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1. What is your business plan? 
 
 

• Hydro Brand was formed with a vision to enhance the world one day and one person at 
a time. We formed this alliance of our brands with the idea of our company being able 
to provide the best products and services as well as creating an opportunity for others 
through simply sharing their experience. Our founders consist of various walks of life 
from former professional athletes, college athlete, business owner as well as a fitness 
competitor who decided that they can align themselves with the idea of recognizing 
every life has a value.  
 

• We are committed to improving people’s lives through manifesting their hydration, 
health and wellness. In addition, helping them heal naturally is also an area of focus. We 
want to be able to utilize our own transportation division to deliver our products. With 
our streaming media division, we will be able to market on our own platform as well as 
social media marketing. We pride ourselves on changing the way society lives by 
creating our own niche 
 
 

• Hydro Brand is a lifestyle brand with a celebrity presence that has built excitement in a 
short time by having important people be a part of the business and movement. Hydro 
H2O, Hydro Health, Hydro Teas, Highworks Logistics, Hydro Entertainment Network, 
LeFace Skin Care as well as our nonprofit Hydro Care is positioned to be a global brand.  
 

• Our “Mommy” water (trademarked filed 3/28/19) will be one of the hottest beverages 
on the market because it has the ability to reach so many places such as hospitals, 
pharmacies, retail locations, health clubs, spas and many more distribution channels 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

 
2. What are the cash flow projections and how does this affect the investors? 

 

 



 
 

 
The projection numbers are very realistic and conservative. We have had meetings with 
Walgreens and Albertsons regarding the water products. They love what we have, and they are 
awaiting samples. How the cash flow and revenues affect the investors is a positive cashflow 
and the building of the brand. With the ability to be on the OTC market immediately will allow 
the company to grow expediential 
 
 
 

3. Can we see the current and projected income stream?  
 

• Projections are in the previous questions. There are not current income streams at 
the moment as the company is launching. We do have everything in place to begin 
to drive revenues immediately 

 
4. Do you have a proforma? 

 
• See company projections 

 
5. Are you planning to pay dividends/distributions? 

 

• Dividends: Company will pay dividends based on the following achievements. If the 
company has a revenue of $10 million or more in year one, the company will pay 
dividends of 10% of the shareholder’s total shares i.e. (1000 shares equal 100 bonus 
shares). If the company achieves revenues of $20 million or more in year two, the 
company will pay 5% of the shareholder’s total shares. The total shares are based on 
the number of shares held at that point in time and not the initial purchase of shares. 
NO EXCEPTIONS  

• This is already inside the subscription agreement 

 

6. Do you have all the needed funds? 

• No, we have not raised $10 million but we allocation of 5,000,000 common shares 
for the capital raise 

 

7. Do you expect to raise more capital? 

• Once we raise $10 million, the board will assess to see if capital needs to be raised. 
However, with us becoming a publicly traded company, we will allocate mote shares 
to the general public which will allow us continuous growth globally 



 
 

 

8. What is the total capital requirement? 

• $20 million 

 

9. What percentage do investors have in comparison to the principals? 

• Since we will be on the OTC market, the shareholders will have their prospective 
shares purchased. The founders will earn a salary and have founder shares in the 
company as well 

10. When are the company papers going to be provided? 

• All company documents and structure are available on request. Complete 
transparency 

11. Who are and where are current places handling your product? 

• We manufacture and produce each product as they are all tailored a custom to the 
company. We already have interest in distribution from various resources once we 
get the products produced. The production time of the waters are 8 to 12 weeks. The 
skin care is 8 to 12 weeks for production. The trucking and logistics is immediate. 
The entertainment to produce the devices is about 4 to 6 weeks. CBD is about 2 to 4 
weeks as well. 

