SNAZZY BEVERAGES, INC.

SNAZZY, REDEFINING READY-TO-DRINK
COCKTAILS, LETTING YOUR LIQUOR
PREFERENCE BE YOUR FLAVOR CHOICE!

snazzybeverages.com San Francisco, CA m @

Highlights

&4 Spirit-based half & half canned cocktail: you choose the base: Vodka,
Tequila, Whiskey, Rum

Ready-to-drink, shelf-stable, no mixing required

Retail partners / distribution: “We're live in 40+ retail doors in California”

Distribution strategy: Start in local retailers, DTC, expand into regional /
national retail chains

Scalability: Partner with co-manufacturers, leverage contract packing,
optimize supply chain

Medaled at the San Francisco World Spirits Competition, SIP Awards, and RTD
Magazine.

Donate to support first responders, active duty military, veterans, and mental
health non-profits.
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InvestBev Accelerator graduate.

Team
David Peterson . ' i
ER
{'g David is the Founder and CEO of Snazzy Beverages, a fast-growing ready-to-
‘k' drink cocktail brand known for its award-winning lemonade and iced tea

cocktails with real spirits. He leads with a focus on quality, authenticity, and



community.
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Cole Blazer

Cole is returning to the spirits industry after years in automotive and consumer
electronics. With a background in mechanical engineering, he's bringing his
product development and operations expertise to Snazzy Beverages to drive
growth and innovation.
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Alex Harper

Alex is an Investor Relations and Finance professional with experience in
venture capital and investment banking. As a Strategic Advisor to Snazzy, he
supports capital planning, go-to-market strategy, and financial modeling as the
brand grows.

Peter Love

Peter is an Operations, Sales, and Investment professional with experience in
sales and startups. As a Strategic Advisor to Snazzy, he supports sales efforts
and strategy, capital planning, and go-to-market strategy as the brand grows.

Mackenzie Gibson

Mackenzie is a Marketing and Communications professional with experience in
marketing, communications, and sales. As a Strategic Advisor to Snazzy, she
supports marketing efforts and social media strategy, and go-to-market
strategy as the brand grows.

Why Snazzy?

SNAZZY

DAZZLING COCKTAILS

MAKES COCKTAILS THAT
ELEVATE EVERYDAY SOCIAL
MOMENTS INTO DA/
— WITHOUT EXCESS

REAL SPIRITS, BOLD FLAVOR,
AND A TOUCH OF TIMELESS
STYLE IN EVERY CAN.

Delivering premium faste without pretension
that reintraduces glameur to casual drinking,
indulgence without irrespansibility.



IS BUILDING THE LEADING
CULTURE-DRIVEN ALCOHOL PLATFORM =~
FOR THE NEXT GENERATION OF SOCIAL

DRINKING.

MORE THAN JUST A BEVERAGE.

A STACK OF : :
AND | :

A culturally relevant, premium, vertically
integrated alcahol platform rooted in glamour,
control, and elevated sacial expariences.

THE CULTURAL PROBLEM

. CATEGORY GROWTH MARKET SIZE
Modern drinkers are stuck
between and
CAGR
RTD is the #1 growth categery, and U.S. canned cockiail market (2025)
We're operating in a paradox moment: passed vadka this year #1 drink This isnt nicha — it's a stractural shilt in
category, in U.S. spirifs, Censumers are drinking behavior.
Weliness is mainstream leaving baer — but mast RTDs still raly

on malt bases
Moderation is rising

Economic caufion is real

Third spaces are disappearing
THE GAP

i surinadin he sicaog of consumers want spirit-based RTDs

Indulgencs hasn't gone away —
[ e

Demand for premium, liquor-nased epfions is massive — but supply hasnt caught up

THE ALCOHOL INDUSTRY HASN'T EVOLVED WITH THE MODERN DRINKER. @

THE GREAT SHIFT. A NEW ERA OF INTENTIONAL INDULGENCE

SHIFTING ATTITUDES TO ALCOHOL AND SOCIALISING
ARE RESHAPING THE WAY WE LET LOOSE

WHO THEY ARE WHAT DRIVES THEM

Aspirational 25—39 year olds Everyday upgrades Elevated simplicity
‘Working hard. Living for the reward. Authentic indulgence Social connection
Quality over excess — elevaled everyday upgrades. Affordable luxury

