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OUR MISSION

We are on a mission to make the world
healthier and happier by pioneering a
new way of eating. We are on our way

to become the leading and most
trusted healthy food brand in the UK
and beyond.

HOW'?

By making genuinely healthy food
delicious and exciting as well as
accessible through convenience, price
and education.
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An extensive range of healjchy SkinG
food-to-go products covering @
breakfast, lunch and dinner as well

FRE®

as snacks and dessert.

All nutritionally designed alongside
-4 ' our in-house nutritionist.

Consciously developed based on
consumer trends, market research
and expert insight.
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Breakfast Pots
Hot Pots
Lunch Boxes
Super Salads

OUT SOURCED
(BRC pecitity)

Super Squares
Banana Bread




With the food-to-go mar
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to make the most of this opportunity...

More than half of UK adults
are now adopting ‘vegan
buying behaviour’ + the
number of vegans in the UK
has grown fourfold in the past
10 years.

Major supermarkets are
listening - Waitrose has
increased it's vegtarian +
vegan range by 60% in the
past year.
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The no. of UK adults who
claim to regularly buy
free-from products has more
than doubled in the past two
years.

Demand for free-from
products now extends well
beyond consumers with an
intolerance.

ORTUNITY

<et currently valued at £17.4bn with
expected growth to £23.5bn by 2022, we are in prime position

The UK food-to-go
market is set to grow by

35% by 2021 due to an
increase in busy lifestyles

and a ‘shop little and often’ *
approach.

Supermarkets are *
increasingly devoting more
space to food-to-go lines.

Harris Interactive (2017), IGD (2017), The Guardian (2018), The Vegan Society (2018)
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ITHe NeEXT IN LINE -

With a growth pattern replicating successful household names, we present the ﬂ\‘
unigue opportunity to be part of a similar pioneering growth within the -, o

food-to-go market.
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GRACEF ,Y
1998: started 2008: started 2011: started 2015: started
selling homemade sending out snack making popcorn at making lunches at
smoothies at a festival boxes in the post home home for local offices
2000: secured 2011: outsource 2013: secured 2018: secured
Waitrose as their first baked production + Google HQ as first Ocado as first
Nationwide stockist increase size of stockist followed by Nationwide stockist
after trial period in-house factory - Selfridges + reach run rate of
£ Tmil with major
2013: Coca-Cola 2015: entered 2018: £7mil Jam pipeline for 2019
buys 90% stake in the retail market, now has  Jar investment,
business which is a turnover of £50mil annual turnover of WM Wexts. ... <

valued at £320million annually £15mil
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GROW ITH STRATEGY

We are growth-focused and have already invested heavily
into the people + infrastructure required.

Continuous innovation through new
products + ranges leading to growth in
sales within current and new markets.
Extremely rapid NPD cycle; 3
months on fresh products to 6
months on ambient.

CASE STUDIES

Hot Pots range: Q4 2017 launch of a new
product category, Hot Pots, which now
contributes to 20% of total
revenue. Q4 2018 expansion of the Hot Pot
range by two new lines — direct request from

Ocado.

Super Salads range: new accessibly priced
range of salads targeted at the Out-Of-London
market. Originally created for a major high street
retailer, launching Nationwide in Q1 2019 via
Ocado.

Super Squares range: launched in Q3 2018
with 3 lines. With the addition of 2 baked lines,
the snacks category is set to contribute to 20%
of total sales by the end of Q2 2019.

Ambient range set to go
International by Q2 2019

Inbound enquiries from
Scandinavia (Orkla), Ireland and
Middle East

Grow sales of existing products
through new listings.

CURRENT PIPELINE HIGHLIGHTS<

I

Compass Group: expansion through

portfolio, 600% growth expected in
2019

Co-op: Launch in April 2019

Gate Group: working on a project for

; : a major European airline

Simply Fresh: nationwide distribution

with focus on the healthcare sector

S

Tesco: Launch in May 2019

Holland & Barrett: Launch in Q2

2019

Series of London-centric Pop Up
grab-and-go stores — revenue generating
marketing

Attendance at key National industry
events to grow brand presence and revenue

LNER/SSP: Launch in Q3 2019




|deas are the one thing we’'re never short

U DCO M | \I G of. Here's just a few of the projects we're
o currently working on.
INNOVATION

ﬂ / new flavours within
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the range of Super
. _ _ . r Squares
Ongomg: continued innovation within current
product lines to stay ahead of the market
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Our audience is engaged, loyal and supportive. With social media as our number one channel, we drive
traffic to new stockists and events and receive a constant demand to grow our availability.

. jamielloydfitness

nutribex_ . B healthvion . -
London Berough of Bamet . Henie:rw:n e : ( I\tB nutblend

-
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32 likes 59 likes 97 likes 41 likes 60 likes
nutribex_ | am loving the (@pollenandgrace products - | can't healthyjon Love these lunch t"_f‘mﬁ from @pollenandgrace nutblend Tuesday is the new Monday - and we're kicking those jamialloydfitnass Am loving my Mango & Turneric Chia Pot macacha_uk We can't get enough of these super aquares by K.
say |'ve tried black rice before, but 1 really enjoyed it! . ‘ That turmeric salad dressing is bank holiday blues with @pollenandgrace banana bread Tt et e on thattabdes o Ay R T R @pollenandgrace ' and struggling Lo decide on our favourite

It's not often Il grab lunch out but., treat yo self = i@cayo_uk coconut yoghurt, Indulgent Nut Butter and extra @po 9 g W what's yours?

nibs and & Step aside bake off, who wants a bite of this?

Content focured, fey Industiy Events, [nStore Sampling * [nflucncer, Reblotionshipr

das



AN UPWARDS [RAJZCTORY

2015-2017: Invested in business setup, creating the product + strong foundations for growth.
2018: Rapid growth

2019: Profitable growth. Acheived through improved gross margins with a shift to outsourcing
model in 2020, in turn reducing gross margins but improving operating expenses.
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INVESTING IN GROW [ H

We are raising £500K to fund our rapid growth + expansion.

The value creation strategy rests on three pillars:
Invest for rapid profitable growth through increased marketing, sales + field resources
Continued investment into innovation + NPD across product and packaging
Drive value creation by building efficiencies within the business
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EBITDA Multiples
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Notable exits include:

for 3.7 x Sales
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y innovative healthy food enterprises have soared significantly in the UK.
Businesses now sell on multiples of sales rather than profits.

Exit Potential
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for 6.9 x Sales

FY23

hand-cooked English crisps



A WINNING [EAM

We are a young, passionate and driven team, supported by
an experienced advisory board + industry mentors.

Qur Fe

Charles Miller-Smith Stephanie Johnson Anastasia Bertacca, Nutritionist + Procurement
Finance Director Kristina Komlosiova Kerry Hopkins, Brand + Marketing

Unilever Product, Brand, Sales, Jemima Reid, Business Development

Board Director Finance + Logistics Linda Rippe, Head Chef

HSBC, Goldman Daniel Sanneh, Supply Chain

Sachs + Warburg Hazel Allison, Office Management

Pincus




STEPHANIE JOHNSON KRISTINA KOMLOSIOVA www.pollenandgrace.com
stephanie@pollenandgrace.com kristina@pollenandgrace.com  @pollenandgrace



