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Bringing Korean Alcohol mainstream
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We are investing in Sool because they

0 have a superior product, an excellent
™/ team, and most importantly, committed
and dedicated leadership. Their ability
te maneuver the pandemic and break
into US matrkets has been nothing short
of impressive. We believe the market
for makageoli has not yet been fully
realized and Sool is well positioned to
seize this oppeortunity.

James Paik

Syndicate Lead

Invested in Sool .
Sool recently launched in Korea to

much acclaim which also presents a
tremendous opportunity for Sool to
make inroads in its native market.

Invested $2,000 this round

Follow
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Highlights

S/ NY

2 ; Sold 3.3M cans since launch

(4 ., US distribution in 1,400 accounts across 23 States

Minarity =ounder

) Gross margins of 40%, marketing expense < 10%, projecting profitability in 2025

Distillery & Vineyaros

St

1 y Based on H2 2023 data, #1 fastest growing import brand, #6 fastest growing craft beer brand in

Landed retail chain placements including Whole Foods, Total Wine, Bevmo and Wegmans



{ g ) Experienced tfounder and team ot alcohol industry protessionals from AB InBev and
./ Constellation

t 7 /‘ Founder, Carol Pak, was hamed Food & Wine's 2023 Drinks Innovator of the Year (1 of 9)

Our Team
Carol Pak
Previcusly with ZX Ventures (AB InBev) and led the commercialization of a new alcoholic baverage
{ brand in China.

Rosemary Bang

Previously at Deloitte

Cj Meinecke

QOver 10 years of sales experience in the industry, including Constellation and SweetWater Brewing

Elizabeth Yik

Previously at Dive Studios

@ Ashley Chae

Bringing Korean Alcohol mainstream

At Sool, our mission is to introduce Korean
alcohol in an accessible and inclusive way.

Over the last 4 years, we've sold over
3,000,000 cans to thousands of customers -
many whom we've met. From retail demos, to
virtual samplings, to events, to customer calls
and surveys, we've taken a grassroots
approach to build Makku on the foundation of
a supportive, loyal, and inspiring community
base.

Now that we've proven a market for Makku,
it's time to bring it to a broader audience! We
invite you to join our journey as an investor
and owner.

SOOL

BRINGING KOREAN
ALCOHOL MAINSTREAM




In 2016, Carol visited Korea and went to a
makgeolll bar. She discovered the depth, breadth,
and culture around makgeelli, a traditionzl Korean
alcehel.

pe

The makgealli In Korea tasted noticeably better
than the makgeoll available in the US. Garol fourd
An Authentic, that imported US mekgeoll brends were made
with rice flour and favorings (rather than real
Modern Revival staamed rice), and wera fillsd with ar tficial
flavors and sweeteners, This led to a thin flavor
Rooted In profile and bitter afiertaste,

)

Tradition

Given
low alcohol, bubbly, delicious and refreshing - and
the growing interest in Korean culture, Carol was
Inspired to introcuce authentic makgeall to the
us.

Back at hame, Carol started brewing makgeoll
with her mom in New York and Makku was born -
A modarn makgeolli made with real steamed rice
and all natural ingredients.

©y

s Makgeolli is a centuries-old Korean alcohol, always
&G{v present at Horean holidays and celebrations.

In the past decace, there'’s been a strong
resurgence of makgeolii sales in Kores, growing ata

@00 6% cacR from 20212025, with an estimated
$780M in domestic sales for 2025.'

Makgeol
o
§ Korea's Seeing growth in traditional Korean alcohol exports,
2 oldest ‘the Korean government i planning te revamp
2 . @ Korea's liquor sector and capitaliza on the Hallyu
E alcoholic wave. "One of the mast important products to
- s i
o) be‘,erage consider here is makgeolli.

