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1.0
EXECUTIVE SUMMARY
OVERVIEW
Amazon Spring Waters (“ASW”) was established to market and
distribute pure spring water from an exclusive source near
Curitiba, Brazil. The quality of the water is described as
“excellent” and “similar to Evian” by Professor Richard G. Taylor
of University College London, a leading world expert on water
quality, and can be classified as spring water in all major
markets.Further details of Professor Taylor’s water and site
inspection can be found at:
https://vimeo.com/48743434

The water resource comes from a pristine karst aquifer and can
provide a near-perpetual supply of superior water at a volume
that would make ASW a major sustainable brand in the USA
market and beyond. ASW has a 0% export duty certificate
issued by the Brazilian government for all overseas sales.

UNIQUE DIFFERENCES AND CORE BELIEFS
Amazon Spring Waters is differentiated by its connection to the
unique nature of Brazil, including the Amazon Rainforest, its
strong commitment to corporate social responsibility, its broad
sustainability platform including a conservation fund, and its
global appeal to those concerned about the environment and
plastic waste. It represents the first global bottled water brand
from Brazil, with its mission and brand built from the goal of
saving the world’s “lungs,” the Amazon Rainforest. The brand
will be created to inspire a feeling of goodwill in consumers,
making their choice to purchase a bottle of Amazon Spring
Waters a choice to heal the Amazon Rainforest and in turn
contribute to a healthier global environment.
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CORE BELIEFS

THE COMPANY’S CORE BELIEFS ARE:

Citizenship: We trust in people. By providing the public with the means to save the
Amazon and benefit the environment, ASW will unleash their potential and bring about a
symbiosis between a private company and the public good.
Environment: We co-exist with animal and plant species. We cannot survive without a
healthy world organism. The environment is our future and we must take steps now to
protect it.
Legacy: ASW is committed to creating a legacy built upon partnership with the consumer,
governments, and foundations. Our legacy will be the Amazon and a successful model
demonstrating how creativity and ethical stewardship can result in transformation.
Employees & Community: ASW is committed to treating its employees ethically and
creating a positive relationship with the communities where it operates.
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INVESTMENT OPPORTUNITY
THE SUCCESS OF ASW IS COMPELLING FOR THE FOLLOWING REASONS:

Abundant Quality Source:
A resource analysis
indicates a near-perpetual supply of pure spring
water from a highly protected rural area, provided
that the recharge regime of the wells is observed.
High Quality Spring Water: Spring and mineral
water producers are increasingly limited by supply
constraints, and other producers such as Fiji Water
face unstable operating environments due to
regulatory and taxation issues. ASW controls a longterm spring water source of the highest quality that
is stable with respect to governmental/regulatory
concerns, with a 0% export duty certificate issued
for all overseas sales.
Opportunity for Growth: The USA, ASW’s initial
target
bottled
water
market,
generated
approximately $29 billion in bottled water revenue
in 2017 and is growing at 7.6% annually. When
combined with the other leading premium bottled
water markets of the United Kingdom, France, and
Germany, the market size increases to $47.9 billion,
which represents 32% of the global market.
Regulatory Requirements Fulfilled: ASW has
fulfilled all Brazilian governmental, legal, and
regulatory requirements to commence commercial
extraction of water at the site; only one permit
remains for the bottling operation, which may only
be requested after construction of the fully
automated bottling plant.
Management Team:
The management team
comprises professionals with expertise in the water,
property, finance and logistics industries. They have
been dedicated to this project for over 15 years.
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LOGISTICS
With the USA identified as the target launch market, water can be delivered to Tampa,
Florida or Los Angeles, California in containers of 20 or 40 feet. The port of export is
Paranaguá, in the state of Paraná, located less than 100 kilometers from the ASW
extraction and bottling site.

MARKET SIZE AND CHARACTERISTICS:
The water beverage industry is highly concentrated among several large firms, none of
which offers a distinctive eco-friendly brand, product and packaging similar to that of
ASW. In the USA, climate change and recent high-profile droughts such as those in
California have heightened consumer concern regarding access to pure and plentiful
fresh water. As noted above, the US bottled water market is $28.7 billion in size and
when grouped with other ASW target markets including the UK, France, and Germany,
the overall target market increases to $47.9 billion in revenue. ASW will evaluate over
time the opportunity to enter the Brazilian market, which is projected to surpass $10
billion in revenue by 2021 and currently has an annual sales volume of 10.8 billion
liters. Though a premium brand does not currently exist in Brazil, ASW is reviewing the
possibility of entering the high-end restaurant, hotel, and conference sector.

MARKETING AND DISTRIBUTION:
ASW has a distinctive brand related to Brazil and the Amazon Rainforest.
The product distribution channels will primarily include the following:
1)
2)
3)
4)

National distributors
National grocery chains
Mass market retailers
Convenience store chains

The initial products will be .33 liter, .5 liter, and .7 liter bottles. Prior to commencing
national distribution, ASW will undertake a test market survey in an appropriate city to
determine consumer acceptance of various product features and then modify the
national strategy based upon the results.
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COMPETITIVE ADVANTAGES:
The competition consists of premium bottled water companies such as Fiji and Evian.
The following are ASW's competitive advantages:
Superior water quality
Perpetual water resource
Environmental protection and sustainability
First major water company sourced from Brazil
Leadership team
Technology platform for customer engagement
Charitable giving for conservation of the Amazon Rainforest
LEADERSHIP:
Lawrence Phillips, Chairman and CEO
Clara Leung, Director
Michael McCarthy, Financial Operations
Leonardo Schneider, Brazilian Operations
Terra Engineering, Engineering and Logistics
Cayenne Consulting, Corporate Planning

Financing & Financial Projections: The following summary projections are for the
ﬁrst ﬁve years of commercial operation. These ﬁgures assume that ASW will have one
well in production in 2022 and two wells by 2025.

Summary Financial Projections ($'000)
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THE COMPANY
The ASW holding company is based in the United Kingdom (“ASW UK”) with the
operating subsidiary located in Curitiba, Brazil (“ASW BR”). ASW UK owns 100% of the
issued shares of ASW Brazil and the proposed sale will be of ASW UK’s shares which
will be subject to the laws of England & Wales. As such, no Brazilian government
approvals will be required for the sale of ASW UK.

6

2. 0
ENVIRONMENTAL RESPONSIBILITY
2.1
The World ’ s Rainforests

The world’s rainforests now cover just 6% of the Earth and
are projected to potentially disappear within 40 years. Nearly
half the world’s species of plants, animals, and
microorganisms depend on the rainforests for sustenance and
habitat. Additionally, the rainforests consume carbon dioxide
and produce an estimated 20% of the world’s oxygen.

The world’s largest rainforests, in descending order, are:
The Amazon (1.2 billion acres, Brazil, etc.)
The Congo (960 million acres, Congo)
Southeast Asian Rainforest (500 million acres, Malaysia, etc.)
Bosawas Biosphere (5 million acres, Nicaragua)
Daintree Rainforest (294,000 acres, Australia)
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2.2
The Amazon Rainforest
THE FOLLOWING ARE SUMMARY FACTS ABOUT THE AMAZON RAINFOREST:

The Amazon covers over one billion acres
in countries including Brazil, Venezuela,
Ecuador, Peru, and Colombia
The Amazon produces over 15% of the
world’s oxygen (with all rainforests
producing approximately 20%)
An estimated one fifth of the world’s
fresh water is in the Amazon basin
More than one fifth of the Amazon has
already been lost to deforestation
40,000 varieties of plants and 2,000
species of animals, birds, and reptiles
10% of the world’s plant and animal
species
The Amazon river has the largest volume
of any river on Earth
Approximately 4 million acres of the
Amazon are lost each year due to logging
and burning
Sources: Rainforest Facts, rain-tree.com, The
Economist, Earth.com, Rainforest Trust
As can be seen in the map above, the
Amazon Rainforest covers approximately
1/3 of South America.
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2.3
Protecting the Amazon
Brazil has a body of laws issued to protect the Amazon Rainforest (60% of which is in
Brazil), collectively known as the Forest Code. There is strong pressure, however, by
economic groups and agricultural/mining interests to weaken these laws.
In 1965, Brazil created and passed its first Forest Code, a law requiring landowners in
the Amazon to maintain 35 to 80 percent of their property under native vegetation. So,
rural farmers of all kinds can buy land in the Amazon, but they can only farm 20
percent of it.
In its roots, the Forest Code is a stringent law that should ensure our world’s largest
rainforest is protected. However, enforcing this law has proved quite difficult over the
years. Historically, the Forest Code has been nearly impossible to implement and
monitor. Clear ownership records exist for only 10 percent of private land in the
Amazon. That’s why in 2010 the Brazil government made it mandatory for all rural
properties to be mapped and registered through a government system known as CAR
(Cadastro Ambiental Rural).
In 2014 the Brazilian government put Alto Maues, an environmentally rich area of the
Amazon rainforest the size of Delaware, under federal protection. Declaring a federal
reserve means forest clearing and similar development are forbidden.
In 2018 rainforest protection advocates suffered a defeat when Brazil’s Supreme Court
upheld major changes to laws that protect the Amazon and other biomes, reducing
penalties for past illegal deforestation. Congress agreed to sweeping revisions in the
law in 2012, including an amnesty program for illegal deforestation on “small
properties” that occurred before 2008 and reduced restoration requirements in others.
The changes effectively reduced deforested land that had to be restored under
previous rules by 112,000 square miles, an area nearly the size of Italy, according to
the publication Science.
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2.3
Protecting the Amazon
By using mapping software, groups such as The Nature Conservancy are working with the
states of Pará and Mato Grosso to support implementation of the CAR, as this is the first
step toward successfully complying with the Forest Code requirements. These efforts
include:
Restoring degraded areas through ecological succession and planting trees on cleared
lands;
Sustainable intensification of developed areas so less forest is removed and
Developing economic alternatives to maximize benefits of farming activities and
conservation, while maintaining the forested portions of their lands.
“CAR is the first step towards enabling all rural property owners to meet their Forest
Code obligations,” said Benito Guerrero, the Nature Conservancy’s private lands strategy
coordinator in Brazil. “It’s also fundamental for landowners who want to make the most
out of their properties — through ranching and farming and sustainable forest use.”
The following conservation environmental groups are involved in supporting protection
of the Amazon:
The Amazon Fund (Brazil)
The Nature Conservancy (USA)
World Wildlife Fund (Switzerland)
The Sierra Club (USA)
Rainforest Action Network (USA)
Amazon Conservation Association
The Gordon and Betty Moore Foundation
Amazon Watch
Conservation International
Greenpeace
ASW will direct its donations to The Amazon Fund.
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2.4
the world's supply of freshwater
The world’s supply of freshwater used for drinking and bathing is held in a complex
system of rivers, lakes, reservoirs, and aquifers (underground rock formations that hold
water). There is growing concern that a greatly expanded human population combined
with climate change may be depleting the world’s largest aquifers at a rate faster than the
potential replenishment. Of the world’s 37 largest aquifers, 21 are showing rapid rates of
decline in reserves after having passed the “tipping point” where the rate of withdrawal
exceeds the rate of replenishment, as marked in yellow, orange and red in the following
chart.

