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Why I Like Chicago Steak Company
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One, the crdturs of the company. Are they ¢

make an investment | study three

hings:

mmitted, do they have the expertise. Do

they understand their market and haove the resources and attituda o deliver

Two, tf

urtderstood by

he product, Is it the best in elass, Iz it presented that way and sasily
eir prospective customer. Can and do they deltver ns promised.

Three, the leadership or people in charge. Does the leadership understand how to

treat {ts pﬁapﬂ:, the vendors and their customers, Do fke‘v have tntegri

]

Chicage Steak Company excels in all nrea; from (ts sirong culliere, commitment to

the product, their peaple, vendors and customers and the high integr
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clear that [Chicago Steak Company] was an unforgetrable cut It became the taik of the party.
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Omaha Steaks aims for meaty holiday sales

Dimaha Stewks i hawing this halicloy season will Sap snother year of meaty sales. The
F3-year-o'd farmily-cwried business that first sent steaks across the country By train
has had to corterd with onkne sales overtaking traditiondl catalogs and a trend

Chicage Steak Company

The babg game (s st around the cormar, Bnd what's better for gama day than 3 great
weant Chel Philipoe Bind was with s from CHicago Stedk Company 10 Show s how
i mikie (her perfect Stak

Chicago Steak Company

The big game is st argund the cormer and wiat's better for garme diny than a great
axe? Chal Philigne Bind was with us from Chcagn Staak Compary 10 how us how
1o make the parfect sleak

Creative Hollday Gifts for Him with Culinary Twist - In Good Taste

It thiere is one thing 1 kaow abaut men that | will argue until the snd of tima, It's that

thay are infinitaly mere difficuls ta bay Roliday gifts for than women are. |'m swe that

V'm perpetusting all kinds of sexists stersotypes with this statement. so ' lkustrate
iy 1, SHEFE 0 mcpemttan s bt

22 Amazing Hollday Gifts for the Faadis on Your List

Gifts fall Into & few catagories. Some ae trandy or sxpensive, others match up
earlachly with A genaratioral bant. These Teodie 9itts ao Beyand the atest trends,
Some bring back a traddion that has baen long torgotten, whila sama add a litthe

Food and Beverage Gifts 2015 - Food and Beverage Gift Guide Roundup
| Splash Magazines | Los Angeles

HisshBiahting the best food Samp, beveragqe aifts for anvors an your st



jere's what happened when B of America’s top steak purveyors
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Chicago Steak Company is the prize sponsor for an episode of Catch It
Keep It on the Disco by Chicago Steak Company
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We Only Sell the Top 2% of All Beef
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Secret of Dry-Aged Beef
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51.5M

Our Steak is Rooted in Chicago Tradition
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Chicago Steak Packaging How To Cook a Chicago Steak
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“The winner was apparent early on. From first bite it was
clear that [Chicago Steak Company] was an unforgettable
cut, It became the talk of the party.”
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We Surpassed $2.7M in 2016

Revenue 2016: §2,774,462 0O

Compounded Annual Revenue Growth: 40%

10 2] a3 2013

2018

W Annual Sales

40% $200 20%
compound annual growth averaga order per average p margin per
rate customat arder



Our Partners and Customers
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Clubs

From Startup to Award-Winning Beef Purveyor

the past o years Ve VE asiered the cut-to-order pee
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Matt Crowley Tom Tsitouris
Vice President President

AND THE REST OF THE TEAM
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Philippe Bind David Artine Karen Rebinson Cyndi Aleman

Corporate Chef Business Development Director of Preferred Prefarred Client Team
Clients )

Daniela Chambers Nicole Orellana Mattie Nash Andrew Morgan
Prafarrad Cliont Tearm and Prafarrad Clignt Team and Graphic Dasigner Amazon Salas Manager
Social Media Manager Accounts Receivable M b
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Meil Flinchbaugh Josh Barbour Mark Kranenburg Steven Brown
Content Writer Wideographer and Steak University H
3 Photographer k

