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The Most Immersive Platform for Free Roam
Out-of-Home XR Entertainment

We are creating the first open platform for large-scale walk-through VR experien
emiered at the Pac

ces. Our first experience
nce opening, we've had over 5k

c Science Center in Seattle, still open to

guests through. We build the software to develop and operate, establishes the venue distribution

channel, and sets the bar by creating the most immersive adventures on the market. Building upon our
success at our first location, we're ready to scale with more venues and experiences.

Jeff Ludwyck
Founder & CEO

Building worlds in thematic entertainment to create beautiful moments and experiences

Hear about who Hyperspace is and why they are changing the world.

Why you may want to invest

Projected (although not guaranteed) per Venue: $2.2 mm ticket sales, $1.2 mm COGS, $1 mm
gross margin

Projected (although not guaranteed) 3 venues in 2019; 50+ venues in 5 years

QO+ trave at first loc:

5, ion | Pacific Science Center, Seattle

96% of paying guests give 4= out of § stars for satisfaction

86% will tell a friend

% will bring a friend back

Partners include Microsoft, Sa ng, and HP

Our Ambition

Our goal is to make Hyperspace available globally, opening portals to new realities in towns of all sizes
allowing access to this complex medium. We aim to be the elite provider for location-based immersive

periences by offering

slatform for the highest level of immersion in the mark

t, bringing magical

moments of delight and imagination worldwide.
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https://hyperspacexr.com
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What you are investing in

Future Equity (Wefunder SAFE)

$5M $4M uationcav 0

$50K+ pro rata right threshold @

A SAFE gives you the right to future
shares in the company. If you invest, you're
betting the com

any will be worth more

than $4M in the future

Earning a return

Learn more about SAFEs

Investor perks

$500+

Name in the credits of Wonderfall -
ses to Wonderfall at Pacific
Science Center and a backlot tour
with the Hyperspace Team

Two p

$1,000+
Your name on a cobblestone in our
mountain villa

Name in credits of Wonde;
Four passes to Wonderfall at Pa
Science Center

see $5,000, $10,000, & $50,000+
perks
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Why | Like Hyperspace XR

Hyperspace XR provides amazing and inspiring experiences that will undoubtedly
be a part of every city's entertainment scene in the not-so-distant future. I've had the
privilege of watching the progress of the team up close and personal over the past
year. ['ve toured the setup and experienced Wonderfall multiple times with friends,
and I've been impressed with the progress the team has made with relatively few
resources. This is an investable company. Knowing the team is composed of some of
the hardest working people on the planet, and understanding how Hyperspace XR
can expand in the future beyond entertainment, I'm honored to have the privilege of

investing.

Will Little

INVESTOR IN HYPERSPACE XR. MANAGING DIRECTOR AT PROTA VENTURES.

THE BUZZ ABOUT HYPERSPACE XR

Hyperspace is at the edge of a new form of entertainment I appreciate their enthusiasm and
passion for what they are creating as well as their willingness to do it in front of an audience.
Our guests love having a front row seat to the process of what is means to be a start-up.
Hyperspace is rapidly advancing their goals, adapting new technologies for a brand new type
of entertainment and Pacific Science Center guests were there first. Their success is important
to all of us, guests and staff alike. We've watched them build this experience and we are

excited to see it take off!
O Diana Johns

The team at HyperspaceXR is pushing the boundaries of what is possible to enable next
generation experiences. I am humbled to partner with them to bring their vision to reality. If
you want to see the future o{cntcrﬁammcm, uducation, and gaming fused :ugcéhcr, visit their

exhibit at the Pacific Science Center and experience the future now.

O Tobias Klauder
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Immersive, Free Roam XR Experiences for the Masses

Venues of all kinds are sr:arc}nng for exciting entertainment options for guests entering their doors.
Hyperspace XR has created a new option: large-scale walk-through VR experiences, and the platform
to power them. From science centers to cruise ships or movie theaters to amusement parks, venues
all over the world are taking notice to this new medium in out-of-home entertainment; looking to

entertain hundreds of guests every hour.

Extended Reality: A New Medium

Virtual Reality (VR) - A virtual display viewed through a headset or head mounted display.

Traditionally used in smaller spaces. VR allows only a view of the virtual world.

Extended Reality (XR) - Taking immersion to the next level by adding the most important
deeply physical interactions aligned 1-to-1 with the virtual world. Travelers reach out and feel with all
of their senses, opening adventures to new physical worlds.

Our First Experience: Wonderfall - Tale of Two Realms

See how we turn our deeply tactile physical set into a fantastical story.



Guests don a backpack computer and a fully virtual headset. Instead of bulky controllers, guests see
their hands in world allowing them to

ch out and in nvironment

ct with the 3,000 square foc

Guests enter in groups for a social experience. We contr:
wind to fireplaces and rumble effects, your body experiences exactly what you're seeing.

| the environment in-world, from gusts of

5,000+ 25-75% 30 mins 3,000
People have tried the Length of completed ~
Rev. share with venue Square feet
Wonderfall Experience scenes Tand 2

96% 91% 83% 86%

Are now more Will bring a friend

4+/5 stars . f
interested in the venue back

Will tell a friend

Our Business

Hyperspace has three areas of business. When put Luguthu, these elements create a new eco-system
for large scale out-of-home VR.

ting standards, software libraries, and systems of development and operation for

these large scale experiences.

Studio - Setting the bar with new internal content at the highest level of qua

Distribution Channel - Establishing agreements with venues across the US and World.

: How We'll Grow With Your |

Ne 1ent

To date, we've funded Hyperspace with less than $165k. I self-funded at $25,000 and raised
an additional $140,000 through a small
our direction, assemble our team, build out the Pacific Science Center operations, purchase backpack
computers and gear, construct the physical set and most importantly get to revenue.

friends and family round. These funds were used to research

We want to use the funds raised lb’ough Wefunder to accomplish our next set of obye:,we&
- $50,000 - Complete MVP 30 minute experience of Wonderfall.
+ $250,000 - Completes polished 30 minute experience and Grand Open of Wonderfall
+ $500,000 - Above and one additional venue.
- $1,070,000 - Above and three total venues

Reaching the $250,000+ mark allows us to make even more substantial progress on delivering our
full platform to our pilot developers and subsequently the world. We already have our infrastructure

st location in the Pacific Science Center to launch

built with the team, technology, and perfec
from.

