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THE ARGUMENT IN ONE PARAGRAPH

There is no shortage of ways to book a luxury hotel. There is a
profound shortage of a point of view you can trust and a stay that
feels personal. The incumbents solve for scale, breadch, and
reward accounting; none of them solves for taste held to account,
and none turns a booking into the feeling of being someone's

personal guest.

OC7 does both. A deliberately short panel of hotels is selected
per destination and held against the field; a board of cultural
figures ratifies the selection so the taste is not one man's opinion
but a considered verdict; and a triggered gifting engine, funded
by the hotels themselves, makes the right stays feel like an

invitation rather than a transaction.

Scarcity creates the leverage. Authority makes
it credible. Intimacy makes it unforgettable.

THE FOUNDING KIT
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Contents
& reading

order

OCY7 rests on one idea: curation,
ratified by authority, delivered with
intimacy. Everything else is
machinery in service of it. The
sections build the argument in the
order a reader should meet it.

A legal-language discipline runs
throughout: the internal strategy
uses the client's exact framing; any
public-facing derivative softens it to
describe the offer rather than
characterise a named competitor.
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THE SINGLE PROMISE

01 - THE WEDGE & POSITIONING

The world's most desirable stays, chosen by

someone whose taste you trust — and

delivered as if you were his personal guest.

Everything OC7 builds is downstream of that
sentence. It contains the three moves that no
incumbent makes together.

Chosen. A deliberate, short, defensible selection, not
an exhaustive catalogue.

Someone you trust. A named point of view, ratified
by cultural authority, not an algorithm optimising for
conversion.

His personal guest. A stay that arrives feeling like an
invitation, not a transaction.

THE PROBLEM THE PROMISE ANSWERS

The wealthy traveller in 2026 does not have a choice
problem. They have the opposite: infinite choice, zero
conviction. Every platform shows ten thousand hotels
ranked by an opaque formula optimising, in the end,
for the platform's revenue — not the guest's night.

So the actual scarce good is not access. Access is
abundant. Conviction is scarce. The person who
can say “these five, in this city, and here is why — and
not those, however famous” is worth more than the
platform that can show all of them. OC7 productises
exactly that.

THE AUDIENCE

Primary — the VIC / UHNW traveller who already
pays for access and is under-served on taste. The
person who holds Booking or Expedia for the
mechanics while privately distrusting the ranking;
Amex Centurion for perks they know every cardholder
sees; a lifestyle-management membership for the hard
asks, with no editorial spine of its own.

THE WEDGE

This traveller is not price-sensitive in the ordinary
sense. They are conviction-sensitive and status-
sensitive — they pay for the confidence of a right
answer and the feeling of mattering. Secondary, later:
the aspirational traveller who buys into the worldview
and feeds the membership funnel over time.

01
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01 - THE WEDGE & POSITIONING

The empty quadrant,

held from three sides

The wedge is the intersection two incumbents each own only half
of. An editorial point of view — a trusted, named, curated
verdict — is owned by nobody at scale in booking; the magazines
have it but cannot transact, the platforms transact but hold no
view. A gifting and intimacy engine — a stay that feels
personally hosted, funded by supply — is owned by nobody, full

stop.

No incumbent owns an editorial point of view and a gifting
engine at once. That empty quadrant is OC7's home ground,
and three reinforcing assets keep it hard to copy.

are the product itself.

WHY THE INCUMBENTS CANNOT SIMPLY COPY IT

Booking and Expedia are marketplaces whose economic logic is
breadth and neutrality; a verdict that says “not this famous hotel” is
structurally hostile to a business that takes commission from all of
them. Amex is a payments business forced toward the broad list. A
magazine has the taste but no booking rail, no member economics, no
board behind the view. OC?7 is the only structure where all three corners

THE REINFORCING
TRIANGLE

Curation without authority is just a
blog.

Authority without curation is a talk-
show panel.

Intimacy without either is an
expensive amenity.

Together they are a category no
incumbent is structured to enter.
Each corner defends the others.

Curation

CREATES THE LEVERAGE
A short panel that hotels want to be on is
a negotiating instrument. Scarcity is the

source of every commercial term
downstream.

THE WEDGE

Authority

MAKES IT CREDIBLE

A board of cultural figures turns one
man's taste into a ratified verdict — and a
moat that does not evaporate if the
founder is unavailable.

Intimacy

MAKES IT UNFORGETTABLE

The gifting loop converts a stay into a

story the guest tells, and gives supply a
reason to fund it. Emotion is the retention

engine.

02



The Founding Kit

02

The map,
and the

empty
corner

Each player is described by what it
actually does, verified against its own
materials in September 2026. OC7
does not compete with any of them
head-on; it occupies the quadrant
none of them can enter.