Source: PBS
Throughout the world, an estimated 2 billion people rely upon groundwater as a primary
water source. Often these valuable resources are not well managed by governments and
utilities, or simply cannot keep up with the pace of economic and population expansion.
One of the primary uses for such water is agricultural irrigation. Scientists indicate that
the water resources in the Middle East, the Ganges Basin in India, the Northern Plain of
China, and the Central Valley of California are under the most stress.
The world’s water demand is projected to increase by 55% between 2000 and 2050, with
much of the increase due to agriculture, which consumes 70% of the world’s freshwater.
The magazine Revista: Harvard Review of Latin America states:
"Throughout Latin America and the world, nearly 800 million people live without safe,
clean drinking water, according to United Nations agencies. More than three times more
people—2.5 billion—manage to survive without a decent toilet, day in and day out. People
suffering from water-borne diseases take up about half of all the hospital beds in the
world.”
11

2.4
the world's supply of freshwater
Humans will have to adapt to the constraint, as water supplies are not infinite, and there
are promising signs that changes to consumption behavior can be brought about in
relatively short periods of time. In Australia, for example, after the country experienced
the Millennium Drought between 1997 and 2009, the nation implemented measures that
reduced residential and business water consumption by 50%. In California, aggressive
measures were also put in place to restrict water use during itsdrought of 2011 – 2016,
and in general the state’s sustainability profile is far better than most states in the US.
Israel is also an inspiring example of how a community with scarce water resources can
change its behavior to live in a sustainable manner. By recycling effluent water, including
household sewage, the city of Tel Aviv supplies approximately 140 million cubic meters of
water per year for agricultural use, covering 50,000 acres of irrigated land.
Over 40% of the nation’s agricultural water needs are now supplied by effluent water.
Israel’s water treatment systems also capture 86% of the water that goes down the drain,
far more than any other nation, with Spain coming in second with only a 19% rate of
reuse. Over half of Israel’s drinking water now comes from desalination. However,
desalination is very costly, both from an economic and ecological perspective, leading
many experts to doubt its ability to solve water supply constraints.
A more promising strategy is potentially increased rainwater capture use throughout the
world. Cities such as Istanbul, Melbourne, and Manchester have incorporated large rainwater
capture systems, and others are requiring newly constructed buildings to include micro
systems for their water consumption.
Other promising developments are seen in aggressive water conservation strategies used by
corporations, in particular advanced techniques deployed in agriculture.
Sources: PBS, BBC
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2.5
Freshwater in South America

South America has an abundance of water. With an estimated 8%
of the world population distributed in 13 countries, the region
possesses one third of all the freshwater resources in the world.
Brazil alone has an estimated 20% of the world’s freshwater
resources. Among the world’s countries with the largest supplies
of renewable water resources are Brazil (#1), Colombia (#3), and
Peru (#8). The region has come to be known as an example
throughout the world for implementing progressive practices in
water management.

Brazil has introduced a participatory approach for the
management of water from its many river basins. Users from
across the spectrum – water supply companies, irrigators, energy
providers and governments - are involved in the decision-making
process, in order to take into consideration their water needs.
This approach was initially introduced in São Paulo and now is
being deployed effectively in states such as Ceará.
Rapid urbanization throughout the region has led to water and
sanitation services being focused on the metropolitan
populations, to the detriment of rural communities. A key
challenge for governmental and private leaders in Latin America
is to better manage the water infrastructure in place, including
storage and distribution systems. Water must be allocated in a
manner that allows for economic growth and also equitable social
inclusion.
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2.5
Freshwater in South America
Currently, 100 million people in Latin America lack access to any water sanitation
system, with rural access at just a 60% access rate. Furthermore, only 20% of
wastewater in Latin America is treated, leading to the pollution of rivers and coastal
areas.
By improving access systems and implementing better governance, South America has
made progress with respect to water distribution over the past two decades, and
presently 96% of South Americans have access to a clean, safe water source.
Conservation efforts and more sophisticated planning, however, must be implemented in
order to secure water sources for continued growth and a changing climate.
Sources: The World Bank, Global Water Partnership

THE WORLD’S MAJOR AQUIFER SYSTEMS
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3.0
PEOPLE AND WATER
B R A ZIL
T h ou g h the cou n tr y h as an e s ti m a te d 2 0% o f t h e w o rl d ’ s f r e s h w at e r r e s e rv e s, o v e r
r ece n t yea r s Br az i l h a s s uf f e r e d w a t e r c ri s e s d u e t o p o or m an a g e m e n t of i t s w a t e r
d i s t rib u tio n. T h e f o l l o w i n g c h ar t b y t h e W o rl d W i ld li f e F u n d s h o w s t h at B r a z i l ’ s
t w o l a r g e st ci t i e s a r e a m o n g th e t o p t e n c i t i e s i n t h e w or l d f a ci n g w a t e r
s h o rt a g e s .

Source : WWF

D es pi te s u ch w at e r s h o r ta g e s , t h e r e i s n o p re c e d e n t f o r t h e B ra z i l i an g o v e r n m e n t
r ev o ki ng a ny o f t h e l i c e n s e s a n d a p p ro v a l s i s s u e d t o A S W f o r t h e e x t ra c t i on a n d
s al e o f A ma z o n S p r in g W a t e r s .
T h i s i s co nf ir m e d b y t h e l e g a l o p i n i o n o f Ne i m ar B at i s t a, w h i c h i s a t t a c h e d a s
A n n ex A .
B r azi l ’s wa ter s u p p l y i s i n e x t r i c a b l y l i n k e d t o t h e h e al t h o f t h e A m a z on , a n d
d e f or esta ti o n i s a c o n tr i b u t i n g f a c t o r t o t h e re ce n t w a t e r c r i s e s i n c i t i e s s u c h a s
S ão Pa u l o.
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“There is a lot of water out there that could be
used, spread through various + points in the city
of São Paulo. All we need is a little bit of
goodwill and a new policy to recuperate these
resources.” – Adriano Sampaio, São Paulo
Activist
(Source: Time)

“There are two extremes: on one side a rural
reservoir that has a serious deforestation
problem, on the other side an urban reservoir
that has a pollution problem. Either we
change, or São Paulo will continue to face
these kinds of problems for years to come.” Marussia Whately, coordinator of Aliança pela
Água
(Source: Time)

“After five years of drought, farmer Edivaldo Brito says he cannot remember when the Boqueirao reservoir
was last full. But he has never seen it this empty.'We've lost everything: bananas, beans, potatoes,' Brito
said. 'We have to walk three kilometres just to wash clothes.' Brazil's arid northeast is weathering its worst
drought on record and Campina Grande, which has 400,000 residents that depend on the reservoir, is
running out of water. After two years of rationing, residents complain that water from the reservoir is dirty,
smelly and undrinkable. Those who can afford to do so buy bottled water to cook, wash their teeth with, and
even to give their pets. The reservoir is down to four per cent of capacity and rainfall is expected to be
sparse this year.' If it does not fill up, the city's water system will collapse by mid-year,' says Janiro Costa
Rego, an expert on water resources andhydraulics professor at Campina Grande's Federal University.”
(Source: The Daily Mail)
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LATIN AMERICA
“Bolivia’s glaciers are melting; they have probably lost
40% of their ice because of climate change. But the water
in the reservoirs for cities mainly comes from rains, not
glaciers. If this drought continues and it does not rain,
[usually between November and April] we will have a
serious political crisis. Cities are vulnerable to climate
change but government policies are making climate
change worse. There has been a huge development of
extractive industries, like soya, mining and mega dams.
There has also been a lot of deforestation. These have all
worsened the water situation and made Bolivia, and other
Latin American countries, more vulnerable to climate
change.”
Pablo Solon, Bolivia’s Former Ambassador to the UN
(Source: The Guardian)
“It is said that Ecuador’s wealthiest 1% controls 64% of
fresh water. A single mine can use more water in a day
than an entire family in 22 years. [Access to water] is part
of a wider political struggle. It is about changing politics
so that economies are not based on the extraction of
resources. It crosses all boundaries and goes well beyond
indigenous peoples. The call for water echoes a much
larger, collective desire for equal redistribution and shared
responsibility that is transmitted across generations.”
Manhuela Picq, Former Professor Universidad San Francisco
de Quito, Ecuador (Source: The Guardian)
They are condemning us to a slow death. In the future, we
know we will have less water. We cannot trust the rainy
season any more. Every year the water levels are
diminishing.
Nestor Cuti, a union leader objecting to a mine and dam
threatening to affect the Apurímac river in Peru's southern
highlands. (Source: The Guardian)
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PLASTIC RECYCLING

TABLE 1: Recycling Rates

As major consumers of plastic bottles, containers,
and bags, the US and Europe have had to confront
the challenges of plastic waste disposal through
greater focus on recycling.

Source: European Environ ment A g e nc y

T he f o l l o w i n g m ap s s h o w m aj or r e c y cl i n g c e n t e r s i n t h e U S a n d E u ro p e .

Following are worldwide examples of
local community efforts to lessen the
damage of plastic bottles in the
environment as well as commentary on
recycling.
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PLASTIC RECYCLING
An accumulation of glass and plastic bottles mixed with honey, sand, rubbish, linseed oil
and milk can be turned into homes for Latin America’s poorest families thanks to a project
that is becoming a reality in several countries. Casas de Botellas (Bottle Houses) is the
name given a project that the Bolivian Ingrid Vaca Diez has been promoting for seven years
to provide the poorest members of society with the chance to make with their own
resources a decent place to live.”
(Source: Latin American Herald Tribune)
“On 30 May 2017, Chile became the first South American country to approve a nationwide
ban on single-use plastic bags, garnering congratulations from around the world for its
efforts to beat plastic pollution ahead of World Environment Day on 5 June. In 2017, under
the presidency of Michelle Bachelet, the country banned the use of plastic bags in 100
coastal communities. But the government of current President Sebastián Piñera decided to
take things one step further, proposing to the Congress to extend the measure nationwide.
The ban will come into force in one year’s time for major retailers and in two years’ time for
smaller businesses. ‘Today we are more prepared to leave a better planet to our children,
grandchildren and the generations to come,’ said Piñera.
(Source: World Environment Day)
“[David] Katz’s idea, which became the Plastic Bank, is ambitious but simple: People collect
plastic waste in exchange for basic goods such as food and shoes. The accrued mixed
plastic material can then be sent to manufacturers, who instead of producing more
synthetics can reuse the eco-friendly (and marketable) ‘social plastic.’ The project aims to
make an impact by decreasing poverty by 2035 and cleaning up plastic waste from the
world’s oceans—a worthy but tough goal. Centuries-old plastic litters the planet. By 2025,
the World Bank estimates, 2.42 billion tons of plastic will be dumped every year. Discarded
by big corporations, most trash travels to faraway beachside communities in developing
countries. ‘In a lot of places in the world, people are actually dumping plastic waste into
the streets and pushing it into the waterways,’ Plastic Bank cofounder Shaun Frankson
explained to CBC. ‘If we can just reveal value in plastic, it becomes too valuable to let it sit
there. It’s not just plastic they’re collecting.’ A viable supply of ‘social plastic’ from
impoverished regions will let companies up their sustainability while reducing global
poverty.
(Source: Take Part)
“In Bogota, 700 tons of plastic is discarded daily, with only 100 tons of that recycled. But
that’s all beginning to change, thanks to the work of architect Oscar Mendez. His company,
Conceptos Plásticos transforms plastic and rubber waste into a construction material, and
uses it to build houses for those who need it, across Colombia. Oscar and his colleagues
Henry Cañon and Isabel Cristina started out with an aim of reducing the environmental
impact of plastic by reusing it in construction. Once they were joined by Fernando Llanos
(and later, Jesus Mendez) Conceptos Plásticos was born, and they’ve gone from strength to
strength since. The company aims to tackle two problems: one, the growing mountain of
plastic in landfills; and two, booming populations in cities across Latin America.”
(Source: Forbes)
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PLASTIC RECYCLING
Eli Balim meticulously works her way through an enormous heap of garbage. Her
hands – scarred from years of handling broken shards – quickly open each bag, toss
the glass bottles into a waste-high dumpster, and pull out everything that’s useless,
dangerous, or can’t be recycled. Her powerful body heaves the bag over the wall into
a heap that will soon be sorted into piles of plastic, tin, and paper by one of the
other members of the 20-person Vila dos Papeleiros Recycling Association. When her
shift ends at 5 p.m., Balim braves the evening city traffic, pulling her six-foot-long
metal cart through the streets of the southern Brazilian city of Porto Alegre to collect
another 100 kilos of recycling as the sun sets. En route, she passes dozens of
collectors picking through the day’s trash. The scavengers cluster around piles of
garbage on roadsides and street corners, hauling their recycling booties over their
shoulders in thick plastic bags, on the backs of horse-drawn buggies, or in waste-high
carts like Balim. Like hundreds of thousands of Brazilians, Balim is a catador
(collector) – an integral component of a complex web of individual recyclers,
collecting cooperatives, middlemen, and packaging producers that consistently makes
Brazil one of the top recycling countries in the world, with a tin can recycling rate of
as high as 96.5%.”
(Source: Earth Island Journal
San Francisco has become a recycling model for some cities, including Paris. The
city’s deputy mayor, Mao Peninou, visited in October 2014 and said Recology’s
composting now serves as a proof-of-concept for new Parisian efforts along the same
lines. Recology continues to draw visitors even though it is “not state of the art,” said
Jack Macy, the Zero Waste coordinator for San Francisco. He acknowledged that other
places have pulled ahead with newer technology, and noted that San Francisco itself
originally drew inspiration from Germany, which was recycling and beginning to
compost in the 1980s. Today, San Francisco diverts around 80% of waste away from
landfills, putting it among the elite recycling cities. (And Recology plans to spend
$11 million to upgrade its facility in the next year to deal with more packaging from
online shopping.)”
(Source: New York Times)
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PLASTIC RECYCLING
What may sound like a lot of extra fuss over trash has become second nature among
Germans, the world’s recycling champions. According to the Organization for Economic
Cooperation and Development, Germans happily sort 65% of their waste into an array
of color-coded bins to be collected for reuse or incineration. South Koreans come in
second, recycling 59% of their refuse. The United States recycles 35% ; that’s only
slightly above the average for the developed countries that belong to the
organization, but it is miles ahead of Turkey, where 99%of all trash ends up in a
landfill. One key to Germany’s success is that the color-coded collection bins are
everywhere — train cars and station platforms, town squares and public parks,
schools, even soccer stadiums. Most are labeled in English as well as German, to help
foreigners figure out what goes where. And if that wasn’t enough, ordinary Germans
are rarely shy about intercepting strangers on the verge of dropping a paper cup or
empty soda bottle into the General Waste bin with a cry of, “Stop! That doesn’t go in
there!”
(Source: New York Times)
France plans to introduce a penalty system next year that would increase the cost of
consumer goods with packaging made of non-recycled plastic, part of a pledge to use
only recycled plastic nationwide by 2025, an environment ministry official said on
Sunday. Brune Poirson, secretary of state for ecological transition, said the move was
one of several to be implemented in coming years, including a deposit-refund scheme
for plastic bottles.’ Declaring war on plastic is not enough. We need to transform the
French economy,’ she told the Journal du Dimanche newspaper. Under the new plan,
products with recycled plastic packaging could cost up to 10% less, while those
containing non-recycled plastic up to 10% more, Ms Poirson said. ‘When there's a
choice between two bottles, one made of recycled plastic and the other without, the
first will be less expensive,’ she said.
(Source: France 24)
A ban on imports of millions of tonnes of plastic waste by the Chinese government is
already causing a build up of rubbish at recycling plants around the UK and will bring
chaos for councils in the weeks ahead, according to industry experts. Simon Ellin,
chief executive of the UK Recycling Association, said his members had already seen
some lower grade plastics piling up at their yards and warned urgent action was
needed. ‘You can already see the impact if you walk round some of our members’
yards. Plastic is building up and if you were to go around those yards in a couple of
months’ time the situation would be even worse.’
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PLASTIC RECYCLING
“The Chinese plastic ban came in on 1 January but Ellin said many UK recycling
businesses stopped shipping plastic to China in the autumn because of fears it might
not arrive before the deadline. ‘We have relied on exporting plastic recycling to China
for 20 years and now people do not know what is going to happen. A lot of [our
members] are now sitting back and seeing what comes out of the woodwork, but people
are very worried.’ China’s dominance in manufacturing means that for years it has been
the world’s largest importer of recyclable materials. In 2016, it imported 7.3m tonnes of
waste plastics from developed countries including the UK, the US and Japan.
British companies alone have shipped more than 2.7m tonnes of plastic waste to China
and Hong Kong since 2012 – two-thirds of the UK’s total waste plastic exports,
according to data from Greenpeace released last month. But last summer the Chinese
government announced it intended to stop the importation of 24 kinds of solid waste by
the end of the year, including polyethylene terephthalate (Pet) drinks bottles, other
plastic bottles and containers, and all mixed paper, in a campaign against yang laji or
‘foreign garbage’.
(Source: The Guardian)
Trash is not garbage. This is the motto of one of Peru’s most innovative recycling
campaigns, one that has already turned a million plastic bottles into thousands of
ponchilas. In Peru, a ponchila – a combination of the Spanish words “poncho” and
“mochila” – refers to a backpack with a built-in poncho. The items were designed to
protect the poorest children in the Andes, many of whom must travel several kilometers
a day, often in inclement weather, to get to school. And ponchilas have one other
important benefit: Each item is made out of 80 recycled plastic bottles. ‘With this
initiative, we are recovering a lot of plastic that could end up in landfills, dumps or in
the oceans,’ says Miguel Nárvaez, head of social and business responsibility at
Cencosud, a supermarket chain and one of the companies that leads the campaign.
(Source: United Nations)
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4.0
MARKET OPPORTUNITY