THEY REJECT THEIR DRINKING TENSION

Overpriced excess Empty flashiness They don't want more alcohol, and they don't want to
Fake premium Anything try-hard quit either. They want better.
Spirit-based, real ingredient quality that keeps them
in control
THE INSIGHT Mot anti-alcohol. Anti-wasteful indulgence. Ql‘

SNAZZY DELIVERS A PREMIUM CANNED COCKTAIL MADE WITH , LETTING
CONSUMERS INSTEAD OF SETTLING FOR CHEAP MALT ALTERNATIVES.
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* *x *x AWARD-WINNING TASTEl * * *

Product Validated Branding Failed to Communicate

Award-winning liquid, strang pasitive Confusion {seltzer vs cocktail) limited
consumer feedback pull
Focus Matters Distribution Reality
Over-expanded oo early; Sales reps underperformed; need
strongest fraction in SF Bay Area owned axecution

Velocity > Distribution Path to Improving Unit Economics

Sellthrough is the key metric at this 25% GM not viable; fargeting 50%+
stage (future production runs will lower COGs)

Retail Relationships Matter
Direct buyer feedback > distributor
assumptions

Events Worked to Convert Sales
Shift fo high-RQ, trackable channels

What Changed (2026 Reset)

ium posifioning Lean ops — reduced burn, disciplined spend

‘Geographic focus — dominate SF Bay Area _’

*We identified t

0OLD BRANDING

GREAT PRODUCT, WEAK SIGNAL

‘We have a great product but our laok wasn't
living up to the liquid or communicating well %
enough what the praduct is, 3

NEW BRANDING
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Our look now lives up to the liquid, matches the
energy of the name “Snazzy”, and has improved
hierarchy that clearly explains what the product is.

BRAND MANIFESTO

Somewhere along the way, we let the everyday become beige.
Casual became the default. And fun became functional,

We say it's time to bring the glamour back.
To make the simple act of opening a can feel like stepping into
the spotlight. Because we don't just look the part — we taste it.

Crafted with all-natural, high-quality ingredients,
Every Snazzy packs a delicious 10% punch.

For the modern hedonists who don't wait for permission.
Their fun is self-made, their confidence self-poured.
Snazzy isn't just a cocktail— it's a whole mood.

It's the sparkle of anticipation before the night starts.

The wink from across the raom. The sip that sparks the
ordinary into an occasion with dazzling decadence.

SNAZZY FRAMEWORK

NEED PURPOSE REASONS TO BELIEVE CHARACTER

I want indulgences that elevate Spark the crdinary into All Natural Ingredients Flirty, Sophisticaled,
the moment without an occasion Liquor First Versatility Unapologetic
compromising my priorities Decadent Taste Experience

BRAND IDEA

We're here 1o ignite the twinkle of
anticipation at your sccial cccasions with

THE ELEVATED SQCIAL SIP w

WHERE SNAZZY WINS
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WE ARE CARVING OUT A CATEGORY SPACE OF OUR OWN THAT QOMBINES THE
APPROACHABILITY OF SELTZERS WITH THE SOPHISTICATION OF COCKTAILS

PREMIUMISING

RTD WITHOUT THE
SERIOUSNESS
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SELTZERS & HARD TEA: COCKTAILS:

Sun-soaked breeziness Serious craft

KEY BUSINESS METRICS

SIMPLE, HIGH-MARGIN, SCALABLE UNIT ECONOMICS

$67 WHOLESALE PER CASE (X6) $58 WHOLESALE PER CASE (X3)
$11.17 WHOLESALE $19.33 WHOLESALE
$16.99 MSRP $27.99 MSRP

4-PACK SINGLE FLAVOR 8-PACK VARIETY

e Dbt ok dEie bkl e For sacial events wit multiple zlcohol preferances

GEOGRAPHIC GROWTH
$2.01 $150

Unit Costs per Can Base Lifstime Value Estimate Expansion stats by state across the U.S ‘@

