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PERSONAL DETAILS  

 

 

 

        Basic detai ls   

 

Initials and name  Adriaan  de Kuijper    

Address  6, Wildbaan  

Postal code and place  3075 DP  Rotterdam  

Telephone number  0031 (0) 10 432 30 68  

Web sites  www.mediastraw.com   

E- mail address  adk@mediastraw.com   

Gender  Man  

Date of birth  12 March, 1972  

Nationality  Dutch  

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

http://www.mediastraw.com/
mailto:adriaandekuijper@tele2.nl
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2. Introduction  Mediastraw  

 
Each year  billions of dollars are  invested by the beverage - industry on advertising. These bud gets 

are divided  over a variety of media channels  (TV, Radio, Magazines , Sponsoring, Events, etc. 

etc.), all having  the same goal : to create (sub )conscient  awareness during contact with those 

media channels , for creating the subconscious  automatism s in ordering s uch brand in a moment 

of instant ACTIVATED unaware automatic  behavior . Subtle indoctrination of (advertising)  the 

brandsô lifestyle towards consumers IS priority.    

Since the interests of  these carefully chosen paths for creation of  those automatisms are i n lin e 

with success in business, distortion of those created subconscient auto matisms in human 

behavior will  not function by uncontrolled/ adjusted advertising messages (when adjusted  to such 

a beverage brand , being served at plain  glass es, can s or plastic bottle s) .         

 

Mediastraw represents an innovation in advertising . The Mediastraw is a speci fically 

modified drinking straw  functioning as a safety vehicle to support a printed  label, being able to 

function as a media channel  for wireless transmission by  Mobile Phone Tag, Qr - , Barcode -  or 

other related  technology . The advertising label  is clearly visible and can be used in  glasses, cans 

or  plastic  bottle s.   

 

The modified drinking straw ñsecuresò the label  attached to the straw, interlocked  between 

ñthe top 2ò ribbing segments  by having a ñparallel functionò (in line of the straw) for 

effectiveness in quantity packaging. This aspect also enhances the ñmaturityò of the product in 

respect of the ñmatureò branding of the product name, since glued labels aren ôt protected by 

Intellectual Patent law  as have been introduced in the past.  

 

 
The  company/  brand name  ñMediastrawò 

 

Mediastraw (JV) will be  established  for managing the execution of commercial marketing - , 

promotion -  and communication activities  towards  companies/industries involved.  The company  

will  out sourc e most  activities  by execution of its effective business model, by  licensing all 

industries  involved  and will monitor  the feedback/ market - results  by  running an advanced pay per 

scan/tag computer -module . Mediastraw will  furthermore  gain  commission as well  over the 

quantities  of the overall orders , to  be paid by the straw manufacturers .   

 

Marketing Mediastraw  

 

The marketing/ advertising  opportunities offered  by Mediastraw s are  flexible. Various methods to  

brand a product, service or other types of marketing /advertising  are possible , as we  do expect 

the advertising industry will advice their customers in the beverage industry.  Mediastraw has 

recognized the developments in the Mobile Phone Industry (Tag tec hnology, QR codes etc), by its 

increasing budgets and the need for a cost -effective FMCG ïpromotional product.  
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The product/ manufacturing  

 

Mediastraw will  outsource the manufacturing of the product and will  stay ou t of interference in 

the  process  of ordering Mediastraw s by third parties  as much as possible.   

 

The advertising industry will be licensed  to order labeled  drinking straws at  their own suppliers/ 

manufacturers  on behalf of their clients (beverage industry and others).  Existing  infrastructur e in 

doing business will not be disturbed. Mediastraw has noticed huge advantages in this strategy , 

because  the existing  infrastructure in th e drinking straw industry is to o complicated to intervene . 

The drinking straw  industry  will have a conflict of busi ness interest (distribution contract s, 

contracts with agents etc .), if we  do  act otherwise.  

         
 

 

Promotion   

 

Logo promotion  

 

Automatic distribution  of the product  name  ñMediastrawò, by having the logo implemented in the 

log o of the chosen Tag techno logy in agreement with those providers (Microsoft etc) . The 

enhanced logo clearly shows  the  ñcertificationò of the product.  

 

Promotional activities of the product  

 

Our target groups will be approached  by: personal sale s,  internet  and  will automatically w in fame 

by the imple mentation of the Mediastraw combined with/attached with the  logo of the chosen Tag 

Technology ( shown while downloading the chosen technology ). After suc cessful introduction of a 

pilot -project the brand name  will win fame automatically  am ong future clients  and this curiosity 

will lead to  more exposure for  our website www.mediastraw.com.  

 

By convincing the straw  manufacturers of the extra -beneficial merits  on  using  labeled drinking 

straw s for Tag t echnology  purposes , we will create reduction of financial pressure on our own 

employment costs, since their sales departments will be assigned to promote our/ ñtheirò product. 

