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S~—" KOKOSVANN

FRA DRIKK TIL DAGLIG RITUAL

From beverage
to daily ritual.

One country. One customer. One occasion. One campaign. One price ladder. Five
channels. Ninety days. This edition replaces exploration with decision — every
open question in v1.0 is now answered, labelled and budgeted.

«NATURENS ANDRE KILDE.» - EVIDENCE-LABELLED - ETHICS-REVIEWED - SUPERSEDES V1.0 (MOVED TO APPENDIX
RECORD)



01 - EXECUTIVE DECISION

Eleven decisions. Zero open guestions.

Coconut water becomes a Nordic daily habit the way coffee did: one repeatable moment, physically present at that

moment, real people seen choosing it. Everything below is decided; alternatives live in the appendix.

DECISION

Launch country

Primary customer
Secondary customer
Daily occasion
Emotional promise
Campaign

Primary slogan

Hero product

Pricing model
Five channels

90-day plan & budget

15:00

THE MOMENT KILDE OWNS

CHOICE

STATUS

Norway — Osilo first; the 2.2x price anomaly, sauna culture and concentrated retail make it the clearest RECOMMENDATION
inefficiency, not the biggest market

The Everyday Upgrader — urban 28—-42, upgrades ordinary things, allergic to wellness preaching (p. 05) RECOMMENDATION

The Recovery Regular — trains or saunas 3+x/week, 22—-35; credibility engine, not volume engine
Kl. 15 — KILDE-pausen - winner of the weighted occasion matrix at 42/50 (p. 06)
A real break with nothing to apologise for

«Vi ses klokka tre.» — the KI. 15 platform carried by the kitchen-film series (p. 13)

«Ta en KILDE-pause.»

330 ml Naturell resealable carton - retail multipack: Daily 7-pack - DTC: 28-unit subscription case

Frequency ladder =39 kr single — =24 kr subscription unit - =19 kr 1 L serving; premium per carton,

honest per day

® DTC e-commerce @ office & corporate-wellness fridges ® gyms & studios @ fjord saunas & spas ®

selected Oslo cafés

RECOMMENDATION

RECOMMENDATION

RECOMMENDATION

RECOMMENDATION

RECOMMENDATION

RECOMMENDATION

ASSUMPTION

RECOMMENDATION

Validate — build visibility - convert & scale - Focused-launch budget NOK 755k-1.19m Y1 (=€65-102k ~ ASSUMPTION

- $72-113k)

42/50

OCCASION MATRIX WINNER

- KL. 15

=225% 90 days

DAY-90 REPEAT — THE TO AGO/IMPROVE / STOP
ONLY NUMBER THAT DECISION
CERTIFIES A HABIT

The strategy is no longer a menu. It is an order: one customer, one moment, one campaign, five shelves, ninety days.
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02 - MARKET OPPORTUNITY

A growing category with a Norwegian

anomaly

$5.5bn $0.8-1.6bn

GLOBAL 2025 — $14.0BN EUROPE 2025 - RANGE
2034 - IMARC ACROSS RESEARCH
INDUSTRY ESTIMATE HOUSES

INDUSTRY ESTIMATE

Six facts that shape the plan

— Plain beats flavoured on loyalty — unflavoured =73% of global
share; launch Naturell only. INDUSTRY ESTIMATE

— Online is the fastest channel (=14.5-20% CAGR) — DTC-first rides
the category's own momentum. INDUSTRY ESTIMATE

— Supermarkets still capture routine purchase — grocery is the
destination; DTC is the proving ground. INDUSTRY ESTIMATE

— The leading brand retails at =NOK 104-115/L in Norwegian
helsekost vs =NOK 44-49/L in Swedish grocery. VERIFIED - JUL 2026

— No Nordic-branded challenger exists; private label typically enters
as categories mature. ASSUMPTION

— Demand drivers are structural — clean label, sugar reduction,
natural electrolytes. INDUSTRY ESTIMATE

=2.2x 52.7%

NORWAY VS SWEDEN CARTON SHARE OF
SHELF PRICE, IDENTICAL CATEGORY PACKAGING -
SKU - JUL 2026 VERIFIED GVR INDUSTRY ESTIMATE

READING THE RANGES HONESTLY

Research houses draw category borders differently, so absolute
market size varies. Every commercial case in this document is built
on the conservative end of published ranges; upside is optionality.
Where reliable public data was not available, figures are marked as
strategic planning assumptions and must be validated before
investment.

WHY THIS IS AN OPENING, NOT JUST A GAP

High observed prices + thin mainstream assortment + a culture that
already owns the pause (fika, kaffepause) and the recovery moment
(sauna, friluftsliv) = a category waiting for a local brand to give it a
time of day. The window closes when private label arrives — the UK
pattern suggests years, not decades.

The market question is not «is coconut water big enough?» — it is «who gives Norway a fair price and a daily reason first?»
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03 - THE CONSUMER PROBLEM

Five barriers keep coconut water
«occasional»

Category framing. A holiday flavour, not a routine — the product has
never been given a slot in the day.

Price per moment. =2.2x the Swedish price makes daily use feel
indulgent; habits need a daily-frequency price architecture. VERIFIED

Availability at the moment of thirst. One ambient shelf metre — not
the chilled cabinet at the gym exit or the office fridge.

Taste uncertainty. Many Nordics tried a from-concentrate product
once and disliked it; first-trial quality must be repaired through chilled
sampling.

No social proof. Nobody sees colleagues drinking it daily, so
«people like me do this» never forms — the deepest barrier, and the
most fixable.

The ambition, restated. Move coconut water from «something
| once tried on holiday» to «the thing | open at three o'clock» —
for one defined audience, at a defensible price, without a single
dishonest claim.

WHAT MUST BE TRUE FOR DAILY ADOPTION

@ A named, repeatable occasion the brand owns - @ cold
availability within arm's reach of that occasion - ® a per-serving

price the customer can repeat without guilt - @ a first sip that
surprises positively - ® visible consumption by peers - ® an identity
the drinker is proud to signal.

Every chapter that follows exists to make one of these six true.

