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Confidentiality Agreement

This agreement is to acknowledge that the information providediegsoninc.o I £ a 2 NB TReNNB R
Company i this business plan is unique to this business and confidential; therefore, anyone reading this
plan agrees not to disclose any of theamhation in this business plan without the express written
permission ofCarlton Soll& Mark Tillemans, Owner

It is also acknowledged by the reader of this business plan that the information furnished in this business
plan, other than information thais in the public domain, may cause serious harm or damagesteson,
and will be kept in the strictest confidence.

Upon request, this document is to be immediately returnedtarlton Solle & Mark Tillemans, Owners.

Signhature

Name (typed or printed)

Date

This is a business plan. It does not imply an offering of securities.
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Treeson, Inc.

909 Mill Rd,

McCloud, CR6057
Caopacker in Colorado
treeson.us

Ownership
Cofounderequal partners

Revenue Forecast
Year 1: 6,700,000
Year 2: 62,900,000
Year 3: 333,800,000
Year 4: $315,630,000
Year 5: 826,100,500

Profitability Forecast
(EBITDA)

Year 1: $,255,392
Year 2: $6,178,472
Year 3: $3,310,629
Year 4: $124,959,466
Year 5: $69,101,767

Funding Needed $14 million

Executive Summary

Purpose

The purpose of this plan is to provide investors with the
information necessary to evaluate the merits of the value
proposition and growth stri@gy of Treeson The Company will
demonstrate that there is a large enough market to service;
Treesonhas the effective sales and marketing strategies to
establish, grow and expand the Compafyeesonwill also
demonstrate that the Company has eliminated or reduced as
many variables of risk as possible.

Introduction
Treeson Inc.(- £ &2 NB T IneSripanyg) B a dioged &

loop' waste to energy plant based packagstgrt-up company
that will establish its brand in the beverage industry and then
will expand to other products and industries

The Companypffers Treesorbranded and packageglio Bottle
beverages that are made from plant based materidlbe
Company willicense the packaging, system, and technology to
other brands, and later other consumer products in the
beverage, packaging, recycling, energy, atethnology
markets

The Company has identified a number of critical approaches to
strategic development and marketing starp efforts, assessed
alternatives, and developed a series of executable, and
cohesive but independent, categories of action to alek t
business in its core, overarching goals.

Many of these strategies will require an investment of time and
human resources over several months to achieve their
intended outcome. Projections are provided to create a
framework for developing actual implemtation, based on the

business and marketing plan, and ultimately assessing the
potential impact to the revenue streams in the plalt is

imperative that analytical tools be engaged to accurately and
appropriately assess each component of the integrated

1 A closed loop control system is a set of mechanical or electronic devicasttragtically regulates a process variable to a desired state or set
point without human interaction. Closed loop control systems contrast with open loop control systems, which require rpatwual in
https://whatis.techtarget.com/definition/closedoop-cortrol-system
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development effort in order to evaluate expected return on the strategic investment against actual
results.

As summarized in the following plan, the core strategies and specific tactical approaches address the
major requirements of a comprehensive strategievelopment and startip initiative to grow the
businessThis business plan encompasses both the spirit of tmepgany, as well as the functionalities of

the Companyplan to map out specific strategies and tactics for development and the marketing
strateges.

ProblemNeed
No one wants to stumble across discarded packaging on a hike or fastie water bottles washed up

on their favorite beach. Awareness of tevironmental impact of trash continues to grow and, while the
demand forconvenience showaso sign of slowing, people seek new products that prowamvative
solutions. People want products that are not only healthy for theamd their families, but also better for
the planet.

People identify with brands aligned with their own values. Brardg aire authentic built by people
passionate about creating incredible products ggually committed to making a positive impact. They
believe in brands that taka stand and they want products to deliver revolutionary, compelling solutions.

No onebrand has harnessed all of the above with a simple, powerful idedityidentity that not only
helps reinforce and educate consumers about ¢iigin and quality of its products, but also captures the
driving force angassion behind the brand.

Solution
Our brand does exactly that and much more. We produce beverages aslggthe best natural

ingredients formulated to always deliver on our natutaalthy promise. As part of our commitment to
end to the pollution caused kgingle use bottles, our prodteccome in revolutionary new packaging. Our
packaging won't end up in a landfillriger, or the ocean but instead getonverted into green energy.

To give consumers a way to experience itfisfithand we have created the first Eco Preservation
Technolgy. Our technologgllows customers to track their bottles and see how much clean energy they
helped create and gives them a way to see the real time impact of their acdiong with options to
improve their footprint and get rewarded for doing so.

Our dan is to start with the beverage industry and then license our packagidgechnology to other
beverage brands and then do it all over again witfier consumer products.

Our brand can become doon, whichpeople will be proud to carry becausesdysa L QY G { Ay 3 |

People are ready for change and our brand is heledd the charge!
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Market Opportunity
Markets And Scopgé

1 U.S. Beverage Market $315 Billion
1 U.S. Packaging Market $26 Billion
1 U.S. Mobile App Market $10 Billion
1 U.S. Bio FuaWlarket $35 Billion

The Bottled Water Productiorfthe flagship product will be bottled watpmdustry expanded over the
five years to 2019espite some difficult conditions. Thiedustry adapted to changing consumtasste
preferences andonsumer awarenes of sustainable water sourcing and recyclable packaging materials
Over the five years to 201#hdustry revenue is expected to rise at annualized rate of 1.0% t$7.2
billion, including a 1.6% increase in 2019 aloi@mpanies have focused on publielations efforts by
pledging to use sustainable bottling materials and will likely continue to market bottling operations to
emphasize its shrinking negative effect on the environmeiihe Bottled Water Production industwill
likely experience slow yebasistentgrowth over the five years to 202#hpwever, substitute products,
such aswater filters and reusable bottles, witbntinue to inhibit demand for bottledvater products.
Nonetheless, projecteihcreases in per capita disposable incolaeels willdrive consumers to make
more bottled water purchasedBISWorld estimatemdustry revenue will steadily improwa/er the five
years t02024, rising an annualized 1.2% to $7.7 billion

Business Insidariting Canaccord Genuity, says that the financial firm is predicting that canna(G&bl)
beverages will become a $260 million market by 2022

The Plastic Bottle Manufacturing industif-or comparisogymanufactures a range of bottlésom various
plasticcompounds basedn their end use. These bottles are thsold to beverage, food and chemical
manufacturers to use as packaging &wft drinks, milk, condiments ankdousehold and automotive
chemicals.As the economy continues tgrow and consumers increagheir spending, downstream
customers willincrease their demand for plastic bottle€onsequently, over the five years &024,
industry revenue is forecast to increase an annualized 0.4%18.4 billion

The U.S. flexible packaging markist projectedto grow from USD 23.72 billion in 2016 to USD64

billion by 2021, at an estimated CAGR of 4.5696. a global scale, the packaging industry is an enormous
economic generatoiStatistics from the weltecognized Smithers Pica organization indicabe

worldLJF O1 F 3Ay3 AYRdAZAGNE Q& YI NJ SiG .@kcordiry toatddekible NB | OK
Packaging Association, the United States accountsHfamop o0Af f A2y Ay GKS g2NIR
industry. Recycled packaging is part of the worldwadistanability movement Federal, state, and local

authorities also promote and encourage packaging recycle programs. But the main thing driving the 2019

trend toward recycled packaging products desnsumer choice People avoid purchasing anything

2 Client providetinternal data

3 WWW.IBISWORLD.COM Bottled Water Production in the US March 2019

4 https://www.bevindustry.com/articles/91926annabisinfusedbeverageswill-seegrowth-through-2022?v=preview
5 http://www.micromarketmonitor.can/pressreleasesis-flexiblepackaging.htmil
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packaged in an-recyclable materialst 2 Rl @ Qa O2yadzYSNE |NBE FIFEN G422 | 4
footprint. More people than ever are joining the ecological fight and doing their part to protect their share

of the world. The packaging industry must recognize and resipec O2 Y 8 dzYSNAQ RSaANB
smaller carbon footprint.They can do that by making smaller and greener packages.

The global Beverage Can Markdtor comparisonis expected to reach USB3.24 Billion by 2026
according to a new report by Reports anét&® Growing concerns regarding the consumption of
sustainable packaging materials are expected to fuel the markeecyclability of metal is one of the
driving factors. Aluminum cans are 100% recyclable, and approximately 30% of it is used in the beverage
market.

Theglobal biofuels market was valued at USD 168 billion in 2016, is expected to react2USD billion

in 2022, and is anticipated to grow at a CAGR of 4.5% between 2017 and R@2t America is
anticipated to account for the leading share of the revenue pie throughout the forecast horizon. The rising
awareness regarding the advantages of biofuels over convedltimels, regulatory & political support

and agricultural and economic support along with policies pertaining to environment conservation along
with the increasing environmental concerns among the populace are contributing to the growth of the
region®

More than40% of U.S. consumers participate in the $300 billion conscious consumer market (GCM).
the past decade, the growth of the CCM has not gone unnoticed by startups and established multinational
corporations?

The United States is a world leader @nsumer goods marketresearch, product innovation,
manufacturing, and branding and marketing. The United States also has a highly skilled workforce in the
consumer products arena. In 2019, the U.S. consumer goods market (defirmmhaismerpackaged
goods)was the largest in the world, estimated$635 billion based on a comprehensive study conducted

by Statista’

The subscription model is a booming fielth recent years, this market has grown by more than 100% a
year, increasing from $57 million in sales in 201$2¢ billionin 2016, according to one exget

Mobile App Marketis the fastest growing segment in the mobile indusirigie appndustry has seen an

immense growth in the past ten years and even hasnoend insight. 1 KS &SI NJ HAMHI Y20 A f
state was around $53B and it grew up to $63.7B by the year 20driGusresearchersgven predict that

mobile app economy witbuch $188.9billion worldwide by the year 20202

6 https://www.yorksaw.com/packagingndustry-trends/
7 https://www.reportsanddata.com/repordetail/beveragecansmarket

8 https://www.globenewswire.com/newselease/2018/01/09/1285912/0/en/BiofuelMarket-SizeWill-ReachUSDB218-7-Billionby-2022GloballyZionMarket-
Research.html

9 https://journals.sagepub.com/doi/abs/10.1177/0008125617722792?journalCode=cmra

10 https:/iwww.selectusa.gov/consumegoodsindustry-united-states

1 https://www.gsb.stanford.edu/insights/whyeverybusinesswill-soonbe-subscriptiorbusiness
12 https://www.knowband.com/blog/mobileapp/growth-of-mobile-app-market/
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If you invent a product that offers a benefit across many different categories, sells worldwide, and involves
consumables, the royalties can easily earn you milliohgensingis a$270 billionplus industry that
provides brands an additional stream of reventi some cases serving as the primary income driver as
well as a marketing staple. That's why licensing grew oyper&ent last year’

Industry and MarketReports
Reports below in the plan:

1

= =4 =4 4 -4 4

Bottled Water Production in the USBISWorld Industry Report ($7.2bn)

Snapshot of Energy Drink Production in the-UEBBSWorld Industry Report ($8.9bn)
Plastic Bottle Manufacturing in the UBISWorld Report ($13.1bn): For Comparison
Snapshot of Recycling Facilities in the- UIBBSWorld Industry Report ($6.6bn)
Snapshot Retail Trade in the UBISWorld Sector Report ($5.5tr)

ECommerce & OnlinAuctions in the USIBISWorld Industry Report ($512.9bn)
Snapshot of Internet Publishing and Broadcastii®)SWorld Report ($124.7bn)

Competitive AdvantagesUnique Value Proposition

1
1

Less energy, less CO2, less harm, less travel, no waste,arwdoig GMQO

A traditional water bottle takes an average of 12 total trips in its lifecycle befaserdécycled or
ends up in a landfill, river, or ocean around the wofllceesonbottles only take 4 total trips in
their lifecycle beforehe Companyconwerts them into clean energy that we use to make more
bottles!

There is nothing like it on the planet, the demand for plaased packaging is massiesmdthe
industry is at its infancy.

TheNorthern Californidocationthe Companyassecured agur headquarters iacutely unique
(SeeHighlights to our McCloud Millwork's Leagéth respect toitsindustrial zoningwater rights
and proximity to the West Coast marketplace.

Treesorisone of the few companies out there that actually tas 2 | | X ddl a4 SN 2 dza
Closed looplant-basedpackaging used to create clean renewable enefggesonwill be able
to duplicate concept fobasically everythingn the grocery/ estore shelf and any consumer
packaged goods sold worldwide.

13 https://www.inc.com/stepherkey/wherebig-moneyis-madelicensingproductideas.html
14 https://www.inc.com/jefFhaden/whateveryentrepreneurshouldknow-aboutbrandlicensing.html
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KeyMembers of the Company/Management
The Company is the vision of Carlton Solle, a beverage, entertainment, asliestyde entrepreneur.

Supported by an advisory board of seasoned and successful entrepreneurs, the management team
includes professionals tommunications, design, engineering, sales, and technology.

Owners:Biographies below in the plan.
9 Carlton Solle
1 Mark Tillemans
Management TeamBiographies below in the plan.

i Brian Whalen
1 Taylor Woods
1 Mark Levitan, Legal

Funding
Treeson is auently seeking funding in the amount &14,000,000for use in financing its staup,

equipment, construction, development, marketing, inventory, technology/return closed loop to
renewable energy system, and general working capital requiremantse form of aninvestmentto
SESOdziS AG&a o6dzaaySaa LXIly F2NJ GKS 3INBIGSald LRGSY
return. The Owners have invested $50,000 to d&etails below in the plan

The Company appreciates your consideratidthis executive summary.

Continue reading the full business plan below.

c
o
n
L
1]
14
[

SPRING WATER

1S

SO0ML (16.9 F1 01)
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The EnterpriseThe Business& Model

Overview

Legal Structure
The legal structure of th€Eompany ig Delaware C Corporation

Assets
1 McCloudHeadquarterd easgcopyavailable see highlights below
1 Trademarks & IP

Founded
Incorporation in Delaware is May 2019

Company Ownership
Mark Tillemans and Carlton Solle are the owners of the company

Location
¢tKS /2YLIyeQa OdINNByid 2FFAOSa FyR O2y il OG AyTF2NXI

909 Mil Rd, McCloud, C#6057.

The Company ha 8,000 sqft warehouse with unlimited expansion to house our return waste to energy
system and future bottling plant.

HeadquartersMap above.

Unlimited expansion capabilities on 278 acre site in northern Califafoiaed heavy industrial + power
substation onsite with 3 billiongallons per yeasurfacewater rights

Confidential Business Planl1ll|PAGE
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- INFRASTRUCTURE ROAD MAP

MOUNTAIN

SITE: HEADQUARTERS SITE: REGIONAL WAREHOUSE | SITE: REGIONAL WAREHOUSE | SITE: REGIONALWAREHOUSE |
(  SOURCEONSITE ! Z  SOURCE CO-PACKER i SOURCE:CO-PACKER —  SOURCE: CO-PACKER
i CAPACITY:IS0k+ CASES £ capacy.1sons cases é CAPACITY:150k+ CASES 5 CAPACITY:I50k+ CASES
Y SERVICING:REGION 5 SERVICING: REGION Z  SERVICING:REGION 5 SERVICING: REGION
© OPERATIONAL: YEAR I+ O OPERATIONAL: YEAR I+ U OPERATIONAL: YEAR 2+ ) OPERATIONAL: YEAR 2+
STAFF: 18+ ; STAFF:6+ : STAFF: 6+ : STAFF: 12+

Map above:This map is showing how the Company breafishe return and packaging centers by region,
4 regions in total, second it's showing the location ofpeckers, third its showing where the Company
will have warehouses that will be making the packaging fat thgion and also handle fulfillment of all
direct to consumer orders, and can handle return for those orders.

Highlights to our McCloud Millwork's Lease

Option and Right of First Refusal to Lease Premises
For the term of the Lease (27 yeaSpmpanyhasan option and right of first refusal to lease all
buildings and parcels of ti&/8acre heavy industrial zoned Premises.

Use of the Premises.
Company may use the property for amasonable commercial pposes, including potentially,
but not limited to: industrial hemp cultivation and refinement; pkaased packaging, recycling,
and textile manufacturing; eebeverage bottling; and green energy production.

Water Rights
TheLessor owns two existingerses for thediversion ofwater. License 5051 provides the right
to divert 4,908.6 acréeet of water per year. License 826 provides the right to divert 4,302.6 acre
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feet of water per year with a maximum direct diversion rat& dillion gallonsThe termof the
McCloud Millworks Lease give the Company the right to use up to ten percent (10%) of these water
rights. These are surface water rights. There is spring water locally available, but not contracted
for or permitted at this time.

TheBusiness

Treesonis a closed loopwaste to energy plant based packaging stgstcompany that will establish its
brand in the beverage industry and then will expand to other products and industries.

Our plan is to establish our brand in the beverage space usingawkaging, systemandtechnology and
then license them to other brands to us@d tobegin to branch out int@ther consumer products with
the other packaging solutiortee Company haalready developed

Products

Naturally Inspired + Naturally Enginedr+ Naturally Packaged + Naturally Harvested + Naturally
Enriched = Naturally You
Types:Natural Spring Water Energy Drinks & Energy Sho@GBD Infused Drinks & SheReady To
Drink Teas Cold Pressed JuiceSBD Oils & Isolate8eer & Wine

Flagship Product, Treeson Spring Water
Our flagship product, Treeson Spring Water, fulfills those consumer needs inspired by the rainforest

and features the finest natural spring watenriched with electrolytes for balance and oxygen for some
natural rainforest energy. It comes in a revolutionary new packaging that coml@nesonmentally
FNASYRE @ YI GSNRIf a-ingefuin BEndrécichg syt RQa FANBRG o0dzA f

With the Companies return system, packaging can be returned individually arlkn Thereturned

packaging is instantly turned into clean energy that is used to makebottles- starting the cycle all

over again. Additionally, we offeconsumers the opportunity to make an immediate positive
environmentalimpact withevery purchasél K N2 dzZ3 K 2 dzNJ a hy S . 2\Wdipla&oney S ¢ N5
tree for every bottle sold to helgnsurethat there will be plenty of clean air and fresh water for
generations to come.

15 A closed loop control system is a set of mechanical or electronic devices that automatically regulates a process aat@gitedstate or set
point without human interaction. Closed loop control systems contrast with open loop control systems, which require manual input.
https://whatis.techtarget.com/definition/closedoop-controlsystem
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Our Water
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PURITY COMPARISON BY BRAND

CRYSTAL

GEYSER EVIAN FIJI VOsS
9.5 309 220 290
DS TDS DS TDS

_ )
MNATURAL SPRIMNG ARTESIAMWELL
TDS -TOTAL DISSOLVED SOLDS BARTS PER MILLION

The world's first ecdriendly, toxinfree, trasheliminating, clean energy making, tree planting, great
tasting, natural spring water!
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Packaging

PACKAGING

BY NATI IRE

INSPIRED BY NATURE -~

ECO FRIENDLY
+
TOXIN-FREE
-
PLANT BASED
+
GMO FREE
-
COMPOSTABLE }
+ |
BIODEGRADABLE
: |
SUSTAINABLE ‘
| N\

THE LEAF BOTTLE

ENGINEERED TO MAKE A DIFFERENCE
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=

——————

-
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Our System Recycling2.0

Tl
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The first products with their return systemio trash, no landfills, no pollution!
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Eco Preservation Technology
Theworld's first Eco Preservation Technolddgta is gathered from several touch points that is used to
determine a use® environmental footprint and then used to generate a real time environmeinialact

score foreach user.

Once the initial score is praled the APPrewards itsusersfor improving their score and provides-app
purchase options to offsetndimprove theusers'environmental footprint.

G )

/ GETYOUR
/ n

/' DOWNLOAD

/ K iy SN
[ mrormeeanD | [ ik 4:20 PM °0 1@ (8 Voo )
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YOURSCORE: / N\ ' : 5% : ;
\ | /
N / . >
) PLANT
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//, ‘ \ / \\
/ \ /
b cemmwiciiee I\ = —. / SHAREYOUR
SCAN ANY \ N\ { i e \
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\ /' \ FRIENDS ONLINE /

|\ SHELFAND GETA |

/ \ ‘//-i 73\‘\\
( PRODUCT ONTHE | l [;\n%} }
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/ \ [ PACKAGESAND

/ N
I \

[ #2\) { SEEHOWMUCH |
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IPScope & Strategy

WASTETO ENERGY o

Industrial Systems, Retail Systems,
Drive Through Systems,
Home Systems

Film, Cardboard, Packing
Material, Pallets

IP SCOPE & STRATEGY

EXT PACKAGING e

e TECHNOLOGY

Eco Preservation, Tracking,
Competitive Footprint Anal
Forestry Management, Block
Environmental

@

o RETURN SYSTEM

Individual & Bulk Return

o IND PACKAGING

Bags, Pouches, Bottles, Caps,
Labels, Inks, Adhesives
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TheBusiness Model

Mission
Be The First. Be The Best. Control The Marlkg#eat.

1st Build the besproducts,packaging, antrand

2nd: Use the productspackaging, antirand to createincredible stories
3rd: Share it all witlconsumers andompanies tcsell direct

4th: Own enough othe pieces so yoaontrol themarkets

5th: License packagintgchnology, andgystem to othetbrands

6th: Do it all overagain with otherconsumer goodgroducts

\
2o

LISETHE PRODUCTS,
PACKAGING AND
BRAMD TO CREATE
INCREDIBLE STORIES

3ro

SHARE IT ALLWITH

5T

BUILD THE BEST

RO o MISSION CONSUMERS AND

BRAMD BETHE FlRST SELL DIRECT
BETHE BEST

‘. CONTROL 4.

DO_T ALL OVER TH E MARKET oW EMNOUGH OF

s o & REPEAT et

PRODUCTS

MARKETS

O

LICEMSE PACKAGING,
TECHMNOLOGY AND
SYSTEMTO OTHER
BRAMDS

S—

Confidential Business Plan20PAGE



@ TREESON

Use our products, systems and technology to educate and te#itoty direct to partners and consumers,
the morethey know thebetter it gets and the more powerful the brand becomes, contrahasy pieces
as possible, then license it to other brands and expata other markets.

