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Despite our belief that our business is an answer to these
issues we felt we needed to ensure we approached the
launching of our coin in the right way:

Introduction
New Frontier has been created as a mechanism and answer to

growing challenges faced by the tourism industry. From the Covid
pandemic, cost of living crisis, inflation and supply chain crises and
laterally, shifting consumer preferences that render the business-

as-usual model of “numbers through the door” as a metric
obsolete, Tourism needs a new paradigm and support system to

help the industry survive and thrive.
https://www.nftfrontier.io/

Too often, Blockchain projects are about launching a coin and then trying to
make the project work. We wanted to ensure we achieved organic growth
through bootstrapping first.
Our approach has been to ensure that we speak with and create relationships
with strategically important national tourism bodies and that educating the
sector and visitors on what our technology is takes precedence over all else.
We studied Blockchain projects that are unsuccessful from industries as wide
as tourism, sports and gaming and we evaluated why they failed. We felt
knowing what does not work was a key activity to ensuring that our solutions
do.

Our business and our coin, $TAY, is the solution the industry badly needs.



Founded in 2021
Founded by a team who have been researchers & investors in Blockchain since 2016
Official Enjin Partner since November 2021
Projected Net Profit year 1 from bootstrapping the business £220,000
Signatories to the UN Global Compact
Candidates in the UN World Tourism Organisation (UNWTO) Innovation Prize.
Candidates for Scottish Edge, a Scottish Innovation funding competition.
Partners with Abertay University- Home of UK Centre of Excellence in Gaming and UKs
Cyber Security resilience centre.
We have 26 clients in our pipeline from regional tourism authorities to five star
museums.
Commissioned to create “The Metaverse Playbook '' the world's first interactive guide
and toolkit for the tourism industry by the Association of Scottish Visitor Attractions
(ASVA) and Traveltech for Scotland.

Partners with Tourism bodies in Scotland, Mexico, Colombia, Cataluña, Thailand
 and Philippines.

About Us

CDMX, 
DUNDEE&
SANTIAGO
REGISTERED IN SCOTLAND: SC708548

https://enjin.io/blog/new-frontier-tourism-nfts
https://www.unglobalcompact.org/what-is-gc/mission/principles
https://www.unwto.org/unwto-awake-tourism-challenge
https://www.gamesindustry.biz/articles/govt-abertay-a-centre-of-excellence-for-the-games-industry
http://www.asva.co.uk/
https://qroo.gob.mx/sedetur
https://colombiatours.travel/
http://www.gencat.cat/
https://operator.tourismthailand.org/home
https://beta.tourism.gov.ph/


The impact of Covid Pandemic on Scottish Tourism, our home market
Worldwide Global Impact of Covid
Other concerns
The New Normal: The Experience Economy
Tourism adoption of Metaverse and associated technologies to date

Market research in this paper is split into several parts

1.
2.
3.
4.
5.

UNDERSTANDING
THE GLOBAL
TOURISM MARKET

THE IMPACT OF COVID-19 WAS FELT ACROSS ALL ASPECTS OF
THE SCOTTISH VISITOR ATTRACTIONS SECTOR AS TRAVEL

WAS RESTRICTED, THE INTERNATIONAL MARKET COLLAPSED
AND THE WIDER ECONOMY WAS IMPACTED.

 
ATTRACTIONS ARE AN ESSENTIAL ELEMENT OF THE

SCOTTISH VISITOR EXPERIENCE. WITH INTERNATIONAL
TOURISM UNLIKELY TO RETURN UNTIL WELL INTO 2023,

DOMESTIC VISITORS WILL PROVIDE THE SOLE SOURCE OF
INCOME. THEIR CUSTOM WILL BE VITAL GOING FORWARD”.

Professor Lennon, Glasgow Caledonian University



Visitor numbers dropped by 34 million people or 63.2% overall. However, in the
first year of the Pandemic during lockdowns this resulted in a 98% drop in inbound
and domestic tourism, effectively shutting the industry down.
The combined drop for top attractions in Scotland, namely, Edinburgh Castle,
Kelvingrove Gallery and The National Museum of Scotland fell an average of 84.6%
over the two years of the Pandemic.
With a backdrop of domestic tourism becoming the lifeblood of the sector, what
was the actual behaviour within the domestic market?

According to Visit Scotland the following impacts were seen during the pandemic:

The expected boom in domestic tourism never came and left the industry on life
support. So much so that the industry needs more than to simply start receiving
visitors again, it also needs to diversify the way it evaluates success and its sources of
revenue.

IMPACT OF COVID
PANDEMIC IN
SCOTLAND

“Our survey uncovered what we knew was happening across
the industry from anecdotal conversations; that things were
nowhere near as buoyant as has been suggested and in fact,

that too many businesses across all sectors within our industry
are continuing to operate in crisis mode.”

Marc Crothall, CEO, Scottish Tourism Alliance

https://www.visitscotland.org/news/2021/covid-19-impact-on-scotlands-visitor-attractions


Writing in the Scotsman Newspaper,
MP Murdo Fraser laments government
support does not go far enough in
supporting the sector.

“while the Scottish Government has moved on
their original proposals to support self-catering

businesses, and made them more generous than
was originally proposed, there are still those in
the sector losing out because they do not meet

the strict criteria for support that have been
applied”.

Murdo Fraser MP, in The Scotsman Newspaper

The National Tourism Conference
and the realisation that the old

ways are gone.

26% of travellers want immersive digital experiences either before, during or
after a visit in order to “try before you fly” and extend the travel experience
beyond the real world visit. This number is 63% for GenZ and 55% for
millennials.
The travel industry needs to shift from “numbers through the door” (quantity)
to quality of experiences as its new key metric for success. We will expand upon
this in the experience economy section of this review.
The ability to be agile, to work with the “unusual suspects” and pivot into new
opportunities will be key for the industry to prosper.