Analytics and Digital
Marketing Manager

Raised $82,780 From 112 Investors

$82,780

February 2018

b 4

Casey R Jones

Price Vetter

of i ¢




- — —

Martin Tarr James 5. McWilliams Annette Roll
Builr it tock company merass Novth Amerien g Racliaritn Tharepisg/Modical Sosmatris
and e and sold it ra o 2568 company,

naw dotng 3 VRALR Tech atartup

Interview

'WF: What are you selling? ~

©&: We zell high quality steaks, add ons, anid dessert, but at the end of the day, it's
not just shout the product itsell, What we really sell isa world class shopping and
dining experience, It's o one siop shop from eCommerce, 10 piesk enthusias
cantent, to the beautiful packaging when it arrives on your doorstep and finally
the highest quality beefl in the country,

L ALL

Even after the purchase and consumption, our experience dossn’t end thers. Dur
lumury experience extends to our marketing and sutteach campalgns. [ mean, you
wallldn't buy a Rolex and expect Rolex 1o esll you and start harassing you, We
really lock at curselves es a Rolex level brand, a lusury brand. We listen to our
customers and w='ve upheld our customers’ expectations over the years,

WF: How did you guys get started? -

C8: Tn 2000, ] was neqgotiating heef prices in a Chicago beef plant on Sehalf of f3
restaurants, and I was sitting in s conference mom when [ooksd up on the wall
and saw & sign that said "Carpe Diem”. [ thought about it; and came back home
saying, "1 would love the ides of creating an interner sompany thar sellz steaks”
Then 1 tald the cwner of thar beef company that we could s=ll stenks for them

At no time did Treslize what kind of tesk it would bes I hed no jdes what T was
aetting inte, dida't understand the eCommerce spaee, didn't know if we would
move into the retail space—basically, Thad ne elue, 5o, what T did was present this
idea to Matt Crowley, whe was working with mé ot the International House of
Paneakes.

At the time, Matt wae in University of Marpland College, and ! had presentad him
thiz erawy tdes, saking him for help do some research. [ wanted to do 5 feasthility
study, 1o find wut what opporunity there was—H there sven was one, AL the e,
we didn't have a name, we just had an ides, and Matt said, “Absclutely, I'd love to
help

We researched for aix manths, found aut akout some platform-building firms
{DataCamp and Sightlink), and was completely shocked by the expense it took to
build a website We thought it was going to eout 33-4k but [t ended up costing
around s40k By the time we wers done with the process, I had injected sbout
3250k 1o gat it all up and nmning.

Turing that initial six month period of ressarch, we got to a point where we
started thinking about names, snd we came up with about 8 different names:
Chicago Steak Company and The Beef Market were smong those. We sent this lis:
10 apanel of folks to gert their feedhack. We did the same thing with sur loga and
branding.

Oreof the b:ggegt tumning points was Matt going to school for business, and he
made it part of his semester echanl project. We hrought his class and his professar
onto the project. We started to put together business plans, all of the key
components, and we finally launched the websiie on September 17, 2008,

‘WF: What is your growth rate? -

We made $183,000 in the ficst December, in just four weels. The second year we
made $686,000. From there we grew: 58 growth in 2010, 20% in 2011, 14% in 2018,
I in 2015 (we had a little bir of an off year that year) but followed up kicking ass
thie noxt year with 38% growth in 2014, [ollowed by 18.7% growth last year.



'WF: How do you advertise? -

T8 We pramote Chicage Steake in a number of ways snd have tried everything
Trom TV, ta education, 1o traditional advertising We've done five shows with
Homeé Shopping Metwork. We've been on the Discovery Selence Channal on their
show Catch It Keep It, which was pratty coal. We hooked up with Casch Mike. who
spensored our preducts and in returm, we sold his ribs on our website. We've also
otten some mesl celebrity sndorsements. Mostly, though, we've continued to
grow the brand through learning from trisl end error,

Besides raditional marketing (we pay for 20,000 search engine keywords), we
alao do thinge like send our gift list from previous yeare with o catalog. We send
out rewards. We are starting to do more educalional marketing az opposed to
wraditional, "Come buy from us and get 10% off* campaigns, We're starting to say,
“Hey have you thought shour making this dish fram our chef?”

