








WE DREAM BIG

Wello is a social venture with an ambitious goal: To
deliver clean water to a thirsty world. We design
products that people not only need, but want to use.
We are motivated by both business viability and social
impact.




JUST ADD WATER...

The WaterWheel has an immediate positive impact;
entire families benefit from better, more reliable
access to water. And when the time burden of water
collection is reduced, women and girls are able to
spend their time in more productive ways, like work
and school.

The WaterWheel is a low-cost tool that not only leads
to ‘the Girl Effect”; it also helps-achieve 7 of the 8
Millennium Development Goals!
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Consider the last time you made a
significant purchase... how much
thought did you put into the deci-
sion? How long did it take to save
enough money to buy it? Are you
still using it? The things you buy
after careful consideration tend to
be things you really want. You invest
in these things, take good care of
them, use them properly - and bene-
fit from them.

Now, consider the consumers who
need products like the WaterWheel.
Just because they have limited
economic resources doesn’t mean
that they want (or need) cheap
things - in fact, we find the opposite
to be true. However, these consum-
ers have fewer options available.
Take water containers: in India,
options are limited to 20L plastic,
steel or clay pots or repurposed
plastic jerrycans. None of the avail-
able options meet consumers’ pref-
erence for convenience, durability
and affordability. So, in the long run,
they end up spending more money
and time - and still fail to meet their
daily water consumption needs. This
is where Wello comes in. We're
turning the perception that the poor
want cheap things on its head.

Wello designs products that people
want to buy. We’ve spent years
listening, co-creating, prototyping,
iterating and validating the design of
our products and business model.
Our flagship product, the Water-

Wheel, is high quality, thoughtfully
designed and affordable. Consum-
ers make an investment in the
WaterWheel because it reduces the
time, physical and health burdens
of water collection and introduces
the possibility of spending more
time on productive things like work
and school.

Where people reveal a capacity to
pay, Wello believes that most effec-
tive way to deliver WaterWheels is
through sales. There are many
examples of well-intentioned prod-
ucts that are misused or gather
dust in a corner because the recipi-
ent doesn’t want or need them.

Of course, ability to pay varies
across populations and geogra-
phies. This is why we believe that
partners who understand the local
context are the most appropriate
distribution agents - in some cases,
this might be an NGO, a govern-
ment program, a microfinance
institution, or even a traditional
distributor. In short - the Water-
Wheel was designed to be flexible
enough to adapt to a range of uses,
and we designed the distribution
strategy to be just as flexible.

Wello believes that selling Water-
Wheels will empower our consum-
ers, and deliver social impact in the
most efficient way possible.
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WHO WE SELL TO

We work with high impact local partners to distribute
our products in the most efficient, effective way
possible.
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PEOPLE BEFORE PRODUCT

Meet Narmada - a young, working mother who was
always rushing in late to work. She was one of the first
few in her community to invest in the WaterWheel.
The result? Spend a day with Narmada here:
http://bit.ly/ToW5bLi

2X INCOME ---- : o
INCREASED EARNINGS & SAVINGS PER g .
MONTH BY REACHING WORK ON TIME

! .

ACCESS TO 50% MORE WATER AS A RESULT OF
THE WATERWHEEL. NOW HER FAMILY HAS
ENOUGH WATER TO MEET THEIR BASIC NEEDS
(ACCORDING TO UNICEF + THE WHO)

— 365

HOURS FREED FROM WATER
COLLECTION IN ONE YEAR.

REDUCED -----
STRESS &

PAIN

HAULING WATER IS LABOR
INTENSIVE. NARMADA DOESN'T
SUFFER FROM CHRONIC BACK,
NECK AND SHOULDER PAIN
ANY MORE. AND SHE'S NO
LONGER STRESSED ABOUT
WHERE THE NEXT DROP OF
WATER WILL COME FROM.
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THIS IS ONLY ONE STORY




CYNTHIA KOENIG, Founder & CEO

Spent the last decade living and working
on four continents, and has incubated
and consulted on the launch of ventures
of all shapes and sizes. (read more at
http://bit.ly/TIEhhQkP)

EMPATHY, EMPATHY, EMPATHY

We get into our consumer’s socks and shoes! We do
what we do with a brilliant team. A bunch of
multidisciplinary thinkers and doers who love to
design and deliver thoughtful innovations.

SHRADHA RAO, Strategist

With a strong background in strategic -~
design, Shradha actively brings in
consumer insights to solve design
challenges. ;
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