In November 2021, Scotland held its national tourism conference in Edinburgh, with
insight into trends being a key part of the delivery. Speakers ranged from Mollie
Hughes, a mountaineer who has scaled Everst twice and walked single handed to
the South Pole to BBC Travel journalist Simon Calder. Some of the key trends and
takeaways are shown below:

SUPPORT AVAILABLE FOR
THE TOURISM SECTOR 
DOES NOT GO FAR ENOUGH

“YOU NEED TO KEEP AGILE, STAY FLEXIBLE, AND KEEP
YOUR MIND ON THE END GOAL – DON’T GET TOO CAUGHT

UP IN THE DAY-TO-DAY.” 
 
 Barbara Smith, MD Scotland Brand Homes – Diageo

https://scottishtourismalliance.co.uk/scotlands-national-tourism-industry-conference-2021/


The need to experience more and add breadth and variety to visitor experiences
Limitless Discoveries: Marketing in collaboration not simply individual
attractions working for themselves. This is where our #adventureunlimited
marketing tag was inspired from.
The Evolving Traveller: Recognising the differences in visitors in terms of culture
and demographics and having solutions and activities that cater to each group.
Technology to stimulate and Inform: The use of technology to improve and
influence visitor experiences.

In addition, the Scottish Tourism Alliance (STA) summarises Megatrends that will
impact Tourism between now and 2025. These will be unpacked in the “Experience
Economy” section below, they are:

“STORYTELLING SHOULD RUN
THROUGHOUT THE WHOLE OF YOUR

BUSINESS. IT IMPROVES THE VISITOR
EXPERIENCE AND IT CAN BE POWERFUL,

BRING SUCCESS AND PROFITABILITY AND
CREATE LOYALTY.” 

 Bala McAlinn, Managing Director – Complete Works



Region 2019 2020 2021 2022

The Americas -82% -62% -58% -46%

Europe -87% -71% -63% -43%

Africa -90% -83% -71% -62%

Middle East -89% -74% -65% -59%

Asia Pacific -99% -96% -94% -93%

In this section, we take a look at the international data on the effects of the pandemic
and prevailing themes to get a sense of whether the experiences in Scotland are
Unique or Global.

WORLDWIDE IMPACT
OF PANDEMIC

(STRATEGIC INSIGHTS)
 

Current worldwide economic value of Tourism is $1.9tn, which is well down on pre
pandemic levels of $3.9tn.
Revenues and Receipts for international air travel remain 69% below pre pandemic
levels.
Though the number of trips has declined, spend per trip has increased from $1000
per person to $1400 per person in 2022. This matches data trends seen in Scotland
that visitors are more strategic where they visit and they visit less places but stay
longer and spend more.
100 Million global tourism jobs have been lost or downgraded as a result of the
pandemic.

The following are
headline Global
Figures for
tourism rates year
on year by Global
regional
comparison:

 
Headline Figures (Source: WTO)

https://www.unwto.org/statistics




OTHER
CONCERNS

COST OF
LIVING
CRISIS

Supply chain issues and rising inflation and cost of living is making it harder for
travellers to make the decision to travel, except, according to data, where visits include
seeing immediate family members. One side effect of this is reduction in new and
renewed season tickets and memberships, reported by ALVA UK, June, 2022.

TRAVEL
RESTRICTIONS

Whether still specific to Covid or in relation to Monkeypox or other factors, there are still
significant restrictions in travel in a number of countries, including potential quarantine.
For example, The UK is planning on introducing measures due to the increases in cases
seen presently.

https://www.alva.org.uk/index.cfm


OTHER
CONCERNS

Inflation and Supply Chain issues have increased the costs associated with travel
including costs associated with in-flight catering and jet aviation fuel.

The majority of the issues on this list are caused by the conflict between Ukraine and
Russia. Given the escalating consequences of the conflict including shutting off of gas
pipelines to Europe, threats to neighbouring countries including Estonia, Finland and
Sweden and the increasing possibility of a wider conflict/new iron curtain era, there are
many examples of issues caused. 

The Youtube channel “Planes,Trains and Everything” travelled the world's longest train
journey from Portugal to Vietnam in 2018. They recently ran a video on why the longest
train journey is no longer possible and reasons included scrapped train services, closed
borders, conflict zones to name a few, making the point that travel as once known is
someway off happening again.

HIGHER
COSTS

TO
TRAVEL

WAR IN
UKRAINE

https://www.youtube.com/c/PlanesTrainsEverything


The inconsistencies of the Covid vaccine roll-out and hoarding of vaccines by richer
countries have created a divided world in which many countries have yet to vaccinate
the population let twice or three times as minimally required to provide protection.

Throughout the crisis period, countries have been focussed inward and this has led to a
domestic first agenda in many nations and a lack of coordinated problem solving to
open up travel routes

VACCINATION
ROLL-OUT

LACK OF
INTERNATIONAL
COORDINATION

OTHER
FACTORS



GenZ tends to be informed consumers and will weigh up options and evaluate them
before making a specific decision.
They are less attached to Brands and tend to look at the best deals versus remain
loyal to any one Brand.
They place a high value on brand responsibility in terms of ethical practice and
corporate responsibility.
They are the most likely of all generations to shop via social media and prefer digital
events and experiences to those in the real world.
High expectations of customer service and product quality.
Success with GenZ requires an “omnichannel” channel approach including heavy
experiential elements of engagement online.
It is important to personalise experiences to make GenZ consumers feel valued.
Having a strong reputation and digital presence is critical to winning these
consumers.

93% of GenZ surveyed base decisions on an organisation's impact on Society.Ensuring an
attraction is approaching the UNWTO 2030 GDG (Global Development Goals) and being
explicit about which ones you aim for is important to get buy-in.

