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This document is the IMT Tokewhite Paper versioril.1 andprovides useful
descrptions of the IMT Token and the development and commercialization of
SME 360technologysolutions This whitepaper wilperiodically be updatetb

reflect new developmentend advancement§or the latest information on the

IMT Token White Paper,businessoadmapsmanagement tegnmvestors, and
strategic partner s, pl ease visit the
www.imsmart.io
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TheIMSMART Company Limited is registered ong Kong.

The copyright of this document is owned by IMSMART Company Limited, and
all rights are reserved.

Copyright Notice

The IMSMART Company Limitedreserves all rights to thi§Vhite Paper
document.

Disclaimer

Please readhis Disclaimerthoroughly before patticipating in the IMT token

sale. This notice applies to all persons who read this document. Please note this
notification may be changed or updatethout prior notice No information set

out or referred to in this document shall form the basis of anyrac. The
information in this White Paper is for informational purposes only and is not to
be reproduced without the prior written consent IBISMART Company
Limited. Forwardlooking statements are provided to allow potential acquirers
of tokens to understand managementos
future. These statements are goiarantee®f future performance and undue
reliance should not be placed oneh Such forwardooking statements
necessarily involve known and unknown risks and uncertainties, which may
cause actual performance and financial results in future periods to differ
materially from any projections of future performance or resipresed or
implied by such forwardooking statements.
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Abstract

IMSMART Company Limited developed a decentralized token using Ethereum
Blockchain ERG20, a technical standard used for smart contracts on the
Ethereum blockchain to implement tokens. It uses the mechanism of a protocol
token tocreate a proebf-stake blockchain to enable enforcement of market
activity amongst participantsThis highperformarme distributed network
enforces exchange across asset classes, frorbafiied issuers to fully
decentralized blockchain tokensSmartoT Technology Co., Ltd. has
established a business relationship wittSART Company Limited in Hong
Kong to facilitate the advanced development and deploymetihe@SME 3@
ecosystem.

SmartloTTechnology Co., Ltdhas developed businesslatform called SME
360 utilizing the power of bldechain technologyDuring Phase OnelMT
Tokencan be utilizedn the IMTrademarketplacewww.imtrade.onling as a
utility token where buyers and sellaran transact with the token as a medium
of exchange.

All IMT Token holders will have the ability to purchase availaldend in the
IMTrade marketplace using the IMT Token as paymBAT Tokend salue is
expresseth USdollars.

Pleasevisit www.etherscan.i®or information about IMT Token.

Please visit the corporate webafdMSMART Company Limitedht
www.imsmart.iofor additional information about tH#T Token as a utility
Token of SME 360 ecosystem.
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Introduction

To facilitate the advanced development and deployme8MiE 360 solutions,
Smart IOT Technology Company Limited has established a business
relationship with IMSBMART Company Limited in Hong Kong.

IMSMART Company Limited is the developer and issuer of th& Mbken, a

utility token that is exclusive to thEME 360 ecoswgtem. IMI Token is an
Ethereum Request for Commén20 (ERG20) token with a total token supply

of 999,999,999 units. EREO is a technical standard used for smart contracts
on the Ethereum blockchain to implement tokens. There are more than 163,000
uniqgue ERG20 token contracts found on the Ethereum main network.

As the most popular global standard for implementing smart contracts to
develop tokens, ERCO defines a common list of rules for Ethereum tokens to
follow within the broader Ethereum netwoikhis common list of rules includes

the manner in which tokens are transferred between addresses and how data
within each token are accessed. These rules result in maximum predictability
and reliability when deployed, and render possible interoperability @ather
Ethereum token standards.

The total market capitalization of ERZD tokens in the market is quantified in
the tens of billions of US dollars, and the average daily trading volume of ERC
20 tokens in the secondary market is measured in the hunofredilions of

US dollars.
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IMT Token will be issued across multiple tranches, consistent with the phased
development and deploymieof SME 360° solutions.