 

 

              
MICROSOFT TAG LOGO             KOOABA                  

 

Custo mized Marketing  

 

We will present  ourselves as promoters of Mediastraw s, by its creative/ cost -effective aspects in 

Mobile M arket ing  strategies  to be performed by the adverting industry on behalf of their many 

clients. Furthermore we will keep up with the l atest trends in this  line of industry for clients  too .  

http://www.mediastraw.com/
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Price  

 

The purchase price for  the  advertising  clients of  the straw manufacturers  will range  from  ú0,007 - 

ú0,008 for a straw with printed label, VAT excluded. Quantity 5000 pcs. a carton, holding 20 bags 

with 250 labeled  drinking straws.  

 

Mode of payment  

 

Over all orders Mediastraw  will receive an  agreed kickback fee  (ú0,001, to be paid by the straw  

manufacturer )  and  will consequently  run  the pay per tag  agreement (with the advertising 

industry ) ove r the actual feedback in the market  (ú 0,01).  The ticker/ feedback from the market 

will run over our system at start, but the overall  privacy  information about the feedback -contents 

will not be tarnished,  will not be  accessible  for Mediastraw.  A privacy pr otecting IT -module will be 

offered.  

 

 
Place   

 

Holding Mediastraw  

 

The foundation of a trust in Curacao for its tax privileges  on copyright of the logo. This 

construction will be for  the  protection of the Intellectual Property  of Mediastraw,  by providing the 

exclusive rights  of Mediastraw to its subsidiary in Thailand.   

 

Subsidiary Thailand  

 

In respect of protecting the business interests of our clients as well, we do believe the  best 

location for locating  the subsidiary  is Thailand. As learned from the do cumentation of the Thailand 

Board of Investment (BOI), foreign companies receive ( d) beneficial tax privileges (up to 0%) 

when they invest more than 10 million US Dollars in Thailand (in respect of creating labor  for the 

Thai people). This way the advertis ing industry can invoice the products needed, ordered at their 

own companies in Thailand é  

 

 

Team  

   

o Mr.  Adriaan de Kuijper, founder/ patent holder;  

o Assigned persons outsourced by the technology partner;  

o Assigned persons outsourced by  the  main  investor (s) .   

 

 

Presentation  

 

 

The web site, www. mediastraw .com , will  clearly radiate who we are and what we do. Dedicated 

copy -writing and eye -catching lay -out, name & logo , the products and the presentation are 

important . The website will be developed under authorisation of the technology partner.  

 

 

http://www.floatups.com/
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Target groups  

 

Manufacturers of drinking straws  

Beverage industry  

Advertising Industry  

Other s willing to implement Mediastraws as a media channel  for promotional activities.  

 

 

Acc ountancy  

 

To cope with clerical obligations, an efficient (registered) accountancy agency will be chosen  to 

handle the administrative results.  

 

 

Legal protection  

 

All creations/products have been  filed at the BBIP (Benelux Bureau for Intellectual Property  in The 

Hague) on May  31 st , 2007. D utch patent apply has been applied for Dutch patent  April 7 th  2008  

and has been granted  June 3 rd  2009 . Our IP Lawyers, Tilleke & Gibbins in Bangkok, have re -

written the patent applications  in February 2009  and successfull y filed procedures for PCT (139 

countries)  on April 6 th  2009  at the World Intellectual Property Organization in Geneva (WIPO) . 

During this period they successfully  filed for Thai patent as well , which is still running its 

procedures in Thailand . For a dire ct upda te of the status of all patents  visit www.mediastraw.com . 

 

Patent claims as submitted at the WIPO on April 6th 2009. Overview of all the contracting States 

+ Thailand (FYI: Thailand joined the Patent Contrac ting States Treaty last year). According to my 

restricted knowledge the legal procedures to extend this patent to 140 countries (selectively) will 

expire on April 6th 2009 + 2,5 year (legal term for PCT) = October 6th 2011.  

 

 
 

I nsurance  

 

The common busine ss insurances.  

 
Delivery and payment conditions  

 
          Mediastraw will stay out of interfer ence in delivery of the labeled drinking straws.  

 

Over all orders Mediastraw will receive an  agreed kickback fee ( ú0,001) and  consequently  will  

obtain  the pay per tag  agreement (with the advertising industry) over th e actual feedback in the 

market  (controlled/monitored by our controlled ticker -module).  

http://www.mediastraw.com/
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3. M arket prospects  

 
FIRST PRIORITY: Mass introduction for accep tation of Tag - , Q.R. -  or Barcode readers.  

 

The significant domains ( www.nl.nl  , www.de.de  , www.fr.fr  & www.uk.co.uk * ) c an function for 

downloading a chosen Tagreader  by consum ers (f.e. the domains printed on the drinking straw 

itself for downloading the chosen QR - , Barcode - , by visiting the domain on internet vi a mobile 

phones). These chosen domains are able to function un der the domain: 

WWW.MEDIASTRAW.COM .  

 

*Note: (legal steps need to be taken for claiming these significant domains, since they are unrightfully 

declined by the authorities in the past. We do own these domains based on first registration rights).  