~§9,000

DHWINB AHH BHUWTH g T SsMn;u;;;u
THROUGH MARKET

EXPANSION + BRAND

VELOCITY 09000 |

FROM LOW-MARGIN STARTLI TO
HIGHIARGIN SCALE ENGINE

~20,000
42,000,000 cases sold
5000 §1.240,000
245 -1,000 “asns sold
cases soldd canus sl 310,000
$20,000 $62,000 -
s¢
2025 026 2027 2028 2029
3rd Praduction 4th Broduction

i - (ond baond
(& @ L) Local SeffDiskibution .
161 Production 1st Production 2nd Production i Loeal Self Diskibution
+ . . Ragional +
CURRENT MONTHLY Leveraging 3PL SeMDiewlbution SelfDicwibution Distribudtion Expansion Bagional & Mationa!
BURN RATE: Tier 2 Liconsing & Robrand + Regional Distribution Dis ribution Expanision
$5,000
Case COGS: Case COGS: Case COGS: Case COGS: Case COGS:
4324 4024 48 §o3mn
Avg. Caa Pries: Avg. Caee Prica: Avg. Caes Prica: Arg. Case Price:
$54.33 36200 §65.07 548,04
*“Projeciions are forward looking Profit Margin: Profit Margin: Profit Margin: Profit Margin: Profit iorgin:
i niex 2586% 46.50% as 7 S8

All projections are forward looking and not guaranteed.

WE DON'T QUTSQOURCE VELOCITY—WE CREATEIT

Velocity is our #1 KPI at this stage

) 2026 target:
2025 baseline: 2 2.7 cases / account / month
1.0 case /account/ month

Premium accounts farget: 5+ cases / month

Weekly Execution System [Repeatabla)

Founder-Led Sales Engine (Primary Driver) 5 demos/week Clear Path lo 1,000 Cases Sold (2026)
Same-day demas —+ immediate sellthrough 6 new placements/wesk B - 68 retail Bay Arsa accouns (0.84% Bay
Rapid restacking to high-performing accounts 50+ account fouch points/wesk 3 s Area penelration)
Diract relationships with every key buyer h » 46 new accounts/month
*No reliance on underperforming distributer reps ~1,000 cases annual sellthrough

Why This Wins

- Founder hustle = distributor insfficiancy

- Faster feedback loop — opfimize in real fime

Hyperdocal focus —# fighter control, higher velocity w

All projections are forward looking and not guaranteed.

AVERTICAL THE NEW STRUCTURE
ALCOHOL PLATFORM Sha
IN THE MAKING

BUILT FOR THE MODERN HEDONIST HOLDINGS, INC.
DE C-Corp
PHASE 1 PHASFE 3 PHASE 4 PHASE S PHASE®
A e « M:Q{fu'"iﬁl: m
fhat St

confrols the full stack—
from

to

to

to

Multiple Revenue
Channels Unlocked




*Focused on phase 1 LR e =
=Win SF bay area Tst ’ i

Projections are forward looking and not guaranteed

PHASE 1: SELF-DISTRIBUTION

DIRECT RETAIL &
Snazzy halds LOCAL DELIVERY
Federal wholesaler/importer license
California Tier-2 distribution
@

SNAZNY

lnduslrl Shift
Distribut ded portfslics
Reduced sales support — brands underservad
Slaw, infrequent dalivery + service gaps

Ongoing campliance issues

= OWNER-OPERATED
B28 FULFILLMENT

Our Edge

- Licensed fo selidistribute ﬁrare advantage)
High-touch, boutiqus retail relationships
Same-day / faster fulfil ment

Full cantrol of sales + distribution

Margin Capture "
Why Snazzy Wins
Product: real spirits + variety pack innovation
Expansion nd: cultural positioning (modern hedonist)

Add complementary brands to partfalio ution: selfdisiribution (rare)

Manetize via storage, delivery, and sales services

PHASE 2:MODERN HEDONIST LABS

ANE § SweetSpotTrackr
Brand extension to drive awarenass + deepen engagement
Supperts the modern drinker's lifestyle

First step toward our vertical stack O 04"

‘What It Does
Guides users o stay in the “ideal buzz" zone
Helps pace consumption throughout the night
Redhicws ovsicorsumpion

Add s Drnk

Strategic Value
Reinforces positioning: Elevatsd, Controllsd, infantionat.
Builds brand loyally + daily utility
Consumer brand + fech ecosystem

Role in Business
Not core revenue driver (yet)
Enhances the care beverage brand

Future Vision
Integrations with WHOOP, Apple Watch, Garmin, and cther biometric platforms
Parsonalized insights across health, lifestyle, and alcohol consumption

