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CBD IS A HUGE MARKET

•This market is already huge, with estimated sales of $591 million in 2018.

•Now that CBD is legal in all 50 states, the market is set to explode with 
projected sales of $22 billion by 2022.

•As a new market, there are no well established major brands with substantial 
awareness and usage, making it far easier for C4Life to achieve a major 
market position. Leading Consumer Package Goods (CPG) brands are not 
projected to enter the market for at least a year, and when they do, C4Life will 
be positioned as an ideal strategic acquisition.
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Overview – The Opportunity
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C4Life Vision

�3

• C4Life’s vision is to become the most recognized and trusted CBD brand in the USA, 
offering superior quality PURE CERTIFIED™ CBD health and beauty, personal care, 
and pet products.  

• Organically grown in the USA, C4Life is formulated to support a variety of health 
concerns its customers can trust is pure, safe, and made with the highest quality 
ingredients.  

• Our target audience are predominately women, 28-65, who are looking for high quality 
and inspirational products to help them and their loved ones achieve their “best” self.  
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Our Approach
•Most current and projected market players will be taking a single category approach –  
marketing CBD and THC products in the category they currently compete in. C4Life will 
be an umbrella brand, marketing products in a wide range of categories identified by 
consumer research to hold strong potential. This multi-category approach will enhance 
brand development and sales and also provide a “one stop” platform for retailers. 

•An indication of the huge potential of this market was Constellation Brands $3.9 Billion 
purchase of 38% of a marijuana company that is losing money. Read Article 

SPEED WILL EQUAL SUCCESS

•Our products have been formulated and produced, and ecommerce sales began in 
January 2019.

•One of our key competitive advantages is the ability to move faster than other brands 
both in product development and online and retail execution.

•Multi-channel retail tests will be initiated in the first quarter of 2019 with retail rollout 
slotted to begin in the second quarter.�4

https://www.partnershipmarketinginc.com/constellation-blazes-trail-in-marijuana-investing-3-9b-more-in-canopy-growth/
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CBD vs. THC

�5

CBD PRODUCTS

•Extracted from industrial hemp and have no psychoactive effects.

•Legal to sell without a prescription in all 50 states and online, subject to state 
regulations.

•Provides a number of health benefits – pain and inflammation management, relaxation, 
immune system, and digestive health being just a few.

•THC PRODUCTS

•Recreational and medically prescribed marijuana products that produce a psychoactive 
response.

•Currently legal in 9 states, the District of Columbia, and Canada.

•PRODUCT LAUNCHES

•CBD products will launch in Phase I during the first quarter of 2019. Initial products will 
include balms, lotions, tinctures, capsules and pet products.

•By successfully creating a strong brand through CBD sales, the company will be well 
positioned to develop and launch THC products as the legal environment evolves.
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•Because this is a relatively new category there are no well established brands in terms 
of awareness and usage. 

•Most of the current product manufacturers are small, less experienced companies, 
making products primarily in only one category.

•Major CPG (Consumer Packaged Goods) companies have not entered the market 
because of the marijuana social taboos that still exist, and the uncertain regulatory 
environment.

•While some leading companies including Coca Cola and Constellation Brands have 
started cannabis initiatives, we believe they will focus in a single product category 
(beverages) and will not be fast to market. When they do launch, their heavy spending 
will build awareness of the category and help legitimize it.

•Most mainstream retailers (grocery, drug, c-stores) are not yet selling CBD products. 
They will look to identify suppliers that can deliver a professional, broad program and a 
product line that they can rely on vs. dealing with a number of smaller suppliers.

•There is no current standardized seal or accreditation for cannabis products. This will 
be important to both retailers and consumers, as an assurance of quality and safety.

Current Competitive Marketplace

�6
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Current Competitive Marketplace Conclusion
•There is a clear opportunity for C4Life to become a leading umbrella brand.

•A strong brand will have major impact in building both retail and consumer sales, 
as well as online.

•Certification and an accredited seal will be a prime  
asset and business building tool for C4Life. 

•We have created the “Pure Certified Cannabis,”  
“Pure Certified CBD”, and “Pure Certified THC” 
seals that will require strict quality, purity,  
and safety guidelines. 

•The appropriate seal will be featured on all  
C4Life products, and potentially  
licensed to other manufacturers,  
as an additional source of revenue.

�7
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Competitive Advantage
•Current CBD competition consists of “mom and pop” producers and/or small 
inexperienced brands. 