OTHER
FACTORS

The differences in intergenerational preferences is also a driving force in the shape
shifting needed within the Travel industry. GenZ in particular has a very different, more
technology orientated preferences. According to the Digital Marketing Institute
catering to GenZ requires all of the following considerations:

https://www.fl4k.com/blog/why-engagement-strategies-are-essential-for-teaching-gen-z-students
https://digitalmarketinginstitute.com/blog/the-changing-customer-how-to-cater-to-gen-z


SWE is residential and immersive. Guests stay 3 days and 3 nights in a role play scenario.
Characters interact with guests and offer opportunities for individuals to shape their own
experiences. For example, you could choose to help a smuggler on a space station, join the
empire or the rebel alliance.
Guests have the chance to visit planets as part of the experience and even eat space
themed on board the Millenium Falcon.

The industry picture depicted can be summarised as a move to quality of experience over
quantity of visits, together with leveraging opportunities before and after a visit as being a
blueprint for growth within the tourism industry. The experience economy is the “buzzword”
that aims to encapsulate this idea.

What is the Experience Economy?

Harvard Business Review defines the experience economy as the changing trend of consumers
seeking experiences (and lasting memories) over simple services. This is a conundrum for
tourism as it is traditionally a service model applied to tourist visits i.e. go to museum, see
museum, leave museum with a souvenir.

That trend is changing. Trailblazers such as Disney have always mixed entertainment with
service but even they are moving this into the next level. We met Disney's Director of
“Imagineering” at the National Conference and she was introducing the new Star Wars
experience at Disney World. What makes the Star Wars Experience (SWE) more experiential
than other parts of Disney's offerings:

Hard Rock Cafe from a restaurant that plays rock music to an “eatertainment venue” where
interaction with guests, live music, karaoke, and paid actors add to the experience of the dining.

THE
EXPERIENCE
ECONOMY

T H E  N E W  N O R M A L :

https://hbr.org/webinar/2020/01/the-new-experience-economy


The “E” Description

Enticing How will you build anticipation before the visit?

Entering Set the context of where we are, and hook me into the story of the journey ahead.

Engaging
Making an engaging experience means involving the senses, interacting with
guests. creating moments of surprise and delight. 

Exiting
The end is one of the two most important parts of an experience. The end should
conclude the narrative, and make the guest feel set up for the next part of their
day.

Extending
What's the call to action to further the relationship? More than just requesting a
review, can you continue the storytelling digitally? Visit your website to learn
more about the story, or download an audio file of another story from the region,

We will apply these components to a scenario we are currently building with a client in
Scotland. In this example, we use the 5E´s to create an interactive hybrid treasure hunt
for a museum. Scrolls will be hidden in the local area, found via Geocaching like Pokemon
Go but it will be completed in the virtual world with the final scrolls hidden inside a
mediaeval village in a game in the Metaverse.

If we accept the premise from Harvard that new technologies play a role in shaping the
experience economy, how can we justify that NFT utility and Metaverse meet that
criteria?

Tourprenuer outlined the five “Es” of the tourism experience economy. Here we explain
them and how NFT and Metaverse fit as a solution to them:

“NEW TECHNOLOGIES, IN PARTICULAR, ENCOURAGE WHOLE NEW GENRES OF
EXPERIENCE, SUCH AS INTERACTIVE GAMES, INTERNET CHAT ROOMS AND MULTI-

PLAYER GAMES, MOTION-BASED SIMULATORS, AND VIRTUAL REALITY”.
 Harvard Business Review

https://tourpreneur.com/the-experience-economy-in-tours-and-activities-with-joe-pine/?utm_source=newsletter&utm_medium=email&utm_term=2022-07-13&utm_campaign=Tourpreneur+Weekly+Digest


Create an event within a virtual world that concludes with the first scroll and a
cryptic “clue” as to how to acquire the others.
Explain the upcoming treasure hunt via Museum website and include marketing
materials to explain what visitors could win and how to take place.
Work with schools to build up anticipation of Museum visit, explain that the
collection hunt is gamified and people to complete first will win special prizes as
well as special NFTs that offer discounts, Artefacts/Wearables needed in the
virtual treasure hunt.
Ensure the community has a voice in the solution development and can
contribute to it.
We could have the national railway company Scotrail to have NFTs added as a
QR code on tickets. We call these “Gateway Tokens” they outline experiences
available at the destination station.

There are a number of ways we can apply NFT utility and Metaverse technology to
entice visitation, including:

THE 5 E´S OF THE TOURISM
EXPERIENCE ECONOMY: 
ENTICING

THE 5 E´S OF THE TOURISM
EXPERIENCE ECONOMY: 

ENTERING

Storytelling. Create a context for the treasure hunt. Where did the “hidden scrolls”
come from? When were they lost? Who lost them? What are the consequences of
finding them? Most good video games have this back story when first entering as to
set the scene of the storyline.
Certain NFTs may be won through challenges or purchased in order to help give clues.
Launch events could be held in person or virtually in the Metaverse to officially “start”
the treasure hunt.

We can ensure that the technology supports the entering phase of experiences by:



Checking of a leaderboard to see which individual or team have completed the real
world portion of the challenge as well as checking time taken to complete etc.
Debriefing for players and explanation of the second part in the virtual world.

By its nature, this example experience exits the real world for the digital world as part of
the second phase of the treasure hunt. However, the exit still has to be planned well
including:

THE 5 E´S OF THE TOURISM
EXPERIENCE ECONOMY: 
ENGAGING

THE 5 E´S OF THE TOURISM
EXPERIENCE ECONOMY: 

EXIT

Ensuring the local community plays an active role in interacting with the guests helping
(or hindering!) them finding the hidden scrolls.
Use of actors (virtual or real world) to help tell stories and set the narrative of the
treasure hunt. A number of Scottish venues do this including Stirling Castle and the Old
Town Jail.
Ensuring a number of NFTs at each stop have incentives for early collectors, limited
numbers have utility in the metaverse to create scarcity, create gamified challenges in
order to win the NFT. Not simply go and point your phone or scan a QR.
Every NFT earned becomes a “living souvenir” of the experience.

