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NEW YEAR, NEW US

FVW'S 2023 Integrated Sales & Marketing

plan will leverage efficiencies created and

take into account operational/consumer

insights gained from 2022 to continue to
drive brand growth at scale.
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50% COST DTC IMPROVEMENT
REDUCTION Shipped to 6200+ zip codes
ROHTHLY FIXED
EXPEMSES
RlLr
¢ LN
2023 INVENTORY NATIDNAL
HEADSTART AVAILABILITY
$3.8M Current Inventory on B400+pts of Distr

Hand as of the End of Sep 22 3000+ Accounts




OUR "23 OBJECTIVES

Refresh and enhance the brand's positioning & visibility through a cohesive
Omni Channel approach to maximize sales.

o Retail/Chains, app-based options (Drizly, GoPuff), DTC, Social, Email,
OOH, On Premise

Leverage analytics by integrating data into marketing strategies resulting
in higher impact and more cost effective targeted consumer outreach

o Minimal historical data available. We need to develop, build and
evolve our approach to DTC and consumer profiling.

o Apply a strategic paid media strategy through social, prograrmmatic
and geo-fencing campaigns

Ensure Fresh Vine Wine is in the forefront of Retail's continued digital
transformation

Utilize FVW social channels (paid & organic) to regularly and strategically

distribute new and diverse content to evolve the brand's story, grow brand i
. . ; Sy

engagement and retain consumer's attention. -




"23 REBRANDING &
MARKETING STRATEGY

s Rebranding
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New Label & Logo
New POS Materials
New Campaign Content Series
Updated Website Design
New brand positioning
s  The focus will be on premium product quality with
the health benefits as a secondary focus.
New Brand Merch

e Marketing Initiatives

0O 00000

Paid Social, Programmatic & Geo-Targeted Retail Support
Initiatives

Enhanced analytical driven consumer targeting

In-store Bottle Signing and Tasting Dermnos

New OOH Opportunities

New Strategic Influencer Partnerships & Affiliate Program
New Sales Incentive & Rewards Programs

PR, Media Events, Unboxing, Media Interviews
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THE BUSINESS STRATEGY SIMPLE:

Grow revenue + protect margins
. Expand product availability

s |mprove sales execution

NEW FORMATS ON DECK

¢  Specific customers require specific formats - and good taste simply can't be
contained in a single shape.

. We have more formats in the works for some incredible new custormers - on the
ground, on the sea and in the air




THE OPPORTUNITY
BETTER FOR YOU CATEGORY
SHOWS CONSISTENT GROWTH

Consumers are looking for a more sophisticated low-sugar
premium wine brand that doesn’t sacrifice on taste option
to pair with their refined active lifestyle.

70 % OF CONSUMERS ARE CONCERNED ABOUT SUGAR

Gluten Free +110% 1.8%
Organic +24% 0.8%
B Somewhat/\ery Low Calorie +468% 0.6%
Vegan +167% 0.6%
[ | Neutral/Not
Seltzers/Spritzers +35% 0.3%
Low/No Sugar +438% 0.3%
Non Al +65% 0.2%
Low Carb Loz 0.1%

= 70% of shoppers actively trying to reduce sugar
BFY volume up 206%
« Category sales +$22M
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THE 3 LARGEST VOLUME BRANDS IN THE BFY CATEGORY ARE ALL UP SIGNIFICANTLY
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*Wines priced at $15 and over a 750-ml.
continue to outperform less expensive brands

U.S.—Leading Wine Brands Priced Over $15 a 750-ml.

Brand/Type Company P e Vel crowth
Table Wine

Meiomi Constellation Brands 1,699 11.2%

La Crema Jackson Family Wines 1,562 2.5%

Decoy by Duckhorn Duckhorn Portfolio 1,293 11.9%
Sparkling Wine

La Marca E.&J. Gallo Winery 2,725 10.0%
Mionetto Freixenet Mionetto USA 890 9.0%

Chandon Moét Hennessy USA 520 2.0%

1 Thousands of 9-iter cases.
2 52 weeks ending November 27, 2022 in IRl channels.
Source: IRl and IMPACT DATABANK © 2023

While total table wine sales in IRI channels were down 3.4% and 7.1% by value and volume,
respectively, in the calendar year-to-date period ending November 27th, Table wines
priced between $15 and $25 a 750-ml. GREW 5.1% in dollar terms
and 2.9% by volume.

*SOUNCe: nups/sonw shavkennensduity comindex phy y 462 impact databank:| Sand-averwing brands tesikent oz overall market decing




BFY — BETTER FOR YOU

Innovation so bold, it invents its
own category.