The problem is not the product. It is that no one has given the product a time, a place, a price and a tribe.
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PRIMARY AUDIENCE

The Everyday Upgrader

One primary customer, precisely drawn. Not «health-conscious consumers» — a person you can cast, price for and

write to.

Age - income

Location

Work

Fitness

Beverage habits

Shopping

Social media

Motivations

Frustrations

Price sensitivity

Will try because

Will reject if

RECOMMENDATION

- profile assumptions to be confirmed in concept testing REQUIRES VALIDATION

28-42 - NOK 550-900k household; urban
professional or hybrid worker

Oslo first — Grunerlgkka to Skayen; then Bergen,
Trondheim

Office or hybrid; calendar-dense afternoons; the
15:00 slump is real and named

Trains 1-3x/week (gym, running, padel); sauna
occasionally — active, not obsessive

2-3 coffees before 14:00; sparkling water at desk;
energy drink as a guilty fallback; buys oat milk
without thinking

Meny/Coop Mega + online grocery; pays for design
and provenance; subscribes to 2—4 services

SECONDARY - THE RECOVERY REGULAR

22-35, trains or saunas 3+x/week; already buys functional drinks;
meets KILDE at the gym exit and the sauna bench. Role: credibility
and content engine — the proof that feeds the Upgrader's belief.
Deliberately not the volume plan: frequency lives at the desk, not
the squat rack.

Instagram daily, TikTok passively, LinkedIn at work;
shares places and objects, not opinions

Small upgrades as quiet self-respect; fewer
ingredients; things that look good on the desk

Sugar guilt; wellness preaching; products that
overpromise; afternoon energy dip

Accepts 39 kr once; needs <25 kr/day to repeat WHY ONLY TWO SEGMENTS

without guilt Every additional audience dilutes the occasion, the media plan and
the fridge map. Parents, students and travellers arrive on their own

Design + Norwegian brand + a named pause that ) o ]
once the ritual is visible — as adjacency, not strategy.

gives permission to step away

Tastes like the holiday memory - preached at -
priced like a treat forever

Cast one person, price for one person, write to one person — and let the category's breadth arrive as a consequence.
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05 - THE DAILY OCCASION

Kl. 15 wins the habit mathematics

Fifteen candidate occasions scored 1-5 on ten weighted criteria; seven strongest shown. Scores are management
judgement AssumpTIoN tested first by the experiment portfolio (appendix A2).

OCCASION FREQ. NEED EMOTION CREDIBILITY
Kl. 15 — the afternoon reset 5) 4 4 3
Etter badstu (post-sauna) 2 5 5 4
Etter trening (post-exercise) 3 5 5 5
Alcohol-free social occasions 2 4 4 3
With lunch 5 2 2 3
Weekend recovery / travel 2 4 4 3
Breakfast hydration upgrade 5 3 3 2

THE DECISION

Primary: KI. 15 — «KILDE-pausen». The only high-scoring
occasion that happens every day, for everyone, at a predictable time
and place — the structural slot that made fika an institution.
Secondary: etter trening (credibility) and etter badstu (*lower
frequency, weighted down; unmatched cultural distinctiveness —
the brand's photogenic soul, not its volume driver).

COMPET. PAY DISTRIB. SOCIAL REPEAT NORDIC
4 4 4 4 5 5
5 5 2 5 4 5
2 4 3 4 4 4
3 4 3 4 3 4
2 3 5 2 4 3
3 3 3 4 3 3
2 3 3 3 2 3

WHY 15:00 WINS

Habit strength = frequency x context stability x immediate reward
(Wood & Neal 2007). The 15:00 slot maximises all three: it recurs
daily; the context (desk, office fridge) is stable; the reward — cold
refreshment plus a sanctioned pause — is instant. It also meets a
real, documented mid-afternoon dip without requiring a single
medical claim: KILDE sells the break; the drink comes with it.

150

42

42*

39

34

33

32

29

One occasion at launch. KI. 15 builds frequency -, etter trening builds belief - etter badstu builds culture. Three doors, one

habit.
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One promise, said six ways

POSITIONING STATEMENT

For the Everyday Upgrader, KILDE is the daily pause drink that turns the 15:00 slump into a real break
— because it is 100% coconut water with one ingredient, in a resealable Norwegian-designed carton,

priced to repeat.

PRIMARY SLOGAN EMOTIONAL PROMISE THREE SUPPORTING MESSAGES
«Ta en KILDE-pause.» A real break with nothing to ® One ingredient. Nothing added, nothing
apologise for taken away.
Supported by «KI. 15. Pausen.» and p g ) @ Resealable — open at three, finish on
«Naturens andre kilde.» Balances taste, refreshment, natural the commute.
origin, premium design, everyday ® Norwegian-designed, grocery-fair price.
convenience and identity — never
medicine.
ELEVATOR PITCH RETAILER-FACING PITCH
«KILDE is Norway's coconut-water brand. We're not selling a «A locally designed challenger in Europe's fastest-growing natural-
superfood — we're giving the country's most neglected moment, the beverage niche, priced into the empty middle between the premium
three-o'clock slump, a proper drink: one ingredient, a carton that leader and ethnic value brands — arriving with DTC repeat data, a
reseals, a price you can repeat five days a week.» named daily occasion that drives weekday velocity, and sampling

we fund.»
CONSUMER-FACING MESSAGE

«Tap water is good. But nature made another source. Vi ses klokka INVESTOR-FACING PITCH

tre.» «A habit business, not a beverage bet: subscription-led DTC
economics (~48% contribution/unit, EST), a defensible cultural
occasion, and gates that stop spend before it stops us. The only
number we worship is day-90 repeat.»

Never medicine, never a miracle, never anti-water. A better break — sold honestly — is a big enough idea.
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07 - TREND-CREATION MODEL

Trends are engineered, not advertised

Advertising announces a trend; it cannot create one. Five connected forces do — each with an owner, a budget line

and a KPIl. Remove one and the wheel stalls.

