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WORLD'S BEST SURVIVAL ESSENTIALS
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ALEX J. MALAVAZOS - Suwwvival Realist & (uther




OUR SOLUTION —- THE 16 MAIN REASONS FOR OUR PRODUCTS AND SERVICES
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Explanation of Icons Shown Above Include but Not Limited To The Following:

1. Industries We Serve - Designed for
Survival, Camping, Homeless, and Migration

2. Basic Reason - Save Lives, Reduce Suffering,
Lower Costs, and Protects Environment

3. Concept idea - Simple, Safe, Complete, and
Effective. Specifically Designed, Best Outcomes

4. Patented - Unique, Nothing Like It, Control
Quality Value, and Provides Real Solutions

5. Worthy Investment - Low Costs, High
Value, Mass Producible, Durable & Profitable

6. Portable Ways - Hand Carry, by Backpack,
2-Wheel, 4-Wheel, and Combination of Ways

7. Multifunctional - Off-the-Ground Sleeping/
Protection, Hammock, Stretcher, & Snow Sled

8. For Everyone - Infant, Men, Women, and
Disabled People. Can be Shared by Groups!
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9. Three Configurations - Youth/Kid to 4°,
Pro- to 6 Feet, and Big & Tall (Plus Size People)

10. Location of Use - Home, Car, Work, Boat &
Out and About (Only Need One Product)

11. Long Lasting - For Daily Use, Durable for
Many Years, 24 hours X 365 days X Years Used

For Hot Food, Water
Purify, Sanitize Items, and Water Desalination

12. Solar Cooking Unit

13. Mental Health - Provides Comfort, Hope,
Dignity, and Peace of Mind

14. Al Seasons Use - Spring, Fall, Winter,
Summer (Any Time of the Year Sun Shines)

15. Al Terrains - Sand, Rocky Mountains,
Snow, Tropical (Any Place you Travel)

16. Al Disasters - Which Happen, Any Time,
Any Place, to Anyone (No Exceptions)
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For more Detailed Information on this Worthy and Valuable Product, See Our Features & Benefits Guide Sheet




SOLUTION — WE CONNECTED ALL THE PUZZLE PARTS FOR SUCCESS

® THE BIG DISASTER PICTURE PUZZLE o

Business
Model
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The Big Disaster Picture Puzzle Parts on Surviveit2 Website

Note: All the pieces of the puzzle must interconnect together - to form
a complete picture of the very complex disaster problems and solutions
we all face. Click on link shown for individual puzzle Puzzle-Presentation.pdf
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Our Basic (3-P's) Strategy: Predict (Forecast the Future),
Prepare (Get Ready for What's Ahead), and Persevere
(Continue Making Effort). It's a strategy in mitigating risks
and a key element in laying the foundation for helping
people to survive on-going disasters Anyplace, at Anytime.



https://surviveit2.com/wp-content/uploads/2023/04/Puzzle-Presentation.pdf
https://surviveit2.com/wp-content/uploads/2023/04/Puzzle-Presentation.pdf
https://surviveit2.com/wp-content/uploads/2023/04/Puzzle-Presentation.pdf

SOLUTION — OUR TOTAL COST OF OWNERSHIP / BUYER CYCLES ARE BEST

TOTAL COST OF OWNERSHIP - OUR PRODUCTS PAY FOR THEMSELVES AND
MORE IN MANY WAYS! THEY ARE THE LOWEST TCO IN THE EMERGENCY
PREPAREDNESS INDUSTRY, AN ACCOUNTING CONCEPT FOR USEFUL LIFE.

For instance, Our Solar Cooking System, saves people and the environment in many different situations
where traditional cooking fuels shouldn’t be used, can’t be used, or are not available. Solar Cooking
allows people to breathe cleaner air, save trees, and soil, and save money. It makes drinking water safe,
improves health, builds resilient families, breaks the cycle of poverty, boosts local economies,
empowers women and children, and helps achieve all 17 United Nations Sustainable Development
Goals (SDGs). Nearly 3 billion people lack sustainable fuel to cook meals & make water safe to drink.

Please see Our Cost Justification in Dollars — Like Insurance but Much Better, Life

Assurance! Plus, Why We Made Solar Cooking an Accessory, Informational Sheets.

*Pain Points we identified to get a clear picture of
how they limited the appeal and size of targeted
industries and found solutions to problems.