Our Future: Empowerin /fenues

We're currently very hands-on with the development of our experiences. That's intentional: we're
figuring out exactly what venues, VR developers, vendors 1 end-users (or Travelers) want and
need. All this will lead to the Hyperspace platform, a comprehensive framework so that any venue
can set up a Hyperspace experience -- a plug-and-play solution.

Our platform will include, but isn't limited to, an interface for venues to manage live operations, tools
s the

for developers to ensure deployment ease, and a versatile physical kit of parts that



physical environment.

General Numbers for One Experience

2,000-10,000+ 25+ 40% 60
cipated Ma hroughp
Square Footage Minutes In-World Anticipate Maximum Throughput
Throughput per Hour

$20-$80 $2.2 mm $1.2 mm $1 mm
Per Ticket Projected Sales Cost of Goods Sold ojscted Gross
Margin
enu on Cos
$2k-4k $100,000+ $10,000 25-50%
Backpack + Headset Cost of Physical Set for
Tré and Se 2 e Share
(10-50 sets) Each New Experience raining and ~etup Reyenue:Share
t )sts
Cost to develop one 30 minute experience. Varies greatly depending on
many factors; length, size, visual style, etc.
4-10 3k+ $300k+ ~3 months
Ve ours eve ent Cos el
Dev Team Size Dme\opmer\.l Hou Development Cost per Total Dev Time
per Experience Experience

Post Raise Monthly Burn $74,850

2017 2018 2019 2020 2021



Total 3,000 square

foot theaters 2 d 3 9 %

Revenue s s s - s 6,480,000 | $ 19,440,000 | $ 54,000,000
d H $ 16,336 S 110,264 $ 4,462,200 | $ 11,590,200 $ 30,598,200

Profit (Loss) s $ (26,336)| s (120,264) $ 2,017,800 | $ 7,849,800 | § 23,401,800

« Revenue Driver: one 3,000 square foot location
« Monthly burn begins post raise and ramp up

« Projections given are for speculative purposes only.
* No guarantees can be made to actual number of locations or revenue.

Value Proposition: More for Less

We Cost Less and Make More Per Square Foot Than Other Experiences

Sales per
SQFT

Cost per
SQFT

as Ve T3

¢ M

Movie Museums, FECs,
Theaters Science Arcades
Centers

bt = = Wy = = g

%

HYPERSPACE

"300+
=

* Sales numbers calculated at $20 ticket price. Goal is $30. Ticket price will vary.

Nate Gardner
Chief Technology Officer

Former Systems

Founder

Jeff Ludwyck
Founder & CEO

Building worlds in thematic entertainment to

create beautiful moments and experiences.

AND THE REST OF THE TEAM

Marisa Erven

Art Director & Experience
Lead

lizes in development of

i :
Engi ing
Boeing, Former President of
Critter- Robotics Tech Company

Intellectual Property, Emergent
Technology, Award-winning
Video Games

Duane Hadfield

Chief Finance Officer
18-year history leading large
scale programs to drive
organizational productivity and
performance.

Greg Bowman
Unity Developer
Experience making games & apps
for varicty of platforms including
i0S, Andrcid, OSX and Windows,

VR
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Michael Baran Elijah Evenson Travis Guadan Michael Anderson
Animator Senior Character Artist Animator Roboticist & Software

Experienced Animator in the Master sculptor with over 15 xperience Engineer

13 years of indust

XR Developer who designs and
builds systems to integrate
realfvirtual worlds and immerse
players.

games industry. Skilled in years in the video game industry. and over 20 credited titles ir
Conceptual Art, Storyboarding, &

Animation.

mobile and console games

4 ,f"l

Xandon Frogget

VR Game Developer
Owner and VR/AR Game
Development at Daddio Robotics
for 6+ years, Specializes in i0S
app development

Emmanuel
Lagumbay
Sound Designer

signer for

Composer & sound d
film & games immersing
audiences in beautiful aural

experiences.

Lydia Doza
Software Engineer &amp;
QA

Highly talented engineer
developing the state-of the-art
technologies for LBE.

Alex Erven
Physical World Builder
Master craftsman building sets
and effects for new immersive

worlds

Vasily Kushakov

Full Stack Developer
Expertise in front-end
technologics enjoying a fresh
perspective when developing new
technologies.

Gabriel McDermott
Embedded Systems
Engineer

ws and Linux

Expertise in Wina
with Python, C++, C, and C#,
Background as Applications
Technician

John Ryan
Narrative Developer
Persona Narrative Design &
Development for Cinematic
Storyboarding, Game Narrative
Writing & Design

Will Little

Managing Director at Prota Ventures, Serial

Entrepreneur, Investor & Advisor

Luke Easterly

Nicholas Ulring

VR Environment Artist
10+ years in 3D Modeling, Skilled
in Photoshop, Maya, 3D-Coat,
SketchUp, ZBrush, Unity/Unreal

Engine

b
»
€¢i ¢
-
Various

Contributions

Peter Severud, Angel Muniz, &

Alex Rugen, Environments-
Sharon Plotkin, Characters
Jenna Permut, S.E.

Ed Fries
Advisor

Created video games for Atari in

early 80s, Joined Microsoft in
1986, Farly developer of Xhox.

oy
¢ ¢
-
Various
Contributions

Pete Moss, Livio Del.aCruz, Unity

- Joshua
Voiceover, James Costello
Producer

Raised $138,000 From 9+ Investors

Tobias Klauder

P
leadership

COO @ModusBox, CIO, CDO, 25 years in public
& private sector IT and product technology

hene, Sarah Blandy-

i

Wade Gushikuma
XR Developer
Stilled ir Programm
Technical art, Seripting,
Animation

9

Dan Neel

Sr. Producer
18 years of experience as a video
game Producer. Responsible for

bringing 35+ games to market.