Revenue& Pricing
¢CKS /2YLIl ye LINR22SOGa& | INIRUEENAY INIGYKS dALA N&T  &I1S-9NT 2
odzaAySaa Y2RSft

The Company wiflell products retail and on a subscription baSise pro forma for details

Our Subscription Servic®irect To Consumer
Time is precious why lug home a case of water when ymhave it delivered right to your dooOur

subscription service creates a personal relationship with our customers and it allows them to see firsthand
how our system is better for the environment & it also happens to be better for the bottomDiekeveed
right to your door= bestfor the environment & best for the bottom line.

Subscription Business Modél
The subscription based business model is a business model that charges customers a recurring fee

typically monthly or yearly to access aroduct or service.

Subscription revenue modelA subscription revenue model helps you capitalize on the compounding
value of customer relationships. That means that as long as your customers continually see the value your
company provides for them, thdlycontinue to pay you for itRecurring revenue modelead to higher
revenues and stronger customer relationshipsis compounding giwth is what makes customers so
powerful here. Through subscription, customers become more valuable the longer they use your product.

The state of subscription business models in 20Ikhe subscription model continues to grow in
popularity. According to auresearch, customer acquisition costs (CAC) are up more than 50% and
willingness to pay for software has declined steadily for the past five years. There's never been a better
time to start capitalizing on your customer relationships through subscripfiad.it's not going away any

time soon. According to survey by McKinsey & Compam6% ofcustomers already pay for an online
streaming service and 15% have subscribed to-eoremerce service within one year of the survéyat's

why companies such as GoPro and Adobe have pivoted to this business mothe;ritsst reliable way

to continue ading value for customers. They understand how this pricing strategy helps position them
for longterm success.

16 https:/vww.priceintelligently.com/blog/subscriptichbusinessmodel
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Pricing
rRee=on | e' : 5
$80 1 — =i / $25 \ $20 | TrReesen 5| y 315 \
3CASE | [ eeesn g i 3 CASESUB i CORPORATE { CORPORATE
SUB ¥ PROFIT | \ CASE / 3 = . PROFAT
” INCLUDES 2%
SHIPPING & RETURN
P

$35 \ $25 \ [ $5 $4 \
BRANDED A AVE GEAR | . ENVIRO | { AVEENVIRO

GEAR / = PROFIT ., PRODUCTS . PROFT
$20 [ si0 £ 38 N /15 \
i WHOLESALE WHOLESALE | i WHOLESALE i WHOLESALE |
CASE 240z / \ PROFIT CAGSE 240z ! PROF /

LicensingPartnerships & CoPacking
We have had several companiegpress interest in cbranding andalso licensing our bottle and

technology. Our plan is to establiskir brand as the first and thgremiere and then begin to licenseir
packaging and technology other brands to use.

We have had several companiegpress interest in partnerships tatilize our system in their retail
operations and or on theicorporate campuses. Our plan is strategically select a few of them to
showcase our complete systamwhile at the same time building owustomer base and brand awareness.
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Because of the strategic and highality watersources we havsecured we have had several otheands
express interest in using owater and having us epack theirbeverages. Once we have built cand
mastered our bottlingpperations our plan is to offero-packing for other brands

Opportunity

To give consumers a way to experience it fadéthand we have created thdirst Eco Preservation
Technology. Our companion mobile app allaustomers to track their bottles and see how much clean
energy theyhelped create. They can also get actual picturiethe trees they helpeglant along with the
GPS coordinates for where they are planted and wadlte@m grow with our updates. Our mobile app
incentivizes consumers fmirchase planet positive products, gives them a way to see the realrtiect

of their actions along with options to improve their earticore andyet rewarded for doing so.

Our initial test market for Treeson Spring Water received internatiomadiia attention. We not only
caught the eyes of some of the industrpiggest players builso some of its biggest and most prestigious
customersand they are ready to place significant orders. Our plan is to fulfill theseofidstrs while
putting in the necessary infrastructure requirstiowcasingour system at scale. A fitdtale launch of
Treeson Spring Water and olfobile App will follow shortly thereafter. All products will be sold direct
through our ecommerce site, mobile app and via strategic partners inuh®. We are already in talks
with several established partners in a handfticountries outside of the U.S. including Central America
and Europe whergve will use both direct and traditional distribution models.

¢KS /2YLIl yéQa 3INRGGK 2itshdd paiikdghg, teéhBoiogyandSsys@rk © Stief Sy i
brands then d it all over again with other consumer goods products.

Objectives

Treesonhasdefinite objectivesin order to fulfill its desire to participate and achieve an evgrowing
market share of the exciting industry that it im. What follows is a brief summary of the key objectives
of Treeson

1 Penetrate the market in the business @fwaste to energy plant based packaging brand in the
beverage industry and then wiitense andexpand to other products and industries

1 Continue b develop managementind team capabilities to ensure a strong foundation for
participation inthe Company.

1 Increase sales and revenue at the rates projected in this plan.

License packaging, technology, and system to other brands

1 Expand intather consumer goods producésd Countries

=
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Competition

Beverage
According to the Forbes Largest Companies Global 2008¢igsiCo Inc(PEP)Coca Cola C¢KO), and

AnheuserBush InBeV(BUD) arethe top three beverage companies in the worldas meaured by a
composite score of revenue, profassetsand market valueThe top Scompanies in the beverage sector
had a combined market value of $649.6 billion.

¢tKS ¢62NIRQ&a oAIISaG*RNAYyl1a O2YLI yASaA AY HAamy
AnheusesBusch InBeg $56.44bn

TheCocaCola Companyg $35.41bn

Pepsica; $29.85bn

Nestle¢ $28.53bn

Heinekeng $ 26.21bn

Fomento Economico Mexicamds23.38bn

Starbucks Corporation$22.38bn

Suntory Holdings $17.4bn

Asahi Group Holdings$17.1bn

Diageoc $16.43bn

=A =4 =4 =4 =4 4 4 -4 -4 -

Packaging
North America is undisputed leader in globphckagingmarket. As per our research findings there are
nine U.S. based corporations who rank among top 15 packaging companies in wihlkel.rankig is
based on annual revenue reported by companies in their SEC filings/ Annual réports.
1 WestRock USD 14.8 Billion
International Paper Company (IPOBD 14.49 Billion
Reynolds Group Holdings Limited (RGHBED 10.5 Billion
Ball Corporation:USD 10.0Billion
Smurfit Kappa ('SKGUQSD 9.93 Billion
Amcor LimitedUSD 9.3 Billion
Crown HoldingsUSD 8.69 Billion
Mondi Plc:USD 8.23 Billion
DS Smith pldJSD 7.4 Billion
Berry Group, InclJSD 7.0 Billion
Owensilllinois Inc.(&): USD 6.8 Billion
Packagig Corporation of America (PCA)SD 5.3 Billion
Sealed Air Corporation (SAG)SD 4.46 Billion
Graphic Packaging International, LLC. (&M 4.4 Billion

=4 =8 =4 =4 -4 4 -4 —a -4 -8 -8 - -4

1 https://lwww.investopedia.com/news/world&argestfood-and-beverageplayers2017-nestlepepsicoketopple-peers/
18 https:/mww.drinks-insightnetwork.com/uncategorised/thavorlds-biggestdrinkscompaniesin-2018/
19 https://lwww.marketresearchreports.com/bi2018/09/12/top-packagingcompaniesevenue
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Stora Enso OyjuSD 4.37 Billion

Industry Major Players
Listed in the industry reports.

Competitive Advantage

Treesonwill enjoy a number of significant, competitive advantages over its competitors, including the
following:

1
T

Less energy, less CO2, less harm, less travel, no waste,ardoig GMQO

A traditional water bottle takes an average of 12 total trips in its lifecycle before it is recycled or
ends up in a landfill, river, or ocean around the world. Treeson bottlstake 4 total trips in

their lifecycle before the Company converts them into clean energy that we use to make more
bottles!

Unique Value Proposition

Treesonwill differentiate itself by offering:

T
1

Less energy, less CO2, less harm, less travel, no wasté,andno GMQ

A traditional water bottle takes an average of 12 total trips in its lifecycle befaserdécycled or
ends up in a landfill, river, or ocean around the wofliceesonbottles only take 4 total trips in
their lifecycle beforehe Compawy convers them into clean energy that we use to make more
bottles!

There is nothing like it on the planet, the demand for pleased packaging is massiaad the
industry is at its infancy.

TheNorthern Californidocationthe Companyhassecured as our headquarters is acutely unique
(SeeHighlights to our McCloud Millwork's Leawéth respect to its industrial zoning, water rights,
and proximity to the West Coast marketplace.

Treesorisone of the few companies out there that actually tas 2 | | X @ ®dl a4 SN 2 dza
Closed loop planbased packaging used to create clean renewable endiggsonwill be able

to duplicate concept fobasically everything on the grocery/store shelf and any consumer
packaged goods sold worldwide.

Ultimately, the value proposition will deliver tangible results impacting:

1

=A =4 =4 =

Steadily increasing revenues the business

Increased consciou®nsumers

Steadily improving relationships fboth business and consumers
Steadily increasing market share tbe business

Strong customer retention levels fére business
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TheMarket Opportunity

Marketsand Scope

CONSUMER PACKAGED GOODS WASTE MANAGEMENT SERVICES

U.S. BEVERAGE
MARKET $315 BILLION
GLOBAL $1,127 BILLION

U.S. PACKAGING
MARKET $26 BILLION

GLOBAL $400 BILLION

U.S. BIO FUEL
MARKET $35 BILLION

GLOBAL $110 BILLION

U.S. MOBILE APP
MARKET $10 BILLION

GLOBAL $25 BILLION

ENERGY PRODUCTION & SALES DATA MANAGEMENT & SALES
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U.S. BEVERAGKARKET

Food & Beverages United Statés
1 Revenue in the Food & Beverages segment amounts to US$18,374m in 2019.
1 Revenue is expected to show an annual growth rate (CAGR2I21) of 11.0%, resulting in a
market volume of US$27,872m by 2023.
User penetration is 49.7% in 2019 and is expectedtt6h8% by 2023.
The average revenue per user (ARPU) currently amounts to US$112.41.
Users by agin percent 33.0% of userare 25-34 years old.
Users by gendeB4.1% of useraremale.
9 Users by income: 37.7% of users have high income and 35.2% Fevel/medium incomes.
Global Comparisor Revenue

=A =4 =4 =

Top 5

China US$21,945m
United States US$18,374m
Japan US$16,618m
United Kingdom US$13,378m
South Korea US$9,372m

Top 5 online stores by net sales
T @ amazon.comNet sales (2018YS$1,476.9m
1 walmart.com Net sales (2018)S$953.3m
1 *ﬁedibIearrangements.conNet sales (2018)S$456.5m
T €costco.coNet sales (2018)S$398.2m
1 Il'»:i:'-"target.com Net sales (2018)S$241.1m

Non-alcoholic Beverages and Soft DrinkStatistics &Facts*

The nonralcoholic beverages industry encompasses liquid refreshment beverages (LRB) such as bottled
water, carbonated soft drinks, energy drinks, fruit beverages, réadirink coffee, and tea, sports
beveragesand valueadded water.

20 https://www.statista.com/outlook/253/109/foodbeverages/uniteestates
21 https://www.statista.com/topics/1662/noralcoholiecbeveragesand-soft-drinksin-the-us/- Aug 23, 2018
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GLOBAL BEVERAGE VOLUME SALES

906.1bn |

PROJECTED GROWTH OF GLOBAL BEVERAGE SALES
3.9%
e —————————

GLOBAL BEVERAGE SALES SHARE OF PACKAGED
WATER

18%

Important key figues

Liquid refreshment beverages (LRB)
Sales volume growth of bottled water in the U.B%6
Sales volume of water in the U.S. (in 482cases)%,430m
Sales volume of juice drinks worldwidetbn cases
Volume sales share of sports/energy drifg%
Market size of soft drinks in the U.88,429m USD
Price growth of readyo-drink tea in the U.$1.5%
Carbonated soft drinks (CSD)
Carbonated soft drink volume of North Ameriéd.16bn
Per capita consumption of soft drinks in the U38.25 gal
Per capita consumption of CSD in the U.S.-0ni&e servingsp28
Per capita consumption growth of CSD in the U2%
Market share of coldlavored CSD in the U,S50.7%
Market share of Coe€&ola Co. in the U,2.2.8%
Leading CSD brands
Leading carbonateBeverage Comparnyorldwide, based on market shar€ocaCola Co.
Brand value of Coe@ola worldwide66,042m USD
Global revenue of Red Buil.28bn EUR
Net operating revenue of the Co€ola Company worldwid81.86bn USD

U.S. Liquid Refreshment Beverage MarlRstail Dollars And Volume Growth Rates Accelerated In
2018, Reports Beverage Marketing Corporatiéh

22 https://lwww.globenewswire.com/newselease/2019/05/15/1825401/0/en/5LIQUIBREFRESHMEBEVERAGHAARKETRETAH
DOLLARANDVOLUMEGROWTHRATERACCELRREBN-2018REPORTBEVERAGHEARKETINGORPORATION.html
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(GLOBE NEWSWIREhe U.S. liquid refreshemt beverage market grew again in 2018, with retail sales
increasing by 3.8% and volume by 2.2%, according to newly released preliminary dataefrerage
Marketing Corporation By both measures, the market grew faster than it had the year be8pecifically
beveragerelated factors, such as the enduring robustness of the sizeable bottled water segment, as well
as more general ones, such as continuing economic growth, contributed to the overall increase in liquid
refreshment beverage volume, whicteared 33.9 billion gallons in 2018. In terms of retail sales, the
market approached $180 billion, propelled both by the fast growth of small, niche segments as well as
solid growth by bigger, established categories, including carbonated soft drinksit Adlhe segment of

the liquid refreshment beverage market enlarged retail sales in 2018, with +adgink coffee and tea,
bottled water (conventional and valsedded), energy drinks, sports drinks and carbonated soft drinks
showing growth, and only frubeverages declining.

Bottled water, which surpassed carbonated soft drinks to become the nuimhebeverage by volume

AY HwnmcX 3ANBg F3IALAY AYy Hnamy odzi |G af26SNI¢NT GSa
healthful, natural,caloriefree,and convenient; reliably appeal to U.S. consumers. Volume enlarged by

almost 5% and retail sales advanced by mbant7%.

While smaller in retail size, niche segments once again outperformed most traditionahmaslsst ones.

With regards to both vibme and dollars, valuadded water, energyrinks,and readyto-drink (RTD)
coffee in particular moved forcefully in 2018. Indeed, veddeled water outshined all other segments
with a 15.5% increase in volume and a 16.6% increase in retail dollarshé&tsegment saw doubldigit

growth rates in either volume or dollars, but energy drinks and RTD coffee moved up with rates in the
high single digits. Fruit beverages, in contrast, experienced contraction in both volume and dollars.
/' Nb 2yl (SR retiRdsliar sakeslHre bit 24% even as volume declined slightly as beverage
companies continued to downsize packages and introduce morsugar offerings in response to
coyadzYSNEQ RSaAaANB F2NJ fSaa adal N

Despite their growth, no energy drink, RTD coffeealueadded water brand ranked among the leading
trademarks by volume. (Nouit beverage brand did either.)

Sports beverages, on the other hand, had Gatorade (including all brand variations) as the fifth largest
liquid refreshment beverage trademark during the year with volgresater than 1 billion gallons.

Carbonated soft drinks continued to account for fotittte five top beverage brands by volume. The rate

of retail sales growth for carbonated soft drinks doubled from the prior year (up by 2.4% in 2018 compared

to 1.2% in 2017) as pricing rose. Carbonated soft drink volume performance was essentiall§Zlat at
biliongallon i KS O 1S3I2NRQa 6Sai LISINFEMPSICHOSain@dtheiOSual n np @
first and second positions among the 10 leading beverage trademarks in 2018, with Mountain Dew and

Dr Pepper claiming third and fourth plac&caCola and Dr Pepper both recorded modest volume growth

during the year, while Sprite (rankedvemth) grew relatively quickly.

Bottled water had four entries among the leading trademarks in 2018, but only two of them grew, and
they did so at rates slosv than the overall liquidefreshment beverage category.
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Four companies accounted for all of the leading refreshment beverage trademarks. PepsiCo had four
brands. Coc#ola had three while Nestlé Waters North America (NWNA) had two and the company that
became Keurig Drdpper during the year had one.

G¢KS 0SOSNF3IAS YINJSGQa I OO0OSt SNIGAY3I INBoOGK Ay 0201
AY I NIYLARf& OKIFy3IAy3d AYRdzA(NE ¢ Beévérdg®k Maskatiopk | St/
Corporatiord G ¢ KS @F NASR LISNF2NXYIFyOS 2F GKS RAOSNRS asS3
AYRAOIFIGA@®S 2F 2y32Ay3 OKI yNBRIAIRIYYAR 30 2SS NI23/S doY2SYNUIJFRYS

New York CitpasedBeverage Marketing Corporatiois the leading consufig, research and advisory
services firm dedicated to the global beverage industry.

U.S. UQUID REFRESHMENT BEVERAGE MARKET
RETAIL DOLLARS, VOLUME AND GROWTH

2008 - 2018
Mitlions of Millions of Dollar Volume

Year Dollars Galions % Change % Change
2008 $148 361 6 208733

2000 1435425 200600 32% 27T%

2010 1457513 204625 5% 14%

2011 1469702 296763 29% e ™

2012 1532881 300426 22 12%

2013 1533800 30,020 1 01% 01%

2014 1578103 306715 28% 22%

2015 1639568 315147 40% 2T%

2016 169,267 0 32 5638 12% 313%

2017 173268 4 331545 24% 16%

2018 1799312 138719 318% 22%

Source Beverage Marketing Corporaton

LEADING LIQUID REFRESHMENT BEVERAGE TRADEMARK $*
Volume. Change and Market Share

2017 - 2018
2018 Millions of Gallons % Change Share of Volume

Trademark Comgpany Rank :mM7 2018 w71e 2017 2018
Coke CocaLola 1 19185 19339 04% 1% 1 6%
Pepsi PepsCo 17707 1.710¢ 14% % 0%
Maourtam Dew Pep=Co ) 12818 12501 25% 19% 3IT™s
Dr Peppes Keurg Dr Pepper 4 11725 11750 01% 15% 155
Gatcrade™ PepsiCo S 10503 10589 08% 312% I
Nestié Pure Life NWNA 8 111286 10334 7 1% 1 4% 3 1%
Sprte Coca-Cola 7 8315 ¥84 29% 28% 28%
Pokand Sperg NVHA 8 8578 8685 8 10% 26% 26%
Dasam CecaCola 92 227 7™ 08% 22% 272%
AQuana PepaCo 0 5ea 7 586 5 04% 18% 15%

Subtotal 134200 13304 0.8% 40 8% /9%
Al Cethers 187285 205529 42% 58 5% 80 ™

TOTAL 331545 NN 22% 100.0% 100.0%

* Includes af frademark volume (e g, af types of Coca-Cola. imchuding Diet Coke, ef o | of lypes of Pepsy ncluding Diet Peps:. efc | and 50 o
* Includes G2
Source Beverage Markeling Corporabon
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U.S. LIGUID REFRESHMEMNT BEVERAGE MARKET
CHANGES N YOLUME AND RETAIL DOLLARS BY SEGMENT
2017 - 2018
% Change

Segments Volume Retail Dollars
value-Added Water 15 5% 16.6%
Emergy Cirinks 8.6% B4%
Ready-to-Onnk Cofes HE% I 8%
Bottled Water 4 9% T3%
Sparts Dnks 28% 4 9%
Ready-to-Onnk Tea -0.3% 2 1%
Carbonated Sall Drinks -0 4% 2 4%
Fruit Beverages 3.0% 12%

TOTAL LRB 3% LB%
Source; Beverage Markebng Corporalion

Bottled Water
Bottled water remained the No. 1 beverage by volume, increasing by 7% to 13.7 billion gallons in 2017.

Retail sales jumped 11% to $18.5 billion. Anmeal capita consumption of bottled water was over 42

gallons in 2017, which was ahead of 37.5 gallons for carbonated soft drink&% A R g 2 NNA S& | 0 2 dzi
RAIFIoSGSar KSIFNI RA&ASFaAS yR 20KSNJ KSI f ingledidhts,i G SNA =
convenience and refreshing taste attracts heaite y 8 OA 2 dza O2y adzYSNBEZé al AR W2 ¢
executive officer of the International Bottled Water Association, Alexandri&, Va.

U.S. Bottled Water Market Statistics & FactsPublithed byJan ConwayDec 7, 2018

Global bottled water consumptiowas characterized by a significant growth over the last decade and is
still on the rise. Bottled water is drinking water packaged into plastic or glass bottles. It can further be
categorized as sparkling and still water.

GLOBAL CONSUMPTION OF BOTTLED WATER

Eoibn |

MARKET SHARE OF BOTTLED WATER IN NEW ZEALAND

115.5%

SALES VOLUME GROWTH OF BOTTLED WATER IN
INDONESIA

239%

23 https://www.foodbusinessnews.net/articles/12938ate-of-the-industrybeverages
24 https://www.statista.com/topics/1302/bottledwater-market/
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Important key figures

Brand ard retail facts
Value of U.S. product shipments of bottled waB88bn USD
Sales share of bottled water in U.S. grocery std266%
Sales volume of bottled water in the U.83.7b gal
Sales volume growth of bottled water in the U.B%6
Sales of Dasani bottled still water in the J15088.2m USD
Sales of Nestlé Waters North America's bottled water in the, @339.78m USD
Market share of Dasani's bottled still water in the U986
Sales of Perrier sparkling water hetU.S.277.93m USD
Consumption
Per capita consumption of bottled water in the Y4&2.1 gal
Share of Americans who buy nasend bottled water 26%
Share of Americans who drink water every d28%
Share of Americans who drink mineral water/water while watching the Super, BO%

More Statista

1 The volume of bottled water in the U.S. amounted to about 13.7 billion gallons in2017.

9 The per caja consumption of bottled water amounted to 42.1 gallons in 2017. Bottled water is
drinking water sold in plastic or glass water bottles. It can be carbonated or still. The bottled water
brand Dasani was ranked among tleading bottled still water brands the United States that
year. The United States was also one of the largest consumer markétstied water, based on
per capita consumptiofy.