The Six Stages of the Buyer [xperience Cycle

Purchase Dollvery Use Extraz Maint Depeosal

Customer (4]
Productwity

Running down the vertical axis are the six utility
smpicay levers, some of which you might pull to offer buyers
p— < B . " -4 greater utility.
Convervence
Risk 1 1 1 1 I 1. The first is productivity. that is, anything to do
Reduction with efficiency - less time, effort, and for
i : ’ " T money - in fulfilling buyers’ needs.
. Then we have simplicity, which is anything
Green that eliminates or minimizes complexity or
Fesendbness o hassle.
. Convenience is about when and where you
want something like 24 /7, 365 days a year.
. Risk reduction might include financial,
@ Curemtwduryrows (@) OUR Blue Ocean Offerng physical, and reputational risk.
. Fun and image are things like the look, feel
The Ultimate Survivor Basecamp Buyer Experience and attitude the offering conveys.
Cycles We Targeted for the Disaster, Homeless, . And last, environmental friendliness is about
Immigration 8 Pandemics Industries. However, the how green your product or service is, and
Camping Industry has a different set of Buyer what this might mean for buyers.

Experience Cycles.

Fun & Irmage

The six stages present a tem plate of the Duyer experience cycle, we
wstosaize them 1o best B2 the varioas industries we targeted




MARKETS — TOTAL ADDRESSABLE MARKETS {TAM)

CONSIST OF EMERGENCY PREPAREDNESS INDUSTRY, AND ADJACENT HOMELESS,
IMMIGRATION, AND 15" RESPONDER MARKETS. THE USA EMERGENCY
PREPAREDNESS MARKET ALONE IN 2020 WAS 5255 BILLION

The Three Pies of Emergency Preparedness Industry Market Size I

Total Addressable Market (TAM) 8 + billion People, Served Available
Market (SAM) 1 + billion people, and Targeted Market (TM)

TAM - “How big is the universes ™
Addressable Market

SERVED SAM - “"How many can |
Available Market reach with sales channels ™

Targeted Market

T8 - “Whao will ba the
meoat lkely buyers ™

Total Addressable Market ([TAM). Addresses the guestion “How many peopks could potentialy wie this
product® It aEsa'T maain hosw milny Deople will une this produd

Served Addoessable Markel (SAM]). Filters the whols TAM [y Row many of those CUTIOMEE youU CR
aiguiie W Can Sy Serde & maiy Cutlomeds ad podiibie Our Lales and mafueting Channell ol sigure

Targeted Markel [TMWM]. Determines who are the most liuely customers. The people who s or Encw of
Sigh products and By Uniped MeTiors, Gowernmentl, Charity, ndiveduiel Burert Uses

Two Major Sources of Information for Project and Products are Listed Below:

| e Global Disaster Preparedness Systems Market Size, Share &
Global Trends Analysis Report by Type, by Solution, by Services, by
e S Communication Technology, by End Use, by Region, and Segment
f:’_‘r't:" Forecasts, 2021-2028
e & =epo 150 Pages Suly 2021 Regron: Global Grand View Research 1D- s390S70

1H IS4 G T Matwural Ddyatter L Emergoncy Belie? Saereices o0 Dhee LIS T

Approximately USS2.97 trillion

*  Inthe period 2000 to 2019, there were 7,348 major recorded disaster events claiming 1.23
million lives, affecting 4.2 billion people (many on more than one occasion) resulting
in approximately USS2.97 trillion in global economic boases. Thiz iz a sharp increase over the
previous twenty years.
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WORLD™'S BEST SURVIVAL ESSENTIALS
Eliminate-Reduce-Rise Create (ERRC) Grid: The Case For TUSP Project

Eliminate Raise

Lives Lost and Human Suffering | Public Awareness of Disasters &
) New Product/Service Choices
Other People’s Immediate Help

Confusion and Chaos Protection, Comfort Hope & Dignity

Packaging Waist-Green Product | Unity of Disaster Relief Efforts
Shelter Building &Fuel Gathering | Better Experience & Outcomes

Reduce Create

Survival Risk Factors/Unknowns | Mobile Citizens /Portable Products

Logistic Time —Delivery Time Complete & Effective Products

Weight of Products Simple Multifunctional Products
Costs of Products & Services Disaster Protection for Everyone
Environmental Impact Survival Knowledge Info. & Skills

Grid shows pursuit of differentiation and low cost to create best value innovation which is the key to successful new products

Market Competing to Market Creating
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= | frontier. Nothing new. .
High — Relative Cost — Low

Note: Current companies make the Value-Cost trade off which defines the existing boundary of
the Disaster Preparedness Industry, the sum total of all it’s best practices. The curve represents
the highest levels of value and corresponding costs an organization can achieve because they
don’t utilize available technology and best business practices; stuck in Status Quo competing!
See Mass Confusion in The Market research paper for more details on this topic and analysis.
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WORLD'S BEST SURVIVAL ESSENTIALS

The Hedgshop Concept-Duwr Company Work Vision

The intsrsection of these three circles below transiates into a simple crystalline concept that
guides our company’s choices. Conwersely, after much careful consideration it also translates
into wihat cur company is not going to be best st, like manufacturing of produects, distribution,
fund ratzing, etc. {for a wariety of reasons) and allows us to focus on owr core strengths of wision,
imagination, RED, prototyping, testing and evaluation of disaster and adventure products. To
maximize and obtain bast results for what we envision, we need the synergy of peopls working
towards mutuzlly sligned goals that they and their organization can fully support.

