


Important Information: This document has been prepared by H2coco Pty Ltd
(Company) and is intended as an overview of the business of the Company only.

It is not intended to contain all relevant information relating to the Company and is
neither a prospectus nor a disclosure document under the Corporations Act 2001
(Cth) (Act), nor is it required to be. A copy is not required to be, and has not been,
lodged with the Australian Securities and Investments Commission. This document
is supplied at the request of the recipient (Recipient) on the conditions below.

By accepting and retaining this document, the Recipient agrees to the conditions.

Confidentiality: By receiving this document, the Recipient agrees to keep its
content confidential and agrees not to copy, supply, disseminate or disclose
any information in relation to its content without the prior written consent of the
Company.

No representations: The Company makes no representation to the Recipient or its
advisers (as relevant) as to, or in relation to, the accuracy or completeness of the
information, statements, opinions or matters (express or implied) arising out of,
contained in or derived from this document or any omission from this document or
of any other written or oral information or opinions provided now or in the future.

In particular, no representation or warranty is given as to the achievement or
reasonableness of any plans, future projections, prospects or financial returns and
nothing in this document is or should be relied upon as a promise or representation
as to the future.

No liability: The Company expressly disclaims all liability for any loss or damage of
whatsoever kind (whether foreseeable or not) which may arise from any person
acting on any information and opinions relating to the Company contained in this
document or any information which is made available in connection with any further
enquiries, notwithstanding any negligence, default or lack of care. In furnishing

this document, the Company undertakes no obligation to provide any additional
information other than as specifically stated in this document.

Forward looking statements: This document contains forward looking statements
which are identified by words such as “may", “could’, “anticipates’, “believes’,
‘estimates’, “expects’, “intends”, “plans” and other similar words that involve risks and
uncertainties. These forward looking statements are subject to various factors that
could cause the results of the Company to differ materially from those expressed or
anticipated in these statements. The Company does not intend to update or revise
forward looking statements, or to publish prospective financial information in the
future, regardless of whether new information, future events or any other factors
affect the information contained in this document, except where required by law.



THE EXECUTIVE SUMMARY

Founded in 2010 by David Freeman, H2coco is 100% Australian Owned

STRUCTURE Lead shareholders David Freeman, Kyle Sandilands & Toby Browne (Pharmacare)
Focus on empowering people's lives towards making everyday healthier

Strong leadership with solid MNC corporate experience (Lion, BAC, GE)
LEADERSHIP Proven record of first to market / innovation success
Multiple recognition through business awards

H2coco has the No.1 market share in single serve No.2 in family offering in Retail
BRAND Achieved revenue CAGR of ~60% from $1.3M in FY13 to ~$22.2M in FY19,

H2coco is conservatively estimating gross sales of $43M by 2023

Current FY19 Gross Sales of $22.2M
Projected 2023 Revenue of $43m
Projected 2023 GP of $5m

FINANCIALS

GROWTH Leverage the H2 brand & organisational infrastructure by
Launch expanded functional beverage range with greater health and wellness elements
PLAN Launch new range of non-beverage products into new categories

Achieve sustainable growth in USA, UK & China through current contacts

CAPITAL Raise $5m to close Series A @ $22.2m pre-money valuation
RAISE Valuation based on 1 x revenue
Raise to be closed by 30.11.19




THE BRAND

A HEALTHIER FRIDGE & PANTRY
IN EVERY HOUSEHOLD

TO EMPOWER PEOPLE'’S LIVES TO MAKING
EVERY DAY HEALTHIER

MISSION

THE REAL CHOICE
CORE

VALUES REAL REAL REAL REAL
VALUES QUALITY INNOVATION HEALTH

WE WILL CONSISTENTLY
WE PUT WE ARE A CONSCIOUS PROUngP\F):II_CI);RKs!Nrg WITH SEEK NEW WAYS TO
OUR ‘BETTER-FOR-YOU' AT THE COMPANY, AWARE OF SUSTAINABLY & REDUCE WASTE AND OUR
COMMITMENT CENTRE OF EVERYTHING IMPACTING THE ETHICALLY SOURCE HIGH CARBON FOOTPRINT
WE DO ENVIRONMENT WHILST DELIVERING