FORCE

Visibility

Availability
IDENTITY AVAILABILITY

‘ Social

acceptance

Repetition

SOCIAL

REPETITION
ACCEPTANCE Identity

WHAT IT MEANS FOR KILDE

The carton seen repeatedly at desks, gym exits
and sauna benches — same design, everywhere,
always

Cold, within arm's reach at 15:00 — fridges are the
media plan

Real colleagues and training partners visibly
choosing it — real counters, never inflated

One precise cue (15:00) + frictionless resupply (7-
pack, subscription)

«Someone who takes real breaks and chooses
better everyday products» — the un-copyable layer

OWNER METRIC

UGC volume;
unaided
awareness

Chilled points live;
stock-out <2%

Organic + referral
share of new
customers

Day-90 repeat
225%

Identity agreement
in brand tracker

Visibility recruits - availability converts - acceptance normalises - repetition compounds - identity locks. Advertising only

accelerates a wheel that already turns.
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08 - BEHAVIOURAL INFLUENCE SYSTEM

Every principle becomes an action, a

boundary and a KPI

Theory that cannot be executed has been deleted. What remains is the operating system of the movement — each
row auditable against the public ethics line (persuasion and transparent nudging only; anything failing the publicity test

is out).

PRINCIPLE

Social proof
Commitment
Convenience
Identity

Mere
exposure

Defaults

Ritualisation

Honest
scarcity

DESIRED
BEHAVIOUR

Increase trial

Improve
repetition

Increase
purchase

Build loyalty

Build familiarity

Ease the best
choice

Make it
meaningful

Create
moments

KILDE ACTION

Show genuine daily
users

21-day challenge

Cold product beside the
moment

«People who take real
breaks» community

One consistent carton,
everywhere

Subscription as clearly-
cancellable default

A repeatable gesture

Real, stated batch
sizes

EXAMPLE EXECUTION

Real customer videos; live pause-
counter fed only by verified data

Digital habit tracker with built-in
grace days

Office-fridge programme; gym-exit
chillers; one-click reorder

KILDE-klubb chapters, office pause-
leagues, member events

Same design at eye level in fridges,
feeds and films

Pre-selected best-value option at
checkout

Crack the cap — first cold sip —
three minutes off-screen, taught in
every film

Numbered founder's batch;
«Vinterkilde — 40 000 cartons»

ETHICAL BOUNDARY

Never fabricate popularity

No pressure or shame; opt-
in and exit-in-one-click

Transparent pricing;
nothing aimed at children

No exclusion, no body-
image leverage

No creative drift around the
constant

No sneaky renewal, no
hidden cancellation

Never over-scripted into
choreography

Zero countdown theatre;
sold out means sold out

KPI

Trial conversion;
UGCl/week

21-day completion; day-
90 retention

Units per chilled
point/week

Repeat purchase;
identity agreement

Recognition speed;
unaided awareness

Subscription share;
cancellation ease score

% of UGC reproducing
the gesture

Sell-through vs batch;
zero complaints

If a technique would embarrass us when explained to the customer, it is manipulation — and it is out. The full prohibited list
is binding on all partners (appendix Al).
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09 PRODUCT ARCHITECTURE

Three formats. Not eight.

v1.0 carried a seven-rung pack ladder; launch complexity kills execution. The revised assortment is three formats with
one job each — everything else (office 24-pack, Aktiv 4-pack, weekend mix, 21-day case) moves to Phase 2, gated on
velocity. All pricing sTraTEGic AssumpTioN pending final COGS; FX at NOK/EUR 11.7 - NOK/USD 10.5.

FORMAT

Hero single -
330 ml Naturell

ol |
[ Retail
multipack -
@ KOKOSVANN / COCONU Dally 7-pack
1L
DTC

subscription -
28-unit case

ROLE IN THE HABIT

Discovery, impulse,
the ritual serving —
one pause, one
carton, reseal what's
left

«One week of
pauses» — the habit
starter and grocery
unit; calendar printed
inside the lid

Frictionless resupply
from day 22; pause-
anytime, clearly
cancellable

PRICE - EST

=39 kr café/convenience
- =32 kr grocery
(=€2.7-3.3 - $3.0-3.7)

=189 kr (=27 kr/unit -
€16 - $18); first-pack trial
=149 kr once per
customer

=672 kr/month (=24
kr/unit - €57 - $64)

WHOLESALE ASSUMPTION & CONSUMER SAVING

MARGIN LOGIC

Protects brand position
and retail margin;
premium is the door price,
never the daily price

Depth through
commitment, not
discounting; consumer
saves =16% vs grocery
single

Best per-unit price
rewards frequency; ~48%
contribution/unit at base
case funds the brand

EST

Outlet wholesale =NOK 15/unit ex VAT (retails 25—-35) EST . The committed customer
pays =24 kr/day — a 38% saving vs the single — without the brand ever printing «sale». 1

L household format follows in Phase 2 as the =19 kr/serving affordability answer.

One hero single, one multipack, one subscription. Every additional SKU at launch is a tax on focus, cash and shelf

negotiation.
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PRICING REALITY CHECK

Can a daily KILDE habit actually be
afforded?

The central question answered with arithmetic, not hope. Committed-customer cost: =24 kriday - =168 kr/week (7) -

=720 kr/month (30) on subscription AssumPTION

levels, July 2026 oeservep / est where noted.

DAILY ALTERNATIVE

Café coffee / latte (out-of-
home)

Energy drink (single,
retail)

Smoothie (grab-and-go)
Sports drink (single)
Soft drink (single,
convenience)

Premium bottled water

KILDE - subscription
unit

TYPICAL PRICE

=45-55 kr
OBSERVED

=25-35 kr
OBSERVED

=59-79 kr
OBSERVED

=25-32 kr EST

=25-30 kr

OBSERVED

=25-35 kr
OBSERVED

=24 kr EST

30-DAY
COST

1,350-
1,650 kr

750-1,050
kr

1,770-
2,370 kr

750-960 kr

750-900 kr

750-1,050

kr

=720 kr

VS
KILDE

=2x%
KILDE

=1.0—-
1.5x

=2.5-
3.3x

=1.0—
1.3x

=1.0-
1.25x%

=1.0—
1.5%

Prices incl. VAT, ranges reflect Oslo convenience/café observations and retailer
web prices. Not a claim of nutritional equivalence between categories — a

wallet comparison only.