Although we hawve been a worldwide manufacturer of our own products, and as contract
manufacturer for other remowned companies n times past, providing marketing, sales,
distribu@ion, and financing.  We no longer se= taking owr” Dream of & Safer and Cleaner World
to Reslity” in all its many tasks and forms that other established For-Profit, Mon-Profits and
Eovernments can best provide and are now doing. So, with the above in mind, see graphic balow.

1N THE WORLD

YOUR SURVIVAL is our number one priority




BUSINESS - MODEL CANVAS SEGMENTS

We are Social Entrepreneurs driving social innovation and transformation into the
Emergency Preparedness and Disaster Relief Survival Industries with Life Essential Products.
Also, we're creating viable new Retail Products for the Camping and Adventure Outdoor
Gear Industries which will provide additional revenue streams to help Charities that can’t
afford products. This will turn Worldwide Survival Dreams into Reality for Everyone!

s commme

SEGMENTS PROVIDE HOPE The Most Comploto & Efective People, Ideas Direct and Indirect
& Partnerships New Singh Poest Of Distridation System
_ Governments

. L Internet
Global Multi-sided 15 YEARS Research N Social Media
Pht’“m and Devetopment \ , Bo;
o Working Prototype Big Box Retaders
Disasters - A World Issue That o Intellectual Property B ai ovmoler wii B
: wrvone By w A ol " ¢ Founders Business Success ,“7"""
Touches Everyone, Everywhere & 0 o Manufacturing & Distribution | **S m:::cs:gmm

Deves % My Global Costs fom Design,
Wanvfacterng Shgpng and Dstriduien, A

we hve Mgl Vandor Sources fr Products
,0_0_‘__
Cost i;
Control
Everyday disasters Bagpen, news coly |
Covers tho big ones, disasters can strike Cost e o feduced Ot

anyplace, anytme to anyone!
Expect the Unexpected

Wo plan to sell products globally in
Ngh volumes. Primary customers

@ Pre-Disaster Castomers-Purchase
Own Products

© PostDisaster Victms- who rely oo

others for products and services

@ ‘Change by Desgr” 4 “Busioens Nodd Camee”
 Econommes of Scab
© Wartrtng | Disvduton chaneels sippot jradacts

® Product Sabes
o Licensing of Patented Technology

Change Disaster Survival

Companies, Organizations,
Churches, Charities,

and Gosernmenls
We Educate, laspre & Empower Pecple Globa| Plan-Disaster Response
? I Dhecry, the United Nations should
oversee, Jead and manage nlernatond
response 10 disasters. Partcipants can be
¢ Variows Governmwnts
n We have Castet 30 InsQuatve servival product § Robef Agencies

Customer Relations Include: | hat fufils costomers roeds whie babarcing. | o proas ¢

@ Universal Need for Product ® Socl 2 °‘"”"' ‘

0 Trustworthiness ’ :‘“"" (RON i W| il e __J

® Environmental lnterest Entites Problem solving for

¢ Customer Support of Products
¢ Porsonal Assistance

e Denige Comcapt b 0ot “mapred” By any enhiting
dewgn, bt yeans of ingeouty and wor' Dy our beam

We Can Help Align Partners

individual survival needs,

OUR PROJECT WINNING COMBINATION: PASSION, IMAGINATION, WORK ETHICS, SKILLS, & HISTORY OF SUCCESS



BUSINESS - ONE PAGE SUMMARY

Our company is "Changing How the World Responds to Disosters.” We have
cregied the most complete and effective “Multi-funcrional Suwvival Pockoges™
thor con moke o real difference in disaster relef ond be used in other industries!

Busine Summary: We are the Workd's Lesder in “Survivel Packager”, & new citegory of
Sizaster survival prodects we crested for global thort-tarm dastter situstions. We dramasically
IMProve Saving SUASTEC ViChens’ Bved; redule human suffenng, and lower disaster reliel/health
coms, while Balanding Oour SO0, SLONDIMEL, ANd eMironmMental mterests. This i 3 worthwhile
Business endesvor! We have new products for differsnt typet of disaster refiel that are alto
Deing 1045 marketed 1O Other Types of industives feom Our Core bade Products.