1 Forthe 52 weeks ending August 12, 2018, private labels of bottled still water in the United States
generated about 2.78 billion U.S. dollars in sales.

91 88 percent of the respondents answered that they drink water every’day.

1 24 percent of respondents indicated that their ideal bottled water would be GM©?2*

U.S.Bottled Water Market
The United Statebas the biggest consumenarket for bottled wateworldwide. The widely consumed

beverage is regulated by the U.S. Food and Drug Administration (FDA). According to the FDA, bottled
water is intended for human consumption and comes sealed in a bottle alasioontainers with no
additional ingredients. Bottled water can be either carbonated or?hot.

Still water has no added carbonation. The Amrbbly beverage is mostly found in larger containers in the
retail aisles, but smaller bottles or containers arsocaavailable. Bottled sparkling water combines
convenient and healthy characteristics for consumers in the United States. These characteristics were

25 https:/www . statista.com/statistics/237832/volumef-bottled-water-in-the-us/

26 https://lwww.statista.com/statistics/183377/percapita-consumptiorof-bottled-water-in-the-us-since1999/
27 https://lwww.statista.com/statistics/679800/frequencgf-water-consunption-usconsumers/

28 https:/ww. statista.com/statistics/659199/maircriteria-or-ideakbottied-water-usby-type/

29 https:/Awww . statista.com/statistics/188312/togbottled-still-water-brandsin-the-united-states/

Confidential Business Plan32|PAGE



@ TREESON

supported by marketers and advertisers trying to set up the image that bottled water is safer than its
cownterpart tap water. Mostly unknown to the public is that some bottled waters also come from
municipal sources. Before it is bottled, it will be treated by distillation, reverse osniiltsatjon, or
ozonation.

Top selling still bottled water brand®mpeing in the U.S. market are Dasani, Aquafina, Nestlé Bitee

and Glaceau Smart Water. Those brands can be easily attributed to the biggest bottled water companies
such as PepsiCo, the CacalaCompanyand Nestlé Waters. Apart from private label protsjdhese

three key players captured all sales in the top five ranking for bottled still water in 2016. The bottled water
brands Dasani and Glaceau are owned\bgntabased Coc&ola.

U.S. PACKAGINGARKET

U.S Flexible Packaging Markwborth $29.64 billon by 2021 ¢ K S  w $JLS2FNdible dPackaging
Market by Material (Plastic Film, Aluminium Foil, Paper, Bioplastic), Type {$taRduches, Retort
Pouches, Gusseted Bags, Others), Printing Technology (Flexography, Rotogravure, Digital, Others),
Application ¢ Analysis and Forecast to 2@2i% estimated to reach $29.64 billion by 2021, growing at a
CAGR of 4.56% from 2016 to 2021.

The U.S. flexible packaging market is projected to grow from USD 23.72 hillion in 2016 to USD 29.64 billion
by 2021, at arestimated CAGR of 4.56%. This growth is due to the increasing demand from varieus end
user industries such as food & beverages, healthcare, cosmetics & toiletries, and others (oil & lubricants,
household products, agricultural products, and sporting goo@igictors such as growing consumer
preferences towards convenient packaging, ease of use, and its lightweight characteristic are driving the
demand for flexible packaging in the U.S. Manufacturers are shifting towards flexible packaging as it
produces lessvaste due to lower consumption of raw materials, requires less storage space, is easy to
transport, and has excellent barrier properties.

Northeast region to play a key role in the market for U.S. flexible packaging

On the basis of region, the U.S. fldgipackaging market is segmented into Midwest, West, Northeast,
Southeast, and Southwest. The Northeast region accounted for the largest share among all regions in
2015. However, Southwest region is projected to grow at the highest rate from 2016 to @R to

the increasing demand for flexible packaging in this region, coupled with the growing food & beverage
and healthcare industry. With increasing disposable incomes, the urbanized population is shifting towards
packaged foods which are healthy andesal herefore, rising income and consumption levels would also
lead to the growth of flexible packaging market in this region.

The key players in the U.S. flexible packaging market are Bemis Company, Inc. (U.S.), Sonoco Products
Company (U.S.), Sealed Bworporation (U.S.), Berry Plastics Group, Inc. (U.S.), and Coveris Holdings S.A.

30 http://www.micromarketmonitor.com/pressrelases/us-flexible packaging.html
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(U.S.). Other players include Ampac Holdings, LLC (U.S.), Tredegar Corporation (U.S.), Printpack, Inc. (U.S.),
American Packaging Corporation (U.S.), and Glenroy, Inc. (U.S.).

Packaging Industry Trends

On a global scale, the packaging industry is an enormous economic gen8tatgtics from the well

recognized Smithers Pica organization indicate the waildO {1 F 3Ay 3 Ay RdzAGNB Q& YI NJ S
trillion by 2020¢ K| 4 Q& dzLJ FNR Y Cogsander t@rid$ sndi iddyistryAtrgndsifor papkeaging
RNAGS (GKA&A FAIFIYGAO INRBSOGK NIXidSed ¢2 dzyRSNERGI YR (K
necessary to examine the top packaging industry trends for 2019.

Packaging is an alincompassing industry term for the technology and design work going into protecting

or enclosing every sort of product destined for storageipping,andsale.Packaginglso takes in the

LINE RdzOG Y I y dzF I O dzNB NXading YitalNda§uiieisy'tBe wlyFtheg Ndikage th€rz NJ £ S
LINP RdzOGa AAIYAFASE GKSANI ONIYyR®d ¢KSe& @GASg LI O 3A
next to producing an excellent product, of course.

Every industry has megatrends. That meansoverbllyéf8Sa Ay GKS YI NJ SdLX F OS GKI
LINE RdzOG LX F OSYSy(d FyR LINBaSyidldAzy o ! GandmérBr F2 NB TN
stores to ecommerce is a definite swing in how every type of product is getting packaged, labeled and
offered for sale. Here are the top packaging trends for 2019.

Transparency and Clean Labels

Presenting product information in a clear and transparent way is another strong packaging industry trend

for 2019. This trend is all about trust and honesty. Intbdada 62 NI R g KSNB O2y adzy SNA |
to information, they can better educate themselves about product choices. At the top of smart
O2yadzYSNEQ AYyUiSNBald tAad INB ¢KIG GKSANI LINRRdAzOG O

G ¢ NI y a LlefétsSty’ @andfactivdrs being completely open and honest about what the products
S2yitAy® 4/ f8Fyé YSIya LINPRAOGE NB Al FS YR R2yQ
packages their product in a way that makes content information cle@nci®, and open, it promotes

GNXzAG Ay (GKS O2YLIyeQa OoNI}YyR yIlIYSo

/I £SFYy YR GNIyaLlkNByid tlro0StAy3a adNepy3Ifte ImewSOda
Mintel study into packaging transparency and clean foods found more than 50 percent obkhs&mers

have an interest ilscanning food packagegth their smartphonego find out exactly what they contain.

t NI 2F GKS OtS8Fy FyR GNIYALI NBYd GNBYR Ay HAMd A:
connects consumers to a landipgge with transparent information about how clean this choice may be.

sl https://www.yorksaw.com/packagingndustry-trends/
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Private Labels and Store Brands Dominating
Bold Colors and Effects
Growth in Flexible Packaging

Ct SEAGES LIO1FIAYI A& | GNBYR KL (Qférit. TeécthngldgigaH I NB I
advancement in flexible packaging materials makes them suitable to far more consumer products today
that were once restricted to rigid and hard materials.

According to theFlexible Packaging Association, the United States accouritsdioo p 0 Af f A2y Ay
entire packaging industryOut of all the packaging material options, flexible packaging materials are the
secondlargest form in existence. Flexible packaging takes in alrigish materials. The most popular

flexible packags are wraps, bagppuchesandenvelopes.

CtSEAGES LI O1F3AAYy KIFIa Ylye FROFYyGdlF3Sa 20SNI NAIAR
open and highly practical to close or reseal. Products in flexible packaging have attractive shelf appeal,
use lessnaterial,and have better shipping characteristics, which is an essential poirtdmenerce.

Part of the reason flexible packaging is such a prominent 2019 trendterialadvancement. For years,

most flexible packaging materials were polyvi@IKt 2 NARS® ¢KAa LX+FadAo o2 d:
decompose, which made it environmentally hostile. Today, most flexible packaging uses materials made

of polyethylene, polyethylenterephthalate,or polypropylene. These higlach plastics are durable when

in use but deteriorate when discarded.

Recycled Packaging Products in Use

The recycled packaging trend has never been so popular. The movement started a generation ago with

the 3R principle: reducaguse,and recycle. Today, theR model creates a circul&rO2 y2 Y& g KSNBE A
a mainstay for how proper product packaging performs. Recycling has now become firmly embedded in

the American psyche.

Recycled packaging is part of the worldwide sustainability movement. For years, the vast majority of
packaging wastéound its way to landfills. Worse yet is the mass of fpenishable plastics currently

floating in the oceans. That mess is no longer acceptable, and most consumers now do their part to
LINE@SYy G Ald ¢KSBQNB OK22aiAy3d NBOeOflrofS LINRPRAzOG LI

Tednology is also improving the packaging material industry. Advancements in plastic and paper
chemistry now allow recycling to be easier and more convenient than ever. Festatal, and local
authorities also promote and encourage packaging recycle pnagirBut the main thing driving the 2019
trend toward recycled packaging products is consumer choice. People avoid purchasing anything
packaged in nomecyclable materials.

Minimalist Packaging of Products
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G Saa Aa Y2NB¢ Aa Iy adRILIND & KO SINGE AdyND2S GANHZSY FAYWE  HOTF N
Minimalist packaging around products is popular for trendy consumers who reject the idea that products
must have excessive wrapping and protection around them.

Minimalistpackaging works well becabs A 1 Q&8 &AYLX S / 2y &adzySNAE | LILINBS OA
6KAOK A& 2yS NBLAa2y oNBgsy LI LISNI NI LAYy I&a | NB a2z |

The minimalist trend also affects product labels. People resist information overload. Wétbeisie print

and too much detail are a turnoff. Packages with simple labels that tell consumers what the product is
FYR ¢KFEGiQa Ay AdG F2N) GKSY IINB G2RlI&Qa GNByRe& Y2@S
at their marketing peril.

Label Pinting Over StickOn Shipping Labels
Packaging for £ommerce Purchases

EO2 YYSNIOS A ay Qisihere to stayMagd will MalyygiRw as consumers get comfortable with
online buying. But specialized packaging specifically-fmnemerce is trendingni2019. Amazon is the
giantofeO2 YYSNODS> YR (GKSNB I NB &42YS -@mnrheicRpatk&tgi 2y a G 2

Amazon is a paelo-order company. Once they receive an order, workers pick and process the items.
Amazon has automated every step beir process, including the physical packaging and digital printing.
That includes some individual items and a multiple order in one shipping box.

LYLFT 2y YAIKEG 065 0 A Icomnedriplayjeii Many ofrfpanies fiadthe2trgid & e S
commerce puchasing effective and profitable.-d®mmerce packaging still reflects the same basic
principles as reaime shopping. Products have to be professionally presented, protected and please
consumer expectations.

Smaller and Greener Packaging

The greemovement has only gained momentum in 2019. Every company that deals with packaged goods
OFyQil A3dy2NB GKS 3AINBSYy g @Sd LGIQA Fff Fo62dzi NBaLR
friendly products. The green scene also involves smaller pexkag

wSRdz0SZ NBdzaS FyR NBOeOfS A& LINIL 2F GKS 3INBSYy O:
consumers are far too aware of their environmental footprint. More people than ever are joining the
ecological fight and doing their part to protedteir share of the world. The packaging industry must
NEO23IyAl S YR NBaLSOl O2yadzySNEQ RSAANB (2 YIAydl
making smaller and greener packages.
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Insight: Five Consumer Packaging Trends Shaking up the Indistry
Smithers Pira provides 5 of the most important consumer packaging market trends in this insight feature.

Make sure you are aware of these packaging industry trends.

Consumers are continually changing the way they view, intesdttt, and discard packagin Whether
you're a manufacturer or a product marketer, you know how important it is to keep up with packaging
market trends and reflect the changing needs of the consumer in your products.

From convenience to traceability, here are five of the most imgarconsumer packaging market trends
you need to know about to maximize the potential of packaging your products in today's market.

1. Sustainability

Consumers are becoming increasingly more aware of global environmental issues and are changing their
buying habits accordingly. These daigs,cool to care', and consumers are actively seeking out semiotic
signs on packaging that manufacturers have a green conscience (but are wary of green washing).
Understanding how commitment to sustainability can be cominated in an engaging way on the
packaging is key to attracting, relating to, and keeping consumers.

Sustainable Packaging: Myth or Reality, an expert white paper by PWC, explains how sustainable practice

has become essential to the perception and idgntif a brand. In line with their ambition to be the 'most
sustainable and desirable sportswear brand', Puma worked with PWC to produce an environmental profit

FYR f2aa F002dzyi> KAIKEAIKAIGAYI | emnp Yhdntoh2y Sygd
of this allows them to build a more sustainable and resilient model for the future, and to communicate

their green achievements to consumers.

It seems that sustainability is no longer an optional -add- it's an essential part of future business
planning for those in the packaging industry. The complete story of a product is becoming a key factor in
purchasing decisionavhere does it come from, how was it made, what are its recycling credentials?

2. Healthy Living
3. Convenience
4. Authenticityand Trust

5. Costeffective Shopping

32 https://www.smitherspira.com/resources/2013/september/fieensumeipackagingindustrytrends
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Water
Bottled Water Market- Global Trends, CompetitivEcenarioand Forecast to 202%

Bottled Water Market

The demand for bottled water has been growing during the last decade, owing to healtivedime:ss
concerns. Beverage companies are improving their packaging due to environmental concerfSol@aoca
has reduced its cap size in bottles that are 24 ounces or smaller in order to reduce the plastic intake by
the company. Théottled water industrywas valued at USD 185 billion in 2015 and is expected to reach
USD 334illion by 2023, growing at an 8.5% CAGR during the forecast perioe2P2B8

Market Dynamics

The bottled water industry is driven by the health concerns regarding drinking watergi@bdifestyles,
preference for vitamin and minerals rich drinking water, and ease of handlingamability of bottled

water are some of the factors driving the market. Bottled water manufacturers are introducing new
products with health benefits and meflavors. It is resulting in several product launches in the bottled
water market. The new products are offering functional benefitg\venienceand better taste which are
preferred by consumers. The growth of PET bottles sector globally has also helfredwidespread
supply of bottled water, through wide network organized markets as well as several grocery and club
stores. These factors are expected to boost the growth of the bottled water market in the near future.

However, there are a few restramtslowing down the pace of the industry, such as the environmental
pollution through plastic bottles. This issue has encouraged the initiation of several stringent government
regulations regarding the use of recyclable packaging solutions and adoptingonestp reduce carbon
footprint of the industry. An instance is the European Parliament and Council Directive 94/62/EC. It
requires the member states to enforce regulations regarding increased use of reusable or recoverable
packaging, volume to reduce tadous substances and materials and reduction of packaging weight in
the packaging, and meet packaging material recovery and recycling targets. Such regulations will hamper
the overall development of the global bottled water market. Lack of awarenessdiegahe health issues
associated with lovcost tap water is also a restraining factor.

The major opportunities identified for the bottled water industry am@ovative productsvith minimum
environmental and health hazards and penetration in developiagkets.

Market Segmentation

The bottled water market can be segmented by product types, distribution channel, and geography. By
product type, the bottled water market is stdegmented into still water, carbonated watdigvored

water, andfunctional water. Still water is the largest ssbgment of bottled water, accounting for more
than 65% of the demand, followed lbgrbonated water Product innovation in terms of flavor and

33 https://www.mordorintelligence.com/industryeports/bottledwater-market
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packaging has triggered the flavored water demand. Accordingstdlaition channel types, this market

can be segmented into hypermarkets, supermarkets, convenience stores, departmental stores, specialty
stores, and online purchases. The segment of still bottled water has dominance in terms of both revenue

and volumey G KS 3JIf26Ftft YIN]JSlie ¢KS asavySyid Aa SELISOGS
overall revenue by 2022. Carbonated is the second largest segment of the bottled water market.
Carbonated bottled water is expected to witness a slight decline in itkehahare in the years to come.

The flavored and functional water segment is expected to witness rapid growth during the forecast period.

Regional Analysis

AsiaPacific is the largest market in terms of revenue and total consumption, accounting for 3%t ma
share. It is also the fastest growing market for bottled water, covering more thathimks of the market
demand, supported by the large population, high demand, untapped market and demography, and rapid
urbanization. As a result, there is businegpansion by almost all the big players in the market. Led by
China and India, AsRacific is expected to register the highest CAGR during the forecast period. Europe
is the second largest market, with 28% market share. Other regions like North Ameuta Aferica,

and Africa have a significant share of the bottled water market. North America is a saturated market with
steady demand and the highest per capita bottled water consumption currently. U.S. bottled water
market has hit an historic high poimt 2015, when volume exceeded 11.7 billion gallons.

Competitive Environment

Thebottled water marketis fragmented due to the presence of a large number of private label brands
and local bottlers. More than 60% of the global market is covered by regiodaitational level players.

The competition is reported to be huge mostly in North America and Europe, where the markets are
saturated with slow growth and steady demand. The growing demand for thirst crunching products,
health and hygienic concerns, mulgpmarket distribution channels, and social acceptance of bottled
water are expected to help the market grow at a good pace. The competition is steadily increasing. The
internal competition in the bottled water market is comparatively high owing to a latgeber of major
providers of bottled water products and increase in the number of small domestic players in the market.
The global bottled water industry is facing external competition from producers & distributors, which are
adopting forward and backwaridtegration strategies to develop their own facilities to produce bottled
water.

The top players in the bottled water market are:

Ajegroup SA

CG Roxane, LLC

CocaCola Company

Fonti Di Vinadio S.P.A.

Groupe Danone

HassiaWaters International GmbH & Co. KG
Nestle Waters

=A =4 =4 4 -4 -4 -4

Confidential Business Plan39|PAGE



@ TREESON

1 PepsiCo, Inc.

Water Bottle Industry Statistics, Trends & Analysis
When you take a look at the water bottle industry in the United States, the contrast this product has when

compared to the trends governing soft drinks is quite striking. Wiateducts are rising rapidly while its
primary competition continues to lose its market share. According to data offered by the Beverage
Marketing Corporation, the 42.1 gallons that consumers drink of water almost matches the 2012 levels of
carbonated sofdrink consumption.

People are changing their attitudes about water bottles today. Although there are still concerns about
plastics in the bottles being recycled, the growing trend of purchasing reusable containers is helping the
market continue to grow. \ith an increase in home and office deliveries to consider as well, consumers
are finding more ways to make water portable, which may lead to societal health benefits in the coming
years.

The sparkling bottled water segment grew by doutligit percentagesor the fourth consecutive year in
2017, with over 5 billion gallons of new product consumed. With revenues soon topping $20 billion, the
water bottle industry is poised to reach new records in the coming years.

Important Water Bottle Industry Statistics

#1. Bottled water is the top beverage product in the United States by volume. Over 13.7 billion gallons
were sold in 2017, which represents a 7% increase from the year before. (Beverage Daily)

#2. The total revenues generated by the water bottle industeyen$18.5 billion, representing an increase

of 8.8%. This occurs at the same time that carbonated soft drinks saw theicd@B#ecutive decline in
sales. (Beverage Daily)

#3. The average person in the United States consumes 42 gallons of bottled wdtgreeaccompared

to the 37.5 gallons of carbonated soft drinks that are also consumed. (Beverage Daily)

#4. All segments of bottled water grew in 2017. Ngparkling water saw an increase of 5.5%, while
domestic sparkling water grew by 27.5%. Even impontater sales grew by 9.2%. (Beverage Daily)

#5. Office and home delivery of bottled water irg8llon and &gallon sizes saw an increase of 1.3% for
2017 from the year before. (Beverage Daily)

#6. 63% of consumers say that bottled water, either sparklingfith, is one of their preferred beverages
when they are thirsty. That ranks higher than coffee at 62% or a carbonated soft drink, diet or regular, at
58%. (Harris Poll)

#7. Several companies which are produced bottled water for sale are using up to 100% rPET for their
containers, while curbside recycling rates in the United States for the product reached 53.9% in 2017.
Even plastic bottles and caps are 100% recyclablayto@Beverage Daily)

#8. Bottled water uses only .011% of all water that is used in the United States each year. (IBWA)

#9. It only takes 0.24 megajoules of energy to produce 1 liter of bottled water for consumers in the United
States. (IBWA)

34 https://Ibrandongaille.com/3ewater-bottle-industrystatisticstrends-analysis/
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#10. Bottledvater takes a 23.9% volume share of the beverage segment in the United States, which makes
it the top product purchased by consumers. Carbonated soft drinks have a 22.3% share of the market.
Then it is coffee (12.5%)eer,and cider (11.5%0, and milk (1p%Beverage Marketing Corporation)

#11. 69.5% of the bottled water that Americans consume each year comes in a PESesirgfettle.

