thiel ™

1 step smoothie pucks. No mess, no prep, no waste!
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Lifestyle Post Pandemic

Trends Driving Growth of Healthy Plant-Based Frozen Options:

A 43%of people believe being a flexitarian is a permanent lifestyle change

A Frozen Meals category growing ($520M, +29%) as trips to grocery store
significantly reduced due to the pandemic and consumers look to frozen foods
for quality & quick solutions with longer shelf life

A 51%increase vs YA in healthy ready to eat frozen healthy options as they are
seen as a solution to healthier lifestyle post pandemic

A The global organic foods and beverage market is projected to triple to $91 billion
in 2025 as the demand grows for transparency and quality in supply chain

A Strong consumer demand for more options catering to dietary preferences

47%

of Americans describe
themselves as 'flexitarians’
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Source: Nielsen Fresh (2020)I Rl & Sftentbasedorg.com Dec 2020, Mintel Motivations for eating plersted, March 2020
Source: https://www.newfoodmagazine.com/article/109890/evolviegtinghabitsasa-resultof-covid-19/



Consumers Looking to Smoothies For a Healthy Convenient Solution
~

WHAT’S DRIVING THE GROWTH?

North American

Smoothie Category
trajectory f
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Healthy Meal Quick, Convenient Preserves Fiber
Alternatives and Transportable in Fruits & Veggies

Keeps You Easily Reduce the
Hydrated Digestible Urge to Snack

Source https://www.marketdataforecast.com/marketeports/smoothiesmarket
https:/iwww.grandviewresearch.com/industrgnalysis/organidoods-beveragesmarket
Mintel Natural Organic Shopper Canada21




Redefining the Smoothie Category

Investment Highlights

A High growth with plenty of runway; exceeding COVID consumption
spikes +92% growth in sales vs YA (2020-2021)

A A pioneer in the easy smoothie category  with a strong focus on
functional better for you ingredients

Well capitalized for growth

A Strong executive & managementteam  with both plant -based and
capital market experience

A Currently in 800+ retail stores (incl major banners Loblaws , Sobeys &
Costco)

A Strong Canadian distribution partners  (Tree Of Life, Horizon)

Large scale manufacturing facility with mass production capabilities

A Q1 2022 US Market Launch; PO received from US Club Store
Warehouse Chain

A Q1 2022 Launch of US direct -to-consumer
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Our Reason For Being

To provide our consumers with an organic, highly nutritious and
convenient solution for their daily smoothie routine

clean ingredients

We are proud to use
only organic non -
GMO ingredients in

all our products. We
are also free of any
sweeteners, colours
or artificial flavours

sustainability

Our plant is our
home. We are proud
to have created a
product that is
tackling food waste
through frozen pre -

portioned pucks,
packed with organic
nutrients, veggies in
greens with a shelf
life of 2 years

simplicity

We believe less is
more. Our job is to
take away the mess,
prep and waste in
your daily smoothie
routine and save you
time for things that
matter most in your
life

functional

We choose all our
ingredients with
purpose and
intention. That
means creating
formulas that feed
both the mind, body
and soul