TURNING PROVEN DEMAND INTO SCALED VELOC TY

INVESTMENT OPPORTUNITY $848,988

We are raising a total of $1.8M 10 expand Inthe Calforniamarket.  Ralsed to date

(50% filled)
LAUNCHRound GEERED )
sate Soiest sate Seres 2 [werunder communty rase Sart seres3
300957 3548000 124,000 5826000
STILL AVAILABLE = $950K

Safe Series 1Investment Terms: Safe Serics 2 Investment Terms: ‘WeFundor Community Allocation invastment Term: Safe Series 3 Investment Tarms:
= Minimum Investment of $10.000 » Kinimum Investment o $10.000 = Minimum Investment of $100 « Minimum ivestmen of 10,000
* $15M Valuation Cap ar 0% ciscount » $8M Valuation Cap o 20% discaunt « $7M Valuation Cap o 20% siscount « $7M Valuation C2p or 20% discount

(accraived invectors onh) acerediied investars onivi (aceredned and non-acerediced investors) (azeradad investare snv)

*Earlier SAFES were closed at lower caps

reward early investors. Current round reflects market tracticn and updated valuation

eries 1 and 2 capital was deployed tc [sunch the brand, sec

re initial distribution, and validate sarly market demand-—milestones which have since been achicved

Ve Funder anc SAFE Series 3 share identical terms: WeFunder is designed for broader participation, while SAFE Series 3 is for direct accredited investors

This capital doesn't fund experiments—it funds velocity, margin expansion, and market ownership.

»

Supports production + inventory flow
THE £/ 'DING PART i o
Maintain in-slock across key accounts
CAPITAL —+ VELOCITY — MARKET OWNERSHI? Enable rapid restocking (same day delivery)
- Outeomes:
Gross margin expansion: 25% — 45%+
Ma last sales fram stackouts
Supponts nsd production seale

Working Capila

30%

We are raising $651,048 to accelerate

growth post rebrand, with 40% allocated HMarkeling

to strategic marketing, 30% fo working 40%

zapital fo support production and

operations, and 30% to expanding our Drives demand + velocity at shelf
sales initiatives. 150+ instore demos & testings

Hyperocal Bay Area brand density
Influencer + content engine
— Oufcomes:

6080 casos/wock from demes alane Founderled velocity engine
10-15% dema eonversion Demo feam (2 raps + incentives)
Incrmased reorder rates + brand pull Sales infrosructure + logisfies

Retal activation (displays, placements)
omes:

= Oute
S 1 20 nun 210 cases/week sellthrough
) 162 active retail accounts
22.7 cases faccaunt/month velocity

Full Re-Brand cost Erpard Ssles Team

W »



BUILT FOR STRATEGIC EXIT AT SCALE M&A Prospects

EXIT C BOSTON BEER co. -
Comparable companies in our indusfry have exited af *ESTD. 1984 m ol b
10x-16x EBITDA muitiple. »
Taid
EXIT VALUATION RANGE DIAGEO 10! s Gallowinery
Lower End Exit Valuation
MOLSON X 4
10x EBITDA multiple Revenue = $60M (2.5x Multiple) ® COORS:Ixz SAZERAC
SAZERAC

EBITDA = $15M Cases Sold = 500,000

Average Exit Valuation Private Equii’y

12.29x EBITDA multiple Revenue = $76.4M (3x Multiple)

EBITDA = $19.1M Cases Sold = 636,666 ALPINE CICPARTNERS
=
Optimal Exit Valuati ¥ i
il At Valuanian. kevsTone b Sentinel
16x EBITDA multiple Revenue = $125M (4x Multiple) o i r ~
EBITDA = $31.25M Cases Sold = 1,041,666 , SHORE VMG %
. 4 P

~Exit valuaticn range apglies enly o Snazzy Beverages, Inc. (Phase 1)
HEEENT Acuulsl"uNS' cATEﬁuHY PHEDEDENT “Great brands fake time to build"...it can take 515 years

,4U§TIN

(4
euzzna“b COCKTAILS -

-Acquired by Sazerac in 2024 for $500M -Accuired by Constellstion Brands in -Acquired by Sunfory Global Spirts in
Founded in 2009 2022 (price not disclosed) 2020 (price not disclosed)
-Estimated 10x EBIDTA Multiple -Founded in 2012 Founded in 2015
-Reportedly valued at $18 at the time of
aequisition

