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Fornature.
By nature.
For

ock

Consumers around the world have shifted

to plant-basedfoods,plant-basedbeauty,plant-based
cleaners,even plant-basedforks. Sowhen do our plantsget

the same plant-basedtreatment?

Evergreenis a suite of science-backed,non-toxic products
that nourish and support the vegetationin

and around our homes. Effective formulas for nature,

bynature, that helpus reconnect and protect the earth.

All,while makingsure our kids and pets stay safe.



The Chemical Industry's
Dirty Little Secret Herbicides,Pesticides & Fertilizers

are killingpeopleand the planet

Ofthe 30 most common pesticides:

Thingsare escalating:

12
16

NATIONAL
GEOGRAPHIC

Huge decline in songbirdslinked
to common insecticideare linked to birth defects

Neonicotinoid pesticidesare

slowlykillingbees
PBS

are potentialCarcinogens
Jury Awards $2Billion to CouplePeople forWeedKiller-causedCancer

60 Years of Farming Left If Soil

DegradationContinues29 SCIENTIFIC
AMERICAN

are toxic to bees & birds



"Environmentally conscious
consumers have begun

demandingproduct lines that
feature natural, sustainably

sourced ingredientsfrom
their favorite brands." 99

CRUNCH BASE



Households have gone clean.
Time to clean up gardening.

Non toxic home

NUORI

NUORI

OrganicFood
& BeverageClean Beauty

seventh
generation. AnniesBEA

STAID FIRSTAIDBEAUTY
FAB

AcquiredbyP&G- $250M AcquiredUnilever $600M+ AcquiredbyGeneral Mills $820M



Acategorythat hasn't seen

innovation in 30+ years

Current DIYMethods

Landscape 5%
i.e. Vinegar,Hot water, PepperSpray,Baking
soda |Tediousto apply,low efficacy,high
misuse,continuous application

A majorityof the industryinvolvestoxic “Natural' Products
productsthat are unsafe for the environment,

pets & kids.All,while "organic"products
15%

i.e. Nature's Care,Safer,Natria |
operate with little innovation or transparency.

#Greenwashing,old active ingredientsthat

80% are often toxic and environmentallyCurrently,there are no safe,but effective
unsoundbrands that connect with the customer & meet

their desired needs.

Chemical Products
i.e. Scotts Miracle Grow,BayerAdvanced,Raid | Horrible for People,Pets and

Planet,Pests are becomingresistant, can cause plantand leaf burn harminginstead

of helping



"Consumers are more

willing to spendadditional
dollars on organic food
products, and value
organic purity in making
purchasingdecisions."99

Agrobiotechnology Management& Economics



$296B**

$503*

$47.8B*
$400* 2018

Home & Garden

2017

Plants & Garden
Supplies

Averagespendper year,
per household

Market Opportunity:
*National Garden Survey2018
** HarvardCenter For Housing

Fertile Ground



AGrowingDrive
to Purchase Sock

Over80 million
Americans

1 in 3have lawns

Plant Snap
is the#1

American
Households

downloaded
grow foodpaid app in

the app $15billionatoecon

store spent byAmerican Millennialson home

and gardeningin 2019

1in3 Households
boughta householdplantin 2019



Customer Priorities Market Timing It's time to
reinvent the

gardeningaisle.

Legal But no brand is
Law suits aboundand retailers are dropping deliveringwhatharmful productslike Glyphosate

Safe for pets customers want.
and kids

Environmental Deadline

The way our productsimpactthe world,
oursoil and our air matters

Efficacy
Technology& Innovation

New productscience exists that

consumers justhaven'tseen.

Brand that

speaksto me Garden Enthusiasm

We are findingjoy in nature to

achievepeace and purpose
Safe for the
environment

**based on a customersurvey of over 250 participants
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Product
Technology BiologicalsVs. Chemical Market

CAGR

Biologicals15-17%

Organic11%

Managingbiologywith biology
Chemical3%OrganicBiologicalsare pesticides,herbicides and

regenerative productsderived from natural materials,
like plants,bacteria & minerals.

There are many factors drivingthe focus

onbiologicalsand rapidgrowth.Toxicity
aside,the main factors are:

30 years of productresearch hasgone into ourSustainable

and Effective Bio-Based Solutions.

1. Consumer demand,reflected byThis proprietarytechnologyisolates naturallyoccurring
microorganismsand plantextracts from uniquehabitats purchasingbehavior.

around the world.
2.The unsustainablecost of developing
traditionalchemicalpesticides(asingleProducts are then re-grown or manufactured in a lab setting,

allowingus to create effective and safe pest management
products,that alsopromote planthealth & soil regeneration.

pesticidecan cost $300M+and take more

then 10 years to develop).