Jacob Pernell

Music Composer
Digital media, music, and
bringing products to life.
Breathtaking aural compositions

Tony Little

Sr. Director, Integration Strategy at Optum360,
Investor & Advisor in Startups and Growth

Companies

Jeff Baker

Tyler Staples



Vice President, Market Manager Wells Fargo Owner Opcrator, Sound Deli Provisions, Real Estate Broker, Windermere East, Real
Home Mortgage Boarshead Distribution Washington State Estate Investor

MORE INVESTORS

Interview

WF: What is Hyperspace XR? ~ - COLLAPSE ALL

HX: We are the builders of large-scale free roam untethered virtual reality (VR)
experiences and the platform that powers them.

Players (travelers) can experience the world in groups together, immersing
themselves in VR for the length of a TV show. Playable space is currently at 2,000-
4,000 square feet but can be expanded over time. Travelers will be encouraged to
immerse themselves in environmental effects like heat, cold, wind, smell, touch,
rumble, and more. All while taking an adventure as a living part of the story.

In the future we look to build massive warehouse spaces with new experiences at
every turn - so you, the traveler, can get lost for hours. At Hyperspace XR we align
virtual and physical worlds carefully, so travelers can reach out and touch them in
real time.

Out-of-home location-based entertainment (LBE) is the future and pivotal to the
growth of VR adoption. Why? The cost barrier for in-home is a huge bottleneck for
users and developers alike. But VR technology also has immense value for out-of-
‘IIO[nL‘ use.

Venues are actively looking for ways to use VR. People are actively asking for out-
of-home VR. LBE in VR encourages growth in venues, developers, and user
adoption of out-of-home VR. Which, consequently, will encourage the growth of
all VR.

Right now, the definition of immersion is refined to a twelve foot by twelve-foot
space. They can accommodate one person every five to ten minutes or remain
constrained by the hardware capabilities of free-roam devices. These are
generally short experiences with low immersion, resulting in less overall user joy.

Hyperspace XR is creating large scale virtual reality, we call it extended reality
(XR). They are layered immersive experiences with long duration. It is meant to
inspire travelers to continue to expand their interest in exploration and come
back for more. For venues, these experiences provide a draw for visitors and
provide high traveler throughput levels.

While we currently are launched at a science center, the product and platform are
relevant to many types of facilities. Some examples are: museums, aquariums,
family entertainment centers, movie theaters, arcades, galleries, and more. It is a
massive growing market for LBE, particularly within the level of immersion that
Hyperspace XR is building.

WF: How many experiences have you done so far? Where are you
currently operating? ~

HX: Wonderfall: Tale of Two Realms Scene 1 is currently operating as a 15-minute
walk-through VR experience. The team is now focused on creating Scene 2 for the
Wonderfall experience. Once complete, the total experience time for Wonderfall
will be 30 minutes in length.

The experience has a footprint of 3,000 square feet at the Pacific Science Center.
It is located alongside our operations and development office. Hyperspace XR is
the first Startup in Residence launched onsite at the Pacific Science Center, as of
August of 2017.

At virtually no cost to us, the Pacific Science Center has provided the team with
3,000 square feet to use for the experience, ops, and development. In exchange,
we openly engage with the public about the technology and workflow process
behind the creation of what we are building. Many of the visitors who go through
the experience specified they are renewing their Pacific Science Center
memberships because of Hyperspace XR!

Since we are building a platform centered product, other development teams can
use and gain great benefit from the upcoming platform. We will launch the
platform alongside a small hand-curated set of pilot developers. Our first pilot
developer is currently working on a new project slated for a beta release in the
coming year.

WF: What is this VR experience like? ~

HX: An immersive, magical, fantasy adventure awaits you in Wonderfall: Tale of
Two Realms.

Travelers walk up to the entrance and get an immediate sense of being a part of
the world. A flock of books take flight overhead as guests suit up, leading you into
to a world of imagination.

Backpack computers suspend from the expanse above, allowing travelers an ease
of transition into the experience. Our team briefs each traveler for their upcoming



adventure, then travelers are oft to traverse a new world.

As they take their first steps, travelers venture together into a magical old-world
village. Cobblestone shifts beneath their feet. A cat greets them to say hello.
Seconds later, travelers are startled by an event happening within the village.
They are led around the corner and step into the village square to meet a young
inventor immersed in concentration.

Sights and sounds overwhelm travelers with a sense of magical immersion and
delight. Over the next few moments, travelers explore a new world. They learn to
use magic with hand motions, meet characters, and learn about the situation they
find themselves in.

Travelers are encouraged to reach out and touch objects, engaging in interactive
moments of joy and surprise. Over the full 30-minute experience travelers will
move among the realms to help our young hero inventor. As a traveler, you can
help protect the village, while growing in knowledge and discovery of the
Wonderfall world and surrounding technologies along the way.

Travelers are provided only with items they need - their backpack PC and VR
headset. They play controller-free, with the ability to touch everything in real-time
with their own hands. Sensors and cameras on the headset and hands allow the
traveler to track the environment placing them specifically in the correct place in-
world.

Travelers can reach out and high-five friends, gesture clues to their friends of
things to do within the experience, look around, and enjoy the moments in the
story. There are no external sensors or cameras in the environment itself to track
them, everything is done directly from the player.

There are also environmental effects (XR effects) in the scene such as heat, wind,
rumble, whirlwinds, ete. Wonderfall also includes rumble floor effects, scents in-
world such as for magic, cranks, knobs, and more. All these XR effects will also be
of benefit to future developers, so they can bring the physical world further into
their experience.

This type of Location Based entertainment is so exciting, in that you can
experience an entirely new world in warehouse sized scale! The possibilities of
creation are also endless in that the technology can be applied and created to
multiple storylines and gameplay times - allowing high levels of replay and
deeply layered immersion within.