Plot the market on two axes and the
empty corner appears. Booking and
Expedia sit far left and low: maximum
breadth, purely transactional. Amex
sits centre-left: a broad list, perks not
intimacy. Quintessentially reaches
high on service but holds no editorial
conviction and no supply-funded
intimacy.

OC7'S POSITION

High conviction, high intimacy — the
top-right quadrant, and it is empty.

COMPETITIVE MAP

INTIMATE 1
o
Quintessentially
o
Amex Centurion
o
Expedia
o
Booking
o
OC Special

02 - COMPETITIVE MAP

ocC7

conviction &
intimacy

TRANSACTIONAL

BREADTH —» CONVICTION

THE TWO AXES Horizontal: does the player show you everything, or tell you
the answer? Vertical: is it a reservation, or does it make you feel personally

hosted?

03
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BOOKING - EXPEDIA

The world's largest accommodation marketplaces —
Booking's ~28M+ listings and “connected trip”
strategy reinforced by Genius (~150M users);
Expedia's three brands unified by One Key (168M+
loyalty members) with its VIP Access collection. Both
run on breadth plus a rewards ledger. VIP Access is
the closest incumbent gesture toward curation, but it
is a quality filter on a mass marketplace — not a
named, ratified verdict.

Where OC7 beats them. They answer “where can |
stay?” OC7 answers “where should | stay, and will it
feel personal?” Neither can say “not that hotel” — the
business depends on listing all of them. OC7's panel
is the anti-VIP-Access: small, authored, defended.

AMEX CENTURION

An invitation-only card (reported ~$10,000 initiation,
~$5,000 annual) whose travel value is access and
service — top-tier status, 1,550+ lounges, a 24/7
concierge, and Fine Hotels + Resorts (~1,900
properties; FHR and The Hotel Collection combined
3,400+ across 116 countries) with a fixed perk stack.

Where OC7 beats it. FHR is excellent and identical
for everyone who holds the card — same list, same
breakfast, no author, no verdict. Amex gives every
cardholder the same 4pm checkout; OC7 gives one
member a gift in the suite on her anniversary. Oneis a
benefit; the other is a story.

02 - COMPETITIVE MAP

QUINTESSENTIALLY

The original luxury lifestyle-management company
(founded 2000, 40+ offices): a dedicated lifestyle
manager plus a global specialist network, the “gift of
time.” It is the strongest incumbent on intimacy of
service, and OC7 should respect that.

Where OC7 beats it. Two things are missing that
OC7 owns — an editorial spine (a stated, defended,
ratified verdict) and a supply-funded gifting loop.
Quintessentially's intimacy is labour it pays for; OC7's
intimacy is funded by the hotels that want the panel
place. That difference is the business model, not a
feature.

OC SPECIAL — REFERENCE POINT

A trade / referral-rate reference: negotiated rates
and agent benefits — the plumbing of preferential
pricing, not a consumer worldview. Carried as the
client named it; its exact offering should be
confirmed on its own materials before any external
use.

OC7's answer: a member does not fall in love
with a negotiated rate. Rate is a by-product of
curation, not the pitch.

STRUCTURALLY CANNOT

PLAYER OWNS OWN

OC7'S ANSWER

Booking Breadth, price, connected-trip data

Expedia

Amex Centurion  Predictable privilege at scale (FHR)

Quintessentially Bespoke service, access, “the gift of  Editorial spine; supply-funded
time” gifting

OC Special Negotiated rate & amenities

LEGAL DISCIPLINE - PUBLIC-FACING TRANSLATION

Conviction; the word “no”

Personal intimacy; a point of
view

The right short list, not all of them

Breadth + cross-brand rewards; VIP A named, ratified, exclusionary  The anti-VIP-Access: small,
Access filter verdict

authored, defended

A gift for you, not the same perk for
everyone

Taste held to account + intimacy the
hotels fund

A worldview a member belongs  Rate as a by-product of curation, not
to

the pitch

This is the internal competitive read and uses direct comparison freely, as strategy should. Any public-facing derivative must be recast to
describe OC7's own offer rather than characterise a named competitor. Comparative-advertising and disparagement exposure is flagged
for the client's counsel; the studio prepares the material and renders no legal opinion.

COMPETITIVE MAP
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- THE PANEL & CHALLENGER SYSTEM

In each destination, a panel of the best hotels is selected —

deliberately short, aiming for roughly half the strong candidates per

Category B and held against a set 0{" challengers that COUld carn their

way on. The panel is not a directory. It is a verdict with a door in it.

THREE JOBS AT ONCE

For the member it removes the choice problem: these are the
ones, this is why, here is the one I'd pick for you. For the hotel it
creates a scarce, desirable position worth competing for and worth
paying for in better terms. For OC7 it converts taste into leverage
— the shortlist is the negotiating table.

