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WE LIVE IN AN INNOVATION ECONOMY.



THE SHORT STORY.
Based in Las Vegas, Bugsy Brewing was formed in 2012 with the purpose of creating cutting edge alcoholic beverages.

The production facility that we contract with is in Monroe, WI and has been in business since 1845. 

LYTT was developed over a 4 year period and released in July of 2016. A constant work in progress, the brand was 

reformulated in October of 2018. 

 

Bugsy Brewing's founder, Michel Myara, has been in the beverage business since 2005. Having developed several 

beverage brands, Michel is very familiar with brand building. Michel oversees all aspects of the company including 

product development, drafting complex formulas for approval, compliance, production management, legal, 

accounting, web & social media, sales and marketing! 

 



Flavored Malt Beverages (FMBs) are popular with millennials 

looking for an alternative to beer. 

16 of the top 20 SKUs are single-serve, and of those, 12 are 8% 

ABV or higher. 

While Beer as a category is declining, the FMB segment is 

posting a 4.5% increase (52 weeks ending 5/20/2018 - IRI). 

LYTT is poised to capture market share in the $2.3 billion 

segment with America’s strongest and only herbal 

infused Flavored Malt Beverage. 

GROWTH OPPORTUNITY.



Sales of top 10 

brands in the US 

for the 52 

weeks ending 

March 25 2018, 

in Million USD.

TOP BRANDS.

Contract 

Produced.



REVERSE OSMOSIS ALCOHOL. 
Concentrated malt liquor passes through a state of the art,

reverse osmosis filtration system to resulting in a clean, 

crisp, neutral malt base ready for flavoring.

10% TO 15% ALCOHOL BY VOLUME
Varied ABV flavors meet the legal limit of different 

states, offering consumers the biggest bang for their 

buck wherever they may be.

GUARANA INFUSED.
Brewed with an exotic botanical extract.





CHERRY 

LIME.

Sweet cherries 

meet sour limes 

 in this relevant, 

trending and 

original flavor.

PEACH 

TEA.

We kept it all 

natural with real 

black tea leaves, 

natural peach tea 

flavor and no 

artificial colors. 

FRUIT 

PUNCH.

Our take on 

this classic 

flavor is 

sweet and 

tropical. 



WHY GUARANA?
A plant native to the Amazon basin and especially common in Brazil. Its flavor can be described as “apple-ish” with 

hints of berry. 

Proven to improve the bitterness and astringency properties of a brewed malt beverage. The result is a malt beverage 

having improved organoleptic properties, including aroma strength, astringency, bitterness, fruity character and 

estery character. The tannins in the Guarana add 'dryness' that covers up any remaining notes from the malt. 

Using a proprietary blending process, the extract's unique properties and natural stimulants consisting of caffeine, 

theobromine and theophylline are absorbed into the beverage. 



PREMIUM PACKAGING & PACKING.
White base coated cans stand out better on the shelf. LYTT was the first 

product in its segment to use this packaging feature. 

Closed cardboard boxes protect from handling and storage damage better 

than the industry standard shrink wrapped trays.

"If you're not seen, you don't exist." 

- Ian McLean, McLean Design (Monster Energy)



SOCIAL MEDIA. 



We utilize social media to get to 

know and engage our consumer as 

well as to reach our target 

demographic through highly 

targeted Instagram ads. 

SOCIAL MEDIA.

#LYTTLIFE

Women 

40%

Men 

60%

Social Media Follower 

Breakdown



Case Cost to Distributors: 

Unit Cost to Distributors: 

Case Price to Retailer: 

Distributor Profit Margin: 

Unit Price to Retailer: 

Price to Consumer: 

Retailer Profit/Unit: 

Retailer Profit/Case: 

Retailer Profit Margin: 

$17.65 

$1.47 

$24.50 

%27.96 

$2.04 

$2.99 

$0.95 

$11.38 

%31.72

LYTT RYMHES WITH PROFIT.



POS & PROMOTION. Pole Signs - 5' Tall, Die Cut with Grommets. 



POS & PROMOTION. Suction Racks - 5 x 24oz Cans.



POS & PROMOTION. Logo Banners - 4' x 2'.



POS & PROMOTION. 
Hats, Nike Golf Shirts & Artwork Library. 



POS & PROMOTION. In Store Demos.



POS & PROMOTION. Keychain Lanyards, Sunglasses & More.



STRATEGY. 
To encourage target consumers to embrace the brand through social media, brand ambassador and influencer 

marketing. The objective is for the consumer to associate our coined spelling of a highly popular expression with fun 

and exciting experiences. #LYTTLIFE



THE FUTURE.
Lessons learned based on conclusions drawn from 2 years spent in the trade and talking to hundreds of store 

managers and consumers:  

Cleaner, more obvious packaging. 

Doubling down on innovation by upgrading from a less commercial to a more herbal Guarana, while reducing 

the cost through direct import of the raw material.

 Cutting the sugar content in half.

Increasing the ABV from the current segment high of 14% to 15%. 

A powerful slogan that illustrates the experience of drinking LYTT...



6 Strategic Flavors. 3 ABVs: 15% / 13.9% / 10%

POISED FOR NATIONAL DOMINANCE.



BRAND EQUITY.
Our biggest asset is the LYTT brand, a popular term that has been coined, stylized, trademarked and marketed to 

resonate with consumers beyond the Flavored Malt Beverage category.  

Possible brand extensions include: 

50 mL ('nips' or 'airplane bottles'). By being malt based, we'll be making this package, usually reserved for liquor

based products, available to both beer and liquor retailers across America.

Current distributors include: Hensley Beverage Company (Budweiser - Arizona), Heidelberg Distributing 

(Budweiser/Corona - Ohio), J&L Ventures (MillerCoors - Georgia), Gulf Distributing Holdings (MillerCoors - Alabama) 

and many more established distributors! 



Increasing inventory levels to support a national expansion. 

Growing an already effective sales approach using our cloud based CRM that has been set up with detailed profiles 

of over 5900 US and international beer & liquor distributors. 

Hiring regional market managers.

Hiring a full time marketing & social media manager. LYTT is a lifestyle brand with Instagram playing a pivotal role in 

consumer loyalty.

USE OF FUNDS.



To build up the LYTT brand as an attractive acquisition target. Possible acquirers include contract manufacturers (Steel 

Reserve/Sparks was acquired by MillerCoors, their contract manufacturer), Pabst, Constellation Brands, AB (slumped sales of their

flagship Lime-A-Rita brand - down 16% in 2017, failed Mixxtail, Splash and recently Natty Rush, a brand designed to compete with 

MillerCoors’ Steel Reserve), other competitors, Beam Global, etc. 

Unexpected Acquirers: LYTT's unique innovative nature can attract acquirers from other categories. 

Saint Archer: Approx $35 M - MillerCoors

Skinny Girl Cocktails: Approx $100 M - Beam Global 

Steel Reserve Malt Liquor / Sparks Flavored Malt Beverages: Approx $220 M - MillerCoors

Lagunitas: Approx $500 M for 50% - Heineken

Ballast Point: Approx $1 B - Constellation Brands

ACQUISITIONS.

EXIT STRATEGY.