4.1
THE OPPORTUNITY
The ASW business model is designed to capitalize on the demand factors below to
achieve success as a premium brand in the USA and potentially in the other leading
premium bottled water markets of the United Kingdom, France, and Germany.

According to Zenith Global, the global bottled water under 10L sector is valued at US
$149 billion in 2017 and will reach US $179 billion by 2021. The market has been
stimulated by a rising global population, urbanization, consumer spending and lifestyle
trends, and growing levels of health consciousness. The USA is the largest market for
premium bottled water outside of Europe, though emerging economies in South America
and elsewhere have strong futures due to rising middle class incomes and changing
taste preferences.
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ASW LOCATION AND WATER QUALITY
The ASW site just outside of Almirante Tamandaré near Curitiba provides exclusive
access to an aquifer that contains plentiful reserves of water that are naturally
replenished by rainfall. The water is of exceptional quality and free of the contaminants
that often affect spring water in less pristine locations. The land itself has two stainless
steel tubular wells and a natural spring accessible by an aqueduct, with an abundant
supply of alkaline spring water in near perpetuity. The water supply complies with
national drinking standards (Edict 36/90, Brazilian Ministry of Health) as well as
international guidelines for drinking water (World Health Organization Guidelines for
Drinking Water 1984 and Hygienic Criteria of Drinking Water Quality 1986). The water is
practically neutral pH, and contains no chemical contaminants of an organic nature or
toxic metallic elements.
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ASW engaged Zenith Global Ltd of the United Kingdom to assess the results of a water
quality sample against water quality regulatory limits in the US, EU & UK, UAE, China and
India. The report established compliance against regulatory water quality limits in terms of
physical, chemical and contaminant water quality as shown in the table below. A full copy
of the water quality report issued by Zenith Global is attached as Annex B

ABLE 2: ASW SUMMARY
WATER CHARACTERISTICS
TABLE 2: ASW Summary Water Characteristics
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Zenith Global is a leading commercial and technical consulting firm that counts many of
the world`s most reputable companies as clients. In the water segment, other Zenith
Global clients include Coca-Cola, Danone, Nestlé, and Icelandic.
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4.2
US BOTTLED WATER INDUSTRY
The USA bottled water industry for containers under 10L has been growing in value at a
CAGR of 7.5% over the past three years, reaching a market size of almost $29 billion in
2017. The progression of industry revenue is shown in the following chart

Source: Zenith Global

As of 2017, the industry was highly concentrated, with the largest five firms accounting
for 47.6% of industry revenue

TABLE 3: Leading Global Water Companies

Source: Zenith Global
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ASW perceives a significant opportunity to enter the industry using a
powerful marketing campaign
related to water purity, consumer
engagement with preservation of the Amazon Rainforest, lessened
environmental impact through use of fully recyclable bottles and a
commitment to adopt biodegradable packaging when technology and
regulatory compliance has been established, as well as its central
marketing themes related to origin at a pristine Brazilian karst aquifer.
Some of the current market leaders tout their use of plant-based
materials for 30% of the content used in the plastic bottle, but in
reality this inclusion makes the bottle more difficult to recycle, and
may in fact increase plastic waste destined for landfills.
The following is a list of the most popular brands in the USA market.

TABLE 4: Top US Brands

Source: Zenith Global
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TABLE 5: Top Consumer Preferences

Source: Zenith Global

The above table highlights Zenith`s beverage category ranking in the USA market by
volume in 2016 and shows that still water up to 10L has not yet overtaken carbonated
soft drinks in the
market. Plain still water is, however, expected to overtake
carbonated soft drinks in the near future, and Amazon Spring Waters will launch with
the USA as its primary market in order to build international brand awareness and
enable wider market expansion in the future.
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4.3 Core Beliefs
AMAZON SPRING WATERS IS GUIDED BY THE FOLLOWING
PRINCIPLES.
Citizenship: We trust in people. By providing the public with the means to save the Amazon and
benefit the environment, ASW is poised to unleash their potential and bring about a symbiosis
between a private company and the public good. ASW views its health as an entity to be
dependent upon the goodwill that it generates.
Environment: We co-exist with animal and plant species. We cannot survive without a healthy
world organism. The environment is our future and we must take steps now to protect it. ASW
will create a brand that is synonymous with a healthy environment; the Amazon water is pure,
the packaging is eco-friendly, and the buyer’s purchase results in conservation of the most
important rainforest on the planet, the Amazon Rainforest.
Legacy: ASW is committed to creating a legacy built upon partnership with the consumer,
governments, and foundations. Our legacy will be the Amazon and a successful model
demonstrating how creativity and ethical stewardship can result in transformation.
Employees & Community: ASW is committed to treating its employees ethically and creating a
positive relationship with the communities where it operates. The ASW business model depends
upon human commitment.
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4.4
Environmental Platform
RECYCLABLE AND BIODEGRADABLE PLASTIC
The industry typically uses polyethyl terephthalate (PET) plastic for its
packaging. This plastic is durable yet non-biodegradable, causing lasting
environmental damage when discarded due to its estimated life of 400
years. Large companies such as Nestlé, Danone, and PepsiCo have started
using renewable sources in their plastic, and Nestlé, PepsiCo and Danone
have established an alliance to move to 100% renewable sources by 2020.
However, this only eliminates the use of fossil fuels in the making of the
plastic, rather than providing a solution to the problem of plastic disposal.
Approximately 220 million tons of plastic bottles and containers are
disposed of annually throughout the world. Over 60 billion single-use
plastic bottles are purchased annually, and over 75% of them are disposed
of without recycling. An estimated ten percent of these disposed bottles
wind up in the ocean. The amount of discarded plastic currently floating in
the world’s oceans is equivalent to 46,000 pieces per square mile.
(Sources: United Nations, EPA, Container Recycling Institute)
ASW will address environmental issues by incorporating fully recyclable
plastic and renewable sources in its packaging, and over time will move to
a fully biodegradable solution. ASW is not aware of any other major water
brand that offers a fully sustainable packaging solution, although there are
some smaller brands that are considering use of biodegradable materials.
ASW’s approach is to educate consumers about the importance of recycling
its plastic water bottles while it moves forward with improved technology
to substitute plastic with natural materials, and eventually to incorporate a
fully biodegradable feature that is consistent with its environmental values
and commitment.
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4.5
PROPERTY DESCRIPTION AND STATUS
DESCRIPTION
The property consists of 3.04 hectares of land owned by ASW, with two established wells each
capable of producing 26,400 liters per hour, or 220 million liters per year. The property has an
additional natural well which, subject to further flow-testing, is likely to produce similar
output. ASW has rights to an additional 49 hectares of land from which it can engage in
extraction of spring water, with these rights granted by the Federal Government of Brazil.
Subject to meeting flow-test parameters, ASW is entitled to sink an unlimited number of
additional wells on these properties, with each well capable of producing 220 million liters of
water per year. Four years of studies were conducted to gauge all aspects of the water
resource and planned operation, including geological surveys, water analysis, environmental
impact analyses, pumping technologies, and bottling operations. The water comes from a karst
aquifer, which gives it qualities that make it ideal for human consumption. The water can be
categorized as spring water in ASW’s primary and secondary target markets in USA, UK, France
and Germany. Subject to local regulatory compliance requirements, the water can also likely
be marketed as mineral water in these markets.

