’s strategic plan
relies heavily on being able to execute a roll‐up strategy in the SMB segment of North
American gift card and loyalty industry. Financing of future acquisitions could be an issue
if growth capital is not available at reasonable terms. Since taking over, we believe CEO
Steve Levely has been very shareholder friendly in the way he managed the company,
thus we expect future dilution to happen at share prices much higher than today’s.
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Acquisition risks
A rollup strategy is not a sure bet. Ackroo could pay too much for an acquisition and/or
expected synergies could not materialize. In addition, competitors in the space could
decide to become consolidators too, which would negatively affect the economics of a
rollup strategy.
Technology risks
Ackroo’s competitors could harm its business with superior technology solutions at an
inferior price point. AKR3 platform must evolve with online, mobile, payment and POS
trends and failure to do so could have a negative impact on financial performance. The
ability of management to identify early industry trends to position the company for new
technological changes is a key to the company’s success. The recent acquisition of OnTab
and D1Mobile show that, even with limited resources, Steve Levely has been able to
position Ackroo has a technology leader in the space.
Referral and integrated product partners
Loss of or failure to add referral or integrated product partners could limit Ackroo’s
addressable market, which would have a negative impact on growth.

Management Team
Steve Levely – Chief Executive Officer and Chairman of the Board
As Chief Executive Officer of Ackroo, Steve leads the company’s corporate strategy. Steve
transitioned into this role after previously serving as the company’s EVP of Sales &
Marketing.
Prior to joining Ackroo, Steve worked for Maritz Canada helping lead their strategic
business development division. In this role, he supported their Sales Channel Enablement,
Engagement Marketing and Consumer Loyalty go‐to market strategies. Prior to Maritz, he
spent 8 years at Pitney Bowes, where he held various senior management positions in
both the United States and Canada. Steve brings over 15 years of successful sales
leadership and business development experience from various small and large
organizations within the software, telecom, business and marketing services industries.
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John Chapman, P.Eng, MBA, CMA, CPA – Director
John serves as the Chairman of Ackroo’s Audit Committee and he is currently the Chief
Financial Officer for ZIM Corporation and Guardian Mobility, Inc.. He was also Chief
Financial Officer for Ackroo from 2012 until October 2014. Prior to 2006 John held the
positions of Director of Finance and Program Management Office at Amdocs Canadian
Managed Services and he has also held various positions at Bell Canada and BCE
companies in the areas of Finance, Human Resources and Engineering.
John received a Bachelor of Technology (Mechanical Engineering) from Ryerson
Polytechnical Institute in 1988 and a Masters in Business Administration from the
University of Ottawa in 1999. He is a member of, and holds professional designations,
with the Association of Professional Engineers of Ontario, the Institute of Certified
Management Consultants of Ontario and the Chartered Professional Accountants of
Canada.
Sam Cole – Director
Sam Cole is a corporate securities lawyer with the firm of Anfield Sujir Kennedy & Durno
LLP, based in Vancouver. He specializes in advising small and micro‐cap public companies
on corporate governance and regulatory compliance. He is a graduate of the University
of British Columbia, and a member of the Law Society of British Columbia.
Chad Holliday – Director
Chad Holliday has over 20 years of experience growing small and large telecom software
businesses and is currently President of the management‐consulting firm CK Holliday
Ventures. From 2013 to 2015, Chad was the Vice President and General Manager of the
Mobile Policy and Charging software business at Alcatel‐Lucent. Prior to this Chad ran the
Alcatel‐Lucent’s IPD Network Management product management and marketing team.
Prior to Alcatel‐Lucent Chad has held various engineering and executive positions at
startups such as Newbridge and Thirdspace. Chad is a graduate of the University of Regina
and holds a Bachelor of Computer Science.
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Disclosure
Philippe Bergeron‐Bélanger and Mathieu Martin collectively own 232,500 shares of
Ackroo. MicroCaps Research Canada Inc., owner of the Espace MicroCaps website
(www.espacemc.com) and trademark, and Philippe will respectively subscribe to 90,000
and 27,500 units of the current private placement. MicroCaps Research Canada Inc.
provides advisory services to Ackroo Inc. at a flat rate of $1,500 per month.
None of the material, nor its content, nor any copy of it, may be altered in any way,
transmitted to, copied or distributed to any other party, without the prior express written
permission of Research MicroCaps Canada Inc.
Estimates and projections contained herein are our own and are based on assumptions
which we believe to be reasonable. Information presented herein, while obtained from
sources we believe to be reliable, is not guaranteed either as to accuracy or completeness,
nor in providing it does Research MicroCaps Canada Inc. assume any responsibility or
liability. This information is given as of the date appearing on this report, and Research
MicroCaps Canada Inc. assumes no obligation to update the information or advise on
further developments relating to securities. Research MicroCaps Canada Inc. as well as
their respective partners, directors, shareholders, and employees may have a position in
the securities mentioned herein and may make purchases and/or sales from time to time.
This report is not to be construed as an offer to sell, or the solicitation of an offer to buy,
securities.
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