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This Private Placement Memorandum contains forward-looking statements that involve 
risks and uncertainties. Forward-looking statements provide current expectations of future 
events based on certain assumptions and do not include any statement that does not directly 
relate to any historical or current fact. Forward-looking statements can also be identified by 
words such as “future,” “anticipates,” “believes,” “estimates,” “expects,” “intends,” “will,” 
“would,” “could,” “can,” “may,” “plans” and similar terms. Forward-looking statements are 
not guarantees of future performance and the Company’s actual results may differ 
significantly from the results discussed in the forward-looking statements. All information 
presented herein is based on the Company’s actual performance, and the fiscal calendar 
reflects the start date of April 1, 2016. Unless otherwise stated, references to particular 
years, quarters, months or periods refer to the Company’s fiscal year, and the associated 
quarters, months and periods of those fiscal years. Each of the terms the “Company” and 
“Dented Brick” as used herein refers collectively to Salt Lake City Distillery LLC dba Dented 
Brick Distillery. 
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January 1, 2020 
 

SALT LAKE CITY DISTILLERY, LLC 
(a Utah Limited Liability Company) 

 
CONFIDENTIAL PRIVATE PLACEMENT MEMORANDUM 

 
$3,000,000 

LIMITED LIABILITY COMPANY CAPITAL UNITS 
 
 
2,206 Capital Units (the “Units”), are being offered by Salt Lake City Distillery, LLC, a Utah limited liability 
company (the “Company”).  Units in the aggregate amount of $3,000,000 are offered at $1,360 per Unit. 
The funds will be used for ongoing operations and any other business purpose. 
 
These securities have not been registered with the United States Securities and Exchange 
Commission or any state securities agency, and are being offered in reliance on exemptions from 
registration provided in Sections 3(b), 4(2) OR 4(6) of the Securities Act of 1933, as amended, or 
Regulation D promulgated thereunder and certain exemptions from the registration requirements 
of applicable state laws. 
 
In making an investment decision, investors must rely on their own examination of the person or 
entity creating the securities and the terms of the offering, including the merits and risks involved.  
These securities have not been recommended by any federal or state securities commission or 
regulatory authority.  Furthermore, the foregoing authorities have not confirmed the accuracy or 
determined the adequacy of this document.  Any representation to the contrary is a criminal 
offense. 
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EXECUTIVE SUMMARY 

COMPANY DESCRIPTION 
Salt Lake City Distillery LLC dba Dented Brick Distillery, (DBD)owns its own distillery located at 

3100 South Washington Street in South Salt Lake, Utah. Its facility is new, with new sewer, water, and 
utility lines as well as new distilling equipment. DBD’s stills were custom manufactured by Vendome 
Copper and Brass, a Louisville based company that has been welding and fabricating copper stills for the 
bourbon industry in Kentucky and Tennessee since the early 1900’s. DBD’s new custom crafted stainless-
steel fermentation and mash tanks were manufactured in Washington state by Spokane Industries, who 
for nearly 40 years have been building dimple cooling jacketed and insulated stainless steel tanks. These 
tanks were built to DBD’s specification and provide jacketed heating and cooling for precise temperature 
control of the mash during fermentation.  

DBD’s distillery is considered a state-of-the-art craft distillery, where craft is defined as distilled 
spirits produced in the U.S. by licensed producers that have not removed more than 100,000 proof 
gallons (or approximately 394,317 9L cases) from bond, and are not openly controlled by a large 
supplier. Production capacity of the facility is approximately 29,000 cases annually, with a planned 
capacity scalable to 78,000 cases, far under the craft threshold. DBD is considered a medium-sized craft 
distillery with less than 52,000 9L cases produced annually.  

DBD began distilling operations in April 2016, after construction of its new 17,000 square foot 
distillery was completed. The distillery currently produces barrel aged whiskey, aged rum, white rum, 
flavored rum, gin, and vodka. We will release bottled in bond (not removed from the bonded premises 
during manufacture, hence made in house), 100% rye straight whiskey (aged two years) in summer 
2020, with releases of aged whiskeys every few months going forward.  

DBD is entering the market when consumer demand and interest are beginning to grow 
exponentially for craft spirits, allowing it to establish its brand and reputation early in the craft industry’s 
life cycle. Sales are expected to continue to grow exponentially as we have established multi-state 
wholesale distribution agreements and retail contracts with Total Wine and Walmart.  

The location of DBD in Salt Lake City allows the distillery to draw upon the high volume of 
travelers that come to town for tourism and conventions. Salt Lake City receives 20.2 million visitors each 
year, more than 10 times the population of the Wasatch front, and more than most towns of its size. In 
addition, outside of Utah, the novelty of Salt Lake as a base for a distillery attracts new consumers 
nationally. 

The past two decades have seen a buildup in both the micro-brewing industry and the boutique 
wine industry. Now micro-distilling is emerging as the hottest market for consumers to explore and delve 
into as they did with beer and wine over the past two decades. DBD intends to capitalize on this trend 
and believes it is well positioned with its existing product line and pipeline of new products.  
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THE BACK STORY 
DBD began distilling operations April 1, 2016 in Salt Lake City, Utah.  Its newly constructed state-

of-the-art 17,000 square foot facility has capacity to produce up to 78,000 cases. Its on-site artesian well, 
custom Vendome copper stills, custom mash and fermentation tanks, oak barrels sourced from wineries 
in Idaho and capacity set us apart from other craft distilleries. We produce barrel-aged whiskey, barrel-
aged rum, gin, and vodka. 

The concept of Dented Brick Distillery began in 2011, when a group of Salt Lake City 
entrepreneurs gathered in CEO Marc Christensen’s former office at OTW Safety, LLC (OTW) for craft 
cocktail hour. Marc founded OTW safety in 1995, a safety barricade company.  After the hard work and 
dedication Marc put into OTW, he was now interested in pursuing other ventures that were in line with 
his values and passions.  At cocktail hour, Marc started brainstorming with the SLC entrepreneurs. What 
had their passions been as children? As young adults? What were their passions now?  What could they 
do to influence their community in a positive way? How could they celebrate the great state Utah? What 
was the next venture? The next start -up? 

Marc’s entrepreneurial spirit and passions were cultivated in Boise, Idaho.  Growing up among 
Snake River winemakers, delivering them agricultural equipment at the age of 14, Marc learned the value 
of hard work, the art of winemaking, and the importance of community.  His family was passionate about 
the outdoors. Summer vacations with his family were spent hunting, fishing and backpacking around the 
Northwest.  Winter vacations were spent skiing in the Sawtooth mountains.  Marc attended University of 
Utah, got a business degree, and planned to return to Idaho to work in the wine industry near his family 
and enjoy the great outdoors. 