Partnerghips are alzo crueial toeur suceass, For excample, we recently aigned a
national agreement with the Leukemin Lymphoms Society to cross promete and
generate more denations and simultansously more stesk purchases.

Most importartly, we just launched a new website to balater the core of our brand:
ecomImerce.

'WF: Tell us about your new website launch? -

C8: Our wehsite has heen well parestved in the prst. We have beautiful
photography, we've hired the bas: writers to put content on our website. and we
have the steak university. The new webs:te that's been developed over the last &
months is unbelievable. | hired one of the top 2 food photegraphers in the country
just to take photographs of the steaks,

The new site will finally make our placform mobile apeessible to increase
conversion rates. We expect conversion retes to rise significantly snd exceed 2%
with the new proven Magente platform. Until now, with our ald site, we achieved
Just cvar 1% conversian rate, so i we're ahle to get 2%, that'll be double sales right
there an the same traffic volume.

'WF: Tell us mare about your partnerships? -

CS: Partnerships with top restaurants, grocery stores, and partoer retailers have
Been o erueial part of aur growth steategy. We have some recent successes whane
we were able to introduce new channels like FTD Flawears, which 13 the leading
number ona flarist in the country. They're niow selling cur products on their
website, which s huge bevause FTD gets 12 million visitors to their website 5
vear. Wa just finished negotiations with Costeo, and we're working on ereating
APz and merging with their website to he shle to take orders from thetr
sCommerce platform across the cotntry.

The folks from the Msats by Linz heve been cutting aging beef for 60 years. They
have generations of experts in the faod industry, yet they're not in eCommerre
space, and don't plan to be, We can help them on that end, We have sourced the
very best Midwestern beef that we can find with the most experienced burchers in
the Illinois ares. That allows us to bring our quality cut to the marketplacs that
you can't get otherwise

We're also forming partnesships with wholesalers, which will allow us ta expand
the brand in & much bigger way, We've signed a partiership with specialty online
{ood store, Goldbely, s their premier stesk provider. Other chennels include
MNeiman Marcus, [GONE, Faody Direct, BJ's, and Price Club,

'WF: How do you grade meat? -

C8: Thare are 4 points of distinction specific to the praduct we have. The first
point concerns the guality of the product, which we call the grade. We disclose to
our customers what the grade 1s: we focus on the upper 1/3 USTIA choses, or USDA
pritme which is the top 2-3% of meat for the sountry. Grade is the first of four
points of distinction.

The other is hand selection ard hand cun Bach one of aur steaks s hand-cut by an
artigan butcher; it's not somsthing that is done in mass quantitiss.

The nex: peint 14 the aging, whether you choose wet aging or dry aging Every one
of our steaks is aged for &6 weeks which allows the steak to break down naturally,
producing 3 more tender, juicy, and flaverful steak.



The last point is guarentee of guallty. Every steak that comes out of our facility is
individually registered, Every customer is going to get o box of stesk that has a
regiatration eard saying it's been personally inspected. It has a unigue
registration number that ran be traced back to the ime and place that the hutcher
cut the product. Cur 4 pointy of distinetlen really go abowe and beyond just going
o your lecal butcher ar our competitors,

WF: How do you educate consumers of your high quality meat? -~
C5: Some of sur competitors, like Kansae and Omakha, den't disclose that level of
cuality, and that's why we created Steak University—an educational section of our
website. Cur own Executive Chef, Philippe Bind, uses videos to explain to the
eonzumer the difference between our products and our competitors’, We ectually
have zz different videos to date, and over half 2 million views. Thess videos
sxplain why eur praduct isthe ultimate steak experiance, shd why they should
biuy steaks from the Chivago Steak Company as oppesad to n competilor or e
gmcery store.

WF: Have you won any awards? -

5 Most recently we won the Great Steak Debate, which was sponsored nationally
by the Audi Car Company. Tron Chef Mare Forgiane, who is the awner of the
American Cut Steak House in Manhartan, New York, hosted the event We heat our
Omaha Steales. Kansas City Steak Company and some other big name lolks in the
industry. Same of the steak houses that competed against us wers Debragga in
MNew York city, Mainstream Meats in Mew York City, Crystal River Mest Company,
and Bell Caniphell in San Francisca.