FroductServices: We offer e mont complete and offective multifizctional “Sarvival
Packagm® Our prodoct line will pronvide sveryose with the best diaster relied experiesce and
and revuin posaitle, prven amy daaster ciroamatance. We educate, upare, aad empowe people
20 combat duasters. Setuing S vtandard for products that are safer, more reliable, vrer Stendly
s0d preen i our goal Our flrst prodwect Mee 5 “The Ulttmsate Sarviver Basecamp Package™.

Customer Probiem / Pain Point: The problass iy iseffecuve dissater selef and insdequate
survival produce: sad services. Moat mane disaster victEms ool stend in lomg lines for hand-outy
of basic ssrvival products, of guestionable value, hat may not come, whan every minme cosat,
Tragically, still other disaster victions must &Y % catch products Saonm out of the back of tracks,
plazes, or Belicopoers 1o a chaotic free for all Retall customens are confused and overwbelmed
abour prodect choices. We have sodved dese problems’

Masket Size Tarpet: Size of this market &1 Global We Bave e seeded and wamted c=iversal
Primardy, ve will stert with Olabal Social Media Irterset Dndsidosly sod Dissaver

lief Orgazszasions. World Govermments, United Nations Programs, and Big Box Retadlens
require moce lead tume. We 3w 2 segatered supplier with the UN Olobal =4 The
US Federal Emesgency Management Agency (FEMA) Vendor Supplier Program. The US FEMA

b Pronnet) com
Phoae: (775) 2218998

Faancal Information (US):
Company Stage:
Masufactzing Maketing &
Sadar

Investers:

Self-Puaded, No Detn

Location

1047 bridle Way
Mindes, NV S04

“We are Creating Excellent
Value for Stakehobders /
Shareholden ™

2020 budget alone bas 2 319 4 B, Disasser Relief Pund, plas other counzies asound the world. .

Masagement: Ow masapement teds b Lmaginstion, Ambiton, Siolls, Pensevwrance, and 2 Hatory of Busmess Success. Bwt
moly, a deep-down passion, 10 end the needless loss of life and buman sufferiag caused by natwral or man-made disasian

Customens: Everyose is 3 potential end saer of oor products. Dosaster sikes amynbere, zmytime 10 aoyose. The c=vest world
populasica is §.0 bilion and is projected 2o be £.2 bdllicn by 2050, Eack vear disasteny caoue Tema of Thoussnds of deatks, Billioas of
Dolkars i damages and 50+ Milkon pecpie are displaced. Primary customens are Pre-disaster customers who prepare and buy thewr
onn equpment and Post-disaster Victins who rely om other providens, such as the United Nations, world Governmants, Charty, Faith
Dased o Dizaster Relief Orpacizations. Sx out of Ten Amencan househoids don't have » disaster plan, workawsde 2’5 much worse

SaleaNtarkening Stratemy: We will acquire cortomen Srongh direc: and Bdirect sales markesing of o key partmers, bedng
companies, organizasons, charches, charities and govermments. We will maiatain customers b haviag the best survival solations,
Deing TusTworty, providing exceilent Comamer yupport and persoaal assivance

Busines: Model: We a0¢ cumoster and volimie dependent Primary tevesoe coctas fomn prodott sales, Blensing of patented
teckzology, s=d advertising | poasonkip saler. Free seniicen inchade education and tratsing for custocsen oa dizaster isroes aad (he
Froper i of Our BAW Froducty, PVIRg U MAXImUET Company exporire and sales. Please review our Business Model Canvas Sheet
d Buminess Plan 800k for addticnsl in-depth information about us, Inciuding proposed R O 1 and £xit Optiona

Competstors: am vy divene 30d Sapmested nhan locking 3t the varioos Hpes of produch masufactured and distributed. All
competitors buy Jroducty Som other mansfacties and sepackage items for sale. The size a0d orgasizaticoal ssuctares of exch
company vary preasly. We sdennfy compesizion s terms of specific products and services tan ey v to address. We address disaster
needs i 2 very different way and have unigee 2ew proprietary products and services solutions, found nowbere else.

Competitive Advastage: We have 3 US patent invoed B3t covers basic concepts. We offer Nenness, Risk Reduction, Performance,
Accenniility, Commwadence sad Brand Statua. For matance, we are the only compasy that offen aod effective Nalks-
funcuosal Suntval Packages”. Owr features and bemefits inclode seven davy of essental wurvwal supplies, off-De-ground sleeping
Protection and Comiont, combiaation wazer hife Jackes backpack, solar cooloer, user Tansportabie and offering bope and digminy*

THANK YOU FOR REVIWING OUR ABOVE BRIEF INFORMATION, WE HAVE A LOT MORE
DATA TO SHARE WITH YOU, JUST ASK FOR WHAT IS IMPORTANT TO YOU.