WF: How did you come up with this? ~

HX: I had the idea around 10 years ago. Technology has made huge leaps since
then, but I continue to love the thought of using a small space and make it feel
massive. With this type of experience build out, you can create the impression of
visiting anywhere - but only require a space with 10-foot ceilings and a physical
set to do it.

I've always enjoyed rides and attractions immensely. I spent a lot of time as a kid
in Disney World. My interest wasn't in the front-end of entertainment design, but
instead learning how they built rides internally. How do they create the effects?
What process do they use to create stories?

I've focused my lifetime on the discovery and creation of themed experiences. I
hold a bachelor’s degree in Interior Design and Architecture with an
Entertainment Focus and years of post-secondary education relating to attraction
best practices. I commuously pursue the expansion of know]edge through
continuing education, research, and hands-on-development.

Throughout my career, I have searched for ways to be more involved with this
process. My career began in retail and entertainment, designing retail spaces that
convey a story without words - and that make an impression the second the
customer walks in the door. Physical spaces and the impact they can have on
others is a continual source of inspiration and excitement to me.

Before building attractions, it is important to understand how to effectively
operate a business. Over the last decade I've operated three businesses, including
two self-built technology companies.

The idea of attractions, environments, and technology coalescing as Hyperspace
is the culmination of my life expertise. Technology started to make this idea
possible in 2015. As of January 1, 2016, I determined it was time to put a team
together. We now have a team that has been hand-curated, and includes the top
innovators in-world building, entertainment, robotics, game design, story
development, music, composition, computer vision and more. It takes a very
diverse group to execute this kind of vision to such a level of depth. I'm lucky to
say we have assembled the best team on the planet for this company, and
consequently for Wonderfall.

WF: Walk me through your achievements since that first step in
2016. ~



HX: I spent the first part of 2016 researching and attending conferences, events,
exhibits within this new industry. Everything was so fresh and new. Controllers

and headsets were an array of wires, boards, and sensors. Experiences were few

and far between.

Throughout that time fantastic connections were formed that are continuing to
flourish today. I took the initial research and used it to form a firm grounding and
direction for the company. I spent a good part of 2016 hand selecting our team. In
2017 we began 1o flesh out story ideas, tech strategy, and seeking out the perfect
first location for launch.

The ideal partner focus was a marquee venue, rather than build-our-own
warehouse location. That allows for built-in traffic for the experience and lowers
our overhead tremendously. I approached the Pacific Science Center in June. In
August of 2017, we signed a deal to be their first Startup in Residence. Initially we
were in a 200 square foot space where we develcped the product in front of
guests. It's still exciting to think of the eyes lighting up as we explained what’s
possible to build for VR. Thousands of kids and adults of all ages have been
inspired about creativity and new career opportunities.

‘We built our core team around computer vision and were working on algorithms
for inside-out tracking within the environment. We worked with state-of-the-art
depth and motion sensors to build a robust warehouse scale tracking solution.
Our first VR-ready backpack PC was built before backpack PCs were even
available. A cardboard soda carton was the initial housing for the protective shell.
We had a small team, but successfully achieved our V1 tracking.

In 2018 the opportunity to work directly with a world-class organization arrived.
We caught word Microsoft was wanting to transition their living room scale
inside-out tracking to warehouse scale. In March we partnered with Microsoft to
bring inside-out tracking to the masses. It is wonderful to partner with their
excellent team. Their development teams come onsite to the Pacific Science
Center, and continually work on features needed for the future of location-based
entertainment.

Early 2018 we started building in the 3,000 square foot space at the Pacific
Science Center. Hyperspace XR focused on crafting and layering of the physical
environment with the virtual world. Fast forward to early 2019 and we have
constructed a highly immersive ~1,500 square foot experience that lets you
actively be a part of larger-than-life new worlds.

Our team works tirelessly to bring this vision to fruition. We began selling early
access tickets as of 11/9/18 for our soft launch. We opened at nights throughout
November to work out kinks and streamline operations. Daytime sales opened on
12/1. Since then we hired a traveler services team. We have a steady increase in
sales hitting over 65 tickets per day by the end of December 2018. With current
early throughput restrictions we average 20-45 per day looking to handle 40+ per
hour over the coming months. All this with no external paid marketing promotion
from Hyperspace. We are seeing continued growth over the early stages,
including clear word of mouth referrals by previous customers.

Early access tickets are on sale now for Wonderfall: Tale of Two Realms Scene 1
and are available currently at $15 for 15 minutes. To date, reactions have been
fantastic! 96% of surveyors give 4+/5 stars for satisfaction, 86% give 4+ that they
would tell a friend, and 83% say they will bring a friend back! People even
purchase two sets of tickets for their families, just so they can experience it
immediately all over again together!

WF: How have you funded your growth until now? What do you
want to do with money raised on Wefunder? ~

HX: Funding to date has been bootstrapped. It started self-funded at $25,000. This
allowed us to fund initial research and development, team selection, technology
prototyping and secure a contract for our first location. It is incredibly important
to us to accurately define and test next steps before raising new funding.

In 2018 we had a small friends and family round, resulting in an additional raise
of approximately $140,000. These funds were used to build out the Pacific Science
Center operations, purchase backpack computers and gear, construct the physical
set and get to revenue.

We want to use the funds raised in Wefunder to accomplish our next set of
objectives. We set our minimum raise at $50,000. As a company, we have been
very cash efficient and have shown we can do a lot with that amount. If we can
meet our prcfcrrcd raise of $300,000, however, we will fully complctc our 30-
minute experience at Pacific Science Center with a grand opening later this year.

This will allow us to use our full 3,000 square foot space to develop Scene 2. This
piece is already under development and is being built-out now. Ideally, reaching
our maximum raise amount will allow us to accelerate production and accomplish
our objectives more promptly.