 

In practice the chosen QR - , Tag technology is printed on the labels as well and will function  

immediately afterwards. Outroll  of cartons labelled drinking straws at target groups, f.e. bars, 

concerts, stadiums, amateur foot ball clubs promoting football WILL BE SUCCESSFULL, informing 

f.e. consumers with up - to -date mobile content ñsub-controlled ò by the A ssociations.  

  

While not relating specifically as an advertising platform/campaign of a particular beverage brand 

at start, we do create the unique pilot that can function at the World Championship Football 2014, 

serving the advertising purposes of the sponsors at th e same time. Furthermore other ñcultural 

eventsò can be promoted as well (concerts, cinemaôs, sport events and suc h), by using the 

significant domains as a ñpasse partout serviceò for downloading the chosen technology - reader 

for instant use in combination with labeled drinking straws.  

 
Manufacture rs  of drinking straws  

 
This industry do es not  make any serious money a t the moment by selling regular  drinking straws, 

except a few of them doing large quantities (companies like Pridetech in China, about 20 billion 

straws a year, total market about 150 billion straws ).  

The fabricating process  contains  a mould behind a ñnorm alò plastic machine. Any mould  can be 

adjusted to these machines , suiting the manufacturing of any plastic product (of course  related to 

the scale  of the plastic product ). There are no patents or exclusive rights on normal dri nking 

straws. Nobody in the ad vertising industry/ internet industry is  interested in this product 

commercially, since it still is just a technical product/ tool to drink a beverage from a glass, can 

or PET-bottle. Imagine the price (les s $0,0015 pc .). All these manufacturers of drinkin g straws 

are placed under heavy competing pressure relating to price & quantity and quality. It is a terrible 

situation for this industry. When you adjust a label the price increases ñtremendousò up to 3 to 4 

times. Please  do calculate the competing margin s on top of this  fact  and you know exactly why 

they are willing to co -operate.  

 
By convincing the straw manufacturers of the extra -beneficial merits on  using  labeled drinking 

straws for  marketing  Mobile Tag technology  for advertising purposes , we will crea te reduction of  

financial pressure on our own employment costs, since their sales departments will be assigned to 

promote our/ ñtheirò product. 

 

                                              

 

http://www.nl.nl/
http://www.de.de/
http://www.fr.fr/
http://www.uk.co.uk/
http://www.mediastraw.com/
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The advertising industry  

 
This industry has become ñsuccessfully  indoctrinated ò last decennia by the IT industry on how to 

do smart business  and consequently cha nged normal practice  in the media tion  of brands . Most 

advertising agencies have their own IT -departments , capable of programming customized 

modules/ prog rams for the clients.  Consequently d atabanks are being developed into modules 

fitting the commercial desires of the clients  and being controlled on behalf of those to monitor all 

sorts of data ( particularly  to measure the publicity value).  The advertising  industry is controlled 

by 5 -6 conglomerates, all able to operate wo rldwide  and all of them are assigned by the  beverage 

industry.  The main reason why the beverage industry chose to work with these conglomerates  is 

their capability/ capacity to roll out ad vert ising campaigns easily, since they do have their own 

networks and own distribution channels needed to perform so.  

 

Mediastraw can always decide to do business with these conglomerates , but also  do es  

have  the choice to use the distribution channels use d by  the straw  manufacturers.  

 

Mobile Internet industry  

 

Meanwhile we see extravagance lead to  catfights in the computer -  internet industry, forcing 

people a nd organisations to download applications for mobile phones . Mobile internet is hot! 

Companies / consumers  have been  granted t he right to  download MOBILE TAG READERS for using  

Tag Technology  of  providers  like Microsoft, Kooaba (image tags) and other QR Facilitators . 

However , in  combinatio n with our  labelled straws , Mediastraw canôt guarantee  that the  traffic th is 

product will generate (label ed Tag drinking  straws) will be secure , in respect of privacy policy or 

in respect of the relation between the advertising industry acting on behalf of their clients .  

 

This  must be offered,  whether or not the adv ertising industry  decide s to  introduce our labeled 

straws for their clients, in relation to their existing  profits on a ction -marketing print media  and the 

profits those generate in a controlled manner . Furthermore the advertising agencies will get  

unwilling ly involved in the battle  between some internet -  computer -  and telecom giants. The 

advertising industry needs a ñhubò, to determine boundaries, by adjusting systems in respect of 

overall privacy policies and for protecting market insights/ results on behal f of the clients. This all 

despite the  conquering attitudes of the large corporations like internet -  computer -  and telecom 

giants do have.  

 

 
The man ufactur ers  of drinking straws , the  advertising industry  and the Internet 

industry  all have commercial inter ests and already do business with the beverage 

industries.  