Only 10.6% of the volume share comes from HOD, while 8.7% comes through retail bulk sales. Vending
machines contribute7.3% of the bottled water sales achieved by the industry each year. (Beverage
Marketing Corporation)

#12. China is the global leader for the consumption of bottled water, with over 25.4 billion gallons
consumed in 2017. The growth of their market from feegiin 2012 was 11.8%. The United States is the
only other market to exceed 10 billion gallons of water consumed, and its CAGR during that time was
7.1%. (Beverage Marketing Corporation)

#13. India achieved 10.4% market growth for bottled water consumgigtween 20122017, reaching

5.75 billion gallons of water consumed for the year. (Beverage Marketing Corporation)

#14. The Top 10 consumers for the water bottle industry used a total of 80 billion gallons of water, while
the world total came just under Dbillion gallons for the first time. Total water consumption globally has
increased by 6.4% since 2012. (Beverage Marketing Corporation)

#15. Mexico is the largest per capita consumer of bottled water in the world today, with the average
person drinking 8.2 gallons. Thailand comes in second, with 57.5 per capital. These two leaders are
followed by lItaly (48.2), the United States (42.1), Germany (37.9), and France (36.4). (Beverage Marketing
Corporation)

#16. The global average for bottled water consumpii@r capita is just 13.2, although that rate is about

3 gallons higher than it was in 2012. (Beverage Marketing Corporation)

#17. Only three countries in the Top 20 of bottled water consumption saw a per capita decrease in their
consumption levels: Switdand, Argentina, and Austria. (Beverage Marketing Corporation)

#18. It requires three times the amount of water to produce a plastic bottle than it does to fill it,
contributing to a cost factor that is 1,000 times higher when compared to tap water.t{BaBottle)

#19. Although the average American uses 167 water bottles over the course of a year, they will only
recycle 38 of them. (Ban the Bottle)

#20. It requires 17 million barrels of oil to produce the number of plastic bottles which are used each yea
which could create enough fuel to operate 1 million vehicles for an entire year. (Ban the Bottle)

#21. Bottled water at the average rates that Americans consume it can cost about $350 per year, but if
you drank the same amount in tap water, the totalstevould only be $0.48. That means the average
household could save $3,400 per person by switching from bottled to tap water. (Consumer Reports)
#22. The bottled water industry generates over $100 billion in revenues each year in the United States
alone. (ational Geographic)

#23. Up to 80% of the plastic bottles which do not make it into a recycling program in the United States
will end up in a landfill. They do not break down naturally, which runs the risk of releasing toxic chemicals
when they do starlecomposing. (National Geographic)

#24. Brazil leads the world in total annual renewable water resources, with over 1,975 cubic miles of
product access. Russia comes in second with 1,079 cubic miles, followed by Canada (792), the United
States (736), andhtlonesia (681).
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#25. Kuwait has the fewest annual renewable water resources in the world, with access to just 0.005 cubic
miles of this resource. They are followed by Barbados (0.02), Antigua and Barbuda (0.02), Bahrain (0.02),
and the Central African Raplic (0.07). (Seametrics)

#26. 88% of the fatal cases of malaria, cholera, typhoid, and diarrhea are due to limited water access that
could be solved by stronger distribution networks of bottled water. (Seametrics)

#27. For every $1 that is spent by thater bottle industry on sanitation projects and water access, there

is a $9 return produced. (Seametrics)

#28. Although tap water is cheaper than bottled water, 95% of the water that enters the average home
in the United States will go down the drain. Skewgvaccount for 27% of the total water use in the United
States each year. (Seametrics)

#29. The United Nations estimates that the cost of providing global access to safe water is just $30 billion.
If the United States took that money out of their defensedget, there would still be $580 billion to
spend, which would still be higher than the next 9 countries expenses combined for the same resource.
(Seametrics)

#30. Over 443 million school days are lost each year because of-mgtdted disease issues ththe

water bottle industry could help to solve. (Seametrics)

Water Bottle Industry Trends and Analysis

Water consumption is expected to continue increasing in the United States over the ngeadferiod,

with the average per capita rate topping 50 ga by 2028&; if not before. 94% of Americans say that
drinking bottled water is a healthier choice when compared to a soft drink. 93% say that they would like
to see this product become available in all retail situatidrigere are multiple qualities whiccontribute

G2 GKS 61 GSNJo02G0fS AYRdzZAUNE QA O2yGAYydzZSR | GGNF OGA
convenience, value, and health. This trend will only continue to grow as customers step away from the
idea that buying water that they cddi get from a tap is a waste of funds. Addressing this issue through
filters and reusable bottles has helped to secure strong growth for the indifitii. consumption levels
expected to continue increasing in the U.S. and around the world, the onlytessaasider in this forecast

for the industry is how much growth it will achieve. Although the dowditgt percentages for some
segments will wind down, we expect to see a CAGR of 4% at minimum for the industry as a whole, with
the sparkling segment avegang 7% through 2029.

Cannabisinfusions Open New Opportunitiefr BeverageMakers

In terms of modern society, historians commonly will point to three industrial revolutions that have
greatly advanced society: the steam engine, the age of science and mass production, and the integration
of digital technology. Eachasrevolutionary for the time periods in which they emerged and continue to
impact many aspects of current society. For the consumer packaged goods (CPG) market, the emergence
of a certain category also might cause a revolution in terms of CPG developneamnabis.

Whether it is tobacco, packaged foods, consumer health, beverages, or beauty and personal care, many
market analysts recognize that cannabis is poised to disrupt these consumer markets as the flowering
plant makes inroads in legalization and nsiieam acceptance.
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Ly Ad&a wnmy NBLR2NI GAGE SR al SNB /2YSa /FyylLoAay |-
based Euromonitor International estimates that the legal and illegal global market for cannabis equates
to $150 billion, with thedgal market expected to grow 77 percent of total sales at $166 billion by 2025.

G2AGKAY (GKS ySEGU RSOIFRS:T a2YS$8 T2N¥Y 2F OlyyloAa 6A
functional ingredient in foods, beverages and beauty or as a wellne&sRo Sy KI Yy OSNJ Ay KSI
report states.

Cannabis 101

Although cannabis continues to grab headlines across consumer and business trade media outlets, the
scientific components and definitions go deeper than what is able to fit in antwaoite story packge.

2 KSy a1SR 6KAOK SRAOGES YINR2dZ YIEkOFYyyloAa F2NYE
O2yadzYySNE Ay €83Ft &adlrdisa arAR GSHs aAyidsStoa . SiGK

G¢KS OFyyloAra LIXIyd KIFa (wdNBSjuara), ingica maifuéne)Saady & | §
NHZRSNI f AaX¢é 9dzNRPY2yAG2NR&a NBLRNI adliSad awdzRSNJI €
O2y il Ay OlyylLoAy2ARaI 6KAOK AYGdSNIOG 6A0GK GKS Kdzy

Gh @SN mnn RA T B 8&ME o Wwhickh taghgbidiol (GBB)AdBttahydrocannabinol (THC), a
psychoactive substancettie mostwell Y26y ¢ Al O2y Ay dzsSao

Danny Brager, senior vice president at Nielsen for U.S. Beverage Alcohol Practice, further elaborates on
the cannabis compunds and its various effects.

G/ .5 A& F2dzyR AYy 020K GKS FSNAFE LI NIa odGdKz2asS | o2
is a compound called a cannabinoid that is associated with easing pain and providing relaxation. THC is
also a cannabind, but unlike CBD, it is only found at levels greater than 0.3 percent in marijuana.

G¢l/ A& GKS OFYYylFroAYy2AR LINAYINRt&@ NBalLlRyaiofS 7T2N.
F& | WKAIKQ 2N I Wodd T I Q¢éted.indkicAtBd\ifedtasyhé hafhde@sbrithed ¢ | /|
federal government still considers any product derived from marijuana as a controlled substance and it
NEYlIAya FSRSNItfte AftS3IAlIf g

The legal status of cannabis in the United States remains complicated aamuirstates have legalized
the drug for medical use while a choice number has done so for recreational use, despite its illegal
designation at the federal level.

G/ FyylroAra NBIdzZ FGA2y A& OdZNNByidfe REBUWRIR ANRNRIY!
NEL2NI adliSad aaSRAOFE dzasS Aa 2yteée €S3aFft gAGK |
Recreational use allows cannabis products containing THC to be sold freely through licensed outlets at a
taxable price. The government eithasrtrols the production and sale of the product, or it delegates this

(2 GKS AYRAZAGNE dzy RSNJ AGNAOG fS83Ff IdARSEAYSE 0
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For recreational marijuana sales, Euromonitor details that 10 U.S. states have authorized it while 33 states
allow for medical marijuanatisI S ® G 9 dzNR Y2y AU 2NJ LYGSNY | GA2y Il £ SELIS
cannabis in the U.S. within the next 10 yéas K S NBLI2 NI &Gk GSad aLy GKS N
marijuana is a stronger prospect with some large markets, such as Geri@aaghRepublic,and

ldza N AT Y20Ay3a F2NBINR 6AGK fA0SNFtAT SR aidNuzO

0
X

One of the most significant legal impacts for the cannabis market was tseldmuling of hemyalerived
CBD as part of the 2018 Farm Bill.

G ¢ K NP dz3-Echeduiry of ReéSnplerived CBD, it is no longer federally illegal for manufacturers and

retailers to sell nosingestible forms of hemiR SNA GSR / . 53¢ &l @a wAiOl al GdzNR =X
bAStasSy .S@SNIr3IS 1f02K2t | yR [/ | yy | oajsarubs, ddd Gaindh OS & a
and body care products. Because the FDA has not approved-teriyed CBD as an ingredient in
ingestibles (capsules, drops, edibles, drinks, etc.) these formats are not on the shelves of major chain CPG
retailers, nor are they includeth the product portfolio of larger manufacturers. That said, although
ingestible hempderived CBD products are not approved, there are cases today where some of these
products may be found in smaller niche retailers (e.g., health food stores, vape shdpsammerce

channels, including some that are dirgéotO 2 y & dzY S NJb ¢

What the 2018 Farm Bill ultimately did was escalate the battle that existed with CPGs, the pharmaceutical
AYRAzZZGNE FyYR YIFINAR2dzZ yI odzaAySaasSa AyntanfNddstioyd GKS
treatment solutions, Maturo adds.

Joybird Wellness beverages featuring 8 mg of CBD that is sourced from domestic, organic hemp, the
company says. (Image courtesy of Joybird Wellness)

Despite the descheduling of hemyalerived CBD for neimgestible products, the cannabis market remains
complex.

GwS3dzZA FdA2ya GFNE AAIYATAOLyidte y2G4 2yteée o6& AYyRA
recreational states to include things like traceability, aguity purchasingand use, dispersy locations,

advertising, brandmagery)l YR Yl yeé 20KSNARZ¢ al GdzNB alead a!fazz
all facets of the marijuana ecosystem must be contained within each legal state. There is no legal
AYGSNBGIGS O2YYSNOS T2NJ YIENR2dzZ yI d¢

Because cannabis remains illegal at the federal level and the 2018 Farm Bill only clearedehiert
CBD for nosingestibles, many legal hurdles still need to be overcome for the growing market, experts
note.

Ge¢l/ YR /.5 FTNRBY (i KeStohelfeddraByditegdlland bighly yegulatedRaythie stytelz

f SOSt sAGKAY (K2a$S adardSa GkKIFG €S3rtte LISNYAG IR
licensed dispensaries can sell marijuana, and those facilities cannot sell anpanqueana réated

products, including CRpe products. The decheduling of hemyerived CBD (for neimgestible
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products) has provided opportunity or riskt for CPG manufacturers and retailers that make or sell
products that overlap with the need states that thempRSNA @SR / . 5 LINRPRdzOG& | f a2

Drinkable future

Although the legal standing for consumable forms of cannabis still has more questions than answers, CPG
manufacturers see vast potential for this emerging market, including beverage formulators.

GIFfSRasSiQoa LyaArakda 5FGF tE€FdF2NY G2RIe O20SNR (K
Washington YR / 2f 2N}F R2X¢ DbASfaASyQa . NI3ISNI alead G2 AlK
topped $4 billion last year (vs. $2.5 billion in prioryelaryy R | Y2dzy § SR (2 bPMdH O0Af f A:

Manny Perez, vice president of marketing for Headset, reports that sales for infused beverages in those
markets in 2018 totaled $41 million with a 2 percent basket penetration. Additionally, 80 percent of the
saleswere among the Top 5 brands in each state, averaging $15 an item.

9FNIe& Hnmg alfsSa faz2 IINB aK2gAy3ad LROESYOGALIfd avwm
marketst California, Washingtorilevadaand Colorada this amounts to approximately lepcent of
G201t NBONBFGA2Yylf OlyyloAra alftSazé tSNBIT alreao

Based on Headset data, the overall legal cannabis market is forecasted to be between $4.8 and $6 billion
in 2019 with beverages predicted to account for 1 percent of the market, which would putdgmgesales
range between $48 and $60 million, Perez says.

However, Perez adds that those predictions are a reflection of uncertainty because of Senate Bill 67 in
California. The now amended measure would invalidate the expiration daegforary licenses issued

by the California Department of Food and Agriculture (CDFA) as long as licensees annually submit
applications and fees prior to expiration and under the condition that the licensees remain in the location
and business venture, amaing to an opinion article from the Desert Sun newspaper. Additionally, the
CDFA would have more time under the measure to transition growers from temporary to provisional or
full annual licenses, it adds.

Featuring 10 mg of raw organic cannabis extricirain California Cannabis promotes its positive energy
and thoughts on its label. (Image courtesy of Tesla Nootropics Inc.)

GLY HamdpZ GKS (GKAy3a (GKFG SOSNBR2yS Aa 1SSLAyYy3I |y S
could see a contraimn in the market, versus. If resolved, growth would hopefully continue as it has. This
YI1Sad8 AG RAFFAOMAZ G G2 F2NBOFAG /FEATF2NYAL ©¢

Although beverages account for a small percentage of sales within the legal cannabis market, they still
offer much potential says Beth Bloom, associate director of U.S. Food and Drink Reports for €hicago
based Mintel.
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G2 KSy ¢S |ai{SR O2yadzYSNaE Ay €S3rt adlisSa 6KAOK SR,
Ay O2yadzYAy3ds on LISNDSy itheddukhReading forthat of intérSst MRMndit | A y &
baked goods, chocolate candy, and relrocolate candy. Beyond tea, 32 percent are interested in juice,

29 percent are interested in carbonated soft drinks, 27 percent are interested in coffee, and 21 percent
areAYGSNBAaGSR Ay &aLINJEAYy3I 461 GSNIDE

bAStasSyQa . NIISNI Ifaz y2irSAT dga2SyRa daYSSANENDT SyaidsS N al- Gy’ yA
overlaps with a broad set of more traditional consumer packaged goods categories, including beverages,

both alcoholicad nont f O2 K2t A 0z¢ KS alé&&ad aC2NJ SEI YL &2 2 dzNJ ¢
interested consumers are more likely to drink beer (53 percent) and spirits (50 percent) than wine (37
percent). Only 35 percent of current wine drinkers are interestedegally consuming cannabis for
NEONBFGA2YyFf LldzN1Jl2asSasz @SNRdzAa nm LISNOSyd F2N 0SSN

In its report, Euromonitor details that the beverage alcohol market has some of the stronger ties to
cannabis exploration asajor manufacturers already are investing in the space.

GG £SFrad GKNBS € SFRAY3I O2NLR NILEK SLANSLENNEI ralGd S SHa @
drinks that contain any form of THC currently tend not to contain alcohol, as the effeCkéin alcohol
are still being researched. The industry is already headed in-d liam-alcohol direction and so a future

GKSNBE ¢1 / NBLX FOS&a ! .+ Ay It O02K2ft A0 0SOSNIISa oAl
l'a | NBadzZ G4 aAy (b the heverage2akohol Markdziichdyb@ challénged as

manufacturers experiment with cannabis infusions.

G2 KAES GKS AYLIOG 2F OFlyylroAaa tSAFLEATIFIGARZY Ay L

OFyylroAa dzzaSNAR al & {KSidnkiddd legalzaidaOpdiRingltd adileli éhéllen@e? v & dzY
G2 0SS | RRNBaaSRz¢ &aKS aleao awStlIEFGAZ2Y A& (KS f
alcohol, pitting the two markets as competitors. Dollar sales of alcohol at home were flat in 2048 gyr

only 0.3 percent in 20184.1 percent when adjusted for inflation).

G¢CKAA A& R26y FTNRBY | ody LISNOSyid NBOSyid lyydzt 3
significantly smaller number of consumers use cannabis than drink alcohol, stdf/sajes losses will

require alcohol players to be mindful of the competitive threat. Cannabis is more likely peeling away some
O2yadzYLIiA2y 200l aA2ya FNRY | f02K2f NFXYGKSNI GKFy O2

bAStaSyQa . NI 3ISNJ linfuse@ bewerddesScouldisénte ias ad hltgryative fo deverage
alcohol, but adds that the social element of cannabis consumption extends beyond beverages.

a / -dhd THEnfused beverages provide consumers with another choice in satisfying certain needs that
paralel similar needs also met by alcoholic beverages, particularly those associated with social
SyloftSYSyid FyR SELISNASYOS SykKhyOSYSyidszé KS aleao
alcohol occasion for a cannabis occasion, and choices of the lattaed&) but go beyond just beverage
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cannabis product formats to also include other formats like vapes, concentrates, flowerolisie
tinctures,and edibles.

N

O >
v —

dhy (GKS 2GKSNJ KIFIyRZ OFyyloh
I.

a Oy ¥FIO
GKA&d O2dz R 3IASYSNIGS &az2vYSs RRAGA 2

VAR

Yet, cannabis infusions are not limited to the beverage alcohol space as analysts point to the numerous
non-alcohol beverage categories in iwh cannabis compounds can open up opportunities.

dase & a2 O
3

I.
NI 3S | £ 02

w g
O >

I A
A %)

G. SOSNI 3Sa A yadrsizivfiey, FeasAcdrbodzie8 Beverages and energy drinks are viable
foundational beverages for infusing CBD and THC, so there is an opportunity for manufacturers to
introduce acannabid Y T dza SR 6 SOSNI 3S> gKSNBE 2N gKSy AdGQa € S3l
NAAl&a | yR 2LILR NI dORKR t WONIOBIEING AL Wa/yRdza i NB d €

alyiStQa .t22Y: K26SOSNE y2i84a (KIFG /torondcshglQli SELJ
beverages.

Ghyteée y LISaBhSli bevetade dghReys would be persuaded to choose a drink due to the
AyOfdzarAz2y 2F [/ .53¢ aKS alread al 2¢S4aShalic bévéde A Y LI2 N
market suggests that intereshay grow, especially considering that 38 percent of consumers would be
persuaded to choose a drink with calming/relaxiprgperties,t this is second only to an interest in

KERNI A2y D¢

This could stem from consumers being more aware of the THC compouthifs eginnabis versus CBD.

GhdzNJ NBaSIkNDODK aK2ga Y2NB SRdzOF (A2yw yE&® AINPRMEOSINDG £S
aldaod a{AEGE LISNDODSyidG 2F OFlyylrora dzaSNa &atkeée ¢l / Y
to price. This suggestlat consumers are aware of the role THC plays in the product. A much smaller 32
LISNODSy G are /.5 FY2dzyd Aad AYLRNIOIFIYd Ay GKSANI OK2A (
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Motivating experimentation

As beverage manufacturers look to creaannabignfused beverages, analysts highlight the importance
2F NBO23ayAT Ay3a GKS LINRBRAzOG F GG NRodziSa GKI G aLd NJ

G SFRAY3 NBlFazya F2N) dzaS 2F YIrblkfE gzZRY Y2 @IRY K IV @INR BB Y (
. f 22Y @ddiBgardasods[for using CBBly products include pain relief, improvedeep, and

relaxation, suggesting that while both marijuana/cannabis and-@B¥products have strong therapeutic
associations, CBD has a stronger association with medicinal outdoénes

Yet, the curiosity aspect associated with cannabis and consumer usage actually is lower on the list of
reasons for trying, Bloom adds.

G¢KS fSIFIRAY3I NBlFazya F2N OF yydGANEO2 ¥ N&&Y INB A F 2 Nd 16K
aKS & In&udriosity@r@ éxperience enhancement fall further down the list, suggesting the promotion

of fundamental and functional benefits may have a stronger draw than recreation. While this may be
impacted by consumer willingness (@nwillingnes$ to admit they turn to a product purely for a good

GAYSET Al adaA3Sada GKIaG €SFRAY3I gAGK NBONBIFGAZ2YL

For marijuana and hemRSNA @SR /.5 0S@SNIr3ISaz bAStasSyQa . NI 3IS
vary based upon the tim of CBD or THC in the product.

Even though consumer interest in cannainiised beverages is increasing, experts note some
formulation challenges need to be addressed.

Ga2ad 0SOSNI 3ISa I NB OSNB oOAGGSNEE & kbasad Bewdgey { dzR|

al N] SGAy3 /2NLRNGA2yd a1 26SOSNE | O0NBI ] 0KNRdIdzZAK R
Technology) addresses both the onset and offset as vgeflaaor profile which will open up cannabis
0S@PSNI3ISa G2 I ONRBFR FdzZRASYOS (GKIF{G g2dzf R tA]1St& N

bAStasSyQa al Gdz2N2 | f&a2 NBO23yAl S&a i Knfused bedetades, A Y LI A (
but higHights that it depends on the beverage category and the target demographic when deciding how
to tackle this challenge.

G¢KAA RSLISYRA dzARYy KSGKSNI GKS 06S@SNI3IS Aa |y |If
terpenes are in alignment with the ppy taste profile of beer)orandnf O2 K2t A0 06 S@PSNIF IS¢
is likely that high sugar concentrations in ralcoholic beverages to mask the cannabis flavor profile will

continue to dominate juices, carbonatdeveragesand fruit drinks. Consumesrof functional beverages

may be a bit more forgiving in cannabis taste profile of the beverage if the messaging around the
Fdzy OlA2ylf LlzN1J2aS NBaz2ylGdSa gAGK GKSY®E

As beveragenakers address the various challenges of the emerging cannabis market, anatgstisat
many already have exhibited their investments in cannabis infusions.
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G. N} YyRa 60A3 FYyR aYrfto LIWBESRAYA DRRPBRYROWAJVRSIREA
.ft22Y aread a. SSNI YI | S Ninfusedspaykiigiwhtér, HFilHdpg, @ C&ilermia O yy
dispensaries in mi@018. Alcohol conglomerates, including Constellation and Molson Coors, have teamed

up with cannabis companies to explore market options. The introduction of canrelated elements,

such as flavoprofiles and norpsychoactive ingredients, can help brands (and consumers) get close to

the ontrend action, without taking a leap into the deep end.