 

12. What are product expansion plans? 

• We have a complete timeline in the release of products. We do a quarterly review 
and assessment of the product line every quarter and we will be releasing new 
flavors, products, etc. during those periods according to market demand 

 

13. Where is the office? 

• We have identified 2 properties that we want to pursue. The first property is 1580 W. 
Carson St, Long Bach, CA 90810. It would be ideal for all the brands to be inside 
this office. We have a power point presentation of the formation of the building. It is 
44,000 square feet. The corporate office will be an open door invite to all investors to 
tour daily and even become involved with the brand as well as potential employment 



 
 

opportunities. The second property is 18841 Broadwick Street, Rancho Dominguez 
CA 90746. It is 39,000 square feet in size. Both are available.  

 

14.  Where is the product produced? 

• CBD Products – Southern California 
• Hydro H2O – Southern California and Nevada 
• Streaming Media- Asia 
• LeFace Skin Care- Florida 
• Highworks Logistics – Southern California  
• Hydro Health – Utah and Arizona 

 

15. What is the distribution plan? 

• We have a retail distribution plan for the water, CBD, and skin care. We also have an 
MLM distribution platform for the products as well and we feel we can potentially add 
1,000 or more distributors monthly or more (i.e. Herbalife, Amway, etc.) We have some 
leaders looking to join the company and help build that component 

16. Tell me about the advertising plan? 

• Our marketing plan is very aggressive. We will have an inside and outside ales team for 
the entire product line as well as the MLM platform. We will have brand ambassadors as 
well as social media influencers along with celebrities marketing the product. The CEO is 
a retired NBA player and the COO is a fitness expert with a social media following of 
200k. Another board member is a retired NBA player, Metta World Peace who is also a 
part of the founding group.  

• The second component is target marketing. We will have an in-house marketing team as 
well as a digital agency to help launch all brands. Marketing is an integral piece and with 
the proper capital raise we can achieve these goals 

Market Analysis:  

1. Know the size of our immediate market, the growth of the market, identify our customer  

as well as their spending habits. Understand the lifestyle and behaviors of our target  

market  

2. Capitalize on our direct sales distribution channel  

Competitor Analysis:  



 
 

1. Understand and analyze our direct and indirect competition in comparison to the Hydro  

Brand on every level including marketing, distribution, sales channels and growth rate.  

2. Identify trends and changes with our competitors as well as industry changes  

Company Analysis:  

1. Hydro Brand business objective overall is to achieve its goals and evaluate our strengths  

and weaknesses  

2. Continue to excel in a competitive market while expanding our market presence  

The Company intends to cater to a more health-conscious, discerning, premium-conscious 
audience by using high quality ingredients, higher-end, luxury bespoke packaging, and pricing 
the product at a luxury price point. The Company believes there is a market for such a product as 
the world migrates towards more premium products and becomes more affluent.  

Hydro Brand’s objective is identifying and understanding our target customers by gathering 
information through research as well as market testing.  

• Categorize: Put our existing and targeted customers into various groups according to 
needs, wants and desires. The area s of focus are customer retention, cost effectiveness, 
and great customer service  

• Timing and Positioning: We have to focus on our positioning and timing of how we 
establish and keep improving our customer relationships. Having various offerings and 
promotions as well as market presence is key. We are poised to focus on our vendor 
trends and needs  

Design, Manufacturing & Production  
• The Company’s designs and manufacturing of products have a unique design in every 

category. The water has a pH of 10.5 and the “Mommy Water” is a pre-natal water that 
will be one of the hottest beverages on the market. In addition, the kids “Drip” water will 
have essential vitamins and minerals as well. The streaming media company has 
manufactured and produced the product with a platform that they own and licenses. The 
transportation company will increase the inventory up to twenty vehicles to increase 
revenue. These vehicles will be produced in the USA custom through Penske. LeFace 
Skin care will be formulations through the manufacturer as well. The nutrition and 
supplement line will be manufactured and produced in the USA as well.  
 