WF: What's o special about your meat products? -

C8: First, our prochuct is the highest guality beef that you can get in Ametics it's
the top 2% beslin the United States It's wet aged or dry aged, and higher end
than even our competitors at Omsha,

Because we hald qua1ity in such hig‘!’i mgaﬂ!, weve made it our mizaiom to Atay
transparent and shide by the standard United States grading system so our
consumers know exuctly what they're gelling, Unfortunately, some of our
compstitors have designed their cwn rating systems to falsely elevate the quality
of their beef. Ome of aur key goale is 1o educate consumers abour what guality
beel actually means. When you go into & Morton's, Gene & Georgetti's in Chicage,
or you go into Ruth's Chris, vou know that you are getting the top beef in the
eounty because that's what we sall. We sell hand-cut beef that's aged o
apec{ficaticm. and ir'a really s lueury irem like a bottle of Blu mp.lnck 1585 ar Petar
Michael wine,

'WF: How do you a positive brand iation? -

©8: Brand identity and reputation is difficult to build - i takes time and discipline,
The kay point is making sure that every customer is happy. We take our reviews
very seriouely. [f wa ever have somebody that complains about shipping, even
customers that might be a littke diehonest by claiming their stealk didn't show ug,
we replace it no questions asked. It's like s Relex or Felis Reyee-af you heve s
problem, we'll take care af it and replace the product. | don't even care at that
mioment if we lose money on it T just want to ensirs that the sustomsr is hagpy,
and that nebody con say anything bad about Chicagoe Steak Company,

‘We have excellent customer service and we also refrain from bombarding them
with phone 2alls, endlezs amounts of marketing material, and advertising emails

'WF: How do you compare to your competitars? -

C8; Wa've learned a few things by watching ather brands like Omaha aver the
years, Now, I don't want to tale sway from them, but we have noticed some things
from our competition that we're leaming from. Omsha is amszing at the mail
order buginese bacause they've bean deing it longer than almost anybody in the
Tnited States, They were shipping steaks in the ‘50s an raileond trains The
unfortunate thing is, they've turned into this-entity that takes their mailing lists
and gells them; they take their phone lists and sell them. They exhaust their phons
ligts by calling peaple weakly and manthly they haunt peaple:

All ope has 10 do is compare reviews of Chicagn Steak Campany with those of sur
compotitors, Wo may be smaller than some steak companios, but we'te alse the
highest quality with the beat customer experience. Soon more and more people
will realize there is no bertar place to arder their high quality beaf. We'll
systematically captire a larger and larger market share from competitors willing
to chespen their brand for this yesr's bottom line,



WF: What are your margins? -

C8: It can range, but eur dellar margin is typieally s200 for the sverage customer.
We immedistely relmvest 20% of every dollar we malke back into markering to sell
the next steak.

Alter taking eut the zut for marleting and other operating expenses, our profit
merging are around 10-20%. Keap in mind that when we loolk at our profit and less
STEIEIEEDKBJ we hB\'E‘ re;eﬂy taken avery ﬂouar we can to remnvest in the bIEnd snd
company, We're canstantly locking for different waye ta grow the business,
Isprove it sod expand our custamer base,

We eauld make lirger muarging IE we cul back on marketing, but we think 20% is
the right number to continue the aggressive growth that we want,

WF: What's the customer acquisition cost, and what's their lifetime
value? -

C8: Qur acquisition eosts last year went upwards to £160 per customer, and that's
based cn shout 30,000 unigue customers, Since bringing in soms new ansltics
=xperts, we've seen a decrease in our cost per acquisition: the average is §140.

We have a lat of single-buy customers, but we slso have customers that have
purchesed 2, 3, or 4 times For customaers thal purchage mere than & second time,
lifetime value ranges from £300 1000 aver & short parioc of years. We slsa have a
small minority of custamers wha spend thousands of daollars; one of which, named
Robett, has epent over $40,000,

'WF: Do you plan to add any new products in the near f P~

C5: We're going to be offering wine on aur website as wall. We think its a great
pairing with steulk: one that makes sense. We have a new partnership with a wine
company that's going to be integrated with our website. We also have another
parmership with an Itslian gift baskst company te bring in lower price point

ltems.