. Comparison prices are typical Norwegian out-of-home and retail

THE FREQUENCY LADDER EST

39

24 22 19
1L

SINGLE SINGLE 7-PACK OFFICE SERVING -
CAFE GROCERY UNIT SUBSCRIPTION PLAN PH.2

Kroner per 330 ml serving, incl. VAT. Depth only through
commitment — never permanent discounting.

PREMIUM WITHOUT PUNISHMENT

The single carton stays premium (the door price and the margin
story); the committed day price lands at soft-drink level. Office plans
put employer budgets behind the habit; the Phase-2 1 L format is
the family affordability answer. Rule: acquisition cost must repay
within two subscription cycles; every price test reports contribution
per habit formed, not per unit shifted.

At =24 kr per committed day, the daily KILDE costs less than the second coffee it replaces. The habit is affordable; the
architecture keeps it premium.
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11 - DISTRIBUTION PRIORITIES

Five channels first. The fridge is the media

plan.

Twelve candidate channels scored on eight criteria (consumer fit, volume, speed, margin, visibility, sampling, repeat,
complexity — 1-5 each, max 40) AssumpTioN . Grocery is deliberately not in the first five: it is the destination entered
later with velocity evidence, not the starting point.

CHANNEL

© DTC e-
commerce

@ Offices &
corporate
wellness

@ Gyms &
studios

@ Fjord saunas
& spas

® Selected Oslo
cafés

Online grocery
Convenience
Universities

Hotels - airports -
ski - events

SCORE

36

34

33

31

29

27

26

22-25

WHY IT MATTERS

Margin, cohort data, subscriptions, the
challenge platform — habit formation
measured customer by customer

The KI. 15 embassy — where the ritual
physically happens; employer-funded

frequency

Credibility engine — etter trening
placement at the exit, where thirst and

proof coincide

Cultural signature and content engine —
low volume, maximum distinctiveness

The pause in public; premium single at the

counter beside healthy lunch

HOW TO ENTER - OFFER

Own webshop + Vipps;
founder's batch pre-orders

Fridge-takeover kit;
monthly invoiced 24-packs;
pause-league

Wholesale =15 kr/u ex VAT,
branded chiller where
velocity justifies

Co-hosted sessions;
recovery-bench cold
storage

Case wholesale; shelf-
talker «Kl. 15?»

SAMPLING &
DISPLAY

First 7-pack trial
price; premium
unboxing

Free first fridge fill;
tracker cards

Post-class sampling;
member offer

Event-only chilled
drops

Barista tasting kits

KPI - TIMELINE
Day-90 repeat, LTV:CAC -

live week 10

Fridges live, refill velocity -
pilots day 30

Units/location/week =8 -
pilots day 30

Partnerships, UGC volume
- from week 7

Attach rate to lunch - from
week 8

Wave 2-3 — entered with velocity evidence in hand: online grocery first (digital shelf, lowest listing friction), then
convenience, universities and hotels/travel; national grocery only after the pilot gate (=4 units/store/week). Airports, ski resorts

and events remain opportunistic sampling stages, not launch infrastructure.

Sell where the ritual happens, sample where thirst is real, and arrive at grocery with receipts — not promises.
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12 - CAMPAIGN PLATFORM

«Vi ses klokka tre.»

One campaign, built for every surface. Insight: Nordic work culture praises breaks and quietly erodes them; the
afternoon slump is universally felt and currently answered with a third coffee or sugar. KILDE gives the pause a name,
a time and a drink.

Campaign hame «Vi ses klokka tre.» (See you at three)

Primary slogan «Ta en KILDE-pause.»

Core message Tap water is good. But nature made another source — and three o'clock
deserves it.

Visual language Cold Nordic light, real desks and kitchens, condensation macro, the cap-click,

Coconut Ivory & Source Blue — never palms, beaches or straws

Tone of voice Calm, deadpan-warm, quietly proud; no exclamation marks; Norwegian first
with «guillemets»

Hero film The kitchen series (already produced): he pours tap water, she opens KILDE
— «Tap water is good. But nature made another source.» End card: KILDE -
«Naturens andre kilde.»

Short-form system 15:00 becomes a content clock: daily pause post, real desks, 20-second cuts,
the clock as recurring motif

Creator brief One page: the ritual, the claims table, the forbidden list, the disclosure rule —
then creative freedom; honest reviews mandated, negatives allowed

Retail activation Fjord-blue fridge with the 15:00 clock motif; shelf-talker «Kl. 15?»; end-caps WORKS ACROSS

using topography emboss — never cartoon coconuts Website - TikTok - Instagram - YouTube -

Sampling concept  Cold, at the moment: office trolley at 14:45, gym-exit counters, sauna retail - gyms - offices - cafés - OOH (the
benches; birch-and-steel cart — no palm-frond kitsch clock at 15:00 near transit) - events. One

idea, one clock, every surface.
Landing page Hero film - «join the pause» waitlist — 7-pack pre-order — challenge pre-

registration — FAQ with honest claims

Social challenge «21 dager med bedre pauser» — opt-in, grace days built in, pause-partner
pairing

PR angle «Can a Norwegian brand make coconut water a daily habit?» + the 2.2x
price-anomaly story with store-level data offered openly

The campaign is a time of day. Own 15:00 and every fridge, feed and film knows exactly what to say.
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13 - HUMAN CONTENT & AMBASSADORS

Believable people, imperfect moments

Show real daily situations

A couple in the kitchen at the tap — the campaign's opening scene
Colleagues standing up at 15:00; the office fridge restock

A person leaving the gym; friends on the sauna bench

A parent packing lunch; a student's afternoon study break

Someone quietly putting back the second energy drink

Use | avoid
USE AVOID
Natural dialogue, small Fake enthusiasm, influencer clichés,
humour, real reactions, warm health preaching, robotic Al voices,
rooms, subtle product unrealistic perfection, attacks on ordinary
placement water

CONTENT ENGINE - SIX PILLARS, ONE CLOCK

Daily rituals - taste & refreshment - Kokosvann-skolen (education,
approved claims only) - real customers - training & sauna - Nordic
everyday + behind the brand. Daily 15:00 posting slot; creator
content outweighs polished film 3:1 until proven otherwise; a bank
of 75 executable ideas prevents repetition.