•In comparison, the C4Life Founders, bolstered by a deep and experienced team, have 
successfully launched over 250 new products for leading global retailers and CPG 
companies, a few of which are represented below.  We are using the same CPG-focused 
approach to launch C4Life as we did our previous launch successes.

�8
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Consumer Targets – CBD
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We will market our products to two different target audiences: 

THOSE WHO WANT TO ENHANCE THEIR HEALTH & WELL BEING
• These consumers are not using CBD to help alleviate specific health issues, but 
because they know CBD products will bolster their health, and help them achieve their 
“better you.”

THOSE WHO WANT TO ADDRESS SPECIFIC HEALTH ISSUES
• These consumers will seek out CBD products to help and relieve specific health issues 
such as pain, inflammation, anxiety, digestion and insomnia.

These two market segments will be targeted with different brand messaging.



– CONFIDENTIAL –

©Partnership Marketing, Inc.

C4Life Product Line Strategy
• To create an effective consumer and retail brand, it will be important to market products 
in all of the largest and most popular categories.

• C4Life will launch online with a total of 10 products in 4 categories.

• The initial product line will be comprised of the products that are the most popular today 
and cover a range of applications and usages.

• Initial products will also have the lowest barriers to trial for consumers.

• Consumer research will be used to identify the future products with the greatest 
potential.

• We will continue to innovate and add new products to the line on a consistent and 
regular basis. We will position ourselves to consumers and as the category innovator.

�10
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Consumer Packaged Goods Marketing Approach
•To ensure C4Life is positioned to enter the highest profile product categories with the 
strongest messaging, we will use the same marketing tools and CPG-focused 
approach that we did in successfully launching over 250 new products and brands for 
our leading global retailer and CPG clients.

•We will start with in-depth CONSUMER RESEARCH that will tell us who the prime 
prospects for these products are, what’s most important to them (benefit hierarchy), 
what products they’d be most interested in purchasing, where they would want to buy 
the products, importance of the Accreditation Seal, etc.

•The learning from the research will provide the information needed to finalize 
positioning, messaging, product categories, retail approach, etc.

•Since the most likely buyer of C4Life will be a CPG company, we want to make sure 
that when they evaluate the business, they will conclude that they would have launched 
and built it exactly the same way.

�11
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C4Life Retail Strategy
CURRENT SITUATION

•Very few major retailers today carry CBD products.

•Retailers carrying CBD products today are doing a poor job (in our opinion) of 
merchandising the products and providing consumer education.

OUR RETAIL APPROACH

•Based on the strong consumer acceptance and demand for CBD products and the 
huge profit opportunity for retailers, we believe that the vast majority of retail chains will 
add CBD products and sections to their stores. The products will have strong potential 
for most retail channels including pet, grocery, drug, c-stores, and club stores.

•As retailers search to identify which CBD products to carry, how to merchandise them, 
and how to educate their customers about the products and category, our strategy will 
be to give them the right product mix and merchandising support to enable C4Life to 
become a preferred supplier of CBD products.

�12
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C4Life Retail Strategy [continued]

•Our experience includes creating a large number of retailer programs across 
all of the retail channels. We know what’s important to them and how to sell in 
and execute programs that work.

•Tools will be developed for retailers that will help them launch and succeed 
with C4Life products. We will provide educational information and FAQs on 
CBD and each of our products that they can post on their websites and use to 
train their staff. 

•Ad mockups will be provided with the strongest messaging that they can use 
in promoting the products in their advertising and promotion. 

•We will also create a series of YouTube videos on CBD and each of our 
products that retailers could post on their websites and use for training. 

•See C4Life FAQs here https://www.c4life.com/faqs/

�13

https://www.c4life.com/faqs/
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Use Of Funds
To continue funding the business through start up and launch, C4Life is currently raising 
the final $300,000 of its $700,000 Seed Round. This round will sustain the business 
through mid 2019 and fund the following:

•Extensive Consumer Market Research to identify strongest new products and messaging
•Accreditation Seal and Criteria Development
•Hiring of a Sales Team
•Identify and Qualify Contract Manufacturing Partners
•Package Design
•Trade Show Participation and Booth Creation
•R&D and Product Development
•Create all marketing materials for launch
•Social Media, advertising and influencers
•Website and ecommerce development and management

�14
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Capitalization & Projected Financing
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The numbers shown on this table are projections, intended solely to illustrate to prospective investors 
the anticipated growth trajectory for the company. Actual results may differ markedly from those 
shown, and the company makes no representations or warranties about the accuracy of these 
projections. The capitalization table does not take into account employee stock options or warrants, 
which will likely be issued and could affect shares issued and valuation.