Safe For People,Pets & Planet EPA Approved
Doesn't pollutewater, air or soil. Safe for beneficial

insects, birds,bees,pets and kids. Sprayand harvest,

All productshave undergonerigorousEPA approval,
leadingto a competitivefirst to market advantagein

gardenor playin the same day Home & Garden

Organic
Biologicals.
The Evergreen
Difference.

Broader Spectrum Organicor Omri Certified
A singlebiologicalproductcan be used to tackle a

wide range of problemsand improveplantimmunity

All productsare EPA approved,certified Organicand

OmriCertified

Carbon Capture Low Resistance

Complexmode of action significantlyminimizes

possibilityof resistance. Unlike Chemical counterparts
that are singlemode of action

Biologicalslikelyreduce greenhousegas emissions

69% to 91%, as comparedwith conventional chemical

pesticideproducts



Effective,
With Evergreen Without Evergreen

But Safe.
All productshave undergonethird-partytestingagainst
chemical and organicequivalents.Likewise,allperform

at scale in commercialag applications.

With Evergreen With Chemical Competitor



The 4 Most Common Problems

Fungus,
Mold,Mildew

BadBugs Weeds Soil Health

Black Spot,DownyMildew and

PowderyMildew
Crab Grass,Chickweed, Dandelions,Aphids,JapaneseBeetles, Grubs,

Caterpillars,Slugs
Lack of proper nutrients and

appropriate water contentThistle



Launch Progressing
Year 2Year 1

Bugs Ready-To-Use
Controls a broad range of suckingand Launchall productsin a ready-to-use

retail format. Here,a lower pricepoint
WAY chewingpests and flies,aphids,mites,
BUGS

mealybugs,leafhoppers,caterpillars, can be achieved for retail customers.

grubs,leaf beetles,weevils and fruit flies.

Works on contact to stop pests from

growing.
SunShield
Reduces plantstress from sunny, hot andSoil& Root Regeneration dryweather. Lowers your water use and

Activates the natural immune systemof improvesplantqualityin intense growingWAY

plantsto prevent disease,boost plant
growth,and enhances your plants'flowers,

growthand green-ness.

conditions. Offers major B2B sales

applications.WAY

SUN

Weeds & Lawn

Fungus,Mold & Mildew Broad spectrum pre-emergence weed

control and selective post-emergencePrevents andcontrols fungus,mildews, VERGH

control. Controls annual bluegrassandWAY molds,rot and root diseases. Produces
dandelions on turf. Also offers majorCONCENTRATE

WAY

natural compoundsthat inhibit plant
B2B salesapplications.pathogensand trigger natural immunity.



Ontrend greenery becomes

Gardening
used to be

for Grannies.
Suddenly,
it's cool.

FRAN BAILEY

part of "IT" interiors

The

healing
power

of

plants
The hero house plants
that will loveyou back 6.Influencers lead the way

MASTERCLASS

Obsession with with plant-basedlife.

Food, medicine and surroundings. NOW AVAILABLE

RON FINLEY
TEACHESGARDENING

Plant deliverystartups, explode Masterclass jumps on the gardeningtrend with
GansgtaGardener Ron Finley



Meet the Fiddle Fig Lover

She'son the move, but cares about makingher home

Instagram-ready.She'svegan. She uses clean beautyand

embraces intentional sustainable brands. But she'sequally
obsessed with showingthe world she'sa conscious

JUNGLE consumer.

"I justbought a few houseplantsfor my
PrimaryTarget Millennials apartment. Not sure how orwhen to water

them. Theydon't seem to be doing too well. I

wish I hadone product an app for that."EarlyAdopters
Meet the Proud Plant Parents

Adad masteringthe next-level in his gardenand yard
space. He never wants yardwork to feel like a grind.He's

into it as longas it stayssimpleand fun. So he wants to

know the most effective go-to brand that still keepshis

pets and kidssafe.

"I wanta yard that feels like an extension of my

home fun and safe but all the products that

kill weeds/bugsare full of harmful chemicals;
not safe for my kids & pets."



Willingto spendmore

APerfect for organicand toxic-
Nestingwithfree
children, now

Time to Talk want to create a

beautifuland

healthyhome

to Millennials

New to gardening,eager

to learn,absorb and share

content and productideas

Millennials aren't

kids anymore. They're
young parents whose

prioritieshave shifted.



Early-adopting
millennials love to

SecondaryTarget introduce their parents

The Boomer to newmodern brands.

Buy-In
Often,these brands are more sustainable and

health conscious. But Boomers just like them

because it makes them feel youthfuland hip
with the times.