 

o Beverage industry ;  

 * Trade fair locations :  
 * Stadiums: Sport events, clubs of all sports providing a unique manner in  

 Advertising ;  

 

 * Tourism promotions / Airports;  

 * Bars, resorts, disco's etc ;  

   Sup ermarkets (retail), under license  of products of companies like Walt Disney;  

 ( * ) Other marketing possibilities th at will reach us from future customers . 
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        Co-branding as  can be  advised by the advertising industry on behalf  of clients:  

 
o Music - industry -  Concerts (linking merchandising, ad sharing);  

o Movie - industry -  Cinema's (Walt Disney);  

o Others  

 

*NOTE: These targetgroups will be able to work with their own labeled drinking straws 

in the future:  

Advantage  1:  Prevention of being approach ed by all sorts of ñbrandmanagersò with boxes of labeled drinking straws (will 

prove ineffective, like printed glasses for each brand  did). T he accommodations will be able to consider those approaches  

by changing the link of their own labeled drinking str aws f or customized marketing reasons.  
Advantage 2:  Prevention of a djusting such labeled drinking straws to other brands of beverages  WILL FADE. Mediastrawsô 

mobile content can operate for branding of the  accommodation at the same time.   

Advantage 3:  Less drinking straws, multifuncti onal, good for the environment . 

 
Risks & Threat s       

 

Infringement                                                                      

 

Since having the patents granted in the Netherlands, copy - infringement of this product by ñsmall 

companies` and such is secured. Thatôs to say, the labeled drinking straw, not the tag. The risks 

still remain that ñsmall entitiesò will order labels, register Tags and start to promote their ñideasò 

by regular drinking straws. Beside the negative effects on ñcontrollingò this item in marketing this  

affects the safety aspects on the item and the way it is performed by copycat behavior  too  (not 

all drinking straws have ribbing;  the labels might land in glasses).  

 

Fortunately , this aspect is protect ed in the Netherlands (granted patent) and in Thailand by 

running IP procedures (performed  by www.tillekeandgibbins.com ). FYI: Thailand has a significant 

manufacturer of drinking straws ( www.thantawan.com , stock market  company | THIP ), 

capable of manufacturing the product needed at low costs, with proven capa bility in  distributing 

large qua ntities  of drinking straws worldwide.  

 

Microsoft  TAG Reader  

 
Microsoft can deci de to cancel any license at any moment, if being able to monitor misusage of 

the license provided to third parties. Copy - infringement on the combined Microsoft / mediastraw 

logo offers legal repercussion on trademark & copyright violations.  

 
After introdu ction this will probably happen because they understand the consequences of the 

attachments... They canôt control the situation being added to label ed drink ing straws in respect 

of the ñsovereignty ò of beverages and this might harm the interests of the adv ertising industry 

too. By visit ing  the mediastraw  website you will probably notice that it takes just a label to run 

the show too, but who will be responsible/ accountable for the safety consequences?  

 
Another possible solution / threat  are ñflagsò attached/ glued to t he straws (no patents on these).  

This harms the ñmaturityò of brands in my opinion, if served in/at glasses, cans or PET Bottles. 

Despite this fact, such products are of course  useful for companies like Walt Disney and so, all 

having their ñmindsetò at ñyouth marketingò (however children donËt have mobile phones..., but 

their parents probably do).  

http://www.tillekeandgibbins.com/
http://www.thantawan.com/
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The overall issue for consultation is the  need to position the compa ny for responsible introduction . 

This can happen if we can come to terms of co -ope ration with all lines of industry involved. 

Microsof t is, can and will be a powerfu l asset in this matter. However , if  showing eagerness  to 

provide the worl dwide exclusive license on labe led drinking straws in combination with their Tag 

technology, by prov iding a parallel system, by blocking misu sage on the current Micros oft T ag 

system and specifically by terms of  conditions that are reasonable for the overall businesses 

involved for using that technology by labe led drinking straws. Same situation is the ca se for 

Denso (Japan), the inventor of Qr -Technology. All providers offer the use of such technologies, all 

can monitor such technology however ALL DO FAIL to monitor used ñPHYSICAL FMCG productsò in  

practice. ñPHYSICAL FMCG productsò as printmedia, t-shir ts or any kind of product capable to do 

so.   

 

Iôd like to state that whatever opinion anybody may have, will have, or has...... the item ĉS and 

WÍLL become  definitely industry. Not just 1 industry, instead it  will involve  4 industries: 

beverage , advertisi ng , mobile/ internet  and plastics  (straws). All positioned in line,  all 

having their own goals, with or without side -activities enhancing existing  human capital dynamics 

involved.  

 

Mediastraw  can be place d in position of all industries involved , since corp orate governance 

matter s in relation to ñresponsible introduction ò of  this item . 

Since the communication runs over the internet (by mobile phones), we do advice any 

government/client  worldwide to run Mediastraws  over a controlled domain for reasons of 

prot ection agains t  ñcopycatters ò acting in ways like: illegal gambling links,  call - credit absorbing 

links,  discriminating political messages, undecent links or any sort of link that might harm the 

branding of Mediastraw,  beverage brands,  geo -political culture or other sorts of criminal behavior 

by tarnishment of (business - ) ethics. Codes of use will be the monitor - responsibility of chosen 

technology providers, protect ing privacy policies of clients.   

 

Overall: A ll industries need to make money, obtain responsib ilities  and all have goals to achieve. 