TABLE 6: Location

Source: Zenith Global

ENVIRONMENTAL AND EXTRACTION PERMITS
The respected Brazilian engineering group Terra Engenharia has confirmed that ASW has “all
legal permits – Environmental Installation License (Licença Ambiental de Instalação) and
Decree of Mining Extraction Concession by the Federal Mineral Production Agency (Portaria de
Concessão de Lavra/DNPM) – necessary for the implementation of the project in reference,
related to mineral water production.” The operational license for the bottling plant (Licença
Ambiental de Operação) is the only permit remaining and will be issued by the Paraná State
Environmental Authority after completion of the production facility. This is confirmed in the
legal opinion of Neimar Batista attached in Annex A.
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4.6
Recent industry transactions
Following are representative recent transactions in the water industry.
Nestlé Waters: In March 2018, Nestlé sold its water business in Brazil to Grupo
Edson Queiroz, owner of the leading Brazilian brands Minalba and Indaiá.
Included in the deal were Nestlé’s São Lourenço and Petrópolis brands, as
wells as the rights to distribute Perrier, San Pellegrino, and Acqua Panna. Grupo
Edson Queiroz also is acquiring Nestlé’s bottling plants in São Paulo, Rio de
Janeiro, and Minas Gerais.
Glaceau: The company was purchased by Coca-Cola in 2017 for $4.1 billion.
Glaceau’s brands include SmartWater and Vitamin Water.
Kona Deep: The French group Danone invested in Kona Deep, a young venture
that collects water off the ocean floor of Hawaii, and then desalinates the
resource. The price of the water, even in bulk form, is $2.75 per liter. The total
investment by Danone and other companies was $5.5 million.
KeVita: The probiotics drink maker was purchased by Pepsi for $200 million in
2016. Pepsi had earlier taken a minority stake in KeVita and had assisted the
company with expanding distribution. ASW could consider a similar strategic
partnership with Pepsi (or other major water or beverage companies) to expand
its own distribution network.
Zico: Coca-Cola acquired the coconut water brand for an undisclosed sum
(rumored to be in excess of $1 billion) in 2013.
Topo Chico: The Mexican bottled sparkling water producer was acquired by
Coca-Cola for $220 million in 2017. Topo Chico was owned by Arca
Continental, Coke’s longtime Mexican bottling partner. The premium water
brand comes from a source in the Cerro del Topo Chico region in Northern
Mexico.
Sources: Food Dive, Reuters, Fortune, Gazeta do Povo, company websites
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4.6
Recent industry transactions
Additionally, there have been several high-profile investments in Brazil by
major Chinese companies. Overall, acquisitions of Brazilian firms by
Chinese enterprises exceeded $11 billion in 2017.
Port of Paranaguá: The most profitable port in Brazil, operated by TCP,
was purchased by the Chinese conglomerate China Merchants Port
Holdings in April 2018 for $924 million. This is the closest port to the ASW
site and the intended point of departure for all international shipments.
CPFL Energia: The Brazilian energy firm was purchased by State Grid
Corporation of China in 2017 for $3.7 billion.
Hidrelétrica de São Simão: The hydroelectric plant was purchased by State
Power Investment Corporation for $2.3 billion in 2017.
Dow Agrosciences Sementes & Biotecnologia: This Brazilian biotech
company was purchased by the Citic Agri Fund for $1.1 billion in 2017.
CPFL Energías Renovavéis: The renewable energy business of CPFL was
purchased by State Grid Corp of China for $938 million in 2017.
Source for China Acquisition Data: Dealogic
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4.7
REGIONAL BOTTLED WATER MARKETS
In addition to the USA, the UK, France and Germany represent large consumer
markets for premium bottled water.

TABLE 7: Regional Leaders (per capita consumption)

Source: Zenith Global

ASW water can be shipped by sea directly to USA ports such as Tampa or Los
Angeles, and to major European trade centers such as London, Rotterdam, and
Hamburg. By targeting the four selected markets, ASW would have a potential
consumer base of 540 million people. After achieving penetration of these
major markets, ASW may also target Brazil, seeking to establish itself as a
premium brand for the restaurant, hotel, and conference sectors.
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TABLE 8: ASW Regional Target Markets

Source: OECD European Federation of Bottled Water

EUROPEAN TARGET MARKETS
The three target markets in Europe consume 25.6 million liters of bottled
water annually, and have been chosen due to factors such as disposable
income, ease of distribution, and branding considerations. Following is a
general overview of the three European target markets economies.

TABLE 9: ASW Regional Target Markets - Economies

Source: OECD European Federation of Bottled Water
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4.8
BUSINESS MODEL AND SOLUTION
The ASW business model consists of the distribution and sale of bottled water in the US for the
first three years of operations, followed by expansion into the other leading premium bottled water
markets of UK, France and Germany. ASW anticipates developing close strategic partnerships with
leading distributors, supported by a unique ASW marketing campaign to stimulate demand. The
business model’s primary features are:

Water extraction and bottling at the source in Curitiba, Brazil
Establishment of a high-profile Rainforest Foundation, funded via ASW sales Partnership with The
Amazon Fund for funding of conservation initiatives in Brazil.
Establishment of a research and policy center in Curitiba to document the conservation efforts,
shape policy at the local and national level, and disseminate research about the Amazon
Education of the public, and local school children in particular, about ASW activities and the
individual consumer’s impact on the Amazon through his/her relationship with ASW, including
metrics such as trees planted, CO2 emissions reduced, impact on species.
Frequent and varied communication with consumers via mobile app, website, and emails to keep
them engaged with ASW and aware of their personal impact
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BENEFITS
The following benefits are anticipated as a consequence of ASW:
Consumer Health: ASW’s water comes from a pristine limestone
karst aquifer, which is a very pure source producing spring water
with beneficial properties.
Elimination of Negative Environmental Impact: ASW’s packaging
will initially be 100% fully recyclable plastic. Going forward, ASW
is committed to adopting fully biodegradable packaging upon
establishment of the necessary technology and compliance with
local food packaging laws and regulations.
Elevated Conservation Profile for Brazil, ASW, and ASW
Customers: ASW will donate a significant portion of its bottled
water revenue to an Amazon Rainforest conservation program
(equivalent to US $.20 per liter), with the conservation platform
sanctioned by the Brazilian government in order to raise the
profile of the program and company. The involvement by a major
environmental group may assist in attracting global awareness of
the program and its purpose to conserve the Amazon Rainforest.
Legacy Model: ASW will create a successful model of public –
private partnership that combines elements of private enterprise,
non-profit charitable contribution, and governmental policy to
achieve a common goal, in this case the preservation of the
Amazon Rainforest, saving the environment through biodegradable packaging and contributing to the local community
economically and through social programs.
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5.0
COMPETITON
5.1 COMPETITORS

The following companies represent potential competition:
LATIN AMERICAN BRANDS
Rainforest: The brand is from Costa Rica, bottled at the source in
Campos Lapa Verde. The website and marketing are centered on
sustainability and the Costa Rican environment.
Topo Chico: This is a Mexican brand, launched over one hundred years
ago near Monterrey, Mexico. The owner, ARCA, merged with Grupo
Continental in 2011. Topo Chico is now distributed in the US as well as
in Mexico.
BRANDS IMPORTED INTO THE US
Waiakea: Produced by Waiakea Inc. the brand is qualified as volcanic
water from an isolated part of Hawaii. The company was reported to
investigate the development of a biodegradable packaging and has
been communicating on their brand`s purity and sustainability. In order
to endorse an ethical behavior the company is donating one week of
clean water in Africa for every liter of Waiakea sold through a
partnership with the Pump Aid charity.
Voss: The brand is produced by Voss Water and originates from an
artesian source in Norway. The premium brand has been successful in
the US market by emphasizing its water purity.
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5.0
COMPETITON
5.1 COMPETITORS

Fiji: The only global brand to offer bottled artesian water, Fiji is owned by
Stewart and Lynda Resnick, who also own the POM Wonderful juice brand.
The company was involved in a dispute with the Fijian government and
temporarily shut down its operation in Fiji in 2010. Revenues are
estimated at approximately $425 million and volume is estimated at over
400 million bottles. The parent company is Roll International Corp, based
in Los Angeles, which also operates Teleflora, a floral service. Fiji Water
was sold to the Resnicks by its founder, entrepreneur David Gilmour, in
2004.
Icelandic Glacial: The brand is owned by Icelandic Water Holdings which
has promoted its product natural origins through its marketing and
packaging representing an iceberg. In addition, as part of the company
sustainability profile, it stresses that it is the first bottled water certified as
carbon neutral for product and operation.
Evian: Owned by French company Danone. It is produced from the French
Alps under the Evian brand. Evian is sold in over 140 countries and annual
revenues are estimated to be over $200 million.
Himalayan Water: Himalayan Water is sourced and bottled in the
Himalayas, coming from the Shivalik range. The bottled water is sold direct
to consumers on Amazon.com and its marketing revolves around water
quality and sustainability.
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5.0
COMPETITON
5.1 COMPETITORS
LOCALLY PRODUCED PREMIUM WATER BRANDS
Glacéau Smartwater: The brand was bought by Coca-Cola for $4.1 billion in
2017. The company is based in New York City and its brands Smartwater and
Vitamin Water have an estimated combined revenues of $1.4 billion.
LifeWTR: The brand was launched in 2017 to compete with Glacéau
Smartwater. It is a premium water with a strong social endorsement. It is a
purified water enhanced with electrolytes which regularly releases new
designs on a particular social theme. For instance, one series of new design
was named 'Women in Art' and focused on increasing visibility of female
artists by releasing their art on the bottle.
Cuipo: The company is based in Solana Beach, California and dedicates a
percentage of profits to conservation initiatives in Brazil. The water is
apparently bottled in the USA, potentially from municipal sources.
GLOBAL BRANDS
Nestlé: The company's brands include Arrowhead, Calistoga, Poland Spring,
San Pellegrino, Pure Life, and Perrier. Nestlé water sales in the United States
are estimated to be over $4.0 billion. The company has been involved in legal
disputes recently regarding its allegedly fraudulent marketing of municipal
tap water. The Pure Life brand has estimated sales of $900 million. Nestlé
Waters North America employs 8,500 people and has 28 factories.
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5.1 COMPETITORS

Coca-Cola: The Dasani brand is made from municipal tap water. Revenues are estimated at $1.1
billion. Coca-Cola is based in Atlanta, Georgia.
PepsiCo: The Aquafina brand competes head to head with Dasani and also generates approximately
$1.1 billion in revenue. Pepsi is based in Purchase, New York.
Cott Corporation: Cott, based in Ontario, Canada, focuses on the home and business segment,
delivering water in bulk and providing a white label service for major stores such as Safeway. In
addition to water, Cott is active in other beverage segments such as juices, energy drinks, and
iced teas. Cott had revenue of $921 million in 2017.
Sources: Company websites; Bloomberg; Yahoo Finance, Zenith Global
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5.2
UNIQUE DIFFERENCES
THE FOLLOWING SET ASW APART AS A BRAND