HOW SELECTION WORKS

Selection runs on a repeatable, defensible method so the panel
reads as a considered verdict, not a whim. Every destination is
mapped on two dimensions before selection — category /
character (luxury & palatial, cool & trendy, special concepts) and
budget level (two to three tiers within the luxury band) — across
city hotels, beach resorts, cultural destinations and circuits.

The inputs are Omar's direct knowledge and network, on-the-
ground verification, and — critically, once OC?7 is operating — live
client-experience signal: member reviews, service incidents, re-
book rates. Selection is taste informed by evidence, which is what
makes the two-year cycle credible.

PANEL & CHALLENGER

THE ~50% RULE

Within each category in a
destination, the panel aims to hold
about half the genuinely strong
candidates — enough to be a
complete answer, few enough that
aplace is scarce and the ones left
off have a real reason to want in.

The ratio flexes by destination
depth; a two-hotel city and a forty-
hotel city cannot use the same
integer. The principle is fixed: the
panel is always a minority of the
field it could have chosen. Scarcity
is engineered, not accidental.
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THE INTERNAL FRAMING - PARIS

AN named panel, and a named ﬁ€1d

This is the internal, strategy-room articulation. It uses the client's exact competitive framing and is
powerful precisely because it is specific. The point is not that these verdicts are final — it is the structure:
a named, short, defended panel, and a named set of superb challengers with a real path onto it.

SELECTED PANEL CHALLENGERS - NOT ON THE PANEL,
ELIGIBLE TO ENTER

Le Bristol Four Seasons George V
La Réserve Cheval Blanc

Le Plaza Athénée Le Meurice
Hotel Costes Park Hyatt

Le Ritz A challenger reading this list knows two things immediately: it
is respected — it made the challenger set — and it is out. That
combination is exactly the tension that produces negotiating
leverage.

INTERNAL ONLY — NOT PUBLIC-FACING LANGUAGE

The selected / challenger framing is kept intact for internal strategy, negotiation and board governance. It is recast for anything
public-facing: OC7 describes its own selection affirmatively (“our Paris panel”) and never publishes a named hotel in a
disparaging or ranked-against frame. A hotel not on the panel is simply not named on the panel.

PANEL & CHALLENGER 06
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THE TWO-YEAR GOVERNANCE CYCLE

The panel is not permanent, and its impermanence is
a feature. Every two years the ambassador board re-
approves the worldwide selected list: selected hotels
can exit on service failure or a pattern of poor reviews;
challengers can enter on demonstrated excellence
and, where relevant, on terms. Between cycles, a
serious service failure can trigger review out of cycle
— a safety valve.

Two years and not annual: long enough that a panel
place feels earned and stable, short enough that the
threat of exit is real and the challengers' hope of entry
is live. This is what turns “one man's list” into a
governed institution — and it protects OC7 from
single-person dependency, because the method and
the board persist even as individual verdicts change.

THE GOVERNANCE LOOP

Omar proposes - the board ratifies >
the panel operates for two years - live
client—experience data accrues - serious
failures trigger out—of—cycle review — at

the cycle, some exit, some enter - repeat.

PANEL & CHALLENGER

03 - THE PANEL &8 CHALLENGER SYSTEM

HOW THE SHORTLIST CONVERTS TO
LEVERAGE

A place on a short, desirable, member-facing panel is
worth real money to a hotel, and OC7 captures that
value in three forms — each funding a different part of
the model.

1 Member pricing. Preferential rates in exchange for
qualified, high-intent demand. The member's tangible floor
— not the pitch.

2 Higher commission. Above the standard OTA
range, justified by pre-qualified luxury demand with a
named endorsement. Part of this elevated commission
funds the gifting pool.

3 Better client treatment. Upgrades, recognition,
priority — contractual, not hoped-for. What makes
membership feel materially different.

Why hotels say yes. A panel place delivers qualified
UHNW demand, a credible endorsement worth more
than an ad, and a defensive reason: its direct
competitor is a challenger hoping to take its place.
OC7 is not asking for better terms as a favour; it is
offering a scarce, contested position and pricing it.

07
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AUTHORITY, PRESSED INTO WAX The
board converts one man's opinion into a
considered verdict — ratified, on the record, and
slow for any incumbent to copy.

AMBASSADOR BOARD

04 - THE AMBASSADOR BOARD

04

The Ambassador
Board

A curated portal built on one person's taste has one fatal
question hanging over it: why trust his taste, and what happens
if he's wrong, or gone? The board is the answer to both.

It converts “Omar's opinion” into “a considered verdict, ratified
by people whose taste the world already respects.” It de-risks
single-person dependency — the method and the board persist.
And it gives OC7 a living moat: a real board of cultural figures is
slow and expensive to assemble and cannot be copied by
adding inventory or points.