AMBASSADOR ARCHITECTURE - FOUR TIERS, WEIGHTED
TO REAL PEOPLE

1 - Kulturbzerere — 2—3 Nordic figures whose public life already
includes pauses, training or sauna; launch-moment credibility, never
the daily voice.

2 - Fagfolk — 15-25 trainers, physios, registered nutrition
professionals; claims strictly within approved wording.

3 - Mikroskapere — 50-100 creators (2k—30k followers); the
volume engine; honest-review mandate, negatives published.

4 - Hverdagsambassadgrer — 500+ office workers, runners,
sauna regulars; referral rewards and community, value not salary.

All paid relationships disclosed visibly per Forbrukertilsynet
guidance. Briefing doctrine: one page, then freedom — scripts Kkill
trust; guardrails protect it.

People trust proximity, not polish. The budget is inverted accordingly: the widest tier gets the most units and the most

freedom.
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14

CLAIMS CONTROL & LEGAL

What we say, what we check, what we never
say

TIER

WORDING

Safe factual «100% kokosvann» - «uten tilsatt sukkers» (with

the statutory naturally-occurring-sugars note) -
«ikke fra konsentrat» - verified nutrition values
once laboratory-confirmed

REQUIRES VALIDATION

Lifestyle language «Naturlig forfriskende» - «a premium everyday

choice» - «pausen kl. 15» - «etter trening, etter
badstu» — experience and occasion, no
physiology implied

Requires legal review  Anything touching hydration, electrolytes,

Never

potassium, recovery or performance. «Kilde il
kalium» only after lab confirmation 2150 mg/100
ml, enabling the authorised EFSA potassium
function claims with conditions of use

Prevents disease - treats illness - detoxifies -
replaces medical treatment - replaces drinking
water - guarantees performance - «superfood» -
«boosts immunity» - unverified sustainability
superlatives

HYDRATION EVIDENCE, HONESTLY SUMMARISED

Controlled trials (Kalman 2012; Saat 2002) found coconut water
rehydrates after moderate exercise comparably to water and sports
drinks — not superiorly. Language is therefore «naturally
refreshing», never «hydrates better». Comparable + cleaner label +

better taste is a sufficient, defensible story.

MANDATORY PRE-LAUNCH LEGAL CHECKLIST

External food-law review of all pack copy (Mattilsynet
framework, EU/EEA Reg. 1924/2006 & 1169/2011)

Laboratory confirmation of nutrition values before any nutrient
claim

Norwegian label review — ingredients, origin, storage,
recycling, distributor, EAN

Marketing-law check on every campaign mechanic
(markedsfgringsloven)

Influencer-disclosure compliance per Forbrukertilsynet
guidance

Claims sheet signed by every ambassador and partner — no
exceptions

Duty-of-care FAQ: potassium-managed individuals should
follow medical advice; one serving is 330 ml; marketing never
encourages excess

GOVERNANCE

Every campaign brief carries a signed «line check»: technique
named - category (persuasion / nudge) — publicity-test answer -
measurement. Anything unclassifiable escalates to management
before launch. Claims changes are approved by founder +
regulatory adviser only.

Understatement is the moat. In the Nordics, the brand that never over-claims is the brand that gets to stay.
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15 - THE 90-DAY LAUNCH PLAN

Ninety days to a go / improve / stop decision

One page, three blocks, every action with an owner (F=founder, SM=social manager, PM=performance specialist,
CC=content creator), deadline, budget line, KPI and dependency. Budgets EsT within the Phase-1 frame.

” N ” N ” N
DAYS 1-30 - VALIDATE DAYS 31-60 - BUILD VISIBILITY DAYS 61-90 - CONVERT & SCALE
Finalise product, F-d20 - Sampling starts — offices F/SM - d35 - Online sales live; F - dée3
packaging & claims gate 14:45, gym exits 60k challenge cohort #1
review starts Monday 15:00
Creator seeding — 30 SM - d40 -
Test three messages PM - d25 - micro-creators 40k Daily 7-pack + F - d63
(E1/E2/E10 live) 100k subscription launched
Office & gym pilots live F.d45 -
Filmed blind taste tests, CC - d28 - (25 fridges) 50k «Vi ses klokka tre» SM - d65 -
results published 30k campaign full cadence 60k
Founder's-batch pre- F - d42
Waitlist live + first 100 SM - di4 - orders open Retarget sampling PM - d70 -
pause pioneers 20k participants 40k
Paid-social tests scale PM - d50 -
Approach 40 F - d30 winners (E3/E4) 80k Expand strongest F - d8o -
gyms/cafés/offices - 25 partners; fridges - 40 40k
pilots Founder story + press F - d55 -
day at pop-up 25k First retailer F . d85
Content bank shoot1 (30 CC - d21 - ) conversations with data
assets) 60k Reviews, UGC & repeat- SM - d60 pack
intent survey
Fulfilment, 3PL & stock F - d30 - Publish proof points; F-doo -
confirmed gate Decision point d60: 2150 pre-orders - cohort review gate
winning ad concept - sampling - purchase
Decision point d30: 2500 qualified >8%  open sales. Decision point d90: the scale framework
contacts - <NOK 40/lead - claims review on p. 20 — go, improve or stop.

passed - proceed.

Nothing on this page waits for perfection. Every block ends in a decision, and every krone is tied to a gate.

KILDE - FROM BEVERAGE TO DAILY RITUAL - V2.0 - 07.2026 16 / 26



16

BUDGET SCENARIOS

Three envelopes, one recommendation

Year-1 marketing & activation ranges STRATEGIC ASSUMPTION — QUOTATIONS REQUIRED . Staff costs sit in the company model's
personnel line, not here. FX: NOK/EUR 11.7 - NOK/USD 10.5 (July 2026).