Marc’s first job in pursuit of his Idaho passions was marketing at Park City Ski Area in the early 
1990’s.  With the race department he marketed “The Americas Opening World Cup Ski Race.” After his 
first event, complaints from sponsors, attendees, and racers came in ……’not enough brand promotions’, 
‘couldn’t find race’, and ‘safety: crowd too close to racers’.  A natural problem solver and entrepreneur, 
Marc designs and patents a billboard barricade. It safely guided crowds to the venue, gave sponsors a 
place to advertise, and safely kept racers and crowds separated. Today, these original design barricades 
are still used in Park City.  OTW is today a successful multimillion-dollar business with over 20 patents, 
providing barricades to major airports, government transportation agencies, and crowd-controlled 
events. 

After the success with OTW and almost 50, Marc wanted to get back to his Idaho roots and explore 
the wine industry. The brainstorming conversation with fellow entrepreneurs turned Marc’s interest 
from wine to distilled spirits. Further conversations with owners and distillers at Idaho wineries, High 
West Distillery, and Kentucky Bourbon Trail Distilleries encouraged him to follow his winemaking 
passion into distilling spirits. Distilleries are much more lucrative than wineries.  The OTW group 
supported his passions and pursuits; OTW agreed to act as a guarantor of the construction loan related to 
the distillery and five of the equity owners in OTW invested in the angel round of DBD. Marc set up an 
LLC and began fund raising for his new passion, distilled spirits. 

Marc outsourced production to an existing distilled spirit plant to distill its first spirit, Mormon 
Tea Vodka.  It was vodka infused with the Native Utah shrub Ephedra Viridis, a blend known as Mormon 
Tea. He wanted to make a Vodka honoring Utah’s pioneer history using a medicinal native Utah plant.  At 
OTW, Marc had vast experience with US patents, FAA airport approvals, and GSA government contracts. It 
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seemed natural that Marc would get FDA approval for his Mormon Tea.  Unfortunately, the formula was 
conditionally denied by the FDA because it required an expensive clinical trial. Marc decided that 
outsourced production and a clinical trial was not worth the cost.  He needed a production site with 
conventional spirits.  
 With the end of the Mormon Tea Vodka project, Marc went back to investors and revised the 
venture plan. The plan was to design a state-of-the-art plant. Before the roof raising could start, DBD 
needed to find a property. Due to federal law, the site could not be within 500 feet of a church or school.  
The liquor laws have changed a lot in Utah over the last 20 years, but the zoning laws have not. There are 
very few properties with zoning for a distilled spirits plant and even fewer properties more than 500 feet 
from a church or school in Utah.  
 In 2014, Marc found the property.  It was a tiny old brick home owned by three generations of 
artesian well drillers. The patriarch was a water witch dowser using a forked cherry stick to locate water. 
The sons would drill deep artesian wells into the aquifer in the Salt Lake Valley found by their father, 
including an artesian well in their own backyard. That artesian well is the source of the water used today 
at Dented Brick Distillery. 

The artesian well and its location made this property extremely special. A group of investors spent 
a Saturday mowing and weeding before the demolition and building began.  Most of the investors hadn’t 
been to the property and were excited to explore the old brick home. As they explored the property, they 
saw the bricks on the front of the house were dented.  The home was scattered with bullet holes. 
Research showed that one of the well drillers had a shootout and was killed on the front porch of the 
brick home. The well and artesian well drillers were becoming very important to DBD’s history and to the 
venture. The dented bricks were saved and used in building design, inspiring the name, Dented Brick 
Distillery.  

In 2020, Utah’s Dented Brick Distillery is projecting profitability with its award-winning spirits, a 
state-of-the–art-distillery, and a successful product line consisting of vodka, gin, rum and whiskey. Its 
unique spirits are made with water from the Great Salt Lake aquifer sourced from the Wasatch Mountains 
which sets it apart from other distilleries. Its branding incorporates Utah’s rich history of distilled spirits. 
The initial investors’ vision of a craft distillery with values and passion that align with their Utah lifestyles 
is in full production.   
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PRODUCT LINE 

ROOFRAISER VODKA 
In 2014 DBD applied for licensing and ordered its Vendome stills to make the best products 

possible. Construction of the distillery was completed in January of 2016; the new 17,000 square foot, 
state-of-the-art building was designed to accommodate gigantic column stills.  When the stills arrived, 
they came fully assembled at 28 feet tall. They were too tall to fit, as the roof of the state-of-the-art 
building was too low. There was no other possible solution than to “Raise the Roof!” The team cut holes in 
the new roof and added sky lights to fit the stills. Not only did it solve the problem, it inspired the name of 
DBD’s first product, Roofraiser Vodka. 

Among the many awards and ratings BDB has won, the most prestigious awards for Roofrasier 
Vodka are a 92 point rating from The Tasting Panel Magazine, USA Today 10 Best Vodkas, and Silver 
Medals from the Wine and Spirits Wholesalers Association (WSWA), the PROOF Awards, and 
Tastings.com.  
  

HUGH MOON WHITE WHISKEY 
DBD’s intent has always been to produce whiskey. In fact, DBD’s Vendome Stills are designed with 

Bourbon in mind.  In early product development, Marc discovered the rich history of whiskey in Utah. 
Utah’s distilling history is as rich as that of Kentucky and Tennessee. There are tales of Mark Twain 
drinking Utah whiskey called “Valley Tan”.  He claimed it was made “of fire and brimstone.”  

Salt Lake City had its own Bourbon Street.  As on every other Bourbon Street in America, there 
were many characters making and selling whiskey in Salt Lake City in the late 1800s. One character stood 
out, Hugh Moon. Hugh Moon was an Englishman, a distiller and a Mormon.  In 1850 Brigham Young and 
Heber Kimball completed the first overseas LDS mission to Liverpool, England from Nauvoo, Illinois.  
Hugh’s family was the first family to covert to Mormonism in England. The entire Moon family 
immigrated to America and started a distillery. 

With support from Hugh’s Family, DBD proudly named its first whiskey after Hugh Moon. It plans 
on honoring more historic Utah characters with whiskey labels. DBD intends to continue to utilize the 
rich heritage of Utah in its branding and marketing.  

Hugh Moon medals include a Double Gold Medal from the WSWA and a Gold Medal from the San 
Francisco World Spirits Competition.  