GLY HAMTE [ 3dzyABRAGNBYSHAABNAXNA GADYAGERSSEYy Ay [ ¢
beer brewed with terpenes, SuperCritical contained no THC. Similarly, New Belgium Brewing released The
Hemperor HPA, a yeaound beer that blends hemp with hops. The beer contains no THC or CBD, but
FSIGdzNBa | FElF@2NI LINPFAES GKIFIG SYLKIF&aAi Sa (KS KSY
Going forward, analysts expect that the beverage market will be a popular partner for cannabis
ingredients.

G¢KAA aS3AYSyld oAttt tA1Ste O2yidAydzS G2 INBg> +Fa o6S
consumer, and beverage companies have protheir aptitude for innovation and adaptability over the
8SINAZ¢ bAStaSyQa al GdzZN2 ale&aod

Cannabisnfused beverages will see growth through 2022
Beveragemakers already developing CBBnd TH@nfused products®

In an October 2018 Business Insider featiirda G £ SR a ¢ KS Y I-iNisesl ibevaragyddicodld NRA 2 dzl
explode to $600 million in the next four yearghe business news outlet highlights the potential for this

market. Citing a note from Canaccord Genuity, the article says that the financial finedisting that

cannabidiol (CBD) beverages will become a $260 million market by 2022 and that tetrahydrocannabinol
(THC) beverages will become a $340 million market by #022.

Market Opportunity/Cannabis & CBD Market

CANNABIS MARKET (U.S.) CANNABIS MARKET (GLOBAL) CBD MARKET (U.S.)
Total for 33 states where medical or recreational use is legal $2° B‘~’
$23.4B $32.0B'
$11.0B $12.9B $6.0B
2018 2022 2018 2022 2018 2022
37

5 https://www.bevindustry.com/articles/9192@annabisinfusedbeverageswill-seegrowth-through-2022?v=preview

6 https://www.bevindustry.com/articles/9192@8annabisinfusedbeverageswill-seegrowth-through-2022?v=preview
7 Arcview Market Research, BDS Analytics 2 Brightfield Group

w W W
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U.S. MOBILE ARRARKET
10 years ofgrowth of Mobile App Market*

Mobile applications have been a part of smartphones for over a decade. Mobile App Market is the fastest
growing segment in the mobile industry. There were a few app developers who were aware of the
potential opportunity that @p development had in the mobile industry. However, now the scenario has
totally changed. With the evegrowing popularity of mobile apps, various OS providers and device
vendors have even launched their own application stofid® growing advent of mobildevices, along

with apps is perhaps the biggest technical phenomena in the recent times. Smartphone with featured
apps has now become the remote control for our lives and can dasilgt our small business

Evolution of smartphones: Over the last decade

Now, It is kind of impossible to imagine our life without smartphones. Many software and hardware
companies have worked off over the decade to narrow down all the features in small devices. The
wondrous journey of smartphone evolution has been from the BllackBerry to the current behemoth

(iPhone X)The smartphone makers try to make the phone as small as possible while having the biggest
display of that size. From the flat small display to the curved big screens is the long road, mobile phones
havecam& GSNJ G KS flad GSy @SIFINB® ¢KA& GNBYR AayQd ai
innovation.

Growth of Mobile App Market: An overview
The app industry has seen an immense growth in the past ten years and even has no end in sightgFollow
figures itself says how btbis industry is
9 Ly GKS @SFENJHAMHI Y20AfS | LIIQ& FAYFYOAlLt adld
year 2016.
f Various researcher even predict thaobile app economy will touch $188.9®rldwide by the
year 20D

In-app ads, purchases, and other monetization models have come up immensely with the app market.
According to aForbes report a huge rise is seen in the usage of monetization models by the app
developers. Last year, In 2017, 49% of the dppelopers went for irapp advertising (for nogaming

apps) and 79 % chosenapp purchases of items for gaming apps.

This growth is mainly due to a high potential of mobile applications which is acquired in various steps.
[ SGQa aSS K2 ¢ managedid giab dutialiigh Klac@isthe current economy in a short span
of time.

38 https://www.knowband.com/blog/mobileapp/growth-of-mobile-app-market/
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1. Growth of smartphone users:

With the rise of the affordable smartphone, reduced dgmaces,and short replacement cycles, the
smartphone industry has seen rapid adoptitor the past few years. The following report depicts how
smartphone users have grown from 1.57B in 2014 to 2.53B in 2018 and it is expected that this data will
cross the mark of 3 billion by the year 2021.

It is obvious that this graph is showing a cootius increment. Everyone nowadays wants to have a
smartphone for them. Also, the one which comes up with latest market technologies and trends are being
preferred more.

2. Growth of Android and iOS platforms:

Android and iOS are two giant app platformsievhbuild their high place in the past few years. When it
comes to the mobile operating system, these two players have got no replacement. In the battle between
them, both offer similar kind of features apart from one major difference of being an OpeClased
source.

AspeD | NJi y S NiRthe yaaii 27F6Eno one can deny that Android and iOS are ruling the business:
f Android has the biggest market share by being sold 87.8% of total business, whereas iOS also
grabbed 11.5% on their side.
1 Rest other plabrms showed feeble presence in the market with 1% or 2%.

Table 2. Worldwide Smartphone Sales to End Users by Operating System In 3Q16 (Thousands of Units)

Operating System 3Q16 3Q16 Market Q15 3Q15 Market]

‘ Share (%) Share (%)
Units Units

! 4

Androia 327,674.0 37.8 300,133 2

i

JOS 1 '

} 484 4 0.4 744 7

BlackB 77 77

;i hers 7 1

Total 373,2025 100.0 354,180.2 100.0

’e -
Source artner (M mber 20

lfaz2s gAGK O2yailyd INRgGKET ! yRNRPAR YR Ah{ KI@$

Windows phone has lately seen a big setback in the year 2014 when their sale rate falls2&®Ja. It
clearly shows the challenge of existence before Microsoft in the mobile app market.
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PLILX SQa ! {d2NB FyR D223tSQa tfle {G2NB KI @S
at a place in mobile app market, that it seems imposdifl@ny other competitor to catch up with them.

The major reason behind their success is having a variety of applications and developers. Forbes shared a
report illustrating the growth scope of app developetg the Worldwide Developer Conference, Apple
talked about 1.25 million apps in the App Store and it paid $5 billion to developers last year. The average
mobile app developer revenue is shown in the table below:

Number of developers (in thousands)

Coogle Apple Microsoft
.
Average revenue per app

Average revenue per developer

L

This data shows that why developers focus on making an app for every simple task yribhwakes our
life easy but also provides them with a huge momesgking option.

3. Growth in mobile app usage:
Mobile has now overpowered the position of the desktop by making it secondary touch point for the
digital users. With the increase in the numhardigital users, the mobile apps now grab 65% share of
digital media time. If we categorize the digital time on the basis of usage, these results follows:

1. Musicc 79%

Gameg; 15%
News¢ 14%
The percentage of mobile apps that were only used once shrunk to 20% in 2015 after improving from 22%
in 2014. The percentage of app usage increased by 39% in 2016. Mobile devices entice us to spend a
maximum of our timeon them and we seem to be doing so. The smartphone is ascendant, and every
section of our societprefersthem to keep everything at their fingertips.
The new 201&lobal Digital Suite of reportsveals the following data related to increased internet and
smartphone usage:

' The number of internet users worldwide in 201&i821billion, up7 percent yeafron-year.

2. Health and fitnesg 51%
3. Social networking 49%
4. Travelg 28%

5. Entertainmentc 22%

6. Sportsg 16%

7.

8.
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1 The number of social media users worldwide in 2018196billion, up 13 percent year-on-year.
1 The number of mobile phone users in 2018.iE35billion, up4 percent yeafon-year.

A INIO ACTIVE W
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09 l+021 196 513 2908

5% 03% 42% 68% 39%
More time spent on mobile applications is directly proportional to their development rate. Such high data

of time spent on mobile apps shows that therenis end to mobile app usage in the upcoming years. It
will only see the rise.

4. Growth in mobile app downloads:

Worldwide smartphone users downloaded 60% more apps in 2017 as compared in 2015. Simplifying this
data means that nearly two apps were downloddevery month per human being on the planet. Lately,

in September 2016, India has also seen a rapid growth in app download with unlimited 4G access by
Reliance Jidsartner shared aeport on how mobile app downloads have increased in the past years and
this data is gradually increasing:

This data is of worldwide mobile app downloads and the graph is just getting higher and higher. By the
end of this year hopefully, it would crogse mark of 300 billion.

Current technology trends and their future scope:
. 10T (Internet Of Things)

. AR and VR development

. Blockchain development

. Cloud base app development

. Accelerated mobile pages

. Artificial Intelligence and Chatbots:

. Locatiorbased apps will hold the gears

. Enhanced Security Constraints

. Mobile Wallets

© 0O ~NO Ol WDN PP
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The future of Mobile Apps in a nushell

With millions of mobile apps listed in at the various app stores, people might say that the industry is

aF GdzN> GSR® 1 26SOSNE AF @2dz G118 I Of dead@B mamit@® 2 1 | @
grow. The gross revenue of mobile apps worldwide in the year 2015 was 96.7 billion US dollar. This figure
showed a skyrocket increment in the following year and reached an amount of 88.3 billion US dollar. If
you think that this is the limjtthen, watch out for the future predictions. As per Statista, this figure is
expected to reach 188.9 billion US dollar.

Mobile apps have also the reason behigwth in ECommerce industryUsers can engage through
mobile apps, which makes the communiocateasy and develops a bond of trust and loyalty. Mobile apps
are easily accessible and contain all the required info required while product purchase.

Mobile App Download and Usage Statistics (2019)
With over2.7 billion smartphone useis ONR aa G KS ¢2NI RX A0GQa y2 &adzNLINR &

thriving. App usage and smartphone penetration are still growing at a steady rate, without any signs of
slowing down in the foreseeable future.

Now factor in thel.35 billion tablet usersvorldwide, which is a number that has doubled over the past
Six years.

Key Mobile App Statistics

Mobile apps are expected to genera&89 billionin revenue by 2020.

The Apple App Store has 2.2 million apps available for download.

There are 2.8 million@ps available for download on the Google Play Store.
21% of Millennial®pen an app 50+ times per day.

49% of people open an app 11+ times each day.

57% of albligital media usageomes from mobile apps.

The average smartphone owner uss#sapps each mohnt

=A =4 =4 4 4 -4 4

Mobile App Usage

b2¢g GKIG &2d2Q@S aSSy K2g dzaSNAR | ONRPadaa (GKS @g2NI R F
using mobile appsTheaverage smartphone usepends 2 hours and 15 minutes each day using apps.
Research shows that there are betweed &nd 90 apps installed on the average smartphdid. with

GKIFIG aFARIZ LIS2LX S | NBy Qi dza A yhibw indnyf ap@dopléréayause. | LILJA ®

39 https://buildfire.com/appstatistics/
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App Users Spend 77% of Their Time on Their Top 3 Apps
erce fiv } SO e & ) 23 i 1 10 a0

40%

Average # of apps
USEC , per month

969

|

18%
109%
£
a% 2 . =% 4w
B e s e
! 2 3 4 - 0 ’ o ]

10 1+

Individuals' top ranked apps by usage

The majority of mobile time is spent using three agpgen though the average persares 25 apps per
month, 96% of that time is split between just ten app$% of app users churn within the first 90 days of
downloading an appGive users a reason to keep coming back and using your app down the road.

Most Essential Apps 1834 Year-Olds Sald They 'Can’t Go Without'
Bowrte comBiars Custam Burvey U S Age 18+ 201 Wawe

amazon |
M oot ) - a
facebook )
e ——
You D) T
Z¥ coogle wape NN
G cooge searcn [IEIEY
& rovte Aop seoro Y
& whatsapp KT
(@) fnstagram LY

P

If you look at this list, it makegsse. All of the top apps are used for different purposes and could be used
on a daily basis.
f  Amazon for purchases
Gmail for email communication
Facebook for social media
YouTube for video content
Maps for navigation

=A =4 =4 =
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Interesting Mobile App MarketStatistics for 2019°
Mobile App Market Statistics

91 Inthe third quarter of 2018, the total number of mobile applications in the App Store and Google
Play reached 4.1 billion. The competition is getting frantic, but the market continues to grow
(Statista.con).

2 500 000

2 100 000

2 000 000

2 000 000

1 500 000

Number of apps

1 000 000

669 000

500 000 450 000

234 500

Google Play Apple App Store Windows Store* Amazon Appstore  BlackBerry World*

1 The number of downloads is increasing as well, largely due to the growing Asian markets and
markets in other developing countries (App Annie).

1 About 48% of mobile apps take 4 to 6 months of development time (MobileAppDaily).

1 Itis expected that thedtal amount of payments made using mobile devices will reach $503 billion
by 2020 BI Intelligencg

1 Approximately 4 out of 5 Americans currently shop online. At the same time, more than half of
them pay for purchases using their smartphoRe\interne).

9 During 2019, the number of users who use mobile payments to pay for purchases in US stores will
NBII OK mMpn YAffA2y LIS2LX Sd ¢KA&A Aa Y2NB (Kly
Payments World).

1 By 2020, customers will use mobile wallets more oftiean bank cards to pay for merchandise
and servicesWorldPay.

“0 https://lvivity.com/mobileapp-statisticsfor-2019
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Mobile App Usage Statistics

1 More than 1.2 billion people in the world access the Internet from their smartphones. This
number has increased over the past 6 years by 42%. To comp#wekialmost 45 years for
landline phones to reach the same distribution ratéopify.com.

1 In 2019, 1/6 of the total media content consumed by users will consist of online videos viewed on
mobile device screens (App Annie).

1 61% of mobile users claim thatay often make purchases on mobile websites and on apps that
personalize data according to their location and preferences, say, based on browsing or shopping
history (Thinkwithgooglé.

1 Under these circumstances, the main conclusion to make is that itiggatifor any business to
take advantage of mobile market to ensure growth and expansion.

U.S. BIO FUBMARKET
Biofuels Market SizeVill Reach USD 218.7 Billion by 2022, Globally: Zion Market Reseéarch

According to the report, global biofuel market wadued at USD 168 billion in 2016, is expected to reach
USD 218.7 billion in 2022 and is anticipated to grow at a CAGR of 4.5% between 2017 and 2022.

Biofuel is an economically important and versatile vegetable oil used as a raw material for both food and
nonfood products. Biofuel is most widely used vegetable oil in the world and is found in supermarkets
ranging from sweets, baked goods, margarinegats, washing powders, and cosmetics. Biofuel is also
used as a firsgeneration fuel. It is also used in preventing vitamin A deficiency, cancer, brain disease,
aging; and treating malaria, high blood pressure, high cholesterol, and cyanide poisonindpidfiosls

are produced in Asia, Africa, and South America because the trees require warm tempesiatight,

and plenty of rain in order to maximize crop production.

Factors such as improving economic conditions, rising living standards, and chaatjng habits in
emerging countries, and growing demand for vegetable oil as a feedstock for biodiesel production are
driving the biofuels market growth. Furthermore, stringent regulations on tfahgoods in U.S. and
Europe are resulting in a rapid ghii consumption of soybeans oil to biofuels. Additionally, low price of
biofuels than other vegetable oils is expected to boost the market growth within the forecast period.
Moreover, increasing market penetration by major producing countries such ardsidg Malaysia, and
Thailand may open up a new opportunity in the biofuels market in the forecast period.

Biofuels market derivative segment includes crude palm oil, palm kernel oil, palm kernel cake, and others.
The crude oil segment was a leading segtrenong the other biofuels derivative in the glotdfuels
market sizan 2015 owing to growing applications such as edible oil, surfactants, cosmetics, biofuel, and
lubricants On the basis of application biofuels market is divided into edible oilmetss, biediesel,

41 https://www.globenewswire.com/newselease/2018/01/09/1285912/0/en/BiofuelMarket-SizeWill-ReachUSDB218-7-Billionby-2022
GloballyZionMarket-Research.html
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lubricants,surfactantsand other applications. Edible oil segment is expected to witness strong growth in
upcoming years owing health concerns regarding tf@at€onsumption.

North America is anticipated to account for the leadihgre of the revenue pie throughout the forecast
horizon. The rising awareness regarding the advantages of biofuels over conventional fuels, regulatory &
political support and agricultural and economic support along with policies pertaining to environment
conservation along with the increasing environmental concerns among the populace are contributing to
the growth of the region. North America will be closely trailed by Europe, whose development will be
governed by similar factors.

Key players in Biofuels mkeet are Copersucar S.A DSM, Green Plains Inc., Aemetis Inc, Western Dubuque
Biodiesel Llc, Solazyme Inc, Renewable Energy Group, Raizen Energia Participacoes S.A, BlueFire
Renewables, Aventine Renewable Energy Holdings, Inc. (AVRW), and Australian ReRaelabltd.

among others.

EIA expects stable U.S. biofuels production, consumpti&rirade through 2020*

LI.5. monthly biofuel production (2010-2020) U.S. monthly biofuel net trade (2010-2020)
million barrels per day forecast million barrels per day forecast
1.2 0.20
“
10 wdy O T :
net imports
08 fuel ethanol 0.10
' 0.05
*
06 0.00 )
04 -0.05 I
_ | 0.10 AL
GD I T 1 T L) T L) T L) T T _DED
20 22 24 26 218 2020 = 210 2012 214 216 2018 2020
Cla 43

In its February 201$hortTerm Energy OutloalSTEO), EIA forecasts that several recent trends in U.S.
biofuels markets will continue through 2020. In the STEO, production of fuel ethanol and net imports of
biomassbased diesel stay unchanged, while net exports of fuel ethanol decline modestly.aFeder
mandates and state programs continue to support biofuel consumption thr@0g0;however, biofuels
remain a relatively small share of total U.S. liquid transportation fuels supply.

42 https://www.eia.gov/todayinenergy/detail.php?id=3853®larch 1, 2019
43 source: U.S. Energy Information Administration, Shiertn Energy Outlook, February 2019
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The most common biofuels consumed both domestically and globallyiaerethanol and biomassased
diesel. Fuel ethanol is primarily blended with motor gasoline blendstock in the United States to produce
10% ethanol blended motor gasoline, or E10. Biontas®d diesel, which collectively refers to biodiesel
and renewable disel, is typically mixed with ultdaw sulfur distillate fuel at varying percentages.

EIA expects that U.S. fuel ethanol production will remain near current levels, decreasing slightly in 2019
to 1.04 million b/d and increasing to 1.05 million b/d in Q0Buel ethanol production is largely dependent

on domestic motor gasoline consumption, which has been relatively stable in recent years, as fuel
economy improvements have largely offset increases in population and vehicle miles traveled.

U.S. ethanol expts have accounted for an increasing share of production since 2013 and have
contributed to market growth. EIA forecasts net ethanol exports, which reached nearly 110,000 b/d in
2018, will fall to an average of 90,000 b/d in 2019 and 2020, driven prinigrithe expectation that
record levels of ethanol exports to Brazil in early 2@4I8not persist.

Biomasshased diesel productianexcluding renewable dieselwas about 120,000 b/d in 2018 and
grows to 160,000 b/d in 2020. Total biomdsssed diesel consaption will increase from an estimated
134,000 b/d in 2018 to 174,000 b/d in 2020. Growth in domestic production will continue to be supported
by antidumping and countervailing dutiggaced on biodiesel imports from Argentina and Indonesia that
went into effect in 2017. Current import restrictions on these countries will contribute to flat biomass
based diesel net imports through 2020, with U.S. biorzssed diesel net imports about 70% lower than
the 2016 peak.

Biofuels account for a relatively smallash of total transportation fuels, with consumption supported
over time by the federal Renewable Fuel Standard as well as-lstagk biofuel programs. U.S.
consumption of motor gasoline was 9.31 million b/d in 2018, and EIA expects that it will incyeless b
than 1% annually to 9.36 million b/d by 2020.

Of the motor gasoline demand in 2020, domestic ethanol consumption will contribute about 950,000 b/d,
corresponding to a nationdével blend rate estimate of 10.2%. Limited demand and ongoing regulator
and infrastructure hurdles for ethanol blends higher than E10 (e.g., E15, E85) angbtameerpetroleum
blendstocks restrict higher domestic ethanol consumption rates.
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U.5. motor gascline and diesel consumption (2000-2020) =
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U.S. diesel fuel consumption, which includes biorimssed diesel, is expected increase from 3.8
million b/d to 3.9 million b/d between 2018 and 2020 in the STEO. The share of bibasess$ diesel in

diesel fuel increases from 3.6% in 2018 to 4.5% in 2020. Demand for renewable diesel, which includes
standalone production facilitie as well as petroleum refiners that-poocess renewable feedstocks in
downstream units such as hydrotreaters, is expected to grow in 2020.

The World's Ocean& Plastic
The World's Oceans Are Infested With Plastic

How often does the same old sad stoepeat itself? You set out for a nice walk along a seemingly pristine
beach but once you're out on the sand, it's clogged with plastic bottles and other garbage. A grim report
estimates that there are over 5.25 trillion pieces of plastic weighing ovel0260pns floating on the
world's oceans. All of that pollution has had a serious impact on the environment with evidence even
suggesting that marine organisms as far as 10km beneath the surface have ingested plastic fragments.

The infographic below shovibe distribution of plastic pollution across the world's oceans. The North
Pacific has the highest level of contamination with nearly 2 trillion pieces of plastic while the Indian Ocean
comes second with 1.3 trillion. According to a recent Greenpeace tigherworld's top6 companies sell
plastic bottlesweighing over 2 million tons every yeathat's the same weight as 10,000 blue whales.
Even though all plastic bottles can be recycled, unfortunately a huge number of them still end up in the
ocean anddndfill rather thanthe recycling plant.

