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BUSTNESSES & RETATLERS  COLLEGES & UNTVERSTTIES

IRAVEL & LETSURE

Thousands of businesses, such  Since 2009, over 100 colleges and  Cities such as Concord and San  Many of our nation’s airports, rest _
as grocery stores, restaurants,  universities—including Harvard,  Francisco have passed legislation  stops, train stations and tourist
coffee shops, cafés and gyms  Loyola and UC Berkeley—have  to ban the sale of bottled water  sites have installed drinking
have installed water dispensers;  banned the sale of bottled water  and have readily installed water  fountains and filtered dispensers
- many have banned bottle water.  and retrofitted existing fountains. dispensers in cities and parks. to encourage refilling. 4'
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(ONSUMER DEMAND TARGET MARKET

ENGAGEMENT OPPORTUNITY

HERE. NECE SSY AND CONVENIENCE MEETS CoN SCIOuNE §§



/
O LIFESTYLES OF HEALTH AND SUSTAINABILITY (67M) /\‘/
* Active stewards of the environment \\'5
* Dedicated to personal and planetary health §'
» Lifestyle-oriented \%\'
* Early adopters/influencers $ ’.@
¢ Willing fo pay a premium S Z
S =
» Heaviest purchasers of “green” products § é
| S (ONSCIOUS —
| =
@ UNCONCERNEDS (54M) (ONSUM[RS =
¢ Unconcerned about the environment & society (U q M AKKH) §.‘
* Dealing with day-to-day challenges - =

e Inwardly focused
* Motivated by short-term results

. SERVICEABLE MARKET = 264M CONSCIOUS CONSUMERS

Source: Natural Marketing Institute {2013), US. Census Bureau (2014) L

O NATURALITES (64M)
* Motivated by personal health
» Searching for healthy products
¢ Income restricts some behavior
* Price impacts purchases

O DRIFTERS (76M)
e Green followers
* Driven by social pressures, brand and premium
¢ In search of easy lifestyle and product changes
* Want to be seen as doing their part

O CONVENTIONALS (57MW)
» Waste conscious, practical and rational
¢ Well educated and above average income
* Driven by cost savings; eco-benefits secondary

TOTAL SERVICEABLE MARKET = 26t CoN SClouS CONSUMER §



CHARACTERTSTICS:

Locates tap water and fountains

‘ Provides locations of filtered water

Information on tap water quality

Supports local businesses

Customer engagement programs
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Your TRUE VALUE DEPENDS ENTIRELY ON IWHAT You ARE COMPARED i

- Dob Wells
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Provides coupons, deals & rewards




WE MAKE FLLING Your REUSABLE Porrif AS EASY AS BNG A NEw oNE
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10 CHANGE SOMETHING, PullD A NEW MODEL THAT MAKES THE EX(STING MODEL 0BSOLETE

- Buckmingter fuller



EVANGELTSTS, CHANGE-MAKERS & STREET TEAMS

We are creating a tribe of celebrities, musicians, athletes and bloggers
who share our passion for the environment to spread the message while
influencing their followers through promotions and contests. We are also

working hands-on with cities, schools and businesses to enlist evangelists.

BRANDED PRODUCTS, EQUIPMENT & MERCHANDISE

We are partnering with private-label water dispensers and reusable
bottles to sell Amazi-branded merchandise to businesses, festivals, and
events. Verified businesses receive an Amazi sticker to place on their
storefront, notifying patrons that they are a participating refill location.

STRATEGIC ALLTANCES & PRODUCT PARTNERSHIPS

We are working with mission-aligned organizations—such as
Ban the Botile, Surfrider, and Plastic Pollution Coalition—as
well as businesses and brands that share our commitment
toward social justice and environmental sustainability.
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CONNECTING WLTH BUSTNESSES

Amazi provides a conduit between consumers looking for a convenient
place to refill and the businesses who provide these services. By singling
out these businesses, we are able to focus our sales efforts on retailers
that are interested in promoting their business to an expanding market of
conscious consumers through targeted ads and exclusive deals while
engaging the remaining businesses through strategic sales force
initiatives as a means of distributing water dispensers into more locations.

ENGAGING CONSUMERS

We supply users with relevant product recommendations during their

in-app experience, from a growing list of product partners and affiliate

networks. Users are nofified through proximity alerts when near
a participating refill location; while local deals, check-in deals

and product coupons are served at the point-of-sale,

encouraging consumers fo support local businesses while
they refill, reuse and reduce.

WHAT HELPS PEOPLE, HELPS BuSiNE (§

- Leo Burneft



*FIGURES REPRESENTED IN MILLIONS
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© REVENUES (USD, in millions)
* Local deals and coupons (60% of revenues)
e Affiliate products, equipment and merchandise (22%) T T e
 Native ads and paid placement (9%)
e Enferprise subscriptions (8%)
* Data licensing (1%)

© ENVIRONMENTAL IMPACT (Reduced CO? emissions, PPM)
* Reduced plastic pollution - - -
 Decreased bottled water production
* Donations made to environmental organizations

@ SOCIAL IMPACT (Lives changed, in millions)
* Increased health benefits
* Reclaimation of local water supplies - — - - - -
* Measurable financial savings
* Donations made to global water infrastructure projects

0uR TRIPLE BoTom LINE: PEOPLE, PLANET AND PROFIT,
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As responsible stewards of the Earth, we are constantly looking for ways to enrich our environment and the lives of our
local and global communities. As dedicated social entrepreneurs, we are passionate about creating elegantly simple
* solutions to complex environmental and humanitarian issues. Amazi, meaning “water” in Rwanda, is the harmonious

| balance between those two worlds and serves as the catalyst for creating significant and lasting change. L

ENVIRONMENTAL COMMITMENT ENTREPRENEURTAL COMMITMENT

A » Lead employees, partners and customers by example

* Track Your Impact ™ using our app fo reduce consumer waste

* Green business practices (zero-waste, carbon neutral, etc.) » Registered Benefit Corporation -

* Influence Ban the Bottle legislation in cities & schools e Committed to the 1/1/1 philanthropic model

* Partner with environmentally responsible businesses * Encourage a healthy and productive company culture

* Donate to charities fighting the global water crisis » Constantly challenge the status quo
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THE HARMONIouS BALANCE BETWEEN PEOPLE, PLANET AND PROffT




theguardian

CTIWVITE

NEW YORK

SIARTUPWEEKEND  THINK BEYOND PLASTIC ~ ACTIVATE SUMMLTAYC— LAUNCH FESTIVAL

1STPLACE WININER MOST PROMISING EMERGING (O, [ECH TALENT DAY (Top 10) SELECTED PRESENTER

Startup Weekend is a global net-  Think Beyond Plastic is a global A startup focused event and com-  The best place to launch your start-

work of passionate leaders and en-  innovation competition for disrup- pefition aimed at entrepreneurs,  up, raise money and learn about
tfrepreneurs on a mission to inspire,  five solutions to the widespread investors, financiers, professional starting a company.
educate, and empower individuals, plastic pollution crisis. services firms, government organi-

teams and communities. sations and academic institutions.
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PR Newswire

United Business Media




ACT' Guardian UK Activate
WATE Tech Summit, presenter
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e oy 1o  Launch 103 app | é‘(‘l:” ) Expand into international markets
Emerging Company award e and website Ny,

£ -~ 6@ Develop API for w3 Develop custom products

Startup Weekend, 15' place data licensing (water dispensers, bottles)
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Amazifest: music and
sustainability festival
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- Dakata ndian Proverb
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