Engagement is at the heart of what we are trying to accomplish. So how do utility based
NFTs and Metaverse create engagement in this context?



THE 5 E´S OF THE TOURISM
EXPERIENCE ECONOMY: 
EXTENDING

Half of Fame entry for all individuals and teams that finish the Treasure Hunt
Treasure Hunt “after party” in a virtual world or event for those who have completed
the challenges i.e. VIP area for the winners.
Access to a virtual gallery to display all scrolls found.
Access to additional content for winners, perhaps from the “creator” of the scrolls
thanking them for finding them all again.

In this case, the extension is to move the experience into the digital world, however we can
also consider other ways to extend beyond entering into the game(s) to collect the
remaining scrolls:

These examples are not exhaustive, they only illustrate that the technology and the
approach of New Frontier works for the Tourism Industry definition of the experience
economy and we have applied into our Client Experience Engagement Model

START IN THE
VIRTUAL WORLD

Attend event, visit
hubUse in Real

World

Spanish MuseumDisney

START IN REAL
WORLD

Create trails, activities
and/or adventures Earn Reward or

Access

Use in the Digital
World

CLIENT
EXPERIENCE
N E W  F R O N T I E R  E N G A G E M E N T  M O D E L

T H E



Changes in technology, society and consumer behaviour have resulted in new traveller
attitudes and behaviours. 
We have moved from a world where demographics gave us our insights to a place
where we look to connect to our audiences of visitors on the basis of their values,
needs and behaviours. 
Today’s traveller looks for immersive experiences and limitless discoveries where they
can experience a different way of living for a short time in a new place. 
Digital relationships and connections have become more important to groups of
travellers looking to share their experience of being ‘well-travelled’ in their pursuit of
digital and social reward. The demand for ‘must have’ experiences will continue, as will
‘needs must’ travel within the business travel market.  
In light of the climate emergency, “over tourism” in a growing number of global
destinations and geopolitics, ethical travel has risen in prominence with travellers
making decisions based on conscience and perceived impact.
We will provide a wide range of immersive, responsible and authentic visitor
experiences that reflect our strengths and changing visitor trends. Every visitor
expectation will be met, with each visitor enjoying a world-class experience creating
ambassadors for Scotland all over the world.

The use of Technology to foster innovation is an integral part of Scotland's strategy and we
can summarise below why technology plays a key part. Scotland's vision for “Tomorrow's
traveller” is:

SCOTLAND OUTLOOK 
2030

Globally, all nations are working towards “Outlook 2030”, the strategy for employing the
UNWTOs Global Development Goals. Scotland is no exception and the Outlook 2030 launch
video is available on Youtube, you can scan the QR to see it or tap here

https://www.youtube.com/watch?v=8kkIgYhMO-s
https://www.youtube.com/watch?v=8kkIgYhMO-s


Why we travel

More from less

Going, going….gone

Virtually here

While Scotland's Outlook 2030 as described here is very similar to the strategies we have
seen in a number of countries it is worth mentioning the global “megatrends” in tourism
that all nations agree will be prevalent by 2030.

According to the UNWTO there are six megatrends in world tourism, these are:

Our reasons for travelling will change over the course of the 2020s. By the end of 2029,
only 54% of physical travel will be for sightseeing, relaxation and entertainment, 31% will be
health travel and 15% will be related to career and work.

As resources become scarcer, governments and the tourism sector will need to come up
with new innovations to support global tourism.

Projects and ideas to protect the world's biodiversity will become both popular with
visitors and key to maintaining the ecosystem of the planet.

The need for and the prevalence of virtual tourism and technological solutions will
increase. This will include a rise in virtual only travel so long as the destination and the
attraction has links to sustainability and protection of biodiversity. Prevention of the need
to travel and accessing experiences virtually, if done in the right way, counts towards this
trend.

SCOTLANDS OUTLOOK 2030 AS A WINDOW ON THE WORLD



The Silk Highway

Forever Young

Great Expectations

Economic growth is projected to head East and South with China, Australia, Korea and
Japan leading the charge. This means that solutions and opportunities for visitors need to
consider the wishes and preferences of people from these groups.As we stated earlier,
Hikikomori culture of leaving home much less comes into play when considering plans for
these markets.

Older travellers are likely to travel more due to living longer and having the economic ability
through disposable income to do so. Older people tend to avoid peak season for pricing
reasons so catering to specific demographics at certain times of the year may become the
norm.

Additionally, people's expectations will rise. The desire for deeper social connection with
local people makes urban areas more popular. Activities need to be personalised to the
traveller so they have autonomy and can forge their own path. Fitness and clean eating
options will also be needed as GenZ brings their health conscious custom to attractions.

At New Frontier, we have projects that are aimed at ALL of these megatrends, showing our
solutions are fit for purpose in this new evolving global tourism market.



TOURISM AND
THE METAVERSE

TO DATE

“DISNEY’S TECHNOLOGY WOULD
TRACK YOUR SMARTPHONE, AND

THEN USE YOUR EXACT LOCATION
DATA TO PROJECT 3D METAVERSE

ASSETS ON OBJECTS NEAR YOU, SUCH
AS WALLS.

WE’LL BE ABLE TO CONNECT THE
PHYSICAL AND DIGITAL WORLDS

EVEN MORE CLOSELY, ALLOWING FOR
STORYTELLING, WITHOUT

BOUNDARIES IN OUR OWN DISNEY’S
METAVERSE”

BOB CHAPEK,CEO, DISNEY



So far, we have seen a number of trends in tourism and fit utility based NFTs and
Metaverse into the solutions for these. Here we take a look at some examples of Tourism's
use of the Metaverse to date, which further adds credence to the notion that our solutions
are relevant to a changing industry.