5.3
COMPETITIVE ADVANTAGES
The following represent ASW's advantages over the competition.
Water Quality: Amazon Spring Waters is a genuine spring water that has been
independently tested for purity and mineral content. Subject to compliance
with local regulatory requirements, it may also be marketed as mineral water
given its favorable content of calcium, magnesium, and other minerals.
Abundance of Water Resources: The water resource accessible in the
karst aquifer is protected and plentiful. Previous appraisals of the ASW
resource have indicated a near perpetual supply as long as periods are
allowed for natural resupply of the aquifer. Brazil has some of the strictest
environmental regulations in the world and it is unlikely any future economic
development would be allowed in a manner that would jeopardize the water
resource.
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5.3
COMPETITIVE ADVANTAGES
Environmental Sustainability: ASW initial packaging will be 100%
fully recyclable plastic. Going forward, once the technology is
established and regulatory compliance confirmed, ASW is
committed to using biodegradable plastic for its packaging to
ensure its products do not cause environmental damage.
First Mover: ASW will be the first major bottled water exporter
from Brazil. Brazil has a generally positive image throughout the
Americas, and for the US in particular, where it is associated with
nature, health, beauty, and a romantic spirit.
Leadership Team: The leadership team at ASW includes executives
who have been overseeing the project for over 15 years. They have
combined skills in new ventures, government relations, finance
and management that add significant value to the ASW
opportunity.
Technology Platform: ASW will offer a technology platform
including a website and mobile app that will be highly engaging
for consumers, allowing them to directly see their impact on
conservation of the Amazon Rainforest.
Charitable Giving: ASW will develop an altruistic, socially
conscious image through its efforts to conserve the Amazon
Rainforest.
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6.0
COMMUNITY RESPONSIBILITY
6.1
LOCAL SUSTAINABILITY
The culture in Curitiba is ideally suited to being the host of an environmentally friendly company,
especially one involved in the extraction of water, which is so important to Brazil and the rest of the
world. The city government of Curitiba is highly aware of the importance of recycling and
sustainability, so much so that over 10,000 city workers, called 'garis' have the sole purpose of
picking up trash, taking materials to recycling centers, and cleaning any graffiti from city buildings.
City residents can also bring trash to recycling centers and be paid with bus tickets, food, and
schoolbooks. There are 18 recycling plants, 13 of them publicly run, that recycle an estimated 70% of
the city's garbage. The 3.2 million Curitibanos feel a collective responsibility to be responsible with
the materials their society produces and to contribute to a sustainable environment. The Cambio
Verde and Lixo Que Não É Lixo (Trash That is Not Trash) programs demonstrate their environmentally
conscious approach.
The city mayor who launched Cambio Verde, Jamie Lerner, also implemented a lake restoration
program to remove trash from the city's lakes, rivers, and bays. He persuaded the local fishermen to
collect garbage when they were not fishing, so that if they had a bad day of fishing, they could sell
garbage to the city instead. This had the additional benefit of allowing fish populations to recover as
the garbage was removed.
By implementing simple yet ingenious solutions to minimize its trash problem, the city also
alleviated hunger, made education more accessible, created employment, provided residents with
greater mobility, and cleaned the city. An important element of these programs is communication
with the public. The city, for example, has digital billboards in the city center displaying the number
of trees saved by the city residents through recycling programs. These programs have a multiplier
effect on the population, as can be seen in the fact that Curitiba has the lowest illiteracy rate (3.4%)
of any city in Brazil, with the national average being 13.6%.
Mayor Lerner, elected in 1972, also found innovative ways to change how public spaces were used.
He transformed a six-block area in the center of the city to a pedestrian walkway despite fears by
merchants that their business would decline. The transformation was achieved in three days and
resulted in a boom in sales for the merchants as well as the creation of a gathering place for
residents, free of automobiles and their attendant noise and pollution. The pedestrian zone was later
expanded to 15 blocks, and regularly features painting sessions for groups of children that come to
enjoy the city center.
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6.1
LOCAL SUSTAINABILITY
Other innovative policies and programs introduced by Mayor Lerner include:
Curitiba accepted only companies that were non-polluters
The city increased the green space allocation per resident to 560 square feet, from only 5 square
feet.
The city began to call itself the Ecological Capital of Brazil in the 1980s, when other cities were
not even concerned with the environment.
The city has an innovative bus system, with dedicated public transportation lanes, that allows for
relatively quick transport. There is one large central avenue, with two-way express bus traffic, and
then one block away in each direction, one-way avenues dedicated to cars. The bus transport
system is now used by 2.3 million residents daily.
Sources: The Huffington Post, WWF, New York Times
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6.2
CITY AND STATE INDICATORS
STATE INDICATORS
The following chart shows the basic economic indicators for Paraná and its
surrounding states.

STATE ECONOMIC PRIORITIES
The Paraná Development Agency lists the following six sectors as economic priorities.
AUTOMOTIVE AND TRANSPORTATION
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6.2
CITY AND STATE INDICATORS
AEROSPACE AND DEFENSE

AGROINDUSTRY AND BIOTECHNOLOGY
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6.2
CITY AND STATE INDICATORS
LIFE SCIENCES

ICT AND DIGITAL ECONOMY
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6.2
CITY AND STATE INDICATORS
ENERGY

6.3
STATE INCENTIVES
The State of Paraná has three incentive programs to attractive business investment.
Industrial Projects: This is a state tax deferral program by which 10% of taxes are paid
in the current month and the 90% balance is deferred until the 48th month.
Deferral and Exportation Credit: This is a credit by which 50% of the investment in
fixed assets and materials may be applied as a credit towards export taxes.
E-Commerce: For companies that operate in e-commerce, there is an interstate sales
incentive.
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6.4
STATE ADVANTAGES
The state of Paraná has many economic advantages, including the following.
FAVORABLE ECONOMIC ENVIRONMENT

ENERGY SECURITY
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6.5
LOCAL IMPACT OF ASW

The local impact of the ASW operation is estimated to be quite large, both on the human and
economic levels. The Company is projected to employ approximately 50 people in Curitiba in the
favourable economic environment areas of bottling, sales & marketing, distribution, and
administration. These will be high quality jobs with a major multinational corporation.
The projected revenues of the Company are significant when compared to the GDP of the state of
Paraná. For example, in the Optimistic Scenario in the attached projections, the overall economic
impact assuming a multiplier effect of three times revenue would be equivalent to approximately 2%
of state GDP. A large proportion of sales will be registered outside of Brazil, but the ASW extraction
and bottling operation in Curitiba will nevertheless be an important addition to the state's economic
profile.
There are other indirect benefits to the local area, including:
Involvement of ASW in local municipal initiatives related to poverty, education, environment, and
transportation
Elevation in Curitiba's environmental reputation by being the origin of the ASW Rainforest
Foundation, which greatly benefits the Amazon and Brazil
Location of prestigious operations facility for a major global brand
Potential tourism attraction with further development of the site, tours for interested consumers
Potential establishment of a research center related to the Amazon Rainforest, for the benefit of
local residents and tourists
Educational tours of the ASW plant for local school children to highlight the importance of water
preservation

52

7.0
BRAND RESPONSIBILITY
7.1
PRODUCTS
BOTTLED WATER
ASW will sell packaged water through distributors and direct to major retailers. The
standard unit sizes will be .33 L, .5 L, and .7 L bottles, though variations in bottle
size may be incorporated over time. All product packaging will prominently display
the brand name as well as imagery related to the Amazon Rainforest.
MARKET PRICING
The following is the pricing for some of the most popular premium brands sold in
the USA at retailer Whole Foods and shows Amazon Spring Waters intended relative
price point:

TABLE 11: Premium Pricing, Leading Water Brands
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7.1
PRODUCTS
A one liter bottle is used as a point of comparison given the wide availability of pricing for this
size, though ASW will focus on smaller sized bottles with proportionate pricing. For the
financial model projections, it is assumed that ASW targets a retail price equal to $1.75 for a .7 L
bottle. Given that prices paid by distributors are typically 50% of the final retail price, this would
mean a price to distributor of $.875 for a .7 liter bottle.

ASW PRICING
The following are the projected costs and pricing:
TABLE 12: Price and Cost Structure

54

7.1
PRODUCTS
These figures yield an ASW Cost of Goods Sold percentage of 42.3%, 38.7%, and 38.3% for .7 liter
bottles, .5 liter bottles, and .33 liter bottles respectively. Note that the labor is calculated for a
conservative production volume of 25 million bottles annually. At higher volumes, the labor cost
per unit will decrease. The conservation program donation is not included in Cost of Goods Sold, but
will appear in financial statements as an adjustment to Earnings Before Interest Taxes Depreciation
and Amortization (EBITDA). When pricing is viewed as a percentage of the final sale price, as well as
with participant margins, the structure is as follows for a .7 liter bottle.

TABLE 13: Margins (.7 liter bottle)

7.2
SUSTAINABILITY PLATFORM
The packaging will be structured to minimize adverse effects on the environment. In addition to its
fully recyclable packaging and commitment to adopt biodegradable packaging in the future, ASW
plans to establish a foundation to benefit the Amazon Rainforest, with funding derived from a
dedicated portion of revenue over time. ASW's intent is to become known as a 'green-supporting'
enterprise to engender good will among consumers and throughout society. There is not another
major brand engaged in a similar program to minimize bottle waste and protect an internationally
known, fragile habitat such as the Amazon Rainforest.
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7.3
SALES PROJECTIONS
ASW anticipates making its initial shipments to customers in the first quarter of 2022 assuming
the timing of funding in the financial projections is achieved. The following chart details
anticipated growth over the following five years:

TABLE 14: Projections

The production capacity figures reflect 26,400 liters per hour per well, 23 hours of production per
day, and 360 days of output per year, yielding 218.6 million liters annually for each well. This
output has been rounded to 220 million liters for the table above.
MARKET PENETRATION RATES
Based upon the ASW revenue projections, the sales volume reflected above would result in a Year
6 market penetration of 1.7% of the US market and 1.8% of the combined
USA/UK/France/Germany markets.

7.4
BRAND STRATEGY AND POSITIONING
ASW plans to engage a leading branding firm to assist it with creation of the brand identity, logo,
and initial marketing themes. The core concept is to establish a brand that is synonymous with the
environment and the Amazon, inspiring feelings of health, trust, and altruism. ASW will be closely
identified with community and giving, based on a focus on the Americas and inspiring a feeling of
goodwill between the consumers of countries in the shared hemisphere.
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7.5
TARGETED MARKET SEGMENTS
The primary target market segments for ASW are listed below.
Health Conscious Bottled Water Consumers: Consumers who enjoy pure
spring water from a pristine source that is free of contaminants and contains
healthy minerals.
Environmentally Conscious Consumers: Consumers who have heightened
concern about the environment and make purchasing decisions to minimize
any potential negative impact on the environment. For these consumers, the
combination of a fully recyclable bottle and an ASW commitment to adopting
biodegradable packaging when viable is attractive.
Action Oriented Consumers: A purchase of an ASW product is immediately an
active participation in the Amazon Rainforest protection program which for
these consumers is highly compelling.
After extensive research of the market, ASW has concluded that there is a gap
in market supply related to the demand presented by these segments. Even
premium waters that use purity of source as a central feature of their
marketing campaigns have not made a public commitment to adopting fully
sustainable packaging. No major brand is active in an aggressive
donation/habitat preservation program similar to that suggested by ASW. A
fourth target segment, premium consumers, may be added over time through
an exclusive, glass bottle offering with a premium-targeted variation of the
ASW name, to be offered in restaurants and hotels. This premium product will
assist in strengthening the market image of ASW and serve to increase
consumption in both the ultra-premium and mass-market segments. The
financial projections do not include revenues from such an offering, which
could significantly enhance the return on investment.
Over time ASW will evaluate potential additions to its product line, including
flavored and enhanced water.
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7.6
DISTRIBUTION
The USA is ASW's primary launch market and the focus of its sales and
distribution for the first three years of commercial operation. The water will be
transported by ship from the port of Paranagua in Brazil to Tampa, Florida or
Los Angeles, California. Upon arrival, it will be transported by truck to an ASW
distribution center, where it will then be organized for further shipment to
distributors. A unique feature of the bottled water industry is that, overall, only a
small percentage of revenue is dedicated to marketing (less than 1%, according
to Ibis World). Companies instead rely heavily upon distributors that already
have relationships throughout the retail channels and can easily stock product
and samples, thereby making the brand visible to shoppers.
The following are the main distribution channels in the USA for bottled water:
WHOLESALE
National Distributors: ASW will work with established distributors that already
have wide distribution networks and relationships with retailers.
National Grocery Chains: For areas not managed by bottlers/distributors, ASW
may sell wholesale to national grocery chains capable of relatively large orders,
thereby capturing more profit within the pricing structure.
Super-Store Retailers: With larger super-stores having several thousand
locations throughout the USA, ASW can obtain significant market traction by
obtaining direct wholesale contracts with companies such as Costco, Wal-Mart,
and Home Depot.
Convenience Stores: Leading national chains such as 7-11 will be targeted as a
means of accessing consumers who purchase for spur-of-the-moment needs.
There are an estimated 150,000+ convenience stores in the USA.
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7.6
DISTRIBUTION
Despite the low industry allocation of operational funds to marketing, ASW has dedicated 21.6%
of revenue to marketing by Year 3 of operations. Initial sales efforts will focus on national
distributors and retailers in large urban centers in the western, southern, and eastern regions of
the US. Based upon consumer feedback to initial marketing efforts, ASW will refine its approach
as the team learns more about market response to initial strategies and packaging.
Website and Mobile App
An important means of spreading awareness of the brand and stimulating customer engagement
will be through the website and accompanying mobile app, which will be consumer facing as
well as providing a protected client area for distributor and retailer order management. The
website will be located at: amazonspringwaters.com. The mobile app and website will be
integrated with the rainforest conservation program, which allows consumers to track their
positive impact on the Amazon Rainforest in a highly visual manner.
Customer Support
ASW will provide customer support to wholesale accounts through telephone and web-based
communications with a small group of dedicated customer service professionals.