 

ANTELOPE ISLAND RUM & ANTELOPE ISLAND RED 
  DBD’s artesian well taps the Great Salt Lake aquifer. The artesian well on its property elevates its 
premium spirits above other craft distilleries, as its products have better water quality which makes 
better spirits.  DBD’s Antelope Island Rum is an original recipe made from organic cane sugar, molasses 
and DBD’s artesian well water. The companies rums commemorate and support the historic Antelope 
Island in the Great Salt Lake.  
 Antelope Island is a Utah State Park in the southern part of the Great Salt Lake.  It has a rich 
history with the Ute Native American tribes and the Mormon pioneers. Native American camps and 
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prehistoric artifacts show that the island was occupied by the Ute Tribe and prehistoric people 5000- 
6000 years ago.  In the mid 1800s, the Mormon pioneers Kit Carson and John C. Fremont were taken to 
the island by the Ute tribe. They named it Antelope Island after hunting the herds of grazing pronghorn 
antelope. Today the Antelope Island state park is a 28,240-acre wildlife refuge for Pronghorn Antelope, 
Bison, Bighorn Sheep, Mule Deer, and over 250 species of birds. DBD contributes proceeds of Antelope 
Island Rums to ‘Friends of Great Salt Lake’ and their efforts to preserve and protect the Great Salt Lake 
eco system. DBD believed in the importance of giving back and supporting its community. 
 Rum awards and ratings include a 92 points review for Antelope Island Red Rum from The Tasting 
Panel Magazine. Antelope Island Rum has also been awarded a 92 point rating and has won two Gold 
Medals from the WSWA and the Miami Rum Renaissance Festival.  
 

GREAT BASIN BRISTLECONE GIN 
 Great Basin Bristlecone Gin is made with traditional botanicals and tips of Bristlecone pine 
needles. In DBD’s formula you can taste the junipers of Europe and the spirit of the Great Basin. The Great 
Basin Bristlecone pine needles create a great gin taste that is unique, as the Great Basin Bristlecone pine 
is unique to the Southwest. 
  DBD’s gin honors the Great Basin. Stretching from the Sierra Nevada Mountains in California to the 
Wasatch Mountains in Utah, the Great Basin is a dry and mountainous region with hundreds of beautiful 
state and national parks.  
 Great Basin Bristlecone Gin was recently given an unheard of 94 rating from the Tasting Panel 
Magazine. SIP awarded this gin a Double Gold Medal, and PROOF Awards offered a Gold Medal.  

PREMIUM CRAFT VODKA, RUM & GIN  
When DBD launched its Premium Craft brand, it made efforts to market this brand in creative 

ways. The focus was on marketing its artesian well in a well spirit (a value brand) that could be used in 
the well at a bar. (The “well” being the location of spirit a bar sells when a patron does not call for a 
specific brand in their drink order.) As well as offering a low-cost premium craft spirit that a ski bum, 
mountain biker, or hiker could enjoy and afford.   

With the help of locals and Youngs Market, DBD’s distributor, DBD’s Premium Craft brand is now 
sold at the well in most local bars and restaurants in the Salt Lake Valley and Park City.  The marketing of 
the well line of spirits has been DBD’s most successful marketing campaign to date with sales increasing 
exponentially. 
 Although these brands are made in high volume for sale at a low price point, DBD has still been 
able to win Silver Medals and 87 ratings.  

JAN’S BRAND 
 DBD, in collaboration with Australian golf legend Jan Stephenson, created a brand of premium 
rums – Mango, Passion Fruit, and Pineapple - using real juice to make real craft spirits. In addition, DBD 
added a “Jan’s” label to the premium craft line of vodka, gin, and rum.  
  LPGA Hall of Fame Member, Jan Stephenson, inspired a generation of female golfers by helping 
bring the game into the mainstream in 1970’s.  After three major championship wins and 16 LPGA tour 
events, she is sharing her secret recipe for winding down and enjoying the beautiful sunsets of her 
Australian home with this premium flavored rum - a taste of the outback.  
 These flavorful brands have won multiple Gold Medals and a 94 rating for the Jan’s Pineapple 
Flavored Rum from Tastings.com.  
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SALES 

STRATEGIC POSITION 
DBD plans to achieve a sustainable competitive advantage by preserving what is distinctive about 

the company- performing similar activities as other distilleries, but in different ways.  The different ways 
are its use of on-site artesian well water, a state-of-the-art plant with new distilling equipment, unique 
historic and location-based branding, and material sourcing with a sense of corporate social 
responsibility and community involvement.  

 

DISTRIBUTION CHANNEL 
        The federal three tier liquor laws require DBD to hire distributors to sell DBD spirits nationally. 
Legally, only distributors (wholesalers) can sell to off-premise accounts (liquor stores) and on-premise 
accounts (bars and restaurants). DBD’s distribution geography has dramatically increased in the last 
year. It now has distribution contracts in twelve states with five distribution companies:  
 

• Youngs Market Company - UT, ID, OR, WY, MT, AK, and WA  
• RNDC – CO  
• Phenix Wine and Spirits - CA 
• Superior Wine and Spirits - FL  
• LidDib - NY, CA, CO, WI 

 
These new distribution relationships bring a multi-state brand presence to DBD’s marketing effort.   
 

GOVERNMENT CONTRACTS RELATED TO SPIRITS 
 As part of its effort to earn the business of the Army Air Force Exchange Services (AAFES) the 
team arranged for a tasting event at Hill Air Force Base. Not only did the tasting feature DBD rums, but 
the AAFES buyer in charge of craft spirits for the Army & Air Force Exchange Services (AAFES) attended 
the event. DBD is now in direct contact with the AAFES spirits buyer. AAFES sales reached $290 million at 
the end of fiscal 2014. This continues to be a target market for DBD, and the team will continue to pursue 
this market with the assistance of its Veteran and Active Military Members.  
 

