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FIMALLY, MATURAL TASTES GREAT

March 17, 2016 - CONFIDENTIAL MATERIALS

THIS PRESENTATION |5 CONFIDENTIAL. IT CONTAING COMFIDENTIAL INFORMATION REGARDMMG E-HYDRATE, AND MO PORTION OF THIS PRESENTATION MAY BE DISSEMIMATED, COPIED, TRANSMITTED OR M3CLOSED
TO AMY THIRD PARTY OR USED BY THE IMTEMDED RECIFIEMT FOR ANY PURPOSE OTHER THAM AS A BASIS FOR DISCUSSION BETWEEM RECIPIENT AMD E-HYDRATE. THIS PRESENTATION DOES MOT IMCLUDE ANY
DISCUSSION OF ANY RISK OR QUALIFICATION THAT SHOULD BE CONSIMERED WITH RESPECT TO THE INFORMATION CONTAINED HEREIN AND 15 MOT A& GUARAMNTEE OR ASSURAMCE OF PERFORMANCE OR ANY
IMDICATION OF THE ECOMOMIC OR OPERATIONAL PERFORMANCE OF E-HYDRATE OR AWY PROJECT. MEITHER DOES THIS PRESENTATION ADDRESS THE LEGAL, FIMAMCIAL AMD OPERATIOMAL RISHS AND PARAMETERS
OF E-HYDRATE OR ANY SUCH PROJECT. WITHOUT LIMITING AMY OF THE FOREGOING, THIS PRESENTATION IS PROVIDED FOR CONYENIERCE ONLY AMD RECIPIENT SHALL BE RESPOMSIBLE FOR ITS OWM REVIEW AND
PROJECTIONS, AND MAY MOT RELY OM AMY PART OF THIS PRESEMTATION IM FORMULATING ITS DECISIONS OR ACTIONS. PROJECTIONS MECESSARILY ARE BASED UPOM MUMEROUS ESTIMATES AMD ASSUMPTIONS
IMCLUMMMG PARTICULARLY THAT E-HYDRATE WILL SUCCESSFULLY EXECUTE ITS BUSINESS PLAN OM A TIMELY BASIS AMD ON REPRESEMTATIONS REGARDIMG E-HYDRATE MADE TO E-HYDRATE BY THIRD PARTIES. THESE
ESTIMATES AND ASSUMPTIONS ARE IMHEREMTLY SUBJECT TOr SIGMIFICANT BUSIMESS, ECOMOMIC AMD COMPETITIVE UNMCERTAINTIES, CONTIMGEMCIES AMD RISKS, MAMY OF WHICH ARE BEYOMD E-HYDRATE'S
COMTROL. ACTUAL RESULTS WILL VARY FROM THE PROJECTIONS, AMD THESE WARIATIONS ARE LIKELY TO BE MATERLAL, A% FINANCIAL PROJECTIONS ARE MECESSARILY SPECULATIVE IN MATURE. YOU ARE CAUTIONED
MOT TO PLACE UNDUE RELIAMCE ON THESE FORWARD-LOOKIMG STATEMEMTS, WHICH SPEAK OMLY AS OF THE DATE OF THIS PRESENTATION OR A5 STATED IM THE PROJECTIONS
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E-hydrate Founders
DEN Adler

Dan Adler
Focus: Business Development

- Arnold

Joshua Shirk

elopment, en and 'rr'rmula‘n an

Jgghuq Sh”-k P zens of iInnovati in = --mi:nt"..-:r'::.lnatural
Focus: Product Development b b n all channels of retail,

pany which reached 20

Vaughn Juares

ner of 4 patents for social media content technologies and algorithms for
cial recommendation and syndication of content
V"l Ugh n JU-EII'ES Founder of SER International ad agen ich serviced over 4 all Spanish-
language music releases for all major labels in Morth Amer 3
FOCUI‘J M'—] rketl I"Ig Strate y ' IVEFS3W _..El:uti-:-n of Mom Brands' (ready to eat cereal retail launch
4 - became most-selling item by weight in Walmart
100 + in less than & months

h Woods Advertising 5% of our profits are donated to benefit veterans 'Huuugh LA,
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Notable E-hydrate Team Members

