ZEROCARB LYFE

Own a Piece of the High-Protein Craveable
Foods Company Redefining Pizza and Chips
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Featured Investors

Elowata Elevate Ventures

[otor |
Natakle Investar (SRR

elevateventures.

TS Pler70 Ventures

AtPier 70, we invest in impact-driven innovetion. We find and fund disruptive technologies with the potential
toshake upthe status quo in healtcare

Preetha Ram. Managing Partner

“Itonly took afow mestings with the team to raalize they had something special i the making. We were

impressed with (i) th wh (i) the relevance of the solution to
needs of i jth pre diabetes, diabetes, i , gluten

intolerarice and other conditions”

Render Capital ‘ Folow |

Render Capital envisions & robust anc thriving fegional econormy o build In
anaSoutn.
render.capial

Patrick Henshaw, Managing Director
*One 0" our fastest Capital portfalio iies in Indiana 1s an incredibly tasty ZeroCarb
LYFEpizza crustand newly launched shelf stable chip.

il reference an arli v 023 vien we Ircreasec on
curnmmitment Lo ZeroCerl LYFE because ol Leir rapid growLh: ZeioCarb LYFE s @ lestament Lo Husler

Ingenuity anc SpIriL WiLh s produets,
satisfying of 15CI0US CONSUM®Ers but ing & path for a healthier future of food
choices.”

Sixty8 Capital \ Follew |

Sixty8 Capital Is a seec-stage Fund high
commercs, culture, and community.

sixty8.capital

"G 0 our por eraCarb LYFZ, i place in Venture Club of
Indiana’s 2nnual week.

ZeroCarb LYFE has pizza crust by creati i crust just chicken, clive

ol salt and spices. Thelr pizza crust s diabetiz-friendly, keto-friendly ard gluten free™
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asa program leader at Kraf: and as founder & CEG of Thoughtfire, Omar has all the toels (o help
bring ZeroCarb LYFE Lo lhe messes

JohnPena Chief Growih ¢

Petfecting our operations s John - from scaling nte nationwide reteil, to making sureal of our
54,000 custemers gets ther order on time. A forrer Chigf cf Staff and Director of Storytelling at
TnoughiFire and co-founder of multiple tecn ventures.,

[in]

Nassir Criss

1 #d 7eroCzrh  YFF's nstir tional Investmant through Sixty8 Capital before jo ning the
Ieaddership team asIrterim £ Former hoard cbserver with daen know edge of the bisiness,
fundraising, aperations, and long-rerm growtn stratagy
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Transfarming Health through Craveable Food
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Why ZeroCarb LYFE?

This Isn't "Healthy Food." This Is a New Category.

ZeroCarb LYFE creates real-food, protein-forward snacks unlike anything else on the
market.

We start with the highest qualily chicken breast sourced [tom trusted suppliers, and
build foods around protein — not carbs, fillers, or industrial starches. Our process
transforms clean, simple ingredients into shockingly craveable pizzas, chips, and
snacks that deliver delicious taste and texture while maintaining blood-sugar control
— without ever feeling like "diet food."

This approach has earnad us a fiercely loyal customer base: 63,000+ people across the
country, over 580,000 products sold, a 25% repeat purchase rate in ecommerce, and
the cenfidence of institutional investors who have backad us with $7M to date.
Rertailers are asking for more, disrriburors are expanding our foarprint, and
international partners have already secured rights to bring ZeroCarb LYFE abroad.

We are already operating at the edge of our current manutacturing capacity, and
ratailers want more volume than we can currently supply. Demand is outpacing what
our current setup can produce.

| THE PROBLEM
The healthiest foods don 't taste good.

This is why healthy eating habits ars difficult to sustain,
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"T'he shift is real: people want fewer carbs, more protein, and food that actually tastes
good

Most snack companics aren’t built for this. We arc.

« Over 580,000 units sold via D2C
+ Serving 63,000+ customers

+ Customers in al 50 states

| AREVOLUTION IN CLEAN COMFORT FOOD

OUR GROWING PRODUCT FAMILY +
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T you wanred something thar felr like pizza ar chips, you were rrading away prorein,
blood-sugar stability. and any hope of staying on track.

Most “better-for-vou™ brands try to patch that over by rweaking one variable - a little
more protein here, 2 little less sugar thete - but they still sit on the same foundation:
starch, fillers, gums, and flaver systems designed for cheap pleasure, not clean
nutrition.

ZeroCarb LYFE flips that script. We rebuilt comfort food from the protein up: whole-
muscle chicken breast as the base, genuinely low carbs, and ingredient lists you dom't
have to squint at. The result is a new class of product thar hits all three pillars at once
— taste, clean protein, and real low-carb - without forcing customers to choose which
one they’re willing to sacrifice today.