COMPETITION 
 DBD initially faces relatively limited competition in this niche industry. The competition will 
continue to increase each year as new craft distilleries enter the market. Even with this growth, there is 
still a lot of room for expansion. Most of the new entrants are considered small craft distilleries and will 
garner the lions’ share of their revenue from their local markets and from direct sales from the distillery. 
Medium and large craft distilleries are projected to garner up to 55% of their revenues from their home 
state and from their retail store fronts; however, an additional 45% will come from multi-state 
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distribution and sales.  
 At present, the competition in the craft spirits market is with national spirits brands that 
consumers can purchase at most liquor stores. DBD is competing with established brands like Jack 
Daniels, Jim Beam, and Grey Goose, but also with brands like Makers Mark, Gentlemen Jack, Pendleton 
Whiskey and other high-end spirits that are considered craft by the consumer. These brands currently 
control 96% of the spirits market. However, true craft competitors will likely continue to work together 
to garner additional market share from these large national brands. The basis of comparison that 
consumers use to evaluate craft spirits are the value and quality of truly craft products versus their 
national brand counterparts. DBD intends to provide a value proposition in its products that exceeds 
these national competitors in both product quality and tasting experience. 
 Small and medium sized craft spirits must a be better tasting experience and a better value than 
the large national brands. Craft brands have been working together through state guilds, associations, 
and food and beverage events to educate the public on the processes and recipes for distilled spirits.  
Giving consumers the opportunities to taste something unique and authentic. This has driven market 
share gains as the craft brands continue to make inroads cannibalizing mega brands sales.  
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MARKETING 

TARGET MARKET 
 

40% of the 21+ millennial population is now a craft drinker (source: Nielsen – Harris on Demand). 
That’s been going up about one to two percentage points a year. Craft drinkers are 31.5% female and 
68.5% male in 2019 (source: Nielsen Harris on Demand). In 2015, the same Harris Poll found “several 
times a year” craft drinkers were 29.1% female and 70.9% male. That’s 2% points in shift toward 
females, in a three-year period where total craft went up approximately 5% points in the country.  

 
 

Percentage of Craft Drinkers (Several Times A Year or More Often) Among 21+ Population 
 

 
In the 2017 Harris poll data, non-Hispanic whites were 85.5% of craft drinkers, with 13.7% 

coming from other races/ethnicities.  
The key US millennial market for spirits is consciously shunning mass market products in favor of 

local labels. According to Nielsen, millennial consumers (people who reached young adulthood in the 
year 2000) are a key demographic for the alcohol beverage market. Millennials 21-34 represent about 
one-fourth of adults 21 and over, but they account for 32% of spirit consumption. Nielsen’s recent 
Beverage Alcohol Media Report revealed that a large percentage of millennials say they will not give up 
quality or taste and will not spend their money on mass-market alcoholic beverages.  

 

MARKET SIZE and GROWTH FORECAST 
• DBD growth forecasts total case sales 31,000 by 2021, a 63% increase over 2020 
• The market size for craft spirits in 2017 was 7.2M cases 
• If craft spirits grow at the same rate historically as the craft beer market, by 2021 case sales for 

craft spirits will be 31.3M cases 
• With a constant case annual growth rate (CAGR) of the previous 5 years of 7.8% market share 

will reach 17.7M cases 
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MARKETING STRATEGY 
DBD’s marketing strategy builds on qualities associated with craft including: 
 

• Distinctive and unique 
• Small batch 
• Locally produced 
• Limited quantity 
• Use of local, organic ingredients 
• Regionally distributed  

 
DBD’s branding strategy is: 

• based on authentic and true stories of the great basin or 
• on interesting geographic locations in the great basin and 
• utilizes a distinct color palette that can easily be recognized as a DBD brand 

 
1 Data provided by the Craft Spirits Data Project © (CSDP). The CSDP provides a firm foundation for financial 
institutions to determine risk when loaning monies to DSPs. ACSA plans to update this report with 2019 
data on March 31, 2020. 
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DBD is committed to providing the highest quality distinctive and unique spirits, like its Great 

Basin Bristlecone Gin and Cabernet Barrel Rested Rum. All DBD products are small batch and produced in 
its own facility with local organic grain and malted barley from the Utah-Idaho border.  

   

MARKETING PLAN 
 The focus of DBD’s marketing plan for 2020 is point of purchase brand activation. With a focus on 
the trade, i.e., bars, restaurants, and other points of on-premise consumption, DBD is targeting the 
consumer directly. In order to leverage distribution sales personnel and in turn increase the size of its 
sales force, DBD offers incentive programs to our distributors ranging from case sale bonuses and new 
account bonuses to menu placement incentives. DBD also offers incentives to the end customer accounts 
in the form of branded items: coasters, bar mats, signs and chalk boards. For off premise accounts, DBD 
offers quantity discounts, display cases, and shelf talkers to create brand activation at the point of sale. 

 

BRAND AMBASSADOR MARKETING 
 LPGA Golf Professional and Hall of Fame Member, Jan Stephenson, a DBD partner, is willing to 
provide in store appearances and golf clinics to create brand awareness. She is negotiating with the LPGA 
to become the official spirits of the Legends Tour, the Senior Tour of the LPGA.    

 

TOURS AND TASTINGS 
 DBD hopes to make the distillery a tourist destination by offering tours and tastings through such 
social media platforms such as Yelp, Google Business, Groupon, and others. The distillery tour campaign 
is part of DBD’s consumer pull strategy designed to bring prospects into the distillery, who will then 
create demand at bars, restaurants and liquor stores. 

 

  

POINT OF SALE BRAND ACTIVATION and VALUE-ADDED INCENTIVES 
Legally only distributors (wholesalers) can work with off-premise accounts (liquor stores) and on-

premise accounts (bars and restaurants). Therefore, DBD intends to consolidate its marketing effort and 
budget on value added incentives and point-of-sale brand activation.  DBD believes point-of-sale brand 
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activation strategies with value-added incentive programs will attract and retain high-value distributors 
working with the bars, restaurants, and liquor stores.      

Distributors can offer new accounts a welcome kit containing table tents, coasters, and recipes.  
They can then build on this relationship by offering tackers, posters, antelope heads, branded activewear, 
and other branded items.  Focusing our point-of-sale branding on the on-premise market will in turn 
build demand in the off-premise market.   

 

INTERNET and SOCIAL MEDIA 
DBD will continue to rely heavily on internet and wireless social media strategies. Posts designed 

to create brand awareness, including campaigns designed for weekly publication to Facebook, Instagram, 
Twitter, and LinkedIn, will create brand awareness outside of on- and off-premise accounts. These media 
outlets have proven to provide rapid brand awareness to a national audience for relatively low cost.  By 
educating and engaging our consumer, retailer, and distributor, and by engaging with all tiers, DBD 
intends to build a consumer following for its craft brands.  
 

COMMUNITY IMPACT 
DBD is committed to positively impacting its community by continuing to promote its brands 

through its participation in local events and its support of local charitable organizations. In 2019, DBD 
donated spirits to raise funds for The Utah Symphony, The Utah Pride Center, The Human Rights 
Campaign, Friends of Great Salt Lake, The Utah Avalanche Forecast Center, and several other local 
charities.  