The token was developed as a utility token to serve as a medium of exchange
across the various solutions encompasse@&ME 360°, and to facilitate the

provision of valueadded benefits for SMEs and their customers alike. The
soluions that compris&ME 360 encourage exchangeability and acceptability

of the IMT Token. Digital remittance and acceptance of thd IWbken can

easily bein effect through digital wallets, with price discovery transparently
enhanced by the manner in whitM T Token was developed and 8WART
Company Limitedobs plans toTTblkewel op a s

With more than 3 million uniqgue SMEs across Thailand, there are significant
opportunities to foster exchangeability and acceptability of the Tdkenas a
medium of exchange. As digital adoption and acceptance 4f Tdken
increases, liquidity will increase and this may lead to an increase in demand for
IMT Tokenin the secondary market.

As demand and liquidity for IM Token increases in the secondargrket, the
result may be a decrease in SMEs®6 ne
commercial transaction. This can also result in greater cash management by
SMEs, with less fiat needed to serve as a medium of exchange between buyers
and sellers. This amipated eventuality is consistent with data provided by

Bank of Thailand and the Thai government that evidence less cash demand in
Thailand and greater reliance upon alternative stores of value including e
money.
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Token IssuanceProcess Flow
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Problem Statement

The addressabl e ma-tokedium size enfetpreses|(SMES) 6 s ¢
Is estimated to be betweenndllion and 4 million unique enterprises across

many sectors, representing approximately 99.7% of all business entities in the
country.

In aggregate, That SMEs employ an estimated 12 million individuals and
comprise about 40% of rodubté&3EDP)aGokhmentgr 0 S
I nitiatives over the next sever al yealil
contribution to GDP to 50%.

In order to successfully adapt to an economy that is becoming increasingly
digital, Thail and6s  SublEhains rmededistribution a d o
channels to compete domestically and regionally. Most SMEs, however, lack
access to the skills and solutions required to become effective participants in the
digital economy.

These necessities related to digital business lyeradude but are not limited

to digital payment systems, digital marketplaces, digital sales and marketing
skills, financial capital, and access to regional logistics solutions. The realities
of t o-aanmérce werld mandate that successful SMEs neembrinect

with customers through new channels that are increasingly superseding
outmoded and dated retail channels.

At the present timeThai SMEs contribute about 36% to national GDP, down
from an estimated 41.3% in 2002he World Bank has taken notice of this

troubling reversal and has warned ag:
contribution to overall GDP is facing pressure. The W@&dahk has suggested
ABuil ding the capabilities to enable

now a priority, which calls for a strengthening of the national innovation
system, greater emphasis on developing a skilled workforce, and increased
investmenin research capital and institutions that would promote the deepening
of the knowledge economy. 0
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Given the prevalence and importance of SMEs in Thailand, it is disconcerting

t hat Thail andos economic gr owt h rate
comparable ountries in the region since 2010. Between 1986 and 1996, Thai
economic growth expanded at an average annual rate of more than 9% but then
moderated to a 5% annual level between 2000 and 2007, and has been closer to
3% annually since 2010. The World Bankdalnternational Monetary Fund

(IMF) maintain Thai economic growth projections around 3.2% through 2021
and note that the countryds | agging pl
among domestic and foreign investors. ¢

Many Thai SMEs cite inadequaaecess to working capital as a key obstacle to
improving their financial success. The international banking framework known

as Basel Il Standards that represent a global regulatory framework regarding
bankso capital adeqguac yquiditg tisk enaysbe t e s t
negatively impacting the willingness and ability of financial institutions to lend

to SMEs. As Basel Ill requires banks to practice tighter risk management
policies and maintain greater capital and liquidity, the result is that banks
continue to deleverage and this is likely reducing the availability of funding for
SMEs.

One barrier faced by many Thai SMEs is a general inability to make adequate

use of the internet, particularly in promoting their businesses online, targeting
sales and mrketing campaigns, providing sufficient customer service, and
bolstering international sales opportunities by establishing relationships with
international buyers. Notwithstanding some of these constraints related to

I nf or mati on t ec h nedf totg yational dx@oits w&sMIse o s h &
30% in 2015, among the highest percentage in Asia.