NETFLIX
airbnb

seventh
generation.

a

alarmy
GTS

west elm
A¤�MBUCHA

alamy

organic & raw



HUnit Economics Purchase Behavior

ERGR

NERORE
WAY WAY

WAY
AWN

PROBIOTIC
CONCENTRATE A WN SPRAY

PREBIODI
SPRAY

WAY

WANWAY

WEEDS

Premium Pricing Ecomm 2DP
UNIT PRICE $22.00 Products C�year

VOLUME 16 Ounces

EncourageBundling Smart ReplenishmentCOMPETITOR ORGANIC $18-$20

COMPETITOR CHEMICAL $12-$15 Via discounts,free shippingand premiumadds ons Education & tribe-buildingwill continue to

drive seasonalgrowth
MARGIN 73%

$60 $120
$30 AOV Customer Spend/ Year

OptimizedBCAC



Launch Timeline

Fundraise

Name Branding- Logo Packaging EPA Sub Approvals
Launch

EARTH DAYSupplyChain
APRIL 22/21

Beta Groups,Ad Testing,Lead Gen,Launch PageOptimization

Marketing|Social | Website

Production Run

Pre launch VIP Garden parties

PR,Video & Brand Ambassador Strategy Launch

June July August September October November December January February March April



Omni-Channel
Growth Strategy

Online DTC Retail Door to Door B2B Sales

Launch with a bigbox retailer

duringspringset time. Limited

geographiesand doors.

Optimizeuniqueopportunityto
onboard productsinto a trial
run of door-to-door sales
models in SLC and Orange
County

Pursuingthree B2B opportunities
via efficacytests and
partnershipsin year one

Primarylaunchchannel will be
direct to consumer

Customers can purchasesingle •Municipalitiesitems or custom bundle of We have identified 3 ideal

partners who weare in talks
with

Golf Coursesgardeningessentials to keep
their VegetationClean & Green

Lower better marginsand
lower CAC to balance out DTC LandscapingCompanies



Go to Market
Strategy

Referral &
Ambassador

Program

Referral program for online

gardeningcompaniespromoting
our productto their audiences

Affiliates &
PartnershipsSearch & Paid

Optimizepaidads across

Facebook and Instagram

Set to launchwith two strategic
online marketplacesfor organic
goods.PO's 10oK+unitsPress & Gifting

Leveragelead-generationlists &
beta groups

Influencers Purchase orders from select
Garden Magazinesset to

exclusivelycarry our productExpecting50+ press hits to drive
awareness and leverageour

Earth Daylaunch Garden Gift Basketsto top
50 gardenbloggersand
influencersShare springgardenguidesand

a UGC campaign#forceofnature
to win a free landscaping
session from our landscape

Partnershipswith leading
advocacygroups to increase
word of mouth and dryrunpartner
B2B sales



Investment Opportunity
We are seeking$1.5Mfor our Pre-Seedround.
This will get us to launch and revenue generation.

Useof Funds

Inventory/Regulatory Marketing& Acquisition
Ads,affiliatespartners, PR,referral and

ambassadorprograms and unique

Initial productrun and development
costs, year one product.EPA sub-

registrationacross 50 states. marketingopportunities

Brand / Packaging/ Design Team / Ops/ Legal
Designand brand assets, social content, Salaryfor CEO,channel marketing,
video,packagingweb designand content manager, customer service

optimization



Team

ene

Vanessa Dawson Dr. Pam Marrone Rebecca Alvandi

Founder & OCEO Chief Product Advisor Director of Sales

30+ years experience,leadingand creating
and innovatingin the Biologicalsindustry.

PhD,Entomology,Serial entrepreneur.

AngelInvestor& Founder @Vinetta 14+ years of experiencein the Natural Products

ProjectScouting@P&G Ventures,Ecom Platform
& Mobile Development:Bonobos,Food52,

and CPG Industries. Took a limitedlyfunded

start up from inceptionto profitabilitywith

double digitsales growth.Product development,Priceline & Hearst,Curbed Launched,scaled and exited three

Private Equityand Venture Capital: $16B+AUM successfulAgbiocompanies. P&L management,Sales



CoreyLieblein Michelle Arnau

Investor & Advisor Advisor

years as a consumer productsentrepreneur,
recentlyexited. Sales,marketing,product
developmentand negotiations

16+

World Class 11+ years on leadershipteam at Method
Led P&L of company'slargestbusiness

Advisors &
Investors

MorganBuehler Ben Zises
Advisor Investor & Advisor

Co-Founder & President of fastest growingbrand

in the natural productsindustry:Primal Kitchen,

AcquiredbyKraft

SuperAngel.vc,Investor #1 quip& Caraway
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