W o
& % g
fR [ BEEEeX
R - BEATBOX
- .
g 7 =
-Acquired by Diageo in 2021 (price not -Acquired by Anheuser-Busch in 2019 ~Acquired 85% (with path to 100% after
disclosed) (price not disclosed], was originally 5 years) ownership by AnheuserBusch
-Founded in 2005 acquired by Censtellation Brands under in 2025 with a purchase price of
Ballast Point's spirits arm for $18 in 2015 490M
Feunded in 2016 -Feunded in 2011 w

ALIGNED WITH THE FUTURE OF CONSCIQUS CONSUMPTION

Mental Health Alignment Snazzy Supports
Built on a core belief: Induigence without excess Mental Health Causes
Promotes mindful consumption over binge culture
Encourages balance, awareness, and control

How We Show Up
Messaging centered on moderation + inertion
Product design that supports controlled drinking occasions
“Sweet Spot” App —* tools for pacing + selfawareness

Community Impact
Partnerships with mental health organizations (future + ongoing)
Event programming that pricritizes safe, social experiences
Open dialogue around alcohol + wellbeing

Why It Matters
Aligns with the modarn consumer’s focus on mental fitness
Differentiates from legacy alcohol brands
Builds frust, loyaly, and longderm brand equity

Po,'lonlng - SRERESESE o WOUNBED WARRIN
Drink better. Feel befter. Stay in confrol. POSECT w

WE FIXED THE BRAND. WE CONTROL D'STRIBUTION. NOW WE SCALE

BUILDING THE NEXT GENERATION -
ALCOHOL PLATFORM

A premium, culture-driven brand for the
modern drinker

A high-margin, self-distribution engine
others don’t control

A scalable platform across product,
distribution, and data

<~ We proved demand.
Q7 We fixed the brand.

L ‘We now control the system.

Now v

. STAY .SWAZZY!
o @
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Investment Structure: SAFE

This investment is structured as a safe, meaning investors’ investment will
convert into equity at a future funding event, rather than being a fixed return or

revenue-share deal.
Here’s how it works:

» Discount for Early Investors: 20% discount on the share price at the next
qualified equity round.

* Valuation Cap: $10 million—meaning your investment converts at this
valuation if the next round is priced higher.

Example of a Potential Investor Scenario

» If youinvest $10,000, and we raise a future equity round at a $15M
valuation, your SAFE converts at the better of the valuation cap or 20%
discount.

* Valuation Cap: Your investment converts at the $10M valuation cap, giving
you 1.5x more equity compared to new investors entering at the $15M
valuation.

» Discount Clause: If the next round is priced below $12.5M (i.e., 20% less
than $15M), your SAFE instead converts at that discounted price, ensuring
you always receive the most favorable terms.

This structure is designed to reward early investors with lower entry prices and
more equity upside, aligning our success with yours,

This is not our Seed round.

This is a community raise designed to bring our earliest supporters, customers,
and brand believers onto our cap table ahead of a future institutional Seed round.

Why We’re Raising This Round
This community raise allows us to:
» Expand production and inventory
» Grow distribution and retail partnerships
* Investin brand awareness and experiential marketing
» Extend runway as we prepare for a priced Seed round

This structure gives supporters early access while allowing the company to set
valuation later, once additional milestones are achieved.

What Comes Next

Following this WeFunder raise, Snazzy plans to pursue a priced Seed financing
led by institutional and strategic investors.

The valuation of that round will be determined at the time of pricing based on:



* Revenue growth
* Distribution expansion
* Brand traction

» Operating performance

Important Note for Investors
The valuation cap on this SAFE is not a company valuation today.

It is a mechanism to reward early supporters for taking risk before the next
priced round.

Why WeFunder
We believe the best brands are built alongside their communities.

WeFunder allows our customers, fans, and partners to become owners — not just
consumers.

Disclaimer

This presentation contains forward-looking statements, including but not limited
to projections, plans, and strategies. These statements are based on current
assumptions and expectations, which involve risks and uncertainties that could
cause actual results to differ materially. Snazzy (Snazzy Beverages, Inc.) makes
no representations or warranties, expressed or implied, regarding the accuracy,
completeness, or reliability of the information contained herein.

Recipients are responsible for conducting their own independent due diligence
and obtaining their own legal, tax, and financial advice before making any
investment decision. Nothing in this presentation constitutes legal, tax, financial,
or other advice.

Delivery of this presentation does not imply any obligation on the part of Snazzy
(Snazzy Beverages, Inc.) to proceed with any transaction or financing,.