Inadequate business growth is another problem faced by Thai SMEs relative to
SMEs in other countries around the region. Between62&0d 2016, Thai
SMEsO®6 contribution to total GDP only |
the contribution of SMEs to Mal aysi abo
expanded from 38% to 50 %, principally
Bl uepriynt o polic
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Another significant problem faced by Thai SMEs relates to bad loans which are
now approaching 5% of all outstanding loans in the SME sector according to

Bank of Thailand research, up from 4.35% in the fourth quarter of 2016. Bank

of Thailand AssistanGovernor for Supervision Jaturong Jantarangs has warned

t hat Astructur al i ssue (relating to)
negatively impacting their delservicing abilities.

There is also a lack of sectoral diversity in Thailand. Despite agrmg more
than 10 million Thai workers, most of
among a handful of industries including agriculture, simple agricultural
processing, tourism, tourismelated businesses, crafts, furniture, textiles and
clothing, andetail. The services, trade, and manufacturing sectors are estimated
to each contribute more than 30% of employment by SMEs.

Thai SMEs0®6 competitiveness, especially
Is also a limiting factor. SMEs constitute theajority of companies across
Southeast Asia. The Association of Southeast Asian Nations (ASEAN) has
made significant progress in developing and promoting policy frameworks for
SME development across the region. Southeast Asia has become a global
trading poverhouse that has successfully integrated into global value chains, but
most SMEs are concentrated on low vaduleled activities. Taiwan research
firm Ceresusds Fintech Competitivenes
ten Asian countries in terms of rdgtory advancement and financial
attractiveness in 2017, underscoring some of the ongoing challenges that
Thailand faces.

Asian Development Bank cites additional factors that limit the ability of SMEs
to flourish in Thailand. These include but are notitieh to a lack of skilled

labor, higher transaction costs relative to larger enterprises, increased market
competition as a result of globalization, and more.

T h ai $ econunérce market is estimated to be the fourth largestranerce
market in the region and is forecast to expand to an estimated US$ 5.8 billion by
2022 and US$ 11.1 billion by 2025. Notably, the average Fhanemerce
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user spend about US$ 243 oeliand this is expected to expand to US$ 382 in
about two years.

Statista has estimated that the current numbercoinamerce users in Thailand

Is around 12.1 million, with an additional 1.8 million users expected to be
shopping online by 2021. At that tim& is estimated the 13.9 million-e
commerce users

wi || represent approximately 24.5% of
Supporting factors include the number of Thai people who have gained access

to the internet, the proliferation of mobile desscin internet usage and
shopping, the growth of social media platforms, and the launch and extension of
4G broadband telecommunications connectivity.

Alibaba arrived in Southeast Asia in 2016 followed by Amazon in 2017. Yet, it

Is estimated that only 3%f all retail transactions are derived from online
channels. This suggests Thai companies have not been aggressive enough in
developing and promoting online retail shopping channels, coupled with the fact

t hat retail ersd cust oproglucts dinbne assnucah bre n o
often as many retailers would like.

One of the reasons why many consumers are slow to transition to online sales
rel at es to the fact t hat Tha-drivemnd 0 s
economy, with caslon-delivery represemtg the preferred payment method for

an estimated 70% of online shoppers. As sizable portions of Thai people do not
have a bank account, fintech and payment gateway providers including Omise
and TrueMoney have emerged to address opportunities througlomssliike
voucher codes.

Existing ecommerce platforms are divided into three categories: busioess
business (B2B) transactions, businagssonsumer (B2C) transactions, and
businesd¢o-government (B2G) transactions. At the present time, B2B
transactios account for about 55% of allcemmerce with B2C transactions
around 29% and B2G transactions around 16%.
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It is not only retailconsumers who are experiencing online shopping -o@sg

as businesses have been relatively slow to drive and pror@demerce value
chains. Some 47% of Thai companies have said they have failed to expand into
greater online sales because they lack iafdlethnical expertise and resources.
Online development in Thailand is hampered by a lack of a diverse pool of
skilled developers. Thai companies have also reported a reluctance to develop
their online sales channels more extensively because they fagouid
cannibalize offline sales instead of adding sustainable, uncompromising value.