We will install at two additional locations and are currently in discussion with
multiple interested parties. We look forward to having letter(s) of
intent/contract(s) soon. At the same time, we also have other projects under
discussion and development, as well as bringing on our first selected pilot
developers for the platform.

At Hyperspace XR, we are diligent with the resources we are provided. We've
focused our vision to allow continued development of an incredible business. We

alreadw have anr infractmistiirs hnilt with tha ream tachnalamr and narfant fiver
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location in the Pacific Science Center to launch from.

WF: Where on the spectrum of VR product development do you
think the industry is, where do you think you are, and what is still left
to be figured out? ~

HX: VR has been in development for years. Since the 1990s we've gotten the tease
of, "VR is here." At the end of the day, though, everyone was left disappointed.

When VR emerged again in 2015 it came with force but found little market
adoption. We saw, and are seeing, that there have been bumps along the road.
There are hurdles to home VR adoption that must be overcome. Cost, technical,
content availability, etc. have hindered its capacity for in-home VR.

Out-of-home VR does not have this same issue. For companies such as
Hyperspace XR, the market is already there. For example, VR Arcades. They are
usually in a mall, with 8-10 booths available. It only includes one person in the
experience, and simply is not the answer for group entertainment. Revenue of VR
arcades are low, and satisfaction isn'’t far behind. Sitting and watching a friend
play VR is not my idea of a fun Friday night.

Being able to step into a new physical world is the renaissance of VR. Location-
based-entertainment (LBE) is seeing a wave of growth since 2016. People are
already going onsite to locations to spend their money, so why wouldn’t they want
to try VR? It is a key core audience, captivated by the ability to interact in physical
worlds. LBE is a stronghold; and we are the forerunners of educating the public on
a new form of media.

Physical meets Virtual.

The future of LBE entertainment is massive. People are looking to VR for what
they want most, suspension of disbelief. Alternate realities. Deep immersion into
new, extraordinary worlds. Magical experiences.

Varying models will continue to surface. From team-based player-vs-player
tournaments to massive spaces you'll never be able to fully explore. Museum
exhibits to an ancient world. Cinematic adventures. This new wave of media will
infiltrate entertainment. It will proliferate throughout education, simulation,
training, and corporate identity. We're at a new era in computing and human
interaction, which will only expand as technology continues forward.

We're proving this is something important, that people seek out and pay for. VR
continues to be a game changer. But, extended reality (XR) provides the
combination of physical and virtual interaction that people are looking for.

WF: Who else is interested in your technology outside of science
centers? ~

HX: We have an incredible amount of diversified interest of venues and groups
looking to work within our technology. We are finding we need to be very

selective about our initial trajectory.

As we grow the business and platform, we will in-turn be able to support a wider
range of customers. That can include locations such as aquariums, cruise ships,
museums, family entertainment centers, drama theatres, movie theaters, arcades,
education, as well as training/simulation use such as fire and rescue. We’ve had
large non-entertainment-based corporations’ approach us to make experiences to
educate and immerse customers about their industry and associated products.

Another example is a trampoline park that is looking for something different.
They have space and looked at alternatives such as ropes courses and arcades.
They comment that “everyone has that stuffl We want to stand out, and no one has
what you are offering.”

We're speaking with major aquariums about showing prehistoric marine life that
no one has seen before in physical space. Additional talks include major cruise
lines who are interested in immersive experiences, whether on ship or in port.

Our experience at Pacific Science Center has turned into a wonderful way not only
to engage with Pacific Science Center members and customers, but also act as a
natural sales floor. Executives from companies, groups, and organizations have
been on-site to experience firsthand the excitement of what we are building.

WEF: Tell me more about the conversations you're having with
potential venues and what they're skeptical about. ~

HX: Currently I'm talking to around 100 different locations with opportunities of
different types and sizes. It ranges from science centers, to museums, cruise lines
and more. This platform can be used in a wide range of venue types. We are first
focusing on the untapped educational entertainment market. At the same time,
other venue types are absolutely interested in what we're doing.

The most consistent thing 'm hearing from venues is wanting experiences to be
centered around their guests. They readily admit guests want VR, but the
question is how to effectively integrate it with their business.

Current options in the location-based market are lacking. They ask how to draw in
new guests while speaking to their existing base, encouraging growth by word of
mouth. Hyperspace XR reviews show the strength of this medium for that, with
86% of travelers gave 4+/5 that they would tell a friend, and 83% said they would
bring a friend back. When asking our travelers if their experience made them



more interested in the science center, 91% said they are more interested with 47%
saying it made them much more interested and 44% saying they are more
interested than before. This is the type of platform venues look for!

Venues are also interested in return on investment (ROI). They question if guests
will pay for this type of experience as well as how long it will take to recoup out of
pocket expenses. Depending on throughput of the location, ROI happens quickly.
We are still proving out our throughput models, but initial metrics show venues
can pay off the tech costs in months.

Our sales in December show a fill of time slots by early afterncon, with many
waiting or needing to come back another day. As our throughput increases, we
can handle more travelers. Venue attendance ranges, but the venues we are
talking to - and working with - range from 750k to over 3 mm visitors per year.

To date, we have had over 5,000 people through our experience. It is wonderful to
always see travelers exit with stunned expressions and joy. It’s that idea of “Wow, T
cannot believe this is something that we can do now.” or “The future is here!”

Hyperspace XR travelers often return with friends to usher them into a new world.
As we grow further, we will continue to prove out and provide increasingly
specific metrics. That said, testimonials of travelers and the joy in their faces
absolutely shows the viability of what we are creating.

Price is always a topic for venues. They wonder if guests will pay their hard-
earned dollars to step into a world like this. Absolutely, our travelers do. They may
not want to pay $1,500+ for in-home VR, but they will buy a ticket for the most
immersive form of VR there is.

While we continue to refine pricing, two-thirds of current travelers believe our
pricing is just right. One of our goals is to see that number rise as we build out the
added scene for the experience. Ticket prices will vary depending on region, but
this industry and market is no different than any other out-of-home
entertainment. It’s naturalistic to go out with friends and family to do new
activities and actively participate in unique experiences.