44 Source: U.S. Energy Information Administration, Shertn Energy Outlook, February 2019
S https://www.statista.com/chart/86 16/theworlds-oceansare-infestedwith-plastic/
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The World's Oceans Are Infested With Plastic

il 3

@ cCount (trillion) B weight (tons)

1.990 964.0 @ 564.7

North Atlantic ‘ -

North PaC!fiC 0-247 231 '5
Mediterranean Sea

on

’ 0.491 210.2 . . k Indian Ocean

South Pacific 0.297 127.8
South Atlantic

Total count Total weight
5.25 trillion 268,940 tons

S ACAC N statista %

Plastic Can Take 500 Years To-Begrade In The Ocedh
In 2018the European Parliament overwhelmingly backed a sweeping ban on a range olsiaglastics

in an effort to curbmaritime pollution The proposed directive will ban items such as plastic straws,
cutlery, plates,and cotton swabs by 2021 and ensure tl8& percent of plastic bottles are recycled by
2025. MEPs backed the legislation by 571 votes to 53.

According tathe European Parliamenthe products that will be banned account for over 70 percent of
maritime litter. MEPs also agreed that measures néede taken to reduce pollution from tobacco
products, particularly cigarette filters that contain plastic. They are the second most littered-ssgle
plastic item and one butt can pollute between 500 and 1,000 liters of water, taking up to a decadde to b
degrade. Under the directive, waste from cigarette filters containing plastic will have to be reduced by 50
percent by 2025 and 80 percent by 2030.

The following infographic uses data fra"®AA and Woods Hole Sea Grianshow just how long it takes
for a range obther plastic itemgo bio-degrade in a marine environment. Governments have been highly
active banning plastic grocery bags and they can take twice as long as cigarette buttslémyraide.

46 https://www.statista.com/chart/15905/theestimatednumberof-yearsfor-selecteditemsto-bio-degrade/
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Other items are far worse, however, with plastiozbeage holders, plastiaottles,and disposable diapers
all taking 400 years or longer to finally break up and disappear.

Plastic Can Take 500 Years To Bio-Degrade In The Ocean

Estimated number of years for selected items to bio-degrade in a marine environment’

Cigarette Butt ' '10

Plastic Grocery Bag "{_"\ . 20

emm
Styrofoam Cup

Aluminium Cans

Plastic Beverage Holder
Disposable Diaper
Plastic Bottle

Fishing Line

* Exact time varies by product type

O®O

@statistaCharts  Sources:

PepsiCdAnnounces Waste Diversioh
As a part of the 2025 initiative, the company aims to design 100 percent of their packaging to be

recyclable,compostable,or biodegradable. The packaging initiative began execution when the 2016
sustainability report came out. In 2017, 85 percent of PegsiQa ¢ 2 NI RgA RS LJ Ol 3IAy 3
Aulisi said.

¢KS NBLR2NI faz2z RAaOdzaaSR LINPINKaa G26FNR GKS 0O2Y
already piloting planbased, bioplastic bags in three locations across the globe, includinglGtigeand

KSNB Ay (GKS ! ®{ dx¢ 1 dzf AAA alAR® a¢KSasS ol 3a | NB LI
in industrial composting facilities.

4 https://www.bevindustry.com/articles/9129pepsiceannouncesvaste-diversion2017-packagingresults

Confidential Business Plan62|PAGE



@ TREESON

Hemp

Hemp has been making headlines for its impact on several mature margdtem food and textiles, to
building construction and nutraceuticals. Hemgeiergingas a potentiacommodity ripeto not only
influence but possiblyevolutionize major economic sectoraround the world#

The United States is currently the largest importer of hemp goodsthe world. The hemp market
generated over $820 million in sales in the U.S. in 2017, up from $680 million in 2016eapedted to
swell to $1.9 billion by 2022 Just under 10,000 acres of hemp were cultivated in the U.S. under
agricultural pilot and dter programs in 2016, and that number more than doubled to just under 26,000
acres in 2017. Using available data for 20t Hemp Industries Associatigrestimates there are
upwards of 1,200 licensed U.S. hemp farmers operating on over 40,000 aatexy with hundreds of
processors across the natiofihe new Farm Bill opens the floodgates to domestic production, economic
stimulus, job creation, and opportunities for international trad#.

The globaindustrial hemp marketsize is expected to reacdSD $1® billion by 2025 according to a
new report by Grand View Research, Inc. and the market is anticipated to expand at a CAGR ¥f 14.0%.

Hemp is a fast growinghigh margin business growing at a 22% CAGR currently valued at over $688
million, and estimatedo grow to$1.8 billionby 2020 in the USA.

I 20 2F 6KFG KFLIWISya Ay (GKS KSYL) AYRdAZAGNE At |
open market. People are trying to work as fast as possible to meet that high dethand.

Ways Hemp Plastic Couldhange the Worlg

Did you know that it takes betwees00-1,000 yeardor plastic to degradePlastic pollution is destroying

our planet by the minute. In fact, so much plastic is thrown away each year it ciocliel the earth four
times. And these numberare on the riseln the United States alone, Americans throw av@&ybillion
plastic water bottlesevery year. This plastic ends up in the land and the sea, devastating natural
ecosystems. Worse yet, this same plastic polluéad up in our bodiesL GeStignated that93 percent of
Americansover the age of six test positive for BPA, a chemical in plastic linked to cancer, diabetes,
impaired immunity, and much mor€learly, plastic pollution is an environmental and health hazard. But
what if hempcould help?The basic building blocks of plastic are cellulose. Curremtiloseis primarily
obtained from petroleum. However, petroleutvased plastics are harmful to human health. Not to
mention destructive to the environmenHemp on the other handhappens to be an excellent source of
cellulose and is sustainable.

48 The Global State of HEMR019 Industry OutlookHemp Business Journal

49 https://www.thehia.org/HIAhemppressreleases/6968011
50 https://www.prnewswire.con/newsreleases/brighffuture-for-cbd-and-hempindustryas-demandcontinuesto-grow-822086414.html

Sihttps:/f WWW.prn ire.com/n | [futurefarm-closeson-120-acrelicensedindustriathempfarm-projectsover-10milliorrin-revenue660746053.html

52 https://www.telegram.com/news/20190330/fasgrowing-hempindustryseenas-22b-us-operatiortin-nextthree-years

53 https://www.greenflower.com/articles/448/wayshemp-plasticcouldchangethe-world
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Here are 7 ways how hemp plastic could change our planet.
. Hemp plastic is completely biodegradable

. Hemp plastic is netoxic

. Hemp plastic could help save endangered wildlife

. Hemp plastic is extraordinarily versatile

. Hemp plastic decreases environmental pollutants

. Hemp plastic is stronger than petroletvased plastics

. Hemp plastic is a renewable resource

N o o~ WODN R

M&A Transactions

TRANSACTIONS

e 3 A
COCA COLA GOOGLE AMCOR PEPSICO LITHIUM
! PURCHASED { PURCHASED PURCHASED { PURCHASED 90% { PURCHASED '
VITAMIN WATER NEST LABS, INC. i ALCAN PACK SOBE KLOUT '
FOR FOR FOR FOR FOR '
$4.1 BILLION $3.2 BILLION $1.9 BILLION $370 MILLION $200 MILLION

Target Market

The target market isgeared towardsconsumers and companies who care about the plawesdrld
renowned companies want to partner, publications have and continue to produce publications on our
business.

EceConscious Consumer

Awareness around thenvironment and sustainability has gained momentum over the last few years
influencing consumer behavior. The issue of plastic waste, for example, has become well documented and
AKI NBR FONRaa az20Alft YSRAFXZ FyR (K&NE®Gsug BoBiSyYy |y
{ 1 #FasdsOnPlastio the #BeatPlasticPollutiomovement for World Environment Day.

About half of the digital consumers we interviewed in the UK and U.S. said they consider the environment
when they make a purchase decision.

When weask these consumers why they would buy-fdendly products over their current product when

F LILX AOFof Sy AGQa &adzaidlAylroAftAiide YR GKS Sy@aANRYYS
friendly brand choices because they care about the futfrthe planet, or because they think we should

be respectful of the other living creatures in our environment.
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There are other notable motivations, though.

6 in 10 believe ecdriendly products are likely to be better for their health, while about 40%klihey
are better quality.

Social factors beyond just social class or education level are also important in the dewa&iog process

for buying new products. A fair share also want to be a positive role model for friends or family, perhaps
showing thaisome consumers buy eddendly because of the image and social status associated by doing
so; it allows them to obtain group influence and be respected by their peers.

We see some interesting differences here by age. The results indicate that custohastidreamongst

older age groups are more likely to think eftiendly products are good for their health, while younger
groups are more likely to associate them higleality. But whilst acknowledging these emotional
responses with psychological and pearabfactors, the proportion who buy eddendly products on a

regular basis is because they care about the planet is consistently high across all of the age groups in our
customer reviews.

This movement clearly plays an important role. Brands should fniéatiaing on their marketing decisions
and strategies to increase market share, influence and understandumer behavior, facilitate brand
loyalty and attract potential customers.

EceConscious Consumers are defined as internet users agéd Who saythat concern for the
environment affects their dagp-day buying decisions.

| care about the future of our planet 80%

| think we should be respectful of all living creatures and environment 79%

| think they are better for my/everyone’s health 62%

| like to be |1.:'I of a |1:.r*.|l|'.'~‘ movement 56%

| like being resourceful 53%

| want to be a positive role model for friends/family 47%

| believe they are better quality 39%
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Average Annual Expendituraa the US

According to theJnited States Bureau of Labor Statit® average annual expenditures during this period
were $50,486. Northeasipending was $54,918, Midwest spending was $47,846, Southern spending was
$46,823, and Western spending was $55,453.

The average annual expenditures break down as follows:

Housingg 33.9 percent, or $17,115

Transportationg 17 percent, or $8,583

Foodg 12.8 percent, or $6,462

Personal insurance and pensionsll1.1 percent, or $5,604
Health careg 5.9 percent, or $2,979

Entertainment¢ 5.6 percent, or $2,827

Apparel and serviceg 3.6 percent, or $1,817

Cash contributiong; 3.4 percent, or $1,717

Educationg 2.1 percent, or $1,060

Miscellaneous; 1.7 percent, or $858

Personal care and serviced.2%, or $606

Alcoholic beverages 0.9 percent, or $454

Tobacco products and smoking supplie®.6 percent, or $303
Readingg 0.2 percent, or $101

=A =4 =4 4 -4 -4 -4 -4 -4 -4 -4 -4 -4 -4

Demographics United States (People & Businesses)

(Note: The US census updates every 10 years.)

FACT UNITED STATH

Population estimates, July 1, 2018, (V2018) 327,167,434
Population estimates base, April 1, 201Qy2018) 308,758,105
Population, percent changeApril 1, 2010 (estimates base) to July 1, 2018, (V2018) 6.00%
Population, Census, April 1, 2010 308,745,538
Persons under 5 years, percent 6.10%
Persons under 18 years, percent 22.60%
Persons 6%ears and over, percent 15.60%
Female persons, percent 50.80%
Veterans, 2013017 18,939,219
Foreign born persons, percent, 202017 13.40%
Housing units, July 1, 2017, (V2017) 137,403,460
Owner-occupied housing unit rate, 2023017 63.80%
Median value of ownefroccupied housing units, 2023017 $193,500

54 https:/iwww.creditloan.com/blog/averageamericanspendson-entertainment/
95 https://www.creditloan.com/blog/averageamericanspendson-entertainment/
56 https://www.census.gov/quickfacts/fact/table/US/PST045218
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Median selected monthly owner costsvith a mortgage, 20132017 $1,515
Median selected monthly owner costavithout a mortgage, 2013017 $474
Median gross rent, 2012017 $982
Building permits, 2017 1,281,977
Households, 2012017 118,825,921
Persons per household, 2013017 2.63

Living in same house 1 year ago, percent of persons age 1 year+; 2013 85.40%
Language other than English spoken at home, percent of persons agmts+, 20132017 21.30%
Households with a computer, percent, 201317 87.20%
Households with a broadband Internet subscription, percent, 262@17 78.10%
High school graduate or higher, percent of persons age 25 years+,-2013 87.30%
Bachelor's degree or higher, percent of persons age 25 years+,-2013 30.90%
With a disability, under age 65 years, percent, 202817 8.70%
Persons without health insurance, under age 65 years, percent 10.20%

In civilian labor force, total, percentf population age 16 years+, 2043017 63.00%

In civilian labor force, female, percent of population age 16 years+, 20037 58.20%
Total accommodation and food services sales, 2012 ($1,000) 708,138,598

Total health care and sociassistance receipts/revenue, 2012 ($1,000)

2,040,441,203

Total manufacturers shipments, 2012 ($1,000)

5,696,729,632

Total merchant wholesaler sales, 2012 ($1,000)

5,208,023,478

Total retail sales, 2012 ($1,000)

4,219,821,871

Total retail sales pecapita, 2012 $13,443
Mean travel time to work (minutes), workers age 16 years+, 262A(BL7 26.4

Median household income (in 2017 dollars), 202817 $57,652

Per capita income in past 12 months (in 2017 dollars), 2@037 $31,177
Persons irpoverty, percent 12.30%
Total employer establishments, 2016 7,757,807
Total employment, 2016 126,752,238
Total annual payroll, 2016 ($1,000) 6,435,142,055
Total employment, percent change, 201816 2.10%

Total nonemployer establishments, 2016 24,813,048
All firms, 2012 27,626,360
Men-owned firms, 2012 14,844,597
Women-owned firms, 2012 9,878,397
Minority -owned firms, 2012 7,952,386
Nonminority-owned firms, 2012 18,987,918
Veteranowned firms, 2012 2,521,682
Nonveteranowned firms, 2012 24,070,685
Population per square mile, 2010 87.4

Land area in square miles, 2010 3,531,905.43
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Industry Reports& Market Analysis

Reports and Snapshotbat are directly or indirectly related:

Bottled WaterProduction in the US IBISWorld Industry Repoii$7.2bn)

Industry Definition

Operators in this industry purify and
bottle water into plastic and glass bottles
for retail. Bottles are capped and labeled
before being sold. Companies in this
industry typically provide various water
offerings, including spring water,

mineral water, sparkling water and
flavored water in a range of

sizes. This industry includes ice
manufacturing, but does not include any
beverage production operations other
than water varieties.

Main Activities The primary activities of this industry are

Purifying and bottling still water

Manufacturing ice

The major products and services in this industry are

Bulk products

Still water

31192a Coffee Production in the US
Coffee producers purchase coffee beans and process them into roasted whole or ground bean products.

Similar Industries

31192b Tea Production in the US
Tea producers blend and package loose leaf and bagged tea. The industry does not include iced and
ready-to-drink tea beverages.

31211a Soda Production in the US
Soda makers bottle, cap and market carbonated beverages. Some major soft drink manufacturers are also
involved in the bottled water market.

31211c Juice Production in the US
Juice producers package and blend fruit and vegetable juices. The industry does not include functional (i.e.
sports and energy) drinks.
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Products and services segmentation (2019)

8.2%
Bulk products

Per capita disposable
income

13.0%

Per capita soft drink
consumption

Trade-weighted index

14.4%
64.4%
Still water

Industry Structure

Concentration Level Medium  Competition Level High
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The Bottled Water Production industry
expanded over the five years to 2019,
despite some difficult conditions. The
industry adapted to changing consumer
taste preferences and consumer
awareness of sustainable water sourcing
and recyclable packaging materials.
Demand for industry products has
shown some growth, which is mainly
attributable to consumers turning away
from other beverages with high sugar
levels. Furthermore, industry revenue
grew during the current period, as
consumers with higher disposable
incomes resumed purchases of bottled

The high price elasticity of water generally

makes bottled water an easy product to
substitute when incomes fall

Industry
Outlook

water, sparkling water, flavored water
and ice. However, the industry also
experienced declines due to consumers
filtering their water at home. Moving
forward, the industry is expected to
experience continued and steady
revenue growth, particularly among the
growing number of US consumers that
value the industry’s products for their
potential health benefits compared with
soft drinks and other carbonated
beverages. Over the five years to 2019,
industry revenue is expected to rise at an
annualized rate of 1.0% to $7.2 billion,
including a 1.6% increase in 2019 alone.

The Bottled Water Production industry
will likely experience slow yet consistent
growth over the five years to 2024;
however, substitute products, such as
water filters and reusable bottles, will
continue to inhibit demand for bottled
water products. Nonetheless, projected
increases in per capita disposable income
levels will drive consumers to make more

During the current period, consumers
shifted from the industry’s growing
range of bottled water products to
substituting them with their home tap
water and at-home water filters. The
high price elasticity of water generally
makes bottled water an easy product to
substitute when incomes fall, but new
forms of sparkling water, vitamin-
enhanced water and other flavored
brands have propelled industry growth.
Consumers have gravitated toward
premium products, such as water
fortified with electrolytes and minerals
to enhance the product’s overall health
benefits. The shift toward more
premium products, which typically
have higher profit margins, has helped
boost industry-wide profit over the past
five years.

Bottled water producers will continue
to contend with various challenges
due to increasing plastic and resin
prices and competition from alternative
bottled beverages, soft drinks and
home filters. Companies have focused on
public relations efforts by pledging to
use sustainable bottling materials
and will likely continue to market
bottling operations to emphasize its
shrinking negative effect on the
environment. As a result of the
industry’s improved production
techniques, IBISWorld estimates
industry revenue will steadily improve
over the five years to 2024, rising an
annualized 1.2% to $7.7 billion.

bottled water purchases. Growing
concerns surrounding sugar intake levels
and the consequences of excessive soft
drink consumption will likely benefit the
industry further during the outlook
period. Over the five years to 2024,
IBISWorld projects industry revenue to
increase at an annualized rate of 1.2% to
$7.7 billion.
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Going green

Industry Life Cycle

This industry
is Mature

@ TREESON

Operators in the Bottled Water
Production industry have continued
shifting toward environmentally friendly
production processes. All of the
industry’s major companies have pledged
to significantly cut down on waste
through forward-looking initiatives. For
example, in 2018, Nestle SA (Nestle)
announced that the company is aiming to
make 100.0% of its packaging recyclable
or reusable by 2025. Companies are also
directing research toward new packaging
designs that require less material, offer
improved ergonomic functions and can
be completely recyclable.

Bottled water packaging and labeling
will also likely undergo environmental
improvements. Bottler producers may
forgo traditional paper labels and print
information directly on water bottles,
thereby decreasing the material used.
This will benefit operators, as the price of
plastic materials and resin is expected to
rise at an annualized rate of 2.2% over
the five years to 2024. Any unexpected

The Bottled Water Production industry is
in the mature stage of its life eycle.
Industry value added (IVA), which
measures the industry’s contribution to
the overall economy, is forecast to rise at
an annualized rate of 1.2% over the 10
vears to 2024. Comparatively, US GDP is
forecast to grow at an annualized rate of
2.1% during the same period. IVA that is
growing slower than the US economy
generally signals an industry is in the
mature phase of its life eycle.

Furthermore, bottled water and
manufactured ice are whole-heartedly
accepted products with little variation
among products. Additionally, the
processes of creating industry goods has
remained relatively unchanged for
decades. While renewed interest among
consumers in the industry’s range of
bottled sparkling and flavored products
provided revenue growth for bottled
water producers, it is otherwise

Confidential

Bottled water packaging
and labeling will likely

undergo environmental
improvements

losses incurred due to rising materials
prices may be mitigated by the industry’s
concentrated efforts toward reducing the
amount of plastic materials purchased for
bottling. Alternative packaging materials,
such as glass, are possible options,
although the costs associated with
transitioning toward glass bottling

would merely compound industry costs.
Despite the durability of glass, itis
typically only used as a bottling material
for premium sparkling water brands.
Overall, industry profit margins,
measured as earnings before interest

and taxes, is expected to marginally
decrease from 4.0% of revenue in 2019 to
3.9% in 2024.

characterized by stagnant expansion in
industry employment and
establishments. In fact, the number of
companies operating in this industry is
expected to decline at an annualized rate
of 0.7% to 464 companies over the 10
years to 2024.

Over the five years to 2019, the
industry has addressed consumers’
coneerns related to the environment, and
operators have altered product packaging
in response to increasing awareness
surrounding the use of plastic bottles.
These changes have enabled the industry
to reduce its dependence on plastic
and resin resources that often exhibit
price volatility, which will ultimately
benefit the industry’s growth potential
moving forward. There are lingering
concerns, however, that home water
filters and municipal tap water will
continue to remain a major threat to
industry producers.
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Major market segmentation (2019)

1.4%
Vending machine
operators 21%
20.7% O S A e Exports
Foiod service ikt ki evilidiments 29.9%
Warehouse clubs and supercenters
22.0%
Supermarkets and grocery stores
23.9%
Gas stations and convenience stores
, TOtCII $7.2 bn SOURCE: WWW.IBISWORLD.COM

Distribution of establishments vs. population
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Barriers to Entry checklist

Competition High
Concentration Medium
Life Cycle Stage Mature
Capital Intensity High
Technology Change Medium
Regulation and Policy Medium
Industry Assistance MNone
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Market Share
Concentration

Concentration in this
industry is Medium

@ TREESON

The level of market share concentration
in the Bottled Water Production industry
is moderate, as the top four players are
expected to generate 60.0% of revenue in
2019. Given the heavy bulk weight of
industry products and the relatively low
value per unit sold, bottled water
production is generally taken on by large
companies with major economies of
scale and heavy investments in
transportation. While the majority of
bottled water production is performed as
one of many activities within the
corporate portfolios of international food
and beverage companies, the remaining
portion of the industry’s production is
performed through small-sized local
players. IBISWorld estimates there are

469 enterprises competing in the Bottled
Water Production industry in 2019.
Multinational corporations like Nestle
SA, The Coca-Cola Company and
PepsiCo Inc. have used existing
distribution systems and relationships
with wholesalers to maintain a large
share of shelf space within supermarkets,
grocery stores, gas stations, convenience
stores and other locations. These
companies also distribute both
national brands and large portfolios of
regional brands. This strategy has
enabled the industry’s largest players
to maintain their market share over the
five years to 2019, despite inconsistent
demand for industry products during
the period.

Key Success Factors

IBISWorld identifies
250 Key Success
Factors for a
business. The most
important for this
industry are:

Control of distribution arrangements
Strong distribution networks enable
bottlers to gain retailer shelf space
and reach the maximum number

of customers.