COMPOSITION

Ambassadors drawn across music, sport, art and cinema —
chosen because their taste is credible to the target member
and their presence is itself a status signal. Small enough to be
areal body that actually votes; diverse enough that the
ratification reads as broad cultural authority rather than a
single scene.

08
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04 - THE AMBASSADOR BOARD

One instrument, two functions — the governance that ratifies the

curation, and an advisory product members experience directly.

Each makes the other more Valuable.

FUNCTION ONE - GOVERNANCE

The board makes the panel a governed institution
rather than a personal list. It votes on approval of the
worldwide selected list at the two-year cycle, on exits
and entries, and on out-of-cycle reviews when a
serious failure demands one.

Omar proposes; the board ratifies. The curation is
his — this keeps the editorial voice coherent and
singular — while the board reviews against evidence
and ratifies, amends, or rejects per category and
destination. Ratification is on the record, because the
documented decision is what gives the verdict its
credibility and its legal defensibility.

The author is singular; the editorial board makes

the voice trustworthy and durable.

THE HONEST BOUNDARY - FLAG FOR COUNSEL

FUNCTION TWO - ADVISORY PRODUCT

The same ambassadors are a product the member
experiences — described as virtual travel & lifestyle
advisors. Not a 2am concierge (that is the human
team's job) but their taste, made accessible and
personal-feeling, at scale.

Recommendations are attributed to a named
ambassador — “her Paris” is worth more than a
generic list. A member selects the ambassadors they
follow (the same relationship that arms the gifting
loop). Ambassador-led itineraries and concepts
productise the advisory role; for the top tier, genuine,
rationed touchpoints make it real rather than nominal.

The advisory role must be contracted and truthfully represented. An ambassador's picks are their picks because they agreed to
lend them; the advisor relationship is a real, compensated arrangement, not an implied endorsement. Where a name, likeness or
“voice” is used, it must be covered by an actual agreement — the same likeness discipline that governs the gifting loop. OC7

never presents a relationship it has not contracted.

Why the two reinforce each other. The governance role gives board members skin in the game, so their
recommendations carry the weight of “I helped choose this.” The advisory role gives members a reason to care
who is on the board. Together they make the authority felt, not just claimed: a member does not read a
governance charter — they follow an ambassador, see her picks, and receive her gift.

AMBASSADOR BOARD

09
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05
Members
buy
belonging

The tiering is deliberately simple at
launch: two levels of access, with
room for a top tier as the ambassador
relationships deepen. The through-
line is the whole design: non-
members get value; members get
belonging. Value can be matched by
a competitor's perk sheet. Belonging
cannot.

THE DISCIPLINE MOST PLANS
SKIP

Every level names what it costs OC7 to
serve — so the economics rest on real
per-tier margins, not hope. The
belonging a member buys is real and it
pays for itself, because the hotels fund
its most expensive part.

05 - MEMBERSHIP & TIER DESIGN

LEVEL 1 - NON-MEMBERS

Travellers who discover the portal and book a panel hotel without
paying for membership — the top of the funnel and, at launch, most of
the traffic. They get to book the curated panel (the taste is the hook),
added-value amenities funded by the standard commission, and the
self-serve assistant. They do not get member pricing, the gifting loop,
elevated treatment, or deep ambassador access. Cost to serve: low
and variable — margin-positive from day one. The non-member
earns while it recruits.

LEVEL 2 - MEMBERS

The traveller for whom “l only stay where OC7 sends me” is a
pleasurable status signal. Everything a non-member gets, plus the
things that create belonging: member pricing, the triggered gifting
loop, elevated contractual treatment, deeper ambassador access, full
human concierge, and the member profile that makes it all personal.
Cost to serve: higher and partly fixed — bounded precisely
because gifting is triggered, not automatic.

NON-MEMBER MEMBER TOP TIER (LATER)
Book the curated panel v v v
Added-value amenities v v Vv richest
Self-serve assistant layer v v v
Member pricing — v v
Triggered gifting loop — v Vv richest
Elevated contractual treatment — v v highest
Human concierge (hard tasks) limited v v dedicated
Deep ambassador/ advisory access — partial v genuine touchpoints

Costto serve

Economic role

low, variable higher, partly fixed highest, mostly fixed

margin-positive funnel core revenue + belonging halo + top-end margin

A third, invitation-only tier is deliberately not a launch tier: it depends on ambassador relationships being deep enough to make its
promises real, and on the gifting economics being proven at the member level first. It is flagged here so the architecture has headroom
by design. All fee levels, gifting-pool draw rates and per-tier margins are modelled as live, adjustable inputs in the companion

economics workbook.

MEMBERSHIP & TIERS

10



e Gifting Loop

The intimacy corner, and OC7's single most novel engine — what turns a booking
into the feeling of being a celebrity's personal guest. Triggered, not automatic.
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WHAT IT IS, IN ONE SCENE

06 - THE GIFTING LOOP

She feels expected — hosted by someone who
thought of her. That feeling is the product.