This slowness to adapt to new value chains runs counter to the wholesale
progress being achieved across the ASEAN region, where policy frameworks
and initiatives areresl t i ng i n the regionds incre
global value chains. In order to compete against other SMEs regionally, Thai
SMEs will need to hasten and broaden their ability to establish new digital
distribution channels that seek to leverdalge power of internet and mobile
connectivity.

E-Commerce represents a relatively small percentage of all shopping activity,

but this is expected to increase substantially by more than 15% annually over

the next four years. The Thai government in 2017etbgped an initiative with

the assistance of Alibaba dubbed APeo|
hasten the development of th&€€emmerce sector, aiming to train an estimated
30,000 Thai SMEs who are involved with Alibaba along with the training of
another 10,000 Thai people in digital development.
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Technology Solution

SME36006s objective is to emgheemnblemdhhai | a
of digital technology, including proprietary ones such as:

IMPAY

A digital payments solution powered by smartphones and tablets to streamline
the merchant authorization, processing, reconciliation, and acquiring functions

IMBlockchain

A proprietary digital ledger technology where data can be efficiently and
securely stored across a network and loyalty solutions can be tokenized as
digital assets

iMTrade

A proprietary ecommerce marketplace offering a comprehensive bustoess
business (B2Band businesso-consumer (B2C) online shopping portal

Blockchain Supply

A supply chain management solution to optimize the procurement process and
avail credit and finance to businesses

Drop Off 360Loqgistics

A national logistics processing solutiorrass Thailand to efficiently source,
package, and distribute items purchased via the iMTramgrenerce network

Digital Business Card

A sales and marketing tool for SMEs to deploy augmented reality to enhance
communications with clients and leverage the/@oof social media
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Digital Payments: The Thai Experience

Thailandds SMEs encounter myriad comp
grow their businesses. Significant solutions and value can be derived by SMEs
that make and receive payments in a strategic way to improve working capital,
increase efficiencies, attract rewards, and optimize processes.

One of the ways that Thai SMEs can benefit is by adoption of modern digital
payments capabilities including cabdsed platforms. Financial technology
(fintech) companies are fostering a revalatinvolving payments technology
(paytech) solutions that deliver innovative paytech value propositions to address
the specific needs of SMEs.

SMEs are now able to extract additional value for their businesses by the
adoption of paytech to digitize paymsmand attract rewards. The ability to
digitize their payments processes has provided SMEs with business growth
expansion opportunities that did not exist a mere couple of years ago.

Digital and carebased payments represent an increasingly vital opporttomit
SMEs to enhance the operations of their businesses.

All SMEs need to efficiently manage their cash flows and the value transfers
that comprise their cash flows. At the core of every customer receipt, payroll
period, and supplier disbursement is asection that needs to be satisfied with

a payment and adequately recorded.

As a result, the fintech industry has addressed the opportunities that the
financial services sector has presented by advancing payment capabilities. This
has greatly enhanced tlalue, efficiency, and user experience outcomes that
can be achieved by modernizing business payments. SMEs need to harness
these technologies to fully unlock the potential and extractable value they offer.
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Purchasing IMT Token

Buyers will needto create an accounh a cryptocurrencgxchange, and will
need to exchange their fiat money for either Bitcoin or Ethereum. Once the
buyer acquires either of these cryptoassets, the next step is toasreateount

in the IMT Web Online Wallet. Alternatively, usersanvisit the IMSMART
websie (vww.imsmart.i) where they caign up They will see &Buy IMTO
button anduses will thenbe asked to exchange thenyptoassets for the IMT
Token.