Barbados Virtual Embassy

Barbados is creating Virtual Embassies in Decentraland and Somnium Space, with plans to
others with the intention of showcasing the country and (eventually) allowing players to go
in game with their avatars and apply for e-visas to visit the county in real life.

Seoul MetaCity

The City of Seoul intends to create a MetaCity which will allow citizens to pay utilities and
other services directly from the virtual world as well as replicate three of the most
prominent tourist attractions in the country to host events and act as “gateway” to tourism
to Korea for real.

This is partly in reaction to the “Hikikomori” phenomenon in Japan that is now spreading to
Korea. Hikikomori are people who rarely step outside their home and live isolated lives of
their own choosing. This is a growing trend in Asia and the Seoul City Government is trying
to support those who prefer to interact virtually to have the opportunity to do so.

Australian Open

Australia was one of the last places to lift Covid restrictions around the world. This year's
Australian Open was famous for two reasons: 1. Novak Djokovic being banned for refusing
to be vaccinated 2. The lack of foreign fans due to closed borders.

As a response to this the Australian Open created a virtual Rod Laver Arena in
Decentraland and as well as getting to play tennis on the centre court, you could purchase
avatar NFT wearables and attend an after party.

Disney

Disney's announcement of interest in the Metaverse and recent job advertising for a
Disney Metaverse Strategist is based on what they call “next generation storytelling”. A
summary of their ideas can be found below:



THE TRINITY OF
METAVERSE IN
TOURISM



Tourism
Blockchain 
Gaming

We have working relationships with worldwide tourism bodies and have the CEO of
Scottish Tourism as a mentor for our business. 

As part of Traveltech for Scotland at University of Edinburgh we have access to latest
trends, data and research as well as industry expertise to support our work.

The founder of e-Dreams, Mauricio Prieto, is a business adviser.

We are partners with Enjin, the largest Blockchain gaming network and creators of the
ERC 1155 standard, with access to create utility and connectivity with 50+
games/worlds in their network.

We have members of the Enjin team as Mentors/Advisors.

We use Jumpnet and Efinity to create our NFTs to create carbon sensitive solutions.

We work with Abertay University, the UK Centre of Excellence in Computer Gaming

We have individuals with gaming development experience on titles such as Minecraft
as advisors.

The “trinity” of successful use of NFT and Metaverse in Tourism relies on three key
industries:

A successful use of NFTs and Metaverse in Tourism relies on having each of these three
bases covered within advice and expertise available to support development. Below we
summarise how New Frontier achieves this:

Tourism

Blockchain

Gaming

https://asva.co.uk/about/asva-team/
https://www.traveltech.scot/community
https://www.edreams.com/
https://www.enjin.io/
http://jumpnet.enjinx.io/
http://www.efinity.io/
https://www.abertay.ac.uk/news/2020/abertay-ranked-best-in-europe-for-videogames-degrees/


OUR MISSION IS TO
SUPPORT THE
TOURISM SECTOR
STEP-BY-STEP TO GET
MAXIMUM LEVERAGE
BEFORE, DURING AND
AFTER VISITS FROM
THE NEW DIGITAL
FRONTIER OF THE
METAVERSE.



Putting education of the sector and the end user as a critical planning element of all
our projects.
Support Tourism bodies to take the step into the Metaverse using supported Pilot
projects and providing best in class resources such as our “Metaverse Playbook”
commissioned by Scottish Tourism.
Creating measurable KPI to evaluate success of projects and to act as a go/no go to full
deployment with attractions in further phases.
Gamifying the process of obtaining NFTs for trails and treasure hunts through
challenges, storytelling, comedy, puzzle solving and more.
Involving the community in which the attraction is based in the creation, design,
evaluation and ownership of the solutions we create.
Working in line with the UN Global Compact to be ethical, environmentally sensitive
and fair.
Applying approaches that are in line with research into changing consumer
preferences.
Providing a wide array of solutions beyond “gamified” approaches as outlined below
We do not claim any commissions or royalty fees on NFT transfers.

We do this by:

NFTS IN TOURISM
Membership and
Loyalty Schemes

Trails/Stories

Revenue Generator -
Sales, Competitions,
Token Transfers

Reservations, Tickets &
Bookings

Protection by Anti-
counterfeiting or product
certificate

Collectables, wearables
and usables (Old/New)



THE USE CASES OF
NFTS IN TOURISM
EXPLAINED



Membership and Loyalty Schemes (Flyfish Club, New York)

Trails and Stories (The Great Tapestry of Scotland, Galasheils, Scotland)*

Revenue Generation (British Museum, London)

In this section we outline the main use cases of Utility based NFTs and Metaverse in the Tourism
Industry and we have within our pipeline a number of clients in each category. Examples of each
category are shown in brackets and examples from our own client pipeline are indicated by *

At this stage, NFTs and utility within them are designed to give experiences as “perks” to
members, with the membership card becoming the NFT.

Flyfish Club is a good example of this. You can buy one of two different membership NFTs each
offering a different level of access and access to experiences than the other. For example, one
allows entry for fine dining experiences but the higher level includes intimate sushi cooking
sessions with the Head Chef.

However, we envisage a number of ways NFT based membership schemes can benefit the travel
tourism sector including overhauling airline loyalty and hotel membership schemes to offer
tailored utility according to level of service, favourite destinations (gateway services - see
previous section for definition of gateway token) and preferences of visitor attractions at
destination.

The in-person or hybrid/virtual trail, storytelling and treasure hunt is a compelling use case and
we have previously outlined how we are approaching this with our client The Great Tapestry of
Scotland in previous sections.

This is also the basis for the entry into the Metaverse for Disney and fits the “in park” digital
adventure narrative. Of course challenges and events can also occur in the Metaverse before or
after the actual visit as described in the 5 E´s section previously.