Our new product lines. like wine, gift baskets, and other gouwrmet food, will give us
a greater share of the gift market. [1's a strategy to open up our traffic, because
tiow we are able to advertise Chicage Steak Company in the wine space, We are
ahle to adwvertise our products as gift beskets and utilize ssarch engine
optimization around all these new leywords, We can ereate content arcund those
things and bring people to the Chicaga Steak Company website for all sorts of
products other Than steals.

We're alea lowering the barrerto fine steaks to bring in more customears, On our
new site, customers can now order stesks Btarting at 2-pm:1{2 for E ] which ie more
than $100 cheaper than our lowest price product just a few months ago. We
believe this will be the perfect storm for creating higher conversion rates. We are
very excited about thet. The lifetime value of 2 unique returning customer goss
up ta $708 ard the cast per acquisition dewn to 380 10 8140 depending an the
time of year,

WF: What percentage of your sales are gifts right now versus
purchases for personal eating? -

1 would say aver #u% of aur business is gift giving. The feason why T say thar
steme fram the amount of business we receive during the Christmas heliday
sesson. More than half of our business is done during fust 6-8 weels out of the
year, it's unbelievable It's from black Friday to Chnstmas day; we can do over 50%
of nur buginess in just Bweeks. Tr's huga.

WF: Can you talk about the size of the market? -

5 We ars essentially in the gift giving business, which is s multi-billion dellar
market. If you want to break that industry down to steal companies, Omaha owns
3400 mitlivn, Kansas Cily Stesk Company is deing prebally sbout 880 million,
and Allen brothers $50-80 million {and we're taking a ot of customers from Allen
hrntherﬁ).

'WF: What's your biggest challenge in terms of growth? -

C8: Ir's samerhing that we're already addressing with our new strategic
partnershipe with world elass brands like Costeo and FTD. Expanding our
products into diferent areas ellows us to attract customers thet mey not even
know they want steaks. They may be locking lor wines, but will realize that a steak
pairing would be avan better,

We alse need te aptimize our marketing We're going to do this by building o new
pletform thes sllows us to both engege and sutomats marketing. We want to
. v Pl v . A



present our company on a best-in-class plattorm webzite that will optimize mokbils
advertising while advertising in a way that is meaningful {Le. our partnership with
the Leukermia Cymphoma Society)

WF: What's important for success in this business? -

©8: Matt and I have & grest working relativnship that's lested over ten years. 51
and 12 key points: we don't give up, We succeed and we keep pushing forward, If
there’s an chatacle in frent af us, we figure sut how to get around Ir, under it, or
aver it This company is going to be o lifetime brand. This is not shor term: We
are building thie 2o be a world class brand that's going to withstand the test of
time and that"s something we worlt very hard for. We are very proud of our brand,
We aleo balieve that ﬂ(panding into differant lines, like mainlobgterhousacam,
will allow us end allow our investors to capitalize on the knowledge that we've
gaimned from tnal and error over the last nine years. We are going to take that
knowledge and experience and keep on expanding where we see potential,

B,

Ask a Question o

Type your question hera...

Craig Vom Lehn [T R
When do you expert this campaign to close?

Craig Vom Lehn R
Do you intend te pay dividends?

AMSWER (B

paan Smith [EEEE -
Raceived my perks, the shirt apron, nice promos, really like the knife set and box!
Placing my first anline order to have product shipped to me in Nevada this week
Thank you again, glad 1o be a part of Chicage Steak Compary!

SWER  IBKONE

Steve Gara SRR fat 7 108
Td like to know lor those of us that nvested some time age, what are the plans lor the
company to distribute shares to its investars and when and if there 1= a time horizon as
te whether the eompany is going publie? T want to sTart getting rerurns an investments
Tvemade.

Steve Gara IS i 1w
Helle, [ wanted to find out what vour plan is to eventually distribute shares of squity to
vour investors?