7.7
Marketing Support Strategy
The marketing programs anticipated by ASW include the following:
MARKETING LAUNCH - TEST MARKET RESEARCH
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ASW will identify an appropriate city or zip code with suitable demographics for a
test market study.
A leading market research firm will be contracted with to assist with the study.
ASW product will be distributed in the test market and data will be collected
regarding consumer response, preferences, pricing acceptance, and other criteria.
In response to the collected data, ASW, with input from the marketing research
firm, will decide upon refinements to the product design, pricing, and marketing
collateral.
Modifications to the product and marketing strategy will be implemented in the
test market and a second round of data will be collected.
Additional refinements, if any, will be incorporated into the product design,
pricing, and marketing collateral prior to wider distribution.
A comprehensive analysis of all test data will be compiled as a package available
to potential strategic partners, distributors, and retail accounts.

MARKETING LAUNCH - MAJOR CITIES
The initial marketing launch will be from New York City, the largest metropolitan
area in the United States, with a population of 20.3 million. NYC will also be a
strong candidate for the company headquarters.
Following launch in New York, metro areas such as Los Angeles (population
13.4 million), San Francisco (4.7 million), Seattle (3.9 million), and Miami (6.2
million) will be targeted. These five cities represent 12% of the total population
of the United States.
During the marketing launch, advertising will be conducted regarding
endorsements, sponsorships, partnerships, and key product features.
ASW will choose a select number of high-profile events to be sponsored.
These initiatives will culminate in an opening event where ASW's products and
management will be featured.
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TRADITIONAL MARKETING
Traditional marketing efforts anticipated at this point include the following:
Retail Store Marketing Programs: ASW will participate in retail newsletters and store coupons to
spread awareness of the brand. Additionally, ASW will cultivate direct mail programs in
partnership with leading retailers.
Print Advertising: Print advertising will complement the ASW's online campaigns, with
placements anticipated in general interest media, health and wellness publications, and
environmental media.
Trade Shows and Association Memberships: Trade shows are an important means of making
contact with distributors and retail buyers. ASW will also obtain memberships in the leading
water associations, including the World Water Council, World Water Forum, and World Water
Network.
Local Television: ASW will work with appropriate television media outlets at a local level to
maximize impact with the consumer base.
Public Relations: ASW will work with a leading Public Relations firm to craft a cohesive and highimpact marketing program to media outlets.
Event Marketing: ASW will market its brands at select events (music, film, sports, marathons, bike
races, etc.) for expanded brand awareness.
ONLINE AND MOBILE MARKETING PROGRAMS
The following efforts will draw visitors and prospective clients to the Amazon website.
Mobile App: The mobile app will be featured at major app stores such as iTunes and Google Play,
supported by App Search Optimization strategies.
Search Engine Optimization: ASW will maximize the website potential through optimizing its
performance with search engines.
Search Advertising: In addition to SEO, ASW may conduct pay-per-click advertising campaigns
based upon relevant search terms entered at popular sites such as Google and Yahoo.
Social Media: Marketing through important sites such as Facebook, Instagram, Twitter, Google+,
and YouTube will be pursued.
The mobile app will be extremely important for interactive customer engagement since as of
2018 77% of Americans own smartphones and 50% own tablets. (Source: PEW Research)
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PRIMARY MARKETING THEMES
Conservation Platform: The eco-friendly packaging and Amazon
Rainforest conservation platform will be essential to inspiring a
positive image and receptivity among consumers. The ASW platform
allows consumers to drink healthy water with the confidence that their
brand choice will not result in damage to the environment, and will
furthermore contribute to the protection of the Amazon Rainforest
through the donation and conservation program.
Water Purity: The purity and health benefits of ASW will be the primary
feature of the marketing campaign.
Origin in Brazil: The Brazilian origin is important since it distinguishes
ASW from other premium brands and capitalizes on the generally
favorable and romantic impression Americans hold of Brazil.

PACKAGING OPPORTUNITIES
The following is representative image of the ASW
packaging.
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The following is the projected marketing budget for the first three years of operations:

TABLE 15: Marketing Budget

MARKETING CAMPAIGNS AND MEDIA PARTNERS
To help establish a strong international brand with an emphasis on premium quality bottled water
with an overriding commitment to environmental conservation, ASW will work with a leading
advertising agency (digital and physical) to ensure that the campaign and marketing channels are
consistent with this brand identity. ASW plans to ensure that its mission and core values are
effectively expressed in the images, style, and collateral of its campaigns. The end goal is to develop
a fiercely loyal consumer base that is committed to continued involvement and long-term success of
the Company.

CONSUMER COMMUNICATION AND AWARENESS
Key to ASW`s success is the continued engagement with consumers who have bought into the brand
via purchases of bottled water. Though many of them will seek out continued information on ASW's
progress in the Amazon and charitable activities, ASW must continually reach out to them and
educate them about their individual impact. This process of reinforcement with edifying metrics such
as number of trees planted, carbon emissions reduced, and species preserved will make the
engagement personal with ASW consumers.
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8.0
rainforest foundation
8.1
funding
ASW will develop a consumer donation program so that at least $.20 of
every one liter purchased is destined to protect the Amazon Rainforest.
Bottled water consumers can enroll in the program through an ASW mobile
app, then track and visually experience through pictures and video their
impact on the rainforest, seeing the quantity of trees planted or protected.
For credibility, this program would ideally be sanctioned by the Brazilian
government and feature the involvement of a major environmental group
such as The Nature Conservancy or World Wildlife Fund, which are active in
protecting habitat in Brazil and throughout Latin America. Altematively, the
conservation funding may be placed directly in an already established
conservation fund such as the Amazon Fund (see Section 8.3).

8.2
overview of charitable giving in the us
MobileCause reports that 91% of consumers will switch to brands that
support causes they care about.
Following are the US companies that have the largest corporate giving
programs.

TABLE 16: Corporate Giving
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Source: Forbes

Additionally, many corporations establish foundations to manage their
charitable activities. The following chart details the scope of the leading
foundations in America.

TABLE 17: Top 50 Foundations

Source: Foundations Center
In addition to corporate giving, the following foundations are leaders in
annual charitable contributions.

TABLE 18: Top Foundation Donors
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8.3
The Amazon Fund
The Amazon Fund is a conservation fund managed by the Brazilian Development Bank (BNDES) with
the goal of protecting the Amazon forest and basin. According to the Brazilian government, The
Brazilian Development Bank (BNDES) is the main financing agent for development in Brazil. Since its
foundation, in 1952, the BNDES has played a fundamental role in stimulating the expansion of
industry and infrastructure in the country. Over the course of the Bank's history, its operations have
evolved in accordance with the Brazilian socio-economic challenges, and now they include support
for exports, technological innovation, sustainable socio-environmental development and the
modernization of public administration.
The Amazon Fund finished 2017 with total donations of R$3.1 billion, 93.3% of which came from the
government of Norway, 6.2% from the government of Germany, and 0.5% from Petróleo Brasileiro
S.A. (Petrobras). As of the end of 2017 there were 95 supported projects, of which 15 were
concluded.
Guidance Committee
There is an Amazon Fund Guidance Committee (COFA) made up of the following parties:
Federal Agencies
BNDES
Ministry of the Environment
Ministry of Industry, Foreign Trade and Services
Ministry of Foreign Affairs
Ministry of Agriculture, Livestock and Supply
Ministry of Science, Technology and Innovation
President's Office
Ministry of Justice and Citizenship, National Indian Foundation
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STATE GOVERNMENTS
The nine states of the Brazilian Amazon hold seats on the Committee, but only those that
have prepared their deforestation prevention and control plans have voting rights. The nine states
are:
Acre
Amapá
Amazonas
Maranhao
Mato Grosso
Pará
Rondonia
Roraima
Tocantins
PRIVATE ORGANIZATIONS
The Brazilian Forum of NGOs and Social Movements for the Environment and Development
(FBOMS)
The Coordination of Indigenous Organization in the Brazilian Amazon (COIAB)
The Brazilian Confederation of Agricultural Workers (CONTAG)
The Brazilian Association for the Advancement of Science (SBPC)
The Brazilian Confederation of Industry - CNI
The Brazilian Forum of Forestry Activities - FNABF
AMAZON FUND TECHNICAL COMMITTEE
The Technical Committee of the Amazon Fund (CTFA) validates the official figures regarding carbon
emissions from deforestation, as calculated by the Ministry of the Environment (MMA), in order to
determine how much funding may be raised for the next year. Appointed by the Ministry of the
Environment after consulting the Brazilian Forum on Climate Change, the technical and scientific
specialists of CTFA meet once a year. Participation in the CTFA is non-remunerative.
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AREAS OF FUNDING SUPPORT
The Amazon Fund supports projects related to:
Management of public forests and protected areas
Environmental control, monitoring and inspection
Sustainable forest management
Economic activities created with sustainable use of the vegetation
Ecological and economic zoning, territorial arrangement and agricultural regulation
Preservation and sustainable use of biodiversity
Recovery of deforested areas

TYPES OF PROJECTS
The projects supported by the Amazon Fund are either structuring projects or projects selected
through public requests promoted directly by the Amazon Fund (BNDES) or through partner
institutions. In order to receive funding, a project must meet the following criteria: (i) contribute to
the implementation of a public policy; (ii) have a decisive impact solving the relevant problem, and
(iii) have scale in an eligible region.
Projects may be proposed by (a) the federal government and its agencies; (b) state governments and
their agencies; (c) private non-profit organizations or (d) companies. The criterion "have scale in the
territory" will be considered as fulfilled when, for example, the project actions cover a set of
municipalities, rural settlements or protected areas, a state planning region, the surroundings
of major infrastructure works etc. Definition of territorial scale must be shown in accordance with
the project's characteristics and the respective public policies.
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In addition to requests for projects directly promoted by the Amazon Fund (BNDES),
support will be granted to partner institutions to promote public requests for
projects. The partner institutions must demonstrate experience, knowledge and
operational capacity to confer quality and scale to public requests, with partner
institutions being understood as entities of the non-profit sector such as NGOs and
the federal and state governments. The Amazon Fund is permanently open to the
submission by partner institutions of requests for financial collaboration to support
public requests for projects. Following is a map of the Amazon Fund projects.
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STATISTICS

THE FOLLOWING CHART DESCRIBES THE GOVERNANCE OF THE AMAZON FUND.
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The following charts show the annual project portfolio and also the rates of deforestation by
state.
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SELECTED CONCLUDED PROJECTS
SEMAS PARÁ

RECOVERING MARCELÂNDIA
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MODELS FOR THE AMAZON
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PRESERVING THE BABASSU FOREST
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EVERLASTING FOREST
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8.4
THE ASW RAINFOREST
CONSERVATION FUND
The optimal strategy for Amazon Spring Waters from a brand and operational perspective seems to
be the establishment of local foundations (e.g. school programs) in the ASW name in each of the
countries in which it operates, with each of these then contributing funds directly to the Amazon
Fund.
This would provide the conservation initiative at ASW a high degree of credibility, since the company
will effectively be partnering with the Brazilian government, with all of its technical and financial
resources, in the effort to protect the Amazon. This would also give regional bottled water
consumers a high degree of transparency since they could review their local ASW conservation fund
entity rather than, for example, having to search for an entity outside their country (if a more
centralized foundation approach were used).
Alternatively, one foundation could be established in the US (since that is the largest bottled water
market), and funds could be contributed directly to that foundation by the US entity if it were
established as the parent or holding company for ASW properties in other nations.

Method A

Method B
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In order to maximize the public recognition of ASW's donations, it would seem that
having one foundation be the issuer of donations to the Amazon Fund would be
preferable to having many
distinct ASW country foundations contribute
independently.
The following is the anticipated staffing for the ASW Rainforest Conservation Fund.
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9.0
SUPPLY CHAIN RESPONSIBILITY
9.1
BOTTLING PLANT
ASW is working with Terra Engenharia to design the extraction and bottling facility.
The capital expenditure quote from ASW's Brazilian engineering partner is $50 million
to build the entire plant to ASW's specifications, as well as complete general
infrastructure improvements.
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TABLE 19: Cost of Goods Sold - Materials

Note: the water cost is an amortized cost based upon an assumed company acquisition.