 

SUSTAINABILITY and CORPORATE SOCIAL RESPONSIBILITY 
DBD is working on several initiatives to help offset some of the unsustainable practices in the 

distilled spirits industry, such as sourcing glass from a closer domestic producer; a water recycling 
system; solar panels for its rooftop; generating on-site wind power; and using paper bottles. DBD sources 
its barrels from Independent Stave Company (ISC), a company with a sustainability program aimed at 
assuring access to White Oak for future generations.  DBD’s successful and sustainable relationship with 
ISC has proven that DBD can use sustainable practices while being cost effective. DBD intends to partner 
with more companies focused on sustainability to make its brands known as sustainable and socially 
responsible. 
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PRODUCTION 

NEWLY BUILT STATE-OF-THE-ART PLANT 
The new 17,000 square foot building, the on-site artesian well, DBD’s custom Vendome Copper 

stills, custom 1500-gallon jacketed fermentation tanks, and barrels sourced from Idaho wineries set DBD 
apart from other craft distilleries. DBD is state-of-the-art distillery with new equipment and capacity to 
produce over 78,000 cases. 

DBD is handcrafting spirits using 1500-gallon fermentation tanks. By comparison, Bacardi uses 
50,000-gallon fermentation tanks.  DBD believes is can more closely monitor and control the quality of its 
spirits by producing small batches from grain to glass.  

 

MATERIAL SOURCING 
Most ingredients, such as the grain, sugar, and water used in the production of its spirits can be 

obtained locally. DBD’s source for organic wheat, rye, barley, and barley malt is a farm just across the 
Utah border in Idaho, which has allowed for a reduction in the cost of DBD’s grain bill. In 2020, DBD plans 
to finish installing its own milling equipment and begin milling grain on site, which will further reduce 
raw material costs. For its rum, as opposed to a massed produced brand like Bacardi, DBD sources its 
molasses and cane sugar from Lula Sugar Farm in Louisiana. Meanwhile, Bacardi scouts are sent around 
the world to places like Fiji, Hawaii, and Brazil to find inexpensive molasses. DBD sources water from its 
own on-site natural artesian well.  Large national brands typically use water from the municipal system 
in its process. Local grains and U.S. sourced molasses and sugar, combined with its artesian well water 
create a special taste in its product, unique to DBD. 

As DBD’s volume grows, it will continue to see decreases in COGS as a result of economies of scale. 
For example, DBD is now able to buy glass in a quantity which allows it to buy its glass at less than ½ 
what it was paying its previous supplier.  

 

LONG TERM FACILITY EXPANSION AND ADDITION 
 Long term plans for the current facility include acquisition of the adjoining properties to increase 
the storage space of the facility which will allow for storing more raw materials and store more barrels. 
This expansion could potentially include addition of an on-premise bar that could sell DBD branded 
cocktails and food to patrons.     
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           THE PEOPLE 

MANAGEMENT 
 
Marc Christensen 

 
Managing Member & CEO 

Marc is a proven entrepreneur and regulated markets wholesale distribution specialist. As the 
Founder and CEO of Dented Brick Distillery, he managed the venture from concept to fully operational 
production facility. He secured the initial capitalization and closing of an SBA construction loan and 
managed the design build contract to completion and occupancy. Marc also managed the federal TTB 
permitting of the facility and COLA label applications, as well as the state licensing and product approval 
applications for every state. Finally, Marc attracted and secured qualified distributors and built a national 
wholesale distribution network, bringing multiple brands to market in multiple states after only 
36 months operation. 

Prior to DBD, Marc founded OTW Safety and ran it for 28 years as CEO. He grew the venture from 
concept to a multi-million-dollar national manufacturing and distribution company. Marc secured the 
initial capitalization and ongoing private equity funding. He managed federal FHWA crash testing and 
product approvals, as well as secured state level product approvals. He also attracted qualified 
distributors and built a national wholesale distribution network, bringing multiple proprietary products 
to market in multiple states. He designed OTW Safety’s proprietary product line with 18 Letters of Patent 
issued on designs sold by the company. Marc also worked with FHWA to develop a new LCD highway 
safety device. Marc is no longer involved in the day to day operation of OTW Safety, but does hold a 
position as the Chairman of the Board of Directors.  

 
Jan Stephenson 

 
Celebrity, Member, and Brand Promotions Manager  
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Jan Stephenson is an Australian professional golfer. She became a member of the LPGA Tour in 
1974 and won three major championships and 16 LPGA Tour events. She was inducted into the World 
Golf Hall of Fame in 2019. Stephenson was awarded the Order of Australia Medal in March 2019. The 
OAM is an order of chivalry established on 14 February 1975 by Elizabeth II, Queen of Australia, to 
recognize Australian citizens and other persons for achievement or meritorious service.  

Jan joined the DBD Team as an owner in 2019. She was running a winery and had created a 
successful wine label. She wanted to add a spirit brand to her portfolio, and met Marc through a mutual 
acquaintance. Jan was so impressed with the DBD team and facility, that rather than contract with DBD to 
create a Private label, she decided to invest in the distillery as an owner. Today Jan is actively promoting 
DBD brands in Florida and in golf verticals across the country. 

   
Steve Stanko 

 
Member and Chief Operating Officer 

Steve is a Senior Business Development and Operations Strategist with over 35 years’ experience 
in senior program management and systems engineering for large and complex sustainment and 
modernization programs for both the Department of Defense and the Department of Energy. Additionally, 
he has more than 10 years of experience with nuclear weapon systems, including 7 years of experience in 
Intercontinental Ballistic Missile (ICBM) Fuze and Guidance Systems programmatic and technical 
management. He is a former Navy Commander with over 20 years of active duty experience.  

Steve provides guidance and formal operation, process, and maintenance documents to assist the 
team in the day-to-day operations of the business in accordance with the strategic plan, operating, and 
capital budgets. Steve assists the CEO and the CFO to develop and implement the corporate operating 
policies and procedures for DBD  

SALES 
Kevin Collins 

  
National Sales Manager 

Kevin is a highly motivated, results-oriented sales professional with a history of solid leadership 
and performance in the wine, food and hospitality industries.  Kevin coordinates the effort of distribution 
in developing accounts, expanding sales and maintaining quality customer service. Kevin most recently 
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managed sales for American Freedom Distillery. While there Kevin was able to help obtain sales in off 
premise chain accounts that included ABC, Publix, and Winn Dixie. As National Sales Manager for Kozuba 
& Sons Distillery, Kevin signed on distributors in 6 states and was negotiating distribution in California, 
Tennessee, Georgia, Illinois, Arkansas, and Louisiana. He was able to land accounts with Winn Dixie, and 
increased sales through ABC stores by 400%.  Other brands Kevin has represented Nationally include J. 
Lohr Winery, Mosaic Vineyards, Ca’ Momi Winery, and Wemyss Wine and Spirits. According to Kevin, 
DBD is his most promising venture in recent memory.  