Phil Kent

Former CEQ of Turner Broadcasting System. Inc., Responsible for ALL Turner
Phil Kent Media Properties i rldwide, TBS, TNT, Turner Classic
Movies, B T3 \ i ws, CMM International, among others
Former CAA Agent (Hollywood's Top Talent and Entertainment Business Firm)
Recognized as a Top Media and Business Development Strategist

Bill Nicholson
; & Nutrition  Sumplements HYORATION /)%,

Bill Nicholson » e in to Multiole Billio ollars with SIS %
,_ ! : K2,

Sofia Vergara
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hydrate

E-hydrate's Patent-Pending RTh Pouch

Why E-hydrate is Different

A
il

Inventive

Natural

Tastes Great

Consumers are demanding
healthier products like
E-hydrate which are natural
AMD taste great.

E-hydrate products are a
great alternative for
everyday consumers who
want to enjoy the foods
and supplements they
COMSUMe.

Electrolytes

In Every Product

pre
than

E-hydrate helps maintain
ideal hydration levels.
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2015 Assortment

Suggested Retail Price Chart

Protein On-the-Go RTM/ Pawder

4349 - £3.99 - Single Pratein On-the-Go
Pouch

999 - $11.49 - 3 COUNT BOx

Hydration + Energy Drink Mix

$0.99 - Single Stick Pack

$9.99 - 10 COUNT B

$27.99 - 30 COUNT BOX

W7
%

i “‘!‘%

W

-

KIDE Hydratian + Immunity Drink Mix BCAA + Electrolytes + Energy Gel
$0.99 - Single Stick Fack $1.99 - Single Gel Pack
£9.99 - 10 COUNT BON $44.99 - 24 PACK BOX

%2799 - 30 COUNT BIOX
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2016 Assortment (New)

Prodein Qn-the-Go Joint Heath BT KIQ§ Protein Or-the-Go BT
Retai Price $3AT - FRIP - WRIGLE BT POLCH #2479 - $2.9% - SRGLE GEL PACKET
Retal Frice F9.99 - £11.49 - 3 COUNT BOX $7.49 - $RAT - 3 PATK BOK

12 Frotein, 150 Calories (masimu, 4g Sugae, |

et 1500mg Glucosaming HL 1300mg Chandrmkin, | 108 Protein. 70 Calories, g Sugar

HRNENE | 5 g Cmegs 3

Balove Initial Prestuct Shelf Render 2018 Assortmenl [Mote: Final product disign say vary sightly due to regulilony compliancs amd st siguirements.)

SAGITED | ROTEL presel
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Paid Mainstream Media

Radio Partners (Partial List)

(SiriusXm))

SATELLITE RADIO

'@, C1EARCHANNEL

RADIO

@m
®CBSRADID

SNBCSports
RADIO

% hydrate

Television Media
« Recent campaign began: December 26, 2015
« “Get it at Target" CTA on all TV spot creative
o« ~L1MM4+/mo TV ad impact @ $230k/mo cost
» Targeted TV and cable campaign with specific channel-
specific creative for female and male audiences
* Wamen 25 - 49
+ Men 25 - 49

Pandora & Radio Media

* Recent campaign began: December 24, 2015
« "Get it at Target” CTA on all radio spot creative
« ~5300k/mo TV ad impact @ %50k /mo cost
+ Targeted Pandora and broadcast / satellite radio
campaign with specific channel-specific creative for
each audience.
« Women 25 - 49
« Men 25 -49
« Click-through creative for Pandora with “Get it at
Target CTA and links to websites

TV Advertising Partners (Partial List)

S Lo

1)'4

g

ENTERTAINMENT
TELEVISION
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Social & Earned Media

YouTube

« Continue to promote through YouTube agency partners

» Leverage influencer impression footprint

+ Typical influencer audiences ~ 50,000+

« Promoted placements - 1.2MM views per promo
Facebook

» Continue to promoted through celebrity accounts

» Lewverage influencer impression footprint

T3 * Typical ~50,000+ per influencer

TV Advertising Partners Far:ebc-n:-:i:hannel Ads Estimated Campaign Reach

« [Est. campaign impressions of greater than 18 Million
\‘ © CBS Pinterest Morkhte Media Reach by Launch limpressians) Total Soxcial Hetwark Reach iLsers)
* Ads and boosted content | [