As the hard seltzer craze appears to be decelerating, vintners have begun to
capitalize on the fast-rising "better for you" wine segment, as American
drinkers increasingly opt far health and wellness oriented products. This new
wine segment boasts fewer calories, fewer carbohydrates, and lower
alcohol—and most of the brands have zero residual sugar.

Unlike other BFY wine brands that use technology to strip alcohol and
calories that negatively affect the wine, Fresh Vine has taken a more
thoughtful approach that results in a superior quality and taste. The skinny is
harvesting grapes at lower sugars that still have tons of flavor. The resultis a
balance of flavor and varietal character that you can be stoked about and can
count on vintage in and vintage out.

You choose the life you want to live, and we'll create a better choice for you
on the wine aisle.

LESS -
TASTES BETTER.




KEY INSIGHTS
" TER FOR

GRADUATING FROM SELTZER TO WINE
The BFY Wine category gives the White Claw consumer something to graduate to when
they want something mare sophisticated and flavorful with fewer carbs

FOOD FOR THOUGHT

Unlike other beverage categories, wine is often paired with a meal. With so many BFY
meal plans out there, we wanted to create something that is an enjoyable addition to
the dinner table.

WINES FOR THOUGHTFUL CONSUMERS

Understanding consumers are growing more and maore health conscious with their
purchasing decisions; our goal is to provide them with a better choice in the wine aisle
that doesn't sacrifice premium quality or taste.

WE LEAD BY QUALITY AND TASTE

Consumers are looking for a more sophisticated lower sugar premium wine brand
option to pair with their refined active lifestyle. We spent aver a year developing FY to
become the best leading premium lower-sugar, lower-carb wine in the space

COMMITMENT AND CONSISTENCY

Commitment to consistency across SKUs alsa makes it simple for drinkers to experiment
comfortably within portfolio, since every bottle voluntarily displays nutritional facts and
caleric metrics on the back label.

NO BULLSH*T

Many brands in the BFY use spinning cones to strip the alcohal from the wine, Fresh
Wine never has as we feel it negatively impacts the flavor of the finished wine. Qur
winemaking process starts in the vineyard and employs thoughtful decisions in the
cellar giving all the varietal flaver you expect from a premium wine.

2TLY CONFIDENTIAL - Mot To Be Shargd O Dl
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11.5-13.5% ABV, HIGH QUALITY,
LOW CALORIE, LOW SUGAR
WINES COMPARABLE TO OTHER
PREMIUM WINES.

CABERNET SAUVIGNON

AMromacs of blackberry, black cherry, spice, plum | Flavors of boysenberry, cherry, dark choc, plum

PINOT NOIR

Aromas of floral. rose, black cherry, spice, tea | Flavars of black cherry, raspberry, plum

CHARDONNAY

Aromas of ripe pear, green apple, lychee, toast | Flavars of green apple, tropical fruit, citrus, spice

SAUVIGNON BLANC

Aromas § key lirme, malon & citrus blossam | Flavors of peach, meyer lemon, grapefruit

ROSE

Aromas of rose, citrus blossam, peach, ruby red | Flavors of nectarine, peach, melon

SPARKLING BRUT ROSE

Aromas of strawberry, green apple and raspberry | Flavors of crunc hy peach and strawberry

STRICTLY CONFIDENTIAL - Not To Be Shared Or Distributed Withowt Written Parmission




OUR WINE IS

AWARD WINNING WINE
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OUR WINEMAKER
IS WORLD CLASS

JAMEY
WHETSTONE




OUR COMMITMENT

SUSTAINABILITY FIRST

We hate bullsh™t - and we know that as a celebrity-backed brand,
transparency is key - especially when it comes to our sustainability practices.
Our wines are responsibly sourced from top growers in California, and we
exercise environmentally conscious practices from vineyard to cellar.

UP TO 75% LESS WATER USAGE

Our cellar team is very environmentally conscious, taking pride in doing what
they can to preserve our water resources through the whaole wine making
process. The wine industry standard in Napa Valley averages 6-14 gallons of
water used for each gallon of wine produced. Our water efficient, modern
bottling line only uses 2-3.5 gallons of water per gallon of wine produced.




NINA DOBREV

MINA DOBREV is an actress, director, entregpreneur, and media
trendsetter. She's starred in projects such as Vampire Ciaries, The
Perks of Being a Wallflower, and Love Hard. She's collaborated with
nurmerous brands and s Maisen Christian Dior's new fragrance
ambassador for the U.S. Mina knows her fans {259 millien and
counting in Instagram alane) and how to engage them. Her posts
featuring Fresh Vine Wine have garnered 3M+ likes with massive
media impact value for the brand.