There is a ton of excitement from venues about this. The vice president of
exhibits for a major US aguarium stated that the zoo, aquarium, and museum
industries specifically are watching VR very closely. They want it, they know their
guests want it, but no one knows what to do with it. They have not yet figured out
how to effectively integrate it into their organization and properly monetize it, if
that’s their goal. They recognize the need of knowing how to get a high number of
guests through, how to operate the headsets, how to clean them, and best practice
in creating the content/technology required for them. It's very confusing. It's very
technical. Hyperspace XR provides the solution, content, and platform to make
this possible.

WF: Why is your revenue per square foot so much larger than other
kinds of experiences? ~

HX: Location choice is key for Hyperspace experiences. Our length is longer, and
space is larger than other experience types. The only way to monetize small areas
are with shorter experiences and short turnaround time for players
entering/leaving the space. What we have developed is a system for long
experiences that gets high throughput.

Hyperspace XR is building our throughput now and we are currently matching
industry standard metrics. We have started out at a lower throughput to ensure
caliber of operations. Our aim is to host up to three times the throughput of our
nearest competition.

WF: How does your technology help you have a higher throughput?

HX: Throughput is a combination of how travelers enter the experience and the
technology you are using. I can speak to both. Our competition uses outside-in
technology. Motion capture cameras are placed in a grid above the space and
track nodes on players. This is the same technology studios use for motion
capture in the games and film industry. For large scale location-based venues this
technology is cost and revenue prohibitive. Cameras are expensive and need to
be placed every six feet on a grid over the experience. The second downside to
this is a limit of throughput. The cameras can only track a certain number of
nodes at one time. We are seeing throughput numbers of about 24 travelers per
hour.

The alternative is inside-out technology which allows us to monetize more
effectively. The travelers have cameras and sensors on them that track the
environment. We are beginning to see inside-out tracking take over the VR
market with headsets like the Google Daydream and Oculus Quest. Although both
stem from similar technologies, large scale inside-out tracking comes with it's
own set of unique needs that home based inside-out tracking cannot supply. With
this warehouse scale inside-out approach to tracking, costs are lowered to 30% in
comparison to outside-in systems. There is also no limit to the number of players
that can be in the space.

Hyperspace XR groups go through the experience based on the manufacturing
principle of takt time; the spacing between groups entering the experience. We
can alter takt time to maximize throughput. The Hyperspace platform and game
design rotates groups through the experience, dynamically operating to provide
travelers with the most freedom to explore the expansive world created for them



T'here are two cameras on the tront ot the headset that we use to create a map ot
the space. When the traveler is in-world, the software references this map to locate
them in the environment. This does two things - allows lower cost set-up for the
venue and more groups through in a shorter amount of time.

WF: How can you increase the number of people you get through in
an hour? ~

HX: The initial increase will be from maximizing our group size. We then narrow
the space between how often groups enter the experience. This R&D process is
currently underway, and we will continue to refine until we find the ideal balance
between traveler experience and flow.

Another method is using a larger open space to create more socially connected
experiences. This allows for a larger number of travelers. Imagine a space where
you allow thirty travelers at once instead of a smaller group. At that point, the only
limiting factor is cost of the equipment; backpacks, headsets, and sensors - which
pay for themselves quickly with that amount of throughput.

You also can install multiple experiences instead of one individual experience.
Much like how a movie theater shows many films in one building. If you install
three or four 2,000-square-foot experiences, you accelerate the throughput
accordingly for each new experience added.

WF: What's the cost and process of someone purchasing and
putting this in? ~

HX: Cost depends on the location asks for revenue and throughput. We operate
on revenue/share model, offering a hard-cost price to install. Then we provide the
platform and virtual experience in exchange for revenue. Because of the
difference in requests per location, this value will change accordingly.

Baseline cost for physical set depends on the size and scope for level of
dctall/immersion, The starting base entry is $100k and scales up from there
depending on the request. These costs cover the physical set, time cost, and
effects. We continue to optimize physical set construction costs by improving our
modular environment system. In the future, major items like walls and floors will
be interchangeable in hours - rather than days.

There is also an investment for gear; headsets, sensor packages, and backpack
computers. These items are purchased directly from the manufacturers. Our
venues can work with these companies for special pricing that relates to their core
business. Gear packages for one traveler range from $2-$4,000. Venues can also
start at a lower throughput, adding gear as they generate revenue. The overall
startup cost ramp is much lower than many industry alternatives, so accessibility
to venues has not been a major hurdle

WEF: If | want to go from exploring Rome to exploring the pyramids,
does that require physical change? ~

HX: Future modular systems will allow easier interchangeability for the
experience. We want venues to be able to visit our portal and choose the
experiences that work best for their interests and space. If they have 2,000 square
feet available, they can then see what experiences work in that space. The goal is a
modular building-block based system, allowing cost savings by using new
experience pieces that will interlock with prior modular Hyperspace XR elements.

WF: Will the floor be completely flat? ~

HX: To start, we will have one ramp in the space that inclines approximately five
inches over a span of five feet for ADA compliance. Eventually we will play more
with slope and stairs in instances it will benefit the story and layout designs.

WF: Do you build the 2,000 square feet in-house and get a larger
margin on that? What's the margin on all the setup costs? ~

HX: Initially we are building everything in-house. We may keep this approach, but
that depends on several factors. For example, we can set up a network of installers
or decide to send our own team members based on project needs. The higher
scale goal is assembling this network of installers to work with multiple
developers and venues.

Margins vary. For example, physical sets have higher margins. Hardware in
contrast has lower margins. Qur business model is based on higher margins
through ticket sales. Hyperspace XR shares revenue with every venue that we
open with. We are refining pricing strategy based on industry factors. Currently
our approach is well received by our traveler community. We position ourselves as
a venue partner to keep cost of goods sold (COGS) low once the experience is
developed.

