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OUR JOURNEY: PAST & FUTURE

The beginning (December 2013)

16 hour days collecting produce from markets on bikes & making snacks by
hand in a rented kitchen. We sold out at our first market so set about
launching a crowdfunding campaign to get things going.

NPD & Launch (December 2015)

We started putting a scalable surplus supply chain in place and found a
manufacturer to grow. Fruit jerky in its current format was launched in
December 2015.

Today

We've sold 300,000 units of fruit jerky with sales increasing across key
customers like Compass and Ocado. We've just launched new products and
revamped our brand. We've saved over 100 tonnes of fruit to date and were
the first to use Tipa's home compostable packaging in the UK.

Next two years

We aim to breakeven and save half a million kilos of food from going to
waste. We'll shift our focus from brand and product development to sales
and marketing for our existing brand and product portfolio. We'll continue

to focus on predominantly on the UK market.
2-5 years
We'll replicate food waste solutions in other countries as we expand our

sales & marketing activities beyond the UK.

Long Term

Turn every snacker into a Snactivist in the world. We'll look to tackle

environmental and social issues in the food system beyond food waste.



llana Taub:
Co-Founder & CEO

The Snact Team

Advisors

Michael Minch-Dixon:
Co-Founder & COO
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Part of your 74% dark chocolate. No
5 a day. RRP £0.89. High refined cane sugar. RRP
in Fibre. Part of your 5 a £1.39
day. RRP £1.39.

VEGAN. GLUTEN FREE. MADE IN THE UK.
FOOD WASTE-FIGHTING & PLASTIG FREE.




These three groups represent significant purchasing power in the
snacking sector. They actively seek products like ours and value

our ethos. Catering to them is a huge market opportunity.




OUR MARKETING PHILOSOPHY

Brand Philosophy: Give a sh*t and get sh*t done. It’s our cut to the chase attitude and gritty
enthusiasm that defines our approach to the #deliciousprotest.

Brand Attitude: Fun, bold, provocative, witty. We want to make people chuckle, get inspired,
and join the movement.

Brand Tone: We're dynamic, unmissable and witty. We're passionately motivated to make a
difference, progressive and bursting with positive energy. We're provocative, assertive and
irreverent, but also confident in our solution to the issues, not afraid to get our hands
dirty and get shit done. We're not preachy or fluffy, we're clever and good humoured.

Snacking: our products are delicious, healthier,
convenient and part of a mission to change things for the
better - all you could want from a snack.

Sustainability: we challenge the status quo and everything
we do makes a positive social and environmental impact.
Inspiration: we want to educate people and empower them to
join our smart, witty, radical movement: the
#deliciousprotest.




OUR MARKETING AGTIVITIES

Focus

Get people to know us (PR, social media, partnerships)

Get people to try us (in-store samplings, freebies - free snacks in online
orders, freebies linked to sale opportunity)

Get people to love us (so they buy again & tell others)

Strong shopper marketing push

Work with existing & new accounts to develop activation tailored to them
(e.g.: sampling in shops like Planet Organic, offices like Google; recipe
cards for Waitrose; counter displays; off-shelf opportunity; standing
displays.)

Trade marketing
Trade shows, trade press & trade events (e.g;: signed up to Lunch!, Natural &

Organic Product Show, Bread & Jam Festival..)
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PROJEGTIONS

Income by product

800,000

600,000

“@ 400,000

200,000 : : .

Fruit jerky Banana bars Choc bites

2017 2018 ®2019

Fruit Jerky: The UK dried fruit market is worth £200 million (2016) and growth in this area is
coming from branded snacks. Wholesale price: £0.45 (RRP £0.89).

Banana Bars: The UK health bar market is growing - from £!50m to £250 (2015-2019). With a
unique product (bars made with bananas, not dates), and unique story, we're in a very strong
place to capture a large part of this growing market. Whole sale price: £0.60 (RRP £1.39).

Chocolate Fruit Bites: ! out of 6 people eat chocolate every day. Growth is this category is
coming from dark and premium chocolates. Whole sale price: £0.60 (RRP £1.39).

With all of our snacks, we are tapping into the growing segment of existing markets. We've
deliberately not modelled "hockey stick" growth - whilst we see huge potential for our brand
we prefer to offer a conservative growth path in our plan.



2017
FY Q1
Total Income 112,329 60,202
Total Cost of
Sales 98,363 41,040
Gross Profit 13,965 19,162
Total Operating
o Shen 344,622 91,866
Net l?:l.'l::nﬁ'l:'.,3:'"3'55,}.l (72,704)

Q2
95,519

64,933

30,586

93,013

(62,427)

P&L

2018
Q3 Q4 FY
152,915 247,031 555,667

103,671 167,061 376,705
49,244 79,970 178,961

96,082 102,667 383,628

(46,838) (22,697) ;54 gg6)

Q1
311,846

198,515

113,331

119,753

(6,422)

Q2
355,143

225,819

129,324

127,935

1,389

2019

Q3
404,814

257,120

147,695

140,498

7,197

04

FY

461,830 1,533,633

293,024

168,808

148,146

20,660

974,478

559,156

536,332

22,824

Including promotions and discount, and the implementation of cost of reduction measures, we

anticipate gross profit to be 32-36% over the next two years.

Working with surplus produce and compostable film whilst staying price competitive means that

our gross margins are thinner than if we were to work with traditional supply chains and

packaging. But the exposure and brand loyalty this generates compensates in the form of

marketing subsidy. Our objective is obviously to increase our gross margins as we grow as we

benefit from economies of scale.




INVESTMENT NEEDS

Our team

55% of fixed expenditure over
the next two years will be on
the team.

We'll bring in more experienced
people and operational support
to ensure that we deliver
quality at volume.

Marketing

Marketing will account for
31% of fixed expenditure over
the next two years.

Our great story affords us
lots of media coverage and
positive positioning in store
but given the competitive
nature of this space, we will
invest heavily here.
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