“Industry experts say thal the new demand for
The makgeoli is largely driven by young Kerean
Newllork  professionals who see the drink — once known
@imes  ainly as a tipple for Korean farmers — as a marker
- of cosmopolitan refinement. Mr. Huh described its
appeal as ‘newtro,” popular slang in South Korea
that combines the words "new” and “retro**

MAKKU

AMERICA'S 1 CRAFT MAKGEOLLI,
A KOREAN RICE BEER

Amodern take on makgeoll, 3
racitional Korean alcohol madia from rca s
Makku has 8 creamy, smooth body, E

with ight bubbles 314 2 hint of swestness. —— [ Q@ ALLNATURAL |
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Creamy, smooth, sparkling, & slightly sweet,
Makku is a new beer alternative.
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Building the ¥
Next Iconic ass QuiT=
Korean Alcoholic & Y ( revevessizs )
Beverage Brand - B
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K-beauty, K-dramas, K-pop, Kimchi.

Korean alcohol is next in line to ride Hallyu,
the Korean cultural wave sweeping across the
globe and influencing consumer behavior.

Hallyu (The Korean Wave) is a Global Phenomenon
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Just 70 years after the end of the Korean War, Karea is the 10th largest economy in the world.”

. * Makgeolli has become a
Newllork  cosmopolitan sensation over
Times the past decade...”

And makgeolli

" Kooksaondang makgeolli
exporﬁszhoitz rze:gm hit in
is next to get

onboard the
Hallyu Wave

wine is stepping out of Soju's
shadow... "

“ Makgeolli: How Kerean rice ‘

beverage is coming back to

“ Korea's oldest alcoholic
life in the US..
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Brand Pillars

WOMAN & ASIAN HERITAGE PRODUCT COMMUNITY



OWNED FROM KOREA DRIVEN

CRUSHED"
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Since launching..

Sold Into 1,400 accounts across 23 States

M gmans TowlPiipe  cimanT @
gopuff  Bewo! Data
Top 10 AAPI-Owned Brands

Ranked as the 5th g
AAPI-Owned Brand in 2021 & 2022

o)

@ Named as 1of 9 Drinks Innovatars in 2023
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Sold over 3,000,000 cans

Based on Nielsen, Makku is the 6th Fastest Growing*
Independent Craft Beer Brand in NY
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2023 Retail Chain Placements
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Case Study: Our success in
Whole Foods shows Makku’s
mainstream viability

Winole foods xpans on zcoss 18 staies for
Aine programming

Landed 224 total stores,

All exiztieg SKUS up avar 300% net
sales YOY L12V/

Seeured second nativnal programing for
Jan 24 (Lunar Ney




EXPANSION  “emen @ alPwee GRS
2024 Focus: (Q1-2)

Retail Chain soor  mmd D g
Expansion o

Initial chain store sales
prov/des syrdicated data

Tor Mekku Lo expand in i FUTURE . \
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selection.

A creamy, smooth liquid, with a subtle sweetness
and light fizz. Light, refreshing and delicious!

A Korean cultural icon, with over 2,000
years of history

A Heritage
Product with
Unique
Positioning
and Appeal

Pairs well with Asian cuisine, Asien flavors,
rize dishes and spicy dishes

A stapla for inclusive Asian Celebrations
fle., Lunar New Year, AAP! Heritage Month,
Mid Autumn Festival)
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LEANING INTO K-CULTURE
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Our earliest
adopters choose
Makku for its
unique, delicious
taste, and our
deep Korean
heritage

“» Asian Americans




# K-CultureLovers

3, Sweet Drink Lovers

() Explorers

Our flavors
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ORIGINAL il BLUEBERRY
MAKK. §
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We are raising funds to support brand expansion
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PRODUCT MARKETING SALES
News Flevor Dicltal Markezing Sales “eam Zxparsion
Yariely Packs e Mareting Retail Gain Supgort
Influzncer Marksting Distributor SUppart
Srand Parznerships Brard Ambassador Program

Sponsorstips

Who Can

Invest? Anyone* in the world is able
to invest with just $100 USD.

via Amarcan Lrowdfunding: uetec, Albarta, ana Ontaric,
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