ANSWER  |DNORE

Steve Gara [[IEERCE E
Steve

Louis Mguyen "
Just want ta cheek if it i secepted for non-15 investor as this is not mentioned i the
vontract, Thanks,

HEVWER  ISNORE

Ryan Jacabs !
lam impressed with quality Jevel of your products and while [ have not had an
RppRrtunity to ty ons myself every review 1 have read has been exceptional, It is
estimated that 50% of your business is done Ly the & weelss between Thanksgiving and
Chiristmas. What is your company doing to inereass sales in other quarters and
ereating a steady resanue throughout the year? Are there any partnerships with
mationwide restaurants to l‘.e]p generate consistent guarter to quartey revenus?

ANSWER  |GhORE

Harvey Bloom Md N -
Can | order onling?

R e 1 -



e ey -
Hl Guys can we gut an update on how 2017 sales are looking so far and whiat your
projections axe?

AMEWER  ([GHORE

Matt Crowley o 0oosoen (R A v
Hi Michael, thanks for the question, 2007 has been & strong year so fac with
sales up 45.5% compared to Jaruary - July last vear! We are continuing to
forus on sales and traffic growth and with 7 manthe of ustained growth we
anticipate the seeond hall of 2017 10 yield simtlar results. One of the largest
aress of growth we ure sxperiencing (und very excited about) is eur srganic
wraffic (the wafficthat Google & M5 send to our site thatis net peid for)
Ye are averaging over 11,000 visits a week which compared tojust a few
hundrod visits in the comp peclod last year, In fuct, bucauss of this
tremendous growth (over 750%) we have been nominated for an Search
Ergine Optimization Award {Landy's Award

hitpylfrearchengineland comyewards), but Il let Tom spesk to that in his
update luter this weel. For more updates and information checkout the
following WeFunder Link:
hitpsyfwetunder.com/ohicagostenkoompany

updates

Rick Freeman v
1am interastad in a much lzrger investment - §50k o1 more - what benefits are offerad
at that level?

ANSWES

Matt Crowley - o I -
Hi Rick, thanks for your interest and inquivy. Apologies an the delayed
rospanse as 1 wias traveling last week, Td love te have an spportumity (o
discuas this with you, I'm sure we can work something out. Please let me
keminaw ths best way to reach you If you'd prefer, you can emesil me directly at

Atk

Michael Gately w
Yo mentioned corporate gifts as part of your business growth; a2 a trader on wall
street T ean tell vou Trom first hand that my colleagues and mysell bave been réeeiving
Omeha stesks for the past couple vears now s Christmas presents from many of our
brakers and dealers (big banks). Cauld vou elaborate how you plan on tnereasing that
part of your business? T think it's the ey ta your growth as most retail consumers can't
justify the prices wou charge.

ANEY

1

Matt Crowley - & e [N 1 -
Thanks Michael, that's an excellent question. Corporate gifting represents a
zizsble market and the opportunity for growth mthet spece is signilicant
fo our b:iﬂd. We EJEI_IE\IE [}lEt a key toa B“ECEE&E‘J.I gmwth plan in !}I.IS
space is to answer your very question “Why is a Chicago Steak Company
sieal more expensive than & Walmart or Dmaha Steak? 1t i this "Quality
Criestion” that any luxury brand must anzwer and we believe it iz best
anawered through industry education. However, we alsa know that even the
term “industry education” is lese than exciting, So we created Steale
University, 1o make learning sbour all things beef a fun experience,
Inccrporating this type of messaging (along with swards like The Great
Steale Débats where we beat aut Omaha Steaks and several nthers in the
industoyd that will help justify the tielet price sssocinted with aur product
As we'va shared in recent brand updates here on WeFunder, Steak
University is continuing te gain organic presence in Google ssarches (up
aver 500% in organie YOY visits) as more and more vizitors spend time
reading our articles,

%

Getting bark ta seme of the specifics on your question, we have account
managers who souree leads of decision maleers and send out materials and
samples, Similar to how we have warked to bring on channel partnars
(Costco, Niemen Marcus ete.) we would then do ane on ane follow us with
each lead. Additional plans down the line may include participating in
Corporate Giftlng Trade shows. On that note, i you have anyone you'd like
us 1o reach out ta, pleass feel free to put me in touch )

Fares ALSAKKAF v
Kosher stenks ?