 
Joseph Torres  

 
Western Sales Manager 
 Although new to DBD, Joseph has been in the alcoholic beverage industry as a sales professional 
for 12 years. He has worked his way from an introductory level on premise sales representative with 
Southern Wine and Spirits in New York to a Key Account Manager to the Premium Spirits Specialist in 3 
years. He then moved to the district manager for New York for Southern Wine and Spirits and finally, in 
2013, moved to the position of California State Manager for Chatham Imports. 
 As the California State Manager Joseph managed sales, pricing, programming and inventory for 
Michter’s Whiskey, Crop Vodka, Farmer’s Gin, Faretti Liqueur and Marti Rum. He attended distributor 
meetings and provided well documented reports on POD’s, KPI’s, sales and activation by the distributor 
to the VP of Sales, reporting on a weekly and monthly basis on the (new) accounts visited, achievements 
and expenses. He was responsible for building and maintaining a key account list for both on and off 
premise in conjunction with the distributor and developing strong relationships with key buyers, owners 
and managers for the total brand portfolio.   

PRODUCTION 
Brandon Smith 

 
Head Distiller 

Brandon is an experienced entrepreneur who successfully created bike safety start up, LedByLite, 
and was working for nationally recognized Red Rock Brewery prior to joining the DBD team. At Red Rock, 
he initially worked on the sales side with distributors. He moved to the production team after a few years 
and gained experience in equipment maintenance, cleaning, and repairing, eventually managing the 
bottling and packaging team. He also maintained and repaired all draft systems at all Red Rock locations. 
While at Red Rock he developed experience and knowledge in cellaring, transferring, carbonation, 
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filtration and fining techniques that he brings to DBD. Brandon is well versed in the Utah Department of 
Alcoholic Beverage Control delivery procedures. He was brewing on 25-barrel steam brew house prior to 
joining DBD. Great at trouble shooting notoriously difficult jockey boxes, IDD Squire 2 keg washer, as well 
as cleaning and maintenance. While at Red Rock he worked with the brew team to scale up production 
from 2,000bbl/year to just under 5,000bbl/year.  

 
Brandon has created all SOP documentation for cleaning, packaging, and DABC deliveries. He 

trains and manages packaging, machinery, and crew. He has also implemented inventory tracking 
procedures.  

PROFESSIONAL SUPPORT 
The manufacturing and distribution model adopted by DBD will keep the organizational structure 

small and efficient. We have filled several important roles with professional service providers. The 
success of this management style stems from the combined expertise of the team of advisors in product 
design, manufacturing, marketing, management and finance. Its outside advisors provide tremendous 
support for management decisions and vision.  
 

ACCOUNTING and FINANCE TEAM 
Kyle Hill - MBA Finance and Accounting - Preferred CFO  

DBD has engaged the Salt Lake City-based firm of Preferred CFO to be its third-party provider of 
accounting, bookkeeping, and financial management services. Its dedicated Consultant is Kyle Hill, MBA, 
who has extensive experience in accounting, planning, and corporate financial management  for 
beverage alcohol companies. 
 
Marilea Campomizzi - Director - Audit Senior Manager, CPA - Marcum LLP 

DBD has engaged the services of Marcum LLC to provide 3rd party financial auditing to ensure the 
integrity of its financial accounting. DBD’s books have been audited from inception through Fiscal Year 
2019. 

 

LEGAL TEAM 
Richard Ensor, Corporate Attorney - Michael Best & Friedrich LLP 
 
Margaret McGann, Trademark Attorney - Workman Nydeggar 

DBD has engaged the services of Workman Nydeggar to manage Trademark Applications and 
defense.  

  
Tom Winter, Liability, Property, and Key Man Life Insurance - United Agencies Inc. 

Tom provides liability, key man, and other insurance services and insurance counseling.  
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FINANCIALS 

FINANCIAL SUMMARY 
Currently, DBD is valued at $5,837,931. (see appendix A: Valuation).  In January 2020, DBD 

shipped over 3,000 cases. (see appendix B: Performance) With the current sales rate, DBD is on track to 
ship 36,000 cases ($102 per 9L case) by the end of the year.  That would make its 2020 revenue over 
$3,000,000 assuming no growth. 

DBD was built to scale to 78,000 cases.  In 2016, DBD launched its brand and sold 104 cases. In 
2017, it grew sales to 484 cases, 365%.  In 2018, it sold 3,104 cases, an increase of 542%. In 2019, DBD 
grew to 10,676 cases, an increase of 243%. At the end of 2019, DBD conservatively projected 2020 case 
sales of 19,000, 78% growth.   BUT after its January performance, DBD is now on track to sell 36,000 
cases, 237%.  Which far exceeds 2019 projections. (see appendix D: Projection) 

In the first three years of operation, DBD was paying for excess capacity, and recording losses. In 
2019, DBD more than doubled sales as it achieved brand activation in the Utah Market. DBD was able to 
surpass $1M in sales. In 2020, DBD projects break even sales and profitability.  

In 2019, DBD nearly offset all its expenses with revenue from the sale of rum, gin, and vodka. In 
2020 a boost in revenue will come from the sales of its first batches of whiskey. In selling whiskey, as well 
as increasing rum, vodka, and gin production and sales, DBD will generate minimum revenue of $1.9M 
with potential to $3.0M in 2020. 

With rather conservative sales projections DBD plans to produce positive net cash flow in 2020, 
year 4 of operations. With no major capital expenditures needed to scale to 39,000 cases, DBD plans to 
generate revenues of $5M and positive net cash flows of $1M by 2022. (see appendix D: Projection).  