Though responsible in part for the negative public perception of NFTs there is nonetheless a use
case in selling digital copies of fine Art and museum artefacts as limited edition NFT sets.

The British Museum through partnership with La Coleccion have successfully done this and
raised over $1m USD in sales, with Art works averaging $48000 USD each.

https://www.flyfishclub.com/
https://www.greattapestryofscotland.com/borders-pupils-to-become-pioneers-of-the-global-tourism-metaverse-with-the-great-tapestry-of-scotland-and-inspire-learning/
https://www.museumnext.com/article/british-museum-partners-with-lacollection-for-first-nft-initiative/


Reservations/Booking/Ticketing (Pinktada, UK)

Anti Counterfeiting/Certification (SEDETUR, Quintana Roo, Mexico)*

Collectibles, wearables and usables (Dundee Stars, Dundee,
Scotland)*

The use of NFTs as a way to reserve, deposit and/or obtain
popular/strategic tables/rooms in restaurants/hotels is another clear
use case, with the NFT reservation holder having a gateway to utility and
additional experience through holding the “preferred room” NFT.

One company doing this is Pinktada. Their process is explained in
Pinktada webpage

The use of NFTs in anti-counterfeiting as a digital certificate of
authenticity is another key use case from the hospitality sector. We are
speaking with Whisky Distilleries about how NFT based authentication
can reduce the $6bn counterfeiting industry for Scotch Whisky
worldwide.

With SEDETUR, we are not certifying produce but people. In this project,
we are validating tour guides Quintana Roo including Cancun, Playa del
Carmen, Tulum, Cozumel and Isla Mujeres, an area that receives more
than 15 million visitors a year.

This project is to help the tourism authorities build trust in the safety and
security of Mexico as a destination and encourage visitors to have the
confidence to venture away from the hotels to further afield attractions
through creating a network of trusted traders each validated by NFTs
and their associated Metadata.

We have used examples of wearables in nearly every presentation to
prospective clients. The idea is simple. You go to a castle and find out
about warfare, you are interested in armour and so you buy or win the
armour NFT which then acts as a digital wearable in multiple online
worlds. 

We are working with independent fashion designers in Scotland to create
classic traditional Scottish fashion as a hybrid wearable for avatars as
well.

In this specific project, we offer limited edition team jersey avatar
wearables for Dundee Stars Ice Hockey Club.

https://www.pinktada.com/
https://qroo.gob.mx/sedetur
http://www.dundeestars.com/
https://www.pinktada.com/howitworks
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Be the economic driver of our ecosystem
Act as a rewards system for visitors/attractions rewarding reaching goals
and milestones, achieving tasks and supporting initiatives around
Tourism hardship and incubator programs
Alongside our NFTs on Efinity, offer opportunities for passive income in
the form of staking to reward those who own it.
Support and industry hardship and talent incubator fund to be used to
benefit the tourism industry. Funds would be subject to voting of our
Governance board who will determine benefactors.
Support Governance through voting as outlined above.
Support business Research & Development funding with strategic
partners
Provide a treasury to deploy as seen strategically prudent by the
management team.
Exchange $TAY for real world gifts and gift cards at the New Frontier
webshop.
$TAY PAY - Pilot program to allow payment in attractions using our coin.

The purpose of $TAY coin is:

U
se

s 
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 $
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TOURISM BUS INESS

ONBOARDING

Provide support for Tourism businesses

to onboard into the eco-system, based on

opportunity for the Tourism business and

Strategic fit for New Frontier. Voting will

be used to determine a final outcome for

applicants.

TOURISM INDUSTRY HARDSHIP
FUND & TALENT INCUBATOR 

Include a good causes as well as support

nurturing Talent within the Industry

STAK ING &
REWARDS

Staking $Tay within our network to

provide liquidity will result in

rewards for Token holders

NETWORK
GOVERNANCE

Voting via Referendum on

decisons affecting

Network governance will

be available to qualified

$TAY holders

TREASURY

15% of the token supply of $Tay

will be retained by New Frontier

as treasury for future allocation.

R&D

Applied to Research and Development

allowing us to fund network

development and collaborations with

strategic partners.

TAYPAY
$TAY will also be accepted as a payment option by all of our adopters.



THE TAY BRIDGES
PROGRAM: 
$TAY HARDSHIP FUND &
TALENT INCUBATOR

Tourism Hardship Fund
Tourism Talent Incubator

We have 15% of supply set aside to support the hardship fund and talent incubator.
Governance Token holders will determine the split and emphasis between hardship and
talent incubator, however, the starting point is 50% of the allocation (7,500,000) is made
available for each.
Top up of funds from share of any revenue raised providing a collator node to the Efinity
network. Note this is subject to being chosen to provide a node on the Network as voted by
members of the Efinity network.
Fiat/$TAY from customers of partner attractions and the wider hodler community, if they
wish to do so, which will be rewarded by way of additional tokens to participants.
An option for a Defi based loan at a competitive rate instead of capital provided, where
appropriate

At the heart of our solution is the Tay Bridges Program, which has two roles:

1.
2.

Tourism Hardship Fund

We recognise that good quality and valuable tourism assets can have financial difficulty not of
their own making, particularly given the current macro economic climate. We also recognise that
traditional solutions to this including Government support can and do only go so far in helping the
sector. 

Our Tourism Hardship Fund is our contribution to solving these issues.

Funding the Hardship Fund

Funds come from three sources to support attractions and hospitality services in distress

1.

2.

3.

4.

UNITED
FOR

RECOVERY



Provide funds (Scholarship) by way of annual prize for up to 3 people to have subsidised or
fully paid for University Education.
Provide free access to quality e-learning through partners and a planned New Frontier
Innovation Institute online.
Access Webinars/Seminars and Short Courses offered on an array of topics with Industry
leaders providing the sessions for the young people including the UNWTO Digital Academy
Promotion of Tourism and Digital Tourism as careers with schools in strategic locations
around the world.
Support Young People with Start-Up businesses in Traveltech through support networks
with partnering Universities.