JULIANNE HOUGH

JULIANNE HOUGH is an Ernmy fward-winner, entertainer,
praducer, and entrepreneur knawn to audiences globally far her
success in film, television, rmusic and now Breadway. Julianne
founded Canary House Productions, which provides stonytelling
rooted in transformation, self-discovery, and identity, as well as
KIMRGY, the only trauma-informed dance fitness & energy healing
maodality backed by neurcscience and evidence-based ressarch.

COMBINED AUDIENCE

(@) 31Million Followers

ﬁ 9.4 Million Followers

YW 8.1 Million Followers
75.9K Subscribers

(211 Million total views)

©) 294K Monthly Listeners

ady to go.




DISTRIBUTION / EXEGUTION




OUR PARTNERS ARE
BEST IN CLASS

PKGD Importers / Sales Team

" Spirits Importers and Brand Builders, Help create a
waorld-class sales organization that builds/manages
P |< G D quality distribution networks, develops key accounts
Spirts Impartars | Evand Bulders and chains, and has faet on the streets to build quality
points of distribution across the U.S.

SGWS Distributor
g t\ One of the nation's leading wholesale beverage
alcohol distributars across the United States. SGWS
D serves as a brand-building and product expert liaison
IJ

between suppliers and those who sell or serve
alcoholic beverages.

JONESWORKS

WHETSTONE WINE CELLARS Winemaker

WHETSTONE -”i/lf/ Whetstone Wine Cellars is the Napa Valley winery

WINE CELLARS owned and operated by Jamey and Michelle
Whetstone. They oversee the creation and
developrent of the wines for Fresh Vine.

LSD Creative Agency

LSD is the creative agency / production house leading all
of the creative efforts on Fresh Yine, They are a media
studio offering a full spectrum of customizable services
designed to address the needs of the world's premiere
talent and brands across the ever-changing new media
landscape.

KEY Paid Media

Key is a data and media-activation partner. For the first
time, Key makes first-party Talent audiences available off
of the walled gardens, for programmatic buying. More
than ever, brands are partnering with Talent to hit their
niche fan groups. Key is seeing huge success amplifying
these types of executions with programmatic media
hitting the same desired audiences..

JONESWORKS PR Agency

Afull-service, strategy-driven communications,
marketing, and branding consultancy with offices in NY,
LA, and Austin and talent across the country
representing an elite roster of talent and brands.
Stephanie and her forward-thinking crew provide a
tailored mix of public relations, marketing, and brand-
building strategy designed to reinvigorate established
brands and convert blue-chip prospects into full-fledged
beasts,




WE KEEP GROWING!

19,029

CASES SHIFPED
TO DISTRIBUTORS

TIMM+

GLASSES OF WINE
EMIOYED

$2.2MM

TOTAL INVOICE $
TO DISTRIBUTORS

47

STATES LAUNCHED

6,397

POINTS OF
DISTRIBUTION
6,984 as of 1/20/23

3,059

ACCOUNTS SOLD
3,554 as of 1/20/23

6,397

POINTS OF

DISTRIBUTION

135

POINTS OF
DISTRIBUTION

P

2021
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30,092

EQUIVALENT TO
50z WINE GLASSES
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2022 2021 3T + DTC

1,141,392

EQUIVALENT TO
S50z WINE GLASSES

9977
79%Y
P79%Y
188814

2022 3T + DTC




FRESH VINE GREW FROM . o oe e
STARTUP TO TOP 15% ey
US. WINERY SIZE IN UNDER .. “="*eem

January 2023 January 2023
Source: Wines Vines Analytics Source: Wines Vines Analytics

Winery Size Winery Count Y Price Range Winery Count %
Large (500,000+) 71 1% $1-510.99 17 1%
Medium (50,000 - 499,999) 256 2% $11-519.99 3230 28%
Small (3,000 - 49,999) 1.766 15% 520 - $29.99 3,782 3%
Viary Small (1,000 - 4,999) 3746 32% $30 - $39.99 2001  17%
Limited Production (< 1,000) 5,708 49% 340 - $59.99 1,593 14%
Total LL.S. Wineries 11,546 100% S60 - $99.99 592 5%

$100 and over 231 2%

Total U.S. Wineries 11,546 100%




3,994+ DOORS & COUNTING

% SPECS Raudates A.\ VONS ‘, TRADER JOE’S

Albertsons SAFEWAY

@ iyVee FOODA=ALION IN DISCUSSION...

Walmart - < sam's club )
I(t%\s_er Cosrco




NATIONAL DISTRIBUTION AND WORLD CLASS PARTNERS

2021 35* States vs 2022 47 States + Puerto Rico

*most of 2021 states opened in 03

22




RIGHT TIME + RIGHT PRODUCT + RIGHT AUDIENCE
UNIQUE MARKET/MEDIA POSITIONING

BETTER FOR YOU
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