WF: At a good location in a popular science museum, how many
heads are they getting in a day? What are the possibilities at other
venues? ~

HX: Attendance to science centers and other venues can vary. External factors
come into play, such as weather, seasons such as summer when schools are out,
time of day, etc. Attendance can range from hundreds of thousands to upwards of
3 million. Larger, more established venues in big cities can see 1-3 million visitors
pD[ year.

Movie theaters average 750k visitors per year. Family entertainment centers
average 350k. There are over 30,000 locations in the US alone who can benefit
from the Hyperspace XR platform. These are movie theaters, cruise ships, malls,



arcades, museums, entertainment centers, zoos, aquariums, theme parks, and
more. Projecting a low average attendance of 300k there is upwards of g billion in
total potential visitors to these locations annually.

The potential for this massive new industry makes a ton of sense. Console gaming
in 2018 was a ~$35 billion market and film industry was ~$40 billion. Our
Hyperspace platforms combined with experiences allows us to create a fully
immersive combination of these two.

WF: How does this actually become something that people do on a
regular basis, like going to the movies? ~

HX: Replay is a common topic in the LBE industry. How do we create an
experience that travelers want to come back to?

We are building our worlds with that in mind. As we grow, we envision
experiences that allow players to invest hours in their character and watch it grow
over time. We see environments that you can immerse yourself in multiple times,
without experiencing the same thing. Environments that change over time so new
moments emerge. Building on the core belief that replay is linked to curiosity
allows us to build worlds that entertain and delight travelers at every turn.

There’s an existing market for out-of-home experiences. Especially today where
the LBE market is now a piece of our daily lives. Travelers attend, have money in
hand and are searching for delight. Through Hyperspace we are creating and
providing the most immersive form of entertainment to date. People are already
seeking out experiences like this to add as a persistent part of their entertainment
repertoire.

The viral nature of these concepts and growth in attendance comes down to wow
factor. Look at entertainment options like bouncy houses or trampoline parks.
They are great at housing all of everything in one location, but don't provide the
feeling of wow in and immersion that this new type of experience does.

The first movie ever played in a theater was a train pulling into a train station.
People jumped out of their seats and left the theater because they thought a train
was going to pull into the space they were sitting.

Those moments of wow in those original mediums are what cemented them in
our daily life. This is happening now with our industry, we see it daily in
Hyperspace XR. When travelers emerge from the Wonderfall experience, their
minds are blown. That's a massive indicator of the power of this platform and
medium.

WF: What stops Disney or other companies from doing this? What
kind of protections do you have? ~

HX: Nothing stops them, and it shouldn’t. We are building an entire industry right
now and business only multiplies with its growth. There are other large
entertainment companies that are currently dabbling in this. Education as to this
LBE medium is helped exponentially by major players lending credibility to it.

As this happens, selection of venues and opportunity grows as well. A wonderful
byproduct of the increase in audience and opportunity is also that of
collaboration - building the future together.

‘We are on the bleeding edge of a market ripe for entrance. The total number of
locations across the world doing something similar currently is less than one
hundred. There is a large capability to partner with these locations, a major
advantage for both the venue, developers, and platform long term. Each
experience installed is a $4.5- $5 million revenue for Hyperspace, based on a five-
year lifetime value at a 40% throughput and equal revenue share.

WF: Who is your competition? ~

HX: Competition is viewed in two ways; indirect and direct. Indirect competition
includes existing exhibits, movie theaters, and other entertainment experience
types. Our platform stands strong with higher sales per square foot, at a lower
cost to install.

Direct competition is very early in the space, but there are a few relevant
competitors. The Void is based in Utah. Zero Latency is from Australia.
Dreamscape and Nomadic are in California with a focus on large-scale walk
through adventures. Each has their own niche in the LBE industry.

The Void is working on similar constructs with a focus on physical immersion.
However, the Void is a very closed system. They are building their own theaters,
where you can go and interact with an experience that changes lhroughouL the
year. Our interest in partnering with venues rather than building our own allows
us to have fast implementation of new venues and experiences.

Zero Latency is working on large-scale first-person shooters in an open
warehouse with no physical interaction, shooting waves of zombies for around 20
minutes.

Nomadic is a modular system, similar in nature to our platform. Their first
location opened in Nov/Dec 2018. We are watching them closely as they emerge
as our primary competitor.

Comparatively, we have achieved opening our first location in a high traffic
location, quickly getting to revenue efficiently with minimal funding. In addition,
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niche in zombie experiences. We are standalone in our attentiveness not only to
layering immersion, but also our interest in creating diverse story-driven
narratives such as the fantasy world of Wonderfall.

WF: Why are you better? ~

HX: We are creators who are building the platform for premium LBE based
experiences. Our tools, team, and standards allow for high quality content
creation. VR content can be hit-and-miss in terms of quality and minimum specs.
This is clearly seen with early ports of games, which did not recognize the need
for VR to stand as its own medium. In addition, in-home use has very clear
limitations and immersion levels comparative to that of LBE.

We are building the highest caliber physical and virtual interactions possible and
will continue a commitment to push the medium into the future. Our team is
made up seasoned technologists and creatives, allowing us to visualize of build
incredible interactions. The platform and tools we are creating for LBE VR will
give developers and venues the ability to provide amazing moments and
experiences to travelers across the world.

WF: You’ve mentioned how Hyperspace XR is building a platform --
what does that mean to you and how will you get there? ~

HX: Free-roam VR experiences come with a distinct set of constraints and
requirements beyond traditional VR. Until now, no comprehensive framework
existed to enable and integrate development, deployment, and operation of large-
scale extended reality experiences.

The goal of the Hyperspace platform is to provide the most immersive
experiences on the planet. To do that we are building an integrated solution for
venues, component vendors, and developers to come together to deliver amazing
experiences to travelers. The Hyperspace platform unites this ecosystem and
prioritizes the traveler at every turn.

Along with developing our own experiences, we are also curating select pilot
developers to join us. As of January 2019 we are moving forward into contract
with one development team and are close with others. We are also in discussion
with numerous venues interested to come aboard as our first set of portals to
these new worlds.