 
*Please note: projections are not guaranteed 

 
 

USE of FUNDS 
DBD is seeking working capital. DBD has experience exponential growth and needs to raise capital 

to keep up with its growth. The company has not yet been able to qualify for a working capital credit line 
with a traditional bank. 80% of funds raised will be used to purchase supplies and materials required to 
fulfill existing orders. In addition, DBD will invest 20% into whiskey production to install its new mill and 
to purchase an additional Mash Tun.   
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INDUSTRY ANALYSIS 

CRAFT DISTILLING VS. MEGA BRANDS 
• DBD has grown by 244% from 2018 to 2019 selling 10,676 cases 
• The craft spirits market volume reached nearly 7.2M cases in retail sales in 2017, growing at an 

annual growth rate of 23.7% 
• DBD in value terms reached $1.2M sales growing at an annual rate of 244% 
• Craft distilled spirits reached $3.7 billion in sales, growing at an annual growth rate of 30.1% 
• Craft distilled spirits reached 3.2% in volume and 4.6% in value in 2017, up from 1.2% volume 

and 1.4% value  

                                                                                                                                                                                     2 

 
2 Data provided by the Craft Spirits Data Project © (CSDP). The CSDP provides a firm foundation for financial 
institutions to determine risk when loaning monies to DSPs. ACSA plans to update this report with 2019 
data on March 31, 2020. 
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MEGA BRANDS LOSING MARKET SHARE 
• Mega brands have been consistently losing market share  
• Craft brands have been consistently gaining market share 
• DBD has taken .076% of the market for spirits from mega brands. 

 

 
                                                                                                                                                                                                                                           
3 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
3 Data provided by the Craft Spirits Data Project © (CSDP). The CSDP provides a firm foundation for financial 
institutions to determine risk when loaning monies to DSPs. ACSA plans to update this report with 2019 
data on March 31, 2020. 
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MEDIUM SIZED CRAFT DISTILLERY GROWTH 
• DBD is considered a medium-size craft distillery with less than 52,000 9L cases produced annually 
• Medium-size craft producers have been growing at an annual case sales rate of 28.5% 

                                                                                                                                                                                                           

                                                                                                                                                                        4 
 
 
 
 
 
 
 
 

 
4 Data provided by the Craft Spirits Data Project © (CSDP). The CSDP provides a firm foundation for financial 
institutions to determine risk when loaning monies to DSPs. ACSA plans to update this report with 2019 
data on March 31, 2020. 
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OUT of STATE DISTRIBUTION GROWTH  
• The majority of DBD 2019 sales were from its home State of Utah 
• The focus of DBDs 2020 sales effort is out of state 
• Out of state distribution accounts for 45% of medium sized producers total business 

                                                                                                                                                                                                
                                                                                                                                                                                                         

                                                                                                                                                                     5  

 
5 Data provided by the Craft Spirits Data Project © (CSDP). The CSDP provides a firm foundation for financial 
institutions to determine risk when loaning monies to DSPs. ACSA plans to update this report with 2019 
data on March 31, 2020. 
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FUNDING REQUIREMENT 
 In order to execute its business plan, DBD is seeking $1M. DBD is requesting short- and long-term 
funding to assist in its business development. (see appendix C: financials) 
 

• $795,000 short term funding  
  $750,000 working capital – utilities, bottles, corks, grain, sugar, molasses, labels, etc.  
  $45,000 equipment – Mash Tun and Mill for whiskey production         

 
• $205,000 long term Funding 

 $205,000 equipment- more distillation equipment to reach max capacity of 78,000 cases 
 

Total $1,000,000  
 

MILESTONES 
DBD has raised $2,889,530 from individual investors and borrowed $2,105,987 from a 

commercial bank. With total investment of $4,995,517, DBD has achieved the following milestones:  
 

• February 17, 2016 - DBD completed construction of it’s new 17,000 square foot manufacturing 
facility at a cost of $4,100,000 

• April 1, 2016 - DBD received all Federal and State licenses and permits and open its doors for 
business 

• June 1, 2016 - DBD received its first wholesale order from the Utah Department of Alcoholic 
Beverage Control  

• November 7, 2016 - DBD received its first out-of-state wholesale order 
• December 31, 2017 - DBD exceeded sales of $100,000 
• December 31, 2017 - DBD shipping spirits into 6 states 
• July 1, 2018 - DBD signs first celebrity endorsement deal with Jan Stephenson 
• January 15, 2019 - DBD ships first order to big box retailer Total Wine 
• December 31, 2019 - DBD exceeded sales of $1,000,000 
• December 31, 2019 - DBD sold more than 10,000 9L cases   
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EXIT PLAN 
The exit plan is sale to a strategic acquiror. As an interested investor you are likely aware of the 

great boom going on in the craft spirits industry. The acquisition trend continued through 2019, as the 
following charts illustrate. 
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 ACQUISITIONS 
 

Year Brand Acquirer Cases Price $/Case Multiple 

2019 Castle Brands Pernod 
Ricard n/a $223M 

  
2019 Black Velvet Heaven Hill n/a $226M   
2019 Dogfish Head Boston Beer n/a $300M   

2019 Rabbit Hole Pernod 
Ricard n/a n/a n/a  

2019 Crater Lake Acquired 
Sales Corp n/a $8M n/a n/a 

2019 Cutwater Anheuser-
Busch InBev n/a n/a n/a n/a 

2018 Patron Bacardi 3,000 $5.1B $1,700   

2018 Avion Pernod 
Ricard 

 $100M n/a n/a 

2017 Pendleton Jose Cuervo 250 $205M $820   

2017 Big Bottom East Side 
Distilling n/a Stock 

Purchase n/a n/a 

2017 Tuthill Town 
William 
Grant and 
Son 

n/a n/a n/a n/a 

2017 Casamigos Diageo 120 $700M+ $5,833  20x+ 

2017 Bulldog Gin Groupo 
Campari 150 $58M $387  4.9x 

2016 High West Constellation 
Brands 70 $160M $2,285  6x 

2015 Ballast Point Constellation 
Brands n/a $1B n/a 10x+ 

2015 Angels Envy Bacardi 45 n/a n/a n/a 

2012 Pinnacle and 
Calico Jack Beam 3,000 $605M $202  4.9x 

2011 Skinny Girl Beam 110 $90M $818  11.2x 
2010 Zacapa Diego 100 $200M $2,000  15.8x 
2007 Cabo Wabo Campari 56 $91M $1,429  9.6x 
2007 Ketel One Diageo 1,700 $1,800M $1,059  8.4x 

2007 Svedka Constellation 1,100 $384M $349  8.4x 

2006 42 Below Bacardi 90 $91M $1,011  13.0x 
 

Acquisitions of craft distilleries have become common, and transactions are being conducted at 
high exit valuations. These acquisitions target distilleries with viable business models positioned for 
growth. Mega brands’ pathways to future growth includes investment in growth brands such as DBD. As 
mega brands continue to lose market share to craft brands, they defend the loss of market share through 
acquisition.   