« Goal of 1 Million+ impressions per campaign 100,000,000 + ~225,000,000
+ Multiple simultaneous campaigns ' :
+ Promoted through influencer netwaorks E-h‘y’dl‘ﬂt& Facebnok GFCIWth

3 huydrate

Marketing Tactics
& Impact Overview

Twitter
= Promotion through paid influencer campaign E-typrdrate FE Users 35 of Sept 1, 3015 E-drate FE Users Estimated by Feb 1, 2005

Ve are variable and will be based on size of the ~6,000 260,000 +
ENTERTAINMENT |r|ﬂ-m=| ncers audience and their engagement metrics |

TELEVISION 'ﬂml l v Instagram

E-hydrate Facebook Account Growth

« Ad placement as part of Instagram's new ad platfiorm 00000
E-hydrate is approved agency to place ads 225000
80,000+ engagements 150000
2.8 Million impressions per promotion based on CPE FE000
0.
ESrii

EFTA01100163



Sports-Related Brand Building NACAR Sponsorship

MASCAR Xfinity Series partnership with Derrick Cope
+ Millions of brand impressions through media (WBC)

i)

3 hudrote

* Focused on male demographic in Target-dense areas
Drallas
Phoenix

Events & Sponsorship
Sports-Related

Las Vegas

Southern California

Athlete Sponsorship and Events Ll

« Tens of thousands of samplings and trial at events

v' call to action with samples

+ List building for "Get it at Target” follow up emails

Athlete Sponsorship on local and regional level

E-hydrate’s event marketing will reach + Thousands of brand impressions and samplings at events
hundreds of thousands at events and . A

Reaches millions of fans on NBC and NBC Sports
drives home "buy now” call-to-action + Social media content produced by athletes drives brand and tens of thousands at NASCAR events.

g J

) J 4
E-hydrate supports police and fire athletics.
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North American Distribution Pipeline
Major Retail and Distribution Partners (2015 7 2014}

cne 7 U

DRIVEN BY NATURE

TARGET. ?1R0che Bros. Unified

{,.r} WCALAHN

G
inglcz»:ét KeHE “llll nnnnnnn D2 Daves

——an GELSON'S
LCJNDS THEWMARKET

shaws > B~
BYERLY'S You're in for something fresh. mm

% hydrate

Distribution Outlook
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Retail Placement Highlights

Anticipated Sales Highlights for 2016 Q1 & Q2

Target Stores
» Expansion of Protein On-the-Go with "ACTIVE® and “KIDS" lines
Gelson’s Grocery
» End-cap program in negotiation.
GMC
« Anticipated PO for 3,300 locations to start and expand thereafter.
Ingles Grocery
» End-cap program in negotations
Hy-Vee
» End-cap program in negotations
« PO Anticipated before close of O1
E-hydrate Listed in KeHE system
« Strategic move allows for placement opportunity with Whole Foods, etc.,
Walgreens
« &-7,000 locations ible placement in June
« Q3 to over 10,000 points of distribution possible.
CW5
» Meeting set for Q1
* High interest from retailer due to Walgreens and national p nce in Target.

U5 Military Commiss may place RTM and tubs in all 300 bases. This consumer base is core to our target
market with a high percentage of sales in the protein segment. Placement could be on shelves, March,
end of Q1

Hi Health, Phoenix based chain with forty locations will place PO for possible end of Q1 placement. May
include entire product line

Costco national buyer contacted E-hydrate

» Requested immediate meeting which will take place by end of first week in February.