Product Pricing  

• The Company expects to have various pricing in the different product categories. The 
margins in a lot of the categories are as high as 200% which will allow the company to 
produce high revenues based on the business model and structure. The streaming media 
player is $199 and the average revenue per vehicle in the transportation industry is $1000 



 
 

per day. The skin care pricing varies as well. The water will retail between $18.99 to 
$20.99 per case.  
 
Marketing Plan & Growth Strategy  

• The Company intends on marketing its products world-wide; however, the initial 
marketing thrust will be within the United States.  

• The Company initially intends to engage in strategic marketing relationships with 
influencers, celebrities, other luxury brands, selective high-end retailers, and wholesale 
locations. This, the Company believes, will assist with the growth and “buzz marketing” 
of the brand.  

• As of the date of this Prospectus, the Company is in the process of negotiating 
distribution contracts with established distributors as well as cultivating relationships 
with retailers, bars and restaurants interested in carrying the Company’s products. The 
Company believes that its products will appeal to all demographics.  

• The Company is also actively working on establishing strategic marketing relationships 
with influencers and celebrities and intends to establish a share compensation program 
for such relationships where the Company will provide shares of the Company (non-
voting) in exchange for influencer and celebrity endorsements of its products. The 
Company believes this is vital in order to keep the influencers and celebrities that agree 
to promote and speak about its product through social media outlets engaged.  

• The Company’s CEO Tony Farmer has strategic relationships with various companies 
due to his status and relationships as a former NBA player.  

• The Company then hopes to achieve both vertical integration and horizontal integration. 
Vertical integration will come in the form of manufacturing and production efficiencies 
by seeking to own as many parts of the value chain as possible, while horizontal 
integration will come in the form of bolt-on acquisitions -in other words, purchasing or 
otherwise acquiring brands or products that fit with the business model of the Company.  

 

 

17. Who are the executive and other key players? 

Tony Farmer – Chief Executive Officer  
 
Tony has had a lifelong dream of being a professional athlete and entrepreneur. A former NBA 
basketball player with a 17-year career in the USA and Europe. He played for the Los Angeles 
Lakers, Miami Heat, Charlotte Hornets and Golden State Warriors. His European career took him 
to France, Italy, Greece, Spain, Russia and Puerto Rico.  
 
Tony has always had inspirations of being a businessman. In high school he started his first 
business, a lawn care service. While playing professional basketball he was the first player to own 
a sports agency, Front Page Management, representing 15 players during his tenure. After 
basketball, he owned and operated a successful mortgage brokerage firm for 5 years in Utah. He 
received accolades including Top 5 firm in the state of Utah. Mr. Farmer’s vision also led him to 
the fashion world. Creating a line of clothing for tall men and women called Mark Clothing Co. 



 
 

In 2015, he entered the streaming media industry and founded Legends IPTV with a long-time 
friend and business partner. Legends IPTV developed its own devices as well as being an 
authorized retailer with Spectrum TV, DirecTV, AT&T, Frontier, Protect America, and Verizon.  
 
Tony resides in Los Angeles with his fiancé́ Chyanne and their three kids. He lives by the motto 
of “Believe and Receive, Doubt and Do Without” He speaks fluent Spanish and French, which 
were self- taught. His involvement with various charities such as the Drug Alternative Program, 
lends to his acts of service as a guidance and motivational speaker. 
 
  

• Chyanne Jacomini - Chief Operating Officer  
Chyanne discovered her purpose in life in 2014, immediately following the birth of her son, 
Milan. Being the best woman for her family and friends meant transforming her mind and body 
into the best shape of her life. Competition fueled her soul and gave her the drive to succeed in 
anything she puts her mind to.  
 
Sports became her outlet, as a three-sport athlete in high school playing volleyball, basketball and 
softball. She maintained her 3.8 GPA and continued her love of basketball in her college career. 
Graduating with BA in Health Administration continued to fuel her mind in health and fitness. As 
a national qualified bikini competitor, Chyanne stepped on stage 7 months after giving birth in 
her first competition. She continues to compete with aspirations of becoming a professional 
competitor.  
 