A member arrives at a panel hotel for her wedding
anniversary. In the suite, waiting, is a gift — a piece
from an eyewear line associated with an ambassador
she follows, with a note printed on OC7's own card,
already signed. It did not appear because she spent
enough. It appeared because OC7 knew it was her
anniversary, knew whose taste she follows, and
arranged for the hotel to have it ready.

THE LOAD-BEARING REFINEMENT

Gifting does not happen on every booking. A gift on every
stay would be unaffordable, would cheapen the gesture,
and would break member economics. Instead it fires on a
defined trigger — which makes the gift meaningful and
rationed.

THE GIFTING LOOP

TRIGGER A - OCCASION-DRIVEN

A gift fires when the stay coincides with a significant
occasion drawn from the member profile — birthday,
anniversary, and by extension honeymoon, a
milestone, a first stay, or a member-flagged special
date. A gift on arandom Tuesday is marketing; a gift
on your anniversary is intimacy.

TRIGGER B - TIER-DRIVEN

A gift fires automatically when the member books the
most premium product — the top of the ladder at a
panel hotel. The highest-value booking both deserves
the gesture and funds it: the commission on a top-
suite stay comfortably covers the gifting event.

Two families, not one: occasion-driven gifting builds the
emotional relationship; tier-driven gifting rewards the
economic one. Neither fires on an ordinary booking —
which is what keeps the gesture scarce and the economics
sound.

11
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06 - THE GIFTING LOOP

THE FUNDING MECHANISM - THE BUDGET POOL

The hotels fund the intimacy that

makes their own panel place more

valuable

A defined portion of each panel hotel's elevated commission accrues into a gifting budget pool held per
hotel. Ordinary bookings fillthe pool through their commission contribution; only triggered stays draw
from it. Because triggers are rationed, the pool accumulates faster than it depletes — which is what keeps

the engine solvent.

IS%

COVERAGE RATIO — THE 6- BREAK-EVEN TRIGGER RATE — CURRENT EXPECTED TRIGGER
POINT COMMISSION DELTA GIFTS WOULD HAVE TO FIRE RATE — A 54-POINT CUSHION

FUNDS THE GIFTING LOOP 4.6 x ON 69% OF BOOKINGS BEFORE BEFORE THE POOL RUNS DRY

OVER THE BUDGET RAN DRY

“The 6-point commission
delta funds the gifting loop
4.6x over — gifts would
have to fire on 69% of
bookings before the budget

ran dry.”

THE GIFTING LOOP

PER BOOKING, BLENDED VALUE

Gifting budget pool per booking (avg $222
commission delta)

Expected gift draw per booking (trigger rate x $48
cost per gift)

Surplus per booking (pool minus draw) $174
Fully-loaded cost per triggered gift (product + $320
logistics)

Figures from the companion economics workbook at delivered
defaults — blended stay $3,700, base commission 12%,
negotiated 18%, the 6-point delta as the gifting engine. Every
figure is a live, adjustable input; the client's own numbers
override on entry.

12
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THE SYSTEM, END TO END

MEMBER PROFILE

birthday, anniversary, milestones, flagged dates

+

FOLLOWED AMBASSADORS

whose taste the member follows — Section 04

TRIGGER CHECK

occasion trigger — or — tier trigger

GIFT SELECTION

a gift from the member's followed ambassadors, matched to
occasion

FULFILMENT

gift + pre-set signed note, printed by the hotel on OC7's logo
card

06 - THE GIFTING LOOP

THE NOTE MECHANISM

Signatures and notes are digitally pre-set — chosen
and approved in advance — and printed by the hotel on
OC7's own logo cards at fulfilment. OC7 does not ship a
hand-signed card to every suite; it sets the note
digitally, and the hotel produces it locally. This is what
makes the gesture scalable — and it is where the
sharpest legal discipline applies.

LEGAL COMPLEXITY - FLAG FOR COUNSEL

Celebrity likeness & endorsement. Every use of an
ambassador's name, likeness or “voice” — including a pre-
set note presented as from them — requires an actual
contracted agreement covering that specific use. Presenting
a note as signed by a real person without a contract is a
right-of-publicity and false-endorsement exposure of the
most serious kind.

Data protection. The profile that arms the triggers —
birthdays, anniversaries, family members, preferences, and
third parties such as a member's child — is exactly the
sensitive data GDPR governs most strictly. Designed for
from the start, never retrofitted.

FUNDED BY

drawn from this hotel's pool, filled by its elevated commission

The discipline, stated once. Celebrity names appear
anywhere in OC7's materials only as illustrative, hypothetical
examples of the model. No ambassador, gift or endorsement
relationship is real until it is contracted. OC7 prepares this
material for counsel and renders no legal opinion of its own.