QUALITY INGREDIENTS HEALTHY CONVENIENCE
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COCONUT WATEF
H2COCONUT.CO



THE RECOGNITION

H2COCO HAS A HISTORY OF BEING RECOGNISED
IN THE INDUSTRY INCLUDING:

~
David Freeman \\‘\_\1
named the Exporter of the - Small Business
Bisztra,\;;eew o Young Small g FOOD Year, Optus My § Telstra Business > lm"m Champion
Product RVaNSeS Business & AWARDS Business v A AErd
— Champion FINALIST Awards. CHAMPION
Entrepreneur WINNER
2013 2014 2015 2016 2017 2018
Best Growth Beverage Supplier Champion Optus my N
AUSTRALIAN . . AUSTRALIAN . \
Strategy SMALL BUSINESS of the year Specialised @ BUSINESS business - =)
Award, My CH\*\\VY\(]}’IEON <$500K, JB °’T“$@l'!',¥!!‘.'§‘“;'§ Small Business, o Innovator of the \v]
Business T Metropolitan. Australian e ey year. |
Magazine. Small Business Al AT
Champion CHAMPION
Awards. VINNEF

WINNER



THE JOURNEY

On the road to Brand Exp
innovations in new cafeg

2017 2018-19

m= \EiT e

%E‘§ Further ranges
(EEO
1= > More products introduced

launched
7 Y H2coco expands to over 9000+ outlets
LB ) Awards WINNER: Specialised Small Business
) CocoEspresso & CocoChoc launches

2010 2011 2012 2014 2015 2016

H2coco expands to over 5000+ outlets
' Awards WINNER: Young Entrepreneur of the Year

-0 Ranging achieved in Grocery major

O H2coco welcomes new investors

D H2coco was founded by H2coco Pure 1L is born



THE LEADERSHIP

David Freeman
H2 Director

FOUNDER & CEO

BOARD OF ADVISORS

TOBY BROWNE
FOUNDER & CEO -
PHARMACARE PTY LTD.
Market leader in health &
personal care products

JOHN WINNING V\
CEO - AOL & WINNING
APPLIANCES
Award-winning online
retailer
@ @ @ @ @
KYLE Davide Graniero John Sy Rachel Lindley David Craig Ksenia Duff
SANDILANDS Grocery Sales Manager Planning & Supply  Marketing Manager Brand Manager Finance Manager
DISKJOCKEY & TV PRESENTER Ex George Weston Chain Manager  Ex British American Ex Clients: Ex Aquamonix & GE
Television, film, radio Foaod dLi D&D ExP f Pty Ltd Daimler AG C ital
and music production Q0as.an on XrGreec iy Tobacco apia
(ANZ) McDonalds

The Hoyts Group



WHO WE PARTNER WITH

H2COCO HAS THE LARGEST NUMBER OF RETAILER DISTRIBUTION POINTS IN AUSTRALIA FOR COCONUT WATER

—~ MAJOR RETAILERS WHOLESALE &
|@ DISTRIBUTORS
coles Woolworths@:j sum@ B @

NO. 2 COMBINED
BRAND MARKET
SHARE IN GROCERY

RITCHIES

Supermarkets an d Liquor Stores

} <z
i - NEcomrrLeTt
(ﬂ <) CALTEX WelelWelgigil &) | T
NO. 1 COCONUT bp 0
WATER BRAND IN AUS ““"gl' /4 nrice coles @
5 3 ) ,
74% MARKET SHARE SRS express GL#BAL health magic

H2 OWNS TOP 3
SELLING SKUS IN P&C



THE BRAND
PERFORMANCE

a @) coles }
express |

e loetrol

UNIT SHARE

(*LAST 13 WEEKS GROCERY)

TOTALP & C

NO. 1 COCONUT WATER BRAND IN AUS & ’
74% MARKET SHARE i
H2 OWNS TOP 3 SELLING SKUS IN P&C

coles
Woolworths

TOTAL GROCERY

CocoBella
Il Coles

Ha2coco
Raw C
\¥oolworths

B Zico

'31% MARKET SHARE IN SINGLE SERVE MAT 52 weeks
24.4% MARKET SHARE IN FAMILY PACK MAT 52 weeks

NO. 2 COMBINED BRAND MARKET SHARE

SOURCE: *Aztec IRI & Nielsen as at 27-Aug-19



THE MARKET
OVERVIEW

CONSUMER PREFERENCES
CONTINUE TO DRIVE STRONG
GLOBAL MARKET GROWTH

a0

&

- ® B 1Y

63% of Australians claim diet is the most important
wellbeing factor for them, ahead of exercise, appearance
and ethics

The global packaged coconut water market is forecast
to exceed $10.113 billion by 2023, representing a CAGR
of 27%. Functional coconut water will lead the market

grOWth. Resource: IndustryARC

Healthy Beverage sales have increased by 36%
CAGR from 2015-2019.