Tourism Talent Incubator

New Frontier also wants to support the opportunities of young talent in the Tourism industry
who may be prevented from following their dreams due to circumstances beyond their control.
The incubator serves several purposes:

THE TAY BRIDGES
PROGRAM: 
CRITERIA TO BE
CONSIDERED FOR FUNDING

The business is a tourist attraction or
hospitality/leisure business.
The business is registered with a
recognised Tourist body in their home
country which is verifiable.
The applicant from the business must
hold a senior position (Director or CEO)
The business must have documentation
showing it is a going concern and provide
the last years accounts, signed off by a
notary.
Applicants Businesses will be categorised
according to their evaluated risk.
A decision to award all or part of a
requested reward is decided by vote by
those in the Governance group.

Any business may apply to the hardship fund,
so long as they meet the following criteria:

https://www.unwto-tourismacademy.ie.edu/


We have 15% of supply set aside to support the hardship fund and talent incubator.
Governance Token holders will determine the split and emphasis between hardship and
talent incubator, however, the starting point is 50% of the allocation (7,500,000) is made
available for each.
Donations of Fiat/$TAY by holders of our token on a voluntary basis which will be rewarded
by way of additional tokens for participants.
Courses and Resources would be supported by staff and materials from partnering
Universities.
Scottish Government Innovation Funding may also be possible for this.
An option for a Defi based loan at a competitive rate instead of capital provided, if applicable.

The following sources of funding are available for the Talent Incubator:

THE TAY BRIDGES
PROGRAM: FUNDING THE
TALENT INCUBATOR

SUPPORTING
THE INDUSTRY

TALENTS

A minimum of one scholarship will be awarded annually in a competition. We envisage the
competition involving candidates choosing a practical solution to a real world problem faced
by the Tourism industry.This will be funded by New Frontier.
Free online courses will be offered on a limited places, first come, first served basis.
Short Courses, Webinars and Seminars with industry leaders in Tourism will be subject to
commercial agreement and may be fully charged to the end user, subsidised by New Frontier
or offered on a voluntary basis by industry professionals according to requirements of each
participant.
Start Up funding will be subject to standard innovation funding documentation requirements.
We will use the criteria for Scottish Edge as a starting point to indicate typical requirements.

Criteria to be considered for funding

https://www.scottishedge.com/assessment-criteria


OUR
D.A.O.

COMMUNITY
INVESTMENT

Revenue raised within the DAO will be
returned into development funding
for existing and new clients

TAY BR IDGES
PROGRAM

Our program for collaboration with
other Blockchain solutions. The DAO
members will vote on approval of
such partnerships

VOTING

All holders can qualify to be part of the
desicion making group, through holding
a Governance NFT or length of time
holding $TAY above a particular level.

COLLATOR NODE
FOR EF IN ITY

Our NFTs and our Metaverse links are
via the Efinity Network.

New Frontier will provide an Efinity
collator node with revenues being
returned into our eco-system

SMART
CONTRACTS

The DAO will be underpinned by Smart
Contracts that ensure consistency
within the DAO

EVENTS

Events will be held both in the real
world and in the Metaverse for specific
qualified holders



Our DAO will govern the decision making and strategic direction of the coin and our business.
Initially joining the DAO will be possible through the purchase of a governance NFT token to
qualify to take part. New Frontier will distribute a strategic percentage of governance tokens
to advisors and other industry professional advisors to ensure we have voices of expertise
within the governance system.

Voting will take place via referendum with each Governance NFT holder having equal voting
rights.

New Frontier Co-Founders will have power of veto under certain circumstances
Where the voting is deemed strategically damaging to the business/malicious intent.
Where the vote could cause New Frontier reputational damage
Where less than 60% of DAO members vote on a proposal

Individuals will need to complete a KYC process and have the NFT bound to their wallet
address. 

Ensure revenue raised within the DAO will be partially returned into projects that benefit the
local communities in which our clients are based as well as support onboarding new clients
that can collaborate with existing clients (ie theme or geographically matched).

We will apply to supply a collator node to the Efinity network. This will not be voted on and is
a decided strategic decision for the business.

Administer The Tay Bridges program: The DAO Governance Team will vote on strategic
collaborations for the business based on aims, objectives, ethical guidelines and other criteria.

DAO Governance members can vote on a number of matters via referendum to ensure that
the future strategy and direction of $TAY and New Frontier is in the hands of the community.

There will be in person and virtual events for members of the DAO including an annual
Conference/Business Review held at our Global HQ in Scotland.

The DAOs function will be underpinned by Smart Contracts to ensure consistency and
fairness.

The $TAY D.A.O will:



Team 10% (20,000,000)

Eco System
Development 15% (30,000,000)

Seed Investors @0.04 10% (20,000,000)

Private Round @0.06 5%   (10,000,000)

Public Launch @0.08 10%  (20,00,000)

Treasury 15%  (30,000,000)

Tourism Support
Fund* 15% (30,000,000)

Staking Rewards Pool 20% (40,000,000)

TOKENOMICS

MAXIMUM SUPPLY
 200,000,000

Hire dedicated developer(s)
Create a Marketing campaign around our slogan #AdventureUnlimited
Build awareness of the business through development of a social media strategy
Create a fund for incentives for  onboarding new clients
Development of ecommerce webshop in order to sell both NFTs and Metaverse Playbook
Create and Market our Metaverse Founders Token NFTs.