FINANCING ROUND CAPITAL 
RAISED

ANTICIPATED 
COMPLETION

PRICE / 
SHARE

POST-MONEY 
VALUATION

Seed Round – Common Stock $700,000 March 1, 2019 $0.3333 $3,000,000

Series A Preferred Stock $2,300,000 Sept. 30, 2019 $1.0000 $11,300,000

Series B Preferred Stock $7,000,000 June 30, 2020 $2.0000 $29,600,000

*

*
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Financing Milestones

FINANCING ROUND USES OF FUNDS BENCHMARK UPON 
COMPLETION

Seed Round

Develop initial product line, 
trademarks, branding guide and 
marketing plan. Launch e-
commerce platform, hire sales 
manager, and begin inroads into 
retail sales channels.

Develop actual sales from which 
reliable projections can be 
made.

Series A Preferred Increase production to support 
national retails sales. Achieve positive cash flow.

Series B Preferred
Establish and support roll-out of 
products to leading national 
retailers.

Create strong cash flow and 
position company for acquisition.
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C4Life Strategic Assets
Our goal is to create a strong national brand that will be a leader in a number of  
high-appeal product categories, making the business an attractive take over candidate  
for multiple strategic buyers. The assets the business will have include:

•A strong brand with high awareness and premium image.

•Proprietary formulas for all products.

•A significant existing retail and consumer customer base.

•An established e-commerce business.

•A strong social media network on all platforms.

•A new products pipeline (we will continue to develop new products that can be 
launched by the new owner).

•Transferrable contract manufacturing contracts.

•The Accreditation Seal and the licensing fee stream that it generates.

•Numerous trademarks and URLs.�17
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Meet The Founders
JIM ZIMMERMAN – Will provide C4Life strategic and marketing leadership.

Jim has over 40 years of broad-based marketing and advertising experience across 
a wide range of industries.

Prior to starting The Zimmerman Group, Jim was Director of New Products and 
Business Development at Pillsbury and prior to that, a New Products Development 
Manager at General Foods. His experience includes developing and launching over 
250 new products on both the client and agency side.

Jim has delivered keynote speeches on New Product Development at both the 
National Pasta and National Potato Conventions. He also developed and taught a 
three day new product seminar for The American Association of Cereal Chemists, 
which was also taught at both General Mills and Pillsbury. Jim has also lectured on 
new product development at The University of Minnesota’s Carlson Business 
School and Graduate School of Food Science.
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Meet The Founders
DAVE RYE – Will provide manufacturing, supply chain and product development.
Dave has spent the past 30 years working across strategic sales, product and business 
development, and operational roles. His appreciation for high-performance leadership 
and value creation mindedness stems from his 25-year background with Cargill Inc.

It was early on that he recognized the power of employee engagement, accountability, 
and managing to strong business metrics. He has an appreciation for effective 
communication, creativity, and is recognized for building winning team cultures. He is 
most proud when he can see young entrepreneurs reach their full potential.
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Meet The C4Life Execution Team
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Kathy Ashpole
Production & 
Brand Director
Has worked with 
Jim Zimmerman for 
over 30 years and 
has managed the 
details and logistics 
of  over 150 brand 
rollouts.

Brian Doeden
Creative Director
Over 30 years of 
creative experience 
in all media 
including digital, 
print, video, and 
social as well as 
website design. 
Brian will oversee 
all C4Life creative.

Gretchen Hagle
Ad/PR/ECommerce 
Manager
Over 25 years of 
industry experience. 
Gretchen will manage 
C4Life’s advertising, 
public relations and 
ecommerce details and 
implementation.

Charity Corbeille
Social Media 
Manager
One of the first to 
earn a B.A. in Social 
Media Marketing. 
Responsible for 
social media 
strategies, content 
implementation, 
influencer 
partnerships, and 
brand analytics.

Quinette Cook
SEO and Copy 
Director
Over 30 years of 
industry experience 
on both the agency 
and client side. 
Quinette has 
worked in 
management at 
both General Mills 
and Best Buy.

Abby Kohagen
Social Media/PR Intern
As the newest member 
of the C4Life team, Abby 
will support all areas of 
the C4Life brand launch.
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