This will increase the price of the item, by uplifting its justified level in respect of ñpublicity 

valueò, certainly in relation to its function as an effective media channel . I do expect the publicity -

value can reac h 10 eurocent per scan  ( time consumer contact in relation to other actionmarketing products as 

flyers ) , paid over the results/ feedback in the market.  

After market - introduction we do expect to  receiv e government support worldwide , since the 

overall safety  aspects will be the issue.  

          

         Risks & Threats in strategy at the straw Industry  
 

After running a successful pilot the need to invest/upgrade will arise at manufacturers of drinking 

straws, since large orders cannot be handled by h uman production. The costs for  investment will 

put this manufacturer under dilemma, by request to run serious production after a successful 

pilot. Since exclusive rights in manufacturing will destroy the overall boost needed in the 

industry, we do not co -operate with such requests nor with requests alike. One of the 

consequences can be the unstoppable copycat reaction by competitors, putting us in a vulnerable 

position, harming our overall business intentions. These competitors are potential clients for us  

and for our partner(s) as well.  
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In our opinion this  development perfectly can fit  intentions and strategies in business, for reasons 

of boosting the market at core level . FYI:  the attachment of a printed label increases the cost 

price significantly and consequently the profits , despite being sold under competing pressure. We  

 

prefer an open but controlled industry , still functioning under competing pressur e by  prevent ing  

copycat behavior simultaneously.  

 

Comp etion  

 

The competition might pop -up by  sales -promotion companies. Such companies offer products 

that can be put in to support the marketing/branding/external communication of a (new) product. 

That is often done through sampling, road shows and the enlisting of several kinds of existing 

media. Howeve r, with legal  protection, the concept and thus the danger of ócompetitionô will fade. 

 

 

 
 

 

The market opportunities/applications  

 

The Mediastraw will  support the total brand -awareness , in linking  a real life experience  towards 

all kinds of mobile phone m arketing activities .  
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4. Financial matters  
 

 

The investment budget consists  of various  investments for the Mediastraw  at start .  

 

 

INVESTMENT BUDGET  

ú Start

Permanent assets (excl. VAT)

     Machines & installations (telecomm./ mobile) 3600

     Inventory & equipment 0

     Computer appliances /website/hosting/ maintenance 10000

Total of permanent assets 13600

Floating assets

     VAT pre-financing

     Bank 

Total of permanent assets 0

Opening & running-in expenses

     Patent expenses 42089

     Housing expenses 

     Furniture & Fittings 7200

     Transport expenses Travel expenses 15000

     Sale expenses 11250

     General Management costs 21400

     Private withdrawals (pre-financing) 33000

Total opening & running-in expenses 129939

Total investment 143539

 

FINANCING  OVERVIEW  

 

 
ú Start

Equity capital 0

Total equity capital 0

     Long-lease borrowed capital 143539

     Borrowed capital (BBZ)

Total borrowed capital 143539

TOTAL FINANCING 143539  
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Turnover pr ognosis  for a manufac turer  of labeled drinking straws  

 

 

Below a prognosis in Euroôs which constitutes a repres entation in sales on labeled drinking  straws . 

Based on previous negotitations held with Thantawan Industries PLC (Bangkok), acting on behalf 

of an  advertising conglomerate, we do believe this is just  a modest representation at start of the 

potential  (FYI: + 100 billion  regular straws are being produced yearly  in this industry ).  

 

Quantity 5000 pcs. a carton,  20 bags / 250 labeled drinking straws. (4 mi llion mediastraws 

= 800 cartons = f.e. 800 companies willing to use Mediastraw) .  A small country as The 

Netherlands has  15.000 esthablishments (bars,restaurants etc.) , thus perfectly suiting the 

advertising i nterests for a beverage player enhancing mobile  phone actionmarketing.  

 
 

 

 

First year

Product/service Selling price Number Sale Cost Price Number Total

A  Straw with label 0,008ú           4.000.000 32.440,00ú           0,003ú         4.000.000 12.000,00ú              

B Reserv. package/p.piece INCLUDED

C Dispatch  carton 

Total sales 4.000.000 32.440,00ú          4.000.000 12.000,00ú            

Second year

Product/service Selling price Number Sale Cost Price Number Total

A  Straw with label 0,008ú           40.000.000 320.000,00ú          0,003ú         40.000.000 120.000,00ú            

B Reserv. package/p.piece INCLUDED

C Dispatch  carton 

Total sales 40.000.000 320.000,00ú        40.000.000 120.000,00ú          

Third year

Product/service Selling price Number Sale Cost Price Number Total

A  Straw with label 0,008ú           480.000.000 3.840.000,00ú       0,003ú         480.000.000 1.440.000,00ú         

B Reserv. package/p.piece INCLUDED

C Dispatch  carton .

Total sales 480.000.000 3.840.000,00ú     480.000.000 1.440.000,00ú       

 
 

 

These market  prices are well justifiable towards  their clients (advertising industry  running a pilot 

project ) , given the novelty and in context of  commercial/ economic al  motivations.  
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Exploitation prognosis  ( pay per tag Module / commission )  

 

The exploitation prognoses have been drawn up on the basis of estimations. The running costs 

are a natural representation of those in the future prognosis years.  The feedback has been 

estim ated at 10%.  