Ms. Jacomini is currently owner and CEO of her brand Chyanne Eve which provides curated 
health nutrition and exercise plans for individuals. She has formed a partnership with Hydro 
Brand launching her brand name Skin and Cosmetics line.  
 
Chyanne currently resides in Los Angeles with her fiancé́ Tony and their 3 children. She believes 
through hard work, consistency and faith any and everything can be accomplished.  

• Metta World Peace – Retired NBA Player 
• Jumoke Mendez – VP of Marketing 
• Alex Acker- Retired NBA player and Highworks LLC President 

 

18.  What is the liability of the Board Members and Investors? 

• By the company being a publicly traded company on the OTC market, there is no liability 
for the investors and shareholders. As far as the Board Members, they are voted on each 
year and can be terminated as a board member for probable cause. There is no personal 
liability for anyone 

19. How many shares will be solicited and distributed? 

• There are 5,00,000 common stock shares allocated for the capital raise at $2.00 per share 

 



 
 

20. What is the value of a single share? 

• $2.00 per share 

 

21. What is the downside of the project? 

 

We can never predict anything, but we have listed some of the factors in this business and 
any business 

Changes in consumer preferences and purchases, and our ability to anticipate or react 
to them, could negatively affect our business results. 
  

22. We intend to operate as a branded consumer products company in a highly competitive 
market, and our success depends on our continued ability to offer consumers appealing, 
high-quality products. Consumer preferences and purchases may shift due to a host of 
factors, many of which are difficult to predict, including changes in economic conditions, 
demographic and social trends; public health policies and initiatives; changes in 
government regulation of beverage products; the potential legalization of marijuana use 
on a more widespread basis within the United States or elsewhere which may cannibalize 
sales; and changes in travel, leisure, dining, gifting, entertaining, and beverage 
consumption trends. Consumers may begin to shift their consumption and purchases of 
our premium and super-premium products, more commonly found in on-premise 
establishments, in favor of off-premise purchases. Shifts in consumption channels such as 
these could adversely impact our profitability. Consumers also may begin to prefer the 
products of competitors or may generally reduce their demand for brands produced by 
larger companies. Over the past several years, the number of small, local distilleries in 
the United States has grown significantly. This is being driven by a trend of consumers 
showing increasing interest in locally produced, regionally sourced products. As many 
more competitive brands enter the market, it could have a negative impact on the demand 
for our brands. In addition, we could experience unfavorable business results if we fail to 
attract consumers from diverse backgrounds and ethnicities in the United States and in 
our non-U.S. markets. Demographic forecasts in the United States for several years after 
2017 indicate a slight decrease in the population segment aged 21 to 24; fewer potential 
consumers in this age bracket could have a negative effect on industry growth rates and 
our business. To continue to succeed, we must anticipate or react effectively to shifts in 
demographics, consumer behavior, consumer preferences, drinking tastes, and drinking 
occasions.  

 

 



 
 

 

• If we otherwise fail to develop or implement effective business, portfolio, and brand 
strategies, our growth, stock price, or financial results could suffer. More broadly, if 
consumers shift away from our industry our financial results could be adversely affected.  

We believe that new products, line extensions, label and bottle changes, product reformulations, 
and similar product innovations by both our competitors and us will compete increasingly for 
consumer product trends. Product innovation is a significant element of our growth strategy; 
however, there can be no assurance that we will continue to develop and implement successful 
line extensions, packaging, formulation or flavor changes, or new products. Unsuccessful 
implementation or short-lived popularity of our product innovations could result in inventory 
write-offs and other costs, reduction in profits from one year to the next, and also could damage 
consumers’ perception of the brand family. Our inability to attract consumers to our product 
innovations relative to our competitors’ products – especially over time – could negatively affect 
our growth, business, and financial results  

 
Higher costs or unavailability of materials could adversely affect our financial results, 
as could our inability to obtain certain finished goods or to sell used materials.  
 