The biotic drinks market is expected to reach $46.1bn
by 2024, at a CAGR of 8.44% 2019-2024*

Greater awareness for mental wellbeing and
performance (stress, anxiety, brain focus) is becoming
an increasing component of holistic wellness

Emotional values (ethics) are increasingly playing a
bigger role in decision making



CONSUMER DEMAND

WELLNESS IS A MULTIFACETED LIFESTYLE:
BOTH PHYSICAL AND EMOTIONAL

P

PHYSICAL EMOTIONAL

e Diet & Nutrition e  Social wellbeing

e Exercise e Mental wellbeing

e General health e Mental performance

e Weight loss ° Etrl:cs & sustainability
e Beauty ° elf care

§J Ri



THE PROBLEM

BRANDS DON'T FOCUS ON BOTH
PHYSICAL AND EMOTIONAL WELLNESS

THE OPPORTUNITY FOR
HOLISTIC, SYSTEMATIC
HEALTH.

h &
1
|
I
I
1

e Diet & Nutrition e  Social wellbeing

e Exercise ' ¢  Mental wellbeing

e General health e Mental performance

e  Weight loss Limited offerings in the Australian e  Ethics & sustainability
e Beauty market that target these consumers. bl

o

-
Copyright ® 2017 Information Resources, Inc. (IR1), Confidential and Proprietary. Source: IRI analysis e IRl



THE SOLUTION

Buain (7 Body

HELPING TO DELIVER HOLISTIC, SYSTEMATIC HEALTH
THROUGH A TARGETED RANGE OF PRODUCTS BACKED
BY SCIENCE TO FUEL THE BRAIN & BODY.




THE EVOLUTION

Below are Brands that looked at where
they created meaning in a user’s life,
not what they created as a product,
and that is where they built their
brands. Beliefs are more powerful
than benefits because they lock

in a behavior.

A brand led by belief informs your
user’s mental model, not just their
preferences.

The H2 Brand is built on a belief.
This is powerful.

™
OLD LOGO NEW LOGO
(o)
SADUNKIN' ,
oouurs DUNKIN!
OLD LOGO NEW LOGO

weightwatche
OLD LOGO NEW LOGO
mastercard.
OLD LOGO NEW LOGO

Hs H2

COCONUT WATER

OLD LOGO NEW LOGO



THE FUTURE

NEW CATEGORY EXPANSION

HZ2
H2

MELON NaNa Suain 6 Body

Expand & evolve the current portfolio to offer Introduce a new range that

greater health & wellness functionalities delivers ‘multifaceted wellness’
across a number of categories.

HEALTH - HYDRATION - FUNCTION
VITAMINS - SUPPLEMENTS
WELLNESS



THE CORE RANGE
Multi size packaging for consumption

Pure & Flavoured Coconut water range Pink Coconut Water Watermelon water Juice range

100%
NATURAL
WATERMELON




H2 RANGE EXTENSIONS
RECENT LAUNCHES

Cold Brew Banana Real Fruit
Bullet Coffee water Ice Sticks
Oct 2019 Oct 2019 Sept 2019

GOLED BREW GOL D BREWS

BULLET BULLET
COFFEE [COFFEE

Mo | Dbl

. *ERASS-FED BUTTER +SRASS-FED BUTTER
*MCT 0IL *HET OIL
FOCUS & FOCUS &
ENERGY ENERGY
FUEL .|| FUEL

100D 0k

Innovation is the at the forefront of everything H2coco does
as it continues to provide growth opportunities for the brand.