Economies of scale

Minimizing marginal and average
production costs by producing large
volumes will enable companies

to sell at a lower price and still
maintain profitability.

Ensuring pricing policy is appropriate
Bottled water is a low-margin business,
so slight differences in price can lead to
significantly higher profit. However,
higher prices may also lead consumers

to switch to alternatives. Businesses
must strike the correct balance to
maximize revenue.

Establishment of brand names
Consumers typically purchase water
from a narrow range of trusted brands.
Ensuring that a company’s brand is
part of this small group is vital to
winning purchases.

Ability to raise revenue from
additional sources

Since bottled water production is a
relatively low-margin activity, most
bottled water production activities are
regarded as a peripheral activity for
many major soft drink producers.

Cost Structure
Benchmarks

The Bottled Water Production industry’s
cost structure is based on estimates for
total enterprises. Thus, primary costs
such as purchases and wages vary

from producer to producer. While
changes in demand can significantly
affect smaller operators’ earnings,

Confidential

multinational companies with greater
resources are able to adjust quickly to
market conditions.

Profit
The industry’s average profit margin,
defined as earnings before interest and
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Benchmarks
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taxes, will account for an estimated
4.0% of industry revenue in 2019, down
from 4.8% in 2014. Despite the decline
in the industry’s average profit margins,
some larger operators, such as PepsiCo
Inec., have experienced increased
profitability during the period. Certain
bottled water producers have expanded
profit margins over the five years to 2019
through sales of sparkling, flavored and
artisanal brands of water that are sold
for higher retail prices than standard
bottled spring or tap water. Profitability
will likely continue to gradually decline
moving forward as the price of plastic
materials and resin are expected to rise,
increasing costs and thus negatively
affecting industry-wide profit margins.
Industry profit varies depending on
the size of the company operating in the
Bottled Water Production industry.
Multinational food and beverage
corporations supplement company soft

Sector vs. Industry Costs

drink production with additional
bottling of bottled water. Doing so vields
far higher profit margins compared with
medium- and small-sized bottled water
producers that operate exclusively in
bottling water. Since major companies
use preexisting soda bottling capital and
machinery to manufacture bottled
water, margins tend to be higher among
these companies compared with regional
water bottlers that must invest heavily in
similar machines.

Purchases

Industry purchases account for 36.9% of
revenue for bottled water producers in
2019. Purchases of raw materials are
significant, although the types of raw
materials rarely change each year.
Manufacturers require high volumes of
water and may also need to purchase
water purification technology depending
on the product class of the bottled water

Average Costs of
all Industries In Industry Costs
sector (2019) (2019)
100—m—lfn-— M profit
Wages
M Purchases
80 I Depreciation
M Marketing
™ Rent & Utilities
% M Other
Q 60
G
g
g 40 U
o
[-%
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0
SOURCE: WWW IBISWORLD.COM
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that is manufactured. Packaging, plastic
bottling, printing and labeling services
and occasionally glass bottling services
are required, though the prices of these
inputs rarely undergo drastic
fluctuations. Plastic and resin is a major
purchase for the industry, the price of
which decreased at an annualized rate of
1.2% during the five-year period to 2019.
Fluctuating costs associated with raw
materials are often passed along to
bottled water producers, and these costs,
if high enough, may ultimately reach
consumers at the retail level. Purchases
as a share of revenue are expected to
increase slightly over the next five years
as the cost of key inputs, such as plastic,
are expected to rise.

Wages

In 2019, wages represent 11.9% of
revenue for bottled water producers. The
process of bottling water, manufacturing
ice and applying produect labels is highly
capital intensive, and overall wage
expenses have increased from 10.9% of
industry revenue in 2014. As bottling
machinery becomes increasingly
efficient and more affordable, labor is
not expected to increase substantially as
a percentage of the industry’s total costs
over the five years to 2024.

Other

Rent and utilities make up 3.5% of
industry revenue in 2019, which is
slightly higher than the average

percentage for other relevant industries.
This owes to the added rent associated
with large facilities, many of which

are situated in major urban areas in
which population levels are relatively
high. Utilities like electricity, gas

and water also are fairly high in
comparison to other similar industries;
the water that ultimately is bottled

into industry products is not considered
a utility expense. Depreciation
comprises 5.4% of industry revenue.

Marketing is projected to account
for 1.0% of industry revenue in 2019.
Advertising and promotional budgets
are typically high among major soft
drink manufacturing companies,
several of which operate within the
Bottled Water Production industry
and therefore provide their bottled
water products with strong advertising
budgets. The high degree of competition
among bottled water brands will likely
result in increasing investments in
marketing moving forward.

Other various industry costs include
insurance; legal representation;
accounting services; delivery and
warehouse expenses (for industry
operators that do not distribute their
own products); and equipment repairs
and maintenance. Distribution costs
represent a significant and rising
proportion of industry revenue, vet
companies generally account for this
expenditure as a part of selling and
administrative expenses.
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Major Players
(Market Share)

The Coca-Cola Company 8.6%

Nestle SA 20.3%

40.0%
Other

Cott Corpo;'ution 9.7%

PepsiCo Inc. 21.4%

SOURCE: WWW IBISWORLD.COM

Player Performance

PepsiCo Inc.
Market Share: 21.4%

Founded in 1898 and headquartered in
Purchase, NY, PepsiCo Inc. (PepsiCo) is
an international food and beverage
manufacturer that employs more than
263,000 workers worldwide, about
111,000 of which work in the United
States. The company has predominantly
expanded through mergers and
acquisitions, through which it obtained
major brands such as Quaker Oats,
Tropicana, Gatorade and more.
Operations are divided into six business
segments: Frito-Lay North America;
Quaker Foods North America; North
America Beverages (NAB); Latin
America; Europe and Sub-Saharan
Africa; and Asia, Middle East and North
Africa. Altogether, the six segments
generated $63.5 billion in revenue in
2017 (latest data available).

PepsiCo first entered the Bottled Water
Production industry in 1997 with the
introduction of Aquafina, which

continues to be the most popular brand
of its kind, as measured by total annual
sales. The company has grown the
Aquafina brand into a line of skincare
products, such as skin butter and shower
gel, to impress upon consumers the link
between hydrated skin and consuming
water for hydration. PepsiCo also owns
IZZE flavored sparkling beverages, SoBe
water and Propel water. The company
also aggressively negotiates with
professional sports franchises to sell

the Aquafina brand exclusively at
sporting venues.

Financial performance

PepsiCo’s revenue from bottled water
activities has been gradually increasing
over the five years to 2019. Continued
competition from industry produets that
are naturally sourced has posed a major
competitive threat to the Aquafina brand,
which is bottled and then filtered from

PepsiCo Inc. (US industry-specific segment) - financial performance*

Revenue Operating Income
Year (% million) (% change) (% million) (% change)
2014 14257 N/C 204.8 N/C
2015 1,474 3.4 195.3 -4.6
2016 15274 36 238.0 219
2017 1,500.0 -1.8 2481 4.2
2018 1,538.8 26 2473 03
2019 1,544.3 0.4 2523 20
“Estimates

SOURCE: ANNUAL REPORT AND IBISWORLD
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municipal tap water. However, strong
brand loyalty has kept demand strong.
Additionally, rising incomes has
renewed demand for industry produects.
The company’s industry-relevant
revenue has also benefited from its

sparkling water line and enhanced
waters (i.e. Propel). Over the five years
to 2019, the company’s industry-specific
revenue is anticipated to increase at an
annualized rate of 1.6% to reach $1.5
billion in 2019.

Player Performance

Nestle SA
Market Share: 20.3 %

Nestle SA (Nestle), founded in 1866 and
currently headquartered in Vevey,
Switzerland, is the largest food and
beverage company in the world. Nestle
sells more than 2,000 brands of snack
foods, beverages and home cooking
products in 189 countries and employs
more than 323,000 people. Nestle
operates in the following segments:
powdered and liquid beverages; milk
produets and ice cream; prepared dishes
and cooking aids; confectionery; pet care;
and waters. The company competes in
the Bottled Water Production industry
through its waters segment. According to
their most recent annual report, Nestle
generated $89.8 million Swiss Franes
(CHF) in total revenue in 2017.

Nestle Waters North America is based
in Stamford, CT, and employs 8,500
individuals. Nestle Waters North America
includes brands such as Nestle Pure Life,
Ice Mountain, Poland Springs, Perrier
and San Pellegrino. According to the

company, these brands have helped make
Nestle Waters North America the third-
largest non-aleoholic beverage company
by volume in the United States. Over the
past decade, Nestle has made an effort to
reduce its environmental footprint,
particularly in its waters segment. In fact,
some of the company’s production plants
are Leadership in Energy and
Environmental Design (LEED) certified,
which signifies acknowledged green
building construection. The company’s
water-saving and other green initiatives
are aiming to reduce the stigma
surrounding wasteful plastic bottles. The
company’s dominant brand is Nestle
Pure Life, which includes the traditional
spring water brand, its Nature’s Blends
line of fruit juices, Sparkling Carbonate
Natural line of flavored sparkling water
beverages and Splash line of lightly
flavored still water beverages. Nestle
Pure Life is available in over 40 countries
around the world. In North America, the

Nestle SA (US industry-specific segment) - financial performance*

Revenue Operating Income
Year (% million) (% change) ($ million) (% change)
2014 1,346.5 N/C 139.3 N/C
2015 1,288.8 4.3 144.2 35
2016 1,386.1 7.5 169.4 17.5
2017 14118 19 171.4 1.2
2018 1,449.1 26 185.6 83
2019 1,464.2 1.0 197.3 6.3

*Estimates (Figures are converted from CHF to USD)

SOURCE: ANNUAL REPORT AND IBISWORLD
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Poland Spring brand dominates the
bottled spring water market.

Financial performance

Since Nestle is based in Switzerland,
the company reports its annual
financial data in CHF. The discussion
that follows is based on revenue in US
dollars; therefore, fluctuations in the
exchange rate affect the financial
performance of this company. Nestle's
industry-specific revenue increased an

annualized 1.7% to $1.5 billion over the
five years to 2019. The company’s
industry-specific revenue has been only
gradually increasing as some consumers
have shifted purchased of bottled water
toward purchases of at-home filtration
systems or private label bottled water
brands. Despite fluctuations in industry-
relevant revenue, the company
announced a $36.0 million investment
in expanding production in Michigan

in 2016.

Player Performance

Ontario-based Cott Corporation (Cott) is
the world’s largest manufacturer of
private-label soft drinks and a leader in
home and office delivery of bottled water
and coffee products in North America and
Europe. In addition to carbonated soft
drinks, the company produces bottled
water, shelf-stable juices, energy drinks,
sports drinks and ready-to-drink iced tea,
among other beverage products. Cott was
able to carve a niche in the Canadian
drinks manufacturing market by lowering
production costs, while maintaining
quality and improving packaging design.
This move enabled expansion into the US
market, largely via acquisitions. In 2017,
the company reported total revenue of
$2.3 billion (latest data available).

Cott operates in three segments:
route-based services; coffee, tea and
extraction solutions; and all other. The
company operates in the Bottled Water
Production industry through its route-
based services segment. Although Cott
has been producing water products
for private-labels, the company was not
an industry leader until its acquisitions
and restructuring in 2014. In 2014,
the company completed the acquisition
of DSS Group Inc., a leading bottled
water and coffee direct-to-consumer
services provider in the United States,
for a reported $1.2 billion. This
purchase extended Cott’s beverage
portfolio into new markets in the
United States.

Cott Corporation (US industry-specific segment) - financial performance*

Revenue Operating Income
Year (% million) (% change) ($ million) (% change)
2014 9.4 0.1 N/C
2015 3338 3,451.1 5.0 4,900.0
2016 4748 422 238 -44.0
2017 647.7 364 14.0 400.0
2018 676.4 17.3 236
2019 7045 20.6 19.1

“Estimates

SOURCE: ANNUAL REPORT AND IBISWORLD
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Cott became a major operator in this
industry through recent acquisitions. The
company acquired Sweet Arrow Springs in
2015 to extend its home and water
delivery service in and around
Pennsylvania. Cott also acquired
Consolidated Water Group in September
2015, to cater to customers in the
Southeastern United States. In 2016, Cott
acquired Aquaterra Corporation, a
Canadian producer of bottled water for
offices, and Eden Springs Europe B.V., a
leading European water provider. More
recently, in 2018, the company announced
its acquisition of Crystal Rock Holdings, a
direct-to-consumer home and office water
and coffee filtration company, for $35.0
million. In addition, Cott acquired The
Mountain Valley Spring Company, which
produces and delivers spring and

sparkling water to homes and offices, for
$78.5 million in October 2018.

Financial performance

IBISWorld expects that Cott’s industry-
specific revenue will inerease at an
annualized rate of 137.1% to $704.5
million over the five years 2019. This
growth rate is skewed by the 3457.8% hike
in 2015, due to the company’s
skyrocketing entrance into the industry as
a result of multiple acquisitions. In 2015,
Cott extended its Sparkletts line of
sparkling water to cater to shifting
demand, which further increased revenue.
Overall, a combination of Cott’s aggressive
acquisition activity and organie growth
have helped the company expand their
market share in the Bottled Water
Production industry.

Player Performance

The Coca-Cola Company (Coca-Cola) is
the world’s largest beverage
manufacturing company, with more than
500 brands sold in more than 200
countries. Founded in 1886 and
headquartered in Atlanta, Coca-Cola
entered the US bottled water market in
1999 with the launch of the Dasani
brand. The product was introduced to

capture the success of competitor
PepsiCo Inc.’s trademarked Aquafina line
of bottled water and has since become
the industry’s most intense competitor; it
is also one of the most commonly
purchased bottled water brands in the
world. Furthermore, the company
oversees bottled water subsidiary Energy
Brands, which produces the popular

The Coca-Cola Company (US industry-specific segment) - financial

performance*

Revenue Operating Income
Year (% million) (% change) ($ million) (% change)
2014 136.0 N/C 549 N/C
2015 2311 69.9 90.3 64.5
2016 356.9 544 137.4 52.2
2017 5304 48.6 189.0 37.6
2018 5824 9.8 195.5 3.4
2019 622.2 6.8 225.0 15.1
“Estimates
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Smartwater and Vitaminwater brands.

footprint. In 2015, Coca-Cola revealed

continued However, production of Coca-Cola is PlantBottle packaging that uses
done by the Coca-Cola Bottling Co. proprietary technology that converts
Consolidated, the largest independent natural sugars from plants into
bottler of Coca-Cola beverages in the ingredients to make a polyethylene
United States. The bottling company terephthalate (PET) plastic bottle that is
employs about 16,500 employees and is entirely made of plant materials.
headquartered in Charlotte, NC. Overall,
the bottling company reported total Financial performance
revenue of $4.3 billion in 2017 across all ~ IBISWorld estimates the company’s
business segments (latest data available). industry-specific revenue to increase an

Coca-Cola has continually expanded annualized 35.5% over the five years to

the distribution volume of Dasani since 2019 to reach $622.2 million. Coca-Cola
its release. Amid changing consumer has benefited from significant increases
attitudes toward tap water in addition to  in sales due to higher consumer
municipal efforts across the United spending on nonessential purchases of
States to ban plastic water bottles, soft drinks and bottled water. Total
Coca-Cola consistently redesigns and revenue from bottled water production
reintroduces their Dasani brand. Coca- has consistently increased, owing to the
Cola Bottling Co. Consolidated also company’s rebranding efforts. Despite
produces Glaceau, which produces the an increase in sales, the company’s
popular Vitaminwater brand. Over the overall industry revenue and market
five years to 2019, the company has share concentration has not yet
announced environmental initiatives to reached the levels of its largest
reduce the company’s environmental competitor, PepsiCo Inc.

Other Company Reddy Ice Holdings Inc. (Reddy Ice), variety of packaging sizes, selling

Performance located in Dallas, is the largest ice primarily to convenience stores,

manufacturing company in the United
States. The company operates a network
of 51 ice manufacturing facilities and 57
distribution centers across the country.
Reddy Ice produces different shapes of
ice cubes and ice blocks through a

Confidential

supermarkets and restaurants. Ice is a
privately held company; therefore, it
does not release its financial
information. As a result, IBISWorld
estimates that Reddy Ice will generate
$334.2 million in revenue in 2019.
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The level of
technology change
is Medium

Industry Data

@ TREESON

From digital label printing capabilities to
using more environmentally friendly
materials, the Bottled Water Production
industry has seen moderate improvement
to its production processes over the five
years to 2019. The trend toward
sustainability has encouraged companies
to design packaging that uses less plastic
and also comes partly from recycled
plastic material. Nestle SA (Nestle)'s has
heavily promoted its environmentally
friendly Eco Shape bottling technology.
Furthermore, the company has announced
that by 2025 all of Nestle’s packaging will
be reusables or recyclable. In addition,
over the past 10 years the company has
reduced the amount of polyethylene
terephthalate (PET) required by 22.0%.
Since, many other companies have
adopted similar initiatives and technology
to reduce the use of plastic in their bottles.
The plastic inputs have also been
improved. For example, The Coca-Cola
Company revealed its newest
technological development in 2015,
with the creation of the PlantBottle
packaging. PlantBottle packaging uses
proprietary technology to turn natural
sugars found in plants into ingredients
to make PET plastic bottles. The
packaging looks and functions just like a
traditional water bottle, however it is
entirely made of plants. Prior to this

development, the company was producing
plastic bottles with only 30.0% of inputs
being derived from plants. Increasingly
industry operators are adopting more
plant-based material technology, though
it has not been entirely embraced across
the industry.

Water treatment and filtration
technology has increased in response to
the growing number of water styles that
have been introduced to the industry. In
some cases, the method of water filtration
is considered a crucial marketing aspect of
the brand. The general bottled water
treatment process consists of collecting
municipal tap water or groundwater,
filtering the water through multiple filters
of sand and carbon, softening the water by
removing excess minerals and metal
cations, removing lingering particles
through reverse osmosis, adding
additional minerals, killing
microorganisms through ultraviolet
irradiation, sanitizing the water by adding
small amounts of ozone and ultimately
bottling the water. Effective filtration
removes all undesirable contaminants and
microbes, but filtration steps vary
depending on the source water. Artesian
well water or spring water products, for
example, do not require mineral
injections, while distilled water specifically
must be evaporated and collected.

Industry Per capita dis-
Value Added Establish- Exports Imports Wages Domestic posable income
ments Enterprises Employment (fr?‘l) ($m) ($m) Demand (%)

, . . . 38,1603

747 539 12,697 129.2 390.4 626.7 38,769.6

751 529 14,945 1226 431.6 747.8 39,763.4

752 528 15,498 131.8 4233 7755 389738

716 500 14,872 1383 466.3 752.7 40,2498

708 491 14,623 1326 487.3 797.2 41,598.1

42,0043

42,7911

3 3 . E 43,7583

680 469 15,808 152.3 661.0 861.0 44,630.2

678 466 15,953 157.8 712.0 869.7 45,278.2

675 4eh 16,047 162.4 768.7 875.5 45776.2

675 463 16,209 169.9 8306 884.9 46,279.8

676 463 16,382 176.5 905.6 894.7 46,9740

152/193
559/694

Sector Rank
Economy Rank

152/193
591/694

103/193
576/694

112193
570/694

144/193
594/694
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174/184
201/216

164/184
178/216

149/193
586/694

158/184
177/216
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Snapshot ofEnergy Drink Productionn the US- IBISWorld Industry Report

($8.9bn)

Key Statistics Revenue Annual Growth 13-18 Annual Growth 18-23

8.9bn  5.2% 1.2%
$ 20N £ /0 £ /0
Profit Exports Businesses
$1.2bn  $2082m 73
Revenue vs. employment growth Per capita disposable income

Red Bull GmbH 20 4

Monster Beverage . . ?

Corp. g " g
; S \A\--ﬂ"' ; V

Rockstar Energy o \ [~ 2 A

Drink \4

Yeu}51o 12 14 16 18 20 22 24 \feufl 1M 13 15 17 19 21 23

M Revenue [ | Employment

Per capita disposable

Per capita sugar and
sweetener consumption

Products and services segmentation (2018)
4.6%

Energy drink mixes

26.6%
Energy shots

SOURCE: WWW IBISWORLD.COM

68.8%

Energy drinks

SOURCE:WWW IBISWORLD.COM

Industry Structure

Life Cycle Stage Growth
G t|||ty ............................... P
Cap o nten5|ty .................................... ngh
x dustryA55|stunoe ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, o
L H|gh

Confidential

Regulation Level Heavy
Technology < hung o G
Bo |erst0Entr)r ................................. P
Industry Globalization Medium
& mpetltl S H|gh
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Plastic Bottle Manufacturingn the US- IBISWorld Industry Repoi$13.1bn): For

Comparison or Market Share

Key Statistics Revenue Annual Growth 14-19 Annual Growth 19-24
13.1bn  -08%  0.4%
$ . 10N -U.0/0 H/
Profit Exports Businesses
$1.5bn  $694.7m 191
Revenue vs. employment growth Demand from soda production
Plastipak Holdings 10 8 \
Inc.
5 \ A 4 \
Graham Packaging :g" . ? 0 \ /h\ I —
Company Inc. g g &
: .V V
Consolidated
Container Ye:roﬂ 13 15 17 19 21 23 25 Yet:rz 12 14 16 18 20 22 24
Company LLC M Revenue [ | Employment
SOURCE: WWW.IBISWORLD.COM

Products and services segmentation (2019)
9.6%

Household product bottles

14.2%

industrial pmd.lctmlgttlls
Demand from soda
production
Per capita disposable
income
Price of plastic 15.9%
materials and resin i

In dustry Structure e Cycle Stuge ...........................................

Concentration Level Low Medium

Competition Level
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Executive Summary

@ TREESON

The Plastic Bottle Manufacturing
industry manufactures a range of bottles
from various plastic compounds based
on their end use. These bottles are then
sold to beverage, food and chemical
manufacturers to use as packaging for
soft drinks, milk, condiments and
household and automotive chemicals.
The prevalence of plastic containers and
bottles, has not immunized the Plastic
Bottle Manufacturing industry to
economic volatility. Industry revenue is
expected to rise just 0.1% in 2019, as a

Mergers and acquisitions among large players

have increased, enabling established players to
increase their market share

Industry
Outlook

result of declining input foreing industry
operators to lower selling prices to
retain customers.