 

 

ú 1st year 2nd year 3rd year
Turnover (ex. VAT)

A commission strawmanufacturers (ú0,001)4000 40000 480000

B commission per per tag (ú0,01) 10% FB 4000 40000 480000

C extra Services

Total Turnover 8000 80000 960000

Purchasing costs

Toatal Purchasing costs 0 0 0

Gross profit 8000 80000 960000

Gross profit % 100,00% 100,00% 100,00%

Costs

     Patent expenses 42089 0 0 *
     Housing expenses 7200 7200 7200

     Furniture and fittings 0 0 0

     Transport expenses/ travel 15000 15000 15000

     Sale expenses 11250 11250 11250

     General management costs 21400 16400 16400

     Depreciations 2720 2720 2720

     Interest & banking 9330 33253 31698

Total costs 108989 85823 84268

Results -100989 -5823 875732

private withdrawals 33000 33000 33000

Capital mutation -133989 -38823 842732
* 3rd year depends on the apply per country
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Specification of the running  costs in Euro    

1st year 2nd year 3rd year

Patent expenses
     Application and legal fee Tilleke & Gibbins 34880 *
     Application and legal fee  Ned. Octrooi Bureau 7209

Total 42089

Housing expenses
     Maintenance and cleaning 3600 3600 3600
     Insurances 3600 3600 3600
     Other expenses

Total 7200 7200 7200

Furniture and fittings
     Small furniture and fittings/maintenance

Total

Transport expenses
     mileage allowance, first year
     Other expenses (travel and hotel costs) 15000 15000 15000

Total 15000 15000 15000

Sale expenses
     Advertising & Promotion 5000 5000 5000
     Representation 4000 5000 5000
     Other expenses 2250 2250 2250

Total 11250 12250 12250

General management cost
     Office/telephone/postage 4800 4800 4800
     Insurances 3000 3000 3000
     Accountancy expenses 8600 3600 3600
     Advice/coaching 3000 3000 3000
     Other expenses / unforeseen 2000 2000 2000

Total 21400 16400 16400

Depreciations
     Machines and installations (communication/mobile) 720 720 720
     Computer appliances (web-site/hosting/maintenance) 2000 2000 2000

Total 2720 2720 2720

Interest and banking

     Loans (6.5%)

     Long-lease borrowed capital 9330 33253 31698
     

*first year only interest, 2nd/3rd  year including repayment

Total 9330 33253 31698
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Redemption  capacity  

 

 

1st year 2nd year 3rd year

Capital mutation -133989 -38823 842732

Depreciations 2720 2720 2720

Replacement investments 0 0 0

Available for repayment and expansion investments -131269 -36103 845452

Repayment commitments:

  Loan 1 (1st year interest only, 2nd ff. interest + repayments) 9930 33253 31698

  Loan 2

Total Repayment commitments: 9930 33253 31698

Mutation of liquidity -121339 -2850 813754
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 6. Annexe s  

OVERVIEW  

 

TECHNOLOGY PARTNERS 

 

Microsoft                    Tag Kooaba               QR facilitators              related  future  technologies  

                                                             

                                            

                                          

backend website  

www.mediastraw.corporate.com  

 

MEDIASTRAW CORPORATION  (IP Holding)  

DUTCH ANTILLES  

 

www.mediastraw.com  

MEDIAS TRAW  Thailand  

(licensed operational holding)  

 

 

f rontend web module  

(unnoticable ticker mod ule, connecting chosen technology in respect of privacy policies)  

 

PILOT PROJECT FOR MASS ACCEPTATION OF TAG - , QR -  & BARCODEREADERS,  

At start in co - operation with  main  events as Olympic Games, European Championships 

football & WC 2014  

 

Strawmanufacturers                                      Distribution                            Strawmanufacturers     

 

AFTER SUCCESSION:  Customized Campaigns  for all targetgroups  

 

Interpu blic             Omnicom              Publicis                Havas               WPP       Others  

Including all their subsidiaries  

 

Strawmanufacturers                                      Distribution                            Strawmanufacturers    

 

Beverage industry  

(including co -branding activities, if advised by the advertising industry)  

 

 

GLOBAL MARKET  
         

http://www.mediastraw.corporate.com/
http://www.mediastraw.com/
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REMARKS FOR THE READER  

 

The PCT (legal aspect) has expired, only Thailand patent is still running procedures (I am the owner) and this app earing ñdisadvantageò turns 

out to be perfect in combination with the correspondence below. T omorrow the Dutch patents (NL1035260 &1035259) will expire and turn 

ïnvalid by not paying the fees. This leaves just the Thai patent on labelled drinking straws in  combination with wireless transmission valid.  