CATEGORY - NOK K

Creative & content production

Social advertising / paid media

Sampling, events & activation stock

Influencers & creators

Retail displays & POS / trade

Packaging development

E-commerce & platforms

Public relations (project-based)

SEO & content publishing

Delivery promotions & rewards

Agency / freelance support

Contingency (~10%)

Year-1 total - NOK

=EUR - USD

LEAN VALIDATION

Proves demand with limited risk; fits

LEAN VALIDATION

FOCUSED LAUNCH *

60-90 100-150
120-180 220-360
40-60 70-110
30-50 60-110
15-25 30-60

in product budget

in product budget

25-35 35-50
15-25 30-50
25-40 45-70
20-35 35-60
30-50 60-100

40 70
420-630k 755k-1.19m

€36-54k - $40-60k

€65-102k - $72-113k

-

LAUNCH

RECOMMENDED -

FOCUSED

entirely inside the seed allocation at base-
case pace (~60-100 new
subscribers/month at CAC <250).

Matches the 36-month model trajectory
(500-subscriber gate by M10). First 90
days draw =NOK 400-600k of this
envelope; >70% of pre-launch spend
goes to product-in-hand activities.
Upgrade to Aggressive only from
demonstrated unit economics — never
from working-capital reserve.

N

AGGRESSIVE TREND-BUILDING
160-240
400-650
120-180
120-200

60-120

in product budget
50-70

50-80

70-100

60-100

100-160

120

1.31-2.02m

€112-173k - $125-192k

AGGRESSIVE TREND-BUILDING

Pulls the outlet gate forward to M7-8;
requires CAC holding under load and the
Phase-3 financing trigger. An option, not a
plan.

Spend follows gates, not the calendar: list size - pre-orders - 500 subscribers - 60 outlets. Budget is released by
evidence.
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17 - KPI DASHBOARD

Five layers, one question: is the habit
forming?

AWARENESS TRIAL HABIT CULTURAL COMMERCIAL
. MOMENTUM
Reach - branded Samples distributed - Repeat at ) Revenue -
search growth - sample - purchase 7/21/30/60/90 days - Organic UGC - contribution margin -

brand-mention share

unaided awareness conversion - first- units per customer - retail velocity -
(quarterly tracker) - purchase CAC - site subscription ’ chél!eng_e revenue per outlet -
video completion - conversion - trial rate retention & churn - participation - CAC Vs LTV -
earned media per new point cohort curves referral rate - inventory turns
community growth

¢
THE TREND TEST, DEFINED IN ADVANCE NORTH-STAR METRIC
KILDE is becoming a trend if — with paid media held flat or reduced

_ . Day-90 repeat rate = 25%
— the following move together for two consecutive quarters: @
organic + referral share of new customers >40% - @ day-90 cohort Awareness can be bought and trial can be sampled; only the
retention holds or improves - @ «kokosvann» search grows with formed habit compounds. Every function's bonus metrics ladder up
KILDE's branded share growing faster - @ UGC grows without to this number. Reporting rhythm: weekly growth meeting (kill/scale
incentive spikes - ® retail velocity rises with no active promotion. creatives) - monthly performance pack (re-allocate budget) -
uarterly board review (gate decisions).

Attention that disappears when spend pauses was never a q Y @ )
trend — it was rent.

\

One dashboard, reviewed on three rhythms — and the single chart read first at every board meeting is the day-90 cohort
curve.
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18 - RISK ANALYSIS

Prevention first, contingency ready

RISK

Priced too high for daily
use

Weak repeat purchase

Taste rejection

Retailer resistance

Supply-chain

inconsistency

Health-claim scrutiny

Copycats & private label

Seen as seasonal /
summer

Influencer over-
dependence

Cultural backlash /
gimmick fatigue

LxlI

MxH

MxH

MxH

LxH

HxM

MxM

LxM

PREVENTION (BUILT INTO THE PLAN)

Frequency ladder; office funding; Phase-2 1 L route

The whole strategy is built for repeat; E3/E7 test the levers
early

Not-from-concentrate spec; chilled sampling; honest blind tests

Enter with velocity evidence; chilled placement as negotiated
condition

Dual co-packer qualification; specification ownership; safety
stock

Claims framework (p. 15); external legal review; compliance
briefings

Own the occasion, community and data — the un-copyable
layer; trademark «KILDE-pausen»

Winter-anchored rituals (badstu, ski, indoor kl. 15); Vinterkilde
edition

Inverted tier budget; referral & community as primary engines

Understatement doctrine; the pause stays a real break

CONTINGENCY (PRE-DECIDED)

Re-spec pack sizes before touching brand price;
never «sale»

Hold scale-up at the day-90 gate; rework
occasion before spending

Flavour extensions as trial bridge; loyalty stays
with Naturell

Deepen convenience/office channels; revisit
chains next range review

Allocate to subscription first (protect the habit);
pause acquisition

Immediate correction protocol; pre-drafted
transparent response

Welcome category growth publicly; compete on
ritual depth, not price

Shift media weight to the workplace occasion in
Q4-Q1

Cap creator spend at 25% of marketing; grow
owned channels

Retire mechanics before they curdle; the ritual
outlives any campaign

Lx| = likelihood x impact, management assessment EST - register reviewed monthly in Phase 1, quarterly thereafter - owner assigned per risk in the operating plan.

Every major risk has a pre-decided answer. The plan fails safe: gates stop spend before spend stops the company.
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19 - SCALE DECISION FRAMEWORK

Go, improve or stop — decided by humbers
set today

Thresholds fixed before launch so the day-90 review is arithmetic, not argument. All levels AssuwmpTion | calibrated to
the 36-month model; the board may tighten but not loosen them after launch.

METRIC MINIMUM ACCEPTABLE STRONG SCALE-READY

Sample - purchase conversion >5% 28% 212%

30-day repeat-purchase rate >20% 230% 240%

Day-90 repeat rate (north star) 218% 225% 232%

Average units / customer / month >8 >12 >16

Subscription conversion (by 2nd order) >15% >25% >35%

Retail units / store / week (pilots) >4 >8 212

Blended CAC <NOK 300 <NOK 250 <NOK 200

Gross contribution margin (DTC) 240% 248% 252%

Organic + referral share of new customers >25% 240% >50%

Partner (fridge/venue) renewal rate >60% >75% >85%

-~ ™~ -~ N -~ S
GO — SCALE IMPROVE — ITERATE STOP — PRESERVE CAPITAL
>8 of 10 metrics at Strong, none below Day-90 = Minimum but Strong not Day-90 < Minimum after two improve
Minimum - release Phase-2 budget, reached — hold spend at Lean level, fix cycles, or CAC structurally > two
open online grocery, start Sweden the two weakest levers (E-portfolio re- subscription cycles - stop acquisition,
preparation. run), re-review in 60 days. Maximum two serve existing subscribers, return

improve cycles. remaining launch capital to the board with
the data.