The industry relies on several key
downstream industries to purchase its
products. For example, soft drink
producers account for more than 40.0%
of industry revenue. However, soda
production has faltered in recent years,
largely due to changes in consumer tastes
and concerns about plastic waste. This
decline, along with falling petroleum
prices’ effect on product prices, has
caused industry revenue to fall at an

After years of revenue volatility, growth
in the Plastic Bottle Manufacturing
industry will stabilize over the five years
to 2024. As the economy continues to
grow and consumers increase their
spending, downstream customers will
increase their demand for plastic bottles.
Consequently, over the five years to 2024,
industry revenue is forecast to increase
an annualized 0.4% to $13.4 billion.

Confidential

annualized rate of 0.8% to $13.1 billion
over the five years to 2019.

Still, the industry has had to contend
with offshore production operations.
The United States has been a net
importer of plastic bottles and
containers since 2003. Over the five
years to 2019, industry imports are
expected to increase at an annualized
rate of 1.5%. As globalization increases,
imports will continue to challenge the
viability of domestic manufacturing,
forcing US manufacturers to innovate
or decrease per-unit production costs to
remain competitive. Additionally,
exports have fallen at an annualized
rate of 1.6% during the same period,
partially as a result of the appreciation
of the US dollar.

Additionally, mergers and
acquisitions among large players have
increased, enabling established players
to increase their market share in a
mature industry. Large players can more
easily undertake product development
and improve the efficiency and scale of
their production operations, giving them
an edge over competitors. Over the five
years to 2024, consumer spending is
anticipated to continue to increase and
input prices are expected to stabilize,
resulting in revenue increasing at an
annualized rate of 0.4% to $13.4 billion
over the five years to 2024.

Over the next five years, industry
profit margins are expected to remain
relatively stable. The price of plastic
materials and resin is forecast to
stagnate, keeping industry costs stable.
In the event of material costs
increases, companies with long-term
supplier contracts will be able to
guard against unexpected raw material
price increases.
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Industry Life Cycle

This industry
is Mature

@ TREESON

The Plastic Bottle Manufacturing
industry’s growth rate, product
saturation, market acceptance and
acquisition activity all indicate that the
industry is in the mature phase of its life
cyele. Industry value added (IVA), which
measures the industry’s contribution to
the overall economy, is forecast to grow
an annualized 2.9% over the 10 years to
2024, slightly exceeding US GDP, which
is projected to grow at an annualized rate
of 2.2% during the same period.

Clearly defined downstream industries,
including beverage and food
manufacturers and automotive and
household chemical producers, continue
to be the industry’s key buying markets,

Major market segmentation (2019)

Household product manufacturers

12.8%

Automotive and industrial
product manufacturers

Total $13.1bn

Food manufacturers

5.3%
Exports

8.3%

14.5%

17.5%
Other

Barriers to Entry checklist

Competition Medium
Concentration Low
Life Cycle Stage Mature
Capital Intensity High
Technaology Change High
Regulation and Policy Medium
Industry Assistance Medium

Confidential

which is indicative of a mature industry.
Product groups are also well-segmented
and fairly stable. While product processes
are continually being improved, no new
products are entering the market to boost
the industry into a growth stage. In
addition, the industry has experienced
more mergers and acquisitions. Operators
are merging or are being acquired to gain
greater market share and attain lower
costs per unit. For example, in 2017, major
industry player Consolidated Container
Co. LLC (Consolidated Container) was
purchased by Loews Corporation, a
conglomerate, following a period of
Consolidated Container’s own spree of
leveraged acquisitions.

41.7%

| Beverage manufacturers

SOURCE: WWW.IBISWORLD.COM

Business Plan8]|PAGE



Market Share
Concentration

Level

@ TREESON

The Plastic Bottle Manufacturing
industry has a low level of market share
concentration. This industry’s three
biggest players, Plastipak Holdings Inc.
(Plastipak), Graham Packaging Co. Inc.
and Comnsolidated Container Co. LLC,
make up a sizeable contribution to
industry revenue. Relationships and
long-term contracts with major
customers have enabled the industry to
be dominated by a few key players rather
than being fragmented like other plastic
manufacturing industries.

Over the past five vears, the industry’s
concentration has increased as a result of
a growing number of mergers and
acquisitions. After former industry player

Constar International went bankrupt in
2014, Plastipak purchased more than
90.0% of its assets ($102.5 million).

The recent upswing in acquisitions
indicates that companies are making a
concerted effort to increase profitability by
claiming larger portions of the market.
Larger companies also benefit from
economies of scale, lowering their per-unit
costs and affording them greater profit
margins, permitting them the capability to
reinvest in new technology and establish
patents. Major company Plastipak has been
growing quickly over the past five years, in
part a result of several trademarked
technologies that have boosted efficiency
and streamlined production processes.

Key Success Factors

Supply contracts in place

for key inputs

A reliable supply of key inputs, such as
plastic resin, at a competitive cost
increases an operator’s profitability.

Provision of a related range of
goods/services (“one-stop shop”)
Downstream customers may prefer to
use manufacturing operators that can
offer them total packaging solutions
through the provision of value-added
services such as design.

Undertaking technical

research and development

It is important for operators within the
industry to develop new production
technologies to maintain a competitive
advantage over other operators.

Effective quality control

Operators must maintain consistent
quality in their products. Any deviation
from consistency may cause an operator
to lose business.

Output is sold under contract -

incorporate long-term sales contracts
Negotiation of supply contracts with
customers enables manufacturing operators
to make long-term plans relating to their
level of plant and equipment expenditure.
The ability to make such plans in advance
could potentially save the operator money.

Economies of scale

The development of large-scale production
facilities enables operators to increase their
profitability through lower production costs
per unit.

Cost Structure
Benchmarks

The Plastic Bottle Manufacturing
industry has been making the gradual
shift toward higher levels of capital
investment in automation technology.
This shift has been driven by the goal to

Confidential

create more-efficient and -profitable
enterprises. Despite recovering demand,
the industry has nonetheless struggled
recently due to lowered input costs and a
subsequent decline in revenue.
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Cost Structure
Benchmarks
continued

@ TREESON

Profit

Profit, measured as earnings before
interest and taxes, varies between
players, depending on the relative size of
their manufacturing facilities. Larger
operators generally benefit from
economies of scale and experience great
profit margins. Average industry profit
accounts for an estimated 11.4% of
revenue. Purchase costs have decreased
over the past five years, leading the
average industry margin to rise during
the period. Consolidation in the industry
is creating more large-scale players that
benefit from economies of scale, pulling
up average margins.

Purchases

Purchases are the industry’s largest
expense (55.6% of industry revenue),
accounting for over half the industry’s
revenue. The high raw material
component in total costs makes the

Sector vs. Industry Costs

industry very sensitive to the level of raw
material prices, specifically plastic resin
prices. Generally, appropriate changes in
product pricing enable the industry to
pass adverse fluctuations in the price of
resin on to customers. A sustained
increase in resin prices over time would
make plastic bottles less economical for
downstream industries than substitute
products such as glass and aluminum.
High-density polyethylene (HDPE) and
polyethylene terephthalate (PET) resins
constitute the primary raw materials used
to make plastic bottles. Resin is derived
from oil, so when the price of oil increases,
so does the price of plastic resin.

Wages

The Plastic Bottle Manufacturing
industry is capital-intensive, but wage
costs still account for the second-largest
share of revenue (11.8%). Wage costs
have increased over the past five years

Average Costs of
all Industries In Industry Costs
sector (2019) (2019)

e M profit
Wages

Percentage of revenue

M Purchases

I Depreciation
M Marketing

™ Rent & Utilities
M Other

SOURCE: WWW IBISWORLD.COM
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Cost Structure
Benchmarks
continued

@ TREESON

despite a slight dip in the number of
employees. Increased automation can
also reduce the need for labor. As the
industry continues to invest in
developing more efficient, automated
processes, wages’ share of revenue will
most likely stay low. Industry operators
are investing more in their research and
development (R&D) teams to produce
environmentally friendly produects.

Depreciation

Depreciation is expected to account for
4.3% of industry revenue in 2019.
Depreciation expenses fluctuate
depending on the operator’s size and the
number of assets involved. Depreciable
assets include buildings, storage
equipment, machinery used to move
products and computer inventory
systems. Depreciation costs have
remained flat over the past five years
though may rise in the future if players
introduce more automated,
sophisticated machinery.

Rent

Rent is expected to account for 1.9% of
industry revenue in 2019. Rent is
typically a small cost for this industry as
most operators prefer to directly own

the property and equipment used for
their operations.

Utilities

In 2019, are anticipated to account for
3.8% of industry revenue. As producing
plastic bottles require energy, utility costs
claim a realtively sizeable portion of
industry revenue in comparision to the
manufacturing sector as a whole.

Marketing

Marketing costs are expected to account
for less than 0.1% of revenue in 2019.
This industry generally has low
marketing costs, as most downstream
customers are manufacturing
industries. As a result, most customers
are familiar with this industry’s
operators and products, limiting the
need for marketing.

Other

Other expenses include R&D costs, which
represent a small but rising cost as
companies seek out new processes that
can reduce input volumes as well as
integrate recycled plastic materials. Other
costs include accounting and legal,
advertising, repair and maintenance and
licensing fees.

Confidential Business Plan8| PAGE



@ TREESON

Major Players
(Market Share)

Graham Packaging Company Inc. 10.8%

71.9%
‘ Other

Plastipak Holdings Inc. 11.1%

Consolidated Container Company LLC 6.2%

SOURCE: WWW.IBISWORLD.COM

Player Performance

Plastipak Holdings

Inc.
Market Share: 11.1 %

Plastipak Holdings Inc. (Plastipak)
manufactures high-density
polyethylene (HDPE) and polyethylene
terephthalate (PET) resins, which are
used in the packaging of carbonated
and noncarbonated beverages, cleaning
products, distilled spirits and processed
juices. The private company is
headquartered in Plymouth, MI and has
13 manufacturing plants and three
on-site manufacturing facilities in the
United States. Plastipak serves an array
of market segments, including
beverage, household cleaning, food,
industrial, automotive, personal care
and specialty products.

Plastipak also designs packages for
food staples, such as pickles, coffee, salad
dressing, mayonnaise, sauces and grated
cheeses. One of the company’s biggest
customers is Kraft Foods. Furthermore,
its personal care PET bottles are used in a

variety of cosmetic, personal care, spa
and specialty applications. Close to half
the company’s revenue is generated from
carbonated and noncarbonated beverage
packaging, 30.0% is derived from
cleaning product bottles and 15.0%
comes from food and processed juice.
Aside from its US operations, the
company is also expanding its presence
in South America and Europe. Its most
recent market entry was in Italy with the
purchase of two local plastic packaging
manufacturers. Over the past five years,
Plastipak has grown through the
introduction of new technologies (both
its ThermoShape and Direct Object
Printing processes are trademarked) and
development of recyeling technologies.
In February 2014, Plastipak won a bid
to purchase most of the assets of former
industry player Constar International
(Constar) for $102.5 million. Constar

Plastipak Holdings Inc. (US industry-specific segment) - financial

performance”

Revenue Operating Income
Year (% million) (% change) ($ million) (% change)
2014 694.8 N/C 38.2 N/C
2015 1,080.0 55.4 131.8 245.0
2016 1,215.0 125 175.0 328
2017 1,303.2 7.3 164.2 -6.2
2018 14215 9.1 158.6 -3.4
2019 1,455.4 2.4 165.6 44
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Player Performance
continued

@ TREESON

filed for bankruptey after suffering from
low demand during the economic
downturn and losing a contract with
PepsiCo Inc., its largest customer. The
added production capacity is expected to
benefit Plastipak’s revenue.

Financial performance

As it is a private company, Plastipak does
not publish its financial information.
However, IBISWorld estimates that over

the five years to 2019, Plastipak’s US
industry-specific revenue is expected to
increase an annualized 15.9% to $1.5 billion.
This high growth is due to both the
company’s integration of Constar’s business
and the introduction of new product
technologies that boost efficiency, namely
ThermoShape. Additionally, the company
has expanded its recycling facilities,
enabling Plastipak to manufacture more
bottles from recycled material.

Player Performance

Headquartered in York, PA, Graham
Packaging Company Inc. (Graham) is a
manufacturer of custom plastic
containers for branded consumer
products. The company, which was
founded in the 1970s and is a
subsidiary of New Zealand-based
Reynolds Group Holdings Inc., has
grown to become the largest
manufacturer of plastic bottles in the
United States. It has over 4,500
employees worldwide and conducts
over 65.0% of its business in the
United States.

Graham manufactures plastic bottles
through a variety of methods, including
blow molding and injection molding for
four consumer product segments: food

and beverage, household, personal care/
specialty and automotive lubricants. One-
third of the company’s 72 manufacturing
facilities exist on-site at customer plants,
enabling streamlined product
manufacturing, bottle manufacturing and
packaging in the same facility. On-site
facilities have enabled Graham to secure
longer-term contracts, usually at a length
of about 10 yvears instead of the average
three to five years for off-site
manufacturing contracts.

Financial performance

Over the five years to 2019, Graham'’s US
revenue is expected to decline at an
annualized rate of 2.1% to $1.4 billion.
Revenue fell every year before 2019

Graham Packaging Company Inc. (US industry-specific segment) -

financial performance”

Revenue Operating Income
Year (% million) (% change) ($ million) (% change)
2014 1,586.0 N/C 1324 N/C
2015 1,497.0 -5.6 166.9 26.1
2016 13927 7.0 149.8 -10.2
2017 1,369.7 1.7 159.0 6.1
2018 13913 16 1115 -29.9
2019 14244 2.4 116.3 43
*Estimates
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Player Performance
continued

@ TREESON

during the period due to a combination of
lower sales volumes and decreased input
prices pressuring the company to lower
its sale prices. These trends forced
Graham to engage in cost saving
measures during the period, such as

closing its underperforming facilities in
Belvedere, NJ, and Baltimore, MD, in
2016, which further depressed revenue.
However, the company’s cost saving
measures succeeded in boosting
Graham’s revenue in 2019.

Player Performance

Consolidated Container Company LLC
(CCC) was established in 1999 through the
merger of Reid Plastics Holdings and Suiza
Food Corporation’s (now Dean Foods)
domestic plastic packaging operations. The
company is one of the largest manufacturers
of rigid plastic containers in the United
States and primarily produces plastic bottles
for the agricultural, automotive, food and
beverage and personal care and household
consumer goods markets. Atlanta-based
CCC has 52 manufacturing plants in the
United States and a 70-member team that
creates product designs and engineers
specific packages that address customer
requirements. The company also develops
process improvements for the
manufacturing of plastic bottles and has
about 2,100 employees.

CCC’s agricultural bottle range includes
custom-designed and stock bottles
manufactured from HDPE, polypropylene
and PET. These bottles range from 16

ounces to 2.5 gallons and are constructed
from a single layer or multiple layers to
prevent permeation and provide added
product protection. The company’s
automotive products include bottles for
motor oil, fuel additives, brake fluid,
antifreeze, lubricants and degreasers.
These products can feature creative
designs, specialized layers, protective
barriers, view stripes, in-mold labeling,
fluorination and other functional elements.
CCC produces beverage bottles for water,
juice and dairy companies, using an array
of plastic materials, including proprietary
polypropylenes and multilayer
combinations of materials, to engineer
bottles and support customers’ process and
shelf life requirements. The company also
produces lightweight, high-impact
containers for refrigerated and shelf-stable
food products, such as syrups, concentrates
and dressings. CCC also produces blow-
molded rigid plastic containers for

Consolidated Container Company LLC (US industry-specific segment)

- financial performance*

Year Revenue (% change) Operating Income (% change)
2014 886.1 N/C 446 N/C
2015 838.2 -5.4 93.5 109.6
2016 774.2 -7.6 101.9 9.0
2017 485.8 -37.3 56.0 -45.0
2018 801.8 65.0 47.5 -15.2
2019 820.8 2.4 49.6 44
*Estimates
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Player Performance
continued

@ TREESON

household detergents, cleaners, cosmetics
and toiletry containers using highly
engineered multilayer bottle constructions.

Loews Corporation (Loews), a
conglomerate with operations in
insurance, hotels, and offshore
drilling, acquired CCC in May 2017.
Since this acquisition, CCC has
acquired several smaller regional
plastic bottle manufacturers.

Financial performance

IBISWorld estimates that over the five years
to 2019, revenue for the company has
decreased at an annualized rate of 1.5% to
$820.8 million. The decline in revenue is a
result of Loews still integrating CCC into its
larger operations and improve efficiencies.
Over the next five years, CCC revenue is
expected to grow as changes implemented
by Loews take effect.

Other Company
Performance

Headquartered in Chesterfield, MO,
Pretium Packaging LLC (Pretium) was
founded in 1992 and is one of largest
manufacturers of customized, high-
performance plastic bottles in the United
States. The company primarily
manufactures bottles for products like
beverages, food, household products,
cosmetics, toiletries and pharmaceuticals
and, for the most part, manufactures
using PET and HDPE. In fiscal 2013
(vear-end September), the company
manufactured 1.2 billion plastic bottles
out of more than 113.0 million pounds of

Confidential

resin. The company has grown in part
through acquisitions over the past five
years, which have contributed to its
revenue growth. The company has 12
manufacturing facilities in total, 10 in the
United States and two in Canada. In June
2014, Pretium was sold by its parent
company to private equity firm Genstar
Capital. The firm has announced plans to
increase capital investment in the
business to push Pretium’s growth
forward. IBISWorld expects its industry-
relevant revenue to reach $261.1 million
in 2019.
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Technology and

Systems

The level of
technology

change is High

Industry Data

Sector Rank

Revenue
($m)
12,815.7
13,8827
13,7935
13,468.6
13,685.5
12,808.8
11,702.2
12,3173
13,134.3
13,149.8
13,126.2
13,157.2
13,192.6
13,284.2
13,387.6
1141193

@ TREESON

The industry has a high level of
technological change; companies in the
industry must adopt the latest
manufacturing technologies to remain
competitive and keep up with customer
needs. Most beverage bottles are
produced from polyethylene
terephthalate (PET), which is transparent
and light. Detergent and household good
bottles are primarily produced from high-
density polyethylene (HDPE), which is
stronger and not transparent. HDPE
bottles are produced using a blow-
molding process that involves feeding
blended HDPE resin pellets and
colorants into an extrusion machine and
using heat and pressure to form the resin
into a round hollow tube of molten
plastic called “parison”. The parison is
captured by bottle molds mounted
radially on a wheel as it leaves the
extruder. Once inside the mold, air
pressure blows the parison into the bottle
shape of the mold. The mold is rapidly
cooled and removed, producing a bottle.
PET bottle production involves a
stretch blow-molding process, by which a
test-tube-shaped preform is made by
injection molding and then heated,
stretched and filled with compressed air
to fill the mold and form the bottle. This
process provides the enhanced physical
clarity and gas-containing properties
commonly required for soft drink bottles.
Major companies continue to develop
new ways of manufacturing bottles to

increase automation and efficiency,
reduce material per unit and streamline
processes. New proprietary technologies
are sometimes patented, giving the
company that developed them a
competitive advantage. Recent hot-fill
technology for PET bottles, for example,
enables the finished bottle to withstand
filling temperatures of over 180 degrees
Fahrenheit. In addition to possessing the
structural integrity to withstand extreme
filling conditions, highly customized
hot-fill PET bottles filled with food or
beverage products can be shipped and
displayed without refrigeration. This
eliminates the need for preservatives to
be added to the product and reduces the
cost of its storage and transport.

One of the main concerns with using
plastic bottles is bottle creep, which is
created when the dimensions of the
bottle inerease under pressure,
disrupting the carbon dioxide
equilibrium and causing lower levels of
the dissolved gas. Another concern is the
high carbon dioxide solubility of PET
plastic, which can cause a 1.0%-to-3.0%
loss of gas. Newer barrier technologies
have improved oxygen and carbon
dioxide protection up to 45.0%. Barrier
technology for oxygen-sensitive beverage
and food products involves the
application of a thin layer of carbon to
the inside of the bottle, providing a
barrier against oxygen and carbon
dioxide leakage.

Industry World price

Value Added Establish- Exports Imports Wages Domestic  of crude oil

($m) ments Enterprises Employment {grc:l) ($m) ($m) Demand (% per barrel)
27109 445 170 31,833 7491 8323 1,583.1 12,898.9 79.0
28687 443 177 33,202 8143 920.4 1,536.0 13,988.8 104.0
27526 458 186 31,817 829.8 984.4 1,511.1 13,948.1 105.0
2,805.1 456 177 30,771 7871 995.3 1,471.8 13,676.8 1041
27813 L6 179 29,956 751.7 984.1 1,481.1 13,917.9 96.2
3,539.8 452 183 28,509 7325 1,004.1 14135 13,080.4 50.8
3,572.8 448 182 28,179 693.8 978.4 1,431.3 11,986.8 42.8
36159 457 185 29,062 654.7 1,009.2 1,485.0 12,671.8 528
3,575.2 471 190 30,315 685.6 1,073.4 1,556.0 13,5221 69.4
36153 473 191 30,297 694.7 1,060.0 1,555.6 13,515.1 66.9
3,638.2 474 192 30,238 696.9 1,052.1 1,552.6 13,481.4 64.6
3,637.6 476 193 30,295 699.2 1.053.4 1,555.7 13,5114 64.7
3,656.5 480 194 30,397 7023 1,054.2 1,560.7 13,544.5 64.6
36773 483 196 30,629 7081 1,060.0 15724 13,6361 65.3

........................................... 37083488 . . 198 . 30906 7130 10693 15862 . 137439 663 .

98/193 127/193 155/193 1117193 144/184  156/184 117/193 127/184 N/A
466/694 606/694 640/694 527/694 163/216  166/216 504/694 142/216 N/A

Economy Rank

459/694
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Snapshot oRecycling Facilities in the UBISWorld Industry Repoi($6.6bn)
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