Why the loop is worth the complexity. Everything hard about the gifting loop is also what makes it uncopyable.
A competitor can add a curated list and even assemble a board; almost none can stand up a supply-funded,

occasion-triggered, ambassador-linked gifting engine that works reliably across a global hotel panel. The

complexity is the moat.

THE GIFTING LOOP
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o7
The read

that TCVECTSECS
the

conventional
wisdom

Technology serves the three corners;
it is not the product. The single most
important read: the GDS landscape
shifted materially in mid-2026, and
OCT7's integration choice must be
made against the current reality, not
the old advice.

All platform facts here were verified
against the platforms' own materials
and primary reporting in September
2026. Where a fact moves with
vendor terms, the section says so
and says to re-check.

07 - TECHNOLOGY & INTEGRATION

THE AMADEUS CHANGE - LOAD-BEARING

Amadeus decommissioned its Self-Service API developer
portal on 17 July 2026 — keys disabled, portal inaccessible, new
registrations paused beforehand (confirmed via Amadeus's own
letter to users, reported by PhocusWire). Only Amadeus Enterprise
APIs remain, gated behind commercial approval and enterprise
pricing.

This reverses the conventional wisdom. The old advice —
“Amadeus Self-Service is the easy startup on-ramp, Sabre the

heavier lift” — is no longer true. Reaching Amadeus at all now
means an enterprise commercial relationship.

GDS WHAT IT OFFERS OC7 THE READ

Sabre A hotel API stack covering content, availability/shop  Developer experience more uneven than
and booking. Has added agentic-Al features to its Amadeus (REST core + older SOAP/EDIFACT
developer portal (2026) — relevant to an Al- for advanced; thinner sandbox). A longer

assistant-forward product.

integration for GDS-inexperienced teams.

Amadeus Historically two tiers — Self-Service (now closed) The easy self-serve on-ramp is gone.
and Enterprise (broad catalogue, dedicated Enterprise depth and an Al-agent direction, but
management, custom pricing). Announced work only via an enterprise commercial relationship.

with Anthropic (Sep 2026) on developer content

access.

THE READ FOR OC7

verified against current vendor terms then.

TECHNOLOGY

OC7 does not need to solve GDS integration to launch. It launches with a short curated panel — a handful of hotels per
destination — and a short panel is booked through the direct relationships OC7 negotiates anyway (member pricing, elevated
commission, gifting-pool contributions are hotel-by-hotel). Direct connectivity to a small panel is a better first fit than a GDS built
for breadth. The GDS decision (Sabre's agentic tooling vs Amadeus Enterprise's depth) is deferred to the scaling phase and re-

14
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07 - TECHNOLOGY & INTEGRATION

The concierge is a two—layer system, and getring the division of

labour right is what keeps it affordable and excellent: automate the

answerable, reserve humans fOI’ the un—gettable and the emotional.

LAYER 1 - THE SELF-SERVE ASSISTANT

Integrations that make the app genuinely useful with
no human in the loop — the things a member wants
answered instantly and a machine answers well.

Weather — destination and stay-date forecasting.
Flight tracking — real-time status for a member's flights.

Restaurant booking — reservation APIs where coverage
exists.

Destination content — recommendations from Omar's
and the ambassadors' selections.

Itinerary management — the whole trip in one place,
connected to the panel and the concepts.

The agentic-Al direction of both GDS vendors is
relevant here: an agent that can act — check
availability, hold a booking, track a flight — becomes
the product's felt intelligence.

WHAT NOT TO BUILD EARLY

LAYER 2 - THE HUMAN CONCIERGE TEAM

The self-serve layer handles the answerable; the
human team handles the un-gettable and the un-
scriptable — where OC7 matches Quintessentially's
strongest asset while the panel and gifting out-
differentiate it.

The reservation the API can't get; gifting operations
(sourcing, matching, quality control); follow-up and
recovery, where luxury is won or lost and which
cannot be automated; and the relationship work —
hotel coordination, ambassador touchpoints,
elevated-treatment orchestration.

THE BOUNDARY PRINCIPLE

Automate the answerable to keep cost down and
speed up; reserve humans for the un-gettable and
the emotional, where their cost is justified. The
line shifts toward automation as the agentic
tooling matures — but the human layer never
disappears, because the top of this market pays
precisely for the human who answers when the
machine can't.

No full GDS integration to launch (integrate the short panel directly). No proprietary versions of mature commodity APIs
(weather, flight tracking — integrate best-in-class). No gifting-pool accounting before the gifting loop launches. Do build, early
and well: the member profile / data spine (privacy-first from the start), the panel editorial and booking experience, and the self-

serve assistant's most-used integrations.