Innovation Pipeline

v/ FUNCTIONAL JUICE

v/ FUNCTIONAL COCONUT
WATER

v FUNCTIONAL
SPARKLING
WATER

v FUNCTIONAL COFFEE

v KOMBUCHA KORDIAL
v MORE SEE OVER PAGE

All Innovation ready to
launch with interest from



H2 INNOVATION TIMELINE

FUNCTIONAL JUICE CORDIAL / MIXERS  FUNCTIONAL BEVERAGE
FUNCTL%@ELR\? ey o IR R GROCERY & P&C GROCERY / P&C
e RIS _ !
' m o = = e T aa
HEALTHY DESSERTS @ A= AR m B om & Uis e
L) f 3‘ .Y | Juice JICE [ IGE ‘
GROCERY @@—ﬁ ; - 'E‘ I S w ;”-“’;A\v/
== P L j A | ! l i ) u,.' "o u»{- "o
et g =g 3

SPORTS & DIET
' HARIAD VITAMINS
Expansion across i G HEALTH FOOD AISLE e GROGRY
multiple categories : GROCERY § s
SN PHARMACY = A
o o COFFEE AISLE

FUNGTIONAL DRINKS
GROCERY
PHARMACY
P&C

GROCERY
Due to confidentiality this is not our full range of new products & timings are based on reviews and product lead times



THE 2022 GROWTH PLAN

" CORE SALES @ BRAIN & BODY+ H2 NPD

|

g
20
SAUD NET SALES

FY20 strategy is profitable
consolidation prior to upscale

30 40

FULL FINANCIAL WORKINGS AVAILABLE

EXPORT




100% NAT ';'RM

£




THE DOMESTIC AND NEW GROWTH STRATEGY

PRIMARY FOCUS

v/ Maintain Core range

v/ H2Juice Prebiotic Bio-Blends

v/ H2nana Real Banana Water

v/ H2coco Kefir

v/ Brain & Body Functional Cold Brew Bullet Range
v/ Brain & Body Functional Sticks

“sAss-FEo BUTTENRE@AU A v
HET OIL Bl g

DOMESTIC EXPANSION

NEW CHANNELS & RETAILERS

v Chemist Warehouse

v/ Aldi

v Lidl

v David Jones & BP

v Independants partnership with Botany Foods
v Online & Digital sales focus

MAXIMISE CURRENT CHANNELS
v EDLP strategy in Grocery on core (1L Pure)
v Gain increased ranging of SKUs

LeDL
Bl o

Stop Paying Too Moch!!

I:IlIEMISTY

WAREHOUSE

amazon.com

Full financial workbook available



THE INTERNATIONAL EXPANSION STRATEGY

ebay @ Woversiock
14 shopify wayfalr
JCPenney bigcartel
costee [ Loues |
Walmart  Jare oF: WATE l-‘M'l.ll‘( |
amazon KOHLS

i

e & H=

i S
C KeHE.DX Gej/}on‘s ur}fd! DPI Specialty Foods

USA(Year 1) GLOBAL EXPORT (Year 1)

CONFIRMED RANGING: UK
v/ Importer engaged
v/ Stock recently arrived into UK

MELON
WATER

v 4 major retailers reaching 600+ stores upon launch
v’ 3 national distributors

v 10+ independent retailers & Markets in West Cali JAPAN, HONG KONG, ISRAEL
v Currently submitted into 2 major range reviews with
Wholefoods & Kroger, awaiting results

v Purchase orders issued and ready to start selling

v/ Full Containers being shipped to Japan
v/ Hong Kong Ranging in City Super
/ Israel engaged importer



FINANCIALS: 3YR PROJECTION (AUD)

2019 2020 2021 2022 M&A OUTLOOK
22.2m 20.5m X3 31m B3P 43m

12.0m 11.8m 18.6m 27m

L 479 <P 425% 2 60% ekl
T M 0.6m @ 2m m 4.5m






THE USE OF FUNDS

INVENTORY, NEW PRODUCT USA - 5 sku’s MARKETING
NEW SUPPLIERS DEVELOPMENT
SET UP

$1.9m $500k $1m $1m




JhN US FOR TH "OP,%RTUNITY OF 5x -
RETURN ON INVESTMENT IN 3 YEARS
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Head Office

34 Fitzroy Street
Surry Hills
NSW, 2010

Australia

@

EALTH 2U

Phone @ Website

Steve Maarbani - Corporate Advisor h2coconut.com

+61411 264 636 | steve@maarbaniconsulting.com

David Freeman - Founder & CEO

+61415 744889 | david@h2coconut.com
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http://www.h2coconut.com

