Move

The First Community-owned National Retailer

HOFMOVECO SAN FRANCISC

CALIFORNIA

Move is based on a simple idea — modern commerce is not as good as it can be.
We work directly with oward-winning producers to make our own brand of
products. And we deliver these products straight to our members. By cutting out
the the middlemen, we're making a retailer that’s more efficient, ethical and

enjoyable.

Chai Mishra Founder CEO @ Move

Why you may want to support us...

Raised $3MM+ from Y Combinator, SF 49ers, Joe Montana, Adrian Grenier,
Matt Bellamy and others.

Sold 5,000 years of membership.

Membership waitlist of 130,000 people.

Growing 20% month-over-month organically.

Average Move member spends 2x what the average Amazon customer does.
Taking on the largest consumer sector in the World (US Grocery — $700Bn)

Ethical business — customer owned, fair prices for producers, fair wages for
workers.

Work with 50 award-winning producers from Michelin chefs to celebrity
bakers.

Why investors @ us

INDING

We Invested in Move because its a Bald Redesign of the Classic Supermarket

Joe Montana
Investor in Move and Hall of Fame 49ers Quarterback

I believe in the future of online groceries. .

Cavan Patterson 7¢

I believe in the concept along with the business model Now lets kill it ~

Murtaza Ramzan

SEE MORE

Chai Mishra
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Two time ¥ Combinator founder. Berkeley Mechanical Engineering-dropout.
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Robert Davidorf

CFO

Founder of Playlist.com and CFO at several VC-backed startups. Wharton-
grad
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We've desighed a new retailer
from the ground up — making it
better at every step.

We've spent years rethinking every part of the retail supply chain— from producticn to
delivery. We started with fundamental questions about how everyday products are made

and sold and we reconfigured and improved every piece.

125 Modern Staples
+ a new one every Sunday

What if we didn’t sell everything? Instead, what if we sold only the most exeiting and

essential staples and cut out the rest?

On Move, we carry only the best version of every product and we sell only one brand— our
own. As result, our members spend twice the amount every year that an Amazon
customer does and our average orders are twice that of any grocer and our products

move fast — being made and going out of stock within weeks, not months.

Beyond that, our approach of selling on premium staples to an eager audience allows us to
launch produects quickly. Onee a week to be exact. We launch a new, crowd favorite product

every Sunday, often selling out of entire shipments in minutes.
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Award-winning producers
What if we didn't work with everyone? What if we worked only with the best producers?

We spend months searching for ineredible creators for every product we sell and we work
with 5% of the folks that apply.

As a result of that process, today we work with over 50 award-winning producers, from
Michelin-starred chefs to celebrity bakers and decorated creameries, ranchers, farmers and

artisans.

As we mave into new categories, we're partnering up with renowned craftsmen and
creators from around the World, from legendary designers in Japan, to American

Apothecaries and Italian artists.




Fair and transparent pricing

What if we paid everyone fairly and showed you exactly how much money everyone was

making?

Producers make 50% more with us than they do with other supermarkets. Our warehouse

workers make twice the federal minimum wage.

And best of all, we publish the exact supply chain breakdown behind every product we sell,

showing our members exactly where their money goes.
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A COVID-proof supply chain

What if a retailer cwned every step of its supply chain? What if they could trace every hand

that a product touched and control every room that that product entered? What if you

could change the basic structure of a distribution center to be inherently socially

We operate our own socially-distanced distribution centers, minutes away from major

cities. We limit the number of members in the store, work with hyperlocal producers,

nufacture in small but frequent batches and only repeat products if our members ask

for them.

As a result, our supply chain today is more responsive and robust than any that of

any digital supermarket. Throughout the pandemic, as retailers have slowed their
deliveries down, we've sped ours up and as products in other supermarkets have gone out

of stock, we've brought ours back in stock.

For members — by members

what if built the store only for long-term customers? And what if had those customers pick

what we sell?

The Move store is open only to our 5,000+ members nationwide. And our members get a
lot more than our groceries — they pick which produets we sell and which producers we

work with, We call it "Grocery-by-democracy” and it is at the heart of our entire sourcing



praocess.

Caffes by Democracy

Produce by Democracy Seatood by Democracy

We're redesigning our coffee aisle

Jaunchi duco box.
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The First Community Owned National Retailer

What if wi

stead of trying to be the "everything” store, we made an "everyone' store?

What if everyone, starting with the producers to our members, owned a piece of Move?

With this campaign, we're building America's first community-owned digital retailer. With
it, we're building a a radically more efficient and ethical supply chain— where every

participant has a stake in our success and has a part to play in it

Through our model, producers are incentivized to make better products for lower markups,
distribution workers are inspired to be more thoughtful and protective of our orders and

members are motivated to buy primarily from Move (a company that they all own).

Become a Member and an Owner—

By backing this campaign, you get both a membership and an ownership stake in Move. If

we do well, so do you.