CONCLUSION 
 DBD remains well poised to acquire significant market-share in the spirits industry. Its business 
plan assumes continued investment in product lines, brands, online image, and marketing campaigns. 
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The prior 4 years of operation are very promising, and its forecasts show strong growth. DBD’s primary 
source of revenue was generated in one State. DBD’s focused out of state brand activation plan with Wal 
Mart and Total Wine will increase its sales by at least 50%. As DBD gains case sales in additional States, 
investors will see aggressive sales growth and profitability.   
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APPENDIX A: VALUATION 
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APPENDIX B: PERFORMANCE  
 
*Please note: projections are not guaranteed 
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APPENDIX C: FINANCIALS  
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APPENDIX D: PROJECTION 
*Please note: projections are not guaranteed 
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2016 2017 2018 2019 2020 2021 2022 2023 2024

Revenue Forcast

Case Sales  Forcast
Year Cases Sold Gowth % Revenue
2016 104 10,608.00$       
2017 484 365% 49,368.00$       
2018 3104 541% 316,608.00$    
2019 10676 244% 1,088,952.00$ 
2020 19000 78% 1,938,000.00$ 
2021 31000 63% 3,162,000.00$ 
2022 49050 58% 5,003,100.00$ 
2023 61313 25% 6,253,926.00$ 
2024 78000 27% 7,956,000.00$ 
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*Please note: projections are not guaranteed 
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Revenue Forcast Lower Bounds

Case Sales Lower Confidence Bound
Year Cases Sold Gowth % Revenue
2016 104 10,608.00$       
2017 484 365% 49,368.00$       
2018 3104 541% 316,608.00$    
2019 10676 244% 1,088,952.00$ 
2020 12000 12% 1,224,000.00$ 
2021 26000 117% 2,652,000.00$ 
2022 36000 38% 3,672,000.00$ 
2023 40000 11% 4,080,000.00$ 
2024 50000 25% 5,100,000.00$ 
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*Please note: projections are not guaranteed 
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2016 2017 2018 2019 2020 2021 2022 2023 2024
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Case Sales Upper Confidence Bound
Year Cases Sold Gowth % Revenue
2016 104 10,608.00$       
2017 484 365% 49,368.00$       
2018 3104 541% 316,608.00$    
2019 10676 244% 1,088,952.00$ 
2020 36000 237% 3,672,000.00$ 
2021 78000 117% 7,956,000.00$ 
2022 78000 0% 7,956,000.00$ 
2023 78000 0% 7,956,000.00$ 
2024 78000 0% 7,956,000.00$ 
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Dented Brick Distillery 
*Please note: projections are not guaranteed  

Profit & Loss Act 
Forecast 

19,000 Cases 

Forecast 
36,000 Cases 

Upper 
Confidence 

Bound 

Forecast 
12,000 Cases 

Lower 
Confidence 

Bound 
  2019 2020 2020 2020 

Revenue   78% 237% 12% 
Cased Goods-Rev $1,160,568.00 $2,065,300.00 $3,913,200.00 $1,304,400.00 
Tours & Tastings-Rev $2,323.00 $3,020.04 $3,020.04 $3,020.04 
Non-Liquor Item-Rev $3,593.00 $4,670.47 $4,670.47 $4,670.47 
Event Fees-Rev $4,362.00 $5,671.21 $5,671.21 $5,671.21 
Memberships-Rev -    
Bulk Liquor-Rev -    
Resale Items-Rev $145.00 $188.50 $188.50 $188.50 
Miscellaneous Sales-Rev $23.00 $29.93 $29.93 $29.93 
Rev#10-Rev -    
Total Revenue $1,107,385.00 $2,078,880.00 $3,926,780.00 $1,317,980.00 
       
Cost of Revenue      
Salaries & Wages-Costs -    
Labor Other-Costs -    
Cased Goods-Costs $782,452.00 $1,392,510.00 $2,638,440.00 $879,480.00 
Non-Liquor Items-Costs $3,482.00    
Event-Costs -    
Bulk Liquor-Costs -    
Shrinkage-Costs -    
Other COGS-Costs $1,237.00    
Other4-Costs -    
Other-COGS -    
Total Cost of Revenue $787,172.00 $1,392,510.00 $2,638,440.00 $879,480.00 
Gross Profit $320,214.00 $686,370.15 $1,288,340.15 $438,500.15 
       
Operating Expense      
Salaries & Wages $291,378.00 $291,378.00 $291,378.00 $291,378.00 
Employee Benefits -    
Stock Based Compensation -    
Bad Debt -$10.00    
Bank & CC Fees $16,439.00 $16,439.00 $16,439.00 $16,439.00 
Computers & Office $19,134.00 $19,134.00 $19,134.00 $19,134.00 
Consulting/Outside Serv. $108,184.00 $108,184.00 $108,184.00 $108,184.00 
Dues & Subscriptions $12,960.00 $12,960.00 $12,960.00 $12,960.00 
Advertising $26,514.00 $26,514.00 $26,514.00 $26,514.00 
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Facilities $31,316.00 $31,316.00 $31,316.00 $31,316.00 
Insurance $16,707.00 $16,707.00 $16,707.00 $16,707.00 
Miscellaneous $5,977.00 $5,977.00 $5,977.00 $5,977.00 
Postage & Shipping $9,779.00 $9,779.00 $9,779.00 $9,779.00 
Repairs & Maintenance $9,422.00 $9,422.00 $9,422.00 $9,422.00 
Seminars, Conf. & Training - - - - 
Taxes & Licenses $36,436.00 $36,436.00 $36,436.00 $36,436.00 
Telecommunications $1,955.00 $1,955.00 $1,955.00 $1,955.00 
Travel & Entertainment $48,749.00 $48,749.00 $48,749.00 $48,749.00 
Warehouse & Shipping $1,101.00 $1,101.00 $1,101.00 $1,101.00 
Marketing & PR $78,471.00 $78,471.00 $78,471.00 $78,471.00 
Selling Expenses $1,891.00 $1,891.00 $1,891.00 $1,891.00 
Total Operating Expense $716,403.00 $716,413.00 $716,413.00 $716,413.00 
EBITDA -$396,189.00 -$30,042.72 $571,927.28 -$277,912.72 
Other (Income) Expense      
Interest Income -    
Other Income $0.00    
Interest Expense $294,391.00 $294,391.00 $294,391.00 $294,391.00 
Factoring Expense      
Amortization      
Depreciation Expense $55,067.00 $55,067.00 $55,067.00 $55,067.00 
Donations $4,378.00 $4,378.00 $4,378.00 $4,378.00 
Misc. Other Expenses $0.00    
Preferred Return -    
Income Tax Expense      
Total Other (Income) Expense $392,706.00 $353,836.00 $353,836.00 $353,836.00 
Net Income (Loss) -$788,895.00 -$383,878.64 $218,091.36 -$631,748.64 
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