 

Microsoft need s to discuss co -operation with Denso in Japan, for combining forces regarding Qr -  & Tag technology in the Mediastraw 

corporation to be founded (Denso doesn't make any serious money at the mome nt and is a threat in Microsofts strategy for creation of a 

lucrative businessmodel). If Microsoft decides to take 40% shares, as I do ask Denso to do either, we will control the produc t at all 

strawmanufacturers (whose higher profits will not be tarnished  by the effects of the previous statements/ competing pressure). Both 

companies shouldn't be competitors in both technologies regarding labelled drinking straws, it is not wise to do so. My IP, c opyright, 

Microsofts' IP regarding Tag and Denso's IP regardi ng QR will secure all effects at start: strawmanufacturers. All I P can be put in the 

Mediastraw Holding STRICT  FOR USING BOTH TECHNOLOGIES EXCLUSIVELY TOWARDS STRAWMANUFACTURERS  (note: I do not claim other 

purposes of their technologies) , by making both compa nies shareholder. Competition will remain in marketing both technologies, however 

controlled and both companies will make money out of both technologies.  

 

Competition will fade, will secure the fact of making mone y by labell ed drinking straws worldwide, by  licensing the straw -manufacturers. 

Beverage interests will be protected, without any change by any advertising conglomerate to play eachothers technology  out  against each 

other , for devaluating prices in purchasing such drinkin g straws regarding the choice in  both technologies.  

 

It is the best strategy for Denso, by protecting the promotional activtities for Microsoft Tag at the same time. Such a Joint  Venture will be able 

to protect the use of their technology in combination with beverages. Whatever the campa ign, whatever the co -branding. If they are 

interested in a co -operation with Microsoft (they are), using my Thai patent (I am the only one) as a "vehicle" to protect interests regarding 

Qr & Tag it WILL involve considerable merits! Regulation rules forbid a direct JV between the two, my patent relates to the commodity 

(labelled drinking straws).  STRATEGIC POSITIONING BEHIND THE STRAWINDUSTRY IS BEST.  

 

All lines of industry involved  will be satisfied , including the Asian/Chinese strawmanufacturers (license of both technologies 

via Mediastraw in combina tion with all strawmanufacturers, price regulation secured because of the technology - aspects which 

generates the justification on the publicity value in Mobile phones).  
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If both entities decide not to co - operate, advertising conglomerates can always choos e to work with QR -codes on labelled drinking straws for 

free, this harms Denso, Microsoft, and this will decrease the prices of labelled drinking straws with such technology at the end and eventually 

will harm the sovereignty of enjoyment of beverages (low er prices at the strawmanufacturers will increase production and will increase 

chances in uncontrollable distribution of uncontrollable links).  

Denso & Microsoft already replied on my request by showing willingness to discuss this matter. Please do consid er the merits of such a 

venture, for protectional reasons of your marketing budget for effective action marketing reasons.  

 

I am sourcing for an effective organisation to support my activities, since such a businessmodel can not be raised by one man  

alone.  Please do find an important document attached, which explains all the ins & outs, risks and threats that will be the case 

for this FMCG promotional product. Particularly for Coca Cola, since your marketshare represent tremendous budgets over a 

variety of mediacha nnels worldwide, obtaining the enjoyment of those beverage - brands by consuming.  

 

If the plan works (I have no replies received that it will not ) , I will move to Thailand, since my Thai patent will control the strawindustry in 

combination with the wo rldwide  IP rights of Microsoft  & Denso   strict in combination with labelled drinking straws. Both companies have 

replied that they are willing to discuss the merits of my unsolicited proposal.  

 

Contact person at Microsoft Seattle: Andrew Tognela ( andrewto@microsoft.com , (206) 724 - 4982 MOBILE, OFFICE: +1 425 421 

4136 (he is assigned by Mr. Ballmer)  

Contact person at Denso Japan: Goro Kanemasu ( goro_kanemasu@denso.co.jp  ) O FFICE: +81 566 - 25 - 5594 (he is assigned to 

Mr. Kotah)  

 

 

 

 

 

 

 

mailto:andrewto@microsoft.com
mailto:goro_kanemasu@denso.co.jp
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THE PROBLEM:  

 

1.Recently mr. Tognela confirmed the grantment of a ñlicency to use Microsoft Tagò to me, but declined the proposed co-operation with Denso 

in the Mediastraw Corporation to be founded.   

2. Microsoft pays WPP for promoting the Microsoft Tagreader...., while my introduction at the Uefa does offer Microsoft a ñkickbackfeeò over 

the controlled product. Conclusion: WPP costs money to promote the reader (under competion of a free technology, which QR remains, by 

corporate governance decision as stated by  Microsoft  for  not willing to consider nor proceed the merits of a JV  (as offered  by Mediastraw with 

Denso Japan , strict by grantment of worldwide exclusive licensees  to use both IT -Giantsô technologies in respect of labeled drinking straws ) . 

Note: excluded the use of both technologies for other purposes . In such case my businessmodel gains interests for Microsoft while promoting 

the reader simultaneously  in  the existing  market situation , as w ell it will for Denso and it will protect the beverage interests in marketing.  