TECHNOLOGY
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08

The four

that can
wound it

A plan that hides its risks is a pitch.
These four can actually kill or wound
OC7 — named honestly, sequenced
by when they bite, each pointing to
where it is already being mitigated.
The build order s, in large part, the
risk-management order.

RISK WHEN IT BITES

08 - RISKS, NAMED & SEQUENCED

1- LEGAL EXPOSURE — BITES FIRST

The two most differentiated parts are the two sharpest legal edges:
comparative-advertising / defamation on the selected-challenger framing,
celebrity likeness on the gifting and advisory roles, and data protection on the
profile. It is the only risk that can wound OC7 before it has revenue.
Mitigation: the internal/public language split, the “contracted before it exists”
rule, labelled hypotheticals throughout, and counsel review as a named
prerequisite before any public step.

2 - SINGLE-PERSON DEPENDENCY — STRUCTURAL

OC7 is built on one man's taste, network and name; investors ask this first. It
bites as OC7 scales and is underwritten. Mitigation: the ambassador board
as the succession structure, the documented and repeatable selection
method, and the house-brand naming direction — OC7 stands on its own,
with Omar as the taste behind it — which de-risks the dependency more than
a marquee carrying his name would.

3 - SUPPLY-SIDE RECRUITMENT — THE LAUNCH
BOTTLENECK

The whole model depends on panel hotels agreeing to terms. A curated
marketplace has a chicken-and-egg problem. Mitigation: the panel's scarcity
is itself the pitch, Omar's network is the unfair advantage for the founding
panel, start narrow, and — decisively — the supply-first launch wedge
sequences exactly this.

4 - GIFTING LOGISTICS — BITES LATEST

Operationally the hardest thing OC7 builds, with an emotional failure mode: a
gift that is late, wrong, or absent damages the exact feeling OC7 sells. It only
bites at member scale — which is why gifting is not a launch feature.
Mitigation: triggered not automatic, the hotel prints the card locally, human-
QC'd operations, and phasing it later so a failure is recoverable at small scale.

PRIMARY MITIGATION

Legal exposure

step

Single-person dependency

Supply recruitment

Gifting logistics

RISKS

Before launch / any public

As OC7 scales & is

underwritten

At launch (the bottleneck)

At member scale (latest)

Language split; “contracted before it exists”; counsel gate

Ambassador board as succession; documented method;
house brand

Scarcity-as-pitch; Omar's network; start narrow; supply-first
wedge

Triggered not automatic; local card print; human ops; phase
later
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THE PHASING PRINCIPLE

Two rules govern the order: prove the model where it
is cheapest and sharpest first, and build each corner
only when its prerequisites exist. Curation is the
sharpest and cheapest to prove — a short panel
needs Omar's taste, direct relationships, and an
editorial + booking experience. Authority is near-
term and reinforcing, its cost relationship not build.
Intimacy has the most prerequisites and cannot run
before the panel and membership that fund and
populate it exist.

CORNER COMPLEXITY EARLIEST
Curated panel Lowest Phase 1
Ambassador Low build / real Phase 1
board relationship

Membership Medium Phase 2
tiers

Gifting loop Highest Later phase

PHASED ROADMAP

09 - PHASED ROADMAP

THE LAUNCH WEDGE - SUPPLY-FIRST

OCY7 locks the supply side — the panel and the
ambassador board — in a few flagship cities
before selling a single membership. Recruit the
founding hotels on Omar's network and the
scarcity pitch; ratify the panel with the board; then
open membership to a demand base that sees a
credible, ratified panel already standing.

Why supply-first wins for this venture. In a curated
marketplace, the shortlist is the leverage and the
product. Members pay for conviction, and conviction
requires the panel to already exist and to be credible
— supply credibility is the thing demand is buying.
You cannot sell “the right short list” before the right
short list exists.

THE ALTERNATIVE CONSIDERED

Demand-first would build an audience through the
editorial and ambassadors before locking full panel terms,
arriving at hotels with proven demand as the lever. But for
a curation-leverage play it forces OC7 to sell a curated
proposition it does not yet have, and to approach supply
without the scarcity leverage a locked panel provides.
Supply-first wins because here the shortlist isthe
leverage, and it must exist before demand will pay for it.
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09 - PHASED ROADMAP

Four phases, 1n dependency OI'dGI’

Lock the panel and ratify it with the board first; monetise it with membership once the shortlist is real; then —
only when the panel and members that fund and populate it exist — build the gifting moat, and scale last.

PHASE 1

Lock supply

PHASE 2

Monetise

PHASE 3

Build the moat

PHASE 4

Scale

PHASED ROADMAP

Lock the supply and prove the core bet

The curated panel (narrow: a few flagship cities) and the ambassador board (founding members,
contracted). The editorial + booking experience, and the member-profile spine, built privacy-first. Recruit
and contract the founding hotels on Omar's network and the scarcity pitch, ratify with the board, before
membership opens. Legal counsel engaged before any public step. Goal: a credible, ratified short list
standing in a few cities — and proof that hotels will give terms for a scarce place.