ASW's intention is to build a highly automated facility that will require staffing of an estimated 50
employees in operations, administration, and management. Specialist knowledge will be employed
as required by Brazilian law in the form of engineers and biologists to ensure the highest water
quality possible. The bottling technology will allow for all facets of production and packaging,
delivering a finished product ready for consumption. The plant will comply with the requirements of
the National Sanitation Foundation (NSF), specifically for spring and mineral water. Since the
facility is located in the middle of a nature reserve, ASW is required to operate the plant according
to the strictest environmental standards. All permits required for construction have been obtained
and engineering and logistical planning and development of the automated bottling plant to be
located at the site are at an advanced stage.
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9.2
SEA TRANSPORT
ASW has established relationships with several freight forwarders that can effectuate transport from
Paranaguá to both Tampa and Los Angeles. For the first two years of operations, it is assumed that all
shipments come through Tampa, and are managed via a distribution facility on the East Coast. By Year
3 a second distribution facility will be added for shipments entering the USA through Los Angeles.
2% of revenue has been allocated to cover ground transport in Brazil and the USA. Transport time to
the USA's East Coast is between 16 - 20 days, and to the West Coast is between 23 - 25 days, depending
on the carrier.

9.3
COMPANY MILESTONES
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10.0
COMPANY & EMPLOYEE RESPONSIBILITY
10.1
COMPANY
HISTORY
Amazon Spring Waters has been in development for over 15 years as the management team studied
the industry, evaluated alternatives, and invested considerable time and capital in market research,
packaging design, water studies, environmental and extraction licenses, business planning, and
human resources. ASW's seed capital funding has been provided primarily by management and the
company presents a low risk profile due to the advanced state of planning at the production site as
well as the strategic planning for the business operations.
CAPITAL STRUCTURE
ASW is seeking a disposition transaction by which ASW cedes majority control to a strategic buyer or
partner. The financial projections reflect a 100% equity ownership by a potential capital partner.
CURRENT CORPORATE STRUCTURE
There are two companies in the corporate structure. Amazon Spring Waters Investment Limited is a
limited company incorporated in England & Wales (ASW UK). Amazon Spring Waters Recursos
Minerais SA is a sociedade anônima (SA) incorporated in Brazil (ASW Brazil). ASW UK owns 100% of
the issued shares of ASW Brazil. The proposed sale is of shares in ASW UK such that the sale will be
governed by the laws of England & Wales and no Brazilian government approvals or consents are
required. This has been confirmed by the legal opinion of Neimar Batista, which is attached as Annex
A.
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LAWRENCE PHILLIPS - CHAIRMAN AND CEO
Mr. Phillips is the visionary and primary driver behind ASW. He is a United Kingdom based
businessman with a wide range of skills including corporate law, initial public offerings, capital
raises, corporate restructuring, and enterprise management. He has spent a large portion of his
career in Brazil, and is ASW's hands on expert in property development and project management. In
addition to his oversight of ASW, he is an advisor with several high proﬁle companies in the area of
research and development.
CLARA LEUNG - DIRECTOR
Dr. Leung joined the Amazon Spring Waters team in 2020, and is primary focused on
identifying market investment opportunities and tailoring strategic solutions for high net
worth investors and institutions. She brings a creative and technical edge to achieving
practical solutions to objectives. Dr. Leung possesses experience overlooking business
operations in the East and Southeast Asian markets. Her wide-ranging competencies in
diversiﬁed professional engagements, including but not limited to investment in IT projects
and apps in Asian markets, branding and revamping corporate images, management of
charitable organization focused on assisting the delivery of creative solutions for renewable
energy sources and technology in sustainable resources.

Dr. Leung holds a doctoral degree in psychology and bachelor’s degrees in economics and
commerce. She has assumed directorship at Impetus Living International Hong Kong, Juice
Technologies Malaysia, and Pantheon Lab Hong Kong.
MICHAEL MCCARTHY - FINANCIAL OPERATIONS
Mr. McCarthy has more than 20 years of experience developing complex business and ﬁnancial
strategies for international companies. He is the founder and Managing Director of Foras Ventures
Group, an advisory ﬁrm that provides management and consulting services for cross-border
transactions. Earlier in his career he held executive positions at IQ Capital, Merrill Lynch, and Price
Waterhouse. He holds a CPA designation and received his MBA from the University of Chicago.
LEONARDO SCHNEIDER - BRAZILIAN OPERATIONS
Mr. Schneider works closely with the engineers and other consultants hired by ASW to address all
aspects of the site management and business development in Brazil. He holds degrees in
Communication (Journalism) and Law from the Federal University of Paraná (Universidade Federal do
Paraná). He is ﬂuent in English and Portuguese and can communicate at a high level in Spanish and
French.
TERRA ENGENHARIA - ENGINEERING AND LOGISTICS
Terra Engenharia is one of the leading engineering and construction ﬁrms in Brazil. Based in the state
of Santa Catarina, the company has engaged in projects in sectors such as water, education, health,
real estate, and transportation. Terra was founded in 2002.
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BATISTA & TAWIL - ADVOGADOS ASSOCIADOS BRAZILIAN LEGAL COUNSEL
Based in Curitiba, Batista & Tawil provides corporate legal advice to companies in various sectors. The
ﬁrm has expertise in areas such as commercial law, taxation, partnerships, real estate, and employment
law.
CARLOS MULLER ACCOUNTANCY - BRAZILIAN ACCOUNTING
The Carlos Muller Accountancy provides services in accounting, tax planning, and human resources
management. The ﬁrm is based in Curitiba.
CAYENNE CONSULTING - CORPORATE PLANNING
Adam Trueblood, Principal Consultant at Cayenne, has broad experience in new ventures and
investor relations. His industry focus is renewable energy and infrastructure, and over time he has
developed regional expertise in Latin America. Since 2013 he has acted as the CFO for the Mexican
renewable energy developer BH Clean Energy, which has several wind energy projects in
development in the state of Yucatan. He graduated from Stanford University with degrees in English
and Economics, and later earned an MBA from The University of California, Berkeley.

The following is an ASW stafﬁng plan that details the USA operation as well as the extraction
and bottling plant in Brazil:

TABLE 20: Stafﬁng

87

11.0
FINANCIAL PROJECTIONS
11.1 ASSUMPTIONS
The general rate of expense growth (non-headcount) is assumed to be 12%
annually.

Notes: 1) The ASW property currently has two functional wells; the assumption is that
the third well will be equal in capacity to the first two, 2) The total post-acquisition
funding is assumed to be $100 million in the financial projections (with an
anticipated allocation of 50% for bottling plant capex, 8% for administration; 26% for
sales and marketing, 8% for operations and 8% for working capital). This amount may
vary depending upon final plant development costs and other factors, and 3) The cost
of a staff for the Amazon Rainforest Fund has not been included, since the
management needs and final fund structure have yet to be confirmed.
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11.2 P&L FORECAST
ASW'S SIX-YEAR P&L FORECAST IS AS FOLLOWS ($'000):

COMPANY VALUATION AND SENSITIVITY ANALYSIS
The following chart details projected valuation and revenue outcomes for
Conservative, Base, and Optimistic scenarios:

TABLE 21: Sensitivity

NOTES ON COMPANY VALUATION AND SENSITIVITY ANALYSIS
In the Base scenario, ASW will reach the approximate size of Fiji Water in six
years (400 - 500 million liters), assuming Fiji grows at a conservative rate of 4%
annually.
In the Optimistic scenario, the 2026 sales volume is set at 660 million liters, the
capacity for three operating wells.
In the Conservative scenario, total sales reach only 220 million liters by Year 6,
which is the maximum capacity for one operating well.
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ANNEX A

Legal opinion of Neimar Batista
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ANNEX b

Zenith Water Quality Report
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changing markets – world class partners

zenithinternational
specialist consultants to the food and drink industries worldwide
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Full range of consulting services

Supply chain
Raw material
Groundwater
Ingredients
Manufacture
Packaging
Distribution

Zenith has two main areas of activity.
Most people first come across our
public face of information services.These
increasingly lead on to confidential
projects for individual companies.

All countries

Retail

North America

Impulse

South America

Consumer

Our consultancy work spans strategy
and forecasting, acquisitions and due
diligence, business plans and cost
modelling right through to plant
construction and operational efficiency,
environmental audits and groundwater
development.

West Europe

We are particular specialists in bottled
water and other beverages, but our
world class expertise extends into food
sectors such as biscuits, confectionery,
dairy products and meat.

Asia

East Europe
Africa
Middle East

Australasia
Food and drink

Industry reports and market projections
are central to our analysis and advice.
We also provide tailormade news
services, information management
solutions and online database access.

Strategy
Business plan
Cost modelling

Crisis protection

Dairy

Business change
Partner search
Due diligence
Acquisition

Fruit juice

Feasibility study

Functional

Market entry

Meat
New age
Soft drinks
Tea, coffee
Wine, spirits
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Competitor analysis

Biscuits

Confectionery

Richard Hall
Chairman

Market projection

Risk management

Carbonates

Combining perspective, insight and
vision, Zenith would be delighted to help
add more value to your business over
the coming years.

Business planning

Beer

Bottled water

We organise trade fairs, conferences and
training courses, issue free daily news
updates on our website and are
associated with several industry
magazines.With 50 staff speaking over
20 languages, we cover all countries of
the world.

Environment

Divestment

Consulting

1

2

4

5

1 Strategy & management
2 Mergers & acquisitions
3 Market & commercial
4 Technical & operations
5 Water & environment
3

Information services
6

7

9

10

6 Market reports
7 Online data
8 Industry news
9 Events
10 Magazines
8
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Perspective, insight, vision

Jason Holway, Market Consulting
Director, is a history graduate with MBA,
who has unparalleled expertise in global
food and drink industry and market
analysis covering companies, brands and
products. A regular speaker at events
from South America to Australia, his
recent development priorities have been
market innovation and away from home
distribution.

Gary Roethenbaugh, Research &
Development Director, is a law graduate
who heads up an international team of
analysts and researchers producing
market reports, news services, global
drinks insights and information
management solutions. He previously
worked in corporate recovery and
investigations for KPMG and in
information security.

Anne Hall, Finance Director, worked for
House of Fraser after graduating in
business administration. She was Deputy
Store Manager of D H Evans Oxford
Street before becoming Manager of two
department stores in South West
England. She was a founder Director of
Zenith in 1991 and is responsible for the
company’s financial management,
personnel and administration.

Isabel Lightfoot, Events Director, is also
a history graduate with MBA. Her
previous career was in marketing,
publishing and public relations across the
international food and drinks sector. She
is now responsible for developing
Zenith’s portfolio of global congresses,
conferences, trade fairs, seminars and
training courses.

Dr Ric Horobin, Water & Environment
Director, has degrees in geophysics and
hydrogeology, devoting his working life
to environmental issues. His highly
specialised team manages projects all
over the world focusing on
hydrogeology, hydrochemistry,
microbiology and groundwater
engineering.

Duncan Finlayson, Director, is a
Chartered Engineer and earth scientist
with over 30 years’ project experience
around the world. Brought in to restore
export production at Perrier after the
1990 global recall, his international
expertise ranges from water quality and
source development to business
modelling, mergers and acquisitions, due
diligence and crisis protection.

Stuart Banham, Management &
Technical Consulting Director, is a
Chartered Engineer with MBA. A former
manager in the Australian food industry
and an experienced management
consultant, he leads a diverse team of
beverage specialists in projects requiring
a combination of strategic, financial,
marketing and technical skills.

Richard Hall, Chairman and founder of
Zenith International, is an economist
who was made a Director of the Dairy
Trade Federation at 28 and has since
become a world leading expert on the
beverage sector. He regularly chairs
industry conferences and leads client
company strategy reviews. He is a
respected presenter and writer of
numerous industry and market studies.