  

3. I also do own the domains www.de.de  , www.nl.nl  , www.uk.co.uk  & www.fr.fr , which after legal action will be mine and will perfectly 

function for downloading the chosen Tag - /Qr reader sufficiently being printed on the label.  

4. Dutch Soccer Organisation (KNVB) has interest but suffers the s ponsor contract of Heineken and Unilever (Rexona) for co -operation.  

5. They (Heineken & Unilever) want to control this product, but do severly understand tha t after succesfull introduction , under supervision of 

the Uefa, business interests will clash sinc e Uefa, FIFA are sponsored by your organisation.  

6. Contact person at Uefa: Mr.  Masjnak  on behalf of Mr.  Epstein . At the FIFA Mr. Blazer.  

7. I can start a pilot in other countries as well.  

8. Denso Europe (Netherlands) adviced to await the response from Japan, they are very enthousiasic about the product (ofcourse).  

 

Overall it is in Coca Colaôs best interest to have the product introduced controlled, as describe d in this document/businessplan, in respect of 

their huge marketing  budgets over varieties of  media channels . Pepsi, Dr Snapple, Redbull  etc. , all do sponsor events were its competitors 

donôt have anything to seek by contract. However, all beverage players do have a conflict of business interest in the entire industry as the 

main focus on brands become distorted. Reason: mobile interests as might be performed by others (non -beverage) by effective FMCG 

consumer -contact products (as labelled drinking straws especially will do).  

 

I am under pressure by forces that donôt feel eager to accept the consequences of their dynamical behavior, which will definetely turn out to  

be har mful  for the beverage industry in long term  effects.  

 

http://www.de.de/
http://www.nl.nl/
http://www.uk.co.uk/
http://www.fr.fr/
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At the same time, a s I am sure you will understand, this is an IT war over this product. Control over the feedback of the marketingresults.  

A Joint Venture for control, however some people at Microsoft do believe they can beat Denso probably for bonusses that will ha rm the overall 

situatio n.  Ridiculous, in respect of the overall issues as mentioned in this document regarding market introduction for sustainable busi ness  

investment, serving al l lines of industries involved, however beyond my control if not willing to participate.  

 

Beside thi s aspect technology providers canôt monitor the FMCG-source of the results. That is to say : what  kind of  FMCG promotional product s 

deliver  the ir monitor  results, f.e. is  their technology printed on T -shirts,  posters, flyers or in our case : labeled drinking  straws. Infringement of 

our interests, rights, patents , etc. by copycatters cannot be filtered by the technology providers and their terms of use will not turn  out  

ñsufficiently protectiveò enough regarding the ñuncontro lable  aspects ò of the internet (th is can h arm our careful  brand building  ef forts, see 

page 11).  

 

I do  suggest  a direct found ation  for a new technology to be developed ( see page 23: an equivalent Tag - ,Qr Reader  with unique code -

technology not capable of functioning by  other Reader technology ) , in respect of the  interests in respect of the beverage - industry . For your 

complete in formation: all beverage players do sponsor all sorts of events and do participate in all kinds of co -branding activities knowing 

many varieties, however all beverage -players  do have a joint  interest in nothing having spoiled the investments made to be expelled from 

extension of those investments by uncontrolled advertising messages from third parties. A joint venture with Microsoft and Denso (by 

worldwide exclusive license  to use their techn ology in respect of labeled drinking straws ) , for NOT using their technologies in respect of 

labeled drinking straws, ís best.  

  
First thoughts went  out for a ñcompensatingò Joint Venture:  20% Microsoft, 20% Denso & 60% Adriaan de Kuijper            

 

Howev er, risk  prevention canôt be sufficiently offered by Micros oft & Denso  as described.  

Again probably the d ynamics prevail.  

 

         Final outcome is:  100% Ad riaan de Kuijper  +  sourcing investor/ new technology provider ;  

 

licensing all drinking straw  manufacturers by ñcompany vehicleò as described in this business  plan. Consequences of using other technology 

providers are the responsibility of those choices, and can ôt be carried by my shoulders in long - term  effects, exactly  as the Terms of Use of 

those  providers demand for even using such technology having side -effects.  
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Beside this conclusion I do believe it is my  obligation to inform my customers properly, and I do believe they must feel free to have choice. 

These choices are mainly considered by  adv ice of their attorneys and marketing departments, and as well, hopefully dynamics  will  NOT prevail  

having  short term effects.  

 

  
Mondrian  

Composition No. 10. 1939-42. Piet Mondrian. Oil on canvas. 80 x 73 cm. Private collection. 
http://en.wikipedia.org/wiki/File:Mondrian_Comp10.jpg  

http://www.artgalleryabc.com/mondrian/blog  

 

 

The o ptical dist inctional aspect of this new technology  code, serving beverage marketing interests, will gain acceptation by  consumers ô 

awarenes s/ acceptation in  reliable link s, related to the brand / event / accommodation . The t echnology provider  can use low resolution 

aspects  for  technical interaction with the  Mobile Reader , not  vi olating but respecting the art work, which will gain technical authorisation for a 

controlled link .  