The bravest line in the plan: the conditions under which we stop. Investors fund gates, not hope.
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20 - NORDIC EXPANSION PATH

Norway proves it. The Nordics inherit it.

Why Norway first

The clearest price inefficiency (2.2x anomaly) VERIFIED

Highest purchasing power; concentrated retail — few chains = fast
national reach once proven

Sauna & friluftsliv culture supplies ready-made ritual venues

Home advantage: a Norwegian brand, a Norwegian moment,
Norwegian proof

Clty rollout recommenpation

# CITY WHY - TRIGGER

1 Oslo Density of offices, gyms, fjord saunas; 3PL base; launch
city (days 1-90)

2 Bergen Second-largest urban market; strong café & outdoor
culture - after Oslo gate passes

3 Trondheim NTNU student mass = next-generation habit formation;

campus channel - M6-9

4 Stavanger High purchasing power; corporate-wellness density -

M9-12

5 Tromsg Arctic sauna & outdoor identity; small but brand-rich -

opportunistic

Bergen before Trondheim on market size; Trondheim before Stavanger on

student density and campus economics — order re-checked against pilot data

at each gate.

Border by border — gated, not scheduled

#

1

MARKET RATIONALE GATE TO ENTER

Norway Launch & proof market Now

Sweden Largest population; fika = ready- ~ NO day-90 > target -
made pause language; strong e-  DTC contribution
com positive

Finland Deepest sauna culture; top coffee  SE repeat metrics hold
consumption to pause alongside

Denmark Café-dense, wellness-oriented,; Pan-Nordic retailer
most competitive shelf — enter interest
with the full case study

Iceland Premium geothermal-wellness Opportunistic /
niche; logistics premium — a partner-led

capstone, not a start

CONSISTENCY NOTE

The platform's Market page presents Sweden and Denmark as the
researched next markets and Finland/Iceland as validation-required.
The two views agree: no border is crossed without the preceding
market's gates passing, and Finland enters only after Swedish
metrics hold — with its own pricing, distribution and demand
research completed first REQUIRES VALIDATION .

Each border is earned by the previous market's cohort curves — never by the calendar, never by enthusiasm.
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21 - MANAGEMENT DECISION SHEET

One page to sign

ITEM

DECISION

Strategic choice
Target customer
Daily ritual
Campaign
Product

Price

Channels
Budget

90-day goals

Main risks

Immediate next
actions

Behave like a ritual company that sells a drink: own KI. 15, prove repeat, then scale distribution
The Everyday Upgrader (primary) - The Recovery Regular (secondary, credibility)

KI. 15 — KILDE-pausen - three minutes, one cold carton, away from the screen

«Vi ses klokka tre.» - slogan «Ta en KILDE-pause.» - kitchen-film series as hero

330 ml Naturell hero single - Daily 7-pack - 28-unit subscription case

=39/32 kr single - =27 kr 7-pack unit - =24 kr subscription unit

DTC - offices - gyms - fijord saunas - selected Oslo cafés — grocery later, with proof

Focused launch: NOK 755k—1.19m Y1 (=€65-102k - $72-113Kk); first 90 days =400—-600k

5,000 waitlist - 25 pilot fridges - 2150 pre-orders - sampling - purchase 28% - challenge cohort #1 live - retailer-evidence pack
assembled

Daily-price ceiling - weak repeat - taste rejection - supply consistency — each with pre-decided prevention and contingency (p. 19)

® Approve platform, occasion, ethics line and Phase-1 envelope - @ commission legal/claims review - @ lock co-packer spec &
founder's batch - @ start the 12-week pre-launch clock

Board ask. Approve this sheet. Campaign execution and website adaptation begin only after approval and the completed claims review.
The next document the board sees is the day-30 gate report.

Ten questions were asked of this strategy. This page is the ten answers, signed.
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MANIFEST - TIL FORBRUKEREN

D|n daglige kilde.

In Norway we trust one thing above all: water from the source. Cold, clean, untouched.

Nature built a second kilde. Inside a young coconut, it made water the way we would have — one ingredient, nothing
added, nothing taken away. We put it in a white carton with a cap that clicks, and we gave it a time.

Klokka tre. When the day gets heavy and the screen gets loud, stand up. Open something cold. Take three minutes
that belong to you. Not a productivity trick. Not a superfood promise. Just a proper pause, with a proper drink — the
way this country has always known how to take a break.

It will not change your life. It will change your afternoon. And afternoons, taken care of daily, quietly add up to
something.

Ta en KILDE-pause. Vi ses klokka tre.

KILDE - NATURENS ANDRE KILDE - FRA NATUREN. GJENNOM DEG.
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23 - SOURCES & METHODOLOGY

Source register, labels and limits

Market, industry & regulation Evidence labels used throughout
[1] Fortune Business Insights (2025), Coconut Water Market 2026-2034 - [2] VERIFIED Directly observed or from a primary public source,
IMARC Group (2025) - [3] Market Data Forecast (2026), Europe - [4] Grand with date

View Research (2025/26) - [5] Future Market Insights (2026) - [6] Mordor
Intelligence (2026) - [7] KILDE market study 2026 incl. verified 2.2x NO/SE
shelf-price comparison (internal; management estimates, unaudited) - [8] ICO

INDUSTRY ESTIMATE Published analyst figure; houses differ —
conservative end used

coffee statistics; Melk.no / Helsedirektoratet milk time-series - [9] USDA RSP Strategic planning assumption; must be validated

FoodData Central - [10] Reg. (EC) 1924/2006; Reg. (EU) 1169/2011 Annex XIIl before investment

- [11] EFSA Journal 2010;8(2):1469 - [12] Kalman et al. 2012, JISSN - [13] Saat RECOMMENDATION A management decision this document proposes

et al. 2002 - [14] Markedsfaringsloven; Forbrukertilsynet guidance - Oslo price the board approve

observations for beverage comparisons, July 2026. SESL;TTE:)N A named test, review or data purchase exists to
close it