Raley’s and Bristol Farms

» Expected placement in Q2
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RAPID DISTRIBUTION EXPAMSION
o E-hydrate is currently on pace to have presence in ~85% of all grocery stores in the US by end of Q3 2014,
=% huydrate

WVISIBILITY WILL AID SELLTHROUGH

PFGPGSEd Use of Funds & P/L End cap programs will be implemented with each new retailer to enhance brand visibility. Additionally, E-hydrate
will be featured with end caps in the top Target Store locations nationwide in mid-2014. High visibility will
Health and Wellness Consumer encourage sell through and strengthen the brand.
Spending by Category
KEY COMPANY HIGHLIGHTS

@ Food / Beverage
@ Heaalth / Baauty
0 Other Goods

« Major retail chains are coming online in 2016 (see next page)
« Gross margins are increasing as volume and sourcing optimizes

e The i « E-hydrate fills the increased consumer demand for healthy and natural nutrition options

Company, 2013 « Online sales illustrate customer return rates to be growing and have been as high as 62%
Description 2015 2016 2017 2018
EXPENSES .
Marketing and ¢ 11.478) 5 [5.300) % [12.6DD]_$ (16,5700 |
COGS ¢ 1569 [B.340) |5 11,2301/ % 121,400 |
Generaland Admin ¢ (502) § (5.400) § (6,302)|$ (11,600) |
Other Expenses ) 131) % [140) % (100) % 1112 |
INCOME
Target 3 1098 % 4400 % 7430 % 14,300 |
Other Retail g 16 % 13,200 § 24.300|$ 34,600 |
Online ;3 12 % 1,200 % 4800 % 11,700
GAIN / LOSS g (1452) 5 (380) § 6.298 § LT Onine sales are growing
EBITDA x 7 N/A N/A S 44,086 $ 76,426 ._ ,000+ / month by Feb 16
GROSSSALES X7 N/A B 131,600 § 255710 § 424,200 Affliate marketing program started Q1 20146

** Motice: This document reflects non-audited, preliminary financials.
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* Sales estimates are not guaranteed and based
on a number of factors. Actual results may vary.

% hudrote’ GINCo -« 7 womcnmanrs

LIVE WEL Lnatiu-nwide arders '

Dave's

Retail Placement Rollout

e sabassiace / Talks have begun
SIS ——— to carry E-hydrate
PO expected in Q2 2014 at all CVS stores
)
nationwide in late

2016

Likely placement in
June 2016 0n

~6.500 locations mm‘

Ord firmed 4
ers confirme r ‘._
E-hydrate's first M
retail relationship A i F N Orders Confirmed
began with high- ('-:F:ﬁftt Qﬁ;?}' __l__,_,_.-

end grocery chain,

Lunds and Byerly's Goes live end of
:  inMinnesota. - March 2016 Costro contacted
: in Ies E-hydrate with the
; i Launch possibility to carry
. expected to the products in late
: \ICurrentIy live include every 2016
E In stores Orders Confirmed military base m
g
i —WHOLESALE
£: TARGET. 'Y
£i | shaws
ha . .e You're in for something fresh; ‘1 .
2 ¢ Product launches melle Orders Confirmed i .
— ¢ in retail nationwide B -
% : with Target Stores Oirders Confirmed ?2 Roche Bros.
@ *™ PO expected in Q2 2016
! Sept2015 Dec 2015 O a1 2014 0z 2014 03 2014 Q4 2016
ESTIIII e e e e o ooononnmnmnmnhThmDT I I oI I I<rnqrITnnnhnhnhtmnfmmm NI, Mmoo LI L e L . el L bt . 13
Time and Potential Revenues »> Target POs received for KIDS and ls_l‘?"; E‘i;‘;‘:; ggg"d of Q2" If_'la'E: B“:T;T;;o b’fu{El;d of Q4"
TARGET. ACTIVE Protein On-the-Go Low: 52,700,000 Low: ~$9.950,000
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Community Outreach

6 Communities
? ‘ In Schools

SAN FERMANDO VALLEY
AND GREATER LOF AMGELES

E-hydrate Supports the Community

E-HYDRATE SUPPORTS THE COMMUMITY

E-hydrate believes in partnering with st ommunity organizatio
reflect the principles of the c and of y target customers. One key
initiative the company n-:lr_'r onatio its profts

With the launch of the E-brpdrate Kids'
eeds to a i« fi

is at the top of the £ On |I:= Mational Lr'a-:l rship Coundil

uraging trial and support among family

d and an important refles f

HYORATION 4}

R |nn’p
LERD SUG

Conrurf,
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FIMNALLY, MATURAL TASTES GREAT

THANK YOU
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