SOLUTION — OUR BRAND IS BUILT ON THE FOUR P’S
Survivelrtr2 &

WORLD"S BEST SURVIVAL ESSENTIALS

Our brand is being built on the principle of four P’s:
Purpose, People, Products, and Pricing.

urpose - We are a purposa driven company with a responsibility and obligation 1o
those we serve:; investors, shareholders, customers, and end users of our
products; to protect and enhance the guality of life of all disaster victims. We
measure our purpose based on the difference we make in the world to other
peoples’ lives as the ultimate measure of our success,

eople - We are an innovative group of psople with leading edge expertise in
various disciplines, whose jobs are never ending.._always looking for, working for
improvements we can make in delivering disaster relief products and services. This
project ignites our associates’ passion, their dedication, and their joy in helping
people!

roducts - the only company at present to offer disaster victims the most complete
and effective individual products. clear choice alternatives. We feature clean off-
the-ground- sieeping comfort and protection, seven [7) days of basic survival
supplies, solar cooking, and a water life jacket that the user can transport on their
own in several ways. Our products are amagzingly small in size, lightweight, very
durable and waterproof. We offer protection for everyone, from adult to
children, from groups of people to disable persons,

ricing - We offer competitive pricing providing the greatest features and benefits,
a5 well as exceptional value, 1o those we serve, sowe truly can make our praducts

svailable to the masses (90% of the worlds people, not the wealth 10%) and still
make the most impact while achieving a premium Tor first-to-market advantage.

v U0

What's inside our brand? We stand for:
Protection...Reliability...Technology...Quality...Affordability...Best Choices

¢ Protection- you and others can count on (Safety)

¢ Reliability-proven products that work again and again

* Technology-the latest state of the art designs, materials, and methods

® Quality-the best material, labor, and testing to our specifications
We are creating The Best Disaster Relief Products and developing a worldwide

recognizable Brand that people will choose, when given a choice.

Changing The World’s Response to Disasters
Just Makes Sense!



SOLUTION — OUR COMMITMENT TO CONTINUE PROJECT

Surviveit2 Company List of Its 5C’s

1. CONVIVTION - a strong persuasion or belief.

2. COMMITMENT - the state or quality of being dedicated to a cause, activity, etc.

3. COURAGE - mental or moral strength to venture, persevere, and withstand
danger, fear, or difficulty.

4. CONTINUANCE - the state of remaining in existence or operation.

5. COMMUNITY - a body of persons or nations having a common history or
common social, economic, and political interest for Humanity survival.

SUCCESS 3 KEYS .... FAITH, FOCUS, & FOLLOWTHROUGH!

We believe in what we're doing.

We have vision for a better world
We have persistence to see it through

We are committed to make it happen
This project is just too important not to do
Saving Lives, Reducing Suffering and Providing Hope,
Comfort and Dignity is what we all can support and do!

Our nation needs to work decisively, consistently, and urgently so it can respond
quickly and effectively whether from natural or man-made disasters. To limit the
massive casualties, pain and human suffering disasters cause and start providing

real protection, comfort, hope and dignity for all. Faith in the end game helps you
live through the months or years of buildup before breakthrough. You must

confront the brutal facts of your current reality and continue on to achieve goals!

This program deserves the highest priority because disasters do strike
anywhere at any time, it affects all of us and everyone counts.



The biggest
mistake we make
in life is thinking
we have time.
Don’t delay,

get involved
today!

e -



RECAP OF DATA -~ HOW WE CARE FOR OUR PEOPLE AND PLANET

Surviveit2™®

WORLD'S BEST SURVIVAL ESSENTIALS

Preparing for Worldwide Disasters and Outdoor
Adventures Takes Planning, Work, and Life

Essentials. Get Hope, Share Hope with
The Ultimate Survival Package.

We function for everyone’s wellbeing, not individual ambition; a
vision for a safer world and longer lives. We measure our success
by: Lives Saved, Suffering Reduced, Lowering Costs & Protecting

Our Environment. Also, Size, Scope and Locations Being Serviced.

Get Ready for What’s Ahead!
Help Make a Decisive Global Impact.

Join Our Worth Cause Today, Don’t Delay!

Alex Malavazos — Founder/CEO Carson City, NV 89702 / PH: 1+775-881-8968
www. surviveit? .com / www.Alex@ Surviveit2.com
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