• Our products use materials and ingredients that we purchase from suppliers. Our ability 
to make and sell our products depends upon the availability of the raw materials, product 
ingredients, finished products, wood, glass and PET bottles, cans, bottle closures, 
packaging, and other materials used to produce and package them. Without sufficient 
quantities of one or more key materials, our business and financial results could suffer. 
For instance, only a few glass producers make bottles on a scale sufficient for our 
requirements, and a single producer supplies most of our glass requirements.  

• Weather, the effects of climate change, diseases, and other agricultural uncertainties that 
affect the mortality, health, yield, quality, or price of the various raw materials used in 
our products also present risks for our business, including in some cases potential 
impairment in the recorded value of our inventory. Changes in weather patterns or 
intensity can disrupt our supply chain as well, which may affect production operations, 
insurance costs and coverage, and the timely delivery of our products.  

• Water is an essential component of our products, so the quality and quantity of available 
water is important to our ability to operate our business. If droughts become more 
common or severe, or if our water supply were interrupted for other reasons, high-quality 
water could become scarce.  

• We will probably depend on a small number of large retailers for a significant portion 
of our sales.  

• Food and beverage retailers in the U.S. and other markets have been consolidating, 
resulting in large, sophisticated retailers with increased buying power. They are in a 
better position to resist our price increases and demand lower prices. They also have 
leverage to require us to provide larger, more tailored promotional and product delivery 
programs. If we and our bottlers and distributors do not successfully provide appropriate 



 
 

marketing, product, packaging, pricing and service to these retailers, our product 
availability, sales and margins could suffer.  
 
We may depend on third party manufacturers and independent distributors for a 
portion of our business.  
 
 

• A portion of our sales revenue may be dependent on third party manufacturers that we do 
not control. The majority of these manufacturers’ business comes from producing and/or 
selling either their own products or our competitors’ products. As independent 
companies, these manufacturers make their own business decisions. They may have the 
right to determine whether, and to what extent, they manufacture our products, our 
competitors’ products and their own products. They may devote more resources to other 
products or take other actions detrimental to our brands. In most cases, they are able to 
terminate their manufacturing arrangements with us without cause. We may need to 
increase support for our brands in their territories and may not be able to pass on price 
increases to them. Their financial condition could also be adversely affected by 
conditions beyond our control, and our business could suffer as a result. Deteriorating 
economic conditions could negatively impact the financial viability of third- party 
manufacturers. Any of these factors could negatively affect our business and financial 
performance. We plan to implement a direct sales model for our products and services.  
Failure of third-party distributors upon which we rely could adversely affect our 
business.  
 

• We will rely heavily on third party distributors for the sale of our products to retailers. 
The loss of a significant distributor could have a material adverse effect on our business, 
financial condition and results of operations. Our distributors may also provide 
distribution services to competing brands, as well as larger, national or international 
brands, and may be to varying degrees influenced by their continued business 
relationships with other larger beverage companies. Our independent distributors may be 
influenced by a large competitor if they rely on that competitor for a significant portion 
of their sales. There can be no assurance that our distributors will continue to effectively 
market and distribute our products. The loss of any distributor or the inability to replace a 
poorly performing distributor in a timely fashion could have a material adverse effect on 
our business, financial condition and results of operations. Furthermore, no assurance can 
be given that we will successfully attract new distributors as they increase their presence 
in their existing markets or expand into new markets.  

 

In conclusion, we have assembled a great leadership team, product line and business 
model that can be attractive to everyone. We feel we have an amazing opportunity to 
build a lifestyle brand that the investors can be a part of, utilize and build a future with 
Hydro Brand Inc. 

 



 
 

 
 
 
  