Turn the bet into a business

Membership tiers open to a demand base that sees the panel already real. Member pricing and elevated
treatment live at panel hotels. The self-serve assistant's most-used integrations (weather, flight tracking,
restaurant booking). The human concierge team stood up for the hard tasks. Goal: prove people pay to
belong to a shortlist that already exists, and the per-tier economics work.

Build the moat

The gifting loop — triggered, occasion + tier — launched once the panel funds the pool, members
populate the audience, profiles are accurate, and ambassador / gifting relationships are contracted. Start
with the simplest reliable trigger (top-tier bookings and first-stays) before the full occasion set, so
fulfilment reliability is proven at low volume. Goal: the uncopyable intimacy engine, running reliably.

Scale the proven engine

Panel breadth — more destinations, circuits, resort and cultural types. The GDS decision (Sabre agentic
tooling vs Amadeus Enterprise, re-verified against current terms) taken when breadth demands it. The
top-tier membership introduced as ambassador relationships deepen. Goal: scale the proven engine
without breaking the intimacy that defines it.
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THE MODEL, PROVEN AT THE UNIT LEVEL

THE ECONOMICS

The belonging a member buys is
real, and it pays for itself

Every figure below is computed live in the companion economics workbook — change an assumption and
the totals move. These are the load-bearing economics OC7's argument stands on: a member
contribution that clears its cost to serve, and a lifetime value that dwarfs the cost of acquiring it.

$558 19-

MEMBER CONTRIBUTION PER
BOOKING — BLENDED $546
ACROSS MEMBERS AND NON-
MEMBERS

ACQUIRE

$558 contribution per
member booking; 19x LTV
to CAC; a steady ~84%
gross margin at the unit
level.

The three-year build carries revenue from roughly $222Kiin
the first quarter to $1.98M by the twelfth, with gross margin
holding near 84% throughout — the discipline of naming
cost to serve at every tier is what separates this from a
wishful luxury deck.

THE ECONOMICS

LTV / CAC — LIFETIME VALUE
$29,133 AGAINST $1,500 TO

~84%

UNIT GROSS MARGIN —
STEADY ACROSS THE THREE-
YEAR BUILD

MEMBERSHIP ECONOMICS, PER

MEMBER VALUE
Blended annual membership fee $5,750
Total annual gross profit per member $5,827
Member acquisition cost (CAC) $1,500
Member lifetime value (LTV) $29,133
LTV /CAC ratio 19x

Source: the companion economics workbook, Membership
Economics and Unit Economics sheets, at delivered defaults.
Commission band grounded against published 2026 luxury-
travel advisor rates; ADR anchors from live Paris palace-hotel
rates, September 2026. Every driver is a labelled, tunable input.
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10

Sources &
verification

The standard applied throughout: a
search is a lead; the source's own
materials, or primary reporting
quoting them, are the verification.
Where a fact moves with vendor or
program terms, it is marked time-
sensitive and flagged for re-
verification before external use.

CLIENT-PRIVATE FACTS,
CARRIED AS GIVEN

Omar's network and reach; the Paris
scenarios — the client's own framing,

used internally only, and never
presented as claimed partnerships.

SOURCES

panel illustration; the illustrative gifting

10 - SOURCES & VERIFICATION

LOAD-BEARING FACT

VERIFIED AGAINST

Booking “connected trip”; Genius ~150M users;
~28M+ listings

Expedia One Key; VIP Access; 168M+ loyalty
members

Amex Centurion fees (reported); 1,550+ lounges;
FHR ~1,900/ 3,400+ combined

Quintessentially founded 2000, 40+ offices; “gift
of time”

Amadeus Self-Service portal
decommissioned 17 Jul 2026; Enterprise only

Amadeus x Anthropic developer-content
collaboration (Sep 2026)

Sabre hotel API stack; added agentic-Al
developer features

Commission band 10-15% standard, ~12%
preferred; Paris 17-20%

Booking Holdings 2026
earnings & materials

Expedia Group release
+ coverage

AmexTravel FHR pages
+ benefit coverage

Quintessentially's own
materials

PhocusWire, quoting
Amadeus's own letter

PhocusWire

Sabre developer guide
+ industry comment

Advisor-rate sources,
cross-checked, 2026

All competitor program figures are the players' own reported numbers as of
September 2026 and move with program updates — flagged for re-verification
before any external or public use. OC Special is carried as a client-named category
reference, explicitly not independently verified as a public brand. GDS access
models changed materially in 2026 and are in flux; any commitment is checked

against current vendor terms at decision time.
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