Behavioural & social science

[15] Lally et al. 2010 - [16] Wood, Quinn & Kashy 2002 - [17] Wood & Neal

2007 - [18] Zajonc 1968 - [19] Goldstein, Cialdini & Griskevicius 2008 - [20] METHODOLOGY & LIMITS

Cialdini 1984/2021; 1990 - [21] Schultz et al. 2007 - [22] Thaler & Sunstein Occasion and channel scores are weighted management judgement

2008; Sunstein 2015 - [23] Johnson & Goldstein 2003 - [24] Kahneman & tested by the experiment portfolio (appendix A2). Where reliable

Tversky 1979 - [25] Fogg 2019 - [26] Duhigg 2012 - [27] Vohs et al. 2013 - [28] public data was not available, the figure is stated as a strategic

Belk 1988; Oyserman 2009 - [29] Rogers 2003 - [30] Norwegian press 2023— planning assumption. No statistic in this document is invented, and

26, Oslo fjord-sauna movement. none should be quoted externally without its source. Market figures

plan on the conservative end of published ranges; behavioural
references are peer-reviewed unless noted.

DOCUMENT CONTROL

v2.0 - July 2026 - supersedes v1.0 (34 pp), whose exploratory
material — alternative territories, the full 15-occasion long list, the
seven-rung pack ladder and the complete experiment tables — is
preserved in the appendix and the internal record. Aligned to KILDE
Institutional Platform v3.4 and Integrated Financial Model v3.4.

Everything decisive is labelled; everything unproven is scheduled for proof. That is the whole method.
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APPENDIX A1 -

ALTERNATIVES CONSIDERED

What was weighed — and why it lost

TERRITORY A - DEN LILLE
OPPGRADERINGEN

«The Daily Upgrade» — hydration as
quiet self-respect. Strong reach, weak
community: an upgrade is private. Kept as
the reason-to-believe language layer.

OCCASIONS LONG LIST (15 SCORED, 8 NOT SHOWN ON P.

06)

Morning commute - mid-morning break - pre-workout - with dinner -
evening wind-down - gaming session - weekend brunch - travel
days. All scored <29/50 on frequency x credibility x Nordic fit —
parked, not forgotten; the occasion ladder can absorb them after the

habit exists.

TERRITORY B - KILDE-PAUSEN %
SELECTED

Names a moment rather than a behaviour
— and moments are what categories own
(coffee owns morning; fika owns the
social break). Inherently shared,
schedulable, retail-friendly («KI. 15?»
shelf-talker).

TERRITORY C - EN KILDE OM
DAGEN

Countable commitment («one a day»).
Excellent mechanic, weak meaning:
answers how often but never when.
Absorbed as the 21-day challenge inside
B.

PACK LADDER PHASE 2 (DEFERRED FROM LAUNCH)

21-day ritual case - office fridge 24-pack (B2B invoiced) - KILDE

prove repeat.

THE PROHIBITED LIST — BINDING ON ALL PARTNERS (UNABRIDGED)

Aktiv 4-pack (fitness retail) - weekend/recovery 6 (mixed 330 ml + 1
L) - 1 L household anchor (=19 kr/serving). Each unlocks on a
velocity or channel gate — none before the three launch formats

False or paid-undisclosed reviews - invented stock shortages or countdown timers - fabricated popularity, bots, purchased followers - health claims

beyond approved EU/EEA wording - «replaces water» messaging - marketing designed for children or exploiting body-image anxiety, eating
pressure or medical fear - guilt mechanics and punitive streaks - dark-pattern subscription flows - undisclosed influencer payment. Every campaign

brief carries the signed line check (persuasion / nudge / publicity test / measurement).

The alternatives were not weak ideas — they were good ingredients. The strategy is what happened when one of them was
chosen.
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APPENDIX A2

THE EXPERIMENT PORTFOLIO

Ten controlled tests before heavy spend -
=NOK 360k =

El

E2

E3

E4

E5

E6

E7

E8

E9

E10

EXPERIMENT

KI. 15 vs morning positioning

Everyday vs fithess messaging

Single vs 7-pack first offer

Taste-led vs health-led ads

Humour vs aspiration

Creator vs polished film

Office vs gym sampling

Sub discount vs free delivery

Product-only vs human

imagery

«Daglig KILDE» vs «KILDE-
pause» language

HYPOTHESIS

Afternoon framing outperforms morning on trial
conversion

Everyday-pause framing beats fitness framing
on repeat intent

7-pack first purchase produces higher day-30
retention

Taste-led creative wins CTR and CPAin a
claims-restricted category

Deadpan humour lifts recall without harming
premium perception

Creator content =3x efficiency per attributed
trial

Office sampling converts to subscription at
higher rate

Free delivery beats equivalent % discount on
subscription uptake

Human-in-ritual imagery outperforms pack-
shots on saves & CVR

Pause-language drives higher challenge sign-
up than frequency-language

CHANNEL
Meta/TikTok
A/B

Paid + survey
DTC split
Paid social
Paid + brand
lift

Mixed

Field - 20
sites

DTC split

Paid social

Landing A/B

BUDGET -
WEEKS

40k -

40k -

30k -

35k -

35k -

50k -

60K -

25k -

25k -

20k -

3

SUCCESS METRIC - ACTION

CVR lift 220%, p<.05 - fix
flagship slot

Repeat-intent +15% - weight
pillar mix

D30 retention +25% - default
the 7-pack

CPA -20% - brief all creators
taste-first

Recall + - premium unchanged
- scale humour

Cost/trial ratio — set 3:1 content
budget rule

Sample - sub CVR - sequence
Wave-1 fridges

Uptake +10% - lock incentive
design

CVR +15% - art-direction
default

Sign-up +15% - codify
masterline

Budgets in NOK, EST - minimum detectable effects sized with standard power assumptions where sample allows; small-sample tests labelled directional - all losing

variants archived with learnings; no test re-run in different clothing without a new hypothesis.

Every krone of heavy spend inherits its direction from a test that was allowed to fail.
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