Objectives for Funding via IDO

We are currently a fully bootstrapped operation. We wanted to start this way in order to
ensure that we had traction, tangible progress and verifiable partnerships and clients before
trying to create an IDO for $TAY,

As a consequence of this, the objectives of what we intend to do with the monies raised on
launch are leaning towards team building and awareness. We aim to use the money raised to
do all of the following:

*Good Causes will be
proposed by New Frontier

or Tourism Association
partners & voted on by

our Community. These will
range from support to

identified tourism
businesses to supporting

opportunities to nurture
talent in the Tourism

sector.



2022 Q3

Delivery of Phase One NFTs for client: Great Tapestry of Scotland
Delivery of Phase One NFTs for client: SEDETUR
Delivery of Phase One NFTs for client: University of Aberdeen
Design and Sale of the New Frontier Metaverse Founders Token
Due diligence and paperwork for $TAY IDO
Presentations to the Attractions Sector in Mexico
Presentations with YPO- CEOs in Travel Group - Panama
Phase 2 design competition for local community: Great Tapestry of Scotland
Delivery of Phase one NFTs for Client: Azolla
Support for IDO for client: Azolla
Project development begins for client: Gigged.AI
Metaverse Playbook Public Release
Start of Pilot with Gencat CataluñaAttend Strategically identified NFT conferences 

ROADMAP

               

FRONTIER.IO

£220,000
2022 SALES NET PROFIT



2022 Q4

Development of New Frontier ecommerce solution/webshop
$TAY Token IDO
Development of second phase NFTs for Client: Great Tapestry of Scotland
Development of Metaverse companion App for Great Tapestry of Scotland
Development begins for client: Live Borders
NFT development completion for Client: Gigged.AI
Due diligence and development of IDO for client: Gigged.AI
Presentation to the Tourism sector: Scottish National Tourism Conference
Presentation to the Attractions sector in Thailand
Presentation to the Attractions sector in Cataluña

2023 Q1

First DAO voting: Tourism Hardship Fund
First DAO voting: Scholarship/Talent Support Fund
Begin process to add $TAY to strategically important Crypto Exchanges

ROADMAP
               

FRONTIER.IO

 "I highly recommend Graeme and Joel. He and his partner are someway
ahead of understanding & application than many others I have spoken to."
Peter Syme, Tech Innovator & Investor



Joel Anton - Gamification & Education
MSc in Sports Science
Experienced in gamification strategies for GenZ
Former member of Chilean Olympic Committee

Team & Advisers 
As previously noted, the team is currently small as a

result of our bootstrapping the business. Though small,
our team members and mentors/advisers form a

multidisciplinary and experienced team across tourism,
blockchain, IT project management and gaming.

Graeme Stevens - NFT Development & Strategy
MSc with Distinction in Ethical Hacking
Blockchain researcher and investor since 2016
Experienced Agile IT Project Manager

Javier Sepulveda - Marketing and Digital Development
Founder & CEO of Lata Digital, a successful Chilean marketing agency
App and Cloud Solutions developer
Created & managed IT projects for travel, retail and technology
large/medium sized companies such as Mandarin Oriental Hotel
Santiago, CENCOSUD and I-Med among others.

Gordon Morrison- CEO - Association of Scottish Visitor Attractions 
Head of Tourism in Scotland with access to Government Ministers
Supportive of Innovative Solutions for Tourism in Scotland
Organiser of Annual Scottish National Tourism Conference

MENTOR

CO-FOUNDER

CO-FOUNDER

BUSINESS
PARTNER

Joshua Ryan-Saha- Director - Traveltech for Scotland
Head of Traveltech Scotland, a world leading Technology collective 
Oversees projects with attractions New Frontier undertake as a stakeholder
Commissioned the “Metaverse Playbook” to support the sector grasp this
new opportunity.

MENTOR



Caleb Applegate - C.O.O - Enjin
Managed one of the biggest Minecraft servers: Mineplex
Links and Networks in the Film Production Industry
Provides advice and assists us in having access to the Enjin team in
strategically important meetings.

ADVISOR/
STRATEGIST

Rene Stefancic - Head of Partnerships - Enjin
Part of the team at Enjin
Provides advice, support and contacts within the Enjin Network
Updates New Frontier on Enjin development timelines and tools

Mauricio Prieto - Founder - eDreams
Founder of eDreams, one of the most successful travel booking services in
the world.
Runs web 3.0 Blogs and encourages Web 3.0 to pioneer solutions in Tourism
Supports us with advice and access to key resources and people.

ADVISOR

MENTOR

ADVISOR

Dr Alan Thompson - Professor of Finance - Abertay University
Assists New Frontier with economic research into the benefits of NFTs and
the Metaverse.
Provides advice and support in relation to Financial and Legal processes.
Link with the UK Centre of Excellence in Gaming and the Dundee esports
Arena for New Frontier.



LINKS
Visit Scotland: 
https://www.visitscotland.org/news/2021/covid-19-impact-on-
scotlands-visitor-attractions

STV News: 
https://news.stv.tv/scotland/visitor-attractions-in-survival-mode-with-
no-staycation-boom

The Scotsman
https://www.scotsman.com/news/opinion/columnists/scottish-
tourism-how-coronavirus-pandemic-has-made-us-realise-how-vital-it-
is-murdo-fraser-2544781

STA
https://scottishtourismalliance.co.uk/megatrends/

UNWTO Awake Challenge
https://www.unwto.org/unwto-awake-tourism-challenge

UNWTO
https://www.unwto.org/innovation-investment-and-digital-
transformation

https://www.visitscotland.org/news/2021/covid-19-impact-on-scotlands-visitor-attractions
https://news.stv.tv/scotland/visitor-attractions-in-survival-mode-with-no-staycation-boom
https://www.scotsman.com/news/opinion/columnists/scottish-tourism-how-coronavirus-pandemic-has-made-us-realise-how-vital-it-is-murdo-fraser-2544781
https://scottishtourismalliance.co.uk/megatrends/
https://www.unwto.org/unwto-awake-tourism-challenge
https://www.unwto.org/innovation-investment-and-digital-transformation