WHERE OTHERS FALL SHORT — AND WE DELIVER

@ Taste 3 L @)anln

- Crave-worthy "+ High protein
« Familiar comiort foods + Real food ingredients
+Repaat purchase driven + Chicken based platform
7)) True low-Carb L'YwFlE l 1) Patented Platform
+ Minimal corbs - tsuedpatent
+ Minimal sugar e + Proprietary formuiations
| + Nofilers « Seclable across cotegeries

I COMPETITIVE POSITIONING: CHIPS
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I ‘COMPETITIVE POSITIONING: PIZZA CRUST

Frotsin sugorfres  Glutenfree  Dairy Free

Seriously the Dest /i v triwd.
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Real Traction. Not Hype.
« 580,000+ products sold across ecommerce and retail
« 63,000+ customers scrved across 48 states
+ 52%+ quarler-over-quarler growlh
« 25% repeat purchase rate in ecommerce

+ Now on shelves in 556 Target stores nationwide, with the opportunity to expand
further across Target's nationwide store footprint

I MOMENTUM THAT PROVES THE UNLOCK

acquis

Revenue

i Orders
+183% Now
Customers
+303%
+50%
Ad spend
+186% ROAS
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CPG brands can fake acsthetics, but they cannot fake retention.

Five years of behavioral dala tell Lhe story clearly: people don't buy ZeroCarb LYFE
once. They stick with it.

mr fusromers aren'T dabhline — thev're infesraring.



That’s the difference between a momentary spike and a brand with staying power.

We've already validated demand at scale. What constrains us now is
capacity, not interest.

WHY WE CAN'T BE COPIED

ADefensible Edge That Grows Stranger With scale

Propristary Protein-firs! Technology
“aapetant
o

~Ssaciiption retertin engine
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Lvery CPG founder likes to claim their product is *unique.” Most aren’t.

Anvone can blend powders, flavarings, 2and starches intn a “prorein snack™ and slap a
macro panel on the back. That’s why the category is flooded with lookalikes that
chase the same trends with the same ingredients and the same co-packers.

ZeroCarb IYFEsits in a completely different class.

Our foundation is premium quality chicken breast transformed into a stable,
craveable, scalable base. This isn't semething a competitor can replicate by calling
their co-man and asking for a new formula. It requires proprietary process, custom
equipmenl, ingredient behavior that isir't documented in any playbook, and years of
iteration to get texture, flavor. and nutrition aligned without fillers.

And even if someone wanted to reverse-engineer it, they'd still be blocked by the
vperational moat: in-house manufacturing, locked-in supplier relationships, and a
five-year head start of customer behavior and repeat data that simply can't be bought.

Competiters can copy marketing.

They cannot copy biclogy, process, or time.

Market Opportunity

| MASSIVE MARKET OPPO RTUNITY
-

+ TANA=§1.8T: Hoalth & wallnoss food market by 2031,
y P

. j / SAM
where taste ond exture aro e b ggest gops. ' $17.88

- SOM - 118 Our immediats bacchead: protein snacke
4 Trszun pieza ehlisnma ives + bulter-(or-you e ips.

Wo'ro parfoctly positionsd taload the noxt
wave of nealthy Inuigence —with I, traction,
and taste that crushes legacy brands,

Fur years, Lthe “better-for-you” food markel grew in slow, predictable waves — kelo,
paleo, high-protein, low-sugar — each lasting a few seasons before fading into the
nexttrend.

GLP-1 medications broke that cycle overnightl.

Tens of millions of adults are now eating fundamentally differently: fewer total
calories, far less tolerance for carbs and sugar spikes, and a dramatically higher need
for foods rhar deliver real prorein and real satiery per hite. This isn't a dier fad: ir'sa
structural. medical shift in U.S. eating behavior. backed by every major hezlth system
and already reshaping grocery baskets.

The food indusrry wasn't builr for rhis.

Traditional chips, pizza, and snack companies can’t simply “up the protein” — their
entire supply chain depends on cheap carbs, starches, and processing systems that
collapse when you remove them.

ZcroCarb LYFE is onc of the rare companics engincered before the GLP 1 wave for
exactly what GLP-1users now demand: high protein, very low carbs, whole-food
ingredients, and comfort-food formats that feel indulgent even when overall intake
drops.

As this population grows from millions te tens of millions, the brands built around
satiety and metabolic control will define the next decade of food.

‘We're poised to capitalize on the largest shift in nutrition trends in the last 30 vears.

Business Model
DTCis our proving ground.

I's where we learn fastest: which SKUs hit, which flavors stick, how customers
behave over time, and where the unit economics tighten as repeat purchases climb.
Subscriptions and direct customer relationships give us the data most early-stage
food brands never gel.

Retail is our scale engine.

Distributors and retailers aren't guessing with us — they’re responding to a product
that already performs online. Our early doors are validating velocity, and adding
SKUs lets us grow at the shelf instead of fighting for new space each time.