You should invest in this campaign if you believe in the vision and want to be a part of our

suceess,

We currently have a waitlist of 130,000. This campaign will be the first and only time in

2020 that we will accept new members who are not on our waitlist.

If you are only interested in getting a membership, you should join our waitlist and look

out for our next Membership drop.

Investment Size Ownership stake Years of Membership Move Credits
$250 Yes 1Year 825
$500 Yes 3 Years £50

51000 Yes 5 Years 5100
$5,000 Yes 10 Years $500
$10.000 Yes Lifetime 51000
$25,000 Yes Lifetime $2,500

Investor Q&A

What does your company do? ~

Move is a new type of retailer based on a simple idea — that traditional ecommerce is good
enough. We work directly with award-winning producers to make our own brand of
products. And we deliver these products straight to our members. By cutting out the
markups and the middlemen of traditional retail, we're making a retailer that's more
efficient, ethical and enjoyable.







What’s your endgame? -

We have no intention of selling the company. We've gotten interest from one of the
companies I mentioned here about buying the company, and [ can tell you right now, we
don't really care about selling it. It's just not what we're interested in.

What we are interested in is taking the company public. We've taken the necessary steps to
make that happen. You're a very different company to build when you're trying to sell it
quickly, as opposed to if you're trying to go public with it, The basic difference to me is
how financially disciplined you are. One of the things we've done is been extremely
scrappy with our spending, even on the unit economies. That's why we didn't grow until we
were ready to grow profitably. That's something nobody's dene. When you're trying to sell
the company, you raise $80 million on day one and then some companies blow through it
like crazy and then Amazon or Walmart buys you right before you're out of business. That's
not the strategy we take. There are a number of our competitors that did take that strategy.
In the next five to ten years, you will see Amazon and Walmart start to buy people like
Thrive and Brandless. We don't have much interest in that. We're interested in building a
sustainable, lang-term company, and for our reasons, we priotitize economics. We
prioritize actual business sense, because the exit strategy is to go public, not to get
acquired.

I'll tallk about the future for a second too, but you want to think about it in terms of the past.
One of our most recent hires asked me, “when the food industry looks back in ten years,
when they look at us, what are they going to kick themselves over? What did they miss that
they're going to hate that they missed?” My answer to that was, I think that the people who
make food, that manufacture it for brand labels, they‘re going to be filled with regret over
the fact that they did not take over the selling of the food. The fact that none of the
hundred largest producers of food in the country own its own distribution and reaches its
own customers, that's a national shame. That's ridiculous. That's not true for any other
industry. Nike owns its distribution. Apple has Apple stores, For food, that's not the case.
Second, the people that sell the food, the supermarkets, are truly going to regret that they
didn't start making their own food. This medel - that you could have one person make it
and then ancther person sells it - is absolutely ridiculous. When I think about future of
Move, sure, we present it as the supermarket of the future, but it's just as much the General
Mills of the [uture. We are the model for a lood company of the [uture, which is a company
that makes and sells and brings to people the highest-quality foods in the world. We find it
to be this overlap of building the Whole Foods of the [uture and building the General Mills
of the future.

In specific terms, given the market we're in and what we're doing, we believe that we have
the opportunity here to make the most valuable consumer company in a generation. We're
vertically integrating the two large elements of this giant industry, We're making our own
food, and we're bringing it to people ourselves. That gives us a tremendous amount of
control over quality, affordability, and the actual dynamics of the process. When you buy a
product from Move, it does not happen anywhere else. When you buy a product with us,
and you taste it and you say, "Hey, maybe there's too much sugar or toa little sugar,” you
can tell us that, and [ can actually go back and come back to you with a product that has
less sugar or more sugar. It's that level of control over the supply chain, that does not exist
anywhere else in food, that allows us to do really, really, meaningful things. That allows us
to be the company that makes and brings every single one of the major developments in
food to the people. At some point, product-based meats are going to become a public thing
that everybody's buying. Which supermarket is going to be the first to bring it to peaple?
We think it's going to be us. You can think about example after example after example, but

all of the biggest developments in food are going te have to get to people somehow, and I
don't think that the existing system as it is will make sense any longer. [ just don't think
that's the way the [uture food is going to get built. That's when they start pushing garbage
ideas like, “this is seventh-generation family, a brand that's been around for a hundred
years.” We don't lock for that in any other industry. You don't go out and buy a matchbook
from the early 2000s because it's an authentic matchbook. You lock for the new stuff.

We truly believe that we can build both the General Mills and the Whole Foods of the
future, all at once. We believe that we can build a food company that is going to be
responsible for creating and bringing all of the major developments in food to people. We
don't plan to sell anything but food any time soon, possibly ever. We [ind Netllix to be a
very, very good comparisen to us in terms of product strategy and everything. The way
they look at movies and TV shows, that's how we look at groceries.