The Hyperspace platform is made of many integrated components. Pieces of
these components are to be built into our platform as we move forward, based on
the following priority:

Interface for venue management with a live operations dashboard and real-
time reporting, including a marketplace to view and deploy experiences.

Tools for Developers ta ensure ease of development and seamless deployment

at venues.

Physical kit of parts that is the foundation of physical environments and
effects.

Environment and effects standards to allow physical components to be
compatible with the Hyperspace system.

Our experienced development team is building this platform by leveraging agile
methods. We constantly gather information on the needs of the venues,
developers, vendors, and most importantly the travelers. We rapidly develop and
release new features, prioritizing based on needs. This allows developers of the
ecosystem to get important needs met early and often. It also encourages rapid
discovery and dissolution of flaws early on in platform use by developers, venues,
vendors, and guests. Any additional funding received acts as a rocket fuel boost
for this process, accelerating our delivery timeframe extensively.

WF: What kind of comparables do you have inside cruise ships or
science museums? What do the best of the best earn? ~

HX: Theaters located inside of museums are a great comparative. The theater
companies created their product and then partnered with museums and science
centers to add it to their locations. A popular model of these businesses and their
venue partners is a joint revenue share model. The theater company receives
varying percentages of gross revenue depending on the arrangement determined
with the venue.

Traveling exhibits provide another good example. Museums generally cycle in
rotating experiences at an added ticket rate. A typical rotating experience revenue
share can range from 25-75% of gross revenue.

WF: What are you nervous about? What hasn't been figured out? ~

HX: A potential investor gave me an incredible advisement on risk. He believes
all startups should constantly be watching for five core risks. Product, market,
finance, team, and execution. I incorporate this into the life of our business daily.

At Hyperspace XR we continuously work to ensure our product is orders of
magnitude above the competition. We use a flexible method to determine how to
best convey this product to the venues and travelers. It is key to ensure the
product is communicated clearly. Additionally, our goal is to ensure a compelling
customer experience for all travelers.



We also evaluate what the market 1s asking for. We deline our customer turther
every day. If we don’t take the time to assess properly, we can miss the strategic
opportunity of connecting with the right people. We are fortunate to have a
location where a wide demographic can enjoy our work.

As we grow, open new locations, and raise funding, it's continually important for
us to watch financial risk. We work to accurately forecast planning, so operations
and development can grow at the pace we intend. We ask questions often, such as
- how can we efficiently open new locations and support them accordingly? We
must be attentive and choose the opportunities most attuned to our vision,
instead of taking on everything that comes our way.

T have a core belief that we will succeed if I hire team members far beyond my
intellect in their respective areas. This business does and will continue to require
a wide variety of team members to function at its highest potential. We are
constantly watching for the right to further growth at the rate and quality we set
as our standard.

This is also inclusive of advisory board members. We value having a board with
backgrounds in gaming, location-based entertainment, operations, ete. This team
should be filled with the best, and a way to help in that is for them to be
surrounded by advisors who are aligned in our vision interest of future
achievements and breakthroughs.

We have big plans and need to work effectively and efficiently. There are many
details when putting something like this together. It is very important to retain
focus and not to get stuck on non-essentials. When working on a new portion of a
project, we aim to get to a minimum viable product (MVP) very quickly. There is
much that we can build, but what is the minimum that we can make to support
our strategy of iteration and testing.

WF: What is your team like? ~

HX: Hyperspace XR has 20 people actively on the team, alongside with other
various contributors throughout the development process. There are five
engineers working on the platform to build out mechanical systems and software.
We have ten within our content development team. This team develops virtual
worlds immersed with visual effects, animation, environment art, character
design, sound, music, code, etc. We also have a Chief Financial Officer and
physical world builders.

Our team works diligently to make this a reality. Their dedication is incredible
and working in this space creates continual excitement in being able to build
such richly layered, immersive environments for travelers to visit.

WEF: Tell me about the biggest hurdle of the business to date and
how you solved that. ~

HX: When building something new you run across hurdles in the process. [
believe that all problems have solutions. At Hyperspace XR, we approach every
problem from a creative solution standpoint. Often our resulting solutions end up
being both beautiful and elegant in design.

One of our biggest hurdles was when we launched in November. We went from a
company that until then had been coding, building, and developing - to a
company that now had to operate an attraction, and with that all the complexities
that followed.

Not only operate it, but also in some ways write the book on how to operate an
LBE like this. Suit up needs to be fast and comfortable. Travelers need to fully
understand what they are about to encounter. The amount of immersion must be
balanced along with the need of throughput. Logistics of general operations with
stalling, time off, new roles ete. is no small undertaking to effectively pull off. We
are moving into a phase where we have begun to iron these out, and life is now
much less hectic!

Our team is resilient. We will always encounter hurdles but gladly develop a
strategy to overcome. It's that lens of having no question that it will happen -
believe it into fruition. Whatever route we must take to get there, our vision is
becoming a reality.

WF: When you think about the ultimate goal of the company and
visualize what it can be, what does that look like? ~

HX: The ultimate would be to have a Hyperspace portal in Everytown, USA.
Creating locations where you can have memorable social experience moments.
Jump into a Hyperspace experience alongside a friend who lives on the other side
of the world. Places where you can experience an amazing adventure together.

There are several business models we'd like to test over the coming years
including the multiplex model, a team-based player-vs-player approach, and a
large footprint warehouse supporting higher amounts of travelers.

T want LBE to be the forefront of entertainment, making it the largest
advancement in out-of-home entertainment that we have seen in a very loug time.
Form factor of immersion gear will decrease thereby allowing guests to have
unlimited immersion in new worlds. We are at the precipice of the ultimate dream
for total immersion.

Ultimately, at Hyperspace XR we are looking to be the elite provider for location-
based immersive experiences. We look to offer and develop the highest level of
entertainment in the world, bringing macical moments of delight and
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