Manufacturing is the backbone.

Because we produce in-house, we control quality, cost, and innovation. T'his keeps
margins healrhier than rypical frozen ar snack brands and gives us a defensihle edge
—vyou can’t replicate chicken-based comfort food at scale with a standard co-packer.



International expands the footprint.

Wirh two disrriburion agreemenrs already secured, we're seeing demand carry across
borders. Our formulas travel well, our positioning is universal, and international
partners are asking for products faster than we can currently supply.

Tn shorr: DTG proves the producr, rerail scales it, manufacruring protects ir, and
international extends it. The model is built to compound.

Forwaid-lockng statements are rot guaranteed.

ASK weorrms
Raising $1.5M to Scale
ZeroCarb LYFE
wom
ind D2C operations with efficient
Marketing Spend
+ Secure retcil velocity in Target storee
+ Fund inventory for 2.5x projected
sales growth = Retail Marketing
= D2CMarketng
oventory gronth

L and Operations

1.333M >t tais isbeing mised on Wefunder

ZeroCarb LYFE is raising to scale what’s already working — and the single biggest
unlock is manufacruring capaciry.

Right now. demand is outrunning what our current setup can produce. Retail
partners want more volume, distributors want additional SKUs, and our VI'C velocity
proves custnmets will buy wharaver we can keep in stock. The consrraint isn'r rha
market. It’s autput.

Expanding our manufacturing capacity is the core of this raise: more throughput,
more consistency, more inventory, and the ability to suppott a national retail
footprint without stockouts or throtling growth. Once that infrastructure is in place,
the rest follows naturally — accelerating retail rollout, scaling our top-performing
SKUs, and bringing new zero-carb innovations to market.

This is capital dimed directly al the bottleneck.
« Increase capacity = unlock distribution = multiply revenue.

MILESTONE

From Chips to Global Scale
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| INSTITUTIONAL INVESTORS & BOARD MEMBERS
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Glevate  §jjm

€ RENDER CAPITAL

ROSET g
San iren Gvou Henwina [Em— <N damos setory witiarns
e e e
e e e e Copl e g ke,

‘The people and institutions behind ZeroCarb LYFE are integral to shaping the
direcrion of the company. Our backers come from the worlds of CPG, rerail, venrure,
and food operations. and they invested because they see what most of the market has
missed: protein-first comfort food is about to become a dominant category as
consumer demand shifts toward higher protein density.

Their involvement gives us two major advantages.

First, operational horsepower — guidance on manufacturing scale-up, retail strategy,
pricing architecture, and supply chain discipline from leaders who've built category-
defining brands before.

Second, validation. These investors have no interest in novelty: they bet on
companies with long-term defensibility, strong repeat behavior, and the ability to
uperate al a national scale.

This group has already helped refine our manufacturing roadmap, negotiate
distributicn opportunities, and pressure-test the financial model that underpins our
expansion plan.

ZcroCarb LYFE is built by battle-tested operators. Our team combines lived
experience, CPG discipline, and the kind of execution mindset you only earn by
building in the real world.

Mohamed created the product the hard way: by solving his own metabelic crisis
when nothing in the market worked. That authenticity still drives our product



philosophy today. Omar brings the systems thinking, tood - industry rigor, and
commercial instincts shaped by his years operating inside Kraft and building high-
growth ventures. logether, they ve built a brand that behaves more like a diseiplined
protein company rhan a rypical “berrer-for-you” srarrup.

Around them is a tight, high-output group spanning operations, supply chain,
marketing, and retail — supported by advisors from Frito-Lay, PepsiCo insights, and
insrirurional venrure who pressure-rast every major decision. Wa mova fasr hacause
the team is small. senivr, and aligned around the same goal: scaling the first rue
protein-first comfort-food platform in the country.

we've built ZeroCarb LY FE with a simple commitment: make food that actually helps
people change rheir healrh wirthour giving up the rhings rthey love. Real prarein, real
ingredients, and real Laste — the kind of eating thal keeps people on Lrack because it
feels good. not because it’s restrictive,

Eacked by operators, investors, and advisors who understand the future of food,
we've shown that comfort food can be clean, protein-forward, and commercially
proven. The demand is unmistakable — from repeat customers to retail partners to
distributors asking for more velume than we can currently produce.

With the next phase of manufacturing expansion underway and a narionwide shifr
toward higher-protein, lower-carb ezting driven by GLP-1 adoption, we're standing at
a moment of rare alignment between product, timing, and need.

Now we're opening the doors far our communiry to take part in whar comes next —
building a food company that serves real health. real pleasure. and real metabolic
stability in a world that needs all three.

Your investment helps us scale capacity, meet growing demand, and bring genuinely
better food Lo more people — while giving you a stake in a business that’s already
proving its staying power.