Charles Phillips, Mergers & Acquisitions
Director (not shown), joined Zenith in
2006. He was previously Director of
Acquisitions and Development for the
Worldwide Water Division of Groupe
Danone after working with BP Oil,
Kellogg and Unilever.
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Consulting analysis and advice
Strategy & management

Exceptional specialist knowledge and overview
Strategy development, review
Competition analysis
 Risk assessment
 Business plan, financial modelling
 Feasibility study
 Value chain outlook
 Project and interim management



Mergers & acquisitions

Detailed experience to advise on all aspects
Managed business sale
Acquisition target search and implementation
 Business valuation
 Commercial due diligence
 Buyer, investor introduction
 Negotiation, support
 Integration, investment planning
 Distributor selection



Market & commercial

Tailormade studies to meet individual client needs
Global, regional, national
Markets, companies, brands
 Flavours, packaging, pricing
 Market dynamics, forecasting
 Bespoke online databases
 Customer, supply chain surveys
 Market rationale for new product development
 OPTIC distribution channel analysis including out of home



Technical & operations

Ensuring production efficiency and safety
Cost modelling
Plant design, construction, commissioning
 Quality systems, food safety
 Technical due diligence
 Operational troubleshooting, improvement
 Product development, sourcing
 Regulations, labelling
 Crisis training and response, expert witness



Water & environment

Management, analysis and solutions
Groundwater monitoring, modelling, due diligence
Source development, management, protection
 Borehole drilling, testing
 Water chemistry, microbiology
 Water legislation, licensing
 Environmental assessment
 Contaminated land surveys
 Dewatering for construction projects
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Information services
Research & development
Market reports

Online data

Detailed information and expert insight
Global - alcohol, hot drinks, milk drinks, soft drinks; bottled water, functional drinks;
biscuits, dairy products
 Emerging - energy drinks, sports drinks, iced tea, iced coffee, herbal drinks;
pre-mixed spirits; flavoured water, water coolers, point of use
 Strategic - fresh dairy, probiotics, whey; oxygenated water, smoothies, soy drinks
 Europe - top 100 companies in beer, dairy, soft drinks; top 50 companies in
carbonates, juice, water; East,West, national
 Contents - industry structure, market segments, forecasts, company/brand profiles


globaldrinks.com online database
75 countries plus others by continent, giving total global coverage
 14 beverage categories
 11 year time series – 6 year history, 5 year forecasts
 Rankings by volume, consumption per person, growth


Sales analysis

Volume data pooling
4 weekly manufacturer returns by flavour, pack, size, channel, customer
 Total market picture under manufacturer control


Industry news

Functionaldrinks newsletter
25 x year, full global coverage
 New product launches, company news, new legislation, media controversy


Customised e-mail news updates
Subscription based news and analysis dedicated to client needs
 Specified countries, companies and market segments
 Monthly, weekly, bi-weekly or daily
 Daily updates on breaking news such as major acquisitions, product recalls


Free daily news headlines on web or by direct e-mail
Management support

Information management solutions
Answers to too much data, too few resources
 Automatic reporting systems up to Board level


Events
Global Congresses
Conferences
Trade fairs
Seminars
Training
Magazines
beverage innovation
bottledwaterworld
cooler innovation
dairy innovation
Asia Pacific Bottled Water

Foward thinking programmes for industry leaders
Bottled water, dairy, InnoBev soft drinks
International, UK; bottled water, functional drinks, new age drinks, soft drinks
 Asia Pacific bottled water, European point of use, European water coolers
 Beverage markets, legislation, technical
 Inductions, leadership, team; marketing, sales, technical, crisis



Through associated business Zenith International Publishing
Global soft drinks market and industry news, includes juice innovation
Global market and industry news, design awards
International bottled and point of use water cooler journal
Global market and industry news
Journal of Asia and Middle East Bottled Water Association
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Clients
Many of the world’s leading food and drink companies have become Zenith
clients in recent years along with their challengers, suppliers and
customers, advisers and regulators.The total numbers more than 1,000
from over 50 countries, excluding event delegates or magazine advertisers
and subscribers.
General food
Beer

Bottled water

Consulting

Dairy
Engineering
Equipment
Financial

Government
Ingredients

Packaging

Soft drinks

Other alcohol
Other water

Others

Bord Bia, Cadbury Schweppes, Chiquita, Danone, Greencore, Kraft, McCain, Mars,
Nestlé, Nölke, Procter & Gamble, Sara Lee/DE,Tchibo, Unilever,Wimm-Bill-Dann
Anheuser-Busch, Bavaria, BBH, Carlsberg, Carlton, Centralcer, DAB, Damm, Grolsch,
Guinness, Hansa, Heineken, InBev, Kaiser, Karlsberg, Kirin, Peroni, SABMiller,
San Miguel, Scottish & Newcastle, Sinebrychoff, Spendrups,Tartu, Unicer
Adelholzener, Aguas Minerales, Al Manhal, ALPS, Angel Springs, Ballygowan, Borjomi,
Campsie Spring, Castel, Coca-Cola, CoGeDi, Crown Distributors, Culligan, Danone,
Eden Springs, Fiji, Gerolsteiner, Glacéau, Glenpatrick, Hassia, Henniez, Highland Spring,
Icelandic, Masafi, Nestlé Waters, Neverfail, Rainbow, Sanpellegrino, Sip-Well, Spadel,
Strathmore, Suntory,Ty^ Nant,Vichy Catalán,Voss, AS Watson
Accenture, A T Kearney, Arthur D Little, Bain, BMC, Booz Allen Hamilton,
Boston Consulting Group, Charles River, Deloitte & Touche, McKinsey, OC&C,
Promar, Roland Berger
Arla, Bel, Campina, Dairy Crest, Danone, Delta, Express, Fage, Fonterra, Friesland,
Glanbia, Iparlat, Müller, Nordmilch, Pascual, USDEC,Valio
Alpheus Environmental, Buro Happold, Earthtech, ICE, Haswell
Central Bottling, Dry Lube, Frigoglass, IMI Cornelius, Krones, Niro, Philips, R Bardi,
Sidel, Soda-Club,Tetra Laval
Actis, Aqua International, BC Partners, Cap Gemini, Capital International,
Dresdner Kleinwort, EBRD, Eureau, Goldman Sachs, Grant Thornton, HSBC,
IFC/World Bank, JP Morgan, KPMG Peat Marwick, Lehman, Merrill Lynch, PwC,
Rabobank, Reuters, Salford, Société Générale, Standard & Poor’s, UBS Warburg
B&NES Council, Canadian High Commission, Drinking Water Inspectorate,
Environment Agency, FSA, Know How Fund
Ajinomoto, Borculo Domo, British Sugar, Cargill, Danisco, Döhler, DSM, Firmenich,
Givaudan, Hansen, IFF, Ingredia, Lanxess, Kerry, Quest, Rudolf Wild, Symrise,
Tate & Lyle
Alcoa, Amcor, Ball, BASF, Bayer, Bericap, Boxmore, Constar, CRU, Dow, D S Plastics,
Eastman, Elf Atochem, Elopak, Emhart, Esterform, Greif, Hoechst, ITW Hi-Cone, Mobil,
Plysu, Rexam, Rockware, RPC, SIG,Tetra Pak,Wavin,Wellman
AG Barr, Agros Nova, Apollinaris & Schweppes, Beverage Partners, Britvic, BSDA,
Cadbury Schweppes, Carpe Diem,The Coca-Cola Company, Coca-Cola Amatil,
Coca-Cola Enterprises, Coca-Cola FEMSA, Coca-Cola HBC, Coca-Cola Icecek,
Compal, Cott, Cult, Del Monte, Dole, DPSU, Eckes-Granini, Fructal, Gerber,
GlaxoSmithKline, Hero, Hoop, Krings, La Casera, Lipton, Nichols, Ocean Spray,
Osotspa, PepsiCo, Pfanner, Princes, Punjab, Red Bull, Red Devil, Riaz, Shark,
Silver Spring, Sumolis,Taisho,Tampico,Tropicana,Virgin, Zuegg
Bacardi-Martini, C&C, Campari, Constellation, Matthew Clark, Pernod Ricard
ABWA, Brita, BWCA, Canaletas, Capsnap, Cosmetal, Cuno, Dieau-Edafim, Ebac,
EBWA, EPDWA, Nirvana Spa, Oasis, PHS, Samsung, Severn Trent, Suez,Tana,
Thermo Concepts,Watergrid,Waterlogic,Wessex Water,Whirlpool,WRAP,WRC
Ballymoney Power, BOC, GVA Grimley, Hill & Knowlton, NSF, Ogilvy & Mather,
University of Bath,Yell
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zenithinternational
committed to adding value

specialist consultants to the food and drink industries worlwide

Zenith International Ltd
7 Kingsmead Square
Bath BA1 2AB
United Kingdom
t +44 (0)1225 327900
f +44 (0)1225 327901
e info@zenithinternational.com
zenithinternational.com
globaldrinks.com
zipublishing.com

Recognised since the 1990s as Europe’s
leading drinks consultancy, Zenith
International has over 1,000 clients
across more than 50 countries.
These include:

world leading as well as local and
newly formed food and drink
manufacturers
 equipment, ingredient and packaging
suppliers
 financial institutions, agencies and
other consultancies
 trade associations and public
authorities.


The company’s main activities involve
comprehensive market analysis, strategic
and commercial advice, financial and
technical consulting projects, information
services, trade journals and event
organisation.
With some 50 staff based in the World
Heritage City of Bath, Zenith also has
affiliated offices in Amsterdam, Brussels,
New York, Nice and Tbilisi.
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Solicitante: Amazon Spring Waters

CÓDIGO DA AMOSTRA: BA-0503/09

Endereço: Rua Acyr Guimarães,98 Sl 101 – Batel – Curitiba/PR

DatadeRecebimento: 27/02/2009

Local deColeta: Curitiba/PR
PontodeColeta: Poço

CondiçõesdoTempo: Bom, sem chuva nas últimas
24 horas.
TipodeAmostragem: Simples

TipodeAmostra: Água

Amostrador: Amazon Spring Waters

DataeHoradaColeta: 27/02/2009 às 16:23h

Observações: ---

RELATÓRIO DE ENSAIO N.23457
PARÂMETRO

RESULTADO

UNIDADE

L.Q.

V.M.P.

INÍCIO DO
ENSAIO

TÉRMINO DO
ENSAIO

MÉTODO

Coliformes Totais
E.Coli
Clostridium Sulfitos
Redutores
Legionella spp

< 1,1
< 1,1
< 1,1

NMP/100mL
NMP/100mL
NMP/100mL

1,1
1,1
1,1

Ausência
Ausência
Ausência

27/02/2009
27/02/2009
27/02/2009

29/02/2009
29/02/2009
29/02/2009

Meio de Cultura
Meio de Cultura
Meio de Cultura

Ausência

NMP/100mL

1,1

NC

27/02/2009

29/02/2009

Meio de Cultura

Salmonella spp

Ausência

NMP/100mL

1,1

NC

28/02/2009

05/03/2009

Meio de Cultura

Observações: A amostra analisada atende a Diretiva 98/83/CE do Conselho de 03 de novembro de 1998.
Abreviaturas:
L.Q. Limite de Quantificação do Método Utilizado.NC: Não Consta
V.M.P. Valor Máximo Permitido: Diretiva 98 / 83 / CE do Conselho de 03 de novembro de 1998.
UFC: Unidade Formadora de Colônia.
NMP: Número mais provável.
(1)
Fazem parte da Habilitação do REBLAS – Rede Brasileira de Laboratórios/ANVISA/ISO 17025.
http://www.anvisa.gov.br/reblas/bio/anali/analitico_068.htm
Métodos Utilizados: AWWA-APHA-WPCI - Standard Methods for the Examination of Water and Wastewater; USEPA TEST METHODS –
Phisical/Chemical Methods (Environmental Agency Protection – EPA).
Procedimento de amostragem e coleta ambiental: POP. COL. 01 – Coleta e Amostragem Ambiental, versão 07/2008.
Os valores são restritos a amostra analisada no Laboratório.
A amostra ficará disponível por 2 dias após a emissão do Relatório de Ensaio.
O Relatório de Ensaio é reproduzido por completo.

Pág.1/1

São José dos Pinhais, 06 de março de 2009.

Silvia Mara Haluch
CRQ I X 920130 7/ Gerente Técnica

SISTEMAS CERTIFICADOS
RUA PAULO SCHERNER, 425 – VIL A PALMIRA – SÃO JOSÉ DOS PINHAIS/PR CEP: 83040-140.
CNPJ: 06.255.026/0001-67, INSCRIÇÃO MUNICIPAL: 2810.2
FONE/FAX: (41) 3398-3651/3556-1942

www.teclabambiental.com.br

SISTEMA DE
GESTÃODA
QUALIDADE
CERTIFICADO

ISO

133

9001:2000

SISTEMA DE
GESTÃOAMBIENTAL
CERTIFICADO

I SO 14001:2004

SISTEMA DE
GESTÃODA
QUALIDADE
HABILITADO
ISO 17025:2005
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