This Diagram lllustrate how to buy using fiat money.

éan — A.__j
I—‘Fiat‘ I\foney Echeum —_—

Buyer Cryptocurrency ®
Exchanges (D) IMSMART

Bitcoin

Of —

&
EH BIC MT
address  address  address

O——

Buyer
l I imsmart.io imsmart.io
T 4
Bitcoin Etherium

This diagram illustrates how to buy using the IMT Web Online Wallet and Ethereum Wallet.

7 S v 1 7 Ry



http://www.imsmart.io/

IMT Token

Token name IMSMART (IMT)
Token Type ERC-20
Wallet ERC-20 Address (Ethereum)

Token Total Supply

IMT 999,999,999

Available in Phase 1 (See®&ound) 10%

Available in Phase 2 (PrivateSale Round)  30%

Available in Public Sale 35%

Reserved foruser incentives 10%

Team & Founders 5%

Advisors 3%

Agents 7%

Price 1 IMT = USD 0.09

Cryptocurrency Accepted

Bitcoin and Ethereum

Min Transaction Amount

Max Transaction Amount

350,000,000.00

Soft cap

USD5 Million

Hard cap

USD67.5 Million




Tokenomics and Distribution

Most of the technology solutions encompassed by SME 360 have been
developed, and proceeds raised from the distribution of tokens will be used to
advance the developmerof these technology solutions, including further
development the SME 360 ecosystem. The most critical technology
advancements will take place in Phase 1 and Phase 2

In support of this phased approach, the IMT Token distribution strategy is as
follows, and is subject to change:

Phase 1 (Seed)
10%

Phase 2
(Private Sell)
30%




CoreTeam

Thanaboon Mingkaew
Chief Executive Officer

Sutheeya Methaphanij Sarayut Chaisuriva Pisit Laoananchai
Chief Marketing Officer Chief Technology Officer Executive Sales Manager

Anthony Matiga Dafio Mark Pascual lldefonso Brian Angelo Impreso Carnaje

Chief Of Operations Operations and Support Operations and Support
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Lim Soon Hock

Member of Board of
Directors of public
listed and private

companies, and
Not-for-profit
organizations Justice
of neace

GobboonTangsawasdikul

Founder and
CEO of Brokers Solutions

Advisors

Erik Bjontegard

President and Founder,
Total Communicator
Solution, Inc. and Spark
Compass

Louis Loo

Founder and CEO of
Solustar Pte Ltd.
Manufacturer of Social
Robot and SAAS platform
such solucardz and
solusight

Pascal van Knijff

Founder, Future of Trust BV
International speaker on
digital technology;
Digital Marketing Specialist

Isara Wongnonglaeng

Co-Founder
CTO of Brokers Solutions




Risk Factors

Token salesire largely conducted and considetedbeeither unregulated forms
of crowdfunding or unregulated exchanges of cryptographicaflyesented
value.Regulatory interpretations and laws vary by jurdisction.

Business objectivelate to the development and use of experimental software,
technologies and even business models that may not come to fruition or
achieve the objectives specified in the information providgzbtential buyers.

The purchase of tokens likely represents a Wgi risk to anyparticipant, and
participation should only be uedaken by those with ample technical
knowledge. Careful due diligencehould be undertaken on the projects,
network, tokensand team behind any token sale and with full understanding
that your contributions may not ultimately result in a useable or biuaken

and the value of your contributions may therefore be subject to total loss.

Value of IMT Token

Once purchased, the value of IMDbken may fluctuate due to various reasons.
No one can guarantee the value of IMT Token at any tifeeshall not béneld
responsible for any change in value of the INldken. The value may vary
based on, but not limad to, supply and demand of servicdBe economy,
competition including market conditions, and business decisions. These
significant uncertainties afgeyond the control of the IBMART team, Thus,

the forwardlooking information contained herein should not be interpreted as a
warranty on the part of IMBART or any other entities. Nevertheless, we
believe that assumptions underlying outlook statementseas®nable.
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