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» Seek out the right investors at your stage and get introductions if possible
» Be clear about your fundraising goals and your wishes in a partnership

» Tell your story

« Description of your secret sauce / differentiation Executive Summary Examplo
» Explanation of the “story behind the numbers”

 Why you and your team can uniguely succeed
» Callout risks and describe mitigating factors

Executive Summary
_ Example available at
* Use industry standard formats JxPartners.com site

« One-page executive summary

« Short PowerPoint with key reasons for being
» Excel model with projections built “bottoms up”

» Keep it concise to start (see Guy Kawasaki 10/20/30 rule)



COVID-19 has been hard, but hopefully you'll emerge as a better and more
focused business

Make sure your business model and growth plan reflect that the world has
changed — getting distribution with retailers, acquiring consumers, etc.

Emphasize the actions you've already taken in response to the pandemic and
their results so far — investors want to know how well you’ve adapted

Include key metrics for your business overall and for its different channels
* Overall: Net Revenue, Gross Margin, Contribution Margin, etc.
» Brick & Mortar: ARP, ACV, AIC, $/TDP, etc.
- E-Commerce: CAC, AQV, LTV, repeat rates, etc.

« Digital engagement: Email (# emails on file, open rate, clickthrough rate),
Social Media (# followers, engagement ratel), etc.

Demonstrate your ability to succeed if the pandemic persists or subsides

Manage cash prudently

ZN=EN | Engagement Rate per Post = (# Likes + # Comments) / (# Followers)



1. Dazed and Confused

. Wrong Way 10 Reasons Investors Pass - _
And, Ways To Enhance The Odds of Raising Capital

By Andrew S. Whitrman, Managing Partner — 2x Consumer Products Growth Partners
as presaned at Finandng Your NaturalSpeciaity Products Company Workshop
rerevey nipcinstitute  com Financing 4 20ssminar.him) and BeviNet Live (see. Bev Matl fes.com)

. All Sizzle, No Steak

Ertrapransurs often ask why investors, and more specifically instituional investors like 2 Consumer
Froduets Growth Parners, might choose not to inwest in a given Compary . Whils the anawer is often ®it
depands®, the following are 10 comman reasons inve stors pass and ways to enhancs the odds of sscuring
the imvestmant you sesh:

1. Dazed and Confusad A business plan corsisting of 60 pages of repstive and harckio-folow

ea UC et narrative, & weak execulive summary and confusing spreadshests ans

. unfortunately all oo commen. Try to tell vour story in & concise and compslling
ad),

I

. Whitepaper available at -~
. No Margin for Error 2xPartners.com site "

. Know Not Thy Business Also webinar on this topic
ik

_ archived there =
7. Betting on the Come o e o ot g e i corminr M £

1o buy the SPINS data if you're a small, natural specialty products compary (or
MiglzanR| data). For betwsen $500 and $5,000, you can know everything
vou'd nesd to know about your business in a given snapshot. The same
applies o financial data — demonstrate how your financials (incoms statameant,
N balance sheet & cash flows) support your proposition. Provide detailed use of
procaads and show how the investor banefits from the investment. Be spacific,
. ISl I Ia C e e u rn S For irveskors like us, the two most important melrics are gross margins and
vekity {also known as same skore sales or saks paropoint of distribution)

growth, See more below.

9. Failure of Confidence ooy e omeer | sune 00| et o

10.Too Messy



Have a Question?

« Contact us!
Andy Whitman: awhitman@2xPartners.com

Craig Bartlett: cbartlett@2xPartners.com

* And visit 2xPartners.com for more helpful information!



About 2x Partners

CONSUMER PRODUCTS GROWTH A Team of Operators and

PARTNERS Entrepreneurs Investing in

The Next Generation of Great Brands

2x Consumer Products Growth Partners joins with founders and management in building the OUR FOCUS
consumer brands of the future. Our firm was founded by industry veterans and former operators,

not financial engineers or consultants. We focus exclusively en emerging consumer brands, not any
other industry or stage of business. We leverage our 400+ years of collective experience to provide
real operational expertise, valuable contacts and connections, in addition te capital to fuel growth.

4 &) )
GROWTH CHARACTERISTICS: INVESTMENT CRITERIA: ~——
* Natural/Organic v" Founders or management seeking a partner, not just Beverage
*  Functional/Performance an investor
* Ethnic v" Powerful consumer positioning and product
*  Specialty/Premium fulfillment
> Sustainable point of difference built on trends,
SIZE/REVENUE: v tageEe
* Generally with revenue between 52 million N

Unparalleled product efficacy and/or taste

v" Strong sense of in-market “proven-ness” based on
consumer takeaway

and $25 million

*  Growing rapidly
* No pre-revenue businesses
v" Exponential growth history and future potential

FLEXIBLE STRUCTURE: v" Categories that immediately leverage our expertise
*  Minority ownership stake as part of a v Attractive go-to-market approach and financial
partnership most common proposition

*  Majority interest or complete buyout possible