Tom Tsitouris oo T -
Our stenks are USDA Prime Midweat Corn Fed beel which is the top 2% of
the be=f consumed in he US. Our steaks are not Kosher certified however
we are lnoking at adding a Keeher program to aur catalog Thank you for
your gquestion and interest in Chicago Steak Camparny.



William Alkins -
Tdon' t want 1o cause trouble bur i need to know the following 15t The cows you use
sre they Free Range Grass Fed Organie?

Matt Crowley oo [EREEE T 017
Hi William, thanks far your question We have relationships with various
ranchers in the Unper Plains of the Midwest whare the cattle i free range.
Our beel is not grass-fed, It is award winning Midwest corn-fed beal

Don Klovensky tulk 34 w
Just Curieus, My wife and 1 will continue te purchase from your company. [am locking
tai invest howewver, T keep receiving catalogs in addition to email, We can only order 3o
much. The cetalogs go right to reeycle. When we went to orderwe will, as nesded. We
alzc try other yendors, we like to try. diffurent options, Can you cut scme of your costs
by not sending catalogs to evaryone who might have ever ordered? Just wonder your
marketing thoughteThank you,Don Klovensky

AMSWER

MO

Matt Crowley . =

= Hi Don, thank you for being a customer and for your positive feedback on
the brend % praduet. It was great spealdng with yeu on the phone just now
and I'm glad to learn that the submission of this guestion on WePunder was
premature and that you had not received any catalogs fram us other than
upon request. You are ahsolutely corrace in that there is a cost to do prim
advertising and that is why we coly mail catalogs upon request, include
thern'with shipments, and do & et targeted mailing dunng strategic times
of the year. Some companies in our space da significantly more mailings
(multipls times per manth withour request). &s we discussed, the cost of
digital marketing i= sipnificantly less than that of print {end much essizr to
track) so we focus most of our marksting efforts there,

Roy Rice -
18 your beef grass fedy

Matt Crowley - =0 [EENEEE i v
Hi Roy, thanks lor your question about our produet. Our beel is award
winning (checkout the details on the Great Steak Debate award above) and
we affer various grades & aging types, Qur specialty, Wer-Aged USDA
Prime, represents the top 2% of beef available in the US, This means ite the
most tender and naturslly marbled beef in the US. Our beef is not grass-fed,
it's US Midwest corn-fed baef,

B Wendell -
Creetings, | have purchased from you company befors and [ believe in your product. So
1 believe in investing in companies that { think can make & difference. 1 am 5 humble
investor so my question is, if L invest just the 510000 mmimurm, what do | get now and
or in the future for my nvestment? Thank you inadvance, Saram W,

Matt Crowley - = =oen TEEEEEE i v
Hi Barbara, thunks for vour comments ot our product and what you see us
daing as & brand. Tt is always greal to hear leedback like that Whila T reed
to refer ou to our Farm C a the SATE BOreemEnt themselves for d,etai::p

on thie question, | can say, in shart, if you invest in the first 200K raised
here on WeFunder you would recelve an ROT ul o trigger event in the futune
if the waluation is greater than 8 million. You would receive a return
prc:por:iuna] 06 what you invest. As for what you get now, T encourage you
to review the “lmwestor Perks™ section at the top of the page which lists out
various gosdies you will rezeive based on your investment ameount.

Kyle Cormney 7
What exactly do you get in the company with an ipvestment? Do 1 get sharss of egaity
in s private partnership? 'What ia the tax entity hers? How could I rrack the valuation of
my investment? What dozs this "market valuation cap™ Does this basicslly mesn [ only
get shares if the valuatisn reaching $8m or siom? I don't see a valustion anywhere on
this site. Thanks;

A (=}

Matt Crowley - oosnen [T e ZE T
Hi Byle, thanks [or your interest in the brand and lor your guestions. I need
to refer you to the Form © and the SAFE Agreement themselves for the
specifics on your queetions hut you are corract that your investment in aur
brand would get an ROT wher we ga through our next round of fundralsing
which we will need 1o de in crder 1o secomplish aur goals. Thers are many
speculative ways for you to gein a RO but I'm limited in explaining those
i B e ek Bty sl e Mo . swpivsed Bespemsel il
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